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FY2012 First Quarter
Results and Outlook

2012-7-31
SHISEIDO Co., Ltd.

SHISEIDO Co., Ltd.

In this document, statements other than historical facts are forward-looking
statements that reflect our plans and expectations. These forward-looking 
statements involve risks, uncertainties, and other factors that may cause actual 
results and achievements to differ from those anticipated in these statements.

 I would like to start with our results for the first quarter ended June 30, 2012, and then proceed to 

the outlook for the first half and full year ending March 31, 2013. 
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First Quarter Results (Ended June 2012)

(Billion yen) Result YoY % Change Local Currency YoY Amount

Net Sales 149.4 - 5.0% - 3.0% - 7.8

Domestic 82.1 - 8.4% - 8.4% - 7.5

Overseas 67.4 - 0.5% + 4.0% - 0.3

Operating Income - 3.0 (9.1) -- - 12.1

Ordinary Income - 2.7 (9.3) -- - 12.1

Net Income - 1.3 (- 0.3) -- - 1.0

 Overseas Sales Ratio 45.1% (+ 2.1 pp)

 Operating Margin - 2.0% (- 7.8 pp)

 Exchange Rate US$1 = ¥79.3 (- 4%), €1 = ¥104.0 (- 8%), 1 RMB = ¥12.6 (+ 0%)

* Figures in ( ) indicate results of previous year

 First, I will describe the results for the first quarter ended June this year. Net sales for the first quarter were ¥149.4 billion, down 
5.0% year on year. 

 Domestic sales declined 8.4% year on year. This is attributable in part to an abnormal value that we posted in the same period of 
the previous fiscal year, when certain shipments planned for March were delayed until April due to the earthquake.
Overseas sales declined 0.5% year on year despite the favorable results of NARS and the fragrance business. This partly reflects
the difficulties in Europe caused by the financial crisis. 
On a local currency basis, however, overseas sales increased 4.0%. 

 We posted an operating loss of 3.0 billion yen due in part to the increase in advertising and selling costs for Global Business, in 
addition to a decline in the margin associated with a decrease in domestic sales. 

 A net loss of 1.3 billion yen was posted. The imbalance with operating income and ordinary income in the changes from the 
previous year is attributed to an abnormal value arising in the previous year from deferred tax accounting for the elimination of 
unrealized income in relation to the inventory of a sales subsidiary. 
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Sales by Reportable Segment

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3
YoY %
Change

Local 
Currency% of Net

Sales
% of Net
Sales

Domestic 
Cosmetics 75.5 50.5% 83.5 53.1% - 9.6% - 9.6%

Global 
Business 71.7 48.0% 71.8 45.7% - 0.1% + 4.1%

Others 2.2 1.5% 2.0 1.2% + 12.7% + 12.7%

Total 149.4 100.0% 157.3 100.0% - 5.0% - 3.0%

This page shows sales by reportable segment.

I will explain the Domestic Cosmetics Business and Global Business shortly.

Sales from Others rose 12.7%, due in part to growth in sales of Shiseido Parlour (restaurant 

business).

4

Domestic Cosmetics Sales: by Reportable Segment

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3
YoY

Amount

YoY %

Change
% of Net

Sales

% of Net

Sales

Counseling 36.0 24.1% 39.5 25.1% - 3.5 - 8.8%

Self-Selection 19.6 13.1% 20.4 13.0% - 0.8 - 3.8%

Toiletries 8.8 5.9% 13.3 8.4% - 4.4 - 33.4%

Cosmetics 64.5 43.1% 73.2 46.5% - 8.7 - 11.9%

Healthcare 3.3 2.2% 3.1 2.0% + 0.2 + 6.5%

Others 7.7 5.2% 7.2 4.6% + 0.5 + 6.7%

Domestic Cosmetics 75.5 50.5% 83.5 53.1% - 8.0 - 9.6%

- The domestic over-the-counter cosmetics market recovered gradually, and is estimated to have grown 1% to 2% year on year.
- Our shipments were influenced by the decline as a reaction to the rise in the same period of the previous fiscal year, when some of the shipments we 

planned for March were delayed until April due to the earthquake and all three TSUBAKI series were renewed simultaneously in June.
- The total sell through for the Apr-Jun quarter(counseling + self-selection) declined at a rate of between 0% and 1%.

