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UNIQLO New York: FiftH Avenue ‘store
(global flagship store)

BUSINESS SEGMENTS

Global Brands
¥131.5 viltion UNIQLO Japan

3.9%

(3.9%) ¥1.0260 tritiion
(30.2%)

GU

¥330.7 billion

979 Revenue

UNIQLO
International

EI:ZWE)OZ trillion
| UNIQLO Japan

Secure stable revenue growth and a consistent business profit
— margin of 15% or higher by evolving independent store
Ja Q LO management and low-cost management strategies. Increase
average store size through scrap and build policies and improve
inventory efficiency and productivity. Heighten Group expertise by
encouraging experienced business and store managers in Japan

to play an active role on the global stage.

| UNIQLO International

1- UNI Achieve consistent high growth in Europe and North America
— through new regional flagship stores, supply chain reforms

70 Q 0 ug W regi gship » Supply I )
product development, and talent education. Enhance product
lineups, talent formation, and other business fundamentals in
Southeast Asia to achieve even stronger growth. Promote scrap
and build policies, branding, independent store management, and
other proactive business strategies in Greater China markets to

reassert strong growth position.

| GU

Establish a competitive brand position in global markets by refining
G U GU’s unigue ability to balance low prices and fashion fun for
everyone. Expand business in Japan, strengthen organizational

frameworks, and develop high-quality products and store displays
that capture global mass fashion trends.

| Global Brands

Utilize UNIQLO business principles and digital

Theory cgg"_r%";m?zggs consumer retail company expertise to raise the
quality of management at each business (Theory,
PLST, Comptoir des Cotonniers, and Princesse
PLST PRINCESSE tam-tam tam.tam). Enact reforms that help establish
competitive brand positions for each label in the

midrange apparel market.
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COO INTERVIEW

Pursuing Customer

Satisfaction, Propel
Further Growth

Daisuke Tsukagoshi, who was appointed

FAST RETAILING CO., LTD. COOQ in April 2025,
discusses how to promote stronger growth strategies
and achieve the ¥10 ftrillion yearly sales target.

UNIQLO CO,, LTD.
CEO, UNIQLO North America

@ What is the most important factor in
maintaining high growth?

Fast Retailing is a people-focused company. The
company’s founder, Tadashi Yanai, spends a
considerable amount of time training employees,
and we know our most important focus must be
our people.

Our business is the accumulated sale of every
single item at every single store. To successfully
compete in an increasingly uncertain world, we
have to train store managers and business
leaders how to operate stores that truly satisfy
our customers, and replicate that achievement in
different markets. | travel extensively to check in
on our operations and have been impressed at
the consistent development of regional flagship
store managers and deepening of our
management talent.

Our talent evaluations focus equally on an
individual’s business metrics such as sales and
contributions to developing junior talent. Ultimately,
we want people to work at Fast Retailing long
term, and we must ensure that their personal
growth inspires greater corporate growth and
customer satisfaction. For this to work, a company
and its employees must share common values. We
offer many opportunities such as FR Conventions,
local conventions, and Monthly Meetings for
employees from all over the world to come
together, learn about corporate philosophy and
values, and embrace them as their own.

@ What is your priority as

ﬂj Fast Retailing’s COO?

Boosting the number of Fast Retailing and UNIQLO
fans worldwide. The first article in our corporate
philosophy is a commitment to “meet the needs of
our customers and generate new ones.” We receive
several million pieces of customer feedback each
month, and addressing each one individually will
generate future growth. It is also important to
explore potential customer needs as we create new
customers. Our hit 2025 Fall Winter HEATTECH
Cashmere Blend range is a great example, and |
want to speed up this kind of product development.

Today, UNIQLO products are selling well in Japan
and worldwide. Our hit products are popular the



The FR Conventio{, held twice a year, is attended j{ approximately
4,500 FastRetailifg Group employees-worldwide: kers-share—-
Fast Retailing’s. corperate philosophy and vision, and a.cerefmeny.is
held to appoint.new store managers.

world over. Global customer feedback fuels our
product development, which is an advantage that
generates even greater opportunities.

Our independent store management strategy is
also key to future growth, as proven by UNIQLO’s
strong performance in Europe, North America, and
Japan. In Mainland China, our recent transition from
chain store management to independent store
management is generating positive results, so we will
pursue that further to encourage renewed growth.

