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risks, uncertainties and other factors may affect the Company's performance.
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Kitazawa: Thanks for your participation today. This is my first financial results briefing since my appointment.
As previously announced, earnings declined about 15% year-on-year. This is very close to what we were
expecting.
Regarding to this briefing, changing a bit from usual, I would like to talk about events that happened in this
half-year period. After that, I will mainly introduce very useful elements for the future.

First of all, China. On June 18, we ranked first in e-commerce for nursing bottles and nipples. At this time, the
Company ranked first not only in nursing bottles and nipples but also in the cosmetics sector. Our flagship
Tenmao store on the Taobao platform has achieved remarkable growth of 230% compared to the previous year.
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Sales in the first half of the fiscal year have undoubtedly recovered from the previous year, increasing by 8%
on a local currency basis. This is partly due to the impact of the e-commerce festival on June 18. Additionally,
the share of total sales from e-commerce rose to 52%. This figure is about 7 percentage points higher than the
same period of the previous year.
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Next is Lansinoh. Although Lansinoh's growth rate is not so high on JPY basis, but it is growing at a very high
pace in all countries on local currency basis. In particular in Germany, it is growing by 21%, and the growth
rate in France is 18%. In China, it continues to enjoy growth with a 16% increase.

Moving on to Japan. The market share of our stroller achieved 30% in single month in the period. 25% was the
highest record before. This figure has seen a gradual upward trend. In the period from January to June, the
figure has remained above 20%. A slight contribution to this figure was made by the three-wheeled Palskip,
which was launched in May.
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This is Singapore territory. I have mentioned this before, but I think India will be important in the medium term
and beyond. Indonesia is also important. After that is Africa, where preparations are progressing steadily. We
are moving into the largest market in Africa, where 7.56 million babies are born annually. We have been able
to set up a distribution agent there. I think that we will continue to see developments in this market.
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This figure is sales by segment. Overall sales were 99.4% of those of the previous year. Gross profit was 84.9%.
Compared with the previous year, sales in Japan's Domestic Baby and Mother Care Business were 97.5%,
followed by sales in the Health and Elder Care Business, which were 98.9%. All of the three overseas divisions
were able to exceed their level in previous fiscal year.

These are the consolidated figures. Compared with the previous year, net sales were 99.4%, and operating
income was 84.9%. SG&A expenses were considerably higher than sales growth. Breaking down these figures,
we see that depreciation and amortization costs, which are related to ERP, were 500 million yen. Personnel
expenses are mainly related to retirement benefits for directors. Later, shipping costs have increased because of
market-wide increases in costs of shipping.
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This is a breakdown of overseas operations by region. As usual, Lansinoh's sales in China are included in the
China segment. This is a table that focuses exclusively on performance in each geographical area.

7 / 18

Pigeon Corporation Summary of Results briefing for the six months ended July 31, 2019

As for the full-year plan, we have decided to leave it unchanged from the original plan. Nevertheless, the current
fiscal year in Japan is 11 months long, and even taking this into account, I would very much like to see the
figures exceed those for the previous year.

I would like to talk about the reasons for not changing the full fiscal year sales forecast. We have been working
to introduce a new skin care product in China in the second half of the year, and we will finally launch the new
product in October.
The concept of this is to deliver fresh products directly to customers from the factory. Fundamentally, it is a
product with zero preservatives. This means that we can't keep it for a long time. The product will be delivered
to the customer and will be used up within two weeks or one month.
This will be a new business model, and orders will only be taken at our flagship e-commerce store. We send
orders directly to customers from our PMFG plant. This is a new model as direct sales of products. Order will
be taken only through our flagship shop. The order directly goes to our factory, the order is manufactured,
delivered to the customer directly.
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Next is a new product in Singapore. The brand name, Go Mini, is trademarked. In Europe, we won the Red Dot
Design prize. Then there was Japan’s Good Design Award, and Singapore Good Design. We intend to expand
this product mainly in Indonesia, one of our key target markets.

