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 I will discuss our first-half performance and 

full-year forecast for the fiscal year ending 

March 2010. 

1.  Global Cosmetics Market Trends

2.  First-Half Results for Fiscal 2009

3.  Second-Half and Full-Year Outlook 

for Fiscal 2009

4. Efforts in the Second Half 

5. Medium-Term Challenges

 Let me begin by discussing domestic 

and global cosmetic market trends.



Domestic Over-the-counter Cosmetics Market Trend (Our Own Estimate)Domestic Over-the-counter Cosmetics Market Trend (Our Own Estimate)

FY2007
First half

-1-2%

0%

Second half

- 1-2%

FY2008
First half

-3%
- 3-4%

Third quarter
FY2009
First halfFourth quarter

- 3-4%

FY2007 – 0-1% FY2008 – 2-3%

・Over-the-counter cosmetics sales began falling in the second half of FY2007 and deteriorated further in the third 

quarter of FY2008. Sales hit their current low level in the fourth quarter and the first half of FY2009. 

・[Forecast] Shiseido expects sales to recover slightly in the second half of FY2009, registering a decline of between 2 

and 3% in FY2009.  A full recovery will begin in FY2010.

Domestic over-the-counter cosmetics sales, 

which began falling in the second half of 

FY2007, still tend to be between 3% and 4% 

lower than year-ago levels, reflecting more 

restrained buying and a greater preference for 

low-priced items in response to the sudden 

economic downturn sparked by the Lehman 

collapse in September 2008, and so far there 

is no sign of any upturn.

Although the decline is expected to slow 

slightly from the second half given that year-

ago levels will be lower, annual sales are 

expected to be down by between 2% to 3% 

from the previous year.

However, according to METI’s shipment 

statistics, the total value of shipments for the 

five months since April suffered an 

unprecedented sharp decline, plunging 9.3% 

year on year, and the situation remains 

unpredictable.

Overseas Cosmetics Market Trend (Our Own Estimate)Overseas Cosmetics Market Trend (Our Own Estimate)

[Europe]
•Sales of high-end 
cosmetics in Western 
Europe show mid to high 
single digit decline.

[Asia]
•Chinese sales continue to grow 
at virtually the same rate as 
before.
•Sales in other Asian countries 
are also generally still on 
growth track.

[North America]
・ Department store 
cosmetics sales in the U.S. 
are down around 10%.

・Sales remain lackluster, trailing their year-ago levels, especially in Europe and the United States.
・Asia led by China continue to register growth.

Let me now turn to overseas sales, focusing 

on trends in the high-end cosmetics market in 

the period from January to June.

Sales in Europe and the United States still 

tend to trail year-ago levels by between 5 and 

10% and even during the third quarter 

beginning July have failed to show any sign 

of recovery. On the other hand, fueled by 

continued expansion in demand, Chinese 

sales are still growing at virtually the same 

rate as before and other Asian countries also 

generally appear to be staying on the growth 

track, despite variation depending on the 

country.  
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 I would now like to move on to Shiseido’s 

results for the first half.

First-Half Results for the year ended March 2010First-Half Results for the year ended March 2010
（billion yen)

Results YoY change Local 
currency

Difference 
from initial 

forecast

Difference 
from 

previous 
forecast

Net sales 317.3 -11.7% -6.5% -2.7 +2.3

Domestic 207.7 - 8.3% － -7.3 +1.7
Overseas 109.6 -17.5% -3.5% +4.6 +0.6

Operating 
income

22.7 -32.9% － +0.7 +2.7

Ordinary 
income

23.7 -34.8% － +1.7 +2.7

Net income 17.8 -11.4% － +2.3 +3.8

‣Overseas sales ratio 34.5% -2.5pp

‣Operating margin 7.2% -2.2pp

‣First-half actual exchange rates US$:¥95.5  Euro: ¥127.2 Chinese yuan:¥14.0

Compared to one year ago, our results were 

sluggish, reflecting the slowdown in 

consumption attributable to the economic 

downturn as well as the scaling back of in-

store inventory. 

 However, over-the-counter sales, which had 

been trailing the year-ago level by between 6 

and 7% since the fourth quarter  of FY2008, 

began to pick up slightly in the second quarter 

and the decline has slowed to between 4 and 

5%.  As a result, due to factors such as the 

strong performance of Uno Fog Bar, which I 

will explain in more detail later, we managed 

to exceed our previous forecast by ¥2.3 billion 

for net sales and by ¥2.7 billion for operating 

profit. Net income was ¥3.8 billion higher than 

our previous forecast, partly due to a 

difference from forecast tax expense.  

Although net sales fell short of our initially 

forecast figure, our final results for operating 

profit, ordinary income and net income all 

exceeded our initial forecast. 
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Let me now turn to our second-half and full-

year outlook.

