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Results for Fiscal 2007 and Plans for Fiscal 2008
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Fiscal 2007

Plans for Fiscal 2008

Increase in sales and 
income

Fiscal 2007 (Consolidated)
Net sales:
Operating income:
Ordinary income:

¥318.6 billion (12.6% increase）

¥25.4 billion (2.9% increase)
¥27.4 billion (0.9% increase)

Principal Factors
・Performance was above target, as GIBO’ CO Group 
and Joseph, newly consolidated subsidiaries in 
Europe, steadily expanded sales draw ing on their 
brand power and contributed to consolidated income.

Increase in sales 
and income

Fiscal 2007 (Non-Consolidated)
Sales
Operating income
Ordinary income

Principal Factors
・Sales performance was virtually on target w ith the 
initial forecast. Operating profit declined as valuation 
losses on increased inventories lowered the gross 
margin, but ordinary income rose.

¥215.7 billion (6.0% increase）

¥18.2 billion (3.0% decrease)
¥22.1 billion (1.0% increase)

Decrease in sales, 
increase in  income

Fiscal 2008 (Consolidated)
Net sales
Operating income
Ordinary income

Principal Policies
・Net sales and operating income will decline because 
of the sale of Impact 21, but  ordinary income is 
forecast to increase as a portion of  Polo business 
transactions continue and income of companies 
accounted for under the equity method contributes to 
non-operating income.

¥296.0 billion (7.1%  decrease)
¥23.7 billion (6.8% decrease)
¥28.0 billion (2.2% increase)



Sales by Sales Channel (Non-Consolidated)

Clothing sales of all department stores were down 1.7%, but Onward sales grew 6.8% for the full fiscal year. 
Sales through new distribution channels grew 6.9%, as “anyFAM” recovered in the second half, and our core brands showed stable growth. 

Clothing sales of all department stores were down 1.7%, but Onward sales grew 6.8% for the full fiscal year. 
Sales through new distribution channels grew 6.9%, as “anyFAM” recovered in the second half, and our core brands showed stable growth. 
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Source: Japan Department Store Association

Source: Japan Shopping Center Association

New distribution channels: Refers to “fashion buildings” (multi-story facilities housing     

boutiques and other retail outlets) and shopping centers.
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Boost planning capabilities of GIBO’ CO Group and Joseph

Become No. 1 Japanese apparel company in Asia
Strengthen base in North America

Boost planning capabilities of GIBO’ CO Group and Joseph

Become No. 1 Japanese apparel company in Asia
Strengthen base in North America

Focus on boosting basic strengths. 
Aim for expansion in sales and income again in fiscal 2008

Focus on boosting basic strengths. 
Aim for expansion in sales and income again in fiscal 2008

Strengthen
operating base

Strengthen
operating base

Maximize sales of major core brands
(NIJYUSANKU, KUMIKYOKU, ICB, JIYUKU)

Expand sales of secondary brands
Strengthen men’s brands

Maximize sales of major core brands
(NIJYUSANKU, KUMIKYOKU, ICB, JIYUKU)

Expand sales of secondary brands
Strengthen men’s brands

Develop and nurture 
new brands

Develop and nurture 
new brands

Ｍ＆Ａ
and joint ventures

Ｍ＆Ａ
and joint ventures

Strengthen overseas 

business operations

Strengthen overseas 

business operations

Expand Joseph-related business activities
Joint ventures:
Expand sales of CROON A SONG through CANDELA 

INTERNATIONAL CO,.ＬTD.

Enter new joint ventures

Expand Joseph-related business activities
Joint ventures:
Expand sales of CROON A SONG through CANDELA 

INTERNATIONAL CO,.ＬTD.

Enter new joint ventures

 Develop new product zones: For NAVE Ladies’
in spring/summer 2006 and NAVE Men ’s in 

autumn/winter 2006
 Develop new brands looking to next fiscal year

 Develop new product zones: For NAVE Ladies’
in spring/summer 2006 and NAVE Men ’s in 

autumn/winter 2006
 Develop new brands looking to next fiscal year

Realign and strengthen
resort business activities

Realign and strengthen
resort business activities

Basic Policies Policies in Fiscal 2007 Policies in Fiscal 2008

Continue policies of previous year and 
further promote these

Continue policies of previous year and 
further promote these

Strengthening the Guam resort
Establish base as all-round resort business operating

hotel, water park, and golf courses

Strengthening the Guam resort
Establish base as all-round resort business operating

hotel, water park, and golf courses

Reform organization and business processes
for planning and production

Reform organization and business processes
for planning and production

Spring/summer 2007
Newly introduce “Banner Barrett” by MAIWOOD INC.

Active entry into fashion accessory business

Spring/summer 2007
Newly introduce “Banner Barrett” by MAIWOOD INC.

