
I am Kondo from Unicharm Corporation. Thank you very much for taking time 

out of your busy schedule to participate in today’s web conference for Unicharm 

Corporation’s financial results for the third quarter of the fiscal year ending 

December 2021.

First of all, Mr. Shimada will explain the financial results, and then we will have a 

Q&A session. The entire session is scheduled for 1 hour. We will have 30 

minutes of explanation, followed by a Q&A session. Thank you.

Mr. Shimada will now give a presentation.
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I am Shimada from Unicharm.

Thank you for taking time in joining us today for the Web conference for our 

financial results for the third quarter of the fiscal year ending December 2021.

First, we will like to give you an overview of the financial results for the third 

quarter.
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Please see page 3. This section provides a summary of the results.
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Please turn to page 4. This is the Consolidated account highlights.

As for the results for the third quarter of the fiscal year ending December 2021, 

net sales increased by 7% to JPY571.9 billion, and core operating income 

increased by 9.3% to JPY97.4 billion, and they are both new record highs.

In addition, the core operating income margin improved by 0.3 percentage 

points to 17% although there was a sharp rise in material prices in the third 

quarter and higher distribution cost ratio.

For the third quarter cumulative period, the income margin was the highest in 

our history. Although there was a sharp rise in material prices and other factors 

such as higher distribution costs, the gross profit rate improved by 0.5 

percentage points due to sustained improvements in the product mix and 

productivity, which more than offset these factors.

The reason for the large increase in profit before tax and profit attributable to 

owners of parent company is mainly due to the fact that approximately JPY16 

billion of loss from the fire at the factory in India was recorded in other expenses 

in the previous fiscal year.

As for the progress of the consolidated forecast, as you can see on the right 

side of the table, both sales and core operating income margin are progressing 

steadily, and especially core operating income is progressing more than 

expected.

The details of the financial results will be explained on the following next pages.
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Please see page 5.

This is the fluctuations in the core operating income. I will explain the 

breakdown of the increase of JPY8.3 billion.

Let’s start with the item on the left of the table. As for SG&A expenses, 

advertising expenses are mainly for AllWell, health foods in pet care products in 

Japan, and for new Sofy products in feminine care products in China. 

Expansion of Lifree brand recognition for health care products. In the Middle 

East, sales increased by JPY2.8 billion as a result of the launch of a new 

product containing olive in baby care products and aggressive advertising to 

expand recognition of the Sofy brand in feminine care products.

As for logistics costs, China and Indonesia increased. In China, logistics costs 

increased due to the effects of the logistics stoppage caused by COVID-19 in 

the previous fiscal year. In Indonesia, logistics expenses increased by JPY4.1 

billion, mainly due to an increase in exports to India and a deterioration in the 

logistics cost ratio, partly due to a shortage of containers.

For others, personnel expenses of 1 billion, digital-related expenses of JPY400 

million, and R&D expenses of JPY200 million, resulting in an increase of JPY2.9 

billion, and the selling and administrative expense rate deteriorated by 0.2 

points.

In materials, gross profit decreased by approximately JPY3.2 billion due to the 

increase in unit prices of materials in the third quarter. In terms of product 

composition, feminine care products, which have many high-profit products, 

increased by 1.3 percentage points, and other health care products increased 

by 0.3 percentage points.
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On the contrary, the product mix has improved due to a lower proportion of 

low-margin baby care products. The profitability of baby care products 

themselves also improved, resulting in an increase in gross profit of JPY6.4 

billion due to product mix.

The main reason for the JPY15.1 billion increase in the volume is that 

volume increased due to higher sales in China, Japan, Southeast Asia, and 

India. Therefore, compared to the previous fiscal year, SG&A expenses 

increased by approximately JPY10 billion and gross profit increased by 

approximately JPY18.3 billion, resulting in an JPY8.3 billion increase in 

operating income.



Next, please see page 6.

This is the Geographical segment information. First in Japan, net sales 

increased by 1.4% to JPY213 billion. Core operating income increased by 3.2% 

to JPY43.9 billion, and the core operating income margin improved by 0.3 

percentage points to 20.6%.

