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Presentation 

 

Murai: Thank you very much for taking time out of your busy schedule to join us today. 

I would like to explain about the background of today's meeting. 

 

It is certain that our company has grown mainly in the domestic market. However, now that the percentage 
of overseas sales is about 25%, we have been receiving more and more requests from investors for a more 
detailed explanation of our international strategy. 

Reflecting on this, the first reason for holding this event is to take some time and have this opportunity to 
explain. 

We have written here about our history of overseas expansion. Milbon was founded in 1960 and was one of 
the last manufacturers in Japan.  

I think that around 2000, we probably reached the top of the domestic market share. It took 40 years. At 
this stage, it was good that we had become the top company in Japan, but the big question was how to 
grow and where to grow from here on. We recognized that it would be quite difficult to grow solely in Japan 
in the future, given the demographics of the Japanese population. Thus, we began to think about overseas 
business in earnest around 2000, and we have gradually begun to work on it. 

As you can see from the graph on this page, which covers the 10-year period from 2014 to 2024, our 
overseas business has consistently grown. It is true that there are many comings and goings in each country, 
but we have been able to grow. 

We have been able to grow our overseas sales ratio from 10.4% in 2014 to 24.6% in 2024. We have been 
able to consistently grow our profits, although they do come and go. 
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I believe Mr. Okazaki will explain Milbon's strength in overseas business in this area later. 

 

The recently announced revisions to our mid-term management plan indicate that while consolidated net 
sales will remain unchanged, the composition of our overseas business has clearly shifted, as illustrated by 
this pie chart. 

We had initially expected that South Korea and China would be able to grow at a significant rate, but 
unfortunately, China is not growing as fast as we had expected under the circumstances. 

On the other hand, the USA is growing much faster than anticipated, and we believe the US market will be 
extremely important for our future growth. 

We understand that some investors believe it would be beneficial for us to focus more on Asia rather than 
the USA. However, as we will explain, we are beginning to see promising growth opportunities in both the 
USA and Europe. We hope you will understand our perspective today. 
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We have identified the EU, South Korea, and the USA as key regions for future focus. As you are probably 
aware, South Korea has been growing rapidly and can now be considered a great success. In contrast, the 
EU and the USA still have a long way to go. We are confident that our businesses in these areas will continue 
to grow, and we are planning to have Mr. Okazaki explain this to you in detail. 

That's about all I have to say on the whole, and I would like to leave the rest of the explanation to Mr. 
Okazaki. 

Okazaki: Hello, my name is Okazaki. Thank you very much for taking time out of your busy schedule to come 
here today. Also, I would like to thank you all for your continued support. Thank you very much. 
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To begin, I would like to briefly introduce myself. I joined the Company in 1996, and it has been 29 years. 
Until 2009, when I became the senior manager of the Tokyo Sales Office, I was engaged in field activities 
mainly in eastern Japan, including the Tokyo metropolitan area, the northern Kanto region, and the Tohoku 
region. 

Field activities include visiting hair salons together with local distributors to solve their problems, conducting 
educational activities, and providing management advice. These are the main field activities of Milbon’s 
Field Person (FP). 

Following that, I went to Thailand in 2012 as one of the first students of the Global Leader Training Program 
and established MILBON (THAILAND) CO., LTD. 

Thailand has a sales department and a production department, and since 2016, I have been in charge of 
Thailand, overseeing both departments. 

I was then transferred to New York City as USA's President in 2018. Until then, business had been centered 
on Japanese-owned salons, but the Company sought structural reform by establishing a distributor network 
throughout the USA and began full-scale sales of its products to local hair salons in the USA. One and a half 
years of my four-year assignment was spent in the COVID-19 pandemic, but it was a very valuable 
experience for me because I think that I was able to experience something essential about the USA. 

After 10 years of overseas service, I returned to Japan in 2022 to become Director of Global Sales and 
Marketing Headquarters, overseeing 13 countries. And last year, starting in 2024, I became responsible for 
Japan as well as overseas. 

