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Highlights of Supermarket Chain Operators’ Financial Results 
for Fiscal Year Ended February/March 2020 

 
The following is Japan Credit Rating Agency, Ltd. (JCR)’s perception of the current status and 
highlights for rating concerning the financial results for the fiscal year ended February/March 2020 
(FY2019) and earnings forecasts for FY2020 of the following 18 supermarket chain operators (“SM 
operators”; collectively, the “Companies”): LIFE CORPORATION (“LIFE”), United Super Markets 
Holdings Inc. (“USMH”), ARCS COMPANY, LIMITED (“ARCS”), York-Benimaru Co., Ltd. (“York-
Benimaru”), Maxvalu Nishinihon Co., Ltd. (“Maxvalu Nishinihon”), OKUWA CO., LTD. (“OKUWA”), 
Maxvalu Tokai Co., Ltd. (“Maxvalu Tokai”), Belc CO., LTD. (“Belc”), RETAIL PARTNERS Co., Ltd. 
(“RETAIL PARTNERS”), Maxvalu Kyushu Co., Ltd. (“Maxvalu Kyushu”), Eco’s Co., Ltd. (“Eco’s”) and 
YAMAZAWA CO., LTD. (“YAMAZAWA”) with the fiscal year-end in February; VALOR HOLDINGS CO., 
LTD. (“VALOR HD”), YAOKO CO., LTD. (“YAOKO”), INAGEYA CO., LTD. (“INAGEYA”), Axial Retailing 
Inc. (“Axial Retailing”), KANSAI SUPER MARKET LTD. (“KANSAI SUPER MARKET”) and YAMANAKA 
CO., LTD. (“YAMANAKA”) with the fiscal year-end in March.  
 
1. Industry Trend and Impact of COVID-19 Pandemic 
In FY2019, same-store food sales of chain store operators remained flat with a 0.0% change from the 
previous year (compared to a 0.4% down year on year in FY2018), according to the Japan Chain 
Stores Association. By product, agricultural products and livestock products declined due to the 
impacts of the weak market, but prepared foods and marine products remained firm. Although same-
store sales are rising because of the COVID-19 pandemic at this point, the business environment is 
likely to become increasingly challenging over the medium to long term, given factors such as 
continued saving-oriented mindset among consumers and intensifying competition with other stores 
including those in other business formats. 

While the saving-oriented mindset among consumers is continuing, demand for food is expected to 
become more diverse in tandem with changing demographics and consumer lifestyles. Sales of 
prepared foods are also expanding, because of rising needs for timesaving backed by an increasing 
number of dual-income households. In addition, as the number of elderly people rises, health 
consciousness for food would be higher. 

Competition is intensifying not only with peers but also with stores in other business formats. Aside 
from continued store opening in order to strengthen their business foundation, leading SM operators 
are opening stores beyond their conventional operating areas and launching small-scale SMs, resulted 
in an excess in the number of stores in the market. Convenience stores are expanding their lineup of 
perishables and prepared foods, and food-focused drugstores and discount stores are boosting the 
number of stores. In response to these trends, it is important for SM operators to diversify prepared 
foods and develop their private brand (PB) products to differentiate themselves from other business 
formats.  

Personnel expenses are on an uptrend because of higher hourly wages for part-time workers, 
ascending hiring costs and enforced employee benefits, putting pressure on profits. In addition to 
improving gross income margins through loss reduction, among others, each of the Companies needs 
to focus on improving the efficiency of store operation by promoting work-/labor-saving measures, 
such as introduction of self-/semi-self-checkouts and cashless payments. 

