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Presentation 

 

 

Murai: This is Murai. I will explain about the briefing. 

Thank you all very much for coming today. We would like to announce the financial results of Milbon Co., Ltd. 
because we have completed the settlement of accounts. Please allow me to explain according to this 
explanatory material. 

This is what I explained at the briefings of last year's financial results, as sales deduction item were added, the 
results cannot be compared with “Tanshin” (Consolidated Financial Results) alone. Therefore, I will explain 
explanatory materials with the retroactive changes. 
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First, the overall operating results. As you can see, we were able to increase both net sales and income. I think 
the results were decent. 

The recovery of bleach-on-color and double-color led to good results of hair coloring. In addition, there has 
been an increase in hair care needs, which has led to strong sales of premium brands. 

As for overseas, while the results of China were unavoidable under their circumstances, other regions such as 
South Korea, the USA, and other regions mainly in Southeast Asia, also did very well. 

However, profits have something to do with higher raw material costs. That had an uncontrollable impact. 
And a factory in China, and overseas R&D. Because they were newly established, operating margin declined 
slightly YoY. 
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Next page is about hair care products. As you can see, the Premium Brand continued to perform well, growing 
9.5%. 
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Next is the results of new hair care products. Unfortunately, Aujua was a little short of our plan as customers 
did not understand The INMMETRY line, launched this year, is a very straightforward product, and we are very 
excited about it. 

Then Global Milbon finished with a strong performance as new products were well received. 



 
 

 

6 
 

 

This is Aujua brand. The number of salons increased steadily. 

As explained earlier, as the new products struggled a little, net sales did not grow accordingly. However, we 
believe that the increase in the number of salons will lead to the next step. 
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We are also expanding overseas. This is Global Milbon. Both the number of salons and sales volume increased 
well here. 
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Next is hair dye, or hair coloring. This one, as I mentioned a little earlier, was quite strong, as the generation 
that have started to enjoy double colors has expanded very much. The increase was 14.3%. 
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Colors are also doing very well overseas, with sales increasing in South Korea and other countries where they 
received very high acclaim. 

A color product, Addicthy, was launched in 2017, but it performed well in the last year. Then a new product, 
ENOG, was also able to finish with such a good result. 
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This is organic Villa Lodola. This also continued to perform well. 
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This slide shows products of Villa Lodora. Although we did not reach our target for the new product of Color 
PALETTE, the results were relatively strong. 
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Now, please move on to the next page. Cosmetic products. As you can see, we were unable to exceed the 
results of the previous year, albeit by a small margin. 

However, in H2, by making repeated efforts in sales methods, salons began to understand a method of using 
cosmetic products and a method that is easy to understand. Consequently, the products started to perform 
well. Therefore, although the results for H1 of last year were insufficient, they can be expected to improve in 
the future. 
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This is iMPREA’s results. Although the number of salons increased well, as I mentioned earlier, the sales 
volume did not reach the level of the previous period. 
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Next is a consolidated statement of earnings. Since this is a comparison between the previous period and the 
current period, I will briefly explain where the composition ratio has changed somewhat. 

Gross profit changed from 65.5% to 65.2%. This was, of course, most likely due to the rise in raw material 
costs. 

SG&A expenses increased the percentage due to increases in personnel expenses, travel expenses from the 
resumption of activities, and expenses from the resumption of major events. In addition, of course, overseas 
new R&D began. Unfortunately, operating margin declined since expenses related to the China Factory was 
added to the above. 
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This is consolidated trends in capital expenditures. 

The planned capital expenditures plan has progressed well. However, the initial target of that was JPY5 billion. 
The reason for the decrease is that land for the Training Center was acquired at a lower price of about JPY600 
million.  

In addition, some digital-related investments were made in a later period than planned. As a result, although 
there was no major change in the amount, the amount of capital expenditures was about JPY1 billion less 
than planned. 
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Now, please move on to the next page. This shows field person change. From this year, we have changed how 
to display this information so that it is based on the average number of people during the period. 

