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■ Overview of Business Results and Forecasts

(As detailed on this page)
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■ Consolidated and Non-Consolidated P/L Overview for FY16
In FY16 (April 1, 2015 to March 31, 2016), UNITED ARROWS LTD. reported an increase in revenue and decrease in ordinary 

income. Both sales and profits were down compared with plans. This was mainly due to difficult conditions in the 4Q.
Consolidated sales increased 7.5% YoY, to ¥140,919 million. Compared with plans, however, consolidated sales were down 

0.3%. Despite growth at UNITED ARROWS LTD. and COEN CO., LTD., this downturn was largely due to the failure of other 
consolidated subsidiaries to achieve plans.
The gross margin decreased 1.1 percentage points compared with FY15, to 50.8%. This was mainly due to the priority placed on 

reducing past inventories at UNITED ARROWS LTD. and on setting prices and putting in place a product lineup that would attract 
customers. The gross margin was also down 0.9 of a percentage point compared with plans. This largely reflected delays in 
improving the cost of goods sold ratio at UNITED ARROWS LTD. and an increase in the sale of markdown items at COEN CO., 
LTD.
The selling, general and administrative (SGA) expenses to sales ratio decreased 0.3 of a percentage point compared with FY15 

and 0.5 of a percentage point compared with plans, to 42.9%. These decreases were due largely to successful efforts aimed 
reducing and controlling fixed costs at UNITED ARROWS LTD.
In FY16, UNITED ARROWS LTD. incurred an extraordinary loss of ¥725 million. The amount of extraordinary loss was more than 

initially planned due to the higher impairment loss. On a positive note, the amount of extraordinary loss was down YoY, owing to
the larger amount posted in FY15.
Accounting for each of these factors, operating and ordinary income declined while net income attributable to owner of parent

increased.
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■ Reference: Non-Consolidated P/L Overview for FY16
(An explanation has been omitted)
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■ Non-Consolidated Sales Results by Sales Channel
Non-consolidated sales were up 7.8% compared with FY15. Existing retail and online store sales also climbed 3.8% YoY.
While retail sales fell below plans, online, outlet, and other sales all exceeded plans.
From a sales composition perspective, online store sales accounted for 12.7% of the total, up 0.7 of a percentage point 

compared with FY15. Outlet store and other sales made up 13.1% of the total, an increase of 0.7 of a percentage point YoY.
The number of purchasing customers at retail stores declined 4.2% compared with FY15. After taking into account the number 

of customers that can be acquired through UNITED ARROWS LTD. ONLINE STORE and ZOZOTOWN, however, the decline in 
the number of customers at existing retail and online stores narrows to 1.5% YoY. These two sites account for around 80% of 
online sales. Factoring in growth at other e-commerce sites, we estimate that the number of customers at existing retail and 
online stores has returned to roughly the FY15 level.



7

■ Non-Consolidated Sales Results by Business
Revenue was up across all businesses. Existing stores sales also improved YoY.
Robust trends in men’s sports, women’s dress, and CH items in the UA business. Trends were also strong for women’s items 

generally in the GLR business. Silver and gold accessories as well as apparel exhibited healthy trends in the CH business. While
the SBU struggled in overall terms, Jewel Changes and THE STATION STORE witnessed steady trends.
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■ Non-Consolidated Gross Margin Results
In FY16, the non-consolidated gross margin decreased 1.1 percentage points compared with FY15, to 50.2%.
Reflecting on the previous period’s results, priorities were placed on price setting and a product lineup that would attract 

customers. Despite these endeavors, the Total Business Units gross margin came in at 54.1%, down 1.3 percentage points YoY. 
While there were delays in improving the cost of goods sold ratio as initially planned, the degree of gross margin YoY decline is 
steadily narrowing.
In addition to sales at outlet stores, special efforts were also made to actively hold sales events and to undertake other initiatives 

in FY16. While the gross margin for outlet and other stores declined, successful steps were taken as a result to reduce past 
inventories. Furthermore, the gross margin for outlet and other stores improved in the 4Q compared with the corresponding period
of FY15.
Other costs decreased ¥ 325 million compared with FY15. This was due largely to a decline in the devaluation of products in line 

with the reduction in inventories.
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■ Reference: Non-Consolidated Gross Margin Results by Quarter
(An explanation has been omitted)
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■ Non-Consolidated SGA Expenses
The non-consolidated SGA expenses to sales ratio decreased 0.5 of a percentage point compared with FY15, and 0.6 of 

