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Q) Mr. Uotani, what is your vision of a “global company”? 

A) It is a hybrid company in which its head office gives local offices guidance and strategy, and local 

offices undertake aggressive marketing activities in line with regional lifestyles, customs, and 

languages to meet local needs while following the guidance and strategy of its head office. It is 

important to clearly define the division of roles and responsibilities of a head office and local 

operations. 

 

Q) What kinds of management indicators are you going to focus on? 

A) Not only the financial indicators to increase sales and generate cash for the next investment, I also 

want to focus on indicators of customer behavior (the number of purchasers, purchasing frequency, 

etc.) to measure business size and customer loyalty. 

 

Q) The outlook for FY2014 appears rather conservative. What is your view? 

A) The outlook is not conservative considering the reactionary fall after the last-minute demand in March, 

which was higher than expected. We also plan to increase marketing expenses for our future 

growth. 

 

Q) What is your thinking about business spinoffs? What areas can you think of for M&A? 

A) We may consider tapping the strength of other companies or look at a business structure different 

from the current one when we think about how we will grow our business. For M&A, I plan to actively 

seek opportunities by mapping our brands and areas and determining areas offering value that 

Shiseido does not currently have. 

 

Q) Isn’t one of the reasons for the slowdown in Bare Escentuals the vertical segmentation of Shiseido’s 

organization? Isn't the organizational structure optimal for divisions rather than the entire company? 

A) I think you are right. While many global companies segment markets based on their brands and 

regions, Shiseido maintains its traditional domestic and overseas segments even after its overseas 

sales have exceeded 50% of total sales, failing to develop its brands to meet local needs. We would 

like to develop mechanisms and structures in view of total optimization not only for Bare Escentuals, 

but in all overseas operations as soon as possible. To this end, we need human resources who 

excel at global marketing.  

 



Q) How do you position FY2014?  

A) FY2013 was a year of dramatic turnaround. We switched to a business that focuses on store sales 

rather than shipments, and were able to lower store-level inventories, but we still face some 

unresolved issues concerning our brand power. FY2014 is the year for solving those issues, building 

a solid foundation for dramatic growth, establishing medium- and long-term visions, and 

implementing the brand strategy we have been developing since last year, including the re-launch of 

ELIXIR and MAQuillAGE. 

 

Q) The ratio of marketing costs to sales in FY2013 was about 22%. What is your idea of marketing costs 

in FY2014?  

A) We will concentrate our marketing investment in Bare Escentuals, China, and fragrance for the 

overseas segment. We plan to grow sales of Bare Escentuals in the mid single-digit range in 

FY2014 and in the high single digits in FY2015 and achieve double-digit growth in sales in China in 

FY2014. For fragrances, we will make prior investments in strengthening our brands during this year. 

In Japan, while we will begin a major promotion of our brands in the second half of FY2014, we do 

not plan to increase marketing expenses as we expect to see a decline in sales. Meanwhile, we will 

flexibly make changes in response to market conditions as the reform of our brand portfolio will begin 

in earnest in the second half of this fiscal year. 

 

Q) You mentioned that “growth and speed” were the keywords, but the change of accounting year will 

make the numerical figures confusing for investors. How do you plan to announce the speed of 

execution from now on? 

A) I promise that we will present a comparison of numbers in a comprehensible way to prevent confusion 

caused by the change in accounting year. To express the sense of speed, it is important to 

understand market movements such as customer behavior and values as well as competition and 

tightly control our management. We will emphasize mobility by, for instance, forecasting the market 

on a weekly basis for production. For example, we will not operate in a way such that we make plans 

for December and January now and leave them unchanged forever. 

 

Q) As the president of Shiseido, what is your vision and target for profitability appropriate for the 

company’s business structure? 

A) Personally, I feel that the company should achieve sales of one trillion yen and an operating margin of 

10% to compete in the global market. 

 

 

 

 



Q) Do you feel that Shiseido carries too may brands? 

A) We have many brands but the number of brands is not the problem. The problem is that different 

brands are targeting the same market in the same area, becoming more similar in nature. While 

segmentation of cosmetics is detailed and complex, what kind of value is given to major brands such 

as ELIXIR and MAQuillAGE targeting the largest segments is important. While those brands that are 

becoming similar in the same segments need to be organized, balance is important since there have 

been cases of other companies in which competitiveness was lost due to an excessive pursuit of 

efficiency. 

 

Q) How is the strengthening of marketing that will begin fully in the second half FY2014 different from 

such activities in the past? 

A) We will clearly define the targets and establish a brand strategy that will not cause a cannibalization of 

our own brands. We are aiming to create value since customers respond only to new value. We are 

also focusing on creating sales floors capable of clearly presenting our brand value. The vertical 

organization, in which the link between product development and sales activities is weak, has been a 

problem, but we are pursuing sales activities in line with the cycles and mechanisms of large 

retailers. 

 

Q) It appears that in China, you plan to change your strategy from the cost-efficient operation 

implemented in FY2013 to a more aggressive strategy of increasing marketing investment in 

FY2014. Have recent conditions changed to the extent that you should change your strategy? What 

are the priorities for increasing revenue and increasing profit? 

A) I do not want to blame the Senkaku Islands dispute only, but global SHISEIDO, arguably one of the 

major Japanese brands, has been struggling in the Chinese market and has yet to fully recover. We 

understand, however, that sales to general consumers have by now been restored significantly, and 

we would like to confirm the recovery by increasing investment in AUPRES and URARA and 

achieving double-digit growth in sales in FY2014. Also, in China, while we struggle in the department 

store market, e-commerce has been growing rapidly and we will respond fully to such changes in 

channels and markets. 

 

Q) How much and in which areas do you expect to achieve cost savings? How do you view the increase 

in fixed expenses? 

A) We have reduced costs significantly in the past, but we need to invest in developing brands, and that 

is something we plan to continue doing. Meanwhile, we will reduce costs using the scale of the entire 

company, rather than partial optimization, such as by centralizing media buying in major countries 

outside Japan. The increase in personnel expenses in Japan is largely a result of increased bonuses 

in FY2014 due to the financial results of FY2013, which exceeded the plan. Our employees are 



important stakeholders, and we hope that the bonuses will motivate them. In addition, we will pursue 

the measures to reduce our costs by strengthening alliances with our business partners and utilizing 

their capabilities.. 

 

 


