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Fast Retailing Group corporate philosophy:

Changing clothes. Changing conventional wisdom. Change the world.

(Designed by calligrapher Hakuju Kuiseko)
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EDITORIAL STATEMENT

Fast Retailing seeks to become the world’s best-loved, No. 1
brand by creating a new clothing business model, one in
which the development of our business itself generates
meaningful contributions to society. Our Integrated Report
2025 tells the story of how the LifeWear concept of our pillar
UNIQLO operation is driving the global support for our
company and its future growth potential. It also explains our
philosophy as well as our approach to sustainability and
related activities that form an integral part of our business.
We hope that this Integrated Report 2025 facilitates
communication with shareholders, investors, business
partners, employees, and all other Group stakeholders.

COVER PHOTO

The UNIQLO Meir store opened in
Antwerp, Belgium, in September
2025. This new agship store
carefully complements the historic
architecture of Osterrieth House,
a resplendent Rococo mansion.
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BECOMING

BEST-LOVE

BRAND

Driven by our corporate commitment to change clothes,

change conventional wisdom, change the world, the Fast
Retailing Group seeks to deliver the joy, happiness, and
satisfaction of wearing truly great clothes to people worldwide.

Consolidated revenue, including the global development
of fashion brands such as UNIQLO, GU, and Theory, totaled
¥3.4005 trillion for the year ended August 2025 (FY2025).
The Group’s pillar UNIQLO operation boasted 2,519 stores
worldwide and sales of ¥2.9363 trillion. By managing
everything from procurement and design to production and
retail sales based on its LifeWear concept, UNIQLO offers
unique products made from high-quality, highly functional
materials at affordable prices for everyone. Meanwhile, our
GU brand, which skillfully balances low prices and fashion
fun, expanded annual sales to ¥330.7 billion at its 486
stores, primarily located in Japan.

The Fast Retailing Group has announced a long-term
annual target of ¥10 trillion in sales. This is not merely about
greater sales, but about providing the high-level service
customers want and ensuring our corporate development
makes the world a better place. We set challenging goals
and pursue rigorous self-improvement in order to deliver
better LifeWear and become the world’s best-loved brand.

Future sales target

¥] 0 trillion

FY2025

¥3_4 trillion



OUR PEOPLE

DRIVE
PROGRES

The FR Convention, held twice a year,
is attended in person by roughly 4,500
Fast Retailing Group store managers
and regional headquarters staff from
around the world. Convention speakers
share Fast Retailing’s corporate
philosophy with all employees, which
helps drive global growth.

Our Global One and ZEN-IN KEIEI management strategy,
which encourages all employees to adopt a managerial
mindset and best global practices, is vital to the effective
execution of our business. Therefore, it is extremely
important that every employee embraces our corporate
philosophy and share our common aspirations and values.

Nearly all Fast Retailing employees participate in FR
Conventions, Monthly Meetings, direct sessions with
management and other opportunities to build af nity toward
our corporate philosophy and values. Employees who
display a commitment to customer-centric business create
effective teams and tackle challenges, helping achieve a
high level of operational growth.

We build safe and healthy working environments that
allow all employees to demonstrate their full potential. We
also place great importance on respecting each employee’s
individual skills and give them challenging opportunities that
expand their horizons. Our roughly 110,000 employees in 27
markets around the world continue to drive our quest to
become the world’s No. 1 brand.

Number of employees worldwide

109,990

Employee identification with
Fast Retailing’s corporate values

94 8 %

*Positive responses to a survey of 36,827 employees
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We believe it is possible to make the world a better place
through the creation and selling of truly good clothes.

Good clothes are simple, high quality, highly functional,
durable, and long lasting. They enrich the daily lives of
people everywhere. Good clothes are also state of the art
and environmentally sustainable. These clothes are made
and delivered by diverse and engaged staff working in
environments that vigorously protect health, safety, and
human rights. LifeWear is the physical embodiment of this
approach. We leverage our deep involvement in both the
retail and manufacturing of clothing to create LifeWear that
exceeds our customers’ expectations through sustainable
supply chains.

