
FY2020 Financial Results 

Taniuchi: Hello, everyone. I am Taniuchi, CEO of Santen Pharmaceutical. Thank you very much for 
taking time out of your busy schedule to participate in this briefing today. 



Yesterday, we announced our financial results for FY2020. Today, in addition to the business results 
for FY2020, I would like to talk about our initiatives for the current FY2021, as well as the contents 
of our Medium-Term plan, which is scheduled to be released on May 19. 

Please see page 3. 

This is also the origin of our company name: "Exploring the secrets and mechanisms of nature in 
order to contribute to people's health.” With these words as our basic philosophy, we are working 
every day to realize "Happiness with Vision" by contributing to society through our participation. 



 
 

 
 

 

Please go to page 6. Let me start with a review of our previous long-term vision, Vision 2020. 

Over the past 10 years, we have been aggressively expanding our business overseas in addition to 
growing our business in Japan. As a result, over the past 10 years, we have more than doubled our 
revenue and nearly doubled our overseas sales ratio to over 30% compared to the end of FY2010 
and have expanded our global presence. In addition, we were able to significantly increase our 
corporate value by 2.5 folds. 

As we move into the next decade, we will continue to grow globally and contribute to ophthalmic 
treatment around the world under our new long-term vision, Santen 2030.  

 

 

 



 
 

 
 

 

Please go to page 7. 

We have been able to increase our presence in the world over the past 10 years by accelerating our 
global expansion to become a specialized company with a global presence, as stated in Vision 2020. 
We believe that this is very significant. 

By leveraging Santen's strengths, such as the commercial excellence, we have cultivated in Japan 
and lifecycle management rooted in medical needs that only a company specializing in ophthalmology 
can provide, we have achieved business expansion and earnings growth in the Chinese market, 
where sales were still extremely small 10 years ago, as well as in the Asian and European markets. 

In the last few years, we have also been reorganizing our global organization along regional and 
functional axes in line with the globalization of our business and have been investing in new areas, 
such as cell therapy and digital technology for future growth. 

At the same time, we have identified issues that need to be addressed in the future. First of all, in 
terms of the balance between strategic investments and earnings, there was an increase in the 
number of strategic investment projects for which we have yet to establish a basis for earnings, and 
this led to a decline in the current profit margin and ROE. In addition, in FY2020, PL was significantly 
affected by the impairment loss on MicroShunt. We are deeply aware of this issue and recognize the 
urgent need to improve our current profit margin and ROE. 

With regard to growth investments, in addition to making investment decisions based on a more 
rigorous approach to financial discipline than ever before, we would like to focus our maximum 
management efforts on ensuring that the assets we currently own are linked to earnings, improving 
profit margins, and achieving earnings growth.  

In order to achieve this, we will continue to strengthen our global organization, while further enhancing 
our strategy execution system and refining our strengths. We will strive to enhance our corporate 
value while communicating with our investors in a more concrete and proactive manner than ever 
before. 



 
 

 
 

 

Please see page 8. Next is our new Medium-Term plan. I will explain MTP2025 and our goals for its 
first fiscal year, 2021. 

In MTP2025, we will focus on 2 main areas: first, to thoroughly strengthen our core business of 
prescription pharmaceuticals, and second, to improve profitability. In addition, we will steadily 
promote the development of solutions in new business areas, such as cell therapy and digital health, 
which are expected to drive our growth in the medium-to-long term. Through these efforts, we will 
steadily promote medium-to-long term growth by leveraging the high potential of the ophthalmology 
field. 

In the current FY2021, we will first prioritize strengthening our prescription pharmaceuticals business. 
We have already established a presence in Japan, China, Asia, and EMEA. In these markets, we will 
continue to launch new products, penetrate the market, strengthen contact with physicians, and by 
doing this, deliver more of our products to more patients and continue to steadily grow. 

In addition, in North America, the world's largest market, we will complete the integration of Eyevance, 
which we acquired last year, to strengthen our business foundation. In order to support our global 
growth, we will steadily develop and advance our pipeline, expand our production bases with an eye 
to the future, and improve the global efficiency of our business base by introducing a new ERP system. 



 
 

 
 

 

From page 10, I will talk about the outline of our business performance for FY2020. 

In FY2020, the world was affected by COVID-19. Under such circumstances, our thorough activities 
that fit the situation in each region resulted in our market share improving in many regions. Revenue 
increased by 3% from the previous year to JPY249.6 billion, the highest ever for our company. Core 
operating profit increased slightly from last year, and this is also a record high core operating profit. 

 

 

 

 



 
 

 
 

 

Please go to page 11. 

On the other hand, operating income on a full basis decreased significantly due to the impairment 
loss on STN2000100, MicroShunt, in the US, which occurred in this April. 