As you can see, sales per field person in the USA increased significantly. This was a good result because we 
have expanded our business with a small number of people and, of course, making good use of distributors. 
However, I think it is difficult to convey the meaning only by looking at it. 

In South Korea, sales per field person have traditionally remained high. Although the number of field persons 
has increased considerably, sales per field person was still such a high figure. 
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This is consolidated net sales in Japan and overseas. As you can see from the figures, the actual growth rate 
of overseas operations was very favorable, growing 14.6% on a local currency basis, despite the impact of the 
yen's depreciation and foreign exchange rate fluctuations during the current period. 
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Next is about consolidated operating income. Although income in China declined slightly, the USA has been 
recovering and approaching a profitable point. As South Korea has performed well, the overseas operating 
margin has been also rising. 
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This is the overseas information. Concerning Milbon USA, Global Milbon has been doing well and so expanding 
its market. Higher sales figures will contribute to the results. 
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China still saw a bit of a difficult year. As we describe next year here, we plan to take such a positive approach 
in FY2023 by holding a new large-scale event. We hope to see good results of such efforts in China. 

As for the factory in China, the production of hair care products has started smoothly. And it is said that the 
production of hair coloring products will be started a little earlier than planned. 

As for South Korea, sales have been very steady, although there was a slight slowdown in H2. However, sales 
performance was very good. We believe that we can continue to expect this. 

That is all for my explanation. Mr. Sato will continue the presentation. 
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Sato: Thank you for joining us today and for watching. I would like to talk about three key points. 
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Let me start with the first one. This is the second year of a new medium-term management plan, launched 
last year. One of the major pillars in the medium-term management plan is “seven regions.” We are taking 
measures to respond to the global environment in the five categories of sales, R&D, production, logistics, and 
finally human resources; with the intention of expanding globally in the future in Japan, Korea, Chinese 
cultural sphere, ASEAN, North America, the EU, and the Middle East. 
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First, regarding the global sales structure, as you can see in this table, at the top is net sales in each country. 
Fortunately, the USA performed very well, especially in Global Milbon, whereas South Korea grew steadily. 
China, of course, was also considerably affected by COVID-19. However, we are very grateful that the annual 
impact was only 1.6%. 

The below four in the table: sell-out of distributors, number of salons, number of sales personnel at 
distributors, productivity per capita. This is based solely on the productivity of the distributors. We are trying 
to pursue these four KPIs over the medium-term management plan. 

Since the sell-outs, along with sell-ins, makes us grasp figures to some extent. So, we target the other three 
KPIs from number two to number four, or from the number of contacts to productivity, as our reference. 
Therefore, we would appreciate it if you could look at it only as your reference. 

For example, in terms of the number of salons, there are quite a few in the USA. In the case of the USA, 
however, there are a great many people known as freelancers. Freelancers will also be counted as one salon, 
so please understand that the number of salons includes both salons and freelancers. 

As for the number of sales personnel at distributors, as Mr. Murai explained a little, the number of sales 
personnel who work for our distributors in the USA has not increased significantly. However, in such a 
situation, we have about 14 part-time educators now, working in the USA, and educating mainly in hair 
coloring by asking the distributors to pay expenses for their personnel and so by sharing personnel expenses 
between distributors and us. 
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As for Korea, although the number of people seems to have remained the same, it declined slightly due to the 
impact of COVID-19. However, we will have a Global Milbon Sales Educator system in Milbon Korea. We make 
contracts with salespeople to develop Global Milbon, along with educational activities. I hope you will 
understand that there is more to this project than simply the numbers of people in countries and regions as 
they will cover the expenses and contribute in the future. 

As the productivity is based on the above, by brushing up these figures from two to four we would like to 
move forward. We will publish the information when we brush up again. 

 

Under these circumstances, regarding R&D, as I mentioned earlier, and as Mr. Murai mentioned R&D costs, 
R&D in the USA, Thailand, and China has begun to move fully, together with the Central Research Institute. 