To ensure customers wear LifeWear for longer, we focus
on repairing, recycling, and reusing clothes, as well as
developing circular products. We also strive to promote
sustainable social development by engaging customers and
local communities in collaborative activities. These activities
include supporting refugees, nurturing future generations,
and promoting culture, art, and sport.

Continuously contributing
to a better world
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CEO MESSAGE

‘T’he Dawn of a
New Clothing Era

Tadashi Yanai
Chairman, President and CEO

Global clothing standards are changing dramatically. Gone are the days when
shoppers sought instant glamour and novelty, and overproduction and large-scale
disposal were considered normal. Today, people only purchase essential clothes for
comfortable everyday life, the clothes they truly need and want. It has become
increasingly common for people to wear for years quality clothes that have been
procured and produced using ef cient, safe, and fair methods, and they expect
those clothes to be recycled or reused wherever possible.

We have entered a new clothing era, on a global scale. Fast Retailing is perfectly
positioned because we do not make disposable clothing. We carefully make
timeless, durable items from quality materials — LifeWear epitomizes this.

Our approach is earning solid, widespread customer support worldwide. In the
year ended August 31, 2025, Fast Retailing reported its fourth consecutive year of
record growth, with revenue totaling ¥3.4005 trillion (+9.6% year on year) and
business pro t reaching ¥551.1 billion (+13.6%), thanks to growing global customer
support for new global clothing standards set by LifeWear.

The evolution of Al-driven information technology has created a single global
market. Management strategies used to focus on individual markets, but now the
assumption is that everything is global. We are expected not only to create truly
great products, but also to operate as a dependable company that is demonstrably
useful to society. We see this as a huge opportunity. Originating in Japan, Fast
Retailing has grown into a ¥3 trillion business, and we are still expanding, with our
sights currently on ¥5 trillion and then ¥10 trillion in sales. We are committed to
overturning conventional wisdom, creating a completely new clothing industry, and
making customers’ lives more enjoyable, comfortable and convenient. We will
continue our quest to become a truly global company that customers everywhere
need in their lives.

09

39VSS3W 030



The Democratization
of Clothing

*Published by the leading global
branding consultancy, Interbrand

ifcWear:
Infinite Possibilities

Fast Retailing has always pursued
business based on its mission to make
the world a better place through clothes. |
am a rm believer that everyone across
the world has a right to wear clothes that
have been carefully designed and carefully
produced using high-quality materials. |
call this the democratization of clothing.

Until UNIQLO came on the scene,
clothing items made from great materials
that offered high functionality and

sophisticated designs were exclusive and
expensive. We opened up this clothing to
everyone. Today, we offer sophisticated
simplicity in the design of high-quality,
comfortable and carefully crafted clothes
at affordable prices.

My hope is that by changing clothes,
we can change everyday life and
ultimately change the world. LifeWear has
made that hope achievable.

Growing global support for LifeWear is
creating something of a worldwide
UNIQLO boom. UNIQLO rose to No. 47 in
the Best Global Brands 2025,* its highest
ranking ever, and Fast Retailing and
UNIQLO have been widely covered in
mainstream media around the world,
including ‘The New York Times’ and ‘The
New Yorker’ in the USA, and ‘The Times’
in the UK. This is testament to the
growing global customer support for
LifeWear and to the in nite possibilities of
LifeWear itself.

UNIQLO Meir store (Belgium)

Creating Meaningful

Our stores are extremely effective at
conveying the value of LifeWear to
customers. Communication with
customers in our roughly 3,500 stores is
the source of all sorts of information and
the foundation of our business. Our global
store network is our greatest strength. We
exceed our customers’ expectations by
offering optimal product lineups, colors,
and sizes at each store based on local
needs. Our strategy is to create genuinely
meaningful stores that offer enjoyable
shopping experiences and useful services
for all customers.

One such store is UNIQLO Meir, which
was opened in Antwerp, Belgium in
September 2025. UNIQLO designs

complement the exquisite 16th-century
interior of this elegant agship, creating a
perfect blend of traditional and modern.
Thanks to community collaborations, local
customers immediately feel at home.

