
• Good afternoon, everyone.

• My name is Katsunori Kawabata, Representative Director, President, and CEO 
at the Earth Corporation.

• In today's briefing, I will be reviewing the financial results for fiscal year 
2025 and outline the forecast for fiscal year 2026.

• Let us begin.



• Let’s start with the financial result highlights for the fiscal year ended 
December 2025.



• We registered 179.18 billion yen in net sales and 8.08 billion yen in operating 
income, reflecting year-over-year growth for both line items.

• These results significantly outpaced our initial guidance and exceeded the 
revised forecast targets we issued last August, by 1.18 billion yen for sales 
and 80 million yen for operating income.

• Top-line growth was driven by successful price revisions carried out over the 
past number of years.

• Additionally, revenue benefited from the 2025 consolidation of PROTOLEAF, 
Inc., in the gardening products category, alongside steady growth in the 
General Environment and Sanitation business.



• Next is an overview of portfolio results on a management accounting basis.

• As noted earlier, our price revisions are yielding solid results in the market for 
Insecticides & Repellents in Japan, driving both top-line and profit growth.

• In our homecare products segment in Japan, we are navigating a few 
challenges, which I will detail shortly.

• That said, our overarching strategies—particularly in bath salts and oral 
hygiene products like MONDAMIN—are succeeding and driving improved 
profitability.

• In gardening products, sales and profitability increased driven by the 
consolidation of PROTOLEAF, Inc.

• Overseas, results varied by region, but overall sales are up, and, lastly, the 
General Environment and Sanitation business continues to deliver stable, 
sustained growth.



• The diagram outlines the portfolio strategy we are advancing both internally 
and externally.

• Moving forward, we are centering our operations around these four core 
pillars: Japan, Overseas, the General Environment and Sanitation Business, 
and MA-T.

• The remainder of today’s presentation will follow this portfolio structure to 
detail our current progress.



• Let’s start with our Insecticides & Repellents operations in Japan.

• While the overall market in Japan grew 1.4% year-over-year, our focus on 
high value-added products and the benefits of price revisions allowed us to 
outpace the industry.

• Our market share, which is an indicator of customer loyalty, rose 1.9 
percentage points to 59.1%, serving as a driver for market growth.



• We continue facing the issue of product returns within Insecticides & 
Repellents in Japan, which has an inherent seasonal component.

• As the market leader, we have spearheaded initiatives to mitigate this over 
the years.

• I am pleased to report that our product return rate reached a record low of 
4.6% on a value-basis last year, with the absolute amounts also hitting a 
record low.

• This achievement was not an overnight success; it is the culmination of years 
of building partner trust, enhancing our sales and product strength, and 
executing strategies.

• For context, our product return rate was in the double digits, at 12 percent, 
back in 2015, and this metric is now down to 4.6%.

• Going forward, our baseline approach is to maintain this current level.
That said, we must carefully weigh this against the risk of missed sales 
opportunities, the costs associated with product returns, and our ESG 
commitments.

• We are currently determining what this optimal balance should look like 
within the scope of our next Medium-Term Business Plan, which starts in 
2027.

• We will be sharing the details with stakeholders as soon as the MTBP is 
finalized.



• Moving on to the homecare products segment.

• Last August, we executed a major brand renewal of the oral hygiene 
category, specifically MONDAMIN.

• We approached this not just as a refresh, but with the full weight of a new 
product launch.

• This was a company-wide, 360-degree initiative covering everything from 
advertising to sales execution, and we are already seeing an expansion in 
market share.

• While initial momentum has been positive and we are currently making 
steady progress toward our KPI of around 20% in market share, we still 
aren’t quite there yet.

• We will continue this upward trajectory during the ongoing fiscal year and 
into next year, building on what is currently working well and making 
necessary fine adjustments to ensure we hit our market share target.

• Furthermore, this oral hygiene lineup revamp was also designed to bring 
down costs, so we expect this initiative will contribute directly to our bottom 
line and serve as a key driver in addressing our challenges within the 
homecare products portfolio.



• Another area of focus within the homecare products segment is the bath 
salts category.

• Our performance here has bifurcated: premium offerings such as Kikiyu and 
BARTH continue to see growth, while our legacy powder-type offerings, such 
as Bath Roman and BATHCLIN, have seen sales dip slightly below previous 
year levels.

