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Presentation 

 

 

Murai: I would now like to explain the key points of the financial results for FY2024. 

Overall growth was driven by the domestic haircare and South Korean businesses, with both sales and 
income exceeding expectations. 

Next, let's look at the regional results. 

In Japan, Aujua led the growth in haircare and overall business. We received high evaluations from the hair 
salon market for both product strength and educational activities. While there are still challenges in hair 
coloring product sales, there is a positive trend in the number of salons adopting our products, particularly 
Villa Lodola Color. 

In South Korea, we had a very strong performance, compensating for the continued difficulties in China. The 
weak yen also contributed to our overseas sales, helping them stay generally in line with plans. 

As mentioned in the Q3 results, we recorded an inventory write-down of hair dryers and other assets in Q4. 
Although SG&A expenses were almost as planned, full-year operating income exceeded expectations.  
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I believe surpassing JPY 50 billion in consolidated net sales was a significant achievement. Both sales and 
profits exceeded the plan. 

 

We are presenting the waterfall chart to illustrate the factors behind the year-on-year changes in 
consolidated operating income. The largest factor was the increase in gross profit due to higher sales. 

A significant positive factor was the elimination of the large inventory write-down of hair dryers from the 
previous year, which greatly contributed to the increase in gross profit. 
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Although some expenses, such as personnel costs, were higher than the previous year, the results fully 
compensated for these expenses, leading to an increase of about JPY 1.3 billion.

 

This page shows the variance of operating income compared to the plan.  

As mentioned earlier, the unused SG&A expenses from Q3 were generally utilized as planned. Despite 
recording an inventory write-down, strong sales enabled us to achieve operating income exceeding our plan. 
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Now, I will explain our performance in each region. 

First, in Japan, both sales and profits exceeded the plan.  

Overseas sales were also favorable, increasing by 7.2% in real terms, excluding the effect of the weak yen.  

However, in terms of profits, they fell slightly short of the plan due to several factors such as the slump in 
China. Overall sales and profits increased. 

 

 

In Japan, as mentioned earlier, haircare products performed well, leading to increased sales and profits. 

As shown in the sales by product category section, haircare products were up 9.4%. Although the situation 
for hair coloring remains challenging, we are starting to see gradual improvements, raising our expectations 
for the future.  

Cosmetics have shown significant growth. Despite some remaining issues, the first half of the fiscal year saw 
a substantial increase in sales. 

Both the quarterly sales and operating income increased in line with our plan, aligning with typical seasonal 
trends. 



 
 

 

6 
 

 

Please turn to the next page. It summarizes the progress of key strategies in Japan. President Sakashita will 
provide a detailed explanation later.  

Regarding milbon:iD, it exceeded the plan, with the number of salons reaching 6,566, surpassing 
expectations. Sales also exceeded projections. 

For Smart Salon, we initially set a target of 100 salons. However, we shifted our focus to increasing the 
number of successful salons rather than just the total number. We are now progressing smoothly toward 
this goal. 

In promoting high-value hair coloring, the number of salons using our products, such as Villa Lodola Color, 
has steadily increased. However, it may take some time for this to translate into further increased sales. 
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Next, let's look at South Korea.  

Both sales and income have steadily increased, exceeding the plan. 

As shown in the category section, haircare is performing the best, with a growth rate of 17.6%. Hair coloring 
faced some challenges for a while but is now recovering well, and we believe there is still room for further 
growth. 

Quarterly sales have also been favorable. Although operating income may appear to have declined slightly in 
Q4, this was expected due to factors such as increased personnel and numerous educational events, so we 
are not concerned. 
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Next, letΩs look at the results in China.  

The situation remains challenging, as the country itself is undoubtedly facing difficulties. However, we are 
steadily carrying out activities for each hair salon, and we are starting to see some positive results. 

By product category, haircare performed well, achieving a 3.6% increase even in this difficult environment. 
Hair coloring had been in a major slump, but there were signs of gradual recovery in the second half, so we 
believe there are good prospects for the future. 
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Lastly. LetΩs look at the USA. We are seeing a very solid performance here.  

By category, haircare was particularly strong, with a 13.8% increase. Sales of hair coloring also grew by 
10.4%. Although we couldn't fully execute our planned activities, sales are growing fairly well. 

