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Nakazawa: This is Nakazawa speaking. I would like to present an overview of our business performance for 
the first nine months of the fiscal year ending March 31, 2026. 

Here are the financial highlights for the first nine months of the fiscal year. 

I would like to start with the consolidated results. Net sales were almost at the planned level, and gross profit 
exceeded the plan in both absolute terms and as a percentage. Although there was an increase in SG&A 
expenses due to the overhaul of the enterprise core system, an increase in depreciation expenses associated 
with the opening of new stores, improvement of advertising and sales promotion, and an increase in 
personnel expenses, these were absorbed by the improvement in gross profit, and operating profit and 
subsequent profit metrics exceeded both the plan and the previous year's level. As a result, operating profit 
and subsequent profit metrics exceeded both the plan and the previous year. 

Next is the gross profit margin. On a consolidated basis, the ratio improved 0.4 percentage point from the 
previous year to 53.4%, the highest level since the fiscal year ended March 2015. In addition to the increase 
in non-consolidated sales over the previous year due to continued strong fixed-price sales of fall and winter 
products, there was a significant improvement at COEN CO., LTD., including a reversal of the previous year's 
inventory write-downs, as well as an improvement at the Taiwanese subsidiary. 

Next, let's look at UNITED ARROWS on a non-consolidated basis. Sales exceeded projections and were up 
double digits from the previous year. The gross profit margin also improved by 0.1 point from the previous 
year, and despite an increase in SG&A expenses, operating profit and subsequent profit metrics exceeded 
both the plan and the previous year. 

In addition, both the customer count and average spend per customer at existing stores exceeded the 
previous year's levels, and we have been able to gain the support of customers despite raising prices in the 
face of inflationary trends.  

These are the financial highlights. 

I will now discuss the financial figures. 



 
 

 

First, I would like to look at the net results.  

Consolidated net sales were JPY123.6 billion, 109.4% of the previous year's total, and the consolidated gross 
profit margin was 53.4%, an improvement of 0.4 percentage point from the previous year. 

 

 

 



 
 

 

Consolidated operating income was JPY8.7 billion, 109.1% compared to the previous year's performance, and 
the ratio to sales was 7.1%, the same level as the previous year. 

Next is the net income attributable to owners of the parent company. As disclosed recently, the net income 
attributable to owners of the parent was JPY6.6 billion, 132.2% compared to the same period of the previous 
fiscal year, and 5.4% of sales. This is because the Company recorded deferred tax assets related to losses 
retained at COEN, a consolidated subsidiary, triggered by the planned transfer of all shares of COEN to Gyet 
Co., Ltd.  

Initially, we projected a YoY decrease in profit through Q3. As a result, the Company saw an increase in profit. 

Currently, the final profit exceeded the forecast disclosed in the appraisal by more than 30%. Due to the 
transfer of all COEN shares scheduled for March 2, 2026, the Company expects to incur a loss on the transfer 
of shares in Q4. The amount of loss on the transfer is under scrutiny at this time due to the waiver of certain 
claims to COEN and the fact that the net asset value of the company at the time of the transfer has not yet 
been determined.  

Therefore, we have not changed our consolidated earnings forecast for the fiscal year ending March 2026 and 
will keep the figure announced on May 8, 2025. We will promptly disclose any matter that need to be disclosed 
in the future. 



 
 

 

This is the consolidated P&L. The details are as shown on the slide.  

The following is a breakdown of the extraordinary loss of JPY730 million for this fiscal year. Impairment losses 
amounted to JPY570 million, and head office relocation expenses amounted to JPY70 million. 

 

 

 



 
 

 

This is the consolidated P&L for Q3, three months. The details are as shown on the slide.  

The gross profit margin exceeded the previous year's results due to fixed price sales trends for fall and winter 
products, with strong double-digit sales growth from the previous year.  

As a result, the SG&A expense ratio was suppressed, and operating profit and subsequent profit metrics 
exceeded the plan, resulting in an increase in both sales and income. 

 

 



 
 

 

Here are the details of the gross profit margin.  

The consolidated gross profit margin was 53.4%, an improvement of 0.4 point from the same period last year, 
while the non-consolidated gross profit margin of UNITED ARROWS was 53.1%, an improvement of 0.1 point 
from the previous year. 

The breakdown is as follows: business unit total improved by 0.4 point due to strong performance in Q3, while 
outlet sales were down 0.3 point from the previous year due to an increase in inventories from prior periods. 