In today's presentation, I will share with you Milbon's strengths and overseas growth potential based on our 
experience in the field. Thank you. 

Now I would like to proceed. 
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First of all, please take a look at the first section regarding strengths. Here is a background of the Company's 
current position overseas. The business model is a competitive advantage. 

The commercial flow is the same as in Japan, where merchandise is sold to hair salons through distributors, 
and take-home products are sold to general consumers through hair salons. 

In this context, our own sales and education personnel, Field Persons, are developing activities centered on 
education for hair salons. As the need from hair salons grows, so does the need and importance of Milbon 
from the distributors that have them as customers. 

We then provide distributors with education and sales know-how for hair salons, and support the 
development of their human resources. For example, we offer training for new recruits, executive training, 
and collaborate on projects to effectively target and engage salons. This encourages distributors to prioritize 
our products and expand sales to many salons. 

Repeating this process has created a virtuous cycle among Milbon, distributors, and hair salons, gradually 
increasing our presence in the market. 

Especially in overseas markets, there are barriers such as the size of the country, language, and beauty 
customs. We believe that in order to sell effectively in a large region and overcome cultural barriers, 
partnerships with distributors who have the deepest local understanding are crucial. 

We have 851 distributor sales representatives overseas, as shown on this screen. We are also developing 
our business locally by hiring locally for our own staff. We have 129 overseas Field Persons. Combined with 
the number of FPs and distributor sales representatives mentioned earlier, we have nearly 1,000 overseas 
salespeople selling Milbon, which is very encouraging. 

A prime example of success is Milbon Korea, where all employees, including the President, are Korean. By 
doing so, we have succeeded in building good relationships with local distributors and hair salons. In the 
case of South Korea, in particular, there are some political situations such as anti-Japanese sentiment, but 
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Milbon Korea has been completely unaffected by such situations. We believe this exemplifies successful 
localization. 

 

Furthermore, certain overseas regions align well with our business. These regions typically have high income 
levels and robust urban infrastructure, fostering the development of hair salons and a high demand for 
beauty services and technical education. 

Our company thrives in such environments due to our strong support for hair salons, with education at the 
core of our operations. Many distributors in these regions also recognize the importance of education for 
hair salons, facilitating business development. 

There are differences in the level of market development in each country, but in some of the regions in 
which we operate, for example ASEAN, hair salons have developed only in urban areas. In these areas, we 
are laying the groundwork for future growth by focusing our activities on urban areas while waiting for the 
market itself to grow. 

The competitive environment is also a tailwind for us. That is, an increasing number of manufacturers are 
converting from B2B2C business to B2C. After the lockdown during the COVID-19 pandemic, companies are 
building their own e-commerce sites, selling on Amazon, retail channels, and accelerating direct-to-
consumer sales at cosmetics retailers such as Sephora, in order to secure revenue streams that are not 
limited to hair salons. 

The fact that we are solely focused on increasing the value of hair salons and beauticians in our business has 
made us increasingly important and supported by hair salons and distributors. 
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Based on our business model, we have been successful in East Asia, South Korea, and Greater China by 
providing value to hair salons that goes beyond the boundaries of manufacturers. 

This page shows that. Japan, as well as other East Asian countries, have successfully implemented initiatives 
up to this step three. 

Step one: Product education activities. We communicate product usage, processing, and features through 
hands-on seminars, often conducted on-site at salons. We now also offer these seminars online. This 
initiative is fundamental to our strength, fostering trust in our brand among hair salons across all our 
overseas regions. 

Step two: Educational events for hair stylists. These events help stylists grow professionally, independent of 
specific products, setting us apart from other manufacturers and strengthening brand loyalty. This initiative 
is active in Japan, East Asian countries, and ASEAN, represented by the DA-LINK contest. 

