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Philosophy of UNITED ARROWS

[ MAKE YOUR REAL STYLE |
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We are a group that keeps on setting new standards of Japanese lifestyle and culture.
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Corporate Philosophy

MAKE YOUR REAL STYLE

EREERRDI=DICHD

Stores are for our customers

Break through Traditional Mind BlERIRE A
(Creative Merchant)
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Customer Value, Shareholder Value, Vendor Value, Social Value, Employee Value
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Our Corporate Philosophy is the foundation of our daily activities.
We have a philosophical structure consisting of five elements that bond around this philosophy.

© Gianluigi Toccafondo These five elements are values which we have embraced since the foundation of our company,
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Since 1999, UNITED ARROWS has used artworks by the Italian painter Gianluigi T do in its adverti These advertisements utilizing motifs of UNITED ARROWS stores, customers, and staff play a crucial role in establishing our
corporate image. These images can be seen on pages 1 and 34.

Gianluigi Toccafondo / Born in 1965 in San Marino, Italy. His artworks mainly focus on short animated films. He has received various awards and prizes at international film festivals such as those in Cannes, Venice and Berlin. The TV commercial and
posters created for UNITED ARROWS won the Tokyo ADC grand-prix in 1999. His short animated film created in 2004, “La Piccola Russia,” was awarded various awards at film festivals in Turin (Italy), Ottawa (Canada) and Tallinn (Estonia).
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UNITED ARROWS continues to set new standards of Japanese lifestyle and culture through the planning and sale of men’s and women’s clothing, accessories,

and general fashion items. UNITED ARROWS seeks to create globally recognizable value, by combining Japanese culture and traditions with those of the

west. We will continue to push ourselves to create such value, so that we may evolve in the future.

In May 2007, the UNITED ARROWS group announced a new corporate vision. In order to create new “Standards of Japanese Lifestyle and Culture,” we have

set targets in our new medium-term business plan of total consolidated sales of ¥120-130 billion and consolidated recurring profits of ¥15-17 billion for the

fiscal year ending March 2011. In order to achieve these targets, we will continue developing and expanding our existing and new businesses, as well as

actively seeking new possibilities through business overseas and M&A.
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< Forward-Looking Statements >

Business performance forecasts and objective views
stated in this material are based on decisions made
from information that UNITED ARROWS LTD. could
obtain at present, and therefore includes risks and
uncertainty. Thus, please refrain from making
investment decisions fully depending on this material.
Please bear in mind that actual business performance
can change largely depending on the worldwide

economy, market conditions, currency fluctuation, etc.
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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
2007. 3

UNITED ARROWS LTD. founded in Jingumae, Shibuya-ku,
Tokyo (capital: ¥50 million)

First store, UNITED ARROWS SHIBUYA, opened in
Jingumae, Shibuya-ku, Tokyo

Main flagship store, UNITED ARROWS HARAJUKU,
opened in Shibuya-ku, Tokyo, and head office moved to the

same location

Registered at the Japan Securities Dealers Association (present
Japan Association of Securities Dealers Automated Quotations
or JASDAQ), becoming an over-the-counter traded company
Full-scale start of green label relaxing business (see page 15)
with the opening of green label relaxing Shinjuku in Shinjuku
LUMINE 2, Shinjuku-ku, Tokyo

Full-scale start of CHROME HEARTS business (see page 16)
with the opening of CHROME HEARTS TOKYO in Aoyama,
Minato-ku, Tokyo

Listed on the Second Section of the Tokyo Stock Exchange

Listed on the First Section of the Tokyo Stock Exchange

Renovation and renewal with increased floor space of flagship

store UNITED ARROWS HARAJUKU

Number of stores exceeds 50

Acquired all shares of Figo Co., Ltd., which mainly engages in

the import, wholesale and sale of Italian bags and other

accessories, and made it a fully consolidated subsidiary

Number of stores exceeds 100

Number of stores of UNITED ARROWS LTD. 104 and of
Figo Co., Ltd. 10 as of end of fiscal year ended March 2007
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We will make an upward revision to our medium-term business
plans to set new “Standards of Japanese Lifestyle.”

How did the company perform in the fiscal year ended March 20077
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This fiscal year, we saw an increase in revenue and a decrease in profits. The main
reason for the decline in profits was our early application of the new accounting
standards for inventory valuation. Companies are required to reflect these new
accounting standards from the business year commencing st April 2008 (for
UNITED ARROWS LTD., this corresponds to the fiscal year ending March
2009), but we introduced these accounting standards from the fiscal year ended
March 2007. As a result, we recorded a product valuation loss of approximately

¥870 million in our statement of income.
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Until now, we had adopted the cost method, under which the purchase price is
booked as the value of inventory. However, in December 2006, it was decided that
all public companies in Japan must use the method of devaluing book price to
reflect declines in profitability.

We did not factor in these valuation differences when we made our initial
forecasts for this fiscal year, but we decided to incorporate this new method from
this fiscal year (two years earlier than required by law) in order to improve the
transparency and soundness of our finances. Disregarding this factor, profitability
improved compared to the previous fiscal year, although we were slightly short of

achieving our targets for the year.

As for sales, although figures were stagnant in the first half of the year, figures
have accelerated from December 2006 due to initiatives to strengthen both
products and sales service. Moreover, the number of purchasing customers at
existing stores has been increasing since January 2007 compared to the previous

year.

We are determined to continue these positive trends in the fiscal year ending
March 2008.
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More specifically, how do you plan to improve sales?

For the first half of the fiscal year ended March 2007, we set four important tasks,
two each for products and sales service sections under the slogan “From structural
reform to structural reinforcement.” The two tasks to reinforce products were 52-
week merchandising and strengthening private label brands, and the two tasks to
reinforce sales service were strengthening CRM (Customer Relationship
Management) focusing on the data from House Cards (membership cards) and
maximization of sales by improving efficiency of sales activities in stores. As well

as actively pursuing these tasks, we improved cooperation and information sharing
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between the product and sales service sections, and strived to share understanding
of each of the basic strategies that were adopted as important issues in the second
half of the year.

More specifically, we created new organizations in both UNITED ARROWS and
green label relaxing to encourage better cooperation and information sharing
between the product and sales service sections. We also simplified our basic
product strategy to make it more easy to understand, and aimed to inculcate it
throughout the company by having the company’s founding members present the
essence of these strategies and transmitting their presentations by visual media as
well as organizing seminars for employees. We believe that these efforts will lead
to improved sales in the second half of the fiscal year.
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What are some of the measures the company will adopt from the fiscal year ending March 2008 onwards?
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The fiscal year ending March 2008 and onwards is a time to press forward with
our medium to long-term business development. In recent years, our sales have
been growing at a consistent rate of around 10% year on year; for the fiscal year
ending March 2008 and onwards, we will aim for a growth rate of 20% or more.
To achieve this, we will strengthen both products and sales sections, training for
employees, and store development. We will also make large-scale investments to
create a firm grounding for these growth elements.

In the products section, we will focus on private label brands and improving
product quality so that we can establish a high-standard production system which
we could not have had if we continued to remain as a specialty clothing store.

In the sales service section, we will aim for a company-wide reinforcement of
sales ability and establish a new sales supervision department, which will oversee
all sales activities. Furthermore, we will promote all part-time employees who
currently play the main role in store sales to regular employees, so that skilled
sales staff will continue to work for UNITED ARROWS for longer periods. In
addition, we will implement a wide range of training programs so that we can
further improve our customers’ satisfaction.

In fiscal year ending March 2008, we also plan to open more than 30 new stores.
As a medium-term plan, we intend to continue developing and expanding our
current businesses, as well as actively seeking new opportunities and possibilities
through M&A and partnerships with top-class companies and opening new stores
overseas.

Through these, we are revising our medium-term targets upwards as follows:
consolidated net sales for the fiscal year ending March 2011 to be ¥120-130
billion, and consolidated recurring profits to be ¥15-17 billion. Moreover, we will
maximize value for all of our stakeholders and plan to provide greater returns to
our shareholders by increasing dividend payouts.

We will strive to pursue our corporate principle of setting new standards of
Japanese lifestyle, and we look forward to your continued interest and support.

‘b \
RERGRAE T ﬂ%< ?gff%%%

Tetsuya Iwaki a ‘ '
President and COO ’
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New Medium-term Targets

The UNITED ARROWS group announced new medium-term targets in
May 2007 to set new standards of Japanese lifestyle and culture as
advocated in our corporate philosophy. We have revised our forecasts
upward (without changing target date, which remains the fiscal year ending
March 2011) for total consolidated sales from ¥100 billion to ¥120-130
billion, and for consolidated recurring profits from ¥15 billion to ¥15-17
billion. We will also improve corporate value by active M&A initiatives

and business alliances.
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i kS
609M

Consolidated Net Sales
¥60.9 Bn

EiERENE
738

Consolidated Recurring Profit
3Bn

2007 FE3AHAERE
FYE March 2007

W=%775 EBBIEE Sales Forecast by Business

EiEw LS
6091EM™

Net Sales
¥60.9 Bn

¥32.0 Bn
30 wokn — S
¥69BN — e
22 wo2Bn— | 69
48 ¥488n

20074 3RHA S5 LS EME
FYE March 2007 Net Sales

EiEwtEts
1,200~1,300%m

Consolidated Net Sales

¥120-130 Bn
EERE R
150~170%M
Consolidated Recurring Profit N o R
¥15-17 Bn 9 BT T7:55 LS X
FNIRT 7 B A
Bar graph: image of sales growth
Line graph: image of recurring profit growth
20114 3AEIE

FYE March 2011 (estimate)

(B fEM)
(Unitbillion yen )

EiEw LS
1,200~1,300tM8

Net Sales
¥120-130 Bn

IAFMTyRT7O—X%RE
UNITED ARROWS (UA) Business
¥50.0 Bn

G)=2 =NV ST T %RE
united arrows green label relaxing (GLR) Business
¥27.0-30.0 Bn

JOLN=YZD T RET R R

90~100 CH and other Brand Business
¥9.0-10.0 Bn
S.B.U.BRUUAZR
250 S.B.U.and UA Labs
¥25.0Bn .
40~50 —(#k) 74—1
TYRLyk Figo Co. Ltd. ~ ¥4.0-5.0 Bn
80~120 Ouflet  ¥8.0-12.0 Bn

2011 & 3RH T LEBIRME
FYE March 2011 Net Sales Targets

FHEROHEB KUBRA A—Y

20074E 3 HRBIAE, W F 1 7 v B 70— X CT/FEIELI104)5
i, 7T bLy MESIIUESE. 007 4 — TCHEE/NEIEI05E
OISR ZIT>TWET,

HIETE OB AT BRI OWTIE, HET L DR
2B ZWIE R SESIE COMIERHEET 5 & & b IT, i hdE
HAMECEMT AT, MELTES LY FY =7y MIB
JLHEEHEBOS SR I REHIBLET,

Store Openings and Growth Plans for Main Businesses

As of the end of March 2007, UNITED ARROWS LTD. had 104 retail
stores and 11 outlet stores, and subsidiary Figo Co. Ltd. had 10 directly
owned stores.

To reach our medium-term targets, we will increase the number of stores
until the optimum level under the strategies of each of our businesses, and
increase our business areas, focusing on the fashion market, by expanding

laterally into new business areas.