@ When you talk about
independent store management,
what do you mean?

Best-selling items on the East Coast and West
Coast differ at any given time, as will people’s
motivations for visiting our stores. The same can
be said of Ginza and Toyosu in Japan, for instance.
The only person who can really understand and
decide what each store needs is that store’s
manager. Independent store management means
giving store managers more autonomy in managing
inventory, leveraging and developing talent, and
optimizing customer satisfaction. In addition, every
store belongs to a local community, so integrating

JaIMaTaom

and engaging with those communities is also key.

In 2023, we established worldwide systems to
visualize real-time information such as sales,
inventory levels, and customer feedback by
individual store and e-commerce stock keeping
unit (SKU*). We will use this information to promote
customer-driven business practices and
independent store management with employees
who share our values.

*Smallest inventory management unit

The four books written by Tadashi Yanai on Fast Retailing’s
philosophy and values. The books give employees the
tools to integrate these ideas into their daily work.
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UNIQLO

LifeWear’s Growing Global Appeal
The New Clothing Standard

UNIQLO product development and improvement stem from customer feedback.
Our strength lies in our comprehensive management of clothing design and planning
through production, distribution, and retail. As more people seek out clothes that
make their day comfortable and enjoyable, global support for LifeWear is growing.

PRODUCTION SALES

Warehouses
and

/——\ logistics

Inventory \
control
Stores and
i online
/@\ {@ |

business
CUSTOMERS

Partner
factories

Production
department

Production 2

\ planning : Materials
/ manufacturers
\ R&D .

Merchandising (DSZ;%grer:S/

makers)

Develop-
ment and
procurement
of materialg/.

PLANNING
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UNIQLO SUPPLY CHAIN

Co-Artistic Directors
Christophe Lemaire and
Sarah-Linh Tran lead the
UNIQLO Paris R&D Center
and are responsible for the
Uniglo U cjection.

PLANNING

START
ALy ALY
PRODUCT
CUSTOMERS CONCEPT

SELECT AND
PROCURE MATERIALS

S

Research & Development
(Designers/Pattern Makers)

An important part of R&D at UNIQLO is
developing products that respond to
customer requests, while also identifying
emerging needs. Accordingly, our UNIQLO
R&D centers constantly incorporate
customer opinion while researching global
fashion trends and new materials. One year
before a product’s launch date, UNIQLO
representatives from teams including R&D,
merchandising, marketing, and materials
development hold a concept meeting to
determine the designs, materials (including
those with low environmental impact), and
product lineup for the season. Based on
those decisions, our designers begin work
and turn their designs into samples. Even
after a design is selected, its color and
silhouette may be refined multiple times
before it is truly finalized.

DESIGN
SAMPLES

®

Merchandising
(Product Planning)

The merchandising team plays a vital role in
the product creation process, from product
planning through production. Deciding
product lineups and volumes through the
year is an important aspect of the
department’s job. To do this, merchandisers
communicate closely with R&D, the
production department, and other divisions to
determine the designs and materials required
for each season’s products. They also
manage the launches of our strategic
products in close cooperation with other key
departments. Many UNIQLO products are
manufactured in lots of roughly 1 million units.
The merchandising department monitors
sales conditions throughout the season,
issuing instructions to increase or decrease
production. The team’s key responsibilities
include minimizing surplus stock and
shortages, so that all ordered items are sold.

(9)
&)

Development and
Procurement of Materials

UNIQLO can secure stable, high-volume
supplies of top-quality materials at low cost
by negotiating directly with materials
manufacturers worldwide. Utilizing our
economies of scale enables us to achieve
more favorable terms than any other
manufacturer. The materials used for our
core items are particularly important. Each
season, we improve the functionality, feel,
silhouette, and texture of our clothes based
on customer feedback. For example, we
work closely with Kaihara to source denim
to specific spinning standards and dyeing
specifications. We also partner with world-
leading synthetic fiber manufacturer Toray
Industries to create innovative new fibers
and materials such as the ones found in our
HEATTECH range.



