I am Takeshi Okazaki, Group Senior Vice President and CFO at Fast Retailing.
I will provide an overview of Fast Retailing’s consolidated business performance
for fiscal 2015, or the 12 months from September 2014 through August 2015. I
will then move on to discuss our estimates for the full business year through
August 2016.

The Fast Retailing Group generated a record performance in fiscal 2015, with
revenue reaching ¥1.6817 trillion (up 21.6% year on year), operating profit totalling
¥164.4 billion (up 26.1%), profit before income taxes reaching ¥180.6 billion (up
33.4%), and profit attributable to owners of the parent totaling ¥110.0 billion (up
47.6%).
These overall results were impressive, but consolidated operating profit did fall
short of the latest full-year target announced on July 9, 2015.

The Fast Retailing Group reported revenue of ¥1.6817 trillion in fiscal 2015.
That represents an increase of 21.6%, or ¥298.8 billion, compared to the previous
year. This figure breaks down into revenue increases of ¥190.0 billion for UNIQLO
International, ¥64.4 billion for UNIQLO Japan, and ¥44.0 billion for Global Brands.
As a result, UNIQLO International’s contribution to overall sales in fiscal 2015
increased 6.0 points year on year to 35.9%.

Consolidated gross profit expanded 21.3% year on year to ¥848.5 billion in fiscal
2015. The gross profit margin contracted 0.1 point year on year to 50.5%. The
contraction in the overall gross profit margin can be attributed mainly to a 0.2 point
fall in the gross profit margin at UNIQLO Japan.
Selling, general and administration expenses rose 22.3% year on year to ¥671.8
billion. The SG&A to revenue ratio rose 0.2 point to 39.9%. That was largely due to
a 0.1 point rise in the SG&A ratio at UNIQLO Japan.
Business profit (revenue minus cost of sales and SG&A expenses) increased
17.3% to ¥176.6 billion.
The net amount of other income/expenses stood at -¥12.2 billion. That total
includes a foreign-exchange gain of ¥5.8 billion, earned mainly due to the effect of
further yen weakening on temporary advances paid for purchases by overseas
subsidiaries. The net total for other income/expenses also includes a number of
losses: a ¥5.1 billion impairment loss on J Brand, a ¥3.3 billion impairment loss on
stores in the United States, a ¥6.5 billion impairment loss on systems linked to
system upgrades, a ¥1.8 billion loss on retirement of property, plant and
equipment resulting from the refurbishment of global flagship stores in London and
Shanghai, and finally a ¥1.1 billion impairment loss relating to other stores.
As a result of the above factors, operating profit increased by 26.1% to ¥164.4
billion in fiscal 2015.

Moving on to net finance income, we reported a total net finance income of ¥16.2
billion in the 12 months to August 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 33.4% to ¥180.6 billion, and
profit attributable to the owners of the parent increased by 47.6% to ¥110.0 billion.

Consolidated operating profit fell roughly ¥35.6 billion short of the most recent ¥200.0 billion forecast
for fiscal 2015. I would like to explain the reasons for that shortfall.
The shortfall on consolidated operating profit can be divided into two equal amounts: approximately
¥17.8 billion in impairment and retirement losses, and approximately ¥17.8 billion that relates to
various operational factors.
Analyzing this breakdown further, operating profit at UNIQLO Japan came in approximately ¥10.0
billion below our most recent estimate for fiscal 2015, following shortfalls in fourth-quarter sales and
gross profit margin.
At UNIQLO International, we reported impairment and retirement losses of ¥5.1 billion, comprising a
¥3.3 billion impairment loss on stores in the United States and a ¥1.8 billion loss on the retirement of
property, plant and equipment relating to the refurbishment of global flagship stores in London and
Shanghai. In addition, UNIQLO USA saw higher operating losses while UNIQLO Southeast Asia saw
a lower-than-expected performance in the second half of the business year from March to August
2015. As a result, total operating profit at UNIQLO International came in approximately ¥9.0 billion
below our most recent estimate for fiscal 2015.
At Global Brands, we reported impairment and sales losses of ¥6.2 billion, comprising ¥5.1 billion in
impairment loss on J Brand, and ¥1.1 billion in sales losses and impairment losses on warehousing
and other items at Theory and Comptoir des Cotonniers. In addition, J Brand saw higher fiscal 2015
operating losses, and Theory and Comptoir des Cotonniers lower-than-expected second-half
performance. As a result, total operating profit at Global Brands came in approximately ¥7.5 billion
below our most recent estimate for fiscal 2015.
In addition, the “others” and “adjustments” totals fell ¥9.0 billion short of our most recent estimates for
fiscal 2015, following the reporting of a ¥6.5 billion impairment loss on systems, and increased
business expenses at the Fast Retailing parent company. The impairment loss on systems resulted
from our decision to upgrade platforms as part of our strategy to expand E-commerce business.

