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 Sales In the Japanese market, we strengthened development of each product groups “long-standing,” “new,” “BIG BET (highest  priority products),”   
                            and “Toys 4.0,” and posted strong sales. . 
 Gross Profit   Gross profit rose as a result of higher net sales despite weaker yen compared with the previous fiscal year. 
 Operating Income  There were increases in advertising and R&D expenses due to the focus on marketing and new product   
                                        development to   promote sales growth (see page 2).  
 Ordinary Income     There was an increase in foreign exchange losses in non-operating expenses 
 Profit                         Posted impairment losses in goodwill and some intangible assets at TOMY International Group (see page 4) 
 

FY2015 FY2014 
Difference 

Actual Revised Forecast 
(9 Feb, 2016) 

Original Forecast Actual 

 Sales     1,630 1,600 1,700 1,499 +131 

 Cost of Sales 1,057 － － 972 +85 

 Gross  Profit 573 － － 527 +46 

 Operating income 26 26 40 24 +2 
Operating  
Profit Margin 1.7% 1.6% 2.4% 1.6% +0.1% 

  EBITDA 116 － － 111 +5 

 Ordinary Income 14 16 33 20 -6 

 Net Income (Loss)  -67 -75 13 -18 -49 

１ 

¥100million 

*  All figures have been rounded down to the nearest ¥100million. 

                                    * Amortization of goodwill and intangible assets associated with acquisition of TOMY International: FY2015 ¥2.6 bn, FY2014 ¥2.5 bn 
                                     *EBITDA = operating income + depreciation + amortization of goodwill  * US$ FX rate: FY2015 ¥120.14, FY2014 ¥109.92 

 

■ http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2   
  Financial results data may be downloaded in CSV format. 
 

Consolidated Income statements   

http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2
http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2
http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2
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SG&A (total)  FY2015 FY2014 Difference 

 Personnel expense    546       502 +44 

 Advertising expense    185       179 +6 
 R&D expenses    116       89 +27 
 Distribution expenses    28       22 +6 

SG&A (total)     71       68 +3 
Amortization of goodwill 
and intangible assets 
associated with acquisition 
of TI 

   26       25 +1 

       -0.1 

 SG&A (total) 
 Personnel, advertising and R&D expenses increased by ¥3,836 million year 
 on year due to the focus on marketing and new product development to 
 promote sales growth. 

 
 

$22.4MM $22.5MM 

２ ■ http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2   
  Financial results data may be downloaded in CSV format. 
 

¥100million 

*  All figures have been rounded down to the nearest ¥100million. 

SG&A Breakdown   

http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2
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Area FY2015 FY2014 Difference 

Japan 952 857 +95 

North America 389 376 +13 

Europe  116 114 +2 

Oceania  27 26 +1 

Asia 113 101 +12 

Others 30 22 +8 

Total 1,630 1,499 +131 

Ratio of overseas sales                41.6%               42.8%       -1.2% 

 Japan 
 We strengthened development of each product groups “long-standing,” “new,” “BIG BET (highest priority products),” and 
 “Toys 4.0,” and posted strong sales. 

 North America 
 Shipments of agricultural machinery toys and baby products fell, but sales of character-related products were strong. 

 Europe 
 The preschool market remains challenging, and sales of baby products struggled due to price competition with rival 
 companies. On the other hand, character-related products being released on a global scale have  had a favorable reception. 

 Oceania 
 Sales of baby products declined, but net sales increased due to the roll-out of character-related products. 

 Asia (excluding Japan) 
 Shipments in Asian regions expanded due to the focus on sales of popular products such as “TOMICA.” 

３ ■ http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2   
  Financial results data may be downloaded in CSV format. 
 

¥100million 

*  All figures have been rounded down to the nearest ¥100million. 

Net Sales by Region 

http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2
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 Impairment Loss 
 Posted impairment losses in goodwill and some intangible assets at 
 TOMY International Group as a result of revising the business plan 
 following changes in management structure 
 Posted impairment losses in goodwill and some intangible assets at 
 TOMY International Group 

 Business Structure Improvement Expenses 
 Posted as a result of moves to rebuild TOMY International Group 

FY2015 FY2014 Difference 

 Extraordinary Loss  85 18 +67 

 Impairment Loss 74 1 +73 
 Business Structure 

Improvement Expenses 6 ‐ +6 

 Loss from fraud ‐ 2 -2 

 Settlement fee ‐ 11 -11 

４ ■ http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2   
  Financial results data may be downloaded in CSV format. 
 

