
My name is Takeshi Okazaki, and I am Group Senior Vice President and CFO at Fast Retailing. 

I would like to take you through our consolidated business performance for the first quarter of fiscal 
2014, or the three months from September through November 2013,  and our estimates for the full 
business year through August 2014.





First, I will look at our consolidated business performance for the first quarter from September 
through November 2013.

Consolidated sales increased 22.3% year-on-year to ¥389.0bln, operating income increased 13.1% 
to ¥64.0bln, ordinary income rose 14.9% to ¥68.6bln, and net income increased 8.8% to ¥41.8bln.



Taking consolidated sales first, sales expanded by 22.3%, or ¥70.9bln, year-on-year to ¥389.0bln in 
the first quarter from September to November 2013. That figure breaks down into an increase in 
sales of ¥49.5bln at UNIQLO International, ¥17.6bln at Global Brands, and ¥3.7bln at UNIQLO 
Japan.  

The gross profit to net sales ratio improved by 0.5 point to 51.3%. The main reason for this rise was 
a 1.8-point improvement in the gross margin at UNIQLO Japan. 

The SG&A to net sales ratio rose 1.8 points to 34.8%, due mainly to an increase in the SG&A ratio at 
UNIQLO Japan.

These elements taken together resulted in a 13.1% increase in operating income to ¥64.0bln. 

Consolidated ordinary income expanded by 14.9% to ¥68.6bln. Against the dollar, the yen 
depreciated over the quarter from approximately ¥98 at the end of August to ¥102 at the end of 
November. This produced a first-quarter foreign exchange profit of ¥4.8bln, and the Group’s balance 
for non-operating income improved by ¥1.4bln year-on-year as a result. 

Net income increased by 8.8% year-on-year to ¥41.8bln in the first quarter. 



This slide displays the breakdown of net sales and operating income for the three months from 
September to November 2013 by Group operation. 

All three Group operations generated gains in both sales and profit in the first quarter. UNIQLO 
Japan sales totaled ¥208.4bln and operating income ¥42.4bln. UNIQLO International reported sales 
of ¥114.0bln and operating income of ¥16.5bln. Global Brands generated sales of ¥65.9bln and 
operating income of ¥6.8bln.



I would now like to go through each of our group operations in turn, starting with UNIQLO Japan.

First, we would like to apologize for the error in our initial sales forecast for UNIQLO Japan and 
explain the appropriate revision. Our initial forecast for fiscal 2014 sales at UNIQLO Japan of 
¥728.0bln, announced on October 10, 2013, included approximately ¥8.0bln in internal transactions 
with UNIQLO International. In the past, we haven’t included internal transactions between business 
segments in the sales figures. Therefore, we have now revised our fiscal 2014 sales forecast at 
UNIQLO Japan to the correct total of ¥720.0bln, which excludes any internal transactions. 

Now back to the first-quarter performance, when the UNIQLO Japan operation reported a 1.8% 
year-on-year rise in sales for the September to November quarter to a total of ¥208.4bln (excluding 
internal transactions). Operating income expanded by 6.2% over the same period to ¥42.4bln.  

Compared to our initial estimates, the sales figure fell short of target by approximately ¥9.0bln, 
while operating income outstripped our estimates by approximately ¥1.0bln. 

I will explain these individual factors in more detail in the subsequent slides. 



UNIQLO Japan sales increased 1.8% year-on-year in the first quarter. Despite the 0.3% contraction 
in same-store sales, overall net sales increased. The total number of directly-run UNIQLO Japan 
stores expanded by five to 837 stores year-on-year to the end of November, and we continued to 
boost the average size of our sales floor through our “scrap and build” policy of opening new large-
format stores and closing smaller and regular-sized stores. 

As I mentioned, same-store sales contracted 0.3% year-on-year. This breaks down into a 0.8% 
contraction in the number of customer visits, and an increase in the average purchase price per 
customer of 0.5%. 

Looking at performance for individual months, sales increased year-on-year in September, thanks to 
the strong launch for our cashmere, silk, and other fall ranges. Sales then dipped in October, when 
persistent warm weather and unseasonal typhoons kept customers away. The onset of cold weather 
from the middle of November boosted sales for that month, with core winter ranges such as 
HEATTECH, Ultra Light Down, and fleece all performing strongly.  

