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Summary of the Financial Results Briefing for the FY Dec. 2024 
 
 
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] Friday, February 14, 2025  16:00 - 17:00 JST 
 
[Location]  Venue and webcast 
 
[Speakers]  5 

Norimasa Kitazawa  President and CEO 

Tadashi Itakura  Director, Senior Managing Executive Officer 

Kevin Vyse-Peacock  Director, Executive Officer 

Ryo Yano   Director, Executive Officer 

Zenzo Yamaguchi  Senior Managing Officer 
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Kitazawa: Thank you for joining our financial results briefing today. 

Firstly, we have updated our corporate philosophy to reflect our commitment to the "Purpose" of the 
Pigeon, and we have changed Pigeon DNA to Pigeon Group DNA to make it easier to understand 
as a philosophy shared by all Pigeon Group companies. 

In addition, we have newly formulated "Spirit" as the basis for our mindset and actions, so that the 
content is more geared toward realizing our “Purpose”. We will continue to advance our business 
and aim for sustainable growth as an indispensable presence in society, while keeping this our 
corporate philosophy in mind. 
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Here are the group results of the full year of FY Dec. 2024. 

Net sales ended at 104.1 billion yen, up +10.3% YoY. Operating income 12.1 billion yen, +13.0% 
YoY and achieved the forecast as well. The operating profit margin was better than the forecast 
with 11.7%. 
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Full-year results by business segment. Overseas business China, Singapore, and Lansinoh 
businesses ended the year with higher revenues and profits. Japan business ended the year with 
sales up -1% YoY, but this was largely due to the deconsolidation of Pigeon Manaka, which was 
included in the "Health & Elder Care” of the Japan business, resulting in a decline in sales of about 
600 million yen YoY. On the other hand, sales of “Baby care” increased by +2.0% by strengthening 
our sales activities even despite the continuing trend of declining birthrates. 
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Next is the factors behind the year-on-year increase or decrease in consolidated operating income. 

The main factors behind the increase in consolidated operating income were a 4.6 billion yen 
increase in gross profit due to increased revenue, and a +1.2 billion yen increase in gross profit due 
to an improvement in the gross profit margin. Meanwhile, personnel expenses, distribution 
expenses, and marketing-related expenses increased by +1.2-1.5 billion yen YoY for each, but the 
Group as a whole used its SG&A expenses efficiently, and operating income for the full year 
increased by +1.4 billion yen YoY. 
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B/S Highlights. Cash and deposits increased by 4.8 billion yen from the end of the past year, by 2.3 
billion yen excluding the impact of FX rates. Inventories increased by 470 million yen, but this 
increase was also largely due to FX rates. it was decreased by about 500 million yen from the end   
of the previous fiscal year excluding the impact of FX rates,. 
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Here is a summary by business segment. 

Although the sales and profits declined in Japan business, the sales of “Baby care” remained 
strong. Sales of nursing bottles/nipples increased by +1.3% YoY, maintaining an overwhelming 
market share even after the price revision implemented two years ago. As for baby skincare, while 
domestic demand remained strong, after the ALPS treated water in the second half of 2023, 
overseas demand almost disappeared and demand for the full year of 2024 was weak. 

The most significant topic in our Japan business is that the sales composition of the "baby care 
appliances” has grown nearly 10% of total baby care sales. In Japan, the number of households in 
which both spouses work has risen to about 70%, and interest in baby care products that offer 
convenience, time-saving, and/or less-effort has been extremely high. 

We are also actively developing new products with new value from various angles, such as the 
launch of a limited-quantity “Japanese bone china nursing bottle” jointly developed with NARUMI in 
December. 
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Next is the China business. 

In mainland China in 2024, we significantly increased our investment in growth in order to ensure a 
recovery in sales, which had fallen sharply at the end of 2023 due to the impact of the news reports 
about the discharge of ALPS-treated water. Our various initiatives to thoroughly strengthen brand 
exposure and communication, centered on nursing bottles, were successful, and we were able to 
recover sales to a level close to our initial forecast. In addition to YTD sales of nursing bottles 
increasing by more than +20% YoY, we were also able to achieve a +7% increase in sales of 
skincare products, which had been particularly affected by the discharge of ALPS-treated water. 

