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Kishida: Good afternoon, everyone. My name is Kishida from YAMAZEN. Thank you very much for joining 
today’s financial results briefing. 

Let me begin by outlining today’s agenda. First, I will speak about our corporate philosophy and business 
model. I will then walk you through an overview of our results for FY2025. After that, I will discuss our medium-
term management plan and our forecast for FY2026. Finally, I will explain the initiative with Advantage 
Partners announced in February, as well as our approach to shareholder returns.  



 

Let me begin with a brief introduction to YAMAZEN. The Company was founded in Osaka in 1947, shortly after 
World War II, by our founder, Mr. Takeo Yamamoto. He started the business by supplying tools and daily 
necessities required for the restoration of daily life. His pioneering spirit has remained at the core of our 
philosophy and continues to shape our DNA today. On the right, you can see our Purpose: “Pioneering a new 
future, with all of you.”  



 

Looking ahead to 2030, we have defined our aspiration as “Leading worldwide manufacturing and enriched 
lives.” We operate a dual-wing business model. One wing is Production Equipment, including machine tools, 
industrial equipment, and cutting tools that support manufacturing around the world. The other is Consumer 
Goods, which provides lifestyle products that enrich everyday life. This combination is unique among trading 
companies and reflects our long-standing commitment to addressing the needs of manufacturers, distributors, 
and end users connected to YAMAZEN.  



 

Next, let me explain our business model. 

This diagram illustrates how our model has evolved since the Company’s founding. The foundation of our 
business is the strong trust we have built with our business partners. Based on that foundation, we operate 
three business models. The first is wholesale, which provides stable earnings. The second is engineering, which 
involves direct sales to users and generates relatively high margins. The third is a fabless manufacturer model, 
which enables asset-light and agile product development. We have continued to grow by reinvesting the 
stable cash flow generated through wholesale into our engineering and fabless manufacturer businesses. 

 



 

Here you can see YAMAZEN’s competitive strengths. 

These strengths come from our extensive relationships with manufacturers, our strong ability to identify high-
quality products, and our capability to propose related solutions to distributors throughout Japan. Because 
we are not tied to any specific manufacturer, we can offer the most suitable products to distributors and 
develop our business with flexibility. And ultimately, the talent who make all of this possible are one of our 
greatest strengths. 

 

 



 

Let me now walk you through our performance trends. 

Our business is influenced by capital investment trends in Japan and overseas, as well as consumer spending. 
As a result, our performance temporarily declined during the global financial crisis following the collapse of 
Lehman Brothers and the COVID-19 pandemic. Even so, our overall trajectory has been one of steady growth 
over time.  



 

Next, let me explain the growth profile of our business portfolio. 

As I mentioned earlier, wholesale serves as the foundation of our business, and on top of that, we have 
expanded our engineering and fabless manufacturer businesses. We position wholesale as a resilience 
business. By strengthening its earning power, we aim to continue generating stable cash flow. We then 
allocate that capital, including the cash flow generated by wholesale, to our engineering and fabless 
manufacturer businesses, which serve as our growth drivers. This enables us to pursue further growth. 
Looking ahead, we will continue building new pillars of business through ongoing M&A and the creation of 
new business opportunities.  



 

Let me now move on to our FY2025 results. 

Net sales were JPY541.885 billion, up 5% YoY. Operating profit was JPY12.041 billion, up 26% YoY. The main 
drivers were strong capital investment demand in our Global Business segment and steady performance in 
housing-related equipment designed to meet energy-saving needs. Another positive highlight was the 
improvement in our gross profit margin, which increased by 0.4 percentage points. I will discuss this in more 
detail later.  



 

Here you can see the results by segment. 

One of the highlights for FY2025 was the improvement in operating profit margins across all segments.  



 

This chart shows the breakdown of net sales by segment. 

I will discuss the details later in the presentation.  



 

This next chart shows the factors behind the change in operating profit. 