percentage point compared with plans, to 41.8%.
The YoY downturn in the SGA expenses to sales ratio largely reflects a decrease in the ratio of personnel expenses.
Compared with plans, the SGA expenses to sales ratio decreased 0.6 of a percentage point, or ¥750 million. This was mainly 

attributable to successful efforts to reduce and control distribution, packaging supply, promotion, personnel, and other expenses.
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■ Consolidated / Non-Consolidated B/S Overview
The balance of total assets stood at ¥63,877 million as of March 31, 2016 on a consolidated basis. This figure was 3.0% higher

than the balance as of the end of FY15.
Factors contributing to the YoY movements in consolidated balance sheet items are presented as follows.
Current assets stood at ¥42,367 million as of March 31, 2016, up 2.2% compared with the balance as of the end of FY15. The 

principal movements included increases in the balances of inventory as well as cash and deposits. Noncurrent assets came to 
¥21,510 million, an increase of 4.5% YoY. The major movements were increases in the balances of tangible noncurrent assets 
owing to investments in sales facilities as well as long-term guarantee deposits and a decrease in the balance of investment 
securities. Meanwhile, all of the Company’s policy shareholdings have been sold after taking into consideration application of the 
Corporate Governance Code and other factors.
The balance of current liabilities stood at ¥24,964 million, up 3.6% compared with the balance as of the end of FY15. Despite a 

decrease in the balance of short-term loans payable, this increase is largely attributable to higher balances of accounts payable-
trade and income taxes payable.
Noncurrent liabilities amounted to ¥5,152 million, down 23.5% compared with the balance as of March 31, 2015. This was mainly 

due to a decrease in the balance of long-term loans payable.
The balance of short- and long-term loans payable stood at ¥6,146 million as of March 31, 2016. This was 41.5% lower than the 

balance as of the end of FY15.
The balance of inventory on a non-consolidated basis increased 1.6% YoY. This rate came in at a lower level than the rate of 

non-consolidate sales growth, which was 7.8% compared with FY15.
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■ Consolidated C/F Overview
The balance of cash and cash equivalents stood at ¥5,799 million as of March 31, 2016.
Net cash provided by operating activities amounted to ¥11,689 million. This was a substantial increase over the net cash provided 

by operating activities of ¥4,730 million for FY15. During the fiscal year under review, the major movements in cash flows from 
operating activities included an increase in inventories, which declined ¥2,611 million compared with FY15 (increase in inventories 
came to ¥3,102 million in FY15 and ¥491 million in FY16) and a YoY decrease in income taxes paid of ¥2,924 million.
As just mentioned, net cash provided by operating activities amounted to ¥11,689 million for FY16. The principal cash inflows were 

income before income taxes of ¥10,450 million and depreciation of ¥1,794 million. The major cash outflow was the increase in 
inventories of ¥491 million.
Net cash used in investing activities totaled ¥3,351 million. The principal cash outflows included the purchase of property, plant 

and equipment of ¥2,090 million in line with such activities as the opening of new stores, and payments for guarantee deposits of 
¥753 million.
Net cash used in financing activities came to ¥8,139 million. The major cash outflows came from cash dividends paid of ¥2,376 

million, the repayment of short-term loans payable of ¥2,350 million, the repayment of long-term loans payable of ¥2,004 million, 
and the acquisition of treasury stock of ¥1,418 million.
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■ Results of FY16 Group Total Opening and Closing of Stores and FY17 Forecasts
On a Group total basis, 35 stores were newly opened and 12 stores were closed during the fiscal year under review. The number

of stores as of March 31, 2016 therefore stood at 357.
For FY17, the UNITED ARROWS Group is looking to open 17 new stores and close 15 stores, bringing the total number of stores 

as of March 31, 2017 to 356.
While the number of stores as of the period-end is projected to decline compared with the end of FY16, sales floor space is 

forecast to increase around 3.5% year on year owing mainly to the opening of large-scale stores, efforts to expand the floor space 
of existing stores, and the closing small stores.
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■ Reference: UNITED ARROWS LTD. Results of FY16 Opening and Closing of Stores and FY17 Forecasts
(An explanation has been omitted)
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■ Reference: Details of FY16 Opening and Closing of Stores (UNITED ARROWS LTD.)
(An explanation has been omitted)
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■ Reference: Details of FY16 Opening and Closing of Stores (UNITED ARROWS LTD. and Group Companies)
(An explanation has been omitted)
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■ Group Companies
・ FIGO CO., LTD.
In FY16, sales came to ¥3,200 million, down 8.0% YoY. In the mainstay Felisi brand, the company was unable to expand sales of 