Although detailed data on Double-Eleven shopping event has not been released, even amid 
intensifying market competition, the strength of our brand remained unchanged, and we achieved 
double-digit growth in sell-out, centered on EC. 

In addition, the market share of nursing bottles/nipples, which fell sharply at the end of 2023, 
showed a stable recovery in 2024, returning to the level before the ALPS water issue. 

 



Pigeon Corporation / Summary of the Financial Results Briefing for the FY Dec. 2024 
 
 

9  / 23 
 

 

 

Next is the Singapore business. 

In the major countries, over the past two years we have been working on the top priority issue of 
shifting from the cheap slim-neck nursing bottles to the more expensive wide-neck ones, and the 
results of this are finally starting to become visible. In the future, as the shift to wide-neck bottles 
progresses further in this business, we expect to see growth not only in sales, but also in profit. 

In addition, in the skincare, YTD sales of the “Natural botanical series”, which is centered on this 
business, grew by +50% YoY, and other initiatives to strengthen activities are also clearly showing 
results. 
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Lansinoh business. This business has continued to perform well, and this year, breast pumps have 
been selling well. A new product called “Discreet Duo” the wearable breast pump, has contributed 
greatly to sales, and now the breast pump category has come to account for 23% of the total sales 
of Lansinoh business (18% in 2023). 

In addition, sales of maternity and postnatal care products, which had been growing rapidly every 
year since their launch in 2021, grew by more than +40% YoY in 2024. Sales in North America, 
Europe and other regions have also continued to grow by double digits. 

In addition, we have also been launching a succession of new categories, such as organic teas for 
expectant mothers. 

Also, with regard to the deterioration in the gross profit margin caused by the rising ocean freight 
costs, the gross profit margin was able to improve slightly YoY, partly due to the fact that ocean 
freight costs remained stable throughout the year in 2024. 
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In the area of ESG and sustainability, we formulated the Pigeon Group's human rights policy, 
completed the expansion of the Nihonbashi Breast Milk Bank, and were selected for all six ESG 
indices adopted by the GPIF, and we promoted various initiatives to realize our “Purpose”. 
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This is the forecast for the group's performance for FY Dec. 2025. We are planning for sales to be 
+5.3% growth YoY, and operating profit to be +6.3%. We are also aiming to improve the operating 
profit margin by +0.1 points YoY, to 11.8%. 
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The growth rate of sales for the group in FY Dec. 2025 will be +5% YoY, but we aim to achieve 
+6.8% growth in the overseas business. Our growth driver will be overseas business. 

In addition, 2025 is the final year of the 8th medium-term management plan. At the start of the plan, 
we set “Explore and Cultivate New Areas” as one of the key themes, and we have been working 
towards the goal of achieving 10 billion yen in sales from new business areas by the final year of 
the plan in 2025. We are making progress in developing new business areas as planned, and we 
will continue to work towards achieving 10 billion yen in sales from new business areas by 2025. 
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Here is the business outlook by business segment. . 

In Japan, we expect sales to increase slightly, with growth centered on overseas business. In 
Japan, we aim to achieve sales of +3.5% YoY for baby care, driven by baby care appliances and 
baby food, which we have been strengthening in recent years. 

Nevertheless, the reason why total sales increase of Japan business will be only by +1.1% YoY is 
since Pigeon Manaka, which was included in the Health & Elder care was transferred in April last 
year, and the sales for the Q1 of Pigeon Manaka (approximately 200 million yen) are still included in 
last year's results. 
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This is about future initiatives by business. 

In Japan, the number of births in 2024 was below 700,000, and we expect this figure to fall further 
in 2025. However, even as the number of births declines, we aim to maintain and slightly increase 
our performance in Japan by increasing disposable income per household and creating new 
childcare needs. 

In existing areas, we will continue to introduce new products in our mainstay products in the 
Japanese market, including nursing bottles/nipples, skincare, baby food, and consumables. We will 
also be reviewing our product portfolio and pricing to strengthen profitability. 

In addition, we will be launching our age-up products in Japan on a full scale. The latest product to 
be launched was the “Petit Kids Hair Care series”, which can be used from the age of 2, in 
February. Furthermore, we will also be actively promoting the Lansinoh brand in Japan. 

In addition, although the EC ratio is not particularly high in the Japan market at present, it is clear 
that will expand in the future if we look at the global market, so we will also be further strengthening 
our EC channels in Japan.  
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China Business. 