 

On page 12, I will explain the factors behind the YoY increase and decrease in sales. 

In Japan, sales of prescription pharmaceuticals, Alesion LX, and other mainstay products drove 
steady growth. In China, our performance was affected by Cravit being subjected to value-based 



 
 

 
 

purchasing at large national hospitals, but we have shifted our marketing resources to new channels, 
such as private hospitals and pharmacies, and have thus achieved sales growth. 

For Hyalein, which has been subject to value-based purchasing since FY2021, we have already 
started to strategically shift channels and products. In addition, the rapid growth of new products such 
as Tapros and Diquas helped us achieve a YoY increase in sales. We are steadily realizing a recovery 
to a growth trend. 

In addition, despite negative market growth in Asia, EMEA, Europe, the Middle East, and Africa, the 
Company has achieved sales growth and market share gains in many countries through the 
penetration of new products and improved customer satisfaction. In the US, we acquired a business 
base through the acquisition of Eyevance, which contributed to our sales from the second half of the 
fiscal year. 

 

On page 13, I will explain the factors behind the increase and decrease in profit. 

First of all, while sales and profits increased in Asia and EMEA compared to the previous year, the 
impact of value-based purchasing in China and the expenses, including one-time expenses 
associated with the acquisition and integration of Eyevance in the US, were the main reasons for the 
decrease in our profits. 

As a result, core operating income increased slightly YoY to JPY50.1 billion, while our full operating 
income was JPY12.9 billion due to impairment losses on STN2000100, MicroShunt, in the US. 

 



 
 

 
 

 

Page 14 shows the changes in market share. 

In FY2020, the ophthalmic market was also very severely affected by COVID-19. Under these 
circumstances, we have been able to increase our global market share, which, in addition to the 
contribution of new products, shows the fundamental strength of Santen as a company specializing 
in ophthalmology. 

In Japan, we captured 51% of the market, which would be more than a majority share. In Asia and 
EMEA, despite negative market growth, we achieved steady positive growth and increased our 
market share in many countries. 

In China, our market share has decreased slightly due to the impact of value-based purchasing at 
national hospitals, but we are continuing to improve our presence by developing new channels and 
expanding sales of new products. The data cited here is currently focused on national hospitals, so 
it does not necessarily reflect sales at private ophthalmology hospitals and pharmacies, which are 
the channels through which we are currently expanding sales. 



Now, I would like to talk about the earnings forecast and business plan for FY2021. Please see page 
16. 

As disclosed in a timely manner yesterday, due to the postponement of the change of accounting 
period, the plan for FY2021 is also for 12 months from April to March. 

First, sales revenue will increase by 4.2% YoY to JPY260 billion. Operating income on a core 
basis is planned to increase by 3.8% to JPY52 billion. Operating profit on a full basis is JPY41.5 
billion. With net income of JPY30.5 billion, we plan to improve profitability compared to the 
previous year but also compared to FY2019. 



This is page 17. Now let's talk about how to achieve sales growth first. 

Sales in Japan are expected to reach JPY170 billion, up JPY900 million from the previous year. In 
overseas business, there will be growth in all regions. Overall, we expect sales to grow 12% YoY to 
JPY90 billion. As a result, the overseas sales ratio is expected to increase by 2 percentage points to 
35%. 

From page 18, we will discuss the details by region. 



First of all, in the Japanese business, we are steadily continuing to penetrate the market with new 
products such as Alesion LX, Diquas, and Eybelis, leveraging our overwhelming market presence. 

Japan is Santen's home ground and most important region of the world. In order to maintain our 
revenue base over the medium-to-long term, we are also taking various measures to prepare for the 
expiration of patents on our main products. One of them is the progress of the improved formulation 
of Diquas, which Mr. Morishima will explain in detail later in the R&D portion. 

Now, let’s go to China. Please turn to page 19. 

We apologize for any concerns regarding the impact of the value-based purchasing of Cravit and 
Hyalein in FY2020, but our performance has been steadily recovering and we plan to achieve 16% 
growth in FY2021 compared to the previous year. The development of new sales channels, such as 
private hospitals and retail stores, is progressing well. Sales in this area increased significantly 
compared to the same period of the previous year, raising overall sales. 

In addition, the growth of our new products, Tapros and Diquas is also progressing steadily. Since its 
inclusion in the insurance system, sales of Tapros have been steadily increasing, mainly at large 
hospitals, and it has become the top prostaglandin drug in terms of volume. We have been 
strategically promoting sales of Diquas, which is positioned as a high value-added product, mainly to 
private hospitals, and as you can see here, it has continued to grow at a high rate. 

We are also taking steps to achieve medium-to-long term growth in parallel. We have made progress 
in the development of new products, of course, but we have also recently started construction of a 
new plant in Suzhou. 



