


UARE & (4 v R2AZ=H4 F2010] DkE
Philosophy Aim of Investors’ Guide 2010

| THE STANDARDS OF JAPANESE LIFESTYLE

FhTz B B Lo THARD AT AL D BI#E |
Lol B2 AE LRI AT,

2FA Ty F7u—X7v—71, SEE - Sl - BIE S e ¥ —
7— N, HLe THAROEGE Lo & % 2 ilifif#l 2 Al L el
BB 7 v — 7T ¥, 1989FDRIZELIK, 77 v vavitd o
TAADEFEZBEPIZITELIIRIATARANVDIRERITHoT I VD
L7

[4 v R2Z=ZFH 4 F2010] Tk, FHE - BARBERSL 7+
Z b BBEREROERCmU T, ¥tov—TD [InET] 4]
[Chd 6] 2 T35 0b2 o9, 3 LHERPKATTY
BILTZEwbh &7,

We are a group that keeps on setting new standards of Japanese lifestyle and culture.

UNITED ARROWS Group is a specialty retail fashion group that continues
to create value by setting new standards of Japanese lifestyle and culture,

SRR

Corporate Philosophy i . X X
characterized by our themes of trend-consciousness, high quality and

appropriate pricing. Since our establishment in 1989, we have continued to

RRHE & propose lifestyle offerings that enrich people’s lives.
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Investors’ Guide 2010 aims to provide shareholders, institutional investors,

RNV — v analysts and individual investors with a comprehensive information resource,
Rule
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Stores are for our customers

covering the past, present and future of the group in an easy-to-understand

manner.
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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.
These five elements are values which we have embraced since the foundation of our company,
and they are the soul of UNITED ARROWS.
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Forward-looking statements
Earnings forecasts and objective views contained in this document are
based on decisions made by UNITED ARROWS LTD. in light of
information obtainable as of August 1, 2010, and therefore include risks
and uncertainty.

Actual earnings may differ materially from forecasts due to global
economic trends, market conditions, exchange rate fluctuations and other
factors. Investors are asked to refrain from making investment decisions

based solely on this document.
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Interview with the President
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In the fiscal year ended March 2010, we successfully posted revenue growth for the 21st consecutive year and

grew profits for the first time in four fiscal years due to a recovery in our core businesses and growth in online sales.

We now aim to shift from returning to profitability to establishing a sustainable earnings structure,
and will continue to provide our customers with strong value propositions

as a trend-conscious specialty retail fashion group.

Representative Director, Executive Officer and President, S Z <
UNITED ARROWS Group
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Q. How would you sum up your performance and
initiatives in the fiscal year to March 20107

21st straight year of revenue growth; first profit increase in
four years

In the fiscal year ended March 2010, we focused on a wide range of
initiatives in an effort to quickly improve our earnings structure, which had
rapidly deteriorated over the previous three years.

Revenue increased overall, driven by two main factors. The first was
that progress with product planning reforms helped to generate a gradual
recovery in our core businesses UNITED ARROWS and green label
relaxing over the autumn-winter season. The second was outstanding
growth in internet sales from our online store in ZOZOTOWN, an online
fashion mall, and other online store offerings.

We achieved better-than-expected profits thanks to reinforced cost
management and an improvement in gross profit generated through the
utilization of a product platform for managing the entire process from
product purchasing and manufacturing through to inventory reduction.

As a result, we managed to post revenue growth for the 21st
consecutive year and grow profits for the first time in four fiscal years.
Despite a difficult consumption environment, the crisis response and sense
of unity of the people at UNITED ARROWS LTD. outweighed the negative
elements, making the year to March 2010 a fruitful year that reaffirmed my

conviction that doing the right thing always leads to positive results.
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* From the fiscal year ended March 2010 we have

started to disclose regular + online same store
sales and online existing store sales.
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Q. Please tell us about your medium-term business
strategy and the initiatives in the fiscal year to
March 2011, the final year of the plan.

Shifting from returning to profitability to establishing a
sustainable earnings structure

The fiscal year to March 2011 is the final year of our three-year medium-
term business plan, Dream Plan 2011 (see page 6 for details). We
successfully returned to profitability in the fiscal year to March 2010, so in
the fiscal year to March 2011 we are focusing on securing a firm foothold

for future growth, while aiming to further improve our profitability and
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increase both revenues and profits. Moving forward with the following
initiatives will ensure the successful completion of the tasks outlined in
Dream Plan 2011.

In the fiscal year to March 2011, we aim to improve customer
satisfaction and achieve our sales targets, by intensifying efforts to
implement our basic sales policies and strengthening cooperation between
our product and sales divisions. As specific strategies for growing sales, we
seek to achieve sustainable growth in our existing stores and online stores,
and position the green label relaxing brand and the COEN brand, which is
marketed through our subsidiary, COEN CO., LTD., as key drivers of future
growth. We intend to make priority investments in these brands, such as for
opening new stores, within a scope that we deem appropriate. Both of
these brands offer relatively reasonably priced products and have grown
strongly since autumn 2009, benefiting from increased consumer demand
for products in this price range. Both brands adopt an SPA* strategy under
which they offer a mix of purchased products and private label products,
and have a strong weight on private label products within their overall
product mix. As a result they have high gross profit margins and make
significant contributions to overall profits.

Our strategies for growing profits include utilizing our product platform,
as well as improving manufacturing efficiency for private label products and
building the optimal supply chain management system for each brand. We
also aim to increase profits by stepping up our drive to implement our basic
product strategy, which will ensure the ideal balance in our product mix.

With respect to our personnel and organizational structure, we will
work to standardize all necessary business processes and continue to
optimize our personnel system and increase the efficiency of our business
processes, which should lead to improvements in productivity.

| see this year as one that will put us on track toward further growth.
We will focus efforts on creating an organizational structure and
mechanisms to generate ongoing profit, so that we can look back in years
to come and talk about how the fiscal year to March 2011 was the one in

which we completed our model for achieving new growth.
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* SPA (Specialty store retailer of private label apparel):

A fashion company with comprehensive involvement from manufacturing through to retailing

Q. Please tell us about shareholder returns and
your targeted management benchmarks.

Targeting consolidated DOE of approximately 4.5%
and ROE of 12%

Our basic policy regarding profit distribution is based on the recognition
that maximizing shareholder value is a matter of great importance for our
management. Consequently, we intend to maximize shareholder value, or
in other words improve our market capitalization, by enhancing our
reputation in the stock market and returning profits to our shareholders by
increasing dividends and carrying out stock splits, share buybacks and
share retirements.

We will endeavor to provide sufficient returns to shareholders. At the
same time, we will also pay careful attention to maintaining a balance

between providing such returns and retaining the necessary internal
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reserves to make investments to open new stores and appropriate
sufficient funds for capital investment in growth businesses. In doing so, we
will take into account the business environment and our results.

Our basic targeted dividend policy allocates an amount that is based
on the total targeted consolidated dividend on equity (DOE) ratio, which
ensures stable dividends regardless of the level of net income in any given
year. The targeted DOE ratio is around 4.5%. For the year to March 2011,
we plan to pay an interim dividend per share of ¥10, and a year-end
dividend per share of ¥16, in total an annual dividend per share of ¥26,
which we forecast will represent a consolidated dividend payout ratio of
48.89% and a DOE ratio of 4.47%.

We have set the medium-term business target of achieving return on
equity (ROE) of 12% for the fiscal year ending March 2013. We aim
achieve steady growth in profits, while ensuring a sustainable earnings
structure.

In the fiscal year to March 2011—the final year of Dream Plan 2011—
we aim to continue to enhance our earnings structure and continuously
provide our customers with strong value propositions as a trend-conscious

specialty retail fashion group.

We look forward to your continued interest and support with respect to the

company and its management policies.
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Overall vision of Dream Plan 2011 and priority initiatives for fiscal year ending March 2011
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A trend-conscious specialty retail fashion group that continues to pursue customer satisfaction
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Strengthen brand management
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Strengthen personnel development
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Improve product planning system
and develop SCM framework
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Redesign organizational structure
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Improve profitability
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Improve customer satisfaction
(Achieve sales targets)

Improve productivity

(Improve gross profit)

(Reduce headquarters and business head office operating costs)

Complete product platform
Ensure thorough implementation of basic product policy
based on ideal merchandising balance
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Ensure thorough implementation of basic product policy
Enhance collaboration between product
and sales divisions

Standardize all necessary business processes
Ensure correct operational practices
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Ensure successful operation of updated HR system
and continue to optimize it
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Strengthen management control cycle
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Stores selling products of various UNITED ARROWS Group brands
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Lifestyle-oriented licensing business
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Brand equity
multiplication strategy
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Franchise stores

Overseas markets
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Direction

UNITED ARROWS Group’s medium-term business strategy is to grow existing
businesses and develop new businesses by increasing new channels and
multiplying brand equity.

Our channel strategy is to increase our sales channels to bring us closer to
customers. In addition to our existing stores, which are mainly either free-
standing stores or within “fashion building” shopping complexes, we plan to
expand our business through new channels, including public transportation
channels such as commercial spaces inside train stations, expressway service
areas and airports, department stores undergoing notable changes, and the
online sales channel, which continues to grow in importance, as well as TV
shopping and other media channels.

Multiplying brand equity means using and further enhancing the brand
equity that we have accumulated since opening our first store, by continuing to
interact sincerely with our customers and develop our relationships with them.
We now plan to start seriously exploring moving beyond fashion business into
lifestyle oriented licensing business that includes fashion, food and interior
items, and franchising some stores and expanding overseas.

In addition to pursuing growth strategies for existing businesses and
developing strategies for new businesses, the implementation of these
strategies will herald a new stage for the group as we move forward in pursuit of

new growth.
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Diversification of store formats

Consumers are tending to shop in an increasingly diverse range of places,
including within train stations, in airports, and in expressway service areas, and
these places increasingly need to serve as entertainment areas.

UNITED ARROWS Group plans to explore the possibility of opening stores
in a variety of formats, such as stores selling various UNITED ARROWS Group
brand products, in line with market conditions and store size.