• This has weighed on our overall market share.

• We view the bath salts category as a core strategic pillar alongside the oral 
hygiene category and products like MONDAMIN.

• To address these challenges, we completed the integration of BATHCLIN last 
year, which was a major milestone within COMPASS 2026, the ongoing MTBP.

• We expect the full synergies of this integration to materialize from 2026 
onward.

• In summary, rather than sitting still, we are following a disciplined process 
roadmap, and we look forward to sharing more concrete results at our future 
briefings.



• Moving on to the overseas segment and a performance review by country.

• Please note that the sales figures in the accompanying graph are presented 
in local currency terms, as this provides a more accurate reflection of our 
operations.

• Starting with Thailand, while sales fell short of the forecast, we nevertheless 
registered year-over-year growth.
Across all countries, not just in Thailand, we are shifting primarily toward 
direct sales negotiations with local retailers, similar to our model in Japan.
This strategy is already starting to bear fruit.
Furthermore, as we’ve discussed on previous occasions, capturing the 
number one market share in Thailand is now within reach.

• To secure this position, we intend to aggressively accelerate our market 
initiatives over the course of the ongoing fiscal year.

• Looking at profitability, as is the case with our operations in Japan, we are 
facing slight headwinds from raw material inflation, so our focus this year will 
be on driving profit improvements, including through enhanced production 
efficiencies.

• Turning to Vietnam.
Here, while sales fell short of the forecast targets, we nevertheless recorded 
year-over-year growth.

• As I briefly touched upon during the last earnings briefing, we executed a 
comprehensive restructuring of our sales organization in Vietnam last year.

• While this resulted in a slight, temporary dip, this was within our 
expectations, and with this structural realignment now complete, we are 
pivoting to recapture market share in fiscal year 2026, utilizing the same 
retailer-centric and consumer-centric storefront strategies driving our 
success in Thailand.



• Next is Malaysia, where we saw a strong performance from Insecticides & 
Repellents and air fresheners—both key categories—which drove year-over-
year sales growth in line with company forecasts.

• In Malaysia, and indeed in the Philippines, which I will cover next, and other 
overseas markets, we are strictly adhering to our core value proposition 
formula, that is, our focus on user-centric and retailer-centric perspectives.

• We built the Malaysian subsidiary from the ground up.

• Here, steady share expansion and successful product rollouts have allowed 
us to meet our targets and we are now well-positioned to achieve standalone 
profitability in the near future.

• Conversely, in the Philippines, we entered the market via M&A.

• Last year proved challenging due to inherited inventory shortages from the 
acquired entity, but we have since largely resolved these supply constraints 
and anticipate performance to pick up again and accelerate this year.

• Looking ahead, our objective is to grow sales and expand our market share 
within the Insecticides & Repellents category.

• To drive this top-line growth, we have designated aerosols, mosquito coils, 
and bait traps as strategic priority items.
Concurrently, we will work to optimize our advertising and promotional spend.

• The Head of our Overseas Division is present today and will be available 
during the Q&A to address questions.



• I would now like to discuss our operations in China, where we successfully achieved 
year-over-year sales growth despite navigating various external macro factors.
While the market's inherent potential remains, with room for further growth, we do 
recognize the complexities of operating there.

• Specifically, geographically, China is a close neighbor, but from an operational and 
macro standpoint, it can often present the most distinct challenges out of our entire 
overseas portfolio.
As such, we have shifted to a pragmatic strategy focused on capturing available 
upside while making sure we have a good read on this market.
Within this scope, our current approach in the Chinese market involves taking brands 
that have been successful in our other overseas markets, and introducing them on a 
trial basis.For example, we are piloting GIFT, our successful detergent brand from 
Vietnam, and will gauge response to these rollouts as we think ahead to our next 
expansion phase.
Additionally, given our longstanding historical footprint in China, starting with Tianjin 
and then later expanding into Suzhou and Shanghai, we are streamlining our logistics 
network to optimize costs.
As we look to 2026 and beyond, we expect our China operations to enter a new 
phase.

• Last is the export business.
Sales in our largest export market, Saudi Arabia, were down year-over-year and also 
compared to the forecast, partly due to weather-related headwinds.
Conversely, exports to regions like Taiwan continued growing, so we are closely 
tracking and analyzing this variance.The export business functions differently from 
our operations at our regional subsidiaries, but we are assessing these export 
markets to identify which countries possess the right fundamentals to be converted 
into core, regional subsidiaries for Earth Corporation in the future.

