My name is Takeshi Okazaki and I am Group Senior Executive Officer and
CFO at Fast Retailing.
I would like to talk to you today about our consolidated business performance
for the first quarter of FY2022, or the three months from September through
November 2021, and to explain our estimates for the full business year
through August 2022.
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In the first quarter of FY2022, Fast Retailing Group revenue and profit both increased
year on year, and consolidated performance was far higher than we had expected.
Revenue increased 1.2% year on year to ¥627.3 billion, business profit, which is a
good indicator of fundamental business profitability, rose 4.1% to ¥116.1 billion, and
operating profit expanded by 5.6% to ¥119.4 billion.
UNIQLO operations in the South Asia, Southeast Asia & Oceania, North America, and
Europe regions performed especially strongly and generated large increases in both
revenue and profit. Our North America and Europe operations strengthened branding
activities and witnessed a widening of their customer bases. Earnings structures at
both operations also improved considerably thanks to more restricted discounting and
stronger cost controls.

While revenue declined and profit fell sharply at UNIQLO operations in Japan and the
Greater China region and at our GU business segment, overall consolidated
performance was able to exceed our initial plan thanks to a growing diversification of
global earnings pillars.
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To take a more in-depth look at performance, let me start first with the main factors
affecting first-quarter consolidated profit.
Consolidated revenue increased by ¥7.5 billion to ¥627.3 billion in the first quarter. This
was due to increases in revenue of ¥39.0 billion at UNIQLO International and ¥2.6
billion at Global Brands. Meanwhile, revenue decreased by ¥27.4 billion at UNIQLO
Japan and ¥6.6 billion at GU.
The consolidated gross profit margin improved 1.6 points to 54.0% in the first quarter
thanks primarily to improved margins at UNIQLO International and UNIQLO Japan.

The 1.1 point increase in the SG&A-to-revenue ratio to 35.5% was fueled primarily by
higher SG&A ratios at UNIQLO Japan and GU.
The net amount of other income/expenses stood at ¥3.2 billion.
As a result of the above factors, first-quarter operating profit rose by 5.6% to ¥119.4
billion.
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Next, we recorded ¥14.8 billion under finance income net of costs due primarily to
the recording of a ¥15.2 billion foreign-exchange gain on the value of our foreigncurrency denominated assets in yen terms.
As a result, profit before income taxes increased by 25.2% to ¥134.2 billion.
Profit attributable to the owners of the parent increased by 33.0% to ¥93.5 billion
in the first quarter.
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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.
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Looking first at UNIQLO Japan, revenue fell 10.8% year on year to ¥226.4 billion
and operating profit contracted by 18.8% to ¥48.7 billion in the first quarter.
First-quarter revenue and profit declined year on year because they were being
compared to a strong results period in previous year when stay-at-home demand
was buoyant and AIRism mask sales strong. Having said that, the overall firstquarter performance was stronger than we had initially planned.
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UNIQLO Japan same-store sales declined by 7.7% year on year in the first quarter
from September through November 2021. However, that overall result was better
than expected thanks primarily to higher-than-planned sales in October and
November.
Sales of Fall Winter ranges struggled in the face of so many warm-weather days
during the month of September and early October. However, sales of warm clothing
then strengthened after the weather turned much colder from mid-October. In
November, sales from our UNIQLO anniversary sale, which was held in the latter
part of the month, proved strong.
Meanwhile, e-commerce sales contracted 0.2% in the first quarter of FY2022 to
¥36.6 billion compared to the first quarter of FY2021 when revenue and profit both
rose, and the operation expanded rapidly. Compared to the first quarter of FY2020,
e-commerce sales expanded by approximately 50% to constitute 16.2% of total
sales.
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Let’s look next at the UNIQLO Japan gross profit margin which improved by 0.5
point in the first quarter to 54.3%. That result was higher than expected.
The strong increase in the gross profit margin was due primarily to lower
discounting rates after we resisted the temptation to sharply lower prices to
attract customers. In addition, royalty income increased in line with the sharp
recovery in sales in North America, Europe, and other UNIQLO International
operations.
The cost of sales has been increasing on the back of recent rises in raw
materials prices and the sharp rise in transportation costs. However, while the
first-quarter performance was impacted by this trend, the impact was only slight.
UNIQLO Japan’s first-quarter SG&A ratio increased by 2.6 points year on year to
33.1%. In monetary terms, this result was roughly in line with our plan.
The increase in the SG&A was due primarily to the decline in sales as well as
higher advertising and promotion costs relating to efforts to strengthen our
branding over the medium to long term. Distribution costs also rose temporarily
as we continued to determinedly invest in warehouse automation.
Meanwhile, store personnel costs declined in monetary terms as improvements
in store productivity enabled us to reduce the number of required person hours.
