
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 FY2022, or the 12 months from September 2021 

through August 2022, and to explain our estimates for 

the full business year through August 2023.





Fast Retailing consolidated revenue rose to ¥2.3011 trillion (up 7.9% year on 

year) and operating profit expanded to ¥297.3 billion (up 19.4%). We also 

recorded ¥116.2 billion in finance income net of costs, mainly comprising 

foreign exchange gains on foreign-currency denominated assets following 

the considerable weakening in the Japanese yen over the year. As a result, 

profit before income tax totaled ¥413.5 billion (up 55.6%), and profit 

attributable to owners of the parent increased to ¥273.3 billion (up 60.9%). 

These results represents a new record high performance for the Fast 

Retailing Group. The results also outstripped our business estimates 

announced in July 2022.

The FY2022 performance was inflated somewhat in yen times by the 

weakening of the Japanese currency. However, even if we strip out the 

foreign currency impact, business profit and operating profit still both rose by 

approximately 14% year on year to record high levels. Furthermore, profit 

attributable to owners of the parent also increased by approximately 16% 

year on year to a new record high even after stripping out the impact of yen 

weakness on finance income net of costs. 



I would now like to list some highlights of the FY2022 performance. 

Clothing demand has started to recover now that COVID-19 is being brought 

under control. We feel that demand for LifeWear clothing strengthened 

globally as we continued to enhance our LifeWear branding in all the 

markets in we operate worldwide. We were also able to significantly expand 

sales in each market as economic activity resumed thanks to our successful 

product lineups and volume planning and our flexible response to changes in 

the production and distribution environments.

Profit from the Greater China region declined in FY2022 due to COVID-19, 

but the Southeast Asia, North America, and Europe regions all generated 

significant rises in full-year revenue and profit. The United States and 

Europe performed especially well by moving into the black and achieving an 

operating profit margin of approximately 10%. These two operations are now 

developing into new earnings pillars behind the Greater China and 

Southeast Asia regions.

Finally, the gross profit margin improved on our worldwide shift to a business 

model with restricted discounting.



Slide 5 illustrates the scale of UNIQLO International operations in individual 

markets in terms of sales and operating profit. 

The Greater China and Southeast Asia regions continue to serve as the key 

drivers of growth and generate a large proportion of the Group’s sales and 

operating profit. Now, we have successfully sparked demand for LifeWear in 

North America and Europe too, resulting in a significant increase in sales and 

a rise in operating profit to constitute 16% of total UNIQLO International 

operating profit. Now that we have established firm business foundations in 

each of our international markets, we believe we are in a position to aim for 

accelerated growth.



Looking first at the data on the Fast Retailing Group’s income statement, 

consolidated revenue increased by ¥168.1 billion year on year to ¥2.3011

trillion in FY2022 thanks primarily to a rise in revenue of ¥188.6 billion at 

UNIQLO International.

Our full-year consolidated gross profit margin improved by 2.1 points to 

52.4% on the back of an improved gross profit margin after we restricted 

discounting at UNIQLO International and UNIQLO Japan. 

The SG&A-to-revenue ratio rose by 0.7 point to 39.1% following a decline in 

sales at UNIQLO Japan and GU operations and higher investment in global 

marketing and human resources. 

The net amount of other income/expenses stood at minus ¥9.3 billion. 

This included ¥23.1 billion in impairment losses primarily on UNIQLO 

International stores on the one hand and foreign exchange gains on the 

other. 

As a result of the above factors, operating profit increased by 19.4% 

year on year to ¥297.3 billion in FY2022.



One of the items under operating profit is net finance income. This measure 

stood at plus ¥1,162 billion in FY2022, mainly comprising a ¥114.3 billion 

foreign exchange gain on foreign-currency denominated assets after the yen 

exchange rate against the US dollar weakened by approximately ¥29 over 

the fiscal year from a period-start rate of 1 USD = 109.9 JPY to a period-end 

rate at the end of August 2022 of 1 USD = 138.7 JPY. 

As a result, profit before income taxes increased to ¥413.5 billion (up 55.6%) 

and profit attributable to owners of the parent expanded to 

¥273.3 billion ( up 60.9%) in the twelve months to 31 August 2022.



Slide 8 displays the breakdown of FY2022 performance by Group operation. 



I will start by explaining the full-year business results from UNIQLO Japan. 

That segment reported a decline in revenue to ¥810.2 billion (down 3.8%) 

but a rise in operating profit rising to ¥124.0 billion (up 0.6%).