¥100million 

*  All figures have been rounded down to the nearest ¥100million. 

Extraordinary Loss Breakdown 
■ Major year-on-year items changed 

http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2
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 Inventories 
Overseas subsidiary TOMY International   $-5 million (YoY)  (¥-1.3 bn converted) 
                 (FY2015: $91 million; FY2014: $97 million. US$ FX rate: FY2015: ¥112.68; FY2014: ¥120.17) 

account FY2015 FY2014 Difference 

Inventories 200 211 -11 
Japan 124 119 +5 
Overseas 113 125 -12 
Elimination of 
unrealized profits 

-37 -33 -4 

Total Interest Bearing Debt 717 753 -36 
Loans Payable 617 653 -36 
Bonds 100 100 ‐ 

FY2015 FY2014 Differen
ce 

Amortization on 
goodwill of TI 

＄MM 195 234 -39 

¥ 100million 220 282 -62 

intangible assets   
of TI 

＄MM 112 146 -34 

¥ 100million 126 175 -49 

５ ■ http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2   
  Financial results data may be downloaded in CSV format. 
 

¥100million 

*  All figures have been rounded down to the nearest ¥100million. 

Consolidated Balance Sheets Breakdown   

■  Major year-on-year items changed 

http://navigator.eir-parts.net/EIRNavi/DocumentNavigator/EDownload.aspx?code=7867&dl_view=2


The results of  
our efforts have  
taken visible form 

H. G. MEIJ 
May 13, 2016 



Toys environment is changing Global market is growing ↑ 

Business cannot be  
performed by one person 

７ 

Products? Brands? 



ブリキカー 
Miniature cars 
Plastic models 

Slot racing 
Pull back cars 

Radio controlled models 
Custom hobbies 

Characters 

Choices in the toy market are multiplying 

ＮＥＷ 

 Licca 

４～１０ 

４～６ 

What girls wish for, 
 including TV anime,  

is diversifying 

トミカ 

What boys  
wish for is  
diversifying 

２～１０ 

２～４ 

Age of user is declining and  
period of use is becoming shorter 

Transition in retail outlets is progressing 
1979年 2012年

店舗数
（玩具小売店、百貨店、家電量販店等） 17,812 8,622→

Stores carrying TOMY products 約４，５００店舗 

Diversification in  
media is accelerating 

８ 

YouTube 

ＬＩＮＥ 

Facebook 

twitter 

Number of outlets 
(Toy stores , Department stores , 
 Electrical stores) 

1979 2012 

http://www.takaratomy.co.jp/products/fan/tomipla/entame_t/02_02_t/images/3_b.jpg
http://www.google.co.jp/url?q=http://yurikago2005.blog.so-net.ne.jp/2007-08-17&sa=U&ei=18QeU__3EsHJkwW5l4CgCA&ved=0CD4Q9QEwCDhQ&usg=AFQjCNEbAmGoZXLSeleWdFzCe-UjkIJ37w


Global Toy Market Size Forecasts 

86,703 89,458 91,811 94,875 97,783 100,755 103,777 106,892

2013E 2014E 2015E 2016E 2017E 2018E 2019E 2020E

US$ million 

2013 to 2020 Average annual growth rate 3.0% 

Data source：Euromonitor International,  TT original Estimate 

X 
5.4％ 

¥9 trillion 

¥11 trillion 

９ 



The “product” may change,  
but “brand” is forever 

↓ 
High investment efficiency 

Establish “brand” image 
↓ 

Can be expanded outside toys 
（Licensing) 

↓ 
New source of income 

Reasons for Switching from  
“Products” to “Brands” Strategy 

１０ 

Products? Brands? 



What are our competitive edges? 

