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Executive Summary

Financial 
summary

Business 
progress

Topics

• Net sales totaled ¥11,075 million, up 146.1% YoY, driven by the expansion of store 

wholesale.

• Continued structural transformation resulted in an operating loss of ¥531 million.

• Structural transformation was completed as originally planned, with a June single-

month operating profit of ¥987 million.

• Store wholesale sales were approx. 8x the year-earlier level, with their share of net sales rising 

from 14.8% to approx. 50%.

• The number of stores handling the products continues to increase steadily, with substantial 

room remaining for expansion across major domestic channels.

• PMI measures proved effective, and EC mall sales of BJC in June were 2.66x the level in April of 

2026.

• Launched the “Yunth” Cushion Foundation, which is off to a strong start.

• “Deep Boost," Yunth's first infusion-type beauty device, goes on advance release 

on August 24.



3Copyright © 2026 Ai ROBOTICS INC. All Rights Reserved.

Highlights of Financial Results for the Three Months Ended June 30, 2026

Net sales grew significantly by 146.1% YoY, while the SG&A ratio improved by 8.8 points

An operating loss of ¥531 million was recorded due to transition period costs, while adjusted EBITDA remained positive

YoY comparison Q1 of FYE 3/2027
(Consolidated)

Q1 of FYE 3/2026
(Non-consolidated)

Results for the cumulative 
period
(Unit: Millions of yen)

+146.1%11,0754,500Net sales

+101.6%6,9913,468Gross profit

(14.0 points)63.1%77.1% Gross profit margin

+118.0%7,5223,450SG&A expenses

(8.8 points)67.9%76.7% SG&A expense ratio

–(531)18Operating profit (loss)

––0.4% Operating profit ratio

–(737)0.6Ordinary profit (loss)*1

–(495)0.4Profit (loss)

Adjusted indicators

+315.0%11327Adjusted EBITDA*2

+0.4 points1.0%0.6% Adjusted EBITDA margin

–1090.4Adjusted profit*3

*1: Ordinary profit (loss) is operating profit (loss) adjusted for non-operating profit. The negative difference of ¥206 million from operating profit (loss) was mainly due to interest expenses and financing fees associated with M&A financing.
*2: Operating profit (loss) + depreciation + amortization of goodwill, etc. associated with M&A + expenses related to M&A
*3: Profit (loss) attributable to owners of parent + amortization of goodwill, etc. associated with M&A + expenses related to M&A

27 

113

Q1 of FYE 3/2026 Q1 of FYE 3/2027

4,500 

11,075

Q1 of FYE 3/2026 Q1 of FYE 3/2027

(Unit: Millions of yen)■ Net sales ■ Adjusted EBITDA  

YoY 
comparison
+146.1%

YoY 
comparison
+315.0%
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Analysis of Changes to Operating Profit (Loss) (YoY Comparison)

Q1 of FYE 3/2026
Operating profit 

(loss)

Q1 of FYE 3/2027
Operating profit 

(loss)

Increase in 
gross profit 

mainly due to 
increased sales

Personnel 
expenses, 

etc.

Commission 
expenses

Amortization 
of goodwill, 

etc.

Analysis of Changes To Operating Profit (Loss) (Unit: Millions of yen)

Advertising / 
Sales 

promotion 
expenses

18

+3,522 (2,237)

(273)
(275)

(360)

Gross profit increased by ¥3,522 million due to growth in net sales, but operating profit declined

due to costs incurred in transforming the sales channel structure.

Going forward, the advertising expense ratio is expected to decline as SELL’s marketing accuracy improves.

(531)

Other
SG&A 

expenses

(682)

Increase from Q4 of the previous fiscal year through 
Q1 of the current fiscal year due to sales channel 

structure transformation costs during the transition 
from EC to store wholesale

From Q2 onward, enhanced SELL (in-store sales) 
accuracy will reduce advertising expenses, resulting 

in a shift to sustained profitability

(244)

M&A-related 
expenses
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EC-to-store wholesale transition period
(FYE 3/2027 Q1 and earlier)

Monthly Operating Profit Turns Positive

The Q1 operating loss was primarily attributable to upfront costs associated with the sales channel 
transformation, while operating profit (loss) turned positive on a monthly basis in June.

