
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 half of FY2022, or the six months from September 2021 through 

February 2022, and to explain our estimates for the full business year 

through August 2022.





In the first half of FY2022, the Fast Retailing Group reported a rise in revenue and a 

large increase in profit, with consolidated revenue increasing by 1.3% year on year to 

¥1.2189 trillion, business profit, which is a good indicator of fundamental business 

profitability, rising by 5.6% to ¥189.8 billion, and operating profit rising by 12.7% to 

¥189.2 billion.

Both sales and operating profit came in higher than the levels we had predicted in our 

business estimates announced in January. 



First, I would like to run through the key points of the first-half results. 

In the six months through February 2022, we reported higher consolidated 

revenue and a large profit year on year gain. The depreciation in the Japanese yen 

provided an approximate 4.5% boost to revenue and operating profit in yen terms. 

However, even after stripping out that foreign-exchange effect, consolidated 

operating profit still hit a new record high in the first half. 

Our UNIQLO operations in the North America and Europe regions proved 

particularly strong, which, in addition to improvements in our underlying earnings 

structure, resulted in a significant expansion in operating profit from those two 

regions. The South Asia, Southeast Asia & Oceania region achieved record sales 

and operating profit. We are seeing UNIQLO Internationalôs earnings pillars 

continue to diversify.

Meanwhile, revenue and profit declined at our UNIQLO operations in Japan and 

the Greater China region, and also at our GU brand. This was due primarily to 

comparisons with the strong performance achieved in the previous year as well as 

the COVID-19 restrictions and subsequent delays in production and distribution, 

and persistently warm weather at the beginning of the Fall Winter season.  

Compared to our business forecasts that we announced in January, the 

performances generated by UNIQLO International and UNIQLO Japan both 

exceeded expectations, while the GU and Global Brands segments came in below 

target.



Moving on to look at our consolidated income statement, consolidated revenue 

increased by ¥16.1 billion to ¥1.2189 trillion in the first half. This was due primarily to an 

increase in revenue of ¥71.4 billion at UNIQLO International.

The consolidated gross profit margin improved 1.7 points to 51.6% in the first half 

thanks primarily to improved margins at UNIQLO International and UNIQLO Japan. 

The SG&A-to-revenue ratio increased 1.0 point to 36.0%. This increased was fueled 

primarily by higher SG&A ratios at UNIQLO Japan and GU.  

The net amount of other income/expenses stood at īÔ0.5 billion. 

As a result of the above factors, first-half operating profit rose by 12.7% to ¥189.2 

billion.



An expansion in profits from UNIQLO operations in the North America and 

Europe regions was the primary driver of the significant increase in 

consolidated operating profit. 

The charts on this slide show a breakdown of UNIQLO International 

operating profit by region. 

In the first half of FY2022, the proportion of UNIQLO International operating 

profit generated by the North America and Europe regions had risen to 

approximately 20%, compared to approximately 5% just three years earlier. 

In other words, those two operations are gradually forming another earnings 

pillar for UNIQLO International in addition to the Greater China region. 



Moving on to finance income/costs, we reported a net finance income of ¥23.2 

billion in the first half of FY2022. This consisted primarily of a ¥23.5 billion foreign-

exchange gain on the value of our foreign-currency denominated assets in yen 

terms after the Japanese yen depreciated considerably over the six-month period 

to close at 1 USD = 115.6 JPY at the end of February 2022.

As a result, profit before income taxes increased by 24.0% to ¥212.5 billion and 

profit attributable to the owners of the parent increased by 38.7% to ¥146.8 billion 

in the first half. 



Slide 8 displays the breakdown of first-half performance by Group operation. 



Let me start by explaining the performance reported by our UNIQLO Japan 

business segment in the first half of FY2022. 

UNIQLO Japan first-half revenue decreased by 10.2% year on year to ¥442.5 

billion and operating profit decreased by 17.3% to ¥80.9 billion. 

