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This annual report has been reviewed by the Company’s
sponsor, CIMB Bank Berhad, Singapore Branch
(“Sponsor”) in accordance with Rule 226(2)(b) of the
Singapore Exchange Securities Trading Limited (“SGX-
ST”) Listing Manual Section B: Rules of Catalist. This
annual report has not been examined or approved by
the SGX-ST and the SGX-ST assumes no responsibility
for the contents of this annual report, including the
correctness of any of the statements or opinions made
or reports contained in this annual report. The contact
person for the Sponsor is Ms Tan Cher Ting, Director,
Investment Banking, CIMB Bank Berhad, Singapore
Branch, at 50 Raffles Place, #09-01 Singapore Land
Tower, Singapore 048623, Telephone: +65 6337 5115.



CORPORATE
PROFILE

Established in Singapore in 1997 and listed on the Catalist Board of the Singapore Exchange Securities Trading Limited in February 2009, Japan Foods
Holding Ltd (“Japan Foods”) is one of the leading Japanese restaurant chains in Singapore. As at 31 March 2019, the Group operates 55 restaurants
in Singapore under various brands, such as “Ajisen Ramen’, “Osaka Ohsho” , “Menya Musashi” , “Akimitsu” and “Konjiki Hototogisu”, which is a one
Michelin Star ramen brand from Tokyo. Over the years, Japan Foods has successfully grown its restaurant portfolio to encompass both franchised and

self-developed brands.

The Group has expanded beyond Singapore. At 31 March 2019, there was 1 restaurant in Malaysia operated by the Group’s sub-franchisees under the
“Ajisen Ramen” brand. The Group also has interests in 1 restaurant in Indonesia, 7 restaurants in Hong Kong and 12 restaurants in China operated by
its associated companies under the “Menya Musashi” brand. To further expand its regional footprint, the Group formed a joint venture company with
Minor Food Group (Singapore) Pte Ltd (“Minor Singapore”) in December 2018 to launch its brands in Thailand. Through the joint venture company,
the Group will also manage and operate Minor Singapore’s Thai restaurants in Japan.

For its efforts in corporate governance, Japan Foods was named the “Most Transparent Company (Catalist)” at the 17th SIAS Investors’ Choice Awards
in 2016 and also awarded the “Transparency Award — SMEs” at the 18th SIAS Investors’ Choice Awards 2017. In July 2018, the Group received
the “Best Managed Board Award (Gold)” at the Singapore Corporate Awards 2018 and in September 2018, it was named Runner-Up in the “Most
Transparent Company - Hotel / Restaurant” award category at the 19th SIAS Investors’ Choice Awards 2018.

4 SELF-DEVELOPED BRANDS 10 FRANCHISED BRANDS FROM JAPAN
1. Aji Tei 2. Curry Is Drink 1. Ajisen Ramen 2. Shitamachi Tendon Akimitsu
3. Fruit Paradise 4. Japanese Gourmet Town 3. Osaka Ohsho 4. Konjiki Hototogisu

5. Kazokutei 6. Menya Musashi

1 FRANCHISE BRAND FROM MALAYSIA

1. New Manlee Bak Kut Teh 7. Menzo Butao 8. Yonehachi

9. Kagurazaka Saryo 10. Afuri Ramen*
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ramen + dumpling

*  Launched in June 2019




AT A
GLANCE

» OUR NETWORK
(As At 31 March 2019)

55 z 1
: Central Kitchen

Self-Operated Rest t
e-Uperated Restaurants at Kampong Ampat, Singapore
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Restaurants in China, Hong Kong and

Joint venture with Minor Singapore to operate restaurants Indonesia through Associated Companies

in Japan, Thailand and China

1

Sub-Franchised Restaurants in Malaysia

» OUR STRATEGY

ovrrrrrr FOUR-PRONGED STRATEGY eeereenimmiiiiieieie e >
DEVELOPMENT OF OVERSEAS COST & NETWORK EXPANSION
NEW CONCEPTS EXPANSION QUALITY CONTROL & CONSOLIDATION
Launch new franchised and Via strategic investments Via central kitchen, bulk Grow network prudently

self-developed brands

such as acquisitions, joint
ventures or through a
franchise / sub-franchise
model

purchase and economies
of scale

and close / convert
underperforming outlets




AT A
GLANCE

» OUR FOCUS ON SHAREHOLDERS' VALUE

We are focused on growing long-term shareholders’ value and we
have been consistently rewarding shareholders with cash dividends
since FY2009.

Our total dividend payment in respect of FY2019 will be 1.90
Singapore cents per share, comprising the interim dividend of 0.80
Singapore cents per share already paid in December 2018 and the
proposed final dividend of 1.10 Singapore cents per share. This
represented a total dividend payout of 98.9% of our Group’s net profit

Dividend History

Dividend Per Share (Singapore cents)
Dividend Payout Ratio (%)

15.0% 53.2%
U7

in FY2019, which is higher than our dividend policy to distribute
not less than 50%" of our consolidated net profits attributable to
shareholders annually.

! Subject to the Group’s business requirements and other relevant considerations and

barring unforeseen circumstances.

O EENNEN
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Special

Dividend Payout Ratio

98.9%
92.2%

FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019
Shareholders’ Equity (S$* million)
25 29.4 34 33.8
FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019




OUR
BRANDS

» AJISEN RAMEN

“Ajisen Ramen” is the Group’s flagship brand and was first introduced to the Singapore market
in 1997. The word “Ajisen” means a thousand tastes in Japanese. “Ajisen Ramen” originated
from Kumamoto, Japan, in 1968. Known for its rich and aromatic tonkatsu soup base which
is derived from hours of boiling pork bones, Ajisen offers a wide selection of ramen to cater
to discerning customers. With presence worldwide, it is an internationally recognised brand
with presence in countries such as Japan, China, Hong Kong, and the United States.

To rejuvenate the “Ajisen Ramen” brand, Japan Foods has introduced two brand extensions:

“Den by Ajisen Ramen”
This brand extension offers wider menu options for both mains and side dishes and five soup
bases to choose from.

“Kara-Men by Ajisen Ramen”
“Kara-Men” is a very hot ramen dish born in Miyazaki Prefecture Japan. With fluffy eggs
wrapping up the spiciness of its hot soup, it is irresistible to the very last drop.

» AFURI RAMEN

Established in Kanagawa, Japan over 10 years ago, “Afuri Ramen” is famed for its signature
chicken and dashi based broth flavoured with a splash of citrusy yuzu, giving it a lighter,
refreshing and more delicate taste. The menu also offers other ramen varieties such as vegan
ramen, cold ramen and Tsukemen.

» CURRY IS DRINK

“Curry is Drink” serves curry sauce in a cup and it offers five heat levels. Combo sets are
served with panko-crusted deep fried pork, chicken or seafood, shredded cabbage, crispy
fried onions and a variety of toppings including raisins and pickles.

» FRUIT PARADISE

“Fruit Paradise” offers fruit tarts made with lightly sweetened cream and topped with fresh
fruits. The tarts are made using only the freshest and most delicious fruits, which are carefully
selected daily.
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OUR
BRANDS

» JAPANESE GOURMET TOWN

The Group adopted a mixed concept approach for the “Japanese Gourmet Town” brand
which commenced operations in October 2008. Through this concept, customers are able to

try several of our brands such as “Ajisen”, “Osaka Ohsho” and “Curry is Drink’, within one
restaurant.

