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Results and Outlook
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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 start with our results for the first quarter ended June 30, 2011, and the outlook for the first half 

and full year ending March 31, 2012.
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First Quarter Results (Ended June 2011)

Overseas Sales Ratio 43.0% (+2.9 pp)

Operating Margin 5.8% (+3.5 pp)

Exchange Rate 1 US$ = ¥82.4 (-9%)  1 Euro = ¥112.6 (-10％)
1 RMB = ¥12.5 (-6%)

* result of previous year

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

Net Sales 157.3 +7.9% +12.0% +11.5
Domestic 89.6 +2.6% +2.7% +2.3
Overseas 67.7 +15.8% +25.9% +9.2

Operating 
Income 9.1 +174.1% +204.7% +5.8
Ordinary 
Income 9.3 +187.2% – +6.1

Net Income -0.3 (-0.7) – +0.4*

The next page shows a summary of our statements of income.
Consolidated net sales for the first quarter were ¥157.3 billion, an increase of 7.9% from the previous year. The 
rise was chiefly attributable to an increase in overseas sales, which I will describe in detail later. Overseas sales 
increased significantly from the previous year in all regions. Overall, overseas sales rose 15.8% year on year in 
yen terms and 25.9% in local currency terms.
Although consumer confidence continued to weaken, domestic sales rose 2.6% year on year partly because 
some of the shipments we planned for March were delayed until April due to the earthquake and partly because 
proposals of products for the summer produced results.
Operating income increased 174.1% year on year, to ¥9.1 billion, attributable to a rise in the margin associated 
with a sales increase and an improvement in the cost of sales ratio, which I will describe later.
Ordinary income climbed 187.2% year on year, to ¥9.3 billion.
A net loss of ¥300 million was posted because of an increase in the tax burden, due to the deferred tax 
accounting for the elimination of unrealized income in relation to the inventory of sales subsidiary. 
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Sales by Business

Q1 of 2012/3 Q1 of 2011/3
YoY % 
Change

Local 
Currency

(billion yen)

% of Net 
Sales (billion yen)

% of Net 
Sales

Domestic 
Cosmetics 83.5 53.1% 82.5 56.5% +1.3% +1.3%

Global 
Business 71.8 45.7% 61.1 41.9% +17.6% +27.5%

Others 2.0 1.2% 2.3 1.6% -14.3% -14.3%

Total 157.3 100.0% 145.8 100.0% +7.9% +12.0%

Let me explain sales first and operating income next.

First, I will describe sales by business.

Domestic cosmetics sales increased 1.3% year on year. Sales in the Global Business rose 

17.6% year on year in yen and 27.5% in local currency terms.

The main reason for the decline in sales in Others is the absence of sales of medical-use 

pharmaceuticals in the Frontier Sciences Division, which we stopped selling in the second half of 

the previous fiscal year.
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Domestic Cosmetics Sales: by Division

- Although the over-the-counter cosmetics market continued to shrink with consumer confidence remaining sluggish, our shipments rose from a year ago.
- Over-the-counter sales (counseling plus self-selection) of the Company from April through June were weak, down 9% to 10% year on year.
- Over-the-counter sales were larger than shipments of the Company in terms of value, and as a result, the inventory level in the market declined.

INTEGRATE 
Mineral Foundation

Renewal of TSUBAKI

Q1 of 2012/3 Q1 of 2011/3 YoY
Amount 

(billion yen)