‣ Overseas sales ratio 36.5% - １.5pp

‣ Operating margin 7.7% +0.５pp

‣ Exchange rate assumptions for full year US$: ¥93.6 Euro = ¥129.5 Chinese yuan:  ¥13.6

Exchange rate assumptions for period from October to December US$: ¥ 90.0  Euro:¥130.0  Chinese yuan: ¥13.0

（Initial exchange rate assumptions for full year US$: ¥90.0  Euro: ¥120.0  Chinese yuan: ¥13.5)

Full-Year Outlook for the Year Ended March 2010Full-Year Outlook for the Year Ended March 2010
（billion yen)

Outlook YoY change
Local 

currency

Difference 
from initial 

forecast

Difference 
from 

previous 
forecast

Net sales 650 - 5.8% － ±0 ±0

Domestic 413 - 3.6% － -7 +2

Overseas 237 - 9.5% +3% +7 -2
Operating income 50 +0.2% － ±0 ±０

Ordinary income 51 - 2.0% － +1 ±０

Net income 31 + 60.0% － ±0 +1

Starting with our full-year outlook, our previous 

forecast (announced July 31) was based on exchange 

rate assumptions for the year equal to average exchange 

rates over the period from January to June, but, in the 

light of recent developments, we are revising our 

exchange rate assumptions for the three-month period 

starting October to USD 1 = JPY 90, EUR 1 = JPY 130 

and RMB 1 = JPY 13 .  Due to the foreign exchange 

loss resulting from this, overseas sales will decrease by 

¥2 billion, but this decline will be offset by better-than-

anticipated domestic sales in the first half ,and we 

estimate total net sales at ¥650 billion in line with our 

initial and previous forecasts. 

Similarly, our operating income outlook  is ¥50 billion 

in line with our initial and previous forecasts, as the 

foreign exchange loss will be offset by better-than-

anticipated results in the first half. Our ordinary income 

outlook is unchanged from our previous forecast, and 

we are increasing our net income outlook by ¥1 billion 

in view of the difference from forecast tax expense in 

the first half and estimate net income at  ¥31 billion in 

line with our initial projection.



Second-Half Outlook for the Year Ended March 2010Second-Half Outlook for the Year Ended March 2010
(billon yen)

Outlook YoY change Local 
currency

Difference 
from previous 

forecast

Net sales 332.7 +0.6% － -2.3

Domestic 205.3 +1.8% － +0.3

Overseas 127.5 -1.3% +9% -2.6

Operating income 27.3 +70.0% － -2.7

Ordinary income 27.3 +73.6% － -2.7

Net income 13.2 （-0.7） － -2.8

‣Overseas sales ratio 38.3% - 0.7pp

‣Operating margin 8.2% +3.4pp

‣Exchange rate assumptions for the second half US$: ¥91.8  Euro: ¥131.9  Chinese yuan: 

¥13.4

Focusing on the second half, domestic sales 
will be more or less in line with our  previous 
forecast announced July 31, while our overseas 
sales outlook reflects factors such as the 
revision of exchange rates. 

Regarding domestic sales, since we have 
reduced the level of in-store inventory at the 
beginning of the second half from the same 
time a year ago, this means that in real terms, 
excluding the impact of this inventory 
adjustment, we are aiming for sales on the 
same level as a year ago. Given that, although 
we have been closing the gap on the market 
since the second quarter, we are still one or 
two percentage points behind the market, this 
is no easy target, but in view of the fact that in 
the second half of 2008 domestic sales fell by 
almost 10%, we would like to make up some of 
that lost ground and restore our market share. 
Overseas, due to factors such as a sales 
upswing in China where marketing activities 
were restricted by the Beijing Olympics in the 
third quarter of FY2008 and the intensification 
of promotional activities in the fourth quarter 
to coincide with the launch of the luxury 
skincare line Future Solution LX under the 
global brand SHISEIDO, we are aiming for 
growth on a local currency basis of around 9%. 

Our operating income outlook is ¥2.7 billion 
lower than previously forecast due factors such 
as to the postponement of expenses from the 
first half to the second half and foreign 
exchange loss, while our net income outlook is 
¥2.8 billion lower than previously forecast.

Interest losses in pension 

Factors for Change in Planned Annual Operating IncomeFactors for Change in Planned Annual Operating Income
（billion yen）

49.9

Decrease in margin caused
by decline in sales

Fall in 
bonuses

50.0
（including 

foreign 
exchange

effect -7.0）Decline in domestic 
marketing costs

Decrease in 
domestic
expenses

Fall in 
overseas SG&A

Domestic personnel costs

Decline in costs 
of sales

FY2008 
Operating Income

FY2009 
Operating Income (E)

Factors for change in operating income for the 

year are shown in the chart.  We will cover the 

decrease in margins caused by decline in sales 

by reducing domestic marketing costs and 

cutting other expenses, and we will generate 

operating income broadly in line with a year 

ago. 

If we compare this with our initial forecast, we 

will make up for the decrease in margins 

caused by decline in sales in real terms 

(excluding the foreign exchange effect) by 

reducing domestic marketing costs and making 

additional cutbacks globally. These additional 

cuts to SG&A expenses have occurred in the 

first half, and in the second half we will aim to 

attain planned sales with virtually the same 

expenditure plan we initially forecast.  
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Buyback of Company’s shares and total shareholders return ratio: Bought back 4 million shares 

worth 6.75 billion yen in May.  Total shareholders return ratio is expected to be 86%.

Flexibly buy back/retire the Company’s shares while 
mainly deliver shareholder returns through the 
payment of dividends ⇒Total consolidated 
shareholder return ratio: 60% in mid-term.

Basic 
Policy

Pay interim and year-end 
dividends of 25 yen each and 
an annual dividend of 50 yen 

(same as FY2008).

Shareholder ReturnsShareholder Returns

（yen）

Dividends

Moving on to shareholders returns, as 

initially planned, we will pay interim and 

year-end dividends of 25 yen each and an 

annual dividend of 50 yen, and this combined 

with the buyback of the company own shares 

worth ¥6.75 billion in May is expected to 

bring the total shareholder return ratio for the 

current fiscal year to 86%. 

While this means we will temporarily 

overstep the boundary of our basic policy 

targeting “a total consolidated shareholder 

return ratio of 60% in the mid-term”, we 

anticipate improvement of our performance 

in the future, and intend to keep shareholders 

returns as stable as possible.

