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Thank you very much for taking time to attend today’s briefing. I would like to begin my FY2021 
presentation. 

Today, I will report our financial results for FY2021, followed by our full year plan for FY2022 and a 
summary. 
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First, this is an overview of our results for FY2021. We achieved significant YoY increases in sales and 
operating income and a big upswing from the previously published forecast. It is extremely favorable. We 
revised the projected sales of 149.0 billion yen and operating income of 10.0 billion yen announced a 
year ago upward twice, in Q2 and Q3. Then, we made big jump from the forecast published in Q3 to 
176.4 billion yen of sales and 15.9 billion yen of operating income. 

With regard to the ROE, we are pleased to say it has significantly improved from 3.6% to 14.0%.  

The dividend has been raised to 36 yen from the initially planned 20 yen. Compared to the previous 
fiscal year, the dividend has increased 26 yen, which is a proud achievement. Please note that this 
dividend amount is yet to be officially determined. 

Now, I would like to briefly explain the factors for the upswing. We enjoyed demand that was more robust 
than expected. During the past year, there have been a variety of things that have negatively impacted 
us, such as component shortages and logistics cost surge problems. We have been taking company-
wide engineering, procurement, and manufacturing measures to address these issues.  

In terms of manufacturing specifically, for products containing components that were not available, we 
swiftly changed the design to accommodate the available substitutes. On the sales side, through the 
efforts to prioritize the products that could be manufactured, we achieved a significant improvement in 
performance. 
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Here is another overview in terms of financial highlights. We have listed only the key indicators. 

We have generated record high operating cash flows of 20.5 billion yen. As I mentioned earlier, ROE is 
14.0% and there are record high dividends of 36 yen. The D/E ratio and the total assets turnover were 
0.52 and 1.00, respectively. 
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Here are the detailed figures for the result of FY2021. 

I would like to highlight that both ordinary income and net income increased significantly, +165% to 14.8 
billion yen and +350% to 10.7 billion yen, respectively. 
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We posted record high sales as well as significant increases in sales and operating income for all 
business segments. What I would like to emphasize here is Eye Care Business, in which operating 
income increased to 26 times the previous fiscal year. Although the upfront investments have been 
squeezing profits, we have started enjoying the payback period. 

 

 

  



7 
 

 

 
Next is a YoY analysis of changes in operating income for the full year. Operating income for the 
previous fiscal year was 6.6 billion yen. 

Sales volume/product mix contributed a positive 22.2 billion yen. 

Manufacturing costs accounted for positive 0.6 billion yen. Please note that a rise in costs such as the 
cost of components are included in special factors. 

Fixed costs accounted for negative 9.7 billion yen. In FY2020, business trips, advertising activities, 
exhibitions, and other activities were restricted due to the COVID-19 pandemic. Then, the costs for these 
activities increased in FY2021 as business activities resumed. 

FX effects were favorable with positive 1.9 billion yen. 

In addition, special factors account for negative 5.7 billion yen including delays in shipments and sales 
due to component shortages and surging component and logistics costs. 

As a result, we have finished at an operating income of 15.9 billion yen of for FY2021. 
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I will now discuss our results by business segment. 
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First is Positioning Company. Net sales and operating income reached a record high of 96.7 billion yen 
and 11.5 billion yen, respectively. 

As you can see, we captured the strong demand driven by active housing and infrastructure investment 
in the U.S. and Europe. Both sales and income significantly increased. 

As I said when discussing company-wide measures as a response to the component shortages on the 
FY2021 overview slide, all of the engineering, procurement, manufacturing, and sales divisions have 
cooperated to succeed in minimizing the impact. However, the component shortages and the surges of 
component and logistic costs continue to persist. 

IT Construction sales continue to be strong for both aftermarket and OEMs. Sales of surveying and laser 
products were also strong thanks to a continuously booming housing construction market. 
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We achieved record high sales in Smart Infrastructure Business. Operating income was robust with a 
significantly high profit margin which was 14.6% and 14.9% in FY2021 and FY2022, respectively. Net 
sales were 39 billion yen and operating income was 5.8 billion yen. 