Next, let’s go to Asia. See page 20. 

Although the impact of COVID-19 still remains significant in some countries, we achieved an increase 
in sales in FY2020, thanks to contributions from major markets such as South Korea. We launched 
around 13 new products in the entire region, but in South Korea, for example, we also launched 
Eybelis, making it the first time it is released outside of Japan. 

We will continue to aim for high growth in FY2021, focusing on our core products, such as Eybelis, 
Tapros, Tapcom, Diquas, and Ikervis. At the same time, we will work with medical professionals and 
partners to ensure continued high growth over the long term through the development of eye care. 



On page 21 is EMEA. 

In Europe, COVID-19 had a relatively large impact on the region, as many countries had intermittent 
lockdowns in FY2020, but we were still able to grow faster than the market despite this. We plan to 
achieve 6% growth in FY2021 by continuing to improve our business growth and presence through 
the market penetration of various new products including PRESERFLO MicroShunt. 

And on page 22, let’s look at North America. 



With the acquisition of Eyevance in September last year, we acquired a business base with multiple 
ophthalmic drugs. In FY2021, we expect sales of approximately JPY4 billion, double the FY2020 level, 
in our North American business as a whole through mainly the Eyevance products. 

Pipeline development continues with the aim of increasing our presence among prescription 
pharmaceuticals. We are planning to obtain the approval of Verkazia, DE-117, and Eybelis during 
FY2021. 

This is page 23. 

By continuing this trend of increasing revenue and improving profitability in each region, we will 
achieve significant growth in core operating profit, full operating profit, and net income, as shown on 
page 23. 



Next, please look at page 24. I would like to talk about capital investment among growth investments. 

In FY2021, we plan to make a large-scale capital investment of JPY30 billion, approximately 3 times 
the amount in the previous year. This increase is mainly due to production-related investments. We 
are currently constructing a new building at the Shiga Plant and a new plant in Suzhou, both of which 
are designed to meet future demand growth and reduce environmental impact. 

In addition, we are making IT-related investments, such as the development of a new ERP system, 
with the aim of improving operational efficiency on a global scale. We are determined to firmly 
establish our footing for future growth. 



Next, on page 25, are the highlights of the pipeline. 

As you can see here, in addition to the steady progress of our existing pipeline, we have started 
Phase 3 trials in Japan for STN1013900, a ROCK inhibitor that we in-licensed last year, and we are 
also preparing for its development in Asia. 

In the area of myopia, where high growth is expected in the future, we will begin clinical trials of 
STN1013400, a next-generation myopia treatment, ahead of other companies this FY2021. We are 
also planning to develop this globally in the future. 

In addition, we have completed Phase 3 clinical trials for STN1012700, an atropine currently under 
development in Japan, and have filed for Phase 1 clinical trials in China, which are scheduled to 
begin in FY2021. 

Further, the cell therapy STN6000100, jCell, and the ptosis drug STN1013800, which were introduced 
in FY2020, are progressing as planned. 



Please refer to page 27. 

In FY2021, we expect business growth and pipeline expansion to continue steadily, but what about 
growth beyond that? I would like to briefly introduce the direction of the MTP2025, which I am 
scheduled to talk about next week on the 19th. 

Over the past 10 years, we have rapidly expanded our business overseas in China, Asia, and EMEA, 
while leveraging our strengths as a top player in ophthalmic pharmaceuticals that we cultivated in 
Japan. In the next 10 years, we will further accelerate our global expansion, including in the US, 
where we have established a new business foundation. This will further solidify our presence in 
ophthalmology. 

In addition, we aim to deepen our business model by expanding into business areas that are expected 
to grow in the future, such as cells, gene therapy, the out-of-pocket medical care, and digital health, 
and to become a social innovator that can bring happiness to people through the eyes. 
MTP2025, our next Medium-Term plan, is the first half of our 10-year effort to achieve this goal. 



Please see page 28. I would like to explain the 2 initiatives we are taking to realize our vision. 

First of all, in the pharmaceutical field, we will generate earnings by thoroughly utilizing the assets we 
have established and strengthened, including acquisitions. We will also enhance the value of our 
product portfolio by further strengthening the lifecycle management of existing products and steadily 
developing and launching new and improved products around the world. Of course, new pipelines 
will be added and strengthened. 

Next, we will build a revenue base in new business areas with the aim of achieving continuous growth 
over the medium-to-long term. Specifically, in the area of pharmaceuticals, we will establish a 
business presence in the US and make it profitable. We are also planning to enter new areas, such 
as ptosis and myopia. Further, we aim to grow in the areas of cells, gene therapy, and digital health. 

