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

I would like to run through Fast Retailing Group’s business performance over the 
full business year through end August 2013, and our estimates for the full 
business year to end August 2014.





Let us look first at our consolidated business performance for fiscal 2013, or the 
12 months ending August 31, 2013.

Consolidated sales increased by 23.1% year on year to ¥1.143trln, operating 
income rose 5.1% to ¥132.9bln, ordinary income rose 19.0% to ¥148.9bln, and net 
income increased by 26.1% to ¥90.3bln.

The next slide details the main factors underlying these results.



Taking consolidated sales first, sales expanded by 23.1% or ¥214.3bln year on year 
to ¥1.143trln in the year to end August 2013. That figure breaks down into a 
increase in sales of ¥98.0bln at UNIQLO International, ¥63.2bln at UNIQLO Japan, 
and ¥53.2bln at Global Brands. 

The gross profit to net sales ratio contracted by 1.9 points year on year to 49.3%. 
The main reason for this fall was a 1.8-point contraction in the gross margin at 
UNIQLO Japan. 

The SG&A to net sales ratio held steady near the previous year’s level at 37.7%. 

These elements taken together resulted in a 5.1% increase in operating income to 
¥132.9bln. 

Consolidated ordinary income expanded by an impressive 19.0% to ¥148.9bln in 
fiscal 2013. The considerable depreciation in the yen against the dollar to a rate of 
US$1=¥98 on August 31 generated a full-year foreign exchange profit of ¥15.5bln, 
resulting in an ¥17.2bln improvement in the Group’s balance for non-operating 
income. 

Net income increased by 26.1% year on year to ¥90.3bln in fiscal 2013. 



This slide displays cumulative net sales and operating income in fiscal 2013 
broken down by Group operation. 

UNIQLO Japan sales totaled ¥683.3bln and operating income ¥96.8bln. 
UNIQLO International reported sales of ¥251.1bln and operating income of 
¥18.3bln. Global Brands generated sales of ¥206.2bln and operating income of 
¥17.4bln.

In fiscal 2013, UNIQLO Japan generated year-on-year growth in sales but a 
contraction in profit, while both the UNIQLO International and Global Brands 
segments generated growth in both sales and profit. 



I will now explain fiscal 2013 performance for each Group operation in more detail, 
starting with UNIQLO Japan.

As I mentioned earlier, UNIQLO Japan reported a rise in sales and a fall in income in 
the year through end August 2013, with sales rising 10.2% year on year to ¥683.3bln, 
and operating income contracting 5.4% to ¥96.8bln. 

I will explain these results in more detail in the subsequent slides.



Now, to give you more detail on sales at UNIQLO Japan. As I have mentioned, 
sales at UNIQLO Japan expanded 10.2% year on year in fiscal 2013, thanks 
primarily to a 7.3% increase in same-store sales. 

The increase in same-store sales can be attributed to consistently strong sales for 
key core ranges, including our HEATTECH functional winter innerwear, Ultra Light 
Down outwear, Ultra Stretch Jeans, AIRism summer innerwear, Leggings Pants, 
and Steteco and Relaco.

One of our key focus points for fiscal 2013 was to boost customer visits, and we 
achieved considerable success with visits rising an impressive 12.0% year on year.

On the other hand, the average purchase price per customer contracted 4.3% for 
the full business year through end August 2013, due in part to strong sales of 
comparatively low-priced items such as innerwear and Leggings Pants. 

The total number of directly operated UNIQLO Japan stores, excluding franchise 
stores, increased by 10 to 834 stores at the end of August 2013. 



Turning next to margins for fiscal 2013, UNIQLO Japan generated a gross profit 
margin of 46.5% (-1.8p year on year) for the full fiscal year, from September 2012 
through August 2013. In the second half, from March through August 2013, we 
generated a gross margin of 46.3 (-2.1p). 

The 46.3% gross profit margin for the second half was considerably below target. 
While we maintained strong control over discount sales and the range of 
discounted items, price-conscious customers were consistently attracted to the 
discounted items.   

At the July 11 announcement of our fiscal 2013 third quarter results from March to 
May, we explained that we planned to expand gross profit in the fourth quarter from 
June through August by boosting sales, and so we left our fourth quarter target for 
the gross profit margin unchanged. However, the gross profit margin did fall 
considerably below that target for the fourth quarter, following our decision to 
offload excess inventory ahead of the end of the business year by heavily 
discounting poor-selling items. Conversely, sales of AIRism innerwear, and Steteco
and Relaco, proved extremely strong.



The UNIQLO Japan SG&A to net sales ratio rose 0.6 point year on year to 32.4% 
in fiscal 2013. 