Step three: Key points of salon management to respond to social changes, published annually as our 
“Policy.” This is a proposal that says, "This is how the world is going, so this is what hair salons should do,” 
or, “This is what stylists and hair stylists who are doing well in today's world are doing.” 

By offering products and education to hair salons based on this “Policy,” we are uniquely positioned to 
support the overall management of hair salons. This effort is being carried out in Japan and in East Asia. 

This year's overseas “Policy” focuses on O2O (online to offline) communication, highlighting common traits 
among globally supported hair stylists. Effective communication, both online and offline, is crucial. 

The most popular hair stylists in the world today, the ones who are favored by their clients, attract 
customers by sending out hashtags on their Instagram accounts with their signature and recommended 
styles. These are the things to do online. 

The next step is what kind of experience to offer customers offline at the salon to make them look beautiful 
when they come to the salon after seeing the signature style online. This sequence of events is a very 
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important point. Therefore, we are now developing such a marketing campaign that if you learn with an 
awareness of O2O, you can become a hair stylist who is acclaimed by your customers. 

By taking these steps, we are building relationships with hair salons that go beyond products, and by 
expanding this approach to each region, we are gradually strengthening our competitive advantage over our 
competitors. 

The integration of steps two and three here will add depth to the education and improve the hair stylist's 
performance. When this happens, the relationship with Milbon becomes a sustainable one, a winning 
pattern, so to speak. 

 

Next, I would like to talk about strategies by region, starting with South Korea. South Korea is a successful 
example of our overseas business. Reflecting on our success, the key factor has been our relationship with 
distributors. In South Korea, we gained the support of hair salons through Field Persons' educational 
activities. 

These activities were not only product-oriented but also included training in customer service etiquette, 
which was well received due to the high interest in Japanese hospitality at the time. As a result, support 
from hair salons increased, which is crucial for distributors. Consequently, distributors began prioritizing 
Milbon’s products. 

In South Korea, many manufacturers sell directly to hair salons without involving distributors. In this 
environment, we emphasized collaboration with our distributors, successfully retaining them and expanding 
our sales. 

By focusing on distributor sales training, we have improved their sales skills and retained the best 
salespeople. For example, in South Korea, there is a system where salespeople must pass a test to sell 
Global Milbon haircare products. In other words, the system is designed to sell only to those who are very 
passionate and excellent. 
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Educational activities by Field Persons for hair salons not only increase support from hair salon but also 
increase our importance to distributors that have such salons as clients. This collaborative relationship with 
distributors is the model for Milbon's overseas expansion. 

Furthermore, I would like to comment on our educational event in South Korea, DA-LINK, which I mentioned 
earlier. This event is also conducted in East Asia and ASEAN regions, besides South Korea. 

n today's age of online communication, DA-LINK is a contest where hair stylists showcase their ability to 
brand themselves to consumers through social media, personalize customer experiences at their salons, and 
demonstrate creativity in addressing these challenges. 

For instance, 50 teams participated and over 1,500 people attended DA-LINK in South Korea. Last year, 150 
teams participated and 2,000 people attended the event in mainland China. In Taiwan, 90 teams and 1,000 
people participated. 

When I refer to teams, I mean the number of participants in the contest. The audience numbers reflect 
those who came to watch. In Taiwan, 90 teams participated and 1,000 people attended. In Malaysia, there 
were 82 teams and 800 visitors. We also held our first event in Thailand, with 61 teams and 500 attendees. 
This educational event has been very well received in many countries. 

This year, in addition to these events, we plan to hold events in Indonesia and Singapore. 

We believe that implementing such initiatives, regardless of products, based on our business model has 
garnered support in South Korea and East Asia.

 

Regarding growth potential in South Korea, the biggest opportunities lie in hair care and perm. 

There are two pie charts here. On the left, Milbon Korea's sales show hair care at 23% and perm at 5%. 
However, the overall South Korean cosmetics market for hair salons, shown on the right, indicates hair care 
at 40% and perm at 30%. 