In addition, in China and Asia, where high potential exists, we will capture compounded growth 
opportunities and contribute to the development of ophthalmology by actively contributing to the 
development of the ophthalmology ecosystem while strategically collaborating with medical 
professionals and partners. 



This is page 29. I would like to discuss our approach related to the goals for this Medium-Term plan 
period. 

We will continue to contribute to our stakeholders based on our basic philosophy of "exploring 
the secrets and mechanisms of nature in order to contribute to people’s health.” We define 
"Happiness with Vision" as what we should aim for or as our purpose and aim to grow through 
solving social issues. 

The right-hand side shows our management stance and our approach to medium and long term 
goals. In collaboration with medical professionals and partners, we will strive to enhance our 
corporate value by providing products and services to people suffering from eye diseases and 
problems, while contributing to the resolution of social issues related to the eyes. In addition to 
balancing growth and profitability, we believe it is important to further strengthen ESG, so we will 
step up our efforts in this area. 

We will aim to increase shareholder value by improving TSR toward FY2025. 



Page 30 shows our capital policy and policy on shareholder return. 

We have always tried to maintain a balance between shareholder returns and strategic investments, 
but we will now do so based on a clearer idea of shareholder returns. 

First, we will ensure a dividend payout ratio of 40% or more to return profits to shareholders. Next, 
we will make strategic investments that will contribute to our medium-to-long term growth and 
enhancement of corporate value. We will do this based on stricter financial discipline than ever before. 
Specifically, we are investing in RX areas, where we can leverage our strengths, and in promising 
business areas. 

Capital investment is important for future growth. While it will mainly be for new plants and ERP, we 
plan to invest about JPY100 billion over the next 5 years. However, since steady investment recovery 
is expected, we plan to utilize debt in the future from the perspective of balance sheet optimization. 
A certain amount of cash reserves is necessary for business continuity, but we will maintain this at 
the current level. 

Therefore, if there is no demand for funds for investment projects, we will flexibly return surplus funds 
through share buybacks. As a result, we intend to allocate more than one-third of our operating cash 
flow to shareholder returns. In this way, we will enhance shareholder returns while firmly securing 
future growth. 



Please see page 31. This is our dividend forecast for FY2021. 

As I have said, in FY2021, we expect to increase profits. So, based on the concept of return 
mentioned earlier, we will pay an interim dividend of JPY16 and a year-end dividend of JPY32. The 
dividend will be increased by JPY4 compared to the previous year. The dividend payout ratio is 
planned to be 42%. 

Finally, let’s go to page 32. I would like to provide some additional information on the postponement 
of our transition to a holding company structure and the change in accounting period, which was 
disclosed yesterday. 



We had been planning to shift to a holding company and change our accounting period in order to 
promote globalization and strengthen group governance. However, in light of the current short-
term changes in the business environment, we have decided to postpone both of these measures 
and prioritize the reliable launch of MTP2025 and the thorough implementation of various 
important measures to achieve it. 

On the other hand, regardless of the timing of the implementation of these 2 measures, we will 
steadily promote the globalization of our business and the strengthening of our group governance 
within the current framework. 

That's all the explanation I have for you. Next Wednesday, May 19, we will have an opportunity to 
explain our new Medium-Term plan. I would like to talk about how Santen will achieve growth over 
the next 5 years toward the future, the future envisioned under Santen 2030. We hope that you will 
find the time to join us again. 

Now, Mr. Morishima will give us an update on R&D. 

Morishima: I'm Morishima from Research and Development. I would like to share with you some of 
the highlights of our R&D activities for the fourth quarter of FY2020. Please see page 34. 

As Mr. Taniuchi explained earlier, we were able to achieve the primary endpoint in the Phase 3 study 
of STN1008903, the new formulation of Diquas that we are working on as a countermeasure for LoE. 
I will explain this in a little more detail on the next slide. 

As for new pipelines, we were able to add STN1013400, a next-generation myopia treatment, to our 
pipeline, and we are currently preparing for its clinical development in Japan in FY2021. This will also 
be explained later on another slide. 

In addition, we are steadily advancing the regional development of our main products, STN1011700, 
which is Eybelis, STN2000100, which is DE-128, MicroShunt, and STN1007603, which is Verkazia. 
I would also like to report that the number of enrolled subjects for DE-109 has exceeded 100 and that 



 
 

 
 

we are steadily advancing the development of our main pipeline in general, even under this pandemic 
of coronavirus. 

 

Next, let’s go to page 35. Regarding the new formulation of Diquas, which Mr. Taniuchi talked about 
earlier, this slide shows an overview of the Phase 3 trials. 

The clinical trial is designed to show the superiority of the new formulation over placebo in dry eye 
patients. After the observation period, subjects were assigned to either the test group or the placebo 
group, and each group received eye drops 3 times a day for 4 weeks, with the primary endpoint being 
the amount of change in staining of the corneal epithelium by fluorescein after 4 weeks. 

