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and Outlook for and Outlook for 
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Director, Corporate Senior Executive OfficerDirector, Corporate Senior Executive Officer
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It is my pleasure to report on the 

company’s performance in the first 

quarter, ended June 30, 2008 and 

discuss the outlook for the fist half and 

the Year ending March 31, 2010.
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First Quarter Results (Ended June 2009)First Quarter Results (Ended June 2009)
（¥billion)

（-０７）-2.1％-２.９Extraordinary Loss

-7.9％-7.9％６６.４％９２.７Domestic

-10.4％-25.9％33.6％４７.０Overseas

June 2009   Results
% of net sales

Year-on-Year  % change
Local 

Currency 
Basis

Net Sales １３９.７ １００.０％ -14.9％ -8.9％

Operating Income 2.1 1.5％ -82.8％ －

Ordinary Income 3.0 2.2％ -78.5％ －

Net Income 4.3 3.1％ -57.8％ －

‣Exchange Rate: 1US$= ¥93.63（-１１％） 1Euro= ¥121.84（-２３％）
1RMB=¥13.69（-７％）

This is a summary of the profit & loss accounts.

Net sales decreased by 14.9% from the previous 

year to ¥139.7 billion, due to the weak domestic 

and international consumer confidence, which is 

increasingly pessimistic since the second half of 

2008. It was also affected by foreign exchange 

differences as a result of yen appreciation.

Operating income decreased by 82.8% to ¥2.1 

billion, resulting from decrease in net sales, despite 

our efforts to improve cost efficiency.

Furthermore, as a result of impairment loss on the 

operating assets, which was recognized to reflect 

the lowering profitability of domestic sales 

subsidiary, an extraordinary loss of ¥2.9 billion was 

recorded.

By applying technical treatments based on the 

accounting rules, a tax reserve reversal of ¥4.9 

billion was recognized. As a result, net income for 

the quarter decreased by 57.8% to ¥4.3 billion.

Please go on to the next page.
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Domestic Cosmetics Business SegmentDomestic Cosmetics Business Segment

90.4

7.6

3.5

3.2

11.3

20.9

44.0

76.2

Results
Division

Year-on-
Year % 
change

Cosmetics -6.5%

Counseling -6.0%

Self-Selection -7.4%

Toiletries -6.9%

Professional -12.1%

Healthcare +2.2%

Others -0.8%

Total -6.0%

※

（¥billion)

•Including cosmetics sales (700 million yen) of The Ginza Co., Ltd., a subsidiary, from the current 
fiscal year

・The contraction of the over-the-counter cosmetics market continues, reflecting 
weak consumer confidence (approximately -3 to -4% for the April-June period)

・ OTC sales (Counseling + Self) for the April – June period declined approximately -6 to -7%

I would like to explain the sales results by 

business segment. 

First, total sales of the domestic cosmetics 

business segment decreased by 6.0% year 

on year. 

Because of the severe deterioration in 

consumer confidence, growth of the entire 

OTC cosmetics market in the last three 

months is estimated to have decreased by 

3−4%, which is at the same level as the 

forth quarter of fiscal 2008.

Both shipment volume and OTC sales of 

the Company decreased by approx. 6−7%. 

Thanks to the brisk sales of HAKU EX 

brightening beauty essence, etc., the high-

priced cosmetics performed better than the 

corresponding market. However, the 

sluggish sales of mid to low-priced products 

exerted a negative impact.. 
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Starting from the current period, we further 

step up the initiative of "distinction and 

concentration," as well as the sales 

promotion measures, through which target 

stores and brands/lines are carefully 

combined with each other for each channel. 

Monthly sales at the approx. 600 voluntary 

chain stores, on which we place special 

focus, began to outperform the previous 

year's results. At the department stores, 

while the total sales of the cosmetics floor 

significantly decreased from the previous 

year, we increased our OTC sales share. 

There are signs that our efforts are bearing 

fruit partly but constantly. In the future, we 

will continue our efforts to regain our 

strength across the segment, including 

drugs and GMS channels. 
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-25.9％

-37.8％

-24.0％

Year-on-
Year

% Change

-10.2％

-26.5％

-7.6％

Local 
Currency 

Basis
Division Results

Cosmetics 41.5

Professional ５.４

Total ４６.９

Overseas Cosmetics Business Segment
（Jan.～Mar.2009）

Overseas Cosmetics Business Segment
（Jan.～Mar.2009）

-25.9%

-16.4%

-35.4%

-26.3%

Year-on-
Year % 
Change

-1.3％２０.９Asia/Oceania

Sales by Destination Results
Local 

Currency 
Basis

Americas １０.２ -15.6%

Europe 15.9 -16.6%

Total ４７.０ -10.4%

【Reference】

（¥billion)

・Weaker travel retail, fragrance, and professional businesses in Europe and the Americas have 
an impact.