» KAGURAZAKA SARYO
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“Kagurazaka Saryo” is a dessert house known for its range of premium Uji Matcha desserts
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and drinks. The famous Matcha Fondue is a bittersweet dip made with a mix of high-quality
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Uji Matcha and white chocolate, served together with strawberries, mochi and vanilla ice
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cream. Another crowd favourite is the Frozen Matcha Smores. Gooey marshmallows seared
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to perfection cloaking a vanilla or matcha ice cream, finishing off with cornflakes at the base.
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» KAZOKUTEI
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Udon fans would be familiar with “Kazokutei”, one of Osaka’s most well-known udon brands
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with over 200 outlets in Japan alone. Established in 1947, “Kazokutei” takes pride in serving
delicious and high quality handmade udon specially cooked to bring out the natural taste
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of the noodles. To ensure consistency in taste, both the udon and dashi (soup stock) are
imported directly from Japan.

» KONJIKI HOTOTOGISU
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Established in Shinjuku in Tokyo, Japan in 2006, “Konjiki Hototogisu” was featured in
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Michelin Guide Tokyo’s Bib Gourmand for four consecutive years between 2015 and 2018. In
December 2018, the chef who founded the restaurant was awarded One-Michelin Star for his
original store in Japan, which is famed for its full-bodied clam, chicken and pork base broth.
It had also been named by Tokyo Walker Magazine as “#1 Ramen in Tokyo 2016, 2017” and
“#1 Ramen in Japan 2016”.

%’
%)
5%
99999
0%
0%

A\
&
&
(«

» MENYA MUSASHI
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Named after the legendary samurai, Miyamoto Musashi, who was famed for his distinctive
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“double sword style”, the award winning “Menya Musashi” has gained quite a cult following
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among ramen fans in Japan and abroad since making its debut in Tokyo in 1996. With
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“Originality” as its motto, “Menya Musashi” strives to deliver unprecedented achievements
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by turning the preparation of ramen into a fine and revolutionary art-form. Credited as the
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pioneer of a new ramen culture in Japan, “Menya Musashi” offers multiple concepts and tastes
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that can be adapted to suit the locality of the store but all with the same unique style that has
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become synonymous with the brand.
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» MENZO BUTAO
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Established in 1936, “Menzo Butao” specialises in Hakata Tonkatsu Ramen and offers more
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than 20 varieties of the dish. There are three different and delicious soups to choose from -
Butao (White), Kuroo (Black) and Akao (Red).The Butao soup base consists of pork broth
made from boiling pork bones and sinews for over 14 hours to extract all the natural flavour
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of the bones. This soup base is flown straight to Singapore before it is mixed with more pork
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bones and simmered for hours to obtain the right consistency and flavour. The Kuroo broth
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is an emulsion of fried shallots and vegetable oil and the Akao broth is slightly spicy as it
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contains chilli oil but gets its red colour from the Gochujang (Korean Miso) and Doubanjiang
(Chinese Miso).
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» NEW MANLEE BAK KUT TEH
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“New ManLee Bak Kut Teh” is the Group’s first non-Japanese concept restaurant, franchised
from a business that was established over 40 years ago in Kuala Lumpur, Malaysia. “New
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ManLee Bak Kut Teh” serves two versions of this dish — Singapore-style white peppery soup
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and Malaysia-style black herbal soup. Instead of the usual white rice and mee sua noodles,
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“New ManLee Bak Kut Teh” serves its soups with Japanese rice or Japanese udon noodles.
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» OSAKA OHSHO

Established in 1969, “Osaka Ohsho” draws in healthy crowds with its casual ambience and
irresistible “gyoza” (Japanese style dumplings). Cabbage, ginger, and garlic are mixed with
well-seasoned minced pork and encased in a special gyoza wrapper and grilled to perfection.
This deliciously crispy gyoza is available in outlets located in Japan, Hong Kong, Thailand,
Korea and now in Singapore.

» SHITAMACHI TENDON AKIMITSU

Originally from Asakusa in Tokyo, Japan, “Shitamachi Tendon Akimitsu” specialised in
traditional Tendon (or Tempura Donburi). It was started by Chef Akimitsu Tanihara, a 5th
generation successor, whose family started and has been operating the Dote no Iseya tempura
restaurant in Asakusa since 1889.

» YONEHACHI

Established in 1976, “Yonehachi” has more than 140 shops across Japan. Using top quality
rice from northern Japan such as Iwate and Akita, “Yonehachi” serves okowa (glutinous rice
mixed with different ingredients) made the traditional way.
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SINGAPORE

AJISEN RAMEN / DEN / KARA-
MEN

« AMK Hub

« Bedok Mall

» Bugis Junction

« Bukit Panjang Plaza

» Causeway Point

« Changi City Point

« Compass One

« Hougang Mall

« IMM

e Junction 8

o Lot One Shoppers’ Mall

« NEX

« Plaza Singapura

« Sembawang Shopping Centre
« Square 2

» Tampines Mall

« Tiong Bahru Plaza

o IIT Somerset

CURRY IS DRINK
« Changi City Point

YONEHACHI
« Takashimaya Department Store

FRUIT PARADISE /
KAGURAZAKA SARYO
« AMK Hub

« VivoCity

 Junction 8

o IIT Somerset

KONJIKI HOTOTOGISU
« Chijmes

o Great World City

» Paragon

JAPANESE GOURMET TOWN
« VivoCity

Notes:

! Interests through associated companies

’ Operated by sub-franchisees

KAZOKUTEI
« Bugis Junction

NEW MANLEE BAK KUT TEH
« Bugis+

MENYA MUSASHI

« Bugis Junction

« Chinatown Point

« Northpoint City

« Raffles City

« Takashimaya Departmental Store
 Tampines Mall

o The Clementi Mall
« The Star Vista

« VivoCity

» Waterway Point

» Westgate

MENZO BUTAO
« Marina Square
« Changi City Point

OSAKA OHSHO

« Bugis Junction
« Junction 8

« Raffles City

» Waterway Point
» Westgate

SHITAMACHI TENDON
AKIMITSU

« AMK Hub

« Changi City Point

« Northpoint City

« Plaza Singapura

« VivoCity

» Waterway Point

» Westgate

MENYA MUSASHI®

o IAPM Mall, Shanghai

« L+Mall, Shanghai

« Raffles City, Shanghai

« IFC, Shanghai

« Beijing APM, Beijing

o China World Mall, Beijing

« Beijing Financial Street, Beijing
« Sino Oceanland, Hangzhou
o New Park, Guangzhou

« K11 Mall, Wuhan

o Tianhuan Plaza, Guangzhou
o Teemall, Guangzhou
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HONG KONG

MENYA MUSASHI®
« APM, Kwung Tong, Kowloon

« East Point City, Tseung Kwan O, New Territories
 Maritime Square, Tsing Yi, New Territories

» Moko, Mong Kok, Kowloon

« Sun Hung Kai centre, Wanchai, Hong Kong

« Tai Po Mega Mall, New Territories

« Sunshine City, Ma On Shan, New Territories

04

INDONESIA

MENYA MUSASHI®
« Kota Kasablanka, Jakarta

MALAYSIA

AJISEN RAMEN®

« Vivacity Megamall, Kuching, Sarawak




CHAIRMAN'S
MESSAGE

Dear Shareholders

The financial year ended 31 March 2019 (“FY2019”) was an interesting
one for Japan Foods. We achieved new milestones and breakthroughs
that T am optimistic would deliver positive future growth for the
Group.

» LOOKING ABROAD

In December 2018, we announced a 50-50 joint venture with
Minor Food Group (Singapore) Pte. Ltd. (“Minor Singapore”), for
the purpose of expanding the geographical reach of our respective
brands. Together, we incorporated a joint venture company, Dining
Collective Pte Ltd (“Dining Collective”), to conduct the business
of franchising and operating existing restaurant brands owned by
Japan Foods and Minor Singapore in Japan, Thailand and the People’s
Republic of China.

Japan Foods will oversee, develop and manage Dining Collective’s
Thai cuisine restaurant operations in Japan and provide technical
support and expertise in the preparation of Japanese cuisine, while
Minor Singapore will do likewise for Dining Collective’s Japanese
cuisine restaurant operations in Thailand and China and provide

technical support and expertise in the preparation of Thai cuisine.