• In summary, while we navigate some regional variations, the trajectory remains 
firmly on track for the overseas business.
We have positioned the overseas business as the centerpiece of our growth strategy 
for both our current and next Medium-Term Business Plans, so we will continue to 



drive scale and profit expansion while executing necessary 
operational improvements.
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• Turning to the General Environment and Sanitation business, which continues 
to deliver stable, sustained growth.

• We continue seeing growing demand for our hygiene control services, driven 
by an unbroken upward trend in total contracts.

• Furthermore, the unique, high-value services that distinguish the Earth 
Group continue being very well received by enterprise clients, with unit value 
on the rise.

• We are benefiting not only from structurally heightened interest and demand 
for hygiene solutions, but also from a broader recovery in capex spending in 
the manufacturing industry.

• As the manufacturing sector rebounds strongly, our clients are unlocking 
capex budgets for hygiene control solutions, creating a favorable market 
tailwind.

• Looking at the internal factors, this growth in the total number of contracts 
and the increasingly high value-add nature of our service offerings are 
underpinned by our human capital.

• We are deepening our bench of specialized experts, whom we train and 
certify as Environmental Doctors.
Concurrently, we are leveraging industry-leading expertise to deploy AI and 
IoT-driven solutions that reduce reliance on manual inputs.

• In 2026 and heading into our Medium-Term Business Plan, we are 
strategically positioning this segment to serve as one of the two core 
businesses operated by the Earth Group.
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• Moving on to the MA-T business, where our operational directive is to 
accelerate our return on investment timeline.

• While we are indeed managing this project with discipline, which includes 
maintaining exit criteria should our efforts fail to pan out here, our 
overarching objective is to incubate MA-T into a future sales pillar for the 
Earth Group.

• With this goal in mind, we are currently in the phase of expanding brand 
recognition.

• As a major recent development, we participated in the Sedona Forum Tokyo, 
an international policy conference organized by the MCCAIN INSTITUTE—a 
think tank that carries forward the ideals of the late U.S. Senator John 
McCain.

• Our MA-T technology received significant validation at this prestigious event 
as the exclusive solution adopted for the health and safety measures at the 
event.

• Driven by this high-level institutional validation, our phased approach toward 
broader brand awareness and real-world integration is progressing smoothly.



• Given our time constraints, I have briefly summarized the four businesses that 
make up our portfolio. However, with less than a year remaining in the 
Medium-Term Business Plan, I want to share management’s review of the 
status of our progress. On this page, you can see our grading system: circles 
indicate a business is on track, while triangles indicate there is room for 
improvement.

• As you can see, our operations in Japan are doing well.
As discussed, the market for our core Insecticides & Repellents business is 
growing, and we are growing our market share here, too.
We are addressing the challenges within the homecare products category—
successfully revamping MONDAMIN in 2025 and refreshing bath salts in 2026.
We are also seeing growth in the gardening products category, with things 
progressing in line with company expectations.
We are seeing some tangible results, so we will continue our efforts while 
maintaining this discipline moving forward.

• We have intentionally assigned a “room for improvement” rating to the 
overseas business. Our target of securing the number one market share in 
Thailand is now within striking distance, and we continue seeing a steady sales 
expansion in Vietnam and Malaysia.
That said, because we position our overseas business as the top priority of our 
growth strategy, we naturally have more aggressive targets for this business, 
meaning we grade this segment more strictly to reflect our expectation for 
even greater acceleration.

• We are seeing strong traction in the General Environment and Sanitation 
business, signaling highly promising future growth.

• Lastly, we believe the MA-T business is also on track.
We scored a win at the Sedona Forum, but we must also note our presence at 
the Expo 2025 Osaka, Kansai, where MA-T was the exclusive solution adopted 
for the health and safety measures at the pavilion.
In short, we have been successful in growing brand awareness for MA-T.
While we are not yet at the stage to disclose material revenue contributions, 
the early seeds we have planted in this business are beginning to bear fruit, so 
we believe this business is on track.



• I would now like to discuss the progress of one-off expenses, including 
structural transformation.

• Structural transformation has been the focus of COMPASS 2026, the ongoing 
MTBP.

