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UNITED ARROWS has developed the corporate advertisement based on the artwork of Italian drawer, Gianluigi Toccafondo, since 1999. Themes of artwork are UNITED ARROWS’ store, customers and working staffs. Those works play a prominent
role in formulation of our corporate image. You will find his works on pages 1, 21 and 34

Gianluigi Toccafondo / Born, San Marino in Italy, 1965. / He is mainly working animated short film. His works are acclaimed and awarded at several International Film Festivals such as Cannes, Venice, and Berlin. He received the ADC 1999 Grand
Prix for a television commercial and show bill for UNITED ARROWS.
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Philosophy of UNITED ARROWS
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UNITED ARROWS creates new standards of Japanese lifestyle and culture.
(THE STANDARDS OF JAPANESE STYLE)

mEXFR RERER

Philosophy of UNITED ARROWS

MAKE YOUR REAL STYLE
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Rule of UNITED ARROWS
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Btores exist for the sake of the customers:
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Corporate Philosophy
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Creation of Five Values
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“Value of Customers,” “Value of Shareholders,” “Value of Trading Partners,” “Value of Society” and “Value of Our Staff”

.
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UNITED ARROWS calls this concept “Philosophy of UNITED ARROWS”
and we pursue it as our mission in our everyday activities.
With “Philosophy of UNITED ARROWS” at the core,
the Company has a set of principles comprising five elements.
It is the concept of values which we have embraced from
the Company’s inception until today, sort of a spirit of UNITED ARROWS.
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Corporate Message to all Readers
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UNITED ARROWS LTD. continues to set new standards of Japanese lifestyle and culture through the planning and sale of men’s and women’s apparel,
accessories, and general merchandise. UNITED ARROWS pursues values represented by a globally accepted international concept, and achieved by

combining Japanese culture and traditions with those from the West. We would like to continue devoting ourselves to creating this value as we continue to

evolve.

In the fiscal year under review, which falls on our 17th anniversary since our foundation in 1989, our net sales exceeded 50 billion yen for the first time,

indicating that UNITED ARROWS had taken the first step in its new growth phase. From now on, we will strive to achieve the net sales target of 100 billion

yen for the fiscal year ending March 2011, a gross profit margin of 55% or more, and an operating income margin of 15% or more, as a medium-term corporate

¥
management indicator while making continuing and consistent efforts toward the realization of the “Super SPA conce;()tz” our target business model.

(*) SPA = Specialty store retailer of Private label Apparel, which means a retail business with integrated management including original product planning, logistics, and sales.
UNITED ARROWS pursue the retailors covering all businesses “from the downstream range to the upstream range” with more advanced services concurrently, which will
include “consultive sales,” “purchase of merchandise (selection of merchandise),” and “product planning (creation of merchandise).” This is what we call the “Super SPA*

concept.”
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< Forward-Looking Statements >

Please note this booklet contains forward-looking
statements related to earnings as well as management’s
subjective expectations towards future business conditions
that are based solely on information available to date and
involving a number of inherent risks or uncertainties. You
should refrain from making any investment judgements
based solely on these statements.

Actual results may differ from the forecast figures due to
various factors over which the Company has no control,
including unexpected changes in competitive and
economic conditions, government regulations, and foreign

exchange rates as well as other factors.
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History
1989. 10
1990. 7
1992. 10
1999. 7
1999. 9
1999. 12
2002. 3
2003. 3
2003. 9
2005. 11
2006. 3

Founded UNITED ARROWS LTD. in Jingumae 2-chome,

Shibuya-ku, Tokyo (capital: 50 million yen).

Opened the SHIBUY A store which became the first UNITED

ARROWS store in Jingumae 6-chome, Shibuya-ku, Tokyo.

Opened UNITED ARROWS HARAJUKU store in Jingumae
3-chome, Shibuya-ku, Tokyo as the main and flagship store,

and moved the corporate office to the same location.

Registered with the Japan Securities Dealers Association
(name changed to Japan Association of Securities Dealers
Automated Quotations or JASDAQ); became an over-the-

counter traded company.

Opened green label relaxing Shinjuku store in “Shinjuku
Lumine 2” in Shinjuku 3-chome, Shinjuku-ku, Tokyo with the
start of the full operation of this brand.

Opened CHROME HEARTS TOKYO in Minami Aoyama 6-

chome, Minato-ku, Tokyo with the start of the full operation
of this brand.

Listed in the Second Section of the Tokyo Stock Exchange.

Listed in the First Section of the Tokyo Stock Exchange.

Renovation and renewal of the UNITED ARROWS

HARAJUKU store, the main and flagship store, with

increased floor space.

The number of stores exceeds 50.

Acquired all the shares of Figo Co., Ltd., whose main business

is importing, wholesaling and selling Italian bags and other

accessories, making it a consolidated subsidiary.

The number of stores at end of year reached 79.
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We will make progress in the new stage from “corporate
restructuring” to “corporate strengthening.”
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Interview with the President

How did the Company perform in the fiscal year ended March 2006?
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In the fiscal year 2006, which falls on our 17th anniversary, our sales exceeded
50 billion yen, indicating that UNITED ARROWS had taken the first step in its
new growth stage. Sales and profits outperformed both results of the previous
period and our initial projections, updating a record profit. For corporate
restructuring which we have been promoting, we were able to achieve a certain
level of results such as an improvement in gross profit margin and a reduction in
the year-on-year growth rate of inventory, etc.

In the second half of the year, by acquiring all shares of Figo Co., Ltd., which
has exclusive domestic marketing rights of Italian bags and leather products
brand Felisi, we possessed our first consolidated subsidiary. In the future, we all
over UNITED ARROWS will strive to challenge the various possibilities we

were unable to accomplish as a single entity.
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Would you tell us in more detail about the new plan for core businesses that was announced publicly?
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To achieve medium- to long-term growth and expansion, we announced a new
plan for three businesses at the beginning of 2006. We will divide UNITED
ARROWS (UA), our core business chain, into UNITED ARROWS, in which
we primarily offer dresses, and “BEAUTY & YOUTH UNITED ARROWS,” in
which we primarily offer sports and casual wear, developing both brands with
the target of 24 stores and 48 stores opening for the respective brands and
achieving sales of 60 billion yen in the future. We made the decision of this in
perspective of management as it becomes harder for UA business, though the
sales of which almost reached to 30 billion yen in the fiscal year 2006, to cope
with diversification of values among people as well as broadening of customer
base under unified brand.

As for green label relaxing (GLR), our second core business, we will open
new stores for new business chain, FACADE GREEN green label relaxing, a

specialty store for women, and ODANATA green label relaxing, a specialty
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store for men, in addition to opening new stores for the existing GLR business.
Through these store openings, we will aim to expand the size of business to the
sales of 45-50 billion yen with 115-145 stores in the future.

GLR achieved annual sales of 10 billion yen in the fiscal year 2006, the eighth
year since the launching business, and grew up to exceed the number of visitors
to store 1 million annually. Given this, we will response to the diversification
and decentralization of customers, needs by widening variations of business
their in opening new store.

As for Odette ¢ Odile (OEO), which deals with women’s shoes and sundry
goods, we will start new store opening actively from the fiscal year 2007, with a
target of 60 stores and expanding the business to sales of 10 billion yen in the
long term.

OEO, starting in 2002, is a business belonging to the Small Business Units
(S.B.U. *) with six stores as of the end of the fiscal year 2006. This business has
especially marked remarkable growth in recent years, and we decided to invest

intensively in it among all the Small Business Units.

* Small Business Units (S.B.U.) is the store-brand that aims to be the core business
chain of our company and to work actively on opening store and it operates 5
business units including Another Edition, Jewel Changes, Odette ¢ Odile UNITED
ARROWS, DRAWER and DARJEELING DAYS as of the end of August, 2006.
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What is your main focus for the fiscal year ending March 2007?
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I believe that the fiscal year 2007 is a transition period from corporate
restructuring to corporate strenghering. As a result of corporate restructuring
which we had worked on for the past five years, we have established a certain
level of foundation for structural framework that is necessary for operation. In
the future, it is necessary to reinforce this new framework further. To this end,
we will set “enhancement of capabilities in planning and developing our own
original products,” “improvement of store sales force” and “improvement of
productivity by promoting of operational efficiency” as the main themes of
priority issues to be worked on across-the-board. Based on these, we will
implement various measures for corporate strengthering in every direction.

In the new stage, we are committed to keep contributing to society by offering
products and services with which customers will be satisfied. I sincerely

appreciate your continued support for our future efforts.

gb \
CERBERE ﬁZX 37? %
m,«» Vwrades



UAHDEDEEBY— vy b Market where UNITED ARROWS Targets

| |=ENOVIINIVINH i S

Overview Apparel Retail Market in Japan
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Core Business Chains in UNITED ARROWS
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UADEXRSXHI Basic Business Strategy
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Diversified strategy
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Targeting diversified business
axis covering wider markets
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UNITED ARROWS is

Innovative retailer based on high value-added
with diversified business development
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Restricted number strategy Enlarging strategy
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Restricting number of stores in each Enlarging stores to maximize
business chain to maintain high sales in each store

value-added brand
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Mid-Trend Market
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Stores specialized in casual daily wear
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Stores specialized in apparel in suburban area

The Japanese retail apparel market is said to be worth about 10 trillion yen.

This market can be roughly sub-divided into two: the “Volume Market” for people
who seek comparatively low priced casual wear for daily use and the “Trend Market”
for highly fashion-conscious people who seek trendy wear.

UNITED ARROWS targets the Trend Market, with its strong commitment to
fashion. We further classify the Trend Market into three subcategories: the Mid-trend
Market targeting the upper-mass market, the Trend Market targeting people highly
sensitive to fashion and its trends, and the High-end Market centered on globally
recognized brands. We develop its each business chain and business in its own

market.
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Strategy of targeting diversified
business axis covering wider
markets

The core business strategy of UNITED ARROWS
is to expand laterally into new businesses, and
expand its market coverage. New businesses are
tested in UA Lab test-marketing stores to examine
their market potential and are developed into
Small Business Units with active store openings.
This type of test marketing allows us to diversify
the business axis with a high rate of success, and

few failures.
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Strategy of restricting number of
stores in each business chain to
maintain high value-added brand
This strategy is to focus on a suitable
development of new stores in line with business
chains without actually increasing the overall
number of stores so that store loyalty is enhanced
and our high value-added business can
consistently continue. A limited number of more
attractive stores will increase the rarity value and
store loyalty. Our aim is to combine this strategy
with the diversified business axis strategy to

expand our market coverage.