   
DISNEY… 

Imports Localized 
products 

POKEMON… 

Best partner products  
(Licensed products) 

ＳＮＡＣＫ ＷＯＲＬＤ 
etc 

１１ 

TOMY original products・Brands 



Main Negative Factors in  
Results for Previous Fiscal Year 

Impairment losses at TI 
１２ 

Weakness at TOMY International 



Lopsided  
development 

Cooperation between  
group companies 

Foreign  
exchange fluctuation  

European business  
pressures 

Main Causes of TI Weakness 

Other  
companies > TI 

１３ 

Rapid foreign  
exchange fluctuation 



TOMY International 

Americas 
（North America and 

 Latin America) 
 Europe  Oceania 

President  
H.G. Meij  

Board Director  
Kazuhiro Kojima 

Board Director  
Takashi Konosu 

Headquarters  
Director in charge 

Headquarters  
support operations 

US & EU Business 
Division 

US & EU 
Strategy 

Department 

US & EU 
Management 
Department 

Executive Officer  
Yoshikazu Abe 

newly  
established 

New Structure to Rebuild TI 

staff  
increased 

Board of Directors 
President H.G. Meij 
Board Director  
 Takashi Konosu 
Board Director  
 Kazuhiro Kojima 
Executive Officer  
 Masayuki Nagatake 

１４ 



TOMY’s Substantial Overseas Potential 

Population ratio 
Japan vs The World 0 to 14 years old 

Ｗｏｒｌｄ 
９９％ 

Ｊａｐａｎ 
１％ 

Ｊａｐａｎ 
６％ 

Ｗｏｒｌｄ 
９４％ 

Toy Market 
Japan vs The World 

１５ 



We will turn TI around, without fail 

nges in operations       →  Direct management and administration by  
mote selection and focus   →  Withdraw from low-margin products 
ngthen deployment of  

  nese products overseas    →  New source of income 
rove European profitability  →  Use distribution sales for high-risk regions 
ter cost reduction activities →  Cut purchasing, manufacturing costs 
nsizing in US & Europe        →  As part of selection and focus initiative  

 

１６ 



Reform 
In consideration of the state o   
  impairment losses have becom   
⇒ When should these be imp  

Now is the only tim  
１７ 



20% increase YOY 10% increase YOY 
about 50%  
increase YOY 

 about 40%  
increase YOY 

１８ ※ Shipments of TOMY in Japan for FY2015 

※ ※ ※ ※ 

(Japan) 

・ All long-standing  
   products are selling well 

STRONG 



Recorded highest anime  
viewer rate of 6%,  

favorable year-end sales 

Exceeded store sales target  
in December  
by about 30% 

Ranked No.1 in girl's toys  
for year-end sales 

Exceeded sales target 
 by about 20% 

他社IP 自社IP 

© & ™ Lucasfilm Ltd.  

１９ 

※ 

※ Shipments of TOMY  
  in Japan for FY2015 

(Japan) 

・ All long-standing  
   products are selling well 

   ・New products 
STRONG 



Exceeded target  
by about 30% No.1 in story comic 

Total of  
3,500 events held 

Operating free  
machines 

２０ 

※ 

※ Shipments of TOMY in Japan for FY2015 

(Japan) 

・ All long-standing  
   products are selling well 

   ・New products ・BIG BET  
 (highest priority products) 

STRONG 



No.1 best seller at  
Takaratomy Mall Containing NFC chip On sale at 2,400  

NTT docomo shops Endless possibilities 

２１ 

(Japan) 

・ All long-standing  
   products are selling well 

   ・New products ・BIG BET  
 (highest priority products) 

・Toys 4.0 
STRONG 



ＰＯＡ ＳＫＵ Expanding regions Developing events 

２２ 

(Japan) 

・ All long-standing  
   products are selling well 

   ・New products ・BIG BET  
 (highest priority products) 

・Toys 4.0 

・Asian business has performed well 



ＦＹ2015 
Ｑ１ 

ＦＹ２０１５ 
Ｑ１ 

Consolidated 

Sales ＋４％  

Difference 

✓ 
Difference 

Ｑ２ 

Q３ 

Q４ 

ＦＹ２０１５ 
Q2 

Consolidated 

Sales ＋５％  ✓ 
Difference 

ＦＹ２０１５ 
Q3 

Consolidated 

Sales ＋１７％  

Difference 

✓ 
Difference 

ＦＹ２０１５ 
Q4 

Consolidated 

Sales ＋８％  

Difference 

✓ 
Difference 

ＦＹ２０１５ Consolidated 

Sales ＋９％  

Difference 

✓ 
Difference ＦＹ2015 

Full Fiscal Year 
２３ 

Difference 



Flat market 
(Japan) 

Deteriorating consumer  
Confidence (Japan) 

