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Overview of Financial and 
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Consolidated Statement of Income Highlights
¸ Net sales were +5.5% year on year, at ¥22,399M. They also exceeded the plan by ¥449M.

¸ Operating profit was ¥790M, ordinary profit was ¥844M, and net income was ¥511M, 

each exceeding the previous fiscal year and plan.

Mar. 2024 - Aug. 2024 Mar. 2025 - Aug. 2025 Mar. 2025 - Aug. 2025 Units: ¥ million

Account Item Previous year
Percenta

ge
Plan

Percenta

ge
Result

Percenta

ge
YoY

Difference

 from Plan

Vs. Plan

(%)

Gross sales 24,219 25,100 25,413 4.9% 313 1.2%

Net sales 21,236 100.0% 21,950 100.0% 22,399 100.0% 5.5% 449 2.0%

Cost of sales 7,083 33.4% 7,543 34.4% 7,703 34.4% 8.7% 160 2.1%

Gross profit 14,152 66.6% 14,407 65.6% 14,695 65.6% 3.8% 288 2.0%

SG&A 13,448 63.3% 14,007 63.8% 13,905 62.1% 3.4% - 101 - 0.7%

Personnel expenses 6,865 32.3% 7,132 32.5% 7,136 31.9% 3.9% 4 0.1%

Selling expenses 531 2.5% 611 2.8% 524 2.3% - 1.4% - 86 - 14.1%

Activity expenses 2,955 13.9% 3,124 14.2% 3,134 14.0% 6.1% 10 0.4%

Fixed expenses 3,095 14.6% 3,140 14.3% 3,109 13.9% 0.5% - 30 - 1.0%

Operating profit 704 3.3% 400 1.8% 790 3.5% 12.2% 390 97.6%

Non-operating income 35 0.2% 30 0.1% 131 0.6% 266.3% 101 339.1%

Non-operating expenses 144 0.7% 80 0.4% 77 0.3% - 46.4% - 2 - 2.9%

Ordinary profit 595 2.8% 350 1.6% 844 3.8% 41.8% 494 141.2%

Extraordinary income 33 0.2% 0 0.0% 0 0.0% --- 0 ---

Extraordinary losses 91 0.4% 0 0.0% 36 0.2% - 60.0% 36 ---

Pretax profit 536 2.5% 350 1.6% 807 3.6% 50.5% 457 130.7%

Income taxes 209 1.0% 130 0.6% 296 1.3% 41.3% 166 128.1%

Net income 326 1.5% 220 1.0% 511 2.3% 56.3% 291 132.3%



Overview of Financial Results for FY2025 H1
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¸Net sales: ¥22,399M (+¥1,162M YoY, +¥449M vs. Plan

ï Net sales of existing stores: +5.6% YoY, Number of customers: +2.7%, 

Average customer spend: +2.8%

¸Cost of sales Cost ratio: 34.4% (Percentage of sales +1.0ppt YoY, Percentage of sales +0.0ppt vs. Plan)

 +¥619M YoY, +¥160M vs. Plan

¸Personnel expenses +¥270M YoY,   +¥4M vs. Plan (Personnel expense ratio: 31.9%, -0.5ppt  YoY)

¸Selling expenses     ï¥7M YoY,   ï¥86M vs. Plan (Selling expense ratio: 2.3%, ï0.2ppt YoY)

¸Activity expenses +¥179M YoY,  +¥10M vs. Plan (Activity expense ratio: 14.0%, +0.1ppt YoY)

¸Fixed expenses   +¥14M YoY, ï¥30M vs. Plan (Fixed  expense ratio: 13.9%, ï0.7ppt  YoY)

¸Operating profit: ¥790M (  +¥85M YoY, +¥390M vs. Plan)

¸Ordinary profit: ¥844M (+¥248M YoY, +¥494M vs. Plan)

¸Net income: ¥511M (+¥184M YoY, +¥291M vs. Plan)



¸ Sales increased in existing stores, up 5.6%

¸ Net sales of stores including franchise stores were up 4.7%

Units: ¥ million

Analysis of Net Sales of Group Stores: YoY Comparison

+5.6% +4.7%
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FY2025 H1Existing 

stores

New stores in 

previous fiscal year

New stores 

in FY2025

Store closures, 

etc. from previous 

fiscal year

FY2024 H1

-



Net Sales Trends: Net Sales of All Group Stores
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FY2025FY2024

¸ Implemented price revisions for products due to the impact of rising cost of raw materials.