Gross profit increased by approximately JPY6 billion. Breaking this down into net sales growth and gross profit 
margin improvement, higher net sales contributed approximately JPY3.8 billion. This was mainly driven by 
growth in the Global Business and the Building Materials Business. The remaining JPY2.2 billion came from 
the improvement in gross profit margin. This was supported by a higher sales mix in the Global Business, which 
carries higher margins, as well as a higher e-commerce ratio in the Home Products Business. 

On the other hand, SG&A expenses increased by approximately JPY3.5 billion, mainly due to higher personnel 
expenses, service fees, advertising expenses, and depreciation and amortization. Despite these cost increases, 
we were able to offset them through higher gross profit. 



 

Now, let me highlight three achievements from FY2025. 

The first is the improvement in our gross profit margin. The second is the acceleration of our global expansion. 
And the third is the continued growth of the Building Materials Business. 

Let me begin with the improvement in our gross profit margin. Both the Global Business and the Building 
Materials Business, which carry higher margins, performed strongly. In addition, nearly all of our businesses 
improved profitability. I have consistently encouraged our teams to maintain appropriate profit levels, and I 
believe that mindset has now become firmly established across the Company. These results reflect the steady 
efforts made at the operational level. 

On the other hand, SG&A expenses increased, mainly due to higher depreciation and amortization associated 
with investments in our core systems and logistics infrastructure. Compared with our peers, we still do not 
believe our operating profit margin is at a satisfactory level. We will continue improving gross profit while 
thoroughly reviewing SG&A expenses. Through these efforts, we aim to strengthen our operating profit 
margin and further enhance our earnings capability. 



 

The second achievement is the acceleration of our global expansion. 

This fiscal year marks the second year of our medium-term management plan, and the Global Business is the 
key driver of the plan. For the Global Business, we are targeting net sales of JPY120 billion, representing a 40% 
increase from FY2024, the final year of the previous plan. This target excludes the impact of M&A, and we are 
steadily making progress toward achieving it. 

At the beginning of the fiscal year, North America faced challenges due to tariffs and high interest rates. 
Taiwan also continued to experience weakness in semiconductor-related investment. However, from the 
beginning of2026, we captured the recovery in demand and regained momentum. In China, we benefited 
from stronger domestic demand driven by government economic policies and active capital investment. 
ASEAN also performed strongly throughout the year, supported by domestic demand in each country as well 
as demand related to production shifts into the region. As a result, net sales increased 13% YoY. If we continue 
growing at this pace, we believe the JPY120 billion target is well within reach. Overall, we view the progress 
to date as very encouraging. 

Although not included in the JPY120 billion target, we also completed two overseas M&A transactions 
involving machinery trading companies in Malaysia and Indonesia. These initiatives are progressing steadily. 
Going forward, we will continue expanding our footprint and market coverage while further accelerating our 
global development. 



 

The third point is the growth of the Building Materials Business. 

The Building Materials Business tends to generate mixed reactions among investors. Some investors say that 
because the business has been performing well, they do not see it as a major issue to focus on. On the other 
hand, investors who closely follow the business often ask why it has been performing so strongly. The business 
has achieved five consecutive years of revenue growth and has made a significant contribution to the 
Company’s overall growth in both net sales and profit. 

There are several factors behind this growth. Even as new housing starts continue to decline, we have 
strengthened not only our core housing-related business but also non-residential areas such as offices and 
factories. We have also expanded our renovation business. Each individual initiative may appear modest, but 
the accumulation of these efforts is steadily producing results. 

Last year, we captured replacement demand for air conditioning equipment and water heaters, as well as 
broader energy-saving needs. We also promoted solutions combining solar power systems and storage 
batteries for factories and offices. In the home renovation market, many of you may have seen renovation 
corners inside major electronics retailers. Behind the scenes, YAMAZEN provides training on products and 
sales methods to these retailers, helping stimulate demand. By steadily executing these initiatives one by one, 
we have expanded the number of manufacturers and distributors working with us. We believe this steady 
expansion is driving the overall growth of the business. 



