
My name is Takeshi Okazaki and I am Group Executive Vice President and 

CFO at Fast Retailing. 

I would like to talk to you today about our consolidated business performance 

for the first quarter of FY2020, or the three months from September through 

November 2019, and to explain our estimates for the full business year 

through August 2020.





In the first quarter of FY2020, Fast Retailing Group revenue declined 3.3% 

year on year to ¥623.4 billion. On the profit side, business profit, which is a 

good indicator of fundamental business profitability, declined 14.0% to ¥88.8 

billion. Operating profit declined 12.4% to ¥91.6 billion, profit before income 

taxes contracted 8.2% to ¥102.0 billion, and profit attributable to owners of the 

parent decreased 3.5% to ¥70.9 billion.

Our decision to adopt IFRS16 from FY2020 boosted business profit by 

¥0.9 billion and operating profit by ¥1.2 billion. 

The first-quarter consolidated results came in significantly lower than the initial 

forecast. This decline was due in part to significantly lower-than-expected 

performances from South Korea and Hong Kong that resulted in a large 

decline in profit for those markets, and to lower-than-expected results from 

UNIQLO Japan and Global Brands due to warmer weather worldwide. 



Looking in more detail at the main factors affecting first-quarter consolidated 

profit: 

Consolidated revenue declined by ¥20.9 billion to ¥623.4 billion in the first 

quarter. While revenue at GU expanded by ¥7.4 billion year on year, revenue at 

UNIQLO Japan decreased by ¥13.1 billion and revenue at UNIQLO 

International decreased by ¥10.6 billion.  

The consolidated gross profit margin fell 0.2 point to 50.2% in the first quarter. 

While the gross profit margin increased by 3.2 points at GU and 2.3 points at 

UNIQLO Japan, the UNIQLO International gross profit margin contracted by 3.0 

points year on year.  

The SG&A to revenue ratio increased 1.5 points to 35.9%. That was largely due 

to higher SG&A ratios at UNIQLO Japan and UNIQLO International. 

Meanwhile, business profit fell 14.0% to ¥88.8 billion. 

The net amount of other income/expenses stood at ¥2.8 billion. That total 

included a foreign-exchange gain of ¥3.3 billion mainly related to temporary 

advances paid for purchases by overseas subsidiaries. 

As a result of the above factors, first-quarter operating profit declined by 12.4% 

to ¥91.6 billion.



Moving on to finance income/costs, we reported a net finance income of 

¥10.3 billion in the first quarter of FY2020, which was generated primarily by a 

¥9.2 billion foreign-exchange gain on the value of our foreign-currency 

denominated assets in yen terms. 

As a result, profit before income taxes decreased by 8.2% to ¥102.0 billion, 

and profit attributable to the owners of the parent declined by 3.5% to 

¥70.9 billion in the first quarter. 



Slide 6 displays the breakdown of performance by Group operation. I will 

explain the factors affecting each individual business segment in more detail in 

the subsequent slides.



Looking first at UNIQLO Japan, that operation reported a fall in revenue but a rise 

in profit in the first quarter, with revenue declining 5.3% year on year to 

¥233.0 billion and operating profit increasing by 1.6% to ¥38.5 billion. 

Revenue declined to a figure that was lower than expected after warm weather 

stifled sales of thermal items. Operating profit rose slightly year on year on the 

back of an improved gross profit margin and a successful reduction in business 

costs compared to the previous year.  However, that slight rise in operating profit 

was below plan. 



UNIQLO Japan same-store sales declined 4.1% year on year in the first 

quarter from September through November 2019.

Several factors were responsible for the fall in same-store sales. Persistently 

warm weather resulted in a delay in the launch of Fall Winter ranges and 

subsequently weakened demand for cold-weather clothing. We offered a 

larger number of product items, but we did not successfully convey the core

appeal of certain products to our customers.

We did enjoy many strong-selling ranges in the first quarter including new 

ranges of curved pants, souffle yarn sweaters, and hybrid down items, as well 

as trendy sweatshirts and leggings. However, sales of Winter-season thermal 

clothing such as Ultra Light Down, HEATTECH, cashmere sweaters, and 

merino sweaters proved sluggish.

