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Presentation 

 

Moderator: It is time to commence the Financial Results Briefing for Q2 of the Fiscal Year Ending December 2026 
for THE PACK CORPORATION. Thank you very much to everyone here today for taking time out of your busy 
schedules to attend our information session. 

First, let me introduce the two representatives from our company. On your left is Naoki Nakamura, our President 
and CEO. 

Nakamura: Good morning, I am Naoki Nakamura. Thank you. 

Moderator: To my right is Ikuo Shimomura, Managing Director and Corporate General Manager.  

Shimomura: This is Shimomura.  

Moderator: Thank you. 

Today's information session is being held at our Tokyo headquarters building, and we are also streaming it live 
online. The session is expected to last one hour, and we will provide an explanation based on the financial results 
presentation materials we posted on our website on August 31. Following the outline of the presentation 
materials, Shimomura will explain the financial results for Q2 of FY2026 and the full-year forecast, while Nakamura 
will discuss progress on our growth strategy and initiatives to enhance corporate value. 

After that, we will have a question-and-answer session. During the question-and-answer session, we will also take 
questions from those participating online, as well as from those in the audience. Since we are only accepting 
questions via audio during this online session, please use the “raise hand” button at the bottom of the screen 
when you are ready to ask a question. We will unmute you one by one. I will explain this in more detail at a later 
time. 

Now, I would like to begin with page three of the financial results presentation, the results for Q2 of FY2026 and 
the full-year forecast. Shimomura will provide the explanation. Thank you. 
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Shimomura: I am Ikuo Shimomura from the Corporate Headquarters. Once again, thank you for your participation. 
First, I would like to report on our financial results for Q2 of the fiscal year ending December 2026. 

Overall, our financial results were largely in line with our plans. I would like hightlight three key points. 

First, net sales rose 5.8% YoY to JPY50.134 billion, slightly exceeding our forecast. Operating profit also increased 
by 3.9% YoY, reaching JPY2.974 billion. This fell slightly short of the target. Although we experienced increases in 
costs including raw material and labor costs, we were able to absorb those increases. 

In addition, regarding the food sector and the e-commerce and shipping packaging sectors, areas on which we are 
focusing as part of our growth strategy, first strategy is to go beyond simply selling bags and boxes and to offering 
solutions that address challenges in packaging as a whole. Another strategy is integrated sales, where a single 
sales representative provides a one-stop solution for a variety of packaging materials, such as bags, boxes, film, 
and corrugated cardboard. By implementing these measures, we were able to steadily secure new orders. 

Finally, regarding the third point, we have listed four initiatives aimed at enhancing corporate value. The first is 
the repurchase of treasury stock. We carried out this matter as planned. This year's budget is JPY2 billion, and for 
H1, it amounts to approximately JPY500 million. Second, we have continued to develop the skills of our employees, 
who are the driving force behind our company’s growth. Third, as I will discuss later in this presentation, we have 
also implemented various measures to promote sustainable management. Fourth, we will strengthen dialogue 
with investors. While our focus has traditionally been on institutional investors, we have also been increasing 
opportunities to present our company to individual investors. 
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This is a summary of our performance. 

As I mentioned earlier, our financial results for H1 are proceeding largely as planned. Net sales and operating 
profit are as shown here. Although there is a difference in net income compared to last year, this is attributable 
to gains from the sale of strategic shareholdings carried out last year. 

As for the dividend, we have set it at JPY17, as planned. On the right, you'll find a summary of Q2; please take a 
look at that as well. 
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This page summarizes the factors contributing to the change in operating profit for H1. 

As I mentioned earlier, while we faced various cost pressures, including rising raw material costs, we were able to 
offset these increases in H1 of the fiscal year by securing new business partners and improving sales efficiency 
through enhanced cross-selling. 

We have been actively working on price adjustments, but during this period, there was a slight time lug until the 
price was passed through. This is reflected in a decline in the gross profit margin. In addition, while we incurred 
costs associated with the increase in logistics facilities as our business expanded, we believe that the effects of 
price adjustments, which began to take effect in H1 of the fiscal year, will be more than enough to offset these 
costs for the full fiscal year. 
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We have added a page with additional explanations here. As I mentioned briefly earlier, I have attached a brief 
presentation outlining our company’s key features: solution proposals and cross-selling. 

