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We are a group that keeps on setting new standards of Japanese lifestyle and culture.
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Customer Value, Shareholder Value, Employee Value, Business Partner Value, Social Value
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Our corporate philosophy is the foundation of our daily activities.
We have a philosophical structure consisting of five elements that bond around this philosophy.
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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The UNITED ARROWS Group is currently engaged in Dream Plan 2011,
our medium-term business plan for the three years ending March 2011.

We intend to continue our evolution by realizing the vision and goals
outlined in this plan, and by earning the support of customers in Japan and

around the world as a trend-conscious specialty retail fashion group.
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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, 2009, 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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In April 2009, we reshuffled our senior management,
' with myself, Osamu Shigematsu,
formerly Chairman and CEO,

assuming the position of Representative Director,
Executive Officer and President, and Tetsuya Iwaki,
previously President and COO,

becoming Representative Director,
Executive Officer and Senior Vice President.
We look forward to your continued

support as we begin this new chapter in

our group’s history.
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Representative Director, Executive Officer and President,

>y UNITED ARROWS Group
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Through this management reorganization, we aim to accelerate decision-making and quickly improve our

earnings.

At the same time, we intend to provide customers with value that transcends the prices they pay—
sowing the seeds to create value with a firm focus on the future.
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What kind of changes will there be as a result
of the management reorganization?

For the past three years, we have seen continued growth in revenue but
declines in profits. In May 2007 we announced a major expansion plan in
pursuit of further growth, but we moved forward with business and store
expansion without having fully developed our organizational framework and
personnel, which should have served as the foundation for such growth.
This resulted in a deterioration in our earnings structure, with sales targets
not being met, gross profit margin declining and inefficiencies in our
headquarters and business head offices.

A number of factors contributed to this deterioration, but the prime
cause was our management decisions in our respective roles as President and
COO and Chairman and CEO. To take responsibility for these decisions,
both of us have been demoted, and have concurrently assumed the role of
executive officer. That is the major change in our management organization.
I will oversee the management of the business, while Tetsuya Iwaki will have
overall responsibility for products and sales. In cooperation with the three
other directors, we intend to run the business from a position closer to the
frontline.

We aim to accelerate management decision-making by forging closer
relations with the general managers of each business head office. And we are
determined to make prompt decisions on what must be done and to press

ahead without delay on a daily basis.

Please tell us about your medium-term

management plan setting out your vision for
March 2011 and the initiatives in the current
fiscal year to March 2010 based on this plan.

We are currently pursuing our medium-term management plan, which runs
to March 2011. The plan, which was based on repeated discussions mainly
involving prospective future executives that will lead the company in the
times to come, sets out our vision for the company in March 2011. We call
it Dream Plan 2011,* as it seeks to realize the group’s objectives by
determining what strategic issues must be resolved to move closer to
achieving these objectives and striving to resolve these issues.

Of the four strategic challenges outlined in Dream Plan 2011, we are

focusing particularly on fine-tuning product planning and establishing optimal SCM
systems and. revamping our organizational structure, and we have set the following

key challenges for the fiscal year to March 2010:

*See Medium-term Business Strategy on page 7 for details of Dream Plan 2011.
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Key challenges for the fiscal year to March 2010

Generate higher gross profits by controlling product procurement and inventory reduction
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based on our sales plan and achieving a balance between product supply and inventory

reduction.

. Optimize the entire value chain’! by reviewing business processes for all business activities
Determine and review tasks relating to business processes for product planning and
procurement, and reengineer business processes so that each item for improvement has a

bearing on overall business process optimization.

. Optimize HR system by reviewing headquarter and business head office business processes
Aim to improve cost structure by optimizing headquarter and business head office
organization and personnel while reviewing all business processes and particularly store

service functions.
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Achieve optimal allocation of business resources by establishing a business management
control cycle

Fine-tune investment decision-making in order to increase returns on investments to open
new stores or renovate existing stores, while making prompt decisions to withdraw from

underperforming businesses, thus ensuring effective use of business resources.

Key challenges for the fiscal year to March 2010 KD S Mk

Achieve early improvement in earnings

= HaTIRnSE Improve gross profits

aAXMEED X LIE Slim down cost structure
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product procurement and inventory reduction
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Generate higher gross profits by controlling Optimize the entire value chain by reviewing Optimize HR system by reviewing headquarter

business processes for all business activities
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and head office business processes

REBEYVIVORLICES BEFRORER S Achieve optimal allocation of business resources by establishing a business management control cycle

NG DOFEDFITIZE D, ol AGE YT L b HIRE AL
T3 2PESHRE~ Dl 2 FHICIX Y £ 7,

&@T%HVLiT;ﬁﬁﬁ%@%Cﬁﬁtfb
AME LI EDL IR DTTH, 2. YDk
5:ﬁﬁ«QML1v5®@¢#.

%ﬁuFﬁtwa$@$ﬁim@ﬁﬁka5%@ﬁ@ﬂﬁj%@
BUIIBY. BOXEIRPML THEFHELE2RLILIZVEEZEZTVS
ﬁﬂ\%@%ﬁ?:ﬁTLfU5AﬁTT Iz bDIETHELL &
Bz L, sl LA HARPPRBEIIBISTI LI TE S,
20l HADEFOmM I, 2P EAEMTETV2DT
BEEBZTVET, Led, FA-bR3EEHE2G [HYHLES] L
EoTVREYIEDTY., ZOFREIPIZLOENILE, AL
s Lol vt HAL TV 2T,

FAEEOE M, 5lIsHETNERNTHS L TR T, it
BE=, v bEF2br oy F=—Fry i RELE, BRLT
2R ECTLES, L2LEDG, BHBEEC 7 7 v OHE
MILAONTS 2 TEHYET., 2045 KREOWHR T,
BEMRD THIRFC B AT 5. ROKE & BB 2 72l A13E H 2+

By completing these challenges, we aim to transform our earnings structure

to one in which we can generate profits even if we do not increase our sales.

What kind of value does UNITED ARROWS
provide to its customers? And how is the
company contributing to society?

The philosophy of UNITED ARROWS is to “create value by setting new
standards of Japanese lifestyle and culture.” We are a company that provides
people who would like to make their lives enjoyable through the clothes that
they wear with the requisites to make this possible. Such people can enjoy
shopping in our stores, feel the pleasure of being stylish, and pass their days
in a comfortable manner, and we believe that we can contribute in some
way to helping them to improve their lifestyles. Their happiness is a source
of vitality for us. I truly believe—and take pride in the fact—that there is no
better job in the world.

Personal consumption trends are projected to remain uncertain. The
outlook for the trend-conscious market, our target sector, is certainly not
bright. Nevertheless, UNTTED ARROWS is fortunate enough to be sustained
by a base of customers who are loyal and ardent supporters of our company.
Even in these difficult times, there should always be ways to create value
with a firm focus on the future. I believe that finding the seeds to create

such value and taking steps to plant these seeds is the cornerstone of our
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*1  Value chain

The concept that the series of business activities for providing products to customers, including product

planning, procurement and inventory control, is a chain of value
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Dividend on equity (DOE) ratio:

¥

Indicator showing the extent of the dividends paid to sharcholders in comparison to sharcholders” equity.

Arrived at by dividing the total annual dividend amount by the average value for sharcholders’ equity in the

period in question

business, and that by doing so we will be able to contribute to the
development of a rich society.

In our case, improving the quality of our goods (products), our people
(customer service) and our stores (buildings, layout and atmosphere) will
have a direct bearing on whether we achieve our goals. We would like our
stores to be comfortable places where stylish, high-quality and reasonably
priced products are laid out in a way that makes it easy for our customers to
l7|'()\\'\C :ll]d Chl‘()ﬁc TI]C ones 1’11({\Y want to l)lly. I)I'()\'iding l”'()(‘llcf«\ ‘}‘(‘r hll\\,‘
value that exceeds the prices that customers pay will enable us to win the

support of customers and as a result grow our sales and profits.

In conclusion, do you have any message for
our shareholders?

As head of management, I truly regret that, for three years now, the
\itllll[i()” at r]](’ k(\l!\});lll)‘ I\ll\ bft‘” a ('()“ri“l]t‘(‘ source ()f‘ concern f})l' our
shareholders. I intend to do whatever it takes, whenever necessary, and with
a sense of urgency, to redevelop our business cycle, by working based on the
philosophy of UNITED ARROWS to ensure that great products, great
stores and great service lead to high levels of customer satisfaction, so that
we can ultimately grow our sales and profits and achieve a recovery in our
results.

Based on our current management situation in which our priority is
strengthening our internal structure, I would like to withdraw the target we
set for the year to March 2011 of achieving record consolidated ordinary
income, and replace it instead with a commitment to improving earnings at
the earliest possible time.

On the topic of returns to shareholders, for the next two years or so
our policy will be to decide the total dividend amount based on a targeted
consolidated dividend on equity (DOE) ratio™? of around 4.5%, in order to
ensure stable dividends regardless of the level of our net income in any given
year. For the year to March 2010, we are forecasting a dividend per share of
¥25 (which we forecast will represent a consolidated dividend payout ratio

of 55.0%).

We look forward to your continued interest and support with respect

to the company and its management p(,\licics.
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Dream Plan 2011

In February 2008, UNITED ARROWS Group formulated Dream Plan 2011,
our medium-term business plan setting out our vision for March 2011. Under
Dream Plan 2011, we are working to realize the group’s objectives by
determining what strategic issues must be resolved to move closer to achieving

these objectives and striving to resolve these issues.

“Trend-conscious specialty retail fashion group”

Our vision for March 2011 is to distinguish ourselves as a trend-conscious
specialty retail fashion group that continues to satisfy our customers. We aim to
achieve outstanding performance and live up to the expectations of our
customers, by continuing to provide great products, great service and great stores,
while always remaining one step ahead of the trends, continuing to provide new
fashion offerings, listening carefully to what our customers are saying and putting
ourselves in their shoes.

To achieve these objectives, we will seek to complete our four strategic
challenges: (1) strengthening brand management; (2) fine-tuning our product
planning and developing SCM systems; (3) enhancing personnel development

and (4) revamping our organizational structure.

@201 1 [ F- IR IR [ Y =475 v ] O2MMR Dream Plan 2011: Vision for UNITED ARROWS Group in the fiscal year ending March 2011

(RREZ)

Philosophy of UNITED ARROWS

FLWERDEELDORE | a3 EERDANE

Creating value by setting new standards of Japanese lifestyle and culture
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Vision of UNITED ARROWS in 2011
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Fine-tune product
planning and develop
SCM systems
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Enhance personnel
development
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Revamp organizational
structure

Schedule for completing the four strategic challenges
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Develop provisional brand
statement and create business

Verify brand statement
with customers; adjust

Introduce checking system to
ensure brand image is

portfolio as required and implement maintained
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of product planning platform
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Consolidate production structure (from
factories through to material sourcing)
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Develop production platform

Establish product platform
through full implementation
of product planning and
production platforms
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Implement HR system and foster an environment to enhance personnel development

and increase motivation
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Review, verify and adjust all functions
throughout organization in order to create
customer-oriented organizational structure

Placing top priority on distinguishing ourselves as a trend-conscious specialty retail

fashion group that continues to satisfy our customers
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Enhance brand Fine-tune product planning Enhance personnel Revamp organizational
management and develop SCM systems development structure
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Medium-term business targets

We set record consolidated ordinary income* and ROE of at least 15% as our
quantitative targets for the fiscal year ending March 2011, but based on a
deterioration in Japanese market conditions and a decline in consumer spending
we have decided to postpone this target for now.