Let me talk about a factor analysis. Sales in Japan were steady while sales in the U.S. and Europe 
increased significantly, and sales in Asia recovered. I will explain the business in Asia later. We are also 
accelerating growth investments for the development of the construction market with our DX solution. We 
are responding to the component shortage by being maneuverable company-wide.  

As for surveying instruments, sales of our company's core product total stations were strong. 

IT Construction and IT Agriculture are specialized in Japan, and orders were extremely strong due to the 
effect of new products. However, some sales delayed to the next fiscal year due to the component 
shortages, unfortunately. 
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In terms of Eye Care Business, net sales reached a record high and profits increased significantly. Sales 
and operating income grew +30% and +2,525% YoY, respectively. 

Net sales were 57.4 billion yen and operating income was 3.2 billion yen. Although we were negatively 
impacted by the COVID-19 pandemic, and our upfront investments squeezed profits in fiscal 2019 and 
2020, we have moved from the upfront investment phase to the payback phase as the results of FY2021 
show. 

I will explain the factor analysis. Sales to Europe, the United States and China were very strong. As in 
the case of other businesses, we responded to the component shortage by being maneuverable 
company-wide.  

The Screening Business is an area in which we have been specifically focusing on. Sales in major 
markets were strong as the upfront investment has started to be paid off steadily. Sales of OCT Maestro 
and the TRC-NW 400 fundus camera continued to be strong. 

In addition, sales of digital optometry systems, a field where we are taking on new challenges, were also 
very strong. 
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I will now explain the full year plan for FY2022. 
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FY2022 is the final year of the Third Mid-term Business Plan. FY2021 was originally the final year of the 
Third Mid-term Business Plan. However, we announced that the three-year Mid-term Business Plan 
would be extended one year and that the content of the management plan would remain unchanged 
when we disclosed the FY2020 results in the wake of the COVID-19 pandemic.  

As a result, we have strong confidence that we have returned to the growth path as originally planned in 
FY2021. 

There are some negative factors which were not anticipated at the beginning of FY2021, such as the 
component shortages and the surging cost of logistics. However, I believe that the Third Mid-term 
Business Plan is progressing as expected. 

Although the external environment has become more uncertain than ever, I would like to tell you that we 
are certainly in a position to challenge ourselves to achieve the numerical targets we have extended for 
one year. 
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Next, I will explain the full year plan for FY2022. 
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Before discussing the full year plan for FY2022, I would like to first review FY2021. As announced earlier 
today, net sales and operating income significantly exceeded our plans, even following the first and 
second upward revisions of the figures that were announced at the beginning of the fiscal year. 

Specifically, sales and operating income increased sharply from the initial plan by 27.4 billion yen of 
sales and 5.9 billion yen of operating income, respectively. As you can see, it has been extremely difficult 
to create the full year projection. 

Although we benefitted from stronger-than-expected demand, we have confronted variables such as the 
increasing impact of component and logistics cost surge and component shortages. 

As a countermeasure, we made every effort to reduce the negative impact of these variables by 
changing designs, revising prices, and ensuring multi-route procurement of missing components. As a 
result, we were able to generate strong sales and income for FY2021. However, we would like to share 
that, honestly, it was extremely challenging to create the projection. 
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In FY2022, we expect our concerns to grow compared to the previous fiscal year, while we also expect 
strong demand to continue. There are more elements than you can see on the slide, and the supply 
chain issue is expected to be prolonged. 

We are facing the Ukraine situation and the worsening impact of tighter sanctions against Russia. 
Moreover, there is the impact of the emergence of new COVID-19 variants, such as the lockdown in 
Shanghai. 

In addition, the situation is very difficult to predict due to rising inflation and the acceleration of monetary 
tightening in the U.S. 

Given the above concerns, we are creating forecasts while considering the ongoing strong demand. 