This partnership is a great leap forward in our overseas ambitions
and fulfils a long-time vision of the Group to have a presence in
the Japanese market. Having brought Japanese cuisine brands
to Singapore for more than two decades, we have been longing to
introduce some regional flavours to Japan in a cultural exchange of
tastes. Minor Singapore has been a key player in Singapore’s F&B

»

scene since 2000 and their brands include “Thai Express”, “Xin Wang

Hong Kong Café”, “Poulet”, “Buffet Town” and “Kiseki Japanese Buffet
Restaurant”. In addition, the partnership opens the doors for Japan

Foods to launch some of our brands in China and Thailand.

Dining Collective is currently actively making preparations to
launch its restaurant operations in Japan. We will make the necessary
announcements in due course.

» ASTARIS BORN

In June 2018, we secured and launched a new franchised ramen brand,
“Konjiki Hototogisu”, which was known for is clam-flavoured broth.
We have since opened four restaurants under this brand in Singapore
with the latest one opening in Jewel Changi Airport in April 2019.

The original “Konjiki Hototogisu” restaurant in Tokyo had already
been featured several times in Michelin Tokyo's Bib Gourmand list
but December 2018 brought an unexpected and pleasant surprise
when the chef-owner was awarded his first Michelin Star for his
restaurant there.




CHAIRMAN'S
MESSAGE

By association, this means that Japan Foods now has four restaurants
by a One-Michelin star chef. We are very pleased at this development
because it represents our maiden move into the higher-end ramen
market. This also means that we now have brands that cater to
different budgets and different tastes for a wide spectrum of customers
from students to families to working professionals and gourmands. I
believe this entrenches us as one of the leading players in the highly
competitive ramen space.

» OTHER BRAND DEVELOPMENTS

In the previous financial year ended 31 March 2018 (“FY2018”),
we had launched a brand extension of our flagship “Ajisen Ramen”
brand called “Den by Ajisen Ramen”, which offered wider menu
options and soup bases. In March 2019, we launched yet another
brand extension called “Kara-Men” by Ajisen Ramen. These two new
brand extensions represent our continuous efforts to rejuvenate our
oldest and most established brand so that it remains relevant and can
continue to compete among the increasing number of ramen brands
in Singapore. To-date, the response to the two brand variations has
been encouraging with an increase in same-store sales following the
rebranding.

During FY2019, we also launched “Kagurazaka Saryo’, a franchised
brand from Japan known for its range of premium Uji Matcha desserts
and drinks. The response to this brand has been quite good and we
opened two stores during the financial year.

In June 2019, we launched yet another new franchised ramen brand
from Tokyo. The new “Afuri Ramen” brand will feature a yuzu-
flavoured broth that is refreshing and healthier, which will appeal to
more health conscious diners.

» REWARDING LOYALTY

Japan Foodslaunched its “JFH Rewards” customer loyalty programme
with approximately 12,000 members. Under the programme,
members get a 10% rebate on what they spend at our restaurants in
the form of $J, which can be accumulated to offset the cost of their
next meal at our restaurants.

As at 31 March 2019, we have over 116,000 members and we believe
the programme has been successful in helping us to secure repeat
customers because our records show that more than 50% of $J earned
by customers has been utilised in subsequent visits and every $]
utilised went on to generate additional revenue.

In addition, we are able to inform members, who opted to receive
notification, of upcoming offers and seasonal promotions, which

has enabled us to market our brands and let customers know of new
store openings. We will continue to review the performance of this
programme to generate new customers and retain loyalty among
existing customers.

» CORPORATE GOVERNANCE AWARDS

As a listed company, Japan Foods takes its responsibility towards
good corporate governance very seriously. In July 2018, we clinched
two awards at the annual Singapore Corporate Awards 2018, namely
Best Managed Board (Gold) 2018 for companies with less than S$300
million in market capitalisation and our Chief Financial Officer, Mr
Kenneth Liew, was named Best CFO 2018 for companies with less
than S$300 million in market capitalisation.

In September 2018, we secured our third consecutive award from
SIAS when we were named “Runner-Up” at the 19th SIAS Investors’
Choice Awards 2018 under the category of “Most Transparent
Company - Hotel / Restaurant”

More than anything, these awards serve to affirm our efforts
in imposing strict corporate governance standards within the
organisation and we are pleased to have been recognised for our
efforts.

» FY2019 PERFORMANGE REVIEW

The Group achieved a modest 0.3% year-on-year (“YOY”) increase in
sales to $$68.1 million in FY2019 attributable mainly to encouraging
sales from restaurants operating under the newly launched brands.
Net profit attributable to equity holders of the company came in at
$$3.3 million in FY2019, as compared to $$5.8 million in FY2018
was mainly due to higher selling and distribution expenses as well
as administrative expenses in relation to the Group’s expanded
restaurant network which grew from 50 restaurants as at 31 March
2018 to 55 restaurants as at 31 March 2019.

In FY2019, revenue from restaurants operating under Japan Foods’
flagship brands, namely “Ajisen Ramen”, “Osaka Osho” and “Menya
Musashi’, decreased by a total of S$4.4 million YOY due to various
reasons including permanent and temporary store closures, restaurant
conversions to other brands within the Group’s portfolio and lower
same-store sales achieved by some existing restaurants. However,
the weaker performance of the flagship brands was compensated by
a $$4.6 million increase in sales from restaurants operating under
the Group’s other brands, driven mainly by new brands, namely

» <« »

“Konjiki Hototogisu”, “Shitamachi Tendon Akimitsu”, “Menzo Butao”,

“Kagurazaka Saryo” and “Curry is Drink”
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“The partnership (with Minor singapore) is a

great leap forward in our overseas ambitions and

fulfils a long-time vision of the Group to have a

presence in the Japanese market.”

During FY2019, Japan Foods gross profit margin declined 0.5%
points to 84.5% due to rebates offered to members of “JFH Rewards”.
The impact of this was partially offset by the Group’s ongoing cost
control efforts for raw material purchases.

The Group’s overseas network remained at 21 restaurants as at 31
March 2019, including one “Menya Musashi” brand restaurant
operated by an associated company in Jakarta, which is a new market
for the Group. In FY2019, share of profit of associated companies
declined 72.2% YOY to S$0.1 million mainly due to lower profit from
the associated company in China as a result of intense competition,
weak economic conditions, high initial set-up costs of three new
restaurants in December 2018 and January 2019 and the closure of
a restaurant in November 2018. The Group’s associated company in
Hong Kong also experienced keen competition, while the Group’s
associated company in Indonesia experienced a small initial start-up
loss.

Japan Foods will continue to focus its efforts in controlling raw
material costs, improving operational efficiency via streamlining
of work processes and technology and practising good restaurant
portfolio management taking into account market demand and
individual restaurant’s profitability. We believe that it is imperative to
continuously innovate and introduce new food concepts and brands
to compete effectively in the competitive F&B industry.

» PROPOSED DIVIDEND

The Board of Directors of Japan Foods is pleased to propose a final
dividend of 1.10 Singapore cents per share to be paid on 16 August
2019 if approved at the upcoming annual general meeting, which
together with the interim dividend of 0.80 Singapore cents per share
which was paid in December 2018, brings total dividend declared in

FY2019 to a total of 1.90 Singapore cents a share. This represents a

dividend payout ratio of approximately 98.9% for FY2019. This is the
highest proportion of our earnings we have paid out and it reflects
our confidence in the sustainability of our business.

» SUSTAINABILITY MATTERS

We are including as part of this annual report, our third sustainability
report, which is guided by the Global Reporting Initiative (“GRI”)
Standards: Core option. In this report, we provide insights into the
way we do business, while highlighting our environmental, social,
governance (“ESG”) and economic performance.