First-half revenue declined compared to the high hurdle set in the previous year 

when sales of loungewear and other items that satisfied stay-at-home demand, as 

well as AIRism masks, proved strong. Furthermore, this year the operation 

suffered lost sales opportunities due to shortages of strong-selling Winter items.



UNIQLO Japan same-store sales declined 9.0% year on year in the first half. 

In the first quarter, same-store sales declined by 7.7% compared to a strong period 

in the previous year and because of persistently warm weather. 

In the second quarter from December 2021 to February 2022, same-store sales 

declined 10.4%. While our cold-weather Ultra Light Down and HEATTECH ranges 

sold well, we were not able to meet customer demand due to shortages of strong-

selling Winter items. In addition, cold weather in the months of January and 

February hindered the launch of our Spring ranges, and sales of Spring items 

struggled.

Meanwhile, e-commerce sales declined 1.9% to ¥72.4 billion in the first half of 

FY2022. That was compared to a surge in e-commerce sales in the previous year 

due to buoyant stay-at-home demand generated by COVID-19. However, if we 

compare the e-commerce sales performance to two years ago in the first-half of 

FY2020, sales rose by approximately 40% year on year to constitute 16.4% of total 

sales.



Letôs look next at the UNIQLO Japan gross profit margin which improved by 0.9 

point in the first half to 51.6%.

This increase was fueled by an improvement in our discounting rate as we 

restricted the number of discount sales, as well as an increase in royalty income 

linked to the sharp recovery in UNIQLO sales in the United States, Europe, and 

other UNIQLO International markets. 

Meanwhile, the cost of sales worsened on the back of the sharp rise in the cost 

of raw materials and transportation. However, we were able to successfully 

absorb that impact thanks to our improved discounting rate.

UNIQLO Japanôs first-half SG&A ratio rose by 2.6 points year on year to 33.6%. 

However, SG&A expenses were in line with our plan in monetary terms. 

The rise in the SG&A ratio was caused by the decline in revenue as well as an 

increase in advertising and promotion costs designed to strengthen branding 

over the medium to long term, and continued investment in automated 

warehouses.

Finally, store personnel costs declined in monetary terms as improved in-store 

productivity enabled us to control the number of person hours required.



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

first half of FY2022. 

UNIQLO International reported a record performance fueled by large increases in 

both revenue and profit. Revenue increased by 13.7% to ¥593.2 billion and 

operating profit expanded by an impressive 49.7% to ¥100.3 billion.

In the next few slides, I will run through the first-half performance for individual 

operations within the UNIQLO International segment.



The Greater China region reported a slight decline in revenue and a significant 

decline in profit in the first half. This was due primarily to a decline in revenue and a 

considerable decline in profit in the Mainland China market. First-half revenue and 

profit increased in both the Hong Kong market and the Taiwan market.

In the Mainland China market, this yearôs fist-half performance was being compared 

to strong results in the first half of FY2021. In addition, the weather remained warm 

through December and consumersô appetite for apparel was dampened by continued 

Covid-related restrictions on various activities. As a result, sales struggled to make 

any headway.

The gross profit margin declined on the back of wider end-season discount sales to 

rundown excess inventory. One key issue was the fact that we had not prepared 

sufficient products tailored to specific regions or local stores and that our numerical 

planning was lacking. We will strive to improve these two points from the second half 

of the business year. 

The SG&A ratio increased year on year. However, this was primarily the result of 

stronger branding and strategic investment in medium to long-term growth areas, 

such as human resources and IT, etc.

Looking at the sales environment in March, sales struggled under the heavy impact 

of COVID-19, with a maximum of 133 stores having to close their doors temporarily 

during the month. However, March sales did hold firm year on year in the Chengdu 

and Hangzhou areas where the impact of COVID-19 has been less onerous. 

Customer loyalty towards UNIQLO remains strong as a result of our efforts to instill 

LifeWear in the Mainland China market.



