My name is Takeshi Okazaki and I am Group Senior Executive Officer CFO
at Fast Retailing.
I would like to talk to you today about our consolidated business performance
for FY2020, or the 12 months from September 2019 through August 2020,
and to explain our estimates for the full business year through August 2021.

Fast Retailing reported declines in both revenue and profit in FY2020.
Consolidated revenue declined to ¥2.0088 trillion (down 12.3% year on year),
business profit, which indicates fundamental business profitability, declined to
¥170.0 billion (down 35.9%), operating profit contracted to ¥149.3 billion
(down 42.0%), and profit attributable to owners of the parent decreased to
¥90.3 billion (down 44.4%).
This weak performance was due primarily to the fact that many stores in every
market had to be temporarily closed and people were encouraged to stay at
home in the wake of COVID-19, which resulted in a large decline in both
revenue and profit for the year. We also reported a ¥23.0 billion impairment
loss, which resulted in a large decline in profit.
Having said that, consolidated sales and operating profit both far exceeded
our latest estimates issued in July after our large-scale markets of Japan and
Greater China (Mainland China, Hong Kong, and Taiwan) recovered at a
faster pace than we had originally expected.

Looking first at the data on the Fast Retailing Group’s income statement,
consolidated revenue declined by ¥281.7 billion year on year to ¥2.0088 trillion in
FY2020 due to a large fall in revenue of ¥182.0 billion at UNIQLO International,
¥66.0 billion at UNIQLO Japan, and ¥40.3 billion at Global Brands in the wake of
COVID-19, and other factors.
The consolidated gross profit margin contracted 0.3 point to 48.6%. While the
gross profit margin at UNIQLO Japan improved by a considerable 2.4 points year
on year, the margin declined by 2.2 points at UNIQLO International and 0.7 point
at GU.
The SG&A-to-revenue ratio rose by 2.8 points to 40.1% on the back of a large
decline in sales in the second half of the business year from March through
August 2020. However, SG&A expenses declined considerably year on year in
monetary terms.
The net amount of other income/expenses stood at minus ¥20.6 billion, due
mainly to the recording of ¥23.0 billion in impairment losses on plant, property
and equipment at loss-making stores and right-of-use assets following the poor
performance in the second half.
As a result of the above factors, operating profit decreased by 42.0% year on
year to ¥149.3 billion in FY2020.

The net amount of finance income/costs stood at plus ¥3.5 billion in FY2020 on
the back of a foreign exchange gain of ¥1.5 billion on our foreign-currency
denominated assets and a net ¥1.9 billion in interest income and expenses.
As a result, profit before income taxes decreased by 39.4% to ¥152.8 billion, and
profit attributable to the owners of the parent decreased by 44.4% to ¥90.3 billion.

Next, in slide 6, I would like to give you some supplemental details on the
impairment losses we recorded for the business year and why.
In FY2020, we recorded a ¥23.0 billion impairment loss. While this was sharply
higher than the ¥3.4bln impairment loss recorded in FY2019, it was due
primarily to the fact that we started to record right-of-use assets on our balance
sheet in line with the introduction of IFRS 16 from FY2020, which generated
impairment losses. Right-of-use assets is a new category created by the
introduction of IFRS 16 accounting standards, which involves recording future
rent for lease contracts on stores, warehouses, offices, and other buildings as
assets. In fact, ¥17.0 billion of the total ¥23.0 billion impairment loss was
recorded against right-of-use assets.
Applying IFRS 16 adds right-of-use assets to the current categories that are
subject to impairment recording, namely property, plant and equipment and
intangible assets. This brought the total amount of assets subject to impairment
to approximately ¥610.0 billion at the end of August 2020. We estimate that
total is approximately 2.5 times the total that would have been recorded if IFRS
16 had not been applied. For this reason, if impairment losses are recognized
in future, the total impairment loss recorded is most likely to be higher than preIFRS 16 levels.

Slide 7 displays the breakdown of performance by Group operation.

