
I am Tadashi Yanai, the chairman, president and CEO of Fast Retailing.

Today, I would like to talk through our business performance for fiscal 2015, or the twelve
months from September 2014 through August 2015, and also tell you about our future business
outlook and strategy.



First, let’s look over the record consolidated results that we achieved in fiscal 2015. 

The strong profit gain at UNIQLO International acted as a key driver of Group growth. 

While profit contracted at UNIQLO Japan in the fourth quarter from June through August 2015, 
profit for the full business year was up. 

Our low-priced GU fashion casualwear brand grew rapidly, becoming a second mainstay brand 
for the FR Group alongside UNIQLO.

At the end of fiscal 2015, we reported a ¥16.1 billion impairment loss on systems, our J Brand 
label, and stores. 



Moving onto our forecasts for Fast Retailing Group performance in fiscal 2016, or the twelve 
months to August 2016, we expect to generate revenue of ¥1.900 trillion, operating profit of 
¥200.0 billion and profit attributable to owners of the parent of ¥115.0 billion.



Analyzing the fiscal 2015 performance in more detail, UNIQLO International experience 
continued strong growth, with performances from UNIQLO Greater China and South Korea 
proving especially strong. Conversely, losses expanded at UNIQLO USA. We have now 
determined to channel whatever FR Group resources are necessary to help develop profitable 
UNIQLO operations in the United States. 

UNIQLO Japan generated gains in both revenue and profit in fiscal 2015. Core winter items 
such as HEATTECH, Ultra light Down and wool sweaters generated strong sales in the Fall 
Winter season. However, profit contracted sharply in the fourth quarter from June to August 
2015, on the back of poor sales of Spring Summer items. As a result, we have been 
concentrating on developing strong product ranges that successfully capture the latest mass 
fashion trends, pursuing effective marketing to get our message across to customers, and 
addressing SKU issues to avoid future shortages of strong selling items. 

Meanwhile, our UNIQLO OSAKA global flagship store and our UNIQLO Kichijoji global hotspot 
store, opened in October, enjoyed growing success. 

Of our other brands, GU enjoyed extremely strong growth in fiscal 2015, posting large year-on-
year gains in both revenue and profit. GU has now established itself a firm position in the 
Japanese market as an apparel brand offering fun fashion at amazingly low prices.



I would now like to pinpoint a list of strategies that I believe are key to ensuring consistent 
future growth for the Fast Retailing Group. One priority is to ensure our Global One and Zenin
Keiei management principles are readily embraced and fully implemented across all of our 
global operations. 

I want to promote continued strong growth at UNIQLO International to help build UNIQLO into 
the world’s No.1 brand. 

In the Japanese market, I am determined to encourage the formation of a locally managed 
store network, run largely by staff with strong community ties and local knowledge.

I also want to build a world-class supply chain, and use digital innovation to create a new 
industry that can swiftly respond to customer needs and rapidly create the very products those 
customers desire.

Another one of our key aims is to shape a new industry by working together with firms in other 
fields to come up with new ideas, new technologies and revolutionary new services. 

As for our GU brand, we are determined to pursue strong growth in Japan and to expand the 
brand’s presence in global markets. 

At the same time, we will be looking to transform our affordable luxury brands business to 
maximize future potential growth. 

And finally, we will continue to focus our CSR efforts on clothing-related projects designed to 
make the world a better place. 



I would now like to consider each of these future priorities in turn. As I mentioned, one of my 
key aims is to ensure the full implementation of our Global One and Zenin Keiei management 
principles across all of our global markets. Global One champions the collective pursuit of the 
best available global method for resolving any challenge, and Zenin Keiei encourages all staff 
to adopt the mindset of a manager in everything that they do.

I want our Japanese global headquarters to steer our global operations, and also encourage all 
staff in regional headquarters, located in New York, Paris, Shanghai and Singapore, to pursue 
Global One and Zenin Keiei principles, because they are vital to our corporate identity and 
purpose. 

Under the Global One banner, I want to make sure that lessons learned at successful UNIQLO 
operations in Japan, Greater China, and South Korea are communicated to other UNIQLO 
operations and Group brands to help boost their development as well.  