This slide displays the breakdown of performance by Group operation.
All segments reported increases in revenue and profit in the 12 months to August
2015, with UNIQLO Japan generating revenue of ¥780.1 billion and operating profit
of ¥117.2 billion, UNIQLO International reporting revenue of ¥603.6 billion and
operating profit of ¥43.3 billion, and Global Brands generating revenue of ¥295.3
billion and operating profit of ¥14.4 billion.

I would now like to go through performance at UNIQLO Japan in fiscal 2015 in
more detail.
As I mentioned earlier, UNIQLO Japan achieved a record result in fiscal 2015,
reporting a rise in revenue to ¥780.1 billion, and an increase in operating profit to
¥117.2 billion.

Revenue at UNIQLO Japan rose 9.0% year on year to ¥780.1 billion in fiscal 2015. This strong
performance can be attributed to a number of factors: a 6.2% year-on-year rise in same-store
sales, increased sales per store generated by our determined strategy to expand the average size
of our stores, and a 27.9% year-on-year increase in E-commerce sales.
The 6.2% year-on-year increase in same-store sales breaks down into a 9.4% rise in customer
spend on the one hand, and a 2.9% contraction in customer visits on the other.
In the first half of fiscal 2015, from September 2014 through February 2015, same-store sales
expanded 8.4% year on year, thanks to the successful introduction of Fall Winter ranges, and
strong sales of core items such as HEATTECH Extra Warm, Ultra Light Down, sweat shirts and
pants, and wool sweaters.
In the third quarter from March to May 2015, perfect seasonal weather helped boost same-store
sales by a further 9.9% year on year. However, in the fourth quarter from June to August 2015,
same-store sales contracted 4.5% after an unusually cold rainy season from June to early July
dampened sales of summer items. Sales of summer items did recover after the weather turned
hotter from mid July onwards, but the recovery was hampered by shortages in some of the most
popular selling items. As a result, fourth-quarter sales fell short of target.
As I mentioned a moment ago, customer spend increased by 9.4% year on year in fiscal 2015.
This was the result of strong sales of HEATTECH Extra Warm and outerwear in the first half, and
strong sales of comparatively expensive items, such as jackets and bottoms, in the second half.
The number of UNIQLO Japan stores fell by 20 to 811 stores at the end of August 2015 compared
to the end of August 2014. However, nine of the 20 stores didn’t actually close, but changed from
directly operated stores to employee-franchise stores.
Also of note, total sales space at directly operated stores increased by 0.9% in fiscal 2015, thanks
to our consistent “scrap and build” strategy to boost average store size by gradually closing
smaller stores and opening more large-format stores. Sales space per store also increased by
3.4% year on year in fiscal 2015.

Turning now to business margins for UNIQLO Japan, the gross profit margin
contracted by 0.2 point year on year in fiscal 2015 to 49.1%. This result was
slightly below expectations.
The gross profit margin improved 1.8 points to 49.5% in the first half, but then
contracted 2.7 points to 48.6% in the second half.
Our estimate for the second-half gross profit margin incorporated a higher sales
cost ratio following our decision, made early on in the planning stage, to procure a
percentage of Spring Summer items at spot exchange rates. However, after
unseasonal cold weather from June dampened sales of summer items, we were
also forced to discount heavily on excess summer stock, and, as a result, the
gross profit margin fell considerably short of target in the fourth quarter from June
to August 2015.

UNIQLO Japan’s SG&A to revenue ratio rose 0.1 point year on year to 34.3% in
fiscal 2015. That result was slightly above target in both monetary and percentage
terms.
Looking at key components of the SG&A ratio, the personnel cost ratio increased 0.4
point year on year and the other expense ratio increased by 0.4 point. Meanwhile,
the advertising and promotion ratio contracted 0.2 point, the store-rent expense ratio
contracted 0.2 point and the depreciation expense ratio contracted 0.2 point.
The personnel cost ratio rose partly as a result of the shortfall in fourth-quarter sales,
as well as salary bonuses and additional costs relating to rising numbers of localstore employees.
The rise in the other expense ratio was due to increased distribution and outsourcing
costs.
The slight fall in the advertising and promotion ratio was part of our deliberate
strategy to reduce overall business expenses.
The store-rent expense ratio contracted after strong same-store sales boosted
overall store efficiency.