Looking first at UNIQLO Japan. While that operation reported a fall in revenue of
7.6% year on year to ¥806.8 billion in FY2020, operating profit expanded by 2.2%
to ¥104.6 billion in the same period. Having predicted a full-year profit decline
when we announced our most recent business estimates in July, revenue and
profit rose considerably on a much higher-than-expected recovery in the fourth
quarter from June to August, which consequently resulted in a full-year profit gain.
Full-year same-store sales fell 6.8% year on year on the back of the warm winter
weather and COVID-19, but fourth-quarter same-store sales rose 20.2% year on
year thanks to a significant recovery in fourth-quarter sales.
E-commerce recorded a firm 29.3% year-on-year gain in FY2020 thanks to a
large rise in revenue in the second half from March to August fueled by stronger
digital advertising and aggressive conveying of pertinent information.
UNIQLO Japan’s full-year operating profit increased on the back of an improved
gross profit margin and lower SG&A expenses in monetary terms.

UNIQLO Japan same-store sales declined 6.8% year on year in FY2020. In the
first-half, same-store sales declined 4.6% after the warm winter weather stifled
sales of warm clothing ranges. Then in the second half, same-store sales
declined by 9.6% after stores were forced to close their doors temporarily or to
operate shorter opening hours and people were encouraged to stay at home,
resulting in a decline in customer visits in the third quarter from March to May.
However, once stores reopened for business, same-store sales rebounded
sharply in the fourth quarter to rise 20.2% year on year.
FY2020 e-commerce sales at UNIQLO Japan rose 29.3% to ¥107.6 billion, with
the operation reporting an especially strong year-on-year rise of 54.7% in the
second half. We were able to strengthen the way we conveyed product
information using new improved platforms, digital advertising, and TV ads. The
number of new customers also increased significantly after we started offering
new limited-period prices for our registered app users. All these factors helped
FY2020 e-commerce sales rise as proportion of total sales rose from 9.5% to
13.3% in FY2020.

Let’s look next at the UNIQLO Japan gross profit margin which rose 2.4 points
year on year to 49.1% in FY2020. That result was higher than we had recently
predicted in July.
In the first half of FY2020, the gross profit margin rose 2.2 points thanks to an
improvement in our cost of sales on the back of a continued appreciation of yen
exchange rates for merchandise purchasing.
In the second half, the gross profit margin improved by 2.9 points on the back of
greatly improved discounting rates. While we readily discounted items that
needed to be sold, we resisted the temptation to offer excessive discounts to
draw in customers.
At the end of August 2020, inventories had risen by ¥2.3 billion year on year.
While Spring Summer inventory did increase, the rise in overall inventory was
tempered by stronger management of order processing for Fall Winter items. At
this point in time, Spring inventory is sitting at slightly excessive levels, but that
inventory consists primarily of core items, so we expect to be able to bring it back
down to normal levels over the current Fall Winter season. Meanwhile, Summer
inventory is tracking at acceptable levels thanks to the strong sales performance
in the fourth quarter.

The full-year UNIQLO Japan SG&A ratio declined by 1.0 point year on year to
35.9% in FY2020.
Breaking that figure down, the SG&A ratio rose by 0.5 point in the first half and 1.8
points in the second half. However, SG&A expenses declined year on year in
monetary terms. We were also able to reduce SG&A further than we had most
recently forecast in July both in ratio and monetary terms.
The application of IFRS 16 accounting sharply increased depreciation costs and
reduced store rents. If we strip out the IFRS 16 effect, advertising, store rents,
store distribution, depreciation, and personnel expenses declined year on year in
monetary terms.

I would now like to move on to our UNIQLO International operation.
That operation reported large declines in both revenue and profit in FY2020, with
revenue declining 17.7% year on year to ¥843.9 billion and profit contracting
63.8% to ¥50.2 billion. This was due primarily to a significant decline in revenue
and profit in the second half of the business year in the wake of COVID-19.
However, thanks to a faster-than-expected recovery in Greater China, the overall
result was better than we had expected when we announced our most recent
forecasts back in July.
In Greater China, fourth-quarter revenue recovered favorably mainly in Mainland
China and Taiwan after the coronavirus outbreak was brought under control
relatively swiftly. In South, Southeast Asia & Oceania, the Philippines, Indonesia,
and India were hit hard by COVID-19, but sales started to show signs of a
recovery in Singapore, Malaysia, and Thailand in the fourth quarter. Meanwhile,
North America and Europe were hit hard by COVID-19 and fourth-quarter sales
continued to prove sluggish with those regions taking more time to recover.
However, e-commerce sales were strong in all markets, rising by approximately
20% year on year on the back of a stronger conveying of relevant information
about stay-at-home products, and the fact that we were able to expand the
number of operations offering e-commerce services.
We recorded a ¥15.8 billion impairment loss on stores mainly in the USA and
South Korea in FY2020.
I will give you a regional breakdown of UNIQLO International performance in the
next few slides.