(OLaunch of stores selling products from across our various businesses
In July 2010, our new business for airports, THE AIRPORT STORE UNITED
ARROWS LTD., opened two stores, one in Narita International Airport Terminal
2 and one in Haneda Airport Terminal 2. THE AIRPORT STORE UNITED
ARROWS LTD. offers a mix of selected products from several of our businesses
and original goods available only at our airport stores. Its products are classified
under four themes—travel, business, daily use and gifts—helping customers to

have enjoyable trips.

Enhancement of online sales

Online sales are continuing to show strong growth, as an increasing number of
products are handled and e-commerce sites improve their user-friendliness and
functionality. We have opened a store in the ZOZOTOWN online fashion
shopping mall run by START TODAY CO., LTD., and in September 2009 we
opened our own online shopping site, the UNITED ARROWS LTD. Online Store,
also with support from START TODAY. Our online store is steadily growing its
member numbers and sales by rolling out unique services, such as tie-ups with
our House Card service and offering its users coordination support services by
sales staff of regular stores.

In May 2010, we started to share inventory information between our store
in ZOZOTOWN and the UNITED ARROWS Online Store and our distribution
warehouses for our regular stores. This initiative ensures that, even if there is a
shortage of products at the two sites, the requested goods can be transferred
from our distribution warehouses if they are in stock. This leads to greater
customer satisfaction, less loss of sales opportunities and more efficient
management of inventory.

We will continue to step up our focus on online sales, aiming for online

sales of ¥10 billion in the medium term.

rhHE
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Medium-term target:
¥10 billion
e
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The retail apparel market in Japan

The scale of the Japanese retail apparel market is around ¥10 trillion. Structural
issues—Japan’s aging demographic profile and low wage growth—are leading
directly to lower consumer spending on apparel.

The economic downturn triggered by the global financial crisis since
September 2008 is making consumers more cautious in their spending patterns,
more reluctant to purchase clothing and more inclined to chose lower-priced
options. The situation with respect to consumer spending on clothing remains
serious in 2010, but companies that provide products with superior quality and
good value propositions are recovering quickly and continuing to achieve steady
growth.

@HAED 7 v v/ G HEHER  Historical size of the Japanese apparel retail market
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Channel diversification: Growth in online sales and the outlet market

The online sales and outlet markets are showing steady growth.

Online shopping is becoming increasingly popular due to its convenience,
with consumers able to shop online regardless of the time or weather.

In the online apparel market, the launch of high-fashion websites by
specialist online fashion retailers and the enhancement of the online sites of
fashion companies have won over consumers who had been reluctant to buy
clothing over the internet, with online sales growing as a result.

As for the outlet channel, outlet malls have been evolving into leisure spots
for families to enjoy on weekends, by inviting as tenants brands with strong
power to attract customers and expanding their lineup of cafes, restaurants and
recreational facilities.

Outlet products are always available at sale prices, which gives consumers
a sense that they have found a bargain, and this is especially welcome during
difficult economic times. Driven by these factors, the number of outlet malls is
increasing and the market is expanding.

UNITED ARROWS LTD. entered the online shopping and outlet
businesses in 2000. Our sales mix by channel has been changing along with the
increase in channels available to customers.
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Target market

The Japanese retail market can be divided into two categories: the volume
market, which mainly consists of relatively low-priced daily clothing, and the
trend-conscious market for consumers who are highly sensitive to fashion
trends. UNITED ARROWS Group targets this trend-conscious market.

Our target customers are people who have a strong interest in fashion and
want to enrich their lives through it. All our activities, including product
development, store exterior and interior design, customer service, and
advertising, promotions and other marketing initiatives, are driven by our
awareness of them.

@ LD 7 v iv/GETis4 A — Overview of the Japanese apparel retail market
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Market positioning map
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Core businesses and subsidiaries of UNITED ARROWS LTD.
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Fashionable casual specialty stores/Specialty clothing stores in
suburban areas
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green label relaxing
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General casual specialty stores/Specialty clothing stores in rural areas/
General merchandise stores
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Select shops and positioning of UNITED ARROWS

Select shops are stores that provide customers with products procured from all
over the world, based on unique brand concepts and the discerning judgment of
their buyers. There are also many companies that adopt an SPA strategy under
which they offer a mix of purchased and private label products.

UNITED ARROWS LTD. maintains a balance between attracting customers
by carefully handpicking selected designer brands from Japan and overseas
and ensuring high profitability by offering private label brands.

UNITED ARROWS has the largest sales of any company adopting a select
shop business model and is the only such company to have publicly listed its
stock.
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Total sales at outlet malls and number of malls

#oe ke TV
Total sales at outlet malls Number of malls
(&M 100 million yen) (HEREX number of malls)

7,000 50
6,188 B350
6,000 —
5,578 40
5,300 =k
5,000 —
o 2Bl B
— 30
4,000 — 4550
4,180
3,000 20

064 0748 084 0%y 10%EH 11%ET)
FY2006 FY2007 FY2008 FY2009 FY2010 FY2011
(projection) (forecast) (forecast)

UNITED ARROWS LTD. sales by channel

5 SER 7uhvoh 2 Oft (HI%)
Retail Online shopping Outlet Other (wholesale,etc.)
(HA 2 %)
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OL4rE 024 034 Oddpie  05%E 0GR 074 08%E 0941 104
FY2001/03 FY2002/03 FY2003/03 FY2004/03 FY2005/03 FY2006/03 FY2007/03 FY2008/03 FY2009/03 FY2010/03

L BRI (79 b vy bE— BT 23 ERER2010] Source: Yano Research Institute, Ltd., "Outlet Mall Business 2010"
(R3A) WRAM, (F) T, 4> %—% v bE—nEKR ., Excluding online shopping malls

Historical total sales of five major select shops and share of UNITED ARROWS
(HAL 2 H 5 M million yen)

200,000
—— E® v Ibrav 7SO
o # Lot
100,000 Total sales of
, k five major select shops
32.6% 32.3%
50,000 26.8% 29.8% 30.3% 31.1% 20.3%
0, . -
19.0% 198% gl [] 2k | 7
0 || || . Market share of

1999% 20004  20014%  20024E  2003F%  2004%%  2005%E 2006FE  20074% 20084
FY1999 FY2000 FY2001 FY2002 FY2003 FY2004 FY2005 FY2006 FY2007 FY2008

UNITED ARROWS LTD.

I R EFRREIIZEA [ 72 v v A E 2003, 2009] # b LMtk 2 THERC  Source: Adapted from Yano Research Institute, Ltd., “Apparel Industry 2003, 2009
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Three sources of satisfaction for customers
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Great products
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Great service
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. Philosophy: . Brand equity
Stores are for our customers =) B
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Great stores

Business structure

UNITED ARROWS started out as a select shop handling men’s business attire,
focusing mainly on purchased brands. It has since evolved into a select shop
that offers a mix of purchased products and private label products, offering men’s
and women'’s dressy and casual clothing and miscellaneous lifestyle goods.

With UNITED ARROWS and green label relaxing, our other full-line store
that offers both purchased and private label products, serving as our key
offerings, we now have numerous other businesses with different
characteristics, including our brand business, CHROME HEARTS and Cath
Kidston, and our quick response (QR)/SPA business, COEN.

By handling a broad range of products for various different tastes, we are
aiming to expand our customer base and meet diversifying customer needs,
while also leveraging synergies between our various businesses and
transforming into a group that achieves solid profits and a sustainable group that

is resilient to changes in the external environment.

S gy 27
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UNITED ARROWS
green label relaxing
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Operating companies
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UNITED ARROWS LTD.

74 —= [
FIGO

Dy
Ha—=r [
COEN

Three sources of satisfaction for customers

Based on the philosophy that “Stores are for our customers,” we aim to provide
carefully handpicked, well-made, excellent products, in stores that are properly
located and laid out for their brand propositions, with sincere and friendly
customer service by sales staff who have sophisticated knowledge of our
products.

We see our great products, great stores and great service as our three
sources of satisfaction for customers, and are committed to continuously
strengthening these areas. Positioning our stores as the center of all our
marketing activities and using feedback from customers to make our products,
stores and service even better will maintain and increase our brand equity and

serve as the cornerstone of our competitive strength.
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Great service
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Basic sales policy

Our basic sales policy is to take a systematic approach to sales activities in our stores,
which encompasses the sales activities of our highly knowledgeable and skilled sales
personnel, our store environments and our CRM* activities. We aim to maximize customer
satisfaction by defining and putting into practice processes for every aspect of our
interaction with customers, from the basic approach of our sales staff and the exterior and
interior design of our stores through to product display and store operation and
management.

*CRM
Customer relationship management. This mainly refers to sales promotions using the House Card (member's
card) service.
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duct knowledge, skills, and information
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Business mindset Customer service mindset

IR FE L & B IR R B >
Sales activities by sales staff

— MD_  Merchandising

Visual merchandising’ i} action plan  #REFE verification

Management ( =ATATL )
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Store operation & EE
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Sales activities by stores

Personnel development

1. UNITED ARROWS University

UNITED ARROWS University is an internal
training program with a curriculum focused on
areas including products, stores and service.
Here, our people have the opportunity to learn
our basic sales and product policies and
customer service techniques, such as
measuring, descriptive labeling and consumer
motivation. At UNITED ARROWS University,
sales personnel learn theoretical sales
techniques and improve their customer
service through role play-based training
exercises at our stores.

2. Sales Master

The Sales Master system is an initiative created with the aim of encouraging
sales staff to shape their career paths and actively develop their sales job into a
lifelong career. Sales Master is a title given to sales specialists who display a
highly distinguished level of performance. Every year a select few are chosen
from a total of over 2,000 sales personnel, and all sales staff aspire to attain this
designation.

3. UNITED ARROWS Grand Prix

UNITED ARROWS Grand Prix is a role play-
based sales contest participated in by one sales
person from each of the group’s brands. By
competing and sharing inspirations, our highly
skilled sales personnel improve their loyalty
towards the group and the specific brand to which
they belong, enhancing the overall unity of the
entire group.

BHTEAMZWE, HHELE TR L LEFYTO a2, 2hen [A] [HE] bipATo £,
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Basic product policy

@ FFIERIMD Y 5

Our basic product policy is to define and take a systematic approach to the
concepts that form the fundamentals of the fashion business, including our
product lineup and product development philosophies. By looking at domestic
and international fashion trends, we aim to maximize customer satisfaction, and
strive to offer trends to the market ahead of our peers. Purchasing, product
planning and business development are all conducted based on our basic
product policy.