It is unclear whether the Year of the Dragon had any effect on the number of births in mainland 
China last year, but it appears that the number increased by around 6% YoY. However, we believe 
that the number of births this year will decrease again. In this market environment, we will continue 
to aim for business growth, with the achievement of 50% market share for nursing bottles/nipples as 
one of our milestones. 

In addition, we are planning to renew our basic series of skincare, which is our main baby skincare 
series, and our kids' skincare range this year, and we will work to renew the image of our skincare 
products, which have been struggling since the news of the ALPS water. 
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In Singapore business, we will continue to promote the shift from slim-neck nursing bottles to wide-
neck ones. As we saw some results in 2024, we believe that we can further speed up the shift to 
wide-neck bottles by investing in growth in bottles and nipples in 2025. 

In addition to continuing to strengthen the Natural & Botanical series, which performed well last 
year, we will also focus on oral care products such as baby toothbrushes. This is because our sales 
of baby oral care products at dental clinics, which we started on a trial basis in Malaysia market, 
and our joint activities with experts to raise awareness of oral care for babies have been very 
successful, and we will expand these activities to the entire market covered by this business. 
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Lansinoh business. 

In addition to continuing to expand sales of the Discreet Duo wearable breast pump, which we have 
been doing since 2024, we plan to launch a succession of new products in our existing 
breastfeeding care category and in new categories. 

In addition, from 2025, we will focus on the full-scale sale of nursing bottles/nipples in the Lansinoh 
business. The focus will be on the North American market, and Lansinoh aims to become the third 
largest bottle/nipple brand in North America by 2030. 

In addition, in terms of regions, Lansinoh has been struggling to sell in the Chinese market for many 
years, so in 2025 we plan to review our business model in order to achieve renewed growth. 
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In the area of sustainability, we will continue to strengthen our efforts by moving forward with the 
GHG emissions targets set forth in the Pigeon Green Action Plan. 
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Shareholder returns and investments. 

Regarding the year-end dividend for 2024, in accordance with our shareholder return policy for the 
8th Mid-term Business Plan, we will pay a dividend of 38 yen per share, the same amount as the 
interim dividend, for an annual dividend of 76 yen per share. Although our dividend payout ratio is 
still over 100%, our aim is to reduce this ratio by increasing our earnings. 

In terms of the priority of cash allocation, we will first consider investment in business growth as our 
top priority, and then consider returning profits to our stakeholders, considering the balance 
between business growth and finance, cash flow and stock price conditions. 

 



Pigeon Corporation / Summary of the Financial Results Briefing for the FY Dec. 2024 
 
 

21  / 23 
 

Questions and Answers 

*Questions and answers are listed by the business segment. 
 

Group Consolidated 

Q. Tell us an overview of the FY 2025 business forecast by business segment. 

A. The plan for the Japan business is based on the assumption that the number of births in 2025 
will be low 600Ks. The growth drivers for baby care in 2025 will be new products in the core 
categories of skincare, baby food, and baby care appliances (baby healthcare). In particular, we will 
be actively considering new products for children up to around the age of 5, with a focus on 
skincare and baby food, and we will also be expanding sales of Lansinoh products in Japan market. 
Even as the number of births in Japan declines, we will aim for sustainable growth by expanding the 
customer base we target. 

In China business, we were able to achieve a recovery in sales and profit in 2024 that was largely 
in line with our expectations, so in 2025 we will be making investments to achieve growth once 
again. In China, we launch a large number of new products every year, including new challenges, 
but in particular, in 2025 we have a number of new products lined up that will surely contribute to 
growth, including a major renewal of our basic skincare series and kids skincare, and the addition of 
new products to our nursing bottle lineup. We hope to achieve our forecast firmly, with these new 
and renewed products at their core. 

In the Singapore business, we will continue to aim for growth centered on nursing bottles/nipples 
and skincare. The distribution inventory problem has been resolved, and the activities we have 
been working on for the past few years to add more value to our bottles (shifting to wide-neck 
models) are starting to show results, including in our main market of the Middle East. In 2025, we 
will further accelerate these activities by strengthening the rebranding activities that are currently 
underway. In addition, we will continue to strengthen sales activities for the skincare, natural 
botanical series, which we are currently focusing on, and develop this as a category second 
following by nursing bottles. 