PRODUCTION

FINALIZE
DESIGNS

SET PRODUCTION
VOLUMES

UNIQLO partner dyeing factory

START
PRODUCTION

@

Production Network

UNIQLO outsources the production of most
products to partner factories in Mainland
China, Vietnam, Bangladesh, Indonesia, and
India. We have built strong trust with our
partner factories over many years and hold
an annual conference to facilitate frank
dialogue with factory managers. We conduct
regular audits of human rights, working
environments, and management systems at
all garment factories, core fabric mills and
core spinning mills for UNIQLO cotton
products and core auxiliary material factories.
We assist low-scoring factories with the
implementation of improvements. Starting in
2024, we also began introducing periodic
audits for cashmere fiber-cleaning factories
and spinning mills involved in producing our
100% cashmere products. UNIQLO
continues to ensure responsible procurement
and high-quality products by maintaining
win-win relationships with partner factories.

(ai)

Production Department

We assign production department
members, who manage product quality and
production progress, and Takumi (skilled
artisans) to production offices in Shanghai,
Ho Chi Minh City, Dhaka, Jakarta, and
Bengaluru. Production office representatives
visit factories weekly to resolve any issues
and ensure quality management right there
on the factory floor. The production
department swiftly addresses any quality
concerns raised by customers and
implements improvements if required.

UNIQLO Production Offices

Shanghai
© Dhaka Q Shanghai

Bengaluru @ Q Ho Chi Minh City

Jakarta @

P
oooo
oo

UNIQLO Takumi Teams

By visiting factories and providing technical
advice, Takumi establish thorough quality
control and a strong relationship of trust.

“| offer instruction on dyeing technology at
partner factories, and this can encourage
workers to embrace a new production
management philosophy and to improve
their factories. | am proud to be passing on
expert Japanese techniques to the next
generation.”

Dyer Takumi
Kazuaki lida
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UNIQLO SUPPLY CHAIN

SALES

UNIQLO Rome Via del Corso store (ltaly)

SHIP TO INDIVIDUAL
MARKETS

AIR TV AND WEB
COMMERCIALS

UNIQLO Meir store (Belgium)

START ADDITIONAL
PRODUCTION

36
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Inventory Control

The inventory control team works to improve
management efficiency by supplying
inventory that reflects the sales capabilities
and product sales of each individual store.
The team monitors sales and stock daily at
each store and dispatches inventory to fulfill
orders and maintain appropriate inventory
levels. At the end of each season,
merchandisers and the marketing
department identify popular items and other
products for continued sale, and determine
the right timing for any change in prices.

Flyer included in Japanese newspapers

)

Marketing

Each season, UNIQLO conducts
promotional campaigns for core products
such as HEATTECH, PUFFTECH, AlRism,
and Bra Tops. During the campaigns,
UNIQLO advertises the products’ unique
qualities and features through TV
commercials and online ads. We use
UNIQLO apps, email, social media, and
flyers delivered with newspapers to notify
customers about limited-period discounts,
typically of 20-30%, on new seasonal
ranges.

b INSULATED BT MR-

Online advertisement

Stores

At the end of August 2025, UNIQLO Japan
had 794 stores. UNIQLO International
boasted more than twice that number at
1,725 stores, including 1,008 in Greater
China; 132 in South Korea; 397 in
Southeast Asia, India & Australia; 106 in
North America; and 82 in Europe. We are
enhancing LifeWear branding by replacing
some existing stores with higher-quality
ones and accelerating the opening of
large-format and global flagship stores.

UNIQLO roadside store



IN-STORE SALES AND
E-COMMERCE CUSTOMERS

@

E-commerce

Our e-commerce operation is growing increasingly important as
more customers shop both online and in store. In FY2025, online
sales accounted for roughly 15% of total sales (14.8% in Japan;
roughly 20% each in Greater China, South Korea, North America,
and Europe; and roughly 10% in Southeast Asia, India & Australia).

To meet customer needs, we intend to expand services that facilitate

different purchasing and delivery options, improve the convenience
of our online store and app, and strengthen our information-sharing
platforms through services including UNIQLO LIVE STATION.

Customer Centers

We have Customer Centers in all markets where we operate, and
we receive over 39 million pieces of customer feedback annually.
By collecting, analyzing, and sharing this information with product
departments, stores, and employees in a timely manner, these
centers play a leading role in the development of our products and
services. Most customer service at these centers is handled by
employees. We now use Al to significantly increase the accuracy
and speed of customer feedback analysis and dissemination.