First, regarding our solution proposals, our fundamental approach is not merely to sell the materials you order, 
but to offer solutions that address challenges across the entire packaging process. While it goes without saying 
that we offer suggestions regarding the format, design, and material selection tailored to the products inside, we 
aim to take on a consulting role regarding packaging, that is, to provide proposals to our clients while taking into 
account the actual operations at the sites where the products will be used. 

Another one is cross-selling. We do not limit ourselves to selling individual items such as paper bags, paper boxes, 
film, and corrugated cardboard. Instead, we have established a system in which a single sales representative can 
provide a comprehensive range of packaging materials. This approach allows us to develop a business that benefits 
both parties: it enhances convenience for our customers and improves sales efficiency for our company. In this 
way, we engage in such business that brings the advantage to both parties. We hope you will come to understand 
that these are the defining characteristics and strengths of The Pack. 
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Although this is a bit of a promotional announcement, we will be exhibiting at TOKYO PACK 2026, which will be 
held this year at Tokyo Big Sight, as an opportunity to showcase our company’s features and strengths I mentioned 
earlier. If you have the chance, I’d appreciate it if you could take a look. Thank you. 
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Next, I will explain the results by variety. 

Driven by growing demand for materials used in e-commerce and shipping packaging, we have seen increased 
revenue and profits, particularly in our paper products business. In our company's case, the paper products 
business accounts for just over 70% of our revenue. Paper bags account for nearly 30% of that total. Sales of paper 
bags grew by 2.7% compared to the previous quarter, reflecting steady performance both domestically and 
internationally. 

The next highest category is paper cartons, that is, boxes made of cardboard or paperboard. Currently, sales of 
paper boxes made from thin corrugated materials, such as cardboard and paperboard, are growing significantly. 
Our company organizes its segments by material type. For that reason, these results are included in the cardboard, 
which will be discussed next. Although the growth rate for paper cartons has seen a slight increase of 0.4%, orders 
themselves have continued to trend steadily this year as well. 

And then there's the cardboard business. As I mentioned earlier, there are some positive factors at play, and sales 
of e-commerce and shipping packaging materials are performing well. While it can be quite difficult to distinguish 
between paper cartons and cardboard, if we combine the two, growth for H1 was just under 9%, specifically, 8.8%. 

Next is the film packaging business. We are placing a strong emphasis on this as part of our integrated sales 
strategy. In addition to film packaging for food products, sales of take-home bags for various events were strong. 

The other is our “other business.” “Other businesses” refers to items not covered in the explanation so far, such 
as non-woven fabrics, sewn fabric products—that is, sewn items—and eco-bags, as well as other types of sewn 
bags like these. In addition, there is what we refer to as the PAS System, which is a vendor business that provides 
bundled deliveries of packaging materials. These products are categorized in  
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“other businesses.” Although the composition of our other businesses, as well as sales costs and product mix, 
have changed slightly, this segment is also performing well, with a YoY increase of 13.6%. 

 

So far, we've been discussing each product individually. From this point on, we will provide an overview by industry. 

We have categorized them broadly. First, the top section is designated for snacks, food, and convenience store 
items. When I say “convenience store” here, just think of the containers of hot snacks sold near the register, such 
as French fries and fried chicken. In this category, sales were strong, particularly for souvenir sweets sold in 
department store basements, as well as at train stations and airports. 

Then there's EC, online store. While our company’s overall orders for e-commerce materials were very strong, the 
figures presented here are limited to those from mall-type e-commerce platforms, that is, customers that 
specialize exclusively in e-commerce. Due in part to one-time factors, revenue declined slightly during H1 of the 
fiscal year. 

As stated in the document, we continue to receive a steady stream of orders in the apparel and general 
merchandise categories as well. Furthermore, we believe that across other markets as a whole, we were successful 
in acquiring new customers and effectively promoting cross-selling. 
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Here is an overview of our financial situation. 

There were no significant changes during H1 of this year. However, as outlined in our current medium-term 
business plan, we are aiming to achieve higher capital efficiency. We will continue to operate with an appropriate 
financial balance while balancing growth investments with enhanced shareholder returns. 
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This is the consolidated cash flow statement. 

The factors affecting these changes are listed on the right side of the page. During H1 of this fiscal year, we 
acquired land for a corrugated cardboard factory in Nara Prefecture that needs to be rebuilt due to its age. In 
addition, although this was also in line with our plan, we incurred expenses related to the repurchase of our own 
shares. That concludes this page. 
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This page shows our full-year earnings forecast for the current fiscal year. 