We are now preparing to establish an Innovation Center in Haneda at the end of 2023 at the earliest, serving 
as a base for collaboration with other companies and the promotion of such collaboration from a short-
medium and long term perspective to support Milbon's sustainable growth. In addition, the center will have 
a role to create innovation. 



 
 

 

25 
 

 

As for the production system, the China Factory has been completed and is now manufacturing some hair 
care products such as hair care product, Elujuda, and sample products. If applications are approved, which I 
think is difficult, an application for hair coloring will be approved in China as early as next summer, if all goes 
well. 

Thanks to the steady progress of the application process in China, we will have three plants: Yumegaoka 
Factory, Thailand Factory, and China Factory, which will produce products for Chinese cultural sphere. We 
would like to create a production system by linking all three factories well. 
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Milbon will continue to produce products based on the concept of "Made by Milbon," changed from "Made 
in Japan," which means that the value of Milbon's manufacturing will not change no matter where the 
products are made, whether in China or in Thailand. We will continue to bring Milbon's quality to the market 
by integrating Milbon's educational activities, services, logistics, and brand. 
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In terms of the logistics system, we would like to establish a two-week delivery system during this medium-
term period to ensure that our products are delivered within two weeks in the 13 countries and regions where 
we are currently operating. 

I have spoken about the Netherlands logistics warehouse, but we are now considering logistics in North 
America, ASEAN warehouse, and another unexpectedly time-consuming and time-consuming process of 
shipping overseas in Japan due to label and various other time-consuming processes. To shorten the time 
required for this, a warehouse dedicated to trading was established in Nishiyodogawa, and the whole process 
was carried out comprehensively. This year, we are also moving forward to shorten the time concerning 
logistics. 
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Finally, from the perspective of human resources, as we announced, we have found land in Odawara, where 
we can relocate the current facilities in Miyakojima, which is three times as large as the current land area. 
Although the current training center focuses on new employee education, at a new center we would like to 
further strengthen Milbon's human resource education, not only through training for young new employees, 
but also through leadership training and global training with a concept of training facilities for our whole group. 
Construction will begin this year, in 2023, and is expected to be completed in 2025 at the earliest so that we 
can start education there in the spring of 2026, if possible. 

These are the five points we are pursuing for global expansion. 
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And the second prospective. This is the main domestic focuses of this medium-term management plan, the 
domestic market, and the Beauty Platform Plan. 

In a nutshell, while the domestic market environment has been affected by the infection since last year, we 
believe that customers are returning in beauty on the whole. 

As I mentioned before, beauty salon industry has nothing to do with inbound customers. However, I think 
customers are returning to their daily lives like before COVID-19. Of course, rural areas and the elderly may 
be affected by the infection, but we believe that the situation has generally returned to normal. 
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In this context, there are three perspectives that we are focusing on. 

Nevertheless, demographics is a major point that is even more essential to us than the coronavirus. In addition 
to the promotion of digitalization, the number of Millennials and Generation Z, who have a high affinity for 
digital technology, has now accounted for 40% or more of the working-age population. This fact is one of the 
key factors and perspectives for the future. 

Secondly, in terms of improving human and time productivity, we have shifted from a focus on how to shorten 
the time required to a focus on how to make proposals and products that increase consumer value through 
salons. I thought these would be important perspectives for the future. 

The third prospective, consumer awareness has changed as a result of the COVID-19, and demand has 
gradually begun to emerge even among salons for social value, experience value, which is often referred to 
these days as "hands-on" value, and health value, such as self-protection and self-health care. There is a 
budding demand for these types of services in salons. 
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In this context, there are three possibilities. 

One is to further deepen the knowledge and expertise of stylists, not to mention their techniques and 
hairstyles. So to speak, developing expertise. By doing so, we will respond to desires of our customers. How 
to provide these services is increasingly likely in the future. 

