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

I would like to talk to you today about our consolidated business performance for 
the third quarter months of fiscal 2015, or the nine months from September 2014 
through May 2015, followed by our estimates for the full business year through 
August 2015.





In the first nine months of fiscal 2015, the Fast Retailing Group generated revenue 
of ¥1.3481 trillion (up 23.9% year on year), operating profit of ¥189.2 billion (up 
35.5%), profit before income taxes of ¥210.2 billion (up 47.1%) and profit 
attributable to owners of the parent of ¥132.3 billion (up 51.5%).

Fast Retailing’s business results for the three months from March to May 2015 
exceeded our most recent estimates, which were announced in April. 



Looking first at the revenue data, Fast Retailing reported revenue of ¥1.3481 
trillion in the first nine months of fiscal 2015. That represents an increase of 23.9%, 
or ¥260.0 billion, year on year. This figure breaks down into revenue increases of 
¥154.1 billion for UNIQLO International, ¥68.6 billion for UNIQLO Japan and ¥37.0 
billion for Global Brands. 

As a result, UNIQLO International’s contribution to overall sales in the first nine 
months of fiscal 2015 increased 5.6 points year on year to 35.7%.



Gross profit expanded 25.1% year on year to ¥686.4 billion in the first nine months 
of fiscal 2015. The gross profit margin improved by 0.5 point year on year to 50.9%. 
Much of the improvement in the overall gross profit margin can be attributed to a 
1.0 point rise in the gross profit margin at UNIQLO Japan. 

Selling general and administration expenses rose 22.2% year on year to ¥502.8 
billion. The SG&A to revenue ratio fell 0.5 point to 37.3%. That was largely due to 
a 0.6 point contraction in the SG&A ratio at UNIQLO Japan. 

Business profit (revenue minus cost of sales and SG&A expenses) increased 
34.0% to ¥183.6 billion. 

The net amount of other income/expenses increased ¥2.9 billion to ¥5.6 billion. 
That total includes a foreign-exchange gain of ¥8.1 billion (+¥5.6 billion) earned 
mainly on temporary advances paid for purchases by overseas subsidiaries 
following the  further weakening of the yen over the period. It also includes a ¥2.0 
billion loss (+¥1.9 billion)  on the retirement of fixed assets  resulting mainly from 
the refurbishment of global flagship stores in the UK and China. 

As a result of the above factors, operating profit increased by 35.5% to ¥189.2 
billion in the nine months to May 2015. 



Moving on to net finance income, we reported a total net finance income of ¥21.0 
billion in the nine months to May 2015, after a further weakening of the Japanese 
yen boosted the value of our foreign-currency-denominated assets in yen terms. 

As a result, profit before income taxes expanded by 47.1% to ¥210.2 billion, and 
profit attributable to the owners of the parent increased by 51.5% to ¥132.3 billion.



Slide 7 displays the breakdown of performance by Group operation.

All segments reported increases in revenue and profit in the nine months to May 
2015, with UNIQLO Japan generating revenue of ¥638.1 billion and operating profit 
of ¥113.7 billion, UNIQLO International reporting revenue of ¥481.8 billion and 
operating profit of ¥51.9 billion, and Global Brands generating revenue of ¥225.9 
billion and operating profit of ¥19.7 billion. 



I would now like to run through the third-quarter performance at each of our Group 
operations in turn. 

Let’s look first at UNIQLO Japan, which reported higher-than-expected gains in 
both revenue and profit in the third quarter from March to May 2015.



Revenue at UNIQLO Japan rose 12.0% year on year to ¥183.6 billion in the third 
quarter from March to May 2015. This strong performance was due in part to a 9.9% 
rise in same-store sales and a strong 35.5% rise in online sales. 

In March, spring outerwear (soutien collar coats and jackets) and bottoms (ankle 
pants) sold well, but overall same-store sales declined simply because there were two 
less weekend and public holiday shopping days in March 2015 compared to March 
2014. In April and May, unusually hot weather boosted sales of summer items, 
including DRY bottoms, AIRism innerwear, hoodies and T-shirts made with AIRism 
materials. In addition, our Golden Week and Anniversary sales attracted large 
numbers of customers and generated extremely strong sales.

The 9.9% year-on-year increase in same-store sales can be broken down into a 9.8% 
rise in customer spend and a 0.1% rise in customer visits. Strong sales of 
comparatively expensive outerwear and bottoms helped boost customer spend. 

The number of UNIQLO Japan stores fell by 27 to 814 stores at the end of May 2015 
compared to the end of May 2014. However, nine of the 27 stores didn’t actually close, 
but changed from directly operated stores to employee-franchise stores. 



