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[Q&A Session: Included] Japan Pulp & Paper accelerates DX, human capital investment, M&As, and 

shareholder returns in order to become a trustworthy and engaging group.  

 

Kenichiro Fujii: Hello. I’m Kenichiro Fujii from the Finance & AdministraƟon Division of Japan Pulp & 

Paper Co., Ltd. We released our financial results for the first half of the fiscal year ending March 31, 

2026 on November 6. 

 

I will now walk you through the Financial Results Overview for the first half of FY2025 theFY2025 

Financial Results Forecast, and an explanaƟon of our dividend status following the aƩached 

presentaƟon materials. 

 

Financial Highlights 

 

The Financial Results Overview for the first half of FY2025 shows that revenue increased year on year 

due to the contribuƟon of subsidiaries acquired outside of Japan through M&As in the previous fiscal 

year. 

Ordinary profit decreased year on year mainly due to the impact of ordinary losses incurred by 

subsidiaries outside of Japan acquired through M&As in the previous fiscal year in the Non-Japan 

Wholesaling segment and a deterioraƟon in the performance of the woody biomass power generaƟon 

business in the Raw Materials & Environment segment. 

Profit aƩributable to owners of parent decreased year on year mainly due to the decrease in ordinary 

profit and business restructuring expenses recorded by subsidiaries outside of Japan. 

  



 

 

Consolidated Financial Results Overview 

 

The key figures for the financial results are as presented here. 

As you can see, operaƟng profit also declined to around JPY 4.3 billion. 

 

  



 

 

Financial Results by Segment 

 

This slide provides the financial results by segment. 

The following slides will provide an overview of each segment’s performance. 

  



 

 

 

Japan Wholesaling: Overview 1 

 

First, in the Japan Wholesaling segment, revenue and profit both declined. 

In the paper business, sales volume conƟnued to decline due to a decrease in the circulaƟon of 

periodicals and catalogs caused by structural factors, such as the ongoing shiŌ toward digiƟzaƟon. 

In the paperboard business, sales of containerboard remained strong for beverages, but were sluggish 

for food and daily necessiƟes, and industrial products. 

Sales of box board remained steady for trading card applicaƟons. As a result, paperboard sales volume 

remained flat year on year. 

Despite variaƟons in demand for funcƟonal materials, primarily in electronics and related applicaƟons, 

by region and sector, the securing of new customers contributed to maintaining overall sales volume 

at a level comparable to the previous fiscal period. 

On the other hand, the decline in paper sales negaƟvely impacted results, leading to a decrease in 

segment revenue overall. 

AddiƟonally, ordinary profit decreased due to an increase in personnel expenses and other selling, 

general and administraƟve expenses. 

  



 

 

Japan Wholesaling: Overview 2 

 

The figures on this slide detail the sales volume and revenue trends for paper and paperboard on a 

non-consolidated basis, which account for over 80% of the revenue in the Japan Wholesaling segment. 

Paper sales volume fell to 94.3% year on year, while paperboard sales volume edged up to 100.7%. 

 

  



 

 

Non-Japan Wholesaling: Overview 1 

 

Next, in the Non-Japan Wholesaling segment, even though revenue increased year on year, the 

segment posted an ordinary loss. 

In the group’s key markets outside of Japan, demand for paper and paperboard remained on a 

declining trend in the U.S., Europe, and Oceania mainly due to the ongoing shiŌ toward digiƟzaƟon. 

On the other hand, the sales volume in the European business increased year on year as a result of 

making five companies in Germany and France new subsidiaries. 

Exports from Japan decreased year on year in both volume and value, as paper and paperboard sales 

to China and other Asian markets declined. 

Despite weak demand in key markets and sluggish exports from Japan, revenue increased, thanks to 

the contribuƟon of German and French subsidiaries acquired through M&As in the previous fiscal year 

as well as to our conƟnued efforts in complementary M&As. 

