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■ Consolidated P/L Overview

In FY15 (April 1, 2014 to March 31, 2015), UNITED ARROWS LTD. reported an increase in revenue and a 

decrease in earnings. The downturn in earnings was largely attributable to internal struggles during the fall 

and winter selling seasons. On a positive note, each level of profit surpassed forecasts that were revised 

downward and announced on February 5, 2015.

Consolidated sales for the fiscal year under review climbed 2.0% compared with the previous fiscal year 

owing mainly to an increase in revenue at each Group company.

The gross margin declined 1.4 percentage points compared with the previous fiscal year to 51.9%. This 

decline is mainly due to the effects of ongoing weakness in the value of the yen, the higher proportion of 

purchased brands in the overall sales mix, and an increase in the sale of markdown products from the 3Q.

The selling, general and administrative (SGA) expense to sales ratio climbed 0.6 of a percentage point year 

on year to 43.3%. Due to the downturn in UNITED ARROWS LTD. existing store sales there was a relative 

upswing in the fixed costs ratio. Moreover movement in the SGA expense to sales ratio was due to the rise 

in distribution expenses on the back of higher levels of inventory.

Taking each of these factors into account, ordinary income fell 16.0% compared with the previous fiscal 

year to ¥11,542 million while net income decreased 20.1% year on year to ¥6,332 million. Compared with 

the revised forecasts, ordinary income was up 4.9%, or ¥542 million, while net income improved 3.8%, or 

¥232 million.
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■ Non-Consolidated P/L Overview

An explanation has been omitted.
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■ Non-Consolidated Sales Results by Sales Channel

For the fiscal year under review, non-consolidated sales were up 0.4% compared with the previous fiscal 

year. Existing retail and online store sales, on the other hand, were down 2.3% year on year.

Looking at total business unit sales, retail sales declined while online store sales increased. Outlet store 

sales were also up year on year.

Turning to online sales, results for casual products were robust. Trends were also strong in line with such 

factors as the consolidation of clearance sale merchandise. Another reason for the sound performance 

was the increase in customers purchasing sneakers and other popular topical items online.

From a sales composition perspective, online store sales accounted for 12.0% of the total, up 1.0 

percentage points compared with the previous fiscal year. Outlet sales made up 12.4% of the total, 

unchanged from the previous fiscal year.
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■ Non-Consolidated Sales Results by Business Type

For the full fiscal year, revenue was up in the CH business. In contrast, revenue was down in other 

businesses due to internal struggles during the fall and winter selling seasons and corrections following the 

rush in demand in the lead-up to the consumption tax rate hike in March 2014.

In the UA business, both men’s and women’s dressy items confronted a variety of circumstances. Trends in 

casual items, however, were firm.

In the GLR business, women’s items struggled while conditions in men’s items were robust.

In the CH business, results were strong across various products including silver, gold, cut & sewn, and 

eyewear items. The proactive response toward inbound demand also proved to be successful.

SBUs struggled in overall terms throughout the fiscal year under review. As a notable exception, trends at 

existing DRAWER retail stores were positive year on year.
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■ Non-Consolidated Gross Margin Results

In FY15, the non-consolidated gross margin decreased 1.6 percentage points compared with the previous 

fiscal year to 51.3%.

The total business unit gross margin decreased 1.2 percentage points year on year to 55.4% due largely to 

the impacts of an ongoing decline in the value of the yen resulting in an upswing in the cost of sales ratio, a 

higher composition of sales made up of procured products, and an increase in the sale of markdown 

products from the 3Q. Within procured products, there were also well-known and other brands with high 

cost of sales ratios and low gross margins that took up a higher share of the product mix throughout the 

fiscal year under review. This also contributed to the decrease in the total business unit gross margin.

As a rough approximation, the 1.2 percentage point decline in the total business unit gross margin is made 

up of an estimated 0.6 of a percentage point downturn linked to the upswing in markdown losses, with the 

remaining 0.6 of a percentage point attributable to an increase in the cost of goods purchased ratio as well 

as changes in the sales mix.

In FY15, the outlet store gross margin declined 2.8 percentage points compared with the previous fiscal 

year to 31.4%. This was mainly due to efforts aimed at promoting the reduction of past inventories at 

regular businesses as well as events held outside stores and other initiatives from the 4Q for the purpose 

of again reducing past inventories.