In terms of Zenin Keiei, we encourage all staff to think like a manager. As part of that drive, we 
are working hard to nurture the next generation of leaders and managers who can guide the 
Group’s future development on the global stage.



Next, I think it is important to support the continued strong growth of UNIQLO’s international 
operations. 

After 16 years of dedicated development, our UNIQLO International store network is finally 
poised to overtake UNIQLO Japan in fiscal 2016 in terms of total store numbers. We will 
continue to boost global operations in our quest to build UNIQLO into the world’s No.1 brand.成
長を維持し、ユニクロを世界No.1ブランドにすることがあります。

今期、海外進出16年目で、海外の店舗数が国内の店舗数を超える予定です。



Developing full-fledged operations in each individual region is the best way to pursue stronger 
growth for UNIQLO international. 

In the Greater China region spanning Mainland China, Hong Kong, and Taiwan, we will 
continue to promote strong future growth by opening an average of 100 new stores every year. 

We will also continue to support strong growth in South Korea. Our next aim is to become the 
nation’s top apparel brand, not just in terms of sales, but profit and brand value as well.  

We will continue to open new UNIQLO stores in major cities in Europe, starting with the 
opening of our first UNIQLO store in Belgium in Antwerp on October 2, 2015. 

In the United States, we will work hard to help the operation turn a profit as soon as possible. 

In Southeast Asia and Oceania, the UNIQLO brand is well known. We intend to build this 
strong brand awareness to expand store networks and become one of the region’s leading 
representative brands. 



Looking more closely at UNIQLO Greater China, revenue topped ¥300 billion and 
operating profit expanded to ¥38.6 billion in fiscal 2015. 

UNIQLO South Korea also performed extremely well, with sales exceeding ¥100 billion 
and operating profit rising strongly. 



In Southeast Asia and Oceania, we have expanded our network to over 100 stores. We 
are also increasing the number of competitive products on offer to suit each individual 
country and their differing seasons.



Next, I would like to talk about the challenges at UNIQLO USA. We have decided to firmly 
focus the resources of the entire Group on the US market, as a priority. 

This will mean sending expert UNIQLO managers to spearhead a sweeping transformation of 
UNIQLO USA management and store operations.  

We are also launching a new style of marketing for the US market. Creative director John C 
Jay has already launched new advertising from Fall 2015. 

We also hope the opening of our Chicago flagship store, the first UNIQLO store in the Midwest, 
on October 23, 2015 will help boost awareness in the United States. 

We intend to employ our scrap and build strategy of replacing poorly performing stores with 
new stores in more profitable locations to help boost UNIQLO USA profitability. Going forward, 
we will reduce the number of new store openings per year and focus instead on opening large-
format and global flagship stores in prime urban locations. We are also conducting a 
comprehensive review of our online product mix to further boost e-commerce sales.  



This is the new UNIQLO advertisement that ran a few times in the New York Times in August.  



UNIQLO Europe reported a favourable increase in business profit in fiscal 2015. We continued 
to open new stores in major European cities, with our first UNIQLO store in Belgium (Antwerp) 
opening for business on October 2, 2015. 

We are hoping to further boost UNIQLO’s brand image with the scheduled opening of our 
bigger, better 311 Oxford Street global flagship store in spring 2016.  



Next, I would like to talk about our growth strategy for UNIQLO Japan, which involves the 
development of a community-focused store network, managed by local store staff. 

I want to encourage this shift towards a community-focused store network by adopting a 
flexible approach to working systems, encouraging diverse working styles, and increasing the 
number of long-time local-store workers with deep local ties.

We had increased the number of local-store employees to approximately 10,000 by the end of 
August 2015, We are also introducing a 4-day work week for local-store employees from 
October to support flexible work patterns.



The next future strategy involves the building of a world-class supply chain.

We are setting up new R&D centers in Paris, London and Los Angeles to complement our 
current centers in Tokyo, New York and Shanghai, and to help ensure world-class product 
development. 

I also want us to display a more determined fashion leadership. We can do this by developing 
strong products that capture the latest mass trends, and effectively conveying our brand and 
marketing messages to customers.  