However, the segment posted ordinary losses due to deteriorated profitability resulƟng from 

intensified price compeƟƟon in Europe and Oceania as well as to the longer-than-expected Ɵme taken 

to turn around German subsidiaries. 

 

  



 

 

Non-Japan Wholesaling: Overview 2 

 

The tables on the leŌ compare year-on-year revenue and ordinary profit within the segment on a non-

consolidated basis with regions outside of Japan. 

The shaded box at the top outlines demand trends across the group’s key markets outside of Japan. 

Despite these headwinds, revenue in Europe increased due to M&As, though non-consolidated and 

other regions saw a decline. 

Nonetheless, our businesses both in and outside Japan experienced losses in revenue. As a result, 

ordinary profit declined across the board in all business regions, including Japan. 

The table on the right details year-on-year sales volume comparisons for our key business regions: the 

U.S., Europe, and Oceania. 

Please note that the sales volumes shown here represent the simple aggregate of our major 

subsidiaries. As indicated in the footnotes, this calculaƟon method differs from that used for the 

revenue and ordinary profit figures in the leŌ-hand tables. 

As you can see, while sales volumes in Europe increased, volumes in the U.S. and Oceania declined. 

  



 

 

Paper Manufacturing & Processing: Overview 1 

 

The Paper Manufacturing & Processing segment saw a decrease in revenue and an increase in profit 

year on year. 

The corrugated container business declined year on year in terms of both sales volume and value while 

conversely, the recycled household paper business increased in both metrics. 

Strong sales in commercial toilet paper only parƟally offset the sluggish sales volume in the corrugated 

container business, resulƟng in an overall decrease in segment revenue. 

Ordinary profit increased year on year due to an increase in profit in the recycled household paper 

business, despite higher manufacturing costs in both the corrugated container business and recycled 

household paper business. 

  



 

 

Paper Manufacturing & Processing: Overview 2 

 

The table on the lower leŌ of the slide shows the volume by business within the segment. 

In the corrugated container business, sales volume in the containerboard business slightly decreased, 

while sales volume in the corrugated container processing business increased year on year. 

ProducƟon volume for the recycled household paper business increased year on year, as shown in the 

same table. 

Please refer to the tables on the right for a year-on-year comparison of the revenue and ordinary profit 

by business within the segment. 

As shown, the corrugated container business posted a decline in both revenue and profit, while the 

recycled household paper business achieved growth in both metrics. 

  



 

 

Raw Materials & Environment: Overview 1 

 

The Raw Materials & Environment segment saw a decrease in revenue and posted an ordinary loss. 

First, in Japan, the sales volume of recovered paper decreased year on year as the decline in demand 

for paper and paperboard has resulted in a reducƟon in the amount of recovered paper being 

generated, and the transfer of ownership in three business sites in the Kanto area. In the U.S., sales 

volume decreased as a result of a decline in exports of old corrugated containers to Southeast Asia. 

Pulp sales volumes also decreased both inside and outside of Japan due to soŌening market condiƟons. 

Sales for the comprehensive recycling business in Kumamoto remained flat year on year. 

In the renewable energy business, sales in the solar power generaƟon business, which is being 

developed in Kushiro, Hokkaido and other areas, were consistent year on year, while the woody 

biomass power generaƟon business struggled. 

These business results led to a decline in  segment revenue overall. 

The segment posted an ordinary loss, mainly due to deteriorated profitability in the fuel business for 

woody biomass power plants and a loss on equity-method investments resulƟng from the impairment 

of fixed assets at equity-method affiliates. 

  



 

 

Raw Materials & Environment: Overview 2 

 

The pie chart on the leŌ-hand side shows the revenue composiƟon by business for our company and 

its group affiliates.  

The tables on the right-hand side compare the respecƟve revenue and ordinary profit amounts year 

on year. 

  



 

 

Real Estate Leasing: Overview 

 

Finally, in the Real Estate Leasing segment, revenue declined slightly year on year as a result of certain 

tenants moving out of our properƟes. However, ordinary profit slightly increased year on year due to 

a decrease in repairs and maintenance and other expenses. 

