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■ Consolidated / Non-Consolidated 1Q P / L Overview 

  

For the 1Q (April 1, 2014 to June 30, 2014) of FY15, the fiscal year ending March 31, 2015, revenue was up and 

earnings were down. Profits at each level of earnings below operating income were essentially in line with plans on 

both a consolidated and non-consolidated basis. 

 

Consolidated sales climbed 2.1% compared with the corresponding period of the previous fiscal year to ¥29,850 

million. This was largely attributable to the upswing in sales at UNITED ARROWS LTD. and COEN CO., LTD. 

  

Gross profit increased 1.7% year on year to ¥16,908 million. Despite a decrease in the gross margin owing mainly to 

the weak yen, this increase in gross profit largely reflected the increase in revenue. 

  

Selling, general and administrative (SGA) expenses amounted to ¥13,949 million, 6.9% higher than the corresponding 

period of the previous fiscal year. This increase was primarily the result of higher sales personnel expenses as well as 

overseas and new business costs. The SGA expenses to total sales ratio increased 2.1 percentage points year on 

year to 46.7%. 

  

Accounting for each of these factors, operating income was ¥2,959 million, down 17.2% compared with the 

corresponding period of the previous fiscal year. Ordinary income came to ¥3,010 million, down 15.5%, and net 

income was ¥1,720 million, down 16.8% year on year. 
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■ Non-Consolidated Sales Results by Sales Channel 

  

Non-consolidated sales were up 1.4% compared with the corresponding period of the previous fiscal year. Existing 

retail and online store sales, on the other hand, were down 1.5% year on year. 

  

While Company total and existing store sales were slightly weak due to market corrections following the increase in 

the consumption tax rate in April and poor weather conditions in June, online sales across all stores and existing store 

sales were firm climbing 6.5% and 1.3%, respectively, year on year. 

  

Looking at the composition of sales, the ratio of online store sales rose 0.5 of a percentage point compared with the 

corresponding period of the previous fiscal year to 10.3%. The ratio of outlet store sales to total sales declined 1.0 

percentage point year on year to 12.9%  
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■ Non-Consolidated Sales Results by Business Type 

  

In the 1Q of FY15, revenue was up in the UNITED ARROWS (UA), green label relaxing (GLR), and CHROME 

HEARTS (CH) businesses. Results at existing GLR and CH stores exceeded the levels recorded in the corresponding 

period of the previous fiscal year. 

  

Men’s and women’s casual items as well as CH products in the UA business, and  men’s and women’s items generally 

in the GLR business all exhibited robust trends. Gold and silver related items in the CH business were also firm. 

  

Revenue was down at SBUs as a whole. Amid the sneaker trend, Odette é Odile, which mainly handles pumps and 

other women’s shoes, struggled. In addition, sales of SBUs largely dealing in women’s clothing faced difficult 

conditions. 

  

In the 2Q of FY15, there are indications that DRAWER, which was quick to release fall and winter items, is 

experiencing extremely strong results. 
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■ Non-Consolidated Gross Margin Results 

  

The non-consolidated gross margin decreased 0.3 of a percentage point compared with the corresponding period of 

the previous fiscal year to 56.2%. 

  

The Total Business Unit gross margin declined 0.5 of a percentage point year on year to 59.3% owing mainly to an 

increase in the cost to sales ratio as a result of the weak yen. Despite this downturn, the degree of decline continues to 

narrow compared with the decrease of 1.2 percentage points for the previous full fiscal year. 

  

The gross margin for outlet stores fell 3.3 percentage points compared with the corresponding period of the previous 

fiscal year to 35.5%. This was mainly due to efforts aimed at promoting the reduction of inventories. 

  

Accounting for each of the aforementioned factors, the gross margin for the 1Q of FY15 was essentially in line with 

plans. 
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■ Non-Consolidated SGA Expenses 

  

The non-consolidated SGA expenses to sales ratio increased 1.3 percentage points compared with the corresponding 

period of the previous fiscal year to 44.8%. 

  

Factors contributing to the increase (decrease) in SGA expenses as a ratio to sales are presented as follows. 

  

Advertising expenses declined due to the drop in advertising placement in fashion magazines and transport 

advertising. Personnel expenses increased mainly on the back of an upswing in sales personnel at stores and 

promotions. In overall terms, store rent expenses were up. Despite the year-on-year decrease in existing store rent 

expenses, this increase was primarily attributable to the opening of new business stores. Other expenses were higher 

than levels recorded in the corresponding period of the previous fiscal year. This mainly reflected the upswing in IT-

related costs as well as distribution consignment and other expenses associated with the increase in inventories. 