BESFEEOTHNPTHESTEO KUOBEILADKRA > b Medium-term Store Opening Plans and Details of Business Expansion of Main Businesses
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FYE March 2007, number of stores  FYE March 2011, number of stores (estimate)

IS MFyRT7O—-XERE ‘(é.“;‘l' Total) 28[EE# sioes B ET Total KI50REEH stores

UNITED ARROWS (UA) Business e;élingNﬁ%U A 1OmES soes ©ingBEFFUA & OFE4H sioes
ew ZFUA ¢ BIEES sores new HTUA : 24154 siores

B&Y : 4% stores

)= =R )F75 5% 3254 (%2 Note 2)
united arrows green label 32 stores
relaxing (GLR) Business

#160~80/5 %4

approx. 60~80 stores

JOLN-YEOMTTAEYFA  3FEEE #0108

CHROME HEARTS (CH) Business 3 stores approx. 10 stores
S.B.U.RUVUAZR (8 %) 385 BEH-ERHRTE
S.B.U. and UA Labs (8 businesses) 38 stores undecided

G¥1) UAL =NV A—JZNT (35 EH) ERR<ESHEL.
Note 1) Number of stores excluding UA Label Image Stores (3 stores)

(%2) 7Y —RTV=> T) = L=NW)Z9 22T FRF2 TY=2L—NIWIF72 2T (BIEH) EETEHE

A XEPIDEE(E
B&Y : 255 &5 siores

-CHEENDIEBAY L HIE A

e
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Active promotion of rebranding of store brands
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Reinforce Men’s merchandise Grow and expand Women’s and accessory merchandise
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Accelerate speed of store openings, expand area of store openings (possibilty of opening stores in large shopping centers in suburban areas)
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Flexible store openings (product lineup, size of store, etc.) considering character of district and commercial facility
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Actively increase number of stores of CH business Pioneer new brands
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Actively expand number of stores of existing business  Actively develop new businesses

Note 2) Number of stores including FACADE GREEN green label relaxing and ODONATA green label relaxing (5 stores)
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Medium to Long-term Business Direction

As a medium-term goal, the UNITED ARROWS group aims to achieve
sales of ¥120-130 billion by growing and expanding existing businesses
and also by entering new markets. For new domestic business areas, we
will actively operate with other strong players through M&A and business
partnerships. For overseas business areas, we will start searching for actual
business opportunities in Asia, and move on to major cities in the United
States and Europe.

By seeking new business areas other than existing areas, we aim to achieve

our group vision of setting globally acceptable Japanese standards.

BERBICAEITEEE£ERA X—Y  Operations in the Medium to Long-term
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New Domestic Business Areas
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Cooperation with strong market players through M&A and alliances
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Overseas Business Areas
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Opening stores in major cities of Asia, the United States, and Europe
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Existing Business Areas
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Pursue optimum level of store openings for each business and meet diversifying market needs
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Diversification strategy Aim for overall market share of more than 1%
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UA Group Vision
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Setting globally acceptable Japanese standards
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Summary of the Japanese apparel retail market

The size of the Japanese apparel retail market is said to be around ¥10
trillion. In addition to the prolonged flatness in consumer spending,
customer interests have diversified, causing customer spending to be spread
across a wider range of products other than clothing items, which means
that the scale of the market has had limited growth.

However, specialized store channels have showed solid growth due to
development of specialized products and implementation of unique

business development strategies.

Historical Market Size of the Japanese Apparel Retail Market (by each sales channel)

(f&M 100 Millions of Yen)
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40,000 — Specialty Stores
35,000 1=
30,000 BEE
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R EF R AR T2 5,000 Z DAt
Source: “White Paper on the Apparel Industry 0 Others
and Market 2006” 1999%% 2000%% 20025k 2003%k 20045k
by Yano Research Institute Ltd. FY1999 FY2000 FY2002 FY2003 FY2004
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BEED7 I\ IVINGEfSEA A—T
Overview of the Japanese Apparel
Retail Market

Y—ybRIYaz Iy T
Market positioning map

Market in which UNITED ARROWS operates

The Japanese apparel retail market can be divided into two categories: the
volume market that mainly consists of relatively cheaply priced daily
clothing and the trend-conscious market that is highly sensitive to fashion

trends. UNITED ARROWS targets the trend-conscious market.

We further divide this trend market into the following three categories: the
basic trend-conscious market consisting of the class above the volume
market class; the trend-conscious market that is highly sensitive to fashion
trends; and the high-end market consisting of globally recognized designer
brands. UNITED ARROWS has developed businesses in each of these

three categories.

Through these businesses, we are targeting sales of ¥120-130 billion by

2011, which is approximately 1% of the Japanese apparel retail market.

LHOEHRERATIENEE
Core Businesses in UNITED ARROWS

NMIZK 555, 7)—F50K
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Trend-consci ~—7vhk KFEELIN 39T/
€| conscious T d_ M k t = UNITED ARROWS
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IyR-rL R Major Select Shops / ¢
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. TAY=HT 27V - 2R IR F PR
'7_;1" J;;L—_FA Daily Casual Specialty Stores / Clothing Specialty Stores in Suburban Areas
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Volume Market

GMS?'E'*5)L7—9‘V>§'(Z"ZI\T’)
GMS (General Merchandise Stores)
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What are select shops?

Select shops are specialized clothing stores that provide a wide selection of
both private label brands and other designer brands that are procured
domestically and/or internationally. They attract customers by creating a
unique brand image by providing a wide range of clothing items and
accessories, and also through their stores” interior and exterior designs that
reflect the visions of their chosen merchandise.

In Japan, there are many select shops, both large and small in size. Their
styles and management methods vary greatly, from small concept shops in
the fashionable Harajuku and Omotesando areas of Tokyo, to chain
superstores often located in fashion-oriented buildings in the commercial
areas of central Tokyo and other large regional cities that attract a broad

customer base.

Positioning of UNITED ARROWS in the select shop
market

UNITED ARROWS boasts the highest sales figures in the select shop
market, and is also the only listed company in this market.

Our aim is to provide our customers with a variety of products using our
ability to modify selected goods and product development capabilities,
create an ambiance suitable for providing clothing items from the world’s
best brands in our stores, and provide high-quality sales service for our
customers. We will strive to achieve both high profitability and high
fashion sense simultaneously, and help our customers to achieve their ideal

lifestyles.

(B4 : HMA  Millions of Yen)

Historical Total Sales of Major Select

29.8% _ _30.3%

— £EtL U a3y 754D
EEBAs
Total Sales of

Major Select Shops
31.5%

200,000
Shops and the Share of UNITED
ARROWS LTD.
150,000
100,000
2 26.8%
22.7% :
et [ 7/SLIVER B 82006 | WRTHREE TR
EbEICBMITTIER 0 | |
Source: UNI'I_'ED ARROWS, based on 2001 EE 20023@
“White P he A | Ind
and I:\iarf;ezroo;ﬁz bey YF;FJr\aol'eRer;eﬁgg Institute Ltd. FY2001 FY2002

I I I — MFEE T
Market Share

2003%% 2004%E  2005%%
FY2003 FY2004 FY2005

SZ  PI\UIIGETBELSRICBIDIA VX - DA AXAVZARBDY 74 X—T

Reference: Men’s and women’s apparel sales in the general market and

at UNITED ARROWS LTD.

TINLIVNGETS T

Apparel retail market UNITED ARROWS LTD.
TINVIVINGERTEIB TIE, T 1 A > XBFIDFZEESHAERIE S 2 7 £ 5D TVBDICH L.
WH T XX T AZABPADT ESEBREPBE L TVET, Thid, Birx X ® oz
BPIEAMCXE— P LERETHBED. STHZD/ INTIRLEES, T s
ST BEBAMERRL WA &, RIS, HHBOEEH S LD ¢ X > WP g
ESBZRMRDATAEMEMD TNB I EERLTVET, BT, ChE5DZ L&
FA.ACXBMPIEBEETDEEHIC, V1 X XPPIDBRIEAER > TVEET,
Although sales of women’s apparel account for a commanding share in the apparel
retail market, our company has higher sales in men’s apparel. This is because we HE [ 78U IVEXEE2006] MEBZEHRAT. BitER

started as a company focused on men’s apparel, and as such have strength in this
business and function as a leader in this market. On the other hand, the apparel
retail market figures indicate that we have an opportunity to grow our women’s
apparel business. We intend to strengthen our men’s apparel business and also

expand and grow our women’s apparel business.

Source: White Paper on the Apparel Industry and Market 2006,
Yano Research Institute Ltd. and company information.

WA Jq A XBPUMRBTLESDA EHHE L.
ZDY I T EA A= TICTBH,

*Composition of sales by gender.
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A—I\—SPAHfHE WA —/\—SPABBEDBES Concept of the Super SPA Strategy

2FA Ty F7R—=X&, [#% - Woe) [t A (b oY) | i || T sPA Super SPA
[ (bDfED)] L), “INTF2LIEET DFRT
D¥BErERCTHRAMZ AMEXHIBLEY, Shx, [A— HA P P A i
JN—SPA (HE ABLHE/INGE) W] GO kL@, AR YRR ST
ETIVELTWET, {
EINY SRR L7 F A F— 275> FIZk ) EEH O Jﬁ EE ]E -
by I ET LY LA ) VOV RS XY A O%EE Retail Wi Retail Retail
s, EIPEREOMEFF 2 EH L T E T,

(3%) SPA = Specialty store retailer of private label apparel - - - #EH5/NMEF T E L THMTIT) 77 v ¥ a v¥ L % [#adE el LaRasngd,

The Super SPA Strategy

UNITED ARROWS aims to be a company that is involved all along the value chain from downstream to upstream, providing the highest levels of sales and customer service,
purchasing of products (selecting products) and product development (manufacturing). We call this process the Super SPA Strategy™®, and we position it as our basic business model.
We attract customers by providing highly select brands from Japan and overseas, and we maintain stable product supply and high profitability through provision of private label
brands designed based on top-selling products.

(*) SPA = Specialty store retailer of private label apparel — a fashion company that is involved all along the value chain from manufacturing to retailing of products. Usually called a

manufacturing retailer.
1747 v R7 O0—XOBEARE R

FEARTE kg & LCL REaEREIC X D TR ] TR
PERG S [T E S | 1230 L, S HEO ML Rin7z) 2 Advanced Producs AR TR R 5 TR AR ST RBE
T OBIERS 2 Fo TV ET, SNLOWRREENT ¥ A T

IR L, NI 7 1 I8 ATZRM 2 WRIA VB R AR 2 f it rend Preduct e v s o ome o e maret
THIELIEY, BENRTEZHRL TV,

WERFERIMD/ISS R
Merchandising Balance by Product Characteristics

=MHEOF¥LH%
SeBEMERTS: (7R3 RR) = half a step ahead of the market

=MHICER
IREMER S (N—2v %) = widely accepted in the market
Basic Products RS RICEREN S RERICTE N B1mRET
Core products that continue to sel consistently regardless of the trend

HERHMENT I HALA VTN EEROLRIEECLISTRES,

“Ratio between purchased brands and private label brands varies according to business.

A FYUTFIVERE

Purchased Brands  Private Label Brands

Basic Product Strategy

Our basic product strategy is to categorize our products into three groups—advanced products, trend products and basic products—according to their characteristics.
Then, we distribute them appropriately according to the characteristics of each business. In order to ensure stable sales, we maintain a good balance of all three product categories

and provide a variety of products so that we can serve a wide range of customers.

EEROFEN Product Flow

U—RaA LG FEREDHE M ARKI4~64F.OEMKI. 245 B, BIMFEEDHZE AL A1, 258, OEM#14R
The lead-time required for a first-time order is approximately 4-6 months for purchased products and 1-2 months for OEM products.
For additional orders, the lead-time is approximately 1-2 months for purchased products and 1 month for OEM products.