Driving improved profitability by applying SELL to in-store sales marketing

▲ 1,205

▲ 314

April 2026 May 2026

June 2026
Operating profit

Sales channel structural
transformation phase

Turned 
profitable

From Q2 onward, transitioning to the store wholesale model’s underlying 
earnings structure

Securing continuous profit through improved SG&A efficiency and BJC's 
profit contribution

Investments associated with the sales 
channel structural transformation were 

completed in Q1 of FYE 3/2027

¥987
million

Profit accumulation phase

Effects of applying SELL to in-store sales

July 2026

Store wholesale model (from FYE 3/2027 Q2 onward)

Accelerated sell-out
Improved advertising 

expense efficiency
Improved demand 

forecasting accuracy

Profit Inventory 
efficiency 

Advertising 
expenses



6Copyright © 2026 Ai ROBOTICS INC. All Rights Reserved.

Breakdown of previous fiscal year (FYE 3/2026) results by half

The second half also accounted for 81.5% of 
operating profit in the previous fiscal year.

Second half: 81.5%

First half: 18.5%
Operating profit (millions of yen) Composition

Q1 18 0.5%

Q2 683 18.0%

Second half (Q3–Q4) 3,101 81.5%

Information confirmed in Q1
The transition from an EC-centered earnings structure to one 
centered on store wholesale has been completed, and a framework is 
now in place to increase profit under the wholesale model as well.

Toward achieving the full-year plan

Under the wholesale model, shipments are weighted toward the 
second half due to shelf resets and sales negotiation cycles.
The Company will continue expanding product distribution and 
optimizing ad delivery through SELL to build profit in the second 
half.

Note: The full-year plan is calculated based on the lower end of the consolidated earnings forecast range for the fiscal year ending March 31, 2027, announced on May 13, 2026 (net sales of ¥56,000 million, gross profit of ¥36,000 million, and 
operating profit of ¥7,500 million). Assumed figures for Q2–Q4 = Full-year plan − Q1 results. These figures do not represent quarterly earnings forecasts.
The prior-year percentages by period are presented on a non-consolidated basis (as percentages of full-year operating profit of ¥3,802 million). The full-year earnings forecast remains unchanged at net sales of ¥56,000–60,000 million and 
operating profit of ¥7,500–10,000 million.

Toward Achieving the Full-Year Profit Plan (Profit Plan Weighted Toward the Second Half)

The Q1 operating loss of ¥531 million was primarily attributable to upfront costs associated with the sales 
channel transformation.

The operating profit plan is weighted toward the second half, as in the previous fiscal year.
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24.6％

50.2％
60.6%

28.5％

14.8%

21.3%

Q1 of FYE 3/2026 Q1 of FYE 3/2027

Sales Composition by Sales Channel and Brand

Measures to expand store wholesale sales drove approx. 8x growth in wholesale sales YoY, and wholesale 
sales now account for half of total net sales

Net sales by brand increased across all brands, and on a non-consolidated sales basis, sales continued to 
grow rapidly, up 66.5% YoY.

Sales composition by sales channel (Unit: Millions of yen) Sales composition by brand (Unit: Millions of yen)

11,075

4,500

EC mall

Company’s 
EC site

Store 
wholesale

59.6％
29.8％

36.3%

34.2％

3.9%

3.7%

32.3%

Q1 of FYE 3/2026 Q1 of FYE 3/2027

11,075

4,500 Other
0.2%

YoY non-
consolidated 

net sales 
comparison

+66.5%
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Progress 
rate

Full-year plan
YoY 

comparison
Q1 of FYE 3/2027Q1 of FYE 3/2026

16.5%20,000+22.8%3,2952,684Net sales

16.0%14,000+7.3%2,2442,090Gross profit

–70.0%(9.8 points)68.1%77.9%Gross profit margin

25.2%15,000+131.7%3,7851,633Net sales

25.8%9,700+96.7%2,5061,274Gross profit

–64.7%(11.8 points)66.2%78.0%Gross profit margin

6.8%6,000+131.1%408176Net sales

4.5%3,700+70.6%16697Gross profit

–61.7%(14.4 points)40.7%55.2%Gross profit margin

23.9%15,000+33.7%3,5802,677Net sales

24.1%8,600+46.3%2,0691,415Gross profit

–57.3%+5.0 points57.8%52.9%Gross profit margin

Net Sales and Gross Profit by Brand

The net sales progress rate of 19.8% was in line with the full-year plan, which is weighted toward the second 
half, with Brighte and BJC driving progress in Q1.