In the fiscal year under review, other costs climbed ¥193 million compared with the previous fiscal year. 

This was primarily due to the increase in royalties in line with CH sales growth as well as the increase in 

disposal of products.

Please refer to “Non-Consolidated Gross Margin Results by Quarter” on the next page.
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■ Reference: Non-Consolidated Gross Margin Results by Quarter

An explanation has been omitted.
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■ Non-Consolidated SGA Expenses

The non-consolidated SGA expenses to sales ratio increased 0.3 of a percentage point compared with the 

previous fiscal year to 42.2%.

Looking at factors that contributed to movements in the SGA expenses to sales ratio compared with the 

previous fiscal year, advertising expenses decreased in line with a decline in the placement of 

advertisements as well as transit advertising while other SGA expenses increased reflecting the upswing in 

IT-related costs as well as outsourcing expenses related to distribution.

Compared with the revised forecasts, SGA expenses fell approximately ¥570 million. This downturn was 

mainly comprised of a decrease in direct personnel, recruiting as well as education and training expenses 

of ¥300 million essentially in line with vacant positions and an effort to limit hiring, a drop in business trips, 

research and development as well as other expenses of ¥60 million, and a decline in advertising expenses 

of ¥40 million. Accumulated reductions and cutbacks in other general expenses also came to around ¥170 

million.
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■ Consolidated / Non-Consolidated B/S Overview

Total assets stood at ¥62,020 million as of March 31, 2015 on a consolidated basis. This was 4.6% higher than the 

balance as of the end of the previous fiscal year.

Factors contributing to the year-on-year movement in consolidated balance sheet items are presented as follows.

Current assets stood at ¥41,438 million as of March 31, 2015, up 6.8% compared with the balance as of the end of the 

previous fiscal year. The principal movements included an increase in inventory. Noncurrent assets edged up 0.4% 

year on year to ¥20,582 million. This largely reflected increases in the balances of tangible noncurrent assets and 

guarantee deposits in line with the opening of new stores.

Current liabilities declined 4.1% compared with the balance as of the previous fiscal year-end to ¥24,101 million. The 

major year-on-year movements in current liabilities included a decrease in income taxes payable. The balance of 

noncurrent liabilities jumped 154.7% compared with the balance as of March 31, 2014 to ¥6,731 million. This was 

primarily due to the increase in long-term loans payable to fund the purchase of treasury stock.

As of March 31, 2015, the balance of net assets stood at ¥31,186 million, down 1.1% compared with the balance as of 

the end of the previous fiscal year. Despite an increase in retained earnings, the year-on-year downturn in the balance 

of net assets was essentially in line with the purchase of treasury stock.

The balance of short- and long-term loans payable on a consolidated basis amounted to ¥10,500 million, up 106.6% 

compared with the balance as of the end of the previous fiscal year. This was mainly due to the increase in debt in line 

with the purchase of treasury stock.

On a non-consolidated basis, the balance of inventory was up 15.3% year on year. While this was substantially higher 

than the 0.4% year-on-year growth in non-consolidated sales, the upswing in inventory for the full fiscal year was lower 

than the 16.8% year-on-year increase recorded for the 3Q of FY15. Taking the aforementioned into consideration, the 

rate of inventory expansion is on a slight downward trend. Looking ahead, we will work to limit the increase in 

inventory through adjustments to procurement and sales activities.



11

■ Consolidated C/F Overview

The balance of cash and cash equivalents as of the end of the fiscal year under review stood at ¥5,585 

million.

Net cash provided by operating activities amounted to ¥4,730 million. The principal cash inflows were 

income before income taxes of ¥10,495 million and depreciation of ¥1,801 million. The major cash outflows 

included income taxes paid of ¥5,871 million and the increase in inventories of ¥3,102 million.

Net cash used in investing activities totaled ¥3,249 million. The principal cash outflows were the purchase 

of property, plant and equipment of ¥2,299 million and payments for long-term guarantee deposits of ¥327 

million in line with the opening of new stores and other factors.

Net cash used in financing activities came to ¥1,328 million. The major cash inflow was the net increase in 

long-term loans payable in line with the purchase of treasury stock of ¥6,000 million. The principal cash 

outflows were the acquisition of treasury stock of ¥4,614 million and cash dividend paid of ¥2,132 million.