UNITED ARROWS is developing its future
business based on three strategies. By combining
these three strategies, UNITED ARROWS is
aiming to be an “innovative retailer with a
diversified business axis that provides high added

value” through the development of new business

chains.
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While the maximum number of stores per
business chain is strictly limited to an appropriate
quantity in accordance with the the strategy of
restricting the number of stores, this strategy can
maximize the sales at each existing store by
expanding floor areas. Moreover, we are keeping
any deterioration in sales efficiency due to store
enlargement down to a minimum by primarily
enlarging those stores where sales per square

footage have already peaked and flattened out.
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Retail Business of UNITED ARROWS 9 store-brands with 82 stores (as of the end of August 31, 2006)

©® AV XERE Men's D4 X XEEHE Women's

W =% (3FE57/EH)  Core businesses (3 businesses with 57 stores)
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UNITED ARROWS stores target people of every age who are highly fashion-conscious and strongly commited to fashion. With the basic concept of UA
Traditional Mind, merchandise includes men’s and women'’s dress wear, casual wear, accessories and miscellaneous lifestyle goods

UNITED ARROWS
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united arrows green label relaxing (27 stores; of which 3 stores are ‘Men’s and Women'’s’ stores)
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united arrows green label relaxing stores have their core customers in their mid-20s to mid-30s. The stores are based on the consept of “relaxing hearts” and

offering a simple and high quality lifestyle. Products include business suits, casual wear, kids clothing, maternity and miscellaneous lifestyle goods and toys.
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FACADE GREEN green label relaxing stores target working women in their late-20s to early 30s. The stores are based on the concept of “sexy
styling for myself and elegant styling for men” and propose clothing and accessories.
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ODONADA green label relaxing store is a lifestyle support shop for business people. With business wear as the core product, merchandise
includes comfort and relaxing casual wear, sundry goods, cosmetics and fragrances

green label relaxing

ODONATA
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Brand Store

/55 stores
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united arrows green label relaxing
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FACADE GREEN green label relaxing
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Store map (as of August 31, 2006)

B - Rkt (Bt71550)

Hokkaido / Tohoku Area (7 stores)
54 stores

dFA(FyRk7O0-X 3

UNITED ARROWS

O EIVEN V) 2

united arrows green label relaxing

FPIY-IF1vay 1
Another Edition
FT7YN I AT4—)b 1

Odette é Odile

mone bease)

g0LJI\—Y 3jEHE o CHROME HEARTS (3 stores)
KEIOLN—YHOBROIFZRHATE ISV Ry av T, PoETU—2BDSUT—DI7, )Ny I IWPREOEDIFELP. RE - Ik
—LVITETDSA ITRIA)RET A T LAZERH.

CHROME HEARTS stores, a brand name chain specializing in products made by CHROME HEARTS of the U.S., offer an entire lineup of lifestyle items,
including a range of accessories, leather products, bags, small leather or silver articles, furniture and home wear.

RS - JukE - BBt (FH8IEH)
Koushinetsu / Hokuriku / Tokai Area (8 stores)
54 stores

B XE-I)LEIYRRIZw b (8.B.U.) (BDEHE23EH) Small Business Units (S.B.U.) (5 businesses with 23 stores)

(/k notlze,.

Cition

Jewal Cnonges

Wniteol anous

Oraver

DARJEELING DAYS

PFH—IF1v 3> 9EH Another Edition (9 stores)

UFa AV, Fv U7, VYIZERAZERREL. BRI My favorite things] ZOVET MMI, AT A TLDOR=Y v IEHD
FCTYIDEWeAUIFIVFPATLEBRADSEL Y MU A T L7ZRE - 128 -

Targeting young women, Another Edition stores offer original items with the overall concept of “My favorite things,” ranging from seasonal products to
basic merchandise, and goods selected from within and outside of Japan

JATIWFIVIX 1EH
[B7] EVWSEMZERARICENTE DAY AILEECT 520D HZE5—0"y bE U, "FUND > TBUOTWEVLWRAY AL DRREE
15, BREZEENVWCREEDAYT 4 VIDRIC. Ya—XPN\wI, PoEYU—TIU—REEE—RBRETSAUCATAUYID
REZTOIVAAVAY 3V T,

By targeting women in their 20s who prefer styles of which make feel more attractive, we propose “styles that are fashionable without being too flirtatious.”

This is a women'’s store that presents styling complete with fashionably cut clothes to accentuate the wearer’s figure beautifully with bags and accessories to
add a feeling of sophistication and haute couture.

FTFYN I FF«0—I0 AT A7y RP7O—-X 758 Odette é Odile UNITED ARROWS (7 stores)

BUPNBREOSVE. ELY by 3y TTHREESFvUPEANOD, ZEORDELSEAMN TEREOEZXRE LY 2—X - )0
v - HEHERERN.

Odette ¢ Odile UNITED ARROWS stores primarily focus on highly fashion-conscious and career-minded women who go shopping in specialty stores with
bought-in labels. The merchandise includes shoes, bags and miscellaneous items that uniquely express the femininity, intellect and “joie de vivre” of women.

Jewel Changes (1 store)

ReuO9D— 2/58 DRAWER (2 stores)

[2THIEDBR] [T7vYaYROFAEZFVU—F—] [CAIT. HEREBIATIXHINDIBAREMOHAD. FADDPULDE—F (B5E
DT ELBERRY VI —R7 AT LATER.

Targeting women fitting the market segments we refer to as “Mother and Daughter in the 21st Century” and “Opinion Leaders in the Fashion Field,”

DRAWER deals in merchandise that attracts customers of different generations. Products include items with a slight hint of the latest fashion and other
aspects that are standard yet offer high quality.

F—IUY - FAX AEHE © DARIEELING DAYS (4 stores)
A0RZE#MEUE "BADDDRIEDETZHM>TVBDAN NEIF, USYIRALESII2ATU— DIFPZRET D,
DARLEELING DAYS offers relaxing casual and luxury wear for adults in their 40s with a penchant for sophisticated luxury.

B UASHR (153#2/E5) UA Labs (1 business with 2 stores)

BLST 25ESE © TOKISHIRAZU (2 stores)
[TV RR=L] [CTRDHSEV. FREFSHREICOIS, EPERCETZEE, R<EBNMDKTIATLEREIDIA YAV 3 v T,

TOKISHIRAZU stores target men who like clothes but are not so brand-minded.
At TOKISHIRAZU, emphasis is placed on products that the customer can wear for a long time by prioritizing sturdy textile material and sewing quality

RLLS. (L—NVAA=IZRT)  RRBEEUCDT AN =T T4V I8 T U SRISBENERERTOFIC. AVIFILISVRDAA—I[ LB 53y TELT

AIBNITSNSHBER, 2006831 HERAE. [ VIUVN\DR] [FAANIIN AFAFTyR7O—X] [FIVIZX AFATYRT
O—X]HLLSISHEMITESNTNE T, LIS [FUAEERNTEEZTL . TDTE LFBUARREICEHET .

L.I.S. (Label Image Store) Label Image Store (L.1.S.) is a group of business units, which ended their marketing, and is engaged in the role of original brand images enhancement without further investment.

As of August 31, 2006. L.I.S. includes THE SOVEREIGN HOUSE, District UNITED ARROWS and Changes UNITED ARROWS. The range of L.I.S. business, sales are classified in
UA business chain

Odette é Odile

= ODONADA green label relaxing

o - PUE - FUANHEER (StBFES) Nomacen ey

: TPF=RIU=> GU=IU-~IW35905 1
Chugoku / Shikoku / Kyushu Area (8 stores) FACADE GREEN green label relaxing

54 stores A0LJ\—Y ]

dFAF7vR7O0—-X 3 CHROME HEARTS
UNITED ARROWS FrH—IFvay 1
IU——N) USo30T 4 Another Edition
united arrows green label relaxing =3I FAX 1
7HY-I74v3v 1 DARJEELING DAYS
Another Edition

1FAFYRPO—X 2
UNITED ARROWS

V== USo30T 2
united arrows green label relaxing
FrH—-I74v3v 1
Another Edition

F—IJY-FAX 1
DARJEELING DAYS

FIVIX AFATYR7O-X 1
Changes UNITED ARROWS

FT7YN T AT4—)b 1

REX (51 2/55)

Kansai Area (12 stores)

1 AFURPO-X 4
UNITED ARROWS

II—=2U—=N)L USov0T 3
united arrows green label relaxing

FRFZ DV=I=NIWIZ530T 1

&4 stores

REER (Gemlust) #RX (511 1 F58)

Kanto (other than Tokyo) Area (11 stores)
54 stores

dAFAFyRk7O0-X 2

UNITED ARROWS

VNI V) 7

united arrows green label relaxing

TFY-IF43v 1
Another Edition
FTYN I AT4—)b 1

Odette é Odile

N ERERMX (5t36/EH)
Tokyo Area (36 stores)
J5# stores

AFAFVRPO-X 9
UNITED ARROWS
Y YIUY\DR 1

THE SOVEREIGN HOUSE

FAANIIS AFATYRPO-R 1
District UNITED ARROWS

D= —=R) U509 6
united arrows green label relaxing
TP=R=0 J)-I-RWS5305 1
FACADE GREEN green label relaxing
J0LN\—Y 2
CHROME HEARTS
TrY-IFv3v 4
Another Edition

F—IJ-FAX 2
DARJEELING DAYS
V2TWFIVIX 1
Jewel Changes

FIVIX AFATIRPO-Z
Changes UNITED ARROWS
ATYN T AT74—=)b
Odette é Odile

ReyOD—

DRAWER

BLST

TOKISHIRAZU

n n A
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BEF—

¥ (UAH{F) sales Data (UA only)

xtE mERITE LSEALE (co0eE3mm) ! /\TERBIFEDHER (RIHALL @ %)
Net SalesH ’(gﬁ fated ﬁﬁ Sales by Category (FY2006) Existing Stores (%)
(E 77 Millions of Yen)
60,000 oz
53813 57610 e
S $.6% 2.9 Men’s
50,000 46330 3.5% o 2z
2903 ' @ % 04 05 06
40,000 18% S IN—GLA:
SR —
30,000 Silver & Leather JEI. J: Sales 108.1 99.0 106.3
' HEE
20,000 Miseellaneous % #  Number of customers 102.7 98.0 100.7
Z0ft
10,000 Others )
BEEE  Ave. spending per customer 105.2 101.0 105.5
0 37.2%
04 05 06
[EERR DR [EETCISERDHER 2 NEEEHDHER
Number of Stores Total Floor Space Number of Employees
UA
UNITED ARROWS
(I Stores) (m') (A Person) H GLR
<0 25,000 1,200 1,181 green label relaxing
21,776.0 CH
70 20,059.1 ) 1,000 1,000 2 CHROME HEARTS
6 20000 179113 ' ) [ SBURUUATH
300 S.B.U. and UA Labs
50 15.000 3342
40 600
10,000
30 400
o 5,000
0 ’ 200
0 0 0

04 05 06

@ UNITED ARROWS 34

Pl =]
Net Sales

(B3 Millions of Yen)

29,775
30,000 L
26,635 28,233

25,000
20,000
15,000
10,000

5,000
0
04 05 06

MLanHBIZE LSz, e, B8, i, 74—~ VL Yy VOREREINTE) £9, £ofizid, 7Y by b BIEREOREFEINTE) T3,

37.0%

mERI7E LSRR (2006%358H)
Sales by Category (FY2006)

AX
2.0% ® Men’s
o TAALR

Women’s

3.4%

57.6%
DIVIN=&LAH—
Silver & Leather
HEE

Miscellaneous

INFTRAFIEDHER (RIHAL

Existing Stores (%)

04

£ Sales 109.1

El

& U Number of customers 103.2

FBIH  Ave. spending per customer  105.7

“Sales by Category” includes the sales of retail, wholesale, mail-order and formal wear rental. Other sales includes the sales of outlet and outside shops.

