I am Takeshi Okazaki, 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 half of fiscal 2020, or the six months from September 2019
through February 2020, and our estimates for the full business year through
August 2020.

In the first half of FY2020, Fast Retailing Group revenue declined 4.7% year
on year to ¥1.2085 trillion. On the profit side, business profit, which is a good
indicator of fundamental business profitability, declined 20.4% to ¥137.9
billion. Operating profit declined 20.9% to ¥136.7 billion, profit before income
taxes contracted 13.4% to ¥150.8 billion, and profit attributable to owners of
the parent decreased 11.9% to ¥100.4 billion.
With the exception of GU, all business segments generated much lowerthan-expected first-half results. The large decline in consolidated profit was
due primarily to significant revenue and profit declines in South Korea and
Greater China (Mainland China, Hong Kong and Taiwan), which were both
adversely impacted by the new coronavirus (COVID-19) and other factors.

Let me start by explaining the key points on our consolidated balance sheet.

Consolidated revenue declined by ¥59.1 billion to ¥1.2085 trillion in the first
half of FY2020. While revenue at GU expanded by ¥15.0 billion year on
year, revenue at UNIQLO International decreased by ¥38.7 billion and
revenue at UNIQLO Japan decreased by ¥27.7 billion.
The consolidated gross profit margin fell 0.2 point to 47.7% in the first half.
While the gross profit margin increased at UNIQLO Japan and GU, the
UNIQLO International gross profit margin contracted by 2.3 points year on
year.
The SG&A to revenue ratio increased 2.1 points to 36.3%. That was largely
due to higher SG&A ratios at UNIQLO International and UNIQLO Japan.

Meanwhile, business profit fell 20.4% to ¥137.9 billion.
The net amount of other income/expenses stood at minus ¥1.2 billion. While
that total included a foreign-exchange gain of ¥3.5 billion mainly related to
temporary advances paid for purchases by overseas subsidiaries, it also
included an impairment loss of ¥5.4 billion primarily related to right-of-use
assets at UNIQLO International stores.
As a result of the above factors, first-half operating profit declined by 20.9%
to ¥136.7 billion.

Moving on to finance income/costs, we reported a net finance income of
¥14.1 billion in the first half of FY2020. This consisted primarily of a ¥12.1
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 13.4% to ¥150.8 billion,
and profit attributable to the owners of the parent declined by 11.9% to
¥100.4 billion in the first half.

Slide 6 displays the breakdown of first-half performance by Group operation.
Profit levels improved at UNIQLO Japan and GU with UNIQLO Japan
reporting a fall income but a rise in profit and GU reporting rises in both
revenue and profit. However, UNIQLO international reported significant
declines in revenue and profit caused by ongoing Japan-Korea tensions and
COVID-19.
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 half, with revenue declining 5.7% year on year to
¥463.5 billion and operating profit increasing by 5.7% to ¥71.6 billion.
First-half revenue declined year on year and also came in below plan as
sales after warm winter weather stifled sales of cold-weather clothing.
Meanwhile, first-half 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 rise in operating profit was
slightly lower than expected.

UNIQLO Japan same-store sales declined 4.6% year on year in the first half
from September 2019 to end February 2020.
First-half same-store sales declined as persistently warm winter weather
weakened demand for cold-weather clothing and stifled sales of core Winter
ranges.
Meanwhile, e-commerce sales in the first half of FY2020 totaled ¥52.5bln
(+8.3%), showing a more subdued upward trend on the back of the same
warm winter factor.
Subsequent March same-store sales declined 27.8% as COVID-19 impacted
operations.

Let’s look next at the UNIQLO Japan gross profit margin which increased by
2.2 points year on year to 47.8% in the first half. That result was in line with
our expectations.
A continued appreciation in yen exchange rates for merchandise purchasing
resulted in a significant improvement in cost of sales. However, the
discounting rate increased slightly year on year due to a decisive early selloff of sluggish-selling Fall Winter items. In terms of inventories, firmer
management of order processing enabled us to reduce inventory by ¥25.8bln
at the end of February 2020.
UNIQLO Japan’s first-half SG&A ratio rose by 0.5 point year on year to
32.4%. However, in monetary terms, business costs declined year on year
and came in lower than expected.