As aleading Japanese restaurant chain, we are committed to maintain
a sound sustainability reporting framework to fulfil our social
responsibility and safeguard the interest of the Group’s stakeholders.

» ACKNOWLEDGEMENT

In closing, I would like to thank all stakeholders including our
business partners and suppliers, our staff and loyal customers, and to
our shareholders for your support in FY2019. We hope to continue
working together with you and engaging you so that we can look
forward to many more years to come.

I also want to thank my fellow directors for their combined wisdom,
experience and guidance, which has enabled us to maintain a well-
run Board and improving year-by-year in our corporate governance
standards.

Takahashi Kenichi

Executive Chairman and CEO




FINANCIAL
HIGHLIGHTS

S$MILLION FY2015 FY2016 FY2017 FY2018 FY2019

Financial Results

Revenue 62.7 62.8 65.5 67.8 68.1
Gross Profit 52.3 52.9 55.6 57.7 57.5
Profit before Tax 5.1 4.7 5.7 7.0 4.1
Net profit 4.7 3.8 4.7 5.8 33

Cash Flow Statement

Net cash provided by operating activities 8.3 9.6 11.3 9.3 8.5
Net cash used in investing activities (7.5) (5.0) (3.8) (4.0) (4.5)
Net cash used in financing activities (3.4) (3.8) (4.3) (3.7) (4.3)
Cash and cash equivalents at end of financial year” 14.2 15.1 18.1 19.8 19.5

Balance Sheet

Current assets 19.1 21.2 23.8 25.6 26.8
Non-current assets 19.1 17.7 17.0 17.6 16.9
Total Assets 38.2 38.9 40.8 43.2 43.7
Current liabilities 6.8 7.1 8.3 8.8 9.6
Non-current liabilities 0.9 0.9 0.9 0.4 0.3
Total liabilities 7.6 8.0 9.1 9.2 9.9
Share capital 9.3 9.4 9.0 9.1 9.1
Reserves 21.3 21.5 22.7 24.9 24.7
Total shareholders’ equity 30.6 30.9 31.7 34.0 33.8

Financial Ratios Analysis

Gross profit margin (%) 834 84.2 84.9 85.0 84.5
Earning per share (Singapore cents) 2.73 2.17 2.68 3.33 1.92
Net asset value per share (Singapore cents) 17.57 17.74 18.29 19.63 19.48
Return on assets (%) 12.4 9.8 11.5 13.3 7.6
Return on equity (%) 15.5 12.2 14.8 17.0 9.9
Net debt to equity ratio Net Cash Net Cash Net Cash Net Cash Net Cash
Asset Turnover (times) 1.6 1.6 1.6 1.6 1.6
Note:

) This excludes bank deposits pledged as security for bank facilities granted by financial institution(s) to the Group.




» REVENUE
68.1 Million
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FY2014 FY2015 FY2016 FY2017 FY2018 FY2019
62.8 62.7 62.8 65.5 67.8 68.1

» NET PROFIT

3.3 Million
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» GROSS PROFIT & GROSS PROFIT MARGIN
57.5 Million

@ Gross Profit - Gross Margin (%)

81.6% 83.4% 84.2% 84.9% 85% 84.5%
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FY2014 FY2015 FY2016 FY2017 FY2018 FY2019
51.2 52.3 52.9 55.6 57.7 57.5
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» REVENUE BREAKDOWN

FY2018 FY2019
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*  Includes Keika Ramen and Kara-Men
**  Includes 1 “Kotsujiru Nabe” brand restaurant, which is a brand extension of the “Osaka Ohsho” brand
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FINANCIAL
HIGHLIGHTS

» VALUE ADDED STATEMENT

$$°000 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019

Value added from:

Revenue 62,758 62,682 62,804 65,467 67,845 68,079
Less: Purchases of materials & services (35,377) (36,505) (36,431) (38,372) (38,841) (40,005)
27,381 26,177 26,373 27,095 29,004 28,074
Add/(less):
Other income 1,166 1,040 1,331 996 971 663
Share of profits of associated companies 178 546 587 606 474 132
Loss on disposal of plant and equipment - (1) (7) (6) (1) (1)
Plant & Equipment W/O (268) (188) (131) (86) (160) (104)
Inventories W/O 9) (1) (2) (3) 4) (4)
Impairment of plant and equipment - - (810) (259) - (110)
Currency translation gain/(loss) 60 37 (34) (5) (11) 9
Total value added 28,508 27,610 27,307 28,338 30,273 28,659

Distribution of total value added:

To employees

Salaries and other staff costs 15,492 17,536 17,336 17,464 18,911 20,357
To government

Corporate tax 1,470 392 888 1,045 1,223 789
To providers of capital

Dividend 3,119 3,880 3,518 3,488 3,557 3,653
Finance costs - - - - - -

Retained for future capital requirements

Depreciation and amortisation 4,242 4,946 5,308 5,173 4,364 4,178

Retained profit 4,185 856 257 1,168 2,218 (318)
Total distribution 28,508 27,610 27,307 28,338 30,273 28,659

Productivity Analysis

Value added per $ employment cost 1.8 1.6 1.6 1.6 1.6 14

Value added per $ investment in fixed assets 1.0 0.8 0.8 0.8 0.9 0.8

Value added per $ sales (S$) 0.5 0.4 0.4 0.4 0.4 0.4

Fixed Assets (Cost) 27,444 32,711 34,173 36,635 34,604 36,645




OPERATING AND
FINANCIAL REVIEW

» REVENUE

The Group’s revenue increased by $$0.2 million or 0.3% from $$67.9 million in FY2018 to $$68.1 million in FY2019. The increase in the
Group’s revenue was a result of the following:

Net increase in revenue of $$5.4 million from the restaurants 3. A net decrease in revenue of $$0.4 million from the restaurants
operating under other brands operating under “Menya Musashi” brand

The Group’s restaurants recorded an increase in revenue of The Groups revenue from restaurants operating under the
$$7.5 million in FY2019 mainly contributed by new restaurants “Menya Musashi” brand decreased from S$$15.8 million in
operating under the “Konjiki Hototogisu”, “Shitamachi Tendon FY2018 to $$15.4 million in FY2019, mainly attributable to lower
Akimitsu”, “Menzo Butao”, “Kagurazaka Saryo” and “Curry is net sales generated from existing restaurants which was partially
Drink” brands. This increase in revenue was however partially offset by revenue contribution arising from (i) the opening of new
offset by a decrease in revenue from restaurants operating restaurants at North Point and Chinatown Point in September
under other brands, namely the “New ManLee Bak Kut Tely’, 2017 and September 2018 respectively and (ii) the conversion of
“Kazokutei”, “Fruit Paradise”, “Ginza Kushi Katsu” and “Dutch an “Ajisen Ramen” brand restaurant to a “Menya Musashi” brand
Baby Cafe” brands which, in aggregate, recorded a decrease in restaurant at Takashimaya in November 2017.

revenue of $$2.1 million in FY2019 due to the closure of certain

restaurants and lower same store sales. 4. A net decrease in revenue of $$0.5 million from the restaurants

Net decrease in revenue of $$3.5 million from the restaurants
operating under the “Ajisen Ramen” brand

The Group’s revenue from restaurants operating under the “Ajisen
Ramen” brand decreased from $$26.8 million in FY2018 to $$23.3
million in FY2019, mainly attributable to (i) the conversion of
an “Ajisen Ramen” brand restaurant to a “Menya Musashi” brand
restaurant at Takashimaya in November 2017, (ii) closure of an
outlet at Marina Bay Sands Shoppes Premium Food Precinct in
February 2018, (iii) temporary closure of a restaurant at Nex in
September 2018 due to re-sizing of floor space, (iv) closure of a
restaurant at White Sands in October 2018 and (v) lower net sales
generated from some existing restaurants.

operating under “Osaka Ohsho” brand

The Groups revenue from restaurants operating under the
“Osaka Ohsho” brand decreased from $$7.9 million in FY2018
to S$7.4 million in FY2019, mainly attributable to the closure
of a restaurant at Eastpoint Mall in November 2017 as well
as lower net sales generated from some existing restaurants.