While first-half revenue and profit declined, performance recovered in the 

second half with revenue increasing and profit rebounding sharply. 



UNIQLO Japan same-stores sales declined by 3.3% year on year in FY2022.

First-half same-store sales declined by 9.0% in comparison to a strong 

performance in FY2021 and due partly to shortages of strong-selling 

Ultra Light Down and HEATTECH Winter ranges, which prevented us from 

fully satisfying customer demand.

Second-half same-stores sales then recovered, rising 4.7% year on year on 

the back of strong sales of Kando jackets and Kando pants, shirts and 

blouses linked to a resurgence in going-out needs, and strong sales 

primarily of Summer ranges after temperatures started to rise from July 

onwards.



The UNIQLO Japan gross profit margin improved by 2.5 points year on year 

to 53.0% in FY2022, with the segment boasting a particularly strong year-on-

year improvement of 4.5 points in the second half of the business year.  This 

was thanks to a marked improvement in discount rates after we firmly 

controlled retail prices in accordance with our period-start plans, and we 

strengthened our marketing designed to convey product value.

The gross profit margin was also boosted by higher royalty income in 

relation to the sharp recovery in UNIQLO International sales in Europe, the 

United States, and elsewhere. 

Meanwhile, cost of sales has started to worsen due to the sharp increase in 

raw materials and transportation costs, but we managed to offset that rise in 

the second half with restricted discounting.



UNIQLO Japan’s SG&A ratio increased by 1.5 points year on year to 37.0% 

in FY2022. 

The FY2022 SG&A ratio rose primarily on higher advertising and promotion, 

depreciation, and store rents. It was due primarily to our decision to 

increase advertising and promotion expenses in order to strengthen our 

branding from a medium- to long-term perspective and to strategically 

invest in automated warehouses, and other items.

Meanwhile, the FY2022 personnel expense ratio held roughly steady year 

on year as we continued our efforts to increase the efficiency of store 

operations.



One more point I would like to explain about UNIQLO Japan is our decision 

to change the segment under which we record royalties. 

To date, royalty income from UNIQLO Japan and UNIQLO International and 

royalty section costs have been included and disclosed under the UNIQLO 

Japan segment. However, starting from FY2023, we plan to include and 

disclose those items under non-segment earnings and adjustments for 

Groupwide expenses.

With UNIQLO International becoming an increasing strong driver of 

corporate growth, royalty income from outside Japan is increasing, so we 

have changed the accounting of that income to a more appropriate segment 

that better reflects the true reality. 

If we were to apply this change for FY2022, UNIQLO Japan operating profit 

after reclassifying royalties would be total ¥101.7bln (down 6.4% year on 

year).

This change in royalty reporting does not have any impact on the 

consolidated results.



Let me now move on to talk about UNIQLO International performance in 

FY2022. 

UNIQLO International reported large increases in revenue and profit for the 

year, with revenue rising by 20.3% to ¥1.1187 trillion and operating profit 

increasing by 42.4% to ¥158.3 billion. The segment also outstripped our 

expectations in local currency terms, with revenue rising and operating profit 

expanding considerably.

Breaking down the segment’s performance geographically, all markets, with 

the exception of the Greater China region, generated strong results and 

reported large revenue and profit gains.

I will explain the performance for individual operations within the UNIQLO 

International segment in the next few slides. 



In the Greater China region (the Mainland China market, Hong Kong market, 

and Taiwan market), revenue increased but profit contracted considerably in 

FY2022. Full-year revenue in that region expanded by 1.2% year on year to 

¥538.5 billion, while operating profit contracted 16.8% to ¥83.4 billion. That 

result was due primarily to the adverse impact that COVID-19 has had on the 

Mainland China market throughout the period. 

Revenue from the Mainland China market dipped and profit fell sharply in 

FY2022 in both yen and local currency terms. Having said that, revenue rose 

and profit leapt in the fourth quarter as consumption recovered after the 

Shanghai lockdown was lifted on June 1, we successfully captured demand by 

strengthening marketing, and we prepared for a resumption in economic 

activities by focusing on developing our sales structures and creating even 

better shop floors.  While the business environment remains severe, we have 

continued to aggressively open new stores, adding a total of 89 new stores in 

FY2022. We have also invested money in human resources for future growth 

and branding activities, while continuing to pursue thorough low-cost 

management in other areas. All those efforts enabled us to secure an operating 

profit margin at just under 15%.

Indeed, we believe that our business foundation in the Mainland China market 

has grown stronger thanks to our determination to steadily address every 

individual issue, one by one.