This concludes the overview of the financial results by segment for the first half of FY2025. 

  



 

 

Ordinary Profit Trends for Q1 and Q2 FY2025 and Year-on-Year Comparison 

 

Next, this slide compares year on year quarterly ordinary profits by segment. 

  



 

 

Ordinary Profit: Analysis of Changes in Profit 

 

This chart analyzes the primary factors driving year on year changes in ordinary profits for the first half. 

  



 

 

Consolidated Financial Results Forecast 

 

With regard to the consolidated financial results forecast, we made a Ɵmely disclosure of the revisions 

in conjuncƟon with the financial results announcement. 

When we released our full-year consolidated financial results forecast for FY2025 on May 14, we 

projected an operaƟng profit of JPY 16.5 billion, ordinary profit of JPY 15.5 billion, and profit 

aƩributable to owners of parent of JPY 8.5 billion. 

As detailed in our disclosure, in the Non-Japan Wholesaling segment, we expect the recovery of our 

German subsidiaries—newly consolidated last year—to take longer than anƟcipated, making a full 

rebound within the current fiscal year unlikely. AddiƟonally, we plan to record business restructuring 

expenses going forward.  

In the Raw Materials & Environment segment, revenue from woody biomass power plants—strong in 

the previous fiscal year—fell short of our iniƟal plan. In addiƟon, we recorded a loss on equity-method 

investments resulƟng from the impairment of fixed assets at equity-method affiliates in Q2. These 

factors will reduce profit at all levels, leading us to revise our consolidated financial results forecast 

downward. 

Under the revised forecast, operaƟng profit is now projected at JPY 11.5 billion, represenƟng a JPY 5.0 

billion downward revision from the iniƟal forecast and a decrease of around JPY 3.6 billion from the 

previous fiscal year’s result. Similarly, ordinary profit is projected at JPY 10.5 billion, represenƟng a JPY 

5.0 billion downward revision and a decrease of around JPY 5.3 billion from the previous fiscal year’s 

result. Profit aƩributable to owners of parent is projected at JPY 2.0 billion, represenƟng a JPY 6.5 

billion downward revision and a decrease of around JPY 5.6 billion from the previous fiscal year’s result. 

  



 

 

Consolidated Ordinary Profit Forecast: Breakdown by Segment 

 

The ordinary profit revisions by segment are shown here. 

We forecast an ordinary loss for the full year in the Non-Japan Wholesaling segment, and the Raw 

Materials & Environment segment is projected to fall short of its iniƟal forecast by JPY 1.0 billion. 

  



 

 

FY2025 Ordinary Profit Trends by Segment (Revised Forecast) 

 

Considering the revised forecast, this slide compares segment-specific profits over the last three fiscal 

years. 

It also highlights our ordinary profit target for the final year of OVOL Medium-term Business Plan 2026. 

  



 

 

Dividends (Records and Forecasts) 

 

Moving on to dividends,  as announced in the recent Ɵmely interim disclosure of the revisions to our 

dividends forecast, our core policy remains to provide stable and conƟnuous returns while carefully 

considering the trends in consolidated financial results. Under OVOL Medium-term Business Plan 2026 

iniƟated in FY2024, we previously adopted a progressive dividend policy with a consolidated payout 

raƟo of 30% or more as an acƟve shareholder return measure to meet market expectaƟons. To 

enhance shareholder returns and reinforce our commitment to stability, we will now introduce a 

consolidated dividend on equity (DOE) as an addiƟonal key metric for the remainder of the plan. 

With the introducƟon of this new metric, we will maintain a progressive dividend policy for the 

remainder of OVOL Medium-term Business Plan 2026, targeƟng an annual dividend per share that 

ensures both a consolidated payout raƟo of 30% or more and a consolidated DOE of 3% or more. 

Based on this policy, we will maintain the interim dividend at JPY 14 per share as iniƟally projected. 