Impact of JFH Rewards

The reward points known as $J earned by members (net of expired
points of approximately S$0.1 million) under JFH Rewards
amounted to $$0.9 million in FY2019 compared to $$0.1 million
in FY2018. In accordance with the relevant accounting standard,
such amount was deducted from the corresponding revenue

recognised during the respective financial years.
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TABLE 1: The Group’s portfolio in Singapore

NO. OF OUTLETS NO. OF OUTLETS

RESTAURANT BRANDS AS AT 31 MAR 2019 AS AT 31 MAR 2018
Ajisen Ramen 18@ 18@
Curry is Drink 1 1
Dutch Baby Cafe - 1
Fruit Paradise 2 2
Ginza Kushi Katsu - 1
Japanese Gourmet Town 1 1
Kagurazaka Saryo 2 -
Kazokutei 1 1
Konjiki Hototogisu 3 -
Menya Musashi 11 10
Menzo Butao 2 1
New ManLee Bak Kut Teh 1 2
Osaka Ohsho® 5 5
Shitamachi Tendon Akimitsu 7 6
Yonehachi 1 1
Total 55 50

. Includes 5 “Den by Ajisen Ramen” brand restaurants and 1 “Kara-Men” brand restaurant

-

Includes 1 “Kotsujiru Nabe” brand restaurant, which is an extension of the “Osaka Ohsho” brand

TABLE 2: The Group’s overseas network

RESTAURANTS NO. OF OUTLETS AS AT 31 MAR 2019 NO. OF OUTLETS AS AT 31 MAR 2018

Ajisen Ramen' 1 in Malaysia 1 in Malaysia
2 in Vietnam

Menya Musashi® 7 in Hong Kong 8 in Hong Kong
12 in China 10 in China
1 in Indonesia

Total 21 21

! Operated by sub-franchisees
Interests in restaurants through associated companies

~




OPERATING AND
FINANCIAL REVIEW

» GROSS PROFIT

The Group’s gross profit decreased marginally by $$0.2 million or
0.3% from $$57.7 million in FY2018 to $$57.5 million in FY2019.

The Group’s overall gross profit margin decreased marginally from
85.0% in FY2018 to 84.5% in FY2019 due to the impact of the JFH
Rewards which was partially offset by the Group’s continuing efforts
in cost control of raw materials.

» EXPENSES

Selling and distribution expenses: The Group’s selling and distribution
expenses increased by S$$2.1 million or 4.4% from S$47.3 million in
FY2018 to $$49.4 million in FY2019 due to higher manpower cost,
rental, utilities and online delivery charges in line with the Group’s
expanded restaurant network.

Administrative expenses: The Groups administrative expenses
remained the same at approximately $$3.4 million in FY2019 as
compared to FY2018.

Other operating expenses: The Group’s other operating expenses
remained the same at approximately S$1.4 million in FY2019 as
compared to FY2018.

» SHARE OF PROFIT OF ASSOCIATED COMPANIES

The Group’s share of profit of its associated companies decreased
by $$0.3 million or 72.2% from S$$0.5 million in FY2018 to S$0.1
million in FY2019 mainly due to (i) lower profit from the associated
company in China operating restaurants under the “Menya Musashi”
brand due to lower revenue arising from keen competition and weak
economic conditions, high initial set-up costs of 3 new restaurants in
December 2018 and January 2019 as well as the closure of a restaurant
in November 2018, (ii) lower profits from the associated company
in Hong Kong due to lower revenue arising from keen competition,
and (iii) share of initial start-up loss of the associated company in
Indonesia.

» INGOME TAX EXPENSES

The Group’s income tax expenses decreased by $$0.4 million or 35.5%
from S$1.2 million in FY2018 to $$0.8 million in FY2019, in line with
the lower profit recorded in FY2019.

» NET PROFIT

As a result of the aforementioned reasons, the Group’s net profit
attributable to equity holders of the Company decreased by S$2.5
million or 42.3% from $$5.8 million in FY2018 to S$3.3 million in
FY2019.
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REVIEW OF THE GROUP’S FINANCIAL POSITION

AS AT 31 MARCH 2019

» CURRENT ASSETS

The Group’s total current assets increased by S$1.2 million, from
$$25.6 million as at 31 March 2018 to $$26.8 million as at 31 March
2019.

This was mainly due to an increase in rental deposit and prepayments
of $$0.2 million and S$1.0 million respectively.

» NON-GURRENT ASSETS

The Group’s total non-current assets decreased by $$0.7 million, from
$$17.6 million as at 31 March 2018 to S$16.9 million as at 31 March
2019.

This was due to a decrease in long-term rental deposit of $$0.9 million
which was partially offset by an increase in investment in associated
companies and joint venture of $$0.2 million.

» CGURRENT LIABILITIES

The Group’s total current liabilities increased by $$0.8 million, from
$$8.8 million as at 31 March 2018 to $$9.6 million as at 31 March 2019
due to an increase in other payables and accruals of S$1.3 million as a
result of expanded restaurant network and accrued renovation costs
of newly opened restaurants. These were partially offset by a decrease
in current income tax provision of $$0.5 million.

» NON-GURRENT LIABILITIES

The Group’s total non-current liabilities reduced by S$0.1 million
from $$0.4 million as at 31 March 2018 to S$0.3 million as at 31
March 2019 due to reversal of deferred tax liability.

» SHAREHOLDERS’ EQUITY

The Group’s shareholders’ equity decreased by $$0.2 million from
$$34.0 million as at 31 March 2018 to S$33.8 million as at 31 March
2019. The decrease was mainly due to the share-buy-back of $$0.2
million and distribution of dividend $$3.6 million, partially offset by
the net profit achieved by the Group in FY2019 of $$3.3 million and
the transfer of treasury shares to the Group’s employees pursuant to
the Japan Foods Performance Share Plan (as announced on 17 May
2018) amounting to $$0.3 million.

REVIEW OF STATEMENT OF CASH FLOW

FOR FY2019

The Group’s net cash generated from operating activities in FY2019
was $$8.5 million. This was mainly due to operating profit before
working capital changes of $$8.6 million and working capital inflow
of $$1.2 million and interest received of S$0.1 million. These were
partially offset by payment of income tax of S$1.4 million.

The Group’s net cash used in investing activities in FY2019 was $$4.5
million mainly due to (i) renovation cost and purchase of equipment
for the Group’s new restaurants of S$4.4 million, (ii) acquisition
of franchise rights of new brands of approximately $$0.3 million,
(iii) investment in an associated company in Indonesia and a joint

venture company of approximately $$0.3 million in aggregate, such

outflows were partially offset by inflows from the redemption of other
investment held at amortised cost of approximately $$0.3 million and
dividends received from associated companies in Hong Kong and
China of $$0.2 million in aggregate.

The Group’s net cash used in financing activities in FY2019 was S$4.3
million mainly due to dividend payment of $$3.7 million, decrease
in short-term bank deposit pledged of $$0.4 million and purchase of
treasury shares of $$0.2 million.




CORPORATE
STRUCTURE

100% 100%

Bachmann Enterprises Pte. Ltd. Bachmann Japanese Restaurant Pte. Ltd.

100% 100%

Japan Foods Enterprises Pte. Ltd. Japan Foods Bridge Pte. Ltd.""

