
I am Takahisa Takahara of Unicharm Corporation. I would like to begin the 
presentation.

Please refer to page three of the document.
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This is a summary of the financial results for the fiscal year ended December 2021, 
with net sales of JPY782.7 billion, up 7.6% YoY. 

Operating income was up 6.7% to JPY122.5 billion. Both were record highs. Both 
sales and profits increased in Japan and overseas. 

We plan to increase dividends to shareholders for the 20th consecutive years.
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Please see page four.

Here are the highlights of the financial results for the fiscal year ended December 
2021. As I mentioned earlier, net sales were JPY782.7 billion, an increase of 7.6%. 
Core operating income increased by JPY122.5 billion, or 6.7%. It was the highest 
ever.

In Q3, the cost of raw materials increased, and distribution costs also rose. As a 
result, the core operating income margin deteriorated by 0.2 percentage points, but 
we were able to maintain a relatively high profitability with a margin of 15.6%.

This was due in particular to an improved product mix, which we were able to 
achieve in almost all of our markets.

The large increase in profit before tax and profit attributable to owners of the 
parent company is mainly due to the fact that in FY2020, there was a loss of about 
JPY15.9 billion in other expenses from the fire at the plant in India.

As shown in the right side of the table, net sales, core operating income, and profit 
before tax achieved the forecast of consolidated financial results, but profit 
attributable to owners of the parent company did not achieve the forecast. This 
shortfall was mainly due to an impairment loss of approximately JPY4.7 billion on 
the goodwill of the local subsidiary in Australia and an increase in the tax rate to be 
borne in terms of tax expenses.
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I would like the explain the details of business results. Please turn to page 5.

First, the change in core operating income.

Let's start with the items on the left side of the table, regarding SG&A expenses. In 
terms of advertising expenses, China and the Middle East increased due to the 
launch of new products. Logistics costs increased in China, India, and Indonesia.

Other expenses increased due to personnel costs, digital-related outsourcing costs, 
and research and development costs. In materials, et cetera, the cost of raw 
materials rose rapidly in Q3, resulting in a decrease in gross profit of about JPY8.3 
billion. The product mix has improved by introducing high value-added products 
throughout the year.
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Please see page six. By region, as you can see at the top of the page, sales in Japan 
increased by 0.8%, and profit rose by 1.4%. In particular, we have responded to the 
high demand for masks and hygiene-related wet wipes due to the re-expansion of 
COVID-19. There was high growth in each of these growth segments, especially in 
Adult Diapers and Pet Care.

In sanitary products in Feminine Care, although the market is shrinking in scale, 
sales of high value-added products have contributed to increased sales and profits.

In the area of masks, Unicharm was able to increase sales of masks by more than 
10%, or 11.6%, even though the mask market itself is shrinking due in part to the 
reaction to 2020.

For Asia, first of all, sales increased by 12.6%, operating income by 12.9%, and profit 
margin was 14%, a slight improvement here. Sales and profits increased in all major 
countries, and the improvement in China in particular, drove the overall 
performance.

In China, there was a slight decrease in sales due to the shutdown of the plant 
caused by the COVID-19, but in the end, sales increased by 6%. Sales and profits 
have also increased, especially in Baby Care, and our performance has been 
improving every quarter since the beginning of FY2021.

This was due to the steady expansion of the China-made Moony brand, which was 
launched in FY2019, covering the decline in sales of the previous Japan-made 
Moony and the Chinese-made standard-type MamyPoko.
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In other parts of Asia, COVID-19 is also expanding, and although Vietnam and 
Thailand have been slightly affected, growth has been steady, including in 
Indonesia. In India, we were able to increase sales by 31% as production capacity 
returned to almost the same level as before the factory fire, and we were able to 
expand our products to all of India. The market share has also returned to the level 
before the fire at the plant. It has the largest market share of 34%. We were also 
able to achieve profitability.

Finally, let's talk about other areas. This is also a 10.9% increase in net sales and an 
11% increase in operating income. In North America, sales of Pet Care continued to 
be very strong, and although there were some lost sales opportunities due to 
shortages of containers, sales increased by about JPY3.5 billion and profit increased 
by JPY700 million. This means the category of side dish for pets, and toiletries from 
Japan, have grown.

In the Middle East area, e-commerce is growing both within Saudi Arabia and in the 
Middle East, and we have been able to increase sales by working aggressively in 
these areas. In terms of market share, we maintained the top market share in the 
Middle East and maintained strong sales of not only Baby Care but also Feminine 
Care, including exports, and continued to increase sales by 22%.

In Brazil, due to the impact of the expansion of COVID-19, there were many supply 
chain disruptions, especially in Q4, resulting in a slight increase in sales, and as a 
result of the worsening foreign exchange environment, combined with cost 
increases, profits decreased, resulting in a loss of approximately JPY200 million.
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Please see page seven. The sales ratio of Asian markets has grown significantly to 
46.5% of consolidated sales.
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Please see page eight. This is the trend of the core operating income margin, and in 
the two years since the fiscal year ended in December 2019, the period before 
COVID-19, we have been able to steadily improve and maintain profit margins in all 
areas.
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Please see page nine. The following is an explanation of the segments by business: 
Personal Care, Pet Care, and others.

To reiterate, the key points for the increase in sales and profit in Personal Care are 
double-digit sales growth in Feminine Care and mid-single-digit sales growth in Baby 
Care, up about 6%. In particular, our Feminine Care business in China continues to 
do well, and in China, Baby Care is also doing well, as I mentioned earlier, with 
diapers made in China. And the recovery of production capacity in India is 
contributing to the increase in sales and profits.