UNIQLO Shinjuku HONTEN store (Japan)

PRODUCT
CONCEPT
Incorporate customer feedback

to make even better products /
UNI
qLo

i JOR
QLO o

LIVE STATION

Jaimadom
Je3M3417 ONINVL
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https://www.uniqlo.com/us/en/livestation/recommend
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Digital Business

UNIQLO SUPPLY CHAIN

Transformation

TAKAHIRO TAMBARA

Group Executive Officer and CIO
FAST RETAILING CO., LTD.

Integrating Frontline Expertise

@ With Digital Transformation

Using Digital Tools to Perfect Customer-centric Business

To ensure customers can instantly purchase the clothes
they want exactly when they want them, Fast Retailing
launched the Ariake Project in 2017, reforming operational
management and creating a new type of digital consumer
retailing company. Our customers are central to all
management decisions. To meet customers’ needs, our
staff members think and act autonomously, transform
business processes, and utilize digital tools to replicate
and scale those processes. This approach drives our
strong growth. We promote both digital business
transformation and talent development, which has enabled
our headquarters and stores to gain a detailed and timely
understanding of customer feedback, product information,
and product flows, and swiftly pinpoint anomalies and
identify business opportunities. We intend to further
develop and leverage these frameworks going forward.

Improving Operations Through Digital Business
Transformation and Talent Development

Business management
evolution

Achieving:
» Customer-centric management

* Independent store management and
SKU management
* Global One and ZEN-IN KEIEI

Digital business Talent
transformation development




Optimizing Digital Processes Through Frontline Expertise

Our founder, Tadashi Yanai, outlined his basic digital
business transformation idea in a 1993 internal memo titled
“Business = Systems.” He highlighted the importance of
standardizing and planning business operations prior to
digitalization. Digital technology has advanced rapidly over
the subsequent 30 years, but the premise of our business
and digital transformation strategies remains the same.
The Digital Business Transformation Services
Department, the key driver of these changes, supports the
reformation of business practices across all Group
structures and operations. The department stays up to
date on frontline conditions, quizzes staff on specific best
practices, and incorporates that information into
reproducible systems. We persistently explore all possible
improvements until we find a truly effective method.

Memo written by founder Tadashi Yanai in 1993

B == e x|
.56 Ws

M 2AFLETAERALECHED LA I MAORELREATET 5,

AR AFLt0ERNLRMEHAITE,

MR 27 LDASHBBLY LRBES,

FTORBD N VTN ET B,

LORBOHME, w22 T AL HERETE.

MR -GS -F AR FLEHL,

FTHABRUET IS Ea-#-AROCIFR. SER LOFROTEELFELUVEIRT S,

Business = Systems
1993.9.6 Tadashi Yanai

Systemize information to identify and analyze business in ways that generate
more than simple cost benefits. Clarify the purpose and scope of information
systemization. Information systems personnel to know more about frontline
operations than our onsite staff. Reengineer those operations through
standardization, manualization, and planning. Build a simple and clear total
system. Ensure this remains consistent with the direction of our company and
the computer industry three, five, ten years from now.

The Three Goals of Customer-driven Digital Business Transformation

We have established integrated, customer-centric
management frameworks across planning, production,
distribution, retail, and head office functions. We are
capitalizing on this strength to drive digital transformation.

We have set three goals to promote this
transformation. First, ensure customers’ desired products
are always available. Centralizing and visualizing our vast
customer feedback lets us instantly grasp requests and
complaints, improve and develop products, increase
production, and restock hit products.

Second, ensure customers can access the products

Promoting Digital Transformation Across All Business Domains

they want without shortages at the SKU level. We achieve
this by introducing, linking, and optimizing algorithms from
planning through retail. This lets us perfect all processes,
including revising sales plans to reflect latest performance;
linking production, sales, and distribution plans; sharing
information with factories; allocating warehouse stock;
and transporting goods to stores.

Third, provide shopping experiences where customers
can swiftly and easily access their chosen items. We leverage
digital technology to improve store efficiency and provide an
integrated in-store and online shopping experience.

