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49,908 52,213 51,040 102.3% 97.8%
43,794 100.0% 45,749 100.0% 45,084 100.0% 102.9% 98.5%
14,913 34.1% 15,659 34.2% 15,443 34.3% 103.6% 98.6%
28,881 65.9% 30,089 65.8% 29,641 65.7% 102.6% 98.5%
27,187 62.1% 28,099 61.4% 28,223 62.6% 103.8% 124 100.4%
13,801 31.5% 14,539 31.8% 14,332 31.8% 103.8% 98.6%
1,083 2.5% 1,087 2.4% 1,181 2.6% 109.0% 94 108.7%
6,021 13.8% 6,179 13.5% 6,279 13.9% 104.3% 99 101.6%
6,280 14.3% 6,292 13.8% 6,430 14.3% 102.4% 137 102.2%
1,694 3.9% 1,990 4.3% 1,418 3.1% 83.7% 71.3%

97 0.2% 144 0.3% 327 0.7% 336.5% 182 226.1%
208 0.5% 140 0.3% 146 0.3% 70.4% 6 104.5%

1,582 3.6% 1,994 4.4% 1,598 3.5% 101.0% 80.2%
33 0.1% 0 0.0% 0 0.0% --- 0 ---

270 0.6% 66 0.1% 119 0.3% 44.4% 53 179.7%

1,345 3.1% 1,927 4.2% 1,478 3.3% 109.9% 76.7%
377 0.9% 696 1.5% ---   --- ---
968 2.2% 1,231 2.7% 1,727 3.8% 178.4% 496 140.4%
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¸ Net sales were +2.9% year-on-year, at ¥45,084M. Operating profit was ¥1,418M, and ordinary profit was 

¥1,598M.

¸ Due to a reassessment of deferred tax assets, an income tax adjustment of -¥597M was recorded. As a 

result, net profit totaled ¥1,727M, exceeding the plan.

Consolidated Income Statement Highlights

Account Item

Gross sales

Net sales

Cost of sales

Gross profit

SG&A

Personnel expenses

Selling expenses

Activity expenses

Fixed expenses

Operating profit

Non-operating income

Non-operating expenses

Ordinary profit

Extraordinary income

Extraordinary losses

Pretax profit

Income taxes

Net profit

Mar. 2024 ï Feb. 2025 Mar. 2025 ï Feb. 2026 Mar. 2025 ï Feb. 2026 Units: ¥ million

Previous year Percentage Plan Percentage Result Percentage YoY
Difference 

from Plan
Vs. Plan (%)

-

-

-

-

-

-

-

- -

-

+2.3% -1172 -2.2%

+2.9% -664 -1.5%

+3.6% -216 -1.4%

+2.6% -447 -1.5%

+3.8% 124 +0.4%

+3.8% -207 -1.4%

+9.0% 94 +8.7%

+4.3% 99 +1.6%

+2.4% 137 +2.2%

-16.3% -571 -28.7%

+236.5% 182 +126.1%

-29.6% 6 +4.5%

+1.0% -395 -19.8%

ð 0 ð

-55.6% 53 +79.7%

+9.9% -448 -23.3%

ð ð ð

+78.4% 496 +40.4%
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¸ Net sales: ¥45,084M (+¥1,289M YoY, -¥664M vs. Plan)

ï Net sales of existing stores: +3.3% YoY, Number of customers: -0.3%, Average customer spend: +3.6%

¸ Cost of sales Cost ratio: 34.3% (Percentage of sales +0.2ppt YoY, Percentage of sales +0.0ppt vs. Plan)

 +¥529M YoY, -¥216M vs. Plan

¸ Personnel expenses +¥530M YoY, -¥207M vs. Plan (Personnel expense ratio: 31.8%, +0.3 ppt  YoY) 

¸ Selling expenses +¥98M YoY, +¥94M vs. Plan (Selling expense ratio: 2.6%, +0.2 ppt  YoY) 

¸ Activity expenses +¥257M YoY, +¥99M vs. Plan (Activity expense ratio: 13.9%, +0.2 ppt  YoY) 

¸ Fixed expenses +¥149M YoY, +¥137M vs. Plan (Fixed expense ratio: 14.3%, -0.1ppt  YoY)

¸ Operating profit: ¥1,418M ( -¥275M YoY, -¥571M vs. Plan)

¸ Ordinary profit: ¥1,598M ( +¥15M YoY, -¥395M vs. Plan)

¸ Net profit: ¥1,727M (+¥759M YoY, +¥496M vs. Plan)

Financial Results Summary for FY2025



¸ Sales increased in existing stores, up 3.3 % year-on-year.