On the other hand, in the Clean & Fresh category, sales of wet wipes decreased by 
19% due to a rebound from the special demand for sanitizing wipes. This is a 
decrease of about JPY1.5 billion. However, compared to pre-COVID-19 in 2019, the 
Clean & Fresh business is still able to grow by more than 20%.

The Pet Care business exceeded net sales of JPY100 billion for the first time. Both 
sales and profits increased. In terms of content, the increase in revenue in the US 
and Japan of about 8% and about 9%, respectively, has led to a significant 
contribution.

With COVID-19, both the US and Japan have seen a recovery and improvement in 
business performance due to the increase in indoor ownership and cat ownership.
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Please see page 10. This is the impact of exchange rate fluctuations in each 
currency, which will have the effect of increasing sales by JPY22.9 billion compared 
to FY2020. There was an increase in operating income of JPY3.3 billion.
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From after page 11, I will explain the earnings forecast and plan for the fiscal year 
ending December 2022.
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Please see page 12. Net sales are expected to increase by 8.6% to JPY850 billion. 
We plan to increase core operating income by JPY127 billion, or 3.7%. Each of these 
plans is set to reach a new record high.

We also plan to increase sales and profits, with overseas operations leading the 
way. Although the impact of soaring raw material prices will be even greater, and 
profitability will deteriorate slightly as a result, we plan to increase profits by more 
than 10% due to the effect of increased sales.

In Asia in particular, the Company expects sales and profit growth in Feminine Care 
and Baby Care in China to drive sales and profit growth. We also plan to continue 
our strong growth in India in Baby Care, and now in Health Care and Feminine Care 
in India. Not only in India, but we are also planning to maintain a strong 
performance in Southeast Asia.

In the rest of the world, Pet Care in North America will continue to perform well, 
and in the Middle East, we expect high growth in Wellness Care, such as adult 
diapers and masks.

In Japan, we are planning for an increase in sales in the low single digits. At the 
same time, the Company will absorb the impact of the rising cost of raw materials 
by strengthening the development of high value-added products in each category. 
As a result, we are planning for a slight increase in profit. The plan is for Wellness 
Care, Pet Care, and Feminine Care to continue to cover the decline in Baby Care 
sales.

Separately, DX-related expenses of about JPY700 million are included in the increase 
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in Headquarter expenses.
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Please refer to page 13. This is a highlight of the consolidated financial results that I 
just explained, so I will skip this section.
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Next, I would like to talk about our shareholder return policy. 
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On page 15, you will see our shareholder return policy and our plan to achieve a 
total return ratio of 50% while continuing to prioritize business investment to 
achieve sustainable growth.
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Please see page 16. We increased the dividend per share in FY2021 and plan to 
increase it by JPY2 to JPY38 in FY2022, making it the 21st consecutive years of 
dividend increases. Dividend payout ratio will be 28.5% on plan.
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Please see page 17. The following is the trend of share repurchases. In the current 
fiscal year ending December 2022, we plan to implement a share buyback with a 
maximum acquisition price of JPY17 billion. The Company's Board of Directors has 
resolved today to acquire a maximum of 4.2 million shares, and we will implement 
this plan.
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From page 18, it is an explanation of our medium- to long-term ESG targets, which I 
have been explaining for some time now. We will skip this section.
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From page 40 onward, I would like to talk a little bit about digital technology and 
how Unicharm actually uses digital technology. 

The main purpose of Unicharm's DX is to be used for product development.
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Specifically, on page 41, the appropriate size of diapers in the adult field is shown on 
top left. You can measure your size with your smartphone with your clothes on, and 
next to it is a website for communicating with pet owners. We are working to create 
tools for communicating with pet owners about their pets' health and to use the 
content of these tools in product development.

Bottom left: this is the Sofy menstruation management app. Bottom right: this is an 
app that uses Moony-chan as a character for online toilet training with disposable 
diapers.
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On page 42, in the upper left, this is Deo-toilet with Catlog. We have partnered with 
a company that provides digital support for cat health and physical condition 
management.

And next to it, on the upper right. We will improve the quality of baby's sleep and 
improve the quality of childcare through the science of baby sleep. In the end, it will 
be used to improve disposable diapers.

The same is true for our partnership with CHaiLD in the bottom left.

In the bottom right, this is Tebura Toen in Unicharm's subscription model. The 
number of nursery schools and kindergartens that are adopting our products is 
increasing very steadily.
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Please look at Page 43.

The upper left shows a mechanism that allows customers to make purchases more 
efficiently by digitally inputting product information outside the store before visiting 
the store. In addition, for the upper right, in order to discover customer insights, we 
are trying to maintain efficiency and effectiveness by remotely accessing the actual 
user's home or the actual place of use, even in this pandemic environment.

Although it is not possible to travel directly in this pandemic environment, evidence 
of the recent launch of new products is available through digital technology. We are 
developing new products by utilizing digital technology in this way.

The bottom left is the smart factory. In the midst of the steady use of IoT
technology in the Kyushu factory, visualization of factory conditions is being used to 
improve productivity. The bottom right is the automated rack. Unicharm is very 
active in this area and is promoting labor/energy saving.
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Page 44 is the case of China. Pet note is for pet health check in China. The pet 
category in China is also becoming very large, so we are actively working on an app 
called Pet note, an O2O pet clinic introduction platform.

Bottom left is the Sofy app that supports women's physiological knowledge and 
worries.

On the bottom right is a case study of MamyPoko Club, which improves both UI and 
UX to create a unique customer experience for baby diapers.
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On page 45 and thereafter, evaluation by external organizations and coordination with 
them, which I have already explained. We have been selected for all ESG indices 
adopted by GPIF.

In the following pages, you will find information about the evaluations we have 
received from external organizations, so please check back later.

I have just finished my presentation in 20 minutes, so if you have any questions, please 
feel free to ask them.
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