  

SGA expenses decreased approximately ¥200 million compared with plans. This decrease was primarily composed of 

a drop in personnel expenses of ¥100 million in line with job vacancies,  a downturn in temporary store opening 

overhead expenses of ¥40 million, and a decline in other fixed costs of ¥60 million. 
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■ Consolidated / Non-Consolidated B / S Overview 

  

The balance of total consolidated assets stood at ¥59,410 million as of June 30, 2014, 7.2% higher than the end of the 

corresponding period of the previous fiscal year and 0.2% higher than the balance as of March 31, 2014. 

  

Principal factors contributing to the year-on-year movements in consolidated balance sheet items are presented as 

follows. 

  

As of June 30, 2014, current assets increased 8.8% year on year to ¥38,245 million. While the balance of cash and 

deposits declined, this increase was largely attributable to an upswing in the balance of inventories on the back of 

business expansion. Noncurrent assets climbed 4.4% year on year to ¥21,164 million owing mainly to increases in the 

balances of tangible noncurrent assets and guarantee deposits in line with the opening of new stores. 

  

Current liabilities declined 5.5% compared with the end of the corresponding period of the previous fiscal year to 

¥24,911 million. Despite a year-on-year increase in the balance of short-term loans payable, this decline in current 

liabilities was primarily the result of decreases in the balances of current portion of long-term loans payable.    

  

As of June 30, 2014, the balance of short- and long-term loans payable fell 18.7% year on year to ¥8,400 million. 

  

On a non-consolidated basis, the balance of inventories was up 14.4% year on year while the number of inventory 

items climbed 8.8%. Moving forward, the Company will undertake sales initiatives in an effort to enhance the efficiency 

of inventories 
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■ Consolidated C / F Overview  

  

Cash and cash equivalents as of the end of the 1Q of FY15 stood at ¥5,016 million. 

  

Net cash used in operating activities amounted to ¥664 million. The major cash inflows were income before income 

taxes of ¥2,800 million and the decrease in notes and accounts receivable, trade of ¥1,600 million. The major cash 

outflows were the increase in inventories of ¥2,100 million and income taxes paid of ¥3,300 million. 

  

Net cash used in investing activities totaled ¥1,747 million. The primary outflows were the purchase of property, plant 

and equipment of ¥1,100 million and the purchase of long-term prepaid expenses of ¥400 million. 

  

Net cash provided by financing activities came to ¥1,999 million. The major cash inflow included the ¥4,000 million 

increase in short-term loans payable associated with the payment of income taxes and other factors. Major cash 

outflows comprised the repayment of long-term loans payable totaling ¥600 million and cash dividends paid of ¥1,300 

million. 
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■ Results of FY15 1Q Group Total Opening and Closing of Stores and FY15 Forecasts 

  

On a Group total basis, 16 stores were newly opened during the 1Q of FY15. There were no stores closed during the 

period. The number of stores as of June 30, 2014 therefore stood at 330. 

  

For the full fiscal year ending March 31, 2015, the UNITED ARROWS Group is looking to open 31 new stores and 

close six stores. This will bring the total number of stores as of March 31, 2015 to 339. 

  

Compared with the previously announced forecast the number of projected stores as of the end of FY15 has fallen by 

four stores. 

  

On a non-consolidated basis, the number of projected newly opened stores has fallen by seven stores compared with 

the previously announced forecast. This mainly reflects the Company’s decision to temporarily hold down the opening 

of new business stores in the fall. 

(Please refer to page 15 for details regarding the decision to hold back on the opening of new stores.) 

  

FIGO CO., LTD. intends to close one store which is outside the plan. 

  

COEN CO., LTD. intends to newly open two stores which are outside the plan. The company also intends to continue 

operations at two stores that it had planned to close. As a result, the number of COEN CO., LTD. stores will 

increase  by four stores compared with the previously announced forecast. 
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■ Reference: UNITED ARROWS LTD. Results of FY15 1Q Opening and Closing of Stores and FY15 Forecasts 

  

An explanation has been omitted. 
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■ Reference: FY15 1Q Results of the Opening and Closing of Stores 

  

An explanation has been omitted. 
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■ Group Companies 

  

・FIGO CO., LTD. 

In the 1Q of FY15, both revenue and earnings were down. Sales declined 12% compared with the corresponding 

period of the previous fiscal year to ¥600 million. This was largely attributable to corrections by the market in April in 

response to the consumption tax rate hike in Japan and other factors including delays in wholesale shipments into the 

2Q. The company is targeting an increase in revenue for the 2Q cumulative period while aiming for an increase in 

revenue and earnings for the full fiscal year. 