If we can create more meaningful
stores, with close community links and
unique local experiences, then our
potential is limitless. These stores will be a
medium for showcasing our brand
philosophy. They will also drive a virtuous
cycle of future market expansion by linking
with our e-commerce operations and
encouraging customer communication.
We intend to accelerate the opening of

agship stores like UNIQLO Meir
worldwide.
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Aiming for Global No. 1

Toward ¥1 Trillion

Each in Europe and

North America

UNIQLO Europe and North America
operations are propelling Fast Retailing’s
guest to become the No. 1 global brand.
Revenue has grown by 30-50% each year
since FY2022. Meanwhile, business pro t
has quadrupled. Combined Europe and
North America sales of ¥640.6 billion and
business pro ts of ¥98.5 billion are on par
with the Greater China region. | feel that
customers there are starting to truly
embrace LifeWear.

Our share of the European and North
American markets is less than 0.5%, so
there is enormous room to grow. We want
to swiftly achieve ¥1 trillion in sales in
each market by accelerating the opening

UNIQLO Market Share and Growth Potential

of agship stores that embody the
UNIQLO brand, enhancing product
development based on local customer
feedback, reforming supply chains, and
developing global talent.

Our Japanese market share is over
10%, which suggests latent demand for
LifeWear elsewhere is considerable.
European and North American customers
are starting to understand LifeWear, so it
is the perfect time to accelerate growth.
We will actively invest. Modern fashion
was born in Europe and North America. If
we can become the premier clothing
company there, we should be able to
expand anywhere.

Market share

South Korea

.- Market share
Approx. 5.0%

Size of Approx. 0.5%
appirel """"""" Market share Market share
market Approx. 0.5% Approx. 1.5%
o . ~.. Market share
. " Approx. 12.0%
¢
Scale of
UNIQLO sales

UNIQLO International Sales by Region

Market share
Approx. 2.0%

¥183.4 billion

?
FY2020
¥843.9
billion
¥204.5 biltion

(24.2%)

¥619.4 vittion
(32.4%)

FY2025
¥1.9102

trillion

Revenue pillars are
diversifying, with Europe,
North America, and
Southeast Asia taking
their place alongside the
Greater China region

M Greater China
South Korea, Southeast Asia,
India and Australia

¥ Europe and North America

A New Period of
Growth in Asia

With our Asian business entering a new
period of growth, we are increasing
investment. In Japan, our original market,
we must become the undisputed No. 1
brand. We are promoting independent
store management and low-cost
management to achieve sustainable
revenue growth and strong pro t margins
of 15% or higher. GU, Theory and other
Group brands all have great potential, so

we will boost their share of sales in Japan.

Japan once grappled with chain store
limitations, but kick-started renewed
growth by introducing independent store
management, where employees are
trained to consider the customer rst
when devising optimal product lineups

and store displays. This is empowering
quick movement along the same path in
Mainland China, where we are channeling
our strength into enlivening regional areas,
winning over customers, and building

pro table stores, unaffected by broader
economic trends.

Having generated double-digit revenue
growth for the four years since FY2022,
Southeast Asia, India and Australia harbor
even greater potential. We will enhance
management teams and swiftly achieve
¥100 billion sales in each country by
transforming business structures to create
product lineups, marketing, stores, and
e-commerce operations that satisfy
tropical climate needs.
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The rst agship store in
Southwest China, the UNIQLO
Chengdu store, opened in May
2025. Over 1,000 customers
gathered on the hugely
successful opening day, which
featured a popular limited UTme!
T-shirt collaboration with local
artists created designs featuring
pandas and Sichuan dishes.




Strong 'leam Management

Global One and
ZEN-IN KEIE]

Global One and ZEN-IN KEIEI management
is vital to future growth. It requires all
employees worldwide to gain a clear
understanding of our common direction
and satisfy customer demands by offering
the best products and services from a
global perspective. All employees manage
operations as a team and implement best
global practice across the Group.