UNIQLO South Korea reported year-on-year rises in both revenue and profit in the first 

half of FY2022. 



S/SE Asia & Oceania reported large increases in both revenue and profit in the first half 

of FY2022. Both sales and operating profit reached record levels.  E-commerce sales 

also continued their strong performance, expanding approximately 60% year on year. 

In each market, we witnessed an increased desire to venture outside once Covid 

restrictions had been eased. We were also able to successfully attract customers to our 

stores through social media and in-store marketing. Both these factors helped generate 

the regionôs strong performance. UNIQLO operations in Malaysia and Indonesia reported 

particularly large increases in revenue and profit thanks to an early easing of Covid 

restrictions. 



UNIQLO North America reported a large increase in revenue and a move into the 

black in the first half of FY2022.

We will hear a more detailed account of the current North America business and 

our intentions for future expansion later from our UNIQLO USA CEO Mr. Daisuke 

Tsukagoshi.



The Europe region achieved a record performance in the first half of FY2022 after 

reporting significant gains in both revenue and profit. Same-store sales exceeded 

the level achieved two years ago.

The large increase in revenue was fueled partly by our stronger marketing to new 

customers over the past year and a broadening in the regionôs customer base. 

We were also able to secure sufficient volumes of strong-selling core Winter 

items and conduct regular business during the Fall Winter season.

The weather has been colder than usual this year and sales of cold-weather 

clothing, such as seamless down, cashmere, and HEATTECH innerwear, proved 

strong throughout the first half of the business year.

The gross profit margin improved considerably thanks primarily to restricted 

discount sales.

The SG&A ratio improved markedly on strong sales and continued cost controls.

In terms of our Russian operation, we decided to temporarily close our business 

in that market from March 21. Russia accounts for approximately 2% of 

consolidated sales and operating profit. If we remove Russia from the calculation, 

revenue for the UK and EU bloc increased significantly in the first half and 

operating profit moved from a slight loss in the first half of FY2021 to a 

considerable profit in the first half of FY2022. The operation also achieved a 

double-digit operating profit margin.



We have been strengthening new store openings in the UNIQLO International 

operation.  

We opened the UNIQLO RIVOLI store in Paris in September 2021 and our first 

global flagship store in Beijing, the UNIQLO BEIJING SANLITUN store, in 

November 2021. We are also scheduled to open the new UNIQLO Regent Street 

store in London on April 21, 2022. 

We intend to pursue an aggressive store-opening policy going forward as we aim 

to strengthen UNIQLOôs presence and expand earnings. 



Next, let me move onto our GU operation which reported a decline in revenue and 

a sharp fall in profits in the first half, with revenue contracting 7.4% year on year to 

¥122.8 billion and operating profit shrinking by 40.9% to ¥9.3 billion. 

Same-stores sales declined in the first half. This was due to various factors, 

including 1) Sales of Fall items struggled during the warm weather at beginning of 

the season, 2) Winter knitwear and bottoms sold well, but production and 

distribution delays resulted in lost sales opportunities. 

Meanwhile, e-commerce sales increased year on year. Compared to two years 

ago in the first half of FY2020, e-commerce sales expanded by approximately 

30% to constitute approximately 13% of total sales.



I will now explain the first-half performance for our fourth and final business 

segment, Global Brands. Global Brands reported a 8.1% increase in revenue to 

¥58.9 billion and, after posting a loss in the previous year, the operation was able 

to move into the black. 

This performance was fueled by a recovery in our Theory operation, primarily in 

the United States.



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

of February 2022.

Compared to the end of February 2021, total assets increased by ¥139.6 billion 

to ¥2.6415 trillion. 

Total liabilities decreased by ¥83.3 billion to ¥1.3197 trillion.

Total equity increased by ¥223.0 billion to ¥1.3218 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 ¥139.6 billion increase in 

total assets.