BVl RE HE
Purchasing / Ordering Manufacturing
[ = 9N OEANNDEFLLA—H—H1TD
Purchased Products Outsourced to manufacturers
@OEM
(Original Equipment Manufacturing)
FILIvar mRAE & Tk
Direction Distribution Warehouse Stores Outlets
@LNY—XLDMDEATHI L TEAMBEL BT —VERIE, OERETEARE @ LEEICL) - iEH
4t 5#:&!:??5 Several d.\slr\but\on warehouses in Japan (outsourced) BHULITETHICIEA
Announcement of a fundamental theme for the season’s merchandizing [ =ikl Add products depending on interim
This is done on a company-wide basis, as well as for each business and brand. Price tags put on products sales performance or after the
Q@S EHAFIE bargain season

Distribution to each store

FHA 3
Design Manufacturing
@71 IFHE OENADEEXTHH T
Designs are made by in-house designers Outsourced to factories in Japan and overseas

U—RE1 LI EEEDIBE $92~55BIBMEEDHE . #I3~58H

The lead-time required for first-time manufacturing is approximately 2-5 months and 3-5 weeks for additional manufacturing.
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ERDERBRER

Former Basic Business Strategy

LR

Diversification Strategy

[ & 20l PR B

Restricted Store Number Strategy

SR DA L EES

Store Enlargement Strategy

EEE S

In 2007, UNITED ARROWS partially revised the three basi
business strategies it announced in 1998.

We have revised the Diversification Strategy and the Restricted Store

[+

Number Strategy that focus on the maintenance and growth of high added-

value businesses to more evolved versions. Also, we have added the
Customer Value Maximization Strategy. This strategy is derived from the
one of our corporate philosophies, Creation of Customer Value, which is

ranked as our highest element in the Creation of Five Types of Value. As

we promote the new basic business strategy, we continue to aim to become

an innovative retailer adding value in the multiple businesses it operates.

EE= T e S

New Basic Business Strategy

LERRMICEES

Diversification Strategy

} S B R S

Restricted Store Number Strategy

BEMERA{CHES

Customer Value Maximization Strategy

Diversification Strategy

AFATYRTO—R T 7 R EERBICRR 2L TY— T MDIBEATE Y, FIRBEDRIULICH - TE UATREVSEREE TY— vk
BIEZED RBOEIT 1 BICEELAETVETY I =T UM RT LI v ER ICEHVEHIEISh B EEICDWTIE A2 — ST D SE BRI G B % 1T

ITET BEISURELIRER D ERELET

FEFEEMIOVWTIR WATHICHEPTOTRIAL YV7ARE - BRARBEERBL DD M - BRI A AV HESANEREEEERNICITIZE
TEERNTAUFTEEMBL BB ERREICLABARR TEERL CVWEET, BIFSEMEERMEON A DREEREBU/ZEEMILEHETEIET,

[TZoROA VLT DR E [REDRRILA] DBLZEELET,

UNITED ARROWS will expand new business laterally in order to enhance market coverage. New businesses are tested at our experimental stores known as UA
Laboratories, in order to examine the market potential. Businesses judged to have high market potential will be strategically invested in from the beginning. By doing so,

we will be able to achieve optimum resource allocation.

We will increase the coverage of our business as we consider the macro environment and our competitors’ conditions. We will regularly make adjustments to our
business portfolio through multifaceted analysis of profitability, growth and brand images. The investment will be made according to which of these take priority. While
maintaining and expanding brand loyalty, we will grow the company by diversifying business based on both economic rationality and fashion sensitivity.

N

[ S A PR LS

Restricted Store Number Strategy

B TNME{E - 255 5o R R A
A/ RAF4TUTAS5—

BEMERAILEEE

Customer Value Maximization Strategy

[1F4F7vyRr7O0—X]

BEEDRZ—T YT EEEY—T UM
PHEIUT7RETEMMNICIEETSEE
HICHFEHNEFETCEENICHTETS
ZETC EEISSUAEEL FRRIESHE
HELET,, T AEBBREOE(LICHFO.
BEREOLIREHHIGTEHNICRELE
XWES, ZhSDBHEMI LY, [RE 7O VIV T DHERS [ E |
E=—4ryMaEDILA] DEZBIELET,

An optimum number of stores will be identified for each business. We
will calculate the number by making qualitative and quantitative analysis
of the potential target market and the environmental characteristics of
candidate areas in which to open stores. The optimum number of stores
will be revised periodically according to the changes in business
circumstances. As we carry out such analysis, we will gain both wider
market coverage and improved store loyalty.

An innovative retailer adding value
in the multiple businesses it operates
UNITED ARROWS

FRBEFRREEEEETHLEDIC,
e SEIAWF G R NI YNMION:7 2 37
EORM-BABELZAL. SFH—A
VENDZ—ZEJH I INEDETT by
DR T TERBELET T,
LHIN—TOBEIRELON-HF2DE
JEATE (T4 7210 LN 2—) DRAEERNET, 217K
TAO-XA TR RECEERF HESSUERIETETIZET
BEHRmMENR LR BEEDHIC FREMIERAILEEROHEEIC
SN Rig-HREETVOREOELICAERINT IS MRITRIIC
SV FEERTES [HREZY—O1 VI T DR L] 2BIELET,
At the same time as we actively acquire new customers, introduction of the
House Card (membership card) used throughout the UNITED ARROWS Group
enables us to carry out one-to-one marketing. We believe that the data from card
usage, including individual customers’ attributes and shopping history, will enable
us to provide them with more personalized service and maximize their lifetime
value. We aim to enhance customer satisfaction by expanding our business as
appropriate, including increasing store numbers and our product lineup. We are
determined to increase customer loyalty to enable us to maintain consistently

high sales levels that are resilient to changes to the external environment such
as unseasonable weather, economic downturns, and population declines.
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B2 N7 TS5 REREDH® §

UNITED ARROWS (New)

SPA Stores Modifying Selected Products

The UNITED ARROWS business is the core business of the company, and
offers both men’s and women’s dressy and casual clothing. Our aim is to
make stylish stores for fashionable customers by offering top trend items
from all over the world. Also, we provide original private label brands that

have stable sales regardless of the fashion trends.

The target customers of UA stores are those with whom we have shared
tastes, and so we do not target a specific age group. Therefore, we have
loyal fans of all ages who are highly aware of fashion trends and fully

committed to fashion.

Restructuring Store Brands

We have been restructuring UA store brands since the fiscal year ended
March 2007. Our long-term goal is to establish a ¥60 billion business by
opening 24 UNITED ARROWS stores focusing on dressy clothing, and 48
BEAUTY&YOUTH UNITED ARROWS stores focusing on casual
clothing.

By restructuring, we will: (1) improve our product range to serve
diversifying customer needs; (2) offer a wider range of sizes and a variety
of styles for different generations; and (3) improve convenience for our
customers by opening a total of 72 stores, while maintaining customer
loyalty. Our ultimate goal is to satisfy the diversifying needs of our

customers, and offer products for every aspect of life.

[Eh& PER] 57K,

Store Brand
Restructuring Project

UNITED ARROWS

AFAFoKPO-X

2007F3RHKD LRR24MEHE CHIERA

UNITED ARROWS
@ From FYE March 2007

Begin opening stores, targeting a maximum of 24 stores

UNITED ARROWS

AFAFYRPO-X @

AADHEHRISHITHE /TS
FATREAIRFE TS L AT
A full-line lifestyle store based on the theme of “richness”

and “high quality” that satisfies a wide range of
customers including adults.

[/ ‘ELE 2L T BE DXk

EOOGEBHEEE BEAUTY&YOUTH
23,_5_%%55 UNITED ARROWS

=T — FvR7O0—X
UNITED ARROWS E1i—7¢& 31— 1F(7yk7A—-X
As of March 2006

23 stores BEAUTY&YOUTH UNITED ARROWS
From FYE March 2007

Begin opening stores to a maximum of 48 stores

200753RHKD LRABIEHE CHIERYA

ET VI CRBRDTITREAIN&
FA7—ERIERETBIIVIA AT
A full-line store that creates and proposes lifestyles and

scenarios for the next generation, based on the theme of
“beautiful minds and eternal youth.”

WA N7 TSV REEEEZOT LER

(BT Millions of Yen)

BEAUTY & YOUTH UNITED ARROWS
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- . The long-term ratio of sales of New UNITED ARROWS
.. ————————— - to BEAUTY & YOUTH UNITED ARROWS is
expected to be around 45:55
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WA N7 TS RBEBEDA X—  Store Brand Restructuring
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Progress Update of Restructured Store Brands

The fiscal year ended March 2007 was the first year of restructuring of
store brands and we opened five UNITED ARROWS stores and four
BEAUTY&YOUTH UNITED ARROWS stores. Both brands have clear
target customers for their dressy and casual clothing, and have been very

popular since the opening of these new stores.

We will further expand sales by engaging in promotional activities to

improve brand recognition and providing a full range of merchandise.

High
=
UNITED ARROWS
BEAUTY&YOUTH
UNITED ARROWS
&
Low

AR—=Y (HTV2TIN) <—> FLZ(EFhLD)
Sports (casual) 54 Z NG Dressy (formal)

Taste
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united arrows green label relaxing (GLR) Business

united arrows green label relaxing

SPA Business Mixing Multi-Labeled Products

Based on the theme of “creative & friendly,” the GLR business proposes a
simple and high-quality world to customers who seek for true enrichment
in life and see fashion as only one part of lifestyle.

GLR offers a full range of highly fashionable items for both men and
women, including business suits, sporty casual wear, and accessories. The
lineup also includes a variety of miscellaneous lifestyle goods, kids’
clothing, and maternity wear selected from all over the world. One major
characteristic of GLR is that approximately 65% of its lineup is private
label brands, compared to UNITED ARROWS which has a high ratio of
purchased labels.

To specifically serve increasingly diversifying and dispersing customer
needs, we have the GLR specialty stores “ODONATA green label
relaxing” for men and “FACADE GREEN green label relaxing” for

women.

Store Opening Strategy

In fiscal year ending March 2008, we will concentrate on opening general
stores that offer a full lineup of men’s and women’s dressy and business
wear, and casual clothing. As well as fashion-oriented buildings that host
many of our current stores, we will consider large suburban shopping
centers as possible sites for our stores, and be more flexible in terms of
store capacity and product ranges. We will increase our total number of
stores to the 60 - 80 range including both full-line up stores and other small

stores in the future.

<%ﬁ%a@7w54yﬁ%> <: TP :>
General Stores Men’s Specialty Stores

green 606! relaxing
AFAFYRTA=R JY=2 =N VST22T
united arrows green label relaxing

ODONATA

ARFE T)=2L—NWIZTS 2T
ODONATA green label relaxing
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FACADE GREEN green label relaxing
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Development of GLR Business

omen’s Specialty Store

Other New Store Types
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Store Opening Strategy

We are planning to open over 10 stores, primarily in major urban areas.

BSEOBEERNA

Future Customer Base

it o

CHROME HEARTS

CHROME HEARTS (CH) Business

CHROME HEARTS is an American silver and leather brand that was
established in 1988 by Richard Stark. Its dignified, classical design, and
high quality has received worldwide acclaim, and Stark won the Accessory
Designer of the Year award from the Council of Fashion Designers of

America in 1992.

That was also the year that UNITED ARROWS began handling CH
products. In 1997, an experimental store named UTICA, which handles
CHROME HEARTS products, was opened beside UNITED ARROWS
HARAJUKU. Test marketing proved that CHROME HEARTS was not a
temporary trend but a brand with long-term value. As a result, CHROME

HEARTS was established as a new business.

These stores exclusively sell CHROME HEARTS merchandise. Starting
with CHROME HEARTS TOKYO opened in December 1999, the brand
name “CHROME HEARTS” is being used in the names of stores.

Product Strategy and Acquisition of Future Customers

In addition to traditional silver and leather merchandise, we are also
expanding our lineup to include apparel products such as fabrics, knitwear,
and accessories. We are also actively expanding our lineup of high-end
gold and platinum accessories, as well as those with precious stones. By
becoming increasingly involved in product collaborations with other
companies, and placing advertisements in new media, we intend to remain

attractive to our existing customers and also acquire new customers.