Our group will focus on pursuing policies designed to complete the four
strategic challenges outlined in Dream Plan 2011, achieving strong sales growth
with full consideration of business resource allocation, steadily improving gross
profits and reforming our SG&A cost structure, particularly with respect to
headquarter costs. By doing so, we aim to achieve a rapid transformation to an

optimal earnings structure.

*The highest consolidated ordinary income we have recorded to date is ¥7,639 million, in
the fiscal year ended March 2006.
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The retail apparel market in Japan

The scale of the Japanese apparel market is around ¥10 trillion. Growth in the
overall size of the market has slowed, influenced by a changing business
environment in which the population is aging and personal consumption has
stagnated. At the same time, factors such as higher personnel costs and rents have
put pressure on fashion industry SG&A expenses.

In this difficult operating environment, companies that succeed in
developing strong products and services and unique business models are

nevertheless winning the hearts of customers and achieving steady growth.

(HALAE 100 million yen)
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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 that are highly sensitive to fashion trends.
UNITED ARROWS Group targets this trend-conscious market.

With the maturing of fashion market consumption in recent years, a new
category has begun to emerge and expand. We call this market the “new basic
trend-conscious market.” It sits between the volume market and the trend-
conscious market, and meets the needs of consumers who generally look for low
prices but who also have a strong interest in fashion. To meet the needs of this
market, in October 2008 we established a new brand, COEN, which we are
marketing through a new subsidiary, COEN CO., LTD.

Q@HARD T /¥ v v/NGETidEA A — 2 Overview of the Japanese apparel retail market

2=y bRy a=rr=y S
Market positioning map

(BHEHERT 2 EHHEES L O T & 233
Core businesses and subsidiaries of UNITED ARROWS LTD.

> b [ Luxury brands

A EVR R
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Trend-conscious
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Trend-conscious

KFtv 27 by ay 7 "HEERMR SPA
************** o= Major select shops/SPA in department stores

FRANDUEENSENSE
UNITED ARROWS -

Sy NPy F=—rvb

market ; i
Basic trend-conscious

Za—btryF=—4vt <‘

New basic trend-conscious

by B2 a7 v HERR T RIAOR TR

Fashionable casual specialty stores/Specialty clothing stores in suburban areas

UNITED ARROWS
green label relaxing

coen

Vr)a—s=—by b
Volume market

FAY =AY 27w RIEERENE S GMS (A Fv=—Fr VAL AALT)
General casual specialty stores/Specialty clothing stores in rural areas/
General merchandise stores
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Business Model

2F A7y F7u—XF V=%, A —,S—SPAXHES % 517,
[2F 47y F7a—X] [F)V—vv—_N VS22 07| kL
PENEREL LT, REPZEFTEOD L, BER, 5lakis
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#SPA = Specialty store retailer of private label apparel - - - - 83E» & /hog & T—H
LTHMTIT) 77 v ¥ a v@dE, Thcx L, [3E-Woel [k
A (L DY) [ (L0fED)] Evd NITF26)EE T
DY NTOREF LKL THRAMLL L, 2+ 47y FTr—X7
V=7 T [A—s¢—SPA (fEABLEDE) | LALEMNUTO 2,

[{EABRYL7 Purch

UNITED ARROWS Group business structure

UNITED ARROWS Group adopts what we call the Super SPA Strategy* and
has achieved growth with key business models such as those of UNITED
ARROWS and green label relaxing.

We are currently aiming to transform our business structure to generate
synergies between our various businesses and make it more capable of responding
to the external environment and market conditions. We intend to achieve this by
incorporating within this business structure a number of business models.
Accordingly, while retaining our central focus on the Super SPA Strategy, we will

also pursue the quick-response/SPA and brand business models.

*SPA = Specialty store retailer of private label apparel. A fashion company with comprehensive
involvement from manufacturing through to retailing. In contrast, under the Super SPA Strategy
pursued by UNITED ARROWS, we combine all areas of the fashion business, from upstream to
downstream, including product purchasing (selection) as well as product planning
(manufacturing) and retailing with strong customer service, while secking to distinguish
ourselves in each of these areas.

VI ViEEfERT7

g

UNITED ARROWS

&

omoneremsesy  (uth Kidston®

\Q,ls/ BEAUTY&YOUTH
L‘.
. T’ U,’&Lml/fcy—
ot C ditioW
*
Jewel Chonges

[ coen

UNITED ARROWS
green label relaxing

BEERH

Cllerre ¢ ke Operating companies

prereTe—
#W1F47y RPO0—X
& UNITED ARROWS LTD.
rawer #w7—d
g FIGO
WXL Z7)L UA
i PERENNIAL UNITED ARROWS
HWI—T>

COEN

000¢0

RANGIEFNSENSE

tv s hravrlar 47y K7 a—XOMERT

trZbyay i, 75ROy AL Y —DHF
0L, MWRA»CHEL T E MM E. PERCEMLTV2
FHETT., ThoDABBIZIAS D4 Y ¥ F v REFEmR %
Ry AL TEMT2 v 7 MEERISPARE L ZFEL LT,
HWxF4 7y F7e—XT, ENA»RHEL 7L +—X
75U FEmICE 2ERENL, ez T v oY LAY OFovil
BRI & A @R L Tv T,

vz bray L) BREBEHIEML TV AREDH T, 4
Rk DE EHIB 2 . E—HR P ML Tv T,

@LEtL s ray it LEAdtt
H1F+4 Ty F7r—XD5E Ly =7 O

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 products and private label products designed
based on selected brands.

UNITED ARROWS 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 designed based on
top-selling products.

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.

(HAEHM  million yen)

Historical total sales of major select

shops and share of UNITED ARROWS Al

T EFtbv s by a v IS5HO
% Lot
T()tﬂl Sales Of

32.670/0 major select shops

YsE by =7

Market share of

it - BREFRETE TS [ 73w v EESE 2008 )
T b A TR 0

Source: Adapted from Yano Research Institute, Led., 2003%E 20044
“Apparel Industry 2008" FY2003 FY2004

2005%% 20064 20074
FY2005 FY2006 FY2007

UNITED ARROWS LTD.
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Business Model

SRR B

FARR S L LT PR & 0 (e [HE
fRrERE ] DAY 2308 L, BREREOREE o
L THMOMIER S 217> T 3. 206 OpgaiE % Y

@ mFHERHIMD S 2 ¥ A

Merchandising balance by product characteristics

SRR 5 (7F 502N =THBIDF M One step ahead of the market
Innovative products kSR TR Rz e FEL B ] REVER RS e S B

Products that may become the trend in the coming seasons, ahead of those of competitors

ey =HIBEOSBAE The current trends of the market
=)
R () ol e L b

Irend products !
p Products that reflect the current season’s trends

Basic products

= s = - - N = . N b (e SHHHIEH  Widely accepted in the mark
Sy CRBIL. 527 4 CEARHH I O 27k ‘ I () TR Wil cred o e ok

JEcttd a2 by, WENLGREEHRLTV T,

fhA

Purchased brands ~Private label brands ~ *Ratio of purchased brands to private label brands varies by business.

Basic product strategy

Core products that continue to sell consistently regardless o the trends

AV KA TP AL AL PP RIS O LFE R Lo TR LS,

Our basic product strategy 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 of all three product categories

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

@EHDFN (S 2 —F = — ) Product flow (Value chain)

Y —F x4 2k, HIEBEEOSA, (EASK 4~ 670, OEMF 1~2-H. BINFEEOHE, fEAGK1~2-H. OEM#FIFH

The lead-time required for a first-time order is approximately 4-6 months for purchased products and 1-2 months for OEM* products.  For additional orders, the lead-time is approximately 1-2 months for purchased products and 1 month for OEM products

fEA l HfHS - FEiE Purchasing/Ordering Hl 4 Manufacturing

Purchased brands

@fL:A S Purchased products A

@OEM (Original Equipment Manufacturing)

| F4v2a¥ Direction

O NSO FE LI A—A—1TH

Outsourced to manufacturers

@20y~ X OMD#AT5 LTI 57 —< R RfE. &t HHEIUAD _}| MD (P & &t Product planning |

Announcement of a guiding theme for the season’s merchandising.

“This is done on a company-ide basis, as wellasfor cach business and brand.

| BEMBDTHE R Feedback from customers l—

| i Disyibution | By | pg Regular scores | }| 7Yheh Outler sores
OENZEFEHAN Several distribution warchouses in Japan (outsourced) @ LEffizLh—x ik
@Fiihx 7Dl Price tagging of products LU THRIRA

@ % MEH~FEE  Distribution to each store Products added depending

on interim sales performance

AV A

v
l FHAY Design Hl HEFE Manufacturing

or after the bargain season

Private label brands @7 HARNE Designs are made by in-house designers  @EWSADEFELLHIHT5 Outsourced to factories in Japan and overseas

Y= F x4 L WIREEDOSE, 12 ~5670, BINEEDHE, 3~ 5EH

‘The lead-time required for first-time manufacturing is approximately 2-5 months and 3-5 wecks for additional manufacturing

*OEM = Products manufactured by other companies and sold under our brand names.

MD7Z v b7 4 —4

IMD7'5 v b7 4—24] Lid, &M - FEEECHEDIZLO
P, H—SNIBESEEIC LY [Ead, vo, itk Fo
O L0 h ] 2B L TROMTENCE T -0 DA TT.

BRI, 2%EGE Y +—= v POy — X UEHEE L HEE
ErHoiH - EEA TOERSIEPHHT S 2 LT, MHOR
NEERAEL 2, JH LY. SENHESIZD O TIBIMAEE,
ZB—+t 37— TIIHLRENR L o 28l 2. fELH
FOEMIATAZ L0y R LTREEI ML £,

—J. HEABE LAY CFVREBERD NS AL FTHAL L ¥
Z—r, BZHBINE VoY 7 POESTIE. BEEIZNZFNOE
WeartrrcAbeTHELELAARLET,

INGOHHIAIL LY, BEEORHELRARCEESELH 6,
HELD L OB EmIEA - LR ITO BRI, e,
FLBFIRR, ¥rvra-7n—LusEEOWE O LT ET,

OMD 7' 5 v 7+ —2DE Product planning platform concept

UNITED ARROWS

green label relaxing

Anotse,. ‘

Cition

MDZ7'Zvb74—24
Product planning platform

MDZ7'5vb74—4

Product planning platform MDZFvb75—2 o
Product planning platform MD75vb74—2 J\—RDERS>

Product planning platform

A merchandising platform is a mechanism by which the many staff involved in
product planning and production know who decided what, when and using
which method, through the use of standardized materials and indicators, and
subsequently reflect this understanding in their actions.

By establishing such a platform we intend to increase the visibility of the
product flow, by introducing a system of weekly and monthly progress
management reports that are standardized for all businesses and make use of
season plans and important indicators. This will enable anyone within the
process to make prompt decisions to increase production of top-selling products
or reduce inventory of slow sellers and thus improve sales efficiency.

At the same time, the creative aspect of our business processes—achieving
the right balance between purchased and private label products, and design,
pattern and material selection—will be decided by each business based on its
particular characteristics and concepts.

