
I am Shimada of Unicharm. Thank you for participating in our web conference 
today. We would like to move on to the presentation of the Q1 results of the 
fiscal year ending December 2021, which we published earlier.
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Page 3 shows the summary of financial results.
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Please look at page 4. Here are the consolidated highlights.

In Q1 of FY2021, net sales were JPY182 billion, down 1% YoY. Core operating 
income was JPY31.4 billion, up 3.5% YoY, a record high. The core operating margin 
improved by 0.7 pp to 17.2%, a record high for Q1. Contributing to the core 
operating margin was a 1.3 pp improvement in the gross margin. Details will be 
provided on page 10 onward.

Profit before tax increased significantly. The substantial rise was chiefly due to 
some cash income from India under Other income, coupled with foreign 
exchange gains due to the strengthening of local currencies in the current fiscal 
year, as opposed to foreign exchange losses booked in the previous fiscal year 
under financial expenses.

We made steady progress toward the consolidated financial forecasts in both net 
sales and core operating income, as shown in the chart on the right. In particular, 
core operating income made greater progress than anticipated.
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Please see page 5. Here are the quarterly earnings trends.

In Q1 of FY2020, we especially saw special demand for hygiene-related products 
such as masks, wet wipes, and sanitary products due to the impact of COVID-19. 
Sales declined due to the absence of this special demand but grew by around 8% 
compared to Q1 of FY2019. Core operating income grew around 56% compared 
to FY2019, a substantial growth.

We realized stable sales and profit growth even under an environment of a 
resurgence of COVID-19 cases in Japan, India, Thailand, Indonesia, Brazil, and 
other countries.
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Please see page 6. Here is a waterfall chart of the changes in core operating 
income.

From left to right, SG&A expenses negatively impacted core operating income by 
JPY0.8 billion as a result of aggressively running advertisements in Japan, 
Vietnam, the Middle East, China, and other countries.

Logistics costs increased in China and Indonesia. In Q1 last year, some parts of 
logistics had stopped in China due to COVID-19 for some time. As such, some of 
the increase was due to a rebound from that. In Indonesia, exports to India and 
other countries increased this quarter. Chiefly due to these reasons, logistics 
negatively impacted income by JPY0.4 billion.

On the other hand, sales promotion expenses and others positively impacted 
income by JPY0.6 billion. As a result, the SG&A expenses ratio deteriorated by 0.6 
pp, and SG&A expenses negatively impacted income by JPY0.8 billion.

Lower raw material prices improved gross profit by roughly JPY0.8 billion. The 
product mix improved due to an increase in the sales weighting of products with 
high gross margins in the Healthcare and Feminine Care businesses, coupled with 
a reduced sales weighting of products in the Baby Care business with lower gross 
margins. Consequently, the product mix and other factors improved gross profit 
by JPY1.6 billion.

Sales volume negatively impacted gross profit by JPY0.7 billion, chiefly due to the 
absence of the special demand for hygiene-related products in Q1 of the previous 

6



fiscal year in Japan. In addition, the impact of COVID-19 was minimal on our 
business in India in the previous fiscal year, but we were still recovering in supply 
aspects in this fiscal year due to a fire incident at our factory. As a result, the sales 
volume declined from last year. Compared to the previous fiscal year, SG&A 
expenses increased by roughly JPY0.6 billion, but gross profit expanded by about 
JPY1.7 billion. Accordingly, operating income improved by JPY1.1 billion.
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Please see page 7. Here is the segment information by region.

In Japan, net sales were JPY65.7 billion, down 1.2% YoY. Core operating income 
was JPY13.5 billion, up 7.2% YoY. The core operating margin improved by 1.7 pp 
to 20.5%. In the previous fiscal year, the spread of the COVID-19 virus stoked 
demand for hygiene-related products such as masks as people became keenly are 
of infection prevention. In addition, there was a temporary special demand for 
sanitary products and disposable diapers. The absence of the special demand in 
the current fiscal year led to the decline in net sales. Even under such 
circumstances, mask sales continued to grow robustly, and sales also grew for 
rehabilitation products under adult disposable diapers and cat-related products 
under Pet Care.

In Asia, net sales were JPY88.3 billion, up 0.1% YoY. Core operating income was 
JPY14.9 billion, down 0.3% YoY. The core operating margin deteriorated by 0.1 pp 
to 16.9%. The decline in net sales in real terms was mainly due to lower sales in 
India. In India, the impact of the lockdown from the end of March in the previous 
quarter was minor. However, sales declined due to the supply shortages caused 
by a fire incident at our factory in the current fiscal year, and we are still in the 
process of recovery.