504 SHOBEE

50s Future Customer Base

REDEEE

Current Customer Base

20s
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Actively Pioneering New Businesses

We are actively developing new businesses based on our Diversification
Strategy. UA Labs are experimental businesses that allow us to test market
new business. Small Business Units (S.B.U.) are business groups that
actively strives to open new stores aiming to become main business pillars

of our company.

This term, we began two new businesses: Disney Loved By Nature for
UNITED ARROWS (S.B.U.) and Liquor,woman&tears (UA Labs). We
were operating six S.B.U.s and two UA Labs as of March 2007.

Business Overview

We opened sixteen new S.B.U. or UA Lab stores and relocated one store
this fiscal year. Odette é Odile UNITED ARROWS, which specializes in
women’s shoes and fashion accessories, and Jewel Changes, which targets
fashion-conscious working women in their mid-20s to mid-30s, had

particularly brisk sales and provided the backbone for growth.

S.B.U. and UA Labs will continue to open more stores and also engage in

new business development.

200759RAR 5 — hD#ESE
SOUNDS GOOD

UNITED ARROWS

The first SOUNDS GOOD store is expected to be opened in September 2007.

SOUNDS GOOD (HovX Jv )

P X Ty P, [OEROBEEDR, ChhbnBLen] 27 —<I12, WOETHEETELL, #LTBLe
NTVELEDIAR—VEELOAALEZ AL V¥ =49 b ELEHFEETT, 2004EFE LV 247y 70— X &
JEECI D P2 BIgA L, 20074E9 I 1750 E 2 FEL TV E T,

“SOUNDS GOOD”: A New Business Starting from September 2007
“A healthy body and mind is the new fashion” is the theme of new business SOUNDS GOOD, which targets people who play sports to keep fit and look good and be

fashionable at the same time. Products are already being sold through various UNITED ARROWS stores since the launch of our Spring/Summer 2007 product range.

LB E NI, Explanations of pictures above

1 7 —271ar Another Edition
2 FFy b T AT Odette ¢ Odile UNITED ARROWS
1 2 3 4 3 VaINF IR Jewel Changes
4 Fyoy— DRAWER
5=V FARX DARJEELING DAYS
5 6 7 3 6 T4 A== FTK N - 3L Fx— Disney Loved By Nature for UNITED ARROWS
7HELS T TOKISHIRAZU
8§ UA—, "= &TAT—R Liquor,woman&tears

| Vvl VA

79 Ry BA N7 DER

IFATFy R7ua—X 7o Ly M, T2 [#ES 7L 3
To-To My b (AR =TT r ~ 7 Fik (T%
)| mEtwvsiz, o7 Ly FE—ILVHIZTRERL
TWEY,

T Ly ME, BHHEEO TS [EEIC T S M
1R85 &2 kA 1 1AL T 2 7 El 2 0 HUD DT 0 5E
P SRS R B AREII D FEE & Vo IR A R E R D &
2. B E A TV E T

FHEEOBEIRIZHEN, 77 Ly b b0 RE L8
BLHE %% & OB 200 2479 2 & T, TEEHLEZHEREL <
Wi FJ,

Q@EETR 14 (2007F7A318%#®) (¥F) T«+—3

Outlet Stores

UNITED ARROWS outlet stores are primarily situated in suburban outlet
malls such as GOTEMBA PREMIUM OUTLETS (Shizuoka Prefecture)
and GARDEN WALK Makuhari (Chiba Prefecture).

These outlet stores help us to sell inventory not sold in the past year and
strategic decisions are made in product selection, price-setting and
merchandising schedules.

As each business grows, we plan to promote inventory reduction by active

initiatives such as expanding store space and opening new outlet stores.

”LE%ZZZ

BAGS & BELTS

Corthay

bottier a Paris

#R7 4 —T1E, 2005411 2 HF T2 F A Ty KT H—X 7L
—7O—BEh0)F Lz, Ftkid, 450 7HEEN) T VK
[7x) =Y, 77 v A0@EMHMLEHTI > F [avs] oH
ABAHNE L LT, ANEOBEEEI0EH L. L7 Fray T,
HREIEZ ENOHIFEZREML I,

Figo Co., Ltd. became part of the UNITED ARROWS group on November
2, 2005. Figo Co., Ltd has exclusive domestic distribution rights for the
Italian leather accessories brand Felisi, as well as the high-end men’s shoes
brand Corthay from France. The products are sold through 10 directly
owned retail stores, as well as through wholesale to specialty stores and

dcpartmcnl stores.
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O XV XHERE Men's D4 X XHERE Women's

W T H%RE (3BX67IE8) Core Businesses (3 businesses, 67 stores)

@ AF4Fy R7O0-X 1958 o UNITED ARROWS (19 stores)
UNiTED ARROws  EEHMTHSEERET. Tr vy aVBENS< Iy YayaSy kXY ROBLBERRE LTWD, BRIGUARS Y RV RE
BERCERNADSFEUVCAY ARV - AVATIVEDTA AV IRV - DY AT IVERURE - EEHEZIROERS.
UNITED ARROWS targets insightful fashionistas of all age groups who are committed to fashion. Based on UA's concept of “Traditional Mind,” products
include both domestic and international men's and women'’s dressy and casual clothing, accessories and miscellaneous lifestyle goods.

@ dAF4Fv R70O0—-X (3) 6i5#H © UNITED ARROWS / New (6 stores)
UNITED ARROWS X YAL DA AXAVXDRURZEZEULT, RURE - KAED S AR—YEMBILAU.
EHE. FEE ISARERUDAANEMTILS A VR NP ZRE,

Mainly men’s and women'’s dressy clothing (but also incorporating sportswear), the store offers a full line of rich, sophisticated, and classy clothing for
adults

@ Ea1—744&31—R 1F-4F7wv R70O0—-X 4[58 o BEAUTY&YOUTH UNITED ARROWS (4 stores)

BEAUTY 8 YOUTH AV, DA AV ZADAR—=YZEKELT, AYa7)V#h - BE#HHDS RUIEMBAMUE.
UNITED ARROWS CIEDDZRUDERECTENMMNICIILS A VA ST Z R,
Mainly men’s and women's sportswear (but also incorporating dressy clothing), the store offers a full line of casual clothing particularly suited to the tastes
of young customers

AF ATy RPO—XEEIF. 2007F3BMKI0BEHFDIS (T v R7O—XEHERIE - & L.

[AFA4T7y R70-X () | & [E2a—T+4&I—RX AF AT v RPO—X] O2DDRA TP ISV RANDEERRZTOTHBDET.
The UNITED ARROWS business has been closing and renovating its existing UNITED ARROWS stores since the fiscal year ended March 2007, and has newly transformed them
into two store brands, UNITED ARROWS (New) and BEAUTY&YOUTH UNITED ARROWS

O UAL—ARNIVAA—=IZA K7 (L.I.S.) 3EE UA Label Image Store (L1.S.) (3 stores)
AF ATy RPO-RERBODEETRORSIFTUIFIVISY REBKUHEAT SV ROA X—IELEZEBS AN,

These stores play a key role in improving the image of private label and purchased brands handled in each of the stores of the UNITED ARROWS business

HYITUVNDR 15 ® THE SOVEREIGN HOUSE (1 store)
&//b/(éddtmf F4RANUI KN AF ATy RPO—X 1HEH @ District UNITED ARROWS (1 store)

HE

sovmma District

““““ o UNITED ARROWS FrR-FyRYY 1/EH Cath Kidston (1 store)
'} AFA4Ty R7O0-X U= U—RN)V USTI VT 27/EH o united arrows green label relaxing (27 stores)
united arons [creative & friendly] Z#7—<Y& U, 20KHENS30RFEDHZXA VY =5y M. YV TIVTLEELESA TRATAIVDTREZIT D,

green label relaxing . N R _ - o _ N o _
EVRZN=YVEIFORA—YDS, AVATIVIIT, E5ILREF VA YYZT A PEERE. b—(XTHHIAD.

Based on the theme of “creative & friendly,” united arrows green label relaxing proposes a simple and sophisticated lifestyle to its main customers in their
mid-20s to mid-30s. Products include business suits, casual wear, kid's clothing, maternity wear, and lifestyle goods and toys

O GLR#MEAEELE BIESH GLR New Business-type Stores (5 stores)
AF ATy RPO—X FU—Y =N USH VY TEEOFIRFAERS. ZTNEZNXYZ, 94 AV ZEHITEELIZRA ST ISV R,
New types of stores in united arrows green label relaxing business. Each store brand specializes in either men’s or women’s products.

FRFY JU—=2—RN)VUSIIVT 1/EH @ ODONADA green label relaxing (1 store)

ODONATA /L - VT ! _
T75—RIU—=2 JU—=2U—N)VUSOIVT 4GS FACADE GREEN green label relaxing (4 stores)

/AcApi 7RL EN

S J0L\—Y 358§ ©® ¢ CHROME HEARTS (8 stores)
ERORENETS) o0\~ VHOBROBERNTE IS RV s v T, POETU—2BHSLYF—OTT,. Sty s, IMPEORDEN®.
RE - K= LI TP ECDSA TRIA VRRT A T L EER.

This brand store specializes in products imported from CHROME HEARTS in the United States. It offers a range of accessories, leather products, bags
and small leather or silver articles, and a range of lifestyle products, including a selection of furniture and home wear

B RXE-)ILEYRRIAZw  (S.B.U.) (BFEXE37/ES) Small Business Units (S.B.U.) (6 businesses, 37 stores)

C/i\ notze,.
CHjtion

Jewel Changess

CHette & CUile
>

wuniteol arouw$

Orawer

DARJEELING DAYS
UNITED ARROWS.

eoo

(X X)
L]
Deap

LOVED* NATURE

Fon UNITED ARROWS

PFY—-IF4var 11iEH Another Edition (11 stores)
UFa AV, Fv U7, PUIZERZEMREL, BRE [My favorite things] 23>t 7 M.
BETATLANONR=Y Y IBBHDETCLYIDEVNeA UIFIVTATLEERAN S EL Y NURET A T LZRE - 2%,

Based on the concept of “My favorite things,” Another Edition arranges and offers a selection of products to young women. Products range from cool and
outstanding private label brands to items selected from Japan and overseas, and from basic to trendy.

JATWFIVIX 3iEH
TUAYB ©OY— TJIZZV. Fa—heF—D—RIC. DN ZETHD I EZEUHTHEITD,

AVHNT 4 TRIFEREFREGMS LS EFRBRZRICLIEUTZILD— RO—TZRET D

Based on the key concepts of elegance, sexiness, femininity and cuteness, Jewel Changes stores allow women to enjoy their femininity. Jewel Changes offers a practical
wardrobe that is conservative, but also glamorous, with refined, womanly appeal that incorporates the current trends

Jewel Changes (3 stores)

FTFYvNI 74— AFa4FTy R7O0—-X 1358 Odette ¢ Odile UNITED ARROWS (13 stores)
BUPNREDSVE. ELU b3 v I TEREZRSF v UPEANGIF.
ZHDRDBUIEAMEN TERECEEZRRE U 1—X - \v T - MEEZERM.

This store offers shoes, bags, and accessories that express the gentle side and the active, intelligent side of women. Its target customers are fashion-
conscious working women who shop at select shops.

ReoOD— 455 DRAWER (4 stores)
RUHCOBIR] [J7vyayROAEZF2U—5—] [CAIF. HERZBICIHINIEREZRORHA D,
BADAULDE—R (RFEMDFRT) L LBEBRY VY —R7 AT LTERM.
For mothers and daughters of the 21st century and opinion leaders in the fashion industry, DRAWER offers a selection of products that appeal to every
generation. Selected items include those that have a slight hint of the latest trends and basic high-quality products

F—IU - FAX AJESH © DARJIEELING DAYS (4 stores)
400 FE#HE U FABDDRIENSEH>TVBIAN ~NaAF. USvIRALESIIAFU—  DIFPERET B

DARJEELING DAYS offers relaxing luxury wear to men in their 40s or thereabouts who know what sophisticated luxury means.