Our managers must apply judgment
criteria based on the global marketplace.
Many employees with future executive
potential offer excellent capabilities and
insight in every region. They identify and
solve problems in teams, looking at actual

products and conditions in individual
frontline markets. Going forward, we will
focus on developing product ranges and
talent tailored to each market. To ensure
best management in every market, we will
create teams that deeply understand our
roots as a Japanese company and local
conditions.

Our people are key to our operational
growth. We will accelerate our talent
selection processes and invest further in
human resource training to create a
globally pro cient workforce with similar
values and aspirations to our own, and
the ability to serve society well.

Moving Our
Succession Plan
Forward

All public companies with global reach
have a duty to ensure stable continuity.
Our current management team is
extremely loyal, with members who
possess 20-30 years of experience. |
want these members to achieve even
more than | have.

We are making steady progress on
ensuring this succession. Daily
management decisions are already made
by the people in charge of each operation,
and we have formed a strong management
team structure centered around Daisuke
Tsukagoshi, who has been appointed Fast
Retailing Director and COO. These days,

my role is to set the company’s general
direction and oversee the development of
future executives.

In addition, Kazumi Yanai and Koji
Yanai will be responsible for ensuring solid
corporate governance, and therefore
expected to make proper governance
suggestions that ensure our company is
managed in the right way and bene ts
society. We are a public company with a
steadfast founding family, and | want to
ensure the positive elements of family
company management are incorporated
and contribute to balanced future
management.
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Creating a Better Society

The Mission of
a Global Leader

Making the world a better place through
our business — that is our ultimate purpose.
It is vitally important to con rm whether our
business makes customers’ lives more
convenient and comfortable and whether
our jobs help to improve our society. All
companies pursue pro ts, but we want our
success to contribute to prosperity in all
aspects of society, which is why our
simultaneous pursuit of business expansion
and social contribution is vital.

The conditions that society expects
companies to ful Il are changing
signi cantly. Before people explore a
product’s functionality or quality, they

consider whether a company or brand
contributes positively to society and does
things the right way. Customers will not
buy a company’s products if it does not
follow good business practices.

From early on, we have sought to
demonstrate social leadership as a global
company, considering worker
environments and human rights in
factories across all production processes,
promoting clothes recycling and reuse
initiatives that help create a circular
society, supporting refugees through our
partnership with UNHCR (the UN Refugee
Agency) and promoting our PEACE FOR
ALL charity T-shirt project.

Becoming the No. 1 global company
means earning recognition as the world’s

THE FAST RETAILING WAY— FR Group Corporate Philosophy
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Changing clothes.

GROUP MISSION

H To create truly great clothing with new and unique value,
and to enable people all over the world to experience the joy,
happiness and satisfaction of wearing such great clothes

most socially bene cial company. We will
work tirelessly to create a society that
supports peaceful, stable, and sustainable
development.

PEACE FOR ALL

Changing conventional wisdom.
Change the world.

H To enrich people’s lives through our unique corporate
activities, and to seek to grow and develop our company
in unity with society

is HARMONY

Total donations from T-shirt sales
(through end December 2025)

¥2,883,233,700

This project features UNIQLO graphic T-shirts with designs
expressing a wish for peace, provided voluntarily by collaborators
with close ties to UNIQLO who support the aim of “taking action
with a desire for world peace." All pro ts from the T-shirt sales
are donated to international humanitarian organizations.

Bringing the
World Together

The apparel industry depends on peace.
Companies can only grow sustainably in
an af uent, stable, and peaceful world.

In recent years, we have witnessed
divisive developments on the global
stage. There is historical precedent for
trade disruptions leading to con ict. In an
era when confrontation between major
powers is casting a shadow on the global
economy, entrepreneurs like ourselves
must work even harder to bring people
together through business.

Thanks to advancements in
information technology, anyone can
access a world of information on their
phone. You can nd out instantly what life
is like anywhere. People’s values are
converging rapidly, and regional fashion
preferences are less marked. For

instance, products that sell well in Europe
or North America now tend to sell well in
Japan or Southeast Asia, and vice versa.
These changing times are partly
responsible for the strong and growing
support among customers around the
world for LifeWear, ultimate everyday
clothing that makes everyone’s lives more
enjoyable and comfortable.