I would now like to move on to talk about UNIQLO International performance
in the first half of FY2020.
UNIQLO International performance fell far short of plan with the segment
reporting considerable declines in first-half revenue and profit. Revenue
declined 6.7% to ¥541.2 billion and operating profit declined 39.8% to ¥53.2
billion. This was due to large revenue and profit declines in South Korea and
Greater China caused by the COVID-19 impact and other factors.
Meanwhile, UNIQLO South, Southeast Asia & Oceania, which spans
Southeast Asia, Australia, and India, continued to expand favorably,
reporting double-digit growth in both revenue and profit in the first half.
UNIQLO Europe also generated double-digit growth in revenue and profit
thanks to some strong performances from newly opened stores.

I would like to take a moment to look at business trends for each region
within the UNIQLO International segment.
UNIQLO Greater China (Mainland China, Hong Kong, and Taiwan) reported
a fall in revenue coupled with a significant decline in operating profit. The
Greater China revenue result came in markedly below plan following the
temporary closure of some stores in Mainland China from the end of January
in relation to COVID-19. As a result, Greater China’s gross profit margin
declined 2.0 points and the SG&A ratio increased 1.5 points year on year.
Let me now break down the Greater China operation even further to look
specifically at business performance in Mainland China, which reported a
slight decline in revenue and a marked decline in operating profit.
Performance continued strong and same-store sales kept rising through the
latter part of January, but sales then started to declined rapidly at the end of
January following the spread of COVID-19. We temporarily closed some
stores mainly in the city of Wuhan from January 23 onwards. In February,
with a maximum of 395 stores temporarily out of action, same-store sales
declined by approximately 80% year on year. As a result, first-half samestore sales came in slightly lower compared to the previous year.
Meanwhile, e-commerce sales declined approximately 20% year on year in
February but rose approximately 20% year on year for the first half as a
whole.
Subsequently, same-store sales and e-commerce sales started to show
signs of a recovery in Mainland China from March onwards.

At UNIQLO South Korea, revenue declined sharply and operating profit fell
further than expected to report an operating loss. This result was caused by
a larger-than-expected sharp decline in first-half same-store sales on the
back of ongoing Japan-Korea tensions since July 2019 and the COVID-19
impact from February 2020.
UNQILO South, Southeast Asia & Oceania reported double-digit growth in
revenue and operating profit as expected in the first half despite the impact of
COVID-19 starting to affect Singapore, Malaysia, and Thailand from
February onwards.
First-half performances from Indonesia, the Philippines, and Thailand were
particularly strong, with those markets reporting double-digit growth in
revenue and profit.
Performance from Vietnam following the opening of our first store there in
December 2019 was stronger than expected. India also reported strong
results following the opening of our first stores there in October 2019.

Moving on now to North America, which fell short of plan, reporting a rise in
revenue but a fall in profit in the first half.

Performance in the United States fell short of plan, resulting in a first-half
operating loss. This was due primarily to a fall in the gross profit margin as
sluggish sales of Winter ranges during the warm winter weather prompted
stronger discounting.
In Canada, revenue and profit increased year on year thanks to strong ecommerce sales and the addition of three new stores to our network there.
UNIQLO Europe reported double-digit growth in revenue and profit in the first
half of FY2020. The region’s strong sales trend continued with same-store
sales increasing and e-commerce sales expanding by approximately 30%
year on year. Operating profit also increased significantly as our determined
cost-control drive helped reduce the SG&A ratio.
Within Europe, we witnessed strong sales in Italy, a market we first entered
in September 2019, and in Spain following the addition of two new stores
during the first-half period.