Our currently disclosed full-year earnings forecast is JPY106 billion in sales and JPY7.5 billion in operating profit; 
there are no changes to this forecast at this time. As the effects of the price revision negotiations we have been 
conducting during H1 begin to materialize, we also anticipate an improvement in our operating profit margin. 

Furthermore, while there will be a slight impact this fiscal year from the gain on the sale of strategic shareholdings 
recorded in the previous fiscal year, we will continue to provide stable returns to shareholders through our 
progressive dividend policy. 
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Finally, here is a summary of the factors affecting the change in full-year operating profit. 

We will continue to seek out new customers and expand sales with our existing clients. While the effects of the 
price adjustment are beginning to show, there are currently signs of a second round of price increases for raw 
paper, which is a key raw material. We plan to continue monitoring these developments closely and, as necessary, 
promptly negotiate price adjustments. In addition, while we anticipate increases in labor costs due to wage hikes, 
investments in employee training, and higher logistics costs, among other factors, we expect our final operating 
profit to come in as planned. 

That is all from me. Thank you. 

Moderator: Next, on page 15 of the materials, Nakamura will explain the progress of our growth strategy. Thank 
you. 
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Nakamura: Once again, this is Nakamura. Thank you. 

We have reprinted the information presented in the Mid-Term Management Plan. The graph on the left shows 
the KPIs. We will strive to achieve significant growth in each of our four major product lines. As our targets for 
2030, we will proceed with the following breakdown: approximately JPY35 billion for paper bags, JPY35 billion for 
printed paper cartons, JPY18 billion for corrugated cardboard, and JPY15 billion for film packaging. 

The key part here is the paper cartons section, which is marked in orange. One of our company’s major goals is to 
bring the sales of paper bags and paper cartons on par with each other. As has long been the case, our flagship 
products are often said to be paper bags, but we have a plan to position paper cartons and paper bags as our two 
main flagship products. 

In terms of the remaining market size, I believe the paper cartons market is worth over JPY1 trillion, so we have 
high hopes for it as a key driver of future growth. The target values and indicators for each market are listed in 
the right-hand third of the page. I’ll come back to this later, so I’ll skip the explanation for now. 
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I would like to report on the progress by variety. First, let's talk about paper bags. 

As Shimomura explained earlier, the figures are presented in a graph covering the past three years. Sales for H1 
totaled JPY14.882 billion, representing a slight increase. Profits declined slightly due to factors such as the time 
lag associated with price adjustments, resulting in this situation. 

The bottom right shows the sales volume and average unit price. Sales volume totaled 757 million units, which is 
on par with last year's figures. The average unit price has risen slightly to JPY19.60. I believe the effects of the 
price adjustment will become more apparent in H2, so please look forward to it. 

As for the details, the measures are listed on the left; in particular, demand for delivery bags is on the rise, so we 
plan to increase our production once again. I believe this will also contribute to our results in H2 of the fiscal year. 
This is a category in which we intend to continue striving to expand sales, building on our high market share. 
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Here are some examples of paper bag types. I include this every time, but please take a look at it later. 

 

This is a paper cartons. 
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Revenue totaled JPY12.759 billion, representing an increase of JPY55 million, while operating profit was JPY1.154 
billion, an increase of JPY155 million. With sales totaling JPY685 million units, H1 was extremely disappointing as 
a revenue driver. Just as with paper bags, there was a price adjustment for cardboard this past spring, the first in 
quite some time, and while we were swamped with work due to that, on the other hand, our proposals for 
assembly and packing services have been very well received, and we have a large number of orders that will be 
reflected in our results starting in H2 of the fiscal year. I’d like to explain that as well later on. This is a genre we’d 
like to pursue at an even higher level. 

 

Next is cardboard. 

Everything went very smoothly. Sales was JPY8.43 billion. Although profits were tough last year, it appears we 
have hit bottom. While the growth in e-commerce-related business was certainly a major factor, broadly speaking, 
orders for packaging materials, including packaging for electrical equipment, contributed significantly to the 
positive results. Things are going very well, and I think this trend will continue for the foreseeable future. In terms 
of the number of sheets and sales volume, we’ve reached 140 million cases, and the average unit price has also 
risen by more than JPY10 compared to last year.  
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This is film packaging. 

