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About the FANCL Group

Business Overview

Sales Composition

Overview

Cosmetics Business

Cosmetics, which are supposed to make people
beautiful, should not prevent people from
becoming beautiful. Guided by this ideal, FANCL
has continued to provide its one and only Mutenka
cosmetics since its founding.

FANCL

We are developing ATTENIR as a brand
specializing in aging care based on the concept of
“offering luxury brand at one-third of the market
price or lower.”

Attenir

pe A brand born in the United States and available
b oscla exclusively outside of Japan, centered around the
theme of botanical science.

Nutritional
Supplements Business

38.5%

FANCL entered this market offering high-quality,
low-cost supplements. We provide high-quality
supplements that focus on a “product efficacy
in our body” design that delivers nutrients to
where they are needed in the body based on
solid evidence.

Other Businesses

FANCL provides Kale Juice made from 100% domestic kale, Hatsuga
genmai (germinated brown rice) that is both nutritious and delicious, as well
as highly original underwear and general merchandise that support more
comfortable daily lives.

Sales Ratio by Sales Channels

Wholesale sales
Drugstores, convenience stores,
general supermarkets,
duty-free shops, other

Direct store sales

FANCL 172 stores
ATTENIR 26 stores

Online and catalogue sales
Internal e-commerce and external
e-commerce channels such as
catalogue sales, Rakuten, Amazon

Overseas sales

FY Mar/2023
D2C composition
around 70%

boscia FANCL (cosmetics)
Sold mainly in Sold mainly in Asia
North America (including China)

36.9%

FY Mar/2023
Overseas Sales
Composition

52.4%

Includes

online sales

81.4%
ATTENIR
Sold mainly through FANCL (supplements)
Chinese cross-border Sold mainly through Chinese
e-commerce cross-border e-commerce

Introduction Management

Net sales ¥1 035 billion

Business Model Sustainability

FY Mar/2023 Results

Operating income

0.4% down YoY

Data Section

¥7 . 8 billion

19.7% down YoY

Cosmetics Business

Net sales 1eY4 .4 billion

2.3% down YoY

Operating
income ¥5 1 9 billion
22.1% down YoY

Sales Composition by Brand

OEM, etc. ‘ FANCL
1.9% 73.3%
boscia
1.4%

ATTENIR
23.4%

Although online and catalogue, wholesale, and other sales increased due to aggressive

investments in advertising, overall business sales decreased as the impact of COVID-19

depressed sales at stores and overseas.

For FANCL cosmetics, online and catalogue as well as wholesale sales grew owing to

enhanced advertising for ENRICH+ and MILD CLEANSING OIL.

For ATTENIR, domestic sales of SKIN CLEAR CLEANSE OIL and special care products
were strong, but overseas sales declined due to the impact of Chinese lockdowns and local

inventory adjustments.

For boscia, sales decreased due to sluggish wholesale sales to cosmetics specialty

stores, department stores, and other retailers. Despite an improved gross profit margin and

efforts to effectively use sales promotion expenses, operating income declined mainly due to

aggressive advertising spending.
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ENRICH+ SKIN CLEAR CLEANSE OIL

boscia

Nutritional Supplements
Business

Net sales ¥398 billion

3.6% up YoY

Operating
income ¥3 .4 billion

12.1% down YoY

In Japan, sales increased mainly due to growth in online and catalogue as well as wholesale

sales based on strengthened advertising, and despite lower store sales amid COVID-19.

By product, sales were strong for Age Bracket-Based Supplements while solid for Enkin

and Calolimite for the Mature Aged, for both of which advertising was stepped up.

Overseas sales fell due to the impact of Chinese lockdowns and local inventory

adjustments.

Although gross profit increased due to higher sales, operating income decreased mainly

due to aggressive advertising spending.
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Enkin Calolimite for the Mature Aged
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Naishi Support

Other Businesses

Net sales ¥6.2 billion

6.5% down YoY

Operating
income ¥0.09 billion
FY Mar/2022
Operating loss ¥0.02 billion

Sales declined mainly for Hatsuga genmai and Kale Juice.

Sales decreased but operating income increased due to efforts to effectively use such

overhead expenses as advertising costs.

Hatsuga genmai KIN-no-IBUKI

Kale Juice contains vegetables, lactic acid bacteria, and bifidobacteria
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