25% 20%

ACJF Holding Limited Highly Yield Limited

30% 30%

First Harmony Holdings Limited PT Menya Musashi Indonesia

50%
Dining Collective Pte. Ltd.

. : Note:
e A ) Dormant since incorporation on 10 March 2017




BOARD OF
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» TAKAHASHI KENICHI
EXECUTIVE CHAIRMAN AND CEO

Date of Appointment
18 February 2008

Date of Last Re-Appointment
N.A

Present and Past Directorships in other Listed Companies and Major Appointments
Nil

Skills & Experience

Founder of the Group in 1997

21 years of F&B experience

Professional engineer in research and development of Pioneer Asia Singapore from April 1978 to March
1997

Graduated from Sophia University with a Certificate of Mechanical and Engineering

» WONG HIN SUN, EUGENE
NON-EXECUTIVE VICE CHAIRMAN

Date of Appointment
24 November 2008

Date of Last Re-Appointment
24 July 2017

Length of Service
11 years (since November 2008)

Present Directorships in other Listed Companies and Major Appointments

Founder and Managing Director of Sirius Venture Capital Pte Ltd
Non-executive chairman of Crimson Logic Pte Ltd

Non-executive chairman of GeTs Global Pte Ltd

Non-executive director of Cargo Community Network Pte Ltd
Non-executive director of Singapore Cruise Centre Pte Ltd
Non-executive director of Hargol Foodtech Ltd

Non-executive director of Agfunder Asia Pte. Ltd.

Non-executive director of Dining Collective Pte. Ltd.

Non-executive director of SGX-ST listed Jason Marine Group Limited
Lead independent director of SGX-ST Listed Alliance Healthcare Group Limited
Board member of Enterprise Singapore.

Council Member, Singapore Business Ferderation (“SBF”)

Vice Chairman, SBF’s China North Asia Business Group

Member, NTU’s Food Science and Technology Industry Advisory Panel

Past Directorships in other Listed Companies Held Over the Preceding Three Years

Non-executive director of Ajisen (China) Holdings Limited, listed on the Hong Kong Stock Exchange
from 8 March 2007 to 22 February 2016

Non-executive director of Singapore Kitchen Equipment Limited from 25th June 2013 to 26 April 2018
Board member of International Enterprise Singapore 1st January 2012 to 31st March 2018
Non-executive director of Neo Group Limited from 11th June 2012 to 11 July 2018.

Board member of Agri-Food & Vetinary Authority of Singapore from 1st April 2012 to 31 March 2019

Skills & Experience

Graduated with a Bachelor of Business Administration (First Class Honours) from the National
University of Singapore in 1992

Obtained Master of Business Administration from the Imperial College of Science, Technology and
Medicine from the University of London in 1998

Completed the Owner President Management Program from Harvard Business School in 2011
A Chartered Financial Analyst (CFA) in 2001

A Chartered Director (CDir) in 2014

A Fellow of the Australian Institute of Company Directors and UK Institute of Directors.

A Chartered Valuer and Appraiser in 2018
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» LEE SOK KOON, CONSTANGE
LEAD INDEPENDENT DIRECTOR

Date of Appointment
1 September 2011

Date of Last Re-Appointment
23 July 2018

Length of Service
8 years (since September 2011)

» TAN LYE HUAT
INDEPENDENT DIRECTOR

Date of Appointment
24 November 2008

Date of Last Re-Appointment
23 July 2018

Length of Service

11 years (since November 2008)

Present Directorships in other Listed Companies and Major Appointments
- Director of NUS America Foundation, Inc. since 27 August 2013.

- Director on the Board of Singapore Arts School Ltd from 22 August 2011.

- Independent director at SGX-ST listed SBS Transit Ltd since 1 May 2017.

Past Major Appointment Held Over The Preceding Three Years
- Director (Operations) in the Development Office of National University of Singapore from May 2012 to
August 2017.

Skills & Experience

- Bachelor of Accountancy (Second Class Honours) from the National University of Singapore
- A member of the Institute of Singapore Chartered Accountants

- A member of the Singapore Institute of Directors

Present Directorships in other Listed Companies and Major Appointments
- Independent director at SGX-ST listed SP Corporation Limited, Neo Group Limited, Dynamic Colours
Limited and Nera Telecommunications Ltd.

Past Directorships in other Listed Companies Held Over the Preceding Three Years
Nil

Skills & Experience

- A Fellow Chartered Director of the Institute of Directors, UK

- A Fellow of the Association of Chartered Certified Accountants

- A life member of the Institute of Singapore Chartered Accountants
- A member of the Australian Institute of Company Directors




KEY
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» CHAN CHAU MUI
CHIEF OPERATING OFFICER

» KENNETH LIEW KIAN ER
CHIEF FINANCIAL OFFICER

Chan Chau Mui is our Chief Operating Officer. She is in charge of the overall
daily operation of our Group and is responsible for the successful execution
of our business strategies. Ms Chan joined our Group as an executive director
of Bachmann Enterprises Pte Ltd and Bachmann Japanese Restaurant Pte Ltd,
which are the Company’s subsidiaries, in April 1999. Since then, Ms Chan has
been responsible for our Group’s restaurant operations and has contributed
significantly to the expansion of our Group over the years. Ms Chan was appointed
as our Chief Operating Officer in April 2015. She is deemed an associate of Mr
Takahashi Kenichi, our Executive Chairman and Chief Executive Officer.

Kenneth Liew Kian Er is our Chief Financial Officer. He is primarily responsible
for overseeing all financial, accounting and corporate secretarial matters of our
Group. Mr Liew has more than 25 years of experience in accounting, audit and
finance. Prior to joining our Group as Financial Controller in July 2008, Mr
Liew was with Abterra Ltd, a company listed on the Main Board of the SGX-ST,
serving as its financial controller from March 2007 to July 2008 and as finance
manager from January 2007 to March 2007. Mr Liew was an associate at Bensyl
Consultancy Services Pte Ltd from May 2004 to December 2006. He was with
Sunstar Logistic Singapore Pte Ltd serving as its accounting manager from July
1997 to March 2002 and as deputy general manager from April 2002 to April

2004. Mr Liew is a member of the Institute of Singapore Chartered Accountants
and a Fellow of the Association of Chartered Certified Accountants (UK).
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» FONG SIEW GEEN
HEAD OF OPERATIONS

» GHAN FUANG CHIANG
CHIEF GHEF

» ICHIRO OTSUKA
CENTRAL KITCHEN
OPERATIONS MANAGER

Fong Siew Geen is our Head of Operations. She is primarily responsible for the
operation of our Group’s restaurants and for overseeing all operational aspects
from quality assurance to menu layout. Ms Fong joined our Group as a service
crew in October 2003 and was promoted to Floor Manager in April 2008. She rose
through the ranks to become our Senior Operations Manager in May 2009 and
was appointed our Head of Operations in April 2015.

Chan Fuang Chiang is our Chief Chef. He is primarily responsible for ensuring
high food quality standards in all our restaurants and for creating new menu
items to meet the changing demands of our customers. Mr Chan has more than
20 years of experience as a chef. Prior to joining our Group in 2001, he was a chef
in Restaurant Parkway, $3/2 LRI and Restaurant Sia Si Wan from 1991 to
2001.

Ichiro Otsuka is our Central Kitchen Operations Manager. He is primarily
responsible for the day-to-day operations of our central kitchen facility. Mr Ichiro
joined our Group in November 2011 and was then in charge of spearheading the
expansion of our central kitchen. Under his leadership, our Group successfully
established a noodle production facility at our central kitchen in April 2012. Mr
Ichiro has more than 15 years of experience in managing central kitchens through

his various work engagements in Japan.