¸ Maintained an upward trend due to development and sale of seasonal and strategic products, 

along with sales promotion initiatives.

FY2023

52-week moving average

Units: ¥ million

Weekly sales
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¸ Net sales of existing stores in the first half of the fiscal year (YoY) were +6.4% for 

RINGER HUT and +2.4% for HAMAKATSU
- The number of customers was +2.6% YoY for RINGER HUT and +3.6% for HAMAKATSU, while the average customer spend was +3.7% for 

RINGER HUT and -1.1% for HAMAKATSU

- RINGER HUT has been steadily increasing sales since the COVID-19 pandemic, increasing YoY for 50 consecutive months

Source for food service data: Japan Foodservice Association 

JF Data (Food Service) is a comparison for all stores

Net Sales of Existing Stores: 

Trends of Overall Food Service Market and RINGER HUT
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FY2023 FY2024 FY2025

RINGER HUT

HAMAKATSU

Data for all JF stores (Food Service)

Oct.     Nov.     Dec.      Jan.      Feb.     Mar.      Apr.      May     Jun.       Jul.      Aug.     Sep.    Oct.       Nov.    Dec.      Jan.     Feb.      Mar.      Apr.      May     Jun.       Jul.      Aug.     Sep.

+8.4% +3.6%

+1.2%



Expense Analysis: YoY Change

Units: ¥ million

8

¸ Operating profit was ¥790M, up ¥85M YoY.

¸ Cost of sales increased by ¥619M, and the cost of sales ratio was 34.4%, up +1.0ppt YoY. 
(as a percentage of sales)
(The impact of the rising cost of raw materials was significant)

¸ Total SG&A expenses increased by ¥457M, but the SG&A ratio was 62.1%, down 1.2ppt YoY. 
(as a percentage of sales)
Personnel expenses were up ¥270M YoY, but were appropriately controlled at 31.9% as a percentage of sales, down 0.5ppt YoY.

As percentages of sales, selling expenses were down 0.2ppt, activity expenses up 0.1ppt and fixed expenses down 0.7ppt YoY

FY2024 H1 

Operating Profit

FY2025 H1 

Operating Profit

Increase in Sales Increase in Costs Increase in 

Personnel Expenses

Decrease in 

Selling Expenses

Increase in 

Activity Expenses

Increase in 

Fixed Expenses

ï

ï

ï ï



¸ Extraordinary losses were recorded due to factors such as store refurbishments and closures.

Details of Extraordinary Losses

Units: ¥ million

9

ʺ ѩ ẕ К ὦ
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ᶭὑ ԁ 1 ρЊ ↄↄ

Main Extraordinary 

Losses
Amount Details

Impairment losses 34
Store facilities 

(stores decided for closure, etc.)

Loss on retirement of 

non -current assets
1

Replacement of facilities during 

refurbishment, store closures, etc.



Units: ¥ million

Cash Flows (YoY Comparison)
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¸ Operating cash flows increased due to an increase in revenue. We will continue to actively 

proceed with investments in existing stores, factories, and the promotion of digital transformation.

Category
Previous 

Fiscal Year

Current 

Fiscal Year
Change

Operating cash flows 1,077 1,127 49

Investing cash flows ï1,285 ï958 326

Free cash flows ï208 168 376

Financing cash flows 143 385 242

Effect of exchange rate change on cash and 

cash equivalents ï9 ï23 ï14

Net increase (decrease) in cash and 

cash equivalents ï74 529 604

Cash and cash equivalents at beginning of period 2,243 2,194 ï48

Cash and cash equivalents at end of period 2,168 2,724 555



Segment Information

¸ Sales and profit increased in the Champon business, 

while sales increased and profit decreased in the Tonkatsu business.