business items. As a result, revenue and earnings decreased YoY. In contrast, signs of an improvement in items that can be used 
for both business and casual occasions are beginning to emerge. Looking ahead, the company will target revenue and earnings 
growth by conveying to the source of production comments and opinions gleaned from customers. This information will then be 
used to ensure the proper development of products.

COEN CO., LTD. (Fiscal year-end: January)
Sales amounted to ¥9,800 million in FY16, up 8.0% compared with FY15. Earnings, on the other hand, declined. While trends 

were steady up to the 3Q, the impact of the mild winter coupled with delays in adequately addressing the silhouette, color, and 
other aspects of items that reflect prevailing trends brought about by the shift of production to ASEAN countries, had a negative 
effect on result from November of the 4Q. Moving forward, the company will target an increase in revenue and earnings through a 
variety of initiatives including the introduction of 8-season merchandising from the 2016 spring and summer seasons and sharing of 
trend information with UNITED ARROWS LTD.

UNITED ARROWS TAIWAN LTD. (Fiscal year-end: January)
Results in FY16 were essentially in line with plans. Performance trends in each of the UA and BY businesses were steady on the

back of such factors as successful efforts to increase visibility and awareness and the roll out of items that match the needs of 
customers in Taiwan. With the opening of an outlet store in January 2016, the company incorporated a mechanism through which 
to reduce past inventories. Plans are in place to open its first e-commerce store in Taiwan in the new fiscal year.

Designs & Co. (Fiscal year-end: January)
The company intends to open its inaugural store in the fall of 2016.
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■ FY17 Consolidated P/L Forecasts
The UNITED ARROWS Group is targeting an increase in revenue and earnings.
In FY17, consolidated sales are projected to reach ¥150,438 million, up 6.8% YoY. This projection is based on the assumption 

that UNITED ARROWS LTD. existing retail and online store sales will improve 5.4% YoY.
The gross margin is forecast to climb 0.9 of a percentage point, to 51.7%. This improvement reflects efforts to standardize past 

inventory reduction costs and to thoroughly control costs associated with the purchase of products.
The SGA expenses to sales ratio is also expected to increase 1.2 percentage points, to 44.1%. Results in FY16 were mainly 

attributable to the decision to substantially control costs. In FY17, plans are in place to evaluate opportunities with a view toward 
medium- and long-term growth, and to then allocate costs accordingly.
Based on each of the aforementioned, operating income is anticipated to grow 2.6% YoY, to ¥11,364 million. Ordinary income is 

estimated to improve 2.3%, to ¥11,432 million.
In line with the forecast decline in impairment loss, net income attributable to owners of parent is expected to rise 6.1% YoY, to 

¥6,890 million.
Consolidated EPS is also forecast to climb 6.1%, to ¥228.06, again owing mainly to the decrease in extraordinary losses.
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■ Reference: FY17 1H and 2H Consolidated P/L Forecasts
Earnings are projected to decrease in the 1H, increase in the 2H, and improve for FY17 as a whole on a consolidated basis.
The forecast decrease in 1H earnings is mainly attributable to an increase in SGA expenses.
This increase in SGA expenses largely reflects an upswing in personnel expenses, which had previously been suppressed, and 

other factors including higher promotional expenses.
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■ Reference: Details of FY17 Non-Consolidated Sales Forecast
(An explanation has been omitted)
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■ FY16 Management Policy and Addressing Priority Issues
UNITED ARROWS LTD. identified “Maximum satisfaction to each customer on each occasion” as its Management Slogan in 