■ FY16 Group Total Store Opening / Closing Plan

On a Group total basis, plans are in place to newly open 32 stores and close six stores during FY16. As a 

result, the total number of stores is projected to come in at 360 as of March 31, 2016.

UNITED ARROWS LTD. is looking to open 23 new stores and close four stores for a FY16-end total of 261 

stores.

Turning to FY15, the openings of two stores that were scheduled as of the end of the fiscal year under 

review were delayed until the beginning of April 2015. As a result, the forecast number of stores as of the 

period-end announced during the 3Q FY15 briefing session has fallen by two stores.

Looking more closely at activities in FY16, the opening of new stores will revolve mainly around existing 

major businesses including BY, GLR, and COEN.

Furthermore, the total sales area as of the end of FY16 on a Group total basis is projected to climb around 

9% compared with the end of FY15.
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■ Reference: Details of UNITED ARROWS LTD. Store Opening and Closing Plan for FY16

An explanation has been omitted.
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■ Reference: FY15 Results of the Opening and Closing of Stores

An explanation has been omitted.
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■ Reference: FY15 Results of the Opening and Closing of Stores

An explanation has been omitted.
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■ Group Companies

・ FIGO CO., LTD.
In FY15, FIGO reported an increase in revenue and a decrease in earnings. While sales were up 4% 

compared with the previous fiscal year to ¥3,400 million owing to a variety of factors including growth in 

retail and online sales, earnings decreased mainly due to increases in advertising expenses in connection 

with such new brands as ASPESI as well as store personnel expenses. In FY16, the Company is targeting 

revenue and earnings growth by upgrading and boosting product planning that incorporates customers’ 

needs and strengthening sales capabilities through training exchange programs with UNITED ARROWS 

LTD.

COEN CO., LTD. (Account settlement: January)

In FY15, ended January 2015, both revenue and earnings increased. Sales climbed 26% compared with 

the previous fiscal year to ¥9,100 million. In addition to the increase in revenue attributable to the opening 

of new stores, the growth in sales was mainly due to robust trends in existing and online store sales. 

Results came in above forecasts set at the beginning of the period. This reflected a variety of factors 

including the strong performance of products for which COEN adopted a balanced approach toward price. 

In specific terms, the company restored product prices from the spring and summer of 2014 following a 

temporary increase in the fall and winter of 2013. Moreover, the better-than-projected results were due to 

efforts aimed at strengthening store management. In FY16, COEN will continue to reinforce product 

development capabilities, bolster customer relationship management, and enhance store operations. 

Through these and other means, the company is targeting continued growth in both revenue and earnings.

(Continued on the following page) 
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■ Group Companies

(Continued from the previous page) 

・UNITED ARROWS TAIWAN LTD. (Account settlement: January)
In FY15, ended January 2015, the company incurred an ordinary loss that came within plans. UNITED 

ARROWS TAIWAN LTD. stores continue to be visited mainly by well-to-do, highly fashion-conscious 

customers. Accordingly, the company will continue to expand its lineup of trend-setting products. UNITED 

ARROWS TAIWAN LTD. is implementing a system where products are delivered directly to the Taipei 

store from the factory in China in an effort to ensure the timely display of merchandise. This initiative is 

consistent with the company’s decision to adopt a season merchandising approach in the future. At the 

same time, UNITED ARROWS TAIWAN LTD. is strengthening sales through a variety of measures 

including the use of SNS and the introduction of a stamp card service. In FY16, steps will be taken to 

further improve merchandising and to increase sales by heightening visibility and awareness.
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■ FY16 Consolidated / Non-Consolidated P/L Forecasts

UNITED ARROWS LTD. is targeting an increase in revenue and earnings on both a consolidated and non-

consolidated basis.

Consolidated sales for FY16 are forecast to reach ¥141,401 million, a year-on-year increase of 7.9%. This 

forecast is based on the assumption that UNITED ARROWS LTD. existing retail and online store sales will 

climb 3.3% compared with the fiscal year ended March 31, 2015.

Compared with FY15, the gross margin is expected to decline 0.3 of a percentage point to 51.7%. This 

decline is due mainly to the increase in inventory reduction costs in line with higher discount rates .