・In China, while sales increased slightly (on a local currency basis) due to the front loading of 
shipments in the previous year, OTC sales continued to show double-digit growth.

・[Second quarter (April to June)] Total sales are expected to be a few percentage higher than the 
year-ago level as sales regain momentum in all areas, including China.

Let's move on to the overseas cosmetics 

business segment. 

In the first quarter (the January .−March 

period in the overseas market), our sales 

dropped by 10.2% from the previous year, on 

the local currency basis. The overseas 

cosmetics market continued to be stagnant, 

particularly in Europe and the Americas. 

Despite such market conditions,  global 

brand SHISEIDO,  generally outperformed 

the market average and achieved favorable 

results. However, poor performance of the 

travel retail, fragrance, and professional 

businesses, which are susceptible to 

economic slowdown, had a negative impact.
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shipments in the previous year, OTC sales continued to show double-digit growth.
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year-ago level as sales regain momentum in all areas, including China.

In the Chinese market, shipment volume for 

the first quarter remained at a level slightly 

higher than the previous year, affected by 

the advanced shipment for the Chinese New 

Year made at the previous year-end. 

However, OTC sales continued to grow by 

double-digits, for both department stores 

and cosmetics specialty stores.

The volume of shipments in China came 

back to a normal level in April and 

thereafter. In addition, there was a 

"topping-up" effect of new fragrance and 

other products. Consequently, for the 

second quarter (the April−June period), 

total sales of the overseas cosmetics 

business  on local currency basis are 

expected to exceed the previous year by a 

certain percentage. 
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Operating Income by Business SegmentOperating Income by Business Segment

1.5％

10.3％

-5.1%

4.5％

OPM

-12.9PP（4.9）-２.４Overseas Cosmetics

-2.3PP-37.9％４.１Domestic Cosmetics

+3.3PP-31.1％0.４Others

Results
Year-on-Year

% Change

Year-on-Year

Change

Total 2.1 -82.8％ -6.0PP

（¥billion)

・Although we sought to offset a decline in gross profit through the efficient use of 

marketing expenses and cost cutting, the downturn in earnings continued due to a sharp 

fall in overseas sales. 

Let's move on to the breakdown of operating 

income.

With regard to the domestic cosmetics business, 

despite our efforts to improve marketing cost 

efficiency and cut other S.G. & A. expenses, 

operating income decreased by 37.9% from the 

previous year to ¥4.1 billion, due to a significant 

decrease in gross profit resulting from the decrease 

in net sales.

Operating income from the overseas cosmetics 

business temporarily turned to a negative figure of 

¥2.4 billion, as a result that we continued proactive 

inputs in marketing cost, focusing on the Chinese 

market. However, a positive figure is expected on 

the first half and full year basis.

While being exposed to a severe earnings 

environment, we focus our cost-cutting efforts on 

overhead costs, and continue to make proactive 

investments centering on overseas market, with 

marketing cost that amounted to the same level as 

that of the previous year (excluding forex impacts).
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Outlook for the first Half Ending September 2009Outlook for the first Half Ending September 2009

-1－-42.2％２１Ordinary Income

-9－-9.1%２０６Domestic

+4-３%-18.0％１０９Overseas

Outlook
Year-on-Year 

% Change

Local 
Currency 

basis

Change 
from April 

30

Net Sales ３15 -１2.4％ － -5

Operating Income ２０ -41.0％ － -2

Extraordinary 
Loss 

-４.５ （-３.７） － -３

Net Income １４ -30.3％ － -1.5

‣Overseas Sales Ratio ３４．６％（-２．４ｐｐ）

‣OPM ６．３％（-３．１ｐｐ）

‣Exchange Rate: 1$=¥95.48（¥９０ as of April 30）
1 Euro= ¥127.21（¥１２０ as of April 30）
1 RMB= ¥13.97（13.5 as of April 30）

（¥billion)

Let's move on to the first half forecast.

The first half forecast was revised 

downward to ¥315 billion, in response to the 

fact that, for the three months in the first 

quarter, amount of sales fell short of our 

initial forecast by approx. ¥5 billion. For the 

second quarter, the forecast of total sales 

remains unchanged from the initial plan, for 

the reason that, while domestic sales is 

expected to drop by approx. ¥3 billon due to 

the continuously-severe market situation, 

the yen is likely to become weaker than our 

expectation, the gains from which will be 

offset as  foreign exchange differences.

