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Nakazawa: I am Nakazawa. Now I will give an overview of the FYE 3/2027 Q1 business results. 

Please turn to slide four. Here are the financial highlights for Q1. First, consolidated results, net sales 
continued to grow, and we successfully offset the revenue impact of the COEN CO. LTD. divestiture. We 
achieved net sales of 104.2% and a gross profit of 103% versus the prior year. 

Furthermore, regarding the various profit metrics below operating profit, operating profit reached 127.5%, 
ordinary income reached 122.6%, and quarterly profit attributable to owners of parent reached 144.8% of the 
prior year level, delivering double-digit growth across all profit lines. 

The COEN divestiture improved the Company's earnings structure, leading to a lower SG&A ratio. 
Extraordinary losses were also reduced, improving the profit margin. 

Next is gross profit margin. The gross profit margin declined by 0.6 percentage points. The gross profit margin 
did not reach last year's level. However, gross profit was strong at 103% versus the prior year. Margin was 
impacted by unfavorable weather conditions in June in the non-consolidated business unit and sell-through 
of aged inventory at outlet stores. However, higher sales more than offset the margin decline, resulting in 
increased gross profit. 

Next is non-consolidated results. Retail sales maintained strong performance and reached 106.1%. Partly due 
to the effect of the core product management system, UA3.0, online sales were 113.6% of the prior year level, 
driving non-consolidated net sales to 109.6%, which significantly exceeded the same period of the previous 
year. Although the gross profit margin declined YoY, higher sales drove gross profit above the prior year level 
similar to consolidated results. In addition, UA Club membership reached approximately 1.67 million, with key 
KPIs continuing to improve. 



 
 

 

From here, I will discuss the financial results figures. First, consolidated results, consolidated net sales were 
JPY39.7 billion, up 4.2% YoY. The consolidated gross margin was 54.6%, down 0.6 percentage points from the 
same period last year. 

 

 

Consolidated operating income was JPY3.2 billon, up 27.5% YoY. Net income attributable to owners of parent 
was JPY2.1 billion, up 44.8% YoY. 



 
 

 

Here is consolidated P&L. Despite a 0.6 percentage point decline in gross profit margin from the same period 
of the previous year, gross profit was JPY21.7 billion, up 3% YoY, due to higher revenue. 

For SG&A expenses, the SG&A ratio was 46.5%, resulting in improvement by 2.1 percentage points YoY. Again, 
the earnings structure improved following the divestiture of COEN. The operating profit margin rose by 1.5 
percentage points from the previous year to 8.1%. The ordinary income margin was 8.3%, up 1.2 percentage 
points from the previous year. In addition, due to a reduction in extraordinary losses, the net income 
attributable to owners of parent was 5.3%, an increase of 1.5 percentage points from the previous year. 

 



 
 

 

Here is the consolidated gross margin. Consolidated gross profit margin was 54.6%, down 0.6 percentage 
points YoY. For UNITED ARROWS alone, the figure was 54.3%, down 0.8 percentage points from the previous 
year. 

 

 

Here is consolidated SG&A expenses. The SG&A expenses total was JPY18.5 billion, representing 99.6% of the 
figure for the same period last year. The figure versus sales is 46.5%, 2.1 percentage points improved from 
the previous year. The main breakdowns are as listed on the slide. 



 
 

 

Here is consolidated B/S. Changes in assets, liabilities, and capital are as listed on the slide. For details, please 
refer to the financial results summary we released last Friday. 

As noted at the bottom of the slide, the balance of short and long-term loans payable stands at JPY5.1 billion, 
an increase of JPY3.2 billion from the end of the previous fiscal year. This figure has temporarily increased due 
to the ongoing purchase of treasury shares. 

Next, regarding inventory, which is below the short and long-term loans payable on the slide, it was JPY26.5 
billion and stands at 102.5% of the previous term-end level. Inventory decreased following the COEN 
divestiture. In addition, on a non-consolidated basis, inventory growth remained below sales growth, 
consequently, these growth rate results. 



 
 

 

Next, consolidated cash flow, for cash flows from operating activities, JPY1.9 billion cash in, for cash flows 
from investing activities, JPY1.9 billion cash out, for cash flows from financing activities, JPY0.5 billion cash 
out, consequently, the balance of cash and cash equivalents is JPY2.8 billion. 