In China, the year-earlier hurdle is low owing to the lockdown imposed in the 
same period last year due to COVID-19. Sales were favorable, up around 9% YoY. 
In particular, sales continued to grow robustly by about 15% YoY for feminine 
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care-related products, which led the growth in the China business. Demand for 
made-in-Japan products continued to shrink for baby care-related products. But 
sales have steadily expanded for made-in-China, Moony released in FY2019, and 
we are continuing to work toward revitalizing the premium market.

On the profit front, lower sales in India caused profit to decline. But this was 
largely offset by profit growth in feminine care-related products, especially in 
China. As a result, profit was roughly flat from the same period last year.

Lastly, in Others, net sales were JPY28 billion, down 3.5% YoY. Core operating 
income was JPY2.8 billion, up 8.6% YoY. The core operating income margin 
improved by 1.1 pp YoY to 10.1%. In the previous fiscal year, results were robust 
for Pet Care in North America. However, sales did not grow as anticipated for flea 
and tick repellents this year, partly due to the impact of a cold wave. Cat snacks 
continue to see strong demand. However, growth was sluggish due to the impact 
of a global shortage of containers. As a result, sales and profits decreased.

In the Middle East, domestic sales decreased in Saudi Arabia, but exports were 
favorable. As a result, overall sales and profits increased in real terms. We 
maintained the top market share for baby care-related products. Also, we 
continued to achieve robust growth for feminine care-related products, which are 
promoted aggressively.

In Brazil, we continued to deliver strong growth, excluding the impact of foreign 
exchange fluctuations. Profit increased and was in the black.
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On page 8, this shows a graph of the overseas sales ratio. There are graphs for 
the sales ratios of overseas markets and Asian markets.
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On page 9 we show a breakdown view of core operating income by geographical 
segments.
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Please look at page 10. Here is the segment information.

In Personal Care, sales declined, but profit increased. The absence of last year’s 
special demand due to COVID-19 impacted negatively, but feminine care-related 
products and masks grew steadily and contributed to earnings. On the other 
hand, for C&G-related products, the absence of last year’s special demand 
caused a double-digit decline in sales for wet wipes and cleaning products. 
Likewise, the absence of special demand for baby care-related products coupled 
with the supply shortage in India caused a decline in sales.

In Pet Care, sales and profit increased, mainly driven by Japan, where results 
were robust for cat-related products. On the other hand, sales and profit were 
down in real terms in North America due to the impact of a cold wave and the 
shortage of containers, as mentioned earlier in the information by regions.
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Please see page 11. This page shows the impacts of foreign exchange 
fluctuations.
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Please look at page 13. Here is an overview of our earnings forecasts for the full 
year ending December 2021.
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We have not changed our consolidated forecasts from the forecasts announced 
along with our earnings announcement in February. The details are explained 
from page 14 onward.

The key to achieving the forecasts, especially for profits, will be to offset the 
rising raw material prices in H2. Initially, we expected the negative impact from 
raw material prices to be around JPY3 billion to JPY3.5 billion in H2. Under the 
current situation, we anticipate an even larger negative impact.

We will need to figure out how to offset these factors expected to reduce profits. 

First and foremost, we need to work hard to accumulate more savings toward the 
forecast in H1 by maintaining solid progress in Q1 and given the foreign exchange 
rates. In H2, around JPY1 to JPY2 billion if the current foreign exchange rates 
continue. Also, we will be rolling out new and renewed products in China, 
Southeast Asia, Japan, and other countries. We will increase the unit price as 
much as possible, coupled with efficient marketing investments. Through these 
measures, we aim to secure sales growth and profitability in line with the initial 
plan. 
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From page 16 onward, we re-posted the mid-and long-term strategies and 
financial goals, which we announced in February.
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From page 19 onward, we explain shareholder returns.

Our basic policy is to return 50% of net income attributable to owners of parent. 
We aim to implement stable and continuous increases in dividends based on 
medium-to-long term growth in consolidated earnings, while prioritizing business 
investments to realize ongoing growth. In FY2021, we forecast an interim 
dividend of JPY18 per share, up JPY2 per share from the same period last year. 
We forecast a year-end dividend of JPY18 per share, also up JPY2 per share from 
the same period last year. In total, we forecast an increase of JPY4 per share, for 
an annual dividend of JPY36 per share, as announced in February.

19



On page 20, we show the trends of our share buybacks. In the current fiscal year, 
we plan to repurchase up to JPY16 billion in shares or 4 million shares.
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