Operating income for the first half was 

decreased from the initial plan by ¥2 billion 

to ¥20 billion. In the first quarter, operating 

income decreased by ¥4 billion as a result 

not only of the drop in gross profit arising 

from lower sales volumes, but also of the 

overseas marketing cost carried forward 

from the second quarter. However, in the 

second quarter, operating income is 

expected to increase by ¥2 billion, taking 

into consideration the results of the efforts 

to cut overhead costs. 
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（¥billion)
The forecast for ordinary income was 

reduced by ¥1 billion from the initial plan, by 

incorporating approx. ¥1 billon as the actual 

results of other income for the first quarter, 

which was conservatively estimated at zero 

under the initial plan. 

In the extraordinary loss section, an 

additional extraordinary loss of ¥3 billion 

was included due to the impairment losses 

recognized by domestic sales subsidiary.

As a result, the first half forecast for net 

income was decreased by ¥1.5 billion from 

the initial plan to ¥14 billion.
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＋１＋２-1－-２.0％51Ordinary Income

＋0.５

±０

＋２

＋5

±0

＋5

-1.5

-３

-２

＋4

-９

-５

Change from April 30

First     Second Full

Half Half Year

-９－-4.0%411Domestic

＋９＋５%-8.8％２３９Overseas

Outlook
Year-on-Year

% Change

Local 
Currency 

basis

Net Sales ６５０ -5.8％ － ±０

Operating 
Income

５０ ＋0.2％ － ±０

Extraordinary 
Loss 

-５ （-13.6） － -３

Net Income ３０ ＋54.9％ － -１

‣Overseas Sales Ratio ３６．８％（-１．２ｐｐ）
‣OPM ７．７％（＋０．５ｐｐ）
‣Exchange Rate: Same level as First Half

（¥billion)
Outlook for the Year Ending March 2010Outlook for the Year Ending March 2010 Let's move on to the full-year forecast.

The net sales forecast for the first half 

decreased by ¥5 billion. However, if 

exchange rates remain at the same level as 

the first half, an exchange gain of approx. 

¥5 billion is expected. Accordingly, the total 

sales forecast for the full year remains 

unchanged from the initial plan at ¥650 

billion.

The forecast for operating income for the 

full year remains at ¥50 billion, as a result 

of offsetting the decline of ¥2 billon in the 

first half by exchange differences and cost 

reductions in the second half.

The forecast for net income was decreased 

by ¥1 billion, factoring in the extraordinary 

losses incurred in the first half.
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Further distinction and concentration in the domestic market
・Target stores and brands/lines to increase sales in a careful   
manner.

・Enhance products primarily in mega lines and relationship 
building brands/lines
MAQUILLAGE：New autumn colors released on July 21 are well   

received
UNO：New styling products replacing wax will be released (August 21) 
Lineup of attractive new skincare products for the second half

Challenge 
1

Strengthen the global brand ＳＨＩＳＥＩＤＯ and 
maintain high growth in China

・ A new premium skincare line SHISEIDO Future Solution LX 
will be released in September 
・ Maintain strong growth in China by enhancing makeup 
products

Challenge 
2

Major ChallengesMajor Challenges

Focusing on marketing activities that will 
increase our basic sales force and the brand value

Lastly, I would like to talk about our future 

challenges.

We are currently facing unprecedentedly 

severe situation in domestic and overseas 

markets. However, because of this very 

reason, we plan to focus on the marketing 

approach that enables us to strengthen our 

basic marketing capabilities and improve the 

brand value.
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Domestically, we pursue the “further 

distinction and concentration” initiative, 

which has been continued from the 

beginning of the period, and determine, in 

a careful manner, which stores and brands 

and lines should be targeted for sales 

promotion. The results of these efforts 

will be disseminated throughout the 

overall operation. We also strengthen our 

product lineup. The new autumn colors 

released from the "MAQUILLAGE" 

makeup line on July 21 were favorably 

accepted because of the functionality , 

and made a good start. In the future, we 

will expand sales of self-selection 

products such as UNO, AQUA LABEL, 

etc., for the autumn replacement of 

merchandise at each store. At the same 

time, we will release a lineup of new 

attractive skincare products, for the 

upcoming peak demand season in the 

second half.
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In overseas market, we will further 

strengthen our global brand "SHISEIDO." 

One of such move is the release of the 

new premium skincare line “SHISEIDO 

Future Solution LX," in 70 countries and 

regions worldwide in September and 

subsequent months. In the Chinese 

market, we intend to continue the rapid 

pace of growth not only by steadily 

increase the volume of sales to existing 

customers and at existing stores, but also 

by introducing the MAQUILLAGE line and 

renewing the AUPRES make-up line.

Thank you very much for your attention.