The main breakdown of each item is as listed on the slide. 

 

 



 
 

Next, I will report on UNITED ARROWS's non-consolidated results. Sales were JPY39.3 billion, up 9.6% YoY. 
Non-consolidated gross margin was 54.3%, down 0.8 percentage points from the previous year. 

For existing stores, sales for both retail and online sales exceeded the previous year's figures for the same 
period, with the combined total of retail and online sales reaching 105.9%. The number of purchasing 
customers was 100.3%. The average spend per customer was 104.5%. 

 

 

Next is non-consolidated sales by channel. The business unit total was JPY32.6 billion, up 8.3% YoY. Retail 
sales were JPY22 billion, up 6.1% YoY. Online sales totaled JPY10 billion, up 13.6% YoY, and accounted for 
25.2% of total sales. Thanks to the optimization of inventory allocation through UA3.0, both retail and online 
sales have seen growth. 

As noted on the right side of the slide regarding existing stores YoY, while the number of customers to our 
retail stores declined due to the typhoons and unseasonably cool weather in June, the number of online 
customers increased. As a result, retail and online total sales remained at the previous year's level. 

Back to the table on the left, outlet, et cetera, was JPY7.3 billion, up 14.1% YoY, and accounts for 18.4% of the 
sales. 



 
 

 

Here are non-consolidated sales by business. The trend-conscious market mainly made of UA and BY was 
JPY21 billion, up 10.3% YoY. The basic trend-conscious market mainly made of green label was JPY11.5 billion, 
up 4.7% YoY. 

Strong demand for value-added products drove sales growth, particularly in the trend-conscious market. 

 

 



 
 

This chart shows non-consolidated business unit existing store performance by month. Retail sales faced 
headwinds in June due to typhoons and unseasonably cool weather in June. However, optimized inventory 
allocation enabled e-commerce to capture a portion of demand. Average spending per customer continued 
to exceed the prior year level, indicating sustained demand in the mid to high-price market segment. 

 

 

Here are the Group company results. UNITED ARROWS TAIWAN reported sales of JPY590 million, while 
UNITED ARROWS SHANGHAI reported sales of JPY111 million. UNITED ARROWS SHANGHAI opened one store 
during this quarter. 

With regard to UNITED ARROWS TAIWAN, awareness of UNITED ARROWS has been increasing. A revised 
pricing strategy was supported by strong full-price sales, and Q1 closed with an improved gross profit margin. 
As for UNITED ARROWS SHANGHAI, despite the absence of demand generated by the first store opening in 
the previous year, sales grew on the back of the second store opening and strong e-commerce performance. 



 
 

 

Here is the opening and closing of stores. We opened seven new stores in Q1, bringing the total number of 
stores to 280 at the end of Q1. The number of stores at the period end is expected to be 289, an increase of 
16 stores from the end of the previous fiscal year. 

 

 

 



 
 

Finally, last Friday, we announced the payment of a special commemorative dividend. JPY20 per share special 
dividend to commemorate the transition to a holding company structure in October 2026 will be provided. 
The year-end dividend consists of an ordinary dividend of JPY60 and the special commemorative dividend of 
JPY20, for a total of JPY80. We will increase the annual dividend to JPY112. 

The progressive dividend policy where payout ratio is 40% or higher remains unchanged. We intend to 
continue implementing our capital policy in a way that enhances shareholder returns while continuing to 
invest in growth. 

This concludes my overview of the FYE 3/2027 Q1 business results. Thank you very much. 

 

 

Mii: Next, CSO Ito will report on the progress of sustainability initiatives. 

Ito: Hello again. I am Ito from the corporate strategy division. Thank you. I would like to report on our progress 
during the previous fiscal year toward our company's long-term sustainability goals. 

We have named our sustainability initiatives, SARROWS, and are promoting various initiatives across three 
areas, namely, circularity, carbon neutrality, and humanity. We have compiled the results for the previous 
period for the indicators based on each of these SARROWS areas, so I will now explain them. 

 



 
 

 

We have set long-term targets for the nine items listed on the slide and are monitoring our progress against 
them. While we are making steady progress on key indicators, challenges associated with our business growth 
are also becoming apparent. 