  

・COEN CO., LTD. (balance date: January) 

The company reported an increase in revenue and decrease in earnings for the 1Q of FY15. Sales climbed 25% 

compared with the corresponding period of the previous fiscal year to ¥1,600 million. In addition to the increase in 

revenue associated with the opening of new stores, the upswing in sales reflected robust trends in online store sales. 

Sales and each major level of earnings are trending above plans. 

  

COEN was successful to maintaining the support of its customers and securing results in line with plans by returning 

product prices, which had been raised in the fall and winter of 2013, to their former levels from the spring and summer 

of 2014. The company is targeting an increase in revenue and earnings for the full fiscal year. 

 

・UNITED ARROWS TAIWAN LTD. (balance date: January) 

1Q FY15 results trends  were essentially in line with plans. Visitors to the store continue to mainly comprise the well-

to-de highly fashion-conscious customer. Plans are in place to adjust merchandise so that products better match each 

season in Taiwan from the 2014 fall and winter seasons. This will help to address an issue that has continued to 

plague the store. 

 

Together with the BY TAIPEI store opened in May, energies will be channeled toward increasing sales by turning 

visitors into loyal purchasing customers and  enhancing the store name presence and visibility through the use of 

various SNSs and other media going forward. 
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■ Progress on Addressing Priority Issues 

  

We have adopted “the spirit of a creative merchant” as our slogan for the current fiscal year (FY15). 

Guided by this slogan, we have positioned efforts to surprise and excite customers as our first priority. 

With our employees making full use of their originality and ingenuity, we will continue to create new 

and unique value and increase the value of our brands. Through these means, we will aim for a fourth 

consecutive fiscal year of record results. 

  

In order to push forward our slogan, we have also identified the priority issue of bolstering the cycle of 

collaboration between the product, sales, and promotion departments. 

  

Progress in Addressing Priority Issues in the 1Q is explained as follows. 

・Background behind the decision to temporarily hold down the opening of new business stores 

・Taking the aforementioned into consideration, an explanation of case studies involving successful 

efforts to address and improve priority issues in certain businesses 
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Holding Down the Opening of New Business Stores： 

In connection with the opening of new business stores, the decision was made to temporarily hold down the total 

number of newly opened stores planned for the fall of 2014 by six across the three BOW & ARROWS, Boisson 

Chocolat, and ASTRAET businesses. Each of these businesses had steadily opened new stores from spring 2014. 

  

Background： 

Each of these businesses is taking up the challenge of entering markets in which the UNITED ARROWS Group is 

yet to establish a presence from a variety of perspectives including tastes, price range, and demographics. While 

each brand store has recorded certain months when sales have exceeded plans, the current structure that each 

business has in place is yet to secure the stable of support of customers. The first priority is therefore to accurately 

grasp the need of customers at existing stores and to then put in place the appropriate merchandising strategy. 

After successfully addressing the aforementioned, each business can then recommence the opening of new stores 

from the 2015 spring and summer seasons. 

  

Steps to temporarily hold down the opening of new stores together with a review of product merchandising to match 

the behavior patterns of customers are initiatives that the UNITED ARROWS Group has previously adopted on a 

flexible basis in the development of new businesses. This strategy is merely an extension of these activities. 

  

With the above in mind, and as a measure of the progress made in addressing priority issues, we introduce an 

example where improvements in the sale of products have been made through collaboration with promotion 

department focusing on the opening of stores in the new monkey time BEAUTY&YOUTH UNITED ARROWS and 

STEVEN ALAN brand business from FY13 to the beginning of FY14. 

 

 



16 

The monkey time BEAUTY&YOUTH UNITED ARROWS brand business operates stores that offer a lineup of monkey time 

products.  The Shinjuku store opened in September 2012 catering largely to men seeking to express their individuality and 

originality through fashion. Products mainly comprise a lineup of items with a tailored, military, and biker look that features 

trendsetting tastes. 

  

STEVEN ALAN is a leading select shop based in New York. This particular brand is famous for putting forward simple yet 

comfortable styling proposals that focus on American traditional and casual tastes. UNITED ARROWS LTD. entered into an 

agreement to open and operate STEVEN ALAN brand stores in Japan. In April 2013, stores were opened in Shibuya, Shinjuku, 

and the Umeda in Osaka. 

  

Both brands confronted a host of challenges shortly after commencing business operations. In the ensuing period, the 

Company has pushed forward a variety of improvement initiatives. 

