
 My name is Takaoka from Kirin Holdings. Thank you very much for your

time today.

 I will now explain the first quarter financial results. First, please refer to

page 3.
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 Consolidated revenue for the first quarter was 450.3 billion yen, up 8.1% 

from the previous year.

 Consolidated Normalized operating profit was 33.6 billion yen, up 29.5% 

from the previous year, due to the steady implementation of price 

revisions and other profit improvement measures and cost reductions, 

despite the continued impact of soaring raw material and fuel costs, 

mainly in the food and beverages domain.

 Profit before tax was 20.1 billion yen, a decrease of 29.6% from the 

previous year, mainly due to the foreign currency translation difference 

of approximately 19.0 billion yen, resulting from the withdrawal from the 

Myanmar business.

 Profit attributable to owners of the Company for the quarter was 5.6 

billion yen, a decrease of 67.9%, due to an increase in income tax 

expense.

 As for the Normalized EPS, it was 32 yen, mainly due to an increase in 

consolidated Normalized operating profit and share of profit of equity-

accounted investees.

 There is no revision to the full-year financial forecast at this time.

3



 Page 4 shows changes in the Normalized operating profit by company, 

please refer to the details later.
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 Please see page 5.

 Looking at changes in Normalized operating profit by factor, the negative 

impact of soaring costs was approximately 12.0 billion yen, but price 

revisions and cost reductions offset the deterioration in business 

performance with a positive impact of approximately 18.0 billion yen.

 The Group did not make significant investments in marketing during the 

January-March period, which we had announced at the beginning of the 

year, due to the postponement of some of the investments.

 In addition, since the yen has weakened compared to the first quarter of 

last year, there was a 2.6 billion yen impact from foreign exchange, 

resulting in a consolidated Normalized operating profit of 33.6 billion yen.

 Furthermore, there is no significant change at this time in the annual 

cost hike forecast.
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 I will explain each business starting from page 6. First, Kirin Brewery.

 The stable increase in revenue in the first quarter was due to a steady recovery in 

the on-premise channels and higher unit prices resulting from the price revision 

implemented last October.

 The Kirin Ichiban brand family, which is being enforced as a core brand, achieved 

a monthly cumulative increase of 12% over the previous year. The main reason 

for this increase was the major boost in the on-premise channels related to re-

opening, despite a decrease in volume in the off-premise channels due to price 

revisions and other factors. We will implement renewal activities for Kirin Ichiban  

from April, and for Kirin Ichiban Zero Sugar during the peak season.

 We are working to expand the market for craft beer, and Spring Valley's Hojun

496 also underwent a renewal.

 We plan to launch a new summer limited product next month in June to offer a 

"joy of choosing" that only craft can provide. We would like to offer a new way to 

enjoy summer that is unique to craft and different from the previous standard 

summer beers.

 This year, for the high value-added RTD, we will take up the challenge again with 

the release of "Kirin Hyakunen Kiwami Lemon Sour," made with a technology 

Kirin has cultivated throughout our over 100 years of beer brewing history.

 As for Home Tap, we did not take any aggressive measures last year to expand 

its scale, but we are gradually taking steps to promote new customer trials.
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 Next is LION, please see page 7.

 As for Australia, revenue steadily increased due to the recovery in the on-

premise channels, which had shrunk due to the Omicron variant last year, as 

well as price revisions in response to higher costs.

 We are investing in brands and working to grow our core brands, and a new 

low-carb product from Hahn that promotes health and well-being is 

performing well.

 XXXX (Four-X) is also steadily growing at a positive year-on-year rate, and 

we will continue to invest in the brand and will push harder from April.

 As for the craft beer category, Fermentum continued to show solid growth.

 From the second quarter, we will continue to invest in both our core brands 

and craft beers to strengthen our brands.

 Meanwhile, for US craft, the momentum of Voodoo Ranger, which is driving 

growth, has not stopped. We have acquired a production brewery in Virginia 

to secure brewing capacity, partly due to the contribution of new products. We 

will continue to work on building a strong platform.
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 Please see page 8.

 Kirin Beverage also reported an increase in revenue, with steady growth from

products in the health science domain, which is a particular focus of Kirin

Beverage this year.

 In addition to "Kirin Plasma Sports," a LC-Plasma sports drink, launched this

past April, we have also launched several products in collaboration with

FANCL to strengthen our initiatives.

 In the second half of the year, we also plan to launch a blended tea from the

CaloLimit brand.

 As for our core brands, the unsweetened milk tea from the Gogo-no-Kocha

brand has been performing very well, and we will further strengthen these

core brands by renewing both of Nama-cha and Gogo-no-Kocha, from April

onwards.

 As for efforts to improve profitability, the ultra-small PET bottle, "Kirin Oishii

Immune Care," which underwent a full renewal at the end of March, including

the brand name, has launched in stores along with advertisements promoting

the importance of immune care and has expanded.

 We intend to improve profitability by increasing revenue from small PET

bottle products by growing our product lineup and other measures.
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 Next is page 9. In the health science domain, the product lineup is expanding, 

with steady growth in LC-Plasma beverages and progress in out-licensing.

 In May, the COVID-19 category was downgraded to Class 5 (the same 

category as common infectious diseases such as seasonal influenza). In 

conjunction with this change, we will promote the awareness of immune care 

to "protect your own health and well-being" together with national characters, 

local governments, and companies that implements our product.

 As for immune care supplements, our double claim products are performing 

well, and we plan to add more to our lineup.

 Sales of specialty material Citicoline to health food companies in the U.S., 

especially beverage companies, are strong and progressing as planned.

 On April 27, we also announced our acquisition proposal of Blackmores. We 

will proceed to close this in the third quarter as planned.

 As for Kyowa Kirin in the pharmaceutical domain, own sales of Crysvita in 

North America have started smoothly.

 On the other hand, with the announcement of the discontinuation of RTA 402 

development in the second quarter, we will continue to expand our next-

generation pipeline.
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 Please see page 10 for the ESG update.

 For environment, we received the highest number of votes for GPIF’s

outstanding TCFD disclosure for two consecutive years.

 As noted, we have received many positive comments for the reasons of

the selection.

 Regarding social, Nagasaki University, with which we had been

conducting a joint research, announced the results of a specific clinical

study of LC-Plasma against COVID-19.

 Among the results, it has been suggested that patients who had

abnormalities in their sense of smell and taste improved faster by

consuming LC-Plasma. It has also been confirmed that the number of

SARS-CoV-2 in the body is reduced earlier with the intake of LC-Plasma.

 We will continue to place CSV at the core of our management to

strengthen our business, and at the same time, we will aim to achieve

both economic and social value by being highly evaluated from an ESG

perspective.
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