Meanwhile, e-commerce sales rose 4.1% year on year to ¥24.7 billion. 

However, that pace of growth was slower than in the past, dampened by the 

same factors that affected sales in our physical stores. 

Same-store sales also declined by 5.3% year on year in December with 

persistent warm weather continuing through that month. 



Let’s look next at the UNIQLO Japan gross profit margin which increased by 2.3 points 

in the first quarter to 50.0%. That result was slightly higher than expected.

The strong increase in the gross profit margin was due primarily to an appreciation in 

yen exchange rates for merchandise purchasing. Discounting rate increased slightly 

year on year due to stronger inventory control and a decisive early sell-off of sluggish 

Fall Winter items. However, the extent of the discounting rate was contained at a level 

that was below what we had initially planned. 

UNIQLO Japan’s first-quarter SG&A ratio rose by 1.0 point year on year to 33.3%. 

However, in monetary terms, business costs declined year on year as planned. 

The adoption of IFRS16 from the start of the business year resulted in a sharp rise in 

depreciation costs and a considerable decline in store rents. If we strip out the IFRS16 

impact, the business cost categories that declined year on year in monetary terms were 

depreciation, personnel, and store rents. 

Depreciation costs also declined as a ratio to net sales as the effect of accelerated 

depreciation for some materials handling for the Ariake Warehouse in FY2019 

disappeared. 

Personnel costs decreased thanks primarily to the use of RFID tags to make store 

operations more efficient.

Distribution costs were steady year on year in monetary terms. While store-related 

distribution costs declined in the first-quarter on lower inventories, the ongoing 

expansion in e-commerce sales pushed distribution costs higher. At the same time, 

greater efficiency achieved by automating the Ariake Warehouse is reducing the 

distribution cost per item sold.



I would now like to move on to talk about UNIQLO International performance in 

the first quarter of FY2020. 

UNIQLO International performance fell short of plan with the segment reporting 

declines in both revenue and profit. Revenue declined 3.6% to ¥280.7 billion  

and operating profit declined 28.0% to ¥37.8 billion.

UNIQLO International first-quarter profit declined on lower-than-expected 

performances from South Korea and Hong Kong, with both those operations 

reporting an operating loss for the quarter. A weakening in local currencies 

against the yen knocked operating profit down by approx. 5%. However, if we 

strip out the negative impact of those performances in South Korea and Hong 

Kong, UNIQLO International revenue and profit increased over the quarter.

Breaking down the UNIQLO International performance into individual regions, 

warm weather worldwide stifled sales in Greater China, North America, and 

Europe, resulting in a lower-than-planned performance.  Meanwhile, UNIQLO 

South, Southeast Asia & Oceania, which includes Southeast Asia, Australia and 

India, expanded favorably as expected to report large increases in revenue and 

profit gains.

UNIQLO International’s gross profit margin declined  3.0 points year on year on 

an early rundown of inventories. The segment’s SG&A ratio increased 1.4 points 

on lower-than-expected sales. However, if those results from South Korea and 

Hong Kong are excluded, the UNIQLO International SG&A ratio improved in the 

first quarter.



Let’s now take a look at business trends for each region within the UNIQLO International segment. 

UNIQLO Greater China (Mainland China, Hong Kong, and Taiwan) reported a rise in revenue but a 

decline in profit. However, if we strip out the currency effect, both revenue and profit increased. 

The decline in Greater China profit was caused by a weakening in the yuan versus the yen that 

exerted an approximate 7% downward pressure on results. The demonstrations in Hong Kong and 

sluggish sales of cold-weather clothing during the unseasonal warm weather also weighed on profit. 

The operating profit result was slightly lower than expected. 

UNIQLO Greater China’s gross profit margin contracted 2.3 points year on year due primarily to a 

decline in the gross profit margin in Hong Kong and an early rundown of excess stock in Mainland 

China and Taiwan. Meanwhile, the region’s SG&A ratio improved by 0.2 point on a better store rents 

ratio and greater store operational efficiency following the introduction of RFID tags across the 

region.