The plan calls for the progress rate to accelerate in the second half, driven by the launch of new Yunth SKUs 
and Straine’s new line gaining traction.

Results by Brand (Unit: Millions of yen)

Note: The Q1 FYE 3/2026 figures for BJC represent actual results from before it joined the Group (for reference)

Due to the concentration of initial shipments for the new line in Q4 of the previous fiscal year, the net sales progress rate for Q1 came in at 6.8%.

The decline in gross margin reflects the repricing of the initial line and is expected to improve as the new line becomes established as a regular 
offering.
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Trend in the Number of Stores Handling the Products and Room for Expansion

Sell-out continues to grow through an increase in the number of stores handling the products, expanded 
shelf space, and additional SKUs.

Yunth is now handled in 16,600 stores, with substantial room for further expansion relative to the number of 
target stores in Japan.

Illustration of wholesale sales growth

Q1 of FYE 3/2026

Approx. 
10,300
Stores

Approx. 

16,600
Stores

Q1 of FYE 
3/2027

*1: Number of stores handling the products in Q1 of FYE 3/2027 / number of target stores in Japan
*2: Total number of variety and cosmetics stores, drugstores, and consumer electronics retailer stores. Sources are as follows: 

Total for the top 14 companies in Kenseisha Inc.’s “Ranking by Number of Drugstores (as of June 2026)”
Total for the top 15 companies in Kenseisha Inc.’s “Ranking by Number of Consumer Electronics Retailer Stores (as of June 2026)”
Sum of the top seven companies in Kenseisha Inc.’s “Ranking by Number of Variety and Cosmetics Stores (as of May 2026)” and the top 15 companies in Kenseisha Inc.’s “Ranking by Number of Discount Stores (as of December 31, 2025)”

S
a

le
s

 p
e

r s
to

re

Expansion to more stores and addition of SKUs

x

In-store sales marketing using SELL

↓

Ongoing contribution to the Company’s wholesale sales

Distribution 
rate*1

45.1%

Non-
distribution

rate

54.9%

Variety stores

3,360 stores

Drugstores

29,700 stores

Consumer 
electronics retailers

3,770 stores

Approx. 36,830 stores

Number of handling stores

Approx. 16,600 stores

Significant growth opportunity
Driving continued distribution expansion and 

in-store rollout in markets with substantial 
untapped distribution potential

Number of target 
stores in Japan*2

Number of stores 
handling Yunth

Yunth distribution rate

Building demand from a foundation that drives in-store sell-out, 
the Company aims to grow Yunth into a driver of medium-term earnings growth.
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Progress in Expanding the Number of Stores Handling Products

The Company secured display space at large-format retailers, including consumer electronics and discount 
stores, to increase sales per store.

Capturing inbound demand is also progressing, leading to greater in-store sell-out and awareness-building 
overseas.

Don Quijote Shibuya Store

Dedicated fixtures and endcap displays provide more display space and 
customer touchpoints than standard shelving.

Tax-free sales also expand purchasing opportunities at large-format 
stores popular with international visitors.

Securing display space unique to large-format 
retailers

Yodobashi Camera Ikebukuro Store
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Shelf Space Expansion and Higher Average Spend through Additional SKUs

Adding SKUs expands shelf space and encourages cross-selling, increasing average spend per customer.

Products designed to be used alongside rather than as replacements generate incremental store sales 
without cannibalizing sales of the Company’s own products.

“Yunth” Store Sales Trend Illustration

Serum

Sheet mask

A Product Lineup Designed for Use Alongside Rather than Replacement

Adding SKUs increases average customer spend

New SKUs

The sheet mask has become a 
staple product, contributing to 

sales growth

Find the Perfect Serum for You! How Should You Use Each Serum?

Serum Map Recommended Order of Use

Radiance

M
oisture

S
kin

 co
n

d
itio

n
in

g

Firmness and 
radiance

Brightening*1

Dark spot 
prevention*1

Sebum control

Rough skin prevention*2

Pure VC Whitening Serum Pure AZ Serum

Pure VA Derma Serum Pure PDRN Serum

Wrinkle 
improvement

Aging care*3

Skin reconditioning*4

Dewy, glowing skin

Skin-Prep Serum Immediately after cleansing

Serum After toner

Cleansing Pure VC Whitening Serum Toner
Emulsion

Cream

Toner Pure VA Derma 
Serum

Pure AZ Serum Pure PDRN Serum Emulsion
Cream

Apply Pure VC Whitening Serum to your skin immediately after cleansing.