There is a huge market of eight billion
people out there, which offers amazing
opportunities for incomparable growth
beyond the conventional idea of apparel.
We will never be complacent as we tackle
every challenge in our quest to change
clothes, change conventional wisdom,
and change the world. We will continue
to do our utmost to make the world a
better place.
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Our DE FOR ALL Etl

LifeWear: Built oreust
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LifeWear

The Source of Our Global Expansion

The development of Fast Retailing and LifeWear has been fueled by our founding belief that great clothes should be
simple, functional, and constantly evolving in order to increase customer comfort. Here, we tell the story of
Fast Retailing’s journey so far and our aspirations for the future.

st Frontier
1984—2004

JNIQUE CLOTHING WRREH3US

Creating a place full of things you want to
buy as a basis for UNIQLO business

In 1984, Fast Retailing opened the rst UNIQLO store in
Hiroshima as a sort of “clothing warehouse.” It was a great
success, but the underlying model — buying products from
manufacturers in bulk to sell at low prices — reached its limit in
two years. In 1987, we switched to a specialty retailer of
private-label apparel (SPA) model that combined manufacturing
and retailing, letting us offer products that customers really
wanted. We maintained quality, kept prices low, and generated
value by controlling everything ourselves. We changed
conventional clothing wisdom with our eece, HEATTECH, and
Bra Top ranges, and established the fundamental elements of
UNIQLO’s MADE FOR ALL ethos: customer-centric business,
commitment to quality, and stunning displays.

nd Frontier
2005—2012

Full-fledged expansion into international
markets to become a global brand

The year 2005 marked the true beginning of our development
into a global brand. Our rst store outside Japan opened in
London in 2001 but, while initially crowded, it quickly lost
momentum. Progress stalled until our 2005 breakthrough in
Hong Kong and Shanghai. The subsequent 2006 opening of
the UNIQLO Soho New York global agship store proved a
triumph, aided by our intentional highlighting of both Japanese
culture and UNIQLO’s originality. That success solidi ed our
global agship store strategy. By opening new global agship
stores in major cities, including London, Paris, and Shanghai
between 2006 and 2010, our international expansion journey
began in earnest.

rd Frontier
2013—2022

Celebrating 15 Yeors of Inngwmian 3 '
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Creating a new industry
based on the LifeWear concept

In 2013, we unveiled the LifeWear concept, accelerating our
global expansion and challenging conventional clothing wisdom.
LifeWear advances our MADE FOR ALL ethos by looking
beyond clothes as products and creating a new kind of industry
that encompasses the way clothes are manufactured, sold, and
used after purchase. In 2016, we launched the Ariake Project to
help perfect LifeWear. Subsequent companywide reforms,
including to our supply chain, helped establish the foundations
for a digital consumer retail company. This model utilizes
customer feedback to produce and sell the exact volume of the
speci ¢ products that customers want, exactly when they want
them. The end of each new frontier period was marked by a
tripling of revenue as af nity for LifeWear expanded worldwide.

th Frontier
2023 —

Becoming the world’s
best-loved brand

In FY2023, UNIQLO International sales accounted for over half
of total Group sales for the rst time. The foundations for
consistent business expansion in North America and Europe
have now been established, and the stage is set for UNIQLO to
become a truly global brand. People’s expectations around
clothing are changing dramatically, and LifeWear is earning a
reputation as the new clothing standard. To explore LifeWear’s
immense potential, we will focus even more strongly on global
expansion. We will continue to offer valuable products that
enhance customers’ lives, while consistently contributing to
society through our business activities. This is all part of our aim
to become the world’s most-trusted brand, one that everyone
can feel comfortable buying from anytime and anywhere.
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Our MADE FOR AL

We offer excellent clothes that everyone will want to wear.

Our inclusiveapparel transcends individual differences:
This is thelidea behind our MADE FOR ALL ethos.