2 N ERTE S AR O FH AR T EIC L o> TB ) 9,

Sales space is calculated on an average of the term.

11

%)

05

97.7
100.3

97.4

06

104.1

100.5

103.5

@ green label relaxing

Pl mBRIFt EEEmt (cooexsp  /I\GEBIFIEOHRE (RIHAL © %)
Net Sales Sales by Category (FY2006) Existing Stores (%)
(E 51 Millions of Yen)
12,000
AR
10,000 10,072 . @
8,258 YAALZ
8000 7450 & ® o 04 05 06
6,000 B % L Sales 103.7 94.6 107.2
4,000 & #  Number of customers  99.9 90.9 98.9
2,000 41.7%
. B Ave. spending per customer  103.8 104.1 108.4
04 05 06
® CHROME HEARTS
Pl mBERIFE LS8 (cooex3a ) /\GERIEFEDHR (RIHAL : %)
Net Sales Sales by Category (FY2006) Existing Stores (%)
(75 M Millions of Yen)
3,500 I
SN LA —
3,000 = Silver & Leather
2,641
2,500 04 05 06
2,209
2o % Lt Sales 102.5 1158 115.6
1,500
1,000 & #  Number of customers 113.4 120.3 1144
s 100%
B Ave. spending per customer  90.3 96.3 101.1
0
04 05 06
@ S.B.U. and UA Labs
Pl mBERIFE LS8 (cooex3a ) /\GERIFEDHR (AL %)
Net Sales Sales by Category (FY2006) Existing Stores (%)
(EJ5 1 Millions of Yen)
6,000 )
. % [ Resel
So00 5,130 0.1% “ A% Men’s
® ok 04 05 06
4,000 s
3,391 o
3000 3606 TS % Lt Sales 116.5 111.0 115.2
2,000 & #  Number of customers 110.7 103.5 108.3
1,000
FEAfi  Ave. spending per customer  105.3 107.2 106.4
0 88.6%
04 05 06

3 EERMIIMIP I L5 THBY, TANA b (1AL H IR 2&AET,
Number of employees are calculated based on an average number of regular and part-time employees during the term. Part-time employees” work 8 hours a day.
420053 HM £ CSBURDUAT RCH o7z [H VTV NI A [F4 A M) 7 b 2747y F7U=Z] (&, 200634 ML 0 [2F 47y F7O=X L=~ f A=V AT
LIS)] &b, 2F 47y F7TU—ADOMIZHEGEPEENTEY $96 2005483 Ao ST LT, BRSIEMLTBY 9,
In FY2006, “THE SOVEREIGN HOUSE” and “District UNITED ARROWS” (S.B.U. and UA Labs until FY2005) are redefined to the “UNITED ARROWS Label Image Store” and the sales etc
included in “UNITED ARROWS.” FY2005 were retroactively calculated.
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AF45vy R70—-—X (UA) ¥#HB UNITED ARROWS (UA) Business Chain
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LU MESBISPAY 3 v T

UAZEREIX, AV A&IA ALY AD KR LA&&H Y 2TV &H
D) 2F A7y F7a— ooy, Rk
ML Y FEAANRTID AL, 77 v a VBEOEW AL
RSN ERE a vy TMEV LT3, AL F
WEASNTEENICTHENLEmEL L) VT ) T 1 0H 5 H
FAMWFHTERLE T,

UA¥EREIZ, FEfplhcy—7 v F2RKYLS, 20514 A b
WZHEL T2 5 2y =7y e LTWET, 20720,
EWBICHGR R, 77y va VRRENEL, 77y ia vl
HTEHIIy AV IR MR F 2T T E T,

A7 TSV ROBIBE

UASEREIE, 200743 ABIL D, A M7 77 ¥ FOBHMEELTT
WET, BIIWICE, &, - RERE] #F -7 = FIZ, K
ANDBERIZD THENTZZ2F D T4 TAZ A NVIRER T VS
AVANT [2F 47y F7u—X] %2454, Bz KL
TeAR=Y (BT aTI) Bt ebIZ L AT A ¥R Eii
BECWMNZA25 [Ca—F4 TV F 12— 2F AT F
THu—X] Z48)EHIHIE L. FE LEmeoofEMHEE0HEL Hig
LET,

B ~7 TS5V RBEBEDSE @
Method for Rebuilding

Specialty Store Carrying Select Bought-in Labels and SPA

UA forms the core of UNITED ARROWS Ltd., retailing dress and casual
wear for both men and women. In addition to importing the world’s latest
fashions, UA is aiming to create stores which will be supported by high
fashion-conscious people as well. At the same time, UA responds to our
Private Brand products with products with stable demand and pursue its
core product with originality design.

UA does not segregate its target customers by age, but it is marketed to a
broad range of people whose appreciation for the sensibility transcends the
generations. Thus, UA enjoys a good reputation with fashion-conscious

people of any age whose fashion commitment is especially strong.

Rebuilding the Store Brand of UNITED ARROWS

We will rebuild the store brand of UNITED ARROWS in FY2007. On a
long term basis, we aim to run 24 stores of UNITED ARROWS, a full-line,
life-style theme store that intends to satisfy the adult segment as well with
such theme words as Richness or sense of high quality, and 48 stores of
BEAUTY & YOUTH UNITED ARROWS, where contemporary sports
(and casual) merchandise are centered with a diverse and varied lineup
from apparel to daily goods to grow as a business with sales of 60 billion

yen level.

[Ehr& LB EF 7RI,

UNITED ARROWS

the Store Brard

AF(FIRT7O-X

2007%E3RHKLD LER24MESHE THIERIA

@ UNITED ARROWS
From FY2007
UNITED ARROWS

AFAFIRPO-X @

Start opening stores with a maximum number of stores set at 24

AANDBERRICHTHRE VS
FATREAIRERTIVFA L ANT
Life-style theme store that satisfies a broad

spectrum including adults; its theme words are
“richness” and “sense of high quality”

[FEHEYL ELE ZLT BE DXt

2008 3AKHE BEAUTY& YOUTH
2355 ER ONITED ARROWS

UNITED ARROWS
As of March 2006 2007&3%%@&0 J:FE48E§§35Z{:HEE§§E
23 stores BEAUTY & YOUTH UNITED ARROWS

From FY2007

Start opening stores with the maximum number of stores set at 48

Ea—74 7K 1—-X 2F14F7yk7O0-X

ET VI RERDITITZEAI&
FA7—ERIERETHIIVIA AT
A full-line store that creates and proposes life style

themes and various next-generation scenes along with
the theme: “ethereal beauty and eternal youth”

WA N7 TSV REEEEZOT LER

(BT Millions of Yen)

Planned Sales after Rebuilding the Store Brand

70,000
60,000 . @/

Presence of UNITED ARROWS < BEAUTY & YOUTH
50,000 s B BB =N = SURSS™ UNITED ARROWS
40000 ‘ BE E EEEEB EB80% [#UA] : [BRY UA] O
30000 | F5 b Ehi3. [45:55] £4% RaAd

Y New UNITED ARROWS on a long-term basis:
2000 — W m@— — — — — — — — The ratio of sales of New UNITED ARROWS to
BEAUTY & YOUTH UNITED ARROWS is
| . . - ., @ expected to be 45:55
10,000 unites arnows New UNITED ARROWS
0

COWEITIE, BEAOULRE LB IZ, THRIEWZL BER
Dy - WEAF - MEBIS 34 S L. TRTOBEMRICK
KIRD T e % V7272 7201203, BIEDA N7 75 2 F&H
BT EHAATRTHL LW H Y T3,

ANT 7T FOBEMEIZLY,

. BRHLT A BEEO = — X ICBIB A2 TE L EM O

2. IDIREVERBOBEHRO = —XZBIERTELH AR
N I— 3 Y OWTE

3. BWANTHEAY Y T4 2 MEFELOD. = F IV TI2)E4
IR A 2L AFEEOR -

HEEKDZEIZED, ZRIET 2 BEHEDO = — X 12He L,
a5 4 75— NOTREXITVET,

WA N7 TSV RBEBEDA X—Y

High

=)

REOHUBEEE
bkl

Distribution of Current Main Gustomer Sector

&

Low

(eBe [eai-uoN) puip jo aby Jo sixy
(B ERAST 7\

ZR=Y (HT2TN) <—> FLR(ZhLD)
Sports (Casual) 54 ZNEf Dress (Fashionable)

Axis of Taste

Behind this decision, there lies the assessment that it is indispensable for us
to rebuild the current brand to maximize satisfaction of all of our customers
as age, preferences, and values of the clientele visiting our stores become

increasingly diversified.

By rebuilding the store brand,

. We will expand the range of merchandises to meet the diversified needs

of our customers.

[

. We will improve and expand variety of size to serve the needs for a wide

range of our customers.

)

. We will improve the level of convenience for customers by running 72

stores in total while maintaining the high store loyalty.

By implementing the above and other steps, we will propose themes for

various life scenes.