1.  Global Cosmetics Market Trends

2.  First-Half Results for Fiscal 2009

3.  Second-Half and Full-Year Outlook 

for Fiscal 2009

4. Efforts in the Second Half 

5. Medium-Term Challenges

I would now like to move onto efforts in the 

second half. As I mentioned at the beginning, 

the global cosmetics market has yet to get 

back on track to recovery and there is still no 

cause for optimism.



Initiatives in FY2009Initiatives in FY2009

Steadily work towards achieving our objective of becoming  “a global 
player representing Asia with its origins in Japan” within ten years, as 

set out in our new three-year plan. 

Domestic

Overseas

Step up “distinction and concentration” and continue to 
strengthen our basic sales force and enhance Shiseido brand 

value through marketing.
▼

Enhance our fundamental power.

Put more effort into global operations centering on Asia.
▼

Lay foundations for future growth.

In this difficult environment, this fiscal year 

we aim to steadily work towards achieving 

our objective of becoming a “global player 

representing Asia with its origins in Japan” as 

set out in our current three-year plan. In 

Japan, we will steadily enhance our 

fundamental power by stepping up 

“distinction and concentration” while at the 

same time continuing to strengthen our basic 

sales force and enhance Shiseido brand value 

through marketing. Meanwhile, overseas we 

will put more effort into global operations 

centering on Asia and lay the foundations for 

future growth.

Key Initiatives in the Second Half of FY2009 (Domestic)Key Initiatives in the Second Half of FY2009 (Domestic)

Narrow down the brands/lines and stores in each sales channel we want 
to concentrate on bolstering and concentrate on specified priority areas. 

Relationship building domain
⇒High price range

skincare

BENEFIQUE

Voluntary chain 
store 

“Power Shop”

Department 
stores

Structured 
retailers

Drug stores

REVITAL 

GRANAS

TSUBAKI
AQUALABEL (AQL)

UNO

Self-selection/toiletry 
domains
⇒Low price range

haircare, skincare and 
men’s products

Stores

Lines 
merchandise 

domains

Stores

In Japan, we have narrowed down the 

brands/lines and stores in each sales channel we 

want to concentrate on bolstering and have 

concentrated on specified priority areas, and 

results are already apparent in the areas shown 

on the chart.   



Over-the-counter sales of our 600 or so Power Shops in the voluntary 
chain store channel are improving steadily. They have been consistently 
higher than a year ago since the second quarter and increased by 10% 

year-on-year in September. 

Strong Over-The-Counter Sales (Voluntary Chain Stores)Strong Over-The-Counter Sales (Voluntary Chain Stores)

Looking at voluntary chain stores, the 600 or 

so Power Shops in the voluntary chain store 

channel we have been concentrating on 

bolstering are showing steady improvement. 

Since the second quarter, monthly over-the-

counter sales have been consistently higher 

than a year ago, and in September sales rose 

by 10% on average.

Strong Over-The-Counter Sales (Department Stores)Strong Over-The-Counter Sales (Department Stores)

Since January this year our sales via the department store 
channel have consistently surpassed year-on-year change of 

total cosmetics counter sales.

 In the department store channel, cosmetics 

counters, which have put up a relatively 

valiant fight in face of the unrelenting decline 

in customers and sales, also severely 

underperformed the previous year in the first 

half.  However, since January Shiseido’s 

over-the-counter sales have consistently 

surpassed year-on-year change of total 

cosmetics counter sales and we have 

succeeded in steadily increasing our share.  

The efforts we have put into our base 

department stores and the creation of separate 

counters for cle de peau BEAUTE are paying 

off.  



Over-the-counter sales of our strategic GMS grew by more 
than 5% year-on-year in September and total sales for the 

first six months were also on a par with a year ago.

Strong Over-The-Counter Sales (GMS）Strong Over-The-Counter Sales (GMS）

While GMS also continued to struggle 

generally, our strategic stores reported growth 

of more than 5% in over-the-counter sales for 

September, and total sales for the first six 

months were also on a par with a year ago. 

Maquillage Perfect 
Gloss

Uno Fog Bar

Elixir Superieur Retino Vital

Innovative Hit ProductsInnovative Hit Products

Benefique

Sakura Filter Base

One of the factors behind the improvement in 

our over-the-counter sales is the enormous 

support from customers for products with 

innovative functions which are differentiated 

from rival products and existing products.  This 

is precisely where Shiseido’s strength lies. 

We launched Maquillage Perfect Gloss in July 

and Uno Fog Bar in August.

 Uno Fog Bar is a next-generation hair styling 

agent following on wax that has taken the 

market by storm, causing a new trend in 

hairstyling itself. Over-the-counter sales topped 

the 1 million unit mark in the first month, which 

is actually more than double the sales of Fiber 

Wax launched at the time of creation of the new 

Uno line four years ago. Uno is regaining the 

No. 1 share of the men’s hairstyling market. 



Innovative Hit ProductsInnovative Hit Products

Maquillage Perfect 
Gloss

Uno Fog Bar

Elixir Superieur Retino VitalBenefique Sakura Filter 
Base

Similarly, the products we launched in 

September such as Elixir Superieur Retino
Vital and the new foundation Sakura Filter 
Base in the Benefique line exclusively for 

voluntary chain stores have all increased sales 

at a much faster pace than planned.

I believe the focus in the second half will be 

to turn strong over-the-counter sales, which 

since the second quarter have at last begun to 

perk up, into  something more permanent and 

something more general and to overcome 

lingering issues, which will in turn lead to an 

increase in shipments.  