YoY % 
Change

(billion yen)
% of Net 

Sales (billion yen)
% of Net 

Sales

Counseling 39.5 25.1% 40.0 27.4% -0.6 -1.4%

Self-Selection 20.4 13.0% 20.3 13.9% +0.1 +0.6%

Toiletries 13.3 8.4% 9.4 6.5% +3.8 +40.8%

Cosmetics 73.2 46.5% 69.8 47.8% +3.4 +4.9%

Healthcare 3.1 2.0% 3.3 2.2% -0.1 -4.5%

Others 7.2 4.6% 9.4 6.5% -2.2 -23.4%

Domestic Cosmetics 83.5 53.1% 82.5 56.5% +1.0 +1.3%

I will describe sales by business segment.
We estimate that over-the-counter sales of counseling and self-selection in the Domestic Cosmetics business declined 9% to 
10% in the three months, while the contraction expanded from minus 3% to minus 4% in the fourth quarter of the previous 
fiscal year, reflecting declining consumer confidence following the earthquake. However, sales through the department store 
channel, where we strengthened skincare treatment demonstrations at stores, increased from a year ago, while the entire 
channel in the market shrank with declining numbers of foreign tourists. Market inventory declined from the end of the 
previous fiscal year.
By product category, sales in the counseling category declined 1.4% year on year, as cle de peau BEAUTE, which was 
renewed as a global mega brand in the spring, performed well, while mid-range products, including MAQUILLAGE, struggled.
Among self-selection category, some products of INTEGRATE line, especially the mineral foundation, became a long-selling 
product. Meanwhile, summer products such as ANESSA and AG+ sold well. As a result, sales of self-selection products rose 
0.6%.
Sales of toiletries increased 40.8%, driven by higher sales of SENKA, new items of which began to be added from September 
last year, and strong shipments of SEA BREEZE and TSUBAKI, all three series of which—red, white, and gold—were 
renewed in June.
Sales at the Others segment dropped 23.4%, chiefly because of a fall in sales at The Ginza, which in turn was linked to the 
drop in the number of tourists from overseas.
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Global Business Sales: by Division

Q1 of 2012/3 Q1 of 2011/3 YoY
Amount 

(billion yen)

YoY % 
Change

Local Currency

(billion yen)
% of Net 

Sales (billion yen)
% of Net 

Sales

Cosmetics 62.2 39.5% 52.0 35.7% +10.2 +19.6% +30.0%

Professional 9.7 6.2% 9.1 6.2% +0.6 +6.5% +13.4%

Global 
Business 71.8 45.7% 61.1 41.9% +10.8 +17.6% +27.5%

- Cosmetics markets in Western countries continued to recover as a whole, although there was variability among countries 
and regions.

- The Chinese market continued to drive growth in Asia and Oceania.
- 【Secound Quarter】Sales in the first six months remained steady in each region.

Let me describe our Global Business.Cosmetics markets in Western countries continued to 

recover overall, although there was variability among countries and regions. The Chinese market 

continued to drive growth in Asia and Oceania.

Overall sales in the Global Business rose 27.5% year on year in local currency terms, and sales 

in cosmetics increased 30.0% in local currency terms.

Sales in professional climbed 13.4% in local currency terms, the result of growth in Asia as in the 

previous fiscal year, strong sales of Zotos in Western countries, and the success of 

ADENOVITAL, a hair grower, in Japan.
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Sales by Geographical Area

Q1 of 2012/3 Q1 of 2011/3 YoY
Amount 

(billion yen)

YoY % 
Change

Local 
Currency

(billion yen)

% of Net 
Sales (billion yen)

% of Net Sales

Japan 89.6 57.0% 87.3 59.9% +2.3 +2.6% +2.7%

Americas 22.3 14.2% 15.7 10.8% +6.6 +42.4% +56.9%

Europe 20.3 12.9% 19.1 13.1% +1.2 +6.1% +17.7%

Asia/Oceania 25.1 15.9% 23.7 16.2% +1.4 +5.9% +12.0%

Overseas 67.7 43.0% 58.5 40.1% +9.2 +15.8% +25.9%

Total 157.3 100% 145.8 100% +11.5 +7.9% +12.0%

This page shows sales by geographical area.

Sales in the Americas rose 56.9% year on year in local currency terms, as sales of Bare 

Escentuals added to the sales of the pre-existing brands, including the growth of global brand 

Shiseido and NARS.

Sales in Europe increased 17.7%, reflecting steady sales of new products, including the new 

Shiseido Benefiance and Shiseido Makeup products, as well as strong sales in the travel retail 

and in Russia.

Sales in Asia and Oceania grew 12.0%, attributable to strong sales in China, which were driven 

by the cosmetics specialty stores business involving brands such as Urara and Pure Mild.
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Cost of Sales / SG&A
(billion yen)

Q1 of 2012/3 Q1 of 2011/3
YoY

Increase/
Decrease YoY % Change

% of Net 
Sales

% pt Change 
(+: decrease)

% of Net 
Sales

(-: cost cut) (-: cost cut)

Cost of Sales 35.2 22.3% +1.8% 35.2 24.1% +0.0 +0.0%

SG&A 113.1 71.9% +1.7% 107.3 73.6% +5.7 +5.3%

Domestic 67.0 75.1% +4.0% 69.4 79.1% -2.5 -3.6%

Overseas 46.1 67.7% -2.4% 37.9   65.3% +8.2 +21.7%
Advertising & 
Selling 34.7 22.1% +0.7% 33.2 22.8% +1.5 +4.5%

Personnel 40.8 25.9% +1.2% 39.5 27.1% +1.3 +3.3%

Others 35.2 22.4% +0.6% 33.5 23.0% +1.7 +5.0%
M&A-Related 
Amortization Cost 2.3 1.5% -0.8% 1.1 0.7% +1.2 +111.2%