Collect,
. . analyze, and Commercialize
Customers !‘Ink dlre(:tly utilize customer information
with customers feedback

Ensure customers’ desired products
are always available

Not too much,

not too x ,
little stock

Link production,
sales, and
logistics planning

All companies and
divisions coordinate a
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Communicate
information
that conveys
product value

Optimize and
increase frequency
of additional
production

customer-centric approach

Ensure customers can access the
products they want without shortages
at the SKU level

All employees share the
same information

Optimize
inventory
allocation

Improve
customer

service

Provide shopping experiences where
customers can swiftly and easily access
their chosen items

Share inventory
among physical
and online stores

Automate
warehousing
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GREATER CHINA

Reinvigorating Growth With
New Business Structures

NING PAN

CEO, UNIQLO Greater China
Group Senior Executive Officer,
FAST RETAILING CO., LTD.

What are your current
business reforms, and
what inspired them?

In FY2025, UNIQLO Greater China
revenue totaled ¥650.2 billion (-4.0%
year on year) and business profit
¥89.9 billion (-12.5%). Ever since we
entered this region in 2002, mass
store openings and efficient store
management have generated strong
overall growth. In the Mainland China
market, while the local economy and
business environment have
dampened our business performance,
we are now pursuing a structural
transition from chain store
management to independent store
management to regain our strong
growth trajectory.

We are focusing on four new
pillars. The first, achieving business

that creates value, aims to maximize
sales and optimize discount rates
through strategic marketing and store
displays that showcase UNIQLO
functionality and value. The second,
developing product lineups tailored to
regional needs, encourages flexible
production systems by carefully
timing the introduction of strong-
selling items and optimizing inventory
while capitalizing on our regional
manufacturer-retailer position. The
third, improving store quality, has
boosted scrap-and-build store sales
numbers by 50% and helped create
hugely successful flagship stores in
Wuhan, Chengdu, and Changsha.
The fourth focuses on strengthening
management talent. While our pool of
amazing people in Mainland China is
steadily expanding, in order to
accelerate local talent development,
we are also dispatching business and
store managers from Japan with a
deep understanding of independent
store management principles. These
new approaches are starting to
generate positive results, and we are
determined to boost growth further

in FY2026.

What positive results are
you seeing?

Independent store management
nurtures deeper understanding of the
needs of individual stores and
communities, and closer alignment



with customer needs. Product mixes
have steadily improved since Spring
Summer 2025, when we started
reflecting feedback from store
managers and customers in individual
store sales plans. We have optimized
inventory by frequently adjusting
production in line with sales trends.
Opening flagship stores and
promoting our products in local media
is also having a positive impact. Our
social media posts and constant flow
of popular content with young people
have enhanced appreciation of
UNIQLO product value and price and
greatly increased sales of Linen Shirts,

UV Protection Parkas, Barrel Leg

Jeans, and other items. More people

under 30 are using the UNIQLO app.
All these initiatives are boosting

our credibility with customers. In

Spring Summer 2025, UNIQLO UV

Jaimadom

SEEE, BEANELBAT HAE
SRLRANES-RT

protection items were praised for their
exceptional functionality and quality in
a CCTV.com feature, and UNIQLO

was named a Top Brands for the 14th

consecutive year in a consumer
survey conducted by CBN
YiMagazine, one of Mainland China’s
most influential publications. We will
keep striving to be the region’s most
essential brand.

CCTV.com and other media introduced
UNIQLO’s UV protection items and helped
convey their appeal to customers, who
then posted on social media, generating
broader interest.

41
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UNIQLO New York Fifth Avenue store (global flagship store)

NORTH
AMERICA

Accelerating
Growth to Achieve
¥1 Trillion in Sales

How have you continued
to generate strong results
in a constantly changing
business environment?

UNIQLO North America outstripped
expectations in FY2025, generating
significantly increased revenue of
¥271.1 billion (+24.5%) and business
profit of ¥44.2 billion (+35.1%). Strong
branding and communication of our
product value are boosting customer
support for and trust in UNIQLO.

Our Art and Science of LifeWear
event, held at the Museum of Modern
Art (MoMA) in New York in September
2025 to mark UNIQLO’s 20th
anniversary in the USA, drew media



attention by showcasing UNIQLO’s
philosophy, history, and advanced
technology. The newly refurbished
sales floor at the New York Fifth
Avenue flagship store ensures our
great styling options and product
value instantly stand out. We plan to
replicate this style in all future stores.
The customer enthusiasm in our North
America stores and positive response
to new store displays fill me with
confidence about our future growth.
Our enhanced branding and
promotion of independent store
management are earning UNIQLO a
reputation as a high-quality, essential,
unique, and increasingly competitive
brand. To achieve sustainable growth,
we will undertake internal initiatives,
developing products that effectively
balance value and price, refining sales
plans, and improving productivity
while flexibly addressing changing
external factors such as tariffs and
trends in the broader economy.