Sales remains virtually unchanged at JPY6.364 billion. There’s a wide variety of products included here as well, but 
if you look at the bottom right, you’ll get a good idea of how it all works. This is an outer bag packaging for 
disposable diapers. This category, shown in green, has been declining year after year, largely due to the declining 
birthrate and price reductions. 

However, on the other hand, plastic bags have actually been growing in sales since last year, in the broadest sense, 
including items such as grocery bags. Sales of films in general, individual packaging for confectionery and beverage 
labels, which we refer to it as flexible packaging, remained strong; as a result, the overall film packaging business 
performance remained flat. I think this is another example of our comprehensive sales approach; I believe this 
category illustrates how we offset negative factors with positive ones to maintain a stable performance. 

Since the sales for disposable diaper packaging has also reached a point where the downward trend is leveling off, 
we expect the positive growth in flexible packaging and plastic bags to take over from here on out. I also get the 
feeling that, as the number of plastic bags increases, people’s aversion to the environmental impact of plastic bags 
has lessened compared to what it was a while back. Plastic bags are often a better fit for shops that sell character 
merchandise or general goods, and as a result, this category has been growing significantly. The other factors for 
the increase in the result is capturing the demand from the theme parks and similar sources. 
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Let me explain what are included in Other as it includes various things.  

The total sales came to JPY7.724 billion, so I think it's fair to say it remained virtually unchanged. A breakdown of 
the major items is provided in the lower right corner. 

As noted in the upper right corner, the PAS system is a service that delivers all consumables along with the 
packaging materials. The trend up until last year was that this figure had fallen significantly. Since this resulted in 
the loss of some commercial rights due to alliances and realignments among our customers, it is a temporary 
setback. 

On the other hand, sewn items, such as tote bags and drawstring bags, have become increasingly popular recently. 
These are frequently used these days, particularly for fashion-related gift bags or for promotional campaigns 
designed to make a strong, immediate impact, and their popularity is on the rise. We intend to continue focusing 
on the sale of products such as those in the side menu. 
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This explanation is organized by market. First, I would like to explain our progress in the food market. 

In H1 of this fiscal year, as shown by the dark green section in the lower half of the graph on the left, we saw 
steady growth in sales of 12.5%. I believe we are well on track to reach the target of JPY33 billion. We are on a 
steady course toward our goal of JPY40 billion. 

Although the term “food” covers a very broad range, these are the initiatives being undertaken at this market, as 
noted in the center. One is expanding sales of primary food packaging. Primary packaging refers to packaging that 
comes into direct contact with food. Leveraging our expertise in paper processing, we introduced equipment 
several years ago to produce these types of products, and we have seen a steady increase in orders. We continue 
to see this product adopted by fast-food chains and in the hot food sections of convenience stores, and we boast 
an annual production volume of nearly 200 million units for this type of product. We intend to continue working 
toward expanding our lineup of these paper cartons. 

As I briefly mentioned earlier, in the distribution and processing, part (2) has also been performing very strongly. 
We have opened our fifth domestic facility this year in Sapporo, which is equipped to handle everything from box 
assembly to product packing. At full capacity, this facility can produce more than 10 million cases across its five 
locations. Naturally, since we are proceeding with the sale of paper cartons to new customers as a package that 
includes Set-up Service , we believe this will contribute significantly to our sales. 

Next is expanding sales of flexible packaging. It is not uncommon for an increase in sales of paper cartons to 
naturally lead to an increase in film packaging sales as well. When planning new products, customers often start 
with the design, so we have high hopes that an increase in box sales will lead to growth in this area as well. 

The graph on the right shows the trends in sales of primary packaging and flexible packaging. It has been 
performing steadily. We are looking to accelerate this even further. 
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Next, I would like to discuss our progress in the e-commerce and logistics markets. 

Performance has been solid in H1, with growth of 16.6%. Materials primarily used for e-commerce, and materials 
for shipping and packaging materials, the two categories I mentioned earlier, have been the main drivers of these 
results. Regarding the shipping and packaging mentioned in item 2), it is noted as an order for materials related 
to home appliances and storage batteries. As you know, the data center sector within the AI business is 
experiencing significant growth, and since we supply materials to that sector, we expect this trend to continue 
over the next few years. The trend is shown in the graph on the right. 
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Here is an update on the distribution and retail market and our overseas operations. 