Staining by fluorescein can determine the distribution and condition of corneal epithelial damage. As 
shown in the figure on the right, the fluorescein staining of the new formulation showed a statistically 
significant improvement over placebo after 4 weeks of eye drops. 

This pipeline will halve the number of ophthalmic administration compared to the current formulation 
and is expected to meet the needs of a wider range of patients than ever before. Although clinical 
trials have confirmed the therapeutic effects of eye drops 6 times a day, we have heard that 6 times 
a day is a heavy burden for actual patients and that some patients do not achieve the expected effects 
because they forget to use the drops. 

The 3-times-daily formulation is expected to reduce the burden on patients and ensure reliable 
treatment, and we hope that it will be accepted by many patients and differentiated from generic 
products. Santen plans to file an application for this drug in FY2021 and aims to be able to market it 
before generic products are launched. 



 
 

 
 

 

Next, we come to page 36. 

In the field of myopia, which we have positioned as a pillar of our medium-to-long term growth, we 
were able to add a new pipeline in FY2020. 

As we all know, the number of myopia patients has been increasing in recent years due to changes 
in the living environment. Since myopia is a cause of various eye diseases in adulthood, governments, 
especially in Greater China, have been actively implementing policies to curb myopia, and this trend 
is expected to spread globally in the future, including the interest of doctors and other stakeholders.   

While several atropine products have already been in development pipeline, Santen is now the first 
company to add STN1013400, a next-generation treatment for inhibiting myopia progression in 
children with a new mechanism of action, to our pipeline. Due to its selective muscarinic antagonism, 
STN1013400 is expected to show higher efficacy in inhibiting ocular axial elongation than existing 
atropine preparations being developed by various companies and to reduce the side effects of 
atropine preparations, such as mydriasis. 

Santen plans to initiate Phase I trials of the drug in Japan during FY2021 and is also preparing a 
development plan for China to promote the global development of the drug. 

For more information on the pipeline, please refer to the following pages. That is all. 

 

Question & Answer 

Q-1-1:  

Thank you very much. Now, I would like to ask about your business in China. This is about the impact 
of the value-based purchasing of Cravit and Hyalein this year. The projection for Cravit this year is 
that its sales YoY will be flat, but based on this, I would like to know how much Cravit's sales in large 



 
 

 
 

hospitals were at the end of the current fiscal year and if you could explain in more detail about the 
expansion of sales in channels other than large hospitals.  

With regard to Hyalein, it has also become subject to value-based purchasing in February this year. 
At that time, I think the 0.3% was not subject to value-based purchasing, but is it correct to say that 
the sales forecast for the start of this fiscal year is based on the assumption that it will be subject to 
value-based purchasing?  

A-1-1 

Suzuki: First of all, we understand that we have already absorbed the impact of value-based 
purchasing to a certain extent in terms of Cravit's sales in hospital. Therefore, we have made the 
assumption that sales for this fiscal year will be about the same. 

As for your second question, we have not yet heard that the 0.3 MD (Multi-dose) will be subject to 
value-based purchasing. One of the reasons is that we are actively working on the dry eye treatment 
where we are going to switch to Diquas, while the other reason is that we are not going to switch to 
0.3 but to 0.1. Hence, we are taking a conservative view of the situation. That will be my answer to 
the question. 

Q-1-2 

Thank you very much. By the way, do you have any figures on the current sales of Cravit in large 
hospitals? 

A-1-2 

Suzuki: As I recall, we do not disclose this information. I'm sorry. 

Q-1-3 

Okay. Thank you. My second question is about dividends. I think the dividend has always been flat 
or increased by JPY1 in the past. I think you have increased the dividend by JPY4 this time, which is 
quite a large increase. Am I correct in my understanding that the reason why you increased the 
dividend by JPY4 is because you are more confident in your medium-to-long term growth potential? 

A-1-3 

Koshiji: With this understanding, I think it is fair to say that we are confident in our long-term future 
and that we will return profits to shareholders in line with our profit growth. 

Taniuchi: I would like to add something. Earlier, I talked about our shareholder return policy. In the 
past, we have always said that we would pay stable dividends and that we would continue to pay 
stable dividends. This time, we have clearly taken it one step further. 

In this context, we have been able to see the current progress toward growth in Japan, China, and 
overseas in the form of what I mentioned earlier, as well as the path toward resolving issues. Based 
on the idea I mentioned, we have increased the dividend by JPY4 as a result of our efforts to firmly 
guarantee up to 40%. I hope you can understand this kind of confidence in our growth. 

Q-2-1 

I would like to ask for 2 things about China. The first one is about Hyalein. I was told a long time ago 
that your company would shift to Diquas for value-based purchasing starting in April. What is the 
status of the shift? Do you feel that things are going pretty well? 