Key Initiatives in the Second Half of FY2009 [Domestic]Key Initiatives in the Second Half of FY2009 [Domestic]

Narrow down the brands/lines and stores in each sales channel we want 
to concentrate on bolstering and concentrate on specified priority areas.

Relationship building domain
⇒High price range

skincare

BENEFIQUE

Voluntary chain 
store 

“Power Shop”

Department 
stores

Structured 
retailers

REVITAL 

GRANAS

TSUBAKI
AQUALABEL (AQL)

UNO

Self-selection/toiletry 
domains
⇒Low price range

haircare, skincare and 
men’s products

Stores

Lines 
merchandise 

domains

Stores Drug stores

The biggest issue is the drug store channel.

Although first-half sales of our six strategic 

affiliated drug stores recorded better 

performance than the overall performance of 

this channel, they were still not high enough 

to raise overall sales.



Bolstering “Diamond Sales”

Bolstering the Sales Capacity to the Drug Store ChannelBolstering the Sales Capacity to the Drug Store Channel

Negotiated standard space and special
counter to coincide with TV

advertising campaign for Fog Bar. 

※Diamond sales: Sales system involving multi-faceted negotiations by people with different 
functions at different levels of the corporate ladders of the retailer and the manufacturer.

““
“Next-Generation Store Planning” initiative in

collaboration with store chains 
Nationwide deployment of counters for seniors

In terms of bolstering “Diamond sales,” an 

area we have been focusing on this fiscal 

year, in the shelving reallocation negotiations 

in the autumn we managed to secure a 

standard space and a special counter to 

coincide with  the TV adverting campaign for 

Fog Bar, which led to its subsequent success, 

and for Elixir Superieur Retino Vital, we 

managed to secure a counter around four 

times the size of a normal promotion.  We 

will use these success stories in the next round 

of shelving reallocation negotiations.

We also achieved significant sales growth 

through our “Next-Generation Store 

Planning” initiative, undertaken in 

collaboration with store chains, and we are 

deploying counters for seniors, which were 

well received by customers, to 400 stores 

nationwide from the second half.

(1)We are centralizing our counter development and policy proposal & 

implementation capabilities, which were previously separate for each sales 

channel, to improve our ability to make proposals.

(2)We have developed a framework that allows speedy decision making and 

implementation for each account, with a view to establishing an “account-based 

sales structure.”

Bolstering Diamond sales.

Developing an organizational structure

Bolstering the Sales Capacity to the Drug Store ChannelBolstering the Sales Capacity to the Drug Store Channel

We have also improved the sales structure.

Since the second half we have been 

centralizing our counter development and 

policy proposal & implementation 

capabilities, which were previously separate 

for each sales channel, to develop a 

structure that will allow strategic proposals 

to be made more efficiently.  We have also 

developed a framework that allows speedy 

decision making and implementation for 

each account, at every level from head 

office negotiations to the achievement of 

over-the-counter sales on the sales frontline, 

with a view to establishing an account-

based, in other  words, a store chain-based  

sales structure.  Through this new 

organization and our company-wide backup 

structure we will further improve the results 

of Diamond sales. 



Major Domestic Initiatives in the Second Half of FY2009Major Domestic Initiatives in the Second Half of FY2009

Narrow down the brands/lines and stores in each sales channel we want 
to concentrate on bolstering and concentrate on specified priority areas.

Relationship building domain
⇒High price range

skincare

BENEFIQUE

Voluntary chain 
store 

“Power Shop”

Department 
stores

Structured 
retailers

Drug stores

REVITAL 

GRANAS

TSUBAKI
AQUALABEL (AQL)

UNO

Self-selection/toiletry 
domains
⇒Low price range

haircare, skincare and 
men’s products

Stores

Lines 
merchandise 

domains

Stores

I would now like to move on to channels 

other than the drug stores. With respect to 

the voluntary chain stores, we will review 

the scope of Power Shops and will add 

dozens more. Meanwhile, we will focus on 

developing Benefique, a line exclusively for 

Power Shops.

Major Domestic Initiatives in the Second Half of FY2009Major Domestic Initiatives in the Second Half of FY2009

Narrow down the brands/lines and stores in each sales channel we want 
to concentrate on bolstering and concentrate on specified priority areas.

Relationship building domain
⇒High price range

skincare

BENEFIQUE

Voluntary chain 
store 

“Power Shop”

Department 
stores

Structured 
retailers

Drug stores

REVITAL 

GRANAS

TSUBAKI
AQUALABEL (AQL)

UNO

Self-selection/toiletry 
domains
⇒Low price range

haircare, skincare and 
men’s products

Stores

Lines 
merchandise 

domains

Stores

In the relationship building domain, 

involving department stores and GMS, 



Enhancing Merchandise in the Relationship Building 
Domain
Enhancing Merchandise in the Relationship Building 
Domain

Revital Granas
Platinum System

Shiseido
Future Solution LX

…we will launch Future Solution LX, a 

skincare line of the highest quality, under the 

global brand Shiseido, along with Platinum 

System, an intensive care kit, under the 

Revital Granas line to enhance our 

merchandise.

Improving training for beauty 
consultant activities over the 
counter in phase two of reform

・Strengthening omotenashi
・ Acquiring  techniques in short-
term approaches at structured 
retailers

Bolstering Over-the-Counter Activities in the  Relationship 
Building Domain
Bolstering Over-the-Counter Activities in the  Relationship 
Building Domain

Dispatching research associates and 
hair and makeup artists for seminars 
and in-store promotions

Meanwhile, to strengthen the ability of beauty 

consultants to provide services for customers 

over the counter, we will provide education for 

every one of our approximately 10,000 

consultants to help them understand and 

systematically acquire omotenashi, the core 

value of Shiseido. We will also provide 

training in new skills for short-term approaches 

at structured retailers.