In terms of more recent performance in September, sales did decline sharply in 

some areas where curbs were tightened due to renewed COVID-19 infections. 

However, sales proved strong in Shanghai, Suzhou and other areas that didn’t 

experience any restrictions as temperatures dropped and we continued our 

successful branding efforts.  As a result, same-store sales in the Mainland 

China market increased year on year in the month of September.



UNIQLO South Korea generated higher revenue and profit in FY2022 in both 

yen and local currency terms. The operation recorded strong sales 

throughout the year as we strengthened product ranges, suggested styling to 

suit South Korean customer needs, and conducted successful social media, 

and other marketing activities.



UNIQLO South, Southeast Asia & Oceania (Southeast Asia, Australia, and 

India) reported a large increase in revenue and large expansion in profit in 

yen terms, with revenue expanding by approximately 60% to ¥240.0 billion 

and operating profit more than tripling in FY2022. The region’s operating 

profit margin improved considerably to approximately 19%. Furthermore, all 

markets within the region achieved large revenue and profit gains in local 

currency terms.

The number of new customer visits rose in FY2022 as COVID-19 was 

brought under control, going-out needs recovered, and our marketing 

successfully boosted local customer support. As a result, sales rose beyond 

the pre-COVID levels recorded three years ago. Also worthy of note, the 

rebound in performance accelerated further in the fourth quarter on the back 

of a steady recovery in tourism demand. 



Looking next at performance in North America, that region achieved a large 

rise in revenue and moved into the black in FY2022 in both yen and local 

currency terms. Performance was very strong in both the United States and 

Canada, with both markets reporting large revenue gains and turning a profit. 

The operating profit margin for the North America region rose to just under 

10% on the back of marked improvements in both the gross profit margin 

and SG&A ratio. 

UNIQLO USA managed to steadily establish a firmer UNIQLO presence and 

greatly boost sales by conveying information mainly on core items 

throughout FY2022, consistently strengthening branding, and generally 

seeking to instill LifeWear concepts. The operation enjoyed strong sales of 

core T-shirts and ankle pants as well as products developed to suit US 

customer needs, such as cropped shirts and dresses. 

Finally, UNIQLO Europe (excluding Russia) achieved a large increase in 

profit and a move into the black in FY2022. 

Our CEO of UNIQLO Europe, Mr. Taku Morikawa, will explain in more detail 

later about current conditions and how we are planning to encourage the 

future expansion of operations in the Europe (excluding Russia) region. 

Our Russia operation, which has been suspended since March, reported a 

large fall in revenue in FY2022 and an operating loss following the recording 

of impairment losses. However, any impact from this operation on 

consolidated revenue and operating profit was limited. 



Let me now move on to our GU business segment which reported a decline 

in revenue and a large fall in profit in FY2022, with revenue dipping 1.4% 

year on year to ¥246.0 billion and operating profit declining by 17.4% to 

¥16.6 billion. This performance was the result of large revenue and profit 

declines in the first half followed by a recovery in the second half, when the 

segment reported a rise in revenue and a large rebound in profits. 

In the first half, sales struggled after we failed to sufficiently tighten product 

types, and production and distribution delays resulted in shortages of 

strong-selling items. 

However, in the second half, we successfully tightened product types, 

expanded volumes of ranges that captured mass fashion trends, and 

strengthened marketing. 

As a result of these moves, GU sales recovered on strong sales of color 

slacks and sweatshirt-like T-shirts, which were featured in our advertising 

campaigns, and tuck wide pants that captured the mass fashion trend.



Let me now talk about our fourth business segment: Global Brands. 

This segment reported a 13.8% year-on-year rise in revenue to ¥123.1 billion 

and a contraction in operating losses to ¥0.7 billion in FY2022. 

These improved results were due primarily to a recovery in performance by 

our Theory operation. 



Next, I would like to explain the state of our balance sheet at the end of 

August 2022. 

Compared to the end of August 2021, total assets increased by ¥673.7 

billion to ¥3.1837 trillion. Total liabilities increased by ¥220.6 billion to 

¥1.5683 trillion, and total equity increased by ¥453.1 billion to ¥1.6154 

trillion.

I will go through a detailed rundown of that content in the next slide.



Let me first explain the main factors underlying the ¥673.7 billion increase in 

current assets.

Cash and cash equivalents increased by ¥180.5 billion year on year to 

¥1.3582 trillion at the end of August 2022 on the back of higher operating 

cash flow primarily from UNIQLO operations.

