
I am Takahisa Takahara from Unicharm. 

Thank you for taking time out of your busy schedule today to participate in the 
financial results briefing of Unicharm Corporation for the fiscal year ended 
December 31, 2022.

Now, I would like to begin my presentation.
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First, this is a summary of the financial results for the year ended December 
2022.
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Please look at page 3, and this is the summary for Fiscal year ended December 
2022.
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Please refer to page 4, which highlights the consolidated financial results.

First, in terms of business performance, net sales increased by 14.7% to JPY898 
billion, reaching a new record high.

Core operating profit was JPY119.6 billion, decreased 2.4%. Although profit 
decreased for the year and at the same time, raw material prices soared in 2H, 
and distribution costs remained high. However, in the 2H, profitability showed a 
steady improvement trend due to achievement of profit target.

As shown on the right side of the table, consolidated net sales were significantly 
higher than the forecast, partly due to the follow-up of foreign exchange rates.

On the other hand, core operating profit was affected by higher-than-expected 
raw material prices and a lockdown in China that halted production and 
disrupted distribution. As a result, we attempted to absorb this situation by 
shifting value and reducing costs, but unfortunately, we were not able to cover 
the costs during the period and fell short of the plan.

As for profit attributable to owners of the parent company, the cost of the tax 
expense portion rose due to a higher-than-expected depreciation of the yen, 
which resulted in an increase in the negative tax burden rate on retained 
earnings.

The details will be discussed in the following pages.
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Please look at page 5. 

These graphs shows the quarterly performance trends.

Even though COVID-19 situation has occurred in year 2020, due to the fact that 
we sell products that are relatively insensitive to economic fluctuations, we have 
continued to achieve stable sales growth by reflecting cost increase into product 
pricing. Sales for the quarter reached a record high of JPY243.5 billion.

During Q4, the economic environment was equally challenging as any other time, 
with further increases in raw material and logistics costs. Core operating profit for 
４Q was JPY27.9 billion, a record high.
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Please refer to page 6. 

Next is the explanation for the increase and decrease factors of the core 
operating profit.

As shown on the left, the SG&A expenses increased partially due to the increase 
in revenue. As a result, it increased by JPY17.9 billion. 

In particular, logistics costs increased due to disruptions in the supply chain, and 
soaring oil prices. These costs escalated in countries such as Indonesia, India, 
Japan, and China. Also, the largest increase of JPY7.8 billion in the other category 
was mostly labor costs, research and development expenses, outsourcing 
expenses, and environmental taxes in Vietnam, as well as travel and 
transportation expenses along with business trip expenses began to increase due 
to ease of activity restriction. On the other hand, advertising expenses decreased 
by JPY2.2 billion because of efficient advertising placement, especially in Japan.

As for gross profit, it decreased by JPY39.4 billion due to the sharp rise in raw 
material unit prices that began in 2H of last year. The negative impact of foreign 
exchange rate fluctuation is also one of the factors. To absorb these impacts, we 
have been able to increase gross profit significantly and absorb the sharp rise in 
raw material prices by balancing “price” and “volume” through efficient 
marketing and promoting value-added products to consumers in each country 
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and region.

As for the positive effects, in Japan, we went through a phase of cost increase 
during 2H. While the workload of transferring cost increase to pricing was in full 
swing, we improved marketing expenses efficiency. Thanks to these factors, I 
would say that the recovery in profitability was very remarkable in 2H compared 
to 1H. 
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Please see page 7.

This is geographical segment information..

First, in Japan, both sales and profits increased. Net sales increased 4.3%, while 
profit decreased, albeit by 0.8%. The core operating margin also deteriorated by 
1% to 18.8%.

However, in 2H, it went back up to 19.6%, and as I discussed earlier, profitability 
recovered. 

Driving this performance were the feminine care products, Kirei Care which 
covers cleaning supplies, pet care products, and wellness care products. In 
feminine care, premium products are leading the overall sales, sales increased in 
the low single-digit range, and our market share was at an all-time high. 

Next, in Asia, sales increased while profits decreased. Net sales increased by 
17.7%, core operating profit decreased by 6.6%, and the profit margin was 11.1%.

Each Asian countries were also affected by soaring raw material costs, increases 
in logistics costs, and currency fluctuations. However, Indonesia and India 
performed well. The top-line growth was remarkable due to value shifting was 
thoroughly due in these countries. As shown in the “Actual gap rate of sales in 
main countries” noted at the bottom of the page, these countries drove the increase 
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in sales and performed well.

The biggest factor for the decrease in profitability is the baby care business in 
China. This has been ongoing for several years.

This was due to an increase in costs resulting from a shift from Japanese-made 
products to more profitable Chinese-made premium products as part of structural 
reforms, and a decrease in profit due to a significant decline in sales resulting 
from a reduction in distribution inventory, mainly by e-commerce companies.

We intend to expand our business performance while pursuing a profit-oriented 
strategy. Meanwhile, in China Feminine Care, although there were some disruptions in 
distribution tied to the lockdown, consumption remained relatively stable with no 
particular trading down, and product sales continued to be strong for premium organic 
cotton products and pants-type feminine care products.

Yet still, the core operating profit margin didn’t come up to the level we wanted. 
When broken down by region, China is again the largest factor. To offset the 
negatives, we will need to grow operations in India and Indonesia or any market 
that is in a growth phase.

For other regions, sales, and profits both increased. Especially in the US, pet care 
products did well, particularly, the cat treats we produced in Japan. Another driver 
is the flea and tick control products, which were originally the mainstay business 
of pet care. While we added value to the product and raised the pricing by about 
15%. As a result, we gained a 19% increase in sales.

Finally, for the other regions, on higher revenue and profit, sales increased 30.6% and 
core operating income rose 8.5%. Core operating income margin deteriorated 1.8% to 
8.6%.