In Greater China, revenue declined and profit plummeted in FY2020, with revenue
falling 9.3% year on year to ¥455.9 billion and operating profit contracting by
26.3% to ¥65.6 billion.
The operation’s gross profit margin improved 2.0 points following stronger
discounting of items that needed to be sold off promptly and a decline in the cost
of sales resulting from an appreciation in Chinese yuan exchange rates. The
SG&A ratio also increased by 1.3 points year on year but declined in monetary
terms. The full-year results for Greater China revenue and profit were better than
we had expected back in July after Mainland China and Taiwan performance
improved at a faster pace than we had initially predicted.

Within the Greater China region, Mainland China reported a decline in revenue
and a large dip in profits in FY2020. However, the market recovered faster than
we had expected from March onwards once COVID-19 had been brought under
control thanks to a growing empathy for our LifeWear concept and solid support
for UNIQLO as an essential everyday brand.
In the fourth quarter, Mainland China same-store sales declined sharply in June
on the back of torrential rains and a resurgence in COVID-19 infections. However,
same-store sales then began rising year on year mid-July on the back of warmer
weather and strong sales of Summer ranges and products designed to satisfy
stay-at-home demand. That recovery is continuing favorably with the 19 new
stores opened in August all displaying stronger-than-expected performances.
Mainland China e-commerce sales rose by approximately 20% year on year in
FY2020 to constitute roughly 25% of total sales thanks to strong online-to-offline
(O2O) benefits such as the dispatching of goods purchased online from nearby
physical stores.

Moving onto South Korea. That market suffered a large decline in revenue and recorded an
operating loss in FY2020. Same-store sales fell sharply on the back of continued tensions
between Japan and South Korea and the impact of COVID-19. The operating loss was due to the
recording of impairment losses on stores on back of the operation’s overall poor performance.
Meanwhile, South, Southeast Asia & Oceania was hit hard by the COVID-19 virus, with revenue
declining by approximately ¥150.0 billion, or roughly 13%, and operating profit declining by a
considerable 40% year on year.
While the operation was able to achieve strong double-digit growth in revenue and profit in the first
half, temporary store closures, stay-at-home practices, and stagnant travel demand in the second
half resulted in a sharp full-year decline in revenue and a slight full-year operating loss. Having
said that, e-commerce sales in the region proved strong. The markets that offer e-commerce
operations (Singapore, Malaysia, Thailand, and Australia) saw e-commerce sales rise by
approximately 70% year on year and the share of e-commerce sales rise to roughly 10% of total
sales. The Philippines, which just launched its e-commerce operation in June, is also generating
higher-than-expected online sales.
Within the region, stores gradually reopened in the Philippines and Indonesia from June, but the
continued heavy impact of COVID-19 resulted in a large decline in revenue and an operating loss
in second half. India, which opened its first stores in October 2019, also reported a slight full-year
operating loss on the back of COVID-19.
By contrast, while Singapore and Malaysia both saw profits decline considerably over the full
business year on the back of a sharp profit dip in the third quarter, revenue has been recovering
gradually in those markets since June. Having brought COVID-19 under control comparatively
quickly, Thailand and Vietnam have also been generating stronger-than-expected performances.
Despite reporting falling full-year revenue and profit, fourth-quarter same-store sales in Thailand
subsequently recovered to close to the previous year’s level. Vietnam, which opened its first stores
in December 2019, posted a profit in the second half thanks to strong sales of Summer ranges.