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, which will ultimately lead to improvements in key indicators—higher
final sales rates at our regular stores, stronger gross margins, and better cash flow.

VINDERT

BHEOLEM - 207 MBI
fEA AV AR i D235 A
THA o 5 x— R E QIR
Creative aspect

Finding the right balance between purchased

BEAUTY&YOUTH B

UNITED ARROWS.

characteristics and concepts of each business

A MO i LR

HEHED LA

Infrastructure aspect

Having a shared product planning and
implementation platform for all businesses

Product planning platform

Fe A 5 SE WG

Basic Business Strategies

WL+ 4 7y F7e—xXTld, Zh6 3ODHARIEIEEIE OHEE
2. EAGE - ZEREMERERL ) N4 F 4T - VT4 5—
PHIEL 27,

As we pursue our basic business strategies, we continue to aim to be an

innovative retailer adding value in the multiple businesses we operate.

Z fi S L

Multibrand strategy

WLFA4 7y F7 o —X TR L EEP BT AL Te—r v FOIRPIET & T.HHEEOR T H > TR UA SKE
COEBRFET~— v MIREORMRD 2T o LB UCHERRET I T, ~—r v bRFryrvdEE G LHrs s i3
DV TEAX— YYD IR LI E 2475 2 L C.HELIS U Rl k&R Y 2 L 2 7.

FREEMEOOTE. O ET LR TO TR <~ 7 B -
HREHMIAT) 2 L THER—F 74V F 2R L. EBRIEN 2 AT LB T2ERL Tu s & 7 854N Lo W O
WEZBU L ZEEMEPHET 22 LT (75 Fud Yo7 4 OfERHLK] L [RROREIKI O % HIEL £ 1.

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. Businesses judged to have high market potemial will be strategically invested
in from the beginning. By doing so, we will be able to achieve optimum 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. Investment will be made according to which

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

rationality and fashion sensitivity.

BREE 2 L o0 WERE - BN - 4 4 =21 8 ZMLHR

and private label products, and selecting designs,
UNITED ARROWS patterns and materials in line with the particular

Jok i A8 1) B g

Restricted store number strategy
BHEDZ—F v b LT BEE

=4y FRNETY 7RE R EN
RT3 L b b, Bl T

ETERMCUEST S 2 LT, FE A A —

VO U 7o E e B RRAE A % B L

T3 SMBREOLEM G,

BHED EREMBOOEHMCRELZXY 4. 2060
WAL D, T2 b7 a4 Y7 4 OfEFRE] L [=—5 v
MEOIEKRI DML E HEEL £ 4.

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 environmental characteristics of areas
in which we are considering opening stores. The optimum number of
stores is revised periodically according to the changes in business
circumstances. By carrying out such analysis, we aim to gain both

wider market coverage and improved store loyalty.

AR M A - 2 o 3 il Ji A Y
A/ NAF47 )54 5—
[+ 47y F7r—x]
UNITED ARROWS LTD.

An innovative retailer adding value

in the multiple businesses it operates

TR 5 il i 5 KA ik g

Customer value maximization strategy

HORUBZ B 2 B E T 5 L &
b, atti@E s v A A —Fiod o,
MAFRE OEYE - WA 2 EH L.
BFEM—-AVCEDD=— LY 5
VIIAbEET Y by 7y 2—
Fr4avZeERLEIT.ICLD,
W DBERE 6N A2 QFEME (547 - 24 4 -
NY 2—) OFAEERY & ¥ Mk TIk ol e R R
Wik 3 & BT #1TH 2 L CHERMZOMm L% X 3
Lbobas, BEEMGE R AL OHEE - & v . K% - Wik
F=ruBEogic it s g, s ese b2l
BT rx=—u4 X vi4omblZHIEL 7.

At the same time as we actively acquire new customers, House Cards
(members’ cards) used throughout UNITED ARROWS LTD. enable
us to carry out one-to-one marketing. We believe that the data from
card usage, including individual customers’ attributes and shopping
history, will 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 our product lineup. We are determined to increase
customer loyalty to enable us to maintain consistently high sales levels
that are resilient to changes to the external environment such as

unseasonable weather, economic downturns and population declines.
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Ha+4 7y F7r—xXTld. CSRIGH #»R=EFHLZIIBIT S [5 At UNITED ARROWS, we consider fulfilling our corporate social responsibility

SOMIERITE | OERTHZ L LS 2. MEOIEARFo TV $ to be an essential part of the creation of five types of value, mnc-uf\ the pillars of

A # o 2 " TN our corporate philosophy, and have been proactively pursuing CSR initiatives. In

o A PHEGREE L THEL Tv o [HREIfR S O MG this year’s Investors’ Guide, we introduce our environmental protection
AJ 220w T :‘?"ﬁgﬁ L i To initiatives, which we are pursuing as priority initiatives over the medium term.

AFATYRTR—R N —T DR HHE

W55 4 O HURE A B Environmental protection initiatives CI009ESHBI AL (B A AT 4O, (B 74— 1255HE. (B _om T AT ol ARERE. () e s 2SI
- . Global warming carries significant risks with respect to our business activities. A AL ® N, N RitlS / EUSTEU AN N A VIR <
HIREBALIEI, BLC b ORREI - b RS LY A7 2 126 Product planning and sales projections are becoming difficult as seasonal patterns

L7, %E*k%@?ﬁﬁﬁgh;)ﬁh A bk b, ﬁtﬁ!ﬁ@%ﬂﬁ)’ﬂ_ﬁ% become disrupted, and this is leading to lost sales opportunities and excess

WALz, FEE LTS AREFIBZIZIOLEN A inventory. We aim to reduce our environmental impact by minimizing waste
. N . N ok N . generated through our continued business activities, reducing CO: emissions and )

s i). Y. BEb U:‘ {i%‘ﬁ%{]‘ ? ;‘fL 75 J;T RET 5‘%%%‘ i@% so forth, and we intend to consider how we can protect the environment through (**)-1'}‘4‘7_'/1‘7‘3"7( — -17"’17—')/}‘)7‘?—;Z 14) f?ﬁ_‘ﬁfﬁ

fLi#E (CO:) % EQBBIEMHIME HIFT L b2, 77 v ¥ = our business in the apparel industry. Through selling environmentally friendly UNITED ARROWS LTD UNITED ARROWS (14 sores) @
VB L ’CfﬁiﬁT%% % :% ZATws T, B%iﬁ iz EEL—%\ L P&j;:'féo)ﬂ}ig—ﬂf; products, supporting environmental events and other such initiatives, we aim to | Iﬁ%ﬁbﬁ (3 $%) , —1?‘45‘/]‘7U—X<¥ﬁ) 12 K &h UNITED ARROWS

REEA N P ANDOBEEREL T, (LS CX L TEREBIZODVTE create opportunities for people to think carefully about environmental protection Core businesses (5 businesses) UNITED ARROWS (New) (12 stores)

Ll!ld raise env il'()[llﬂ\‘l‘l[d[ awareness.

v
LAh, Bilkrmobsobhy 'ﬁf D#IToTE0D &9, ———Ca—TM&A—A 2FATIFTR=R 17 M BEAUTY&YOUTH

BEAUTY&YOUTH UNITED ARROWS (17 stores) UNITED ARROWS

Three key goals of our environmental protection activities

— W A7y F TR —RERE o
’ S ) 2
UNITED ARROWS business F YTV 1IEH

. Communicate the need to protect the environment and provide opportunities THE SOVEREIGN HOUSE (1 store)

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

[BRERIR 2TGEN3 5 Y]
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S - b \ s - environmental events, support NPOs, etc.) . S
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(BRBEA NV P ~DHE. NPOXIES) )= b— V5205 37 ES ‘ Liquor,woman&tears (1 store)

united arrows green label relaxing (37 stores) UNITED ARROWS
green label relaxing

)

UA Label Image Store (LIS) (3 stores) District UNITED ARROWS (1 store)

Y

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

— [ rnsn—y 55
CHROME HEARTS (5 stores)

AR—NETARLZIE (5 ) UA 7 (1 313) LG 1R
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Another Edition (13 stores)

N 7oheob 15
— Cazngaox 7R o JewelChanges Outlet scores (15 stores)

Jewel Changes (7 stores)
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5
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DRAWER (5 stores)
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UNITED ARROWS LTD. has recently co-sponsored the Happy Together project in partnership with 7— b ¥ sttt [ TH (29139
p Y I — L E H— [
Japan Fashion Week (JFW) and six other select shops as part of the eighth “JFW in Tokyo™ event )] T =74 2 b - kR 7=) =2 10 &l
— AL by gy Felisi (10 stores)
held in March 2009. OATANELE, B 7hvEy7 (Bk) 74—
HEFHFA VDY =y ri— FIGO CO., LTD.

anvy 2 JEH

Corthay (2 stores)

JCorthay

Two of our brands participated, UNITED ARROWS and BEAUTY&YOUTH UNITED

ARROWS, and for the duration of the project we provided jointly designed sh()pping bags instead of our Shopping bag used by participating select

. T . . . shops in the Happy Together project

U\U‘Jl 5]]()})}7]“% bng at pdl'[l(lp:l[mf_{ stores. F()r C'V(‘r'\' one ()f rh('&(‘ l\lg\\ gl\’c‘n O a customer on Hl:ll\'lng a ’ “

purchase, a donation of five yen was made to global humanitarian NGO CARE International Japan, which (FR)_Rv=7nw 2F4F9FT7R—K — o5 uus— bR 4 i m
PERENNIAL UNITED ARROWS CO., LTD. FRANQUEENSENSE (4 stores) [¢]

was used to support a project for raising the skills of young people in Cambodia.
ARHRE AR R HNE

(*Sk):l——'f—:/ a—x2 25 Il c 0 e n Men'’s Women'’s

COEN CO., LTD. COEN (25 stores)
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UNITED ARROWS Business: UNITED ARROWS, BEAUTY&YOUTH UNITED ARROWS
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UNITED ARROWS (New)

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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BEAUTY&YOUTH UNITED ARROWS

UNITED ARROWS
Proposing lifestyle offerings focusing mainly on dressy clothing,

based on the themes of richness and high quality

The UNITED ARROWS business handles a broad range of men’s and women’s
dressy clothing and miscellaneous lifestyle goods.

Our aim is to make stylish stores for fashionable customers, regardless of
age, by offering trendsetting items from all over the world, and also providing
private label brands that are not influenced by fashion trends as well as those
more aligned with the latest trends.

UNITED ARROWS has the largest sales of any business in the 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

BEAUTY&YOUTH UNITED ARROWS handles a broad array of men’s and
women’s casual clothing and miscellaneous lifestyle goods.

This brand creates and proposes style offerings for a variety of daily lifestyle
scenarios, providing a range of casual clothing that retains some formal qualities
and as such is suitable for both the office and days off. To do this, we incorporate
the latest trends in a selection of neat and reliable basic items, based on the theme
of beautiful minds and eternal youth.