Within the Greater China operation, Mainland China reported a rise in both revenue and profit. Fall 

items such as sweatshirts, fleece, and flannel sold well, resulting in a rise in same-store sales for the 

quarter. E-commerce sales also rose by approximately 30% year on year as UNIQLO maintained its 

strong position and No.1 apparel company ranking in the annual Singles Day sales for the fourth 

consecutive year. However, operating profit came in slightly lower than planned as persistently warm 

weather stifled sales of cold-weather clothing and prompted an early rundown of inventories. 

Hong Kong same-store sales declined as a result of public demonstrations. Consequent stronger 

discounting knocked the gross profit margin lower. Operating profit fell below plan to report a slight 

operating loss.

Taiwan revenue rose but operating profit was flat year on year in the first quarter. Same-store sales 

rose on the back of strong Singles Day and UNIQLO anniversary sales in November. However, 

warm weather in the months of September and October prompted an early rundown of inventories, 

which resulted in a slightly lower operating profit result than initially planned. 



In South Korea, same-store sales dropped sharply on the back of a continued  

local boycott of Japanese products since July 2019. This resulted in an 

operating loss, which was considerably below plan.

UNIQLO South, Southeast Asia & Oceania posted double-digit gains in both 

revenue and profit as planned. 

Indonesia and the Philippines performed especially strongly, reporting double-

digit growth in same-store sales and a sharp rise in operating profit. Sales of UT 

graphic T-shirts, T-shirts, EZY ankle pants, jeans and other Summer items 

proved strong, as well as flannel shirts, HEATTECH and other Fall Winter items. 

The opening of our first store in Vietnam in December in Ho Chi Minh City met 

with an unprecedented response, prompting us to put entry restrictions in place 

for the first three days after opening.

We opened our first store India in New Delhi in October 2019 and a second 

store in a Delhi suburb in November 2019. Both stores are performing strongly. 

Core Winter ranges, such as Ultra Light Down, fleece, HEATTECH, sweatshirts, 

and flannel, earned strong local customer support and attracted higher-than-

expected sales.



Let me move onto North America, which reported higher revenue and profit on 

the back of revenue and profit gains in Canada.

UNIQLO USA performance came in below plan by reporting a slight decline in 

both revenue and profit. The decline in revenue was caused by a slight dip in 

same-store sales caused by warm winter weather and sluggish sales of Winter 

items. In addition, Black Friday fell on November 29 in 2019 compared to  

November 23 in 2018, which meant that a portion of e-commerce sales extended 

into the month of December. On the profit front, the gross profit margin declined 

on stronger discounting, resulting in a slight fall in operating profit.

In Canada, continued strong new store openings helped achieve the large 

revenue, profit gains that we had expected.

UNIQLO Europe reported double-digit growth in revenue, but operating profit fell 

marginally short of plan by reporting a slight decline. However, if we strip out the 

currency impact, UNIQLO Europe performance held steady year on year in the 

first quarter. The region’s same-store sales rose and e-commerce sales also 

continued to exhibit strength by expanding approximately 30% year on year. 

On the profit front, cost of sales rose on the foreign exchange effect resulting in a 

contraction in the gross profit margin and a slight dip in profits. Within Europe, 

our newest markets of Spain, the Netherlands, and Italy all performed strongly. 

Our Italian operation, which was launched in September 2019, generated sales 

that were much higher than initially expected.



Next, let me move onto our GU operation. GU reported significant revenue and 

profit gains in the first quarter, with revenue rising 11.4% year on year to 

¥72.9 billion and operating profit increasing by 44.4% to ¥12.3 billion. 

Despite the persistent warm weather throughout the first quarter, GU same-store 

sales rose on strong sales of lightweight outerwear and strong sales of knitwear 

featured in successful TV advertising campaigns. The GU gross profit margin 

improved by an impressive 3.2 points and the SG&A ratio declined 0.7 point, 

resulting in a considerable expansion in first-quarter operating profit. 



In the first quarter of FY2020, GU’s TV commercials for cardigans and knitwear 

helped generate strong sales of trendy cable-design cardigans, knitted tunics, and 

other design knitwear. 

GU was able to sharply increase sales of these strong-selling products by 

ordering additional production in the middle of the season. 

In addition, strong sales of sweatshirts, oversized shirts, shirt jackets, boa jackets 

and other lightweight outwear also helped fuel GU’s strong first-quarter sales 

performance. 