Overview for Rebuilding the Store Brand

High
s @

UNITED ARROWS

&

BEAUTY&YOUTH

UNITED ARROWS

&

Low

(ebe [eaJ-uoN) pully jo aby Jo sixy

(e EERSZ 7\ A

ARV (HVaTN) <> FLZAEhVD)
Sports (Casual) 54 ZNEf Dress (Fashionable)

Axis of Taste
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RIVFLU—ANIVZ v I RBISPASER

GLR3EFEIX, [relaxing hearts| # 7—~<& L, 77 v av
TR TA TATAND—ERE LS 2, KENEE,P ST E
MLTWAHAZWEIZ, SV TVTCLEERTIATAIA LD
R—ELITVE T,

GLRTIE, A VR, "4 A AZBVWTEHWT 7y va
ERHERDNE, EVAARARA=Y AR=IY BT 2TV, TrE
U=, MPFEFTTIVTATFLATORBMZITVET, X511
MRS ED 7 EHHER, Fv X, ¥ 2T 1 DI LT T,
WNTIT 4 EPIHIZZ LTWE T, EANEHOILEN
WIS ATy F7Ta—-A¥ERLRK LT, £ I F L=
DILEDHI65% & EV O LM O D ESTY,

HIERREDZ AR

GLRIZ. BEMOLHL - b5 = — X I2& DM < B
IR T A7z, SHROMEREYZHLL. &5 7% 2 HEHE
OARTHIELT T, COMBO—BLE LT, 200643 A2,
AV ZHEMNE [+ FFY 7= L=V YFr v T) v
A AVREME [T 7 =K7Y =2 )= L=V T2
PUT) RIRELE L7,

WEERFHAX—Y

GLR Business
Development Image

BB D IV S A VIEH

Existing full-line store

)

united arrows
green label relaxing

AFATYRTA=X G =2 L= UZT2T
united arrows green label relaxing

united arrows green label relaxing

Multi-label Mixed Type SPA Business

GLR stores are based on the concept of “relaxing hearts” and offering a
simple and high quality lifestyle for those customers who aspire to a truly

luxuriant life of which fashion and hobbies are an integral part.

GLR preserves a strong sense of fashion, while offering a broad line-up of
both men’s and women’s products ranging from business suits, casual
wear, to accessories, and small articles. The line-up also includes a variety
of imported goods from around the world including kids clothing,
maternity and miscellaneous lifestyle goods as well as toys. One of its
features is the higher proportion of original label items (65%) compared to
UNITED ARROWS business chain whose share of bought-in labels is
high.

Diversification of Store Types

GLR will widen variations of store type and expand its business so as to
sensitively respond to increasingly diverse and decentralized customer
needs. As part of this plan, we started a new men’s brand chain,
ODONATA green label relaxing, and a new women’s brand chain,

FACADE GREEN green label relaxing in March 2006.

XY XERE

Men’s specialty store

ODONATA

FRFZ J) =2 L= ZT 2T
ODONATA green label relaxing

/AcADE GREEN

TrH—RIU=2 J)=2L—=NIW)ZT2 2T
FACADE GREEN green label relaxing

VARV XEFE

Women'’s specialty store

ZDHEDFRARE 55

Other new store types

FACADE GREEN green label relaxing

HIEE E5T EERE

BEFIERED 7V T 4 VIEEECH A [7/)—v L=V ) T2
UTL AR AREM 2 ~ 4 WMIE L. B - BREIICIE30
~40MEERIARI 2 B L 3, a4 A Y RAEMEB LA VX H
MEIE. BUEdl % s LB 2 JAsD 72 1 TS 2k, H
BT IS & FFT40~50054F . £MIICI370~ 805 &lifT R O H
JEEHIRL 3. 2o, BIEEEROEL RBPTH S HH
JESE, BHIMICI5~ 25580 EE HIE L 9. DL EDREE,
FHARY 70 367652 15450~ 5008 B O HEA HIE L £ 3,

BS#%O5T L - HIEER
Planned Opening of Stores
and its Sales

ODONADA green label relaxing

Store Launch Strategy

GLR intends to open 2-4 stores per year and aims to have 30-40 stores over
the medium-term. We will accelerate the opening of men’s or women’s
specialty stores depending on how things go after opening a few stores on a
trial basis. The aim is to have 40-50 stores over the medium term, and
about 70-80 in the long term. New format stores of which several are under
consideration, will aim for 15-25 stores over the long term. As a result of
this strategy, we are targeting sales of 45 to 50 billion yen for this brand in

the long run.

AR LS 15~25]5

New store type: 15-25 stores

AR AERE10~20/5

New store type: 10-20 stores

-

3 stores 40-50 stores
\ ‘ TN
TIVTA 2415 30~405E4

Full-line: 24 stores

2006 F3RKHRE
As of March 2006

WEMRREA X—Y

Image of GLR Business ¢
Development

united arrow
green label relaxing

AYZRTR—Y +y X

Men'’s sports wear -

e

AR :

Men’s dress wear K'_ds wear and
miscellaneous

N goods

;%JEE*Z etc

Common merchandise

FUIF )it

Original merchandise

ODONATA

Full-line store: 30-40 stores

2011£3RH (1818)

As of March 2011 (planned)

EHEE 5

. A RB LU RGP E | SRR LES

70~805E4 450~5001&M

e EBIET

A X BLVOY AL XEFE AT BEVYI A XEPYE len’s and women's specialty store: .

70-80 stores iming for sales of

354 40~507E8

Men’s and women'’s specialty store: Men’s and women’s specialty store: 45 mﬂig b(‘al:_‘;” yen

TS
30~40fE44

Full-line store: 30-40 stores

_J

R

Long-term plan

DARY ZAR—Y

Women'’s sports wear

AR ARV A

Women'’s dress wear

HEE

Common merchandise

FUI T )Vt

Original merchandise

/icape 7]<FFN
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J0LN\—VHOBRZERAI SISV REYRR

U LN—=DIX1988F ) F ¥ — N - Z¥ =7 RICE DR S
N7RKEO Y IVN—=& LV —-TF 2 FTT, BETZ T HV
THA YL WU, WP S EVEERE A S TE D, 1992
T AV - T vvay  FHEALAF—HET 7T -
MkBEHFEEZHLTNE T,

ZF ATy R7a— X TIEELE19924E & O LY o & BG L
TBY, 1974EICEREE LTr O N—yDF )= ay S
[25 ¢ 5] #UABEAERICAH—T Y LE L. F2TOT
AN =TT 4 Y TERKET, 27aLN=I D —BEDLDTIX
%, AN RMEZFE2 7T Y FE L TE Y RADHKY 7D
CCHIMTL, BrLWEREE LTHEELL T L

JE4IE 7 O LN—=2 752 K F ) =D E %D, 19994
12ADOEFE % EZY) V) 12, “CHROME HEARTS” 77~ KD X
FT AL TREBENLTVE T,

AmiR & SEOBEEERA

ROV F =& NN—BGDT A4 2T v b2z .
TrTVw . =y b ML, saaN— T4 AN EFE
DTNV IVEMEZIFTLTWET, S5, "M TAA ML
T—=V R, 79 FFEBHRY 22 — AD) OB RER b FEmAY
127> T E T,

MEEWT A T v T2k B 788N —2 7 — )L FOREIZ L
D, 70U N—0F4TA¥ A VORERITV, BEDBER
DE L% LEFLERANDBEMRD EOHHEE ORI Z M-
TWwWEEJ,

HIEEER

TEARAG NS IHAR T O I 8 JE &G O i 2 JFil L Tw 9

Store Launch Strategy

We are planning a chain of 8 stores primarily in major urban centers.

Promotion of CHROME HEARTS’ Brand Products

CHROME HEARTS is a fine silver and leather brand launched by Richard
Stark in the USA in 1988. The high-quality, dignified classical designs
have received worldwide acclaim and CHROME HEARTS received the
Council of Fashion Designers of America award for Accessories Designer
of the Year in 1992.

UNITED ARROWS started representing CHROME HEARTS in the
same year and opened “UTICA” as a test-marketing store exclusive to the
CHROME HEARTS brand across the street from the main UA Harajuku
store in 1997. Extensive test marketing demonstrated CHROME HEARTS
to be a brand of long-term potential. As a result, CHROME HEARTS was
established as a new business chain.

CHROME HEARTS, it is also the store name, opened the first store in
Tokyo, December 1999. The stores only deal with CHROME HEARTS

brand merchandise.

Product Strategy and Development of Future Customer Base

In addition to strengthening the lineup of current leather and silver
products, we are expanding our lineup of apparel, including fabrics,
knitwear, fashion accessories, etc., in the CHROME HEARTS style. We
are also actively expanding our lineup of highly tasteful gold and platinum
products, and products incorporating jewelry (with precious stones).

We will increase the loyalty of our existing customers, as well as win
new ones, by creating a CHROME HEARTS lifestyle based on a
CHROME HEARTS world full of merchandise.

BSROBEEERT
Future Customer Base
501 _
50s SHOBERE
Future Customer Base
,///EEGEEE
Current Customer Base
MEN WOMEN
201%
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S.B.U.BKUVUASHK S.B.U. and UA Labs
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LEEBEEMERA,Pictures’ explanations on the above

EEFRHE 14 cooszsasiamr) (%) 7« = Consolidated Entity: 1 (as of august 31, 2005) Figo Co., Ltd.

BAGS & BELTS

M a7 4 — T3, 2005E11H 2 HF T2+ A 57y 7 a—
AT NV—=TFTD—8E %0 F L, M, 450 7N T
TR [T2Y=V|, 79V A0OEEMERTT > F [2L
71 OARGACH)E L LT, NFEOEEIEJELE, L2 b
Yav T, ARERENOHEEYERLTVYE T,

1 7FHF—x271ar Another Edition
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UNITED ARROWS is actively pursuing new business development in line
with Diversified Business Axis Strategy, one of our basic strategies. UA
Labs essentially are the “experimental store-brand testing grounds.” They
provide trial marketing opportunities for the exploitation of a new business
chain with high potential. Small Business Units (S.B.U.) targets store-
brands with core business chain for our company and works proactively on
store development. (as of August 31, 2006, S.B.U. has 5 stores and UA
Labs has 1 store.)