 
 

 
 

A-2-1 

Suzuki: As for Diquas, there are 2 points: first, it has quadrupled its growth from FY2018 to FY2019*1. 
This year, we are looking at tripling sales against FY2020*2. In addition, the ratio of private hospitals 
to public hospitals was originally about 4:6, but as of last year, it has already switched to 6:4, so we 
are making good progress. 

Looking in terms of current shipment, shipments continue to be in line with our expectations, so in 
that sense, we know that we are making steady progress. That's all. 

*1 post script: approximately quadrupled from FY19 to FY20 

*2 post script: quadrupled for FY21 

 

Q-2-2 

So, the strategy of both Cravit and Hyalein is to concentrate on this area, since the leverage of private 
hospitals is the result of value-based purchasing, correct? 

A-2-2 

Suzuki: Yes, you are right. 

Q-2-3 

This means things are going well. 

A-2-3 

Taniuchi: I would like to add something. As I have mentioned, Hyalein, 0.1, is a product that has 
been sold mostly outside of large hospitals since February. Therefore, the impact of value-based 
purchasing has been taken into account in the current situation at private hospitals. 

It’s fine to think that Diquas is being carried there, so after becoming dependent on large hospitals, 
including for Cravit, we were able to steadily increase sales channels at private hospitals and other 
retail stores, where we are currently expanding sales, in FY2020. Hence, we think that we will 
succeed as a whole in FY2021. 

Q-2-4 

I understand very well. The other question is in the area of development. China seems concerned 
about myopia, and while your company is currently doing in Japan, you are supposed to work in 
China, too. I think the Department of Public Health in China is quite aware of the seriousness of 
myopia, unlike in Japan. What is your perspective on this? 

A-2-4 

Morishima: I would like to start with the development matters. This year, we started Phase 1 trials of 
atropine in China, and since China established guidelines last year, we are following those guidelines 
and starting development a little later than in Japan. Once that is done, we would like to proceed with 
Phase 3 study similar to that in Japan. 

In addition, the government has been supporting these development activities to a great extent, and 
patient enrolment is progressing relatively well, although not only in Santen. 



 
 

 
 

Q-2-5 

Okay. This is for the global market, including China. Is it correct to say that the target market is 
basically China? 

A-2-5 

Taniuchi: I would like to add something. First of all, as you asked earlier, it is true that the Chinese 
government is putting a lot of effort in this area. The national guidelines and the efforts to reduce and 
eradicate by the treatment have been clearly stated, and each local government has started such 
efforts. 

Therefore, all of us, including myself, are working with a firm understanding of the potential of myopia 
and the fact that we are targeting a population of 100 million myopic children. 

I believe that the myopia market, including atropine, will be established on a global scale in the future, 
and we are basically thinking in terms of global development. But as you pointed out, China and other 
Asian countries with large populations have a large number of myopias, or rather, they overlap with 
each other. I hope you understand that this is our main focus. 

Q-3-1 

First, I would like to ask you about the situation of Cravit in China. In your earlier explanation about 
Cravit, you said that you were able to absorb the impact of value-based purchasing to a large extent, 
so this is the plan. What do you mean by the fact that you have been able to absorb the impact? I 
think it means that your retail initiatives for private hospitals and pharmacies have been successful. 

In fact, looking at the trends and figures for January-March alone, it looks like the plan for this fiscal 
year is still a little high. What is the current situation, and what are the risk factors for this plan, and 
conversely, what are the possible upside factors? 

A-3-1 

Suzuki: First of all, the reason why I said that we have been able to absorb the impact is because 
the tendering for value-based purchasing has settled down to a certain extent, and the tendering and 
product supply of hospitals have already been completed to a certain extent. Hence, we do not 
foresee more damage than this in public hospitals. 

At the same time, the development of so-called private hospitals and the retail market is progressing 
smoothly, so we are absorbing both the positive and negative effects of these developments. That's 
all. 

Q-3-2 

Regarding this point, when you gave us a briefing in February, I think you said that public hospitals 
have about 50% exposure. Can you explain a little bit more about whether this part is now almost 
zero and whether you are making up for it to some extent with private hospitals or retail? 

A-3-2 

Suzuki: As far as we were concerned, we have not actually fallen to zero. So, from this point, even 
though we have been envisioning a rather pessimistic scenario, we have not really fallen to that level. 

In addition, as I mentioned, there was some expansion in private hospitals, so the overall scenario 
was not as negative as expected. 



 
 

 
 

Taniuchi: I also have something to say. As you can see, national public hospitals now account for 
about 30% of the total, and they were originally more than half of the total. They may have decreased 
rapidly, but it has not yet reached zero. 

