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Summary of the Financial Results Briefing for the First Half, FY Dec. 2025 

 

 

Note: This "Briefing Summary" is a summary of the presentations and QAs at the results briefing. 

Forward-looking statements in this document are based on management’s assumptions and beliefs 

in light of the information currently available to Pigeon group, and are subject to known and unknown 

risks, uncertainties, and other factors that may cause actual results to differ materially from those 

contained in the forward-looking statements. English version and the Japanese version of the 

summaries, the Japanese-language version shall prevail. 

 

[Date & Time]    Thursday, August 7, 2025 16:00 - 17:00 JST 

 

[Location]    Venue and webcast 

 

[Speakers]     5 

Ryo Yano      President and CEO 

Tadashi Itakura     Director, Senior Managing Executive Officer 

Kevin Vyse-Peacock     Director, Executive Officer 

Zenzo Yamaguchi     Senior Managing Officer 

Yusuke Nakata     Senior Managing Officer 
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Yano: Thank you for joining our financial results briefing today despite your busy schedules. Before 

discussing the first half results, I would like to provide an overview of our next Mid-Term 

Management Plan. This year marks the final year of the 8th Mid-Term Management Plan. We are 

currently formulating strategies for the coming years to establish new medium-to-long-term goals, 

and this overview reflects that process. 

Going forward, we will focus on achieving our medium- to long-term goal of becoming the undisputed 

global leader in the nursing bottles and nipples market. Our strengths, as shown in the top three 

items on the left, are our long history of research and development, high-quality products, strong 

sales network, and strong brand power, which have been cultivated over nearly 70 years of history. 

On the other hand, looking at the growth potential on the right side, the red areas represent the 

Pigeon brand for baby care products, and the purple areas represent the Lansinoh brand for mother 

care products. Unfortunately, baby care products are sold in Asia and mother care products are sold 

in Europe and North America, and we are not fully leveraging the synergy between the two brands. 

Therefore, we intend to leverage our strengths and assets to thoroughly capture the white space and 

steer the company toward becoming the undisputed global leader in the global market share for 

nursing bottles and nipples, which are products with extremely high profit margins and customer 

appreciation. To achieve this goal, we will continue to grow by effectively utilizing human resources 

and a corporate culture that resonate with our Purpose, as well as our solid management foundation 

and capital strength. 

Through the synergy between our baby care and mother care product lines, we will further 

strengthen the world’s highest quality and most profitable nursing bottles and nipples business. 
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Now, I would like to explain the first half financial results. First, highlights of the first half results. 

In the Japan business, new drinking bottles “magmag,” which was launched in May, got off to a 

strong start, capturing the top share in specialty stores. It will be launched nationwide in August. 

In the China business, Pigeon once again ranked No.1 in the brand rankings on major e-commerce 

platforms during the big Chinese e-commerce event, "618". Although we had to invest heavily in 

advertising, we were able to increase GMV (Gross Merchandise Volume) by 17% compared to the 

previous period, while UV (Unique Visitors) increased by 11%. From a cost efficiency perspective, 

we believe it was particularly positive that we were able to attract more customers than last year and 

achieve sales that exceeded last year's results.  
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In the Singapore business, we have been continuing to shift from low-priced slim-neck bottles to 

high-value-added wide-neck bottles. In the first half of the fiscal year, wide-neck bottles accounted 

for over 60% of total nursing bottle sales in our Singapore business. 

In India, we launched the "SoftLatch® 2.0" wide-neck bottle, the first bottle manufactured in-house at 

our Indian factory, priced to appeal to Indian customers. 

Regarding the Lansinoh business, while Lansinoh is a mother care brand, sales of its nursing bottles 

and nipples have actually grown rapidly in recent years. In the first half, these sales increased 

significantly, growing over 40% YoY. This demonstrates that, as I explained at the beginning, 

expanding and growing the Lansinoh brand's nursing bottles and nipples is feasible as part of our 

strategy to develop baby care products in Europe and North America going forward. 
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Here are the group results for the first half of the year. 

Net sales increased +4.7% YoY. Due to factors such as increased factory utilization rates 

accompanying the sales growth and product mix, gross margin rose to 50.7%, exceeding 50%. 

SG&A expenses increased by 7% YoY. While SG&A expenses grew slightly more than net sales, 

operating income rose by 14.8% YoY. Solid investments improved product turnover rates, leading to 

higher utilization rates and cost reductions. 
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Profit and loss by business segment. 

All four business segments achieved YoY increases in both sales and profit, resulting in positive 

outcomes. Gross margins also increased across each business segment. 

Furthermore, sales in our Japan business increased by 2.6% YoY, while the Baby Care business 

saw a strong 6% increase  
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Factors affecting the change in consolidated operating income compared to the previous period. 

The increase in gross profit due to higher sales and the impact of improved gross margins were 

significant factors. Despite rising personnel and logistics expenses, we were able to grow operating 

income while also making solid use of marketing-related expenses.  
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B/S highlights. 

Cash and deposits decreased by approximately 5.1 billion yen from the end of the previous fiscal 

year, which includes the impact of foreign exchange rates. 