CORPORATE
INFORMATION
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Non-Executive Vice Chairman

LEE SOK KOON, CONSTANCE

Lead Independent Director

TAN LYE HUAT
Independent Director

AUDIT AND RISK COMMITTEE
TAN LYE HUAT, Chairperson

LEE SOK KOON, CONSTANCE
WONG HIN SUN, EUGENE

NOMINATING GOMMITTEE
LEE SOK KOON, CONSTANCE, Chairperson

TAN LYE HUAT
WONG HIN SUN, EUGENE

REMUNERATION COMMITTEE
LEE SOK KOON, CONSTANCE, Chairperson

TAN LYE HUAT
WONG HIN SUN, EUGENE

COMPANY SECRETARY
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We reaftirm our commitment to sustainability with the publication of our sustainability report (“Report”).
In this Report, we provide insights into the way we do business, while highlighting our environmental,
social, governance (“ESG”) factors and economic performance.

We are committed to strike a balance between growth, profit, governance, environment, the development
of our people and well-being of our communities to secure a long term future for our Group. This
commitment is reflected in our sustainable business strategy and the material ESG factors which are
shown in this Report.

A sustainability policy (“SR Policy”) covering our sustainability strategies, reporting structure, materiality
assessment and processes in identifying and monitoring material ESG factors has been put in place and
serves as a point of reference in the conduct of our sustainability reporting. Under this SR Policy, we will
continue to monitor, review and update our material ESG factors from time to time, taking into account
the feedback that we receive from our engagement with our stakeholders, organisational and external

developments.
Journey To Sustainability
Core Values Missions Vision
o Quality and freshness i To endeavour to achieve  To enlarge our regional footprint
« Customer focused i annual growth in our i by offering innovative dining
« Productivity restaurant network and sales. concepts and serving top quality
« People development  cuisine in multiple markets
« Relationship with partners : within Asia.

« Shareholder’s value
« Social and environmental
responsibility

Our path to sustainability is closely aligned with our core values, mission and vision as our sustainability
factors and strategies will bring us to where we envision ourselves to be. Our vision and mission are driven
by our core values of which material sustainability factors are based on.

Aswe move on with our sustainability journey, we face potential risks relating to the identified sustainability
factors. We recognise that if risks are identified early and managed well, they will lead to opportunities.
Refer to Section 8 for more details on the alignment our material sustainability factors with our core
values, mission and vision and corresponding risks and opportunities.

This Report has been prepared in accordance with the GRI Standards: Core option and published in
pursuant to 711(A) and 711(B) of the Listing Manual Section B: Rules of Catalist of the Singapore
Exchange Securities Trading Limited (“SGX-ST”). We have chosen to report using the GRI Standards:
Core option as it is an internationally recognised reporting framework.
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This Report articulates our strategies and practices in all aspects of sustainability, and provides a detailed
account of our sustainability performance in our operations and is applicable for the Group’s financial
year ended 31 March 2019 (“FY2019” or “reporting period”). This Report covers all our subsidiaries and a
sustainability report will be published annually thereafter in accordance with our SR Policy.

Your feedback on this Report will help us to improve our sustainability practices. If you have any
comments, suggestions or feedback on this matter, please email us at ir@jth.com.sg.

Our sustainability efforts are focused on creating sustainable value for our key stakeholders, which
comprise communities, customers, employees, regulators, shareholders and suppliers. Key stakeholders
are determined for each material factor identified, based on the extent of which they can affect or are
affected by our operations.

We actively engage our key stakeholders through the following channels:

NN Key stakeholder Engagement channel

1 Community We focus on continuous community engagement and have initiated
various initiatives to minimise the social and environmental impact
on the local communities.

2 Customer Customers are encouraged to send their feedback through customer
questionnaires and online feedback forms via our website.

3 Employee Senior management hold regular communication sessions with
employees for effective flow of information and alignment of business
goals across all levels of workforce, such as emails, regular employee
engagement surveys and yearly staff evaluation sessions where
employees can pose questions in person.

4 Regulator We participate in consultations and briefings organised by key
regulatory bodies such as SGX-ST so as to furnish feedback on
proposed regulatory changes that impact our business

5 Shareholder We convey timely, full and credible information to shareholders
through announcements on SGXNET, the Group’s website (http://
www.jth.com.sg), investor relations email account (ir@jth.com.sg),
annual general meetings, annual reports, and other channels such as
business publications and investor events.

6 Supplier We work closely with suppliers to ensure smooth delivery of products.
In general, new suppliers are screened in accordance with the
purchasing policies and existing suppliers are assessed by respective
work teams based on specified criteria. Feedback is also provided by
the procurement teams to suppliers to ensure standards of products or
services delivered by suppliers.

Through the above channels, we seek to understand the views of key stakeholders, communicate effectively

with them and respond to their concerns.
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POLICY, PRACTICE AND
PERFORMANGE REPORTING

7.1  Reporting Structure

Our sustainability strategy is developed by the Board of Directors together with the senior management.
The Group’s Sustainability Committee, which includes senior management executives, is led by the Chief
Executive Officer (“CEO”), and tasked to develop the sustainability strategy, review its material impact,
consider stakeholder priorities and set goals and targets, as well as collect, verify, monitor and report
performance data for this Report.

7.2 Sustainability Reporting Processes
Under our SR policy, our sustainability process begins with the identification of relevant
factors. Relevant factors are then prioritised as material factors which are then validated. The

end result of this process is a list of material sustainability factors disclosed in this Report.
Processes involved are as shown in the chart below:

Identification of the material factors that are relevant to our Group’s activities and

Identification
data points for performance reporting.

Prioritisation Prioritisation of the material factors and identification of key sustainability
factors to be reported.

Validation Validation involves the verification of information and data gathered on material
factors and to perform an assessment on the completeness of key sustainability
factors to finalise the content of the Report.

Review Monitor, review and update our material factors from the previous reporting period,

taking into account the feedback received from engagement with stakeholders as
well as organisational and external developments.

7.3  Materiality Assessment

Under our SR Policy, each sustainability factor is assigned a reporting priority that determines the actions
required as illustrated in the table below:

Reporting priority Description Criteria

I i Factors with high reporting priority are reported on in

Factors with medium reporting priority are considered for
inclusion in the Report. If it is decided that such factors
are not material, they may be excluded from the Report.

111 Low Factors with low reporting priority may be reported to
fulfil regulatory or other reporting requirements. They are
not included in this Report if not material.

The reporting priority is supported by a material factor matrix which considers the level of concern
expressed by external stakeholders in relation to a particular sustainability factor and its potential impact

on our business.
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7.4  Performance Tracking and Reporting

We track the progress of our material sustainability factors by identifying the relevant data points (i.e.
the information source of the relevant factor) and measuring them. In addition, performance targets that
are aligned with our strategy will be set to ensure that we maintain the right course in our path towards
sustainability. We also consistently enhance our performance-monitoring processes and improve our data
capture systems.

Our materiality assessment performed for FY2019 involved the Group’s Senior Management in identifying
U 8 sustainability factors deemed material to our businesses and stakeholders so as to allow us to channel our
MATERIAL FACTORS resources judiciously to create sustainable value for our stakeholders.