Looking at the individual cost components, the personnel to net sales ratio 
increased 0.3 point year on year. This increase was due in part to our decision to 
introduce store manager allowances from April, and also due to an increase in 
part-time staffing costs. 

The advertising and promotion to net sales ratio rose 0.1 point year on year, due 
mainly to our decision to actively boost advertising through TV commercials and 
the distribution of fliers.

The ratio for other business expenses to net sales rose 0.3 point year on year 
following purchases of new fixtures for the upgrade of store fittings and interiors.  
The decline in unit prices, which led to a deterioration in the efficiency of physical 
distribution, also  adversely impacted this ratio. 



Our UNIQLO International operation generated considerable gains in both sales 
and income, in the year through end August 2013. UNIQLO International sales 
increased by an impressive 64.0% to ¥251.1bln and operating income expanded 
by 66.8% to ¥18.3bln. 

The large gains in both sales and income can be attributed primarily to continued 
strong same-store sales growth in the Asian region, and to our consistent drive to 
open large numbers of new stores mainly in China, Taiwan, South Korea, and 
Southeast Asia. 

The level of operating income generated by UNIQLO International fell short of our 
latest target, due mainly to worse-than-expected performances in South Korea and 
the United States. UNIQLO South Korea was adversely affected by unseasonal 
weather and the slowdown in economic conditions in that country.  The operating 
loss at UNIQLO USA exceeded our target in yen terms following the weakening of 
the Japanese currency against the US dollar, and it is still hovering stubbornly 
near the previous year’s level. 

The number of UNIQLO International stores increased by 154 stores to 446 stores 
at end August 2013. 



Breaking down overall business trends for UNIQLO International by region, the China-
Hong Kong-Taiwan region reported gains in both sales and profit in fiscal 2013 thanks 
to continued growth in same-store sales and a net increase of 102 stores. The region 
generated sales of ¥125.0bln and operating income of ¥13.5bln. The number of stores 
expanded to 280 by the end of August 2013.

UNIQLO South Korea also generated gains in sales and profit in fiscal 2013, but the 
operating income figure fell short of target. Despite a strong performance in the first 
half from September 2012 through February 2013, unseasonal weather and a 
slowdown in the South Korean economy in the second half from March through 
August 2013 served to knock the operating income figure for fiscal 2013 as a whole 
below target. We opened 25 new stores in South Korea in fiscal 2013, bringing the 
total number of stores to 105 at the end of August 2013. 
UNIQLO operations in the Southeast Asian nations of Singapore, Malaysia, Thailand, 
the Philippines, and Indonesia all generated larger-than-expected gains in sales and 
profit in fiscal 2013 thanks to continued strong sales trends across the board. We 
opened 22 new stores in Southeast Asia over the business year, bringing the total 
number of stores to 39 at the end of August 2013. 

The opening of a further four new stores in the United States boosted sales in fiscal 
2013, but the operating loss for UNIQLO USA remained stubbornly close to the 
previous year’s level. This was due to a number of factors: unseasonal weather which 
dampened sales of spring garments, advance costs related to the scheduled opening 
of 10 new stores in fall 2013, and the swelling of the operating loss in yen terms 
following the weakening of the Japanese yen against the dollar. However, more 
recent signals from UNIQLO USA indicate a pick up in same-store sales in the 
months of August and September, and a satisfactory launch of 2013 fall/winter ranges. 

UNIQLO Europe, which encompasses the United Kingdom, France, and Russia 
performed to plan by roughly breaking even in fiscal 2013. 



Our Global Brands segment reported gains in both sales and profit in fiscal 2013, 
with sales rising 34.8% year on year to ¥206.2bln and operating income expanding 
by 20.1% to ¥17.4bln. 

Our low-priced GU casualwear label achieved strong growth in both sales and 
profit, with sales rising from approximately ¥58.0bln in fiscal 2012 to ¥83.7bln in 
fiscal 2013, and operating income expanding from approximately ¥5.0bln to 
¥7.6bln over the same period. The GU brand continues to demonstrate strong 
growth, with consistent double-digit gains in same-store sales and the addition of 
38 new stores to the brand’s network in fiscal 2013.

Our Theory fashion label reported a record performance in 2013, with strong gains 
in both sales and profit.

Our France-based labels, Comptoir des Cotonniers, reported increased sales in 
fiscal 2013, but fell short of our expectations on the profit side, reporting a decline 
in operating income.  

Fiscal 2013 sales generated by our J Brand premium denim label came in on 
target, while operating income fell short of our estimates.



Next, I would like to explain our balance sheet, as it stood at the end of August 2013.  