Also, fortunately, the second possibility, milbon:iD exceeded 450,000 members in the last year. Previously, to 
get customers to use hair care products, stylists had to close the sale at the salon and complete the process 
there. However, with milbon:iD, even if customers are not only able to complete their shopping experience 
there, they are also able to consider it, make a choice, look at various items, learn about information, and 
make a purchase. The style changed from completion to start point. In doing so, we are creating the possibility 
for more customers to use our products. 

The third possibility is the expansion of the domain that will lead to the above. As I mentioned earlier about 
social value, experience value, and health value relating to COVID-19. There are needs, especially among 
young people, to go to salons not only for their hair, but also for health care and skin care, to ask questions, 
to learn about them, and to have them as part of the information. There is an emerging need for information 
about health care, skin care, etc. This is the flip side of the fact that such conversations are becoming less 
common, but I believe that this is where our potential lies. 
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With this in mind, we have been preparing for Salon Social Innovation since last year. The Beauty Platform 
Plan, the main focus of the medium-term plan, will be fully implemented from this year. 

As I mentioned the three perspectives and three possibilities, how do we support salons in creating an 
environment in which they can make the most of their strengths? Also, how to make it a store start salon and 
how to make it a start salon by getting people to use iDs well. This is exactly what will lead to the Smart Salon 
Strategy. 
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And a new challenge: expanding the territory and approaching young people. Young people mean Millennials 
and then Generation Z. We would like to support salons in the form of beauty life care by supporting these 
newcomers to stay beautiful, both externally and internally, in hair, skin, and health care. 
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There are the three foundations for the Beauty Platform Plan. 

For one thing, hair care is closely related to hair coloring. As coloring grows, care will grow, just as it used to 
be said that as perms grew, styling would grow. In such a situation, how to expand salon color is important. 

As explained earlier, this means that bleach-on-color, color-on-color and double-process color have been 
spreading across generations. I think we still have a chance. According to a survey conducted by the NBBA 
(National Beauty & Baber Manufacturer’s Association Japan), a manufacturer's association in our industry, 
the percentage of people who get their hair colored at salons, including those who also use home coloring, 
has risen from 70% to about 75% through the COVID-19 crisis. Double-process color is not easy for customers 
to do by themselves. This would give the salon an advantage. We believe this may also be a contributing factor. 

Then, as I said earlier, enhancement of the expertise. They may be Beauty Sommeliers. Also, salons have 
receptionists. Even if the receptionist is unable to do that technique, the education allows them to handle 
customers like providing counseling with expertise. And all of the education shall not be real education. As 
education iD, which has already started last year, has over 20,000 registered beauticians. By integrating real 
and digital learnings, we will be more efficient and help stylists learn more efficiently. 

And finally, milbon:iD. As this is the major premise and foundation of these strategies. the number exceeded 
450,000 last year. We hope to exceed 1 million during this medium-term management plan. This year, we are 
aiming for 640,000 to 650,000 registered members, which we consider as a passing point. The number of 
salons is now 4,800, whereas net sales from e-commerce alone were JPY1.15 billion last period. But, anyway, 
the most important KPI is the number of members. 
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 The most important point is how many customers retain and utilize milbon:iD. And there are now over 500 
salons that have registered more than 200 iDs per store. We believe that these 500 salons will be the very 
candidates for Smart Salon. 

 

 

In such a context, concerning Smart Salon strategy, it takes a lot of time to explain. This is a simple four-minute 
video showing the image of this salon, which we use to introduce the Smart Salon to our customers. Please, 
watch the video. 

[Video Begins]  

Company Representative: How many times a year do you go to salon? Some go four or six times, whereas 
other go 10 or more times. Such hair after returning from the hair salon is beautiful, isn't it? The stylists will 
help you choose the best products. “I want you to make me beautiful.” “I want to experience the excitement 
of encountering new products.” Smart Salon is a new way of being a salon that fulfills this desire of yours. 