In terms of quarterly sales, Q4 of 2024 appears to have grown more rapidly than Q4 of the previous year. 
This is partly due to the suspension of shipments in Q4 of 2023 when we switched distributors, which had a 
rebound effect. 

Profits are still in deficit, but we are increasing the number of employees and will continue to do so in 
FY2025, leading to higher expenses. However, we believe this will drive sales expansion and eventually lead 
to profits, so we are not concerned about the current situation. 

That concludes my report. Thank you very much. 
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Sakashita: Good morning, everyone. My name is Sakashita from Milbon. Thank you for taking the time out 
of your busy schedules to attend our financial results briefing today. 

First of all, last year, as my first year as President, I communicated with everyone sincerely. Thank you for 
reviewing last year's full and interim financials, as well as participating in the one-on-one meetings. I am 
sure there have been some shortcomings, but I have been learning about management direction while 
considering your questions, suggestions, advice, and expectations. 

In my role as President of Milbon, I have visited and met with customers at approximately 300 salons in 
Japan and overseas, listening to the issues occurring in hair salons and considering growth and management 
strategies that can achieve increased sales and profits for hair salons, and the role of Milbon.  

I would like to explain our domestic and international initiatives for FY2025, followed by our medium-term 
management plan, which will end in 2026, and our long-term vision beyond that. 

 

First, as explained by Mr. Murai, I believe that 2024 was a year of steady growth, with both sales and profits 
exceeding the plan. 

Regarding the domestic market, as Mr. Murai mentioned earlier, we had a robust performance in the 
haircare category, which is central to our growth strategy. Both the new Aujua line, launched last year, and 
the new Elujuda items drove our overall haircare sales. 

In the hair color market, which is greatly influenced by population size, we experienced slight negative 
growth in Japan in 2023. However, we were able to achieve positive growth in FY2024. Although the 
increase was slight, we believe that our high value-added hair color proposals centered on Villa Lodola were 
well accepted in a difficult market environment, leading to increased sales. 

In the area of cosmetics, we have a marketing concept for hair and eyebrows, offering eyebrow products 
that link to hair color. These products performed well and contributed to the overall sales achievement. 

Let's see our overseas performance. 
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First, our sales activity in South Korea has been steady. We feel that our presence in the market is increasing 
due to our connections with young, dynamic salons. We held a major event mainly for young hairstylists, 
further raising the level of attention and expectation for Milbon in the market. 

On the other hand, the Chinese market remains challenging. Despite a sense of stagnation in market growth 
due to changing consumer mindsets, we managed to maintain relatively stable sales. Although sales 
decreased slightly for the full year, they showed a slight increase in the second half. We are still facing 
difficulties, but we are adjusting our structure to the changing market. 

In the USA, we are on a growth trajectory. By focusing our activities on the trend-influencing West Coast, 
especially Los Angeles, Milbon ranked first in in-store market share in a contracted distributor in California. 

Our distributor strategy in the USA involves giving one distributor in each region exclusive sales rights. We 
are currently contracted with nine companies throughout the US, all of which are independent, with most 
being owner-operated. The LA market is special in the USA, so Milbon gaining the top share among LA 
distributors will positively impact and stimulate the other eight distributors. We are increasingly looking 
forward to the future.

 

Now, let me explain our initiatives for 2025. I will begin by discussing the management issues facing hair 
salons in Japan and the role of Milbon. 

A key issue for many industries, sectors, and companies in Japan is the declining customer numbers due to a 
shrinking population and the need for management strategies to navigate inflation. I believe that the future 
growth of hair salons will hinge on value-added creation, pricing, and value pricing. This is true for Milbon as 
well as for hair salons. 

The question is how hair salons can demonstrate their pricing power. As shown on the left side of the page, 
this involves salon service menus or technical menus, such as hair coloring and in-salon treatments. These 
menus can offer multiple pricing options based on value, such as basic, premium, and luxury.  

Therefore, the challenge is to develop value-added menus, which involve beauty techniques. This brings up 
the need to enhance education for hairstylists. 
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Milbon's role is to create high value-added color menus, in-salon treatment menus, products to realize 
these menus, and provide educational support for beauty techniques. However, as mentioned earlier, this 
alone cannot be a growth strategy for hair salons in an era of declining customer numbers. 