 
 

 

 

 
11 

 

For hair care, we are developing both Aujua, our flagship brand in Japan, and Global Milbon, our global 
flagship brand, and cross-selling to hair salons that handle hair color products. 

For perm, we are researching and developing specialized products to suit South Korea's unique perm 
customs. By strengthening each product category, we anticipate further growth in South Korea.

 

Additionally, the growth of our presence in South Korea has positively impacted the Milbon brand across 
Asia. This influence extends beyond South Korea, affecting other countries as well. As you know, the trend 
and influence of K-beauty have been remarkable in recent years, spreading throughout the Asian region. 

In conjunction with the educational events mentioned earlier, Milbon holds events to increase support from 
young hair stylists in particular. By building a cooperative relationship with them, we are able to capture the 
latest trends and conduct South Korean trend seminars in Japan and other Asian countries. 

This is very much the case in Japan, where there are many requests to learn Korean hairstyles. Requests 
have come in from all over Japan. Young Korean hair stylists who are popular nowadays actually studied at 
Japanese beauty schools, so they can communicate in Japanese quite well.  

One event that attracts these young hair stylists is the Pool Festival, as shown in the photos here. This event 
gathers mainly young hair stylists from South Korea, with over 1,000 attendees. 

This year (2025), young stylists from Japan, Malaysia, and Taiwan will participate as special guests at the 
Pool Festival. We hope this event will become a hub for disseminating Asian trends and fostering interaction 
among young people. Last year was the first time the event was held, making this year the second. 

Additionally, famous young Korean hair stylists are very interested in global connections, particularly with 
the USA. Many have world-famous Korean actors as clients and aspire to connect with Hollywood in LA. 

For example, we have a contract with Mr. Baek from Salon HE:ARTS, who is so renowned that a world-
famous fashion magazine frequently requests his hair styling services in South Korea. Through this contract, 
he assists us with seminars for hair stylists and marketing. He mentioned that Milbon's connection with LA 
was one of the reasons he signed the contract with us. 
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This suggests that famous Korean hair stylists are more focused on the USA, especially Hollywood, than on 
Japan.

 

Next, I would like to discuss the USA. Growth in this region is crucial for the future expansion of our entire 
overseas market. 

Growth has accelerated in recent years, but let's reflect on the background. In the USA, a Japanese straight 
perm boom occurred when a Japanese hair stylist introduced our straight perm, which was popular in Japan 
at the time. 

Sales began in the 1990s through an exclusive distributor. In 2004, a local subsidiary was established in the 
form of an acquisition of the business of its sole distributor, and since then, business has remained sluggish, 
but two events marked a turning point. 

First, the start of distributor sales in 2014. Initially, the company sold directly to hair salons, mainly in 
Manhattan, but began distributor sales with one distributor in the New York vicinity. Since 2018, we have 
gradually accelerated the switch to distributor sales through introductions among distributors, and 
currently, 80% of our sales are through distributors. This is represented by the red at the bottom of the 
screen, indicating the increasing percentage of sales from distributors. 

Although the switch from direct sales to distributor sales channels caused our profit margin to drop due to 
distributor margins, the transition has run its course. Sales channels have expanded, and profit margins have 
stabilized. 

Second, the launch of Global Milbon in 2016. Originally, Global Milbon was a brand aimed at overseas 
growth, particularly in the USA. Previous products struggled to accommodate the wide range of ethnic hair 
types in the USA, but since the launch of Global Milbon, it is now possible to address hair types. 

The expansion of sales channels and product switching through the establishment of this distributor 
network has accelerated growth since COVID-19. 
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This page describes the two growth triggers we discussed earlier: building distributor sales channels and 
switching products. 

On the left of the screen, you can see the map of the USA. In 2018, we contracted with a distributor in 
California, which is currently the highest-performing distributor in the USA. Through introductions from this 
distributor, we rapidly built a network and now have distributor sales channels in all 50 states and have 
established a sales channel extending to Canada. 