However, sales at drug stores and department stores rose.

 Let me describe Domestic Cosmetics Sales by reportable segment. 

 The domestic over-the-counter cosmetics market recovered gradually, estimated to have grown 1% to 2% year on year. 

However, our sales declined 9.6% year on year, due in part to the effect caused by the earthquake we explained earlier 

and the improvements to the product lineup that we made in March.

 Let me describe our shipment sales by product category. Shipment sales of counseling cosmetics declined 8.8% year 

on year due to partial collection of store inventory of MAQuillAGE and ELIXIR.

Shipment sales of self-selection cosmetics fell 3.8% year on year despite the solid results of INTEGRATE and 

MAJOLICA MAJORCA, due to the struggle of Ag+ and uno. 

Regarding toiletries, shipment sales were down 33.4% year on year despite the strength of SENKA, due in part to a 

decline in TSUBAKI .
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Domestic Cosmetics Sales: by Reportable Segment

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3
YoY

Amount

YoY %

Change
% of Net

Sales

% of Net

Sales

Counseling 36.0 24.1% 39.5 25.1% - 3.5 - 8.8%

Self-Selection 19.6 13.1% 20.4 13.0% - 0.8 - 3.8%

Toiletries 8.8 5.9% 13.3 8.4% - 4.4 - 33.4%

Cosmetics 64.5 43.1% 73.2 46.5% - 8.7 - 11.9%

Healthcare 3.3 2.2% 3.1 2.0% + 0.2 + 6.5%

Others 7.7 5.2% 7.2 4.6% + 0.5 + 6.7%

Domestic Cosmetics 75.5 50.5% 83.5 53.1% - 8.0 - 9.6%

- The domestic over-the-counter cosmetics market recovered gradually, and is estimated to have grown 1% to 2% year on year.
- Our shipments were influenced by the decline as a reaction to the rise in the same period of the previous fiscal year, when some of the shipments we 

planned for March were delayed until April due to the earthquake and all three TSUBAKI series were renewed simultaneously in June.
- The total sell through for the Apr-Jun quarter(counseling + self-selection) declined at a rate of between 0% and 1%.

However, sales at drug stores and department stores rose.

Over-the-counter sales for the quarter declined at a rate of between 0% and 1%.

Year-on-year growth in sales through department stores turned positive thanks to our efforts to 

ensure that our beauty consultants use direct touch on customers’ skin as part of their counter 

activities. Sales through the drug stores with MAQuillAGE TRUE ROUGE and ELIXIR DAY 

CARE REVOLUTION as the driving force also turned positive. 
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Global Business Sales: by Reportable Segment

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3
YoY

Amount

YoY %

Change

Local 
Currency% of Net

Sales

% of Net

Sales

Cosmetics 62.3 41.7% 62.2 39.5% + 0.1 + 0.2% + 4.7%

Professional 9.4 6.3% 9.7 6.2% - 0.3 - 2.6% + 0.5%

Global Business 71.7 48.0% 71.8 45.7% - 0.1 - 0.1% + 4.1%

-The cosmetics market in the Americas was relatively steady, but that in Europe remained weak due to anxiety over the future.
- The market in Asia, which is led by China, and that in emerging countries continued to grow.
- [2nd quarter] Accumulated total sales for the six months remained strong in all regions.

 I will describe the results of our Global Business.

Our sales increased 4.1% on a local currency basis.

 Sales in cosmetics climbed 4.7% thanks in part to the strength of the fragrance business and NARS.

 Sales in professional rose 0.5% year on year, although sales of our mainstay company Zotos remained 

almost unchanged from the previous year. This is attributable in part to the effect of the launch of STAGE 

WORKS, a new hair styling agent intended for domestic and Asian markets.
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Sales by Geographic Area

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3
YoY

Amount

YoY %

Change

Local

Currency
% of Net

Sales

% of Net

Sales

Japan 82.1 54.9% 89.6 57.0% - 7.5 - 8.4% - 8.4%

Americas 22.2 14.8% 22.3 14.2% - 0.1 - 0.7% + 3.6%

Europe 19.1 12.8% 20.3 12.9% - 1.2 - 6.0% + 1.3%

Asia/
Oceania 26.1 17.5% 25.1 15.9% + 1.0 + 4.2% + 6.6%

Overseas 67.4 45.1% 67.7 43.0% - 0.3 - 0.5% + 4.0%

Total 149.4 100.0% 157.3 100.0% - 7.8 - 5.0% - 3.0%

This page shows sales by geographic area.  