At present, many of the Companies have shortened their business hours due to the COVID-19 
pandemic. In such a situation, however, their same-store sales have been increasing since February 
2020 due to the growing demand for home meals caused by the request to refrain from going outside. 
After the lifting of the declaration of an emergency situation, attention needs to be paid to possible 
changes in consumer behavior going forward. If any employees of each of the Companies are found 
infected, out of goods with a delay in product supply, suspension of store operations, etc. may occur. It 
would hence be important for the Companies to implement thorough measures to prevent infections. 
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2. Financial Results 
In FY2019, the 18 Companies' total operating revenue and operating income stood at 6,196.5 billion 
yen (up 8.9% year on year) and 134.2 billion yen (up 3.2%), respectively, marking increases in both 
revenue and income. By company, revenue and income rose at 12 companies (7 in the previous fiscal 
year), revenue declined but income increased at 1 company (3 companies), revenue increased but 
income declined at 3 companies (5 companies), and both declined at 2 companies (3 companies). For 
Companies, excluding VALOR HD, Maxvalu Nishinihon and Maxvalu Tokai which saw a double-digit 
growth in operating revenue due to business integration and M&A, operating revenue and operating 
income rose 1.8% and 0.5% from the previous year, respectively. Looking at the operating revenue of 
each of the Companies, excluding the aforementioned 3 companies, revenue rose at 12 companies, 
up from 10 companies in the previous fiscal year. Despite impacts from the intensifying saving-oriented 
mindset following the consumption tax increase in October 2019 and fiercer competition with 
companies including those with other business formats, among others, the pandemic is working a 
factor pushed up demand for home meals, in tandem with strengthened sales promotion after the 
consumption tax hike. The total operating income margin (relative to operating revenue) of the 18 
Companies weakened 0.1 points year on year. The main factor behind this was a rise in the SG&A-to-
sales ratio (relative to operating revenue) mainly due to an increase in personnel costs that depressed 
the operating income margin. 

By region, 5 companies operating in urban areas in total marked an increase both in revenue and 
income. Looking at individual companies, there were 4 companies with higher revenue and income, 
and 1 company with lower revenue and income. The company posted an income fall was affected by a 
year-on-year decline in same-store sales and ascended personnel and other SG&A expenses. 10 
companies in local areas in total achieved an increase in revenue and almost at the same level as the 
last fiscal year in operating income, with revenue increased at 8 companies and income expanded at 6 
companies. Some companies saw a lower income due to expanded store-related costs and sales 
promotion costs other than personnel costs. For the combined results of the Aeon Group's 3 Maxvalu 
companies, which are operating over wide areas, higher revenue and income were recorded thanks to 
business integration accompanied by restructuring within the Aeon Group. 

Without large-scale investments such as a large number of store openings and M&A transactions, 
there are not many cases in which total investments exceed operating cash flow. In FY2019, each of 
the Companies opened new stores and refurbished existing stores, but a negative free cash flow was 
reported only by 2 out of 17 companies (excluding York-Benimaru). 
 
3. Highlights for Rating 
According to the Companies’ plans for FY2020, the total operating revenue and operating income of 
16 Companies are projected to be 5,712.6 billion yen (up 2.6% year on year) and 123.3 billion yen (up 
3.9%), respectively. (York-Benimaru, which has not decided the plan, and Maxvalu Kyushu, which is 
scheduled to merge with Aeon Kyushu Co., Ltd. (“Aeon Kyushu”) and Aeon Store Kyushu Co., Ltd. 
(“Aeon Store Kyushu”) in September 2020, are excluded from the 16 Companies.) By company, 
increases in both revenue and income are planned at 12 companies, an increase in revenue and a 
decrease in income at 1 company, and decreases in both at 3 companies. Sluggish consumer 
sentiment, intensifying competition among stores including those with other business formats, and 
higher personnel costs are negative factors for results. Furthermore, the business outlook still remains 
uncertain for the impact of the COVID-19 pandemic. However, since demand for foods is relatively 
insensitive to economic trends, each of the Companies is likely to maintain a certain level of 
profitability by continuing to respond to diversifying consumer needs and strengthening cost control 
through work-/labor-saving measures. 

Business integration has been progressing among Maxvalu companies. The Aeon Group plans to 
merge its general merchandise stores (GMSs) and SMs in Hokkaido, Tohoku, Tokai & Chubu, Kinki, 
Chugoku & Shikoku and Kyushu to reform logistics, deepen ties with local communities, develop new 
business formats, and reduce overlapping costs. The integration was completed except for the Kyushu 
area. In the Kyushu area, Aeon Kyushu, Maxvalu Kyushu and Aeon Store Kyushu are scheduled to 
merge in September 2020 as aforementioned. JCR will closely monitor whether the business 
integration will lead to improved profitability, such as by enhancing the competitiveness of each area, 
in addition to maximizing synergies through expansion of product procurement capacities and 
efficiency gain of logistics functions. 

