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з. Results Outline 
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11/7) 
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1,129 
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340 

8.19yen 

2016/3 
(Actual Results) 

1. Outline of Consolidated Results for the Period Ended March 2017 

113,661 

1,989 

1.795 

1,339 

33.55ye  

2017/3 
(Actual Results) 

119,000 

2,500 

2,200 

1,200 

28.85yen 

2017/3 
(Initial Forecast 

5/10) 

0.7  

76.1  

 106.9  

293.2  

309.6  

Change From 

Prev. Period 

Compared  

To Revised Plan 

11/7 

 

 

 

20.8  

20.8  

Net Sales 

Operating  

Income 

Ordinary  

Income 

Profit attributable 

 to owners  

of parent 

Net Income 

Per Share 

Initial Forecast 5/10: Announced May 10, 2016 

Revised Forecast 11/7: Announced November 7, 2016 

(Units: millions of yen) 
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0

2016/3 2017/3

Net Sales 

Cost of Sales 

Gross Profit 

Cost of Sales Ratio 

0.78 billion yen 

0.64  billion yen 

0.1  

0.14  billion yen 

77.33  

37.11  
(32.4)  

67.6  

114.44  

76.69  

36.97  
(32.5)  

67.5  

113.66  

2. Consolidated Profits  (1)  Net Sales, Gross Profit 

(Units: billions of yen) Increased/Decreased Values (Rates)  Main Increase/Decrease Factors  

Decrease Due to Decreased Earnings 

  

Decrease Due to Decreased Cost of Sales Ratio  

 

System Kitchens           

    

System Bathrooms 

 

Washstands 

 

 170 million yen 

 

 550 million yen 

 

 70 million yen 

 

 
 530 million yen 

 

 110 million yen 

Increase in S.S., CLEANLADY Cost Ratio 

 
Increase in RAKUERA Cost Ratio 
Decrease in System Bathrooms Cost Ratio 

  
Raw Materials, Cost Reduction etc. 

 

 

 0.15 points 

 0.36 points 

 

 0.26 points 

 

 0.35 points 

Decrease Due to Decreased in Net Sales 

  
Increase in Gross Profit Ratio 

 250 million yen 

 110 million yen 
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-2, 000

18, 000

38, 000

2016/3 2017/3

Gross Profit 

SGA Expenses 

Operating Income 

SGA Ratio 

0.14  billion yen 

1.00 billion yen 

0.6  

0.86  billion yen 

36.97  

34.98  

1.99  

30.8  

1.8  

37.11  

35.98  

1.1  

31.4  

1.0  

(Units: billions of yen) 

Increased/Decreased Values (Rates)   Main Increase/Decrease Factors  

 

Sales Expenses        

Distribution Expenses     

Personnel Expenses    

Administrative Expenses 

 

Sales Expenses  

Distribution Expenses  

Personnel Expenses 

Administrative Expenses 

Decrease in Gross Profit 

Decrease in SGA Expenses 

 760 million yen 

 250 million yen 

 90 million yen 

 80 million yen 

 

 0.6 points 

 0.2 points 

 0.2 points 

 0.0 points 

 140 million yen 

+ 1,000 million yen 

2. Consolidated Profits  (2)  SGA Expenses, Operating Income 
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2016/3 2017/3 2018/3

89,755

18,467

6,223

90,846

18,611

6,543

89,336

17,976

6,348

0

20,000

40,000

60,000

80,000

100,000

120,000

Kitchen Equipment Bathtubs & Washstands Other

2016/3  

2017/3  

78.4  
16.1  

5.5  

78.6  
15.8  

5.6  

3. Sales Composition  (1)  By Segment (Consolidated) 

(Forecast) 

(Units: millions of yen) 

114,445  
116,000  113,661  

78.3  

16.1  

5.6  

Kitchen Equipment 

Bathtubs &  

Washstands 

Other 

Kitchen Equipment 

Bathtubs &  

Washstands 

Other 



6 

2014/3 2015/3 2016/3 2017/3 2018/3

0

Direct-Sales                                       
(Condominium owners)

Housing Constructors

General Routes                                                    
(Construction Contractors - Home Renovation)

80.6  

15.6  

3.8  

79.1  

16.1  

4.8  

78.9  

16.0  

5.1  

78.6  

16.3  

5.1  

78.8  

15.9  

5.3  

3. Sales Composition  (2)  By Sales Route (Non-Consolidated) 

(Forecast) 
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31.23
30.87

3.97
2.22

46.55
47.31

4.51
3.57

2016/3 2017/3

1.35 billion yen 

1.50  billion yen 
 

0.76 billion yen 

0.36 billion yen 

0.54 billion yen 

84.37  85.87  

4. Consolidated Balance Sheet Summary ð 1/2 

C
u

rre
n

t A
s
s
e

ts 

Increased/Decreased Values (Rates)  Main Increase/Decrease Factors  Assets  

(Units: billions of yen) 