Sales in the Americas rose 3.6% year on year on a local currency basis. Sales of global brand 

Shiseido and NARS led the growth.  

Sales in Europe increased 1.3% year on year due in part to the favorable results of the fragrance 

business and the strong performance of the airport duty-free shop business, among other factors, 

although sales declined in many countries reflecting the financial crisis. 
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Sales by Geographic Area

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3
YoY

Amount

YoY %

Change

Local

Currency
% of Net

Sales

% of Net

Sales

Japan 82.1 54.9% 89.6 57.0% - 7.5 - 8.4% - 8.4%

Americas 22.2 14.8% 22.3 14.2% - 0.1 - 0.7% + 3.6%

Europe 19.1 12.8% 20.3 12.9% - 1.2 - 6.0% + 1.3%

Asia/
Oceania 26.1 17.5% 25.1 15.9% + 1.0 + 4.2% + 6.6%

Overseas 67.4 45.1% 67.7 43.0% - 0.3 - 0.5% + 4.0%

Total 149.4 100.0% 157.3 100.0% - 7.8 - 5.0% - 3.0%

Sales in Asia and Oceania grew 6.6%.

In China, our priority market, sales in the quarter under review did not grow at a high rate from 

the previous year because the Lunar New Year holiday came earlier and the timing to offer the 

lineup of products for the holiday was brought forward. 

However, cumulative total sales for the first half has been largely in line with plans, with the 

percentage growth in sales in China for the 2nd quarter in around 20%.
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Cost of Sales / SG&A

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3 YoY
Increase/
Decrease

(+: cost cut)

YoY % 
Change% of Net

Sales
% pt Change
(+: decrease)

% of Net
Sales

Cost of Sales 34.4 23.0% - 0.7% 35.2 22.3% + 0.8 - 2.3% 

SG&A 118.1 79.0% - 7.1% 113.1 71.9% - 5.0 + 4.5% 

(Domestic) 68.6 84.2% - 9.1% 67.0 75.1% - 1.6 + 2.4% 

(Overseas) 49.6 72.9% - 5.2% 46.1 67.7% - 3.5 + 7.5% 

Advertising &
Selling 36.9 24.7% - 2.6% 34.7 22.1% - 2.2 + 6.3% 

Personnel 43.1 28.8% - 2.9% 40.8 25.9% - 2.3 + 5.6% 

Others 35.8 24.0% - 1.6% 35.2 22.4% - 0.6 + 1.8% 

M&A-Related
Amortization Cost 2.3 1.5% - 0.0% 2.3 1.5% + 0.1 - 3.8% 

This page shows a year-on-year comparison of the cost of sales and selling, general, and 

administrative expenses. 

The cost of sales ratio rose 0.7 percentage points year on year, to 23.0%. This is mainly 

attributable to the decrease in production quantity in Japan.  

The SG&A to sales ratio climbed 7.1 percentage points year on year, to 79.0%. 
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Cost of Sales / SG&A

(Billion yen)

Q1 of 2013/3 Q1 of 2012/3 YoY
Increase/
Decrease

(+: cost cut)

YoY % 
Change% of Net

Sales
% pt Change
(+: decrease)

% of Net
Sales

Cost of Sales 34.4 23.0% - 0.7% 35.2 22.3% + 0.8 - 2.3% 

SG&A 118.1 79.0% - 7.1% 113.1 71.9% - 5.0 + 4.5% 

(Domestic) 68.6 84.2% - 9.1% 67.0 75.1% - 1.6 + 2.4% 

(Overseas) 49.6 72.9% - 5.2% 46.1 67.7% - 3.5 + 7.5% 

Advertising &
Selling 36.9 24.7% - 2.6% 34.7 22.1% - 2.2 + 6.3% 

Personnel 43.1 28.8% - 2.9% 40.8 25.9% - 2.3 + 5.6% 

Others 35.8 24.0% - 1.6% 35.2 22.4% - 0.6 + 1.8% 

M&A-Related
Amortization Cost 2.3 1.5% - 0.0% 2.3 1.5% + 0.1 - 3.8% 

The ratio of domestic SG&A to sales rose 9.1 percentage points in total. This is attributable to the 

decrease in the denominator associated with the decline in sales. It also reflects a rise in 

advertising and selling costs as a rebound from their fall in the previous year following the 

earthquake, as well as an increase in personnel costs. 