We visited new distributors through introductions from those already working with us, allowing us to meet 
numerous distributor presidents who understand Milbon's position. As a result, in 2018, there were only 50 
distributor salespeople, and now there are 312 across the USA, leading to increased sales. 

Regarding products, both hair color and hair care did not initially fit market needs when we brought in 
Japanese products as they were. However, with the launch of Global Milbon for hair care in 2016 and 
SOPHISTONE for hair color in 2020, we are now meeting market demands. As of today, our sales channels and 
products are well-established. 
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Regarding the haircare product line Global Milbon, it has received high praise for its perceived effectiveness 
compared to competitors' products and its suitability for various hair types and concerns. Hair salons 
appreciate that these powerful products are sold exclusively in salons, where their effectiveness is evident 
upon use. This exclusivity makes it easier for distributors to introduce these items to hair salons. The process 
and usage are straightforward, allowing distributor sales reps to hold seminars and introduce them to new 
salons. 

By the way, this package is labeled in English, not for use in Japan, but so that English-speaking individuals 
can understand its effects. For the black and gold package, shown on the far right of the screen, we 
gathered wealthy individuals in New York to choose the package that looked the most luxurious. 

We are confident in our significant competitive advantage in haircare knowledge. We aim to leverage this 
strength to introduce haircare products exclusively for overseas markets. We are developing these products 
primarily through R&D in the USA, established since 2021.  

For example, curly hair, which is not common in Japan, requires products to enhance its appearance. 
Additionally, the technology for straightening products is outdated, so we are developing new straightening 
agents with advanced technology, specifically for the USA, even if they may not be legally allowed in Japan. 

Additionally, since COVID-19, there has been a global increase in interest in scalp care due to symptoms like 
increased hair loss. Currently, there is a boom in Japanese head spas in Europe and the USA. We have seen a 
significant rise in requests for massage technique training using our products. 

Moreover, in Japan, there is a growing demand from tourists from Europe and the USA who want to 
experience head spas at Japanese salons. We have received numerous inquiries from Japanese salons asking 
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for English materials and leaflets that explain the services in English, reflecting the head spa boom.

 

Now, the reason we see growth potential in the USA is because our product strength has led us to 
collaborate with distributors, which is a prerequisite for overseas growth. The USA is the largest market in 
the world and is a very good match for our business in terms of beauty techniques education and the high 
demand for high-end products. 

On the other hand, the Asian model of stimulating demand from hair salons through educational activities 
was a hurdle that direct sales could not overcome because of the vast land area, 25 times the size of Japan. 
In the USA, Haircare products of Global Milbon became a competitive advantage, stimulating demand from 
hair salons and collaboration with distributors. Although the entry points are a bit different in South Korea 
and the USA, distributor collaboration has been realized in the USA as well. 

Furthermore, in the USA, competitors are increasingly selling directly to consumers through platforms like 
Amazon and Sephora. In this context, we continue to sell exclusively to hair salons, which has increased our 
importance to distributors and strengthened collaboration. 

In this situation, the Company is further establishing its competitive advantage by evolving to an educational 
model, including increasing our personnel in the USA. The number of Field Persons has increased by five 
since the beginning of 2025 and now stands at 22. It is approaching about 30 in South Korea. We will 
continue to augment it gradually. 
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Based on the evaluation of hair care, we are currently strengthening our hair coloring products. By cross-
selling hair coloring products, we aim to increase the efficiency of field activities and boost sales per hair 
salon. 

On the left side of the slide, when comparing the sales composition of Milbon USA and the overall USA 
market, there is significant growth potential for hair color sales. The pie chart on the right shows that hair 
color accounts for 30% of the USA market. 

The USA is the home of hair color, with many skilled colorists. While building an educational network is 
crucial for hair color sales, we believe that strengthening our branding will further accelerate growth. 