The SGA expenses to sales ratio is anticipated to come in at 43.4% in FY16, up 0.1 of a percentage point 

compared with the fiscal year under review. In FY15, we were successful in significantly holding down 

costs in line with the slump in performance. In FY16, we will look to cover any downturn in the gross margin 

and secure increased profits by again limiting costs to similar levels.

Taking into account these endeavors, operating income is forecast to improve 3.0% year on year coming in 

at ¥11,686 million. Ordinary income is also projected to climb 1.1% year on year to ¥11,669 million.

Due to such factors as the forecast decline in impairment loss, net income is anticipated to total ¥7,103 

million, an increase of 12.2% compared with FY15.

Consolidated EPS is expected to climb 17.8% year on year to ¥235.05 owing mainly to the decrease in 

extraordinary losses and the acquisition of treasury stock.
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■ Reference: FY16 1H and 2H Consolidated / Non-Consolidated P/L Forecasts

Earnings are forecast to decline in the 1H, increase in the 2H, and improve over the full fiscal year on both 

a consolidated and non-consolidated basis.

The main reason for the decline in 1H earnings is the anticipated downturn in the gross margin.

Measures aimed at reducing past inventories will be implemented throughout the full fiscal year. As a 

result, any negative impact will also be felt throughout the period as a whole. Meanwhile, trends during the 

1H of FY15 were relatively steady. In the 2H, however, sales were weak with an increase in the sale of 

markdown items. On this basis, the 1H gross margin is expected to fall below the level recorded in the 

corresponding period of FY15. Due to the lower hurdle set during the 2H of FY15, the gross margin in the 

2H of FY16 is forecast to improve.

Efforts to reduce past inventories that exceed the scale undertaken each year will be conducted throughout 

FY16 only. As a result, we anticipate any negative impact on gross profit attributable to the reduction of 

past inventories to be less in FY17 compared with other years.
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■ Reference: Details of FY16 Non-Consolidated Sales Forecasts

An explanation has been omitted.
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■ Overview of FY15

UNITED ARROWS LTD. reported an increase in revenue and a decrease in earnings in FY15. In addition 

to its failure to achieve forecasts established at the beginning of the period, the Company was confronted 

by a number of notable issues that required attention including a drop in the gross margin, an increase in 

inventories, and a downturn in the number of purchasing customers all in line with the slump in operating 

results.

Internal factors underpin all of these issues, most notably the inability by management and all employees to 

make sufficient adjustments in their awareness and behavior in response to changes in society, customers, 

and competing companies.

Taking the aforementioned into consideration, UNITED ARROWS LTD. is reflecting on individual measures 

and policies as follows.

Pricing policy: Sales declined substantially due to the Company’s failure to adequately take into 

consideration customers’ perceptions and reactions when pricing products. This was particular evident for 

fall and winter items last year. The decline in sales therefore reflects a product lineup that has failed to 

properly balance price and value.

New business development: Over the two-year period from FY13 to FY14, we undertook efforts to 

simultaneously set up three new businesses while developing overseas operations. This has decentralized 

and diluted management as well as human resources.

(Continued on the following page) 
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■ Overview of FY15

(Continued from the previous page) 

Existing businesses: UNITED ARROWS LTD. overreached its capabilities when setting its initial forecasts 

in a bid to offset the losses of multiple new businesses. Overstretching sales forecasts especially for 

mainstay existing businesses was the principal reason behind falling substantially short of FY15 plans.

Inventory: Despite recognizing that the amounts of purchases and inventories would exceed forecasts due 

to external factors including the upswing in procurement prices as a result of the weak yen and efforts to 

address the rush in demand in the lead-up to the consumption tax rate hike, the Company was unable to 

effectively cutback inventory.

The paramount reason behind each of the aforementioned issues is the lack of our understanding of 

customers, who are the most important consideration for a company that operates in the retail sector. Both 

sales and profits are a product of customer satisfaction and joy. In FY15, we focused too heavily on 

financial results and not nearly enough on the joy of our customers.

Taking these issues into consideration, we put forward management policies for FY16.
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■ FY16 Management Policy and Addressing Priority Issues

Reflecting on our lack of awareness and attention to customers from the last period, we identified the 

management slogan of “maximum satisfaction to each customer on each occasion” for FY15. Returning to 

the fundamental concept that “It’s All About The Customers,” each and every employee of the Company is 

committed to thinking carefully about what he or she can do to maximize customer satisfaction and to act 

accordingly. This process of consideration and action will form the basis of generating “maximum satisfaction 

to each customer on each occasion.”