To reflect Shiseido’s overwhelming strengths 

in the fundamentals in its over-the-counter 

activities, we will dispatch professionals 

including research associates and hair and 

makeup artists for seminars and in-store 

promotions on an unprecedented scale.



Maintaining momentum in China operations
Entering the professional business and promising new 

channels

Rejuvenating the global brand Shiseido
Launching Future Solution LX in September

Focusing on strengthening the global brand Shiseido and 
maintaining momentum in China operations

Major Overseas Initiatives in Second Half of FY2009Major Overseas Initiatives in Second Half of FY2009

Let me move on to overseas operations. As 

in the first half, we will focus on bolstering 

the global brand Shiseido and maintaining 

the momentum of China operations.

Rejuvenating the global brand Shiseido
Launching Future Solution LX in September

Maintaining momentum in China operations
Entering the professional business and promising new 

channels

Major Overseas Initiatives in Second Half of FY2009Major Overseas Initiatives in Second Half of FY2009

Focusing on strengthening the global brand Shiseido and 
maintaining momentum in China operations

To bolster the global brand Shiseido, (to be 

continued)



Bolstering counters Bolstering merchandise

Rejuvenating the Global Brand ShiseidoRejuvenating the Global Brand Shiseido

Newly designed counters will be 
introduced in 45 stores within the year.

Future Solution LX

Future Solution LX being sold over the counterSymbolic sign Strengthening BC 
activities

We have been opening newly designed 

counters in major stores across the world, 

including Japan, since August. We plan to 

introduce new counters to 45 stores within the 

year. Meanwhile, we are standardizing 

evaluation and education systems, which have 

been different in each country, to enhance the 

ability of beauty consultants to provide 

service to customers. Our efforts to bolster the 

prestige of the global brand Shiseido are 

progressing steadily.

Future Solution LX is off to a good start.

Entering New MarketsEntering New Markets

・We entered the markets of Egypt, Morocco, Laos, and 
Azerbaijan in the current fiscal year.
・We are gearing up to enter more markets and to expand 
operations in other markets.

Sales have been growing in 
Russia.

We have entered new markets 
in Africa, including Morocco.

We are expanding into new markets, an 

important challenge in the current three-year 

plan.

We think growth in Russia, where we began 

direct operations last year, will outpace 

expectations.

As already announced, we entered the 

markets of Egypt and Morocco in the first half 

of the current fiscal year. These markets 

represented our first foothold in Africa. Also, 

we began selling our products in Laos in the 

first half, and in Azerbaijan in the second half. 

We established a joint venture in Greece, 

which will begin operation next year.

We continue to study new markets, new 

business models, and other means to expand 

our business. We will announce these new 

initiatives as they are decided.



Maintaining momentum in China operations
Entering the professional business and promising new 

channels

Rejuvenating the global brand Shiseido
Launching Future Solution LX in September

Focusing on bolstering the global brand Shiseido and 
maintaining momentum in China operations

Major Overseas Initiatives in Second Half of FY2009Major Overseas Initiatives in Second Half of FY2009

Let me now turn to our China operations.

Department store channel

Maintaining Momentum in China OperationsMaintaining Momentum in China Operations

Maquillage and Aupres—makeup lines that we have 
prioritized in this fiscal year—are enabling us to acquire 

1980s generation customers and expand sales.

Website for a new Aupres makeup linePromotion of Maquillage

In the department store channel, sales of 

Aupres skincare products remained robust 

following the revamp of the line last year, and 

recorded double-digit growth in the second 

quarter. Of makeup lines, an area of focus for 

us this fiscal year, Maquillage, which began to 

be sold as imported products at Shiseido 

counters, and Aupres, which was rejuvenated in 

the fall, are making a substantial contribution to 

the acquisition of new customers, especially 

those from the 1980s generation, and sales are 

growing in line with expectations.



Cosmetic specialty store

The total number of stores that concluded agreements 
was 4,300 at the end of September.

Same-store sales continue to record double-digit growth.

Urara hair and body care line

Maintaining Momentum in China OperationsMaintaining Momentum in China Operations

Cosmetic specialty store channel
The cosmetic specialty store business is 

performing well, with the total number of 

stores that have concluded agreements 

reaching about 4,300 at the end of 

September. Same-store sales continue to 

record double-digit growth.

Masstige brands, such as Pure Mild and Za, 
targeting the middle-income group are recording 

high growth.

Pure Mild Za

Maintaining Momentum in China OperationsMaintaining Momentum in China Operations
Pure Mild and Za, masstige brands targeting 

the middle-income group, are growing 

rapidly. We are consolidating the foundations 

of the business to expand our operations.



Professional Business

Promising New Channels

Maintaining Momentum in China OperationsMaintaining Momentum in China Operations

・Will develop a full-scale business for salons
・Will focus on education for beauty specialists

・Will launch a new brand exclusive to the channel

We plan to carry out these initiatives next year.

We are developing new businesses for the next 

stage.

One of these new businesses is the Professional 

Business, which I spoke about at the start of this 

fiscal year. We are starting a hair business for 

salons in earnest. We will provide not only 

merchandise but also education for beauty 

specialists.

Meanwhile, we will launch a new brand 

exclusively for promising new channels.

We will execute these plans next year. We will 

announce the details of the new businesses at 

the appropriate time.

