We will now begin the financial results briefing for the first half of fiscal year ending
December 31, 2021, forecast of fiscal 2021, and initiative for second half.

First of all, I will begin by explaining the consolidated results.

The overall cosmetics market is still shrinking, although there is a rebound from the
previous year.
Domestic consumption, excluding inbound, has been affected by the third declaration of
a state of emergency, etc., which has led to store closures, shortened business hours,
and requests to refrain from going out.
Under these circumstances, the Group newly added FUJIMI to our brand portfolio in
April, and started its development with 10 brands.
Regarding the business results for Q2, both sales and profits increased on a group-wide
basis due to strong POLA overseas sales growth and growth in e-commerce for each
brand.
Overseas business also made progress in improving losses of overseas brands, and the
entire group returned to profitability.
The bottom row shows the monthly change in consolidated net sales compared to the
previous year. The impact of nationwide store closures and shortened hours in April and
May of last year resulted in high YoY growth, but the declaration of a state of emergency
in the current fiscal year has been more prolonged than expected at the beginning of the
fiscal year, and has significantly affected the pace of recovery in the domestic store
business.
During Q2 of the current fiscal year, some stores were closed in areas subject to
emergency declarations, etc., and sales activities, including counseling and aesthetic
treatment, were also affected.

The following is an explanation of consolidated P&L.
The cost of sales ratio is improving due to an increase in the sales composition of POLA’s
high price range products.
SG&A expenses increased mainly in personnel expenses due to the impact of the
reclassification of expenses related to the response to COVID-19 to extraordinary losses
in the same period of the previous fiscal year.
Sales commissions have decreased, but this is due to a decrease in the ratio of
commissions to net sales in Q2 of the current fiscal year as a result of a decline in
consignment sales last year.
As a result, the operating margin increased to 10.2% from 7% in the previous fiscal year.

The following is an explanation of operating income.
Non-operating income increased due to foreign exchange gains.
Also in the current fiscal year, as in the previous year, expenses related to the closure of
stores due to COVD-19 have been transferred to extraordinary losses.
As a result, profit attributable to owners of parent totaled JPY7 billion.

The graph shows the factors behind the increase and decrease in profit attributable to
owners of parent.
As you can see, in addition to the increase in gross profit due to higher sales, foreign
exchange gains and the decrease in extraordinary losses that we had last year resulted
in a significant increase in profit attributable to owners of parent.

Next, let’s look at the status of our segments.

The results by segment are as follows.
Both sales and income increased in the Beauty care business, and details will be
explained later by each brand.
The Real estate business maintained a high activity, but profits declined due to temporary
maintenance expenses.
Both sales and income increased in the Others segment due to an increase in orders in
the building maintenance business.

In terms of results by brand, sales of all brands except for ORBIS were higher than the
same period last year.
The main reason for the increase in operating income was the increase in gross profit
and the increase in the sales composition ratio of POLA’s high-margin domestic ecommerce and overseas sales.
Jurlique’s sales increased due to continued strong sales in China, where the business
model has been directly managed since last year. Loss improvement is also underway.

POLA’s consignment sales channel is promoting the creation of contact points for new
customers with new products. On the other hand, as for existing customers, aesthetic
treatment is recovering mainly among loyal existing customers.
E-commerce, which we are focusing on, continues to grow at a high rate, up 68% YoY.
The Company is making progress in attracting new customers with highly differentiated
mainstay skincare products such as Wrinkle Shot and White Shot.
Overseas, in China, we are working to further expand brand recognition through
promotions centered on the new B.A launched in March. Both online and offline sales
grew, and continued to be strong with a 96% YoY increase.
In terms of profits, we were able to increase profits by 2.3 times due to a decrease in the
cost of sales ratio and other factors, despite the impact of transferring approximately
JPY400 million in fixed costs related to store closures to extraordinary losses last year.

Sales and profits of the ORBIS brand decreased.
Sales of strategic products such as ORBIS U. and UV care products launched in April
were strong, and the average unit price of products exceeded that of the same period last
year. Although we are making progress in acquiring core targets and improving the
structure of the skincare business, the reason for the decline in sales is due to a decline
in utilization by existing customers.
In terms of profit, in addition to the decrease in gross profit due to the decline in sales,
the Company was affected by the fixed costs related to the closure of stores last year,
approximately JPY500 million, which was transferred to extraordinary losses.