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I would now like to move on to talk about UNIQLO International performance in the
first quarter of FY2022.
UNIQLO International reported considerable increases in both revenue and profit,
with revenue climbing 15.0% to ¥299.7 billion and operating profit expanding by
44.6% to ¥59.9 billion. This result was much stronger than we had expected.
Breaking that performance down into geographical regions, the S/SE Asia &
Oceania, North America, and Europe regions all enjoyed strong sales and reported
large rises in first-quarter revenue and profit. Meanwhile, the Greater China region
reported slightly lower revenue and a considerable contraction in profits. Taken
overall however, UNIQLO International was able to achieve a record result in the
first quarter thanks to a growing diversification of pillar earnings.
I will give a more detailed regional breakdown of UNIQLO International’s firstquarter performances in the next few slides.
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The Greater China region reported a slight decline in revenue and a sharp fall in
profit in the first quarter. This was due however to the year-on-year decline in
performance in the Mainland China market that we had predicted at the beginning of
the period, so the overall result was broadly in line with expectations.
Revenue from the Mainland China market declined, and profit contracted sharply in
the first quarter. This was due to weaker consumer appetite for apparel following the
continued implementation of tough restrictions to curb COVID-19 infections, and the
fact that the performance was being compared to a strong sales period in the
previous year. In addition, while temperatures dropped temporarily in mid-October,
broadly warmer temperatures throughout the first quarter also stifled sales of Winter
ranges. E-commerce sales also declined in the first quarter.
The SG&A ratio rose on the decline in sales, but also on continued investment
designed to strengthen branding, ensure more competitive wage levels, boost IT and
other investment, and generally promote medium to long-term operational growth.
In the Mainland China market, when consumer appetite is low, revenue tends to be
generated during large sales periods. However, UNIQLO decided to continue
restricting discount sales and focusing instead on conveying product value. We also
avoided relying on excessive discounting during the Singles’ Day sales in November
and secured the overall No.1 slot for apparel for the eighth consecutive year.
UNIQLO was also selected as a Top Brand for the tenth consecutive year in the Top
Brands List issued by the well-known YiMagazine publication.
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Both revenue and profit increased considerably in the Hong Kong market and the
Taiwan market in the first quarter. This performance was stronger than expected.
Sales in the Hong Kong market strengthened from mid-October, when the
weather turned colder. Stronger marketing of fleece, sweat wear, and other Fall
Winter ranges and a clear grasp of outdoor clothing needs also helped boost
sales.
In the Taiwan market, sales of HEATTECH, fleece, Ultra Light Down and other
Winter ranges proved strong after temperatures plummeted in the second half of
October and thanks to the government’s decision to stimulate consumption from
October.
Thanks to the strong sales performances, both the Hong Kong and Taiwan
markets reported improved gross profit margins and SG&A ratios, and,
consequently, a significant expansion in profits.
UNIQLO South Korea reported higher first-quarter revenue and profit as
expected.
Revenue rose once the sharp drop in temperatures boosted sales of Winter
ranges which were able to respond to actual on-the-ground demand. The
operation’s gross profit margin also improved on lower discounting and the SG&A
ratio improved on higher sales per store.
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The South Asia, Southeast Asia & Oceania region reported significantly higher revenue and
profit in the first quarter, with both sales and profit regaining the levels from two years ago
before the outbreak of COVID-19. This performance was considerably stronger than expected.
Performance in the first quarter of FY2021 was hit hard by COVID-19, but sales recovered in the
first quarter of FY2022 following a gradual easing of restrictions relating to leaving the home and
general activities. On the profit front, the gross profit margin improved primarily thanks to strictly
controlled discounting. The SG&A ratio improved on stronger cost controls.
Breaking the region down geographically, first-quarter revenue and profit increased in
Singapore, Malaysia, the Philippines, Indonesia, India, and Australia. Performance was
especially strong in Malaysia and Indonesia and sales proved particularly buoyant after
restrictions on going out of the house were eased from the beginning of the period and thanks to
strong customer support for DRY-EX, jogger pants, and other products that satisfied specific
outdoor and sports-related demand and core UNIQLO products, such as T-shirts, flannel shirts,
and bottoms.
In Thailand, revenue dipped slightly on shorter store opening hours from September through
October, but an improved gross profit margin helped boost profits. More recently, sales have
been recovering and exceeding previous year levels.
In Vietnam, both revenue and profit declined as stores remained temporarily closed and people
stayed at home through the middle of October. Tough conditions are continuing in the wake of
rising COVID-19 infections.
E-commerce sales for the whole S/SE Asia & Oceania region continued strong in the first
quarter, rising approximately 60% year on year. After launching e-commerce operations in
Indonesia and Vietnam in the first quarter, online sales and services are now available across
the whole region.