From March 2007, we will accelerate the opening stores of the highly
successful “Odette é Odile” business. It is a store specializing in shoes and
fashion accessories for women that has enjoyed remarkable growth. We
aim to increase the number of stores to 30 to 40 on a medium-term basis
(up to fiscal year ending March 2010) and to 60 on a long-term basis with

sales of 10 billion yen.

bottier a Paris

Figo Co., Ltd. joined UNITED ARROWS Group on November 2, 2005.
Figo Co., Ltd. has exclusive domestic marketing rights of Felisi brand
Italian bags and leather products as well as the high-end men’s shoes
Corthay brand. It is conducting its business through 9 company stores as

well as wholesaling to department stores and “select shop”.
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Special Feature: “Production Process of UA Original Suits”

a7 ATy R7O0-X(UA) [F. RA—){—SPARZE (EARE/IGER) ZBELTVE T, BRAA (E/ED) (CNA. BREE(E/ED)ICEH
ZFE. BEFOEDOUOEDICAVIFUT A BINDBERZCIEHELTVE T, TOHRTH, UAFTUIFIVAVZZA=YIE, Y3 vTDEEDHWN
ABDFECTY . SODRKETIE. "UAFZUIFIVA—YNTEDET LBL. AVAZXA—YDEETREICHEDDBEEDEZHBNLET,
UNITED ARROWS (UA) strives to become a Super SPA company (Specialty store retailer of Private lable Apparel). To this end, UA places
emphasis on product planning, in addition to purchase of merchandise, and provides each customer with very original merchandise. Above all,

UA original men’s suits are a flagship product of our stores. In this special feature entitled “production process of UA Original Suits,” we will
introduce voices of staff in charge of production process of men’s suits.

/_! \"1 SOVEREIGN b £ Top collar

WIRITTED AGSROITS BOBEEHITIEA >R — O EEERL. HE
[T 1w hEBRTLICRD. BENBEHICHDDRESE
[CESZRUSEFREA,

The textile used for the core of the collar is a luxury texitle such as
imported linen to ensure the collar fitting on both of the neck well. As a

result, all the weight of the suit is borne by the wearer’s spine and the
wearer does not feel any stress on his shoulders

XY XA=YDEREIE
[VIUVIDIEDD

[ 71) ~ (SOVEREIGN) | I,
UAD A Y A7 0= Y 7D
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G Textile

FICA YU TEDQEMZERL. I TOIRICLIDEL
WRL—T(OFR) LERARZEMIISETVET.
Our suits are primarily used ltalian fabrics, which produce both to a

beautiful drape and a comfortable fittness through tailored variation on
suits

% >/ —)l Buttonholes
[BLBRIFMY VR—)LEZELV] ZEwY b—IT, —&f
—HFHABTY T ML LD EDLAFTVETD,

With the motto that “well-tailored suits are beautiul even down to the
buttonholes,” we are commited to produce soft finish by handwork
stitch by stitch

“SOVEREIGN” UNITED ARROWS

Special features of SOVEREIGN, premier men’s suits brand
SOVEREIGN is an original label, positioned as a premier brand # B Seams
among UA’s men’s clothing. This brand, targetting mainly adult men

HMTEBZEE U, BOBEDRADBEIN EICFHEZRT

C c =3~ - w:& \ },ﬁr\‘ N
fashion, provides them with the topmost luxury item. Some of special TElERD, TYYTRTEHNY T MEZEHHLET
features of handmade SOVEREIGN suits are introduced below. Doing handwork for more than 80% of the seams, including the arm

holes, we produce a soft feeling that would be impossible to achieve
with machine-sewing

who place importance on own values and pursue luxurious tastes in

HSOVEREIGN | /ZU>/13[THE SOVEREIGN HOUSE (4 Y IU/\DR) | DIEFH, £EDOUABSICTIRDELEL THDET,

UNITED ARROWS

www.sovereign-house.jp / www.united-arrows.jp

SOVERIGN UNITED ARROWS: The SOVEREIGN brand is carried in THE SOVEREIGN HOUSE and UA stores

vereign-house.jp / www.united-arrows.jp

O FHYAVDIER O

Creating designs

O NG =2 - EREDIER. BV DRE O

Drafting patterns and specifications and selecting materials

OMNTH CTDLERE O

Production at subcontracted plant

O2EDIFAFTv R7Z7O—ANO
In UNITED ARROWS stores

UAZER 7555 T 26158 UAXL X {2  Designer, UA Men’s sect. No.l Merchandise Dept. 1 UA Div.
WA B (TFE xEB) Masaru S

UARINA A VT B TOMRPDOBEERDH DT, EEIRDEIHNDELTDRHSNSDET .
FERUETUA VEIG. A X—JICEITEPHRMZRAT. BB PEEBISECHBALET. 0D
HHEE WHDICERICRDAICNRAZETHICRETT . BODEWTWDT T A VA X—IZEFEL
TRRTBDEHICE. THA Y, IHRDEX S ZLOBFNICEABLLTREESHEVNS T, A A—
JBODYYTILAGH ofcklF. FEICSNLWLWTIRA !

Masaru Suzuki: UA keeps all the latest information in the world in the buying market, which is our advantage
in terms of being at the forefront of merchandise planning. Using design drawings, along with photographs
and materials that match the design concepts, | give explanations to technicians and production personnel.
The most important part of this work is how exactly to pass on information to the next person. That is to say,
it is essential to communicate ideas on designs and specifications clearly in order to materialize the design
images that | have envisioned. | am very delighted when | am presented with samples that exactly match my
image of how they would be

ger, Technical Development sect. MD supervising Dept.

PASRCSHEMERD HoffT - MEMIER RR Manag
Yukihiko Kurosaki

Rl FZ (K2TE BEVD)

TEHBHOETYA VZERNICKRRET Blctd. \F— (BUE) CRERRMEKREOER. BIEM DR
EZETVNET. EEZZFTLCLDRETIBIRE(F. TORI. FEHE RBSEEHRL. TTAY
DIFUT 4 ZRBEITDICOHDARIFITEGDEZITVE T, BEEEAX—IZI o088, FY
AVETECPEOMZEMISESENEFLTDEIAHTHHD. POLAVTHHDET., TIICES
[COSRBEDMMEOTVDETDH. UADF UIFILA—YDHIITY,

Yukihiko Kurosaki: In order to materialize completed designs, we draft patterns and sewing specifications
and select the base materials. Then we carefully make decisions with the subcontracted sewing plant to
understand their technology, working method and facilities in order to realize the qualities expressed in
designs. A painstaking and challenging part of this job is to synchronize the image with product designer
and create products with designs that are as the designer had envisioned, as well creating products that
are of the correct size and comfortable to wear. UA Original Suits are appealing because they also have an
air of high class about them.

UAZKRER 4 EEER15R UAXC XRL R A BEBMEE  Chief Production Controller UA Men’s Dress
FE Foh (B PI0>3) Production Control Dept. UA Div. k

Yasuhiro Chiba

FHLEIDMBICRE OHEZLEET DIct. HHTH PR, (JEA—D—REDBELEBEE
EITVWE T, HHNAEBRI DI FUT « LME. XM ZEMILSEDHEHEBTT . REITEDED
HHCHULTCRBZE<F o TROHTI L. BHIHBHREFUHDBEETODOZLHSWDED S T
BOeRE. RUVEBBRONCHEET DI LZLAITTVERT ., BHICBITDFUIFILERES
TEERDZEDIIHE THHER T HADEBICHOBEATVET.

Yasuhiro Chiba: We make coordination and progress management with the subcontracted plant and the
material and accessory makers to produce merchandise in a predetermined quantity on the desired delivery
date. My assignment is to realize the quality of the merchandise and stick to the determined delivery date
and cost. | am trying to facilitate understanding of the subcontracted plant about our targets from every
aspect and work in a trust-based relationship. | keep it in mind during my daily work that coming up with
original products is the challenge to ensure the Company’s survival

AFAFYRTO-R BEARBEAZEE X ZRLZIBY o charge of Men's Dre

Fe =+ (5LF =p'L) UNITED ARROWS Harajuku Men'’s store
Takashi Chishima

UADF YU IFIVA=YICIE. UADBR DRI AIVDEEFE > TVET, ZORRICEDIc. ol &k
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O KDRGTEDHIBRERRATED L. INBFTUIFIVEROBHTY . BATLENEIDER
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Takashi Chishima: UA Original Suits are made in a style that UA believes matches today’s world: coolness,
elegance, feeling and liveliness. It is not an exaggeration to say that Japanese clothing style starts from
here. We, sales persons accumulate the opinions of the customers about styling such as comfortableness,
shape, color and pattern and then actively give feedback to the merchandise planning department. One of
the appeals of original products is that it is easier to meet the requests of customers and develop products
with a broader lineup. | am serving customers everyday, taking pride in the products we create and striving
to help customers with the style of their clothes and trying to find suits that match their feelings for each
occasion
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SFHORRMES
BNl FRb
Millions of Yen Thousands of
2002 2003 2004 2005 2;;2:%] 2;)?*6 2006
Consolidated  Non-Consolidated
AN Net Sales ¥26,943 ¥35,271 ¥42,903 ¥ 46,330 ¥ 53,813 ¥ 52,610 $ 458,100
g LS Operating Income 3,965 4,824 5,241 6,080 7,663 7487 05,234
REHAIGE Ordinary Tncome 3,904 4,786 5,270 6,037 7,639 7,442 65,029
MR Net Income 2,318 2,561 2877 3,476 4,076 4,032 34,698
METEIE Total Assets 19,644 20,836 24,125 27,648 35,334 34,649 300,792
MIEA Sharcholders” Equity 13,456 12,924 15,603 18,812 14,565 14,520 123,989
FATHAMRR ORI Number of Share Issued (Share) 11,925,000 11,925,000 11,925,000 23,850,000 23,850,000 23,850,000
H Ok Treasury Stock (Share) — 1,000,000 941,100 1,825,400 — 3235454
VBR72 Y OMMIRERIGE et lncome per Share (Yen) 194 215 259 155 183.99 181.93 1,566.27
kY72 ) OBEAEAR Shareholders” Equity per Share (Yen) 1,128 1,178 1,417 851 702.65 700.48 (SI,HQUSSlv.I;ogmﬁ)
b Capital Expenditures 484 951 1,684 1,072 1,250 1,245 “"fbfsi?“”’
i Number of Stores 35 45 56 67 — 79
SR Total Floor Space 11,737 14312 17911 20,059 — 21,776
PR Number of Employees 441 581 685 752 901 862
PR Net Income to Total Assets (ROA) 134 127 12.8 134 115 129
BREBEAFGER Return on Equity (ROE) 18.8 19.4 20.2 20.2 28.0 242
MREFA Shareholders” Equity Ratio 68.5 62.0 04.7 68.0 41.2 41.9
MR = Total Asset Turnover 1.4 1.7 1.8 1.7 15 1.5
NN Il e Inventory Turnover 2.7 25 23 2.2 23 23
B Current Ratio 195.6 161.0 206.4 2233 150.0 148.2
T 5 L Fixed Asset Ratio 583 64.6 60.7 513 82.1 86.0
1 20051 SRR AL 7 1 — TR TR & L, 2006043 A & 0 i aet 2 Blavw 72 LE Lc,
Due to merger of Figo Co., Ltd as of November 2005, we commenced to prepare a consolidated financial statement for the year ended March 2006.
2 FVEREE, 2006653 ASIHBIED 1 PV ¥ 117472 RX—2AL LTWET,
Note : Calculations are based on the exchange rate of US$1=¥117.47 (March 31, 2006.)
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4 Consolidated K Non-consolidated

— HEFIEEE Non-consolidated Income Margin

Outline of Operation

Under the year under review, we have been conscientiously working
steadily and surely on the corporate restructuring as we embrace the “Super
SPA Concept.” In addition to these existing efforts, we have also initiated
and implemented various measures with the aim to improve the quality of
such areas as “Product,” “Sales” and “Management.”