The average purchase price per customer expanded by 0.5% in the first quarter, as customers 
focused their purchases on relatively expensive items such as Ultra Light Down and cashmere. We 
also saw an increase in the number of HEATTECH purchases per customer. 

The subsequent announcement of a 1.1% increase in same-store sales for the month of December 
shows that sales have continued to expand. 



Moving on to business margins, UNIQLO Japan generated a gross profit margin of 49.5% in the first 
quarter, up 1.8 point year-on-year.  

When we exclude the before-mentioned impact of internal transactions, the gross profit margin still 
improved by 0.6 point year-on-year, and this figure was roughly in line with our initial expectations. 

The year-on-year improvement in the gross margin was due largely to our ability to successfully 
control the number of discount sales and the range of items for discount, and also the magnitude of 
any price reductions.



The UNIQLO Japan SG&A to net sales ratio increased 1.1 points year-on-year in the first quarter 
to 29.2%. Having said that, total SG&A costs came in approximately ¥4.0bln below our original 
estimates. As I mentioned, UNIQLO Japan sales came in lower than expected in the first quarter, 
and this meant that total personnel costs and store rents also came in below target. Advertising 
and promotion costs were affected by a shift in the annual advertising calendar.

Breaking down that 1.1% rise in the overall SG&A ratio, the personnel ratio increased 0.6 point 
year-on-year, the store rents ratio increased 0.3 point and the ratio for other business expenses 
expanded by 0.2 point year-on-year. 

The increase in the personnel ratio was largely due to rising in-store personnel costs for part-time 
and temporary workers. 

The store rent ratio increased, as the proportion of sales from stores located in cities and shopping 
malls continue to rise.

The other business expenses ratio increased, as inventory levels for all-year round items 
expanded, along with their distribution and storage costs.



Turning now to UNIQLO International, the operation reported significant gains in both sales and 
profit, with sales expanding by an impressive 76.8% year-on-year to ¥114.0bln and operating 
income expanding 97.0% to ¥16.5bln. 

China, Hong Kong, Taiwan, South Korea, the United States, and Europe all proved even stronger 
than we had expected. Southeast Asian operations also continued to perform strongly and broadly 
to plan.

We added a total of 68 new stores (closed two stores) in the first quarter, mainly in Asia and the 
United States. That brought the total number of UNIQLO International stores to 512 at the end of 
November 2013.



Looking at business trends for individual UNIQLO International operations in the first quarter, the 
region encompassing China, Hong Kong, and Taiwan outstripped our expectations, reporting 
significant gains in both sales and profit. Favorable store expansion and increasing same-store 
sales contributed to the strong performance from China. Recent multiple store openings are now 
contributing to strong growth in both sales and profit in Taiwan.  

We opened 33 new stores and closed one store in the China-Hong Kong-Taiwan region, bringing 
the total number of stores in that area to 312 at the end of November. The  successful opening of 
the global flagship UNIQLO Shanghai Store on September 30 further boosted UNIQLO’s brand 
visibility in the Chinese market. 

UNIQLO South Korea exceeded our expectations in the first quarter, to generate significant  gains in 
both sales and profit. Strong sales of core winter basics, such as fleece and HEATTECH, helped 
generate even greater sales than the previous year, which had already recorded a double-digit rise 
in same-store sales from the year before.  We opened 11 new stores and closed one store in the 
first quarter, bringing the total number of stores at UNIQLO South Korea to 115. 

UNIQLO operations in Southeast Asia (Singapore, Malaysia, Thailand, Philippines and Indonesia) 
reported favorable gains in both sales and profit, as planned. We opened 11 new stores in the first 
quarter, bringing the total number of stores in that area to 50. 

UNIQLO USA generated stronger than expected gains in sales and profit in the first quarter. Our 
three New York stores reported double-digit gains in sales, and the 10 in-mall stores we opened in 
fall 2013 also performed well. UNIQLO USA is really beginning to take off under newly appointed 
CEO Larry Meyer, who is introducing a range of improvements in marketing, new-store openings, 
merchandising, etc.