¸ Operating profit was ¥594M in the Champon business (+¥105M YoY)

Operating profit was ¥159M in the Tonkatsu business (ï ¥30M YoY)

11

18,266 17,139 +1,126

17,672 16,650 +1,021

594 488 +105

+3.3% +2.9% +0.4%

4,039 3,996 +42

3,879 3,805 +73

159 190

+4.0% +4.8%

Net sales

Operating expenses

Operating profit

Operating profit margin

FY2025 H1

Units: ¥ million

Same Period of 

Previous Fiscal Year
Change

Champon Business 

(RINGER HUT)

Tonkatsu Business 

(HAMAKATSU, 

Shippoku  Hamakatsu ) FY2025 H1 Change
Same Period of 

Previous Fiscal Year

Units: ¥ million

Net sales

Operating expenses

Operating profit

Operating profit margin

Έ

Έ



FY2025 Plan
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FY2025 2H Plan
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¸ The plan for the second half of the fiscal year has been revised to reflect the delay in plans to 

open stores and the rising cost of raw materials.

Percentage 

Change

Gross sales

Net sales

Operating profit

Ordinary profit

Profit attributable to 

owners of parent

Units: ¥ million

ChangePercentage
Revised 

Forecast
Percentage2H Initial Forecast

ï

ï

ï

ï

ï

ï

ï

ï

ï

ï



FY2025 Full -year Forecast
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¸ The full-year forecast has been revised upward to reflect results in the first half of the fiscal 

year and the revised plan for the second half of the fiscal year.

Percentage 

Change
ChangePercentage

Revised 

Forecast
Percentage

Initial Full-year 

Forecast

Units: ¥ million

Gross sales

Net sales

Operating profit

Ordinary profit

Profit attributable to 

owners of parent



Existing Stores Assumed in Plan (YoY Comparison)
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¸ There are no changes in the planned figures for existing stores in the second half of the fiscal year.

Reference) FY2024

FY2025
(YoY)

Plan 1H 2H Full Year 1H 2H Full Year 1H 2H Full Year

RINGER HUT 3.8% 3.8% 3.8% 3.8% 3.8% 3.8% 3.8% 3.8% 3.8%

HAMAKATSU 0.8% 1.9% 1.4% 1.1% 1.6% 1.3% -0.3% 0.4% 0.1%

All stores 3.1% 2.2% 2.6% -0.1% -1.0% -0.6% 3.2% 3.2% 3.2%

Net sales Number of customers Average customer spend

(YoY)

Result 1H 2H Full Year 1H 2H Full Year 1H 2H Full Year

RINGER HUT 8.6% 9.6% 9.1% -1.1% 1.5% 0.2% 9.8% 7.9% 8.9%

HAMAKATSU -0.4% -0.9% -0.6% -2.8% -4.2% -3.5% 2.5% 3.5% 3.0%

All stores 6.7% 7.6% 7.2% -1.4% 0.7% -0.3% 8.2% 6.8% 7.5%

Net sales Number of customers Average customer spend



FY2025 Store Opening Plan

¸ There are plans to open 13 stores in FY2025 (6 stores in 1H and 7 stores in 2H).

¸ Due to delays in the plans, 5 stores were opened in 1H and 2 stores are scheduled to be 
opened in 2H (down 6 stores from the plan at the start of the fiscal year).

16

8 3 1 4

0 0 0 0

2 1 1 2

10 4 2 6

3 0 0 0

0 0 0 0
1 1 0 1

4 1 0 1
11 3 1 4
0 0 0 0
3 2 1 3

14 5 2 7

Units: stores

Category Previous Yearôs Results1H Results 2H Full Year

RINGER HUT

HAMAKATSU

Total

Directly operated

Franchise

Overseas

Subtotal 

Directly operated

Franchise

Overseas

Subtotal 

Directly operated

Franchise

Overseas

Subtotal 



FY2025 (62nd Fiscal Year)

Progress of the Strategy 

of the Ringer Hut Group
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62nd Fiscal Year Management Policy

<Slogan for this fiscal year>

¸Letôs all step on the accelerator for growth

<Management Policy for the Current Fiscal Year>

¸Thoroughly implement monthly meetings and increase 
our customer base.