In regard to “Product,” we have established a system which enables us to
propose and implement fine-tuned measures, such as a performance
assessment based on actual historical data by dividing the one year sales
period into 6 sub periods, to ensure product procurement is linked to “peaks
in demand.”

In regard to “Sales,” we have developed our own “House Card” (for
customers) as a tool to further improve our customer service. It has been
introduced to all of the UA business chain stores as well as “Small
Business Units” (hereinafter, simply referred to as “S.B.U.”) stores.

In regard to “Corporate Management,” we considered that “gross profit
margin improvement,” “inventory level optimization” and “reduction of
operating expenses” are critically important management issues, and
strived to enhance those figures.

Figo Co., Ltd., whose main business is importing, wholesaling, and
selling Italian bags and other accessories, joined UA Group in November
2005. We have strived to grow the respective businesses while leveraging
the synergistic effects from our tie-up.

As a consequence, the Company’s consolidated total sales for this fiscal
year reached 53,813 million yen, the consolidated operating income
amounted to 7,663 million yen with a consolidated ordinary income of
7,639 million yen, and a consolidated net income of 4,076 million yen.

Status of Cash Flows
Cash and cash equivalents (hereinafter simply referred to as “Cash”) in the
fiscal year ended March 2006 totaled 7,650 million yen.

Net cash provided by operating activities is 6,596 million yen, mainly
due to increase in net income and accounts payable. Net cash used in
investing activities was 3,423 million yen. The figure includes investments
in fixed assets in operation store and Figo Co., Ltd. stocks for merger. Net
cash from financing activities was 648 million yen. It is the balance of
increase in borrowing of 9,925 million yen and purchase of treasury stock
of 8,077 million yen with other payments.

Basic Policy Concerning the Profit Distribution

Recognizing that maximizing the value for the shareholders is a matter of
great corporate importance, we intend to provide a return to our
shareholders by such means as increased dividend payments and stock
splits. We also have the intention to enhance our reputation on the stock
market and increase our market capitalization to the greatest extent in order
to increase the value for the shareholders.

In addition, considering the status of the business environment and our
performance, we will pay careful attention to the balance between the
investment for development of new stores as well as the capital
expenditures for growing our business in future and the retained earnings
required. Moreover, we will also intend to improve the profit distribution to
our shareholders keeping in mind a dividend payment rate and profit levels.

Under this policy, we increased the year-end dividend by 3 yen per share
from the initially planned dividend at the beginning of this period to 15 yen
per share, resulting in annual dividend of 20 yen per share including
interim dividend (increase of 4 yen of the previous period).

LR - R LERUE

Net Sales / Sales Growth Ratio

BEENG - EEARER

Ordinary Income / Ordinary Income Margin
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Net Income / Net Income Margin
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I A% (EAE) Consolidated Total Assets
W 2% (Hi4k) Non-consolidated Total Assets

B (i) Consolidated Shareholders” Equity B ROE (5#4%) Consolidated ROE
FrEHEA (84 Non-consolidated Shareholders’ Equity | mm ROE (k) Non-consolidated ROE

Medium- to Long-term Management Strategy

Our basic business strategy consists of the following three factors:

1) Multi-business-centered strategy with UNITED ARROWS business
chain at its core

2) Strategy of restricting the number of stores per business chain in order to
maintain the store loyalty at high levels.

3) Long-term strategy to expand the size of stores in order to maximize the
sales of each store.

This is aimed for operating different types of businesses chains that
command a high degree of store loyalty by limiting the number of stores,
centering on “UNITED ARROWS,” our main business chain.
Concurrently, we seek to maximize the sales of the individual stores by
expanding their respective sales floor space.

Moreover, we are striving to achieve a corporate reality of a higher
dimension that is capable of handling the full downstream to upstream
process from 1) “customer service and sales”, through 2) “procurement
(selection) of merchandise,” to 3) “product planning (creation of
merchandises)”. This is what we call the “Super SPA” concept.

We seek to grow to a “high value-added, multi-business-centered,
innovative retailer” by developing the above strategies by UA Group as a
whole. By constantly setting our sights on an ROE (return on equity) of
20% or more, as our mid-term management index, we keep growing, while
investing the capital stock efficiency. We will also strive to achieve
consolidated sales of 100 billion yen and consolidated operating income
margin of 15% or more for the fiscal year ending March 2011.

Earnings Estimate for the Next Fiscal Year

We will continuously work on various corporate restructuring steps to
pursue the achievement of “Super SPA” concept and improve the quality of
“product,” “sales” and “management” aspects as well as on fundamental
improvements towards expanding our business over the medium and long
term basis.

UNITED ARROWS, our core business chain, we will work on rebuilding
the store brand so that we will be able to precisely and appropriately
respond to wants of our customers whose age and taste are becoming
increasingly diverse. In this rebuilding by dividing our brand into the
following two store brands, we will clarify concepts for each, and develop
its own brands.

With regard to the GLR business chain, we will promote new type stores
of “FACADE GREEN” and “ODONATA” while increasing the number of
stores of the GLR business chain as a whole to increase sales. Also, we will
step up the opening of stores for the Odette ¢ Odile business.

In our efforts to pursue qualitative management improvement, we put the
following as four major priority issues across the entire company: “Weekly
MD (merchandising = product planning), “Strengthening original-brand
development,” “Strengthening CRM (customer relationship management)”,
and “Increasing sales through increased efficiency of store operation.”
Implementation of these issues will allow the relevant units to actively
collaborate with each other to move ahead in establishing foundation for
our stable growth.

Figo Co., Ltd., a consolidated subsidiary of our Group, is striving to
establish a means to quickly adapt to changes in consumer preference
through product planning while constantly maintaining an awareness for
such changes. Concurrently, Figo will seek new business partners with the
aim of increasing sales volume.

As a result of above, our full business year estimates on a consolidated
basis expects sales of 60,845 million yen, ordinary income of 7,910 million
yen, and net income of 4,214 million yen.
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Consolidated Balance Sheets

2006
BAhH At (%) FUSKIL
Millonsof Yen oM EALe US. Dol
(BEDE) (Assets)
IIIKLEJQE Current assets
Bl N O Cash and deposits with banks 7,752 65,991
i Accounts receivable - trade 255 2,171
TR E R Inventories 10,959 93,292
FINA L Accounts receivable - other 3,494 29,744
LT SRR Deferred tax assets 571 4,912
Z oMl Other 341 2,903
BED4 4 Allowance for doubtful accounts ) 17)
MENEESET Total current assets 23,378 66.2 199,013
EE&E Fixed assets
B EEEE Tangible fixed assets
B R O Buildings and structures 3,768 32,076
+i Land 1,082 9,211
AR E Construction in progress 5 E)
Z it Other 528 4,495
BVEEEESE Total tangible fixed assets 5,384 15.2 45,833
B EEEE Intangible fixed assets
I E Consolidation goodwill 1,435 12,216
Z Ot Other 589 5,014
HEEEEESS Total intangible fixed assets 2,025 5.7 17,238
REZDthDEE Investments and other assets
R ARAE S Long-term guarantee money deposited 3,972 33,813
HRIER & B R Deferred tax assets 87 741
Z it Other 486 4,137
KEZODEESS Total investments and other assets 4,546 12.9 38,699
Eha=i:3=H) Total fixed assets 11,956 33.8 101,779
BEAS Total 35,334 100.0 300,792

2006
Bzl AL (%) FUSKIL
Miliosof Yen (TP i
(BfBEDER) (Liabilities)
P I=1E Current liabilities
YHFEVROE #H4E Notes and accounts payable - trade 5,480 46,650
1 AEDINIEE T2 O E Current portion of bonds 10 85
N Short-term borrowings 2,010 17,111
LEDNRFEFEO R Current portion of long-term borrowings 3,194 27,190
Kb Accounts payable - other 2,019 17,187
P INEIN Corporation and inhabitants taxes payable 1,860 15,834
B5514€ Accrued bonuses 479 4,078
R IRAEL T | 44 Allowance for loss on guarantee of obligations 130 1,107
Z Dt Other 397 3,380
meaEaE Total current liabilities 15,582 44.1 132,647
EE&E Long-term liabilities
A& Bonds 10 85
RO AE Long-term borrowings 4,959 42,215
% BB RESE 4 4 Reserve for retirement benefits for directors and corporate auditors 143 1217
Z0fh Other 74 630
BEaESE Total long-term liabilities 5,187 147 4,156
BfE5st Total liabilities 20,769 58.8 176,303
(BE0DER) (Shareholders’ equity)
BEE Capital stock 3,030 8.6 25,794
BARIRE Capital surplus 4,095 11.6 34,860
FEFSRS Retained earnings 17,777 50.3 151,332
BHoé Treasury stock (10,337) (29.3) (87,997)
I=ZY=H) Total shareholders’ equity 14,565 41.2 123,989
a8& - 8855t Total liabilities and shareholders’ equity 35,334 100.0 300,792
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Consolidated Statement of Income