The plan is as follows: net sales of 190.0 billion yen, operating income of 18.0 billion yen, ordinary 
income of 17.0 billion yen, and net income of 12.0 billion yen. The net sales figure I have just showed is 
greater than in the Third Mid-term Business Plan. In terms of the operating income, although it is 10% 
short of the plan, we would say that the achievement of the plan is coming into sight. 
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Here are the detailed figures. We’re projecting an ROE of 14%, similar to FY2021, and dividends of 40 
yen, an increase of 4 yen. We assume the exchange rate of 120 yen to the US dollar and 130 yen to the 
EUR. 
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We project increases in sales for each business segment. We are expecting operating income in Smart 
Infrastructure Business to decline due to an investment increase. I will explain this in detail later. 
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Let me explain the strategic plans for each business. 
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As for Positioning Company, we are expecting infrastructure demand to increase while there is a concern 
that rising interest rates will negatively impact housing construction. Despite a benefit from high crop 
prices, uncertainty is growing due to an increase fuel and fertilizer costs for agricultural machinery. 

On the other hand, thanks to increased productivity improvement demand due to the labor shortage and 
fuel cost increase, we’re projecting net sales of 106.0 billion yen and operating income of 13.0 billion 
yen, increases of 110% and 113% YoY, respectively. 
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One of the strategic plans is related to IT Construction. We aim to expanding the base range through 
new products for small to medium-sized construction machinery. The number of construction machines 
produced is larger for small to medium-sized machinery, just like the image of a pyramid shown in the 
slide. 

Our current target market is mainly large construction machinery such as excavators, bulldozers, and 
motor graders. The U.S, Europe, Japan, and Oceania are our main focusing competitive market, and our 
percent penetration in these regions is still estimated at a little over 10%. There is no doubt that these 
are growing markets. 

In addition, markets in China, Asia, the Middle East, and South America, other than the U.S, Europe, 
Japan, and Oceania, are largely untapped and have room for further growth. 

At the same time, there is a growing need for the automation of small to medium-sized construction 
machinery while demand for the improvement of productivity is increasing due to labor shortages and 
fuel cost increases. 

To meet these needs, we are releasing compact and reasonably priced products that can be installed on 
small to medium-sized construction machinery. These strategic products are expected to contribute to 
our growth in FY2022 and onward. 

 

 

  



22 
 

 

 
In the U.S, it has been announced that a total of $1.2 trillion in infrastructure investment is planned as an 
economic stimulus package, most of which will be spent on public investments. Since we are widely 
involved in infrastructure-related investments, such as the construction of airports, highways, and the 
monitoring of railways, we aim to capture new business opportunities. 
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Next is Smart Infrastructure Business. 

Similar to the other major markets such as the U.S and Europe, strong demand in construction and 
agriculture is continuing in Japan while the need for automation is increasing due to a shortage of 
workers. 

In addition, economic activities have finally started to recover in Asian markets, which had been sluggish 
due to the COVID-19 pandemic over the past two years. We are promoting our activities in earnest to 
capture demand in this market. 

While net sales are expected to increase 108% YoY to 42.0 billion yen, operating income is to decrease 
by 14% to 5.0 billion yen due to the acceleration of growth investments for the expansion of business. 
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We will expand the IT Construction and IT Agriculture businesses into small to medium-sized 
construction sites and medium-sized farmers’ market by introducing strategic products. In the field of IT 
Construction, in 2013 we released the KUI-NAVI system focused on the small to medium-sized 
construction sites market. Sales of the product are increasing at a considerable pace, and more than 
10,000 units have been sold. The product is clearly functionally differentiated and has significant 
competitive advantages. 

Leveraging this successful product, we launched KUI-NAVI SHOVEL last year which uses KUI-NAVI 
sensors. It has significantly strong reputation. We are focusing on this product to facilitate IT 
Construction using small excavators. 