In the Lansinoh business, in addition to strengthening our existing area of “breastfeeding-related 
products”, we will actively expand our business in new areas in all areas where we operate. In 
2025, we will expand sales of the Discreet Duo breast pump, which we are currently selling in North 
America, to areas such as Europe, and we will also focus on bottles and nipples. In addition, we will 
further expand its product portfolio in new areas such as prenatal and postnatal care and nutrition 
for maternity, and work to build a foundation for sustainable growth.  
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Q. What kind of impact do you expect future political trends in the US to our business? 

A. We recognize that future political trends in the US could be a risk or an opportunity for our group, 
but because the future is very uncertain at the moment, we have not factored in the impact of US 
political trends in our 2025 earnings forecasts for each business. Our group has a strong global 
network for production and sales, and we believe we can respond flexibly as needed. Regardless of 
how the external environment changes, we believe that the best thing we can do is to develop as 
many great products as possible and work to ensure that they reach the customers around the 
world who need them. 

 

China Business 

Q. What was the YoY sell-in and sell-out growth in mainland China in the Q4 alone (October-
December)? 

A. Sell-in in Q4 alone was up +88.6% YoY. Sell-out was up +42.6% YoY. In the breakdown of sell-
out, EC was up +44.1%, and offline was up +33.8%. 

 

Q. Offline sell-out finished at the same level as the past year, do you think they have hit the 
bottom? 

A. Offline sales fell significantly at the end of 2023 due to the impact of ALPS water issue, but in 
2024 they recovered, so it could be said that the decline has stopped. In terms of initiatives for 
2024, we believe that expanding offline-only products contributed to the end of the decline, and we 
plan to continue adding offline-only products in 2025 as well. Although the online ratio has recently 
increased to around 77%, we would like to maintain the offline ratio at a slightly higher level. 

 

Q. What was your market share of bottles/nipples at the end of 2024? 

A. The estimated market share of nursing bottles/nipples at the end of 2024 was about 43%, 
recovering steadily throughout the year after a sharp drop in market share due to the ALPS treated 
water issue at the end of 2023. 

 

Q. Tell us the cost of growth investment in 2025 business forecast. 

A. We plan to continue investing in growth in 2025 in order to achieve a 50% market share for 
bottles and nipples. As in 2024, big portion of the expenses will be for marketing and branding 
activities, such as brand exposure, product value promotion, and new product appeal. Regarding 
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how to use the expenses, we have been able to examine the activities we have been working on in 
2024, and we believe that we will be able to invest the expenses more efficiently in 2025 than in the 
previous year. Through these efforts, we plan to improve the operating profit margin of our China 
business by 0.1 percentage points year-on-year in 2025. 

 

Japan Business 

Q. Tell us what factors contributed to the strong performance in the Q4 alone. 

A. In the baby care business, sales were particularly strong at baby specialty stores such as 
Akachan Honpo and Nishimatsu-ya, as well as online retailers such as Amazon. Sales of baby care 
appliances such as electric nasal aspirators also contributed to growth.  

 

Singapore Business 

Q. Tell us about the status of EC channel initiatives in major countries. 

A. Although offline sales are still the main sales channel in the major countries of the Singapore 
business, the sales ratio through EC channels is increasing in Southeast Asian countries, and in 
Singapore in particular, the most recent EC ratio has grown significantly to 21%. In Southeast Asia, 
in addition to Lazada, which is the largest company in the region, there are EC platforms in each 
country, and the EC market is quite heated. In this environment, we are not only tapping EC 
channels, but are also actively engaged in digital marketing using social media such as TikTok, and 
we are accumulating know-how in each country from brand recognition on social media to attracting 
customers to EC channels and sharing it within the business to strengthen EC channels. 

In India, the “Quick Commerce Market” is expanding in addition to EC, and our sales through the 
Quick Commerce channel are also rapidly increasing, so we plan to focus on this even more in the 
future.  

 

Lansinoh Business 

Q. Tell us what factors contributed to the strong performance in the Q4 alone. 

A. In the latter of the Q3, we had an expansion in the distribution of existing products and launch of 
several new products in North America and Europe, and these contributed to sales growth in the 
Q4. 

#### 