1. Global Cosmetics Market Trends

2. First-half Results for Fiscal 2009

3. Second-Half and Full-Year Outlook 

for Fiscal 2009

4. Efforts in the Second Half

5. Medium-Term Challenges

5. Medium-Term Challenges

Finally, let me explain our medium-term 

challenges.



Structural Changes in the Domestic Cosmetics MarketStructural Changes in the Domestic Cosmetics Market

Changes in customersChanges in customers’’
attitudes and buying behaviorattitudes and buying behavior
・Search and shopping and comparison 
shopping have increased with 
computerization.
・Customers are particular about style 
and functions.
・Customers are more aware of cost 
performance.

Structural changes acceleratingStructural changes accelerating
・Prices are polarizing. In particular, the prices of more and more 
products are falling.
・If this trend continues, the growth of the market is limited.
・New channels continue to grow. Existing channels remain in a 
difficult situation.

Changes in sales channelsChanges in sales channels
・The drug store channel has expanded 
and become established in the market.
・New channels, including the Internet 
and television shopping, have gained 
popularity.
・Low-end merchandise has expanded 
and improved.

Structural changes have been gathering 
momentum, especially in the domestic 
cosmetics market, triggered by the global 
economic downturn. Customers’ attitudes and 
buying behavior continue to change, as do sales 
channels. The polarization of prices, especially 
falls in prices, has become obvious. The low-
end market is unlikely to contract, even if prices 
rebound to some degree in a future business 
recovery. It could even expand. If this trend 
continues, we need to recognize that the 
domestic cosmetics market, already mature, will 
become increasingly limited. In other words, the 
expected growth of new channels, including the 
Internet, will make the situation in existing 
channels more difficult.
We expected these structural changes in the 

long term, but the shifts seem to be accelerating. 
We will not alter our efforts to become a global 
player with its origins in Japan and representing 
Asia in ten years, which is our vision. To 
respond to the pace of change, we are looking to 
rapidly refine our strategies.

Opportunity from ChangeOpportunity from Change

We will accelerate the development of a structure in which we 
will secure stable revenues in Japan, which we will in turn use 

to achieve growth in sales and profit overseas, especially in 
China and other Asian countries.

As we have said previously, our basic approach 

is to accelerate the development of a structure 

in which we can generate stable revenues in 

Japan and, based on this, achieve growth in 

sales and profit overseas, especially in China 

and other Asian countries. We will explain this 

concept in detail in the next fiscal year or in the 

next three-year plan.



Increasing the brand value worldwide

We will accelerate the development of a structure in which we 
will secure stable revenues in Japan, which we will in turn use 

to achieve growth in sales and profit overseas, especially in 
China and other Asian countries.

Opportunity from ChangeOpportunity from Change

Benefiting from a robust business structure, 

we will continue our efforts to increase the 

value of the Shiseido brand worldwide.

Developing a next-generation marketing model

Increasing the brand value worldwide

We will accelerate the development of a structure in which we 
will secure stable revenues in Japan, which we will in turn use 

to achieve growth in sales and profit overseas, especially in 
China and other Asian countries.

Opportunity from ChangeOpportunity from Change
Meanwhile, we will develop a next-

generation marketing model more 

aggressively to expand points of contact with 

customers in Japan.



Developing a next-generation marketing model

Increasing brand value worldwide

Enhancing the low-priced and self-selection products 
business in Japan and the masstige business in Asia

Opportunity from ChangeOpportunity from Change

We will accelerate the development of a structure in which we 
will secure stable revenues in Japan, which we will in turn use 

to achieve growth in sales and profit overseas, especially in 
China and other Asian countries.

We will also enhance our presence in low-

priced and self-selection products in Japan, 

which is expected to continue to grow, along 

with our masstige business targeting middle-

income groups in Asia.

Greater Strength in Self-Selection and Masstige FieldsGreater Strength in Self-Selection and Masstige Fields

Integrating the low-price products business in Japan and
the masstige business targeting the growing Asian middle-

income population

We are looking to expand the scope of 

markets, increasing sales quantities, and 

achieving strong, stable profitability by 

integrating the two businesses. We basically 

plan to develop our strategy in earnest from 

the next three-year plan but seek to produce 

real results as soon as possible.



Majolica Majorca: selling well in Asia

Greater Strength in Self-Selection and Masstige FieldsGreater Strength in Self-Selection and Masstige Fields

Integrating the low-price products business in Japan and
the masstige business targeting the growing Asian middle-

income population

Majolica Majorca, a makeup brand that we 

have been introducing to new markets in 

Asia since last year, is developing 

popularity across the region. The brand has 

sold best in major affiliated store chains, 

particularly in Taiwan, Thailand, and 

Singapore. We have been laying the 

groundwork in each market, steadily 

accumulating expertise.

A Vietnam plant is planned to be 
completed in February and will start 

production in April.
Training in Japan for local staff

Greater Strength in Self-Selection and Masstige FieldsGreater Strength in Self-Selection and Masstige Fields

Integrating the low-price products business in Japan and
the masstige business targeting the growing Asian middle-

income population

A new plant under construction in Vietnam 
is scheduled to be completed as a major 
production facility in February. The plant 
will be state-of-the-art, in compliance with 
ISO22716, an international standard for 
cosmetics manufacturing and quality control. 
We are providing training in Japan for senior 
staff hired locally in Vietnam from 
September, to ensure that the plant can 
produce high-quality products accepted 
throughout the world from April. The plant 
will begin by manufacturing existing 
products in Japan in the low price range, and 
will develop a low-cost production system.

Taking future business expansion into 
consideration, we will consider optimizing 
production at 15 production facilities 
worldwide, including plants in Japan.