The overseas SG&A to sales ratio rose 5.2 percentage points in total, due in part to the continued 

increase in advertising and selling costs and the rise in personnel costs in China and Bare 

Escentuals, among other factors. 
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Operating Income: by Reportable Segment

(Billion yen) Q1 of 2013/3 Q1 of 2012/3 YoY Amount YoY % Change

Domestic
Cosmetics

Operating Income 1.7 8.9 - 7.2 - 81.1% 

OP Margin 2.2% 10.6% - 8.4 pp

Global 
Business

Operating Income - 5.2 - 0.2 - 5.0 --

OP Margin - 7.2% - 0.2% - 7.0 pp

Others
Operating Income 0.4 0.4 + 0.1 + 12.6% 

OP Margin 12.8% 12.4% + 0.4 pp

Elimination/C
orporate

Operating Income 0.0 - 0.1 + 0.1 --

Total
Operating Income - 3.0 9.1 - 12.1 --

OP Margin - 2.0% 5.8% - 7.8 pp

* Operating income in each reportable segment includes the costs of Head Office departments related to the business.

Next, let’s look at operating income by reportable segment.

Both operating income and the operating margin declined reflecting the decrease in sales in 

Domestic Cosmetics Business, and a result of our aggressive investment in sales growth in 

Global Business . 
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Consolidated Balance Sheets

Exchange Rates (end of June 2012): US$1 = ¥82.1, €1 = ¥109.7, 1 RMB = ¥13.1
(end of March 2012):US$1 = ¥77.7, €1 = ¥100.7, 1 RMB = ¥12.3

(Notes) The table includes only major accounts.
Equity ratio: 41.3%

(Billion yen)

2012/6
Change from 

2012/3

(Billion yen)

2012/6
Change from 

2012/3

Excluding 
Foreign 

Currency 
Exchange

Foreign 
Currency 
Exchange

Excluding 
Foreign 

Currency 
Exchange

Foreign 
Currency 
Exchange

Total Current Assets 300.3 - 14.9 - 25.7 + 10.8 Total Liabilities 404.7 - 12.3 - 18.7 + 6.4

Cash Deposits and 
Securities 77.2 - 16.6 - 19.6 + 2.9

Notes & Accounts
Payable 48.2 - 0.1 - 1.4 + 1.2

Notes & Accounts
Receivable 93.8 - 19.1 - 22.7 + 3.7 Other Payables 40.8 - 3.5 - 4.7 + 1.2

Inventories 86.1 + 14.2 + 10.9 + 3.3 Allowance for Bonus 5.9 - 9.2 - 9.4 + 0.2

Interest-Bearing Debt 186.7 + 1.6 + 1.1 + 0.5

Fixed Assets 414.1 + 8.6 - 3.9 + 12.5 Total Net Assets 309.7 + 6.0 - 11.0 + 16.9

Property Plant and 
Equipment 132.5 + 2.7 + 0.1 + 2.6 Shareholders’ Equity 345.5 - 11.1 -- --

Intangible Assets 180.1 + 6.4 - 2.7 + 9.1
Other Comprehensive
Income - 50.2 + 15.9 -- --

Investments and
Other Assets 101.4 - 0.6 - 1.3 + 0.8 Minority Interests 13.8 + 1.2 -- --

Total Assets 714.4 - 6.3 - 29.6 + 23.3
Total Liabilities and
Net Assets 714.4 - 6.3 - 29.6 + 23.3

 Next, we look at our balance sheets.

 We can see here the effect of foreign exchange rates, which was significant. Total assets at the end of the period declined 6.3 

billion yen from the end of the previous fiscal year, to 714.4 billion yen. Assets were boosted 23.3 billion yen due to the effect of 

the weak yen. When the effect is excluded, the decrease is 29.6 billion yen.