With the re-expansion of COVID-19, demand for masks and other hygiene-

related products continued to grow due to heightened awareness of infection 

prevention. In particular, disposable adult diapers and pet care products each 

grew in the high single digits, contributing to higher sales and profits.

Feminine care products also increased their market share and grew in the low 

single digits, contributing to higher sales and profit. While the mask market is 

shrinking due in part to a reaction to last year’s performance, our mask 

business continues to grow at a low single-digit pace.

Next, I will talk about Asia region.

In Asia, net sales increased by 11.7% to JPY268.4 billion. Core operating 

income was JPY43.3 billion, up 15.2%. Core operating income margin was 

16.1%, an improvement of 0.4 percentage points from the previous fiscal year. 

In major countries, sales and profits increased in all countries, despite the 

impact of COVID-19 re-expansion and soaring material prices in the third 

quarter.

The main reason for this was that although there was a slight impact of the 

temporary lockdown due to the expansion of COVID-19 in Jiangsu Province and 

other areas in China, sales continued to be strong with an increase of 

approximately 8%, and in particular, feminine care products, including premium 
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organic cotton products, pants-type sanitary napkins, and nighttime sanitary 

napkins, were strong, maintaining a high growth rate of approximately 10% 

in sales and a high rate of profitability.

In baby care products, sales decreased slightly due to the continued decline 

in demand for products made in Japan and the strategically reduced number 

of standard products made in China, but Moony made in China, which was 

launched in 2019, expanded in order. We continue to work to revitalize the 

premium market. By doing so, we were able to steadily improve our 

profitability since the proportion of Moony made in China increased.

In other areas, the re-expansion of COVID-19 from July to September had a 

slight impact on Vietnam and Thailand, but as shown in the lower part of this 

document, we were able to achieve steady growth including in Indonesia.

In India, where we have been facing challenges, the re-expansion of COVID-

19 and the re-expansion of production sites caused some temporary 

difficulties at production sites, but from the second quarter, the supply side 

has almost returned to the level before the factory fire, and we were able to 

return to profitability with a 35% increase in sales.

Finally, I will talk about Others. Net sales were JPY90.5 billion, up 7.5%. 

Core operating income was JPY9.9 billion, up 15.1%. Core operating income 

margin was 11%, an improvement of 0.8 percentage points from the previous 

fiscal year.

In the pet care business in North America, our mainstay product, cat snacks, 

had been out of stock due to a container shortage, but the shortage has 

been improving since the second quarter and we were able to grow steadily. 

In other products, sales and profit increased mainly due to an expansion of 

market share in the dog toiletry market.

In the Middle East, sales and profit increased as a result of higher sales in 

Saudi Arabia due to growth in ecommerce and continued strong exports.

Incidentally, in the area of baby care products, the Company has been 

actively marketing new products containing olive oil that are tailored to local 

culture and customs. Maintained the number 1 market share. In addition, 

feminine care products, which are being aggressively promoted, continue to 

show high growth with strong exports.

In Brazil, despite a shrinking market due to the expansion of COVID-19, the 

Company continued to achieve high growth in the third quarter, maintaining 

profitability with a 10% increase in sales excluding exchange rate 

fluctuations.



Look at page 7.

This graph shows the sales ratio of overseas markets. In this fiscal year, the 

sales ratio of 

overseas markets continued to exceed 60%, reaching 63.3%. Excluding the 

effect of foreign exchange rates, the figure is 62.5%.
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Please see page 8.

This is a graph of core operating income 

margin.

On a consolidated basis, the rate was 17%, a 

record high for the third quarter cumulative 

period of the fiscal year. This was mainly due to 

an increase in the composition of high-margin 

segments, particularly feminine care products in 

China and Japan, pet care products in Japan 

and North America, and disposable adult 

diapers in Japan and Southeast Asia.
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Please turn to page 9.

This is the Business segment information.