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

Group, as a high proportion of its offerings are private label products.
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Lifestyle stores where friendly staff provide simple and quality

products in a relaxing setting

The united arrows green label relaxing (GLR) business provides lifestyle offerings
for customers who seck true enrichment in life and see fashion as only one of
their interests and one part of their lifestyle, based on the theme of being happy.
GLR’s product range includes men’s and women’s business attire, sportswear
and casual clothing, as well as kids" clothing and miscellancous lifestyle goods.
GLR intends to meet the needs of a broad range of customers who seek to enjoy
the world of fashion in a more relaxed way. To do this, GLR will provide basic
products incorporating moderate fashion trends, in comfortable store

environments, \Vi[h ﬂ'icnd]y customer service.
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Brand business—Handling CHROME HEARTS products

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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We are actively developing new businesses as part of our Multibrand Strategy. UA
Labs are experimental businesses that allow us to test-market new business, while
Small Business Units (SBUs) are business groups that actively strive to open new
stores with the aim of becoming core business pillars of our company. We were

operating five SBUs and one UA Labs as of August 2009.
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UNITED ARROWS outlet stores are primarily situated in large outlet malls in
suburban or rural areas, such as GOTEMBA PREMIUM OUTLETS in
Shizuoka Prefecture and MITSUI OUTLET PARK Iruma in Saitama Prefecture.

These outlets help us sell inventory not sold in the past year, and sales
activities here are based on strategic decisions made on product selection, price
setting and merchandising schedules. Rapidly transferring inventory that is not
selling quickly at our regular stores during a given year to our outlet stores will
help to increase the freshness of our product offering, ensure strong gross profits
and improve cash flow by encouraging faster inventory reduction.

At the same time, as many of our outlet stores are in suburban or rural areas,
these stores also serve as a first contact point for raising our brand recognition

among people who live in regions where we do not have regular stores.
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Subsidiaries (as of March 31, 2009)
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F 2t D E  Outline of subsidiaries

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 12 directly operated stores, as well as

through wholesale to specialty stores and department stores.

PERENNIAL UNITED ARROWS
Established in August 2007, PERENNIAL UNITED ARROWS CO., LTD.
operates the FRANQUEENSENSE brand mainly targeting women in their 30s
and 40s.

The FRANQUEENSENSE brand business incorporates product planning,
production systems, inventory control and so forth similar to apparel companies,
while also including the customer-oriented store management expertise of

UNITED ARROWS Group.

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 (see
page 9), using the customer service and product development capabilities that we
have acquired as a select shop.

COEN aims to achieve high productivity and profitability by availing of the
stable production capabilities of the project’s capital and business alliance partner,
Mitsubishi Corporation, while establishing a quick-response system for product

supply and a supply chain operations system.

MBI, Witk 82+ 4 7 v F71r—2100%. Both companies are wholly owned by UNITED ARROWS LTD.

21t 4 Company name

WALV =7 W 24 7y F 7 r—2 PERENNIAL UNITED ARROWS CO, LTD.

B at 2 —x > COBN CO. LTD.

B 75~ F Brand

FRANQUEENSENSE (75> 294 —>v+t ¥ 2)

COEN (2—=xv)

FA A ML LTWAT8 No particular age group.

a7 &—4w b Key customer targets AL
FioEs L

Focus is on taste rather than age

201C A% ~30fCHTYE  Mid-20s to early-30s age group

HEFEM  Store locations B, T

KNI 77 va v, Roadside stores, fashion-oriented shopping complexes, ~ #EFRHI IS4 & OF

railway station retail centers, etc. in major cities

Large shopping complexes in suburban

’?Bﬂ@j(ﬂﬁ'ﬁ%}j’@%{ and rural areas

R Store size AT E S0 1%

4 vav720~408E.  Stores in complexes: Around 70-130m?
Roadside stores: Around 165m?

GOLER 14 Around 200m*
(—E/NEEORIESH D) (also some smaller stores)

Fisite ) BE R Projected annual sales per store 2 ~4 &M ¥200-400 million

1 ~13f&HM ¥100-130 million

ERRER  No.of annual store openings 6 ~ 104 6-10 stores

12~18)k #fi 12-18 stores

Apparel: Miscellaneous goods

P A Product mix o7 i

80:20 w7 FRAHEE Apparel: Miscellaneous goods 85:15

F) O vRE A Private label brands: Purchased brands 80120 4V O+ vt : fEA Private label brands: Purchased brands 80 * 20

TUR— Coats 29,000 ~300,000 F yen TVR— Coats 4,700 ~18,000 M yen

Fur =z Dresses 16,000 ~ 98,000 H ven Cxr v b Jackets 4,700 ~12,000 FJ yen

F54 254 Price range =v b Knitwear 12,000 ~ 59,000 [ yen =v b Knitwear 3,400 ~ 7,600 H yen
AH— b Skirts 14,000 ~ 89,000 F yen v b — Cut and sewn tops 1,400 ~ 5,700 I yen

A Trousers 19,000 ~ 40,000 F yen P4 Shirts 3,800 ~ 6,600 [ yen

Tty — Accessories 9,800 ~ 48,000 M ven A4 Trousers 3,800 ~ 8,500 H yen
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Overview of Business Results
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Business environment

In the fiscal year ended March 2009, the Japanese economy entered recession.
Against the backdrop of a global economic slowdown triggered by the financial
crisis originating in the United States, corporate earnings declined substantially
on sharp decreases in production and exports, and consumer sentiment worsened
notably, influenced by factors including uncertainty about the future and a rapid
deterioration in the employment situation.

The operating environment in the retail industry—in sectors such as apparel
to which UNITED ARROWS Group belongs—remained extremely severe,
influenced by a slowdown in consumer spending on apparel as a result of growing
consumer cautiousness due to the factors noted above, unseasonable weather and
other factors.

Business results

(1) Analysis of operating results for fiscal year ended March 2009
Consolidated net sales were ¥79,665 million, an increase of 10.3% from the
previous fiscal year. Consolidated gross profit increased 10.2% to ¥40,647
million. Gross profit margin decreased 0.1 percentage points to 51.0%. Gross
profit margin improved at outlet stores (stores for the sale of underperforming
products during the period) on active sales at such stores, and valuation losses
on products declined due to a curtailment in increases in inventories. However,
these factors were offset by an expansion in sales at marked-down prices at
regular stores. Selling, general and administrative expenses increased 13.7% to
¥36,327 million.

As a result of the above, consolidated ordinary income decreased 14.6%
to ¥4,283 million. We recorded, as an extraordinary loss, impairment losses of
¥1,020 million with respect to the group of assets running operating losses and
the group of assets for which recovery of our existing investment has become
difficult as a result of store relocation or other factors, and we recorded an
extraordinary gain of ¥2,538 million in the previous fiscal year on the sale of
noncurrent assets. As a result net income for the period under review decreased

66.5% to ¥1,274 million.

(2) Forecasts for fiscal year ending March 2010

We aim to achieve our goal of “distinguishing ourselves as a trend-conscious
specialty retail fashion group that continues to satisfy our customers,” by
pursuing policies designed to complete the four strategic challenges outlined in
Dream Plan 2011.* Meanwhile, with respect to our results, as we have
continued to post increases in sales but decreases in profits since the fiscal year
ended March 2007, we consider improving our profitability to be an urgent
task. However we believe that it is difficult to envisage any sudden
improvement in apparcl sales in ]apan, given the recent economic environment
and trends in consumer spending.

As a result, in the fiscal year ending March 2010, we will endeavor to
quickly improve profitability, by transforming our earnings structure to one
that enables the generation of profits even without sales growth. To this end,
we will pursue a range of priority initiatives with a particular focus on two of
the four strategic challenges outlined in Dream Plan 2011: fine-tuning product
planning and developing SCM systems and revamping our organizational structure™

With respect to our consolidated subsidiaries, we project that profits will
decline at FIGO CO., LTD., which is engaged in importing, wholesaling and
retailing of European shoes, bags and other brand products, as the company is
making conservative plans with respect to wholesaling to department stores.
On the other hand, we envisage a reduction in ordinary losses at PERENNIAL
UNITED ARROWS CO., LTD. and COEN CO., LTD., due to a relative
reduction in headquarter costs accompanying a decline in initial investment
costs and growth in sales.

On the topic of store openings and closures at each group company, we
are projecting nine new store openings (two of which will take the form of
converting annexes into independent stores) and five store closures at
UNITED ARROWS LTD., which would give a total of 142 stores as of the
end of March 2010. We expect one store closure at FIGO, which would give a
total of 11 stores at year end, two new store openings at PERENNIAL
UNITED ARROWS, which would increase the total to four stores as of the
end of March 2010, and 11 new store openings at COEN, which would bring
the total at year end to 27 stores.

As a result of the above, we forecast consolidated net sales of ¥82,644
million, an increase of 3.7% compared to the previous fiscal year, consolidated
operating income of ¥4,478 million, an increase of 3.7%, consolidated
ordinary income of ¥4,300 million (an increase of 0.4%), and consolidated net
income of ¥1,943 million, an increase of 52.5%.

*See Medium-term Business Strategy on page 7 for details of Dream Plan 2011, and
Interview with the President on page 3 for details of the priority challenges for the year
to March 2010 with respect to this plan.

Financial position
(1) Assets, liabilities and net assets (as of March 31, 2009)
1. Assets
Current assets increased 8.0% from March 31, 2008 to ¥29,460 million.
This was mainly due to an increase of ¥1,637 million in merchandise and an
increase of ¥179 million in accounts receivable as business expanded.
Noncurrent assets increased 8.0% from March 31, 2008 to ¥17,360
million. This was primarily attributable to an increase of ¥1,049 million in
tangible noncurrent assets and an increase of ¥429 million in guarantee
deposits as store openings increased.
As a result, total assets increased 8.0% from March 31, 2008 to
¥46,821 million.
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2. Liabilities
Current liabilities decreased 1.4% from March 31, 2008 to ¥19,854 million.
This was mainly due to a decrease in income taxes payable.

Noncurrent liabilities increased 676.0% from March 31, 2008 to
¥3,962 million. This primarily reflected an increase in long-term loans
payable.

As a result, total liabilities increased 15.3% from March 31, 2008 to
¥23,816 million.

Y

. Net assets

Net assets increased 1.3% from March 31, 2008 to ¥23,004 million. The
main factors behind this increase were an increase of ¥1,274 million in
retained earnings due to the net income recorded in the period, which offset
declines of ¥362 million in capital surplus, ¥7,169 million in retained
carnings and ¥7,531 million in treasury stock as a result of retirement of
treasury stock and a decline of ¥1,055 million in retained earnings due to
payment of dividends.

(2) Cash flow (as of March 31, 2009)
Cash and cash equivalents (“cash”) as of March 31, 2009 increased ¥347
million from March 31, 2008 to ¥3,322 million.
1. Cash flow from operating activities
Cash flow provided by operating activities was ¥1,286 million, an increase of
181.6% from the previous fiscal year. Major inflows included net income
before taxes of ¥3,058 million, an increase of ¥765 million in purchase
liabilities, and depreciation expenses of ¥1,260 million. Major outflows were
an increase of ¥1,637 in inventories, an increase of ¥136 million in accounts
receivable, and payment of income taxes of ¥3,662 million.
. Cash flow from investing activities
Cash flow used in investing activities was ¥4,373 million, an increase of
362.1% from the previous fiscal year. This was mainly attributable to the
acquisition of tangible noncurrent assets of ¥3,479 million, in line with the
opening of new stores and carrying out of store renovations, and an increase
of ¥429 million in guarantee deposits.
. Cash flow from financing activities
Cash flow provided by financing activities was ¥3,434 million, an increase of
595.6% from the previous fiscal year. This was primarily due to an inflow of
¥5,500 from long-term loans payable and an increase of ¥2,250 million in
net short-term loans payable, which offset expenditure of ¥3,267 million for
repayment of long-term loans payable and payment of ¥1,048 million in
dividends.

s8]
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Basic policy on profit distribution

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 retirements.