 

This is our consolidated financial position. 

Total assets increased mainly due to the issuance of JPY28 billion in convertible bonds. I will explain this in 
more detail later in the presentation.  



 

Now, I would like to move on to our medium-term management plan and our earnings outlook. 

Our three-year plan, PROACTIVE YAMAZEN 2027, began in FY2025, and this year marks the second year of the 
plan. 

To achieve our purpose and vision, we are strengthening our wholesale business while investing in our growth 
drivers. Through these efforts, we aim to build a more resilient and well-balanced business portfolio. To 
support this objective, we have identified five strategic points.  



 

They are shown in this slide. 

The first is advancing value creation. The second is accelerating our global expansion. The third is enhancing 
our sales capabilities. The fourth is strengthening our management foundation. And the fifth is reinforcing 
sustainability management. By promoting these initiatives across all business divisions and headquarters 
functions, we will work toward achieving the goals of our medium-term plan.  



 

This chart illustrates how these strategic points contribute to enhancing corporate value. 

Each of the five points is linked to initiatives aimed at improving ROE, increasing growth expectations, and 
reducing the cost of equity. By steadily executing these strategies, we will continue enhancing our corporate 
value.  



 

Here you can see our view of the external environment as we move from FY2025 into FY2026 I will not go into 
all the details, but there remains uncertainty, including geopolitical risks, making the outlook difficult to 
predict. Even so, we are seeing some positive signs in capital investment trends, both in Japan and overseas.  



 

Based on this outlook, let me explain our earnings plan for FY2026. 

We are targeting net sales of JPY570 billion, up 5.2% YoY, and operating profit of JPY13.3 billion, up 10.4% 
YoY.  



 

This chart shows our FY2026 net sales plan by segment. 

We expect revenue growth across all segments. Let me walk you through the details while also reflecting on 
our FY2025 performance.  



 

Let me begin with the domestic production equipment segment. 

In FY2025, the Machine Tools Business was affected by the slowdown in the automotive industry. However, 
from the beginning of the calendar year, we benefited from recovering semiconductor-related demand, and 
orders have remained firm. In FY2026, we will work to stabilize the business by leveraging subsidy programs 
and expanding sales not only of machine tools but also forging presses and industrial machinery, thereby 
broadening our customer base. 

In the Industrial Solutions Business, FY2025 performance was strong, driven by demand for automation and 
improvements in workplace environments. We expect these needs to continue growing. We are also focusing 
on the development of original products. By accelerating proposals that directly address customer challenges, 
we aim to achieve net sales of more than JPY100 billion in this segment this fiscal year. 

In the Tool & Engineering Business, FY2025 results were affected by weakness in the automotive sector, but 
sales of work tools and small devices remained strong. In FY2026, we will actively target growth industries 
such as aerospace, as well as new areas including railways. By expanding our lineup of original products, we 
aim to use them as entry points into new markets while also contributing to higher gross profit margins. 

You may also have seen increased media coverage of humanoid robots recently. We are actively working 
toward their practical implementation in society. As shown in the center photo, humanoid robots cannot 
function without motion-tracking data based on human movement. To address this, we are collaborating 
across industries to establish Japan’s first private-sector physical data center, where such data can be 
accumulated and shared among multiple companies. 



 

Next is the global production equipment segment. 

We have operations across four regions: North America, China, Taiwan, and ASEAN. Until Q3 of FY2025, 
performance varied by region, but for the full-year, all regions delivered significant YoY growth, making a 
strong contribution to company-wide sales and profit. This remains the business where we expect the 
strongest growth in FY2026. 

YAMAZEN now operates 89 locations across 15 countries and regions. Because each market requires different 
products, we build product portfolios tailored to the industrial characteristics of each region. By responding 
quickly and flexibly to customer needs, we aim to further strengthen our earning power. In addition to strong 
semiconductor-related demand, we will actively expand into new markets such as renewable energy while 
broadening our lineup of machinery and mechanical components. 

