
We will now begin the financial results briefing for the third quarter of fiscal year ending 
December 31, 2021.





The domestic market as a whole, including exports, is shrinking. The domestic market 
has been affected by the rapid spread of the COVID-19 throughout the country this 
summer and the prolonged state of emergency that has accompanied it.

The Chinese market has been temporarily affected by the COVID-19 and disasters 
during the third quarter of the current fiscal year. In the medium to long term, we remain 
of the opinion that China is the most promising market for cosmetics, but we recognize 
the need to pay close attention to the future business environment and economic trends.

In this environment, the Group’s domestic store operations once again faced a difficult 
business environment due to the impact of the COVID-19, but thanks to increased sales 
mainly in POLA's overseas business, we achieved increased sales and profits on a 
consolidated basis. POLA's domestic e-commerce and overseas businesses, which are 
our strategic priorities, continue to grow strongly.
Sales at ORBIS decreased, but sales of skincare products increased, and the purchase 
per customer rose YoY.
In addition, overseas brands continued to make progress in improving the losses.

The key indicators of the medium-term management plan. The ratio of overseas sales to 
total sales has increased by 2.8 percentage points from the end of the previous fiscal 
year to 17.8%.And the domestic e-commerce sales ratio is progressing steadily, up 3.8 
percentage points from the end of the previous fiscal year to 27.7%.



The following is an explanation of consolidated P&L.

Consolidated net sales increased, mainly in POLA's overseas business, to JPY131.1 
billion. Sales increased by 4.3%.
The cost of sales ratio is improving due to an increase in the contribution of POLA's high 
price range products.

As for SG&A expenses, sales commissions down JPY1.6 billion year-on-year. This was 
mainly due to a decline in the contribution of the consignment sales channel in POLA’s 
sales.
As a result, operating income increased by 32.7% to JPY12.2 billion, and the operating 
margin rose to 9.3%.



Ordinary income increased by 72.8% to JPY13.4 billion.
Quarterly net income increased by 453% and reached JPY8.6 billion.

Include an increase in non-operating income due to foreign exchange gains of around 
JPY1.1 billion caused by the depreciation of the Japanese yen against the Australian 
dollar.
Extraordinary losses were quite small because losses related to the COVID-19 have 
decreased significantly from the same period last year.



On this page, the graph showing the factors behind the evolution of net income. 

Next, please turn to page eight.







Here are the results by brand for the beauty care business.

Overall, sales in the beauty care business have increased by 4.5%.
And operating income has increased by 45.7%.

In terms of net sales, with the exception of ORBIS in the brand division as you see, sales 
have increased, and POLA posted a substantial 64.2% increase in operating income.
In addition, the overseas brands of Jurlique and H2O PLUS were able to reduce the 
respective losses.



Sales at POLA have increased by 5.8% to JPY77.1 billion.
Operating income increased by 64% to JPY11.7 billion.

Although sales in the consignment sales channel have decreased by 3% due to the 
impact of the rapid spread of the COVID-19 in Japan in the third quarter, overseas 
business remained strong. Overseas sales have increased by 38%, thanks notably to 
Mainland China, where sales have increased by 56%.
In addition, domestic e-commerce continues to grow strongly.



Sales at ORBIS have declined by 2.3% to JPY32.5 billion.
Operating income has decreased by 17% to JPY4.4 billion. 

Although cumulative sales have decreased due to a decline in the number of customers, 
purchase per customer has recovered, and sales have increased during the three 
months of Q3, mainly due to e-commerce.
This was due to an increase in sales of the skincare category as a result of enhancing 
communication with a focus on high-priced skincare and special care.



Loss improvement was achieved for both Jurlique and H2O PLUS.

Jurlique continued to face difficult conditions in Australia, including store closures due to 
lockdowns, but sales in Mainland China and other Asian countries grew steadily, with e-
commerce sales in very good shape.



THREE continues to be severely impacted offline by the prolonged state of emergency at 
department stores etc.

On the other hand, DECENCIA focused on improving lifetime value, resulting in an 
increase in sales.
Profits are as shown in the table.

Next, in page 16, I am going to talk about our initiatives for the fourth quarter and beyond 
regarding our core brands.









POLA will launch a series of limited-edition kits from the main skincare series, such as 
WRINKLE SHOT and B.A, in an effort to revitalize customer base.
We are also planning to launch a new app in November, mainly to attract new customers. 
The idea is to gradually grow this app into an OMO platform, which will be developed in 
the future.

As for ORBIS, we will continue to implement skincare-centered sales promotion, such as 
the promotion for the launch of ORBIS U.’s first anniversary.
In addition, we will work to improve the lifetime value per customer in order to re-grow our 
domestic business. This will be achieved notably by increasing the ratio of app users, as 
app users have high lifetime value.

With regard to the annual forecast, we have not changed the plan presented at the 
beginning of the year, but the impact of COVID-19 has lasted longer than expected, and 
results have fallen below expectations until the third quarter.
We will try to recover through cost rationalization and other measures in order to be as 
close as possible to the plan we laid out at the beginning of the fiscal year.

This is the end of my brief presentation. Thank you very much for your attention.