In addition, we will pay careful attention to ensure a balance in making
investments to open new stores, making capital investments for future growth,
and retaining earnings as required, while taking into account the operating
environment and our business performance. We will also endeavor to improve
returns to shareholders, with due consideration given to profit levels and the
dividend payout ratio.

Based on this policy, we have paid a year-end dividend per share of ¥15,
which means that the annual dividend per share for the fiscal year under review
(ended March 2009) is ¥25, which represents a consolidated dividend payout
ratio of 82.8% and a consolidated dividend on equity (DOE) ratio of 4.6%.

UNITED ARROWS Group is aiming to actively increase its market share,
and in the fiscal year ended March 2009 proactively made upfront investments in
two subsidiaries, PERENNIAL UNITED ARROWS and COEN, which may
lead to changes in profit levels over the short term. As a result, for the three years
from the year to March 2009 to the year to March 2011, we have introduced a
system of basing our dividend payments on the DOE ratio and will decide the
dividend amount based on a targeted DOE ratio of around 4.5%, in order to
provide stable dividends regardless of profit levels in any given fiscal year.

Based on the above policy, in respect of the fiscal year to March 2010 we
plan to pay an interim dividend per share of ¥10 and a year-end dividend per
share of ¥15, meaning an annual dividend per share of ¥25, which we forecast
will represent a consolidated dividend payout ratio of 55.0% and a DOE ratio of
4.4%.

Business risks

The following risk items are those that investors assess as having the possibility of
exerting a material impact on our business performance or financial position.
Please note that forward-looking statements contained in these risk item
descriptions are as assessed by the company as of the end of the fiscal year under
review.

(1) Domestic market conditions
As our group operates only in Japan, sales conditions could fluctuate due to
changes in consumer behavior caused by Japanese economic conditions,
population trends, weather factors and so forth.
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(2) Failure of debt collection
Many of our group’s stores are leased and in some cases deposits have been
paid. The balance of guarantee deposits as of March 31, 2009 was ¥6,022
million, which accounts for 12.9% of total assets. Furthermore, many of our
stores are located in shopping centers or other commercial facilities, and some
failure to collect debt could occur and exert a negative influence on our
business performance, due to financial difficulties arising at the commercial
facilities or those renting out the stores.

(3) Natural disasters, accidents, etc.
Our group’s stores are mostly in large cities, and product distribution centers
and business head office functions are centralized in the Tokyo metropolitan
area. If major disasters or accidents occur in these areas, our operations could
be influenced, exerting a negative impact on our business performance.

(4) Customer information
Although we pay careful attention to the handling of customer information, a
large amount of customer information is handled at our stores and the
inadvertent disclosure of such information could devalue the group’s brand
image and negatively impact business performance.

(5) Dependency on limited sourcing areas
Our group purchases products from all over the world, particularly Asia. Our
business performance could be affected by difficulty in product procurement
caused by political situations, economic fluctuations, war or terrorist attacks,
natural disasters and so forth.

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

(7) Licensing agreements
Licensing agreements have been signed with CHROME HEARTS JAPAN,
LTD. regarding handling of CHROME HEARTS products. Although
minimum purchase amounts are decided depending on future growth
strategies, slower-than-expected growth could exert a negative impact on our
business performance. Agreements cover periods of several years, and the
failure to extend these agreements could also affect our business performance.

In the fiscal year under review, sales of CHROME HEARTS products
were ¥5,028 million, which accounted for 6.3% of total consolidated net sales.

(8) Product and quality control
If customers are injured due to dangerous objects becoming incorporated in
our products and not being detected in inspections, it could damage the
reputation of UNITED ARROWS Group and exert a negative impact on our
business performance.

Furthermore, if we violate any laws or regulations relating to product
labeling by providing misleading representation, it could devalue our brand
image. In the past, we have received two orders to cease and desist from the
Japan Fair Trade Commission with regard to violation of the Law for
Preventing Unjustifiable Lagniappes and Misleading Representation, and the
receipt of similar orders could damage our reputation and exert a negative
impact on our business performance.

Institution of takeover defense policy
UNITED ARROWS Group decided to institute a takeover defense policy, the
Policy for Large-Lot Purchases of the Company’s Shares, at the ordinary
general meeting of shareholders held in June 2009.

The company does not oppose large-lot purchases of its shares, if such
purchases will contribute to the company’s corporate value and the shared
returns of all shareholders. Furthermore, the company believes that decisions
on whether to agree with proposals to purchase large amounts of the company’s
shares, which would entail a transfer of control of the company, should
ultimately be made based on the agreement of all sharcholders.

However, in a considerable number of cases, large-lot purchases of a
company’s shares do not contribute to the company’s corporate value or the
shared returns of all shareholders. Examples include those that, given their
objective, would be clearly damaging to the company’s corporate value and the
shared returns of all shareholders, those for which there is a concern that other
shareholders would in effect be forced to sell their shares, and those for which
insufficient time and information are provided for the company’s board of
directors and shareholders to consider such a large-lot purchase of shares or for
the board of directors to offer an alternative proposal.

Particularly with respect to UNITED ARROWS Group, it is extremely
important from a management perspective to maintain the company’s strong
store loyalty, and we are firmly convinced that this has a direct bearing on
raising corporate value and ensuring returns for all shareholders over the
medium term. If these values are unlikely to be ensured and improved over the
medium to long-term by any person acquiring a large amount of the company’s
shares, it will lead to damage to the company’s corporate value and the shared
returns of shareholders.

UNITED ARROWS Group considers it inappropriate for any person
acquiring large amounts of the company’s shares who will not contribute to the
company’s corporate value and the shared returns of all shareholder to have
control over decisions on the company’s business and financial policies.
Consequently, we believe that it is necessary to preserve the company’s
corporate value and the shared returns of sharcholders by opposing, as
necessary and appropriate, purchases of large amounts of the company’s shares
by such persons.
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Basic policy

UNITED ARROWS LTD. has established the Philosophy of UNITED
ARROWS as its basic management policy for contributing to raising the
standards of Japanese lifestyle and culture, by creating five types of value—value
for customers, employees, business partners, society and shareholders.
Management is working to ensure that this philosophy guides the behavior and
actions of all employees. Also, we formulated the UNITED ARROWS Group
Code of Conduct to suggest how employees should think and act in order to
achieve the Philosophy of UNITED ARROWS.

We will develop frameworks for improving the efficiency and soundness of
management, and have decided as our basic policy on information disclosure that
we will always disclose information fairly, in a timely manner, and on an ongoing
and proactive basis. We will work to maintain high standards of management
transparency, by carrying out a proactive IR program that includes holding
regular meetings for analysts, institutional investors and individual investors,
publishing monthly sales figures and various reports, and providing diverse
disclosure materials on a timely basis by email and other means.

Corporate governance framework

UNITED ARROWS LTD. has the Board of Directors as a venue for discussion
of important matters to be resolved and for receipt of reports on business
performance and other matters. The Board of Directors holds regular monthly
meetings, and also holds extraordinary meetings as required. The three corporate
auditors, which participate in meetings of the Board of Directors, are all outside
corporate auditors. The corporate auditors oversee the appropriateness of
business execution and decision-making by directors.

Furthermore, we introduced an executive officer system on July 1, 2008,
aiming to achieve prompt execution of business operations and to strengthen
oversight of decision-making at the Board of Directors.

The Management Committee is a venue for executive officers and
representatives of related business divisions to have discussions in advance on
important matters pertaining to management, and following extensive
deliberation, to make proposals to the Board of Directors. Corporate auditors
also attend meetings of the Management Committee, and oversee the
appropriateness of its decision-making.
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Consolidated Balance Sheets

FY2008/3

As of March 31, 2008

FY2009/3

As of March 31, 2009

i
Million yen
(BFEDH) Assets
BN Current assets
Bl Kk O FEE Cash and deposits 3,113
et Accounts receivable—trade 287
7o I I Inventories 17,043
P it Merchandise —
Wy n Supplies —
FRILA & Accounts receivable—other 5,114
HRIL RS e Deferred tax assets 1,400
ZDfth Other 328
EEEIEES Allowance for doubtful accounts 3)
RGBS Total current assets 27,283
[ 5 Noncurrent assets
HIEIE E B Property, plant and equipment
T K O RS Buildings and structures 7,477
S0 35 4 Accumulated depreciation (2,488)
T e OHESR ) GhEAR) Buildings and structures, net 4,988
i Land 569
TRFRAR M E Construction in progress 254
Z Dft Other 2,016
S 0 35 4 Accumulated depreciation (1,090)
Z Dt GuliER) Other, net 926
HIEEEEEAR Total property, plant and equipment 6,739
T B R Intangible assets
DA Goodwill 797
zZofh Other 2,140
T I E 7 A Total intangible assets 2,938
&z othogE Investments and other assets
2 ARG S Guarantee deposits 5,593
RRAERE & Deferred tax assets 236
Z Dt Other 571
&z othoEEAR Total investments and other assets 6,400
[ B B A Total noncurrent assets 16,078
HrEAat Total assets 43,362

HhM
Million yen

HRAL (%)

Percentage of total (%)

FY2008/3 FY2009/3
As of March 31, 2008 As of March 31, 2009
M M HRLE (%)
Million yen Million yen Percentage of total (%)
(AfEDH) Liabilities
TR A fi Current liabilities
SIFH LU HEE Notes and accounts payable—trade 7,308
A A& Short-term loans payable 3,800
1EENEFETEDORYIBAS Current portion of long-term loans payable 3,267
KiLE Accounts payable—other 2,482
ESINFING e Income taxes payable 1,936
H551 44 Provision for bonuses 852
Z D1 Other 494
R AGEH Total current liabilities 20,140
[E7E i Noncurrent liabilities
EHIfEA® Long-term loans payable 349
5 BRI | 4 & Provision for directors’ retirement benefits 154
Zz DA Other 7
[&E A AT Total noncurrent liabilities 510
AfkaE Total liabilities 20,650
(R EE D) Net assets
HEEAR Sharcholders’ equity
BAE Capital stock 3,030
HARIRE Capital surplus 4,458
F 2 0 R Retained carnings 23,721
H Ok Treasury stock (8,441)
HEEARAF Total shareholders’ equity 22,768
FTAM - 5 A Valuation and translation adjustments
FRIE~N » SRS Deferred gains or losses on hedges (56)
AT - R ERHE AT Total valuation and translation adjustments (56)
MR EAE Total net assets 22,711
AR EAE Total liabilities and net assets 43,362
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SRR HE