This page shows a year-on-year comparison of the cost of sales and selling, general, and administrative expenses.
The cost of sales ratio improved 1.8 percentage points year on year, to 22.3%. The major reasons are a temporary rise in 
the cost of sales due to an estimate of the fair value of inventory in association with the consolidation of Bare Escentuals in 
the same period in the previous fiscal year and our efforts to reduce returned goods in Japan.
The SG&A to sales ratio improved 1.7 percentage points, to 71.9%.
Of SG&A, advertising and selling improved 0.7 percentage point. The ratio of advertising & selling to sales rose overseas 
because of a stepped up marketing investment, especially in China. However, the ratio for overall consolidated operations 
declined given the difference in the scale of promotions in Japan between the first quarter under review and the same 
period in the previous fiscal year.
Increases in marketing investments will be more apparent from the second quarter.
Personnel costs improved 1.2 percentage points. A reduction in bonuses in Japan had a great effect.
Others improved 0.6 percentage points. This is because of a cut in logistics costs in Japan as well as careful management 
of indirect costs overseas to keep rises in indirect costs below sales growth.
M&A-Related Amortization Cost primarily reflected the amortization of goodwill and sales rights relating to Bare Escentuals
in the full three months.
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Operating Income: by Business
(billion yen)

Q1 of 2012/3 Q1 of 2011/3 YoY Amount YoY % Change

Domestic 
Cosmetics

Operating Income 8.9 3.9 +5.0 +127.3%

OP Margin 10.6% 4.7% +5.9pp
Global 
Business

Operating Income -0.2 -1.1 +0.9 –

OP Margin -0.2% -1.8% +1.6pp
Others Operating Income 0.4 0.5 -0.1 -16.1%

OP Margin 12.4% 12.2% +0.2pp
Total Operating Income 9.1 3.3 +5.8 +174.1%

OP Margin 5.8% 2.3% +3.5pp

This page shows operating income by business.

Operating income rose 127.3%, and the operating margin increased 5.9 percentage points in the 

Domestic Cosmetics business, primarily because of a rise in the margin associated with a sales 

increase and reductions in costs and personnel costs.

The operating loss in the Global Business shrank ¥0.9 billion, and the operating margin improved 

1.6 percentage points. The main reason for the improvement was a temporary cost increase 

in the previous fiscal year associated with the consolidation of Bare Escentuals. However, 

the improvement in income was relatively small compared with the rise in sales because the 

increased margin associated with the climb in sales was spent on marketing.
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Operating Income: by Geographic Area (Reference Information)

(billion yen)

Q1 of 2012/3 Q1 of 2011/3 YoY Amount YoY % Change

Japan Operating Income 4.8 -0.1 +4.9 –

OP Margin 5.0% -0.1% +5.1pp

Americas Operating Income 1.6 -0.2 +1.8 –

OP Margin 6.6% -1.3% +7.9pp

Europe Operating Income 1.7 1.6 +0.1 +5.3%

OP Margin 7.5% 7.4% +0.1pp

Asia/Oceania Operating Income 0.2 1.0 -0.7 -76.6%

OP Margin 0.9% 4.3% -3.4pp

Overseas
Operating Income 3.6 2.4 +1.2 +49.5%

OP Margin 5.0% 3.9% +1.1pp

Total Operating Income 9.1 3.3 +5.8 +174.1%

OP Margin 5.8% 2.3% +3.5pp

This page shows operating income by location of parent and subsidiaries as reference 

information. Operating income in Japan increased ¥4.9 billion, and the operating margin rose 5.1 

percentage points from the previous fiscal year.

Operating income climbed 49.5%, and the operating margin increased 1.1 percentage points 

overseas. The operating margin declined in Asia and Oceania, reflecting a greater investment in 

marketing, especially in China.
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Consolidated Balance Sheets

2011/6 Changes 
from

2011/3

2011/6 Changes 
from

2011/3Excluding 
Foreign 

Currency 
Exchange

Foreign 
Currency 
Exchange

Excluding 
Foreign 

Currency 
Exchange

Foreign 
Currency 
Exchange

Total Current Assets 305.0 -8.2 -15.5 +7.3 Total Liabilities 414.0 -5.0 -8.8 +3.8
Cash Deposits and 
Securities 100.2 -4.8 -7.4 +2.6 Notes & Accounts 

Payable 47.4 +3.7 +2.7 +1.0
Notes & Accounts 
Receivable 93.5 -9.5 -12.0 +2.5 Other Payables 36.1 -1.9 -2.1 +0.2

Inventories 75.7 +9.8 +8.2 +1.6 Interest-Bearing Debt 202.3 +4.8 +4.4 +0.4

Fixed Assets 428.0 +2.1 -3.5 +5.6 Total Net Assets 319.0 -1.2 -10.3 +9.1
Property Plant and 
Equipment 132.1 +0.9 -0.3 +1.2 Shareholders’ Equity 352.0 -10.3 – –

Intangible Assets 187.8 +1.8 -2.2 +4.0 Other Comprehensive 
Income -46.2 +8.8 – –

Investments and 
Other Assets 108.1 -0.6 -1.1 +0.5 Minority Interests 12.5 +0.3 – –

Total Assets 733.0 -6.1 -19.0 +12.9 Total Liabilities and 
Net Assets 733.0 -6.1 -19.0 +12.9

Exchange Rates (end of March 2011): US$1: ¥83.2  €1: ¥117.5  1 RMB: ¥12.7

(end of December 2010): US$1: ¥81.4  €1: ¥107.8  1 RMB: ¥12.3
(Notes) The table includes only major accounts.