¸Accelerate the speed of improvement through on-site, 
hands-on, and real-world approaches.

¸Promote diversity.

18



[Participatory Management] Monthly Meetings
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¸ Participatory Management: We hold monthly meetings to change the awareness of employees.

Held for each factory line Held for each store Awards at management 

policy presentation

- The total number of proposals in the 62nd fiscal year (as of Sep. 30) was 903 (990 in the previous fiscal year).

- Monthly meetings had the effect of boosting profitability, and outstanding stores are awarded 

company-wide recognition.

Monthly meetings
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(2) Daily settlement system
ï Visualize daily sales and profits based on AI sales forecasts.

ï Automate management profits of factories and administrative departments, 

which were previously difficult to track except monthly, along with previously 

manual numerical management tasks like final figures.

[DX Promotion 1] 

(Utilization of AI Sales Forecasting)  Work Schedule App

¸ We will connect stores, factories, and administrative departments through systems to 

increase operational efficiency (company-wide optimization).

We will promote systemization that enables dedicated focus on improving on -site QSC.

(1)Work schedule (shift creation) app
ï Implement forecasts by store and time slot based on AI sales forecasts

ï Calculate required staffing levels based on hourly sales forecasts, 

and improve the efficiency of shift creation.

ï Migrate time-consuming shift request collection and registration from 

Excel to a web-based system (labor and regulatory compliance). 

ï Implement renovations not only for directly operated stores but also for 

franchise stores and to facilitate external sales.

Business

X

AI diagnosis

AI 

implementation 

advice

AI development

&

deployment

Digital 

transformation

Business 

Design



¸ Realize paperless operations by enabling document 
management across various workplaces

Display of KPIs linked to portal (dashboard development)

ï Display the necessary information without needing to view various pages.

ï Post daily tasks and announcements.

[DX Promotion 2] 

Promotion of Paperless Operations

21

¸ Digitization of shareholder benefit program

ï From those sent out in May 2025, paper ñMeal Discount Couponsò 

have been discontinued and replaced with ñElectronic Shareholder 

Benefit Program Points.ò

ï Reduction of 900,000 paper discount coupons per year.



[ESG Management 1 ]

Promotion of Diversity: Work Style Reform

22

¸ Increase the engagement of existing employees and 
enhance corporate value.

ï The company has met its FY2025 target for employees taking childcare 

leave, and the turnover rate among new hires is also decreasing.

Feb. 2014

As of 
Aug. 31, 

2025

Target

Mar. 2030

Number of officers
Number of managerial 

personnel
Number of employees (regular employees) Number of store managers 

(including P store managers)
Number of 

Persons taking 

childcare 

leave

Turnover 
rate

Women Women Women Women30s Overall Overall Re-
employment

Non-
Japanese

Non-
Japanese

Under 3 
years

2 1 58 540 20 60 130 12 6
Less than

10%

2 1 59 483 8 33 74 2 6

0 0 63 500 15 1 47 0 0
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¸ Initiatives from previous fiscal year
ï Sharing corporate philosophy (philosophy seminars) Since 2014, currently Ver8

ï Strengthening connections among all employees 

(Diversity Promotion Future Roundtable)

ï Creating an environment and mindset that enables sustained work (Elder Training)

ï Strengthening recruitment and training of non-Japanese nationals 

* Training of Specific Skilled Worker Category 1 and non-Japanese national store 

managers

[ESG Management 2] 

Human Resource Development: Work Style Reform

¸ Initiatives in the current fiscal year
ï Holding management policy presentation subcommittee meetings 

(realized based on an employee proposal)

ï Promotion of activities to improve happiness 

(Diversity Promotion Future Roundtable)

ï Establishment of system for hiring people with disabilities

ï Initiative for health and productivity management 

(industry-academia collaboration: AICOGTM) 

ï Holding financial literacy seminars



¸ Collaboration with local government on Saturday, August 23, 2025

ï First collaboration between Toyota City in Aichi Prefecture and RINGER HUT.