Next is Lansinoh. We will be replacing our current products with new second-generation breast pumps. The
big difference is there is no sound at all. I would like you to hear the sound in practice. This is such a tremendous
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and innovative product. This will gradually enter the market towards the second half of the year, and I think we
can expect good sales.

Moving on to Japan. Filbaby has already been on the market. This is based on research and development that
is actually carried out in China. This process of R&D was in China and launching as the finished product in
Japan. Pigeon split into four divisions this year. I think the effect comes out immediately. In addition, we expect
to launch new products worth approximately 700 million yen in the second half of the fiscal year by adding the
peach leaves and baby food series.
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We are entering a baby carrier market in Japan. This is likely to be worth 10 billion yen, even more than we
had anticipated. For the time being, I think we are aiming for a market share of about 15% over the next three
years. We have high expectations for this product in the next medium term and beyond.

The dividend will be 35 yen per share as interim and at the end of the fiscal year, unchanged from the initial
dividend.
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During this mid-term period, we have been tackling 12 issues. Good progress has been made in each category,
but today I will talk about ESG. In the medium-term plan to be announced next year, we will set KPIs within
this ESG category. The plan is due to be announced in February of the next fiscal year, but we have already
released some information.
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First of all, containers. Some baby soap containers have already been switched with paper cartons. This product
is a steamed bread for babies. The container used here, which is made mainly of cornstarch, is coming into use.
In addition, we are working on installing solar panels at our three plants: in India and China. Solar panels are
already operating at our two plants in China. They are currently being installed in India. This process will be
completed by October.

Next, a few words regarding organization. At the beginning of this year, the Company was clearly divided into
four business divisions. This red line gives an idea of the succession plan built into the Company’s new
organizational structure.
Basically, the president of a subsidiary is brought to the top of the division, and that person can go on to become
the CEO. I think this is the basic structure. Of course, this is not always the case. With regards to the succession
plan, a compensation committee has already been created, and we are considering setting up a Nomination
Committee within this year.
This concludes my presentation. I would now like to take as many questions as possible in the time that we
have. Thank you very much.
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Question & Answer
*Q&A are listed by Business.

[China Business]
Q. Second quarter performance in China. The bar was already high from strong results in the second
quarter of last year, but I understand that there has been a 10% increase in sales year-on-year. Could
you tell us specifically which products have been selling well and, secondly, whether you feel this level of
growth is sustainable?
A. Skincare performed very well last year. In the current fiscal year, shipments of last year’s new product have
been completed. The growth rate for other products was particularly large compared to the growth rate for
skincare products. In terms of nursing bottles and nipples, we were able to sustain growth of 10% on the
previous year. In recent years, breast pads have struggled slightly. However, as a result of the launch of new
products, the market has been recovering. We also have launched new breast pump and it contribute our results
from last year onwards.

Q. What is the situation with shipping and inventories?
A. Recently, the e-commerce ratio has been extremely high, and the time lag between accumulating inventory
and then delivering it to the marketplace has been very short in recent years. We are launching new products at
the same time as on major e-commerce platforms. There have not been any issues with inventory accumulation.

Q. What is a concept of new skincare which will be shipped out directly from the factory?
A. Development of this product was originally triggered six years ago by a desire to provide completely
preservative-free products for infants. This is, in a sense, branding. This began by considering babies and
offering products that are truly good for babies. Considered with a brand policy, this is one of our drivers.

Q. Which part of skincare product is novel?
A. I’m not sure how much I’m allowed to say about the active ingredient, but it is interesting.

Q. Which channel will you use for the skincare product?
A. We think our flagship shop only because T-mall is best for distributing our knowledge to customers.