GU managed to further reduce its cost of sales by  purchasing key raw materials 

in aggregate and submitting orders early. This, along with strong sales and 

consequent reduced discounting generated a significant 3.2 point improvement in 

the GU gross profit margin. 

Finally, the GU SG&A ratio also improved by 0.7 point in the first quarter thanks to 

a lower personnel cost ratio, achieved through more efficient store operations, 

and a lower advertising and promotion expense ratio.



Moving onto our fourth and final business segment, Global Brands reported 

declines in both revenue and profit in the first quarter. Global Brands first-quarter 

revenue decreased 11.4% year on year to ¥36.1 billion and operating profit 

declined 31.5% to ¥1.8 billion. 

Global Brands operating profit came in slightly below plan on the back of lower-

than-expected performances from our Theory and PLST labels.

Theory reported a decline in both revenue and profit in the first quarter. Sales of 

Winter items, such as outerwear and sweaters, struggled in both Japan and the 

United States as mild weather prevailed worldwide. An early rundown of 

sluggish-selling products knocked Theory’s gross profit margin lower but helped 

maintain appropriate inventory levels. Theory also reported a temporary rise in 

Japan-based business costs linked to the relocation of its press room.

Our  PLST brand reported a contraction in both revenue and profit in the first 

quarter. Fall items, such as garments made using our “cut-and-sew” 

manufacturing method, cardigans, shirts, and blouses, all sold well, but sales of 

cold-weather outerwear and bottoms were stifled by the warm weather.

Finally, our Comptoir des Cotonniers operation reported an operating loss of 

similar magnitude to the previous year.



Next, I would like to take you through our balance sheet as it stood at the end 

of November 2019.

Compared to the end of November 2018, total assets increased by 

¥496.5 billion to ¥2.5282 trillion. 

Total liabilities increased by ¥443.5 billion to ¥1.4940 trillion.

Total equity increased by ¥52.9 billion to ¥1.0342 trillion.

The total assets figure at the end of November 2019 included ¥389.8 billion in 

right-of-use assets resulting from the adoption of IFRS16 from FY2020.

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



Let me explain the factors underlying the ¥83.9 billion increase in current assets, 

which constitutes the largest share of total assets.

First, cash and cash equivalents increased by ¥135.9 billion year on year to 

¥1.1150 trillion at the end of November 2019 on the back of higher operating 

cash flow from UNIQLO and other business segments.

Next, total inventory decreased by ¥28.2 billion to ¥424.6 billion. The largest 

portion of this reduction, ¥25.9 billion, was conducted at UNIQLO Japan on the 

back of an early rundown of inventories across the Group and a strengthening in 

order progress management. 

Non-current assets increased by ¥412.5 billion following the recording of 

¥389.8 billion in right-of-use assets in relation to the adoption of IFRS16 from 

FY2020.

Finally, liabilities increased by ¥443.5 billion following the recording of lease 

liabilities also in relation to IFRS16.



Looking next at our cash flow position for the first quarter of FY2020, we reported 

a net cash inflow of ¥97.6 billion from operating activities, while cash used in 

investing activities totalled ¥33.2 billion, and cash used in financing activities 

totalled ¥56.6 billion. As a result, the balance of cash and cash equivalents stood 

at ¥1.1150 trillion at the end of November 2019.

The adoption of IFRS16 increased the cash flow from operating activities by 

approximately ¥30.0 billion and decreased cash used in financing activities by 

approximately ¥30.0 billion. As a result, this change in accounting standards had 

no impact on the final cash flow figure.



Let me now move on to talk about our business estimates for FY2020, or the 

twelve months from September 2019 through to the end of August 2020. 

We have decided to revise down our estimates for FY2020 consolidated 

revenue by ¥60.0 billion compared to our initial forecast to ¥2.3400 trillion, and 

operating profit by ¥30.0 billion to ¥245.0 billion. As a result, profit attributable to 

owners of the parent has been revised down by ¥10.0 billion to ¥165.0 billion. 

These downward revisions reflect the lower-than-expected performance in the 

first quarter and subsequent month of December as well as our decision to 

reduce our initial second-half estimate for UNIQLO International to reflect 

continued uncertain environments in South Korea and Hong Kong. Our second-

half forecasts for UNIQLO Japan, GU, and Global Brands remain unchanged.