To begin with, Smart Salon has a different store concept. There is an open space where visitors can freely 
touch and experience products. You can enjoy product experience at your own pace when waiting for your 
turn or leaving a salon. Of course, in the service space, you can get your hair cut, receive a color and care 
menu, and have your hair styled. 

At the Smart Salon, the experience extends beyond the salon to your home. milbon:iD connects your beauty 
at the salon and at home. You will be able to research and purchase products. 
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Let's take a closer look at the new Smart Salon experience. In the experience space, visitors can hold all the 
products in their hands and enjoy their textures and fragrances. It is exciting to be able to freely touch to test 
how products felt. 

In addition, KAORIUM experience includes an AI diagnosis of fragrance, which displays your favorite products. 
You can enjoy and assort the products you are interested in, and purchase as a trial kit. And have an 
unprecedented salon experience. 

You can also consult with staff in the experience space to discover the hair care products and cosmetics that 
suit you. 

Smart Salon also changes the soft experience. Information about the products suggested by a stylist comes 
into the display in front of you. Please, check out features and prices. You can also view the styling, product 
usage, and product recommendations taken by hair stylists on milbon:iD so that you can reproduce them at 
home by yourself. 

At home, you can slowly examine and purchase products you like at the Smart Salon or items recommended 
by my stylist. So your personalized beauty information is condensed in milbon:iD. In addition, milbon:iD 
exclusive promotions and live commerce are regularly held, so enjoy discovering something new. 

At a hair salon that you go to several times a year. Find your new beauty more and more. We want you to 
enjoy beauty more. We invite you to experience Smart Salon, a hands-on salon where you can discover a new 
you. 

[Video Ends] 

Sato: Thank you for watching the video. This kind of Smart Salon is exactly the type of Smart Salon where 
customers can not only get their hair styled at the salon, but also enjoy the experience of touching the 
products and buying them with more excitement, fun, and choice. And of course, professional hair stylists are 
there to provide counseling. We will expand Smart Salon with our salons. 

Milbon itself does not create these salons. But, rather, we will create them together with salons that 
sympathize and agree with us when they open new salons or renovate their salons. At the moment, Smart 
Salons already opened in Tokyo, Osaka, and Kokura on January 21, February 1, and February 5. Now, several 
salons have already decided and are in the process of making preparations. This year, we would like to monitor 
what kind of results are really being produced there rather than figures. And we will use that for the future. 
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Then what is important is not only hair but also what is called Lifetime Beauty Care, from hair care to skin care, 
especially skin care, which has a good affinity for hands-on experience, even more so than hair. We have also 
prepared such boxes that you can use and test there. 

In this context, this year we will launch a brand, IM, with KOSÉ Corporation, targeting younger people even 
though we already have a core and premium product, iMPREA with KOSÉ. 

In beauty health care, we are also working on a collaborative project with Kao Corporation. This is RNA skin 
monitoring, which will provide a variety of information to customers, so that they can enjoy new health care 
health data, which will then lead to our products. 

This year, Milbon is preparing to launch a product called ALANOUS as a health care product, which uses 5-ALA 
and was a hair-growth agent originally developed by Milbon and released with Cosmo Oil Co., Ltd. in 2008. 
We had struggled with it for a long time. Although it was difficult to stabilize the formulation in the hair-
growth agent as is, we have made various findings, including findings that lead to very fresh skin. 



 
 

 

38 
 

 

And finally, regarding beauty equipment, Panasonic Corporation and Milbon have recently announced a hair 
dryer with new value. What this means is that Aujua and Global Milbon have customers who use quite 
expensive hair dryers from about JPY50,000 to JPY100,000. The very people who have such high values for 
hair also have high values for hair dryers. 

In such a situation, we wondered if we could match the dryer with Milbon's products and chemicals, so we 
jointly developed ELMISTA with Panasonic, and its development started three years ago. After the ultrafine 
atomization was possible and verifying that the SPring-8 had a definite effect on hair, we decided to offer a 
new hair dryer, a high value-added hair dryer that atomizes the beauty essence in a microscopic form, which 
only Milbon and Panasonic could do. We plan to launch these this year. 