Another key initiative is our cross-border strategy, which leverages our extensive regional network. This 
includes cross-border sales activities, technical support, and assistance with equipment installation. This is 
one of YAMAZEN’s unique strengths, made possible by the close collaboration among our global offices, each 
with deep expertise in local market development. We will continue capturing demand and expanding our 
cross-border business this fiscal year. Although geopolitical risks and supply chain shifts may continue to 
create uncertainty, we will flexibly adjust our regional strategies in response to changes in the external 
environment. With our JPY120 billion sales target for FY2027 in mind, we are targeting JPY108 billion in FY2026. 



 

Next is the Building Materials Business. 

This segment has achieved five consecutive years of revenue growth. In FY2025, sales of air-conditioning 
equipment and replacement demand for water heaters remained strong. In addition, in the non-residential 
sector, including office buildings and factories, we improved profitability through renovation projects 
combining energy-efficient equipment with installation services. 

As you know, new housing starts continue to trend downward. Even so, we will further expand our strong 
renovation and renewal business for general consumers. For corporate customers, we will strengthen 
proposals for solar power and storage battery solutions, as well as other new-energy solutions. By enhancing 
our expertise in construction management, we will increase the number of value-added projects that include 
installation work and improve overall profitability. In addition, through support for subsidy applications for 
small and mid-sized manufacturers and strengthened consulting services for municipalities, we aim to achieve 
net sales of JPY90 billion. 



 

Lastly, the Home Products Business. 

In H1 of FY2025, the extreme summer heat drove strong sales of fan-equipped apparel and portable air 
conditioners. We also strengthened promotions for our private-brand products through TV commercials and 
active communication on social media platforms such as X and Instagram. EC sales through platforms such as 
Rakuten also grew steadily, while our own EC site, YAMAZEN Bizcom, continued to see increases in both sales 
and membership. As a result, the segment achieved more than JPY100 billion in net sales for the sixth 
consecutive year. 

In FY2026, we will continue strengthening the development and brand recognition of our private-brand 
products while enhancing our EC capabilities, including logistics. We will also further expand both membership 
and sales on YAMAZEN Bizcom to drive continued growth. 



 

This table summarizes the targets for each segment under our medium-term management plan. I will not go 
into the details here.  



 

These are our targets for net sales, profits, and key management indicators under the plan. 

In the final year of the plan, FY2027, we aim to strengthen our earning power and achieve net sales of JPY600 
billion and operating profit of JPY16 billion. As for ROE, our goal is to bring it back to 10% in the next medium-
term management plan. Under the current plan, our target is to achieve 8% by the final year.  



 

Next, I would like to explain our business partnership with Advantage Partners. 

Advantage Partners is a private equity fund with a strong track record of supporting the growth of listed 
companies. Under this partnership, they will provide both financial and operational support. Alongside the 
business alliance, we issued JPY25 billion in zero-coupon convertible bonds, or CBs. The purpose of this 
partnership is to translate YAMAZEN’s potential into tangible results and significantly strengthen our 
execution capabilities. We aim not only to improve the quality of our plans but also to accelerate execution. 

 

 



 

On the left, you can see the operating profit achievement levels under our past three medium-term 
management plans. 

Unfortunately, we fell short of our targets in two of the three plans. While we have continued investing to 
strengthen our earning power, we believe we did not create sufficient new value or execute with enough 
speed and intensity. The targets of the current medium-term management plan are non-negotiable. With the 
support of Advantage Partners, we will accelerate execution and deliver results beyond what we could achieve 
on our own. 

 

 



 

In developing this combined framework of business partnership and financing, we spent several months in in-
depth discussions with Advantage Partners. As a result, the five strategic points outlined in our medium-term 
management plan aligned almost perfectly with the areas that Advantage Partners, through extensive analysis, 
identified as YAMAZEN’s latent strengths with further growth potential. In other words, this partnership is not 
about rewriting our plan. Rather, it is about increasing the speed and certainty of execution and bringing 
forward the growth potential of our corporate value. 