Merchandising balance by product characteristics
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Merchandising balance by product characteristics
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Purchased brands Private label brands
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Products that may become the trend in the coming seasons, ahead of those of competitors

Innovative products
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Trend products

=D 5 IAE The current trends of the market
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Products that reflect the current season’s trends

Basic products

2 =TiHZEH Widely accepted in the market
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HEES (7)) et St Aok T

Core products that continue to sell consistently regardess of the trends
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*Ratio of purchased brands to private label brands varies by business.

Our basic product policy is to categorize our products into three groups—innovative products, trend products and basic products—according to their characteristics. Then, we
distribute them appropriately in line with the characteristics of each business. In order to ensure stable sales, we maintain a good balance among all three product categories
and provide a variety of products so that we can serve a wide range of customers.

@EHLDFN (VYY) 2 —F = — ) Product flow (value chain) *OEM = Products manufactured by other companies and sold under our brand names.
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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
2 months for purchased
products and 1 month

for OEM products
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Product planning platform
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Product planning platform
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Feedback from customers
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Announcement of a guiding theme for the season’s
merchandising. This is done on a company-wide basis,

as well as for each business and brand
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Purchased brands
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Development of materials, designs, etc. 3 ~ 5 MER )
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Production planning
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Selection of material suppliers and factories

Several distribution warehouses in Japan (outsourced)

Inspection
Distribution to each store
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Regular stores
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Online stores
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Production control
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Outlet stores
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Products added depending on interim sales
performance or after the bargain season

@ AR
Control of production process

The lead-time required

for first-time manufacturing
is approximately 2-5 months
and 3-5 weeks for
additional manufacturing
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OMD 7o+ 7+—LDHEE Product planning platform concept
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Product platform

At UNITED ARROWS we define our product platform as the combination
of our product planning and production platforms. This platform forms the
basis of our policy for product procurement and manufacturing, product
launch and reduction of inventory.

Our product planning platform is a mechanism that assists staff in
understanding the status of product flow and making subsequent
decisions. We use progress management reports and indicators that are
standardized for all businesses to increase the visibility of the product
flow, and enable anyone within the process to make prompt decisions to
increase production of top-selling products or reduce inventory of slow
sellers, which leads to improved sales efficiency.

Based on this group-wide platform, each business decides the
creative aspects of its business processes according to its own particular
characteristics and concepts, such as the balance between purchased
and private label products, and the designs, patterns and materials to be
used.

At the same time, the production platform works in conjunction with
the product planning platform to formulate the product procurement and
manufacturing strategies that take us from product planning through to
realization. This platform integrates all of the group’s information
regarding resource and material procurement, as well as the production
capabilities of the manufacturing facilities of each business, enabling us
to choose optimal resources and materials for each business.
Accordingly, we actively work to reduce buying costs and shorten the
lead-time required for procurement and production, aiming to provide
products in a way that satisfies five key criteria.*

Through these initiatives, we aim to ensure that each business can
demonstrate its individual potential to the full, and ensure a lean,
streamlined approach to product purchasing and manufacturing as well
as inventory reduction. This will ultimately lead to improvements in key
indicators, higher final sales rates at our regular stores, stronger gross
margins and better cash flow.

* Five key criteria:

Customers can purchase (1) the products they want, (2) when they want, (3) where they
want, (4) in the quantities they want, and (5) at the prices they want.
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Creative aspect

Finding the right balance between purchased and private label

products, and selecting designs, patterns and materials in line
with the particular characteristics and concepts of each business

UNITED ARROWS
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Infrastructure aspect
Having a shared product planning and implementation
platform for all businesses
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Selection of optimal production facilities

Production facilities database
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Optimization of material procurement
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Great stores
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Cition Optimization of production

Store environment

We offer our customers a better shopping experience by expressing our
brand propositions through our store environments, with store locations
and interiors that match the characteristics of each brand, and through
product display based on the definition of visual merchandising contained
in our basic sales strategy. We endeavor to improve the sales efficiency
of our stores, by optimizing the positioning of each store’s entrance,
product displays and cash-wrap counters based on previous store
performance. By doing so, we maintain and improve our brand image
and offer customers a strong balance of user-friendliness and
functionality in their shopping experience.
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Basic Business Strategies
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As we pursue our basic business strategies, we continue to aim to be an

innovative retailer adding value in the multiple businesses we operate.
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Multibrand strategy
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UNITED ARROWS LTD. aims to develop new business on a cross-organizational basis in order to enhance market coverage. New businesses are tested at

our experimental stores known as UA Labs, in order to examine their market potential. By strategically investing from the early stage in businesses we judge

to have great market potential, we are able to achieve optimal resource allocation.

We aim to expand the scope of our business with due consideration given to 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. Investments are made according

to which of these take priority. While maintaining and increasing brand loyalty, we aim to grow the company by diversifying our business based on both

economic rationality and fashion sensitivity.

Tk T A8 1 S

e A - 2 A Y

R A e 5 A A Bl

A/ N4 747 V745 —

Restricted store number strategy
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UNITED ARROWS LTD.

Customer value maximization strategy
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An innovative retailer adding value
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An optimum number of stores is set for each business. We calculate
the number by making qualitative and quantitative analysis of the
potential target market and the areas in which we are considering
opening stores. The optimum number of stores is revised periodically
according to changes in business conditions. By carrying out such
analysis, we aim to gain both wider market coverage and improved

store loyalty.
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While actively seeking to acquire new customers, House Cards
(members’ cards) used throughout UNITED ARROWS LTD. enable
us to carry out one-to-one marketing to existing customers. Data from
card usage, including individual customers’ attributes and shopping
history, allow us to provide them with more personalized service and
maximize lifetime value. We aim to enhance customer satisfaction by
expanding our business as appropriate, including increasing store
numbers and product lineups. 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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Core businesses (3 businesses; total 92 stores)
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UNITED ARROWS (13 stores)

UNITED ARROWS (New) (13 stores)

BEAUTY&YOUTH UNITED ARROWS (20 stores)
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UNITED ARROWS business
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UA Label Image Store (LIS) (2 stores)
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Small Business Units (SBUs) (6 businesses; total 52 stores)
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Outlet stores (17 stores)
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Jewel Changes (7 stores)
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Odette é Odile UNITED ARROWS (18 stores) unitesl arous
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DRAWER (5 stores)
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Cath Kidston (6 stores)
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Felisi (10 stores)

ans 1 - GOrthay

Corthay (1 store)

COEN CO,, LTD.
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THE SOVEREIGN HOUSE (1 store)
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District UNITED ARROWS (1 store)
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Taken from UNITED ARROWS 2010 Spring & Summer Catalogue

Restructuring store brands

Since autumn 2006, we have separated our UNITED ARROWS business into
two store brands, with UNITED ARROWS stores mainly focusing on dressy
clothing and BEAUTY&YOUTH UNITED ARROWS stores primarily focusing on
casual clothing. We intend to establish the visions of these store brands and
cater to increasingly diversifying customer needs and preferences, by opening
new stores based on the characteristics of these store brands, providing rich

product lineups and carrying out winning sales activities.
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Taken from BEAUTY&YOUTH UNITED ARROWS 2010 Spring & Summer Catalogue
UNITED ARROWS
Proposing lifestyle offerings focusing mainly on dressy clothing,
based on the themes of richness and a sense of high quality

UNITED ARROWS offers a broad range of dressy clothing and miscellaneous
lifestyle goods for men and women who take an active interest in fashion and
appreciate classic, high-quality products.

UNITED ARROWS offers trendsetting designer brands from all over the
world and also provides a range of mainstay products that are longstanding
favorites of customers, as well as private label brands aligned to the latest
trends. Our aim for this brand to furnish our customers with a choice of classic
clothing options—with coordination support provided by our sales staff—that
give our customers a sense of pleasure at wearing them.

UNITED ARROWS has the largest sales of any business in UNITED
ARROWS Group, and serves as our flagship brand, playing a leading role in

shaping our image as a trend-conscious specialty retail fashion group.

BEAUTY&YOUTH UNITED ARROWS
Combining traditional values and a sense of playfulness, based
on the theme of beautiful minds and eternal youth

The BEAUTY&YOUTH UNITED ARROWS business is based on the theme of
beautiful minds and eternal youth. It offers a broad range of casual clothing
and miscellaneous lifestyle goods. Our target customers are men and women
who know what style suits them, and take a sensitive and flexible creative
approach to fashion. We give them the pleasure of naturally expressing their
individuality and freely choosing from offerings attuned to a variety of occasions
in daily life, by incorporating a sense of trendiness and playfulness within
traditional styles.

In terms of profitability and future growth potential, BEAUTY&YOUTH
UNITED ARROWS is set to become a core brand of UNITED ARROWS Group,

as a high proportion of its offerings are private label products.
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Stores where friendly staff offer a pleasant, fashionable way of life

The united arrows green label relaxing business provides business attire, casual
clothing, kids’ clothing and miscellaneous lifestyle goods for men and women
who want to live happy and fashionable daily lives by their own values.

GLR provides items based on the UNITED ARROWS concept of breaking
through from traditional mindsets at more affordable prices than products of the
UNITED ARROWS brand. It offers styles that can help customers live
comfortable daily lives in a way that is true to themselves, by providing them
with products that match their lifestyles, at conveniently located and comfortable
stores with friendly sales staff.

We expect GLR to serve as one of our key drivers of sales and profits, and

intend to actively grow the business within a scope that we deem appropriate.
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CHROME HEARTS is an American silver and leather brand established in 1988
by designer Richard Stark. In its leatherwear, silver accessories, jewelry,
furniture, personal items and others created based on the excellent
craftsmanship of the designer and infused with the spirit of breaking free from
tradition, CHROME HEARTS provides the essence of a world of luxury and
continues to win acclaim for its universal designs and the perfection of its
products.