Net assets and total assets also decreased slightly. The equity ratio remained largely unchanged. 
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Here is a summary by business segment. 

Before discussing the Japan business, we would like to offer our sincere apologies. As announced in 

our press release yesterday and reported by some media outlets, we received reports of children 

sustaining injuries related to our electric nasal aspirator "SHUPOT". We take this situation very 

seriously and have immediately initiated an investigation into the cause and are considering 

countermeasures. The product itself has no defects, and normal usage does not lead to injury. 

However, to ensure even greater safety for our customers, we are responding not with a recall, but 

by distributing free improvement parts. With this modification, we will continue selling the product as 

one that can be used with greater peace of mind. 

Now, regarding the summary of the Japan business, cumulative sales for Baby Care grew by 6% 

YoY. Sales through our own e-commerce channels performed exceptionally well, increasing by over 

70% YoY, which was one factor driving up the gross margin. While baby skincare faced some 

challenges, the new Age-up product launched in Q1, the "Petit Kids Hair Care Series," recorded solid 

sales. Sales in the childcare appliances category, such as the "POCHItto" nursing bottle steam 

sterilizer and dryer, also remained strong. 

Improvements in the product mix and increased factory utilization rates also contributed, resulting in 

a 1.5 pt improvement in the cumulative gross margin for baby care compared to the previous period. 

Furthermore, in June of this year, we implemented price revisions for certain baby-related products, 

including nursing bottles and nipples. We anticipate the full effect of these price increases to 

materialize in the second half of the fiscal year and beyond. 
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In the China business, cumulative sales in mainland China grew 8% YoY. Particularly for nursing 

bottles and nipples, where we are focusing our efforts, cumulative sales achieved double-digit growth 

of 15% YoY, thanks to increased investment. This resulted in a strong first half performance and 

further expansion of our market share in nursing bottles. 

Baby skincare, another area where we are intensifying investment following nursing bottles and 

nipples, also performed well in the first half. The popular Momo-no-ha (Peach Leaves) series, 

especially suited for summer, achieved cumulative sales growth of 17% YoY, exceeding the growth 

rate of nursing bottles and nipples. Furthermore, in Q2 alone, it grew by 23% YoY, demonstrating a 

successful alignment of investment and sales. 

The new "Vernix Skincare Series" began shipping in May and was officially launched at a major baby 

products exhibition held in Shanghai in July. 

In terms of sell-out, we achieved 12% growth YoY, combining e-commerce and offline sales. E-

commerce continued to perform well, growing 13% YoY, and offline sales, which had been struggling 

in recent years, grew 9% YoY. We consider it a major achievement that we were able to increase 

sales in both channels. The e-commerce ratio increased 1 pt YoY to 78%. 

In the China business, we have established a corporation in the United States to promote sales 

under the Pigeon brand, and sales are strong, exceeding 150% YoY growth. 
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The Singapore business also performed steadily. Cumulative sales in the first half of the fiscal year 

in our major markets were up +16% YoY in Indonesia, +3% in India, and +4% in Malaysia. The 

Middle East struggled, with sales -11%, but sell-out exceeded the previous period. Although sell-out 

in Indonesia is on a recovery trend, it remains one of the areas where we are still struggling. 

In the Natural Botanical skincare line, a key focus of the Singapore business, sales of the “Diaper 

Rash Cream” remained strong, driving overall series sales. 

The gross margin for the Singapore business improved by 1.5 pt YoY, aided by factors such as 

improved factory utilization rates.  
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Cumulative sales for the Lansinoh business grew by 8% YoY. Although breast pump sales faced 

challenges in North America, overall results firmly exceeded the previous year's figures. 

Sales of postpartum and recovery care products continued to show strong growth, particularly in 

Germany and the Benelux region. 

Although impacted by U.S. tariffs, factors such as lower ocean freight rates contributed to a 1.2 pt 

improvement in the gross margin of the Lansinoh business compared to the previous quarter.  
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ESG and Sustainability Activities in the First Half 

We achieved SBT certification in April. 

Our FTSE Russell ESG rating also improved further to 4.3. 

Additionally, our Human Milk Bank Donation Campaign for the "Supporting Newborn" initiative and 

the presentation of our survey findings on parenting and breastfeeding in the Reiwa era, announced 

in the first half, were covered by some media outlets, demonstrating the effectiveness of these 

activities. 

We will continue to strengthen our activities providing child-rearing support and disaster 

preparedness products in collaboration with multiple local governments.  
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Here are our forecasts for the full year. 

We have not changed its original forecast announced in February this year. Full-year sales are 

projected to increase by 5.3% YoY, exceeding the growth rate of the first half. Operating income is 

also planned to increase by 6.3% YoY, aiming for an operating income of 11.8%, an improvement of 

0.1 pt.  
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We will share with you Initiatives for the second half of the fiscal year. 

In Japan, building on the strong performance of babycare appliances, we will launch the slim-type 

version of the "POCHItto" nursing bottle sterilizer and dryer as a new product. 