FY16.
At the same time, the Company took steps to review merchandising and product lineup policies, review pricing strategies, and 

control increases in inventories as a part of ongoing measures.
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■ Progress regarding Ongoing Measures ―Results to Date―
The graph on this page depicts YoY trends in various indices including the Company’s sales, inventory, and number of customers

by quarter from the 2H of FY15 to the 4Q of FY16.
YoY comparison of existing retail and online store sales
→ Up 1.7% in the 4Q three-month period. While the Company experienced an increase during the quarter, issues relating to 
temperature-related measures remained.
YoY comparison of period-end inventory
→ Up 1.6% as of the end of the 4Q. Amid an increase in sales of more than 7.0%, the increase in inventory was less than the rate of 
sales growth. The composition of inventory also continues to improve.
YoY comparison of period-end number of inventory items
→ Down 3.0% as of the end of the 4Q. Efforts to narrow the number of items through the introduction of new products contributed to 
a decrease in the number of inventory items.
YoY comparison of the number of purchasing customers at existing retail stores
→ Down 5.4% in the 4Q three-month period. In addition to temperature-related issues, the substantial downturn in the number of 
customers during January and February of the 4Q is largely attributable to efforts aimed at shrinking and shortening the periods of 
clearance sales.
The downturn also reflects the continued shift to online stores by customers.
In summary: Trends up to the 3Q of FY16 were relatively steady. Operating results for the 4Q, however, fell below forecasts. 

Several issues remained entering the new fiscal year.
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■ Overview of FY16
Sales: Trends in UNITED ARROWS LTD. sales were in line with the first half of these explanations.

Consolidated subsidiary sales, and especially those of COEN CO., LTD. and FIGO CO., LTD. struggled in the 2H. COEN adopted 8-season 
merchandising from the new fiscal year in a bid to improve the accuracy of product introductions. With concerns that FIGO is lagging behind 
changes in top-selling items, appropriate steps are being taken.

Gross margin: Reflecting on operating results in FY16, the gross margin is recognized as a major issue. Despite an improvement in markdown 
losses, issues relating to the control of costs remain a concern. Energies are being channeled toward improving the gross margin by thoroughly 
controlling costs in the new fiscal year.

SGA expenses: Since FY15, efforts have been made to control SGA expenses for two consecutive fiscal years. In limiting expenses, however, 
care was taken not to excessively burden marketing, recruiting, and other key activities. In FY16, the SGA expenses to sales ratio came to 41.8% 
on a non-consolidated basis. Compared with the ratio four years earlier of 44.3% in FY12, this is a decline of 2.5 percentage points. Looking 
ahead, the Company will maintain an appropriate level with a view toward medium- and long-term growth.

Operating income: UNITED ARROWS LTD. failed to achieve its profit plans due to the decline in gross margins. Subsidiaries also failed to 
achieve profit plans due to lower 2H sales compared with plans.

Overview of Ongoing Initiatives
8-season merchandising: Results are currently being verified at certain businesses. In overall terms, however, performance is currently sound. 

Signs of a positive impact on the GLR business are becoming increasingly evident. Ongoing steps are being taken to assess the impact on other 
businesses. Recognizing that 8-season merchandising is having a major positive impact, plans are in place to expand its application to a broad 
range of business in the future.

Pricing strategy: Successfully dispelled the FY15 negative impression toward prices. On the other hand, the gross margin declined owing mainly 
to concerns with respect to cost control and other issues. Every effort will be made to improve profitability by ensuring a better balance between 
price and value while attracting the support of customers.
Inventory: With continued progress in increasing the efficiency of newly introduced inventory as well as the reduction of past inventories, the 

composition of inventory is improving.
While newly introduced products have increased by more than 10% YoY, past inventories have declined just under 10%.

Moreover, cash flows have improved. The Company will work to further increase efficiency over the medium to long term.
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■ Overview of FY16 ―Toward the New Fiscal Year―
1. Still a long way to go with respect to product differentiation
The clothes that we sell are not purchased to provide protection against the cold. Put another way, the Company’s products do

not fall within the category of daily necessities. Our products are much closer to the personal preference category. As a result, it is 
vital that we provide products that match the high-level requirements of customers and that excite. In order to stimulate sales and 
to boost our operating performance, while minimizing the impact of the external environment including temperature and weather
conditions, it is important that we deliver a product lineup that customers want, when they want, and at an acceptable price.
Looking at results in FY16, we recognize that there is still a long way to go with respect to differentiating our products.

2. Increasingly rapid shift to e-commerce channels
In FY16, e-commerce sales climbed 14.0% and 4.0% compared with FY15 and plans, respectively. Taking into consideration the 

high levels of convenience, we are seeing a steady increase in the number of customers using e-commerce channels. Meanwhile, 
there is a high incidence of sales opportunity loss with respect to e-commerce operations. Steps to address customers’ needs 
remain insufficient. This is a major issue.