UNITED ARROWS began handling CHROME HEARTS products at
UNITED ARROWS stores in 1992, and in 1997 opened an experimental store
named UTICA exclusively to handle CHROME HEARTS products. Test
marketing proved that CHROME HEARTS was more than just a passing trend
and led us to establish CHROME HEARTS as a new business in 1999. Today,
CHROME HEARTS is one of our main business pillars, and we continue to
provide an opportunity for customers in Japan to experience the world of
CHROME HEARTS based on our official licensing agreement with CHROME
HEARTS JAPAN, LTD.
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SBUs and UA Labs Subsidiaries

B+ 4 7 v F7u =13 [ ZHECERS | 23D 5 MR L We are actively developing new businesses as part of our multibrand strategy.
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Another Edition

Another Edition targets women who want to express their
own individuality and creativity through fashion without
being overly influenced by the latest trends. Its stores aim
to be places where customers can definitely find what they
are looking for, by offering a broad spectrum of products
from eyecatching through to basic items.

Jewel Changes

Jewel Changes offers sophisticated, glamorous styles to
women who wish to celebrate their femininity. Its clothing,
accessories and shoes tap into the latest fashion trends,
but achieve distinction by being of very good quality, with
superior materials and cuts.

Odette é Odile UNITED ARROWS

Odette é Odile UNITED ARROWS provides a variety of
shoes, accessories and other items for women who
appreciate shoes as one of the important fashion items.
Our private label brands, the main offering of this
business, contain a perfect balance of style, appropriate
pricing and comfort, allowing us to provide high-class
shoes that brighten up customers’ overall coordinated
look.

DRAWER

Drawer stores create a special shopping experience for
more discerning women who can tune out the noise of
fashion fads, through its distinctively sophisticated high-
quality items and a supporting range of well-coordinated
offerings that are well balanced between the basic and the
high end, and through its store atmosphere.

Cath Kidston

Offering products from the British brand Cath Kidston,
these stores provide a wide range of popular interior and
miscellaneous lifestyle products in designs that combine
classical British styles and modern pop-style tastes.
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FIGO

FIGO CO., LTD. became part of UNITED ARROWS Group in November 2005.
FIGO has exclusive distribution rights in Japan for the Italian leather

accessories brand Felisi, as well as high-end men’s shoes brand Corthay from

France. The products are sold through 11 directly operated stores, as well as on

a wholesale basis to specialty stores and department stores.

COEN

Established in May 2008, COEN CO., LTD. operates the COEN brand of men’s
and women’s casual clothing targeting the new basic trend-conscious market,
which consists of consumers who generally look for affordable prices but who also

have a strong interest in fashion. COEN offers reasonably priced contemporary

casual clothing based on the theme of easy chic.

As its product strategy, COEN aims to achieve high productivity and
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W2 —= v O%E Outline of COEN

profitability using the product development capabilities of UNITED ARROWS

Group, and availing of the stable production capabilities of our business alliance
partner, Mitsubishi Corporation, while establishing a quick-response system for

product supply and a supply chain operations system.

MIERE, B2+ 4 7 v F7r—2X100%. “Wholly owned subsidiary of UNITED ARROWS LTD.
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Company name

A&t a— 1~ coenco, LTD.

EBH7 S v F

Brand

COEN (a—xv)

VI T - S IR, 27 RX—4% v b Key customer targets 204X i~ 30t mi Mid-20s to early-30s age group
B ST Store locations HBLA AL - ABAESC Inner and outer suburban shopping complexes. Urban and
: Rl - BEERL T 7y a el suburban “fashion building” shopping complexes
. R _ . . . 180m2FE Around 180m?2
CSIFPHE—p} A7 2F 4 FwFPr—F  THEAIRPORT STORE UNITED ARROWS LTD. e Store size SN DHIES D) (alo0 some smaler sores
HE 4> = =] P e g This business aims to support travelers by providing a mix
“?{Eﬁ(@%‘mﬁ 6 -? vz b Etﬁﬁnu k N _I{%ISEIE 71: )“ of items selected from several different brands together Eﬁﬁ%'l 7= b ﬂiﬁ.ﬁ Annual sales per store 76 OOO:HIJ ¥76 million
s 1Vﬁlﬁlﬁﬁ|§|‘j iy Z%ﬁ% L. ’7 N4 ’\‘"VJ fl:‘ v with original goods offered only at airport stores, based on i - ’
AAITTFTAV=][¥7 ] D40DT—=hb6, 4 four themes —iravel, business, daily use, and gifts. In July AF AR E O £ Projected no. of annual store openings 8~ 12/ FEFE 8-12 stores
N o Fj Ey‘ 7 2010, the first airport stores opened in Narita International
LuvfikE 4=+, 201047H. FHEIFR 22852 2 — Airport Terminal 2 and Haneda Airport Terminal 2. . e
IR Lz R — I F vt 2N ERA—T e R A v 7 iR Apparel:Miscellaneous goods 80 : 20
o F) T F VA A A Private label brands:Purchased brands 80 : 20
X H Average spend per customer 6,000/ ¥6,000
Lo TOKISHIRAZU
TR — Coats 4,700 ~18,000 [ yen
[_/\ 4 AMY — ]\J Luwix—g—F e Liz, 'I:kish\razu is a r;e':': clhothing store thfat :\.ms to bridge ERVRN Knitwear 2,800 ~ 7,600 [ yen
ZrwvvarbAM)—bT7 7w ya b ORIERH the gap between high fashion and street fashion. itv-Zi Price range By by— Cut and sewn tops 1,000 ~ 5,700 [ yen
IXU ARV avT, P4 Shirts 2,800 ~ 6,600 [ yen
R Trousers 3,800 ~ 8,500 M yen
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Basic policy

Our basic management policy is to contribute to raising the standards of
Japanese lifestyle and culture, by creating five types of value—value for
customers, employees, business partners, society and shareholders.

To achieve this, we have been endeavoring to run the company more
transparently, by developing frameworks for improving the efficiency and
soundness of our management and taking an active approach to investor
relations. This includes our basic policy on information disclosure—always
disclosing information on a fair, timely, ongoing and proactive basis—and a
commitment to holding regular meetings for institutional investors, analysts and
individual investors, issuing monthly sales reports and other disclosure
materials, and conducting ad hoc disclosure by email when appropriate.

Corporate governance framework

UNITED ARROWS LTD. adopts the corporate auditor system. Our Board of
Directors consists of six internal directors and in principle meets once every
month. Directors and corporate auditors attend the meetings, at which decisions
are made on matters stipulated in laws and regulations and important matters
stipulated in the regulations of the Board of Directors. The Board of Directors is
also responsible for supervision and oversight of the execution of business
activities.

Extraordinary meetings of the Board of Directors are also held as
appropriate, with necessary discussions conducted among the directors. This
framework enables efficient execution of business operations.

The Board of Corporate Auditors consists of three corporate auditors.
Based on the regulations of the Board of Corporate Auditors, it makes decisions
on auditing policy and compiles audit reports upon receipt of reports from
corporate auditors, directors and the accounting auditor. All three corporate
auditors are external auditors, and they fulfill the roles of ensuring that
management is transparent and supervising and auditing the entire company.

UNITED ARROWS LTD. has entered into agreements to limit the liability
for damages of each of the external corporate auditors under Article 423-1 of the
Companies Act, based on Article 427-1 of the Act. The upper limit for liability for
damages based on this agreement is set as the amount stipulated by laws and
ordinances.

. 2—FKv—DbF - HFNF R 17-!3%'J (20105156}51 25H fE.Tj—:) Corporate governance framework (as of June 25, 2010)
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At UNITED ARROWS, we consider fulfilling our corporate social responsibility to
be an essential part of the creation of five types of value, one of the pillars of our
corporate philosophy, and have been proactively pursuing CSR initiatives. In
Investors’ Guide 2010, we introduce our environmental protection initiatives,

which we are pursuing as priority initiatives over the medium term.

MEnvironmental protection initiatives

Global warming carries significant risks with respect to our business activities.
Product planning and sales projections are becoming difficult as seasonal
patterns become disrupted, and this is leading to lost sales opportunities and
excess inventory. We aim to reduce our environmental impact by minimizing
waste generated through our continued business activities, reducing CO:
emissions and so forth, and we intend to consider how we can protect the
environment through our business in the apparel industry. Through selling
environmentally friendly products, supporting environmental events and other
such initiatives, we aim to create opportunities for people to think carefully about
environmental protection and raise environmental awareness.

Three key goals of our environmental protection activities

1. Reduce environmental burden (reduce waste, CO. emissions, etc.)

2. Communicate the need to protect the environment and provide opportunities
to do so through our business (sell environmentally friendly products,
products that include a donation program, etc.)

3. Support groups active in the realm of environmental protection (sponsor

environmental events, support NPOs, etc.)
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green label relaxing replaces 1,900 halogen lights with LED lights
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To mark ten years of business, green label relaxing (GLR) is pursuing a CSR initiative called the Be Happy Project, aiming to ensure a pleasant environment for the children of the 22nd century.

As one element of this initiative, in March 2010, GLR replaced 1,900 halogen lights with LED lights in 27 of its 37 stores. Each store has around 70 halogen lights on average. By replacing
them with energy-efficient LED lights, we expect to be able to reduce power consumption and CO2 emissions to less than one-tenth of previous levels, while producing the same amount of light. As
the lifespan of an LED light is approximately 40,000 hours, light replacements that were traditionally performed every six months will be unnecessary for the next eight years (calculated based on a
daily usage of 13 hours). Furthermore, since LED lights emit a low level of heat and ultraviolet rays, the move is expected to result in an improvement in air conditioning efficiency and less chance of
lighting causing damage to products. We plan to actively adopt LED lighting systems in all new store openings and store renovations, as well as in existing stores of other brands within our group.

UNITED ARROWS plans to continue to make changes in response to the environmental challenges that we face, and at the same time create a comfortable atmosphere in our stores.