In terms of inventories, inventory assets increased by ¥91.0 billion year on 

year to ¥485.9 billion. Of that total, UNIQLO International inventory 

increased by ¥54.4 billion, while UNIQLO Japan inventory increased by 

¥18.4 billion. This was due to (1) increased inventory purchasing totals to 

prepare for sales growth in each market, (2) a largely normalized end-August 

2022 inventory level compared to the significantly lower inventory level at the 

end of August 2021 that was caused by the delayed entry of stock, and 

(3) an increase in inventory monetary totals in yen terms on the back of the 

weaker yen. 

While inventory totals increased in all regions, we feel that the levels are 

appropriate and do not constitute a problem.



You can see the details of our FY2022 cash flow described on Slide 23. 

The balance of cash and cash equivalents increased by ¥180.5 billion to 

¥1.3582 trillion at the end of August 2022. 



I would now like to explain our business forecasts for the full year to August 

31, 2023. 

We predict full-year consolidated revenue of ¥2.6500 trillion (up 15.2%), 

consolidated business profit of ¥350.0 billion (up 14.1%), and consolidated 

operating profit of ¥350.0 billion (up 17.7%). We have used the period-start 

exchange rates of 1 USD = 138.7 JPY and 1 RMB = 20.0 JPY to calculate 

business estimates for our international operations. 

We also used the period-start exchange rate of 1 USD=138.7 JPY for 

calculating finance income net of costs, which does not incorporate any 

foreign exchange gains or losses. 

We have increased capital extended to the Fast Retailing USA operation 

over FY2022 and FY2023 by US$3.0 billion as we anticipate growth in our 

US operations in the long term. As a result, we expect to see much lower 

fluctuations in relation to exchange rate movements reported under net 

finance income compared to the previous year. 

As a result, we are predicting a year-on-year decline in profit attributable to 

owners of the parent in fiscal 2023 of 15.9% to ¥230.0 billion.

If we do not reflect any foreign exchange impact in our estimates for FY2023 

business performance, we predict revenue will expand by approximately 

10%, operating profit will expand by roughly 13%, and profit attributable to 

owners of the parent will rise by approximately 10% year on year. 



Before I move on to detail our full-year estimates for each of our business 

segments, I would like to explain our overall business direction for FY2023. 

We intend to mark the year by aggressively transforming our operational 

structures and building stronger  foundations as a global No.1 brand.

The operational environment is likely to remain severe following recent 

inflationary pressures and the rapid weakening in the Japanese yen. 

However, we intend to accelerate initiatives in the four focus areas noted on 

this slide in FY2023 and to generate solid results from those efforts. 



First, we intend to realize business that satisfies customer needs and 

encourages appreciation of our product value.

The cost of producing our products is rising sharply due to accelerating 

inflation and the weaker yen. While we have increased the prices of some 

products, we are keeping the prices of the majority of our products at the 

same level. Against that background, we aim to support our gross profit 

margin and expand sales by offering higher value-added products and 

services and conducting business that doesn’t rely on discounts.

To achieve that, we intend to reflect global customer needs in our products 

and services.

We also intend to transform the way we communicate with customers by 

offering a fused e-commerce/physical store shopping experience, conveying 

information digitally, and developing new store communication methods.

We also intend to reduce product shortages and surpluses by effectively 

using air transportation, reducing lead times from planning to store delivery 

during actual selling periods, and increasing the accuracy of individual SKU 

orders and additional production.

Second, we intend to globalize our headquarter functions to profit worldwide.

That will mean greatly changing our global headquarters format to accelerate 

growth. Our CEO, Mr. Tadashi Yanai, will explain the concrete details of that 

strategy later in our presentation.

We also intend to accelerate new store openings and further diversify our 

earnings pillars.

We plan to open 310 stores globally in FY2023, which represents an 

approximate 30% expansion in new store openings compared to the 

previous year.



Third, we intend to accelerate sustainability initiatives in tandem with our 

business operations. 

Our LifeWear clothes-creation concept seeks to provide basic designs and 

high-quality clothing that can be lovingly worn for a long time. We believe 

that attentively creating clothes that prize our LifeWear concept while also 

pursuing greater transparency will lead to the best kind of sustainability, so 

we are accelerating initiatives to that effect.   

We also intend to steadily press ahead with efforts to achieve the targets we 

have already announced for reducing greenhouse gas emissions, building a 

recycling-oriented business model, promoting diversity, and pursuing social 

responsibility. 

Fourth, we  will focus on productivity and pursue thorough low-cost 

management in an inflationary environment.