How do you intend to
reach your ¥1 trillion
sales target?

We are nearing our ¥300 billion North
America sales target, originally set for
FY2027, as we advance toward our
goal of ¥1 trillion in yearly sales.

With the brand’s visibility on the
rise, | want to attract new UNIQLO
fans at a faster pace. New York and

Los Angeles are key fashion hubs. To
extend the reach of LifeWear, we will
develop products in the USA that
appeal to customers worldwide, and
integrate our marketing, sales floors,
and e-commerce to better convey
information. We will accelerate the
opening of flagships and other stores
in high-quality shopping malls
primarily on the East Coast and West
Coast, while also opening stores in
untapped cities with strong online
sales. In 2026, we plan to open new
flagship stores in major cities including
New York, Boston, Chicago, and San
Francisco. We will also pursue
activities that benefit both ourselves
and the local community. To drive
these initiatives, we will build an
organization operated by elite teams
that exhibit strong teamwork,
ambition, and passion.

The Art |@
& Science of

Li

Our exhibition at MOMA included
a panel discussion featuring
UNIQLO Global Brand
Ambassador Roger Federer.

DAISUKE TSUKAGOSHI

Board of Director,

Group Senior Executive Officer,

and COO, FAST RETAILING CO., LTD.
Executive Director, President, and COQO,
UNIQLO CO., LTD.

CEO, UNIQLO North America

Canada
[ ]
]
- "
USA L
u [

(Total stores as of end November 2025)
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EUROPE

Business Success Driven By
Rising Brand Trust

TAKU MORIKAWA

CEO, UNIQLO Europe

Group Senior Executive Officer,

FAST RETAILING CO., LTD.

What is driving continuing
strong sales and profit
growth in Europe?

Sales have increased by 30-50%
each year since FY2022. FY2025
again saw impressive growth, with
sales reaching ¥369.5 billion (+33.6%
year on year) and business profit
totaling ¥54.2 billion (+283.7%).

Among various contributing
factors, the most important was rising
brand visibility driven by flagship store
openings. To effectively showcase
UNIQLO, we open flagship stores in
prime locations where we can offer
products and services to many
customers and deepen brand affinity.

Another factor was our focus on
women’s wear. Women’s wear
typically accounts for about 70% of
sales for competing European brands,
but that proportion used to be only
40% at UNIQLO. European shopper
feedback revealed they wanted more
dresses, skirts, and so on. We
strengthened the development and
marketing of these items through the
London R&D Center and expanded
women’s wear to approximately 50%
of total sales.

In addition, high praise for core
UNIQLO items has boosted the
number of loyal customers. Boosting
our sales every year are wider color
ranges and stylish adjustments to
core items such as linen, cashmere,
T-shirts, and down. Strong sales of

hit items including BLOCKTECH, UT,
Wide Pants, and the Round Mini
Shoulder Bag have boosted the sales
contribution from customers under
30 to roughly 35%, making UNIQLO
one of the most popular brands
among young people. Enthusiasm for
LifeWear among young people is very
encouraging.

What do you focus on
when opening
flagship stores?

The goal in opening a flagship store is
not simply to boost overall store
numbers. To justify opening a new
UNIQLO store, we need to have
reasons that are meaningful not just to
us but also the local community.
Naturally, we focus on finding prime
locations that customers from all over
the world can visit easily and on
securing sufficient sales space to
showcase our products and corporate
values. However, it is even more
important to understand the local
significance of and affection for the
historical buildings where we create
our stores. And we look into how we
might collaborate with property
owners who, like us, want a UNIQLO
store opening to help breathe new life
into the local community. Based on
those parameters, there are still many
places in Europe where we could
open a flagship store, so | will continue
to actively promote that process.