What is MADE FOR ALL?
—_—

i

.a;

Everyone’s Clothing of Choice

Food, clothing, and shelter: three essential needs. Clothing
is part of the essential fabric of our lives. Our LifeWear
clothes are simple. That is because we want to highlight
the individuality of wearers, rather than highlight the
clothing. We view clothes as components of personal style
that the wearer can mix and match at will. LifeWear is a
new type of clothing created by the values of the wearer,
not the manufacturer. This timeless clothing concept
means that LifeWear is popular with different people,
regardless of age, gender, or location. We seek to make
LifeWear accessible to our customers, and to ensure it
enriches daily life.

Affordable Clothes for All

LifeWear is based on our customers’ needs. We strive
each day to deliver clothes to customers in the most
convenient and ef cient way possible. That means offering
the right products at the right time, place, quantity, and
price. We can sell our products to customers at affordable
prices because of their wide appeal. We capitalize on
economies of scale to purchase high-quality materials at
reasonable prices. This allows us to pass on this quality
and these savings to customers. We are also pursuing our
Ariake Project goals and implementing supply chain and
other companywide reforms that will make our clothing
even more accessible to everyone around the world.
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Growing Global Support for Our Clothes

LifeWear is sold in 27 markets (as of end August 2025).
We aim to make clothes that are useful to people
everywhere and make their lives more comfortable.
Respecting diverse values, cultures, and local history is
part of whom we are. We value individuality and different
ways of thinking. That approach has facilitated the
creation of clothing that is MADE FOR ALL. LifeWear is
enjoying growing global support because it enables
people to choose well-fitting, comfortable clothes that
suit their changing lifestyles. We aim to offer LifeWear
that meets the needs of this current era to even more
people worldwide.

23

Jeapal




l MNearis created through cooperative
hrlike-minded partner factories and fabric manufacturers.

2 o

Unmatched Trust With Production Partners

We began designing and manufacturing our own products
in 1987. Ever since, we have considered our long-standing
partnerships with trusted production facilities to be a major
asset. Our team of master Takumi artisans are experts in
Japanese textiles. They work hard to improve product
quality by providing on-site technical guidance to production
partners. This guidance builds strong bonds of trust. Direct
employee visits, which promote workplace safety and
ensure product quality, are essential to building win-win
relationships with production partners. By cooperating with
our partners on responses to climate change and working
to uphold human rights, we will continue to improve
LifeWear together.

Cooperative Strategic Partnerships

Another LifeWear strength lies in our cooperation with
leading companies and individuals who share our
philosophy and aspirations. For instance, we have
successfully developed new materials and created inimitable
and competitive products by collaborating with companies
that possess advanced material development technology.
Since entering a strategic partnership with Toray Industries
in 2006, we have created multiple hit ranges including
HEATTECH, AIRism, Recycled Down, and PUFFTECH.
Customers also love UNIQLO’s 3D Knit range made using
WHOLEGARMENT® technology developed with SHIMA
SEIKI MFG, and they look forward to our collaborations with
world-renowned designers.

How We Perfect LifeWear

Customer-centric Clothes Creation

Our LifeWear concept encompasses more than just the
clothing product. It is about creating a new kind of industry
that involves the manufacture and sale of clothing, an
exciting shopping experience for customers, and the
reusing, recycling, and upcycling of clothes. We utilize our
e-commerce operation, and the information network from
over 3,500 stores worldwide, to quickly grasp customer
needs so we can design, produce, and sell the products
that people really want. By connecting directly with
customers and promoting close two-way communication,
we create products inspired by customer needs and
desires. Creating this kind of digital consumer retailing
company lets us continually improve LifeWear.
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A New Industry

of Growth
and Sustainability

Our LifeWear concept is not based solely on clothes as products.

It also encompasses the creation of a new kind of industry that extends
from the production of clothes to the recycling and upcycling of

those clothes after they are no longer needed.