We posted a slight loss in H1. I just explained the PAS system for vendor operations, but that ended up holding us 
back. There is measure one: Expanding sales of high-value-added products. I have also listed measure two for 
sales for overseas markets, as major initiatives. At this point, as I explained earlier when discussing the sale of 
sewn goods, we are seeing a trend among some discerning customers toward a renewed appreciation of 
packaging as a tool for expressing a brand’s worldview. 

Looking at the contents of this year’s holiday, or so-called Christmas season, packages, it seems there’s a growing 
trend toward even better offerings. Since packaging is, by its very nature, a consumable item, it’s easily swept up 
in the tide of cost-cutting measures; however, I feel the pendulum has swung back slightly, so we’re currently 
stepping up our efforts to propose solutions that address those needs. 

As mentioned earlier, sales in overseas markets are also progressing steadily. Sales in China have been particularly 
strong this year, and we have categorized this segment as the distribution and retail market as well. Although it is 
still not a particularly large subsidiary, we are continuing to support its growth, including by allocating additional 
personnel. 
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This is an expanded version of the overview of our capital allocation strategy as outlined in the medium-term plan. 

There are no changes on the left side. We will strive to achieve both growth and capital efficiency while making 
effective use of debt. 

And regarding the acquisition of land for the reconstruction of the Nara Plant, we made that announcement the 
other day, which is shown on the right. As for what happens from here on out, we will provide updates as 
appropriate when the time comes, so we ask for your understanding. In any case, the building is showing signs of 
aging. We don’t just want to modernize the facility; we aim to create a state-of-the-art factory that boosts 
productivity and, as was the case recently in Kumamoto, contributes to ensuring employee safety and improving 
the work environment. 
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I will now discuss our initiatives to enhance corporate value. 

We will strive to achieve sustainable growth by strengthening our human capital. Since this is also noted in the 
medium-term plan, I’d like to highlight some of our initiatives.  

We are continuing to recruit experienced professionals this year as well. Given current trends, there will be an 
increasing need for professionals with specialized expertise, so we intend to maintain our commitment to actively 
recruiting such talent and enabling them to thrive in their roles. 

Second on the list is in-house training. We have been conducting DX training for about three years, and as a result 
of these efforts, we have been able to develop DX talent across various departments; consequently, the use of AI 
and other technologies is currently advancing in various areas. We have high hopes for this. Through this training 
program, we aim to further strengthen our competitive advantage in terms of company quality compared to our 
competitors. 

We also update our other initiatives as needed to keep pace with the times. At the very bottom are healthcare 
training, the expansion of the scope of F leave, and wellness leave, which was newly introduced in H1 of this year. 
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Here is an update on our IR and SR activities. 

There are initiatives for “raising awareness” and “disclosing information.” Regarding the third point, expanding 
our engagement with individual investors, we held our first online seminar for individual investors at the end of 
July. I believe there were about 2,100 live viewers, and when combined with on-demand viewers, the total number 
of viewers has now exceeded 4,000. We are also strengthening our dialogue with institutional investors, and as of 
H1 of this year, the figures are on par with last year's. We will continue to actively engage in IR activities to raise 
awareness among everyone and foster a better understanding of our company. 
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This page is about our sustainability effort. 

This is also as stated in the medium-term plan. This page details the progress made by the FSC on CO2 emissions 
reduction and forest conservation activities, among other initiatives. We will firmly press for action regarding 
matters that are behind schedule. That is our position. 
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The percentage of women in management positions is 8.94%. While this won’t happen overnight, 38.7% of the 
new hires this spring were women, meaning we have exceeded our target of 35% for the sixth consecutive year. 
In addition, to ensure our employees are satisfied, we aim to further enhance our internal policies and create an 
environment that encourages them to stay with the Company for the long term. 

The “pack forest” is our company's system, and the number of participating companies is steadily increasing. The 
section below outlines the various initiatives we carried out during H1. We intend to continue strengthening our 
risk management framework and working with our business partners to maintain and improve quality. 

That concludes the explanation, but finally, here is a video showing the set-up service that I mentioned earlier. It’s 
very short, but we’ve received the footage that Shimomura mentioned at the beginning, the material to be shown 
at TOKYO PACK 2026, so I’d like to show you a portion of it. Here you go. 