However, the year-end dividend forecast for FY2025 has been revised upward by JPY 6 to JPY 20, 

bringing the total annual dividend to JPY 34 per share. 

This concludes our update on dividends. 

Alongside our financial results, we also issued a Ɵmely disclosure regarding stock buybacks and the 

reƟrement of treasury shares. Our RepresentaƟve Director, President & CEO, Akihiko Watanabe, will 

provide further details on this during his presentaƟon shortly. 

 



 

 

 

Finally, please refer to page 45 for the condensed consolidated balance sheets.  

This concludes my presentaƟon. 

  



 

 

 

I am the RepresentaƟve Director, President & CEO of Japan Pulp & Paper, Akihiko Watanabe. I will focus 

on the progress of OVOL Medium-term Business Plan 2026 and reaffirm our strategy to achieve OVOL 

Vision 2030. 

First, I will briefly revisit OVOL Vision 2030, which lays out our primary strategic goals. We set a 

quanƟtaƟve target of JPY 25.0 billion in consolidated ordinary profit, alongside three qualitaƟve goals. 

We aim to build the business structure and scale that allow us to confidently posiƟon ourselves as the 

world’s leading paper distribuƟon group. Simultaneously, we intend to achieve corporate management 

that further contributes to a sustainable society and the global environment. By doing so, we plan to 

become a corporate group that strives to be considered a trustworthy and engaging partner both 

within and beyond the paper industry—one that every officer and employee affirms and takes pride 

in. 

  



 

 

 

The ongoing OVOL Medium-Term Business Plan 2026 serves as a three-year period for puƫng in place 

new mechanisms and measures to realize OVOL Vision 2030. Under this plan, we set out three 

fundamental principles. I will now summarize the measures we have implemented under each of these 

principles over the past year and a half or so since April 2024. 

  



 

 

 

Under the first fundamental principle—increasing the value we provide by expanding 

communicaƟon—we announced three iniƟaƟves at the OVOL Bridges 2023 – The 2nd Paper Merchants 

Forum. Among them, the OVOL CREATIVE WORKSHOP SERIES—Imagining the PossibiliƟes of Paper 

Through Future-oriented Thinking and CollaboraƟon—aƩracted 99 parƟcipants from 75 paper 

merchants last year. This fiscal year, we raised the bar and held two workshops, aƩracƟng 48 younger 

professionals from 46 merchants naƟonwide. 

We also advanced another iniƟaƟve declared at the forum: on-site classes that give children the 

opportunity to learn about the posiƟve cycle between paper and the global environment. Following a 

pilot session that will be held in February, the program will begin full-scale rollout in the second half 

of this fiscal year, with parƟcipaƟon also open to our paper merchants. 

In addiƟon, we parƟcipated in Expo 2025 Osaka, Kansai, Japan, through booth exhibiƟons, stage 

presentaƟons, and by taking part in a recycling iniƟaƟve that converted paper waste into toilet paper. 

These acƟviƟes enabled us to broadly showcase the capabiliƟes, value, and environmental advantages 

of paper to a broad audience. 

We are also intensifying our communicaƟon efforts through the development of environmentally 

friendly paper and other processed products, as well as through parƟcipaƟon in various trade shows. 

By promoƟng the broader potenƟal of paper beyond the industry’s tradiƟonal boundaries, we are 

working to sƟmulate demand and dispel lingering negaƟve percepƟons about the paper industry. 

  



 

 

 

To expand our reach, we launched a series of company informaƟon sessions for individual investors in 

FY2024, with the next session scheduled for February 28, 2026. We also established a new dedicated 

webpage for individual investors to provide deeper insights into our business and strategy. Going 

forward, we will conƟnue to strengthen our IR acƟviƟes—not only by proacƟvely sharing informaƟon, 

but also by incorporaƟng investor and market feedback into our management pracƟces. 