FARXZ= - STR- A - RAFv—-Tx—-AFAT v R7O0-X 258 ©
Disney Loved By Nature for UNITED ARROWS (2 stores)

TARZ—F 9309 ZEF—TEUL. O~ 10FDFHERRE LTSV R,

BRORE. 77 vy 3VHENR—XIC, T AZ—DOHEREERDIANIEIR. HEZRZ .

This brand provides high-quality, fashionable clothing, and accessories with Disney characters for children aged from 0 to 10.

W UASR (2B#4ES)  UA Labs (2 businesses, 4 stores)

Sl omrt! s

BFLUS T 3MES ©® TOKISHIRAZU (3 stores)
[NAZRU=R] EVDSF—DT—=REBHEIC, N\ATP7YYaVERMI—RI 7YY 3 VDORFBEEEI AV IV 3V T,
Based on the high-street concept, TOKISHIRAZU is a men's wear store that bridges high fashion and street fashion

UH—, 9= VE&T 47— 1JE8 ® Liquorwoman&tears (1 store)

NIV REYTRY TRAIA)NET—XITBIF. b3Sy REERICE Y TRy ITFA A M LRICZ v A UIeD—F « X— bDER,
JaTU-HEEICHR. FSYRPISYYIEHRICY2TU—ZEDEITETRERT DHFUVRY A ILDEREREZTD.

The theme of this brand is high-end hip-hop style, and it mixes hip-hop taste with traditional elegant clothing. With its wide range of jewelry, it also proposes a new style that
brings jewelry and traditional/classical clothing together.
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BESEERYYa =0 Jv v T (. E6El) Positioning Map of Each Business (price, age)

7 o 2t SERERI55 LB HALLL SER LML

¥6,000 ¥8,000 ¥10,000 ¥20,000 ¥30,000 ¥40,000 ¥60,000 ¥80,000 ¥100,000
Mature | | Sales by Category Sales by Category
| FTFH—IF A | JaLN=Y
/}knolher ngli)an/ ST CHROMEHEARTS

| H=I)TAR | — e . 7
DARJEELING DAYS o © 1717 oK7E-X 8.39% O ez

| Ea—54&1-2 1F{FKPO-Z i 8.3% UNITED ARROWS 3.9 o7 Men’s

.9%
| BEAUTY & YOUTH UNITED ARROWS | . © TN USTLY HAALT
I I 11.7% green label relaxing 7.1% Women’s
e Ux 1%

J/z;wle‘rbghla/ngexs JALN=Y SIVIN—&LH—
| | 539 CHROME HEARTS Silver & Leather
| | S.B.U.RUVUATH HEHE
| | S.B.U. and UA Labs 41.1% Miscellaneous

54.7% 20t Z0ft
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| | 20.0%
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| kooy- |
DRAWER
| |
| |
| Uh— )= RTAT—R !
Liquor,woman&tears .
' ' @ UNITED ARROWS ® green label relaxing
! | THFRTA-X !
| PY= =N FTT UNITED ARROWS |
united arrows green label relaxing
BL6T = L= = = — = = — ) =
: TOKISHIRAZU : EJ:IEJ %EBUEJ:IE*%EJZJ:K EJ:I% DDEBUEJ:I%%&H:
AFINT AT
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| FARZ=GTRIA R F e |
T4=+3F (7K TO-X . i
| Disney Loved By Nature for UNITED ARROWS | gfem (7 Millions of Yen) (73 Milions of Yen)
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JAALZ HEE
- A ‘Women’s Miscellaneous
AUIFIVEE g tA
Private Label Brands Purchased Brands
() 17 7ok 70-X 2 I
UNITED ARROWS LTD.
Araukro-X -
UNITED ARROWS
R CHROME HEARTS ¢ S.B.U. and UA Labs
PN USTYT I
united arrows green label relaxing
el = =
= — = = = = — = =
CHROME HEARTS EJ:IEJ DDEE'JEiIE*ﬁERHﬁ J'_L‘,JZIEJ DDEIEJIIJJ'_L‘.JZIEJE&H:
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Another Edition
S <,y (E7 M Millions of Yen) (BFAM Millions of Yen)
VATLFTIIX I 5900
o
Jewel Chaﬂges 3'500 3 099 7’000 T 01 /0 133047
— — ) 3,081
FFvs T FAF74—Ib . 3,000 - o 6,000
. 2,641
Odette ¢ Odile 2,500 5,000 4,52
k09 I |
DRAWER 2000 4,000 5307
gy I S B
DARJEELING DAYS 100%
. . 100 2,000
TARZ=-STR A RAFp— I 86.6%
T4—-AF4F7vR70—-X 50 1,000 oo
Disney Loved By Nature for UNITED ARROWS 0 0
SIVN=&LA— AR JAALX nE%
0 25 50 75 100 (%) 05 06 07 Siver & Lenther 05 06 07 ® Women’s Miscellancous

MOEMIMEAICED THEH,
OEM are included in purchased brands.
MBELST UA— T &T (7 — XL APERDIERLED 1005 D7 RIGH
TOKISHIRAZU and Liquor,woman&tears are not on the graph since those products are composed by 100% purchased brands. %1 S ETEEE I, NTE, EIFE. A, 7oA —TNL Y I VDOELENGINTEBY FT. FoMMciz, 7 Ly b, BEBGEOGELENGINTBY 9,

“Sales by Category” includes retail, wholesale, mail-order, and formal rental wear sales. Other sales includes outlet store and special event sales.
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W15y R7O—XDESHRER
Store Portfolio by Brand

AFAF7vkrO—X

UNITED ARROWS

dAFAFTvR7O—X ()

UNITED ARROWS (New)

Ea1—7481—R AF(TvRk7PO—X
BEAUTY&YOUTH UNITED ARROWS
UAL—NJVAX—=D T

UA Label Image Store

IU——NIV USo20T

united arrows green label relaxing

GLRHTARFEREIS

united arrows green label relaxing (New Business-type stores)

J0LI\—Y
CHROME HEARTS

S.B.U.KRUUAZIR

S.B.U. and UA Labs

7O

Outlet

ANE
=L
Total

RS- JEBE - BB (51 4/58)
Koushinetsu / Hokuriku / Tokai Area (14 stores)
58 stores

AFAFYRPO-X 1
UNITED ARROWS
AFAFYRPO—Z &) 1

UNITED ARROWS (New)

E1—7481—R AFA(7yR70-X 1
BEAUTY & YOUTH UNITED ARROWS

TU—I—AI US55 3
united arrows green label relaxing
PHY-I7¢v3y 1
Another Edition

FFUN T AF4— 3
Odette é Odile

I FAX 1
DARJEELING DAYS

KBLST 1
TOKISHIRAZU

TNV 2
Outlet

23

FRE - UE - FUMIEE (51 3/EEH)
Chugoku / Shikoku / Kyushu Area (13 stores)

54 stores
AFAFIRPO~X 2
UNITED ARROWS
1FA7yR70—X (37) 1

UNITED ARROWS (New)

E1—7481—R IF(TwR7O0—-X 1
BEAUTY & YOUTH UNITED ARROWS
IU—2U—N) USov0T 3
united arrows green label relaxing
T7H—=RIU=2 GU=IU—RNIWS59279 1

FACADE GREEN green label relaxing

PrHY—-IF4vay 1
Another Edition

1T FIVIRX 1
Jewel Changes

FT7vh T AT74—) 1
Odette ¢ Odile

RoOD— 1
DRAWER

7Ok 1
Outlet

Al BRETDEHEICDONTC, ZICRREOB LU S AEHOEEER
XE(ICHDT7 vy avE)l. BEEFICHREZTOTVET. TOEIEI.

JrwviavE)l BEE BHE=622LH 0 TVET,

REX (5t 1855H)

Kansai Area (18 stores)

154 stores

AFAFYRPO-R 3
UNITED ARROWS

AFATYR 70— (37) 2
UNITED ARROWS (New)

E1—748&1—X AFA(TwR7O0-X 1
BEAUTY & YOUTH UNITED ARROWS
IU—2—NV U537 3
united arrows green label relaxing

FRFY TU——NIWISo20T
ODONADA green label relaxing

T7H=RIU=> J)=IL—RIWS9507 1
FACADE GREEN green label relaxing

0L\ —=Y 1
CHROME HEARTS

FHo—-IF4vay 1
Another Edition

FTYN T FT4—)b 1
Odette ¢ Odile

ReOD— 1
DRAWER

I FAZX 1
DARJEELING DAYS

PO 2
Outlet

55 stores Each of our businesses operates within fashion-oriented buildings, department stores, and so
19 forth, in the commercial areas of central Tokyo and large regional cities. The proportion is as
6 follows: Fashion-oriented buildings: department stores: roadside stores=6:2:2.
4
3 N =
juimE - RACHX (Et8IEaH)
27 Hokkaido / Tohoku Area (8 stores)
5 554 stores
AFAFTYRPO—X 3
3 UNITED ARROWS
IV=—N)V USo30 T 2
a1 united arrows green label relaxing
T -IF43v 1
11 Another Edition
FTYN T AT74—)b 1
Odette é Odile
19 PRk 1
Outlet

G EA

BEER (FRmMUA) X (511 8FEEH)
Kanto (other than Tokyo) Area (18 stores)
58 stores

AFAFYRPO-R 2
UNITED ARROWS

ITU——=NIV U597 9
united arrows green label relaxing
FFY—IF4vay 2
Another Edition

F7vh T A 74— 1
Odette ¢ Odile

TARXZ—- ST ) A - A Fp— 1

TF— AFATYRPO—X
Disney Loved By Nature for UNITED ARROWS
TNV 3

Outlet

RRMX (Ft4815H)

Tokyo Area (48 stores)

554 stores
AFATvR70—X 8
UNITED ARROWS
AFAFTYRT7O—X(3) 2

UNITED ARROWS (New)

E1—748&1—X IFATvR70-X 1
BEAUTY & YOUTH UNITED ARROWS
HYVIUVNDX 1
THE SOVEREIGN HOUSE

FAANIIN DFAFwRPO—-X 1
District UNITED ARROWS

FoR-FuRYY 1
Cath Kidston

IU—U—N)V USov0)

united arrows green label relaxing
T7—RIU—> JU=IL-RIWST30T
FACADE GREEN green label relaxing
o0L)\—Y