Compared to end August 2012, current assets increased by ¥215.5bln and fixed 
assets expanded by ¥75.1bln to generate an increase of ¥290.6bln in total assets to 
¥885.8bln. As a result, net assets increased by ¥184.6bln.

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



Let us look first at the ¥215.5bln increase in current assets. 

Cash, cash equivalents, and marketable securities increased by ¥29.6bln year on year to 
¥295.6bln at end August 2013 compared to end August 2012. This was due to an increase 
in operating cash flow at UNIQLO Japan and other business segments. 

Inventory assets increased by ¥67.6bln to ¥166.6bln at end August 2013. Inventory at 
UNIQLO Japan increased by ¥20.8bln at end August 2013, due in part to the upgrade of 
store fittings and interiors, an increase in store inventory and an increase in the range of 
year-round basic items on offer. Inventory at UNIQLO International increased by ¥38.5bln. 
This was due to the opening of 154 new stores across the UNIQLO International network in 
fiscal 2013, including the new global flagship store in Hong Kong. Inventory levels also 
increased by ¥7.1bln at our Global Brands segment due to the continued expansion of GU 
and Theory, and the new inclusion of J Brand.  

The balance of forward exchange contracts recorded a reduction on the liability side of 
¥22.6bln and an increase on the asset side of ¥113.6bln at the end of August 2013 
compared to end August 2012. We use forward exchange contracts as a long-term hedging 
measure to minimize foreign exchange risk at the UNIQLO Japan operation. The yen 
exchange rate at the end of August 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 ¥75.1bln year on year at the end of August 2013. This includes a 
¥21.1bln increase in tangible assets linked to the opening of 154  new stores at UNIQLO 
International, and 65 new stores for the Global Brands segment. It also includes a ¥39.8bln 
increase in intangible assets linked to the consolidation of the newly acquired J Brand label. 



I would now like to explain our cash flow position for the full year ending August 31, 
2013.    

We enjoyed a net cash inflow of ¥99.4bln from operating activities. Income was 
boosted by a ¥141.5bln profit contribution from UNIQLO worldwide operations and 
other Group businesses, while expenditure also increased due to an outlay of 
¥55.4bln in corporate taxes and an increase in working capital of ¥14.4bln. 

Outlays on investment activities totalled ¥63.9bln in fiscal 2013. Of this total, 
¥27.3bln was spent on the acquisition of tangible assets, ¥4.0bln was spent on the 
acquisition of intangible assets such as systems investment, and ¥26.7bln was 
spent on the acquisition of J Brand Holdings. 

Capital expenditure for the Fast Retailing Group totalled ¥39.6bln in fiscal 2013. Of 
this total, ¥8.8bln was invested in UNIQLO Japan, ¥20.6bln in UNIQLO 
International, ¥6.3bln in Global Brands, and ¥3.5bln in systems.  

Net spending on financing activities totaled ¥23.9bln. This included a ¥16.6bln 
inflow related to the J Brand acquisition and a ¥28.3bln expenditure on dividend 
payments. 

As a result of the above, the balance of cash and cash equivalents stood at 
¥295.6bln at end August 2013.



I would now like to turn to our consolidated forecasts for the Fast Retailing Group 
for fiscal 2014, or the 12 months from September 2013 through end August 2014. 

Both consolidated sales and income are predicted to rise in fiscal 2014. 
Consolidated sales are expected to increase 16.4% year on year to ¥1.330trln, 
operating income is expected 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.

Taking UNIQLO Japan first, the segment is expected to generate gains in both 
sales and profit in fiscal 2014, with net sales expanding 6.5% year on year to 
¥728.0bln and operating income rising 18.2% to ¥114.5bln. 

In addition, we have made some changes to the allocation of certain income from 
our international UNIQLO operations. From fiscal 2014, a portion of the income 
from UNIQLO International which had previously been paid to the holding 
company, Fast Retailing Co., Ltd., will now be paid to UNIQLO Japan. This 
change amounts to sales of approximately ¥8.0bln and operating income of 
approximately ¥11.0bln.

However, please note that this change does not affect our consolidated financial 
performance.



This slide shows our fiscal 2014 estimates for UNIQLO Japan broken down into 
the first half (September 2013 through February 2014) and the second half 
(March through August 2014).



Looking at the assumptions underlying the fiscal 2014 forecasts for UNIQLO 
Japan in more detail, we expect same-store sales to expand by 2.5% year on 
year in the first half and then expand by 0.5% in the second half, generating a 
1.6% rise in same-store sales for fiscal 2014 as a whole. 

Total store numbers are expected to expand by a net four stores in the first half 
and six stores in the second half, bringing the total number of directly run stores 
to 844 by the end of August 2014. 