Apply Pure VA Derma Serum/Pure AZ Serum/Pure PDRN Serum after toner.

*1: Suppresses melanin production and helps prevent dark spots and freckles *2: By keeping skin healthy *3: Age-appropriate care
*4: Conditions the skin with moisture *5: Salmon extract: DNA-Na (skin conditioning)
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PMI Initiatives

Current Status

Preparations are steadily progressing for the rollout of Brighte products at BJC partner salons

The collaboration framework has been established, and product preparations are complete, and product 
planning and development and pilot introductions are now underway

Planned

Full-scale rollout

Expand cross-selling 
across the entire 

salon network

Completed

Product 
preparation

Selected the lineup to roll 
out and prepared supply 

arrangements

Completed

Framework 
construction

Established the 
implementation framework 
and collaboration scheme 

with BJC

In progress

Pilot introduction

Pilot introduction and 
effectiveness verification 

at selected salons

In progress

Product planning and 
development

Planning and 
development of salon-

exclusive products



13Copyright © 2026 Ai ROBOTICS INC. All Rights Reserved.

PMI Progress Status

PMI initiatives, such as sharing the Company's EC marketing expertise, have proved effective,

driving substantial growth in awareness of BJC products in EC malls

Trend in BJC Monthly Net Sales on EC Malls

Overall: 5th

All Categories: #2

* Bars are indexed to January 2026 net sales = 100 (actual amounts not disclosed).
* Rakuten rankings refer to daily rankings.

110 105 100 105 
114 

100 106 

266 

November 2025 December 2025 January 2026 February 2026 March 2026 April 2026 May 2026 June 2026

Before joining the Group
After joining the 

Group

Category: #1

Vs. April 2026

2.66x

EC Mall Rankings
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(Topics) Launch of Yunth Cushion Foundation

Launch of the “Yunth” Cushion Foundation

A next-generation “chameleon foundation” that adapts to your skin tone while offering brightening, rough 
skin prevention, and maximum UV protection

Formulated with two active ingredients for 

brightening*1 and rough skin prevention. Its 

high UV protection shields the skin from 

ultraviolet rays while delivering skincare 

benefits even under makeup

Formulated with 83% serum ingredients,*3

such as pure vitamin C.*2 It prevents 

dryness, locks in moisture, and creates an 

elegant, shiny finish.

The proprietary prism pearl formula naturally 

covers uneven skin tone and blends with all 

skin tones despite its one-shade design.

A uniquely shaped puff that fits easily around 

intricate areas such as the sides of the nose, 

eyes, and mouth.

*1: Suppresses melanin production and helps prevent dark spots and freckles. *2: Ascorbic acid (moisturizing). *3: Water, UV-scattering agents, moisturizing ingredients, etc. 

Creates a naturally 
translucent look with prism 
pearls

Brightening 
care

Rough care
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(Topics) Launch of Yunth Facial Beauty Device

Introducing “Deep Boost,” the First Infusion-Type Beauty Device from the “Yunth” Skincare Brand

“Take serum deeper.” A beauty device from a skincare brand, designed to deliver serum efficiently

CLEAN
Removes impurities from 

pores to prepare the skin for 
better absorption.

BOOST
Supports absorption to bring 

out the full potential of 
serums. 

LIFT
Warming care creates a 

firmer, more toned 
impression. 

PLASMA
Conditions the skin for a 

healthy appearance and less 
visible pores.

MASK
A dedicated mode that efficiently 
delivers the beauty ingredients 

in sheet masks. 

A beauty device specifically designed to deliver beauty 
ingredients more efficiently to the stratum corneum.

Enhances the benefits of serums and sheet masks to more effectively 
support daily skincare 

Five modes that 
upgrade your 

skincare routine

Items 
Recommended 

for Use  
Together 
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Ai ROBOTICS INC.Company name

April 2016Founding

September 27, 2024 (TSE Growth Market)Listing date

Makoto Tatsukawa, Representative Director and 
President

Representative

6-10-1 Roppongi, Minato-ku, TokyoLocation

¥1,712.82 million (including legal capital surplus)Share capital, etc.