At the moment, the percentage of non-national hospitals is around 70%, so we are working to 
increase the number of hospitals that are not subject to value-based purchasing. As Mr. Suzuki 
explained earlier, the situation at national and public hospitals has largely settled down. 

Q-3-3 

Thank you very much. Secondly, please tell us about 134. I understand that you will start clinical trials 
this term. I think the indications are the same, but the mechanism of action is different. 

In the case of the second-generation products, the timing of development may be different from that 
of 127. What priority will be given to the development of the new drug? Is it all right not to have to 
think about the risk of competing for patients within your own company as the development is carried 
out at the same time? Could you please comment on the positioning of the drug and the development 
strategy? 

A-3-3 

Morishima: I will give you an explanation on this. Basically, the mechanism is the same, so there is 
a possibility that patients will overlap. However, we have already entered Phase 3 for atropine, and 
we are about to enter Phase 1 for 134, so there is some lag. We are envisioning a scenario in which 
we develop the market with atropine and grow significantly with 134. 

Q-4-1 

As you have explained earlier about the products that are doing well in China, the forecast for Tapros 
is quite high, or rather, the growth is quite high. I think the sales has quadrupled or quintupled. As 
you mentioned earlier, could you explain one more time the assumptions used in the forecast for the 
current fiscal year for Tapros? This is my first question. 

A-4-1 

Suzuki: As I mentioned earlier, as of last fiscal year, Tapros has already become the number one in 
terms of market share based on volume*, with the latest figure of more than 30% in market share. 

Post script: in prostaglandin drugs 

We are helping with the guidelines shaping, and we are also promoting training within hospitals. 
Because it is on the NRDL, it is spreading to the ministry quite quickly. In this sense, we have been 
able to deliver our products to hospitals in Beijing and Shanghai. So, looking at the latest shipment 
status, I think we will be able to achieve our current target. Of course, there are various risks, such 
as stopping continuous prescriptions when a patient contracts COVID-19 somewhere, but looking at 
the current trend in the numbers, I think we can achieve this goal. That's all. 

Q-4-2 

Thank you very much. My second question is about the domestic Alesion. It was also extremely 
strong in the previous fiscal year, and the Q4 results should be in support of that. 

There are seasonal factors, of course, but until now, the number has been increasing, partly because 
of Mitsubishi Tanabe, right? However, if you look at the current term, it has leveled off. What are your 
assumptions or thoughts in this area? 



 
 

 
 

A-4-2 

Suzuki: Let’s go to Alesion. We believe that there is still room for our target practitioners to switch. 
The percentage of LX in the Alesion family is roughly 60%. We believe that there is still room to switch 
to the new system in the future, considering compliance and other factors, so we have made the 
assumption that there is room for expansion in this area. 

Q-4-3 

The forecast is for flat growth, but will that be enough? 

A-4-3 

Suzuki: The other thing is that there will be generics for the older generation, and I understand that 
there are more than 10 companies there that are currently submitting applications. Therefore, the 
figures will remain unchanged after factoring in the impact of that. In addition, the drug price revision 
is also reflected in the situation. 

Q-5-1 

Thank you very much. With regard to Alesion, what do you think about this risk that the number of 
patients switching from LX to generics may increase more than expected? That would be my first 
question. 

A-5-1 

Suzuki: Sorry, I meant the assumption that the risk of switching is from the older generation of Alesion. 
We are not saying that it will start from LX, so the generic will be available around June. Therefore, 
we understand that the older generation will be switched over. 

Q-5-2 

Is this something that is unlikely to happen in actual practice, such as switching to cheaper generics? 
Sorry, this is a layman's question. 

A-5-2 

Suzuki: LX, including its usage and ease of use, has become a very user-friendly formulation for 
patients, so if we were to look at it in terms of cost and return to the old, easy-to-use product with a 
higher prescription frequency, we believe that patients who have already used LX would not return 
to that. 

Taniuchi: I would like to add something. This is a product that has only been on the market for a 
short time, and we just started selling it amid the COVID-19 pandemic. We believe that there is a 
difference in the effectiveness of 4 times eye drops versus 2 times eye drops for allergy patients. So, 
for this fiscal year in particular, the switch to LX has been very smooth. I believe that this is where the 
difference and differentiation of the product lines. So, as you say, we will make sure to prepare for 
what will happen to generics, but for now, we believe that the value of this product is well understood 
by patients. 

Q-6-1 

What can you tell us about Eybelis? In terms of the sales of individual products attached to the brief 
report, there is a slight difference between the sales in Japan and the rest of the world. I think this is 
the sales you were expecting in the US this fiscal year. 