CHROME HEARTS

PIP-I7v3y

Another Edition

IJ2T)FIVIR

Jewel Changes

Z7vh T F74—)b

Odette ¢ Odile

ReOD—

DRAWER

F—IUY - FAX

DARJEELING DAYS
TAXZ—=- ST ) A A F o —
TA—AFATYR7O0—X

Disney Loved By Nature for UNITED ARROWS
VXN 2
TOKISHIRAZU

UN—D—XVE&TAT7—R 1
Liquor,woman&tears

TRV 2

Outlet
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2003 2004 2005 2006 2006 2007 2007 2007
EERCERLRELRELL O BE
SE L e Net Saes $35271  ¥42,903  ¥46330  ¥S3813  ¥52610  ¥60959  ¥58,666 9516383
PR o Operating Profi 484 5041 6080 7,663 7487 1350 7,148 62,262
SRR o Recurring Profi 478 S0 6037 7639 742 1337 7,156 62,152
SRR o Net Income 2,561 2877 3476 4076 4032 3511 3540 29,742
BIE m Total Asets 20836 24125 27648 35334 34649 38132 37489 323,016
WeERAGT @ Total Sharcholders’ Equity 12924 15603 18812 14565 14500 17,648 17,634 149,496
WIKSATEHAB o Numberof Share Issued (Share) 11,925,000 11,925,000 23,850,000 23,850,000 23,850,000 47,700,000 47,700,000
WK E R (ho Treasury Sock (Share) 1,000,000 941,100 1,825,400 3235454 6333442
RS- VMRS ) Net Income per Share (Yen) 20501 25897 15490 18399 18193 8498 8567 0.72
VB2 D ROFERE ) Net Assets per Share (Yen) L7830 141668 85100 70265 70048 42633 426.00 ( Y
RAWLEEE Eim) Capital Expenditures 951 LS L0 IS0 185 238 2309 a0t
AR (i Number of Store (Store) 45 56 67 - 79 - 104
FEHRT (m2) Total Floor Space (m?) 14312 17,911 20,059 — 21,776 — 24,429
FEREB 00 Number of Employees (Person) 581 685 75 901 862 1166 1,114
BITERREE o0 Net Income o Total Assets (ROA) (%) 127 128 134 115 129 9.6 98
HOTERRIRE ) Retum on Equity (ROE) (%) 19.4 202 202 280 242 218 2.0
HOZRIE o) Sharcholders” Equity Ratio (%) 620 64.7 68.0 412 419 462 410
BRI o) Total Asse Turmover (%) 17 18 17 15 L5 1.6 1.6
WL 0 Inventory Tumover (%) 25 23 22 23 23 22 22
HIELA o) Curtent Ratio (%) 1610 2064 2233 150.0 482 1410 1376
FIsELCH o0 Fixed Asset Ratio (%) 64.6 60.7 513 82.1 86.0 83.0 87.6

1 2005F 1L ICH 7 « — T2l -tk & L, 20064F 3 I8 & Dl &Et 2 g7z L E L7z,

Note 1) Due to the merger of Figo Co., Ltd. in November 2005, we started to prepare consolidated financial statements from the fiscal year ended March 2006.

¥2 FIVEHSIE, 20074E3 A3IABAED 1 IV ¥118.05%2 N—A L LTS,

Note 2) Calculations are based on the exchange rate of US$1=¥118.05 (as of March 31, 2007).
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H#E Consolidated BK Non-consolidated

—o— MV - FIFEIE Consolidated Growth Ratio / Profit Margin

Summary of Business Results

In the fiscal year ended March 2007, we continued to build the foundations
for steady growth and focused on the following four key strategies to
realize the Super SPA Concept: promotion of weekly merchandising
(product planning); strengthening development of private label brands;
strengthening of CRM (Customer Relationship Management); and
increasing sales by improving the efficiency of sales activities in stores. In
addition to these strategies, from the second half of the year onwards, we
focused on improving the quality of products and sales service. Our
objective was to restructure stores to make them more customer-oriented,
and to strengthen collaboration between related divisions of the company.
We had 104 stores as of the end of the fiscal year under review (an increase
of 25 stores compared to the previous fiscal year), as well as 10 stores (an
increase of one store compared to the previous fiscal year) of the
consolidated subsidiary Figo Co., Ltd.

As a result, total consolidated sales for the fiscal year ended March 2007
were ¥60,959 million (an increase of 13.3% compared to the previous fiscal
year). Selling, general and administrational expenses rose 20.4% from the
previous fiscal year to ¥25,721 million, due to higher personnel costs to
prepare for stable growth in the medium to long-term, relocation of our
head office, and an increase in new stores. Also, in order to maintain stable
finances through conservative inventory valuation, we adopted the
accounting standards for inventory valuation earlier than required by law.
Subsequently, the change in valuation included in products purchased in
the term was ¥160 million and was included as a part of the cost of goods
sold, and the change in valuation of inventory at the beginning of the term
was ¥540 million, which was included in extraordinary loss. As a result,
consolidated recurring profit for this fiscal year was ¥7,337 million (a
decrease of 4.0% compared to the previous fiscal year), and consolidated
net income was ¥3,511 million (a decrease of 13.9% compared to the
previous fiscal year).

Cash Flow

Cash and cash equivalents (“cash”) for the fiscal year ended March 2007
were ¥2,971 million (a decrease of ¥4,678 million compared to the
previous fiscal year).

Cash flow from operating activities was a positive figure of ¥1,801 million,
mainly due to increased net income for the period, as well as increased
accounts payable, which offset higher expenditure in line with an increase
in inventory assets.

Cash flow from investment activities was a negative figure of ¥4,198
million, mainly resulting from investment in operating facilities. Cash flow
from financing activities was a negative figure of ¥2,281 million, which
was primarily attributable to repayment of borrowings.

Basic Policy on Profit Distribution

Our basic policy regarding profit distribution is to return profits to our
shareholders by increasing dividend payments and carrying out stock splits,
based on the recognition that maximizing shareholder value is a matter of
great importance for our management. We also intend to enhance our
reputation in the stock market and maximize market capitalization in order
to increase shareholder value.

In addition, considering the business environment and business
performance, we will pay careful attention to ensure a balance in
investments to develop new stores, capital expenditure to grow the business
in the future, and retaining earnings as required. We will also improve
distribution of profit to our shareholders while keeping profit levels and the
dividend payout ratio in mind. Based on this policy, the total annual
dividend payment was ¥10 per share for the fiscal year ended March 2007.
For the fiscal year ending March 2008, we plan to increase the annual
dividend to ¥25 per share.

BT - FIZ3E Non-consolidated Growth Ratio / Profit Margin

LS - e

Net Sales / Sales Growth Ratio

BENG - REAGE

Recurring Profit / Recurring Profit Margin

LA - SEA R

Net Income / Net Income Margin

(751 Millions of Yen) (%) (751 Millions of Yen) (%) (75 M Millions of Yen) (%)
100,000 150 10,000 20 7,000 15
1309
121.6 142 6,000 75— 10
80,000 113.6—113.3 — 120 8,000 f—— 7,639 7337 — 15 ’ 73 67 - 76 6.0
) 123 13.0 142 1T, TS 5000 P — 5
1050 1115 13.6 141 122 ’ >4
60,959 6,037 4076
60,000 [ % 6,000 |————————° 20— 10 000 : 0
46330 B 666 ags6 20 g 3476 3511 3.540
42,903
5 L g
40,000 |35 57— SR80 — w0 4000 — —— —— —— — 5 3000 5 561
2000
20000 —— —— —— —— — 30 2,000 ——f — —— — —1 0
000 — —
0 0 0
2003 2004 2005 2006 2007 2003 2004 2005 2006 2007 2003 2004 2005 2006 2007
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Business Risks
1) Domestic market conditions

As our group operates only in Japan, sales conditions could fluctuate due
to changes in consumer behavior caused by Japanese economic conditions,
population trends, weather factors, and so forth.

2) Failure of debt collection

Most of our group’s stores are leased and in some cases deposits have
been paid. Some failure to collect debt could occur and exert a negative
impact on our business performance, depending on the financial status of
those renting out the stores or commercial facilities.

3) Natural disasters, accidents, etc.

Our group’s stores are mostly in large cities, and product distribution
centers and head office functions are centralized in the Tokyo metropolitan
area. If there are large disasters or accidents in this area, our business
operations could be influenced, exerting a negative impact on our business
performance.

4) Customer information

Although we pay full attention when handling customer information, as a
large degree of customer information is handled at our stores, if in any case
such information is disclosed, our group’s brand image could be devalued,
thus affecting business performance.

5) Dependency on limited product areas

Our group purchases products from around the world, particularly Asia.
Our business performance could be affected by difficulty in product
procurement caused by political affairs, business fluctuations, war and
terrorist attacks, natural disasters, and so forth.

6) Influence of foreign exchange

As part of payment for imported products is settled in foreign currencies,
business performance could be affected by extreme fluctuations in foreign
exchange rates.

7) Licensing agreements

Licensing agreements are signed with CHROME HEARTS JAPAN,
LTD. regarding handling of CHROME HEARTS products. Although
minimum purchase amounts are decided depending on future growth
strategies, slower-than-expected growth could exert a negative impact on
business performance. As a result, if agreements cannot be extended, it
could adversely affect our business performance.

Forecasts for Fiscal Year Ending March 2008

Our basic group strategy is to expand high added-value businesses based on
high store loyalty from our customers. In order to maintain and improve
this loyalty, we consider it essential to maximize customer satisfaction by
improving the quality of our products and sales service. Our company will
focus on quality improvement as a high priority issue, and take various
necessary steps to achieve this. As well as taking various operational
measures, we aim to develop a solid internal control framework and
enhance our management structure in response to various amendments to
laws and regulations, and continue to improve the quality of our
management.

We intend to open over 30 new stores and increase sales floor area by 25-
30% compared to the previous fiscal year.

As a result, we forecast total consolidated sales of ¥76,746 million (an
increase of 25.9% compared to the previous fiscal year), and consolidated
recurring profit of ¥8,138 million (an increase of 10.9% compared to the
previous fiscal year). In order to pursue a flexible store opening strategy,
we sold part of our property portfolio (land and buildings) in April 2007,
and will post a gain on these sales (approximately ¥2.5 billion) as
extraordinary income. As a result, we forecast consolidated net income of
¥5,945 million for the fiscal year ending March 2008 (an increase of 69.3%
compared to the year ended March 2007).

ROA (i##%) Consolidated ROA
ROA (H.fk) Non-consolidated ROA

EE - MTEAGE ROE - ROA

1S DRSS

Total Assets / Total Shareholders’ Equity Return on Equity / Return on Assets Dividend per share
(775 Millions of Yen) (%) (F Yen)

50,000 40 30

26.50
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35334 34649 30 28.0 20,00
20— ——
26 234 233 242
30,000
- 3 0 16.00
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EREENRER

2006 2007
Ell=! BAhH L (%) FUSKIL
Vil ot MillonsafYen TP
(BEEDER) Assets
TRENEE Current assets
Bl N 0T 4 Cash and deposits with banks 7,752 3,091 26,184
FoH 4 Accounts receivable - trade 255 243 2,058
TR EVR Inventories 10,959 14,258 120,779
S ONS Accounts receivable - other 3,494 4,527 38,348
IR A e Deferred tax assets 577 1,018 8,623
Z Dt Other 341 343 2,906
IR Allowance for doubtful accounts 2) 3) (25)
mEEESE Total current assets 23,378 23,478 61.6 198,882
EEEE Fixed assets
BETEEE Tangible fixed assets
Y K Ot Buildings and structures 3,768 4,431 37,535
T+ Land 1,082 1,077 9,123
B AR e Construction in progress 5 93 788
Z DAt Other 528 708 5,997
BREEEESE Total tangible fixed assets 5,384 6,312 165 53,469
BIEEEE Intangible fixed assets
JH S Consolidated Adjustment Account 1,435 - -
DA Goodwill . 1,116 9,454
Z O Other 589 1,824 15,451
B ETEESS Total intangible fixed assets 2,025 2,941 1.7 24,913
BEFDMOEE Investments and other assets
RHIE AR &2 Long-term guarantee money deposited 3972 4,828 40,898
SRAERS 4 Deferred tax assets 87 145 1,228
Z DA Other 486 427 3,617
KEZOMDEESS Total investments and other assets 4,546 5,401 14.2 45,752
ElRBESE Total fixed assets 11,956 14,654 384 124,134
BEAE Total 35,334 38,132 100.0 323,016