COEN's performance improved significantly by 4.3 points due to a rebound from the previous year when there 
was an increase in valuation losses on merchandise, and UNITED ARROWS TAIWAN improved by 0.2 point. 



 
 

 

This shows the details of the gross profit margin for the three months of Q3. This is as shown on the slide. 

 

This is the consolidated SG&A expenses.  

Total SG&A expenses were JPY57.3 billion, 110.5% compared to the previous year's performance, and 46.4% 
of sales, up 0.4 percentage point from the previous year. This was due to an increase in advertising and sales 
promotion expenses as a result of the improvement of advertising, an increase in personnel expenses as a 
result of an increase in the number of employees and base increase, an increase in rent expenses as a result 



 
 

of sales increase, and an increase in depreciation expenses as a result of the overhaul of the core system, 
head office relocation, and new store openings, etc. 

 

Here is a breakdown of the consolidated SG&A expenses for Q3, three months. The details are as shown on 
the slide. 

 

 

 



 
 

 

Here is the consolidated balance sheet.  

The first is total assets. This was JPY79.1 billion, 112.9% of the end of the previous fiscal year.  

Here is the breakdown. Current assets totaled JPY51.7 billion, 115.5% of the end of the previous year. Fixed 
assets totaled JPY27.4 billion, approximately 108.2% of the end of the previous year. Current liabilities 
amounted to JPY31.6 billion, 114% that of the end of the previous period. Long-term liabilities amounted to 
JPY4.8 billion, 106.1% of the figure at the end of the previous period.  

Total net assets amounted to JPY42.6 billion, 112.8% of the end of the previous fiscal year. 

For the details of the balance sheet, please also refer to the financial results released yesterday. 

There are two references at the bottom of the slide.  

First, the balance of long- and short-term borrowings. This amount was JPY8.2 billion, an increase of JPY7.1 
billion from the end of the previous period. This was due to an increase in borrowings of JPY6.4 billion at 
UNITED ARROWS and JPY700 million at its subsidiary COEN. 

Also, below that is inventory. This amount was JPY29.2 billion, 114% that of the end of the same period last 
year. The level remained high.  

This balance includes this season's spring and summer product arrivals. For fall and winter products, we are 
in the process of evaluating them through sales in January and February. 



 
 

 

This is the consolidated cash flow.  

First, operating cash flow, cash inflow was JPY600 million, while cash outflow from investing activities 
amounted to JPY6.4 billion. Cash inflow from financing activities amounted to JPY5.3 billion, resulting in a cash 
and cash equivalents balance of JPY6.2 billion.  

The main breakdown of each item is shown on the slide. 

 

 



 
 

 

Next, I would like to report on UNITED ARROWS' non-consolidated results.  

First, sales. JPY115.6 billion, 110.3% compared to the same period last year.  

The gross profit margin was 53.1%, an improvement of 0.1 percentage point from the previous year. 

Existing store sales YoY exceeded the previous year's performance for both retail and online channels. Net 
sales of retail and online channels combined was 106.5%. The number of customers who made purchases in 
existing stores reached 103.8% compared to the same period last year. The average spend per customer 
resulted in 102.4% compared to the same period last year, supported by the price updates.  

Even amid inflation, we believe we have maintained strong customer support, as we raised the average spend 
per customer. 



 
 

 

Here are the details of non-consolidated sales by channel.  

The business unit total was JPY97.3 billion, or 109.6% compared to the same period last year. Retail sales were 
JPY66.2 billion, or 110.8% from the same period last year, and online shopping sales were JPY29.5 billion, or 
107.7% compared to last year's performance, or 25.1% of total sales. 

Thanks to various improvement measures, our e-commerce site achieved approximately 106.9% compared 
to last year's performance, and total sales at third-party shopping malls were 108.2% YoY, thanks to aggressive 
inventory allocation in outlet malls. This amounted to JPY20.5 billion, 114.6% of the same period last year, 
and 17.4% of total sales. 

The details of the YoY comparisons of existing stores' performance are shown on the right side of the slide. 



 
 

 

This is a breakdown of non-consolidated sales by business segment.  

In the trend market, led by UNITED ARROWS and BY, sales of women's apparel grew noticeably, with net sales 
of JPY63.3 billion, up 107.9% from the same period last year. 

The mid-trend market, led by GLR, posted sales of JPY34 billion, 112.9% compared to the previous year's 
performance. Women's wear continued to grow at a high rate due to the growth of online shopping, which 
had been driven by an increase in inventory allocation, and an increase in sales at CITEN brand due to the 
aggressive opening of new stores. 