GROWING AFFINITY FOR LifeWear IN EUROPE

*Total stores as of end November 2025
SWEDEN @2 THE NETHERLANDS

DENMARK

il
U

THE NETHERLANDS
Rl ¥1 triltion
Kungstradgérden store | |
1 Sweden s '!l | o
3 Our new 110,000 m? automated s " | =
warehouse in the Netherlands is where we 5 N 1
A consolidate stock for all our physical fi
stores in Europe. Products are e -
: Denmark automatically picked, packed, and sorted. Kalverstraat store Revenue target
R&D Center London 00 .
The creative hub for our collaborative ¥ 5 billion
UNIQLO : C and JW ANDERSON GERMANY
collections, under the expert guidance of hﬂd F GERMANY B 1155 N
UNIQLO Creative Director Clare Waight | T TR -
Keller. Poland e s i o
- 2 1 Ll o
: =i - -
11 Oxford Street st B e
ihe g:m?jr’s f:s{;TC)bZIt:Egship store 23 UK N Jhﬁ . ] S I
’ etherlands
which opened in Europe in 2007. f L 4 12 Germany —1
o Following a significant expansion in 2016, 3 Belgium
What initiatives are you UK this store has become a key hub for
. . | il LifeWear and London culture. BELGIUM
pursuing to achieve your 4 ] 1 -

¥1 trillion sales target?

w Luxembourg 1

UNIQLO Europe

Tauentzien store (FY2025)

This store, our first in Germany, opened in
2014 on a major intersection surrounded Revenue: 3695 billion
by multiple fashion brands. It became the

Local customers appreciate our core

. . . . : Japanese culture.
delivery times from production sites flagship store managers. (Fy) 02 03 ‘04 05 ‘06 ‘07 ‘08 ‘09 ‘10 ‘11 ‘12 ‘13 ‘14 15 ‘16 ‘17 ‘18 ‘19 20 ‘21 22 23 ‘24 25

products, but we haven't fully met Regent Street store France m : | inspiration for our RE.UNIQLO STUDIO Busfifless o 14.7. E
their expectations. There is room to Meir store fepair and remake services. proT™ Teargi: - =

expand our women’s and kids’ E (e
ranges, and UNIQLO’s functional - E
items have not fully penetrated the Passeig ce Gracasiore I POLAND L UXEMBOURG =
market. We will build on our success ! 4 italy E
with the Bra Top range by proposing 7 E
new products whose features serve to Europe. In spring 2025 in the — FRANCE E
lifestyle needs and promise to sell Netherlands, we opened UNIQLO’s =
well worldwide. largest automated warehouse. We E
We will continue our regional plan to enhance our warehousing |
flagship strategy while also opening framework to keep pace with rapid UNIGLO GRAND-RUE E
stores in locations with unique local business expansion. E
characteristics. The Annecy store in Finally, talent development is vital. =
France is one example. While We are making progress in Europe I Revenue E
sparsely populated, the area boasts on appointing people with strong - ) 6 WO, [l Busiess profit mardin E
a thriving ski resort and the UNIQLO ~ local knowledge. Four of our seven R&D Center Paris , @ 42 Eﬂ |
store was welcomed because it Europe COQOs are from Europe. We tTehaemC,Ovlz/ehik():?]S:ttfgc(t)s ra:gﬂgpﬁedsesm Piezza Cordusio S{O‘reﬁ'- E
cerveslocal cusomers noeds.  areakoofferng thenext generaton - = et i Coot 1
We are leveraging Ariake Project of corporate leaders systematic Opened in 2009 and refurbished in 2023, evolution of future LifeWear. E
business optimizations, including growth opportunities, including thh.ft;??”éitggﬂ?;%72?;@?";%2@2.{Z o P o ' l E
|ogistica| improvementS, to shorten appointing young employees as Opera House with an elegant infusion of E
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Theory

Affordable Sophistication
From New York

The Theory fashion brand, launched in
New York in 1997, is renowned for its
perfect fit and its sleek designs. The
innovative brand developed a premium
stretch fabric that sets it apart from the
competition. Theory continues to release
invigorating new collections that bring
beauty and comfort to everyday life.



COMPTOIR DES
COTONNIERS

The Allure of
French Esprit

Founded in 1995, Comptoir des
Cotonniers (CDC) is a French casual wear
brand based on the concept of unadorned
allure, and prizes values rooted in French
culture and artisanship. CDC boasts high-
quality materials, tailoring, attention to
detail, and timelessly feminine designs.
Pieces from this sophisticated collection
can be beautifully worn for a lifetime.