2006
BAhH At (%) FUSKIL
LA Net sales 53,813 100.0 2,160,662
bl ol =i Cost of sales 24,794 46.1 211,067
o LAeFE Gross profit 29,018 53.9 247,025
RFEERU—RERE Operating expenses 21,355 39.7 181,791
e IA Operating income 7,663 14.2 65,234
EEHINE Non-operating income 205 0.4 1,745
= HUF) & Interest income 0 0
BEIA Rent income 117 996
Z Dt Other 87 741
=ENER Non-operating expenses 229 0.4 1,949
SAFE Interest expenses 21 179
EEEH Expenses - lease 112 953
St Dt Donation 64 545
Z 0t Other 31 264
R Ordinary income 7,639 14.2 65,029
$ERIF Special income 10 0.0 85
B A MR Gain on sales of investment securities 7 60
ECGEIER NS Reversal of allowance for doubtful accounts 2 17
LR Special loss 573 1.1 4,878
EEERHIE Loss on retirement of fixed assets 254 2,162
EH IR | 2Y 4 AZH Provision for reserve for loss on guarantee of obligations 130 1,107
TR B IE R Loss on prior period adjustments 156 1,328
Z D Other 32 272
b T e A Income before income taxes and minority interests 7,075 13.1 60,228
EAF. EIRBNUSEER Corporation, inhabitants and enterprise taxes 3,084 26,254
EAEEE Deferred income taxes and other 85) 5.5 (724)
W HRMF Net income 4,076 7.6 34,698
EHERREHES
Consolidated Statement of Retained Earnings 2006
BAH &Rt (%) FUSKIL
(BFFIRE D) (Capital surplus)
BEAEREHERS Capital surplus at the beginning of year 4,095 34,860
BARIREHRES Capital surplus at the end of year 4,095 34,860
(FIRRIREDER) (Retained earnings)
IR RESHERS Retained earnings at the beginning of year 14,234 121,171
FERRESENS Increase in retained earnings 4,076 34,698
S iRy S|P Net income 4,076 34,698
FERREFI D Decrease in retained earnings 533 4,537
i 24 4 Dividends 352 2,997
kiR BS54 Directors’ bonuses 69 587
HOH Ly 238 Loss on disposal of treasury stock 111 945
FERIRESHRES Retained earnings at the end of year 17,777 151,332

EfgEFvryvya - JO—HEE

Statement of Cash Flows

2006
BAH FUS KL
Millions of Yen J\‘\fl\])‘l‘\;‘\\\‘:
EXEHICLDFryya - J0O— Cash flows from operating activities
B4 S e S R 25 Income before income taxes and minority interests 7,075 60,228
IRAT K Depreciation 565 4810
I E B g HAE Amortization of intangible fixed assets 114 970
R0 FE A Amortization of long-term prepaid expenses 80 681
JHL ek S 78 T VAR Amortization of consolidation goodwill 159 1,354
B55 | 4EoEma Increase in accrued bonuses 0 0
% BRBEE S5 | B e o B Increase in reserve for retirement benefits for directors and corporate auditors 12 102
BEID 44 RN Increase in allowance for doubtful accounts 1 9
EBREERET | S & o hngE Increase in allowance for loss on guarantee of obligations 130 1,107
B B OV B 24 4 Interest and dividends income (0) (0)
TR A Interest expenses 21 179
B Exchange gain (1) )
PE A MRE AT H 4 Gain on sales of investment securities (7) (60)
B A MR SRR Loss on devaluation of stock of affiliated companies 5 43
HIE & ERHE Loss on retirement of tangible fixed assets 161 1,371
R RTHLE 4R Long-term prepaid expenses written off 26 221
7o FEME OB Increase in notes receivable (311) (2,647)
72 % EVE i ORI Increase in inventories (540) (4,597)
Z O E)E FE DA E Decrease in other current assets 3 26
A EH OB N Increase in purchase liabilities 1,803 15,349
Z O BB E O B nZE Increase in other current liabilities 226 1,924
Z Ol E E B O R E Decrease in other fixed liabilities (46) (392)
HBEG-OLIHE Bonus paid to directors (69) (587)
NGF Subtotal 9,411 80,114
FERLORLED ’5% & Interest and dividends received 0 0
FIEO LA Interest paid (13) (111)
N ESOFEIN | Payments of income taxes, etc. (2,802) (23,853)
HREE C LRt pyYa - JO— Cash flows from operating activities 6,596 56,151
REREICLDFryya - JO— Cash flows from investing activities
EMHEEOTEAIL L ATH Increase in time deposits 9) (77)
FEREOHROLEE L) FAHMAOBUEIC L A Purchases of subsidiaries” stock to include into consolidation group (1,740) (14,812)
BRI 2 BRE oI & A IUA Proceeds from collection of loans receivable from affiliates companies 75 638
FMEMNEomINIC X AIA Proceeds from collection of long-term loans receivable 117 996
YBRAMAAE DTN X AIUA Proceeds from sales of investment securities 25 213
WEAMEEAORAIC L AT Purchases of investment securities (0) (0)
HILEEBEDREIZ L A H Purchases of tangible fixed assets (941) (8,011)
W EEBEOIEIC L AT H Purchases of intangible fixed assets (215) (1,830)
EMaifl & HoRRIC & 537 Purchases of long-term prepaid expenses (191) (1,626)
FH7E APREE 4 OB Increase in long-term guaranty money deposited (539) (4,588)
F DA E O EN4E Increase in other investments ) (26)
KBEEEICKDFrvya - J0O— Cash flows from investing activities (3,423) (29,139)
EEHCLDFrvya - 70— Cash flows from financing activities
SRR A 4 OB R AE Net increase/net decrease in short-term borrowings 1,975 16,813
RIEAEOE AN L AILA Proceeds from increase in long-term borrowings 7,950 67,677
FEIEAEDRFIC L AT Repayment of long-term borrowings (1,017) (8,058)
HEDERICL D5 Redemption of bonds 5) (43)
HOHROMEIZ L AW Purchase of treasury stock (8,077) (68,758)
Hobod e X A00A Proceeds from sales of treasury stock 175 1,490
[IEEAOPEIN | Dividends paid (352) (2,997)
EIEEHC LD Frvya - J0O— Cash flows from financing activities 648 5,516
RENUVIRESESEY I ICRIIBEESE Translation differences on cash and cash equivalents 1 9
RENUIRERSFYOIENNEE Increase in cash and cash equivalents 3,822 32,536
HENUIRERAEYOHEES Cash and cash equivalents at beginning of period 3,827 32,579
RENUIREESEYORES Cash and cash equivalents at end of period 7,650 65,123
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Non-Consolidated Balance Sheets

2005 2006
BAHM TRt (%) BAM 1AL (%) FUSKIL
Millonsof Yen  CRURYOT ilionsarYen  CEERET S D
(EEDER) (Assets)
TENEE Current assets
BReRUHE Cash and deposits with banks 3,827 7,084 60,305
- o Accounts receivable - trade 57 60 511
727 EIE RE Tnventories 10,216 10,694 91,036
RIA Accounts receivable - other 3,106 3,430 29,199
AR &L Deferred tax assets 461 554 4,716
FOMOHEIE Other current assets 330 331 2,818
mEEEASt Total current assets 18,001 65.1 22,157 63.9 188,618
BEEEE Fixed assets
FICE E G Tangible fixed assets 5,229 18.9 5,355 15.5 45,586
S AR ey Intangible fixed assets 498 1.8 588 1.7 5,006
FEZOMOERE Investments and other assets 3919 142 6,548 189 55,742
EEEESE Total fixed assets 9,646  34.9 12492 36.1 106,342
BEGE Total 27,648 100.0 34,649 100.0 294,960
(&EDER) (Liabilities)
mEaE Current liabilities
B# 4 Accounts payable - trade 3,410 5,117 43,560
LN Short-term borrowings — 2,010 17,111
LAELIAIR T & O RIS A4 Current portion of long-term borrowings 656 3,180 27,071
Kiha Accounts payable - other 1,662 1,922 16,362
IR I Corporation and inhabitants taxes payable 1,462 1,743 14,838
T OO E) F Other current liabilities 868 978 8,326
mERESE Total current liabilities 8,060  29.2 14951 432 127275
BEEaE Long-term liabilities
REts A% Long-term borrowings 524 4,959 42215
OO EEE Other long-term liabilities 251 218 1,856
Ecamas Total long-term liabilities 775 2.8 5177 149 44,07
BfE&5st Total liabilities 8,835 32,0 20,128 58.1 171,346
(BEDER) (Shareholders’ equities)
=0 Capital stock 3,030 109 3,030 8.7 25,794
BRRRE Capital surplus 4,095 148 4,095 118 34,860
FERRE Retained earnings 14,234 51.5 17,732 51.2 150,949
B Treasury stock (2,547) 9.2) (10,337)  (29.8) (87,997)
BARGE Total shareholders’ equity 18812 68.0 14520 419 123,606
B8f& - EXGE Total liabilities and shareholders’ equity 27,648 100.0 34,649 100.0 294,960

BEFERHES
Non-Consolidated Statements of Income
2005 2006
AN WAlG)  BAM AAEO)  FUSKL
Moty G oty G s
b= Net sales 46,330 100.0 52,610 1000 447,859
bl i Cost of sales 21,693 46.8 214311 462 206,955
ol o 5 Gross profit 24,636 532 28298 538 240,896
RSEENU—REIEE Operating expenses 18,555 40.1 20,811 39.6 177,160
BRI Operating income 6,080  13.1 7487 142 63,735
=E T Non-operating income 175 0.4 198 0.4 1,686
BEXRNER Non-operating expenses 219 0.5 243 0.5 2,069
EEE Ordinary income 6,037 13.0 7442 141 63,352
AR Special income 2 0.0 2 0.0 17
T T Gain on sales of fixed assets 2 _ _
BB L RRAL Reversal of allowance for doubtful accounts — ) 17
HRlER Special loss 130 0.3 573 1.1 4,878
B ERRIIE Loss on retirement of fixed assets 130 254 2,162
EBIREERZE T | Y 4k AZH Provision for reserve for loss on guarantee of obligations — 130 1,107
iRt Ay el Loss on prior period adjustments — 156 1,328
Z0ft Other — 32 272
T |H 2 ER AR 28 Income before income taxes 5909 127 6870 13.0 58,483
BB, EEBNUSER Corporation, inhabitants and enterprise taxes 2,466 2,913 24,798
BN SRR Deferred income taxes and other (33) 5.2 (75) 5.4 (638)
ZIHRR Net income 3,476 7.5 4,032 7.6 34,324
BUHBsE i Retained earnings, beginning of period 10,849 13,891 118,251
Bt o =g Loss on disposal of treasury stock 12 111 945
RS AR &E Interim dividends 109 110 936
LERRN S F S Unappropriated retained earnings at end of period 14,203 17,701 150,685

30



®"E DB

Board of Directors
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EM HE  Osamu Shigematsu (D
RFEMHFEBESTE Chairman and CEO

X

247y 7 a—X0RIES, &
‘ BT D, 2004456 A, 1t

CHERNE, R E T # L O

FEAL R B AR ERTI O R 2 ISR L T,
L FEARGMBOR OFATRUR SR 2. FEAIRGEBOR O FATHUE
% 3P REIMZHBEEREONE 4 HIl & Aok
B AREIG R S RHCEOL LT, ARk BNk | b
FETDHIENTELMFEL L TOREMEMENT 5 &1
LT, & R<ELET.]