2006 2007
BAH BAhH TRt %) FUSKRIL
Millonsof e MiinsofYen PR
(&{EDR) Liabilities
mEaE Current liabilities
THFRRUEHS Notes and accounts payable - trade 5,480 7,203 61,017
LAELAAE R T DR Current portion of bonds 10 10 85
B A4 Short-term borrowings 2,010 1,000 8,471
1ELDNRFETEOEMEAS  Current portion of long-term borrowings 3,194 3,620 30,665
F44 Accounts payable - other 2,019 2,203 18,662
IR IS Corporation and inhabitants taxes payable 1,860 1,693 14,341
BS54 Accrued bonuses 479 659 5,582
fEHREFE ST | M4 Allowance for loss on guarantee of obligations 130 - .
Z DAt Other 397 256 2,169
it =l =r=H1) Total current liabilities 15,582 16,646 437 141,008
BEaE Long-term liabilities
& Bonds 10 _ N
A% Long-term borrowings 4,959 3,616 30,631
% 2RI 5 1 44 Reserve for retirement benefits for directors and corporate auditors 143 154 1,305
Z DAt Other 74 80 678
BE&ESE Total long-term liabilities 5,187 3,850 10.1 32,613
afRaE Total liabilities 20,769 20,496 53.8 173,621
(BF0BR) Shareholders’ equity
B45E Capital stock 3,030 - - -
BARRE Capital surplus 4,095 - - -
FIRFIRS Retained earnings 17,777 - - -
B4 Treasury stock (10,337) - - -
ﬁz&ﬁ‘ﬁ‘f Total shareholders’ equity 14,565 - - _
&8& - EXEEt Total liabilities and shareholders’ equity 35,334 - - N
(HEEEDED) Net assets
HEBAN Shareholders’ equity
BAE Capital stock - 3,030 25,667
BFXRRE Capital surplus - 4,095 34,689
FIRRIFE Retained earnings - 20,640 174,841
Bo#HR Treasury stock - (10,117) (85,701)
HEEFEE Total shareholders’ equity - 17,648 46.2 149,496
T - e EES Translation adjustments
BIEAN Y Vight Deferred profit or loss on hedges - (12) (102)
ST - IREEEESE Total translation adjustments - (12) (0.0) (102)
HEESST Total net assets - 17,635 46.2 149,386
BEMEESE Total liabilities and net assets - 38,132 100.0 323,016
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ERERSES

ERfEF*Fryva-J0-5HESE

2006 2007 2006 2007
BAH BAA L (%) FUSKRIL BAH BAH FUSKIL
Millions of Yen Millonsof Yen  COmpositon Rt o Millonsof Yen  Millonsof Yen 1 rousands of
S Net sales 53813 60,959 100.0 516,383 ERERICEDFp Y2 - TO=  Cashflowfrom operating activiies
= & Cost of sales 24,794 27,887 457 236,230 ?ﬂé}%ﬁ}ﬁ?& A4 RO % lncomelbelfore income taxes and minority interests 7,075 6,224 52.723
= LTI Gross profit 29,018 33,07 543 280,152 gmﬁ”% e Depreciation 365 aal 3,489
RSEENU—IREIEE Operating expenses 21,355 25,721 42.2 217,882 "“H%ZE éfg’é%?&ﬂ # Amortfzat?on Of intangible fixed Aassets 114 143 l %3_4
e Ea Operating profit 7,663 7,350 12.1 62,262 i}g ?éjzéﬁﬁﬂa 1R ﬁ;;:ﬁ;iztolzz oneemprEpd expees W lgg 1 ;);2
revy .. - RKITHTH S - ,Ual
Eiﬁgg N(I):t-:rl::: :::olill:come 203 18; 0.3 Lb?; l%%%ﬁ%%ﬁ%féfﬂ H Amort?zat%on of consolidati(?n goodwill 159 — -~
joga ’ ! DN ASEHEE Amortization cost of goodwill - 319 2.702
B Rentincome 17 et = 55 [ & N%E Increase in accrued bonuses 0 179 1,516
= oM Other : 87 75 035 % BRI RS 5 | S & o B inid Increase in reserve for retirement benefits for directors and corporate auditors 12 11 93
EXNER Non-operating expenses 229 200 04 1,694 BB 44 o MEINE Increase in allowance for doubtful accounts 1 0 0
2?1‘*”‘% Interest expenses 21 79 669 EBRELRZET | Y o B Increase in allowance for loss on guarantee of obligations 130 _
HEEEH Expenses - lease 112 102 864 SRR B R O B 24 4 Interest and dividends income (0) () (17)
e Donations 64 0 0 FHAE Interest expenses 21 79 669’
Z DAl Other 31 18 152 B Exchange gain 1) 0 0
BEis Recurring profit 7,639 1,337 12.0 62,152 YR A MEEATEH Gain on sales of investment securities (7 _
$ER0F 2 Extraordinary income 10 6 0.0 51 B AR GHIGE Loss on devaluation of stock of affiliated companies 5 = -
B A MR Gain on sales of investment securities 7 - . B E B ETeH % Gain on sales of tangible fixed assets _ (6) (51)
ECGEHER NS Reversal of allowance for doubtful accounts 2 - - FIVE T & ERRHIE Loss on retirement of tangible fixed assets 161 241 2,042
BB e Gains from the sales of fixed assets - 6 51 T [ 5 & R B A Loss on retirement of intangible fixed assets - 15 127
1ERIiE%k Extraordinary loss 573 1,119 18 9,479 T AL B4R Long-term prepaid expenses written off 26 45 381
e EE Loss on retirement of fixed assets 254 416 3.524 76 LMD AR Increase in notes receivable (311) (973) (8,242)
EAREEIERT | Y &4 A%H  Provision for reserve for loss on guarantee of obligations 130 = 72 B EIBRE DI Increase in inventories (540) (3,298) (27,937)
HIRRR 5 F4E Loss on prior period adjustments 156 B B Z O BIE RE DA (BAngH) Decrease (Increase) in other current assets 3 (59) (500)
TR it Valuation loss on products _ 540 4.574 ﬁ)\%?%@i‘éﬂﬂ%ﬁ Increase in accounts payable 1,803 1,722 14,587
AR Impairment loss B 123 1042 ZF OB B RO (A 4H) Increase (Decrease) in other current liabilities 226 (158) (1,338)
o1 Other 1 38 12 /% i)’fﬂj%ﬁ %?i@j}[}%’ﬁ (%) Increase (Decrease) in other fixed liabilities (46) 5 42
e SRR BT Income before income taxes and minority interests 7,075 6,224 10.2 52,723 BRE SO Bonuses paid to directors (69) (82) (695)
EAR, TEBHNRUEEH Corporation, inhabitants and enterprise taxes 3,084 3,203 27,133 /J%\;)_ﬁl Other Subtotal 9 41; 5 252 a _:i
,\f' A& EEsE Defe.rred income taxes and other (85) (490) 4.4 (4,151) 7 % T O 4 4 2 U Interest and dividends received ’ 0 > ) » 1%
L HASEF R Net income 4,076 3,511 5.8 29,742 LB & 4 Interest paid (13) 83) (703)
YN EAOSZIN | Payments of income taxes, etc. (2,802) (3,373) (28,573)
SETEICLDFryvya - JO— Cash flow from operating activities 6,596 1,801 15,256
ERKITEAFASEHIES BREEHICLDFryya - JO— Cash flow from investing activities
EMMHEEOTEAIC L AETH Increase in time deposits ) (18) (152)
B WEOBBOER L) FAHR ORI L AL Investment in affiliated companies due to changes in scope of consolidation (1,740) - -
(2006% 4 B 1 Bh'52007F 3 B31HET)  (from April 1, 2006 t0 March 31, 2007) S_— [EER :1”]:0:58::;" HREIHT A ENE0mIUC L AIUA Proceeds from collection of loans receivable from affiliated companies 75 5 47
N - PR AT T AR L AT H Payments for loans of affiliated companies - 142 (1.203)
sﬁﬁi%ﬁ[\ Tfﬁﬁ%ﬁfﬁﬁ WMEEAET ﬁ,ﬁﬂﬁﬁ'/f@ | & BILA Proceeds from collection of long-term loans receivable 117 ( _)
- - . PRBEA R OTEHNC L AULA Proceeds from sales of investment securities 25 _ .
X AXRRE NEFRE BCHR **Egﬁ;zg ﬁgﬁ%ﬁ}{ 7 Total net assets WEEMAAOTRIC L A H Purchases of investment securities (0) _ .
Capital stock Capialsuplus | Retained camings | Treaswystocks | 10l sharehlders” | Defered proft rloss EREEEEDTIN X AIUA Proceeds from sales of tangible fixed assets - 12 102
20065 3A 31 B%&S Balance as of March 31,2006 %’030 4,095 17’277 (10’?337) 14,565 - 14,565 ﬁﬂ:ﬁi’éﬁ@ﬁlﬁ i< & &30 Purchases ofFangib?e e assets (041) (ke (14,553)
: 25,667 34,689 150,589 (87,565)| 123,380 - 123,380 TR 8 e ORI X A3 H Purchases of intangible fixed assets (215) (1,389) (11.766)
ERESHEEROTHE  Change during the term RHTLE QHX?«% 1= & %3 Purchases of long-term prepaid expenses (191) (127) (1,076)
\ @ @ @ Eﬁﬂ;ﬁlﬂ{%ﬁﬁi 0)\.1%7][13@ ) Increase in long—tcmll guaranTy money deposited (539) (855) (7,243)
F4 4 DR Dividends (3.668) (3.668) (3.668) ﬁ@f’@?x,%@(ﬁkﬁ #H (iéﬂﬂ%ﬁ) Decrease (Increase) in other investments (3) 34 288
. o (82) ) (82) }:ﬁ;ﬁ?;l;&é# ryya- 70— Cash flow from investing activities (3,423) (4,198) (35561
FIZEBEBES Directors’ bonuses (695) (695) (695) HEEEIcKDdFrvya - JO— Cash flow from financing activities
- _— 3,511 3511 3,511 E,E-ME}\%@;@}LE ()ﬁ%ﬁﬁ Net 1ncrease/nelt decreasAe in short-term borr(l)wmgs 1,975 (1,010) (?.556)
29.742 29.742 29.742 Ao ANIZ X AILA Proceeds from increase in long-term borrowings 7,950 3,000 25.413
S, o B (1) (1) (1) FBIEAEDRFIC L LT Repayment of long-term borrowings 1,017 3,917 (33,181
Ao B (8) (®) (®) ORI L 23 Redemption of bonds | (5; ( (10; (85;
A CE o Disposal of treasury stocks ( 1(}?3 | égg 7§§ 7_8123; H Eﬁﬁ@ﬁl{% LA Purchase c?ftreasury stf)ck (8,077) (1) (8)
: ’ HOHOIIZ L AILA Proceeds from sales of treasury stock 175 88 745
%$§$L19$@IEH OE4E Net change in items other than (12) (12) HE%@@ i:ﬂ\%‘ﬁ Dividends paid (352) (431) (3.651)
REHER T OB (WA)  sharcholders” cquity (102) (102) B EEIC KD Fvrvva - JO— Cash flow from financing activities 648 (2,281) (19,322)
. _ _ 12 RENUVIRERSEYICRPREEE Translation differences on cash and cash equivalents 1 0) (0)
EEREHEEPOEEEESEL Total change during the term Zizgg; ];ég 22:%% (1( 02)) 22:3(7)2 BENVIRSESEYOENZE CFHLEE) Increase (Decrease) in cash and cash equivalents 3,822 (4,678) (39,627)
2007¢3H 31 E;%E Balance as of March 31, 2007 3’030 4’095 20’640 (10’117) 17’648 (12) 17’635 Eﬁﬁ&q‘iﬁﬁﬁ%%@gﬁgﬁﬁ Cashand cash equivalems a beginning of period 3’827 7’650 64’803
: 25,667 34,689 174,841 (85,701) 149,496 (102) 149,386 RENUREREYMOBRES Cash and cash equivalents at end of period 7,650 2,971 25,167
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EM HE  Osamu Shigematsu
KRB RS

WLF ATy F70—X0R¥ER, BREHSOFENTHS [AIEOE] OREHTLH S, 20044
6. UEMM R ARIHME L, BUEIREH S, EARTEEN, TRINEE T2 & ofiE 217
9o 20084F3AMIA 51, B O &M EIHEYE & OMFE R EA, EAEMEEOREEM .