The Jurlique brand continues to perform well in China, a key market, thanks to direct
brand management by Jurlique headquarters.
Online, we are actively using social media to strengthen our digital marketing. Offline, we
are improving lifetime value by providing value that only real life can provide.
On the profit side, losses are improving as a result of reduced fixed costs through
structural reforms.
As for the H2O PLUS brand, the amenity business is beginning to recover as our
business partner has gradually resumed operations.

In terms of brands under development, the store-based THREE brand continues to
struggle due to the impact of the declaration of a state of emergency, but sales have
increased in reaction to last year’s nationwide closure.
DECENCIA, an e-commerce brand, continued to increase sales due to the accumulation
of new customers acquired last year.

As I mentioned at the beginning of this report, the FUJIMI brand was newly added to the
list of brands we are developing in Q2, and our brand portfolio now consists of 10 brands.

FUJIMI, which we introduced to you at the time of the announcement of financial results
in February, sells personalized products based on its unique beauty analysis through ecommerce on a subscription basis. In June, we aired a TV commercial for the first time,
aiming to expand awareness and raise the brand stage.
The impact of FUJIMI to the consolidated forecasts will be explained in the forecast
section of this report.

Next, I will explain the outlook for the current fiscal year.

We have examined our full-year plan to reflect the impact of FUJIMI of the consolidation,
but as a result, we have decided to maintain our plan at the beginning of the fiscal year.

This page shows the planned figures for H2 of the fiscal year alone.
The consolidated impact of the FUJIMI brand is shown at the bottom of this page, with
net sales of JPY1.3 billion and an operating loss of JPY1 billion.
Although the market environment continues to be uncertain due to the prolonged
declaration of a state of emergency, we will aim to achieve the plan at the beginning of
the fiscal year by recovering mainly from improving the profit structure by strengthening
the strong POLA brand domestic e-commerce business and the overseas business.

Next, I will explain our initiatives for H2 of the fiscal year and beyond.

In POLA’s domestic business, we will focus on acquiring new customers and revitalizing
existing customers.
As for new customers, in addition to the continuous acquisition of new customers through
e-commerce, we will further strengthen the online activities of Beauty Directors that we
have been promoting since last year, such as workshops and counseling by Beauty
Directors. We are also working on creating new digital contact points with potential
customers, such as developing apps and organizing customer flow lines.
For existing customers, we promote repeat business by providing value based on
counseling and aesthetic treatment. We will strengthen our relationship with our
customers seamlessly across channels, by utilizing digital technology.
In terms of products, new products from the B.A series will be introduced. We will also
conduct campaigns in conjunction with existing mainstay skincare products to stimulate
customer purchasing with the B.A series.
We will also start a new business model in the consignment sales channel, as shown in
Topics at the bottom of the page. We will evolve into a sustainable business model by
setting up part of the consignment sales organization as a corporation, and establishing a
system that will allow us to continuously secure and train highly professional Beauty
Directors.

China is the most important market for POLA’s overseas business. In July, we opened
our first store in the Hainan Island Duty Free Shop. Although this is a high-profile area
and the competition is fierce, we will expand customer contacts in the Chinese duty free
market, starting with this store opening, and further enhance brand recognition of the
POLA brand.
In mainland China, which continues to perform well, we will focus on both offline and
online marketing, and concentrate our marketing efforts on expanding brand awareness
with the new B.A.

While ORBIS is making progress in improving its structure by acquiring core targets, the
issue is the decline in utilization by existing customers.
We will continue to strengthen the steady new customer acquisition through ORBIS U.,
and promote repeat business by guiding them to periodic sales.
For existing customers, we aim to restore the number of purchases. We will take a
concentrated approach to improving lifetime value with high-value-added strategic
skincare products, such as ORBIS U. and Wrinkle White UV Protector, which has won
the Best Cosmetics Award.
In China, a key market for Jurlique, the Company uses KOL and KOC to promote digital
marketing online. Offline, we will focus on enhancing customer loyalty and maximizing
LTV by offering point programs and holding events for VIP customers.
H2O PLUS aims to improve investment efficiency in e-commerce and to improve its profit
structure.

Finally, brands under development.
THREE, Amplitude, ITRIM, and FIVEISM x THREE are undergoing fundamental
structural reforms to improve their losses.
By integrating stores and back offices, we will streamline brand operations and reduce
fixed costs. As part of this effort, the FIVEISM x THREE brand management will be
integrated into THREE from H2 of the fiscal year.
DECENCIA will build a foundation for growth by accumulating customers and
continuously increasing the number of regular members.
FUJIMI will strengthen its marketing investment and expand its brand recognition.
This is the end of the explanation.