 Interest-bearing debt outstanding increased 1.6 billion yen from the end of the previous fiscal year, although we repaid part of the 

loan we took out to acquire Bare Escentuals. The increase reflects additions to local operating funds in growth markets. 

 Net assets increased 6.0 billion yen from the end of the previous fiscal year, to 309.7 billion yen.

 As a result, the equity ratio was 41.3%.
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Outlook for the First Half Ending September 2012

(Billion yen) Forecast YoY % Change Local Currency
Change from 

4/27

Net Sales 337.0 + 0.2% + 2% - 8.0

Domestic 190.0 - 1.5% - 2% - 7.0

Overseas 147.0 + 2.6% + 7% - 1.0

Operating Income 11.5 - 46.6% -- - 6.0

Ordinary Income 11.5 - 47.3% -- - 6.0

Net Income 5.0 - 45.0% -- - 3.0

 Overseas Sales Ratio 43.6% (+ 1.0%)

 Operating Margin 3.4% (- 3.0%)

 Exchange Rate US$1 = ¥80; €1 = ¥103; 1 RMB = ¥12.6

 Next, let me describe our outlook for the first half.

 Net sales are forecast to increase 0.2% year on year, to 337.0 billion yen.

We expect that domestic sales will be 7.0 billion yen less than the preceding forecast. Overseas sales will be 1.0 billion 

yen less.

 A decrease in gross profit associated with the decline in net sales will be partly offset by an improvement in cost 

efficiency. However, operating income will be 11.5 billion yen, 6.0 billion yen less than the previous forecast. 

 Given the change in operating income, net income will decline 3.0 billion yen from the previous forecast, to 5.0 billion 

yen.
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Outlook for Fiscal 2012

Forecast
YoY % 
Change

Local 
Currency

Change from 4/27

(Billion yen) 1st Half 2nd Half Full Year

Net Sales 710.0 + 4.0% + 5% - 8.0 - 2.0 - 10.0

Domestic 386.0 + 1.6% + 2% - 7.0 ±0.0 - 7.0

Overseas 324.0 + 7.1% + 9% - 1.0 - 2.0 - 3.0

Operating Income 43.5 + 11.2% -- - 6.0 + 6.0 ±0.0

Ordinary Income 43.5 + 10.3% -- - 6.0 + 6.0 ±0.0

Net Income 22.0 + 51.6% -- - 3.0 + 3.0 ±0.0

 Overseas Sales Ratio 45.6% (+ 1.3%)

 Operating Margin 6.1% (+ 0.4%)

 Exchange Rate US$1 = ¥80; €1 = ¥100; 1 RMB = ¥12.5

 This page shows our outlook for the full year.

We are revising the net sales forecast to 710.0 billion yen, up 4.0% year on year. The main reasons are the 

revision to the forecast for the first half and the effect of a stronger yen against the euro, worth 2.0 billion yen in 

the second half.

We are keeping the operating income forecast unchanged at 43.5 billion yen, reviewing expenses thoroughly 

instead of depending solely on growth in sales.

We also leave the net income forecast unchanged at 22.0 billion yen.
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Koyu Hanatsubaki

High-end products

Key Future Initiatives (Domestic Cosmetics Business): 
1) Turning Hit Products into Longtime Sellers

Strengthen existing products.
Launch carefully selected, 

highly competitive new products.

clé de peau BEAUTÉ
La Crème

 Let me describe our key initiatives for the future.

First, I will be explaining initiatives in the Domestic Cosmetics Business from the second quarter. I will then describe 

initiatives in Europe and China, where the effects of macroeconomic slowdowns are a concern, and the progress of the 

structural reform that we mentioned in April. 

 Let’s begin with the Domestic Cosmetics Business.

 There were some positive signs in the first quarter, including over-the-counter sales at drug stores that exceeded the 

year-ago level. To consolidate these positive trends, we will continue to strengthen existing products and reduce the 

number of new products launches, a measure which we started to implement last year, to ensure that we bring carefully 

selected, highly competitive new products to market. In this way, we will aim to get back to growth in the domestic 

business.
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Koyu Hanatsubaki

High-end products

Key Future Initiatives (Domestic Cosmetics Business): 
1) Turning Hit Products into Longtime Sellers

Strengthen existing products.
Launch carefully selected, 

highly competitive new products.

clé de peau BEAUTÉ
La Crème

 Let me describe our initiatives by price range.