• This coincided with the Earth Group’s 100th anniversary last year, during 
which we recorded various structural transformation costs and one-time 
expenses.

• For 2025, costs related to the BATHCLIN integration and the anniversary 
celebrations came in more or less in line with expectations, with no major 
deviations.

• While we maintained a strategic expense budget for potential M&A, the 
actual deal flow was lower than anticipated.

• In light of this, following our strong performance and mid-year guidance 
raise, we made the decision to reallocate these funds toward returning value 
to employees.
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• If you look at the operating income change factors against the forecast, the 
drivers of profit growth included the consolidation of PROTOLEAF, Inc., the 
benefits from price revisions, positive changes to the sales composition, and 
overall top-line growth.

• In terms of the decrease factors, we saw a significant increase in personnel 
expenses, resulting from previously unplanned returns to employees.

• That said, as noted earlier, we view our people as a critical management 
resource, so we made the decision to reward our employees, which is 
reflected in the numbers.



• I would now like to take a look at the quarterly figures pertaining to progress 
against the initial operating income forecast.

• Looking specifically at the fourth quarter, we recorded an actual operating 
loss of 5.19 billion yen, representing a shortfall against our forecast, which 
called for an operating loss of 4 billion yen.

• That said, as I have emphasized, this variance was entirely driven by the un-
budgeted returns to employees made in the fourth quarter.

• Excluding this strategic outlay, our underlying performance was in line with 
the forecast.



• Next, I would like to briefly discuss the extraordinary income and loss items.

• For fiscal year 2025, we booked 390 million yen in extraordinary income 
against 1.21 billion yen in extraordinary losses.

• Specifically, the extraordinary income comes from a gain on the step 
acquisition of shares in PROTOLEAF, Inc., while the losses were related to the 
impairment loss on goodwill related to additional investments in our 
Philippine subsidiary.

• As you’ll remember, we discussed this issue back in the second quarter.

• Additionally, in the fourth quarter, we recorded 360 million yen in 
extraordinary losses related to Earth Pet, as well as an extraordinary loss of 
290 million yen related to the integration of BATHCLIN.

• The Earth Pet-related losses, in particular, were not something we had 
anticipated in the guidance raise announced in August 2025, causing us to 
fall slightly short of the revised net income forecast.



• Here, we outline our profitability and capital efficiency.

• In tandem with our improved profitability, ROE—which we position as a key 
metric—continues seeing a gradual improvement, and the spread between 
ROIC and our WACC has expanded to 2 percentage points.

• On the debt side, as you can see, we remain at very healthy levels of 
financial stability.

• That said, we do not view this as our final goal, as we will continue our 
efforts to aim even higher.



• This concludes my review of financial results for the fiscal year ended 
December 2025.

• I would now like to proceed to the forecast outline for fiscal year 2026.



• Reflecting on the fiscal year 2025 figures presented earlier, this table 
summarizes our current financial position.

• We have broadly achieved most of our targets ahead of schedule, as it 
pertains to the quantitative metrics outlined in COMPASS 2026, the ongoing 
MTBP—including profit and sales.

• However, some challenges remain, for example, as it pertains to WACC and 
DOE.

• This is the final year of COMPASS 2026, so we will credibly tackle these 
issues while simultaneously recognizing that they may carry over as key 
initiatives for our next Medium-Term Business Plan.
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• Next, I would like to discuss the integration of BATHCLIN via absorption-type 
merger, which is a key milestone for us.

• We made careful preparations, taking both our employees and our business 
partners into full consideration, and the actual integration officially 
commenced in January 2026.

• The PMI is still in the very early stages and we intend to maintain strict 
oversight across all areas to generate the integration synergies detailed on 
the diagram.

• Our key target here remains clear: capturing a 50% market share in bath 
salts, as we intend to make this business a true, secondary pillar of the 
Group, standing alongside our Insecticides & Repellents segment.

• The Earth Group is absolutely committed to this goal.

• We plan to share our progress on this front with all of you at the end of the 
second quarter, or upon the conclusion of fiscal year 2026.



2026/3/12

• Next is an overview of progress in our Group reorganization efforts.

• COMPASS 2026, the ongoing MTBP, focuses on two major initiatives within 
the scope of these reorganization efforts, the first being the integration of 
BATHCLIN.

• While the post-merger integration phase is currently underway, the structural 
integration itself is officially complete, in line with the strategic rationale I 
outlined earlier.