Consolidated Statements of Income FY2008/3 FY2009/3
HHM HM T (%)
(GH1A#53H31A%T) (fom April 1 1o March 31) Million yen Million yen Percentage of total (%)
5t k& Net sales 72,221
5t L sl Cost of sales 35,330
je LAt Gross profit 36,891
IR e E Fe O — MR Selling, general and administrative expenses 31,960
(e FHIE Operating income 4,930
= )81 € Non-operating income
ZHFE Interest income 7
BENA Rent income 65
LR FE Foreign exchange gains 30
EAEI] Purchase discounts 29
Z D1t Other 101
BEENMIEET Total non-operating income 234
=N Non-operating expenses
BZiN 5! Interest expenses 70
FiR R Foreign exchange losses —
HEEN Rent expenses 67
HIAFHOR Commission fee —
At Donations 0
ZDfth Other 10
BRI ER AT Total non-operating expenses 147
FEHFE Ordinary income 5,017
T2 Extraordinary income
[ 7E B EE Se H ik Gain on sales of noncurrent assets 2,538
Z Ot Other 64
FERIFI S A Total extraordinary income 2,602
LENEEEN Extraordinary loss
[&]E B BRI Loss on retirement of noncurrent assets 319
5 %338 US Impairment loss 409
Z Dt Other 74
FepiR AT Total extraordinary loss 803
Fd & S TR A 4 1) £ Income before income taxes 6,815
BB, ERBE K R Income taxes—current 3,458
e YN P RS Income taxes—deferred (442)
HAFEATT Total income tax 3,015
A HHAF 2% Net income 3,800

HAER E R AR ELH R T

Consolidated Statements of Changes in Net Assets

(20084 H 1 H# 6200943 H31H % T) (from April 1, 2008 to March 31, 2009)

B million yen
HRER A AP - BE AR
Sharcholders’ equity Vilation and sansion | 5 By
ke | YORERE FgMae nopst | HEHE S BERSY
Capital stock | Capital surplus | Rewained carnings | Treasury stock | 0% 5‘:‘2“""*“5' Deferred gins or losses e
equity on hedges
2008311 31 H 5 Balance as of March 31, 2008 3,030 4458 | 23,721 (8,441) | 22,768 (56)|  ¥22,711
RS EHERE T LA Change during the term
FREORY Dividends (1,055) (1,055) (1,055)
B lE3 Net income 1,274 1,274 1,274
HCHA ORI Purchase of treasury stock (0) (0) (0)
HCHR DLy Disposal of treasury stock — — — _
HCHR DA Retirement of treasury stock (362) (7,169) 7,531
HEEALSOEE D Net change in items other than
W) A (W) shareholders” equity 73 73
S RFTHER T OLIEHATT Towl change during the term (362) (6,950) 7,531 218 73 292
200943 14 31 H 5 Balance as of March 31, 2009 3,030 4,095 16,771 (909)| 22,987 17 23,004

HiExX v vy a -

Consolidated Statements of Cash Flows

(4H1H»63H31HE T) (from April 1 to March 31)

70— G

FY2008/3  FY2009/3
R R
Million yen Million yen

BRI ¥ vy 70—

Cash flows from operating activities

T < S5 AR T 24 ARG 2 Income before income taxes 6,815
TR Depreciation 889
T[] 2 P AR KA Depreciation of intangible assets 222
B0\ E REHH Amortization of long-term prepaid expenses 84
b5%i=ti=E Impairment loss 409
DN AEHIE Amortization of goodwill 319
H 55 12448 D HERER (A ED) Increase (decrease) in provision for bonuses 193
% BRI 5 Y4 4 DR (A3 38)  Increase (decrease) in provision for directors retirement benefits 0
BEIT] 24 0 BERAR (A1) Increase (decrease) in allowance for doubtful accounts 0
SZOR B % OS2 XL 24 Incerest and dividend income 7)
KAELFILE Interest expenses 70
AHIZEE B E e R (A 1348) Gain on sales of property, plant and equipment (2,538)
A E G AR Loss on retirement of property, plant and equipment 232
AL E R 4R Loss on retirement of intangible assets 4
76 L fHE OO B AR (A ) Decrease (increase) in notes receivable (604)
72 T¢I RE O BEIRER (A B Decrease (increase) in inventories (2,785)
Z D DIRENE #E DBGIA (A IXIEIN)  Decrease (increase) in other current assets 9)
T A O BEAR (A3 38) Increase (decrease) in purchase liabilities 104
2 O fth D FEEN B fif O BGIRER (AR D) Increase (decrease) in other current liabilities 548
Z Dt [ 7 A i D AR (A 13 3AD) Increase (decrease) in other noncurrent liabilities (73)
z2of Other (62)
/Nt Subtotal 3,812
FILE K O 2 5 =2 VR Interest and dividend income received 7
FE DA Interest expenses paid 71)
EINEOSEIN Income taxes paid (3,291)
BEEEHIILIF vy e 7u— Net cash provided by operating activities 456
HEEEICLAFry 2 7u— Cash flows from investment activities
EMHEOTHAL & 23H Payments into time deposits (17)
HIEEEERE DRI & 2 IUA Proceeds from sales of property, plant and equipment 3,098
HEEEE ORI & 2% Purchase of property, plant and equipment (2,445)
I E G E OIS & B3 Purchase of intangible assets (488)
BRI E OIS & 5 32 Purchase of long-term prepaid expenses (319)
25 ARGE D D 3 AR Increase in guarantee deposits (764)
P& 2 DD e DR (A3 HE ) Decrease (increase) in other investments 9)
BEEH L b ¥ vy Tr— Net cash used in investment activities (946)
MBS L s¥r v 7u— Cash flows from financing activities
FEI A S DR RAR (A1) Net increase/net decrease in short-term loans payable 2,800
BHIEAC L B I0A Proceeds from increase in long-term loans payable —
EHMBAS ORI & 230 Repayment of long-term loans payable (3,620)
HARDRBEC & 232 Redemption of bonds (10)
HOHERXOTE I & 2% Purchase of treasury stock (1,000)
HOMR OS2 & 2 00A Proceeds from sales of treasury stock 3,039
EEAFEIN | Cash dividends paid (715)
MBE#cL ¥y o 7u— Net cash provided by (used in) financing activities 493
Bl R O BLE RIS (07 5 2240 Effect of exchange rate change on cash and cash equivalents —
BE R BB RIS O BIRER (A 338D)  Increase (decrease) in cash and cash equivalents 4
B R OB RS 0 W E 5% Cash and cash equivalents at beginning of term 2,971
Bl Je O B[R S O IR T e Cash and cash equivalents at end of term 2,975

28



Bt % - )5 4 B958 7 — & Financial and Store Related Data

WL REREOHRE (ER) Trends in key business indicators (Consolidated)

[5¢ k58 hafhor=] (R 78 it Al g ] MR 3%/ 5€ b 22 A 25 2 (IFRMT-DEC Y & B 24 P ] (KBRRE~ Hl PE AT (KRR PE (IR ) B 3 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
s b Ao AT AR E Rl AR R 1HR L7204 & ] ARV M AR f e red M EE Il
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
(E T million yen) (%) (E T3 million yen) (E Y5 million yen) (M yen) (%) (B3 M million yen) (1] times)
100,000 125 10,000 5,000 30 120 50,000 3.0
4076 25 43,362 .
80,000 72.221 120 8,000 7563933 4,000 35T B 100 40,000 3533738132 25123 22 3
> 20 a 20
60,000 ﬁ—j};s—]ﬂ—Go 9591185 115 6,000 5017 3,000f— ——' 20 80 30,000 ’
14.2 i 5 2 60 L5
113.3 1.6
40,000 — ——— —— 110 4,000 —  —12.0— — 2,000 ——  —F — 10 20,000 — 15
10 7.6 | | 00— ——— - 40 1.0
20,000 — — ' 105 2,000f— ——' 69 1,000} — — 7 sl o, 18— . 2 10,000 0s
0 100 0 0 0 0 0 0 0 0
FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3
(VRS 720 SRR 38 1 PR 4 720 PE AR [HCEARLIHIF I3 R e R A 3 3] (R EE ARG HEEALE] (e He=R T 7E M2 ) (R fif P 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
LR - 7 Ny i HOEA LIRS — R R = e ’ e = 5
Net income per share Net assets per share Return on equity (ROE) Return on assets (ROA) % ﬁﬁfgﬂ;m, equity E%qgui;t {Eﬁ @ﬁ{%\ﬁa[io o ;:fﬁfc[ ratio aﬁfiﬁnﬁmm ‘gzﬂiﬁfﬂﬁ
(M yen) (%) (B3 million yen) (%) (%) (B3 million yen) (B3 million yen)
800 40 30,000 100 160 4,000 1,500
150.0
600 30/—280 24,000 228 8 ol 00 HL0 s 5000 2,954 1200
218 18,000 17.648 60 2389 900 883
18.8 ’
400 20 80 2,000 642
248 w0 200y —agy 1 O @ B0 1,250 00— ——
200 10 123 000 2 40 L000|— 500
0 0 0 0 0 0
FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3 FY2006/3 FY2007/3 FY2008/3  FY2009/3
¥20064F4H . 2084 THRASEI 2 ERiv 2 L £ L.
*Common stock were split 2 for 1 in April 2006.
(7'M million yen, unless stated) (B million yen, unless stated)
FY2006/3 FY2007/3 FY2008/3 FY2006/3 FY2007/3 FY2008/3
e b Net sales 53,813 60,959 72,221 HCOEARILHE Equity ratio (%) 41.2 46.2 52.4
56 LA 4% Gross profit 29,018 33,072 36,891 HOEAYHHAIZRE Reurn on equity (ROE) (ROE - %) 28.0 21.8 18.8
5 e O — B P g Selling, general and administrative expenses 21,355 25,721 31,960 BRI R Return on assets (ROA) (ROA - %) 21.6 20.0 12.3
[=E Tk Operating income 7,663 7,350 4,930 1HR24S7- b Bl & Dividend per share (19 1Y) 20 10 25
[l Ordinary income 7,639 7,337 5,017 P 24 P Dividend payout ratio (%) 10.9 11.8 27.6
L TR 46 Net income 4,076 3,511 3,800 POy R A B T Total asset turnover (I times) 1.5 1.6 1.7
EE Total assets 35,334 38,132 43,362 W i [ R R Inventory turnover (il times) 2.3 2.2 2.3
HEEARAF Total shareholders’ equity - 17,648 22,768 B b Current ratio (%) 150.0 141.0 135.5
WigrEAE Total net assets 14,565 17,635 22,711 [&7E 2R Fixed asset ratio (%) 82.1 83.0 70.8
IFE% 72 0 MHARIZE  Netincome per share (mJpY) 183.99 84.98 90.59 BaEid-¥ Capital expenditures 1,250 2,389 2,954
1R 72 b Sl pE A Net assets per share (FJPY) 702.65 426.33 538.09 Tl 1 ) & Depreciation 557 642 883
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WEHEER T Y a = 7= 7 (flifs Sl HK) Positioning map of each business (price, age/Non-consolidared)

ol Age
¥7,000 ¥8,000  ¥9,000  ¥10,000 ¥12,500 ¥15,000 ¥17,500  ¥20,000  ¥30,000 ¥40,000  ¥50,000  ¥60,000 ¥70,000  ¥80,000  ¥90,000
Mature T
FAA-FoF sasn—y
Cath Kidston CHROME HEARTS

— 7Pz va
nother Edition

AINF2UTR | ponm—
ol Changes DRAWER
AFATIFTR=R ()

UNITED ARROWS (New)

Ny

v
[ E———— -
, AFh 3 AT
1) —21 S
Odertte ¢ Odile

lunited arrows green label relaxing

LT

TOKISHIRAZU

L L Ca—74&2—A 2F47oF7R—X
BEAUTY&YOUTH UNITED AIﬂRO\X/s

i 5

Price

e
Volume ma

Reasonable Expensive

il 3 P O/ Te g B S 5.