In hair care, the branding results are already evident. The bar chart on the right side of this page shows our 
haircare sales in the USA. Since 2020, Mr. Anh Co Tran, a renowned LA-based hair stylist, has participated in 
our branding efforts. His involvement has significantly increased haircare sales through content 
dissemination on social media and speaking at educational seminars. 

Mr. Anh Co Tran is a renowned celebrity hair stylist in LA, who played a part in initiating the contract with 
the famous South Korean hair stylist Mr. Baek, as mentioned earlier. We met Mr. Anh Co Tran in 2019. 
Originally working in the fashion industry, he transitioned to hair styling due to his interest in the field, 
where he could independently manage design, color, and texture. He has achieved his current status 
through his skill and sensibility. He is a calm individual who appreciates Japanese wabi-sabi and Zen 
philosophy. 

He has 400,000 followers on Instagram and is a member of the celebrity stylists association in LA. He has 
many actors and celebrities as clients, requiring a unique personality, which he possesses. 

By the way, he charges USD 550 per haircut, approximately JPY 80,000 at the current exchange rate. He also 
offers cutting classes at USD 1,500 per class, about JPY 200,000. His classes sell out quickly, indicating his 
popularity. Our hair care and styling products are well received and sell very well due to the cooperation of 
such a famous hair stylist. 
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We believe that the same approach is needed for hair color, and we aim to contract a celebrity colorist by 
the end of 2025. Having such a celebrity hair colorist to enhance education would be highly beneficial. 

To summarize the USA market, the distributor sales network has been established since 2018, and we are 
beginning to follow this successful pattern, allowing us to move to the next stage of education. There is a 
promising future for us to start taking steps in a different direction than the Asian market.

 

Next, we will report on the current situation in Europe, where we have recently begun full-scale 
development. First, in Europe, sales are made through commission sales activities to hair salons in Germany. 
In countries outside of Germany, sales are made through distributors. 

In Germany, the Company started commission contracts with several sales representatives in 2024 who 
have sales experience with competing manufacturers. These commissioned sales representatives already 
have their own clients, meaning hair salons, and by introducing our products to them, we are significantly 
increasing the number of hair salons carrying our products. 

For regions outside of Germany, our policy is to expand with minimal fixed costs by contracting with 
distributors who have a deep understanding of our style of activity and utilizing their sales channels. 

We have started selling our products in Greece and Norway. We met with Greek and Norwegian distributors 
through introductions. One company particularly active in introducing us to Europe is Maletti, 
headquartered in Italy, specializing in well-designed beauty equipment. They design chairs, mirrors, 
shampoo tables, and interior designs for hair salons, selling exclusively to salons. Milbon uses products, and 
Maletti uses equipment, sharing a common respect for hair stylists as clients. Whenever we find a good 
distributor, they introduce us, facilitating the process. 

Although Maletti is an Italian company, it operates in more than 100 countries and is very knowledgeable 
about distributors worldwide, always ready to provide us with information. In Germany, we rent Maletti's 
studio for free to conduct workshops. For Maletti, hosting hair salon education at their studio is a great 
publicity opportunity, fostering a win-win relationship. 
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We are currently in the process of introducing distributors around the world who would support Milbon's 
corporate stance. 

 

Next, ASEAN. The Company has been expanding in ASEAN since 2013. We have planted the seeds well and 
are building the foundation while waiting for the region to grow. 

ASEAN is characterized by hair salons capable of handling high-end products being concentrated in urban 
areas, against a backdrop of insufficiently developed urban infrastructure. Therefore, in the current market 
environment, we are not significantly increasing our own headcount but are working with distributors to 
expand the market. 

We will continue to closely monitor market growth and focus our activities on urban areas to generate 
stable profits. 

This is just my personal opinion, but in the first half of our presentation, we discussed how we are a good 
match for areas with high income levels and infrastructure, and I think GDP per capita is important. 