Total Assets 

Inventory 

Fixed Assets 

Other Current Assets 

Cash and Deposits 

Notes and Accounts Receivable 

Electronically Recorded  
Monetary Claims 

 Tangible Fixed Assets  

 Intangible Fixed Assets 

 Securities Investments 

Current Assets 

Fixed Assets 

Cash and Deposits 

Notes and Accounts Receivable 

 
Electronically Recorded  

    Monetary Claims 

Decrease in Goods and Products 

 

Decrease in Deferred Tax Assets  

 

Decrease in Accounts Receivable - other 

 

 1,140 million yen 

 360 million yen 

+ 1,630 million yen 

 170 million yen 

 
 370 million yen 

 

     1,290 million yen 

 190 million yen 

 1,120 million yen 

 1,330 million yen 

+ 600 million yen 

 
 

 1,470 million yen 



8 

55.78
52.61

5.84
8.47

24.25 23.28

0. 00

50. 00

100. 00

2016/3 2017/3

0.97  billion yen 

2.63  billion yen 

3.16  billion yen 

84.37  85.87  

Liabilities / Net assets  

(Units: billions of yen) 

 Increased/Decreased Values  Primary Reasons for Increase/Decrease  

4. Consolidated Balance Sheet Summary ð 2/2 

Current Liabilities 

Total Net Assets 

Long- Term Liabilities 

Net Income 

Dividends 

Valuation Difference on  
    Available-for-Sale Securities 

Purchase of treasury shares 

Trade Accounts Payable, Other Accounts Payable 

 

Provision for loss on dissolution of  
    employees' pension fund 

Current portion of long-term loans payable 

 
Electronically Recorded Monetary Claims 

 

 

 
Long-term loans payable  2,410 million yen 

 6,660 million yen 

 

 910 million yen 

 

   1,880 million yen 
 

 5,160 million yen 

 

 

 1,340 million yen 

 830 million yen 
 

 390 million yen 

 3,800 million yen 
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3.26 3.68

21.8921.81

0. 00

5. 00

10. 00

15. 00

20. 00

25. 00

30. 00

Cash Flow from Operating Activities Cash Flow from Investing Activities

Cash Flow from Financing Activities Year-End Cash & Cash Equivalents Balance

2016/3 2017/3 

0.8 

+4.2  

7.4 

7.3 

5. Consolidated Cash Flow Statement Summary 

(Units: billions of yen) 
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2016/3 2017/3 2018/3

1.15

5.53

3.58 3.55

4.50

1.101.13

3.82

2.41

0.0

1.0

2.0

3.0

4.0

5.0

6.0

R&D Costs Capital Investment Deprecation Costs

(Units: billions of yen) 

(Forecast) 

FY 2017 Results 

FY 2018 Plan 

 Production-Related  

 

 Operations-Related 

 

 Information-Related 

 

 Others 

1,760 million yen 

 

1,520 million yen 

 

1,070 million yen 

 

150 million yen 

 Production-Related 

   

 Showroom Renovation 

 

 Information Investment 

                                 

 Others 

620 million yen 

 

930 million yen 

 

700 million yen 

 

160 million yen 

 

Major Capital Investment Details  

6. Capital Investments (Consolidated) 



11 

7. Sales Results For Major Products and Cleanup Market Share - 1/3 
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7. Sales Results For Major Products and Cleanup Market Share - 2/3 
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7. Sales Results For Major Products and Cleanup Market Share - 3/3 
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9. Forecasted Consolidated Results for the Period Ending March 2018 

Operating 

Income 
 
 
 

Ordinary 

Income 

 
 

Profit attributable to 

 owners of parent 
 

Net Sales 

Operating Income 

Margin 

Ordinary Income 

Margin 

Net Income 

Margin 

(Units: millions of yen) 

2017/3 
(Actual Results) 

2018/3 
Forecast  

Change From 

Prev. Period 

113,661 

1,989 

1,795 

1,339 

116,000 

2,300 

2,100 

1,350 

2.1  

15.6  

17.0  

0.8  

1.8  

1.6  

1.2  

2.0  

1.8  

1.2  

-  

-  

-  
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II.  Future Strategy  
Progress of Medium-Term Management Plan and 

Basic Policy for FY2017 
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The amount of construction work grew for rental housing, however the status for privately 

owned houses, as well as ready built houses and condominiums, more or less leveled off. 

1. Management Environment ɣ Trends in the number of  New housing starts 

Ministry of Land, Infrastructure, Transport and Tourism Monthly Economic Construction Statistics, Building Starts 

Units  

308,517  304,822  316,532  
352,841  

278,221  284,441  291,783  

6,580  7,576  5,919  
5,272  

7,867  5,832  5,793  

212,083  239,086  249,660  
259,148  

236,042  246,586  249,286  

291,840  
289,762  

320,891  

369,993  

358,340  
383,678  

427,275  

819,020  841,246  

893,002  

987,254  

880,470  
920,537  

974,137  

0

200,000

400,000

600,000

800,000

1,000,000

FY2010 FY2011 FY2012 FY2013 FY2014 FY2015 FY2016

Privately owned houses Company houses Ready built houses and condominiums Rental housing
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2. Summary of òMedium-Term Management Plan 15ó  

Innovations geared towards an added value (revenue) focused management 

Provide new value by utilizing the strengths of  a dedicated kitchen manufacturer 

Growth 
strategies 

 Realization of high productivity through improved efficiency of operational duties  
  and structures. 