 

 

 



 

Let me illustrate this further. 

The area marked “one” represents our current business domain. Here, we will strengthen our earning power 
by transforming and streamlining our wholesale-centered operations. The area marked “two” represents 
ongoing M&A initiatives, through which we will expand our existing business domains and establish new 
pillars of earnings. And “three” represents the management foundation that supports all of these initiatives. 
By incorporating external best practices into our organization, we will enhance decision-making and 
strengthen our talent and organizational capabilities. Together, these initiatives will expand our value-
creation platform across both our business domains and management foundation. 

 



 

Let me reiterate our approach. 

We position our wholesale operations as our resilience business, generating stable cash flow. We will allocate 
that capital, including the cash generated through these operations, to our growth businesses, such as 
engineering and our fabless manufacturing operations. At the same time, we aim to accelerate growth further 
through ongoing M&A in each business domain and through expansion into new business areas. 

 

 

 



 

Here is an overview of the CB issuance. 

Alongside the business partnership, we issued JPY28 billion in CBs to Advantage Partners. The structure was 
carefully designed to minimize the impact on existing shareholders. As shown on the slide, we set a premium 
on the conversion price, and conversion is subject to phased restrictions beginning three years after issuance, 
helping prevent immediate dilution.  



 

In addition, the CBs include a cash settlement feature at face value. 

Under this structure, the principal portion of the CBs will be settled in cash, while only the excess portion will 
be settled in shares. As illustrated on the right, this significantly reduces dilution compared with conventional 
CBs without such a feature. Following the financing, we will review our cash allocation flexibly based on the 
progress of growth investments and disclose updates in a timely manner.  



 

Over the six years through FY2030, our cumulative operating cash flow, excluding the impact of M&A, is 
projected to reach JPY100 billion. Leveraging our partnership with Advantage Partners, we plan to execute 
ongoing M&A totaling approximately JPY50 billion over this six-year period. Through these initiatives, we will 
further strengthen our cash-generation capability and enhance corporate value. 

  



 

Now, let me conclude with our approach to shareholder returns. 

Our basic policy is to maintain a shareholder return framework based on whichever is higher: a dividend 
payout ratio of 40% or a DOE of 3.5%. 

For FY2025, we applied the DOE standard and raised the year-end dividend per share from JPY32 to JPY34, 
resulting in a record annual dividend of JPY54. For FY2026, we plan to pay an annual dividend of JPY56 per 
share. Including the share buyback program of up to JPY15 billion launched in March, the total shareholder 
return ratio for FY2026 is expected to reach 203.7%. We will continue providing stable dividends while 
maintaining appropriate shareholder returns and improving capital efficiency. 

 

 



 

Lastly, I would like to introduce our new shareholder benefit program. 

Starting with shareholders of record as of March 31, 2026, we will offer coupons that can be used on our EC 
site, YAMAZEN Bizcom, with benefit amounts determined by the number of shares held. This program is 
intended to enhance YAMAZEN’s appeal to individual investors while also driving traffic to our EC platform 
and contributing to sales growth in the Home Products Business. 

That concludes YAMAZEN’s financial results briefing for FY2025. Thank you very much for your time and 
attention. 

  



Question & Answer 

 

 [Q1]: Could you once again explain the factors behind the improvement in gross profit? Also, while gross 
profit has improved, operating profit still does not appear to be at a sufficient level compared with peers. 
How do you plan to improve this going forward? 

 

 [A1] Kishida: In the production equipment segment, the expansion of our global operations contributed to 
the improvement. In the consumer goods segment, higher sales in the Building Materials Business were a 
positive factor. Gross profit margin also improved. In production equipment, the sales mix improved as our 
Global Business, which operates on a direct-sales model, expanded. In consumer goods, the Home Products 
Business benefited from a higher EC ratio, which carries higher margins. In addition, across all businesses, our 
stronger focus on profitability and related initiatives has produced steady results. 