Driving the increase in both sales and profit was pet care in North America.

For pet care in North America, due to cat treats and flea control collars, sales 
increased by 19% and profit improved as well, due to the result of a 15% value shift to 
value-added products.

For Middle East, we promoted value shifting in the baby care in Saudi Arabia, but were 
unable to increase sales volume, resulting in a decline in sales. On the other hand, 
feminine care and wellness care continued to grow strongly in terms of aggressive 
market development. Export sales also continued to grow.

For Brazil, 1Q was affected by the re-spread of COVID-19, but the trend reversed 
significantly in the 2Q. Utilizing the e-commerce channel that grew as a result of 
the COVID-19 situation, we were able to shift to a growth trend centered on baby 
care and sales grew 50% in the 4Q.
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Please refer to page 8.

This is the Sales ratio of overseas markets 

66.3% of total consolidated sales are coming from overseas markets. 

Asia accounts for 47.7% and is coming close to being 50%.
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Please look at page 9. 

This is a transition chart of core operating profit by geographical segment.

This is the consolidated business performance, and it fell by 2.3%. It is due to the 
negative impact of approximately JPY40 billion, which was driven by sharp 
increases in raw material costs, logistic costs, and energy costs throughout 2022. 
It also had the effect of pushing down the profit margin up from 4% to 5%.

Under such circumstances, by implementing value shifting by introducing value-added 
products that are close to and understand consumers in each country and region, 
improving the product mix in a sustainable manner in line with demographic and 
economic conditions, and improving productivity, we were able to stop the deterioration 
to 2.3%.

For the value-shifting strategy, since it was implemented in a short period of time, so 
there are some regrets due to the fact that it was less effective than we had anticipated, 
but we believe it is definitely improving.
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Please look at page 10. 

This business segment information.

I would like to discuss the increase in revenue and decrease in profit in the 
personal care business. Sales increased in all segments, especially feminine care, 
wellness care, and kirei care, each with double-digit revenue increases.

The decrease in profit is due to the continued rise in costs, especially in the baby 
care business due to the negative impact of China’s lockdown as mentioned 
earlier, and restructuring costs, combined with the slowdown in the number of 
newborns born in Thailand, Vietnam, the Middle East, and Japan.

As for pet care, both sales and profit increased. For the contents, the North 
America market led the way with increased sales and profits.

As I discussed earlier by region by region, with effect of implementing value-
shifting, as for the U.S., cat treats and other products contributed significantly to 
the increase in revenue. 

Japan also continued to see high growth in sales. Profitability also increased, 
despite the soaring raw material costs.

In the emerging market, China, we have formed a capital and business alliance 
with a Chinese pet company as we announced last year and the results are 
expected to appear in the future.
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Please look at page 11. 

Here is the impact of exchange rate fluctuations for each currency.

The rate fluctuations by each currency caused to increase in sales by 
approximately JPY72 billion and operating profit by JPY7.8 billion compared to 
the previous year.
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I will now provide an overview of the performance forecast for the fiscal year 
ending December 2023.
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Please refer to page 13.

This is the summary of consolidated performance forecast.

We project record-high net sales of JPY963.5 billion, up 7.3%, and record-high 
core operating profit of JPY141 billion, up 17.9%. Excluding the effect of foreign 
currency exchange, we forecast a sales increase of 8.4% and a profit increase of 
18.1%.

Looking at the possibility of another round of raw material cost increase in 
FY2023, we expect a JPY12.5 billion increase in 1H over the previous year, and a 
JPY1.5 billion decrease in 2H. That means the production costs continue to climb, 
which we are obviously concerned to spoil profitability, but in FY2023, we are 
planning to make full use of the lessons learned in FY2022 to speed up the value 
shifting efforts in various regions and countries.

For Asia, we will also be implementing value shifting in various countries and 
regions. We hope that not only India, which has been strong, other regions like 
Indonesia, Thailand, and China will drive increases in both sales and profit.

In other regions, North America pet care is expected to make a significant 
contribution to increasing both revenue and profit.
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Next, please look at page 14. 

This is the consolidated account highlights of FY ended Dec. 2023.

I will skip the explanation of the contents, as I have already explained them 
earlier.
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Next, I will explain the shareholder return policy. 
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Please refer to page 16. 

Regarding our shareholder return policy, we plan to continue to return 50% of 
our total return to shareholders in terms of the dividend payout ratio, and we will 
flexibly implement share buybacks as necessary.
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Please look at page 17.

For dividend per share,

in FY2023, we plan to raise the dividend by JPY1 to JPY20 per share for end of 2Q 
and the year-end dividend by JPY1 to JPY20 per share, for an annual dividend of 
JPY2 per share, or JPY40 per share for the full year. 

As a result, we will increase the dividend for the 22nd consecutive fiscal year.
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Please look at page 18. 

This is the share buy-back history. 

In FY2023, the Board of Directors recently approved a resolution to repurchase 
up to 3.9 million shares at a maximum repurchase price of JPY17 billion, and we 
will continue to repurchase shares in a flexible manner.

We will continue to consider the return of profits to shareholders as one of our 
important management policies, combining stable and continuous dividend 
payments with share buybacks, and will strive to increase corporate value 
through sustainable cash flow.
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From page 19 of the document, it is about the status of our initiatives for medium-
and-long-term ESG targets, which I have explained before, but due to time 
constraints, I will omit this part.

This concludes my explanation for the fiscal year ended December 31, 2022.

Thank you.
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資料の40Pをご覧下さい。

水平リサイクルだけでなく、ダウンサイクル含め、「使用済み紙おむつのrecycle」が当た
り前となる社会を目指して取り組んでまいります。
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