 
 

 
 

I think that Eybelis was originally a product that had a hard time getting off the ground even in Japan. 
I also thought that the side effects of coloring, or adversarial events, were a bit of a problem, especially 
in the United States and Europe. I have heard that in the United States, especially in the case of 
glaucoma, it is difficult to compete as a single drug unless you have several therapeutic drugs, or 
combinations of drugs, in your lineup. 

Could you tell us your thoughts on this? 

A-6-1 

Taniuchi: I'll start. First of all, this is for Asia. The product has been launched in South Korea, so 
please understand that a small number of sales from that market is added to the sales in Japan. 

As for the US, as you pointed out, it is still in the pre-approval stage, so I have not included it in this 
brief. As you mentioned, the idea is that this product has a unique profile, and a safety profile that is 
different from existing prostaglandins. In the US, this is a key differentiator. 

The PDUFA is coming up in the second half of this year, so once we know more about the situation 
with the FDA, we will be able to talk about the detailed approval schedule, sales schedule, and sales 
strategy. 

Q-6-2 

I understand. Eyevance does not have any glaucoma-related medications, right? 

A-6-2 

Taniuchi: At present, Eyevance mainly covers the anterior segment of the eye, but it also covers so-
called general ophthalmology and comprehensive ophthalmologists, so I think the Eyevance platform 
will be the first basic platform. 

Since there are glaucoma specialists in the US, Eyevance does not cover them at present, so I think 
we will be considering whether to transfer Eyevance's sales resources to this area, or whether to 
increase the number of resources. We hope to talk about this when we have a better idea about the 
approval process. 

Q-6-3 

Thank you very much. I was quite surprised to see the figure of minus 4.5% for the entire Chinese 
market on page 14. Is that what this is? The impact of value-based purchasing is mostly seen here. 
I think this is IQVIA's figure for how it was the previous year. It would be very helpful if there were. Do 
you have any data on that? 

A-6-3 

Taniuchi: As you know, this is the IQVIA data, and it is exactly as it is, with no alterations on our part. 
As for the actual market, as I mentioned earlier, this data does not necessarily cover the entire market, 
so maybe what’s behind this is the increase in other markets due to the shift of patients from large 
hospitals. We have no choice but to guess. 

I don’t think the entire country has fallen like that. Of course, China was affected by the COVID, but 
it has already started to recover relatively quickly, so I think that if the coverage expands in the future 
and we can see the market outside of hospitals, we may see things differently.   



 
 

 
 

In fact, our sales trends are naturally different from those supplemented by IQVIA here. I have the 
impression that this data will become more like reference data in the future. In a place where there is 
a slightly different view of the market, we are trying to find a way onsite on how to do it. 

Q-6-4 

That's basically it. Retailers are not covered; that's what the data says, isn't it? 

A-6-4 

Taniuchi: That's right. 

Q-7-1 

I would like to talk about page 41 of the slides. In the last fiscal year, sales exceeded the original plan, 
but core operating profit was lower than the original plan. One of the reasons for this was that SG&A 
expenses were 10% higher than the forecast at the beginning of the fiscal year. 

At the beginning of the fiscal year, you explained that there were a lot of uncertainties in sales due to 
the impact of COVID-19 and other factors but that you would aim to achieve core operating income 
by controlling costs. 

What should we think is the reason you arrived at that goal as a result? As we look to the future, I 
would like to ask you to comment on the degree of precision in the planning outlook and how 
management should be adapted to changing conditions. 

A-7-1 

Koshiji: I will answer that. SG&A expenses have increased compared to the figures announced at 
the beginning of the fiscal year in May last year. This is the main reason why profits declined to 50.1 
billion versus 52 billion in core operating income. Therefore, is financial discipline working? That's 
how I understand it. In conclusion, the expenses are being managed properly and well. This is how 
we evaluate ourselves. 

With regard to why it increased by 10%, first of all, gross profit increased more than we had expected 
at the beginning of the term. This is because the impact of COVID-19 was relatively less than we had 
originally expected, or rather, less than we had anticipated. In light of this situation, we have increased 
the size of our SG&A expenses based on the judgment that it is appropriate to invest in upfront 
marketing expenses for the future and to drive the business forward, which will lead to medium-term 
profits. 

On the other hand, there is a slight increase in SG&A expenses compared to the forecast we 
disclosed on April 9, but we cannot deny that this is mainly different from our forecast. This was 
mainly due to a difference in estimates for SG&A expenses, which we originally thought could be 
booked in FY2021, but had to be booked in FY2020. 

In addition, the payment of bonuses to employees and adjustments to the method of calculating such 
bonuses have been factored in, resulting in a slight increase in expenses. As a result, there was a 
slight shortfall in the increase compared to the revised forecast on April 9. That's how I see it. Again, 
I hope you can see that we are managing our expenses appropriately. 

 [END] 

 