Anyway, we would like to expand the number of our bases, and we would like to initiative of making salons 
platform during the present medium-term management plan. 
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In addition, as what we are promoting is sustainability in manufacturing, particularly such as the acquisition 
of RSPO supply chain certification and the EcoVadis Silver Medal. 

In addition, Yumegaoka Factory has been able to reduce CO2 emissions by approximately 60% by introducing 
renewable energy. And we are taking on various sustainability challenges and promoting them at the same 
time. 

In addition, we will focus on the company-wide engagement of our employees, or their job satisfaction, as 
well as on our philosophy, external adaption, and transformation activities in  the changing times. 
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Lastly, this page shows our consolidated financial targets for the present fiscal year of FY2023. 

As you can see from the figures here, our net sales target is JPY49.2 billion, close to reaching JPY50 billion. 
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In this context, looking at figures of the present year by quarter would find slight differences compared with 
past years. 

Although we are going to launch new products, what are called co-developed products will be launched in 
each period. In that case, as I mentioned the dryer, we have set a target of JPY1.3 billion. This is not just in Q2, 
but Q2 would have large volume. 

Gross profit margins for each quarter differ between co-developed products and in-house products, so please 
keep in mind that the gross profit margin will be a little different from previous years. Just for your reference, 
we have many new products planned for this year, including hair. 
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Next, of course, we are taking measures to cope with soaring raw material prices from three perspectives: 
short-term, medium-term, and long-term; as well as from three other perspectives: development, 
procurement, and manufacturing; and in various ways: raw material costs, subsidiary material costs, and 
manufacturing costs. 

In the first place, Milbon has been releasing new products every year, and if we go back 10 years from last 
year to 2012, The unit price of Milbon's (non-consolidated) products sold in salons was about 1,080 yen, but 
has risen by about 30% to about 1,400 yen. But it is a rough estimate. I hope you can understand that the 
price has risen in accordance with the value of the products. 

How to make costs smaller, while of course also carrying out improvement activities in procurement and 
manufacturing, is important. 

 



 
 

 

43 
 

 

The next is operating income. As you can see from these figures, although the USA will be still in the red, the 
deficit will have become much smaller. Inevitably, China will temporarily be affected by the COVID-19. 

As for South Korea, net sales and productivity per capita will be very high. I appreciate this higher productivity, 
but there is also quite a load. So considering a balance between labor costs and growth, this year we will 
increase labor costs of about nine more people, and also review labor costs again. Soon, Korea will also resume 
events, which means that profits will temporarily decrease in such circumstances. However, hopefully, you 
understand that this is just an investment in human resources to ensure sustainable growth in the future, and 
we will do for this reason. 

In any case, although this is also a rough estimate, if we look at Japan alone, operating margin is close to 19 
to 20. 16.7 was the last year’s consolidated operating margin. We are allocating a portion of our business to 
overseas business, new businesses, cosmetics, and other new businesses for the future. Thereby, we will make 
every effort to restore operating income in the future, considering the future and the sustainable growth. 
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Next, we have cash flow figures for premium brands, capital expenditures, and financial strategies. I think it 
is better you will check them later. 
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Last item, shareholder returns. 

Today, we decided a year-end dividend of JPY46 with a consolidated dividend payout ratio of 50.2%. We have 
set a target of a dividend payout ratio of 50 for the medium-term plan. And we are sure to achieve this target. 

Although this is only a plan for FY2023, we hope to pay an interim dividend of JPY40 and a year-end of JPY48, 
up JPY2 with an annual dividend of JPY88 and a ratio of about 49%. We would like to reward our shareholders 
again for this one depending on future results, and we would like to ask for your continued support. 

Thank you very much for your kind attention. 

[END] 