Both markets also experienced sales growth in both retail and online sales. 



 
 

 

The following is an overview of the group companies.  

The first one is COEN. Sales were JPY7.13 billion, 95.3% of the same period last year. Sales fell short of last 
year's performance due to the impact of large store closures in the previous year and struggling online sales. 
On the other hand, the gross profit margin improved, while operating and ordinary income and loss figures 
improved. 

Next, I would like to talk about UNITED ARROWS TAIWAN, with net sales of JPY1.47 billion, 112.1% compared 
to the previous year's performance. Although net sales grew and the gross profit margin improved, the 
increase in SG&A expenses due to new store openings and other factors resulted in an increase in sales and a 
decrease in income. 

Below that is UNITED ARROWS SHANGHAI. Although online sales fell short of our expectations, our brick-and-
mortar stores are off to a much better start than planned. The company plans to open a second store in the 
Shenzhen area in March 2026. 



 
 

 

This is the status of new and closed stores.  

During the first nine months of the current fiscal year, we opened a total of 28 new stores and closed 2 stores, 
bringing the total number of stores at the end of Q3 to 348. The number of stores as of the end of March 2026 
is expected to be 347, an increase of 25 stores from the end of the previous fiscal year. 

This is the summary of our business results for Q3 of the fiscal year ending March 31, 2026. Thank you very 
much. 

 



 
 

 

Tan: This is Tan from the Corporate Strategy Division. I would like to report on sustainability in this Q3. 

First, I would like to report on the improvement of CDP evaluation.  

In the 2025 survey conducted by CDP, an organization running an international environmental information 
disclosure system, we received an A- score in the areas of climate change and water security. This score is 
second only to the highest rating A and is comparable to the leadership level. 

In the area of climate change, the Company's efforts and transparency in information disclosure were highly 
evaluated, and it was upgraded from a B to an A rating. In addition, the Company received an A- rating in 
water security for the second year in a row. 

Next, I would like to report on the proportion of female managers within our company. At the beginning of 
the new fiscal year that began in April this year, the percentage of female managers at the section manager 
level and above was roughly 31%. This is expected to be about 2.8% higher than at the beginning of this fiscal 
year. 

Under our General Employer Action Plan based on the Act on the Promotion of Women's Participation and 
Advancement in the Workplace, we have set a target of having women account for at least 30% of managers 
at the section‑manager level and above by the end of March 2026. We expect to reach our goal, although it 
will be one fiscal year later. 

We will continue to establish a system that allows all employees to demonstrate their abilities and play an 
active role in the Company regardless of gender.  



 
 

 

Matsuzaki: This is Matsuzaki speaking. I will review Q3 and report on the progress of our mid-term plan and 
our initiatives for the future. 

Q3 of this fiscal year was a difficult period for us, as temperatures swing more drastically than usual, with a 
sudden chilly weather after a long period of lingering summer heat.  

However, even in such an environment, the Company was able to achieve a double-digit increase in 
consolidated net sales for Q3, three months, from the previous year and an improvement in the gross profit 
margin, which we view as very favorable results. 

We recognize that this is the result of our steady progress in shifting to a profit structure that is less susceptible 
to the external environment. 

Q3 holds the highest weight of our total sales and profit. We have been working over the past three medium-
term years to establish a product lineup that can curb the temperature effect and ensure stable sales.  

As a result, we reviewed our product mix, which had been heavily dependent on winter outerwear and 
knitwear, and increased the proportion of autumn and winter items less affected by temperature fluctuations, 
such as jackets, cut‑and‑sewn tops, blouses, and pants. This shift helped improve both sales and profitability. 

In addition, we recognize that maintaining a market share in the clothing accessories category, such as shoes 
and bags, helps reduce the swing in performance impacted by temperature fluctuations, thereby securing 
stable earnings. We made progress in this initiative as well. 

As shown in the graph on the slide, the percentage of winter clothes in the business unit was reduced by 3.6 
percentage points in the current fiscal year, while the percentage of fall and winter clothes other than winter 
clothes increased by 4.5 percentage points. 



 
 

 

These efforts have been very successful over the past three years.  

In the current fiscal year, the business unit achieved a good performance of 111.6% compared to the previous 
year in Q3 as a result of this enhanced response to temperature trends. Sales of items other than winter 
jackets and pants were up to 110%, or 4.6 points from the previous year, while shoes and bags also showed 
strong trends, up 1.9% at 109.3%. 