２４ 



TOMY sales in 
December hit 

record high for 
single month 

Business results of 
TOMICA reached 
highest ever level 

Customer satisfaction 
ratio at all-time high 
 of 98.4%※ 

Business results of 
PLARAIL reached 
highest ever level 

Much to be proud of 

LICCA dolls highly 
profitable for first 
time in 23 years 

Asian sales 
growing at 
double-digit rates 
year on year 

※in-company investigation 
 （data collection period：2015.4～2016.3） ２５ 



Europe  

Japan 

Asia  

Americas  
Australia 

Total 

２６ 



FY2014  
Actual 

FY2015  
Actual 

FY2015 Original 
Forecast 

Sales 1,499 1,630 1,700 

Operating 
Income 24.7 26.9 40 

Operating 
Profit Margin 1.6% 1.7% 2.4％ 

ＥＢＩＴＤＡ 111 116 135 

¥100million 

Operating 
Income   ４０  →  ２６.９   △¥1.31 billion 
 

  → TOMY Asia 
 

  → Overseas                     

２７ 



We are headed in the right direction 

Leadership Group cooperation 

Strengthening PR Partner collaborations 

Employees are contributing 
２８ 



How we nurture the business 
1. Grow products already on sale 
 ― Long-standing products 
 ― New products 
 ― BIG BET (highest priority products) 
 ― Toys 4.0 
2. Increase categories 
 ― Adults  ― Web  ― SNS 
3. Make real connections with consumers 
 ― Messages and methods that fit the times 
4. Expand the market 
 ― Overseas― POA/POI 
5. Increase assets / value 
 ― Branding 
 ― Licensing 
  

２９ 



Hit ranking 

National Center Test for  
University Admissions 

３０ 

Source:  
Nikkei Marketing Journal 



FY2014  
Actual 

FY2015  
Actual 

FY2016  
Targets 

FY2017  
Targets 

Sales 1,499 1,630 1,680 1,900 

Operating 
Income 24.7 26.9 40 80 

Operating 
Profit Margin 1.6% 1.7% 2.4% 4.2％ 

ＥＢＩＴＤＡ 111 116 133 173 

Sales  １６３.０ → １６８.０   ＋¥5.0 billion 
  → BEYBLADE, KAMIWAZA WANDA, MY HERO ACADEMIA, etc. in Japan 
    → Stable growth in long-standing products 
    → Overseas business   Profit improving   Focus 
  
Operating Income  ２.６９   →  ４.０   ＋¥1.31 billion 
  → Higher sales and improvement in overseas business 

３１ 

¥100million 



Japan 

FY2016 FY2017 FY2018 FY2019 

Asia 
Overseas 

３２ 

BAYBLADE BURST 

KAMIWAZA 
WANDA 

MY HERO ACADEMIA 

STAR WARS STAR WARS STAR WARS STAR WARS 

TRANSFORMERS 
movie 5 

TRANSFORMERS 
movie 6 

TRANSFORMERS 
movie 7 

Movie  
content 

Movie  
content 

New  
content New  

content 

New  
content 

Around 20 major items  
of content 



FY2014  
Actual 

FY2015  
Actual 

FY2016  
Targets 

 FY2017 
Targets 

Sales 1,499 1,630 1,680 1,900 

Operating 
Income 24.7 26.9 40 80 

Operating 
Profit Margin 1.6% 1.7% 2.4% 4.2％ 

ＥＢＩＴＤＡ 111 116 133 173 

Sales  168.0  →  190.0  +¥22.0 billion 
  → Overseas BAYBLADE 
        → TRANSFORMERS movie 5 
        → Other  New content 
  Operating Income  4.0  →  8.0  +¥4.0 billion 
  → Higher sales leading to higher profits 

３３ 

¥100million 



We can do it Confidence Global development 

AGELESS 

BORDERLESS 

ENDLESS 

POA/POI 
Keywords Switch from “products” to “brands” 

３４ 

Products? Brands? 



©TOMY  TM & © Wizards of the Coast/Shogakukan/Mitsui-kids © & ™ Lucasfilm Ltd. © Disney 
© ITV Studios Limited / Pukeko Pictures LP 2015-2016  
All copyright in the original Thunderbirds™ series is owned by ITC Entertainment Group Limited.   
  
 
 

This report contains forward-looking statements, targets, plans and strategies for the future. 
However, these are based on current information and will not guarantee nor warrant any financial 
estimates or any figures. Therefore, actual results could differ from this report. This is translation 
on original text in Japanese. 
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