Fast Retailing’s New Clothing
Business Model

Turn into

new clothes {

Recycle
& Customer
insights
Source raw Design 9 Live, Donate,
materials products and wear often collect, sort

Creating LifeWear Sustaining LifeWear

Manufacture

Customers

Distribute Delight customers in stores Reuse Turn into new resources
(retail and online)

Creating a sustainable

Respecting the diversity of all people

Recycle

2 value at a global scale

Supporting communities, contributing to society

More details on p. 54-77

Supporting a Sustainable Society

We are convinced that continuing to place value on our
LifeWear concept will help both to create a sustainable
society and to grow our business.

The process of creating LifeWear helps reduce waste
wherever possible by making and selling only the items that
customers really need in exactly the right volumes. We are
establishing a manufacturing model with low environmental
impact by reducing greenhouse gas emissions and waste in
all processes, from production through transportation and
retail. We are also strengthening our commitment to human
rights throughout our supply chain, giving customers greater
peace of mind. In addition, we take responsibility for clothes

The Heart-of LifeWear campaign
donates UNIQLO items such as
HEATTECH to refugees and
communities in need worldwide,
including Vietnam (pictured here).

even after they are sold by developing innovative reuse,
recycle, and upcycle services and technologies for sustaining
LifeWear. To help solve increasingly complex social issues,
we will globally expand our contributions to society through
our clothing business and diversity initiatives.

By establishing a circular economy for clothing, we
intend to create a richer, more sustainable society. This goal
is based upon the LifeWear values of respecting the diversity
of all people, supporting communities, and contributing to
society. We will build a better future through the power of
clothing.
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BUSINESS SEGMENTS

Global Brands

K ‘ b ] _ i f | 2 = s ; é]93l)|5 billion UNIQLO Japan
' : N .. \\ 1 ir =B | I8 e , = o ¥1.0260 triliion
A SR} ;s : | iy == (30.21)
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UNIQLO
International

él:ZWE)UZ trillion
| UNIQLO Japan

1- UNI Secure stable revenue growth and a consistent business pro t
n E LO margin of 15% or higher by evolving independent store
Q management and low-cost management strategies. Increase

average store size through scrap and build policies and improve
inventory ef ciency and productivity. Heighten Group expertise by
encouraging experienced business and store managers in Japan
to play an active role on the global stage.

Jaimadom
Je3M3417 ONINVL

| UNIQLO International

- Achieve consistent high growth in Europe and North America
1 - §UNI th h jonal hip st ly chain ref
10 q LO rough new regional agship stores, supply chain reforms,
product development, and talent education. Enhance product

lineups, talent formation, and other business fundamentals in
Southeast Asia to achieve even stronger growth. Promote scrap
and build policies, branding, independent store management, and
other proactive business strategies in Greater China markets to
reassert strong growth position.

| GU

Establish a competitive brand position in global markets by re ning
G U GU'’s unique ability to balance low prices and fashion fun for
everyone. Expand business in Japan, strengthen organizational

frameworks, and develop high-quality products and store displays
that capture global mass fashion trends.

| Global Brands

Utilize UNIQLO business principles and digital
COMPTOIR DES nsumer r il mpan rti rai h
Theory bt consumer retail company expertise to raise the
quality of management at each business (Theory,

‘ p s :_ PLST, Comptoir des Cotonniers, and Princesse
e PLST PRINCESSE tam tam tam.tam). Enact reforms that help establish
— UNIQLO New York Fifth Avene store competitive brand positions for each label in the
— \ (glabal Yagship store) midrange apparel market.
= Li I.\\
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COO INTERVIEW

Pursuing Customer

Satisfaction, Propel
Further Growth

Daisuke Tsukagoshi, who was appointed

FAST RETAILING CO., LTD. COO in April 2025,
discusses how to promote stronger growth strategies
and achieve the ¥10 trillion yearly sales target.

Executive Directoﬁ':President,
UNIQLO COQ., LTD.
CEO, UNIQLO North America

@ What is the most important factor in
maintaining high growth?

Fast Retailing is a people-focused company. The
company'’s founder, Tadashi Yanai, spends a
considerable amount of time training employees,
and we know our most important focus must be
our people.