36 (non-consolidated, as of March 31, 2026)Number of 
employees

AI-driven brand development and operationBusiness 
description

Company Overview

The Company name “Ai ROBOTICS” derives from the Company’s use of automated operations using the 
“SELL” AI system which is equipped with AI and RPA (Robotic Process Automation).
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Business Model

The Company builds an organization specialized in core operations, achieving high productivity and agility 
while utilizing AI technology.

Manufacturing 
contractor

Customer

Specialized in core operations such as 
product development and marketing

Manufacturing, logistics, and call centers are 
outsourced.

Select the most suitable OEM for each product on a case-by-case basis. Ensure a flexible production system that can adapt to 
changes in the environment by maintaining production capabilities externally.

Fabless management

Purchasing

Planning and 
development

Manufacturing 
outsourcing

Company’s EC site
(Subscription 

sales/single item sales) Product sales

Order placement

EC mall
(Single item sales)

EC mall
Product listing

Payment collection

Product sales

Order placement

Store 
wholesaling

(Single item sales)

Whol
esaler

Product 
wholesaling

Payment 
collection Retail 

stores, 
etc.

Product 
wholesaling

Order 
placement

Product sales

Product 
purchase
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FY2022 FY2023 FY2024 FY2025 FY2026 FY2027
(forecast)

FY2028
(forecast)

FY2029
(forecast)

Growth Strategy (¥1 Trillion Market Capitalization Plan)

The Company aims to achieve net sales of ¥220.0 billion and operating profit of ¥40.0 billion in the fiscal year 
ending March 31, 2029, and a market capitalization of ¥1.0 trillion.

FY2022 FY2023 FY2024 FY2025 FY2026 FY2027
(forecast)

FY2028
(forecast)

FY2029
(forecast)

14.2
7.0

Net sales trend (plan)(Unit: Billions of yen)

3.61.6

220

2.4
1.20.3(0.5)

40

29.3
3.8

5.6 to 6.0
0.75 to 1.0

Operating profit trend (plan)(Unit: Billions of yen)

11.0. to 12.0 1.5 to 2.0

FYE 3/2029
(Plan)

¥220.0 billionNet sales

¥40.0 billionOperating profit

¥28.0 billionProfit

About 35xPER

About ¥1.0 trillion
Market 
capitalization

*Operating profit and profit = Provisional figure assuming amortization of goodwill, etc. associated with M&A of ¥1,500 million
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Basic Strategy in the Growth Strategy

The Company will seek sales growth with the three elements of expanding existing brands, creating new 
brands, and M&A as the pillars of growth.

Expansion of existing 
brands

Creation of new 
brands

M&A strategy

 Overseas expansion (China, North America, 
Southeast Asia, etc.)

 Continuously introduce new products and 
stimulate new demand.

 Launch multiple brands.
 Accelerate development of the 

brand business.

 Diversify the brand.
 Strengthen marketing.
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Expansion of Existing Brands

While further expanding its distribution network in Southeast Asia, where demand for brightening products 
is high, the Company has decided to begin distribution in Australia.

Simultaneously accelerating deeper penetration of Asian markets and entry into developed markets

FYE 3/2029
Overseas sales ratio 

(target)

Over 
20.0%

FYE 3/2026
Overseas sales ratio 

(results)

7.4%CHINA
USA

SOUTHEAST ASIA

THAILAND

EUROPE

AUSTRALIA

CANADA

SOUTH AMERICA

HONG KONG

TAIWAN

KOREA

Blue arrows: Regions where 

distribution is complete

Light-blue arrows: Regions where 

distribution has begun

Gray arrows: Regions under 

distribution preparation

UKRAINE

Progress highlightRollout areaBrand

Distribution newly confirmed for Malaysia, Singapore, and Australia
Approx. 10 countries 

(mainly Southeast Asia)
Yunth

Organic communications + stronger inbound linkageOverseas (KOL-led first)Brighte

Distribution newly confirmed for the U.S., Singapore, Malaysia, and 
Indonesia

Greater China 
(China, Taiwan, and Hong Kong)

Straine

MIDDLE EAST
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After adopting SELL

Traditional method

SELL enables product deployment approximately 4x faster than conventional methods.

Maximize expansion speed for both existing and new brands by rapidly launching new products using “co-
creation development” that can respond immediately to trends.