Furthermore, as of this past April, the former DX PromoƟon Office has been elevated to the Corporate 

DX Division, acceleraƟng the advancement of DX and IT controls within the group. Given Japan’s 

shrinking domesƟc paper market and rising corporate costs, PromoƟng DX is one of the three key 

prioriƟes I am emphasizing as we work toward OVOL Vision 2030. I will discuss this in more detail later 

when we revisit our strategic roadmap for achieving OVOL Vision 2030. 

  



 

 

 

 

Turning to the second fundamental principle—raising the capabiliƟes of our human resources and 

improving work engagement—we have focused on reinforcing the coordinaƟng role of our managers 

by conducƟng targeted seminars. In addiƟon, we held approximately ten town hall-style dialogue 

sessions between myself and department managers, as well as between myself and non-managerial 

employees. These sessions helped deepen understanding of, and foster shared alignment and empathy 

regarding our vision, goals, and plans. 

Our engagement survey scores from the December 2024 and June 2025 surveys have already 

surpassed our medium-term business plan’s targets. As detailed on page 29, our KPIs for our KENKO 

Investment for Health iniƟaƟves and investment in human resources conƟnue to progress steadily 



 

 

toward the final targets of the plan. 

We regard human capital, human resource capabiliƟes, and work engagement as one of the three key 

pillars for achieving the OVOL Vision 2030, and we will make every effort to pursue ongoing 

improvement with determinaƟon. 

  



 

 

 

 

 



 

 

 

Under our third fundamental principle of expanding business and revenue scales through M&As and 

alliances, we are moving quickly in the Japan Wholesaling, Paper Manufacturing & Processing, and 

Non-Japan Wholesaling segments as outlined in the following slides. Please refer to slide 32 as I discuss 

the Non-Japan Wholesaling segment. 

 

 

Among these iniƟaƟves, what is aƩracƟng the most aƩenƟon is clearly the paper wholesale businesses 

we acquired in Germany and France at the end of last year. In France, results are slightly below our 

iniƟal plan, but the business has been profitable from the first year and local operaƟons remain very 

stable. We will conƟnue to drive top-line growth and reduce costs to further enhance revenue. 



 

 

Germany, on the other hand, has been more difficult. The recovery of trust among suppliers and 

customers—lost during the six-month gap between the previous owner’s bankruptcy and our 

acquisiƟon—is taking longer than anƟcipated. In addiƟon, as you know, the German market for 

paper—especially demand for graphic paper, a core product in the wholesale business—has been 

declining even faster than in Japan. As a result, the operaƟon is posƟng a substanƟal loss this fiscal 

year. 

That said, we conƟnue to reaffirm the aƩracƟveness, compeƟƟveness, and long-term potenƟal of the 

German market, as well as the strategic importance of this investment for achieving OVOL Vision 2030. 

With a view to restoring profitability from the middle of FY2026 onward, we are pushing ahead with a 

second phase of large-scale structural reforms, following those iniƟated last year. 

  



 

 

 

Similar to what was said before about Germany, in most developed markets including Japan, demand 

for graphic paper and copy paper—the core products of paper wholesalers—has conƟnued to decline. 

In response, we have been acƟvely expanding into peripheral materials and adjacent business areas 

where we can fully leverage the capabiliƟes of the paper merchants we have acquired in various 

countries to build our glocal capabiliƟes. These capabiliƟes include inventory management, logisƟcs 

and delivery, e-commerce plaƞorms, financial services, and markeƟng abiliƟes. As previously disclosed, 

we refer to these iniƟaƟves as “complementary M&A.” To date, our focus has been on sign & display, 

industrial packaging, and flexible packaging and we are proceeding to acquire shares and assets across 

Oceania, Europe, Singapore, Malaysia, and other regions. 

On slide 34, we show the average monthly revenue for these three focused business areas for FY2023, 

FY2024, and FY2025. When converted to annual figures by mulƟplying by 12, revenue expands from 

JPY 33.3 billion in FY2023 to JPY 47.3 billion in FY2025—an increase of JPY 14.0 billion. 

