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For the soft drink market in Japan, we forecast a year-on-year increase of 7.4% in value terms for the period from 

January to December 2023, and the same level as the previous year in volume terms. In terms of categories, water and 

sports drinks saw significant growth, while the vegetable category continued its downtrend. In the first half of the 

year, the beverage industry as a whole grew as a result of factors such as the price revision in October last year, the 

recovery of human flow since May, and favorable weather conditions, all of which contributed to positive sales.
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The first half of the year, August and September, was the hottest on record since statistics began in 1964, providing a 

major boost to the beverage industry and our company. First half sales were +7% vs. prior year, +6% for leaf and +7% 

for drinks. On a drinks volume basis, sales were -2%, and by category, tea beverages -2%, vegetable beverages -10%, 

and coffee beverages -0%. As mentioned earlier, sales of vegetable beverages were down by double digits. In other 

categories, sales of sugar-free carbonated beverages grew, with sales of new highly carbonated products focused on 

the EC category up 13%, and sales of fruit beverages up 13%, thanks to the launch of a number of new products in 

collaboration with ZEN-NOH.



The results for the financial results for FY2023 2Q are as stated. 

As mentioned at the beginning of this report, the first half of the fiscal year saw an increase in both sales and income 

due to various favorable factors, and we issued an upward revision on November 29, 2023. Both sales and income 

increased not only at the parent company but also at TULLY'S COFFEE JAPAN CO.,Ltd. and Chichiyasu Company, 

a group company, and the U.S. business returned to the black after a loss in the previous fiscal year.
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The main factors behind the change in operating income for the first half of the FY2023 are as follows. The impact of 

the sharp rise in prices of raw materials and materials, etc. was 7.1 billion yen. This was offset by an increase in sales 

(+3.9 billion yen) and changes in container and product mix (+8.6 billion yen). In particular, while improving 

profitability, sales efforts to curb price declines for large package were particularly successful.



8

The forecast for FY2023 plan is as stated. We revised our full-year forecast on November 29. We expect conditions to 

remain difficult in the second half of the year, and our plan is conservative.
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The main factors behind the increase or decrease in operating income in the forecasts for the FY2023(fiscal year 

ending April 30,2024) are as stated. The impact of the sharp rise in raw material costs and production materials is 

expected to be -12.6 billion yen, slightly less than the initial estimate. However, the company expects that the high 

cost situation will continue.
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The green tea beverage market is forecast to reach a record high of 457 billion yen in value terms in 2023. Until now, 

the market peaked at 447 billion yen in 2005, but the record high is expected due to the boost from the increase in unit 

price since last October. Against this backdrop, we are forecasting a 36% share of the market; when the green tea 

beverage market slumped in 2010, our 39% share was the highest ever. While increasing its market share by 1% in 

each of the last few years, it is projected to have a 36% share of the market this fiscal year amidst a record high market 

value. In hot green tea beverages, which will become more common in the winter season, our share is 64%. Sales of 

hojicha tea(roasted green tea) were particularly strong, increasing 5 percentage points from the previous year. The 

company is showing strength in hot green tea beverages. In addition to green tea, the unsweetened tea category also 

includes barley tea and health tea, and we are increasing our share of the unsweetened tea beverage market.



On October 1, "Japanese Tea Day," we held a big tea party with tastings and sales at mass merchandisers nationwide. 

There, we held the "100,000 Cups Challenge. As a result, we achieved 150,000 cups, far surpassing the previous 

target, and donated teapots through the "Tea Education" project with the Ministry of Agriculture, Forestry and 

Fisheries. In the past few years, packaged teas have performed well due to "at-home demand," but now that human 

demand is recovering, we are strengthening our lineup of convenient products such as teabags and instant teas that 

help shorten the time needed to make a purchase. 