ConclusionConclusion

Shiseido will continue to move forward globally, 

focusing on future goals and steadily executing plans. 

Shiseido will move up to become a company that will 
have stronger brands and greater earnings strength by 
improving current performance while simultaneously 

pursuing medium-term initiatives.

We will be the company of choice and of necessity for 

customers worldwide through value unique to Shiseido.

We continue to face a very challenging 
global economic downturn. Rather than 
allowing ourselves to be overcome, however, 
we are convinced that we turn the challenges 
into a powerful engine for growth by focusing 
on our future goals, steadily translating our 
plans into action, and proceeding globally.

Rich, human science, and omotenashi

Based on these core Shiseido values, we aim 
to remain the company of choice and of 
necessity for customers around the world by 
providing value unique to Shiseido.

We will continue to strengthen our brands 
and develop greater earnings strength by 
improving our performance in the second half 
while simultaneously pursuing initiatives for 
the medium term.

We hope that we can count on your 
continued support. Thank you for your 
attention.



Financial Results for the First Half Financial Results for the First Half 

Ended September 30, 2009Ended September 30, 2009

Yasuhiko Harada

Director & Corporate Senior Executive Officer

-90.9%0.3%0.9Income Taxes and 
Minority Interests etc.

(-3.7)-1.0%-3.2Extraordinary 
Income / Loss (net)

-34.8%7.5%23.7Ordinary Income

-11.4%5.6%17.8Net Income

-32.9%7.2%22.7Operating Income

-3.5%-17.5%34.5%109.6Overseas

-8.3%-8.3%65.5%207.7Domestic 

-6.5%-11.7%100.0%317.3Net sales 

Local 
currency 

basis

YoY % 
change

% of net 
sales

09/9 Results

Consolidated Results
（billions of yen）



Consolidated Results: Trend
(Billions of yen)

32.1

22.7

33.9
25.822.7

14.3

23.5

16.9 19.124.7

8.1

17.820.112.99.4
4.89.9

-54.3

9.9-1.5 10.36.6

317.3
362.9

359.4347.4

310.3
292.4

292.7

307.0 309.3
316.1 330.6
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00/3
1H

01/3
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1H
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1H

05/3
1H
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07/3
1H

08/3
1H

09/3
1H

10/3
1H

-60

-40

-20

0
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Operating Income: R

Net Income: R

Net Sales: L

(Fiscal Years ended)

Sales Income

Quarterly Results

（billions of yen）

-32.9%22.7
（7.2%）

-4.7%20.6
（11.6%）

-82.8%2.1
（1.5%）

Operating 
Income
(margin)

-8.3%
-17.5%

（-3.5%）

207.7
109.6

-8.6%
-9.9%

（+2.8%）

115.0
62.6

-7.9%
-25.9%

（-10.4%）

92.7
47.0

Domestic
Overseas

(local 
currency)

-11.7%317.3-9.1%177.6-14.9%139.7Net Sales

Y oYY o YY o Y

1st Half2Q (Jul.-Sep.)1Q (Apr.-Jun.)



-6.5%-11.7%-42.1100%317.3Total

-47.2%-47.2%-4.31.5%4.8Others

-3.4%-17.5%-23.234.4%109.1
Overseas 

Cosmetics

-6.7%-6.7%-14.764.1%203.4
Domestic 

Cosmetics

% of Net 
Sales

Local 
Currency

YoY
% change

YoY
Amount

2009/9 Results

(billions of yen)

Sales by Business Segment

Domestic Cosmetics Sales : by Division

-6.7%-14.764.1%203.4Total

+1.8%+0.35.5%17.3Non-Shiseido etc.

-3.7%-0.32.3%7.3Healthcare

-9.5%-0.72.2%7.0Professional

-7.5%-14.054.1%171.8Cosmetics

-8.0%-2.28.1%25.7Toiletries

-7.6%-3.814.4%45.8Self-selection

-7.4%-8.031.6%100.3Counseling

% of Net 
sales

YoY
% change

YoY
Amount

2009/9 Results

(billions of yen)



09/3
Results

10/3
1Q

10/3
2Q

10/3
First half

6 Mega Lines
( % of Net Sales)

-6%
(39%)

-11% ±0% -5%
(40%)

5 Relationship Building 
Brands/Lines

( % of Net Sales)

+3%
(20%)

+4% -5% -1%
(19%)

21 Core Lines
( % of Net Sales)

-5%
(78%)

-7% -6% -6%
(79%)

Domestic Cosmetics Sales: 
YoY % change of sales of major brands/lines

-6.0%14.8613.97RMB

-20.8%160.54127.21EURO

-9.0%104.9295.48US$

Change 08/9
First Half

09/9
First Half

（billions of yen）

Overseas Cosmetics Sales: by Division

-1.1%-15.7%-17.930.4%96.4Cosmetics

09/9
Results

% of Net 
Sales

YoY
Amount

YoY
% change Local 

Currency

Professional 12.7 4.0% -5.2 -29.2% -18.1%

Total 109.1 34.4% -23.2 -17.5% -3.4%



Asia/Oceania

Europe

Americas

-6.5%-11.7%-42.1100%317.3Total

-3.5%-17.5%-23.334.5%109.6Overseas

+3.8%-8.7%-5.217.1%54.2

-8.8%-27.5%-12.610.5%33.3

-10.5%-20.0%-5.56.9%22.1

-8.3%-8.3%-18.865.5%207.7Japan

% of Net 
Sales

Local 
Currency

YoY
% change

YoY
Amount

09/9 Results 

（billions of yen）

Sales by Geographic Segment

Cost of Sales / SG&A

Others

Personnel

Advertising  & 
Selling

-13.0%-10.8+0.3%22.7%72.0

-9.9%-23.7-1.3%67.9%215.4SG&A

-10.3%-8.0-0.3%21.8%69.2

-6.3%-5.0-1.3%23.4%74.2

-8.4%-7.2-0.9%24.9%79.1Cost of Sales

% pt.
Change

% of Net 
Sales

YoY
% change

YoY change
(amount)

09/9 Results

（billions of yen）

(Notes)
1. Positive figures for % pt. change denote decrease in expenses.
2. Negative figures for YoY change (amount) and YoY % change denote decrease in costs.