UNIQLO Europe also recorded higher than expected gains in sales and profit. We opened three 
new stores in the first quarter, bringing the total number of UNIQLO Europe stores to 18 at end 
November 2013. 



Slide 12 shows our new global flagship store, the UNIQLO Shanghai Store, opened on September 
30, 2013. 

With an impressive 8,020 square meters of sales floor space, the UNIQLO Shanghai Store is by far 
the biggest UNIQLO store in the world. The store also houses outlets for GU, Comptoir des 
Cotonniers, Princesse tam.tam, and PLST. For GU and PLST, these are their first ever outside 
Japan. Opening day at the new global flagship store was a huge success, with roughly 2,000 
people lining up. 

Please take a moment now to look at the news release relating to non-Japanese directors. As we 
have reported, an increasing number of non-Japanese nationals are now involved in managing 
individual operations, such as UNIQLO Europe, UNIQLO USA, and some of our global brands. We 
are also attracting an increasing number of operating officers to manage our regional headquarters. 
The news release introduces four of those new members, who have joined the Fast Retailing Group 
over the past six months. We believe that Fast Retailing’s ability to attract talented, experienced 
personnel from all over the world will help develop our global management system and lend a 
further boost to our international operations. 
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Our Global Brands segment reported gains in both sales and profit in the first quarter, with sales 
rising 36.5% year-on-year to ¥65.9bln and operating income rising 9.2% to ¥6.8bln. Both measures 
were within expectations.

Our low-priced GU casualwear label performed to plan, generating double-digit growth in both 
sales and profit in the first quarter. GU’s same-store sales expanded, and the brand opened 39 
new stores and closed 3 stores over the quarter. That boosted the total GU network to 250 stores 
at the end of November 2013. The September 30 opening of its first store outside Japan within the 
UNIQLO Shanghai Store represented a major first step for GU in its global expansion.  

Our affordable luxury Theory fashion label achieved higher sales in the first quarter. However, a 
contraction in gross margin, along with increased personnel and other business expenses, 
generated a fall in operating income, below target. 

Our French fashion label, Comptoir des Cotonniers, reported higher than expected gains in both 
sales and income for the first quarter, while our French lingerie, loungewear, and swimwear brand, 
Princesse tam.tam, reported a flat year-on-year performance as expected. 

Our premium denim J Brand label performed to plan, opening its first store in Japan in October in 
the vibrant Hankyu Umeda department store in Osaka, western Japan. 



Next, I would like to take you through our balance sheet, as of the end of November 2013. 

Compared to end November 2012, total assets increased by ¥326.1bln to ¥1.0231trln. This includes 
an increase of ¥255.0bln in current assets and ¥71.0bln in fixed assets. As a result, net assets 
expanded by ¥187.1bln.

I will discuss the main components of the balance sheet in the next slide. 



First, the ¥255.0bln increase in current assets. 

Cash, cash equivalents, and marketable securities increased by ¥18.9bln year-on-year to ¥323.4bln 
at end November 2013. This was due to an increase in operating cash flow at UNIQLO International 
and other business segments. 

Total inventory increased by ¥72.0bln to ¥183.4bln at end November 2013 compared to end 
November 2012. 

Inventory at UNIQLO Japan increased by ¥20.8bln at end November 2013. The upgrade of store 
fittings and interiors has necessitated an increase in in-store inventory, and we have also expanded 
the range of year-round basic items on offer. 

Inventory at UNIQLO International increased by ¥42.4bln. This was due in part to an increase in the 
range of year-round basic items on offer. In addition, store numbers expanded by 165 stores 
(including the new global flagship store in Shanghai) compared to end November 2012.

Inventory levels also increased by ¥6.9bln at our Global Brands segment, due to the continued 
expansion of our GU and Theory operations, and the new inclusion of J Brand stock.  