Q. Tell me about unit price, market, margin, impact for overall performance and so on.
A. Regarding skincare, I don't presently have much information available about the marketability of directdelivery products. However, as a business model and from the results of R&D, we will be able to launch the
first such product in the baby care industry. We are planning to hold a high-profile presentation on the new
brand in the future.
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The price will be the high price range, it will be double price or more than existing skincare products. This will
be the most premium series of all the products the Company has launched.
In terms of unit price, it is about double the price of a conventional product or maybe more. However, this
product has been developed based on data discovered independently by Pigeon’s R&D team. This means that
we have no competitors in this area and are planning to bring it to market with that in mind.
Initially, we will be starting with an unprecedented business model, so we anticipate that the profit margin will
be somewhat lower than in the past. However, if we assume that this machine will continue to be used in the
future, we will be able to secure a profit margin equal to or higher than that of conventional products.
I think the impact for our result is a bit because the sales will start in November.
On the other hand, I think it will take some time to develop this business model. I believe it will take time to
educate consumers on the results of this unprecedented sales method, which is based on unprecedented research.
Our current thinking is that we want to grow this area to roughly 5% of our total sales.

Q. Tell me relation of sell-in and sell-out. How are the situations of e-commerce and offline?
A. It’s best to consider sell-in and sell-out as being essentially equal. At present, distribution inventories are not
increasing, so we consider them as developing in the same way.
As for the transaction with a big EC platform, there were various negotiations and relationship has been
recovering as of March. We are currently co-operating well including a big event on June 18. This has led to
an increase in sales.
On the offline side, trends continue as in the first quarter. In this environment, we are working closely with
Chain baby care shops, and we are now strengthening our efforts with small regional chain shops, such as
individual shops and small 10- to 20-shop companies.
Regarding the number of stores we do business with, we are looking at the number of newly opened stores,
those that have closed. In the second quarter of this year, the development of new stores has accelerated
compared to the previous full year, so I think that things are already moving in that direction. In the second half
of the year, we would like to make more efforts in the offline area.
We are very pleased with the performance of our flagship stores. This is from our policy to grow it. As such,
we are eagerly awaiting the Singles Day initiative, which will take place in the second half of the year. We are
currently working towards maximizing sales at this event.
we are taking various measures to further expand our business. One of these is the fresh direct-shipping skin
care product that we announced today. We will continue to launch nearly 100 SKUs of new products each year.
We have launched advertising centered on e-commerce for all the new products that we have launched in recent
years. The results have been very positive. We intend to raise the efficiency of these efforts and expand them
further.
E-commerce and our work offline with chain shops and baby shops is progressing well. The key from here is
tier three and below cities, where we are unlikely to have much penetration. We have started considering a
strategy for this, and are looking at how much we can recover.
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Q. Have the market share of bottles and nipples been growing in China? Could you tell me it by online
and offline channel. How do you think the risk on it and how does it goes up?
A. First, regarding China, we do not have a complete grasp of our market share in the offline market for nursing
bottles and nipples. Our market share is growing based on POS data and direct sales as evidences.
We can get this data about e-commerce sales. There has been an increase of about 2 points over the previous
year. For your image, I think our market share is 35% in total of online and offline.
There are various factors regarding risk, but the biggest trend is a decrease in the number of births. However,
the decline in births is the same in Japan, and there are other countries where our bottle share is more than 50%.
I think there is plenty of room for growth even there is a lot of competitions in China and they are very tough.
In the bottle, related products are also being introduced for the current model. For example, with handle, with
straw. These products are the result of gathering feedback from customers, and the market share has been
expanded through the launch of new products that reflect the feedback.

Q. Pigeon did not change the assumption rate from the year’s plan. How do you think?
A. The Chinese yuan rate is set at 16 yen for the current fiscal year. Based on average rates at 16.2 in the first
half of the fiscal year, the yen is still slightly weaker than planned. Six months have passed, but it is still in line
with the planned rate.
The yen is appreciating at present, but we believe that this impact is limited on our full year results.

Q. How do you think e-commerce from now on?
A. I think e-commerce will continue to grow at the current rate, so I think it would be better to assume about
60% in the next mid-term plan. However, Pigeon does believe that profitability will not decline even if ecommerce increases. I think the profitability will be the same through e-commerce as it has been through
distribution agents in the past.