In the China business, we will launch the new "Vernix Skincare Series." Using our proprietary "3D 

Baby Skin Model," we will effectively communicate its efficacy for baby skin. 

In the Singapore business, as part of the Age-up strategy, we will strengthen sales of the new 

drinking bottle product "StarTouch™" to expand lifetime value. 

In the Lansinoh business, we will launch new products such as the "Organic Pumping Spray," 

designed to reduce the burden on mothers while pumping. 

Furthermore, customizable nursing bottles are expanding significantly not only in Japan but also 

starting in Taiwan and mainland China. We plan to continue expanding this business in Singapore as 

well.  
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Finally, regarding shareholder returns and investment. 

As for the interim dividend for this fiscal year, it will be 38 yen per share as planned at the beginning 

of the period. Regarding capital expenditures, depreciation, and R&D expenses, we plan to gradually 

increase investment, particularly in R&D expenses. 
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Questions and Answers  
*Questions and answers are listed by business segment. 

 

Group Consolidated 

Q. Regarding the nursing bottles and nipples business, what are the key areas where you 

expect future growth? 

A. We expect North America to be the area with the greatest growth potential in the short term. North 

America has a large market size, and while pigeon group has established brand recognition with 

Lansinoh, we have not yet fully challenged ourselves in the nursing bottle products market there, so 

we see significant opportunity. Currently, we sell nursing bottles and nipples in North America under 

both the Lansinoh and Pigeon brands, and we have been successful in growing sales for both. 

In key markets like India and Indonesia, where we have been focusing our efforts, we are targeting 

further growth. This will be achieved by continuing the shift from slim-neck to wide-neck bottles and 

introducing new products specifically designed to meet the needs of the local market. 

 

Q. What is your current global market share for nursing bottles and nipples? 

A. Currently, our global market share for nursing bottles and nipples is around 10-11%. 

 

Q. What is the estimated impact of U.S. tariffs for the full fiscal year, and what 

countermeasures have been implemented? 

A. Initially in April, we estimated an annual cost impact of a ¥800 million to ¥1 billion increase. 

However, by the end of the first half, the actual impact was below that estimate. Our current forecast 

indicates the impact will be roughly half of our initial estimate from April. However, the outlook for 

U.S. tariffs remains uncertain. We are considering countermeasures such as passing on price 

increases, shifting production locations, and advancing procurement. We will continue to closely 

monitor the situation, taking into account the current impact level, and are prepared to implement 

measures immediately if necessary. 

 

Japan Business 

Q. Given Japan's declining birthrate, what drove the strong performance in Q2, and what is 

the outlook? 

A. The main factor was strong sales in the babycare appliances category, which features high-priced 

products and relatively high gross margins. Furthermore, for baby food, which is experiencing sales 

growth, we plan to leverage economies of scale by further expanding this segment to improve profit 

margins. 
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To counter the declining birth rates, we will target the larger kids market by expanding our Age-up 

products, aiming for sustainable growth. 

 

Q. What are the competitive advantages over rivals for babycare appliances and baby 

food/beverages, where you aim to increase market share going forward? 

A. We will focus on providing unique product strength and distinctive value not found in competitors 

to expand market share. 

 

China Business 

Q. How did sell-in and sell-out in mainland China compare to the previous quarter for Q2 

alone (April-June)? 

A. For Q2 alone, sell-in in mainland China increased by 7.5% YoY, while sell-out grew by 10.5%. 

 

Q. Compared to Q1, the sales growth rate for nursing bottles and nipples in Q2 alone (April-

June) appears to have slowed. Are there any concerns for the future? 

A. Due to the significant growth in sales of bottles and nipples in the previous year's Q2, which was a 
result of aggressive growth investments to counter the impact of ALPS treated water, the hurdle is high 
for this year. This makes the growth rate for the current Q2 appear to be lower. However, internally, 
we assess that Q2's growth rate is on plan, and market share is expanding steadily. Therefore, there 
are no particular major concerns at this point. 

 

Q. In the previous year’s Q3 (July-September) alone, a significant gap occurred between sell-

in and sell-out. Could you share your outlook for Q3 and Q4 of this fiscal year? 

A . In the previous year’s Q3 alone, we cautiously implemented sell-in based on our internal 

assumption that sell-out would be difficult to grow due to a rebound effect from the strong 

performance of the immediately preceding quarter. This led to the gap. Leveraging the experience 

gained from that, we are also carefully managing distribution inventory levels during this period's 

"618" sales campaign, and inventory levels are currently not problematic. Looking ahead to the 

second half with the November "Double Eleven" sales event, while there is a possibility of earlier 

shipments due to the event's extended duration, we will manage inventory levels with the same 

vigilance as for "618" to prevent a significant gap between sell-in and sell-out, as occurred last year. 

 

Lansinoh Business 

Q. What is driving the significant growth in nursing bottles sales in North America? 

A. When Lansinoh first launched its nursing bottles, the concept was "nursing bottles for 

breastfeeding." However, in recent years, the proportion of mothers combining breast milk with 
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formula has been increasing. We believe our success stems from repositioning the brand and 

expanding the nursing bottle lineup to align with modern parenting styles and needs. 
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