PRINCESSE tam.tam

PARIS

Superior Clothing for
Everyday Life

PLST’s high-quality materials, silhouettes,
and designs create elegant beauty in any
situation. Wearing PLST is like a gentle
confidence boost. It’s a refined look for
people living their lives to the fullest. This
label offers superior clothing for everyday
life at reasonable prices.

A French Brand
That Celebrates Individuality

Princesse tam.tam (PTT) is a popular French brand that celebrates natural

beauty and offers “lingerie that lets your personality shine through.” Known for
its high quality and original prints, PTT captures a sense of French beauty that
is refined, elegant, and also playfully innocent.
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TOPRICS

Views on Independent Store Management

12F —
SPECIAL FLOOR

S|

10F —{ G

MEN
CLEAN CASUAL

1R
-~ UT STORE

o

— 9F
v
[ MEN
BF INNER / ROOM / SPORT
8F — I
MEN @
CASUAL
7F
KIDS & BABY
or %
WOMEN
INNER / ROOM
BF
@ WOMEN
BOTTOMS
aF
WOMEN m
CLEAN CASUAL T =P T ra T
ol U AT )0 3FE
@ e WOMEN

2F
SEASON SELECTION

il

UNIQLO GINZA

CASUAL
e

IF
LifeWear SQUARE

o
Xk 2
\\7/

Ranks No. 1 for sales out of roughly 2,500 UNIQLO stores
worldwide. Each of the 12 floors showcases a different
product feature or sustainability activity, making for a fun
shopping experience.
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A Management Role
for Everyone

1 Z g UNI
J0OgqLo

Yuki Koda

Manager,
UNIQLO GINZA

The most important consideration when
implementing independent store management
is ensuring all staff members play pivotal
roles. That’s why | always listen to the
opinions of my staff. | ask everyone to
generate ideas and constantly challenge
themselves, because that is how you grow.

| developed this approach after being
appointed manager of a USA flagship store.
With huge sales and a huge floor space,
everything required a team. Through frequent
conversations with my staff, | came to see
that understanding the area and the customer,
and empowering the staff, would improve
sales and customer satisfaction.

UNIQLO GINZA attracts customers from
around 150 countries and regions, which
means we sell AIRism and other staple
products year-round. | optimize inventory and
store displays by listening to feedback from the
floor and checking sales data from wherever
customers live. The business app we now use
enables staff to instantly grasp any immediate
or necessary action with regard to sales plans
or product stock. These are some of the ways
we practice independent store management.
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Sharing Our Commitment to
Serve Local Communities

1= g UNI
JogqLo
Leung Kaman

COO of

UNIQLO Belgium,
the Netherlands and
Luxembourg

| have been involved in many new store
openings in Europe and am convinced
independent store management plays an
essential role in their success. Creating
stores that benefit local customers requires
us to constantly question our own goals and
identity, potential regional contribution, and
key differentiators. All staff members must
understand and embrace this approach. The
new UNIQLO Koningsplein store opened in
October 2024 near our first Netherlands
flagship store, but its customer base is
primarily local. Offering interesting product UNIQLO KONINGSPLEIN
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lineups, decor designed by local artists, and The UNIQLO Koningsplein store is housed
a community-rooted atmosphere has made in a historic building constructed in 1899.
many customers feel that “the arrival of 8:2'2@2’;?:f:g:n;géstﬂﬁxh&\%fg?s
UNIQLO has brightened up the city.” bringing new life to the area.
@3 Independent Store | enjoyed putting mdepe.ndent store management into
- . . practice when | was assigned to open the GU Amu Plaza
Management IS MOtlvatmg Nagasaki store in 2023. | had no connection with

Nagasaki, so | interviewed the staff and visited nearby
commercial facilities to deepen my local knowledge. | felt
inspired by the staff’s various ideas about store displays,
product lineups, and ways to appeal to customers.
Notably, they said that locals preferred flat to heeled
shoes due to Nagasaki’s steep hillsides.

In a chain store, some things should be consistent.
But within our guidelines, many elements can be
adjusted. Today, | manage the GU Marronnier Gate Ginza
store, and my staff and | are always looking for specific
ways to boost customer satisfaction in the city center.

Kana Yamamoto

Manager, GU Marronnier
Gate Ginza store
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