The operating income margin of the 16 Companies as a whole is expected to be basically 
unchanged. Personnel costs will inevitably increases. However, aside from improving the gross 
income margin by reducing losses and expanding sales of PB products, the Companies are promoting 
initiatives to improve operational efficiency, such as joint procurement of materials and products, 
introduction of an automated ordering system and self-/semi-self-checkouts. Effects of these efforts 
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seem to be factored in the Companies’ forecasts. Seeing that these measures will become 
increasingly important in the future, JCR will continue to confirm the progress of the various measures 
and their outcome. 

In order to secure a certain level of profitability amid the increasingly severe business environment, 
the Companies need to differentiate themself from rivals and expand the number of regular customers 
by, for example, promoting their own characteristics in the lineups of perishables and prepared foods. 
Regarding store strategies, it is necessary to take a cautious approach to new store openings, given 
fiercer competition with stores including those in other formats, higher wages for part-time workers, etc. 
At the same time, it is important to continue implementing measures to revitalize existing stores. 
Moreover, M&A has become one of the major options for expanding the business base. M&A activities 
may become more accelerated in the future due to the intensifying competition environment. In order 
to be able to respond opportunities flexibly, the financial base should be strengthened. 

Hiroyoshi Otsuka, Mai Kanai 
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(Chart 1) Financial Results of 18 Supermarket Chain Operators 

(JPY mn, %, points) 

Company Closing 
Month 

FY2019 FY2020 (Forecast) 

Operating Revenue Operating 
Income 

Operating 
Income 
Margin 

Operating 
Revenue 

Operating 
Income 

Operating 
Income 
Margin 

 YoY  YoY  YoY  YoY  YoY  YoY 

LIFE (8194) Feb. 714,684 2.3 13,879 13.0 1.9 0.2 726,000 1.6 14,800 6.6 2.0 0.1 

USMH (3222) Feb. 691,660 -0.4 9,357 -20.8 1.4 -0.3 702,000 1.5 10,000 6.9 1.4 0.1 

VALOR HD (9956) Mar. 678,096 19.8 15,515 9.2 2.3 -0.2 690,000 1.8 15,700 1.2 2.3 -0.0 

Maxvalu Nishinihon 
(8287) Feb. 542,990 97.5 2,742 1.9 0.5 -0.5 548,000 0.9 3,500 27.6 0.6 0.1 

ARCS (9948) Feb  519,218 1.4 12,119 -18.2 2.3 -0.6 530,000 2.1 13,200 8.9 2.5 0.2 

YAOKO (8279) Mar. 460,476 5.8 19,882 11.1 4.3 0.2 473,100 2.7 20,200 1.6 4.3 -0.0 

York-Benimaru (‒) Feb. 446,843 0.3 13,100 2.3 2.9 0.1  -  -  -  -  -  - 

Maxvalu Tokai 
(8198) Feb. 271,517 19.9 7,150 44.3 2.6 0.4 336,000 23.7 8,400 17.5 2.5 -0.1 

OKUWA (8217) Feb. 265,398 0.1 3,448 21.4 1.3 0.2 268,000 1.0 3,700 7.3 1.4 0.1 

INAGEYA (8182) Mar. 254,267 1.0 2,329 2.2 0.9 0.0 255,000 0.3 2,400 3.0 0.9 0.0 

Axial Retailing 
(8255) Mar. 240,898 2.4 9,467 -0.6 3.9 -0.1 242,000 0.5 8,300 -12.3 3.4 -0.5 

