
Today, we will be discussing the financial results briefing for the first half of fiscal year 
ending December 31, 2022, forecast of fiscal 2022, and initiative for second half.



The accounting standard for revenue recognition has applied from FY2022.
Please note that this document is a comparison of actual results, converted to match the 
accounting standards from the current fiscal year.



Let me begin by explaining our consolidated financial results.



The cosmetics market, as a whole, is on the road to recovery. Domestic consumption, 
excluding inbound sales, has also shown signs of gradual recovery since the lifting of the 
COVID-19 measures at the end of March. 
However, in light of the current COVID-19 infection situation, we recognize that it will take 
some time for a full-fledged recovery.
Overseas, the prolonged lockdown in China affected our logistics operations, in addition to 
limiting our sales activities.

Under these circumstances, the Group’s consolidated revenue and income declined, 
mainly due to a decrease in revenue at POLA.
As for POLA, the consignment sales channel is showing a recovery compared to Q1. 
Overseas, sales were lower than the previous year due to the lockdown in China, as well 
as the planned suppression of shipments to the South Korean duty-free stores, which has 
been implemented since this fiscal year as a countermeasure for the C2C market.

Although the yen has weakened significantly, we believe the impact on our consolidated 
performance will be negligible.
The lower portion of the screen shows the YoY change in consolidated sales on a monthly 
basis. The extent of the revenue decline has been gradual, but the trend is shrinking.



We will now explain consolidated PL.

The cost of sales ratio has increased, mainly due to a decrease in the sales composition 
ratio of low-cost POLA, but still maintains a high gross margin ratio. 
SG&A expenses decreased mainly in variable costs, such as sales commissions and 
consignment expenses. 
As a result, the operating income margin was 6.2%, but the profit margin improved 
compared to Q1.



This is about operating income to profit attributable to owners of parent.

Non-operating income increased due to foreign exchange gains of approximately JPY3.9 
billion. 
The decrease in income taxes is due to the dissolution and liquidation of the H2O PLUS 
brand, which was announced in Q1.



Factors behind the change in net income are as shown.
Final income increased significantly due to a decrease in income taxes and other factors.



Next, I will discuss the status of the segments. 



The results by segment are as shown.
Revenue in the beauty care business declined, but the extent of the decline was smaller 
than in Q1.



Here are the results by brand. 
With regard to sales, the decline in POLA’s revenue had a significant impact on the 
consolidated results. 
Operating income decreased due to a decrease in gross profit.
From next page, I will explain the status of each brand.



In Japan, sales of POLA’s consignment sales channel declined due to a decrease in the 
number of customers. 
On the other hand, sales in other channels are on an increasing trend.
Overseas sales were significantly affected by the lockdown, a decrease of 13.4% even 
excluding the impact of suppressed shipments to South Korea.

In consignment sales, POLA’s main channel, revenue continued to decline, although the 
high prestige B.A series is performing well, and is on a recovery trend as a whole.
We will explain the factors behind this on the next page by showing you the structure of 
our customers.



Breaking down the structure of sales into purchase per customer and the number of 
customers, the number of customers has declined significantly by 25%.
Regarding the decline in customer numbers, the bar graph on the lower left shows the 
number of new customers and existing customers, and the number of customers who 
have changed since the same period of the previous year.

The environment has made it difficult to demonstrate the strength of offline customer 
service, and new customer acquisition continues to be lower than the previous year.
By bringing counseling online, the Company has been able to maintain a repeat rate of 
new customers, but the buildup of existing customers is decreasing due to a lack of 
absolute numbers.
On the other hand, the change in the number of trial aesthetic customers in the current 
term shows a gradual recovery, and we expect to attract new customers in the future.

It will take some time to expand the customer base that has declined over the past few 
years, but the decline in the number of customers will bottom out in H1 and turn into an 
improving trend in the future. 
We will explain our efforts in H2 of the fiscal year later.