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Looking next at the North America region, UNIQLO North America reported a large
increase in revenue and the operation moved into the black in the first quarter. This
performance was much higher than expected.
UNIQLO USA reported a large rise in revenue and a move into the black. Revenue
contracted sharply in the first quarter of FY2021 due to Covid-related temporary
store closures and restrictions on general movement. By comparison, in the first
quarter of FY2022, regular store operating hours and a partial recovery in travel
demand generated in healthy year-on-year revenue gains.
Another reason why sales far outstripped the previous year’s level was thanks to
continued attentive marketing, which included conveying information to strengthen
UNIQLO branding, transmitting information about specific features of our core
ranges, and broadcasting news about our new products. Sales of outerwear, fleece,
and other core ranges proved especially strong.
Meanwhile UNIQLO USA’s gross profit margin improved sharply on controlled
discounting, and the operation generated a positive operating profit.
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UNIQLO Europe also reported significant increases in revenue and profit in a
much stronger-than-expected first-quarter performance. Same-store sales
recovered to the levels recorded two years ago before the outbreak of COVID-19.
We have seen some positive improvements in the general commercial
environment this year thanks to efforts to revitalize economic activity and the
subsequent increase in consumer appetite, along with lower-than-average
temperatures for the time of year.
We have also managed to successfully expand customer support for UNIQLO
and have seen new customer numbers expand over the past year thanks to our
efforts to increase the number of e-commerce app members during COVID-19
and strengthen brand recognition.
Revenue increased considerably in this first quarter as outerwear needs
increased once more people started to venture outside or travel domestically. We
firmly conveyed the appeal of our seamless down and other outerwear and our
HEATTECH innerwear during the period.
UNIQLO Europe’s first-quarter operating profit increased markedly on an
improved gross profit margin and SG&A ratio. The gross profit margin improved
primarily on stricter control of discounting and the SG&A ratio improved on
stronger sales and continued cost controls.
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Next, let me move onto our GU operation. GU revenue declined and profit contracted
sharply in the first quarter, but this performance was roughly in line with our expectations.
First quarter revenue totaled ¥69.8 billion (−8.7%) and operating profit totaled ¥8.9 billion
(−34.5%).
In the first quarter, same-store sales contracted compared to strong previous year. In
addition to the warm weather from September through mid-October, which stifled sales of
Fall items, delays in production and distribution resulted in a later launch of Winter
ranges.

GU’s gross profit margin contracted 1.7 points in the first quarter. This was due primarily
to increased discounting to offload Fall inventory following a lackluster launch of Fall
ranges, and a slight increase in cost of sales caused by higher raw materials prices and a
sharp rise in transportation costs.
GU’s SG&A ratio increased 3.2 points due primarily to a temporary increase in
distribution costs related to the launch of automated warehousing in Western Japan
designed to help expand our e-commerce operations, and stronger marketing to help
boost our branding.
Finally, GU e-commerce sales increased compared to first quarter of FY2021 and
expanded by approximately 40% compared to the first quarter of FY2020. By the end of
the quarter, e-commerce accounted for approximately 13% of GU total sales.
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Our fourth and final business segment, Global Brands reported an 9.5% increase in
revenue to ¥30.7 billion and moved back into the black to report an operating profit of
¥2.5 billion and it was in line with expectations.
Our Theory operation reported large increases in first-quarter revenue and profit
thanks primarily to a recovery in performance and a move back into the black at
Theory USA. Theory USA generated strong sales after stores were able to operate
regular hours free from Covid restrictions. The gradual easing of restrictions on
general activities and the subsequent improvement in consumer appetite also helped
improve sales, which proved especially strong around the Black Friday sales in
November. Theory is also broadening its customer base with strong sales of items
priced at levels that are more accessible to a broader range of people.
PLST revenue and profit both declined in the first quarter as the state of emergency
and persistent warm weather in September made it difficult to entice customers into
PLST stores.
Our France-based Comptoir des Cotonniers brand reported higher revenue and a
smaller loss under business profit/loss in the first quarter. In the first quarter of
FY2021, Comptoir des Cotonniers reported a considerable decline in revenue after
stores in France were temporarily closed due to COVID-19. This year, the brand was
able to operate under regular store opening hours and enjoyed improved cost
efficiencies generated by determined structural reforms that focused on the closure
of unprofitable stores.
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Next, I would like to take you through our balance sheet as it stood at the end
of November 2021.
Compared to the end of November 2020, total assets increased by ¥119.2
billion to ¥2.6587 trillion.
Total liabilities decreased by ¥106.5 billion to ¥1.3938 trillion.
Total equity increased by ¥225.8 billion to ¥1.2648 trillion.
I will discuss the main components of the balance sheet in the next slide.