 I will start with high-end products. We will continue and enhance demonstrations for clé de peau

BEAUTÉ, which celebrates its 30th anniversary this year, and in September will launch limited items of 

La Crème, the star item of the brand. In this way, we will use the 30th anniversary as an opportunity to 

meet new customers and aim to increase sales.

 In the second half, to commemorate Shiseido’s 140th anniversary, we will sell a limited quantity of a 

variation on Koyu Hanatsubaki, which was launched in 1898, as a modified fragrant beauty oil for the 

hair and skin of women today. 
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MAQuillAGE
TRUE ROUGE

TSUBAKI
Bitsuyayu

AQUALABEL
SPECIAL GEL CREAM

ELIXIR
DAY CARE REVOLUTION

Mid-range and low-end products

Key Future Initiatives (Domestic Cosmetics Business): 
1) Turning Hit Products into Longtime Sellers

Strengthen existing products.
Launch carefully selected, 

highly competitive new products.

 We move on now to the mid-price market, where we are facing a challenging situation.

In MAQuillAGE, the mainstay of the price range, we will steadily foster TRUE ROUGE and TRUE EYE SHADOW, which have 

become hit products. At the same time, we will renovate our sales floors at drug stores, a channel with a high ratio of sales, so 

that these products are readily accessible to customers. We will also launch refill packs, polyethylene containers made from sugar 

cane of ELIXIR lotion and emulsion in September, to increase recognition of the line as an eco-friendly line.Through these 

initiatives, we will revitalize our products in the mid-price market—a challenge for us—and will boost unit prices.

 Among low-end products, we will enhance the AQUALABEL skincare line. We will launch SPECIAL GEL CREAM, which has been 

well received by our retailers and beauty writers, on August 21. About one million units are planned to be shipped. 

Meanwhile, we will take new marketing approaches for TSUBAKI, including the sale of Bitsuyayu solely through the Web.
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Key Future Initiatives (Domestic Cosmetics Business): 
2) Boosting Efforts to Promote New Business model

Gain customer recognition.
Strengthen collaborations with

brick-and-mortar stores.

Sample offers across the linesTV commercials Web BC counseling

 Let me describe our new business model.

 Our challenge is to gain customer recognition of the new business.

Based on this understanding, we sought to gain greater recognition of watashi+ by running television advertisements from May 21. As 

a result, of the new members registered by the end of June, about 80% are not members of our Hanatsubaki Club (Camellia 

Members). We have been able to meet new customers. We will continue to run television advertisement on watashi+.

 We also take steps to increase the number of watashi+ members and carry out “sample offers across the lines” in collaboration with 

bricks-and-mortar stores. Specifically, a total of 350,000 samples of 20 different products are offered to watashi＋ members and 

400,000 samples of 12 types of products are given at stores to customers with complimentary tickets for the store navigation system. 

The sample offers are intended not only to increase the number of e-commerce members but also to encourage customers to visit 

bricks-and-mortar stores.
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Key Future Initiatives (Domestic Cosmetics Business): 
2) Boosting Efforts to Promote New Business model

Gain customer recognition.
Strengthen collaborations with

brick-and-mortar stores.

Sample offers across the linesTV commercials Web BC counseling

 To increase recognition and use of Web BC counseling, which is our killer content, we will set up at a 

range of event sites a space where visitors can experience Web BC counseling. In doing so, we will aim 

to promote understanding of the counseling service.

 Further, following the limited quantities of  MAJOLICA MAJORCA Blood On, a reproduction of an old 

item which was sold out immediately after the launch, and the successful TSUBAKI Bitsuyayu, we 

launched on the 21st of this month limited quantities of the Foundation Brush 131, a hit product that 

recorded sales of more than one million at stores. In this way we will aim to attract attention to our 

products and encourage purchases.
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Key Future Initiatives (Global Business): 1) Europe

Ensure a solid performance in the fragrance business.