The main growth strategy is to extend consumption from the high value-added experiences provided by the 
salon service menus on the left side of the page to take-home product sales on the right side. Naturally, 
haircare products and cosmetics are key. 

So, what are the issues that need to be addressed? It involves making it easier to sell or purchase these 
products. Product sales in hair salons often result in lost opportunities. Currently, only about 15% of salon 
customers purchase some kind of product, which is a relatively small number and indicates a stagnant 
situation. Therefore, improving the environment is crucial. 

Milbon's role is to create an infrastructure for product sales and purchases. Developing and selling useful 
products is our core business, but it is not enough. We need to create an environment and mechanism that 
facilitates the provision of product information from hairstylists to customers or allows consumers to easily 
obtain product information themselves. We define infrastructure as an environment or mechanism that 
facilitates consumer purchases. 

This infrastructure is the cornerstone of our haircare category's growth strategy, embodied by milbon:iD and 
the Smart Salon initiative. 

 

I would now like to explain each of these initiatives, one for the salon service menus and the other for the 
take-home products. First, let's look at the salon service menus.  

Proposal activities will be conducted from various hair color brands according to customer type. We will 
continue to offer value-added proposals for safety and security with our organic brand, Villa Lodola, and 
develop menus in line with South Korean beauty trends. We will support pricing capabilities for hair salons, 
from gaining product recognition to creating menus that consumers choose. 
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Regarding hairstylist education and support, work styles in hair salons have been rapidly changing in recent 
years. It is becoming increasingly difficult to conduct educational activities outside of business hours. 
Additionally, the number of hairstylists who work while raising children has greatly increased, which is a very 
positive trend for the future. 

In this context, we aim to support salons in adding value by providing in-salon training by our Field Person 
during business hours, which will lead to improved pricing capabilities for salons. 

This education structure is a unique aspect of Milbon, where we strive for in-salon training and an 
educational system. We have more than 120 educators, and including our sales personnel, we have a total 
of 300 field persons. Since we are the only company that can conduct educational activities with such 
resources, I believe this is a very important and effective strategy. 

 

The sommelier training system, a core component of hairstylist education, is another form of educational 
support that will be enhanced. While I won't detail the system here, you can find the description on the left 
side of the page. By completing and passing our program, participants will be certified as Beauty 
Sommeliers. 

For reference, the table at the bottom right shows the performance of hair salons with and without 
Sommeliers. As you can see, salons with Sommeliers have a higher ratio of in-salon treatment menu 
customers and higher product sales. 
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Now, let's move on to our initiatives for take-home products. Aujua is our flagship brand, and we have 
continued to pursue a high value-added haircare strategy. In February this year, we released a new series 
called the Altiell Line, designed to address complex issues such as aging, hair coloring, and bleaching. For 
hair salons, these products are intended to enhance the pricing power of in-salon treatment menus and 
boost sales of take-home products. 

Aujua offers not only take-home products but also professional in-salon treatment products. The Altiell Line 
integrates these offerings, connecting the in-salon treatment menu and product sales into one cohesive line. 
Aujua has always operated this way, so this will involve reviewing the pricing of in-salon menus and creating 
an exciting experience that drives product sales. This is Milbon's classic approach. 

In cosmetics, we plan to add eyebrow products linked to hair color, which were successful last year, and eye 
makeup as part of our color-linked proposals. Additionally, we will launch a new lotion expected to generate 
repeat sales, providing solid support for increasing cosmetics sales. 
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Supporting the sale of these products involves creating the necessary infrastructure, as previously 
mentioned. First, milbon:iD aims to register 1 million users by 2026. The number of registered users has 
been steadily increasing, and we expect to surpass the 1-million mark in 2025, a year ahead of schedule. Our 
target for 2025 is 1.07 million users. 

By enhancing the convenience of the purchase experience on milbon:iD, we will support the growth for 
haircare products, referencing the ratio of active purchasers and number of purchases as KPIs. 
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As of the end of last year, 62 Smart Salons in 50 cities were in operation, which we started rolling out in full 
scale last year. Several salons have begun to see an increase in the percentage of customers purchasing 
take-home products. As I mentioned earlier, an average of 15% of customers who visit salons purchase 
these products. 