Price is calculated based on average retail customer spend.

Young

High-end market

WA Y vl - fEARGMTE LA X —2 (BK) Mix of private label brands and purchased brands (Non-consolidated)

AV v A
-- Private label brands -- Purchased
brands

B 7T | e I
UNITED ARROWS LTD.
R R F& a7 ————————————
UNITED ARROWS
Ca—74&L—A 2F47yF7R—X O
BEAUTY&YOUTH UNITED ARROWS
)= =N YSTT T _—
united arrows green label relaxing
T -7 rar D
Another Edition
CAINFL TR _—
Jewel Changes
AT v T ATY—v ]
Odette ¢ Odile _
Fyny— |
DRAWER
.
TOKISHIRAZU .

0 25 50 75 100 (%)
MOEMPA S (B A=A —BLEN S DTSV R A—2% O THEET A ) LA CEDTH L.

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

ML=y XA oYy 3T AR SORER LA 100%D =D A HE#,

CHROME HEARTS and Cath Kidston are not included since their product lineups are entirely composed of purchased brands.

WD - mERISE RS (BfK) Sales by Business and Category (Non-consolidated)

2 %t Total company sales

. 13.0% . 13.0%
SERERITE kR e mmEN5E L mkga kL
Net sales by busi Net sales b (9,993)
et sales by business et sales by category 4.9%
15.4% 9
FY2009/3 656 FY2009/3
SRERZE L 7% L G A EIRIE L N
Net sales by business/Net sales (YoY) ' Y Net sales by category ¥
0,
SERERE L o 5E L niiiL 5'0 ° A
Net sales by business Net sales (YoY) Net sales
(B million yen) (%) (B million yen)
80,000 120 80,000
0,
18.9% 69,560 70382 40.7%
2FAFIETE—R ossee6 | AX
60000 ® UNITED ARROWS s m o ® Men's
@ Vv ySsYyy - YAAYE
40,000 green label relaxing 40,000 Women’s
raboNn—y SNWIN— LA —
o CHROME HEARTS ° Silver & Leather
20,000 o S-B.UBLLUATH 20,000 —r! —f —— o MEE
SBUs and UA Labs Miscellaneous
ZDfth Z0fth
0 o Other 0 Other
FY2007/3 FY2008/3 FY2009/3 FY2007/3 FY2008/3 FY2009/3
® UNITED ARROWS ® green label relaxing
5¢ b 5 bmniii mmEI5E L mkga b i =l e mmH5E b Eig e

Sales/Sales (YoY) Sales by category Sales/Sales (YoY) Sales by category

56 L © ¢ Lt 5 L —o- ¢ LRnTi
Sales Sales (YoY) Sales Sales (YoY)
(EHM million yen) (%) (F73M million yen) (%)
40,000 120 0 18,000 120
105.6 104.1 3.3% 4.1% e
° = 3!44 15,000 SR LEA ST P
30,00073= ; R 13,264 144>
12000 | 1L728 5 g
u 46.30
20,000 60 51.5% 9,000 I 60 3%
6,000 -—no ———
10,000 ——  ——— 30 41.1% 43.2%
3,000
0 L SN QLA — 0 OAR L UAAVR R
FY2007/3 FY2008/3 FY2009/3 Men's Silver & Leather FY2007/3 FY2008/3 FY2009/3 Men’s ‘Women’s Miscellaneous
VAR MEER
® Women's ® Miscellancous

® SBUs and UA Labs

5 b e Ltk
Sales/Sales (YoY)

@ CHROME HEARTS

56 b s ki
Sales/Sales (YoY)

mn Hl 58 b i ke
Sales by category

mn Hl 58 b i ke
Sales by category

76 L o 5g Lanrie 5 L R AR
Sales Sales (YoY) Sales Sales (YoY)
(E73M million yen) (%) (FJiM million yen) (%)
5,000 150 18,000 180
' ’ 5.9% 9
1524 o 10.4%
4,000 120 15,000 150
12,000 1126 120
3,000 90 ' 10,480
9,000 | 11,803} 99
2,000 60 6,900
6,000 — —— — 60
83.7%
1,000 30 3,000 —— —— —— —— 30 ’
0 L e o PR B R O AVR AR MR
FY2007/3 FY2008/3 FY2009/3 Silver & Leather FY2007/3 FY2008/3 FY2009/3 Men’s Women's Miscellaneous

#2007/3M3 £0°2008/3 8 [2F A7y F7R—R L=V A A= 27 (LLS.) | ThoT [ A%V [13.2009/3840S.B.U. 2 S UAFRI S I A B
Teh% LIz, 2AUZED, 2008/3 DL TR A S L Tas0% 5.
Cath Kidston, which was a UNITED ARROWS Label Image Store (LIS) in the fiscal years to March 2007 and 2008, became an SBU and a UA Lab from the fiscal year to March 2009. For comparison
purposes, the sales, store numbers and other figures for Cath Kidston have been calculated retroactively and included in the figures for SBUs and UA Labs for the fiscal year to March 2008.
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W= Y 7HIEHRER = v 7 awomsisinme Store Map s of Augusc 31, 2009)

UAZV—7" D)5 R UNITED ARROWS Group store network

M stores
aF45yR7a—=x 14 UNITED ARROWS
aF47v R 7= () 12 UNITED ARROWS (New)
Ca—74&1—R 2H 477 —X 17 BEAUTY&YOUTH UNITED ARROWS
UAV — WA R—Z AT 3 UA Label Image Stores
) —v— N VS 37 united arrows green label relaxing
raLon—y 5 CHROME HEARTS
SB.ULIFUAZHR 46 SBUs and UA Labs
TURyh 15 Outlet stores
B F 47y rF7e—x A5t 149 UNITED ARROWS LTD. total
(th74—= 12 FIGO
v =7n 2F 4798 7—X 4 PERENNIAL UNITED ARROWS
2 —=> 25 COEN
At 190 Total

FRS B AL R B IX. (G245 )
Koushinetsu/Hokuriku/Tokai area (24 stores)

Ji# stores

AFATYRTR—A
UNITED ARROWS
2F 47y 7R—X (#)

UNITED ARROWS (New)

1
1

Ca—74&1—A 1S 479 7u—X |
BEAUTY&YOUTH UNITED ARROWS
A I S
united arrows green label relaxing
rason—y 1
CHROME HEARTS
S.B.URLUDUASHE 6
SBUs and UA Labs
Tk 3
Outlet stores
HW74—= 1
FIGO
Hz2—=> 6
COEN

rp - DY JUM B (G270 &)
Chugoku/Shikoku/Kyushu area (27 stores)

JiH stores
AFATYRTR—=Z 2
UNITED ARROWS
2FATYETR—=X(H) 1
UNITED ARROWS (New)
Ya—74&1—A 2F 47y F7—2 3
BEAUTY&YOUTH UNITED ARROWS
P)mb—m N YSTS T
united arrows green label relaxing
raln—y 1
CHROME HEARTS
SB.U.HIDUAZK 4
SBUs and UA Labs
PAZ
Outlet stores
t74—= 2
FIGO
HRa—x> 6

COEN

HE F s AWVBIRER LA A= Location of UNITED ARROWS stores

B2F 47K RS
UNITED ARROWS LTD.

Hh74—=
FIGO

H_v=7n 2+ 47y TR—X
PERENNIAL UNITED ARROWS

a2—=>
COEN

. Wil stores
AFATYRTR—X |
UNITED ARROW'S
247N TR—2 (F) 2
UNITED ARROWS (New)
Ya—74&1—A 2F 4798 7R—X 3
BEAUTY&YOUTH UNITED ARROWS
P)—b—n V52005 11
united arrows green label relaxing
g S.B.U.XLUUAFR 3
SBUs and UA Labs
‘\ﬂ VAZ2 2
) Outlet stores
' , Ha—z> 3
‘ COEN
BIPE X (30K ) FEHIX (FH67)5H)
Kansai area (30 stores) Tokyo area (67 stores)
T stores M stores
aFAFyRTR—R 2 aSA47yRTR—X 6
UNITED ARROW'S UNITED ARROW'S
FATFYRTR—X(H) 3 2FATFYETR=Z(F) 4
UNITED ARROWS (New) UNITED ARROWS (New)
Ca—74&L—A 2FATYFTR—X 2 Ca—T4&L—A LFATYETR—X T
BEAUTY&YOUTH UNITED ARROWS BEAUTY&YOUTH UNITED ARROW'S
A e R O A PY)—s =W YSrvr S §
united arrows green label relaxing united arrows green label relaxing
raLon—>y 1 ralon—y )
CHROME HEARTS CHROME HEARTS
S.B.U.XLUUAFR 7 S.B.U.%LUUAFR 23
SBUSs and UA Labs SBUSs and UA Labs
TUhewh 2 UAV—WARX—= RN 3
Outlet stores UA Label Image Stores
H74—= 2 aZd S )
FIGO Outlet stores
F_v=7n 2F479F 7R—2 | H74—= 7
PERENNIAL UNITED ARROWS FIGO
H2—=> 5 HRv=7n 2F47YF TR—Z 3
COEN PERENNIAL UNITED ARROWS
Ha—=> 2
COEN
|77v°/ayl:“»v Iﬁgrg Tayt v s a—
Fashion-oriented shopping complexes ™ Department stores Roadside stores Shopping centers
0 25 50 75 100 (%)

At - AR X Gl 1405 &)
Hokkaido/Tohoku area (14 stores)

Hi#l stores

AFATYRTR=X

UNITED ARROWS

A AFYR 7= (F)
UNITED ARROWS (New)
Ya—74&1—RA 1S 479 7R—X
BEAUTY&YOUTH UNITED ARROWS
P)—b— W STV
united arrows green label relaxing
S.B.U.xLUUASH

SBUSs and UA Labs

YaZZ 2y

Odutlet stores

Ha—=>

COEN

B SR (st it ) HiIX (28K 4
Kanto area (excluding Tokyo) (28 stores)

R S e

W= 755 L& (B1F) Sales by Area (Non-consolidated)