As for the increase in sales and profit in the personal care business, although 

there was a partial impact from the re-expansion of COVID-19, sales of 

feminine care products, baby care products, and health care products grew 

steadily, with feminine care products in China contributing the most to the 

increase in sales and profit.

In baby care products, the recovery in India and stable growth in Southeast Asia 

also contributed to increased sales and profit.

On the other hand, sales and profit of C&F-related products decreased due to a 

double-digit decrease in sales of wet wipes and a decrease in sales of masks 

for professional use, partly in reaction to the special demand.

As for pet care, both sales and profit increased. Japan led the way with 

increased sales and profits. Sales of cat-related products continued to be strong 

since the number of keeping pets indoor is on the rise. In North America, as 

explained earlier by region, shortages were gradually eliminated in the second 

quarter, resulting in increased sales and profit.

In addition, we are actively investing expenses in China to prepare for business 

expansion. We are now expanding our pet care business in Thailand as well.
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Please see page 10 of the document.

This is the effect of exchange rate fluctuations of each currency.

As a result of the conversion of financial statements on the settlement rate, 

sales increased by approximately JPY12.9 billion YoY. Core operating profit 

increased by approximately JPY2.3 billion.
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Please see page 11.

I would like to share with you again our mid- and long-term strategies and 

financial goals.
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Please see page 12.

This is an overview of the strategies for each segment toward 2030. This 11th 

mid-term management plan has formulated a strategy to realize a cohesive 

society with the purpose of contributing to the SDGs.

In other words, as a growth strategy that is possible because of Unicharm, our 

company has contact point with many people from babies to the elderly and 

pets. Taking advantage of this, we are formulating strategies that will contribute 

to the SDGs through business allocations that are in line with demographic 

trends, such as areas with declining birthrates and aging populations and areas 

where the number of births continues to grow. Therefore, we believe that 

contributing to the SDGs will lead to the realization of a cohesive society, which 

is our mission.
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Please look at page 13 of the document. This is FY2023 targets.

In addition to the above, we have set various KPIs related to the SDGs and are 

steadily implementing strategies to achieve them.
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Please see page 14.

By implementing the priority strategies mentioned earlier, we will aim to achieve 

net sales of JPY888 billion in 2023. We aim to achieve a core operating income 

margin of 15.5%, and beyond that, a core operating income margin of 17% with 

sales of JPY1.4 trillion in 2030.

This fiscal year is the first year of our new mid-term management plan, and I 

believe we are off to a good start, as evidenced by our financial results, even in 

the new normal environment. We will continue to face a difficult environment, 

but we will quickly grasp changes in the environment and steadily implement 

our strategies.

14



Next, I would like to explain about shareholders return policy.
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Please see page 16.

Unicharm’s policy on shareholder return is to return 50% of net income 

attributable to owners of the parent company, while giving priority to business 

investment to achieve sustainable growth. We will pay stable and continuous 

dividends based on the growth of consolidated business performance over the 

medium to long term. With regard to buying back our own shares, we aim for a 

total return ratio of 50% by flexibly implementing it.
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Please see page 17.

This is about dividends per share. In FY2021, we plan to pay a dividend of 

JPY18 per share at the end of the second quarter, an increase of JPY2 per 

share as planned, and a dividend of JPY18 per share at the end of the fiscal 

year, an increase of JPY2 per share, for a total annual dividend of JPY36 per 

share, an increase of JPY4 per share.
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Please see page 18 of the document.

This is the share buy-back history.

For FY2021, the maximum buy-back amount was set at JPY16 billion at the 

Board of Directors meeting held on February 15, 2021. We resolved to 

repurchase a maximum of 4 million shares, and by the end of June, we had 

repurchased JPY16 billion of own shares as planned.

We will continue to consider the return of profits to our shareholders as one of 

our important management policies, by paying stable and continuous dividends 

together with share buybacks and will strive to increase our corporate value by 

generating sustainable cash flow.
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From page 19 onward of the document, we will introduce our efforts to realize a 

cohesive society. I hope you will take the time to read this when you have time.

It's a little early, but that's all for my explanation.
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