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This presentation contains statements about the Companyôs plans, forecasts, 

strategies, and beliefs related to its future performance. Such forward-

looking statements were prepared based on judgments of the Companyôs 

management according to information available when this presentation was 

prepared. Readers are asked not to rely completely on performance 

forecasts contained herein, and understand that actual results may differ 

from such forecasts. 

Financial results reported herein have not been audited.

Notice Regarding Forward-Looking Statements
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Overview



Fiscal 2010 - First 2 Quarters
Income Statements
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(Unit: million yen, 

rounded down)

Fiscal 2009

First 2 Quarters Results

Fiscal 2010

First 2 Quarters

Results

Year-on-Year

Comparison 

Amount
% of 

Total
Amount

% of 

Total
Amount %

Net sales 15,846 15,653 - 193 98.8%

Operating income 4,019 25.4% 4,294 27.4% 275 106.9%

Ordinary income 3,959 25.0% 4,208 26.9% 249 106.3%

Net income 2,376 15.0% 2,517 16.1% 140 105.9%

EPS 153.91yen 160.04yen
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Unit: million yen, rounded down

- 193million yen

Fiscal 2010 First 2 Quarters Sales Growth334

Fiscal 2010 - First 2 Quarters

Sales Growth by Major Products

Total of kit

Pre-Operamaster

Operamaster

Regular kit

Kit products            Non-woven

fabrics 

Mekkin

bag 

Other non-

woven fabrics

Other products     Sales of subsidiary,

other



Fiscal 2010 - First 2 Quarters
Sales Growth by Quarter
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Unit: million yen, rounded down

FY2008, 1Q FY2008, 3Q FY2009, 1Q FY2009, 3QFY2008, 1Q FY2008, 3Q FY2009, 1Q FY2009, 3Q FY2010, 1Q

Sales of subsidiary, 

other

Kit

Other non-woven fabrics

Growth amount

Non-woven fabrics

Other products

Mekkin bag



Kit Products: Unit Sales and Sales Growth
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Unit: million yen, rounded down

10.3 11.3

* Number of contracts and cancellations as of September 30, 2010

(Unit sales and sales growth, by quarter) 

FY2008, 1Q FY2008, 3Q FY2009, 1Q FY2009, 3QFY2008, 1Q FY2008, 3Q FY2009, 1Q FY2009, 3Q FY2010, 1Q

Regular Kit

Pre-Operamaster Operamaster

Sales Growth

Cancellation



Kit Products: Unit Sales and Sales Growth 
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* Growth trend 

10.3 11.3
FY2008, 1Q FY2008, 3Q FY2009, 1Q FY2009, 3QFY2008, 1Q FY2008, 3Q FY2009, 1Q FY2009, 3Q FY2010, 1Q

FY2008, 2Q FY2008, 4Q FY2009, 2Q FY2009, 4Q FY2010, 2Q

Unit sales increase

Unit price increase 



Kit Products: Strategies to Boost Sales

9

-Factors for increase in sales of kit products-

ÅSucceeded in boosting unit sales 

ÅRising unit price trend began to level off 

Consumers became even more selective (price 

negotiations, competition with other companies) 

Delays in getting Operamasteroperational; inadequate 

completion of new contracts 

Develop appealing new products 
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Full-Year Outlook



Fiscal 2010Revised Income Forecasts 
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(Unit: million yen, 

rounded down)

Fiscal 2009

Results

Fiscal 2010

Revised Plan

Year-on-Year

Comparison

Amount
% of 

Total
Amount

% of 

Total
Amount %

Net sales 31,339 31,350 10 100.0%

Operating income 7,974 25.4% 8,510 27.1% 535 106.7%

Ordinary income 8,020 25.6% 8,460 27.0% 439 105.5%

Net income 4,921 15.7% 5,040 16.1% 118 102.4%

EPS 315.74yen 320.39yen



Fiscal 2010 Sales Growth by Major Products
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Unit: million yen, rounded down

10 million yen

Fiscal 2010 Sales Growth
711 Total of kit

Pre-Operamaster

Operamaster

Regular kit

Kit products          Non-woven

fabrics 

Mekkin

bag

Other non-

woven fabrics

Other products      Sales of subsidiary,

other



Fiscal 2010  Main Points
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¸ Actively develop new products 

¸ Attract new hospitals to Operamaster contracts

¸ Swiftly get Operamaster up and running at 

contracted hospitals

¸ Kit product unit prices firming 

¸ Use ñSurrem strategyò to reinforce sales targeting 

markets of competitors 

¸ Special demand in previous fiscal year due to H1N1 

influenza outbreak 

¸ Revenue decline due to partial sale of business of 

consolidated subsidiary 
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Business Performance



Progress of Operamaster Marketing
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Sales ¥3,953million UP ¥401million or 11.3%)

Number of contracts

11new contracts(an increase of 53,100operations)

Large hospitals5

Small and medium-sized hospitals6

7 cancelled contracts 20,000operations



Sales of Operamaster
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¥100 million, rounded down
11 new contracts;  7 cancelled contract 

(cumulative total: 126) 

¥3.95 billion (up 11.3% year-on-year)
FY2009:Contracts

FY2007:Contracts

FY2005:ContractsFY2006:Contracts

FY2004:Contracts

FY2008:Contracts

FY2010:Contracts

FY2004

1Q
FY2004

3Q

FY2005

1Q

FY2005

3Q

FY2006

1Q

FY2006

3Q

FY2007

1Q

FY2007

3Q

FY2008

1Q

FY2008

3Q

FY2009

1Q

FY2009

3Q

FY2010

1Q



Operamaster-Diffusion Rate and
Number of Operations
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No. of Operations

Diffusion rate %

* First 2 Quarters data annualized 

FY2005FY2004 FY2006 FY2007 FY2008 FY2009 FY2010

Non-conforming surgical 
operations

Conforming surgical operations

Diffusion rate



Operamaster-Contracted Hospitals:
Breakdown by Size
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Under 2000 2000 to 5000 Over 5000
(%)

FY2005FY2004 FY2006 FY2007 FY2008 FY2009 FY2010
Total 

contracted 
hospitals



Sales Breakdown by Hospitals Size of 
Operamaster-Contracted Hospitals
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Under 2000 2000 to 5000 Over 5000

FY2005FY2004 FY2006 FY2007 FY2008 FY2009 FY2010
Total 

contracted 
hospitals

(%)


