
I am Takahisa Takahara of Unicharm Corporation.

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

I would like to begin by explaining the contents of the presentation.
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First is the summary of the financial performance for the second quarter of the fiscal 
year ending December 31, 2022.
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Please see page 3 of the document.

Here is the summary of the financial results for the second quarter of the fiscal year 
ending December 31, 2022.
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Please see page 4 of the document.

This is the Consolidated account highlights.

For the second quarter of the fiscal year ending December 31, 2022, Net sales increased 
421.6 billion yen, or 11.8%, to a new record high for the second quarter, while core 
operating income decreased 55.4 billion yen, or 10.3%.

The core operating income deteriorated by 3.3 percentage points to 13.1%, due to 
higher raw material costs, partly reflecting the recent high oil market, and a higher 
logistics cost ratio.

As for the consolidated forecast, as shown on the right side of the chart, net sales, core 
operating income, and profit before tax were steady, while quarterly profit attributable 
to owners of the parent company was slightly behind. The main reason for this is that, in 
the area of tax expenses, the depreciation of the yen was greater than expected and the 
burden tax rate increased due to tax effects related to retained earnings.

Details of the financial results are explained on the next page and thereafter.
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Please refer to page 5 of the document.

This is the quarterly performance trend.

Stable sales growth continued even with the COVID-19 situation from 2020, and 
although the lockdown in Shanghai had an impact during the quarter, markets for the 
product categories we handle in other countries and regions improved, and we were 
able to expand our top line while responding to changes in the environment.

We were also able to maintain a high level of profit during the quarter, despite further 
sharp rises in raw materials and logistics costs.
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Please refer to page 6 of the document.

Next is the change in core operating income.

Selling and administrative expense, shown in the left-hand column of the table, 
improved as a percentage of net sales by 0.6 percentage point, but increased by 
approximately 8.4 billion yen due in part to the increase in sales.

In particular, logistics costs increased in Indonesia, Japan, India, and China due to recent 
supply chain disruptions and soaring oil prices.

The main items of other expenses, which increased by 3.8 billion yen, were personnel 
expenses, R&D expenses, market research expenses, and environmental tax in Vietnam.

On the other hand, advertising expenses decreased by 1.5 billion yen as a result of 
efficient advertising placement in media viewed by consumers, mainly in Japan.

Next, raw material-related expenses, which are related to gross profit, decreased by 
approximately 17.7 billion yen due to the sharp rise in raw material unit prices since the 
second half of last year.

In order to absorb the increase in raw material costs, we continued to promote value-
added products in each country and region, appealing to consumers for their value, 
while maintaining a balance between price and volume, resulting in a 2 billion yen 
increase in gross profit.
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Please refer to page 7.

Next is the segment information by geographic area.

In Japan, net sales increased 2.5% and income decreased 10.7%. Core operating margin 
deteriorated 2.6 percentage points to 17.9% due to the impact of soaring raw material 
prices and logistics costs.

In this environment, Feminine Care was able to achieve a high level of profitability 
with a single-digit increase in sales, driven by premiumization. In addition, Wellness 
Care’s adult diapers and Pet care products achieved high levels of profitability 
despite higher sales and deteriorating margins, respectively. In addition, we continued 
to meet continued high demand for masks and other hygiene-related products.

In the Asian region as well, net sales increased 14.1%, core operating income 
decreased 13.3%, and core operating margin was 11.2%.

Although affected by sharply higher raw material prices and logistics costs in Asian 
countries, sales remained steady within the expected range.

The main reason for the increase in sales and decrease in profit was the impact of 
China.

In China, the inventory adjustment in the Baby Care business, which was implemented 
in the first quarter by shifting from Japan-made to premium China-made products, 
and the impact of shortages due to production stoppages and logistics disruptions due 
to Lockdowns, had an impact of about 13.4 billion yen in sales and about 3 billion yen 
in core operating profit for all businesses. This was the main factor. Despite such 
circumstances, Feminine Care continued to enjoy strong sales of premium products 
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made of organic cotton and underwear-type napkins. In addition, Baby care also 
showed steady growth in premium products made in China.

Finally, in other regions, sales and profits increased, with net sales up 27.4% and core 
operating income up 4.2%. Core operating margin deteriorated by 2 percentage points 
to 9.1%.

The increase in sales and profit was driven by North America’s Pet care.

In the Pet care business in North America, we achieved a 21% increase in sales and 
improved profitability as a result of value shifting while adding value to cat treats and 
other products.

In the Middle East, sales in Saudi Arabia grew strongly, and the e-commerce channel 
grew by about 3 times.

Sales increased due to the development of sales channels in the Wellness care 
business, continued efforts to strengthen sales of disposable diapers containing olive 
oil, feminine care products, and masks.

In addition, sales of masks and other products were strengthened, resulting in an 
increase in sales.

As for Brazil, the re-expansion of COVID-19 in January caused some supply chain 
delays, but the market recovered in the second quarter and we were able to shift to a 
growth trend in the baby care business. Although we have been able to pass on the 
value of the products to consumers, we were unable to absorb the impact of the 
unfavorable foreign exchange environment and the sharp rise in raw material prices.
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Please refer to page 8 of the document.

This graph shows the ratio of overseas sales.

For the percentage of total sales, overseas sales accounted for 66.1%, with Asia 
expanding to 47.6%.
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Please refer to page 9 of the document.