ï 54 parent-child pairs participated in ñParent-Child Learning to Power Up with the Power 

of Vegetables.ò

ï 3 stores in Toyota City also cooperated with POP displays.

24

[ESG Management 3] Dietary Education Classes

¸ The importance of food, a sense of gratitude, and support for healthy growth
Dietary Education Classes: 10 years since first hosted. Currently held in a hybrid format combining 

online and in-person (store) sessions.

294 sessions held as of September 30, 2025 (2,407 participants)



ï 3rd session scheduled to be held at RINGER HUT Hachioji Ishikawa store in December

25

[ESG Management 4]

Exclusive Programs for Shareholders

¸ FY2025 [Shareholder -exclusive Factory Tours] Scheduled to be held twice annually 
(June and November)

¸ FY2025 [Shareholder -exclusive Dietary Education Classes ] Scheduled to be held 
three times annually

ï 1st session held at RINGER HUT Aichi Anjo store (March 29)

ï 2nd session held at HAMAKATSU Fukuoka Kasuga Koen store (July 5) * First for HAMAKATSU business

ï Saga Factory Tour held in June



¸ Established the Basic Policy on Customer Harassment in response to Tokyoôs 
Customer Harassment Prevention Ordinance taking effect in April.

¸ After completing the Customer Harassment Guidelines, training for all directly 
operated stores nationwide was completed in September.

26

 The Ringer Hut Group Customer Harassment Response 

Guidelines were completed based on the Corporate Manual on 

Measures against Customer Harassment published by the 

Ministry of Health, Labour and Welfare.

[ESG Management 5] Customer Harassment

Customer Harassment 

Response Guidelines
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[ESG Management 6] CO 2 Reduction Activities

¸ Supply Chain Emissions Calculation Project

ï We are proceeding to calculate supply chain emissions (Scope 1 to Scope 3).

FY2024 Results Emissions (t -CO2) Scope of Application

Scope 1 + Scope 2 30,799
Electricity and gas used in directly operated 

stores, affiliated stores, factories and offices

Scope 3 136,477 Categories 1, 2, 3, 4, 5, 6, 7 and 12

¸ We are implementing an internal campaign to enhance understanding 

and raise awareness.

ï We have created and are distributing videos to promote SDGs (implemented 22 times)

¸ Reduction of use of disposable plastic (change of take-out containers, etc.) by 37 tons per year



RINGER HUT Business
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Net sales

Operating expenses

Operating profit

Operating profit margin

FY2025 H1

Units: ¥ million

Same Period of 

Previous Fiscal Year
Change

Champon Business 

(RINGER HUT)



2024.9 2024.10 2024.11 2024.12 2025.1 2025.2 2025.3 2025.4 2025.5 2025.6 2025.7 2025.8 2025.9

Net sales 10.3% 8.8% 8.7% 11.9% 6.8% 5.5% 4.3% 7.8% 7.0% 2.6% 5.4% 8.0% 3.2%

Number of customers 0.6% 2.0% 1.6% 4.6% 0.1% -0.8% 0.7% 3.3% 2.6% -0.9% 2.3% 5.6% -2.2%

Average customer spend 9.7% 6.6% 7.0% 7.0% 6.7% 6.3% 3.6% 4.4% 4.3% 3.5% 3.0% 2.2% 5.5%

3.2%

-2.2%

5.5%

-10.0%

-5.0%

0.0%

5.0%

10.0%

15.0%

20.0%

Net sales Number of customers Average customer spend

Average 

Number of customers

Net sales

FY2025 Sales, Customers and Average Customer Spend 

(existing directly operated RINGER HUT stores)

29

¸ (1H) Existing stores (YoY) Net sales: +6.1%, Number of customers: +2.3%, 
Average customer spend: +3.7%

¸ YoY outlook for FY2025 - Net sales: +4.5%, Number of customers: -1.0%, 
Average customer spend: +5.5%    

Average customer 
spend



¸ Seasonal grand menu and campaigns

Product Policy (RINGER HUT)

30

¸ Strategic products and 

region-exclusive menus

ï Development of products suited to 

customers of each store