Looking next at performance in North America, that operation reported a large decline in full-year revenue
and a much wider operating loss in FY2020 primarily on a considerable worsening in performance due to
COVID-19.
In the first half, sales of Winter ranges in the United States struggled during the warm winter weather and
subsequent expansive discounting resulted in the recording of an operating loss for the six-month period.
In the second-half, same-store sales fell sharply after nearly all stores were forced to temporarily closed
their doors from March to June. Customer numbers and same-store sales then continued to decline from
June onwards amid changes in the social climate and a resurgence in COVID-19 infections.
On the profit front, the operating loss widened significantly year on year following a worsening in the gross
profit margin and the SG&A ratio and the recording of an impairment loss on stores.
Meanwhile, the region’s e-commerce operation is on a recovery track, with fourth-quarter online sales
rising approximately 70% year on year on the back of stronger digital marketing and stronger stay-athome demand for loungewear, sweat wear, T-shirts and other garments. For the year as a whole, ecommerce sales rose approximately 20% year on year to constitute roughly 40% of total sales.
In Europe, revenue declined, and the region generated a slight operating loss in FY2020.
UNIQLO Europe achieved strong double-digit growth in first-half revenue and profit, but revenue and profit
then slumped in the second half of the business year due to the heavy impact of COVID-19, with stores
being temporarily closed in all markets except Sweden, and tourist numbers declining. However, within
the region, Russia did achieve a standout performance, with fourth-quarter same-stores sales rising and
online sales increasing sharply on the back of strong styling and firm conveying of LifeWear-related
information. E-commerce sales also rose strongly over the full business year. Having just opened its first
store only in September 2019, UNIQLO Italy was hit hard by COVID-19 in the second half, but still
managed to report a profit in its very first year of operation on the back of strong first-half sales.
Finally, FY2020 e-commerce sales for UNIQLO Europe as a whole rose approx. 50% to constitute 20% of
total sales.

Let me now move on to our GU business segment which achieved a rise in
revenue but a decline in profit in FY2020, with revenue rising 3.1% year on year
to ¥246.0 billion and operating profit declining by 22.5% to ¥21.8 billion. This
result was in line with our most recent estimates announced in July.
At GU Japan, while same-store sales rose in the first half on the back of strong
sales of knitwear that was able to successfully capture the latest mass fashion
trend and strong sales of lightweight outerwear, full-year revenue fell 5.2% due to
the heavy impact of COVID-19 in the second half of the business year. Having
said that, same-store sales did manage to increase by 2.2% in the fourth quarter
thanks to a favorable recovery in sales and especially strong sales of on-trend
items and ranges designed to satisfy stay-at-home demand.
On the profit front, the GU gross profit margin declined by 0.7 point in FY2020
compared to the particularly strong improvement in the margin in the previous
year, and due to heavier discounting of Spring Summer ranges designed to
aggressively rundown inventory.
The GU SG&A ratio increased 1.8 points year on year due to a sharp rise in the
second-half ratio in the wake of COVID-19.

The GU sales recovery was fueled by the launch of successful on-trend mass
fashion items and products designed to satisfy stay-at-home demand, along with
much stronger conveying of information on trendy ranges and new products.
In summer 2020, the trend was for comfortable clothing that gave a crisp
impression, and our sheer-material shirts, elasticated waist colored slacks, and
chef’s pants for men all sold well as a result.
Pajamas and loungewear designed to satisfy stay-at-home demand also sold
well.
GU e-commerce sales expanded roughly 60% year on year in FY2020 to
constitute approximately 9% of total sales as we successfully reduced online
shortages of popular items in the second half, effectively boosted purchases of
various products by posting pictures of staff modeling their own different looks on
our StyleHint app for customers to view, and strengthened our ability to convey
product-related information to customers.

Finally, let me talk briefly about our Global Brands business segment, which
reported a decrease in revenue of 26.9% year on year to ¥109.6 billion, and a
wider-than-planned operating loss of ¥12.7 billion.
This poor performance was caused primarily by the heavy impact of COVID-19 in
the United States and Europe, which resulted in our France-based Comptoir des
Cotonniers and Princesse tam.tam labels and US-based J Brand all reporting
continued losses, and our Theory operation moving into the red.
The Theory operation came in below plan when it reported an operating loss for
the full business year. Theory sales declined sharply following the temporary
closure of stores and encouragement of stay-at-home practices for approximately
three and a half months in the United States, approximately one month in Japan,
and roughly two months in Europe. As a result, Theory had to conduct stronger
discounting to address the excessive levels of Spring Summer inventories. By
contrast, sales in Asia rose and operating profit came in flat year on year thanks
to the early sales recovery in Mainland China.

Next, I would like to explain the state of our balance sheet at the end of August
2020.
Compared to the end of August 2019, total assets increased by ¥401.4 billion to
¥2.4119 trillion. Total liabilities increased by ¥388.8 billion to ¥1.4159 trillion, and
total equity increased by ¥12.5 billion to ¥996.0 billion.
I will go through a detailed rundown of that content in the next slide.