First, cash and cash equivalents increased by ¥76.5 billion year on year to ¥1.2974 

trillion at the end of February 2022 on the back of higher operating cash flow from 

UNIQLO and other business segments.

Total inventories decreased by ¥4.2 billion to ¥350.3 billion. Breaking that figure down, 

UNIQLO Japan inventories declined by ¥24.4 billion due to a decline in inventory 

levels achieved through stronger inventory controls and to delays in the delivery of 

some Spring and Summer items caused by disruptions to our production and 

distribution schedules. 

Meanwhile, UNIQLO International inventories increased by ¥20.2 billion as lower-than-

expected sales from the Greater China region resulted in slightly excessive levels of 

Fall Winter stock. Inventory from other regions held steady year on year thanks to 

buoyant sales.



Looking next at our cash flow position for the first half of FY2022, we reported a net 

cash inflow of ¥264.6 billion from operating activities, while cash used in investing 

activities totalled ¥74.2 billion, and cash used in financing activities totalled ¥108.0 

billion.

As a result, the balance of cash and cash equivalents had increased by ¥119.7 billion 

to ¥1.2974 trillion at the end of February 2022.



Let me now move on to talk about our business estimates for FY2022, or the 

twelve months from September 2021 through to the end of August 2022. 

We are predicting full-year consolidated revenue of ¥2.2000 trillion (+3.1%) and 

business profit of ¥280.0 (+9.6%). We have recorded a figure of īÔ10.0 billion 

under other income and expenses to cover the risk of any impairment losses, 

retirement losses, or store-closure losses emerging primarily from our UNIQLO 

operations. As a result, we are forecasting a full-year consolidated operating 

profit of ¥270.0 billion (+8.4%).

Our full-year business estimates announced in January for revenue, business 

profit, and operating profit remain unchanged. 

The first half of FY2022 proceeded strongly and the resultant performance 

outstripped our estimates announced in January. We expect to achieve further 

increases in both revenue and profit in the second half of the business year. We 

have incorporated several factors into our second-half business forecasts, 

including 1) the impact of Covid restrictions on movement in the Greater China 

region, 2) an increase in procurement costs caused by sharp rises in the cost of 

raw materials and transportation, and 3) costs relating to the temporary 

suspension of our business operation in Russia.

We have recorded a figure of ¥23.2 under finance income net of costs in light of  

the rapid depreciation in the yen and assuming a period-end exchange rate of 1 

USD = 115.6 JPY, the same as the end-February rate. 

Finally, we are predicting full-year profit attributable to owners of the parent of 

¥190.0 billion (+11.9%).



As I have already explained, in the first half of FY2022, we made great progress 

on achieving appropriate inventory levels and moving away from a discounting-

reliant business model. As a result, we have seen a steady improvement in our 

earnings structure. 

Having said that, the defensive stance that we were obliged to take in the first half 

meant that UNIQLO Japan and GU were not able to offer enough of the products 

that customers wanted, and we suffered shortages of strong-selling items. I want 

to shift to a more aggressive stance in the second half  while maintaining our 

improved earnings structure.

More specifically, in addition to strengthening our product lineups, detailed 

numerical planning, and marketing, we intend to satisfy customer expectations by 

proactively ordering additional production of promising items, including products 

development during the period.

Furthermore, while e-commerce sales increased significantly in the first half 

compared to two years ago and are continuing to expand favorably, we are not 

satisfied with the current results. We intend to further integrate our physical stores 

and e-commerce operation by fully unifying store and e-commerce inventory and 

improving the accuracy of our volume planning to ensure customers can buy any 

product they want via e-commerce whenever and wherever they wish without 

suffering any product shortages. We will also aim to strengthen the way we convey 

information and establish more communication channels with customers.

Finally, we intend to steadily progress preparations for new store openings. We 

will do that by selecting store locations and progressing negotiations in each 

country and region so that we will be ready to open over 300 stores across the 

Group in FY2023. This will enable us to further diversity our global earnings pillars.