Turning now to business margins for UNIQLO Japan, the segment reported a 1.1 
point decline in its gross profit margin for the third quarter of fiscal 2015 to 49.8%. 
This decline was roughly in line with our most recent estimate. 

The gross profit margin was squeezed by an increase in the cost of sales in the 
third quarter, after strong first-half sales prompted us to boost production, and, as a 
result, procure some Spring Summer items at spot exchange rates.



UNIQLO Japan’s SG&A to revenue ratio fell 0.9 point year on year in the third quarter 
to 36.7%. That result was slightly above target in monetary terms, and a slight 
improvement in percentage terms. 

As for the key components of the SG&A ratio, the store-rent expense ratio contracted 
0.6 point year on year, the personnel cost ratio declined 0.3 point, the advertising and 
promotion ratio contracted 0.3 point and the depreciation expense ratio contracted 
0.1 point. Meanwhile, the other expense ratio increased by 0.4 point. 

The slight fall in the advertising and promotion ratio was part of our deliberate 
strategy to reduce overall business expenses, meaning that, in monetary terms, the 
component came in roughly on target. 

Strong same-store sales boosted overall efficiency, which was responsible for the fall 
in the store-rent expense ratio. 

Personnel costs came in above target in monetary terms, but the personnel cost to 
revenue ratio improved on the back of strong sales. 

The rise in the other expense ratio was due to increased distribution and outsourcing 
costs. 



Moving on to UNIQLO International, which reported gains in revenue and profit in 
the third quarter that were roughly on target. Revenue totalled ¥136.3billion 
(+42.5% year on year) and operating profit ¥9.0 billion (+25.2%). The third-quarter 
business results for UNIQLO International in local currency terms were also 
roughly on target, after average three-month yen exchange rates came in very 
close to our own internal corporate estimates.

The operating profit margin fell 0.9 point in the third quarter. This was largely due 
to the inclusion of a ¥2.0 billion loss on retirement of fixed assets in the other 
expenses category, which related to the refurbishment of global flagship stores in 
the UK and China.

Within the UNIQLO International framework, UNIQLO Greater China and South 
Korea generated especially strong performances in the third quarter, reporting 
higher than expected gains in revenue and profit on the back of continued same-
store sales growth. The London flagship store refurbishment knocked profit levels 
lower at UNIQLO Europe, but the operation’s overall performance still came in 
slightly above target.  

UNIQLO Southeast Asia and UNIQLO USA both fell short of target, and the 
operating loss for the US operation expanded. 

In the third quarter, UNIQLO International opened 57 new stores and closed six 
stores, mainly in China. As a result, the UNIQLO International network expanded 
by a net 169 stores to 767 stores at the end of May 2015 compared to the end of 
May 2014.



I will now break UNIQLO International’s third-quarter performance down region by region. 
Greater China (Mainland China, Hong Kong and Taiwan) outstripped forecasts to report 
significant gains in revenue and profit. Strong sales of Spring Summer items fueled further 
growth in same-store sales. In the third quarter, we opened 30 new stores and closed three 
stores in Greater China, bringing the total number of stores to 442 at the end of May 2015. 

UNIQLO South Korea generated larger-than-expected gains in revenue and profit on the back 
of continued same-store sales growth. UNIQLO South Korea opened 16 new stores and 
closed one in the third quarter, boosting the total to 154 at the end of May 2015. 

UNIQLO Southeast Asia (Singapore, Malaysia, Thailand, Philippines, and Indonesia) reported 
slightly smaller gains in revenue and profit than forecast, on the back of lackluster sales of 
Spring items. UNIQLO opened six new stores and closed one in Southeast Asia in the third 
quarter, boosting the total to 100 at the end of May 2015. 

With revenue gains roughly on target, UNIQLO Australia was able to begin reducing its 
operating loss in the third quarter. UNIQLO opened two new stores in Australia in the third 
quarter, bringing the total to six at the end of May 2015. 

UNIQLO USA sales and operating profit both fell short of plan, resulting in an expansion in 
operating losses in the third quarter. New Spring Summer ranges failed to spark consumer 
interest at the start of the season, leading to a fall in same-store sales and lower-than-
expected new-store sales over the third quarter. More widespread discounting also boosted 
losses at UNIQLO USA. UNIQLO opened one new store in the third quarter, bringing the total 
number of stores in the United States to 40 at the end of May 2015. 

UNIQLO Europe (United Kingdom, France, Russia, Germany) performed better than expected 
overall, despite the fall in profits caused by the temporary closure of the 311 Oxford Street 
flagship store for refurbishment from March. UNIQLO opened two new stores and closed one 
store for refurbishment in Europe in the third quarter, bringing the total number of stores to 25 
at the end of May 2015. 