Q. I which area is Pigeon’s market share growing? How about forecast?
A. Growth this year is from the first- to third-tier cities. When we go inland, we know that there are some areas
where brand recognition is not a big driver of sales in this area. Therefore, we will continue to focus on these
regions for future growth.
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[Domestic Baby and Mother Care Business]
Q. I would like to ask about Japan's inbound tourism. It seems that it has been negative since the second
quarter. How do you estimate it for 2nd half? What percentage of inbound tourist sales were from Peach
Leaves lotion in the first half of the fiscal year?
A. In the previous fiscal year, inbound tourist sales were 2.1 billion yen in the first quarter, 2.1 billion yen in
the second quarter, and 1.8 billion yen in the third quarter. This was partly due to the closure of Kansai Airport.
In the fourth quarter, it was 1.4 billion yen, I think you have reported it at 7.4 billion yen per year.
At the beginning of the fiscal year under review, we reported that the first quarter was about the same as the
previous fiscal year at 2.1 billion yen, and we believe that the second quarter saw a slight decline on the retail
front. As a result, the figure was lower year-on-year by about 300 million yen to 1.8 billion yen. I think 1.8
billion yen for the second quarter, which is the same level as it of second quarter. The estimation is difficult
because sales trends are different in each shops.
Last year, we reported sales of 4.3 million units of Peach Leaves. In the first half of the previous fiscal year,
sales were about 2.3 million. In the first half of the fiscal year under review, there was a decline of 7% to 8%
to a little over 2 million. The composition ratio was not significant decline.

Q. I understand that the new product announced by Mr. Kitazawa has associated costs of 700 million
yen in the second half of the fiscal year. Were these sales included in the forecast at the beginning of the
fiscal year?
A. Yes, we have factored in them.

Q. How do you think a strategy and target share for newly launched baby carrier?
A. Our baby carrier is soft type and the price range is almost half of the big brand price. Initially, this concept
should be thoroughly understood and broadened to include specific retailers without suddenly expanding to
raise awareness of the concept. We will announce our target share in our medium-term management plan in
February. This product was just launched in late August, so I feel that we are looking at the situation as the
product enters stores.

[Singapore Business]
Q. As inbound tourism in the second quarter became negative, exports of nursing bottles from Thailand
to Japan declined but looking at gross profit, things seem to have improved. If inbound tourism flattens
year on year after the third quarter, will the gross profit margin of the Singaporean business revert to
the previous year's level?
A. This is very difficult, but the first point is how numbers of inbound tourists will change. Other than that, the
Singapore Business Division is responsible for sales in other areas also, so we are able to make up for the
inbound decline. Ultimately, there is some reliance on inbound tourists, but if we can do the same as last year,
we believe that we will ultimately be able to reach a level close to the plan.
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Q. How about the situation the other areas including India?
A. In India, in the first half of the year, the inventory turnover of distributors was not very good due to the
presidential elections and other factors. However, in terms of sell-outs themselves, sales are growing in the topline pharmacy and e-commerce channels. For the full year, I think India is slightly below the forecast. However,
other areas, such as Indonesia and Malaysia, are performing well, so I think we can cover this.

[Lansinoh Business]
Q. Which are areas and product growing? What plans are there for further growth of Lansinoh globally?
A. Basically, sales of electric breast pumps grew dramatically in all countries in the current fiscal year. On the
other hand, sales of consumables, such as breast pads, are rather flat.
Regarding growth by country, the cause is different depending on the country. In Germany, the sales are through
Amazon. In Turkey, major baby chain stores are driving growth with standard items and electric breast pumps.
In Turkey, sales of nursing bottles have increased significantly also. In France also, the proportion of ecommerce is gradually rising. Since the Chinese e-commerce ratio was high from the start, the Chinese market
is growing even further.

Q. Regarding electric breast pumps, what are your strengths in this market, function or price? How is
your expectation of sales and margins?
A. Smart pump linked to smartphones is our strong point. Smartphone-linked products are welcomed globally.
I think it is very reasonable compared to big competitor. The new version I mentioned earlier is quite good, so
I believe that it will also make progress.

[Others]
Q. How was the level of transient SGA expenses vs plan as overall group? How about next fiscal year?
A. All matters relating to directors are temporary. We hope that you will understand that these expenses will
not occur. Regarding to ERP cost, we had initial cost for this year. However, this is temporary and has already
been factored in. We know some billion yen will occur every year as running cost.

Over.
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