Let me now turn to our next key business segment, our fun, low-priced GU
fashion brand. In the first half, GU reported large rises in both revenue and
profit as expected, with revenue rising 12.9% to ¥132.2 billion and operating
profit expanding 12.0% to ¥15.8 billion.
GU same-store sales rose 3.8% year on year thanks to the emergence of hit
products, including mass-trend knitwear that really hit the mark, and
lightweight outerwear that was perfect for the warm winter weather.

On the profit front, the gross profit margin increased 0.4 point as concentrated
purchasing of materials and early submission of orders helped reduce the
cost of sales. At the same time, the GU SG&A ratio did increase 0.5 point
year on year, but this result was within expectations.

Several factors underpinned the strong rise in GU sales in the first half of
FY2020. In the women’s fashion department, advertising campaigns for GU’s
knitwear cardigans and GU’s matching knitted top and bottom sets were very
successful because the ranges perfectly gauged current knitwear and woven
haori jacket trends. Our decision to expand our range of lightweight outerwear
suitable for warm winter weather also contributed to the increase in first-half
sales.
From FY2020, GU’s new planning development team analyzed trends and
provided firm direction to ensure the successful develop of good mid-season
product planning. We also set up systems to help pinpoint on-trend materials,
procure the targeted materials early and make products to a shorter lead time.
GU also managed to create new big hit products with sales in excess of one
million units by incorporating user reviews and opinions from staff working in
our stores to improve clothing items.

Finally, let me talk about our Global Brands segment which fell below plan by
reporting a large decline in first-half profit. Global Brands revenue declined
9.8% in the first half to ¥70.1 billion and operating profit declined 76.3% to
¥0.7 billion.
This sharp drop in performance was due primarily to a larger-than-expected
fall in profits at our Theory and PLST brands.
Looking at individual labels within the Global Brands segment in more depth,
our Theory fashion brand reported declines in both revenue and profit for the
six-month period. Sales of Winter items such as outerwear and sweaters
struggled during the warm winter weather in both Japan and the United
States, and customer numbers declined in Japan in February following the
spread of COVID-19. Theory’s gross profit margin declined on stronger
discounting of sluggish stock.
Our Japan-based PLST brand reported flat revenue year on year after the
warm winter weather stifled sales of cold-weather items. PLST operating
profit declined and the gross profit margin fell following a determined
rundown of inventory.
Our France-based Comptoir des Cotonniers fashion brand reported an
operating loss that was roughly in line with the previous year’s level.

Next, I would like to take you through our balance sheet as it stood at the end
of February 2020.
Compared to the end of February 2019, total assets increased by
¥439.0 billion to ¥2.4542 trillion.
Total liabilities increased by ¥383.7 billion to ¥1.3895 trillion.
Total equity increased by ¥55.3 billion to ¥1.0647 trillion.
I will discuss the main components of the balance sheet in the next slide.

I would like now to explain the main factors underlying the ¥36.0 billion
increase in current assets, which constitutes the largest share of total assets.
First, cash and cash equivalents increased by ¥73.2 billion year on year to
¥1.7023 trillion at the end of February 2020 on the back of higher operating
cash flow from UNIQLO and other business segments.
Next, total inventory decreased by ¥25.1 billion to ¥353.9 billion. This was
due primarily to stronger control of order processing at UNIQLO Japan,
which resulted in a decrease in inventory of Spring Summer ranges and
other items. The warm winter weather has resulted in slightly bloated levels
of Winter inventory, but this stock comprises mainly core items sold all year
round, so we do not consider this to be a significant issue.
Inventory at UNIQLO International increased by ¥7.4 billion at the end of
February 2020 as the impact of COVID-19 resulted in a rise in inventory
levels at UNIQLO’s operation in Mainland China.

Looking next at our cash flow position for the first half of FY2020, we
reported a net cash inflow of ¥236.6 billion from operating activities, while
cash used in investing activities totalled ¥58.8 billion, and cash used in
financing activities totalled ¥99.1 billion. As a result, the balance of cash and
cash equivalents stood at ¥1.1843 trillion at the end of February 2020.

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.

