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Sales Trend since the Launch of the Brand in 2021 and Future Outlook

Now in the fifth year since the launch, 
the goal of “annual sales of 10 billion yen” is in sight
↓
Aiming to double sales further over the next three years...

(Products and production)
 Development of new materials and new categories such as zakka
(miscellaneous goods)

(Sales promotion and PR)
 Emphasis on communication with users through the use of digital means

(Store opening and sales)
 Expansion of the floor space at multi-brand stores and store opening under 
the name of “UNFILO”



BRAND PURPOSE (i.e., Value offered to customers)

On the go. Offering functional 
beauty for all

Product development (Monozukuri) that embodies this

Marketing (Monozutae) that communicates this
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(Monozukuri)

Not to be transient hot items
↓

 Development that considers 
the material itself a target for 
branding

 Development of items that are 
likely but didn’t exist

(Monozutae)

Connect with a wide range of consumers
↓

 Communicate value for users 
accurately

 Leverage user feedback and 
styles
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BRAND PURPOSE (i.e., Value offered to customers)

On the go. Offering functional 
beauty for all



1. Development that considers the material itself a 
target for branding
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1. Development that considers the material itself a target for branding

(To communicate uniqueness) 8 product categories have been registered for a trademark for the purpose of branding
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(Joint-development with Toray) 
Material for the season of severe heat

"BREEZE MOVE"

(Joint-development with Toray) 
Active × Elegant material

"BEAUTY MOVE"
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1. Development that considers the material itself a target for branding



2. Development of items that are likely but didn’t exist
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[History of evolution with user feedback]

2021/2H  Launched → Became a hit

2022/2H  Putting waist drawstring inside = Achieving a neater 
appearance

2023/1H  Offered in as many as 11 sizes = Expanded from 7 
sizes initially

2024/1H  Expanded to 15 sizes, including tall and short sizes

(Future plans)
2026/1H  Renewal to a material jointly developed by Toray

(i.e., improved water absorption / quick-drying feature and air 
permeability, and improved skin feel on the reverse side)

2026/2H  Crease-pressed that does not come off even after 
washing, etc.

2. Development of items that are likely but didn’t exist・・・”Saiai jogging pants” 

Over 110,000 pairs of pants sold in four years 
since the launch

Jogger pants with ribbed hems
×

Typical pretty material = Georgette

7,990 yen 
(including tax)
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2. Development of items that are likely but didn’t exist ・・・“Near-water Clothing”

2024 

5,000 items fully sold out
(Winner of the Best Product Award “Silver”)

2025  Evolution of pocket specifications, 
etc. based on user feedback

Forecast to sell approximately 20,000 items 
this fiscal year, the second year since the launch

Rash guard
×

Design of street and going-out 
clothes

7,990 yen 
(including tax)
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3. Communicate value for users accurately
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3. Communicate value for users accurately

Create advertisements that communicate value offered in an easy-to-understand 
manner, always on the presumption of pursuing its concept “functional beauty”
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Number of 
items sold this 

fiscal year 
45,000 

* Result as of the 
end of June

Raise awareness of the “brand name + concept” through hit products

5,990 yen (including tax)

Largest weekly 
sales

(26W) Approx.

5,000 items    

“Super Functional Beauty Knitwear”
* Dare to propose high-quality and cool knitwear, instead of T-shirts, in the hot summer, resulting in a hit
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3. Communicate value for users accurately



4. Leverage user feedback and styles
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4. Leverage user feedback and styles

Adopt general monitors to communicate 
benefits in daily life

↓

Distribution of video advertisements that consolidate 
customer feedback

↓

Develop products based on user feedback and use user 
feedback in advertising...

We have been sticking to this original method
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Keep connected with users for brand development and evolution... “UNFILO’s belief”

Sales promotion strategy for signature product 
= “Saiai jogging pants” UGC
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* Starting from March 2025

Digital distribution of content produced by KOL of various generations, 
body shapes, and life scenes

4. Leverage user feedback and styles



We will stay true to its concept of “For All” and continue to make the next move....

Make evolving with a wide range of users a “brand personality” in itself

Review 
comments

Use review comments efficiently and accurately... Introduction of AI automatic tabulation tool = “RPA”

17

8 things you can 

do with RPA tool

Automation of 
operations 

performed on 
the computer 

screen

Recognition of 
characters, 
numbers, 

shapes, colors, 
etc.

Application 
startup and 
shutdown

Schedule 
setting and 
execution

Send and 
receive data 

between 
applications

Remote 
operation

Report 
creation

Data 
organization 
and analysis

4. Leverage user feedback and styles



(Monozukuri)

Not to be transient hot items
↓

 Development that considers 
the material itself a target for 
branding

 Development of items that are 
likely but didn’t exist

(Monozutae)

Connect with a wide range of consumers
↓

 Communicate value for users 
accurately

 Leverage user feedback and 
styles
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BRAND PURPOSE (i.e., Value offered to customers)

On the go. Offering functional 
beauty for all

Leverage digital effectively and use communication with users both for products and 
advertising

We will evolve our brand with originality and achieve business scale expansion with a 
sense of speed
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The information in this presentation is not a solicitation to purchase or sell Onward 

Holdings stock. Opinions and forecasts stated herein represent the judgments of the 

company at the time this presentation was prepared. Onward Holdings makes no 

guarantee regarding the accuracy of the information in this presentation and may 

make revisions without prior notice. Onward Holdings and the providers of this 

information assume no responsibility whatsoever for any losses incurred in 

association with this information.
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