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Success in the global market demands outstanding expertise. We nurture and
empower each individual to compete internationally, and exceptionally talented staff
from all over the world can secure great opportunities and responsibility in our
company. Store and business managers who excel on a global stage are the true
driving force behind our business success.
















UNIQLO Japan Stores

UNIQLO began as a chain of regional roadside stores with a typical sales floor of 500 square
meters. We subsequently upgraded most stores to 800 square meters. Today, we open
primarily large-scale stores offering at least 1,600 square meters. Of 843 stores at the end of
August 2011,129 were large-scale stores, and they accounted for approximately 20% of
UNIQLO Japan sales.

UNIQLO is also developing large-scale stores in urban locations, such as the UNIQLO
lkebukuro Store within the Tobu Department Store, which opened in September 2011. We
will open global flagship stores in Ginza in March 2012 and Shinjuku in fall 2012. Going for-
ward, we are looking at global flagship stores for Japan’s busiest shopping locations, includ-
ing Shibuya, Harajuku, Ueno and Ikebukuro in Tokyo, as well as Osaka and Fukuoka. We will
also consider megastores offering at least 3,300 square meters in all major Japanese cities.

UNIQLO Yamaguchi Store (roadside) UNIQLO Aeon Mall Kisogawa Kirio Store UNIQLO Kobe Motomachi Store
(shopping center) (large-format, urban high street)

- In-store and online sales
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mmmmm UNIQLO Expanding Internationally

The Top Brand in Asia,
Then the World’s Number One
Apparel Retailer

l UNIQLO Global Flagship Stores

Sk v TN - ©

I T —

st
i '
-.—-—--
.

UNIQLO Shinsaibashi Store (Oct. 2010)
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UNIQLO 311 Oxford Street Store (Nov. 2007) UNIQLO Mingyao Department Store (Sept. 2011) UNIQLO Myeongdong Central Store
(Nov. 2011)



UNIQLO Soho New York Store

(Nov. 2006)

UNIQLO New York Fifth Avenue Store
(Oct. 2011)

Il UNIQLO International Store Network

Estimate for end of
August 2012

288

2012

181

2011

2010136

92

2009

54

2008

Becoming the Top Brand in Asia

We have opened one store after another in China,
Hong Kong and South Korea. In fact, we have ex-
panded our store network at an impressive pace
across the region, with our first stores opening in
Singapore in April 2009, Taiwan in October 2010,
Malaysia in November 2010 and Thailand in Septem-
ber 2011. These new Asian markets have welcomed
UNIQLO with open arms, and now is the perfect time
to accelerate the pace of store openings. We plan to
open 100 stores in Asia in fiscal 2012, double the total
of fiscal 2011. UNIQLO International (ex-Japan) ‘is
estimated to generate sales of 160 billion yen in fiscal
2012, and the Asian market is expected to constitute
70% of that total.
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Building Our Brand through Flagships
Global flagship stores in major cities around the world
will become an increasingly important part of our
strategy to build an international store network. These
stores are ideal showcases for promoting the UNIQLO
brand concept of high-quality basic clothing to the
world.

Since opening our first in New York’s Soho district
in fall 2006, we have subsequently opened global
flagship stores in London, Paris, Shanghai, Shinsai-
bashi in Osaka, Taipei, New York’s Fifth Avenue and
Seoul. Our ninth and latest is due to open in Ginza in
March 2012.
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Future UNIQLO:
From New York’s Fifth Avenue
to the World

The New York Fifth Avenue Store that opened on
October 14, 2011 was the seventh UNIQLO global
flagship store, and was a roaring success from day
one. At approximately 4,620 square meters, UNIQLO’s
biggest store to date is located among the world’s
top brands at the heart of the world’s most presti-
gious fashion street. The store design is both mod-
ern and innovative, with a long escalator in the center
linking the three floors.

The store features our first dedicated customer
service counter. In the United States, you would
normally go to an exclusive department store for
truly high-quality service. But UNIQLO shoppers can
enjoy the best Japanese-style service in a shop sell-
ing clothes at reasonable prices.

One week after opening the New York Fifth Av-
enue Store, we opened a 4,300-square meter me-
gastore on New York’s 34th Street. We now have
three UNIQLO stores in New York including the first
global flagship store, the New York Soho Store,
which has generated strong sales since opening in
2006. Interestingly, the top-selling items are differ-
ent at each store. Unlike in Japan, in Manhattan
each area is different. This presents some exciting
challenges as we tailor product lineups and promo-
tion to suit each store. The aim is to encourage cus-
tomers to return often.

The opening of the
New York Fifth Avenue

Shin Odake

Store has taken us to an exciting new level, and we
feel powerfully motivated to strengthen the company
appropriately. As we contemplate future expansion
across the United States, we will boost the capabil-
ity of store managers and staff.

Graduates we employ in the United States are sent
to stores in Japan for six months for firsthand exposure
to UNIQLO's core values. This has also given Japanese
store managers valuable experience in international
communication. To ensure success in the United
States, we must become a business run mainly
by Americans who can support a national network,
and for that purpose we will seek out talented store
managers and potential CEO candidates locally.

If popular products differ so greatly even within
New York City, imagine how much greater the chal-
lenge will be when we expand our horizons nation-
wide. UNIQLO’s brand image has improved dra-
matically and I'm looking forward to opening a
steady stream of stores across the United States,
just as we did in Japan. My current thinking is 20
stores near-term, and then take on the entire nation,
and all its amazing diversity.

We will continue to improve all areas of our busi-
ness to ensure that people keep shopping with us. We
will maintain momentum and drive, treating each day
as opening day. To gain a firm foothold in the United
States, we will strive to maximize synergies among
the Fifth Avenue, Soho and 34th Street stores.

Group Senior Vice President, Fast Retailing USA, Inc.
CEO, UNIQLO U.S., Fast Retailing USA
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mmmmm UNIQLO Expanding Internationally

On the Road to Becoming
Asia’s Number One Brand

“My near-term goal is a Greater China operation
with sales of several hundred billion yen.”

Our global flagship, which opened in 2010 on
Shanghai’s prominent West Nanjing Road, is one of
UNIQLO’s largest showcases, and the perfect plat-
form from which to transmit the UNIQLO concept
across the Chinese market. Indeed, the opening of
the flagship store dramatically changed the way the
UNIQLO brand is viewed in China.

Qur first store in Taiwan opened in fall 2010. It
was an outstanding success that revealed just how
enthusiastic people are about the expansion of
UNIQLO in Asia. Accelerating the opening of stores
in Greater China (China, Hong Kong and Taiwan) is
key to our business success in the region.

UNIQLO ranks high in
the latest brand surveys
in Greater China and our
quality-price balance is
viewed very positively

PAN Ning

compared to other apparel retailers in the region.

We will aim to open more than 100 stores per
year in Greater China, so it is vital that we have em-
ployees who understand and implement UNIQLO’s
core values and Global One management principles.
We hired 300 talented Chinese graduates in fall
2011 and they will be trained as store managers.
Many of them will later move on into senior manage-
ment, enabling us to truly expand and evolve into a
Chinese business.

The Greater China market will continue to grow
autonomously in the future. It will be a tough chal-
lenge, but | am sure our efforts will be rewarded.
Building on our current momentum and harnessing
the high-growth potential of this exciting region, the
short-term plan is to expand the Greater China op-
eration into a business with sales of several hundred
billion yen.

Group Senior Vice President, Fast Retailing Co., Ltd.
CEOQO, Fast Retailing China