Founder of UNITED ARROWS LTD., who created the fundamentals of our corporate philosophy. Since
becoming Chairman and CEO in June 2004, Osamu Shigematsu has been overseeing implementation of the
corporate philosophy, basic business strategies, and medium to long-term business policies. From the fiscal
year ending March 2008, he will dedicate his time to direct talks and discussions with managers who are in
charge of product planning in order to further disseminate the basic product strategy throughout the entire
company.

W B Tetsuya Iwaki
ARIFFE R R

2 F A7y F7a—XBIEEX D N—D1 N, 20045E6 . CFBGHEAE ST L, FHEHH,
TR BIFR SRR, HAERERRE R OG22 S CIRIEZ A —J7, #HBRICREEE~NOMFELZIRED 5
WIZ D RITT %o 20084E3 A S 1, HABGERK DR ELY KDL, K436 LLE
EDI=T 4 VT RAT),

Tetsuya Iwaki is one of the founding members of UNITED ARROWS LTD. Since becoming President and
COO in June 2004, he has been directing business policies, offering guidance to each of the business
departments, and supervising annual business plans. He has also been involved in activities to further deepen
employees’ understanding of management policies. From March 2008, he will visit each store and have
meetings with staff in order to disseminate the basic sales strategy.

K4+ 5A—  Koichi Mizunoya
R BRFTHEEY 3 BRSECSAEATR

WFECSHEMERS & BERAAMME 2 EE L, BOCICHT AR MG T 5o IR ORER
HEC & DR B WA A5 & & IS, JEEEE LB AR = TV
DEEM AT, WHEEB O, 7 L — A OB/MUIZHHLA, 3E T — YA LIS O S B
FRE R OBRALE B0

Koichi Mizunoya oversees the Sales Supervising Department and the Customer Consulting Support Office, as
well as general sales-related activities. He promotes the dissemination of the basic sales strategy, aiming to
improve service skills, customer service quality and merchandise knowledge. He also strives to maximize
customer satisfaction from customer service and store management perspectives, by developing the structures
and manuals necessary for store management, improving store operation efficiency and minimizing
complaints.

ZE W Hirofumi Kurino
BREBEER F—7 VI AT1TH I %—

MWREHA ) —F L. HOIUELZEN/LOMS - S0l - Eiio#li. SESFLME LR,
B OFEMHEREZ D LI, F—7 - 7V I AT 4T F 74— LCEHEMIT LT — <2 5T
bo —EHOEHEIIBVTHL MMM EMIT DS I, [F—2 Yy - 74X Tk, vbE
FOREANERY, HED 7V IA T4 T T ALY —2HOT 05,

As Chief Creative Officer, Hirofumi Kurino creates themes that are used across the whole company based on
his global research and knowledge of social, cultural and artistic trends, as well as consumer trends and the
latest product information. He is also involved in actual product planning and purchasing of some businesses.
He organized the launch of DARJEELING DAY and currently serves as the brand’s creative director.

TnmE ¥4 Hideki Kato
BREER F-T7 TS T AT H—

FEE B ORI LIS 72365 ED 2 S v v a v & L, HiehRE o8 AL EE b L &
b2, PIBIHEERZE, MRS REENG . M&A - BRI & o FofE TR O SE & S FEERT I O L%
FCEMHET o T2z, RSB L LT, BARIIH LEOHRWIAEER2T,

Hideki Kato’s mission is to create the foundation for sustained improvement of management quality by
introducing new management methods to the company and implementing them. He overlooks the drafting of
management strategies such as new business development overseas business strategies, and M&A / strategic
alliances, as well as supervising business plans for each business. As the IR director, he is also responsible for
explanations to our shareholders.

/IR IEC, Masami Koizumi
W% & EEATATR. MERESSER

MR, A, &%, a2 7947 ADEBEISFEXYR— L, SHOHEHEEZ T2
%o 20084F3HNIE, I ESEHORMMALEFICLEF v v v a - 7u—0fI, AFHiHIEK
WEHED LY X B 20DBE, 30 T IA T Y AEBROHPNLE RO, 2008448 X 0 &
N5 T —SOXIEANOIHIHES 2 & 1HUL T,

Masami Koizumi contributes to the sustained growth of the company by supporting management in the areas
of accounting, human resources, general affairs, and compliance. In the fiscal year ending March 2008, he will
be involved in several missions such as generating more cash flow via systematic improvement of working
capital control, reforming the personnel system and developing a comfortable working environment for
employees, raising compliance awareness in the company, and so forth. He will also be involved in
preparation for the new J-SOX law to be implemented from April 2008.

N N Yatsuhiro Sagawa
IR 3R BEZERABAIRE. ERHERIRE

HEMMOEFIGEIRE I v ¥ 3 v & BB (BREFEY) OB Wik, s 2
T L Ge LERGHT. JEEIBEE L Vo T AHLAR A VT T ORI X ) . BT AT A R T
FHICLVERTELERZAMT 2, 72, 77 Ly MEMIZB VT, EEHILEED /20D
AW RARAVED 2470, KHOFIERIZHIKT 50

Yatsuhiro Sagawa is the Managing Director of the Operation Development Department (and also works as the
Department Manager), which is in charge of supporting operational development in each of the business
departments. His job is to create an environment where each of the business departments can clearly focus on
product planning and sales operation by strict maintenance of systems and infrastructure such as distribution,
information systems, sales, analysis and store environment. He is also contributing to the company’s profit by
creating an effective system to reduce inventory in the outlet department.

ANFL M Akira Hitomi
EUFIR 3% EmaCSASRA IR

UARERF i TR 2 4T 2007456 J IR 12 it e T andRIE SR & LT, MDECE D)) 7%
et 2 %o FAM R EM B OFE, EHEEHL &8 o ZoMDIGB ORI & 2 2 $fii 7 — & % WAL
FOAMA T L, SELOIIR, T U =R oW LA, EREMORBER Z B9

Akira Hitomi became a Managing Director in June 2007 after working as Department Manager of Section
No.2 Merchandise Department in UA Division. As Managing Director of the Merchandise Department, he
strives to promote a fundamental merchandising reform. By establishing a system to visualize quantitative
product data, procurement of raw materials, and production control, which are the basis of merchandising

activities, he aims to increase sales and improve sales of regular-priced merchandise while simultaneously
reducing inventory.
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ﬁ *i m g (20074F 3 H31HBUE As of March 31,2007)

i B OHAKI I A7y KT O

Corporate name

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

f, & & 7 03-5785-6325

Pilot number

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

TR & 30E30HHH

Paid in capital ¥3,030 million

e 3 H $ox1,114% (731 b 980%)

Number of employees 1,114 (Part-time employees 980)

HE N E MLIR-E RS L OMESORE - I5E

Business outline Planning and Sales of Men’s and Women’s Apparel, Accessories, and other products

FENG AT 1. ZZERGIURISAT
Main banks The Bank of Tokyo-Mitsubishi UFJ, Ltd.

2. ZIHE T

SUMITOMO MITSUI BANKING CORPORATION
3. AFIEHT

Mizuho Bank, Ltd.

MAEEBHIIMEARETH Y. TIUNA MIAMITRHBELTBY £,

*Number of employees indicates number of regular employees. Part-time employees are indicated

separately.

** :_l:t 5' - 9 (20074E 3 H31HHAE As of March 31, 2007)

*%E‘E f,ﬁiﬁ Number of shareholders 9,660%
%{:"/ﬁt EI ﬁg *7"%51&: 7%{: ;ﬁ Total authorized shares 1 90, SO0,000HQ
%é /? (% *sk,:lk: D 7%% § Shares of common stock issued 47 ,700,000%

E%i‘(%*% D ZG) Z) *’7‘}&5& D }%ﬁiﬁ Total shares with voting rights 4 1 ,366,5581"7"&
MHOHA B XU LSk E R <

Note: Excluding treasury stocks, etc.

j(*;ka Major Shareholder

L/ S SR 4 FHRE MR

Name Equity Stake  Voting rights as % of otz
OB piil Osamu Shigematsu 4’1(]2’()()01%k 99 *
E] ZI§77\ 5 — ]\ 7 A ]\ The Master Trust Bank of
’ngfﬁﬁ’jf%f‘%ﬁ: (E?SD) Japan, Ltd. (Trust Account) 3,046,600 73
;i;’é ﬁ ?’—*_L_: j[ Hirofumi Kurino 2,248,400 5.4
‘J:[:H [l];ﬁ“ Eﬁ ﬁﬂz Hirotoshi Hatasaki 2,205,000 53
%‘ i& ﬁ & Tetsuya Iwaki 2,072,000 5.0
ﬂ(ﬁ ’{} g_[\ — Koichi Mizunoya 2,070,400 5.0

BERIAT - CARRARRET 10 T Account 1820100 43
FRY)4722-3-7 M) =74~ The Bank of New York, Treaty
AT ATV JASDEC Account - LITR00 28

N9 FT2a=3=)Y=-Y-1h Bank of New York GCM
PIAT/NTAIVIA=TAZAY = (‘|‘llz‘l(1t0‘\cc(\\:1m$ ;:[S(i 1,162,300 28

Ha\;}ﬁm—_4 &_kxﬁﬁfﬁm*fiéﬁﬁﬁui Japan Trustee Services Bank, 705’100 17

Ltd. Trust Account 4

() 1. S, FOREARMZ Y D IETTHRRLTHY $9,
2. MDA T 5 A CHR6,333 4020013 F R IR EOTB Y 4 A,
3. MEIREHOHRA R LTAELTBY 5,
Notes: 1. Voting rights ratios are rounded off to one decimal place.
2. Above fi
3. Treasury stocks are not included in calculation of voting rights percentage.

ires do not include our 6,333,442 shares of treasury stock.
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?5 E - % (20074E 6 H25HBUE As of June 25, 2007)

REIHFREE E 4':_{} Chairman and CEO Osamu Shigematsu

S BE

M AL % f%jz iy President and COO Tetsuya Iwaki

l

OB A % 7J(¥]7’ N Senior Managing Director Koichi Mizunoya

CRR S R Senior Managing Director Hirofumi Kurino

OB O A Senior Managing Director Hideki Kato

FH B M oo

HL i % Managing Director Masami Koizumi

=

e
m
7N
W@ w 1K Managing Director Y atsuhiro Sagawa
wow o AR Managing Director Akira Hitomi
[i]
H
1]
1

Standing Corporate Auditor Ryosaku Nishiwaki

e
&
B
b

Standing Comporate Auditor Y Ukari Nakajima

FNERE KU

Mo F o

Corporate Auditor Hironari Hashioka

OmBARNS IR Distribution by Owners of Shares

R ——— AR
Financial institutions Securities companies
0.50% 0.32%
T EREZoA
Corporations
0.58%

AHE B LOHEE A
Foreigners or foreign corporations

1.54%
(EPNE 2L

Individuals and others
97.06%

OFREMR BRI D MIRE Distribution by Number of Shares

SRR
Financial institutions
17.43%

il ag i

Securities companies

1.59%
HEXM-ZOMEA

Corporations
A 201t 0.41%
Individuals and others
48.68% SV A B LUV EE A
Foreigners or foreign corporations
31.89%

voc.
F R E E TaK E O TEEE

RAVNRAY—RI AR, VOC HEE AR AW 2 B3 A0 78 FAEMEAHALTEYET,

Ink without volatile organic compounds and recycled paper are used for this Investors’ Guide.

e

Corporate Auditor YOShiyUki Yamakawa

© Gianluigi Toccafondo
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