Today, Japan is said to be at about USD 34,000 and South Korea at USD 35,000. However, 25 years ago, in 
2000, Japan was at USD 39,000 GDP per capita, while South Korea was at USD 12,000. Considering the 
beauty culture in South Korea at that time, it was likely at the level of copying information from Japan and 
finally turning its attention to customer service. I think salons grew along with the country's growth, and 
Milbon Korea's education fit in with the hair salons, resulting in a significant increase in our sales. 

Given that, what is ASEAN like today? Singapore is a bit different, but Malaysia is at USD 12,000 per capita, 
Thailand at USD 7,400, Indonesia at USD 4,900, Vietnam at USD 4,300, and the Philippines at USD 3,900. 
These numbers are relatively low. 

Therefore, we are firmly sowing the seeds and building the foundation now. While capturing the challenges 
and opportunities for education for hair salons that will arise as the region grows, we are envisioning a 
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market that will grow significantly in the future.

 

Finally, China. In China, our performance has grown along with the rapid market growth, but market 
environment have deteriorated after the COVID-19 pandemic. While the number of visitors to hair salons 
has declined and the management of hair salons has faced difficulties, salons where Field Persons are active 
have remained steady. 

What kind of activities are we doing? Until now, most hair salons in China have operated by selling coupon 
tickets to their customers, such as 10 hair coloring sessions. This practice results in no incentives for hair 
salon staff to provide the best service, as they have already been paid in advance. In this context, Milbon is 
proposing various concrete measures to salons in the form of “Policy” promotion, menu proposals, design 
proposals, counseling, control of visitation cycles, and more, to enhance the level of their services. 

As a result, we believe our performance is doing well compared to competitors. For example, in the second 
half of last year, from July to December, we exceeded the previous year's level. Our target for this year is 4% 
over the previous year, and so far, we are on track. 

The right side of the slide shows the most recent educational events and “Policy” presentations, which are 
the cornerstone of hair salon management. Support from hair stylists is increasing greatly due to our unique 
approach. 

Last year's DA-LINK, as mentioned earlier, had 150 teams and nearly 2,000 visitors participating. At our most 
recent “Policy” presentation this month, 1,000 people in Shanghai, 480 people in Beijing, and 461 people in 
Chengdu attended our meeting and listened to our policies. These attendees are salon executives in each 
city, meaning we gathered approximately 2,000 salon executives in these three cities alone. 

Additionally, there are 16 distributor sales areas where events are also being held, creating opportunities for 
more than 3,500 people to hear about our policies in total. Therefore, we can say we have a very high level 
of support from our clients, the hair stylists. 

The hair salon market is often mistakenly compared with the cosmetics market, but since they are 
completely different businesses, there is little point in making such comparisons. There is no change in our 
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view of the potential of the Chinese market, and we will continue our business in preparation for its 
recovery.

 

Finally, I will discuss some important points for future overseas operations. 

The first step is to establish our position as the number one brand in South Korea, where we are currently in 
second place. We will solidify our position by growing in large, expanding categories such as hair care and 
perm. 

With South Korea consistently achieving high margins and driving overseas profit growth, turning the USA 
business profitable is a major challenge. In 2025, we will invest significantly in increasing headcount and hair 
color branding, translating these investments into results. The transition to distributor sales channels has 
been completed, and investments will generally run their course, leading to improved profitability alongside 
top-line growth. 

Just as education and policies have built relationships in East Asia with hair salons that go beyond products, 
expanding these efforts to the USA, ASEAN, and other regions will enhance our competitive advantage. 

In this presentation, we shared how we have implemented our unique strengths, such as our business 
model and education, in the USA and other areas overseas. We hope to continue receiving feedback from 
our investor and securities analysts and keep them well-informed of our progress. 

Thank you for your attention. 
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Disclaimer 

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this 
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide 
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS 
Asia believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript 
does not purport to be a complete or error-free statement or summary of the available data. Accordingly, 
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