L+ 4 7w F7a—XDOCSRIFGEHEH # T+ A 2—HL — k7 14 Coporate blog (in Japanese) outlining CSR activities of UNITED ARROWS:
http://www.united-arrows.co.jp/report/
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S AR
HASE AR & FY2009/3 FY2010/3 FY2009/3 FY2010/3

Conso”dated Ba|ance Sheets As of March 31, 2009 As of March 31, 2010 As of March 31, 2009 As of March 31, 2010
HM HM T (%) EHM EHHM I (%)
Million yen Million yen Percentage of total (%) Million yen Million yen Percentage of total (%)
(SR ) Assels (AfDH) Liabilities
¥
B Current assets P s Current liabilities
Blg K O FEAE Cash and deposits 3,472 4,173
e XIFE KA CEH S Notes and accounts payable—trade 8,073 7,670
FeHE Accounts receivable 301 —
o HH .
ZIMF K O & Notes and accounts receivable — 308 SRR A Short-term loans payable 6,050 2,240
P Merchandise 18,501 16,712 1 PR T E D EEAE Current portion of long-term loans payable 1,981 2,176
R Supplies 180 191 P iNGix Accounts payable—other 2,047 2,952
RIA & Accounts receivable—other 5,293 5,809 gl AR Income taxes payable 353 1731
FRIE R 5 P Deferred tax assets 1,347 1,565
HE551 4% Provision for bonuses 856 1,495
ZDfth Other 394 351
A M = N4 . . _
BHE514E Allowance for doubtful accounts (32) (42) S PR SRR | 24 & Provision for loss on store closing 418
RENERE A5 Total current assets 29,460 29,069 63.0 zoft Other 491 720
I S Fixed assets mEAGA Total current liabilities 19,854 19,406 42.0
Arb i
AR roperty plantand equpment [E7E Al Noncurrent liabilities
Wy e SRR Buildings and structures 9,512 9,847
. EHEAS Long-term loans payable 3,868 3,332
TRAMAE H) ZAGH 4R Accumulated depreciation (3,429) (4,388)
W & RS (Wi%H) Buildings and structures, net 6,083 5.458 & BB 575 1 4 & Provision for directors’ retirement benefits 91 91
. Land 569 569 ZDfth Other 2 6
TR AR E Construction in progress 5 540 EEaEA s Total noncurrent liabilities 3.962 3,429 75
Oth B
cott e 2,694 2 AffART Total liabilities 23,816 22,835 49.5
AT ) A F 4R Accumulated depreciation (1,563) (1,909)
(& 2 D) Net assets
Z Ot (Fli%H) Other, net 1,130 933
HIR GG E AR Total property, plant and equipment 7,789 7,502 16.3 PREEA Shareholders’ equity
HETE [ E B e Intangible assets BAE Capital stock 3,030 3,030
Dith Goodwill 478 159 T Capital surplus 4,095 4095
Z DAt Oth 2,112 2,022 N
’ Al F R Retained earnings 16,771 17,119
A [E E G AT Total intangible assets 2,590 2,182 4.7
HOo kX Treasury stock (909) (909)
& 20D &E Investments and other assets
e A ilaE % Investment securities — 163 HREBAET Total shareholders’ equity 22,987 23,335 50.5
22 ADREES: Guarantee deposits 6,022 6,285 FEAM - MR AL Valuation, translation and other adjustments
WL BT Deferred tax assets 472 499 Z DA AL FPA 25 40 Valuation difference on available-for-sale securities — (1)
D Oth 4 464
et N 8 6 MEIE v PR Deferred gains (losses) on hedges 17 (6)
BRlTI4E Allowance for doubtful accounts — (4)
A . AN : . .
W 2 DD G REL S Total investments and other assets 6,980 7,409 16.0 REA - R R AT Total valuation, translation and other adjustments 17 (7) (0.0)
B At Total noncurrent assets 17,360 17,094 37.0 MR A At Total net assets 23,004 23,327 50.5

GiE A st Total assets 46,821 46,163 100.0 AfEMEEA Total liabilities and net assets 46,821 46,163 100.0
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Consolidated Statements of Income FY2009/3 FY2010/3
"M "M TARKEE (%)
(4H1H»53H31HE T) (from April 1 to March 31) Million yen Milion yen Percentage of total (%)
56 b Net sales 79,665 83,504
56 b Cost of sales 39,018 40,639
7 e s Gross profit 40,647 42,865
WR5e 8 M O — s P Selling, general and administrative expenses 36,327 37,922
= 1| Operating income 4,319 4,942 5.9
BN Non-operating income
ZHHR Interest income 5 2
HEEHIUA Rent income 9 9
LR ER Foreign exchange gains — 34
A% Purchase discounts 31 33
z Dfth Other 106 181
BEMUESEF Total non-operating income 152 261 0.3
ﬁ%ﬂ%ﬂﬂ Non-operating expenses
SR Interest expenses 95 143
FERas =] Foreign exchange losses 28 —
BEHH Rent expenses 6 6
IAFHOR Commission fees 32 1
Z Dt Other 26 15
BENERHAG Total non-operating expenses 189 166 0.2
PR 3 Ordinary income 4,283 5,037 6.0
FERIF 2% Extraordinary income
FERE M e BRI AR R 5% Gain on return of profits from short-term stock trading by major shareholder — 138
Rl RS At Total extraordinary income — 138 0.2
FERIE I Extraordinary loss
[EE &R HE Loss on retirement of noncurrent assets 203 149
% i=Ei= 0 Impairment loss 1,020 758
I SHEASEIR I 5 | Y & A KE Provision for loss on store closing — 418
Z Dfth Other 0 —
Hepa e AEt Total extraordinary loss 1,224 1,326 1.6
Tl 4 S TR 2 W 28 Income before income taxes 3,058 3,849
B, ERFE & O F R Income taxes—current 2,018 2,672
BT R AR Income taxes—deferred (234) (227)
EABEEATT Total income tax 1,784 2,445
4 HA A 25 Net income 1,274 1,403
W TEASELHHES
Consolidated Statements of Changes in Net Assets
(200944 71 1 H#* 6201093 H31H & T) (from April 1, 2009 to March 31, 2010) F Millon yen
HREEA SAM - R A -
Shareholders’ equity Valuation, translation and other adjustments ké% _lfl-:
| ity o | g
skt | samre mumee nens POEE SORUEL BT LR
Coptastoc | Captl s | Rtand amings | Teasuystock | Tl shreholers U”;S?,;"EE):S(%‘}‘;'"Q (et gats o rCion o
200943 H 31 H¥&m Balance as of March 31, 2009 3,030 4,095 16,771 (909) | 22,987 — 17 17 | 23,004
A AFHERE O LB Change during the term
FIREORY Dividends (1,055) (1,055) (1,055)
LHRMIFI 4 Net income 1,403 1,403 1,403
H kR O Purchase of treasury stock (0) (0) (0)
A ORI GHE) Seest s m e e e
FERESFHEEh OZENEE AT Total change during the term — — 348 (0) 348 (1) (23) (25) 323
201043 H 31 H¥&w Balance as of March 31, 2010 3,030 4,095 17,119 (909) | 23,335 (1) (6) (7)| 23,327

Hiix v v va - 70 —tHE
Consolidated Statements of Cash Flows FY2005/3  FY2010/3
HJiM B
(4H1H#»53H31H 3 T) (from April 1 to March 31) Million yen Million yen
EHEEESIL A XYy a2 7u— Cash flows from operating activities
Tl S5 R R 4 AR 2 Income before income taxes 3,058 3,849
TR ) Depreciation 1,260 1,211
METEZ [ 2 & e B H AR Depreciation of intangible assets 278 299
A S B4R Amortization of long-term prepaid expenses 87 81
‘Uﬁ*ﬁ*ﬁgﬁ Impairment loss 1,020 758
DN ANEHER Amortization of goodwil 319 319
BE55| 44 DR HER (A EAD) Increase (decrease) in provision for bonuses 4 639
G SHEA SR T | 248 D BEIAR (A1) Increase (decrease) in provision for loss on store closing — 418
% EDBER RN S5 1 24 8 O IRER (A3384)  Increase (decrease) in provision for directors’ retirement benefits (63) —
BS54 0 B (A AD) Increase (decrease) in allowance for doubtful accounts 28 15
S I S O 2 HXBE 24 48 Interest and dividend income (5) )
KIFILE Interest expenses 95 143
HIVIEE B R HIR Loss on retirement of property, plant and equipment 18 9
METEE E G RERSR R Loss on retirement of intangible assets 3 0
56 fEME D BEIREH (A B hn) Decrease (increase) in notes receivable (136) (529)
7z Te EVE RE O BEUEAR (A B8 ) Decrease (increase) in inventories (1,637) 1,778
Z O LD REN G D HEIREH (A LIEN) Decrease (increase) in other current assets (56) (19)
A BT DR IRER (A EAD) Increase (decrease) in purchase liabilities 765 (403)
Z DL DR E) A R DB IER (AL ED) Increase (decrease) in other current liabilities (1) 926
Z Dt D [EE Fifd D HE JkEH (A3 D) Increase (decrease) in other noncurrent liabilities 4) 3
zoft Other 9 _
it Subtotal 5,044 9,500
FE K UL 24 45 o 52 HUER Interest and dividend income received 5 2
FIE DR Interest expenses paid (101) (139)
YN AV EIN | Income taxes paid (3,662) (1,429)
BEEHCLIIFrv a2 7u— Net cash provided by operating activities 1,286 7,933
BEEHICL 22X vy a2 7n— Cash flows from investment activities
EHHEESOTEAI & 5 Payments into time deposits (12) —
EMATES ORI & 2 ILA Proceeds from withdrawal of time deposits — 38
BB AMAZR O IC & 2 Purchase of investment securities — (166)
FIZEEEHEOIIRIC & 5232 Purchase of property, plant and equipment (3,479) (1,294)
MFZEEEE ORI & 52 Purchase of intangible assets (316) (211)
EHRHAEH OIS - & 2/, Purchase of long-term prepaid expenses (135) (94)
EAREEDZEA L 5 Payment of guarantee deposits (429) (263)
AL 2F vy a2 7u— Net cash used in investment activities (4,373) (1,992)
MEEES L AX vy a7 — Cash flows from financing activities
FHEE A & O A IRER (A D) Net increase (decrease) in short-term loans payable 2,250 (3,810)
B AN L 2 LA Proceeds from increase in long-term loans payable 5,500 1,640
EHfEASORFEIC L 232N Repayment of long-term loans payable (3,267) (1,981)
HOeMRX OB & 5% H Purchase of treasury stock (0) (0)
(RO Z N Cash dividends paid (1,048) (1,051)
MBEEE LA Xy e 77— Net cash provided by (used in) financing activities 3,434 (5,202)
Bl R OB SRS 6k 2 244 Effect of exchange rate changes on cash and cash equivalents — 0
G e BB TR S50 D B IR AR (A338D)  Increase (decrease) in cash and cash equivalents 347 739
B & OB GRS O E S Cash and cash equivalents at beginning of term 2,975 3,322
BG K& OCBLE RIS D AR K & Cash and cash equivalents at end of term 3,322 4,061
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4% - JE4HBI5E 5 — & Financial and Store Related Data