3. Change in the role of actual stores
With the ongoing development of e-commerce, the role of actual stores is gradually changing. The e-commerce channel is not 

only a medium for purchasing items, but also a convenient place to browse while at home or on the move. It is important to view 
actual stores as a place where customers purchase items with a high degree of certainty. Moreover, it is clear that e-commerce 
has its limitations, especially in the area of further increasing the added value of customer service.
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■ FY17 Management Policy
1. Create products that move customers’ hearts
As outlined in the overview of FY16, the number of customers that visit actual stores after viewing products online is increasing.
In order to inspire and amaze, it is important to instill in customers a sense of value that exceeds their expectations toward the 

product. At the same time, it is equally vital to deliver a level of satisfaction over and above the product by adding value through 
personalized customer service and coordination proposals.
To this end, we are enhancing our merchandise planning capabilities, increasing the added-value of private brand products, and

lifting merchandising precision. In this way, we are ensuring that customer can purchase the products they want, when they want,
where they want, in the quantities they want, and at prices they want.
In specific terms, we will fine-tune and improve 8-season merchandising, incorporate information on trends into product policies, 

and minimize opportunity loss with respect to top-selling items.
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■ FY17 Management Policy
2. Deliver convenient and user-friendly e-commerce channels that exceed expectations
The e-commerce market within the retail sector has evolved dramatically over the past one to two years.
Compared with other pioneer companies, we recognize that our e-commerce activities lag well behind the market.
We will work to improve our e-commerce services in an effort to match shifts in the online store market, which continues to rapidly 

evolve.
We will endeavor to enhance customer convenience by integrating actual store House Card and e-commerce members as well 

as House Card and online store applications.
We will minimize sales opportunity loss by expanding the allocation of inventory to online stores.
We will take preparatory steps to put in place an evaluation system that encourages sales personnel to actively guide customers 

to e-commerce channels when actual stores run out of stock.
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■ FY17 Management Policy
3. Provide a shopping experience that inspires and amazes customers
Taking notice of customers’ needs and acting accordingly helps to inspire and amaze customers.
To ensure that this process of taking notice and acting accordingly becomes second nature and part and parcel of the Company’s

culture, UNITED ARROWS LTD. is undertaking various initiatives. In addition to rebuilding the educator/student system, where 
senior staff educate and train new recruits, the Company is also working to strengthen management education and training while 
upgrading and expanding initial education and training for newly recruited and mid-career hire employees.
Each of these priority measures is being incorporated into the action plans of pertinent divisions. In monitoring progress on a 

monthly basis, every effort is being made to achieve each plan.
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■ Key Features of Organizational Changes in FY17
1. Reorganization of the Supply Chain Management Division
The overall objective for reorganizing the Supply Chain Management Division is to enhance Group-wide product planning and 

merchandising capabilities.
The Fashion Marketing Department, which undertakes the qualitative analysis of customer behavior, estimates of future trends,

and related issues was integrated with the Merchandising Support Department, which undertakes the detailed analysis of sales 
trends, as a part of efforts to reorganize the Supply Chain Management Division. This Division has been charged with the 
responsibility of spearheading efforts to reform product planning and merchandising on a Group-wide basis.
To date, the Merchandising Support Division took the lead in supporting each of the Group’s businesses. With the reorganization 

of the Supply Chain Management Division, UNITED ARROWS LTD. has put in place a mechanism to oversee product, pricing, 
and related strategies across the Group as a whole, while continuing to fulfill a support function that encompasses such wide-
ranging areas as quality control and statutory compliance.
Recognized as the executive with the most skills and knowledge in product planning and merchandising within the Company, the 

former general manager of the UA Division will be transferred to head the reorganized division.