The ITO EN Oi Ocha New Haiku Grand Prix, now in its 34th year, has received more than 1,920,000 entries, more 

than 90% of which are from elementary, junior high and high school students. Although the target prize winner this 

year was 8 years old, more and more schools are participating in the contest. We will continue our efforts to increase 

the number of young people who do not have the habit of drinking green tea by introducing them to green tea and 

expanding their opportunities to drink green tea.
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High-priced tea bag products are performing well, accounting for 38.2% of the composition. ITO EN has products in 

all price ranges, but there is no competition in this high price range, and ITO EN's market share is 95%. We have 

received many requests from people who have been drinking green tea in a kyusu(Japanese teapot) for the past several 

years, but who now do not have time to brew it in a kyusu but still want to drink delicious green tea. We are 

strengthening our high price range tea bag products for such people, and have also strengthened our supply capacity 

by starting operation of a production plant of a group company in October. Instant products are also performing well. 

Our share of the green tea instant market is 73%. Inbound demand has been particularly strong since May, with many 

people purchasing tea bags and instant products as souvenirs.
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The product that grew the most during the Corona pandemic was "Oi Ocha Bold Green Tea ". Compared to pre-

Corona in 2019, our Functional Foods and Foods for Specified Health Use increased 2.6 times and the market 

increased 1.3 times. While vegetable beverages are on the decline, our vegetable beverages with functional claims are 

growing 18.6% compared to the first half of the previous year. Tomato-based beverages have been particularly strong, 

and we launched a new product, "TOMAADE," which was designed to be easy to drink. We also launched the 

"Mashimashi Yasai" series(Nutritious vegetable powder). This is a powdered product that does not interfere with the 

original taste when sprinkled on instant ramen noodles and other dishes. It is a nutritional supplement for everyday 

meals. In the tea and coffee category, we have introduced not only drink-type products but also tea bags and drip bags. 

In the vegetable category, we have taken on the challenge of developing products other than drinks.



The barley tea market has expanded significantly since competitors entered the market last year. We are expanding 

our products horizontally in various categories, and in the barley tea category, we have now launched a new product 

called " Amber Barley Tea ". This product is hot temperature as microwavable. Barley tea is also popular as a 

caffeine-free beverage, and black bean tea, another caffeine-free beverage, is also doing well. Although there is no 

advertising, this product has maintained strong sales and is also being marketed as a food with functional claims. We 

have also launched a new product, "Hato-mugi-cha" (Pearl barley tea) as a non-caffeine functional food. The product 

has grown into a category of health tea.
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TULLY'S COFFEE brand recorded record high sales volume in the first half of the year. Unsweetened black coffee 

and unsweetened lattes continue to drive strong sales, with high turnover at all sales outlets. The introduction of 

Kilimanjaro in the black coffee category has also maintained strong sales. TULLY's brand also includes tea, and we 

will continue to strengthen our beverage lineup in the same way as we do in our stores.
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Tully's Coffee Shops are rapidly returning to customer numbers after COVID-19. We had 777 stores at the end of 

the first half and plan to have 792 stores at the end of this fiscal year. In store development, we are steadily opening 

stores such as the compact type "SELECT" and the "& TEA" tea specialty store, and we will continue to accelerate 

store openings while keeping an eye on locations.



We currently sell drinks and tea bags in 40 countries and regions worldwide. Although the situation differs in each 

country, overall sales are growing, and we will continue to expand our sales regions.
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Global tea bags were also completely renewed. Matcha exports are also doing well, up 33% year-on-year in the first 

half of the year. Matcha is also popular among tourists visiting Japan, and we plan to expand our matcha business 

overseas in the future.



We will establish a local subsidiary in Germany and make a full-scale entry into Europe. We will develop paper 

containers as locally manufactured products and strengthen sales throughout Europe from our base in Germany. We 

will also establish a local subsidiary in Vietnam, where sales are currently strong, to strengthen our operations. We 

will accelerate our overseas expansion at a dash. An important part of our overseas expansion is securing high-quality 

raw materials. We will continue to work on the business of cultivating tea production areas so that we can deliver safe, 

reliable, and delicious products to the entire world.
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We will continue to promote sustainability management and are once again considering our future growth strategy 

after COVID-19. We will also revisit the medium-to long-term plan announced last year and continue to accelerate 

our growth.
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