-32.9%

-2.2 points7.2%% of Net Sales

-11.122.7Operating Income (¥B)Total

+3.9 points9.1%% of Net Sales

-13.7%-0.10.7Operating Income (¥B)Others

-5.4 points1.0%% of Net Sales

-87.5%-7.41.1Operating Income (¥B)Overseas 
Cosmetics

-0.8 points10.2%% of Net Sales

-14.1%-3.420.9Operating Income (¥B)Domestic 
Cosmetics

YoY
% change

YoY change
(amount)

09/9 Results

Operating Income: by Business Segment

-2.2 points12.2%% of Net Sales

Asia/Oceania

Europe

Americas

-42.3%

-3.2 points7.6%% of Net Sales

-6.48.7Operating Income (¥B)Overseas

-19.6%-1.56.2Operating Income (¥B)

-5.4 points5.0%% of Net Sales

-65.8%-3.92.0Operating Income (¥B)
-3.0 points2.1%% of Net Sales

-66.8%-1.00.5Operating Income (¥B)
-1.2 points6.0%% of Net Sales

-24.0%-4.213.2Operating Income (¥B)Domestic

YoY
% change

YoY
change

09/9 
Results

Operating Income: by Region



Interest Expense

-1.50.9Total

+0.11.3Others

-1.1-0.1Foreign Exchange Margin Gain/Loss

-0.5-0.2Net Interest Income and Expense

+0.2-0.7

-0.70.5Interest / Dividend Income

YoY Change 
(amount)

09/9 resultsOther Income (Expenses)

（billions of yen)

+0.5-3.2Total

+2.5-0.3Others

-2.0-2.8Impairment Losses

YoY Change 
(amount)

09/9 resultsExtraordinary Income / Loss

Other Income (Expenses) and Extraordinary 
Income (Loss)

-2.320.117.8Net income

+0.52.31.8Minority interests

+9.3
(+26.8%)

10.3
(31.4%)

0.9
(4.6%)

Income taxes
(tax rate)

+ 1.8-0.8-2.7Income taxes – deferred

+ 7.511.13.6Income taxes - current

-12.132.620.5Income before income taxes

YoY Change 
(amount)

08/9 Results09/9 
Results

Net Income
（billions of yen）



Consolidated Balance Sheets

(+1.4pp)(57.0%)(Equity ratio)

+2.416.8Minority Interests-1.1114.9Investments and Other Assets

-0.1606.5Total-0.1606.5Total

+7.7-18.6Valuation, Translation 
Adjustments

+1.136.5Intangible Assets

+1.0364.4Shareholders’ Equity+0.2138.4Property, Plant & Equipment

+11.1363.0TOTAL NET ASSETS+0.2289.8TOTAL FIXED ASSETS

+3.765.7Interest-bearing debt+1.669.9Inventories

-5.941.2Other payables-1.1100.9Notes & Accounts Receivable

-7.545.3Notes and accounts payable+1.9106.6Cash & Time Deposits / ST 
Investments in Securities

-11.2243.4TOTAL LIABILITIES-0.3316.7TOTAL CURRENT ASSETS

Change 
from 09/03

AmountLiabilities/ 
Shareholders’ Equity

Change 
from 09/03AmountAssets

（billions of yen）

(Note) Only major items are stated above. 

+5.6%13.3114.06RMB

+5.9%127.93135.51EURO

+5.5%91.0196.02US$

% changeEnd of 08/12End of 09/6

-0.2

16.8

-60

-40

-20

0

20

40

60

80

02/3 03/3 04/3 05/3 06/3 07/3 08/3 09/3 09/9

Consolidated cash flows

Free cash flows

Consolidated Cash Flows

（billions of yen）



(millions of yen)

32,800 + 3,338 + 11 14,056 + 621 + 5 

18,900 + 520 + 3 9,737 + 709 + 8 

Intangible Assets and Others

13,900 + 2,818 + 25 4,319 - 88 - 2 

26,000 - 2,288 - 8 12,862 - 1,351 - 10 

17,000 - 192 - 1 8,493 + 598 + 8 

Intangible Assets and Others

9,000 - 2,096 - 19 4,369 - 1,949 - 31 

14,500 - 742 - 5 7,053 - 407 - 5 

47,500 - 5,975 - 11 21,673 - 5,820 - 21 
* Capital expenditure includes investment to tangible assets and intangible assets other than goodwill, 
  and longterm prepaid expenses.

Tangible Fixed Assets

Depreciation and Amortization

  (Investment)

R&D Expenses

Advertising Expenses

Year
Ending
2010/3

（Estimate） Amount

  (Investment)

Capital Expenditure  *

Period
Ended
2009/9

（Results）

Tangible Fixed Assets

Appendix for the Financial Results of the First Half Ended September 30, 2009

Increase/Decrease over
Previous Year

Increase/Decrease over
Previous Period

Amount % Change% Change
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