Now, let me explain the main factors underlying the ¥17.0 billion increase in
current assets.
First, cash and cash equivalents increased by ¥7.0 billion year on year to
¥1.6551 trillion at the end of August 2020 after the recovery in performance
centered around UNIQLO Japan in the fourth quarter from June to August 2020
resulted in an improvement in operating cash flow to a level that exceeded
expenditure on investment and financing activities.
In terms of inventories, inventory assets increased by ¥7.0 billion year on year
to ¥417.5 billion at the end of August, with inventories at UNIQLO japan
increasing by ¥2.3 billion. However, while Spring inventory increased, stronger
management of order flows for Fall Winter ranges helped check the overall
inventory increase.
UNIQLO International inventory increased by ¥4.1 billion at the end of August
2020. Looking at individual markets within that segment, Greater China and
South Korea Spring inventory was considered to be slightly excessive but we
do expect to be able to normalize those levels over the Fall Winter season
without any difficulty. Meanwhile, Summer inventory is already considered to
be at an acceptable level. While South, Southeast Asia & Oceania, Europe, and
North America are all exhibiting excessive inventory of Spring Summer ranges,
the inventory consists mainly of core items, which we expect to be able to
normalize in the second half of FY2021.
Finally, GU inventory increased by ¥0.3 billion at the end of August 2020, but
Spring Summer inventory had already been reduced to an appropriate level.

Looking next at our FY2020 cash flow, we enjoyed a net cash inflow of ¥264.8
billion from operating activities. Cash used in investing activities totaled ¥75.9
billion, and cash used in financial activities totaled ¥183.2 billion.
As a result, the balance of cash and cash equivalents reached ¥1.0935 trillion at
the end of August 2020.

Let me now move on to talk about our business estimates for FY2021, or the twelve
months from September 2020 through to the end of August 2021.
We estimate consolidated revenue will reach ¥2.2000 trillion (+9.5% year on year) and
business profit will expand to ¥265.0 billion (+55.9%).
We forecast other income/expenses will total minus ¥20.0 billion in FY2021 after
incorporating losses on the retirement of fixed assets and store-closure losses related
to our scrap and build policy primarily at UNIQLO operations, and the risk of incurring
impairment losses at large-format and global flagship stores. As a result, full-year
operating profit is expected to increase by 64.0% year on year to ¥245.0 billion.
Based on a period-start exchange rate of 1USD = 105JPY, we have not incorporated
any foreign-exchange gains on finance income and expenses. As a result, profit
attributable to owners of the parent will expand by 82.6% to ¥165.0 billion.
We expect FY2021 will see performance recover to levels commensurate to FY2019
when we achieved a record level of profit. While the FY2021 results might look slightly
weaker in yen terms compared to FY2019, we predict business profit will reach record
levels in local currency terms.
In the first six months from September 2020 through February 2021, we forecast a
decline in revenue compared to the previous year’s strong performance and based on
the assumption that COVID-19 will continue to restrict movement and dampen travel
demand in Southeast Asia, North America, and Europe.
Meanwhile, in the second half from March through August 2021, we expect all business
segments will report a large increase in revenue and a considerable improvement in
operating profit assuming COVID-19 has been brought under control by that point.

Sides 23 through 26 offer a breakdown of our FY2021 estimates by business segment.
Looking at UNIQLO International first, we forecast that segment will generate a large rise in revenue
and a more than doubling in operating profit in FY2021.
In the first half, we expect to see a slight drop in revenue as COVID-19 continues to exert a heavy
impact on Southeast Asia, Europe and North America. However, we predict operating profit will
surge improvements in the gross profit margin and SG&A ratio. Then in the second half, we expect
to see large gains in both revenue and profit assuming COVID-19 has been brought under control by
then.
To give a geographical breakdown of our UNIQLO International FY2021 estimates, we expect
Greater China will achieve large first-half, second-half and full-year gains in revenue and profit. On
the profit front, we expect the region’s gross profit margin will improve on stricter discounting, and the
SG&A ratio will improve on the back of more efficient advertising, distribution, and personnel costs.
We forecast double-digit growth in e-commerce sales in Mainland China, Hong Kong, and Taiwan.
We expect Mainland China e-commerce sales will strengthen further thanks to strong O2O links
between physical store and e-commerce services. While the rate of e-commerce sales growth may
slow a little compared to previous year, we expect to greatly improve profit margins by controlling
discounting during major online bargain sales and appealing product value appeal and strengthening
our branding.
In South Korea, we expect revenue will decline in FY20201 given the continued tough operating
environment. However, operating profit should break even on the back of a greatly improved gross
profit margin and SG&A ratio.
UNIQLO South Korea’s gross profit margin declined significantly as we were forced to strengthen
discounting to address the excessive levels of Fall Winter inventory that resulted from the dramatic
decline in sales in FY2020. However, we expect the gross profit margin will improve greatly in
FY2021 on more appropriate inventory levels. We also forecast SG&A expenses will decline year on
year in both ratio and monetary terms having closed 31 unprofitable stores and recorded impairment
losses in FY2020.