We bring the boxes made at the factory here and load them onto this machine as shown. This is what is known as 
a box-making machine; it is a machine designed so that the assembled boxes come out of it. Since it’s quite difficult 
to automate the process of inserting dividers into the bottom of the boxes, and while the pace does vary 
depending on the shape, we’re now taking over that task, which customers used to have to assemble themselves. 
In addition, in Kawasaki, we highlight the fact that our machines can handle the packing of products. 

You might think, “Is that it?” but this is actually quite a hassle for our customers, so the fact that they can outsource 
it has been very well received. And I think it fits the times as well. I suspect that the main factors driving this trend 
are the difficulty in securing enough workers and the ability to cope with rising labor costs resulting from the use 
of machinery. Since many of our customers are small and medium-sized businesses, they often lack the space to 
install the machinery or the staff to operate it, so we’ve been receiving an overwhelmingly positive response. We 
will focus our efforts on this. 
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We have lots of other videos as well, so we hope you'll come visit us at TOKYO PACK 2026. 

That concludes my presentation and explanation. Thank you. 

Moderator: That is all from us.  

 

 

 

Question & Answer 

 

Moderator [M]: We will now take questions from the audience. First, we will take questions from those attending 
the event in person. We will then move on to those of you joining us online, so if you’re participating online, could 
you please stay where you are for a moment and wait? Now, does anyone here in the audience have any 
questions? Please state your name before asking your question. 

Fujiwara [Q]: Thank you for your presentation. My name is Fujihara from SOMPO Asset Management. I have three 
questions. First, based on what you’ve explained, the plan for H2 of the fiscal year seems somewhat conservative, 
or perhaps a bit on the low side. There are factors such as the impact of the price adjustments starting in H2 of 
the fiscal year, as well as the additional contribution from the assembly segment starting in H2, as you explained 
earlier. Also, I believe that it was in H2 of last year, there were instances where major clients in e-commerce and 
online retail experienced cyberattacks or system failures, which lowered the baseline. Given that, the figures 
obtained by subtraction look a bit weaker. Is there a specific reason for this? 

Shimomura [A]: Thank you for the question. First, you are saying that the full-year forecast for H2 is perhaps a bit 
conservative. We have been conducting negotiations regarding price revisions throughout H1 of this fiscal year. 
Depending on the customer, there are various scenarios, such as changes starting with a new production lot, with 
a new product, or in a specific month, but generally speaking, revisions tended to take effect around April. Since 
we’ve seen some signs that things might be moving slightly ahead of schedule, to be honest, we’re currently taking 
a somewhat conservative view of H2. Also, since August has already come to an end, we plan to promptly release 
any information we can share regarding Q3 or thereabouts. This is the first point. Next, regarding the spot factors, 
as you mentioned, we generally try to avoid discussing specific cases. However, as I mentioned earlier, there were 
figures showing less growth among our clients in the e-commerce sector, and our forecast has been slightly 
affected by that. Although that warehouse itself has already been restored, there are often shifts in business rights 
and a natural division of roles within the area at that time, so I think that’s having a slight impact. However, as I 
mentioned earlier, orders for e-commerce and online retail, as well as shipping and packaging, have been very 
strong overall. Therefore, we hope to build on this momentum in H2 of the fiscal year and deliver results that 
exceed expectations. That is all from me. 

Fujiwara [Q]: Regarding the section on the food market by segment on page 23, your plan calls for a YoY decline 
in revenue for H2 of the fiscal year. It's on the left side of page 23. 
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Shimomura [A]: While there are certainly various ways to categorize the food market, as far as current trends are 
concerned, I believe this is a category that can continue to perform in line with our plans. While I cannot provide 
an answer at this time, we intend to disclose the necessary information promptly when the time comes. 

Fujiwara [Q]: Thank you. The remaining two questions are simple, so I’ll cover them both at once. Second, you 
have secured the land for the Nara plant. When do you expect to be able to disclose details regarding the future 
construction plans, such as the timeline and investment amount? 

Shimomura [A]: As President Nakamura mentioned earlier, we intend to disclose this information as soon as 
possible once the timing is right; however, as you are aware, construction costs are currently skyrocketing. We 
are currently engaged in various negotiations with several general contractors. Naturally, since we will also need 
to begin site preparation and other construction work, our goal is to complete construction and begin operations 
during this medium-term plan period; however, we are not yet at the stage where we can disclose the details 
regarding that. However, since this isn't something that will happen next year or the year after, we hope to present 
it as early as possible this year. 