As explained earlier in the IT Construction in Positioning Company topic on page 22, the scope of IT 
Agriculture will also expand beyond large machinery to small to medium-sized machinery. Demand for 
automation is growing rapidly, and we will capture this demand and increase penetration into the small to 
medium-sized agricultural machinery market through the launch of new products that are simple and 
reasonably priced, with specialized autosteering features. 

 

 

  



25 
 

 

 

I will explain growth investments in Smart Infrastructure Business. 

The red bars on the left graph show IT Construction and IT Agriculture business sales in the Asian 
market. The blue bars indicate sales in the U.S, Europe, and Australia, showing significant growth from 
2011 to 2016 and then to 2021, driven by the IT Construction and IT Agriculture businesses while sales 
of conventional surveying instruments are also growing there. 

On the other hand, unfortunately, the Asian market has not grown. We are not pessimistic, rather, we are 
positive about its huge potential for the growth. We established a new company in 2020 to fully cultivate 
this region. We aim to develop this market and commercialize it through heavy investment to acquire 
talented human resources and strengthen the organization. 

Now please take a look at the right part of the slide titled “Development of the construction market using 
our DX solution.” Our IT Construction solution is indeed a Digital Transformation (DX) solution. The pie 
chart on the bottom shows the size of the construction market in Japan and the world. The size of the 
building construction market is approximately twice the civil construction market in both Japan and 
globally. However, this gigantic market has yet to be digitally transformed. 

We have been working to introduce DX solutions in the building construction field for several years. As 
we have been gaining a positive response, we will make full-scale investments going forward to 
strengthen our organization, recruit talented resource, and expand our sales networks for our solution. 

These growth investments will temporarily squeeze the profits of Smart Infrastructure Business a little bit.  
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Finally, the strategic plans for Eye Care Business. 

Concerning the business outlook, major optical chain stores in the U.S and Europe are expected to 
continue their steady capital investment. They focus on healthcare-related investments. In light of the 
environment in which that number of patients with chronic eye disorders will continue to increase due to 
the aging of the global population and the increase of people with diabetes, we’re projecting net sales of 
62.0 billion yen and operating income of 4.5 billion yen, 108% YoY and 140% YoY, respectively. We are 
entering the phase where we will be paid back for the upfront investment. 
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The Screening Business that has been our focus on has blossomed, and we have entered the phase 
where we will be paid back for the upfront investment. The graph on the right shows sales of our major 
pieces of screening equipment, the 3D OCT Maestro2 and the NW400 fundus camera. Sales began in 
FY2015, but did not grow in FY2020 due to COVID-19. Then, sales increased sharply in FY2021. We 
believe that the business has finally flourished. 

Regarding Maestro, we will continue to focus on the U.S and Europe markets. Of course, we will target 
other countries as well, but first, we would like to expand the business through large-scale orders from 
major optical chain stores in the U.S and Europe. 

Regarding NW400, we have seen a sharp increasing sales in China. Recently, China has started to 
impose import restrictions. Although the NW 400 is not regulated as of now, we started production in 
China in January this year considering the possibility that it could become regulated in the future. We 
combine hybrid production in Japan and China to apply to bids (which will probably require domestic 
production) in China. We are also working to increase sales in collaboration with a major medical and 
healthcare group and AI development companies. 

We will continue to promote NW400 to get the large-scale orders from major optical chain stores in the 
U.S. 
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We will also expand our tele-optometry business. Based on the growth of digital optometry systems, we 
will consistently capture needs for tele-optometry. Sales of optometry systems are shown in the bar 
graph on the left side, under the title “strong sales of digital optometry systems.” Despite the COVID-19 
pandemic, sales grew significantly in each fiscal year since FY2019. 

Originally, eye examinations were conducted face to face. We provided digital optometry systems in a 
timely manner during the COVID-19 pandemic and provided digitalized operations using tablets to 
enable social distancing. Thanks to this functionality, sales increased significantly even during the 
COVID-19 pandemic. 

It was introduced for social distancing during the COVID-19 pandemic. More importantly, the digital 
optometry system makes remote diagnosis possible. Our next focus is tele-optometry. 