¸ Net sales of all stores, including franchise stores, were up 2.1% year-on-year.

Units: ¥ million

+3.3 +2.1

5

Analysis of Group Store Net Sales: YoY Comparison

FY2024 Existing stores New stores in 

previous fiscal year

New stores 

in FY2025

Store closures, etc. 

from previous 

fiscal year

FY2025

-
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FY2025FY2024

¸ Implemented product price revisions in March 2025 and February 2026 due to the impact of rising raw 

material costs.

¸ Maintaining an upward trend through the development and sale of seasonal and strategic products, 

as well as sales promotion planning.

FY2026

Net Sales Trends: Net Sales of All Group Stores

Weekly sales 52-week moving average
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Units: ¥ million



¸ (FY2025) Existing store sales (YoY) were +3.6% for RINGER HUT and +1.7% for HAMAKATSU.

- The number of customers was -0.8% for RINGER HUT and +3.1% for HAMAKATSU, while the average customer spend was 

+4.5% for RINGER HUT and -1.3% for HAMAKATSU.

- Although October sales declined year-on-year due to lack of the media exposure effect recognized in the previous fiscal year, we 

secured sales through delivery promotions and other measures.

Source for food service data: Japan Foodservice Association

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

7

FY2024 FY2025 FY2026

Net Sales of Existing Stores : 

Trends of Overall Food Service Market and RINGER HUT

RINGER HUT

HAMAKATSU

Data for all JF stores (Food Service)

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

+6.6% +1.3%

+1.0%

+40.0%

+30.0%

+20.0%

+10.0%

+0.0%

-10.0%

-20.0%

-30.0%

-40.0%



Units: ¥ million
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¸ Operating profit was ¥1,418M.

¸ Cost of sales increased by ¥529M due to the impact of rising raw material costs.

Cost of sales ratio was 34.3% (+0.2ppt YoY).

¸ Total SG&A expenses increased by ¥1,035M, and the SG&A ratio was 62.6% (+0.5ppt YoY).

As percentages of sales (YoY), personnel expenses up 0.3ppt, selling expenses up 0.2ppt, activity expenses up 0.2ppt and 

fixed expenses down 0.1ppt.

The ratio increased due to higher minimum wages and higher delivery commission fees.

Expense Analysis: YoY Change

FY2024 

Operating Profit

FY2025 

Operating Profit

Increase in Sales Increase in Costs Increase in 

Personnel Expenses

Increase in 

Selling Expenses

Increase in 

Activity Expenses

Increase in 

Fixed Expenses

-529

-530

-98

-257
-149



¸Extraordinary losses were recorded due to factors such as store 

refurbishments and closures.

Units: ¥ million

9

Details of Extraordinary Losses

Main Extraordinary 

Losses
Amount Details

Impairment losses 74
Store facilities 

(stores decided for closure, etc.)

Loss on store closures 1

Loss on retirement of 

non -current assets
43

Replacement of facilities during refurbishment, 

store closures, etc.



Units: ¥ million
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¸We will continue to make planned investments in existing stores, 

production plants, and digital transformation (DX).

Cash Flow (YoY Comparison)

3,122 2,945

229

855 908 52

126

40 12

( ) 102 151

2,243 2,194

2,194 2,296 102

Operating cash flow

Investing cash flow

Free cash flow

Financing cash flow

Effect of exchange rate change on cash and cash equivalents

Net increase (decrease) in cash and cash equivalents

Cash and cash equivalents at beginning of period

Cash and cash equivalents at end of period

Category
Previous Fiscal Year

(FY2024)

Current Fiscal Year

(FY2025)
Change

-

-

-

-

-

-

-

-



36,884 35,722 +1,161

35,738 34,356 +1,382

1,145 1,366

+3.1% +3.8%

8,008 7,901 +106

7,867 7,611 +255

140 289

+1.8% +3.7%

¸ Both the Champon and Tonkatsu businesses posted higher sales but lower profits.