Our Global Brands segment reported higher-than-expected gains in both revenue 
and profit in the third quarter from March to May 2015. Revenue increased 22.3% 
year on year to ¥77.7 billion, while operating profit expanded an impressive 66.1% 
to ¥8.0 billion. 

GU’s strong gains in sales and profit were above target in the third quarter. The low-
priced casualwear brand reported double-digit growth in same-store sales and an 
improvement in its operating profit margin. GU opened 29 stores and closed five 
stores in the third quarter, bringing the total number of stores to 319 at the end of 
May 2015. The opening of the third GU store in Taiwan in May is also helping build 
the brand’s presence in that market. 

Our Theory fashion label reported a rise in sales, but the slight contraction in 
operating profit was short of target. Theory produced a flat year-on-year 
performance in Japan, while the downturn in luxury market knocked Theory sales in 
the United States below target, resulting in a small decline in profit.  

Our France-based Comptoir des Cotonniers fashion label and French corsetry, 
homewear, swimwear and sportswear brand, Princesse tam.tam, both produced a 
flat year-on-year performance, as expected. 

Finally, our US-based J Brand premium denim label reported persistent losses, 
despite a rise in sales. 



Our low-price GU casualwear brand has been performing extremely well this 
fiscal year, so I would like to take this time to outline some factors fueling that 
success.

First, GU has been extremely successful at planning products that capture recent 
trends, such as knitwear, skirts, outerwear, gaucho pants and “yurukire” 
comfortable but elegant ranges.

GU fashions appeal not just to young teenagers but to customers of all ages. 

GU’s strategy of testing the market with small volumes of new items at the 
beginning of a season and then expanding production flexibly depending on a 
product’s initial success has helped buoy strong overall GU sales. This spring’s 
new hit gaucho pants are a good case in point. By ordering multiple increases in 
production over the season, sales of gaucho pants exceeded the annual total for 
our previous hit ¥990 jeans in just a few short months.

We have also boosted GU sales through effective online and email digital 
marketing. This has enabled us to introduce and sell GU products to a much 
larger number of customers, along with the latest fashion news.  
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Next, I would like to take you through our balance sheet as it stood at the end of 
May 2015.

Compared to the end of May 2014, total assets increased by ¥291.7 billion to 
¥1.2706 trillion. This includes an increase of ¥270.5 billion in current assets and an 
increase of ¥21.2 billion in non-current assets. 

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



Let’s look first at the ¥270.5 billion increase in current assets at the end of May 2015. 

Cash and cash equivalents increased by ¥96.5 billion year on year to ¥424.0 billion at the 
end of May 2015, due to an increase in operating cash flow at our UNIQLO and other 
business operations. 

Looking next at inventories, total inventory increased by ¥27.8 billion to ¥200.1 billion. 

Inventory at UNIQLO Japan held flat. Inventory at UNIQLO International expanded by 
¥23.5 billion, mainly due to the expansion of UNIQLO’s international network by 169 
stores compared to the previous year. Inventory levels increased by ¥4.2 billion at our 
Global Brands segment, as we continued to expand our GU and Theory operations. 

Derivative financial assets totalled ¥213.7 billion at the end of May 2015. UNIQLO Japan 
takes out forward exchange contracts as part of its long-term strategy to hedge against 
future movements in foreign exchange rates. The ¥116.1 billion increase in derivative 
financial assets was due to the fact that end-May yen exchange rates fell below the 
average rates on our forward contract holdings, and the gap between the contract and 
period-end exchange rates widened. Please note, however, that this item is considered 
under hedge accounting and does not impact our profit and loss position. 

Non-current assets increased by ¥21.2 billion year on year. This included a ¥24.0 billion 
increase in tangible assets linked to the opening of 169 new stores at UNIQLO 
International and 92 new stores at Global Brands. Meanwhile, intangible assets 
decreased by ¥11.1 billion following the reporting of impairment losses at J Brand at the 
end of fiscal 2014 on August 31, 2014. 



Next, I will explain our cash flow position for the first nine months of fiscal 2015.

We enjoyed a net cash inflow of ¥181.1 billion from operating activities, with 
UNIQLO and other Group operations contributing profits of ¥210.2 billion. 

Net cash used in investing activities totalled ¥60.8 billion in the first nine months. Of 
this total, ¥32.4 billion was spent on purchases of property, plants, and equipment, 
and ¥5.7 billion was spent on purchases of intangible assets, such as systems 
investment. A temporary increase in bank deposits with maturities over three 
months boosted the total net cash used in investing activities considerably. While 
this component totalled ¥17.3 billion, the underlying assets are actually considered 
to be very liquid. 