Our business is the accumulated sale of every
single item at every single store. To successfully
compete in an increasingly uncertain world, we
have to train store managers and business
leaders how to operate stores that truly satisfy
our customers, and replicate that achievement in
different markets. | travel extensively to check in
on our operations and have been impressed at
the consistent development of regional agship
store managers and deepening of our
management talent.

Our talent evaluations focus equally on an
individual’s business metrics such as sales and
contributions to developing junior talent. Ultimately,
we want people to work at Fast Retailing long
term, and we must ensure that their personal
growth inspires greater corporate growth and
customer satisfaction. For this to work, a company
and its employees must share common values. We
offer many opportunities such as FR Conventions,
local conventions, and Monthly Meetings for
employees from all over the world to come
together, learn about corporate philosophy and
values, and embrace them as their own.

@ What is your priority as
Fast Retailing’s COO?

Boosting the number of Fast Retailing and UNIQLO
fans worldwide. The rst article in our corporate
philosophy is a commitment to “meet the needs of
our customers and generate new ones.” We receive
several million pieces of customer feedback each
month, and addressing each one individually will
generate future growth. It is also important to
explore potential customer needs as we create new
customers. Our hit 2025 Fall Winter HEATTECH
Cashmere Blend range is a great example, and |
want to speed up this kind of product development.
Today, UNIQLO products are selling well in Japan
and worldwide. Our hit products are popular the

The FR Conventio{, held twice a year, is attended ﬂi approximately
4,500 Fast Retailifig Group employees-worldwiee: kers-share—
Fast Retailing’s. corporate philosophy and vision, and a.ceremony.is
held to appoint.new store managers.

world over. Global customer feedback fuels our
product development, which is an advantage that
generates even greater opportunities.

Our independent store management strategy is
also key to future growth, as proven by UNIQLO’s
strong performance in Europe, North America, and
Japan. In Mainland China, our recent transition from
chain store management to independent store
management is generating positive results, so we will
pursue that further to encourage renewed growth.

@ When you talk about
independent store management,
what do you mean?

Best-selling items on the East Coast and West
Coast differ at any given time, as will people’s
motivations for visiting our stores. The same can
be said of Ginza and Toyosu in Japan, for instance.
The only person who can really understand and
decide what each store needs is that store’s
manager. Independent store management means
giving store managers more autonomy in managing
inventory, leveraging and developing talent, and
optimizing customer satisfaction. In addition, every
store belongs to a local community, so integrating

Jaimadom
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and engaging with those communities is also key.

In 2023, we established worldwide systems to
visualize real-time information such as sales,
inventory levels, and customer feedback by
individual store and e-commerce stock keeping
unit (SKU*). We will use this information to promote
customer-driven business practices and
independent store management with employees
who share our values.

*Smallest inventory management unit

The four books written by Tadashi Yanai on Fast Retailing’s
philosophy and values. The books give employees the
tools to integrate these ideas into their daily work.

31












https://www.uniqlo.com/us/en/livestation/recommend






























https://www.uniqlo.com/us/en/search?q=recycled&queryRelaxationFlag=true



https://www.uniqlo.com/us/en/women/heattech?lineup=70697-2









https://www.uniqlo.com/us/en/special-feature/REUNIQLO-A-New-Life-for-UNIQLO-Clothing-and-Down?srsltid=AfmBOorr4SfIAzm4gXZ0Ig1rjmvMgm_9f7YXctg3lrSlF5-Domts_XhR









https://youtu.be/Q_38g8RYsJE



https://www.fastretailing.com/eng/about/governance/corpgovenance.html
https://www.fastretailing.com/eng/about/governance/corpgovenance.html#:~:text=Top%20of%20page-,Committees%20and%20Their%20Responsibilities,-Human%20Resources%20Committee






























https://www.fastretailing.com/jp/ir/mail/
https://www.fastretailing.com/eng/sustainability/report/data.html
https://www.fastretailing.com/eng/sustainability/
https://www.fastretailing.com/eng/ir/
https://www.fastretailing.com/eng/sustainability/report/evaluation.html