• The second initiative is transitioning to a holding structure, which is an 
initiative we have been advancing in parallel with the BATHCLIN integration.

• Over the course of 2026, we plan to finalize this framework and share the 
details with you when the timing is right.

• We envision the holding structure acting as the strategic hub for Group 
management.

• We are actively reviewing how to allocate functions to ensure tighter and 
more effective centralized oversight across our current Group operations, 
and we are moving forward with execution.
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• Next, I would like to discuss our DX initiatives.

• We consider this an unavoidable imperative for both the ongoing and 
upcoming Medium-Term Business Plans.

• In fact, in July 2025, we secured DX certification ahead of the next MTBP, 
which we are currently in the process of formulating.

• That said, acquiring this certification is not the be-all and end-all of our DX 
strategy.

• We view digital transformation as essential for our company-wide growth, 
and this certification is a milestone in that journey.

• We are currently pushing to integrate DX and AI across all our operations, 
ensuring thorough adoption and providing training to our employees.

• While corporate management is inherently dynamic and relies on continuous 
iteration, establishing a solid foundation for data-driven decision-making will 
allow us to test faster and raise our batting average, ultimately enhancing 
our management efficiency.
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• Because we successfully achieved our quantitative MTBP targets a year 
ahead of schedule, we position 2026 as a bridge to our next Medium-Term 
Business Plan, which starts in 2027.

• We will carefully review any unfinished tasks or remaining challenges.

• Our basic policy remains unchanged: we will make this a bridge year to drive 
expansion across our four business portfolios.

• Specifically, we will leverage our stable growth in the Japanese market to 
position our overseas operations as a growth driver.

• Furthermore, we have mapped out a growth plan through 2030 for our 
General Environment and Sanitation business.

• Additionally, circling back to what I said earlier, we intend to further scale 
this segment as one of the Earth Group's two core businesses.

• Lastly, in terms of MA-T, we expect to have outgrown this market awareness 
phase by the start of the next Medium-Term Business Plan.

• In other words, we view the upcoming MTBP as a pivotal transition period, 
during which our focus will shift to the monetization of our MA-T technology.



• With these factors in mind, let me walk you through the forecasts for fiscal 
year 2026.

• We are guiding for 188 billion yen in net sales and 9 billion yen in operating 
income, bringing our projected ROE to at least 8%.

• As I have emphasized, because fiscal year 2026 serves as the final year to 
solidify the achievements of COMPASS 2026, the ongoing MTBP, we are 
committed to making it a year of action and one capable of bridging the 
ongoing and upcoming Medium-Term Business Plans.



• This page illustrates our plan by portfolio on a management accounting basis.

• While the Earth Group is already the number one player in the domestic 
market for Insecticides & Repellents, with our market share now approaching 
60%, we intend to further solidify this foundation.

• In homecare products, we will steadily expand the oral hygiene initiatives we 
launched in 2025, while also delivering solid results in the bath salts category 
by leveraging the BATHCLIN integration.

• Turning to our gardening products, we're going to see the full-year benefits 
from last year's consolidation of PROTOLEAF, and, furthermore, we intend to 
drive synergies by integrating this with our existing Earth Garden line.

• Overseas, we will work to maintain our growth trajectory—particularly in the 
ASEAN region—with the goal of expanding our overall overseas sales mix.

• Lastly, and as I’ve outlined in the past, our focus within the General 
Environment and Sanitation business remains squarely on driving further 
profitability improvements.



• This last page pertains to the topic of shareholder returns.

• As previously announced, we set the total annual dividend for fiscal year 
2025 at 125 yen per share, which includes a 5-yen special dividend 
commemorating our 100th anniversary.

• Looking ahead to 2026, our plans are predicated on the firm execution of the 
performance forecast targets I outlined earlier.

• In the past, we haven't typically announced dividend hikes this early in the 
fiscal year.

• Fiscal year 2026 breaks this trend as we intend to pay an ordinary dividend 
of 130 yen per share, representing a 5-yen increase.

• We are fully committed to delivering on this goal, and we view our 
underlying business plan as a non-negotiable target.

• As such, I am pleased to report that this brings our DOE, which serves as 
one of our key dividend policy metrics, to 3.7%, with a dividend payout ratio 
of 45.8%.



• This concludes my presentation.

• Thank you for your time today.
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