Jean Paul GAULTIER KOKORICO ISSEI MIYAKE  SPORT

Next, let me describe our initiatives in Europe and China.

In Europe, the financial crisis has left us struggling in Germany and Italy, which are the main countries 

where we sell the global brand SHISEIDO. However, with the strong performance of the fragrance 

business, our overall results in Europe exceeded the year-ago level.

We expect that the economic environment will remain challenging. However, in the fragrance business, 

we expect good results, reflecting the global launch of Jean Paul GAULTIER KOKORICO in March and 

the launch of ISSEI MIYAKE SPORT. We are seeking to offset slowdowns in Europe with 

improvements in cost efficiency.
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Key Future Initiatives (Global Business): 2) China

Secure a solid basis for AUPRES
as the No.1 national brand.

Maintain a strong performance in
the specialty store channel.

Whitening Anniversary Festival

Launch of AUPRES MEN

Urara  (Hair and body items)

PURE & MILD

 We move on now to China.
Although GDP growth has started to slow, the increase in the number of users of cosmetics in China is outstripping the increase in 
GDP. We aim to outperform market growth, focusing on the specialty store business where we excel.

 Specifically, we will thoroughly develop Urara and Pure & Mild for the expanding middle-income group.We are using containers 
made from sugar cane for Urara hair and body items and we are using bagasse paper for Pure & Mild single-pack cases. Through 
these initiatives, we are striving to enhance our brand image, which is compatible with Chinese customers’ rising environmental 
awareness. 

 In the prestige market, we are seeking to secure a solid basis for AUPRES as the No.1 national brand. We will introduce AUPRES 
PREMIUM, a high-quality line that enjoys strong sales, to top stores in terms of sales. For the overall brand, we will aim to ensure 
that skin brightening promotions and the launch of AUPRES MEN will drive growth from the second quarter.
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Key Future Initiatives (Structural Reform)

Structural Reform

Reform of 
business structure

Reform of
cost structure

Implement reforms without
exceptions, including organizational 

reform and work restructuring,
to create a lean business structure.

Aim to generate investment funds 
and improve profitability by 

identifying all costs occurring in 
Japan and overseas.

 Next, let me describe our initiatives for structural reform.

We have discussed the structural reform that we described in our results briefing in April for three months, holding executive 

meetings.

Today I will be describing what I am able to reveal based on our discussions.

 We see our structural reform as having two aspects.

First is reform of the cost structure. We will aim to generate investment funds and improve profitability by identifying all domestic 

and overseas costs associated with our businesses and staff departments based on SAP data and by reducing those costs to 

achieve both efficiency and effectiveness. Second is reform of our business structure. In the face of difficult operating conditions in 

Japan and overseas, we will undertake reforms as part of an uncompromising conversion to a lean business structure, aiming to 

achieve our vision for 2017.
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Key Future Initiatives (Structural Reform)

Structural Reform

Reform of 
business structure

Reform of
cost structure

Implement reforms without
exceptions, including organizational 

reform and work restructuring,
to create a lean business structure.

Aim to generate investment funds 
and improve profitability by 

identifying all costs occurring in 
Japan and overseas.

 To reform our cost structure, we will cut costs in raw materials, indirect materials, production, logistic, IT, 

personnel, and other areas.

We will start by reducing whichever costs that can be cut immediately, aiming for savings of billions of yen 

in each item, with an ultimate target of savings of 20 billion yen or more per a fiscal year compared with 

FY2011 in the period from FY2014 until FY2016.

We will use the money that we will make through cost cutting to achieve profits and to invest in growth.
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 By executing structural reform quickly and earlier than planned where possible, we will improve profitability in FY2012 and will

achieve an operating margin of 8% in FY2013 and make it as close to 10% as possible.

 On the other hand, the reform of our business structure involves a number of sensitive issues and I cannot make specific comments 

on the content, scale, timing, or other details today. However, we will proceed with reform together with the changes to our cost 

structure. I will be providing specific details at a later date.

 As I described at the beginning of the presentation, income declined sharply in the first quarter under review.

Considering the results, we will comprehensively cut costs and improve cost efficiency instead of depending solely on growth in sales.

We will seek to make sure that we will achieve operating income of 43.5 billion yen in FY2012.