The gross profit margin is forecast to improve 1.6 points year on year in fiscal 
2014 to 48.1%.  However, if we calculate our estimate for fiscal 2014 gross profit 
margin using the accounting method employed through fiscal 2013, then the 
figure would be 47.5%, representing a smaller improvement of 1.0 point year on 
year in real terms.  

The SG&A ratio is expected to remain roughly flat in fiscal 2014 at 32.3%. 
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Turning now to forecasts for UNIQLO International in fiscal 2014, sales are 
forecast to expand by 39.3% year on year to ¥350.0bln and operating income is 
seen expanding an equally impressive 52.6% to ¥28.0bln.

UNIQLO International is expected to enjoy further buoyant growth in both sales 
and profit in fiscal 2014, fueled by further multiple new store openings and 
continued growth across Asia, and also by new store openings and improved 
profitability in the United States.  

In the China-Hong Kong-Taiwan region, we are aiming to boost combined 
revenue by over 30 percent through the opening of large numbers of new stores 
mainly in China and Taiwan. We will also be looking to improve operating 
margins by controlling expenses in each of the three economies. We plan to open 
98 new stores in this region, bringing the total number of stores in China, Hong 
Kong, and Taiwan to 378 at the end of August 2014. 

We expect UNIQLO South Korea to generate gains in sales and profit in fiscal 
2014, but our forecasts predict gentle growth in view of the slowdown in the 
South Korean economy. 

We predict sales and income from UNIQLO operations in Southeast Asia to 
expand considerably in fiscal 2014 as we continue to open large numbers of new 
stores in the region.  In fiscal 2014, we plan to open eight stores in Singapore, 12 
stores in Malaysia, nine stores in Thailand, 15 stores in the Philippines, and three 
stores in Indonesia, for a total of 47 new UNIQLO stores in Southeast Asia.

We plan to open our first store in Australia in Melbourne in 2014, and then a 
further two stores by the end of August 2014.



At UNIQLO USA, we seek to establish a full-fledged retail network by opening 
stores in prominent suburban malls in and around the cities of New York and San 
Francisco. In fiscal 2014, we plan to open a total of 15 new stores, nine of which 
will be located on the East Coast around New York, and six which will located on 
the West Coast around San Francisco. We will also be looking to reduce the 
operating loss at UNIQLO USA by boosting profitability at our three prominent 
New York stores, encompassing the New York Fifth Avenue flagship store. 

In Europe, we plan to open two new stores in Russia and two new stores in 
France in fiscal 2014. We also intend to open our first store in Berlin, Germany 
during this business year. Berlin will be a global flagship store, and we expect 
expenses, including store rent, etc. to rise in the period running up to the new 
store opening. As a result, we predict that profit levels will shrink somewhat at 
UNIQLO Europe in fiscal 2014. 

We expect the German market to prove extremely promising for UNIQLO, both in 
its own right and also as a central base from which to launch the further 
expansion of the UNIQLO brand across European markets.  



Next, I would like to move onto our fiscal 2014 estimates for the Global Brands 
segment. We expect net sales to increase by 21.2% to ¥250.0bln and operating 
income to expand by 37.4% to ¥24.0bln. 

As for our low-priced GU casualwear brand, we are targeting sales of over  
¥100.0bln in fiscal 2014 on the back of continued growth in same-store sales and 
the planned opening of 70 new GU stores. We also expect to be able to improve 
the brand’s profitability. The first GU store outside of Japan, housed in UNIQLO’s 
new global flagship store in Shanghai, received an enthusiastic welcome when it 
opened for business on September 30. We are now actively studying options for 
expanding the GU store network in other international locations.   

We aim to generate another record profit at our Theory operation by opening 49 
new stores in fiscal 2014, including 30 new Theory stores and 10 new PLST 
stores.

We predict performance at Comptoir des Cotonniers will hold steady in fiscal 
2014. 

We opened our first directly operated J Brand store in Japan just yesterday, 
October 9, in the Hankyu Umeda Main Store, which is located at the heart of the 
popular Umeda shopping district in Osaka. Going forward, we will be looking for 
ways to expand the J Brand business further, including the opening of more 
directly operated stores. We are seeking to consistently maximize potential 
synergies among our Group brands. 



This slide displays our estimates for fiscal 2014 broken down into individual group 
operations.



Finally, I would like to explain our latest stance on shareholder dividends. 

In light of the fiscal 2013 consolidated results, we have decided to increase the 
year-end dividend for the year ending August 31, 2013 by ¥10 from ¥140 to ¥150. 
Added to the interim dividend of ¥140, this generates an expected annual 
dividend of ¥290 per share.  

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 in 
fiscal 2013, and our business estimates for fiscal 2014. The remaining three 
slides are provided for your reference. 

Thank you. 