It is difficult to calculate accurate full-year business estimates at this current
point in time because we cannot rationally predict when COVID-19 is likely to
run its course in individual markets.
Against that background, based on actual performance results for the month
of March and assuming COVID-19 will be brought under control towards the
end of the second half of FY2020 (March to August 2020), we are now
predicting full-year revenue will total ¥2.0900 trillion, operating profit will total
¥145.0 billion, and profit attributable to owners of the parent will total ¥100.0
billion.
Please note that we might have to revise these business estimates again
depending on how long it takes to resolve COVID-19 worldwide.

Slide 21 shows a table of year-on-year revenue changes for the second half
of FY2020 from March to August 2020 based on the latest circumstances
available.
The estimates are calculated on the current assumption that revenue will
continue to fall sharply in April and May and then business will gradually
return to normal from June.

Slide 22 discusses more detailed estimates for FY2020 broken down into individual Group
operations.

Taking UNIQLO International first, we expect that operation will report significant falls in
revenue and profit for both the second half of FY2020 and the full business year.
Within the segment, UNIQLO Greater China is expected to report a large fall in revenue and
profit in the second half despite signs that COVID-19 is being brought under control in
Mainland China.
In Mainland China, roughly half our stores were temporarily closed in February, resulting in an
80% decline in sales and causing the operation to post a large loss in February. Sales started
recovering on a weekly basis in March after the government announced COVID-19 had been
brought under control. From March 22 to the end of the month, same-store sales had
recovered to 30% below the previous year’s levels with Spring ranges selling especially well.
Thanks to our success efforts to convey product information on social media, expand delivery
of online purchases directly from physical stores, and further meld our e-commerce and
physical store operations, e-commerce sales, including online-to-offline (O2O) sales, held
steady year on year in March. Only five stores remain temporarily closed in Mainland China at
this point in time.
No stores were temporarily closed in Hong Kong or Taiwan, but some stores are operating
shorter opening hours, and March sales fell sharply on reduced consumer confidence.
In South Korea, we expect large falls in revenue and profit in both the second half and full
FY2020 business year. While no stores have been temporary closed, we expect UNIQLO
South Korea’s full-year operating loss will expand beyond recent estimates as ongoing JapanKorea tensions and the spread of COVID-19 dampen consumer sentiment.

Moving on next to South, Southeast Asia and Oceania, we expect secondhalf revenue and profit from that region to decline. While sales trends in
Southeast Asia remained strong through early March, especially in Indonesia
and the Philippines, the situation began changing rapidly from mid-March due
to restrictions on outdoor activities and actions, and more widespread
voluntary social distancing.
Currently 244 stores across South, Southeast Asia and Oceania have been
temporarily closed.
In North America, we expect operating losses will expand considerably in the
second half of FY2020 and the full business year on the back of COVID-19.
March sales dropped sharply as all 62 stores in USA and Canada were
temporarily closed on March 17. All stores remain closed at this point in time.
We expect UNIQLO Europe will post an operating loss in the second half of
FY2020 and full business year. With the exception of Sweden, we decided to
temporarily close UNIQLO stores in all European countries from mid-March
at the request of local governments. With 97 out of 98 stores temporarily
closed, we experienced a sharp fall in revenue in March. The same number
of stores remain closed at this point in time.
Please note, our e-commerce operations continue to operate as normal,
except in Malaysia.

Let me now turn to our UNIQLO Japan segment which is expected to report
declines in revenue and profit in the second half of FY2020 and FY2020 as a
whole.
March customer visits fell sharply and same-store sales declined 27.8% after
approximately 260 stores began operating shorter opening hours in March
and 63 stores (mainly in the Tokyo area) closed temporarily over the March
28/29 weekend due to the threat from COVID-19.
Moving on to our estimates for the GU segment. GU is expected to report a
slight decline in sales and a fall in operating profit in the second half of
FY2020. As a result, we expect GU revenue will rise and profit will fall in
FY2020.
In March, GU Japan same-store sales fell approximately 9% year on year.
While sales continued strong through the third week of March, customer
visits fell sharply in the final week as the COVID-19 threat took hold.
Following the declaration of a state of emergency in Japan, we decided to
temporarily close UNIQLO Japan and GU Japan stores in bustling shopping
areas such as Ginza, Shibuya, Ikebukuro, Umeda, Shinsaibashi along with
stores in large commercial complexes. All other stores will operate shorter
hours.
GU International (Mainland China, Hong Kong, Taiwan, South Korea) sales
dropped sharply in March, mainly in Mainland China and South Korea,
following the imposition of restrictions on outdoor activities and other actions
due to COVID-19.