We have several examples of salons that had 17% of customers purchasing products before the Smart Salon 
rollout, which has now increased to 25%. For your information, this salon is aiming for 35%, about double 
the 17% target. Some salons are aiming for 40%. 

We've provided data showing how Milbon product purchases by Smart Salons have changed. First, let's look 
at the year before and the year after becoming a Smart Salon: purchases of Milbon products increased by 
18.6% on average. For Smart Salons that have been part of the test marketing for two years, comparing the 
second year to the first year, there was a 21% increase. We have seen an increase of approximately 20% in 
both the first and second years.  

Although the number of salons is still small and the project has just started, so the data may only be used as 
reference, we expect it will lead to an increase in sales per salon. 

As we have been working on the Smart Salon initiative, the characteristics of salons likely to be successful 
have become clear. Salons that achieve early results with Smart Salon typically promote milbon:iD and have 
Sommeliers before the rollout. Starting Smart Salon by targeting salons with these two conditions is likely to 
lead to early results, and we would like to take these steps to create successful salons. 

 

This year, Expo 2025 Osaka, Kansai, Japan will finally begin in mid-April. As you may know, we are a co-
sponsor of the Osaka Healthcare Pavilion, a large building where we will have our booth. This booth will 
allow visitors to experience the Smart Salon proposed by Milbon and the hair salon of the future. 

We are also providing technical support for the acquisition of personal healthcare records at this pavilion. 
We expect to acquire anonymized healthcare records for 100,000 people, though this is a conservative 
estimate, and the number could be higher. We aim to utilize this technology for basic research that will lead 
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to product development in the future.

 

I would now like to comment on our overseas strategy.  

Our future focus regions are South Korea, the USA, and the EU. Expanding our market share in South Korea 
will lead to dominance in the Asian market. Additionally, the USA and the EU have large markets. At this stage, 
we aim to accelerate our growth by investing, particularly in the USA. 
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Today, I would like to make a few comments about the US. One of the factors behind our recent growth in 
the USA is our presence in LA, as mentioned at the beginning of this presentation. We have signed an 
ambassador contract with an influential hairstylist in LA. 

The person in the photo is Mr. Anh Co Tran. He has been the face of our product branding and educational 
activities, successfully increasing sales of our haircare products. This year, we will launch a styling brand 
developed in collaboration with Mr. Anh Co Tran worldwide. 

For medium- to long-term growth, expanding in hair color remains essential. Therefore, we plan to sign a 
prominent colorist as an ambassador for hair coloring in the future. 

At the same time, we must strengthen our sales system. We aim to increase the number of our Field 
Persons and sales representatives at our distributors, using these as KPIs.

 

Now, I would like to explain how we can improve profitability.  

First, as a basic premise, Milbon has been implementing a high value-added strategy for a long time, and we 
will improve profitability, continuing to do so. 

I would like to explain the premise of Milbon's high value-added strategy and why we can implement it, as 
well as our business model. 

First, our business model focuses on hair salons, allowing personalized proposals through in-person 
consultations with consumers by hairstylists. 

Next, I would like to explain why Milbon is chosen by hairstylists. The first reason is our problem-solving 
sales approach to individual hair salons, with a focus on product education. The second reason is our 
emphasis on hairstylist career training, focusing on developing hairstylists rather than just products and 
techniques. Third, we announce the direction of hair salon management strategy as a Next Vision, a policy 
for hairstylists, every year.  
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By proposing these policies and concepts, Milbon is chosen, and products are sold. Our business model 
prioritizes value-added strategies.

 

I will start from the right side of the page. Value-based pricing in haircare products has continued for many 
years. As a result, the manufacturing cost of haircare products has been gradually decreasing. Finally, in 
2024, the manufacturing cost of haircare products became lower than that of hair coloring products. This 
initiative is crucial for ensuring our company's profitability. 

On the left side of the page, in addition to value-based pricing for new products, we will also revise prices 
for existing products in mid-2025. Furthermore, we will strive to improve profitability by lowering the 
manufacturing cost ratio of haircare products. 

Overseas, we have been adjusting prices as necessary, considering product value, inflation rates, and 
competitive prices. However, this is the first time we have raised prices for existing products in Japan. It is 
challenging to estimate the impact, but we assume that a 10% price increase will likely result in a 5% 
decrease in shipping volume, which we have factored into our guidance. 
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I would like to explain our guidance for FY2025 through these initiatives, as well as the revision of the 
medium-term management plan targeted for FY2026. 