“I provide full support and cooperation for the achievement of the single-

year plans led by Mr. Iwaki, President.

1. Thorough support and cooperation for implementation of the basic
product policy

2. Thorough support and cooperation for implementation of basic sales
policy

3. Promotion of a medium to long-term new business development plans

4. Nurturing a constructive awareness of crisis

As Chairman and CEO, I will devote all my energy to strengthening our

corporate foundation so as to be a company capable of continued growth

and development in the future.”

EYE T Tetsuya lwaki @

REIHEEFLE  President and COO

ATy KT O KA A Y A=D1 N KHEBE, BHESEELL
%. 20049 6 H. 3£ ST, BRI, BUFHEM

O & Z DR M A, S, HUREEREEENE ORE 7 & DX

BEWIFROUAZ V=T, £ L) G hE, £/, 1
W ZERE LD L COANLIGIET 5 28T, L) HWHAR
AT E DAL D L )T, FHZORE, VATV —T
IZBD 23 RTOAADMfED 2 NEZRHEDL LTS L9
12 L LT TV E 2w E B TnES, |

“We would like to keep developing ourselves, through providing more
people with life, experience, merchandize, information or space they dream

of by UNITED ARROWS in far future, to contribute more to society and
then to provide all of our stake holders with a value-filled life.”

KB 5A—  Koichi Mizunoya @
WIS WR5EIHY  Managing Director for Sales

BEWr L. BGEIC B BB EE1TH . ZEICh7-5T .
TET - T IEHREE L B — C AT 5

BEMIZE ) TR BIEED # B ¥

>
2

MoeHS & LT, 1A ZE TAHAEMADIELIZHY) AT
WEET, AL BEER Y v 712, o n e LToORE
LFED EFio T, BEMICELTELVEEH-TWwET, 20
728, BT RE W X0 EEZ2THE L HOESE L,
TR E AR, B n EOIHEZ T > TV E 5.

“As in charge of sales, I first focus on establishing a scheme to cultivate our
human resources. I hope that our sales staff always handles our customers
with professionalism, confidence and pride. For this purpose, I will
facilitate more practical training for our employees with an emphasis on
site, call for self-betterment and objectivity, to help improve sales abilities.”

BEEY 2 Hirofumi Kurino @
B F—7 7T AT4T 4+ T4~ Managing Director and Chief Creative Officer

f: 5
B4

7 4 4

H 5 PUE L 72E WSt ot & - 30fb - 4l o @it
LF—=T7 )T AT 4TF
BEREDOE AW, W5e
CTARX] &L R, BUE

% %

7

A N R HT O TS

e BT L 727

[44F, 2F A7y F7a—X3ABEIBFEE W2, Fix 2Tk
TH AT DI ET, RIZOEEL, Bkd LM%
IR LB R BEGETB OB RS LIS, et
M7 “BmbiZE )t S EHALTVwE TS, TL T,
ZD7—~% “LOVE QUALITY” & LZ L7.]

“This year marks the 18th year of UNITED ARROWS and we are in a new
stage with various implications. I see this important and purposeful stage as
an “auspicious opportunity” for us and will make all-out efforts on across-

the-board product development with our competent young and veteran
employees, to whom I dedicate the theme, “LOVE QUALITY.””

/IR IFE Masami Koizumi ®
Bk Director

[CNF T MATE: [HEEGE] 2#b s, 8545 [
sEnRAb] ARARAYICHE LD, XD NA 8T 5 — < v AT
REEICX VL VEEAT -V B oz sk b1, A
H, MBE L2 aREON EICEDTEND T3,

“Based on the “Corporate Restructuring” we have worked on, T will
proactively promote “Structural Enhancement” as a means to support the
new corporate stage from behind the scenes taking advantage of this high-
performance organizational structure and also make every effort to improve
our corporate value through personnel and financial functions.”

I N Yatsuhiro Sagawa ®
Uit Director

AL EET D, LR
FEATV, A8 v TDBE

ek - Rl o KALIZ %0 5 .

[HEEM DA 7 v 7IIEFRBEECRE M A im0 7 14k
T, Mo 3R E Sk 2 Bl L TH 4~ BEHOME 236K
LT CWE T, Fea 3 s 7 0fgicfia L, AT
ERERFOND L) Ny TT Ty FOEGHEMIZL D 4
NTHEL T EE T

“The staff of our operations department is a professional group dedicated to
customer service as well as product procurement and planning. We continue
to pursue customer satisfaction every day by making full use of their
experience and abilities. We provide all-out support to develop back-office
operations so that our employees can concentrate on their professional
expertise and continue to shine.”
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%*iHE (20064F: 3 H31HBULE As of March 31, 2006)
Corporate Data

[ 5 oMAEttar ATy FTE-X
Corporate name

UNITED ARROWS LTD.
AL P AE H SRR XA E R T H 319 127
Address 2-31-12 Jingumae, Shibuya-ku, Tokyo 150-0001, Japan

f & & 3 03-5785-6325

Pilot number

U R L  http://www.united-arrows.co.jp/

&K & 30fE309 M

Paid in capital 3,030 million yen

BE ¥ B ¥ %8624 (TN b 802%)

Number of employees 862 (A part-time employees 802)

FOE N F MLIR-IEARS L UM O - B5E

Business outline Planning and Sales of Men’s and Women’s Apparel, Accessories and other products
FEINGIPUT 1. ZZERGURISAT
Main banks The Bank of Tokyo-Mitsubishi UFJ, Ltd.

2. =T

SUMITOMO MITUI BANKING CORPORATION

3. AT
Mizuho Bank, Ltd.
MUEEBBIIMEARTH Y, TIAA MV TRELTBY $3,
*Figure of number of employee is number of regular employees. A part-time employees’ figure is
indicated separately.

**:_l:t 5'— 9 (20064 3 H31 HHAE As of March 31, 2006)
Stock Information

33

**EE ;ﬁ% ;& Number of Shareholders 5 ,093 %
%*i 7})3‘%’/6: j‘ 6 *skit D %ﬁ?ﬁ Total authorized shares 95 ,400,0001:*

¥ PLEEIA OB Increase after the settlement date
20064F 1 127 H BfE ORGSO PGEIZ £ D | 20064E4 1 HE % b - TEHKO—H#E
AR, KHAFATS B HRAOBEIIM O I EIEI A 125 95,400,000 L
190,800,000%k & 22 ) £ L7z,

The resolution of board of directors’ meeting, held as of January 27, 2006, increased 95,400 thousand share to 190,800 thousand

shares in total authorized share through stock split en route to proper amendment on article of corporation on April 1, 2006.
4y g A S N N
';EﬂT (ﬁﬂ&iﬁ Dt ;ﬁ Shares of common stock issued 23 ,850,000’*

X PLEIATE OB Increase after the settlement date
20064F- 1 727 H Bfi OB 212 BV T, 200643 A31H O OMREL S L O
FERHELBICREE ERHESNETIT L, 20060E4 H 1HF 2 b T, 20D
PR IRC O E 2HoEAEE L > THEIT A LRV LE L, 2h
12 &0 BATERAORIUL, 23,850,00083 01 L . 47,700,0008k: & 7 0 £ L7z,

The board of directors’ meeting, held as of January 27, 2006, decided the 1 for 2 stock split for the shareholders, whose name are
registered on either sharcholder list or record as of 2006 March 31, on April 1. As a result, the shares of common stock issued

increased 23, 850 thousand share to 47,700 thousand share in total

k% + Major Shareholder

woOE & B LR

Name Equity Stake Voting rights as % oftotal

B 3 %
EZF77\ Y—=FFA b The Master Trust Bank of 2.138.500 10.3

’Eg‘ﬁ%ﬁﬁﬁiﬁ%ﬁ (E%ED) Japan, Ltd. (Trust Account) A )

TN peiil Osamu Shigematsu 2,104,000 10.2
i Fﬁ? g Hirotoshi Hatasaki 2,000,000 9.7
I-W PR3y ¥y I A /F=+YaFl  Goldman Sachs International 1,472,400 7.1
L' i D' Hirofumi Kurino 1,117,000 54
% Ik 4"5‘ ﬁ Tetsuya Iwaki 1,071,000 5.1
KA 5L — Koichi Miuzunoya 1,064,200 5.1

EZF ]\77\7—.4 *f-kxﬁ;{iﬁﬁﬁf(éﬁﬁiﬂ Japan Trustee Services Bank, 734’000 35

Ltd. Trust Account

"‘f N/ 9ETZ2=3=) M) =T 4= The Bank of New York, Treaty
VEYS VSN JASDEC Account ’ 695’200 33

£ Y RA Y — KN Invesiors Bank 44300 2.1

() 1. S, FOREALRMZ D IETTHRRLTBY $9,

2. BREDRAT T B H OHA3.235 454 IEEF I EDTB Y 4 A,
Notel. Voting rights ratios are rounded off to one decimal place.
Note2. The figures above do not include our 3,235,454 shares of treasury stock.

= BEs
E B = 52 (20064 6 128 HBUAE As of June 28, 2006)
Board of Directors

AC AR A i ﬁ IE Chairman and CEO Osamu Shigematsu

rEmwEELE o W #R presidentand coo Tetsuya Iwaki

=
w M@ e KEPES BA —  Managing Director Koichi Mizunoya
wom o OB R Managing Director Hirofumi Kurino
wow w /N R®OIE Director Masami Koizumi
woowm o ow Director Yatsuhiro Sagawa

Standing Corporate Auditor Ryosaku Nishiwaki
5 Standing Comorate Auditor Y ukari Nakajima

Corporate Auditor Tadakatsu Sakuragi
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Corporate Auditor Mitsuo Aikawa

OFEERIPHIR Distribution by Owners of Shares

A FESR AL
Financial institutions Securities company

0.90% 0.39%
FEST-TOMIEAN

I Corporations

| 0.55%

FEE A BLOSEEEEA

Foreigners or foreign corporations
2.36%

EPNEQRLi]
Individuals and others
95.80%

O FTEHKIVEBIP IR Distribution by Number of Shares

SRR
Financial institutions
17.66%

At

Securities company

0.32%
HEX M- TDMEN
Corporations
A2l 0.20%
Individuals and others
50.72% HHE A B LOHLEE:A
Foreigners or foreign corporations
31.10%

’# PRINTED WITH
SOY INK|_ EEBE
i O TREEI00%BEMRERER

AR BB RS LKA Y & B L TBYE .

This report is printed on recycle paper with using environmentally friendly soy ink.

© Gianluigi Toccafondo
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