In South, Southeast Asia & Oceania, we forecast large full-year revenue and profit gains for
FY2021.

In the first half, we predict large falls in revenue and profit compared to the strong performance in
the previous year and owing to stagnant travel demand and the extremely harsh impact of
COVID-19 in the Philippines and Indonesia.
However, once into the second half, we expect to see a doubling in sales compared to the
previous year, which was heavily impacted by COVID-19, and a large improvement in operating
profit compared to the previous year’s slight loss.
We aim to expand sales in the South, Southeast Asia & Oceania region by pressing ahead with
multiple store openings (40 new stores set to open in FY2021) and expanding products to suit the
local climate. We also expect to witness double-digit growth in e-commerce as more countries
start to offer online retail operations, and we introduce new platforms and expand our range of
online products and services.
In North America, we are forecasting a full-year revenue gain and a much smaller operating loss
for FY2021. In the United States, we expect revenue to fall in the first half and the operating loss
to expand slightly due to the continued impact of COVID-19, a changing social climate, and
several other factors. However, once into the second half, we expect to see a large gain in
revenue and a much smaller operating loss assuming the above factors have been brought under
control.
In Europe, we expect to see a large full-year revenue gain and a move back into the black in
FY2021. While we predict large revenue and profit declines in the first half on the continued
impact of COVID-19, we are forecasting large revenue and profit gains in the second half. We see
a great opportunity to expand our e-commerce operations here and expect to achieve double-digit
growth in online sales in FY2021 as we seek to strengthen tailored information delivered to
individual consumers and increase the convenience of our delivery and payment options.

Moving on next to our FY2021 expectations for UNIQLO Japan, we see that
segment generating higher revenue and profit in both first and second halves of
the year resulting in higher revenue and a large operating profit gain for the full
year. We forecast approximately 4% growth in same-store sales, including 15%
growth in e-commerce sales.
We predict the UNIQLO Japan gross profit margin will improve on lower cost of
sales generated by improved productivity as well as stricter discounting. The
operation’s SG&A ratio is also forecast to improve slightly.
Our GU segment is expected to generate a rise in revenue and a large profit gain
in FY2021. In the first half, we expect to see a flat performance compared to the
strong previous year, but, in the second half, we forecast large revenues gains
and expect to see operating profit more than double year on year.

Our fourth business segment, Global Brands, is expected to report a full-year
rise in revenue and to move into the black in FY2021.
Breaking that forecast down, we expect to witness large falls in revenue and
profit in the first half on a continued heavy COVID-19 impact but then to see a
large rise in revenue and a determined move into the black in the second half.

Our Theory operation is expected to generate a large rise in revenue and an
operating profit in FY2021 as the brand aims to expand sales of items such as
blouses, cut-and-sewn items, and pants that enjoy deep-rooted demand and to
strengthen product ranges that suit customer lifestyles through the
development of light haori-style jackets and loungewear.
Meanwhile, we predict our PLST brand will generate revenue gains and an
operating profit in FY2021, while Comptoir des Cotonniers will achieve a large
rise in revenue and a smaller loss for the full business year.

Finally, I would like to talk about dividend policy.
We are scheduled to pay a FY2020 year-end dividend of ¥240 as pledged in
our latest estimates announced in July. That would result in an annual dividend
for FY2020 of ¥480 per share.
In FY2021, we expect to pay the same annual dividend of ¥480 as in FY2020,
to be split evenly between interim and year-end dividends of ¥240 each.
That completes my presentation on Fast Retailing’s FY2020 performance and
outlook for the coming business year through the end of August 2021.
The remaining three slides are provided for your reference.