¸ Operating profit was  ¥1,145M in the Champon business (-¥220M YoY)

Operating profit was ¥140M in the Tonkatsu business (-¥149M YoY)

11

Segment Information

Tonkatsu Business 

(HAMAKATSU, 

Shippoku Hamakatsu)

Champon Business 

(RINGER HUT)

Net sales

Operating expenses

Operating profit

Operating profit margin

Net sales

Operating expenses

Operating profit

Operating profit margin

FY2025 
Full-Year

FY2024 
Results

Change

Units: ¥ million

FY2025 
Full-Year

FY2024
Results

Change

Units: ¥ million

-

-

-

-



FY2026 Plan
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25,413 25,640 227 100.9%

22,399 100.0% 23,170 100.0% 771 103.4%

790 3.5% 900 3.9% 110 113.9%

844 3.8% 820 3.5% 97.1%

511 2.3% 470 2.0% 92.0%

Units: ¥ million
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¸ The business environment is expected to remain challenging due to continued increases in raw 
material and logistics costs, as well as ongoing hiring difficulties. In our earnings forecast, 
existing-store sales assumptions reflect the February price revision, with the Champon business set at 
a 3.2% increase of the previous fiscal-year level and the Tonkatsu business at a 3.0% increase.

FY2026 H1 Plan

Gross sales

Net sales

Operating profit

Ordinary profit

Profit attributable to 

owners of parent

FY2025 H1 PercentagePercentage FY2026 H1 Change YoY

-

-

YoY

+0.9%

+3.4%

+13.9%

-2.9%

-8.0%



51,040 52,250 1,210 102.4%

45,084 100.0% 47,300 100.0% 2,215 104.9%

1,418 3.1% 2,200 4.7% 781 155.1%

1,598 3.5% 2,040 4.3% 441 127.6%

1,727 3.8% 1,200 2.5% 69.5%

14

¸ Formulated based on the Mid-Term Management Plan for FY2026 to FY2028.

FY2026 Full -Year Forecast

Gross sales

Net sales

Operating profit

Ordinary profit

Profit attributable to 

owners of parent

FY2025 Full-Year 

Results
PercentagePercentage

FY2026 

Full-Year Plan
Change YoY

-

Units: ¥ million

YoY

+2.4%

+4.9%

+55.1%

+27.6%

-30.5%



H1 H2 Full Year H1 H2 Full Year H1 H2 Full Year

RINGER HUT +2.4% +3.9% +3.2% -2.4% -0.4% -1.4% +5.0% +4.4% +4.7%

HAMAKATSU +2.9% +3.2% +3.0% -2.5% -1.4% -2.0% +5.5% +4.7% +5.1%

All stores +2.5% +3.8% +3.1% -2.4% -0.6% -1.5% +5.1% +4.4% +4.7%

H1 H2 Full Year H1 H2 Full Year H1 H2 Full Year

RINGER HUT +6.4% +1.0% +3.6% +2.6% -4.1% -0.8% +3.7% +5.3% +4.5%

HAMAKATSU +2.4% +0.9% +1.7% +3.6% +2.5% +3.1% -1.1% -1.6% -1.3%

All stores +5.6% +1.0% +3.3% +2.7% -3.2% -0.3% +2.8% +4.3% +3.6%

Net sales Number of customers Average customer spend

Average customer spendNet sales Number of customers

FY2026

(Reference) FY2025

(YoY) 

Plan

(YoY)

Actual

15

Assumptions for Existing Store Sales (YoY)



4 6 4 10
0 0 1 1
2 2 1 3
6 8 6 14
0 0 2 2
0 0 0 0
1 1 0 1
1 1 2 3
4 6 6 12
0 0 1 1
3 3 1 4
7 9 8 17

¸ For FY2026, we plan to open 17 new stores (9 in H1 and 8 in H2).

16

FY2026 Store Opening Plan

Category
Previous Yearôs 

Results
H1 H2 Full Year

RINGER HUT

HAMAKATSU

Total

Units: stores

Directly operated

Franchise

Overseas

Subtotal

Directly operated

Franchise

Overseas

Subtotal

Directly operated

Franchise

Overseas

Subtotal



17



Ringer Hut Group Strategy

for FY2026 (63rd FY)

18



<Slogan for the Fiscal Year>

¸Letôs step on the accelerator toward growth with everyoneôs participation

<Management Policy for the Fiscal Year>

¸Letôs thoroughly implement monthly meetings to increase 

our customer base

¸Letôs accelerate the speed of improvement by focusing on the actual site, 

actual items, and actual reality

¸Letôs promote diversity

19

Management Policy for the 63rd FY (FY2026)
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¸ As part of all-employee participation management, monthly meetings are held to transform 

employee awareness.

Held for each factory line Held for each store
Recognized at the Management 

Policy Presentation Meeting

ü Number of proposals submitted in the 62nd FY (as of February end): 1,753

We will continue to encourage broad-based proposals from sales and factory staff through campaigns and other 

initiatives in the 63rd FY as well.