W1 REREOHR (GEFE) Trends in key business indicators (consolidated)

[5e 1@ 5 ko] (R 78 it Al g ] I e vl W e e (TR 720 B Y48 B 2 ] (KB RE~ Hl PE AT (KRBT RE [R5 o [ iR 3K )
Net sales/Sales growth ratio Ordinary income/Ordinary margin Net income /Net income margin Dividend per share/Dividend payout ratio Total assets/Total net assets Total asset turnover/Inventory turnover
7t b 5t bEfh o — eHFI A g& bE AR — IHEA 5 b G G R — 1R 72ORECY & — Bt A MTEATT — WML R — MR EE IR
Net sales Sales growth ratio Ordinary income Ordinary margin Net income Net income margin Dividend per share Dividend payout ratio Total assets Total net assets Total asset turnover Inventory turnover
(EH1 millon yen) (%) (FH1 millon yen) (%) (E 71 million yen) (%) (4 yen) (%) (F73 million yen) (Il times)
100,000 125 10,000 2 5,000 2 30 120 50,000 30
79,665 | 83904 4076 = 43362 46821 46,163
80,000 2221 > i 8000 (7,639 33 0 4000 {— 35 0 » B 000 3533 — — — B2y oy 23 22 23
2 20
60,000 115 6,000 o — ) 5 3000 — —— —— ——f ——— ——
5 22,711 23,004 23,327 B3 T T 8
40,000 —— 110 4000 DX | E—— A (] 20000 ——— F | ’
7.6 § sy 124 1403 10 14,565 10
20,000 105 2,000 1,000 F—— %—_ — 5 5 10000+ — 1 — L — 05
1.6 1.7 :
100 0 0 0 0 0 0 0 0
FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3
(VR0 S HIREAI RS 1 bk 720 pE ] [HCE AL R G R 3] (R EE ARG HCEALE] (e He=R T 7E MoK (R fifi P 2 40 (IRl 0 )
Net income per share/Net assets per share Return on equity (ROE)/Return on assets (ROA) Total shareholders’ equity/Equity ratio Current ratio/Fixed asset ratio Capital expenditures Depreciation
TR 720 SR 5 TS TORE R — HOEALYIRAIGER  — BRI = - ; - =, 5
HREEAAT [S4 b — — EIE —_ b %A WA
Netincome per share Netassefs per share ROE ROA Total shareholders’ equity . Ei\f/traﬁz zCurrent ratio $§ afset ratio Cxa;;]tal expenditures Depreciation
(M yen) (%) (H i million yen) (%) (%) (&5 million yen) (& million yen)
800 0.6 40 30,000 100 160 4000 3604 1,500
. P 1,258
2,763 22,987 23335 | 100 T g4 | 1498 ; 1209 |
60— ———————s38.09—545:62 55268 0280 2 v o 1355 30 2,954 120
426.33 \% Y0 E—AC R — 6 2389 900 883 —
wp— — 0 188 14’5—65//524\— % w0 f——— B B 642
200 08 200|462 491505 14 8.1 80 T s 733 1250 1,415 o357
183.99 9.5 - : g P
oo B B B L 10 4 1,000 |— — .
84.98  90.59 123 N\ 6000 —F ——rof — — W
30.19 33.26 5.6 6.1
0 0 0 0 0 0
FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3
#20064H 12, R20EA THASE 2 FERV2L 4 Lz,
*Common stock were split 2 for 1 in April 2006.
(EFH milion yen, unless stated) (BFM million yen, unless stated)
FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3 FY2006/3 FY2007/3 FY2008/3 FY2009/3 FY2010/3
5t L& Net sales 53,813 60,959 72,221 79,665 83,504 HO&EARLHR Equity ratio (%) 41.2 46.2 52.4 49.1 50.5
5t LA FI4E Gross profit 29,018 33,072 36,891 40,647 42,865 HOEARYGHMFI 3% ROE (ROE - %) 28.0 21.8 18.8 5.6 6.1
IRFEE K O — B E  Selling, general and administrative expenses 21,355 25,721 31,960 36,327 37,922 B R R AR ROA (ROA * %) 21.6 20.0 12.3 9.5 10.8
(=E il Operating income 7,663 7,350 4,930 4,319 4,942 R4 72 0 B4 Dividend per share (1 yen) 20 10 25 25 28
R FI A Ordinary income 7,639 7,337 5,017 4,283 5,037 Be 4w Dividend payout ratio (%) 10.9 11.8 27.6 82.8 84.2
L Y ) 4 Net income 4,076 3,511 3,800 1,274 1,403 FAE BE iR =R Total asset turnover (I times) 1.5 1.6 1.7 1.7 1.8
e e Total assets 35,334 38,132 43,362 46,821 46,163 M R R Inventory turnover ( times) 2.3 2.2 2.3 2.2 2.3
hREEAGT Total shareholders’ equity 14,565 17,648 22,768 22,987 23,335 U R Current ratio %) 150.0 141.0 135.5 148.4 149.8
MR EAT Total net assets 14,565 17,635 22,711 23,004 23,327 [ 7€ e Fixed asset ratio (%) 82.1 83.0 70.8 75.5 73.3
18R 72 0 BHHAEFIZE  Netincome per share (H yen) 183.99 84.98 90.59 30.19 33.26 Bl ERa<Es| Capital expenditures 1,250 2,389 2,954 3,604 1,415

¥R 7= b fliE FEAH Net assets per share (M yen) 702.65 426.33 538.09 545.02 552.68 (il il 1 0 Depreciation 557 642 883 1,258 1,209
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WEFEERS v a = 7=y 7 (MK Fkell- BK)  Positioning map of each business by price and age (non-consolidated)

Tl Age
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Mature
2 2
FrA-FoFyy sl
Cath Kidstol CHROME HEARTS
— Ca—74&3—% 2F47vF 7R
BEAUTY&YOUTH UNITED ARROWS
© Fyar—
DRAWEI
—— 2FAFIFTE—X ()
UNITED ARROWS (New)
—— A7h AT
Odette ¢ Odile
v
N —— YaznFa IR
' Y- R ECaatd Jewel Changes
united arrows green label relaxing
TOKISHIRAZU
L 7HH—x71var
/Another Edition
it
Price
Youn: MW R=—Fob yh
s jous/Basic trend-conscious market market
Reasonable Expensive
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* Price is calculated based on average retail customer spend.

WA 2ol - ARaSE LA A —2 (BAK) Mix of private label brands and purchased brands (non-consolidated)

AV v fEA
-- Private label brands -- Purchased
brands

A s

UNITED ARROWS LTD.
A A

UNITED ARROWS (New)
e R o T I

BEAUTY&YOUTH UNITED ARROWS
e ) N

united arrows green label relaxing
T -7 rar O

Another Edition
T N

Jewel Changes
AT T I

Odette é Odile
jmgg

DRAWER
LT |

TOKISHIRAZU -

0 25 50 75 100 (%)
MOEMPa S (B A= =B S DT SO R A— 22O THEET A BIEACEDTHEML.

* OEM products (products manufactured by other companies and sold under our brand names) are included in purchased brands.

Momion—y FxA-Xo RV 3 fEARERORIES100%D 7 B,
* CHROME HEARTS and Cath Kidston are not included since their product lineups are entirely composed of purchased brands.

WErEs) - W ER5E B (BifK) Sales by business and category (non-consolidated)

2%t Total company sales
SERERI5E LRt

Net sales by business

14.3%

15.5% 46.8%

Bl bl e 1

Net sales by business/Net sales (YoY)

FY2010/3
(ETiM)

million yen

mn Fl 58 bR ke

Net sales by category

5.7%

aHBIZE L

Net sales by category

(4

T

14.3%

(11,266)

FY2010/3
(H M)

million yen

BRI i o bmme  5.0% s it
Net sales by business Net sales (YoY) Net sales
(B 7™ million yen) (%) (B M million yen)
80,000 120 80,000
18.4% o560 76582 78657 40.4%
=1 N | [ | N
60,000 AFATIETR—X 60,000 | ALK
L4 UNITED ARROWS | — ] L Men’s
° T)=sv—= NS ® VARALA
40,000 green label relaxing 40,000 Women's
° raboNn—y PY SNWIN— LA —
CHROME HEARTS Silver & Leather
20,000 o SB.UBIFUAZH 20,000 ! o MEE
SBUs and UA Labs Miscellaneous
o 20ft 20t
0 Other oL—= = == | Other
FY2008/3 FY2009/3 FY2010/3 FY2008/3 FY2009/3 FY2010/3
® UNITED ARROWS ® green label relaxing
DA =P A W mn HA5E b e Rt 76 b 7e i mn EH 76 b e pc b
Sales/Sales (YoY) Sales by category Sales/Sales (YoY) Sales by category
78 1 © S kit 58 L o 58 L
Sales Sales (YoY) Sales Sales (YoY)
(M million yen) (%) (B M million yen) (%)
40,000 120 18,000 120

30,000

FY2010/3

(6 ) 50.40%

20,000 million yen

10,000

100.3
15,000 11‘3'1\1(\;7\4 100

13264 14407 14466
12,000 — —— 80

-
9,000 I — — 60
6,000 —— —— —— —— 40
3,000 I — — 20
0 0

45.8%

FY2010/3
CFi i) 44.6%

million yen

0 o AR DA = = = O AVA X R
FY2008/3 FY2009/3 FY2010/3 Men’s Silver & Leather FY2008/3 FY2009/3 FY2010/3 Men’s Women'’s Miscellaneous
PY VAASR 3
Women's Miscellaneous
© CHROME HEARTS ® SBUs and UA Labs
R S M AT 1 hn El 58 bR L R Sl AT fER5E iRl

Sales/Sales (YoY) Sales by category

Sales/Sales (YoY)

