
Today, we will be discussing the financial results briefing for the third quarter of fiscal year
ending December 31, 2022.



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 highlights of consolidated performance.



We believe that the domestic cosmetics market as a whole has been recovering since Q2. With 
regard to overseas markets, lockdowns in China have had a prolonged impact on the sales side of 
the business.

Under these circumstances, in Q3, the overall domestic business generally returned to the same 
level as the previous year for the POLA brand. We understand that we are currently on a recovery 
track. Overseas, revenue and income declined due to prolonged lockdowns in China and 
suppression on shipments to the duty free channel. We expect the climate to remain uncertain for 
some time.
On the other hand, for ORBIS, investment in new products is ahead of schedule, and as a result of 
this investment we are acquiring new customers.

The monthly evolution shown in the bottom row indicates a gradual recovery in line with the 
increase in customer traffic.



Next, I would like to explain the consolidated P&L.

Although the cost of sales ratio has deteriorated due to a lower sales ratio from POLA, which has a 
low cost sales ratio, the gross profit ratio is still over 80%.
As for SG&A expenses, we reduced variable costs which including sales commissions, and sales-
related expenses.

Although the decrease in gross profit had a significant impact on the consolidated operating 
income, it is generally in line with full-year the forecast, which was revised in Q2.



Ordinary income was JPY12.1 billion due to approximately JPY4.6 billion in foreign exchange 
gains, reflecting the continued impact of yen depreciation.
The decrease in income taxes is due to the dissolution and liquidation of H2O PLUS, which was 
announced in Q1.



These are the factors impacting the change in profit attributable to the owners of the parent 
company.
As you can see, operating income was significantly affected by the decrease in gross profit, while 
net profit increased by JPY4.9 billion due to foreign exchange gains and a decrease in income 
taxes.





As for results by segment, the beauty care business, made up mostly of the POLA brand, posted 
declines in both revenue and income. However, in Q3 alone from July to September, beauty care 
held up with a 2% increase in profit on a 2% decrease in sales. We were able to shift to a profit 
increase, albeit slightly.
For the quarterly results, please refer to page 20.



In the next pages, I will explain the status of each brand.



First, the POLA brand.
Although the decline in revenue due to the decrease in the number of customers until Q2 had an 
impact, in Q3, the number of both new and existing customers began to return, and monthly sales 
started exceeding those of the previous year in some months.

In addition, sales in department stores and other channels continued to increase.
Overseas, however, lockdowns had a prolonged impact.

In consignment sales, POLA’s main channel, high prestige products such as the B.A series and 
WHITE SHOT are performing well, and overall sales are recovering.
Customer trends are shown on the next page.



The graphs show YoY comparisons of the total number of purchasing customers through the 
consignment sales channel.
The left graph shows H1 from January to June, with a 16% decrease in the total number of 
customers. On the other hand, the right graph shows the situation improved in Q3 from July to 
September, with a 6% decrease.
With the backdrop of strong skin care sales, the unit price per customer has increased significantly 
over the previous year, and we have almost reached the same level as the previous year in Q3 in 
terms of sales in the consignment sales channel.

Currently, we are increasing social networking outreach from our stores to expand the number of 
customers who have an online relationship with us. This is helping to attract new customers.
We are also increasing the number of physical events for existing customers. We have 
strengthened proposals to promote store visits at individual stores.
As a result, aesthetic sales recovered, reaching the largest quarterly sales in the current fiscal year 
during the period from July to September.
The number of loyal customers has started to increase.

From Q4 onward, we will continue to acquire new customers by launching campaigns for new 
products.
For existing customers, we will also encourage continued visits to stores with year-end commercial 
products and new aesthetic offerings.



ORBIS has renewed ORBIS U. As a result of this effort, the number of new customers from July to 
September has begun to increase. Over the medium to long term, we will halt the decline in the 
total number of customers.

Income declined in Q3, but this was due to prior investment in promotional activities for ORBIS U. 
The results of these efforts will be supplemented in the initiatives going forward section.



Jurlique was impacted by the lockdowns in China, but e-commerce offset the offline struggles. 
Although income decreased slightly, if we exclude the effect of exchange rates, there was an 
actual income increase of JPY100 million, and we will continue to work quickly to improve losses.

H2O PLUS is progressing as planned toward the liquidation we resolved.



Regarding brands under development, THREE continued to face a difficult business environment, 
and revenue declined.

For DECENCIA, we are preparing for the renewal of the main series in Q4.
Accordingly, we have curbed investment in advertising for current products. As a result, revenue 
decreased and income increased.





The full-year forecast for the current fiscal year remains unchanged from the forecast.



From this page, I will explain our initiatives going forward.



These are the initiatives for Q4 and beyond.

First of all, the POLA brand will introduce a new eye zone cream from the B.A series. This product 
is regarded as large-scale for H2, as it was developed from top brands into a standard product.
We will create customer contacts by communicating both online and offline, focusing on new 
customers on e-commerce and cross-selling in person.
In addition, we will continue to invest in growing stores or continue measures to recruit and 
revitalize stores, aiming to increase revenues in H2.
In China, we will expand our presence on Douyin, and we will hasten to expand our online and 
offline touch points.

Next is ORBIS. The renewal of ORBIS U has led to the current expansion of new customers. We 
are now seeing results, with new customers acquired at a pace exceeding double-digit growth for 
the month of October. We will continue to invest in Q4, focusing on skincare promotions, in order 
to sustainably increase the number of new customers.
We also launched a cushion foundation in September, which was so well received that it is 
currently out of stock. In October, we will launch a special care product, WRINKLE BRIGHT 
SERUM, to promote cross-selling.
With the new customer data platform now up and running, we will continue to optimize our 
customer touch points in order to increase lifetime value.



Jurlique will strengthen its efforts to attract new customers, focusing on skincare items that are 
performing well in China. Q4 is the biggest sales period for Jurlique, as demand for gifts increases. 
We will aggressively introduce limited edition kits to expand sales and achieve profitability in the 
isolated Q4.

Regarding THREE, in order to get e-commerce back on a growth trajectory, we will expand 
promotions both offline and online to increase customer touch points.

Our goal for DECENCIA over the past year has been to raise its brand stage. The new DECENCIA 
series of anti-aging products symbolizes this progress and is being launched this month. We 
intend to continue to strengthen the value appeal of the brand.

For FUJIMI, priority will be placed on growth potential.

This is the end of the explanation.


