On the production front, to enhance our ability to develop new attractive products made from 
highly functional materials, we need to further strengthen working partnerships with Toray 
Industries and suppliers of natural materials.  

Finally, we are forming an optimal global production network in order to reduce lead times on 
additional production orders. 



Next, I would like to tell you a little bit more about some projects we are working on with 
companies from different industries. The aim is to use these projects to develop new 
technologies and revolutionary services that will ultimately help to shape an entirely new 
industry. 

First, we are working with Daiwa House to create next-generation distribution systems in 
several locations around Japan. 

We plan to work with Accenture to develop new systems that can operate all processes 
simultaneously from planning through manufacture, distribution and retail. We are also looking 
to work together on the hiring and training of IT personnel.

We are also exploring the possibility of developing various new services and commercial 
opportunities based in convenience stores. 



Moving onto our key strategy for digital innovation, we intend to create a system that can 
connect and simultaneously direct all processes online from planning to production, distribution 
and retail. 

For example, this would enable us to swiftly produce the right amount of product by creating 
virtual samples of new designs, which would then be checked, revised and dispatched for 
production through one simultaneous, seamless online operating system. 

We would also be able to use two-way digital communication to get a clearer idea of exactly 
what customers need, and then be able to rapidly develop unique new products to satisfy those 
needs. 

Digital innovation would enable customers to buy the exact thing that they want on the spot, 
and they can do it instantly, anywhere, anytime. For instance, a customer could order 
something in a physical store, and then have it delivered to their door.  

Ultimately, we would be able to send orders for the products that customers want directly to 
factories, rapidly produce them, and swiftly deliver them. 



I want to use digital innovation to help expand our global e-commerce business.

That would mean expanding future e-commerce sales from the current 5% of total sales to 
between 30 and 50% of total sales.

Our e-commerce business will transcend industrial and national borders. 



This slide gives you a glimpse of the attractive and innovative collaborative collections that 
UNIQLO is offering for 2015 Fall Winter. 

For instance, our Ines de la Fressange collection offers the world’s most elegant Parisian 
fashion to people all over the globe. 

Our Le Maire collection offers minimalist, comfortable modern clothes. Made of choice fabrics, 
this collection represents timeless elegance.

And finally, our Carine Roitfeld collection offers sexy, feminine clothing for the charismatic, 
fashionable woman.



The MAGIC FOR ALL collaborative project between UNIQLO and Disney offers dreams and 
delight for people worldwide through clothes. 



Next, I would like to talk about our strategy to further boost growth at GU, and also expand the 
brand’s reach in markets outside of Japan. 

In fiscal 2015, GU operating profit nearly trebled to ¥16.4 billion.

Over the medium-term, we plan to create a dominant GU store network in Japan. 

We will also start to build up GU’s global presence by accelerating GU store openings in Asia, 
starting with China and Taiwan.  

We have set ourselves the target of achieving GU sales of ¥300 billion yen and operating profit 
of ¥40 billion over the medium term. 



We intend to encourage our Theory, Comptoir des Cotonniers, Princesse tam.tam and J Brand 
affordable luxury labels to showcase their own individual DNA. Meanwhile, we will use Fast 
Retailing and UNIQLO platforms and business processes to rapidly develop each brand into 
one-billion dollar businesses.



Fast Retailing has set itself the significant task of attaining Group revenue of ¥5 trillion and 
operating profit of ¥1 trillion over the medium-term. Our ultimate goal is to see UNIQLO 
become the No.1 brand in markets around the world. 



Finally, I would like to introduce one of our most recent CSR activities.

As part of our All-Product Recycling Initiative, we launched the “10 Million Ways to
HELP” project in October 2015. The aim of this project is to collect 10 million items of
quality second-hand clothing from customers and our employees.

This would enable us to donate more clothes to the world’s 60 million refugees and 
displaced people through our long-standing partnership with United Nations High 
Commissioner for Refugees (UNHCR).



I would like to leave you this with reminder of Fast Retailing’s corporate mission. 

Changing Clothes. Changing Conventional Wisdom. Change the world. 

Thank you. 