UNIQLO International reported significant gains in revenue and profit in fiscal
2015.
UNIQLO International revenue totalled ¥603.6 billion, and operating profit reached
¥43.3 billion.
UNIQLO Greater China and UNIQLO South Korea contributed a large portion of
the segment’s growth, after reporting strong gains in both revenue and profit.
Performance at UNIQLO Southeast Asia fell short of target in the second half. We
continued to open new stores across Southeast Asia and Oceania in fiscal 2015,
boosting the total number of UNIQLO stores in the region to 108 at the end of
August 2015.
Operating losses expanded at UNIQLO USA, with the operation also reporting an
impairment loss on stores.
UNIQLO Europe exceeded expectations, despite a fall in operating profit relating
to the refurbishment of our 311 Oxford Street London global flagship.
The UNIQLO International network expanded by a net 165 stores to 798 stores at
the end of August 2015 compared to the end of August 2014.

Next, I would like to go through the UNIQLO International fiscal 2015 performance region by region.
Greater China (Mainland China, Hong Kong, and Taiwan) reported significant gains in revenue and
profit. Revenue for the Greater China region expanded 46.3% year on year to ¥304.4 billion, and
operating profit expanded by 66.1% to ¥38.6 billion. Same-store sales grew strongly and store
openings proceeded favorably in all parts of the region. The operating profit margin also improved. At
the end of August 2015, UNIQLO had a network of 467 stores in Greater China.
In South Korea, UNIQLO same-store sales continued to rise, helping to generate large gains in
revenue and profit. Sales topped ¥100 billion in fiscal 2015. The number of stores in UNIQLO South
Korea increased to 155 at the end of August 2015.
UNIQLO Southeast Asia, spanning Singapore, Malaysia, Thailand, the Philippines, and Indonesia,
generated higher revenue, but the flat performance for operating profit fell short of target. Following the
poor performance of spring ranges in Southeast Asia, we were forced to discount heavily to offload
excess stock. UNIQLO stores in Southeast Asia totaled 102 at the end of August 2015.
UNIQLO Australia reported a slightly higher-than-expected performance in fiscal 2015 on the back of
favorable sales of Fall Winter ranges in the second half. We have been able to start contracting
operating losses. We had six UNIQLO stores in Australia at the end of August 2015.
UNIQLO USA fell short of target, reporting an expansion in operating losses in fiscal 2015. The
reasons for this are twofold. First, the opening of 17 new stores over the period represented a rapid
expansion of the store network. Second, the UNIQLO brand is still not widely recognized in the United
States. As a result, sales continued to underperform, forcing us to discount excess stock heavily at the
end of each season, thus swelling operating losses. Our store network in the United States had
reached 42 at the end of August 2015.
At UNIQLO Europe (UK, France, Russia, and Germany), operating profit declined in fiscal 2015 after
reporting losses on the retirement of property, plant and equipment relating to the temporary closure of
our 311 Oxford Street global flagship store in London for refurbishment in March 2015. However,
business profit expanded, and the operation performed better than expected overall. We had 26
UNIQLO stores in Europe at the end of August 2015.

Our Global Brands segment reported gains in both revenue and profit in fiscal 2015,
with revenue rising to ¥295.3 billion and operating profit expanding to ¥14.4 billion.
Our low-priced GU fashion casualwear brand exceeded expectations by reporting
extremely strong rises in both revenue and profit. GU revenue increased 31.6% year
on year to ¥141.5 billion and operating profit expanded by an impressive 174.9% to
¥16.4 billion. This strong performance was supported by GU’s ability to create
products, such as gaucho pants, that capture the latest fashion trends and appeal to
customers of all ages. GU’s ability to flexibly increase product when required was
also a contributing factor. Our GU store network had expanded to 314 in Japan and
five stores outside of Japan by the end of August 2015.
Our Theory fashion label reported a rise in revenue in fiscal 2015, but the slight
contraction in operating profit was short of target. While Theory produced a flat yearon-year performance in Japan, the downturn in the luxury market knocked Theory
revenue and profit below target in the United States, resulting in a small decline in
operating profit.
Our France-based Comptoir des Cotonniers fashion label reported flat revenue and
a contraction in operating profit that fell short of target.
Our Princesse tam.tam French corsetry, homewear, swimwear and sportswear
brand produced a flat year-on-year performance, as expected.
Finally, the downturn in the US premium denim market knocked our US-based J
Brand label below target. In response to expanding operating losses, the operation
reported an impairment loss of ¥5.1 billion at the end of August 2015.