That means taking our Ariake Project goal of “only producing, transporting 

and selling what is necessary” to an even higher level, and pursuing a 

business with efficient inventory and cost structures. We will also seek to 

boost business efficiency by unifying global business processes and 

progressing automation, changing the way our teams work, and  increasing 

productivity.

We intend to proactively invest in human resources to achieve these aims.



I would now like to move on to provide a breakdown of our FY2023 

estimates by business segment. 

Looking first at UNIQLO International, we forecast that segment will generate 

large revenue and profit gains in FY2023 in both yen and local currency 

terms, and we expect to see higher revenue and profits in both the first half 

and second half of the business year. We feel global demand for LifeWear is 

rising, so we want to seize the opportunity to expand sales by fundamentally 

strengthening our global marketing. 

Regarding sales conditions in subsequent month of September, all markets 

enjoyed a large increase in revenue and strong launches of Fall Winter 

ranges.  

The following is a breakdown of performance by region, which are all 

discussed in local currency terms.

We predict the Greater China region will generate considerable full-year 

revenue and profit gains in FY2023. We expect higher revenue and flat 

operating profit in the first half as ongoing COVID curbs in Mainland China 

affect sales in some areas.  We then expect to witness large second-half 

increases in both revenue and profit. We intend to continue our strategy to 

open 100 stores annually in Greater China region.

Meanwhile, we expect UNIQLO South Korea will generate higher revenue 

and profit in the first half, the second half, and the full year of FY2023. 



Moving on to S/SE Asia & Oceania, we forecast that region will generate 

large revenue and profit gains in the first half, the second half, and the full 

year of FY2023. We plan to double the pace of new store openings in the 

region by opening 70 new stores each year. In addition, our intention is not 

just to strengthen new store openings in shopping malls, but also open more 

roadside stores.

We predict UNIQLO North America will generate large revenue and profit 

gains in the first half, the second half, and the full year of FY2023. We are 

scheduled to open 10 new stores in FY2023 and then we intend to further 

accelerate store openings in FY2024 and beyond. 

UNIQLO Europe (excluding Russia) is expected to generate large revenue 

and profit gains in the first half, the second half, and the full year of FY2023 

based on our strategy to open large-format stores primarily in major city 

locations that can successfully express UNIQLO’s global view. We plan to 

open five new stores in FY2023. 

We expect our Russian operation will generate a similar loss to FY2022. 

However, that result is only expected to have a limited impact on overall 

consolidated P&L.



Moving on to UNIQLO Japan now, we expect that segment to generate 

higher revenue and profit in FY2023. We also predict higher revenue and 

profit in both the first and second halves of the business year. We forecast 

UNIQLO Japan same-store sales will rise by approx. 4% year on year, 

including an approximate 6% rise in e-commerce sales. 

While the cost of sales trend is worsening on the back of the sharp 

weakening in the yen and rising raw materials prices, we intend to improve 

discounting rates by further promoting business that appeals the value of our 

products so that we can ensure any decline in the segment’s gross profit 

margin is a marginal one. 

Meanwhile, we do expect the SG&A ratio will increase slightly in the short 

term as we increase hourly wages for part-time and temporary workers and 

invest in automated warehouses as part of our future growth investment 

strategy. However, the SG&A ratio is expected to improve over the medium 

term as we also press ahead with efforts to achieve greater efficiencies.



We expect our GU business segment will generate large increases in 

revenue and profit in FY2023. 

In the first half of the business year, we expect revenue will rise but 

operating profit will hold steady year on year as the gross profit margin 

declines on a sharply weaker yen and we press ahead with some leading 

investments in logistics. In the second half of FY2023, we forecast GU will 

generate large increases in both revenue and profit.

On October 7, 2022, we opened our first GU store in the United States in 

Soho, New York. This is a one-year pop-up store, but it will enable us to get 

a true feel of local customer needs, which will, in turn, help us to develop 

future products with a greater awareness of global customer desires and to 

strengthen our marketing.



Regarding Global Brands, we predict that business segment will achieve a 

large rise in revenue and a move into the black in FY2023. 



Finally, I would like to talk about our dividend policy. 

We are scheduled to pay a FY2022 year-end dividend of ¥340 as pledged in 

our latest estimates. That would result in an annual dividend for FY2022 of 

¥620 per share. 

In FY2023, we expect to increase the annual dividend by ¥60 to ¥680 yen 

per share, to be split evenly between interim and year-end dividends of ¥340 

each. 

That completes my presentation on Fast Retailing’s FY2022 performance 

and outlook for the coming business year to the end of August 2023. 

The remaining three slides are provided for your reference. 