On the other hand, in the Home Products Business, advertising expenses increased alongside the expansion 
of EC sales, and as a result, the segment profit increased only modestly. Company-wide, personnel expenses 
and logistics costs continue to rise, making disciplined cost control increasingly important. Going forward, we 
will continue improving gross profit while thoroughly reviewing costs in order to further strengthen our 
operating profit margin. 

  

[Q2]: Do you expect the effects of SG&A cost controls to continue? Is the improvement sustainable? 

[A2] Kishida: Alongside driving top-line growth, I have instructed the organization to thoroughly review 
administrative and promotional expenses so that we can steadily improve operating profit. We are beginning 
to see the positive effects of these efforts. 

That said, we are not reducing expenses that are necessary for future growth. Rather, we are rigorously 
eliminating unnecessary costs. In our work with Advantage Partners as well, standardizing operations across 
business divisions and advancing digital transformation are key themes we need to address, and we intend to 
make further progress in these areas. 

 [Q3]: According to data from the Japan Machine Tool Builders’ Association, machine-tool orders have 
recently been recovering. How are YAMAZEN’s orders trending? 



 [A3] Sasaki: First, regarding the automotive sector, market conditions remain weak, and we expect this trend 
to continue for some time. On the other hand, since the beginning of the calendar year, capital investment in 
the semiconductor sector has become very active. In particular, demand for semiconductors used in data 
centers remains strong, which is driving demand for machine tools used in the production of semiconductor 
manufacturing equipment components. We have also been able to capture this demand successfully. We 
expect this favorable environment to continue for several years and intend to capture as much demand as 
possible. 

In addition, during the previous fiscal year, we strengthened proposals leveraging subsidy programs. This 
contributed to securing large-scale projects, and as a result, our order intake has outperformed the industry 
data published by the Japan Machine Tool Builders’ Association. 

 

 [Q4]: Please tell us how the situation in the Middle East is affecting your businesses. Also, have you factored 
this into your plan for the current fiscal year? 

[A4] Sasaki: The situation in the Middle East remains highly uncertain, and therefore, we have not factored 
any impact into our earnings forecast at this stage. At present, we are not seeing any material impact on our 
businesses. 

That said, for example, some machinery manufacturers are experiencing shortages of industrial oils, while 
others are facing thinner shortages that are preventing them from completing product painting and finishing 
processes. In the Building Materials Business, in addition to the widely reported supply instability involving 
bathroom units, we are also seeing broader impacts on building materials overall. As a result, we are closely 
monitoring the risk of delivery delays. On the other hand, manufacturers are raising prices in response to 
higher costs, and our basic policy is to appropriately pass those increases on through selling prices. 

 

 [Q5]: Compared with the materials from the earnings briefing last September, the sales targets for the final 
year of the medium-term plan have been revised upward for the Building Materials Business, while the 
domestic production equipment segment  and the Home Products Business have been revised downward. 
Could you explain the background behind these changes?  

  

 

  



[A5] Sasaki: As for the Building Materials Business, as we mentioned earlier in the presentation, the various 
initiatives we have implemented are steadily producing results, and the business continues to show stable 
growth. Although there remains some uncertainty due to external factors, we intend to continue expanding 
our market share. 

On the other hand, in the domestic production equipment segmant, continued weakness in the automotive 
sector, which is our core market, is affecting overall performance. At the same time, demand related to 
semiconductors, automation, labor-saving equipment, and solutions aimed at reducing workloads on 
production floors remains strong. We will continue focusing on capturing these customer needs. 