Sales by category

78 b o 8 LRI 78 b © 5E ki
Sales Sales (YoY) Sales Sales (YoY)
(E M million yen) (%) (M million yen) (%)
,000 150 18,000 180
’ ’ 9.3% 7.1%
£000 : 115.3 103.7 120 15,000 150
12,143
12,000 ——— 11,544 -2 =212
3,000 90 FY2010/3 10,480
(B M) ] 105.2
million yen 9,000 ——  ——  ——2=—— 90
2,000 60
6,000 — ——+ —— — 60
1,000 30 oo W OB 83.6%
0 0 NN — 0 L B = = | 0 PY ALK PY VAR Mty
FY2008/3 FY2009/3 FY2010/3 Silver & Leather FY2008/3 FY2009/3 FY2010/3 Men's Women'’s Miscellaneous

32007/3813502008/3 812 [ 2F AT 9K =R V=00 422 20T (LLS.) | Thotz [ 34239872 )14, 2009/3 81498 B.U S L UAZRI L ERHIAE I ADE LT, JAUZLY, 200838000 Tl L To03 .
3%2009/3814TS.B.UBLOUATKCH 1 [VH—. 0= &F47 =% )12 2010/381 0 [ 2FAF oK 7a—Z L—r 44— 287 (LLS.) NI A D EU T SAUsED, 2000/3 8oV Tl R B L Toh4 T,

*Cath Kidston, which was a UA Label Image Store during the fiscal years ended March 2007 and 2008, changed to an SBU/UA Lab from the fiscal year ended March 2009.
*Liquor, woman&tears, which was an SBU/UA Lab, became a UA Label Image Store from the fiscal year ended March 2010. Sales, store numbers, etc. for the fiscal year ended March 2009
have been retroactively calculated.
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W= 7HESER~ v 7 coowsnsinse Store Map (as of August 31, 2010)

UAZVv—7DEEEEER]  UNITED ARROWS Group store network

M stores

aF A7y T7TR— 13 UNITED ARROWS Jidil stores i istori
AF A7y RTE—2 (H) 13 UNITED ARROWS (New) af47yRTR—2 Hokkaido/Tohoku area Historical sales by area Sales by area
Ea—74&3L—A 2FA4F7vF 70— 20 BEAUTY&YOUTH UNITED ARROWS _ UNITEDARROWS
UAL =g A= 217 2 UA LabelImage Stores 17‘_4@%25\{;&;35((&)) ! Egaftéfr:eﬁa%eﬂc)l fg[:\zg Tokyo) ZE{:%
)= =N SIS 38 united arrows green label relaxing .= _ SNt W) xcludi Y ot sales .
rabn—y 6 CHROME HEARTS £ T48é;uwz&v:o-jr_:£;:oj;\:mvé ! I e 11.7% 4.1%
S.B.U.xLUUATH 53 SBUs and UA Labs ) Y52V S ) F X 100,000 (2,789) %
YaZAN AN 17 Outlet stores united arrows green label relaxing ¢ Tokyo area (7,900) 14.6 °
SRR —Z A S.B.U.XJLUUASKR 3
AT F7TR—2 § ,,J[ 162 UNITED ARROWS LTD. total g UA Late 5 B L S HBIK 80,000 8.6% ©.807)
(th74—= 11 FIGO CO., LTD. TUMNwE 3 Koshinetsu/Hokuriku/Tokai area 66,588 67,391 G.777)
2 —x 30 COEN CO,. LTD. Outlet stores 62,173 ’ >
a2 203 Total H=2—x> 4 — 60,000 FY2010/3
COEN
Kansai area o (8,505) <fﬁjiP4>
P B LI (32405 ) o 12.6% e
Koshinetsu/Hokuriku/Tokai area (24 stores) E:Phg.omkl.rﬁglﬁt%%ushu area
. = (5,392)
e o BT (e b MK (3320588 2000
LFATYRTR—X | . PR e 8.0%
UNITED ARROWS Kanto area (excluding Tokyo) (32 stores) Wholosalo/on U7
SFAFYETR—E ) 1 - olesaleloniine .
UNITED ARROWS (New) BN
Ya—74&1—A 2H47yF7r—X | -17‘4[)7,;'4:[)7/;:% vvxs 1 FY2008/3 FY2009/3 FY2010/3
BEAUTY&YOUTH UNITED ARROWS - s N
N - s L w7 —x
P)—b—N S22 4 +4U7!:lﬁ'£D7ARROWS((f§V2) 2
united arrows green label relaxing s = — e o
. Ca—74&L—A 47y FT7R—X 4
CHg;:/é‘; ;;;/S 1 BEAUTY&YOUTH UNITED ARROWS
- - P)—v— N )50 11
SBUi’;l‘fOE-{ﬁ‘ZT 6 united arrows green label relaxing
S an abs =5 .
[ D S-B.ULIFUAZE 5 ® UNITED ARROWS ® green label relaxing
YAz ] SBUS and UA Labs
Outlet storei 717]\1/.7} 5 s . N g =N v
(H:\)74:I'G:!O 1 Outlet stores )'ﬂ_:ﬁi:l%o)*ﬁfg 1'}7HU%LI§I%EEL[: %J:r%@ﬁfz 1‘}7EU'3LE'J:I%*§E‘ZLB
Fa—z> 6 Hz—x> 4 Sales Sales by area Sales Sales by area
O - s it S b
Sales Sales
(EJ M million yen) (F 1M million yen)
40,000 4 50/ 16,000 5 60
= - . = 36,802 36,820 0, -7 .39 .0%
R - DY - JuH X (G280 &) BIPE X (RH35K ) HHRHEIX (FHG8)E &) 35,118 55 9% 143% et 14,422 14,466 12<31/°80> b
Chugoku/Shikoku/Kyushu area (28 stores) Kansai area (35 stores) Tokyo area (68 stores) 30,000 ’ <03 142)6’28” (5,265 12,000 ——  ——  —— 1].59 !
» 2 ’ D%
i f stores Hif stores M stores (1,658) 0
2FAFokTE—Z 2 AFAFIETE—Z 1 AFAFIETE=Z 6 1420 520 (6 Paos o 27.1%
UNITED ARROWS UNITED ARROWS UNITED ARROWS 20,000 ——  —— i million yen 8,000 — 0 [ 8.7% (1265 o ven
AFATYFTR—X(H) 1 2FAFURTR—X ($7) 4 AFAFOETR—R(FF) 4
UNITED ARROWS (New) UNITED ARROWS (New) UNITED ARROWS (New) (2,589) (1,231)
Ya—74&1—A 2F+ 47y 7R—X 3 Ea—74&32—A 2F47vN7R—2 4 Yai—74&32—A 2F47vF7R—X 7 10,000 ——F —— —— 7.0% 4000 ——  —— 8.5%
BEAUTY&YOUTH UNITED ARROWS BEAUTYYOUTH UNITED ARROWS BEAUTY&YOUTH UNITED ARROWS ’ 42.6% ’ I
T)—= =N )SIP T T )= =N )ZI2 T 5 UAV— WA A=A 2 . 26.3%
united arrows green label relaxing united arrows green label relaxing UA Label Image Stores
rasn—y 1 sasn—y 1 DYt Y522 9 0 0
CHROME HEARTS CHROME HEARTS united arrows green label relaxing FY2008/3 FY2009/3 FY2010/3 FY2008/3 FY2009/3 FY2010/3
SB.UFLUUASR 4 SB.U.XLUDUASHK 8 raLon—y 3
SBUs and UA Labs SBUs and UA Labs CHROME HEARTS
PAZN 2 TNk 3 S.B.U.3LUUASK 27
Outlet stores Outlet stores SBUs and UA Labs
H74—= 2 t74—= 2 TNk 2
FIGO FIGO Outlet stores
(H=a—xr 7 H=—xr 7 tW71—= 6
COEN COEN ey © CHROME HEARTS ® SBUs and UA Labs
2—x
COEN e s . s . N
7¢ LemoHEg )7 H5E kR it 7¢ Lot )7 58 LmkEa b
Sales Sales by area Sales Sales by area
5 b 5e L
Sales Sales
HE F AV HIRERC LA X—2" Location of UNITED ARROWS stores o e ey . L e 2ou
N on s ’ % > J%
P75 avEn jFsoE BT VA es— Q2O - ) g 1%
“Fashion building” shopping complexes ™ Department stores Freestanding stores Shopping centers Other 4,000 3818 3,960 12,000 12,1 37 23.3% (62
; 24.4% (2,830)
3,310 966 10,480
- s - L B | FY2010/3 L B e | FY2010/3
e I I 65w (1
UNITED ARROWS LTD. million yen 270 million yen
2,000 6,000 | (1,046)
bt i 56.7% Bow. 45.3%
2% g
o I Looo ' s BB 8.3
0 0

2 —=x>
coen

25

W= 755 L& (HfF) Sales by area (non-consolidated)

AeifgiE - JLX (G 6hE &)
Hokkaido/Tohoku area (16 stores)
b - AL X

50

75 100 (%)

HYTRHIFE LEid AR =y NG (e, e GEIEE) 265 L TR,

FY2008/3 FY2009/3 FY2010/3

21t Total company sales
Y7 5E Lot

FY2008/3 FY2009/3 FY2010/3

* Sales by area is calculated based on the total of each business unit (retail, wholesale, online and so forth).

Y75 5E LRkt
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WG4 72 9 158 (EfE) Business and store data (non-consolidated)

B RE 78 b~ B 0 5 B ) i 0T LA R

2t

(%)

/INgEH IR L s b

Historical sales, number of customers and average spend per customer* (YoY) Regular + online same store sales (YoY) Sales (YoY)
LN Vas iy B) = =W )SIYyy B yRbon=Y
Total company sales UNITED ARROWS green label relaxing CHROME HEARTS
(%) (%) (%)
110 110 120

110

~o-/P5eat ik

FHH
Customers (YoY)

—o- FHili 1L
Average spend (YoY)

=S.B.U.KLUUATH

SBUs and UA Labs

(%)

105

105

105 105.0

102.2

100

100.8

100|997

103.4

110

105

95

98.6

0964
0956

%2 9.5 \
97.1 90.8
96.8 !
95 %6 90

90

90

90

9}5\0

FY2008/3 FY2009/3 FY2010/3

FY2008/3 FY2009/3 FY2010/3

(0 FH-FHAML NTEH ST L THRhE T,

* Number of customers and average spend per customer are calculated from retail sales.

