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Q&A for the Third Quarter of the Fiscal Year Ending March 31, 2012 (Summary) 

 

Q) Could you explain the progress of additional marketing investments of ¥20 billion, 

especially with respect to the domestic situation? What is your plan with respect to domestic 

investment for the fourth quarter? 

A) The progress we have made for the nine cumulative months was 60%. By broad category, 

progress in Japan was 30% of the planned investment of ¥7 billion, while progress overseas 

was 75% of the planned investment of ¥13 billion. For the fourth quarter, we will invest 

aggressively to strengthen Web marketing and to new products, including MAQuillAGE 

lipstick and foundation and ELIXIR Superieur emulsion, as well as INTEGRATE and 

TSUBAKI, and lead to stimulation of over-the-counter sales. 

 

Q) Is there any change from your previous forecast for domestic over-the-counter sales for 

the second half? 

A) Although the result for the third quarter was lower than last year, we expect second-half 

sales growth be flat. This is because we expect fourth-quarter sales to be three to four 

percent higher year on year, given that the hurdle to achieving the forecast is low for the 

fourth quarter. We revised our domestic sales forecast down ¥1 billion and our overseas 

sales forecast up ¥1 billion for the full year, which is in line with the above expectations. 

 

Q) What are the factors behind the revision of the sales forecast for the full year? 

A) In the domestic market, sales of high-end products have been strong. However, we have 

been struggling with weak sales of mid-range and low-end products. Overseas sales have 

been growing at a double-digit pace in all three regions on a local currency bases. 

 

Q) When do you think Shiseido’s domestic shipments will turn positive?  

A) We expect that our shipments will turn positive in the current fourth quarter given the 

impact of the earthquake and a low hurdle in the year-on-year comparison. 

 

Q) What are annual sales and operating income in China for the current term?  

A) Although this is still on a flash report basis, it appears that the initial target of annual sales 

growth in mid-teen percentage was met. Operating profit margins were down year on year 

because we have mobilized management resources to strengthen marketing investment. 

However, we anticipate an operating margin of higher than 10%. 

 

 

 



Q) Hasn’t third quarter operating income in the Americas essentially declined, if the 

temporary increase in cost last year associated with the acquisition of Bare Escentuals last 

year is excluded? 

A) The year-on-year difference in operating income for the nine cumulative months in the 

Americas was +¥5.9 billion. The impact from the temporary increase in cost last year 

associated with the inclusion of Bare Escentuals on our consolidated accounts was ¥7.1 

billion yen. Looking only at this factor, operating income in the Americas was lower year on 

year. Costs are allocated to where investment is required in each of the regions. We are also 

subject to impacts of foreign exchange differences.   

 

Q) Could you tell us about the fourth quarter sales growth for each overseas region? 

A) Sales in Europe and Asia/Oceania recorded double-digit growth, and the sales growth 

rate in the Americas were in the upper single-digit range. Sales from Bare Escentuals, for 

which a large-scale promotional campaign was undertaken, have been growing, even 

looking only at North America. 

 

Q) What is the direction of marketing investment for the next fiscal year? 

A) New fiscal year started overseas in January 2012. We will explain the details after the 

beginning of the new fiscal year in Japan in April. However, to get into a growth trajectory, we 

believe that our investment trend will be unchanged in these subsequent fiscal years. 

 

Q) Could you explain specifically what investment was made in growth in what area in China 

in the current fiscal year, as well as your plans for the next fiscal year and onwards? 

A) We have steadily undertaken the investment required for each of both the prestige and 

masstige areas. Specifically, we reinforced personnel, sales counters, and sales promotion 

for the prestige area. In the masstige area, we stepped up sales promotion to bolster our 

presence and also strengthened our advertising. We are not yet able to disclose the details 

of our plan for the next fiscal year, but you can anticipate that our direction will be 

unchanged. 

 

Q) Compared to your peers, what competitive advantage is there in the implementation of 

Shiseido’s growth investment? 

A) The amount we invest in growth may fall short of that outlaid by our overseas competitors. 

It is not enough to simply increase spending; it is important to enhance Shiseido’s own 

strength in tandem with our investment. Specifically, we intend to improve our competitive 

advantage in counseling capabilities and in our hospitality in the prestige area. 

 

 

 



Q) How can you achieve your medium term target for the operating margin? 

A) In the current Three-Year Plan, we set a high target for our operating margin of 10%. As 

the most important initiative to achieve the target, we will aim to achieve a steady rise in 

sales while increasing our margins to improve profitability. To ensure future growth, we will 

need to strengthen strategic means of allocating cost. Although we anticipate a temporary 

drop in the profit margin, we believe that the current fiscal year represents a turning point for 

future growth. We aim at achieving annual sales growth of 6% on local currency bases and 

will use the investments we will make from the current fiscal year as a driver to propel sales 

growth for the future. 

 

 