Our expansion into these peripheral areas began mainly aŌer our acquisiƟon of Ball & DoggeƩ Group 

in Oceania in FY2017. As a result, over the eight years since FY2017, we have increased group revenue 

in these areas by approximately JPY 47.0 billion. 

  



 

 

 

Group companies that possess locally rooted merchant capabiliƟes are listed on slide 35 (while not 

listed above, companies in Hong Kong and India are also included). Going forward, we will conƟnue to 

acƟvely pursue complementary M&A in adjacent materials and business areas where merchant 

capabiliƟes can be effecƟvely leveraged, alongside strategic M&A*. 

  



 

 

 

In addiƟon to the three fundamental principles I just explained, OVOL Medium-Term Business Plan 

2026 also highlights the execuƟon of our financial and capital strategies and promoƟon of sustainable 

management as key focus areas. I will now review our progress in these areas. 

  



 

 

 

Slide 37 shows our recent stock price and PBR trends. To enhance profitability by promoƟng 

management with a greater focus on stock price and capital efficiency, we have established the cash 

allocaƟon plan shown on page 38. As you can see, we are now acceleraƟng both growth investments 

and aggressive shareholder returns to enhance our overall profitability. 

  



 

 

 

 

For reference, the figures shown in blue in the cash allocaƟon chart on the leŌ represent the actual 

results for FY2024. 

  



 

 

 

First, regarding shareholder returns—specifically our dividend policy—we have raised dividends for 

four consecuƟve fiscal years through FY2024. As disclosed on November 6, 2025, in addiƟon to our 

exisƟng progressive dividend policy with a payout raƟo of 30% or more, we also introduced a DOE 

metric. StarƟng from FY2025, we commiƩed to a DOE of 3% or more for the remainder of the current 

Medium-Term Business Plan. Based on this policy, we also simultaneously announced an increased 

year-end dividend forecast for the current fiscal year. 

Furthermore, we are conƟnuing to divest our cross-shareholdings. During FY2024, we sold three stocks 

totaling approximately JPY 3.7 billion. As a result, the market value of our cross-shareholdings had 

declined to 17.5% of consolidated net assets as of the end of March 2025. 

  



 

 

 

As a further measure of shareholder returns, we repurchased over 8 million of our own shares on 

November 7. On November 28, we reƟred a total of 30 million shares, represenƟng 19.97% of the total 

number of shares issued. Moving forward, we will conƟnue to execute agile and flexible stock buybacks 

and reƟrement based on the shareholder return policy outlined in the OVOL Medium-Term Business 

Plan 2026. 

  



 

 

 

As can be seen on slide 41, we are acƟvely promoƟng sustainable management iniƟaƟves, including 

those addressing business and human rights and climate change. 

  



 

 

 

That concludes our update on the past year and a half of progress under OVOL Medium-term Business 

Plan 2026. However, as Mr. Fujii menƟoned earlier, the current business environment and our financial 

results forecasts remain very challenging. 

Even under these difficult condiƟons, we remain commiƩed to the iniƟaƟves and new mechanisms 

required to achieve OVOL Vision 2030. We will stay focused and disciplined in execuƟng this strategy. 

To that end, we are prioriƟzing three key themes menƟoned before: promoƟng DX, strengthening 

employee engagement, and acceleraƟng M&As. 

With demand for our core products—paper and paperboard—conƟnuing to weaken, and with costs 

such as labor, logisƟcs, and energy rising across the board, simply trying to boost top line revenue 

through tradiƟonal approaches will not offset these escalaƟng costs or deliver profit growth. We 

believe that in order to drive major operaƟonal streamlining, improve efficiency, reduce costs, and 

build overwhelming compeƟƟveness and clear differenƟaƟon across procurement, sales, and logisƟcs

―rapid DX promoƟon is essenƟal. This will also enable us to survive and capture survivor benefits in 

this mature market. 

