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





The domestic market as a whole, including exports, has been shrinking due to the 
impact of COVID-19.
In addition, a state of emergency has been declared again, and the future remains 
uncertain.

In this environment, the Group achieved consolidated sales and profit growth thanks to 
strong POLA overseas business, especially in China, and growth in ecommerce for each 
brand.
Sales and profits of ORBIS decreased due to low utilization by existing customers.
Sales of Jurlique increased due to strong performance in China. And, we were able to 
improve our losses considerably.
With POLA's strong performance overseas and the improvement of Jurlique's loss, the 
entire Group's overseas business was able to return to profitability for the quarter.
As a topic, we acquired tricot, Inc. on April 1. This has not been reflected in the 
consolidated earnings forecast.

At the bottom of that page is a line graph showing the YoY change in consolidated net 
sales for a single month and YTD.
The first quarter progressed slightly ahead of the plan as the strong POLA overseas and 
ecommerce for each brand offset the decline in sales in the domestic store business.



Next, I will explain the consolidated P&L for the first quarter.

Consolidated net sales increased by 0.6% to JPY43.561 billion as ecommerce and 
overseas sales offset the decrease in sales in the store business.
The cost of sales ratio improved by 1.7 percentage points due to an increase in the 
sales mix of POLA's high-priced products.
SG&A expenses decreased by about JPY1.3 billion.
In addition to a decrease in sales commissions due to a decline in sales through the 
POLA consignment sales channel, streamlining of expenses contributed to a reduction 
in sales-related expenses.

As a result, operating income was JPY4.307 billion.
The operating profit margin improved to 9.9%, a significant increase of 114.7% over the 
previous year.



Non-operating income was recorded mainly due to foreign exchange gains from the 
depreciation of the Japanese yen and appreciation of the Australian dollar.

Extraordinary losses include in impairment losses mainly related to THREE and other 
store businesses.



This page shows the factors that led to the increase and decrease in net income.

Next, please skip to page nine.









In the consignment sales channel of POLA, sales decreased due to a decline in the 
number of customers, although unit purchase prices recovered to the same level as in 
the same period of the previous fiscal year due to the effects of new products such as 
the new Wrinkle Shot launched in January.

On the other hand, domestic ecommerce saw a significant increase in sales, up 115%.

Overseas business saw significant growth in mainland China, up 120% YoY. duty-free 
sales in South Korea continued to be strong, and our overseas business as a whole 
grew 62% YoY.

Overall sales of the POLA brand increased by 5.1% to JPY26.33 billion, operating 
income increased significantly to JPY4.123 billion, up 158.9% from the same period last 
year.



This page shows that overseas and domestic ecommerce are driving POLA's revenue 
growth, and that the channel structure reform is making steady progress.

Please look at the overseas portion, the bar graph. Net sales in China grew 2.2 times 
YoY.
In March, we started selling the new B.A. in China, which has also been very well 
received and is progressing better than planned.

Ecommerce in Japan, which is the other major strategy, has been enhanced in sales 
promotion triggered by the new Wrinkle Shot launched in January, resulting in a 115% 
increase in sales, more than double that of the same period last year.
It also started having an additional role as a conduit between consignment sales and 
department stores across channels.



For ORBIS, we continued to enjoy strong new customer acquisition, with the number of 
new mail-order customers increasing by 38% YoY, but the impact of a decline in the 
number of existing customers resulted in a decline in sales.

We will continue to work on thorough communication in skincare, with a focus on ORBIS 
U. and the new brightening products.

Sales of ORBIS fell 7.6% YoY to JPY10.45 billion. Operating income fell 32.5% to 
JPY1.152 billion.



Next, I will explain about overseas brands.

Although Jurlique stores were temporarily closed due to the lockdown in Australia, sales 
in China increased by 28.9% due to strong growth mainly online.
And, we were able to improve the loss by JPY670 million.

Sales of H2O PLUS decreased as the amenity business remained in a difficult situation 
due to a decrease in shipments caused by the holidays and business restrictions of our 
suppliers.



Next, the brands under development.

For THREE, domestic ecommerce sales grew significantly, but offline sales at 
department stores and such continued to be difficult due to the impact of the COVID-19 
pandemic and other factors, resulting in a decline in sales.

For DECENCIA, sales increased by 8.8% due to the accumulation of new customer 
acquisitions from the previous year and the steady progress in this area.

Next, I would like to introduce our initiative for the second quarter and beyond on page 
17.









For POLA, the acceleration of growth of overseas business is the most important pillar. 
We will focus on promoting the new B.A., which launched in March and is doing very 
well in China, and aim to further accelerate growth in China for both stores and 
ecommerce while making additional strategic investments.
In addition, the Company plans to open several duty-free stores on Hainan Island in the 
second half of the fiscal year.
For domestic ecommerce, we will make investments to build a medium- to long-term 
customer base and further refine segment communication to achieve higher lifetime 
value.

In April, ORBIS launched cocktail graphy, a subscription-based service that uses IoT
devices to measure your skin and deliver serums to you.
We also launched in April Wrinkle White UV Protector, a sunscreen that improves 
wrinkles and brightens skin, in an effort to regain our footing with powerful new products.

The outlook for the current fiscal year remain unchanged from the initial plan.
It is expected that the severe conditions will continue, especially for the channel of brick-
and-mortar stores, given that the declaration of a state of emergency has been issued 
again. However, we will aim to achieve the full-year plan announced at the beginning of 
this year by accelerating POLA's overseas growth, which is our priority strategy, and the 
shift to ecommerce for all brands. 

That's all for the presentation. Thank you very much.