We expect the Global Brands segment will witness a decline in profit and
report an operating loss in both the second half of FY2020 and the full
business year.
Within Global Brands, all Theory stores in the United States have been
temporarily closed since March 17, 2020. All Comptoir des Cotonniers stores
also remain temporarily closed across Europe.

As I have already explained, we predict a tough business outlook for the full
business year with revenue and profit declining across all four business
segments in FY2020. We are experiencing a global crisis, but we believe we
can definitely get through this crisis by pooling the strength of our employees
and business partners.
I would like to explain a few of the initiatives that we are planning for Fast
Retailing’s pillar UNIQLO operation.
First, we intend to strengthen our ultimate LifeWear everyday clothing. In
Spring Summer 2020, we are expanding our range of sport utility wear and
AIRism products. Sport utility wear can be worn for doing exercise and also
as stylish everyday wear.
We have not only expanded our AIRism innerwear products, but also
extended the lineup of AIRism clothing items that can be worn as outerwear
as well. One of those items, our AIRism cotton T-shirts, are selling extremely
well.
We are also strengthening our environment-conscious products. Launched
this spring, our DRY-EX polo shirts are an environmentally friendly product
made partly from polyester fiber recycled from plastic bottles.

We are also accelerating opportunities for customers to experience LifeWear
clothing.
In the second half of FY2020, we are scheduled to open large-format stores
in Yokohama, Harajuku and Ginza.
In Yokohama, we plan to open a joint UNIQLO and GU store where families
can enjoy shopping together.
The new Harajuku store will boast Japan’s largest UT graphic T-shirt display
and enable customers to enjoy a combined e-commerce and instore
shopping experience. This will be centered on a new store display dedicated
exclusively to the StyleHint app developed by UNIQLO and GU to help
customers discover their most-desired styles and outfits.
We also plan to open a global flagship store in Marronnier Gate Ginza.

Next, I would like to look in more depth at our inventory measures.
We expect to experience bloated levels of Spring Summer inventory due to a
rapid fall in sales from February onwards. At the same time, we are working
closely with partner factories to control the manufacture of Fall Winter
ranges. Any excess inventory will be gradually normalized over the
remainder of FY2020 and during FY2021.
In terms of our new store opening policy for FY2020, owing to delays in
shopping mall development following the outbreak of COVID-19, we are now
scheduled to open only approx. 78 stores in Greater China in FY2020.
We are currently scheduled to open 40 new stores in South, Southeast Asia
& Oceania in FY2020 but some store openings may be delayed depending
on when the COVID-19 threat can be resolved.
However, we recognize the Greater China region and the South, Southeast
Asia & Oceania region as the two key pillars of future growth, so we have
made no changes to our medium- to long-term strategy for new store
openings. Indeed, we are determined to transform our stores into a network
of prime-located, profitable stores by pursuing our scrap and build policy of
replacing smaller, less profitable stores, with larger, better located ones
across all our global markets.

Finally, I would like to explain our dividend policy for FY2020.
At our meeting today, the directors of the board confirmed a scheduled
interim dividend of ¥240 per share. Owing to the large decline in profit
experienced in the first half of FY2020, we have revised that interim dividend
down to the same level as the previous year.
In addition, we are also expecting to pay a year-end dividend of ¥240 per
share. That would bring the expected annual dividend for FY2020 to ¥480,
the same level as for FY2019.
That completes my presentation on Fast Retailing’s first-half performance
and outlook for the coming business year through August 2020. The
remaining slides are provided for your reference.
Thank you.