We will complete the grand design for our DX strategy before year-end. Under the strong leadership 

of top management, we will prioriƟze implementaƟon and ensure that every officer and employee 

takes ownership of this transformaƟon. 

We view DX as a technology-driven and fundamentally human-centric transformaƟon across 

operaƟons, business models, and throughout our enƟre organizaƟon. UlƟmately, a company’s strength 

depends on its people. To ensure every officer and employee can embrace our principal objecƟve of 

becoming a trustworthy and engaging corporate group as defined in OVOL Vision 2030, we are acƟvely 

invesƟng in human capital and other iniƟaƟves that are Ɵed to strengthening engagement across the 

organizaƟon. 



 

 

We will conƟnue to pursue the expansion of both our business scale and revenue through strategic 

and complementary M&As, as well as alliances. Through these iniƟaƟves, we will build the foundaƟon 

required to operate as the world’s leading paper distribuƟon group—an essenƟal element of our vision 

of becoming a trustworthy and engaging corporate group. 

That concludes my presentaƟon. Thank you for your aƩenƟon. 

 

 

  



 

 

Q&A Session: Timing of German Subsidiaries’ Return to Profitability 

 

Interviewer: Around 2020, we understand that your company successfully restructured its overseas 

wholesale operaƟons in various countries, and we are eager to see how that experience will come 

into play.  

 

In terms of the German subsidiaries you acquired, it was menƟoned that profitability is expected to 

improve from the laƩer half of 2026 onward. In the Integrated Report, one of the condiƟons cited for 

what it means to be “world-leading” is that sales revenue from the German as well as French 

subsidiaries will recover around JPY 100 to 120 billion. What is the anƟcipated Ɵming for such a 

recovery? 

 

Watanabe: In terms of sales volumes and revenue, with the excepƟon of the U.S. market, which has 

boƩomed-out and is now stable, it is clear that real demand is declining, not only in France and 

Germany, but across all regions―in Oceania, across Europe, and in Asia, including Japan and China.  

 

We are working hard to make effecƟve use of the paper merchant capabiliƟes that our overseas 

subsidiaries possess by supplemenƟng them with complementary business fields and strategic 

products. However, from a revenue perspecƟve, we recognize that it will be very challenging to 

compensate for the sales volume of so-called general-purpose paper products, like graphic paper, 

with sales of specialty products alone.  

 

Concerning the German subsidiaries, given that market demand itself is declining overall, we think 

that our target of JPY 100 to 120 billion will inevitably need to be revised downward by 10-20%.  

 

That being said, the general downward trend in sales volume, operaƟng profit, and revenue is 

occurring across the market, in different regions including Japan, and also among our compeƟtors. 

Consequently, we believe that the relaƟve importance of Germany and France in terms of their 

contribuƟon to sales volume, profits and revenue remains unchanged.  

 

Q&A Session: Business Restructuring of German Subsidiaries  

 

Interviewer: Could you explain the specifics of the planned restructuring of the new German 

subsidiaries.  

Watanabe: As of December 2024, when the group acquisiƟon occurred, the contracts for 2025 were 

already locked in. Therefore, trying to reverse them and restructure in the middle of the fiscal year 

proved to be extremely difficult, if not impossible.  

 



 

 

Because of this, recently we have focused on taking steps to raise top-line revenue for FY 2026 

agreements.  

 

AddiƟonally, in the first six months or so following the integraƟon of the subsidiaries into our group, 

we adopted a strategy involving a certain level of price compeƟƟon in our sales acƟviƟes in order to 

regain market share. However, given the rapid pace of market contracƟon, while our market share 

did indeed recover, this did not translate into profits.  

 

As a result, starƟng in September, we made a shiŌ in terms of our sales strategy toward profit-

oriented sales, even at the expense of maintaining a certain level of volume and market share.   

 

In terms of business restructuring, we plan to proceed mainly with parƟal changes in top leadership, 

workforce reshuffling, and a review and consolidaƟon of inventory bases.    