Equity ratio: 41.7%

(billion yen)

This page shows our balance sheet.
We show the effect of foreign exchange rates, which was significant. Unlike the income 
statement, the balance sheet uses exchange rates at the end of the term. As a result, the 
balance sheet was influenced by the weaker yen.
Total assets at the end of the period declined ¥6.1 billion from the end of the previous fiscal year, 
to ¥733.0 billion.
Cash deposits and securities fell, reflecting the payment of dividends and bonuses in Japan. 
Accounts receivable decreased, reflecting seasonal difference of sales amount. 
The equity ratio remained almost unchanged from the end of the previous fiscal year at 41.7%, 
partly attributable to the effect of a weaker yen.
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Outlook for Fiscal 2011

(billion yen) Forecast YoY % Change Local Currency Change from 4/27

Net Sales 680.0 +1.4% +4% ±0.0
Domestic 383.0 +0.0% – ±0.0
Overseas 297.0 +3.2% +10% ±0.0

Operating 
Income 40.0 -10.0% – ±0.0
Ordinary 
Income 40.0 -10.1% – ±0.0

Net Income 21.0 +64.2% – ±0.0
Overseas Sales Ratio 43.7% (+0.8pp)

Operating Margin 5.9% (-0.7pp)

Exchange Rate US$1 = ¥80; €1 = ¥110; 1 RMB = ¥12.5

This page shows the outlook for the fiscal year ending March 2012. These forecasts are the 

same as those that were announced on April 27.
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Outlook for the First Half Ending September 2011

(billion yen) Forecast YoY % Change Local Currency Change from 4/27

Net Sales 336.0 +0.7% +3% +2.0
Domestic 193.5 -2.7% – -2.0
Overseas 142.5 +5.8% +12% +4.0

Operating 
Income 18.0 -17.6% – ±0.0

Ordinary Income 18.0 -17.0% – ±0.0
Net Income 7.0 -7.2% – -3.0

Overseas Sales Ratio 42.4% (+2.0pp)

Operating Margin 5.4% (-1.1pp)

Exchange Rate US$1 = ¥82.1; €1 = ¥115.0; 1 RMB = ¥12.5

However, we have revised upwards net sales ¥2 billion, to ¥336.0 billion for the first half. The 

break down is ¥2 billion decline of domestic sales in the Healthcare and Others segments and ¥4 

billion increase in overseas sales reflecting the influence of the weaker yen.

Net income has been revised down ¥3 billion, to ¥7 billion, reflecting the latest estimate of tax 

expense.



-Promote summer proposal activities.

- Attract regular users and make star items long-selling products.

- Toning and cooling effect
- Moisture-rich effect

Develop new markets
- Toning lotion
- Mist type moisture lotion

Introduce comfortable 
way of using foundation

Expand the target demographic 
of SEA BREEZE brand to adults

Domestic recovery

Key Future Initiatives

Using foundation with water brings 
pleasant texture with cooling 
sensation and snugly-fixed finish 

The next page describes our key initiatives for the future.

As I mentioned earlier, we will steadily produce results from the proposals we have made for 

summer items in the domestic market. Meanwhile, through direct contact between our beauty 

consultants and customers, as in the department store channel, which is performing solidly in a 

challenging environment, we will increase the number of regular users of our products. We will 

seek to turn the star items in each line into long-selling products.

Now in summer, we are revitalizing our counters of basic items and promoting sales of summer 

items, including SEA BREEZE, AG+, ANESSA, and UV SENKA. We are also stepping up the 

promotions of foundation used with water and toning lotion that cools the skin.
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- Promote sales in the expanding masstige market in Asia.
- Focus on priority brands in each country.

Aiming to outperform market growth

MAJOLICA MAJORCA

Overseas expansion

Key Future Initiatives

SENKA

As we mentioned recently, in our global business, we are continuing to develop global mega 

brands, including global brand SHISEIDO and Za. In addition, we will gear up to promote sales of 

SENKA in the expanding masstige market in Asia and will focus on priority brands in each area. 

In doing so, our aim is to outperform market growth.
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