N

it - AL X

Total company sales

Y7 HIE B OHER

Y7 HI5E bR

Hokkaido/Tohoku area Historical sales by area Sales by area
BHE (ATt LA ) X 7 L
Kanto area (excluding Tokyo) Net sales
(%M million yen) 8.5%  4.4%
HOTH X 100,000 (2,909)
® Tokyo area 8.4% (5,656) 14 7%
; (5,570) (9,802)
R R 80,000
Koushinetsu/Hokuriku/Tokai area
62173 ‘wa’ FY2009/3
B 00000 53,781 13.2%
® Kansai area - - (E 1)
40,000 - million yen
VP - DY - U X
Chugoku/Shikoku/Kyushu area
20,000 8.3%
- 37 4
Wholesale/Mail order
0
F20073  FY20083  FY2000/3 42.5%
® UNITED ARROWS ® green label relaxing
e Lot )7 HI5E kg L 5 Lemo® Y758 LR
Sales Sales by area Sales Sales by area
7& L 7t L
Sales Sales
(B million yen) (B million yen)
40,000 0 0 16,000 0
35.118 36,544 $.10% (62,213£ 4.7% o 14,422 9.1% 6.0%
32,071 2,956) (1,723 14.2% 13,2 11.7% (1,307) (856)
30,000 7.7.7 (5,201) 12,000 11728 — B (1.691)
[ | 15.1% FY2009/3 m N gy 898 27-6%
(EHm) ] 9 2%. (F)
20,000 —— million yen 8,000 ——  ——F ——F —— : million yen
(2,636) I I (1,285)
7.2% 8.9%
10,000 ——  —n— —— 1 —— 4,000 —— & —— ——
44.6%
27.5%
0 0
FY2007/3 FY2008/3 FY2009/3 FY2007/3 FY2008/3 FY2009/3
© CHROME HEARTS ® SBUs and UA Labs
5t Lot Y7 5l5E bEikEa b 5e Lo )7 58 LmkEa b
Sales Sales by area Sales Sales by area
PR 56 L
Sales Sales
(BT million yen) F 0.2% (EJM million yen)
5,000 4.0% © 18,000 2.8% < 0
17.9% <3z9><6?'2/°
4000 25.7% 15,000 @111
11,803 6.5%
3,000 12000 10,480 @70 Fv2009/3
CETI)
9,000 S

2,000 ——

1,000

FY2007/3 FY2008/3 FY2009/3

HYTRHIFE LEid AR =Y (Uhoe, e GEIEE) 265 L TR,

million yen

(498)
13.0%
57.1%

6,900

[ |
6,000 = —
3,000 7I7 —— o —
0

FY2007/3 FY2008/3 FY2009/3

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

8.3%'

(1,129)

9.6%

million yen

49.7%
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WEE M7 0 1B (HK) Business and Store Data (Non-consolidated)

BETEIE 58 b - 20 8- 2 HUAM AT 100 beHE RS

Historical sales, number of customers and customer spending (YoY)

=S.B.U.%LUUATR

SBUs and UA Labs

21t B FAFyF7R—2

Total company sales UNITED ARROWS

B )= = )SI 0T rabon—y

green label relaxing CHROME HEARTS

~o— 5t LRt Sales (YoY)
KHBIMI  Customers (YoY)

=3¢ il Sales (Yov)
KHGIL  Customers (YoY)

® 5t L@ Sales (YoY)
FHRIIL  Customers (YoY)

—o— 5t LML Sales (YoY)
FHHIMIE  Cuscomers (YoY)

® 5t L@ Sales (YoY)
KHGIL  Customers (YoY)

(%) =@= K HffiFiHILL Spend (YoY) (%) ® I Spend (YoY) (%) == BT Spend (YoY) (%) =@=KHfHiFIHILL Spend (YoY) (%) ® FHfiFiHHL Spend (YoY)
120 120 120 120 120
116.9
113.1
110 1101089 110 o105
1062 12. \ °
1020 by 10530
100 100 100 ¢ 9.7 1001030 o
©985 99.1
99.3 o
96.1 94.8 ® %
944 94.7 ©933 90.8 94.3
90 90 ) — 90 90
89.8
86.
849 ’
80 80 80 80 80

FY2007/3 FY2008/3 FY2009/3 FY2007/3 FY2008/3 FY2009/3 FY2007/3 FY2008/3 FY2009/3 FY2007/3 FY2008/3 FY2009/3 FY2007/3 FY2008/3 FY2009/3

LIRS

Number of stores

BRI

Average sales area

PEEEER
Average number of employees

maFA7yF7a—2 Y= Y5
UNITED ARROWS green label relaxing

maFATYFTa—2 Y= YFI0v )
UNITED ARROWS green label relaxing

maf ATy TR—A )= Y5y
UNITED ARROWS green label relaxing

L=y i S.B.U.HLUUATR raLon—y m S.B.U.HLVUAFR b=y i S.B.U.XLUUATH
CHROME HEARTS ~ SBUs and UA Labs CHROME HEARTS ~ SBUs and UA Labs CHROME HEARTS ~ SBUs and UA Labs
(K stores) (ni) (A persons)
150 40,000 2,000
128 138 1,817
33,226.3 1,623
120 —
104 30,000 29498.1 47| 1,500 —
448924 7641 1,284
24,429.4 4
% 3467 8 9,971
20,000 444 90489 1,000 ||
60 — 7,I.o
186).5
“ I I 10,000 T ——— 500 ——|
I 128962
0 0 0
FY2007/3  FY2008/3  FY2009/3 FY2007/3  FY2008/3  FY2009/3 FY2007/3  FY2008/3  FY2009/3

1 M7z ) O ERE, P SE IR, PAIRER B M Average annual sales, sales area and number of employees per store (approx.)

At oo UNITED ARROWS VRO T green label CHROME SBUs and

Total company UNITED ARROWS (New) BEAUTYEYOUTH UA relaxing HEARTS UA Labs
-1 41 (
T f\?ﬂ“ ) 430 1,400 560 500 350 760 180
Average annual sales ~ JPY millons
L ,d_r,iEl
PRFESER 240 570 380 300 250 150 100
Average sales area
THEEAE
Average number of Persons) 13 30 16 16 12 10 6

employees

#2007/3813L02008/3M1- [ 2F4F Y F7R—Z L=V A A= Zb7 (LLS) J THoT [F4A- % FY> [1X.2009/3M14DS.B. U 3 S UASRALE T A4
70 UIz, 2HUZED 2008/3 U TR A HL TR0,
Cath Kidston, which was a UNITED ARROWS Label Image Store (LIS) in the fiscal years to March 2007 and 2008, became an SBU and a UA Lab from the fiscal year to March 2009. For comparison
purposes, the sales, store numbers and other figures for Cath Kidston have been calculated retroactively and included in the figures for SBUs and UA Labs for the fiscal year to March 2008.

EES
History

FORERA XM AT T HAC,
#WrF4 7y F7e—X 2RI (EARES5,0005M)

1989.10

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

FOERERKMERONTHI, 2747y F7r—xX
(LT, UA) 31 5SS 2 4 —7 >

1990. 7

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

759y S vav LT,
FRARE S X ME i = T H CUAJRTEAE %
Rl AN o S O N = 3 R [ A £ 4. T

1992.10

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

HAGEZR R 2 (Y x 2 Xy 7) S & 15 B &

1999. 7

Registered at the Japan Securities Dealers Association (present
Japan Association of Securities Dealers Automated Quotations,
or JASDAQ), becoming an over-the-counter traded company

FY)—rvr—~xnY 5707 (LF. GLR)
EREDAKEHIE L 7 2 GLRITE M # sl EkirE X
WiE=TH IvIid#imEe) mexr—7v

1999. 9

Full-scale start of green label relaxing business (see page 17) with
the opening of green label relaxing Shinjuku in Shinjuku
LUMINE 2, Shinjuku-ku, Tokyo

CHROME HEARTS TOKYO#
HEHBXEEILSNTHICA =T L,
za sos—y ERED RIS R % BIth

1999.12

Full-scale start of CHROME HEARTS business (see page 18)
with the opening of CHROME HEARTS TOKYO in Aoyama,
Minato-ku, Tokyo

FARGEZRIG A sk i k2 L5

2002. 3

Listed on the Second Section of the Tokyo Stock Exchange

HORGEZRIG | A T35 — SRR 2 1 E

2003. 3

Listed on the First Section of the Tokyo Stock Exchange

UAERD 7597w - vay P Thb,
UARTEARIERBIKL, Voa—Tnrvt =7

2003. 9

Renovation and renewal with increased store area of flagship

store UNITED ARROWS HARAJUKU

420 7RO¥FEOEHA, Hitk & CRoEE £z 2 ¥H5 L
To5H7 4 —T KA HOMY Fattit

2005.11

Acquired all shares of FIGO CO., LTD., which mainly engages
in the import, wholesale and sale of Ttalian bags and other
accessories, and made it a fully consolidated subsidiary

A 100058 2B 2 5

2007. 3

Number of stores exceeds 100

RN R £ TR DO Y FiD{RE L & /N E
TrrHELT W=7 2+ 47y FTR—X %]
Ttk LTRkar

2007. 8

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

SEMER L OB - EBRECAE

2007. 8

Agreed capital and business alliance with Mitsubishi
Corporation

Kk L OCGOM Y GO/NFEE T s4E LTS
tha—= 2Tl L LTRROL

2008. 5

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

in retailing of clothing and personal items

HWIRIESE Y. W2+ 4 7 F7 v —x138)54H.
B2 4 — 1208, Bhrv=7nv 25447 F
7u—REL. a2 —x L 16ESL Ik 3

2009. 3

138 UNITED ARROWS LTD. stores, 12 FIGO stores,
2 PERENNIAL UNITED ARROWS stores, and 16 COEN
stores as of March 31, 2009
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Corporate Data Board of Directors

i 5 BRAattarMisoF7R—X
Trade name UNITED ARROWS LTD.

AR AT R

i)

N F Osamu Shigematsu

B O OBR Tesua ki

ntative Director
fficer and Senior

RFME T B RMATRR

Vice President

AL P AE M RAUERSR KA E T T H3 1% 125

Director, Executive Officer and

et
LE TR ST NN

b
B

Akira Hitomi

Address 2-31-12 Jingumae, Shibuya-ku, Tokyo, Japan Executive Vice President
% ok & 30306 T L EE
Paid-in capital ¥3,030 million — o ’
. ) BER BBRARA N O IE O Moomi Ko Drn B Offceran
e % B # %2,630% (754 b 2094)
Employees 2,630 (Part-time employees: 209) LB oA oA B 2 Hiroyuki Higashi  Senior Exccutive Officer
HE N A MR- IGARS & M EED 4 )5S Ewmow i a8 K H OWE OB Nokos Senior Exccutive Officer
Main business Planning and selling men’s and women’s apparel, accessories, and other products
LW ow oo oA B OB O fE  MisunoriFujisawa  Senior Exceudve Officer
- g e 4=
FENGISIT 1. =ZFERFUFHT
Main banks The Bank of Tokyo-Mitsubishi UFJ, Ltd. Lowowoi o BT H O A Mitsuhiro Takeda ~ Senior Executive Officer
— N -
2. ZHERRIT Lowow @A £ JII JU 3 YasuhiroSagawa  Senior Exceurive Officer
SUMITOMO MITSUI BANKING CORPORATION
o e wo o #% A P& FT = Hidehiko Suito Exccutive Officet
3. AT EHRAT
Mizuho Bank, Ltd. w0 B % & 3 H OHER veke Sk Standing Corporate Audicor

Ev
3
E
I
N

Yoshiyuki Yamakawa Corporatc Auditor

HAEEEMIMEAETHY . 754 PRI TRRIRL THY 27,

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

Em
ot
=
=
B
=2

Hironari Hashioka ~ Corporate Auditor

H- N =3
H(f‘ T X (2009% 3 HALHBA  As of March 31, 2009)
Stock Information

IRGHRECET 2 HCAbE R

7R e 17,262% B & o A IR

Number of sharcholders Shareholder composition (by number of shareholders)

- . T107-0052
F47 T hi b AR 190,800,000%% SN SRR s ;
Number of authorized shares Firin(ial institutions Firzn(ial instruments firms ﬁ/?\%ls‘(%lzgﬁﬂig'l' 1 9 El z'KéEﬁﬁﬁf;ﬁi vv
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