Next, I would like to take you through our balance sheet as it stood at the end of
August 2015.
Compared to the end of August 2014, total assets increased by ¥171.3 billion to
¥1.1637 trillion. This includes an increase of ¥157.3 billion in current assets and
an increase of ¥14.0 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 ¥157.3 billion increase in current assets at the end of August 2015.
Cash and cash equivalents increased by ¥41.1 billion year on year to ¥355.2 billion at the
end of August 2015, due to an increase in operating cash flow at our UNIQLO and other
business operations.
Looking next at inventories, total inventory increased by ¥36.7 billion to ¥260.0 billion.
Inventory at UNIQLO Japan decreased by ¥5.6 billion. Inventory at UNIQLO International
expanded by ¥34.1 billion, mainly due to the expansion of UNIQLO’s international
network by 165 stores compared to the previous year. Inventory levels increased by ¥8.2
billion at our Global Brands segment as we continued to expand our GU and Theory
operations.
Derivative financial assets totalled ¥157.4 billion at the end of August 2015. UNIQLO
Japan and some of our other operations take out forward exchange contracts as part of
its long-term strategy to hedge against future movements in foreign exchange rates. The
¥58.3 billion increase in derivative financial assets was due to the fact that end-August
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 ¥14.0 billion year on year. This included a ¥14.9 billion
increase in tangible assets linked to the opening of 165 new stores at UNIQLO
International and 71 new stores at Global Brands. Meanwhile, intangible assets
decreased by ¥5.5 billion following the reporting of period-end impairment losses relating
to J Brand and some other items.

Next, I will explain our cash flow position in fiscal 2015.
We enjoyed a net cash inflow of ¥134.9 billion from operating activities, with
UNIQLO and other Group operations contributing profits of ¥180.6 billion.
Net cash used in investing activities totalled ¥73.1 billion in fiscal 2015. A temporary
increase in bank deposits with maturities over three months constituted ¥16.1 billion
of this total. In addition, ¥44.6 billion was spent on purchases of property, plants and
equipment, and ¥6.5 billion was spent on purchases of intangible assets, such as
systems investment. While the total number of bank deposits with maturities over
three months did increase, these assets are considered to be very liquid.
Capital expenditure for the Fast Retailing Group totalled ¥62.4 billion. Of that total,
¥8.6 billion was invested in UNIQLO Japan, ¥37.7 billion was invested in UNIQLO
International, ¥8.9 billion was invested in Global Brands and ¥7.1 billion was spent
on systems investment, etc.
Net cash used in financing activities totalled ¥41.7 billion. Cash dividend payments
accounted for ¥33.1 billion of that total.
As a result, the balance of cash and cash equivalents stood at ¥355.2 billion at the
end of August 2015.

I would now like to explain our consolidated business estimates for fiscal 2016, or
the 12 months ending August 31, 2016.
Fast Retailing expects fiscal 2016 consolidated revenue will expand 13.0% year on
year to ¥1.9000 trillion, operating profit will increase 21.6% to ¥200.0 billion, and
profit attributable to owners of the parent will expand 4.5% ¥115.0 billion.
In fiscal 2015, the depreciation in the Japanese yen generated a net finance income
of ¥16.2 billion. However, we have not incorporated any similar gains into our fiscal
2016 estimates. For that reason, the expected increase in fiscal 2016 profit
attributable to owners of the parent is much lower than the expected increase for
fiscal 2016 operating profit.

Now, let’s look at fiscal 2016 estimates for individual business segments.
We expect UNIQLO Japan to report rises in both revenue and profit. We forecast sales
revenue will rise on the back of an approximate 4.0% year-on-year increase in samestore sales. We also estimate operating profit will expand, while the operating profit
margin is expected to hold fairly steady.
Moving on to UNIQLO International, we expect large gains in revenue and profit in
fiscal 2016.
We plan to open approximately 175 new stores across UNIQLO International
operations over the business year. This total breaks down into approximately 100 new
stores in Greater China, 20 stores in South Korea, 40 stores in Southeast Asia and
Oceania, 5 stores in the United States and approximately 10 stores in Europe. We
expect UNIQLO International operating profit will expand significantly, and we should
also see a slight rise in the operating profit margin. We plan to restrict new store
openings in the United States and focus instead on expanding E-commerce sales with
the aim of reducing operating losses.
We estimate the Global Brands segment will generate increases in revenue and profit,
fuelled primarily by significant revenue and profit gains at the GU operation. We intend
to open a total of approximately 50 new GU stores, in Japan and abroad. Meanwhile,
we expect performance from the segment’s affordable luxury brands, Theory, Comptoir
des Cotonniers and J Brand, will improve in fiscal 2016.

Finally, I would like to talk about our intended dividend payments.
Fast Retailing intends to pay an annual dividend of ¥350 per share in fiscal 2015,
split equally into interim and year-end dividends of ¥175 per share.
Then, in fiscal 2016, Fast Retailing is scheduling an annual dividend of ¥370 per
share, split equally into interim and year-end dividends of ¥185 yen per share.
That ends this presentation on the Fast Retailing Group’s performance in fiscal
2015, and estimates for the full business year through August 31, 2016.
The remaining three slides are provided for your reference. Thank you.