Regarding the Home Products Business, we view the current situation as a temporary pause in growth. 
Competition has intensified, with home improvement retailers developing their own private-brand products 
and companies from other industries entering the home appliance market. For us, this means we need to 
further sharpen our ideas and strengthen product differentiation. We also intend to redefine the YAMAZEN 
brand, which has been steadily gaining recognition, and elevate it to the next level. 

 

[Q6]: Membership of YAMAZEN Bizcom, your B2B EC platform, has been growing significantly. Could you 
share the sales scale and EC ratio associated with this increase in membership? 

 

[A6] Sasaki: I’m afraid we do not disclose sales figures for YAMAZEN Bizcom specifically. However, let me 
provide some context. For the Home Products Business as a whole, the EC ratio — including Yamazen 
Bizcom— now exceeds 30% and continues to increase year by year. YAMAZEN Bizcom is now entering its 
fourth year of operation, and membership has continued to grow steadily, surpassing 340,000 members as of 
April 2026. Our target for this fiscal year is 500,000 members. 

Even in an environment of rising consumer prices, our extensive product lineup and B2B-oriented services, 
such as bulk purchasing, credit terms, and fast quotation responses, have been very well received. As 
mentioned earlier, we will also introduce shareholder benefit coupons for shareholders of record as of the 
end of March. Going forward, we aim to further expand our product lineup and enhance our services in order 
to attract more general consumers and encourage shareholders to become regular users of YAMAZEN Bizcom. 

  



[Q7]: Please tell us about the progress of your global business. 

 

[A7] Kishida: Regarding the progress of the Global Business, performance in North America and Taiwan was 
weak through Q3. However, for the full-year, all overseas regions exceeded the previous year’s results. Let 
me briefly touch on each region. In North America, although capital investment was sluggish at the beginning 
of the fiscal year due to tariffs and high interest rates, demand gradually recovered during the year, 
particularly in the aerospace and power generation industries. 

In China, although foreign companies continued scaling back operations or withdrawing from the market, we 
were able to capture capital investment demand from domestic Chinese companies. For example, although 
EV-related demand is no longer a major focus of the government policy, there was still activity in that area. 
Looking ahead, we expect China's demand to expand further, supported by the government initiatives related 
to AI, semiconductors, and humanoid robotics. 

In ASEAN, we captured both demand related to production shifts from other countries and solid domestic 
demand, resulting in steady performance throughout the year. While we do not disclose detailed figures, 
ASEAN led the Global Business in both sales growth and growth rate. In February, we acquired CK Mac Global, 
a machine tool trading company in Malaysia. In March, we also acquired PT. Somagede Indonesia, which 
handles machinery and tools. We will continue strengthening our M&A initiatives in the region. 

In Taiwan, although performance remained weak through Q3, domestic demand related to AI and 
semiconductors recovered from the beginning of 2026. We responded quickly to this recovery and rapidly 
made up for the earlier underperformance.  

In Germany, we are currently completing procedures to establish a new company aimed at expanding sales 
of injection molding machines. India, Turkey, and South Korea are also steadily improving their performance. 
Our target for global sales in the final year of the medium-term management plan is JPY120 billion, 
representing a 40% increase from the previous plan, excluding the impact of M&A. We believe the progress 
so far has been a strong start toward achieving this target. 

  



[Q8]: Please tell us your outlook for SG&A expenses in FY2026. 

[A8] Kishida: In January 2026, the core management system for the Home Products Business went live, 
completing the rollout of core systems across all of our businesses. As a result, depreciation expenses are 
expected to peak this fiscal year, as depreciation from the initial system investments will overlap with 
depreciation from subsequent investments. In addition, given the current environment, increases in 
personnel expenses and logistics costs are unavoidable. We will continue working to improve profitability 
through gross profit enhancement and a thorough review of expenses. 

 

[Q9]: With the business partnership with Advantage Partners, will you revise your medium-term plan? And 
without this partnership, would you have been unable to achieve the targets of the current plan? 

 

[A9] Kishida: At this point, we have no plans to revise the current medium-term management plan. The 
targets under the current plan were formulated on the assumption that we would achieve them 
independently. 