First, regarding the circularity initiative, by strengthening the sorting of products for recycling, we were able 
to reduce the waste rate of textile products, as well as the waste rate of products. 

Next, in the area of carbon neutrality, we have significantly reduced our scope 1 and 2 CO2 emissions as we 
have expanded the number of locations where we deploy renewable energy. 

In the area of humanity, we have improved eNPS, which is our employee engagement score, by expanding 
investment in human capital, including the ongoing expansion of educational opportunities and raising salary 
levels through base pay increases, and application of the promotion rate. 

On the other hand, the challenge associated with business growth is scope 3 CO2 emissions. In particular, 
emissions from areas, such as product procurement, manufacturing, and transportation, are on the rise, and 
significant challenges remain in achieving the 2030 targets. While there are structural challenges regarding 
scope 3 emissions that we cannot resolve on our own, we will work in collaboration with our supply chain 
partners, and we intend to continue disclosing our measures and progress. 

That is all for the results of SARROWS in the previous year. 

 



 
 

 

Please look at the next page. Our new medium-term management plan is taking effect this fiscal year. During 
this new medium-term management plan period, we intend to further increase trust in the corporate brand 
and sustainable profitability through SARROWS activities. 

We regard to sustainability as an initiative to create maximum corporate value from limited resources, we 
believe SARROWS activities will lead to a reduction of operational risks and connect to the value base of 
humans and products, which are the source of our strengths. With this mindset, we will promote each of our 
SARROWS activities, thereby striving to maximize corporate value. 

 



 
 

 

This page illustrates the linkage between SARROWS metrics and PER, ROE, and PBR. Due to time constraints, 
I will refrain from providing a detailed explanation, but we intend to continue our efforts while monitoring 
these relationships, both qualitatively and quantitatively. 

That concludes my presentation. Thank you very much. 

 

 

 



 
 

Mii: Next, Mr. Matsuzaki will report on the progress of the medium-term management plan. 

Matsuzaki: Once again, hello, everyone. I am Matsuzaki. I would like to report on the progress of UA3.0 and 
OMO, which form the foundation for business growth under our medium-term management plan, as well as 
on the status of our overseas expansion efforts. 

As part of our medium-term management plan, we are promoting a high-sensitivity, high value-added strategy. 
It is UA3.0 that is one of the foundations for further improving our profitability for this end. As we have 
reported at previous briefings, with UA3.0, we are focusing on two key initiatives, namely, controlling the 
purchase cost ratio and higher full-price sales and sell-through. It has been one year since the system was 
implemented, and we have begun to see positive results and tangible outcomes, so I would like to explain 
them to you. 

 

 

First, regarding the first theme, which is the purchase cost ratio, we have shifted from the previous cost 
management approach, which tended to focus on individual optimization, to one where we aggregate and 
visualize cost data. This allows us to analyze costs down to the level of production sites, procurement schemes, 
suppliers, and individual factories. 

One of our competitive strengths is the quality and appeal of our products. Rather than simply cutting costs, 
we will achieve appropriate production costs by selecting the most effective and efficient procurement 
methods while maintaining and improving quality. 

We have already formulated specific measures, such as identifying areas with high-cost ratios, reviewing 
production sites and procurement methods, analyzing cost structures by factory, and expanding business with 
factories that offer a competitive advantage. These specific measures are expected to yield tangible results 
starting with the next season, which is the spring/summer 2027 season. 

 



 
 

 

The second theme is higher full-price sales and sell-through. In this regard, the transition to optimized initial 
allocation patterns is already yielding tangible results. By establishing target inventory levels by store and 
product tier, we curb oversupply to stores and optimize product allocation. This has allowed us to increase 
the share of inventory allocated to e-commerce, which are the areas where missed opportunities have been 
particularly noticeable. Following the full-scale rollout of UA 3.0, our online site sales reached 112.6% and 
existing retail store sales reached 106.5% during the cumulative FY26 2Q–4Q period. 

Our growth across both actual stores and e-commerce serves as a testament to the effectiveness of UA3.0. 
While our actual stores are growing steadily, our e-commerce business is growing at an even faster pace, and 
we are seeing steady synergies in inventory management across our channels. 