In addition, the early drop in temperature this year ensured that we captured the rise in demand for warmer 
weather, which was a further boosting factor.  

There is a clear shift toward customers choosing carefully curated, high-quality items, especially as the line 
between work, off-duty, and office wear becomes increasingly blurred. We believe this trend reflects how 
well our strong capabilities in product development, curation, and proposal-making align with our customers' 
evolving needs. 



 
 

 

Next, I would like to discuss our customer base, which is a major factor supporting this stable growth.  

The number of active UNITED ARROWS club members reached 1.6 million, an increase of 126,000 customers 
over the same period last year. While increasing the population of members, the ratio of members and the 
ratio of F2 and above members who purchase more than twice a year continued to increase, resulting in an 
increasing number of repeat customers. 

As a result, UNITED ARROWS club member sales grew by double digits in Q3 from the previous year, and the 
member sales ratio expanded by 1.5 percentage points from the previous year, which means that we were 
able to grow without decreasing the number of customers.  

We will continue to maintain a strong customer base by steadily advancing the membership retention rate 
and the ratio of F2 and above members, as well as expanding the membership population. 



 
 

 

I would like to continue discussing our future initiatives. As we announced yesterday, we have started to 
consider the transition to a holding company structure. 

In order to achieve our long-term vision, which is targeted for 2032, we believe it is essential to diversify our 
business and expand our customer base by entering into non-apparel areas, in addition to growing our existing 
domains with a focus on fashion.  

Through the conversion to a holding company, we will establish a structure that includes mergers and 
acquisitions to achieve our long-term vision. 

 



 
 

 

Following the M&A of BOOT BLACK JAPAN in October 2024, we announced yesterday that the women's brand 
TELMA joined our group. 

TELMA is a high-end women's brand founded in 2022 and is available at some of our stores, department stores, 
and select stores of other companies.  

This M&A is an expansion of our portfolio in the high-end and luxury areas, and although it is still small in 
scale, we have high expectations for its high potential for future overseas expansion and expansion of our 
domestic clientele. 

 



 
 

 

In addition, we will be adding more stores related to new businesses, such as CITEN, conte, and NICE WEATHER, 
which we have been promoting during this mid-term period.  

This spring, CITEN plans to open two stores, conte plans to open one store, and NICE WEATHER plans to open 
three stores. We also plan to open two stores for Edit united arrows in a new store format that curates and 
demonstrates our women's brands. 

In addition, we will launch an exclusive sales initiative for ER, a women's brand led by fashion model Emma 
and stylist Mr. Nakamura. The brand has gained strong support from women in their 20s, thanks to its 
free‑spirited styling that blends sensitivity with real‑life wearability, as well as its strong presence on social 
media. As part of the development of a new brand that will resonate with the next generation to achieve our 
long-term vision, we will begin featuring the brand in our stores. 



 
 

 

Next is the overseas business.  

We made steady progress on this initiative as well.  

As for mainland China, the Shanghai store, which opened in January 2025, is performing well, and we plan to 
open a second store in Shenzhen this March. 

We will strengthen our presence in the South China region by featuring our trend‑forward original labels, 
which have performed strongly at our Shanghai store, along with exclusive collaboration items developed 
with local brands. 

As for Taiwan, we will open a new store which marks the 15th store overall and the third overseas store for 
GREEN LABEL. 

In Thailand, we are planning to open our second franchise store this spring and third store in the summer. 



 
 

 

Finally, I would like to talk about our efforts to build deeper relationships with our premier customers.  

As I discussed earlier, our strong customer base supports our stable growth, as evident in the results of UNITED 
ARROWS club members.  

Our sales associates, with their high level of customer service and strong styling skills, play an essential role in 
attracting new customers. To further maximize the capabilities of our sales associates, our key human capital, 
we have introduced an appointment‑based personal styling service. 

Our best sales associates, selected from all over the country, will offer personal styling advice according to 
the customer's type and needs, based on data provided in the form that customers fill out. We also provide 
after-sales support, such as alterations, shoe shine, and post-purchase cleaning service. Through a continuous 
fashion styling advice based on customers' purchase history, we will achieve a long-lasting relationship with 
our customers and increase lifetime customer value. 

That concludes my progress report.  

We made steady progress in achieving the goals laid out in the medium-term management plan, which 
concludes this fiscal year, thereby laying the groundwork for the next medium-term management plan. We 
are currently in the final stages of drafting our next mid-term plan, which we plan to announce in May. 

We look forward to your continued support. 

 