ü Monthly meetings have improved profitability, and outstanding stores are recognized through internal awards.

Monthly meetings

[All -Employee Participation Management] 

Monthly Meetings
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¸ Initiatives for 63rd FY (FY2026)

ü Launch of daily financial closing system (November 2026)

ü Digitization of contracts (from July 2026)

ü Follow-up support for HR evaluation system implementation 

(from May 2026)

ü Security and BCP assessment implementation and countermeasures 

(May 2026)

ü Operational enhancement of store ordering system

ü Launch of automated inquiry system using generative AI

ü Preparation for adoption of new lease accounting standard (February 2027)

ü Paperless operations through system changes (to reduce workload)

- Employment contracts, year-end tax adjustments, application workflows, etc.

[DX Promotion] 

Improving Operational Efficiency



Number of Executives Number of Managers Number of Employees (Full-time)
Number of Store Managers 

(Including P Managers)

Childcare 

Leave
Turnover rate

Well-being*

Women In 30s Overall Women Overall Women
Rehired 

Employees

Foreign 

Employees
Women

Foreign 

Employees
Taking leave Under 3 years

Target for Mar. 

2030 2 1 58 22.4% 540 30.6% 20 60 130 12 6
10% or 

Less

80ppt or 

higher

As of end of Feb. 

2026 2 0 58 10.3% 486 22.6% 11 39 82 3 6 22.2% 63ppt

FY2020 Results
0 0 66 6.1% 542 15.5% 14 6 48 1 0 42.7% ï

Feb. 2014 0 0 63 1.6% 500 14.2% 15 1 47 0 0 38.0% ï

22

¸ Enhancing employee engagement to improve corporate value.

ü Continue to work toward achieving targets. For the newly introduced ñWell-being Indexò, we aim for 80 points or 

higher from the perspectives of ñstrengthening connections,ò ñcreating an environment that embraces diversity,ò 

and ñbeing a growing company.ò

*Well-being Index: an indicator that measures both sense of purpose at work and mental and physical fulfillment

[ESG Management 1] 

Diversity Promotion: Reforming Work Styles
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¸ Ongoing initiatives

ü Sharing corporate philosophy (Philosophy Seminars), 

held from 2014 to 2026 (Version 9)

ü Strengthening connections among all employees through activities to 

improve well-being

(Diversity Promotion Mirai Roundtable Discussions)

ü Creating an environment and mindset that support sustainable work

(Elder Training programs)

ü Building systems for employment of persons with disabilities

ü Health management initiatives (industry-academia collaboration: AICOG )

ü Financial literacy seminars

¸ Initiatives for 63rd FY

ü Promote alumni recruitment

ü Roundtable discussions for foreign employees 

(early development for store manager roles and retention initiatives)

[ESG Management 2] 

Human Resource Development: Reforming Work Styles



¸ Collaboration with V -Varen Nagasaki on Saturday, January 24, 2026

24

ü Continuing activities as a ñFood Education Supporterò in FY2026.

ü Held at Nagasaki Stadium City for parent-child fan club members.

ü 30 parents and children participated in the ñVictory Sandwichò 

hands-on class to cheer on V-Varen.

¸ Supporting the importance of food, gratitude, and healthy growth.
Food Education Classes: 12 years since launch

Currently held in a hybrid online/in-person session format 

(store-based).

Held 310 sessions as of the end of February 2026 

(2,537 participants)

ü  FY2026 target: 40 sessions (420 participants)

[ESG Management 3] SDGs (Food Education Classes)



¸ Expanding initiatives to address food loss across factories and stores.
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[Stores] Expansion of zero food waste stores

ü Using cabbage cores in gyoza filling/direct sales of food ingredients/production and sale of karinto 

(Japanese fried dough cookies) using gyoza wrappers, etc.

[Factories] Horizontal expansion of food ingredient reuse initiatives

ü (Nationwide) National Campaign for Reducing Food Loss (NO-FOODLOSS PROJECT)

ü (Kyushu) Kyushu Clean Plate Partner Stores: 

132 RINGER HUT stores and 73 HAMAKATSU stores, 205 stores in total

ü (Saitama Prefecture) Saitama Sai-no-Kuni Eco-Gourmet Partner Stores: 46 RINGER HUT stores

ü (Kanagawa Prefecture) Yokohama Clean Plate Partner Stores / 

Kawasaki Food Loss Reduction Partner Stores: 33 stores in total

ü (Chiba Prefecture) Chiba Food Loss Reduction Partners: 41 RINGER HUT stores

[ESG Management 4] Food Loss Reduction
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¸ Supply chain emissions calculation project

Supply chain emissions

(t-CO2)

FY2024 Results FY2025 Results FY2030 Target

Scope1 + Scope2 30,799 28,711 28,372

Scope3 136,477 Under 

calculation

Currently in discussions with 

business partners through the project

¸ Implementing internal campaigns to improve understanding and raise awareness.