LEENAT e

Number of stores

(W stores)

150

20—

FY2008/3

1 &7 b O R, S 5aInm s, e S5 Average annual sales, sales area and number of employees per store (approx.)

FY2009/3  FY2010/3

P TSR

Average sales area

(nf)

FY2008/3 FY2009/3 FY2010/3

40,000

33,2263 33,6459

4915 4,678.2
30,000 29,498.1 7
4,492 .4 7621 7641
402.4 . 9.508.7
9,248.9

20,000 "}

10,000

FY2008/3

FY20093  FY20103

FTEER R

(A persons)

2,000

103.6
100
98.4
0973
93.7 °
95 957
93.5 86.9
80 90
FY2008/3 FY2009/3 FY2010/3 FY2008/3 FY2009/3 FY2010/3
L SR Vastab
Average number of employees UNITED ARROWS
m )= =NV YSI )
1,817 1,830 green label relaxing

500

FY20083  FY2009/3

1,623 !
1500 —— b ey 51—
1,000 II

FY20103

mrabon—y
CHROME HEARTS

i $.B.U. LU UAFH
SBUs and UA Labs

K
History

HORERE A e AT T HAC,
BWxF4 7y F7e—X 2RI (EARES5,00075 M)

1989.10

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

FOARER XMERONTHIE, 274 7y F7r—xX
(LT, UA) 81 5EERE 2+ -7~

1990. 7

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

24t UNITED ARROWS green label CHROME SBUs and

Total company UNITED ARROWS (New) BEAUTY&YOUTH UA relaxing HEARTS UA Labs
M2
RacRi o 430 1,200 540 380 350 800 190
Average annual sales  Million yen
T
e 240 540 390 310 260 150 100
Average sales area
THERAY
Average number of persons) 13 35 16 16 13 10 7
employees

72597y vay L LT,
R ENE S XA ET =T B S UABE AR %
F—Fr 35 L b b, A eEC B

1992.10

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

HARE 253 23 42 PR 2 05 BB

1999. 7

Registered at the Japan Securities Dealers Association,
becoming an over-the-counter traded company

sY)—vv—xnY327vr7 (LT, GLR)
BHE D AR HE L 7 5 GLRITEIE % H5i30Hr 18 X
FE=TH [VIAFBE2] Nt —7>

1999. 9

Full-scale start of green label relaxing business (see page 19)
with the opening of green label relaxing Shinjuku in Shinjuku
LUMINE 2, Shinjuku-ku, Tokyo

CHROME HEARTS TOKYO?#%
REEEXEFILNTHCA =7 L,
7 m Los—y ERED AR ER % Bldh

1999.12

Full-scale start of CHROME HEARTS business (see page 20)
with the opening of CHROME HEARTS TOKYO in Aoyama,
Minato-ku, Tokyo

FRGEZFIG A i i ka2 L5

2002. 3

Listed on the Second Section of the Tokyo Stock Exchange

FORGEZRING | A T35 55— A SRR (- 15 E

2003. 3

Listed on the First Section of the Tokyo Stock Exchange

UARRED 7S v vy T a7l Thb,
UAREAREZHKL, Voa—Tnrt =7

2003. 9

Renovation and renewal with increased store area of flagship
store UNITED ARROWS HARAJUKU

420 7HOREDOWA. H5gs L e r s %BL
TH5H7 4 —T 02K HOIDY Fattft

2005.11

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

WA 100058 2B 2 5

2007. 3

Number of stores exceeds 100

kA &k & FE DY SO B & N R
Fr3EELT AL =TV 2 F 4 Fy KPR —%
Feth e LT&on

2007. 8

Established PERENNIAL UNITED ARROWS CO., LTD. as a
subsidiary mainly engaging in planning and retailing of women’s
clothing and personal items

SRR L OB - EBREIAR

2007. 8

Agreed capital and business alliance with Mitsubishi
Corporation

Kk L OCGOM Y GD/NEE 543k 5

Established COEN CO., LTD. as a subsidiary mainly engaging

Ha—=r etk LT 2008. 5 in retailing of clothing and personal items
HAFRNFRIES D . B+ 4 7 v F 7 r— 13854, 138 UNITED ARROWS LTD. stores, 11 FIGO CO., LTD. stores,
7 4 —11ES. Bhv=7n 224457 v F 2010. 3 6PERENNIAL UNITED ARROWS stores, and 26 COEN stores

7 —R6HiH, B —x L2605 L L B

as of March 31, 2010
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./Z\\ﬁjﬂ%g (20104 3 H31HBIAE  As of March 31, 2010)
Corporate Data

[ 5 A&t arA7oF7e—X

Trade name UNITED ARROWS LTD.

ARALFTE M AREERSRG X AEE T H31%F 125
Address 2-31-12 Jingumae, Shibuya-ku, Tokyo, Japan

' oA & 30308 HAH

Paid-in capital ¥3,030 million

fE % H & 2,617%% (734 b 2014)

Employees 2,617* (Part-time employees: 201)

A EF LIRS ANRE L MRS R
Main business Planning and selling men’s and women'’s apparel, accessories, and other products
FEMGIHRT 1. ZEREUF#YT

Main banks The Bank of Tokyo-Mitsubishi UFJ, Ltd.

2. =HERUT

SUMITOMO MITSUI BANKING CORPORATION

3. AFIBIT

Mizuho Bank, Ltd.

HAEEEMIMEAETHY . 754 PRI TRRIRLTHY 27,

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

indicated separately.

BR 7 —

(20104 3 H31HBIAE  As of March 31, 2010)

Stock Information

IR 14,9384
Number of shareholders

FEAT W REMR AR £ 190,800,000%%
Number of authorized shares

RATHER R DR H* 42,800,000k

Number of common shares issued*

KL

Major Shareholders

RiTEHRERIA 5

B E A HHRE idttions ()
Name Shares held  Voting rights as %
of total
L3
Btz ——s— =—}
ABCI_M:iRT’ NG 10,400,200 24.29
I e
OsamuL\Shigematsu 4’1 13’600 9.61
®OWOE X
Hirofumi Kurmﬁ) 2)251’100 5.25
BARH=— - 74— =2
A.D.Is éi., T 2,168,100 5.06
HOWOT O
Tetsuya lwaki " 2’128’400 4'97
—ZEM R 2t
Mitsubishi Corp;’atﬁn 1’627’700 3.80
HA=2%— 72 MEFESITHA2H (BFED)
The Master Trust Bank of Japan, Ltd. (Trust Account) 1,281,400 2.99
A7 b 72744 — A EERUTHRA 2L (E5ER)
Japan Trustee Services Bank, Ltd. (Trust Account) o 1,188,000 2.77
Va2 = (FERBA BRSHEEIEURIBT | 020 400 538

Juniper (standing proxy: The Bank of Tokyo Mitsubishi UFJ, Ltd.)

KEFR AL — 1,000,000 2.33

Koichi Mizunoya

A (=1 =
% EH —5 cooe7 mione As of July 1, 2010)
Board of Directors

. p Py A Representative Director,

fomit: it 1R H osamushigematsu B0 Presicent
. N Representative Director,

REmaE AHERGEA B IR O BK Tetswawaw Executive Officer and Senior

Vice President

Director, Executive Officer and

ek EnRae J1 OB B B Hoenkao Execuive Vice President
W g EBREEA PN SR IR T Masamikozmi QS O
mg wraGer AT B Y JE MisuhioTakeda  Drecton Sxeclve Officerand
mat wmanea BEOE Ol MisunoiFuisawa EI:EE?(VEEC?CC:E;%QCJMM
Lomow o o#oA B & 2 HioyukiHigashi  Senior Executive Officer
Eowosw oA KO B M Neokiom Senior Executive Officer
LB s i & oa &£ JIl JU JE  YatsuioSagawa  Senior Executive Officer
# f % "’ %% ﬁ £ % Yasuo Uno Executive Officer
w i & B P B {E BL  NobuhiroHiranuma Execuive Officer
w7 % A 2 JI| B B nNeokiTangawa  Executive Officer
w i @ A | B JHEF  MarkoYamasaki  Executive Officer
won o5 & # W O HEFER vueiswka Standing Corporate Auditor
& # % 10 JII 3 Z  Yoshiyuki Yamakawa Corporate Auditor
[ & % T% ﬁ.ﬂ '_.t;" fj}z Hironari Hashioka ~ Corporate Auditor
A& B o AR
Shareholder composition (by number of shareholders)
B Rl R B T GIE S 4
Financial institutions Financial instruments firms
0.21% 0.20%
{7%0)1’@@&}\
Corporations
0.43%
HHEN NS
Foreign corporations
0.80%
AN -zt
Individuals and others
98.36%
e A RO o AR
Shareholder composition (by number of shares)
SR
Financial institutions
11.47% B
E GBS
Financial instruments firms
0.49%
——— ZOflDkEA
fEN - 201t Corporations
Individuals and others 37.12%
38.68% N
SHEAE NS
Foreign corporations
12.24%

MIATHEHRROBED 5 b, 591,970 HOHKAE LTRALTHY 37,
*Total number of shares of common stock issued include 591,970 shares of treasury stock

\ NON VOC
for waterless
printing

A Y NAZ—=AH A FORLI,

VOC (EZIEH LAY 2 &% v

A v 7% fHLTHRL TS 34,

IREHRIZET 2HMAbEE

T107-0052
ﬁR%%E%WSID H ARG R v
WA Lett2+4 57y F7e—xX FHEEHE IRF—24

Tel:03-5785-6637
Fax:03-5785-6638

IRTE#RF 4 b

http://www.united-arrows.co.jp/ir/index.html

Investor Relations Team,

Planning Management Office, UNITED ARROWS LTD.
Nihonseimei Akasaka Building, 8-1-19 Akasaka, Minato-ku,
Tokyo 107-0052, Japan

Tel: +81(3)5785-6637
Fax: +81(3)5785-6638

Our website:
www.united-arrows.co.jp/en/ir/index.html
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