This is a graph of core operating income margin by geographical segment.

This quarter's profitability has deteriorated compared to the previous quarter due to the 
impact of sharp cost increases and lockdowns in China, but I do not think it is low by any 
means compared to the past.

We believe that the basis of our current profitability, in which the cost of sales ratio has 
improved despite the further rise in raw material prices in this fiscal year compared to 
fiscal year 2019, is the result of our steady efforts to introduce value-added products 
that continuously reach out to and understand consumers in each country and region, to 
continuously improve the product mix in line with demographic and economic 
conditions, and to improve productivity. We believe that these efforts have enabled us 
to maintain high profitability even in such a severe environment.

From the second half of the fiscal year, we will strengthen passing on value through new 
value-added products and other measures in each country and region, and we will strive 
to improve profitability after bottoming out in the second quarter.
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Please refer to page 10.

This is Business segment information.

As for the increase in sales and decrease in profit in Personal Care, as we stated before, 
Baby Care reported a decrease in income due to sharp cost increases and the impact of 
the lockdown in China, while Feminine Care, Wellness Care, and Kirei Care each posted 
steady growth with double-digit increases in sales, resulting in an increase in sales.

Especially Feminine Care reported higher sales and profit, with Japan and Southeast Asia 
contributing.

In the Pet Care business, both sales and profit increased. In terms of content, North 
America led the way with higher sales and profit. As explained earlier during the 
information by region, passing on value was implemented, and cat treats and other 
products made a large contribution.

On the other hand, Japan sales continued to grow at a high rate, and the 
implementation of value shifting since April is gradually yielding results. Profitability 
deteriorated due in part to soaring raw material prices.

In China, we are preparing for business expansion by aggressively investing in 
expenses. In Thailand and Indonesia, we are also expanding our business in the same 
manner.
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Please refer to page 11.

This is the impact of exchange rate fluctuations in each currency.

Due to exchange rate fluctuations in each currency, the effect of conversion of financial 
statements at the closing rates had the effect of increasing sales by approximately 27.4 
billion yen compared to the previous fiscal year.

As for core operating income, there was an increase effect of about 3.0 billion yen.
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From here, I would like to explain how we have responded to various changes in the 
external environment since the forecast for the fiscal year ending December 31, 2022 
announced in February of this year.
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Please refer to page 13 of the document.

This is a summary of the consolidated performance forecast.

Sales are expected to be 850 billion yen, up 8.6%, and core operating income is expected 
to be 127 billion yen, up 3.7%, as initially forecasted.

On the progress, sales are trending upward and core operating income is in line with our 
forecast.

Although this initial forecast anticipated a certain degree of cost increases due to soaring 
raw material prices and high logistics cost rates, there have been various changes in the 
environment over this short period of time.

Under such circumstances, the cost of raw materials, in particular, is expected to rise in 
relation to the uncertain outlook for the situation in Ukraine. The cost of raw materials, 
which was originally planned to rise by 17.4 billion yen, will rise by approximately 36.3 
billion yen due to the current oil market conditions, resulting in an increase of 18.9 
billion yen compared to the initial forecast.

In the first half of the fiscal year, we have already achieved favorable results in North 
America Pet Care, Indonesia, and other markets by transferring value through value-
added products. In the second half of the fiscal year, we will strongly promote value-pass 
through new value-added products, etc. in each country and region, while keeping an 
eye on the market environment, and we hope to raise the top line by approximately 30 
billion yen for the full year, based on the situation in the first half. In addition, we will 
continue to improve the efficiency of marketing expenses such as sales promotion and 
advertising costs, as well as productivity improvements, to absorb costs and achieve our 
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earnings forecast.
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Please refer to page 14.

This shows the change in core operating income in the second half of the year when the 
top line is raised by approximately 30 billion yen.

With an increase of 10.9 billion yen in the second half, we expect to achieve our annual 
forecast of 127.0 billion yen.

As explained earlier, in the second half of the year, we will strive to achieve our 
performance forecast by implementing various methods to pass on value in various 
regions, including Japan, Asia, and the Middle East, as well as absorbing cost increases in 
raw materials and distribution costs through ongoing product mix improvement, more 
efficient marketing expenses, and productivity improvement.
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Next, I will explain our shareholder return policy.
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Please refer to page 16 of the document.

Regarding our shareholders return policy, we plan to continue to prioritize business 
investment to achieve sustainable growth, while maintaining a total return ratio of 50% 
in FY2022.

16



Please refer to page 17.

Regarding the dividend per share, we have resolved to increase the dividend per share 
by 1 yen to 19 yen per share at the end of the second quarter of fiscal year 2022 as 
planned.

We also plan to increase the year-end dividend per share by 1 yen to 19 yen.
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Please refer to page 18.

This is the transition of share buy-back.

In FY2022, the Board of Directors approved a resolution in February to buy back a 
maximum of 4.2 million shares at a maximum buy-back price of ¥17.0 billion, so the 
Company is flexibly acquiring company shares.

As of the end of July, we have acquired approximately 9 billion yen.

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 enhance corporate value through sustainable cash 
flow generation.
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From page 19 of the document, this is the status of our initiatives for mid-to-long-term ESG 
targets, which I have been explaining to you, 

but due to time constraints, I will skip this section.

We would appreciate it if you all can read the document later on.
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