The balance of forward exchange contracts recorded assets worth ¥137.6bln at the end of 
November 2013, an increase of ¥129.8bln compared to end November 2012. We use forward 
exchange contracts as a long-term hedging measure to minimize foreign exchange risk at our 
UNIQLO Japan and other operations. The yen exchange rate at the end of November 2013 
weakened to a level below our average forward contract exchange rate, resulting in a considerable 
increase in the balance of forward exchange contracts. Please note, this item is treated under hedge 
accounting and therefore has no impact on the profit and loss position. 

Fixed assets increased by ¥71.0bln year-on-year at the end of November 2013. This includes a 
¥22.4bln increase in tangible assets linked to the opening of 165 new stores at UNIQLO 
International, and 84 new stores for the Global Brands segment. It also includes a ¥40.8bln increase 
in intangible assets linked to the consolidation of the J Brand label. 



I would now like to explain our cash flow position for the September to November quarter.     

We enjoyed a net cash inflow of ¥41.9bln from our operations. A ¥69.3bln profit contribution from 
UNIQLO worldwide operations and other Group businesses boosted income, against a working 
capital outflow of ¥26.4bln. This was due in part to an increase in inventory assets, and also the fact 
that banks were closed on the final day of August, so that some accounts had to be carried over into 
the current fiscal year for payment. 

Outlays on investment activities totalled ¥13.7bln in the first quarter of fiscal 2014. Of this total, 
¥10.6bln was spent on the acquisition of tangible assets and ¥1.8bln was spent on the acquisition of 
intangible assets, such as systems investment. 

Capital expenditure for the Fast Retailing Group totalled ¥15.4bln in the first quarter. Of this total, 
¥2.0bln was invested in UNIQLO Japan, ¥9.0bln in UNIQLO International, ¥2.3bln in Global Brands, 
and ¥1.7bln in systems.  

Net spending on financing activities totaled ¥7.4bln, dedicated mainly to the payment of ¥15.1bln in 
dividends. 

As a result of the above, the balance of cash and cash equivalents stood at ¥323.2bln at end 
November 2013.



Slide 17 shows our consolidated forecasts for the Fast Retailing Group for fiscal 2014, or the 12 
months from September 2013 through end August 2014. 

We have revised our consolidated sales forecast for fiscal 2014 to ¥1.322trln (+15.7% y/y). This 
reflects the subtraction of ¥8.0bln in internal transactions explained earlier. 

Our consolidated forecasts for the remaining indicators are the same as those announced on 
October 10, 2013. We expect operating income to expand 17.4% to ¥156.0bln, ordinary income to 
expand 4.0% to ¥155.0bln, and net income to increase 1.8% to ¥92.0bln.



I will now look at fiscal 2014 estimates for each of our business segments.

We have not made any revisions this time to our actual estimates for individual segment 
performance in fiscal 2014. However, we are somewhat more cautious on our expectations for 
UNIQLO Japan profit, and, by contrast, more bullish in our expectations for UNIQLO International.

UNIQLO Japan did fall short of our sales target by roughly ¥9.0bln in the first quarter. However, 
when you consider the strong sales performance from December onwards, along with the fact that 
we have ample inventory of core winter items, we believe that sales can continue their recovery in 
January and February. Having said that, increased discounting over the year-end season is likely to 
knock the second-quarter gross margin below target. We will also work to control business 
expenses in order to achieve our business targets for UNIQLO Japan in fiscal 2014.  

By contrast, UNIQLO International sales and profit outstripped our expectations in the first quarter 
by a considerable amount. However, we are not planning to make any revisions to our initial 
business estimates for this segment at this stage largely because the international environment has 
been difficult to predict of late.

Our Global Brands segment performed to plan in the first quarter, and so we have maintained the 
same fiscal 2014 forecasts for this segment. 

Finally a note on our dividend policy for fiscal 2014. We forecast an annual dividend of ¥300 per 
share for the year ending August 31, 2014, split equally between an interim dividend of ¥150 and a 
year-end dividend of ¥150. 

That completes this presentation on the Fast Retailing Group’s performance for the first quarter of 
fiscal 2014 (September through November 2013), and our business estimates for fiscal 2014, 
(September 2013 through August 2014). The remaining five slides are provided for your reference. 