Furthermore, the reduction in the unnecessary movement of merchandise between stores and distribution 
centers led to a 1.2-point improvement in the return rate, resulting in a YoY reduction of JPY38 million in 
logistics costs in FY26 2H period. This is a track record of simultaneously achieving sales growth and cost 
reductions, and we view it as a key result that demonstrates the effectiveness of UA3.0. 

 



 
 

 

Next, I apologize for the extremely detailed information. I will explain the target inventory levels. With the 
previous UA2.0 system, inventory was automatically replenished based on daily sales figures. As a result, for 
example, when we temporarily increased the inventory allocation for a sales campaign by a developer, 
subsequent allocations continued to be based on that higher inventory level, which ultimately led to an 
oversupply at retail stores. 

On the other hand, with this UA3.0, we have shifted to a system that sets target inventory levels based on 
store-specific characteristics and automatically replenishes stock accordingly. During periods of temporary 
demand spikes, such as the campaigns I just mentioned, inventory is allocated appropriately. Inventory levels 
can be returned to the original target level after the campaign ends. Such improvements allow inventory to 
now be effectively allocated to e-commerce sales and other channels. 

 



 
 

 

Going forward, we will further accelerate our efforts to optimize inventory allocation. Specifically, we will 
move forward with the optimization of initial allocation patterns and sales-driven replenishment. For initial 
allocation patterns, now that we can obtain detailed data, we can track sales trends after allocation by store 
and by item, enabling us to conduct a detailed analysis of non-selling SKUs. By adjusting the allocation pattern 
based on these analysis results, we can further optimize the initial allocation. 

With regard to inventory replenishment, we will evolve our target inventory flow and move toward a system 
that automatically adjusts target inventory levels based on demand by utilizing sales data. We will 
continuously monitor weeks of inventory, analysis of stockout rates, and sell-through rates, to establish an 
optimal operational structure based on data. 

We believe that as this system becomes established, it will lead to higher full-price sales and sell-through, as 
well as reductions in logistics costs, thereby contributing to further profit growth and improved profit margins. 

 



 
 

 

As for our roadmap going forward, as I just mentioned, target inventory management benefits are emerging. 
As the next steps, we plan to review the initial allocation and roll out best practices in sales-driven 
replenishment across the Company. Furthermore, starting in the spring/summer 2027 season, we expect to 
fully implement measures to improve the cost-to-sales ratio and optimize procurement volumes. By achieving 
these goals, we will continue to enhance the operating profit margin. 

 

 

 



 
 

Next is overseas business status. This fiscal year, we recently opened our third UNITED ARROWS SHANGHAI 
store in Hangzhou, China. In addition, we have opened our third franchise location in Thailand. Both stores 
were opened in leading local retail facilities. By tailoring our brand strategies to the specific characteristics of 
each location, we are strengthening the position as a high-sensitivity, high value-added brand, where our 
company excels. 

In mainland China, we are currently conducting detailed planning for the opening of the fourth store in 
Shanghai, following the opening of the third store. Until now, we have pursued a store expansion strategy 
focused on first-tier cities within China. However, moving forward, we shifted to a Shanghai-centered cluster 
approach, with the aim of quickly enhancing brand recognition and expanding our customer base. 

While our domestic operations still account for the bulk of our revenue at this time, we will continue to 
strengthen and develop our overseas operations as drivers of growth over the medium to long term. 

 

 

Last, but not least, I will explain about our customer base. The number of active UA Club members has grown 
to 1.669 million. Furthermore, with a membership retention rate of 58.5%, 50.7% of the members are F2 or 
higher members who purchase twice or more a year. The quality and quantity of our customer base are 
steadily improving. 

In particular, the increase in the ratio of F2 or higher members is a result of our efforts to improve customer 
loyalty and is a key indicator that will lead to improved profitability in the future. Through our OMO strategy, 
we will seamlessly integrate our actual stores with our e-commerce platform and expand our touchpoints 
with customers to continuously enhance customer value. 

That concludes my report on the progress. 

 



 
 

As I just reported, our operating performance for Q1 of the first year of our current medium-term 
management plan is generally proceeding as planned. Although progress regarding our gross profit margin 
continues to present challenges, we will work to reduce our cost ratio and improve overall profitability by fully 
leveraging UA3.0, as I just mentioned. We sincerely appreciate your continued support. 

That concludes my presentation. 

 