Our guidance for FY2025, highlighted on the left side of the page, is JPY 54.25 billion in consolidated net 
sales and JPY 7 billion in consolidated operating income. ROE is planned at 10.4%. 

Looking to the right, we have announced our medium-term management plan for 2026. Net sales are 
projected to be JPY 58 billion, in line with our plan. However, due to the rapid changes in the cost structure 
post-COVID-19, we have revised our operating income target to JPY 8.4 billion.
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Next, I would like to explain the two-year profit projection using the FY2024 results as a starting point. 

First, from FY2024 to FY2025, we expect an increase in gross profit due to higher sales and price revisions. 
As mentioned earlier, the Expo will be held this year, and the associated sponsorship and exhibition costs 
will increase SG&A expenses. We have also factored in higher R&D expenses related to the Innovation 
Center, with operating income set at JPY 7 billion. 

For FY2026, we anticipate an increase in gross profit due to higher sales and the full-year effect of price 
revisions for existing products. We expect to achieve JPY 8.4 billion in operating income, including cost 
reductions such as the absence of Expo expenses. 

 

As for our financial strategy, we plan to use JPY 7.3 billion of operating cash flow, allocating JPY 2,611 million 
for growth investments and JPY 2,867 million for shareholder returns. 

As part of our growth investment, the Training Center currently located in Osaka will be renamed the 
Human Resource Development Center and relocated to Odawara, where it will be expanded and begin 
operations in the fall of this year. We will also continue to invest in the infrastructure for milbon:iD and 
Smart Salon. 

We plan to pay a dividend of JPY 88 per share for the full year, with a payout ratio of 55.1%, targeting a 
payout ratio of 50% and ensuring no reduction in dividend payments. 
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Now, I would like to explain our Long-term Vision. 

As for Milbon's direction for FY2026 and beyond, last year we surpassed JPY 50 billion in consolidated net 
sales, but this is just a milestone. Our next goal is to reach JPY 100 billion. 

We aim to achieve an ROE of 14% or more by ensuring stable growth domestically, accelerating growth 
overseas, and improving capital efficiency while enhancing profitability.

 

First, for stable growth in Japan, we will promote initiatives to increase sales per Field Person by improving 
sales per hair salon. To achieve this, we have to raise the ratio of customers who purchase take-home 
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products from 15% through milbon:iD and Smart Salon strategies, which will serve as the infrastructure for 
growth of haircare products. 

We also aim to increase sales per Field Person and achieve stable growth in the domestic market, along with 
expanding in the cosmetics market. 

 

Next, I would like to explain the acceleration of overseas growth. There are two main points. 

First, we aim to achieve the number one market share in South Korea to become the top player in Asia, 
excluding Japan. Japan is a large market in Asia, so if we included it, we would already be number one. 
Therefore, we define true number one in Asia as excluding Japan. Our goal is to become the leading 
manufacturer in both the Japanese and South Korean markets, enhancing our superiority in Asia to achieve 
true dominance in the region. 

South Korean beauty trends are highly influential in Asia. During my visits to various countries, I have 
interviewed hairstylists, especially young ones, asking them who they follow on social media. I have noticed 
that South Korean beauty information often spreads to Taiwan and China. From there, it is translated into 
Chinese and reaches Southeast Asia, where there is a large population and many hair salons. This flow of 
information highlights South Korea as the upstream source of beauty trends in Asia. By securing the top 
position in the South Korean market, we aim to lead the Asian market. 

The second point is our challenge in the European and US markets. In the USA, we will establish a robust 
education and brand development system to accelerate growth in the hair color market. Although the USA 
has not yet reached profitability, we expect to achieve this by FY2028 to FY2029. Our recent sales growth in 
the USA is due to switching from direct sales to a distributor route, which has provided better insights into 
growth requirements and methods. While this transition has delayed profitability, it is essential for our JPY 
100 billion vision. Accelerating sales growth will generate solid profits and strengthen our global strategy. 

In the EU, we plan to build a distributor network similar to the US model. In Germany and its surrounding 
areas, we will continue direct sales activities based on commission and contractual systems. However, for 
other countries, we will promote distributor contracts to build sales channels. We have already started 