 Creation of people and brands that only dedicated kitchen manufacturer can achieve. 
 Promotion of business activities with social missions. 
 Enhancement of governance framework and stabilization of returns to shareholders. 

Profit  
structure 
improvements  

Evolution of 
management  
base 

¸ Maximize added value and optimize fixed assets 

- Enhance sales for mid to high end products. 
- Develop products that give competitive advantage in renovation market. 
- Promote sales strategies with showrooms at the core. 
- Enhance cost reduction activities for the entire supply chain. 
- Optimize facility investments and costs. 
- Review evaluation indices. Fundamental 

reforms 

¸ Capture overseas markets. 
¸ Create new businesses. 
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Stainless Steel System Kitchen 

S.S. (Es-es) 

3.  Activities to "Reform Revenue Structure" 

 1) Product Policy -  Enhance the sales of medium to high end products 

Activities will be implemented to sustain the enhancement of products by developing a diverse 

range of proprietary functions, based on our uncompromising stance on stainless steel 

products. 

The current, much talked about product " Nagarail  
Sink" has been incorporated into the highest grade 
system kitchen "S.S.¬ 

February 2016  
Renewal  

Vanity Washstand 

S (Es) 

Continuously clean always  

Stainless steel cabinet  

System Bathroom 

Aqulia-Bath 

Feeling relaxation , 

 "LED line lighting"  

(standard equipment)  

 Gives a perception of depth and 

cleanliness to the space  

"Stainless Steel Ceiling" (Optional)  

February 2016  
Renewal  

February  2016 

Renewal 
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 1) Product Policy -  Develop products that have a competitive advantage in the renovation market 

Enhance renovation adaptive 
functions  

Vanity Washstand 

Fancio / BGA 
System Kitchen 

Rakuera 
June 2016  
Renewal  

September 2016  
Renewal  

Renovation adaptive  

An inspection access door is incorporated as a 
standard feature on the rear panel of the cabinet.  

LED lighting  

Simple square 

form  
The " Nagarail " incorporated into a large bowl.  

Incorporate system kitchen products in an 
economical price range with improved 
designability  and storability.  
Implement product renewals for younger 
generations, who demand innovative  
residentials  that capture their field of view.  

3.  Activities to "Reform Revenue Structure" 
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 1) Product Policy -  Capture social approval for new lifestyle value proposals 

Social approval 1 Social approval 2 
 Enhance the functions of the vanity washstand 

"Nagarail Bowl" 

 System bathrooms that are not slippery even when wet. 

"Ashipita" feet captivating patterns 

Vanity washbasin "S" ( Es) 
incorporating " Nagarail  Bowl"  
   

Designed to give reassurance with 
a powerful grip when wet  

Attained through the special pattern 
treatment of ¬Aquliston  ¬, artificial marble 
material. Wet feet adhere to the finely 
detailed uneven surface of the floor.  

3.  Activities to "Reform Revenue Structure" 
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 2) Sales Policy -  Promote sales strategies and sales support measures with the showrooms at the core 

Three flagship showrooms and 102 showrooms 

nationwide 

From October 2015 

From October 2016 

Flagship showroom for  
 central  Japan  

From July 2012 

Flagship showroom for  

 western Japan  

Flagship showroom for  
 eastern Japan  

Record for new establishment relocations and renewals for 2016 

18 

39 

48 

61 
66 

4 

Miyazaki Showroom Cleanup Kitchen Town Nagoya 

(Number of sites) 

Numazu Showroom Takamatsu Showroom North Tokyo Showroom 

Transition the number of showroom relocations and renewals 

(new establishment only at one site, Kitchen Town Nagoya in March 2017) 

Continue with aggressive 
refurbishments to improve the attractive 
features of showrooms, which are at the 

core of the sales strategy. 

3.  Activities to "Reform Revenue Structure" 
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  2) Sales Policy -  Promote sales strategies and sales support measures with the showrooms at the core  

ñHelp consumers to be better informed about the superior features of Cleanup products" 

Assistants will lead tours at showrooms during the period the fair is held in order  to propose useful items and a lavish lifestyle, so that 

visitors can get an idea of the thoughts that went into the products offered by Cleanup. 

  From the submission of an estimate to the signing of a contract... 

 Link the two major events and mobilize personnel to the sensory showrooms to secure sales 

Estimate Consideration 
Signed 

contract 

Estimation period: July to November 
Gifts are presented, after drawings, to individuals who 

  received our estimates during the above period. 

 A Prize: A surprise from an Ultra Hero 

 B Prize: An experiential gift of choice 

 C Prize: Ultra Cleo Original QUO Prepaid Card 

Implementation period: September to October 
 Individuals who received an estimate gather  

  at a showroom. 

 The "Shittoku Tour" is to provide guided tours 

   through showrooms. 

 An ample number of fun events are held, such 

   as drawings for prizes. 

3.  Activities to "Reform Revenue Structure" 