By remotely controlling the optometry system (in a separate location) via the cloud instead of a tablet 
controlling in the same facility, a single optometrist can handle the optometry data of multiple optical 
stores, making optometry extremely efficient. 

There is a growing need for tele-optometry, particularly in the U.S and Europe. Sales of our digital 
optometry systems are increasing sharply. The increased number of systems on the market will be the 
foundation for the expansion of tele-optometry sales. We will focus on tele-optometry specifically during 
this fiscal year. 
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In closing, I will summarize today’s presentation.  
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We aim to achieve record high sales, operating income, and dividends. Net sales will be 190.0 billion yen 
and operating income is 18.0 billion yen. While uncertainty continues to increase, we will achieve these 
figures by fully capturing the robust demand. Ordinary income will be 17.0 billion yen, net income will be 
12.0 billion yen, and dividends will be 40 yen, an increase of 4 yen. The exchange rate is assumed to be 
120 yen to the dollar and 130 yen to the euro. 

 

 

  



31 
 

Question and Answers 

 

<Common subjects> 
Q. Could you tell us your analysis of the changes in operating income for FY2022? 

A. We expect sales volume and product mix increase by 6 to 7 billion yen, FX effects and reduction of 
manufacturing costs will be around positive 2 billion yen in total, fixed costs will increase by 4 to 5 
billion yen, and special factors will be a negative 2 to 3 billion yen. 

 

Q. I feel the economy is weakening as inflation progresses, and uncertainty is growing in FY2022. 
What kinds of things do you expect will negatively impact your business? 

A. As I mentioned, uncertainty is definitely growing. However, our sales figures themselves haven’t 
suffer from it yet. In terms of our biggest business segment, Positioning Company, we can expect 
the increase of investment in infrastructure in the U.S to positively impact us. Major concerns are 
the surging logistics costs and component shortages. 

 

Q. Regarding the backlog, during the previous financial results briefing you told us that there was a 
large backlog because your production could not keep up with demand. How big was the backlog 
as of the end of FY2021, and how much will that contribute to FY2022 performance? 

A. Since our company's business model is based on prospective production, there is usually little 
backlog. However, due to the component shortages, there was a certain backlog as of the end of 
FY2021. The outlook for FY2022 is based on the assumption that there will be a similar backlog at 
the end of FY2022. 

 

Q. Logistics costs and component prices continue to soar. Could you elaborate on the price pass-
through situation? To what extent is it included in the plan for FY2022? 

A. We have already revised the prices in all businesses, particularly for competitively differentiated 
products. The revised prices, which were raised in FY2021, will be maintained, and further 
increases will be considered in some cases. Component prices are very expensive, and logistics 
costs are rising extremely. 

 

Q. I believe that the products of Smart Infrastructure Business and Eye Care Business are mainly 
produced in Japan and shipped overseas. Is the weak yen benefitting you? 

A. The weak yen is positive. Please see the figures on page 38 of the presentation materials. 
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<Positioning Company> 
Q. I believe that a GNSS development team is based in Russia. Could you let us know the current 

situation and its impact on future business performance? 

A. We investigated whether it is in conflict with the economic sanctions against Russia. We found that 
there are NO conflicts, so we continue to operate. 

 

Q. You’re projecting 10% sales growth for FY2022. How much growth are you planning in terms of 
local currency? 

A. Excluding the impact of foreign exchange rates, each segment is expected to grow approximately 
5%. 

<Eye Care Business> 
Q. Sales are growing. I would like to know how much the screening and digital optometry system sales 

mentioned in the presentation contribute to this growth. 

A. Their contribution is big. At present, sales related to screening and digital optometry systems 
account for roughly half of the entire Eye Care Business. 
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■Website: https://global.topcon.com/invest/library/integration/  

 

 

 

■Website: https://global.topcon.com/sustainability/  
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■News Release: https://global.topcon.com/news/9664/ 
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