Our FY2020 estimate for other income/expenses remains unchanged from our 

initial estimate of minus ¥5.0 billion, but this primarily incorporates predicted 

retirement losses and store-closure losses resulting from the closure of stores at 

UNIQLO International under our scrap-and-build policy of proactively replacing 

smaller or less profitable stores with larger ones. 

While we recorded foreign exchange gains under both other income/expenses 

and finance income/costs in the first quarter, the foreign exchange outlook 

remains unclear, so we have decided to maintain our period-start exchange rate 

assumption of 1USD=106.4JPY, and have not incorporated any foreign 

exchange gain or loss in our full-year business estimates. 



I would now like to break down our FY2020 estimates by business segment. 

Starting with UNIQLO International, given the much lower-than-forecast 

performance in the first quarter, we now expect the segment will report a rise in 

revenue but a sharp fall in profit in the first half through February 2020, and a rise 

in revenue but a fall in profit in the second half through August 2020. As a result, 

we now predict UNIQLO International will generate  higher revenue but lower profit 

for the full business year through the end of August 2020. 

Looking at individual UNIQLO International regions: For Greater China, we 

forecast a slight full-year profit decline on the back of an expected sharp fall in 

profits in Hong Kong and an approximate 8% downward impact on results caused 

by a weakening in the Chinese yuan. However, if we strip out the foreign 

exchange impact, we predict Greater China revenue and profit will both rise in 

FY2020. Within that region, we expect Mainland China and Taiwan will produce 

further favorable performances and report increases in full-year revenue and profit 

figures.

We forecast South, Southeast Asia & Oceania will generate further strong results 

and double-digit growth in second-half and full-year revenue and profit.

We predict South Korea will report sharp contractions in full-year revenue and 

profit, resulting in an operating loss for the year.

We expect Europe will achieve full-year revenue and profit gains, and North 

America will move into the black in FY2020. 



Looking next at UNIQLO Japan, while we expect revenue will decline in the first half of FY2020, 

operating profit is predicted to rise on the back of an improvement in the operation’s gross profit margin. 

In the second half, we expect UNIQLO Japan revenue and profit will increase year on year. We also 

expect a further slight improvement in the second-half gross profit margin thanks to declining cost of 

sales and controlled discounting. We forecast a lower distribution cost ratio on the back of more 

appropriate inventory levels, and a lower personnel ratio thanks to store efficiency gains following the 

introduction of RFID tags and self-checkouts. As a result of the above first-half and second-half 

forecasts, we expect UNIQLO Japan will achieve higher revenue and profit for the full business year.

Moving onto GU, we forecast that operation will generate higher revenue and profit in FY2020. We 

expect GU will report higher revenue and profit in the first half. We expect further strong revenue in the 

second half but only a slight rise in profit when compared to the  previous year’s strong approximate 8 

point improvement in the gross profit margin. As a result, we forecast full-year GU revenue and profit 

will rise. In terms of products, GU is expected to continue to focus on mass-trend fashion. However, we 

will also be working to further strengthen GU’s image as a brand offering fun fashion at amazingly low 

prices by developing lines designed for young consumers from the Spring Summer season, and 

expanding GU’s range of low-priced items with an amazingly low price tag of just 790 yen or 990 yen.

Finally, we expect revenue and profit from our Global Brands segment will rise in FY2020. Following 

the decline in first-quarter profit, we expect Global Brands profit will decline in the first half of the 

business year. However, we expect subsequent revenue and profit gains in the second half will help 

generate higher revenue and profit for the full business year. In terms of individual brands, revenue and 

profit from our Theory and PLST operations are expected to rise, and the loss generated by Comptoir 

des Cotonniers is expected to shrink. 

To make one final comment on our dividend policy, our forecasts for the FY2020 dividend remain 

unchanged and we are still scheduled to pay an annual dividend of ¥500 yen per share, to be split 

evenly between interim and year-end dividends of ¥250 each. 

That completes my presentation on Fast Retailing’s performance for the first quarter of FY2020 and our 

estimates for the full business year through the end of August 2020. Thank you.