12 to 24 months

Comparison of periods from market research to product launch

3-6 months

• Through the in-house AI system “SELL,” market data, 
development, manufacturing, and sales, 
all are linked together in real time.

• “Co-creation development” that enables the Company 
to immediately respond to trends originating from SNS.

• All processes are synchronized by AI and simultaneously 
advanced from planning to deployment thus, 
reducing the product cycle.

About 4x faster

Market research

Product planning

Package developmentTest sales

Product launch

Detect trends from SNS 
and purchase data / demand forecasting

Idea generation / concept design

Design generation / impression evaluation 
and optimization

Advertising efficiency optimization / 
price optimization

Supply optimization / Sales promotion 
automation

Market 
research
Market 

research
Product 
planning
Product 
planning

Package 
development

Package 
development

Test sales Product launch

Expansion of Existing Brands and Creation of New Brands
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M&A Strategy

Continue considering M&A options that can simultaneously strengthen 

both brand power and marketing capabilities.

Deepen marketing strategy and accelerate further 
business growth and sales-channel expansion.

M&A for strengthening marketing

Target • Enhance the Company’s AI system.

• Diversify marketing channels.

• Recruit top-level engineers; etc.

M&A for strengthening brands

Expand the brand portfolio through brand diversification.

• Net sales scale of ¥5.0 billion or more

• Room for future growth in both EC and wholesale 

channels

• An established share in a specific field as a brand; etc.

Target

Enhancement and 
expansion of 

existing brands

Existing brands

Creation of new 
brands

M&A for 
strengthening 

brands
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High Productivity Supporting Growth Strategy

The Company streamlines core operations such as marketing activities through the effective use of an in-
house AI system called “SELL.”

The Company has achieved high net sales per employee and operating profit ratio among cosmetics related 
companies (D2C companies).

44 

54 

57 

65 

119 

816 

Company C

Company A

Company D

Company B

Company E

Ai ROBOTICS

3.8 

4.6 

8.9 

10.8 

11.2 

13.0 

Company A

Company D

Company C

Company B

Company E

Ai ROBOTICS

Ai ROBOTICS

Net sales per employee

O
p

e
ra

tin
g

 p
ro

fit ra
tio

Net sales per employee (Unit: Millions of yen)

Operating profit ratio (Unit: %)

Basis for selecting cosmetics related companies (D2C companies): The Company used its own analysis to select competing companies from listed cosmetics related companies (D2C companies).
From this group of companies, companies with a net sales growth rate CAGR of less than 10% over the two-year period including the most recent forecast for the next fiscal year, and with a net loss, or negligible net profit (less than ¥0.1 billion), 
negative YoY net profit for the current fiscal year are excluded.
Companies with a PER of 100 or more are also excluded as outliers (stock prices for each company are as of March 30, 2026).
Data were prepared by the Company based on each company’s financial results data and securities reports for the fiscal year 2026. Figures are calculated on a non-consolidated basis.

Company 
A

Company 
E

Company 
C

Company 
B

Company 
D
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 These briefing materials have been prepared by the Company for the sole purpose of disclosing relevant information and do not constitute a

solicitation of an offer to purchase or sell securities in the United States, Japan or any other jurisdiction. The securities of the Company cannot be

offered or sold in the United States, Japan, or any other jurisdiction without registration or filing under the applicable laws or an exemption therefrom.

 In preparing these briefing materials, the Company has relied on and assumed the truthfulness, accuracy, and completeness of all information

available to it, but the Company makes no representation or guarantee as to the truthfulness, accuracy, or completeness of such information.

 The information contained in these briefing materials is subject to change without prior notice.

 These briefing materials and their contents may not be disclosed or used by any third party for any other purpose without prior written consent from

the Company. Statements contained in these briefing materials regarding future performance are forward-looking declarations. Forward-looking

declarations may include, without limitation, words such as “believe,” “anticipate,” “plan,” “strategy,” “expect,” “project,” “predict,” “potential,” or

other similar expressions describing future operating activities, performance, events, or conditions. The forward-looking declarations are based on the

judgment of the Company’s management in light of currently available information. For this reason, these forward-looking declarations are subject to

various risks and uncertainties, and actual performance may differ significantly from the forecasts expressed or implied in such forward-looking

declarations. Accordingly, the Company cautions against placing undue reliance on forward-looking declarations.

Handling of These Briefing Materials