In addressing priority issues, we will bolster the cycle of collaboration between the product, sales, and 

promotion departments and control increases in inventories.

The product department will take the initiative and work closely with the sale department in its efforts to 

undertake an analysis of the market. Based on its findings and information on current customer needs as 

well as future fashion trends, the department will engage in product development that balances the need to 

give customers what they want with putting forward proposals that are a half-step ahead of the times.

The sales department will work diligently to provide a level of customer service that exceeds expectations 

and leaves a lasting impression. At the same time, the department will relay any and all information obtained 

from customers in support of the product department’s endeavors.

The promotion department will take up the challenge of disseminating information and putting forward 

promotional proposals in innovative new ways that are aligned to current customers in the “search and 

sharing” era . These innovative new ways will take into account the manner in which customers search for 

and share information.

(Continued on the following page) 
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■ FY16 Management Policy and Addressing Priority Issues

(Continued from the previous page) 

In order to control increases in inventory, our goal is to hold the rate of inventory growth as of the end of the 

period to below the rate of sales growth. By reviewing merchandising policies, we will put in place and carry 

out appropriate purchasing plans. We will also increase the product sales rate by promoting attractive 

product lineups to customers. Looking at past inventories, we will limit the amount of period-end inventory 

through outlet store sales and the effective use of events outside store and online sales. Complementing 

these initiatives, we have introduced an inventory indicator in our assessment of each business from the 

current fiscal year. In this manner, we are increasing the awareness toward inventory reduction of each 

business.

At the same time, inbound demand and online sales were identified as Company-wide promotion items. In 

order to address the recent increase in visitors to Japan from overseas and the subsequent upswing in 

inbound demand, we are strengthening the language skills of sales personnel and sales promotion initiatives 

targeting foreign travelers. From an online store sales perspective, we will continue to promote Omni 

Channel Retailing initiatives. In this way, we will work to enhance the convenience of customers. In FY16, we 

will focus on bringing joy to customer through each of the aforementioned measures. On this basis, we will 

work to increase sales and profits and to achieve all established forecasts.
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■ Reference: Progress regarding Important Measures

Following a review of the Company’s merchandising policies, the decision was made to introduce 8-season 

merchandising initially through the GLR business and certain SBUs that exhibit a higher proportion of SPA 

activities. Still in the early days of implementation, it is difficult to comment on specific results at this stage. 

Moving forward, we will look to increase the precision of implementation while repeatedly testing the 

premises that underpin the 8-season merchandising policy. For businesses where the 8-season 

merchandising policy has not been introduced , we will limit the volume of products launched at the start of 

each season and secure the necessary budget to additionally introduce top-selling products during the 

period. We will also lift the fixed price sales ratio by introducing fresh merchandise. Meanwhile, energies will 

be channeled toward holding down the volume of residual inventory while securing gross profit.

As a part of efforts to review pricing strategies, we will cast an eye over the prices of items that were not 

adequately accepted by customers following a revision of prices during fall and winter last year. We are also 

working to accurately identify and secure a price range for hot-selling products. For products that exhibit 

poor sales after introduction, we will look to generate movement by quickly marking down those items. By 

implementing a variety of measures, we will strive to promote sales while adopting a flexible approach 

toward product pricing.

(Continued on the following page) 
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■ Reference: Progress regarding Important Measures

(Continued from the previous page) 

As we have often mentioned, we are committed to promoting a reduction in inventory. In order to reduce 

past inventories, for example, we held four external events during the 4Q. At the same time, we 

consolidated clearance sale inventories to online stores while working diligently to reduce inventories of 

products introduced during the period together with past inventories by opening new stores for a limited 

period through outlet online sites. In the fiscal year under review, we continued to implement the 

aforementioned measures. We also opened two new outlet stores, increased the sales floor space of one 

store in order to promote the reduction of inventories while minimizing any negative impact on profits.

In FY16, the number of existing store customers is down year on year. Looking at activities by business, 

there are also signs of strong and weak businesses. Taking these factors into account, there is clearly little 

room for complacency. Meanwhile, against the backdrop of the aforementioned conditions, trends in 

Company-wide sales of spring and summer items in 2015 are essentially in line with plans.