ORBIS revenue declined due to the continued decline in the number of customers, as the 
Company continued to strategically curb discounts and other promotions. 
Due to the renewal of ORBIS U in this August, we have temporarily curbed the volume of 
advertising. 
In addition, the unit price of advertising has increased due to intensifying competition in the 
e-commerce market, and we are struggling to acquire new customers.



Jurlique was affected by the lockdown in China but is making up for its offline struggles 
through e-commerce, a key channel for the Company.

H2O PLUS, which was resolved to be liquidated, is progressing as planned toward 
liquidation and closed its own e-commerce business at the end of June.



As for brands under development, THREE resumed its own e-commerce operation in April, 
but even after the resumption, the Company curbed online promotions, resulting in a 
decline in revenue due to a lack of customer activation. 
Sales of external e-commerce platforms are growing, and new customer contact points are 
expanding.

DECENCIA saw a decline in revenue as investments were strategically restrained in 
preparation for the renewal of the main series in H2.



I have explained the results by brand.
Next, I will now continue with an explanation of the outlook for the current fiscal year.



As you can see, we have decided to revise our full-year plan downward. 

In addition to the difference in the plan that occurred in H1, we have revised the plan 
mainly for POLA after carefully examining the outlook for the pace of recovery in H2 of the 
fiscal year, based on stricter assumptions about the external environment.
We are very sorry that we are unable to meet your expectations in an environment that is 
difficult to foresee due to COVID-19.
The following pages provide a detailed explanation of the modifications.



POLA accounts for the majority of the revision, since the recovery of the consignment 
sales channel was less than expected in H1, resulting in a deviation from the plan. 
We will work to recover in H2, but we have judged that a rapid turnaround is unlikely given 
the current customer structure.
With regard to overseas, the impact of the lockdown, which was not assumed at the 
beginning of the year, has been newly factored in. However, in H2, we hope to turn 
revenue growth of overseas even in this situation.



Next, I will explain our initiatives for H2 and beyond.



POLA’s consignment sales channel is facing a decline in the number of customers. 
However, there are a number of stores that are effectively utilizing social networking 
services, such as Instagram and LINE, and are seeing results in attracting new customers. 
These success stories will be rolled out nationwide to accelerate the speed of expansion 
of online customer contact.
We will also introduce new products from B.A., which are performing well, in order to 
attract new customers and revitalize existing customers.

As for overseas, we will continue to open new stores in China to enhance the brand value. 
Although the store opening schedule was delayed due to the lockdown, we will accelerate 
the pace of store openings in H2.
Outside of China, we will expand our customer contacts, particularly in the ASEAN region, 
and enhance our brand presence globally.



ORBIS has a major topic regarding product. The brand’s iconic skincare series, ORBIS U, 
will be renewed. 
Since its launch, this product has received many best cosmetic awards, but we have 
enhanced its functionality, such as its moisturizing ability.
Large-scale promotion will be held through offline events and social networking services. 
By attracting new customers, we hope to halt the decline in the total number of customers.

In addition, the brand's first cushion foundation and special care products are scheduled to 
launch, which will promote cross-selling and raise the purchase per customer. 
We would like to turn the revenue growth into an annual increase through aggressive 
promotional investments.



Jurlique is growing in China, mainly through e-commerce. We will increase brand 
recognition by focusing on skincare items that are performing well and strengthening the 
acquisition of new customers. 
In September, we will launch a cosmetic oil that takes advantage of the Group’s research 
and development expertise. We will nurture this product as a new hero product in 
Jurlique’s skincare line.

THREE will strengthen its online efforts to get its own e-commerce back on a growth 
trajectory. We have also started operating an official LINE account and feel that it is 
responding well to its function as a traffic line to e-commerce.

DECENCIA is working to expand brand recognition as a prestige brand in the sensitive 
skin market. 
We intend to completely revamp ayanasu, our flagship series, and further raise the brand 
stage as new anti-aging skincare, DECENCIA series.

FUJIMI, a personalized brand, has grown to a level where single-month sales exceed 
JPY200 million. By promoting cross-selling with supplements at the core, we will increase 
lifetime value.


