Fujiwara [Q]: Thank you. This is my last question, and I apologize if it’s off-topic, but regarding cybersecurity 
initiatives, is there anything you’re currently considering? 

Shimomura [A]: As is to be expected, I feel a strong sense of urgency about this matter. Our business partners are 
also being significantly affected. In comparison, however, as a company that manufactures and sells packaging 
materials, we are inevitably a bit behind in some areas. Also, since there were very few instances of handling 
personal information, to be honest, we found ourselves constantly playing catch-up. This year, with the help of a 
new consulting firm, we are making plans and moving forward with initiatives such as software updates, while 
recognizing that the training of each and every employee remains our top priority. 

Fujiwara [M]: Thank you for your presentation. 

Shimomura [M]: Is it okay? Thank you. 

Moderator [M]: Are there any other questions from the audience? Well, if there are no further questions, I’ll 
move on to those joining us online. If you have any questions, please let us know by clicking the “Raise Hand” 
button at the bottom of the screen. I will connect you one by one. Now, if anyone has any questions, please feel 
free to ask. It seems there are no questions from those joining us online. Is that all right? Well, since there don't 
seem to be any questions, I'll conclude the question-and-answer session here. Thanks to everyone's cooperation, 
we were able to conclude the information session without a hitch. Thank you. With that, we will conclude the 
financial results briefing for Q2 of the fiscal year ending December 2026 of THE PACK CORPORATION. Thank you 
very much. 

Company Representative [M]: Thank you. 

Moderator [M]: For those of you here at the venue, we will be holding a tour of our packaging lab next, so please 
stay where you are and wait. We ask that those participating online please log out whenever you're ready. Thank 
you very much. 

[END] 

______________ 
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Document Notes 

1. Portions of the document where the audio is unclear are marked with [inaudible]. 
2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD]. 
3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an 

answer from the Company, or [M] neither asks nor answers a question. 
4. This document has been translated by SCRIPTS Asia.   
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Disclaimer 

JPX Market Innovation & Research, Inc. (“JPXI”) reserves the right to edit or modify, at its sole discretion and at 
any time, the contents of this document and any related materials, and in such case JPXI shall have no obligation 
to provide notification of such edits or modifications to any party. This event transcript is based on sources JPXI 
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not 
purport to be a complete or error-free statement or summary of the available data. Accordingly, JPXI does not 
warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the information contained 
in this event transcript. This event transcript is published solely for information purposes, and is not to be 
construed as financial or other advice or as an offer to sell or the solicitation of an offer to buy any security in any 
jurisdiction where such an offer or solicitation would be illegal. 

In the public meetings and conference calls upon which JPXI’s event transcripts are based, companies may make 
projections or other forward-looking statements regarding a variety of matters. Such forward-looking statements 
are based upon current expectations and involve risks and uncertainties. Actual results may differ materially from 
those stated in any forward-looking statement based on a number of important factors and risks, which are more 
specifically identified in the applicable company’s most recent public securities filings. Although the companies 
may indicate and believe that the assumptions underlying the forward-looking statements are accurate and 
reasonable, any of the assumptions could prove inaccurate or incorrect and, therefore, there can be no assurance 
that the anticipated outcome described in any forward-looking statements will be realized. 

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE 
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH JPXI ENDEAVORS TO PROVIDE ACCURATE TRANSCRIPTIONS, 
THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE TRANSCRIPTIONS. IN NO WAY DOES 
JPXI OR THE APPLICABLE COMPANY ASSUME ANY RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS 
MADE BY ANY PARTY BASED UPON ANY EVENT TRANSCRIPT OR OTHER CONTENT PROVIDED BY JPXI. USERS ARE 
ADVISED TO REVIEW THE APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT 
OR OTHER DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN “AS IS” BASIS. JPXI DISCLAIMS ANY AND ALL 
EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY 
OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE ERRORS OR DEFECTS, AND 
ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT. 

None of JPXI’s content (including event transcript content) or any part thereof may be modified, reproduced or 
distributed in any form by any means, or stored in a database or retrieval system, without the prior written 
permission of JPXI. JPXI’s content may not be used for any unlawful or unauthorized purposes. 

The content of this document may be edited or revised by JPXI at any time without notice. 

Copyright © 2026 JPX Market Innovation & Research, Inc. (“JPXI”), except where explicitly indicated otherwise. 
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