Capital expenditure for the Fast Retailing Group totalled ¥48.0 billion. Of this total, 
¥7.8 billion was invested in UNIQLO Japan, ¥26.8 billion in UNIQLO International, 
¥7.6 billion in Global Brands and ¥5.7 billion was spent on systems investment, etc. 

Net cash used in financing activities totalled ¥41.1 billion. Of that total, ¥33.1 billion 
represented cash dividends paid. 

As a result, the balance of cash and cash equivalents stood at ¥424.0 billion at the 
end of May 2015.



Moving on to our consolidated business estimates for fiscal 2015, or the 12 months 
ending August 31, 2015. 

We have made no changes to the most recent full-year business forecasts, 
announced on April 9, 2015. 

We did record appraisal gains on foreign-currency-denominated assets of ¥20.0 
billion on net financial income in the nine months to May 2015 after the yen 
weakened to 123 against the US dollar. This is above our full-year forecast of 11.5 
billion yen; however, foreign exchange markets can be volatile and so we do not 
intend to make any changes to our latest forecasts to reflect a weaker yen. 

As a result, Fast Retailing expects fiscal 2015 consolidated revenue will expand to 
¥1.6500 trillion, operating profit will increase to ¥200.0 billion, profit before income 
tax will rise to ¥211.5 billion, profit for the year will expand to ¥130.0 billion and profit 
attributable to owners of the parent will reach ¥120.0 billion.



Let’s look more closely at our estimates for fiscal 2015 for individual business 
segments. 

We expect UNIQLO Japan to report rises in both revenue and profit in fiscal 2015. 
While UNIQLO Japan performed better than expected in the third quarter from March to 
May 2015, unseasonal weather did cause sales to contract by 11.7% year on year in 
June. This suggests that sales are easily influenced by the weather and are not 
necessarily on a stable upward trend. We expect business performance will fall short of 
target in the fourth quarter from June to August 2015. 

Moving on to UNIQLO International, we expect large gains in revenue and profit in 
fiscal 2015. UNIQLO operations in Greater China and South Korea are expected to 
continue to perform strongly and generate large gains in revenue and profit. However, 
we also expect losses to expand at UNIQLO USA. 

We originally planned to open 200 new stores across UNIQLO International operations 
in fiscal 2015. However, we have revised down this estimate to 185 stores because 
delays in the development of some shopping malls is pushing the opening of more of 
our own stores back into fiscal 2016. We remain committed to our current aggressive 
new store opening policy. 

We estimate the Global Brands segment will generate increases in revenue and profit 
in fiscal 2015, thanks primarily to large rises in revenue and profit and an improvement 
in the operating profit margin at GU. By contrast, Theory, Comptoir des Cotonniers, J 
Brand and other labels in the Global Brands segment are expected to fall short of 
target and see their profits contract in fiscal 2015. 

As for our dividend payments for fiscal 2015, Fast Retailing intends to pay an annual 
dividend of ¥350 per share, split equally into interim and year-end dividends of ¥175 
per share. 



Finally, I would like to draw your attention to the new partnership we announced on June 
15, 2015  with management consulting, technology services and outsourcing company 
Accenture Plc.

Fast Retailing and Accenture have been collaborating on a range of projects for 
approximately 15 years now. This latest agreement has been formed with the aim of 
offering a new shopping experience for customers and creating a new industry through 
the use of digital innovation. 

We want to provide a new shopping experience by merging real and virtual retail 
channels so customers can enjoy shopping, anywhere, anytime. We also want to grasp 
customer trends swiftly so we can offer better products and styles, and improve our 
customer services.

In order to help shape a new industry, we will be looking to shorten lead times by 
digitizing business processes from product planning, to manufacturing and sales. 

To achieve these two aims, Fast Retailing and Accenture plans to explore various 
concrete strategies, including the hiring and training of talented IT personnel to help 
promote digital innovation worldwide, strengthening in-house development of systems 
and infrastructure to suit a successfully evolving business, developing a seamless 
environment between physical and digital stores, and developing cloud-based systems 
to access the vast array of available information and technology.

Furthermore, the spread of mobile devices such as smartphones and tablets enables us 
to link up with people all over the world. We believe we can develop digital innovation to 
better utilize these mobile channels and create an environment where customers can 
enjoy shopping, anytime, anywhere.

On that note, I would like to close this presentation on the Fast Retailing Group’s 
performance for the first nine months of fiscal 2015, from September 2014 through May 
2015, and the full business year through August 31, 2015. 

The remaining three slides are provided as reference materials. Thank you. 