Presented below are a list of material sustainability factors and material factors matrix applicable to our
Group:

List of material sustainability factors

S/N  Material factor Core value Reporting Key stakeholder
priority
1 Total customer Customer focused Customer
satisfaction
Social
2 Commitment to Quality and freshness Customer

consistent quality and

food safety
Inclusive workplace People development Employee
4 Safe working People development Employee
environment
5 Ongoing community Social responsibility Community
engagement
Environmental
6 Energy conservation Social and environmental « Community
responsibility « Shareholder
7 Water conservation Social and environmental
responsibility
8 Responsible waste Social and environmental « Community
management responsibility « Shareholder
Governance
9 Robust corporate Shareholder’s value « Shareholder
governance framework « Regulator

10 Sustainable business Shareholder
performance
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Material factors matrix

Inclusive workplace o Total customer

Sustainable business satisfaction

performance o Commitment to
consistent quality and
food safety

Safe working environment
Energy conservation
Water conservation
Robust corporate
governance framework

Stakeholders’ concern

» Responsible waste
management
» Ongoing community

Low

engagement

Low Medium

We will update the material factors on an annual basis to reflect changes in business operations,
environment, stakeholder’s feedback and sustainability trends. The details of each material sustainability
factor are presented as follows:

8.1 Total Customer Satisfaction

In line with our core values to be customer-focused, we are committed to build a loyal customer base for
our long term sustainability by maximising customer’s satisfaction through the following:

a. Offer a diverse portfolio of brands

>« » o«

Our franchise restaurant brands include “Ajisen Ramen’, “Kazokutei, “Menya Musashi”, “Akimitsu’,
“Osaka Ohsho”, “New ManLee Bak Kut Teh”, “Kagurazaka Saryo” “Konjiki Hototogisu”. Over the years,

»

we have also developed our own brands such as “Fruit Paradise”, “Japanese Gourmet Town”, and “Curry

is Drink”.
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With an in-depth understanding of our market, we constantly review our brand portfolio to bring new
tastes and experiences to satisfy diverse needs of our customers. Our Marketing Department, under the
leadership of our key executives, works closely with various stakeholders on this front.

b. Increase presence and proximity to whom we serve

We recognise that a convenient location is key to attract returning customers. Over the years, we have
built up good relationships with major mall operators and through this relationship, we are able to secure
and build a network of more than 55 restaurants in high-traffic and popular malls island-wide.

During the reporting period, we formed a joint venture company with Minor Food Group (Singapore)
Pte. Ltd. to conduct the business of franchising and operating existing restaurant brands owned by the
Company and Minor Food Group (Singapore) Pte. Ltd. in Japan, Thailand and the People’s Republic of
China (“Joint Venture”).

c. Provide good food at affordable prices

Our strategy is to offer authentic Japanese cuisine at affordable prices. Under this strategy,

o Our Research and Development team constantly adds new recipes to our menus to attract customers.

» We operate a central kitchen to process ingredients for supply to the restaurants so that we are able to
ensure consistency of food standard.

» We play an active role in sourcing for suppliers to ensure that they offer quality products with competitive
pricing. Strategic suppliers are regularly evaluated through measures such as annual assessments and
visits to suppliers’ facilities.

d. Provide quality and safe products

We adopt market standards and best practices in our operations to ensure quality and safety in our
products and services. For further details on how we maintain product safety and consistency in quality,
refer to section 8.2.

e. Proactively gather customer feedback through technology for improvements and to develop strategies

We use technology widely to stay agile in addressing customer feedback, whereby customer feedback is
collected through various touchpoints such as social media and a customer relationship management
system that allows a deeper and more meaningful analysis of customer preferences. Insights gathered
are discussed during our management meetings to drive product and service improvements, enhance
operational level and provide inputs for strategies.

f. Build loyalty through membership program

We have a membership program to build loyalty amongst customers. Under the program, members are
informed of the latest additions to our menus and promotions via their pre-indicated preferred channels.

Members are also eligible to discounts when they patronise our restaurants.
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Target for FY2019 Performance in FY2019 Target for FY2020

« Maintain a balanced o Achieved a modest 0.3% year-on-year ~ « Maintain a balanced and
and attractive brand increase in revenue attractive brand portfolio
portfolio « New brands introduced during « Revenue growth in excess

« Increase revenue FY2019 include “Kagurazaka Saryo”, of industry growth rate

« Increase the number of “Konjiki Hototogisu” and “Kara-men”  « Increase the number of
members o Number of members increased from members

26,000 as at 31 March 2018 to 116,000
as at 31 March 2019

Risk and opportunity analysis

Risk Risks identified:
« Lack of choice outlet locations
« Reduction of gross sales due to unattractive pricing
o Improper food handling resulting in food poisoning cases

Refer to our risk disclosure in the Corporate Governance Report in this
annual report for more details.

Opportunity To expand our brand presence and enhance our attractiveness as a franchise
partner to Japanese food and beverage brand owners who are looking to
expand their business beyond their local market.

8.2 Commitment to Consistent Quality and Food Safety

We are committed to deliver quality and safe products to our customers, to be in line with our core values
and for long term business sustainability.

As at 31 March 2019, 100% (FY2018: 98%) of our restaurants are graded A by the National Environment
Agency of Singapore (“NEA”) for the overall hygiene, cleanliness and housekeeping standards'. There were
no major food safety incidents® during the reporting period (FY2018: zero incident).

100% of our restaurants are graded A by NEA

We will continuously work towards improving food hygiene standards in our central kitchen and
restaurants. Our commitment to customer health and safety involves a comprehensive and effective
implementation of Hazard Analysis Critical Control Point (“‘HACCP”), a market standard which is
designed to prevent or reduce the occurrence of health hazards. In addition, we have engaged a third-
party laboratory to perform periodic testing of our food products to ensure food safety and quality.

! Aspart of the licensing requirements to operate a food and beverage business in Singapore, each restaurant is assessed by the NEA
and assigned a grading based on the overall hygiene, cleanliness and housekeeping standards of the premises.The grading ranges
from A to D with A being the best and D being the worst.

> A Major Food Safety Incident is defined as an incident whereby at least 5 unrelated customers (at the same venue or event) are
affected from consuming food items produced by the central kitchen
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Target for FY2019 Performance in FY2019 Target for FY2020

Improve the NEA grading : Achieved NEA Grade A for all of our . Maintain NEA Grade A for all
for our restaurants. restaurants. of our restaurants.

Risk and opportunity analysis

Risk Risk identified:
o Improper food handling resulting in food poisoning cases

Refer to our risk disclosure in the Corporate Governance Report in this
annual report for more details.

Opportunity To build customer confidence in our products and services.

8.3 Inclusive Workplace

To focus on people development, we aim to provide a work environment for our employees that fosters
fairness, equity and respect for social and cultural diversity, regardless of their gender and age. Therefore,
we are committed to the goals of diversity and equal opportunity in employment. The total number of full-
time employees in the Group as at 31 March 2019 is 454 (As at 31 March 2018: 460°).

For gender diversity, 35% (FY2018: 40%°) of our total workforce is made up of female employees whilst
the percentage of female managers is approximately 33% (FY2018: 32%?) of total managers. We will
continuously move towards a more balanced gender ratio. We also view diversity at the Board level as an
essential element in supporting sustainable development with one (FY2018: one) female Board member
or 25% (FY2018: 25%) female representation on the Board.

GENDER DIVERSITY (ALL EMPLOYEES) : GENDER DIVERSITY (MANAGERS)

Matured workers are valued in our Group for their experience, knowledge and skills. As at 31 March 2019,
33% (As at 31 March 2018: 30.1%”) of our workforce is at least 40 years old.

*  Figures relating to FY2018 workplace diversity were restated. Part-time employees have been excluded from the FY2018 statistics
as they are generally perceived as less committed relative to full-time employees.
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To promote equal opportunity, we have a comprehensive Human Resource Policy to ensure employees
are recruited and promoted based on merit and competency. We also perform annual assessment to share
information with all levels of employees and align business goals and objectives with them.

BELOW 30 AT LEAST 40

47% 33%

Target for FY2019 Performance in FY2019 Target for FY2020

Move towards a mor o material change in diversity ratios Ratio of female against male
balanced gender and : between FY2019 and FY 2018. : employees and managers
age diversity ratio.  : ¢ should not fall below 25%.

Ratio of employees with age
40 and above should not
exceed 50% or less than 25%.

Risk and opportunity analysis

Risk Risks identified:
« Turnover of managerial 