Belc (9974) Feb. 239,497 6.2 10,463 6.6 4.4 0.0 252,563 5.5 11,266 7.7 4.5 0.1 

RETAIL 
PARTNERS (8167) Feb. 228,814 -0.1 4,466 -9.6 2.0 -0.2 228,300 -0.2 4,000 -10.4 1.8 -0.2 

Maxvalu Kyushu 
(3171) Feb. 182,627 2.9 2,449 1.7 1.3 -0.0  -  -  -  -  -  - 

Eco’s (7520) Feb. 126,558 4.5 4,288 11.1 3.4 0.2 130,000 2.7 4,400 2.6 3.4 -0.0 

KANSAI SUPER 
MARKET (9919) Mar. 126,184 2.1 2,254 13.4 1.8 0.2 127,800 1.3 2,410 6.9 1.9 0.1 

YAMAZAWA (9993) Feb. 109,709 -0.9 627 2.9x 0.6 0.4 108,500 -1.1 470 -25.0 0.4 -0.1 

YAMANAKA (8190) Mar. 97,156 0.1 694 -7.7 0.7 -0.1 95,350 -1.9 600 -13.5 0.6 -0.1 

Total of 18 Companies 6,196,592 8.9 134,229 3.2 2.2 -0.1  -  -  -  -  -  - 

16 Companies except York-
Benimaru and Maxvalu 
Kyushu 

5,567,122 9.9 118,680 3.3 2.1 -0.1 5,712,613 2.6 123,346 3.9 2.2 0.0 

 Urban 5 companies 2,360,584 2.4 55,910 3.4 2.4 0.0 2,408,663 2.0 58,666 4.9 2.4 0.1 

 Local 10 companies 2,838,874 4.9 65,978 0.0 2.3 -0.1 2,419,950 1.2 52,780 -0.2 2.2 -0.0 

 3 Maxvalu companies in 
total 997,134 46.9 12,341 22.7 1.2 -0.2  -  -  -  -  -  - 

Source: Prepared by JCR based on financial materials of above companies 

Notes: 
1. Figures of York-Benimaru exclude those of its subsidiary Life Foods Co., Ltd. 
2. Operating Revenue for Maxvalu Kyushu indicates net sales. 
3. “Urban 5 companies” are as follows: LIFE, USMH, YAOKO, INAGEYA and Belc. 
4. “Local 10 companies” are as follows: VALOR HD, ARCS, York-Benimaru, OKUWA, Axial Retailing, RETAIL PARTNERS, KANSAI 

SUPER MARKET, Eco's, YAMAZAWA and YAMANAKA. 
Operating Revenue, Operating Income and Operating Income Margin for FY2020 (Forecast) excludes York-Benimaru’s figures. YoY 
changes are comparison with FY2019 actual excluding those of York-Benimaru. 

5. Maxvalu 3 companies are as follows: Maxvalu Nishinihon, Maxvalu Tokai and Maxvalu Kyushu. 
6. Maxvalu Nishinihon integrated its business with MARUNAKA and Sanyo Marunaka Co., Ltd. in March 2019. Maxvalu Tokai 

absorbed Maxvalu Chubu Co., Ltd. as a surviving company in September 2019. 
7. Maxvalu Kyushu is scheduled to merge with Aeon Kyushu and Aeon Store Kyushu in September 2020. 
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(Chart 2) Financial Results of the Operators Subject to JCR’s Rating 
(JPY mn, %) 

  Operating 
Revenue 

Operating 
Income 

Operating 
Income 
Margin 

Net Income 
Attributable to 

Owners of 
Parent 

EBITDA Equity 
Capital 

Interest-
bearing 

Debt 

Equity 
Ratio 

USMH FY2018 694,323 11,811 1.7 5,308 23,680 141,836 31,163 54.9 
(3222) FY2019 691,660 9,357 1.4 1,636 21,814 141,136 29,635 54.0 
 FY2020F 702,000 10,000 1.4 2,100 - - - - 

VALOR HD FY2018 565,930 14,210 2.5 7,910 29,810 124,601 96,717 40.0 
(9956) FY2019 678,096 15,515 2.3 6,477 33,927 130,749 124,870 34.1 
 FY2020F 690,000 15,700 2.3 7,000 - - - - 

Source: Prepared by JCR based on financial materials of above companies 

 

<Reference> 
Issuer: United Super Markets Holdings Inc. 

Long-term Issuer Rating: A     Outlook: Stable 

Issuer: VALOR HOLDINGS CO., LTD. 
Long-term Issuer Rating: A-     Outlook: Stable 
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