2. Integration of the Small Business Unit Division
The overall objective for integrating the SBU Division is to strengthen, stabilize, and identify the operations of each SBU.
Up to FY16, SBU activities operated under a two-unit structure comprising the Small Business Unit Division I and the Small 

Business Unit Division II. In FY17, these two units will be integrated and energies channeled toward renewed growth under a new 
framework.
In addition to strengthening each SBU, every effort will be made to identify the capacity for SBU growth and improvement.
The former general manager of the GLR Division, who was instrumental in expanding GLR into a mainstay business using an 

SPA-type model, will be transferred to head the Small Business Unit Division.
Making the most of this framework, UNITED ARROWS LTD. will work diligently to carry out its management policies and achieve 

its management plan.
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■ Key Features of FY17 Business Results Forecasts
In addition to the items outlined to date, the Company has decided to select and newly open stores on a carefully handpicked 

basis with a view to expanding sales.
Particular emphasis will be placed on strengthening existing stores of each business beginning with GLR.
Energies will be focused on constraining the opening of small-sized stores, opening large-scale stores, and expanding existing

stores.
In addition to creating products that move customers’ hearts, every effort will be made to reduce markdown losses by 

standardizing the level of past inventories. At the same time, weight will be placed on thoroughly controlling costs associated with 
the purchase of products in order to secure further improvements. Through these means, the Company plans to increase the gross 
margin.
As far as SGA expenses are concerned, the Company will adopt a stringent approach toward the introduction of costs with the 

aim of enhancing corporate value over the medium to long term.
Turning to personnel expenses, UNITED ARROWS LTD. will take various measures including steps to strengthen the hiring of 

employees and to review the promotion ratio.
On top of these endeavors, the Company will introduce the necessary costs to push forward priority measures.
However, the decision has also been made to shelve certain initiatives as a result of planning proposals.
Looking ahead, priority measures will be considered in line with operating results trends.
In the context of the Company’s operating and ordinary income, the SGA expenses to sales ratio is increasing. Despite this 

upswing, UNITED ARROWS LTD. will target an increase in earnings by lifting revenue and improving the gross margin. Each 
consolidated subsidiary will also work toward an increase in revenue and earnings.
From an inventory perspective, the Company will continue to increase efficiency while also introducing products strategically

through the e-commerce channel.
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■ About the Long-Term Vision: UA VISION 2022
UNITED ARROWS LTD. disclosed details of its Long-Term Vision in May 2013. Under this Vision, the Company plans to push 

forward three core business strategies (expand existing business growth, develop new business, enter overseas markets). 
Through these means, UNITED ARROWS LTD. is targeting consolidated sales of ¥220.0 billion, an ordinary income margin of 
12.0%, and an ROE of 20.0% or more.
Meanwhile, the gross margin came to 50.8% and the ordinary income margin to 7.9% in FY16. This compares with a gross 

margin and ordinary income margin of 54.4% and 10.9%, respectively, in FY13, the year the Long-Term Vision was formulated.
The deterioration in these indices over the period can be attributed to various factors. In addition to increases in taxes and the 

effects of the weak yen, a primary reason was the inability of the Company to promptly address many of these issues.
Taking into consideration operating results for FY16 together with such factors as the Company’s internal and external 

environments, the Company has decided to maintain its strategies under its Long-Term Vision, but to temporarily withdraw 
quantitative targets.
The focus will now be placed on resolving the issues currently before the Company and to make every effort to ensure 

improvement.
UNITED ARROWS LTD. has set the single fiscal year ROE target of around 20% for FY17. Thereafter, the Company will 

reconsider what targets it should set going forward.
Regarding the Company’s medium- and long-term aspirations, steps are being taken internally to formulate a plan during FY17. 

Plans are in place to disclose details of a renewed Medium-Term Business Plan and Long-Term Vision in May 2017.
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■ Transition to a Company with an Audit and Supervisory Committee
As outlined in the press release dated May 9, 2016 (in Japanese only), UNITED ARROWS LTD. is looking to transition away from 

its current structure as a company that has adopted a corporate auditor system to a company with an audit and supervisory 
committee subject to the approval of its shareholders at a meeting scheduled to be held on June 23, 2016.
The Company has decided to pursue this transition in order to better monitor the Board of Directors and to accelerate the pace of 

decision-making by maximizing the use of outside directors and ensuring the proper delegation of authority.
In conjunction with this transfer, UNITED ARROWS LTD. plans to establish a nomination and compensation committee in order 

to ensure that matters relating to the nomination and compensation of members of the Board of Directors are conducted in an 
objective and transparent manner.
Turning to the composition of directors, the Company currently maintains a six-member structure. The number of in-house 

directors will remain unchanged at four. UNITED ARROWS LTD. plans to appoint three independent outside directors bringing the
number of directors to seven. In addition to the current two independent outside directors, one standing Audit & Advisory Board 
member will be appointed as an independent outside director.
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