Moving forward, we will endeavor to provide products and services that attract the support of customers 

while carrying out tests on the premises that underpin our policies.
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■Withdrawing Sales and Profit Targets under the Medium-Term Management Plan

UNITED ARROWS LTD. announced details of its Medium-Term Management Plan, which ends at the 

close of the fiscal year ending March 31, 2017, in May 2014. Under this plan, the Company identified 

several consolidated quantitative targets for the final year of the plan including net sales of ¥155.0 billion, 

ordinary income of ¥17.0 billion, and a ROE of 20% or more. UNITED ARROWS LTD. has subsequently 

withdrawn its targets for net sales and ordinary income while maintaining its target for ROE.

Over the period of the plan, the Company has fallen short in its efforts to respond to greater than expected 

changes in its external environment in a timely manner. As a result, significant discrepancies with regard to 

progress in generating profits have arisen between the time the plan was first formulated and the present. 

Based on current earnings levels, profit growth of approximately 50% is required to achieve our 

consolidated ordinary income target for FY17, the final year of the Medium-Term Management Plan. If we 

are to force the issue, and position efforts to achieve this ordinary income target as our only priority, we 

believe that a drop in earnings will result causing considerable inconvenience to stakeholders. Taking into 

consideration the importance of securing long-term sustainable growth, we have therefore identified the 

need to enhance customer satisfaction as our most important priority at this time. Accordingly, we will 

implement measures aimed at improving store loyalty and creativity in order to gain a firm foothold and 

secure sound growth. However, in the event that there is a short-term shift in our business performance, we 

will maintain our ROE target of 20% or more as a part of efforts to sustain and increase stakeholder value. 

In specific terms, we will endeavor to achieve a ROE that exceeds the established target each fiscal year 

wherever possible.

(Continued on the following page) 
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■Withdrawing Sales and Profit Targets under the Medium-Term Management Plan

(Continued from the previous page) 

In the lead-up to formulating the next medium-term management plan, UNITED ARROWS LTD. will focus 

on gaining a firm foothold during FY16. With plans to ensure stable operations including the implementation 

of 8-season merchandising, we will take preparatory steps to put in place a new medium-term management 

plan during FY17 and announce details at the beginning of FY18.

The quantitative targets for our long-term vision, which covers the period up to the fiscal year ending March 

31, 2022, remain unchanged. We are, however, re-evaluating our various strategies and policies with a 

view to better achieving established plans.
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■ Profit Distribution Policy; Bolstering the Management Structure and Systems

Profit distribution policy

UNITED ARROWS LTD. maintains the basic profit distribution policy of undertaking the stable payment of 

dividends based on a dividend payout ratio target of around 30% while also balancing the need for sufficient 

internal reserves to fund growth investments.

While operating results for FY15 fell short of initial forecasts, we have placed a priority on carrying out our 

profit distribution policy and the payment of stable dividends. Accordingly, our initial dividend per share 

amount forecast remains unchanged bringing our dividend payout ratio to 39.1%. We will also prioritize the 

stable payment of dividends in FY16 and are therefore projecting a dividend per share of ¥78, the same 

level as FY15. On this basis, our dividend payout ratio is expected to come in at 33.2%.

Bolstering the management structure and systems

Subject to the approval of shareholders at the Company’s Annual Shareholders’ Meeting scheduled to be 

held in June 2015, UNITED ARROWS LTD. will appoint one independent outside director. Hidehiko 

Nishikawa, Professor of the Faculty of Business Administration, the Department of Markets and 

Management of Hosei University, has been identified as the candidate for this position. After a stint at World 

Co., Ltd., Mr. Nishikawa was appointed as a director of MUJI.net Co., Ltd. He received his Ph.D in 

commerce in 2004. Currently, Mr. Nishikawa serves as a professor at Hosei University Graduate School. 

Our request to accept a position as outside director stems from our confidence that Mr. Nishikawa will 

contribute to the sound and efficient management of the Company based on his wealth of experience in 

retail business and his broad knowledge gained as a university professor.

With the appointment of Mr. Nishikawa, UNITED ARROWS LTD. will maintain a structure that includes two 

independent outside directors. In addition to Gaku Ishiwata, a legal counsel and specialist well-versed in 

corporate governance, Mr. Nishikawa’s participation and his expertise in retail business are expected to 

strengthen the Company’s management and oversight functions.
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