  

One major issue was and is brand visibility and profile. While BEAUTY&YOUTH has an established track record of handling the 

monkey time and STEVEN ALAN brands as an original label and procured brand, respectively, steps to build a solid profile for 

independent  monkey time and STEVEN ALAN stores which are operated independently remain lacking. A monkey time store 

was opened on the fifth floor of LUMINE EST SHINJUKU. The customer demographic for the majority of stores on this floor is 

younger than BEUATY&YOUTH’s established customer base. With the majority of customers having little or no knowledge of 

the monkey time brand, the store struggled in its early stages. In similar fashion, STEVEN ALAN is not a completely unknown 

name in Japan. With relatively low visibility, however, the principal issue upon the launch of the inaugural store was to cultivate 

a customer base particularly among women. 

  

Another key issue was and is the need to upgrade and expand product lineups. As one of the many labels handled by 

BEAUTY&YOUTH, monkey time has played a central role in the promotion of contemporary and trendy items. In promoting 

stores  that are operated independently, however, there is a need to develop and expand the single label to include not only 

contemporary items, but also a mix of unique items that set new trends by being a half step ahead of customer needs as well 

as a selection of basic items. Unable to put together an appropriate merchandising mix under the one monkey time label, steps 

were taken in the initial stages to complement the monkey time lineup with other BEAUTY&YOUTH products developed for the 

youth market. While boasting an established reputation particularly in men’s shirts, the individuality and appeal of STEVEN 

ALAN brand products in other clothing categories is weak. As a result, there was the need to support the product lineup with 

other items developed by the Company under license when independent  stores were first opened. 
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Initiatives Aimed at Addressing Each Issue 

Strengthening its sales and promotional activities mainly through the use of the Internet, the monkey time brand business worked diligently to 

raise its profile and visibility while vigorously showcasing its brand image. In addition to the use of visual images throughout its official website, 

an online publication commonly referred to as “Looks”   outlining unique styling proposals was posted on two occasions (spring and summer) 

during the year in a bid to further entrench the monkey time brand. Recognizing that the monkey time brand largely appeals to the younger 

customer, SNS tools including instagrams are seen as a strong marketing tool. Accordingly, staff introduce styling proposals on the official 

monkey time website while distributing information through a variety of tools including instagrams, Twitter, and Facebook. Efforts are also 

being made to further expand the fixed customer base through a host of joint events with popular brands. 

  

From a product lineup perspective, officers responsible for products conduct daily hearings with sales personnel. Feedback is used in efforts to 

develop products that fill any gaps with respect to customers’ needs. During the early stages immediately after stores were opened, products 

developed for the youth market from BEAUTY&YOUTH original products were used to complement the product lineup. Today, the product 

lineup is for the most part made up entirely of monkey time products. In addition to promoting exclusive items with popular brands, steps have 

also been taken to develop newsworthy products. 

  

In promoting the STEVEN ALAN business, active steps were taken to hold a variety of events that encompassed not only fashion themes, but 

also art, food, and other related areas. Every emphasis was placed on arousing interest and attracting customers to stores. Currently, events 

are being held every two weeks.  This is helping to attract a growing number of visitors to stores. An official website with an online sales 

function was established in November 2013. In setting up the site, particular focus was placed on following the design of the mother-country 

site and to convey the unique world view  of the brand. Furthermore, STEVEN ALAN corners have been established at six BEAUTY&YOUTH 

stores located in such major regional cities as Sapporo, Nagoya, and Fukuoka. By using the same design, fixtures, and layout as STEVEN 

ALAN stores and aggressively showcasing the image and appeal of the brand, successful steps have been taken to raise the profile and 

visibility of the brand and to expand online sales. 

  

From a product lineup perspective, energies have also been channeled toward strengthening the development of core products through 

licensing with a focus on such items as pants and knitwear while also developing products that will deliver a new face to the STEVEN ALAN 

brand. The products that have been developed under license are being extremely well received by the mother STEVEN ALAN brand. So much 

so that orders are being received for their delivery to the U.S. In conjunction with this trend, steps are being taken to pursue other initiatives 

including special order with popular brands. Every effort is being made to create interest in the STEVEN ALAN brand through events based on 

each of the aforementioned initiative themes at stores. 

  

Taking each of these activities into account, results in the monkey time and STEVEN ALAN brand businesses are extremely strong. In the 1Q 

of FY15, monkey time and STEVEN ALAN sales climbed 36.9% and 15% compared with the previous period, respectively. The number of 

purchasing customers for each brand also climbed 18% and 15.7%, respectively. 

  

After initiating steps to open new business stores from spring 2014, the UNITED ARROWS Group has decided to temporarily hold down its 

effort in this area from the fall of 2014. Through current initiative including monkey time and STEVEN ALAN, every effort will be made to 

carefully address each issue one-by-one and through ongoing improvements to secure medium- to long-term growth. 
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