Let me elaborate on the purpose of the business partnership. This initiative is intended to accelerate our 
growth. It is not a short-term measure aimed at revising the current plan, but rather an effort to strengthen 
our execution capabilities with a view toward the next medium-term plan and growth beyond FY2030. By 
incorporating Advantage Partners’ best practices into our organization, we aim to strengthen our 
organizational capabilities, improve the way we operate, and ultimately enhance profitability. 

During the due diligence process conducted as part of the partnership discussions, the initiatives proposed by 
Advantage Partners were broadly aligned with the management plan and the issues we had already identified 
internally. What we lacked was the ability to execute. Our review of past plans and actual results also 
confirmed that insufficient execution was the primary factor behind underperformance. Strengthening this 
capability is precisely the key issue we need to address today. 

While our strategic direction remains unchanged, we believe that working with Advantage Partners will allow 
us to accelerate implementation, increase speed, and reinforce the resources needed to enhance corporate 
value more effectively than we could on our own. 

  



[Q10]: Please tell us about the progress of your initiatives with Advantage Partners. 

 

[A10] Kishida: Regarding progress, due to the strategic nature of these initiatives, I would like to refrain from 
commenting on specific individual measures. That said, several initiatives are already underway. For example, 
to further enhance our wholesale operations, we are working on sales and operational reforms, including 
digital transformation initiatives. In both the production equipment and the consumer goods segments, we 
are also moving forward with reforms to our EC functions. In the Home Products Business, we are working to 
strengthen the branding of our private-brand products, including identifying and analyzing branding-related 
challenges. Our goal is to establish a rapid cycle of planning, execution, verification, and improvement. Across 
the Company, dozens of employees from frontline operations have already been assigned to these initiatives, 
and discussions are taking place daily as we move the initiatives forward. 

 

[Q11]: In your initiatives with Advantage Partners, you mention executing continuous M&A. Could you 
explain what this specifically entails and when we should expect to see the effects? 

 

[A11] Kishida: M&A has long been one of our key tools for driving growth. However, it is difficult to say that 
we have consistently achieved the results we originally envisioned. While we have reviewed many potential 
opportunities, our progress has been constrained by several factors, including limited internal resources, 



insufficient expertise in the early stages of deal sourcing and negotiations, and a lack of experience in 
developing strategic PMI plans. 

We are now addressing these issues by building a more structured organization, strengthening our resources, 
and expanding our pipeline of potential acquisition targets. We expect the contributions to earnings and 
corporate value to become visible during the next medium-term management plan period. Our objective is 
to absorb Advantage Partners’ expertise and firmly embed it within our organization. By rapidly strengthening 
our organizational capabilities for executing ongoing M&A, we aim to shorten the time required to generate 
value after acquisitions. Furthermore, it is essential that we establish a framework that enables us to continue 
operating independently even after the business partnership with Advantage Partners concludes. 

 

[Q12]: ROE was 7% in FY2025, is planned to decline to 6.5% in FY2026, and then rise to 8% in FY2027. Could 
you explain the background and thinking behind this trajectory? 

 

[A12] Yamazoe: It is true that ROE is expected to temporarily decline when comparing the FY2025 result with 
the FY2026 plan. However, in FY2025, we recorded gains totaling JPY1.223 billion from the sale of policy-held 
shares. Excluding this factor, ROE for FY2025 would have been approximately 6.4%. 

For FY2026, as Mr. Kishida explained earlier, depreciation expenses related to our information systems are 
expected to peak due to overlapping depreciation associated with subsequent investments. In addition, we 
expect to incur costs related to share buybacks. As a result, net profit is expected to remain broadly in line 
with our current forecast, and ROE is projected to be approximately 6.5%. For FY2027, the final year of the 
medium-term management plan, our assumptions have not changed from the initial plan, and we continue 
to expect ROE to reach approximately 8%. 

 