¸ Reducing single-use plastic consumption (including changes to takeout containers) 

ü We have been calculating supply chain emissions (Scope 1 to Scope 3) since 2024.

ü Achieve targets through structural reductions of 3% annually at stores and 1% annually at factories.

ü Continuing production and distribution of SDGs promotional videos (22 in total)

ü Reduced by 24 tons YoY (FY2025). Aiming to reduce a further 27 tons by 2030. 

[ESG Management 5] CO 2 Reduction Activities



RINGER HUT Business

27

Net sales

Operating expenses

Operating profit

Operating profit margin

FY2025 
Full -Year

FY2024
Results

Change

Units: ¥ millionChampon  Business 

(RINGER HUT)

-

-
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¸ (Full-year) 

Net sales of existing stores: +3.4% YoY, Number of customers: -1.0%, Average customer spend: +4.5%

¸ In FY2026, we project net sales up 3.2%, number of customers down 1.4%, 

and average customer spend up 4.7% year on year.

Mar. 2025 Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. 2026 Feb. Mar.

YoY net sales 104.3% 107.7% 107.0% 102.6% 105.9% 108.0% 103.2% 98.9% 100.9% 100.9% 104.2% 98.6% 101.6%

YoY number of
customers

100.7% 103.2% 102.5% 99.1% 102.6% 105.6% 97.8% 93.0% 95.7% 95.1% 98.5% 94.7% 98.0%

YoY average
customer spend

103.6% 104.4% 104.3% 103.5% 103.2% 102.2% 105.5% 106.3% 105.4% 106.1% 105.7% 104.1% 103.7%

101.6%

98.0%

103.7%

90.0%

92.0%

94.0%

96.0%

98.0%

100.0%

102.0%

104.0%

106.0%

108.0%

110.0%

Net sales

Average 

customer spend

Number of 

customers

2025

103.2%

98.6%

104.7%

Trends in Sales, Number of Customers, and Average Customer Spend for 

FY2025 ï RINGER HUT directly Managed Existing Stores

Item FY2026

Net sales

Number of 

customers

Average customer 

spend

Net sales

Number of 

customers

Average 

customer spend

Net sales Number of 

customers

Average customer 

spend

Mar. 2025 Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. 2026 Feb. Mar.

+4.3% +7.7% +7.0% +2.6% +5.9% +8.0% +3.2% -1.1% +0.9% +0.9% +4.2% -1.4% +1.6%

+0.7% +3.2% +2.5% -0.9% +2.6% +5.6% -2.2% -7.0% -4.3% -4.9% -1.5% -5.3% -2.0%

+3.6% +4.4% +4.3% +3.5% +3.2% +2.2% +5.5% +6.3% +5.4% +6.1% +5.7% +4.1% +3.7%

+10.0%

+8.0%

+6.0%

+4.0%

+2.0%

+0.0%

-2.0%

-4.0%

-6.0%

-8.0%

-10.0%

+3.7%

+1.6%

-2.0%
-1.4%

+3.2%

+4.7%



¸ Penetrating the brand across a broad range of age groups through strategic menu offerings.

29

ᵼ February 16: New roadside menu item 

ñMogu  Veggie Pasta,ò featuring 

vegetables as part of the experience.

ᵼ From March 1: ñExtra Veggie

Champon  Indulgence MAXò with 

480g of domestic vegetables. 

Target: males and younger 

customers

ᵼ March 1, 2026: 

ñVegetable Dayò 

Domestic Vegetable 

Day Campaign 

ñMogu  Veggie 

Editionò Champon  

vegetables increased 

by 100g to a hearty 

355g. 

ᵼ March 18ï22 ñTrial Fairò

 Four soup varieties offered 

at champon  prices.

ᵼ From March 23: In addition to chilled 

summer noodles, ñBeef Champon with 

Green Chili Soupò and ñMabo 

Eggplant Mala Soup Champonò

Stickers are also available!

Existing customers

First-time and 

younger customers

Strengthening Mogu  Veggie Shokudo (Brand Penetration)



¸ Seasonal grand menu

ü Development of products tailored to 

each storeôs customer base

30

Product Policy ï RINGER HUT

¸ Strategic products and 

regional limited-time menus