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Let me explain the factors underlying the ¥119.2 billion increase in total assets.
Cash and cash equivalents increased by ¥49.5 billion year on year to ¥1.2041
trillion at the end of November 2021 on the back of higher operating cash flow
primarily from UNIQLO operations.
Total inventories remained broadly steady, rising by just ¥0.9 billion to ¥405.1
billion. Breaking that figure down, UNIQLO Japan inventories declined by ¥14.8
billion due to stronger inventory controls and a decline in primarily Fall Winter
stock caused by distribution disruptions and the delayed entry of stock.
UNIQLO International inventories increased by ¥13.9 billion. This was due
primarily to increased yen-based monetary totals for inventory in the Mainland
China market following the sharp depreciation in the Japanese yen against the
Chinese yuan. Inventory from other regions declined thanks to strong sales and
the delayed delivery of some stock.
GU inventories increased by ¥4.5 billion. This was due to continued sluggish sales
and we feel that inventory of Summer and Fall ranges is now slightly excessive, so
we plan to normalize those levels through the second half of FY2022.
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Looking next at our cash flow position for the first quarter of FY2022, we reported a
net cash inflow of ¥84.4 billion from operating activities, while cash used in investing
activities totalled ¥21.8 billion, and cash used in financing activities totalled ¥65.1
billion.
As a result, the balance of cash and cash equivalents had increased by ¥26.4 billion
year on year to ¥1.2041 trillion at the end of November 2021.
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I would now like to refer to our business forecasts for the full year to August 31,
2022.
Our FY2022 business forecasts remain unchanged from our initial estimates in
which we expect to achieve higher consolidated revenue and profit.
Both revenue and operating profit far exceeded our expectations in the first
quarter, and these measures continue to perform favorably at this point in time
following the year-end and new year sales.
While it is difficult to predict future conditions as the Omicron variant of COVID19 spreads around the globe, at this point in time, we feel our full-year forecasts
are achievable.
While the yen has currently depreciated below the 1 USD=109.9 JPY
assumption used for calculating finance income/costs, foreign exchange trends
remain difficult to predict, so we have decided not to revise our initial exchange
rate assumptions used in the full-year business estimates either.
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I would now like to move on to provide a breakdown of our FY2022 estimates by
business segment.
Looking first at UNIQLO International, that segment’s first-quarter performance
far exceeded our expectations.
Then, in December, sales fell short of our initial plan in the Mainland China
market on the back of sluggish appetite for apparel in the face of continued tight
restrictions on general movement due to COVID-19. However, we are
forecasting higher-than-expected, strong sales primarily in S/SE Asia & Oceania,
North America, and Europe regions. As a result, we expect UNIQLO
International will outstrip expectations and report considerably increases in
revenue and profit gains in the first half of FY2022.
Looking at individual operations within the UNIQLO International segment, we
expect the Greater China region will fall short of plan in the first half by reporting
lower revenue and a sharp decline in profits. UNIQLO South Korea is expected
to generate higher revenue and profit as planned. The S/SE Asia & Oceania
region is expected to generate considerably higher revenue and profit in the first
half of FY2022. We also expect this region will regain the level of performance
achieved two years ago before the outbreak of COVID-19. Meanwhile, the North
America region is expected to generate considerably higher revenue and to
move into the black in terms of operating profit in the first half. Finally, the
Europe region is expected to generate large increases in revenue and profit in
the first half of FY2022.
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Moving on next to our expectations for UNIQLO Japan. This segment performed better than
expected in the first quarter of FY2022 and the 11.1% decline in December same-store
sales was roughly in line with our plan.
However, we are needing to strengthen discounts through the end of the season in order to
offload inventory because some items were delivered later than originally scheduled in the
second quarter. As a result, we predict the gross profit margin for the second quarter from
December 2021 through February 2022 will come in lower than initially expected.
Overall, we expect UNIQLO Japan revenue will decline and profit will fall sharply in the first
half of FY2022, but we do expect the segment will be able to achieve a level of
performance that is slightly above plan.
GU performed roughly to plan in the first quarter and the month of December. As a result,
we expect revenue will decline and profit will contract sharply in the first half compared to
the period of strong sales in the previous year.
Our Global Brands segment performed to plan in the first quarter, so we expect to see large
revenue gains and a move into the black in the first half as originally predicted. In terms of
individual operations within the segment, we expect Theory will generate large first-half
revenue and profit gains, and Comptoir des Cotonniers will report considerably higher
revenue and a smaller loss.
Finally, in relation to our dividend policy, we intend to pay an annual dividend of ¥520 per
share in FY2022, to be split evenly between interim and year-end dividends of ¥260 each.
That completes my presentation on Fast Retailing’s performance for the first quarter of
FY2022 and our estimates for the full business year through the end of August 2022. Thank
you.
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