Active entry into fashion accessory business
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Expand overseas sales
Accelerate world strategy of “JOSEPH” and “GIBO’ CO”
Increase sales in Asian markets outside Japan, especially
China, through expanding sales of own brands

Expand overseas sales
Accelerate world strategy of “JOSEPH” and “GIBO’ CO”
Increase sales in Asian markets outside Japan, especially
China, through expanding sales of own brands

Aim for profitable operation of all-round resort

business

Aim for profitable operation of all-round resort

business

Continue and further promoteContinue and further promote

Continue and further promoteContinue and further promote
NEW

NEW

NEW

NEW

Outline of Policies in Fiscal 2007 and Fiscal 2008

Early start-up of new brands for spring/summer  2007
“Jelly Plus,” “Noble Birth,” “Disia”
For autumn/winter 2007:
Develop young ladies ’ casual brands
Develop stores with a tailored mix of major brands 

in “New Distribution Channels”

Early start-up of new brands for spring/summer  2007
“Jelly Plus,” “Noble Birth,” “Disia”
For autumn/winter 2007:
Develop young ladies ’ casual brands
Develop stores with a tailored mix of major brands 

in “New Distribution Channels”

NEW



Strengthen Operating Base－① Actual and Planned Sales for Major Core and Secondary Brands

Further Expansion in Sales of Major Core and Secondary BrandsFurther Expansion in Sales of Major Core and Secondary Brands

44％148,0604％142,9703％73,7806%69,190Total

4%3,40023%3,27016%1,73032%1,540Feroux (women’s)

17%3,94024%3,37023%1,71026%1,660field dream （men’s, women’s）

2%8,4404%8,2505%4,4003%3,850anySiS (women’s)

5%10,300△2%9,8004%5,030△8%4,770anyFAM (women’s and children’s)

3%3,4804%3,3701%1,7608%1,610MICHAEL KORS (women’s)

14%3,85048%3,38017%1,890122%1,490Joseph (men’s, women’s)

3%3,90016%3,7905%2,07033%1,720prideglide (women’s)

△4%4,270△10%4,460△10%2,160△9%2,300JANE MORE (women’s)

5%4,9609%4,7409%2,4309%2,310Paul Smith (women’s)

4%5,6005%5,3603%2,8208%2,540DAKS (men’s, golf)

1%6,1003%6,010△3%2,91010%3,100SONIA RYKIEL (women’s)

4%7,5004%7,210±03,0107%4,200GOTAIRIKU (men’s)

1%7,7803%7,7001%4,1304%3,570
CK Calvin Klein 

（men’s, women’s, jeans, underwear）

±010,400△2%10,360△3%5,270△1%5,090
J.PRESS

（men’s, women’s, and children)

7%10,0406%9,4107%4,8606%4,550JIYUKU (women’s)

5%10,6805%10,2205%5,6805%4,540ＩＣＢ (women’s)

3%16,4203%15,9902%8,4503%7,540KUMIKYOKU (women’s)

3%27,000 2%26,2801%13,4703%12,810NIJYUSANKU (women’s)

% changeSales% changeSales% changeSales% changeSales

Fiscal 2008
(Planned)

Full year (actual)
Fiscal 2007

Second half (actual)
Fiscal 2007

Interim period 
(actual)

Fiscal 2007

※ Brands with planned sales of ¥3 billion or more（Unit: ¥ million, wholesale prices）

Brands

Major core brandsMajor core brands

Secondary brandsSecondary brands

Core brand for new channelsCore brand for new channels



Strengthen Operating Base－② Reform Organization and Business Processes

Combine planning and production divisions
Establish product supply capabilities that can respond quickly to market changes

Combine planning and production divisions
Establish product supply capabilities that can respond quickly to market changes

① Reduce the 29 brand business groups to 13
② Shift the production functions to the business groups (planning department) 

and integrate the systems fully, from planning through production

① Reduce the 29 brand business groups to 13
② Shift the production functions to the business groups (planning department) 

and integrate the systems fully, from planning through production

SuppliersSuppliers PlantsPlants

Stores

① Through strategic use of overseas and domestic plans, speed up the supply of 
best-selling products

② Reform the warehouse distribution functions now subcontracted to distribution 
subsidiaries to improve efficiency of distribution and shorten lead time

① Through strategic use of overseas and domestic plans, speed up the supply of 
best-selling products

② Reform the warehouse distribution functions now subcontracted to distribution 
subsidiaries to improve efficiency of distribution and shorten lead time

Organiza
-tional

Reforms

Business 
Process
Reforms

MerchandisersMerchandisers DesignersDesigners Pattern makersPattern makers Production
Management
Production

Management

Newly Formed
Business Groups

Newly Formed
Business Groups

＋＋
Planning 

Department
Planning 

Department
Production
Department
Production
Department
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Develop and Nurture New Brands ①

Early start-up of new brands, promote development of brands for 
second half of the fiscal year

Early start-up of new brands, promote development of brands for 
second half of the fiscal year

“Collaboration brand with Miyake Design Studio”

Schedule: 18 stores for spring/summer of 2007 and 12 
more stores for autumn/winter of 2007

Ｓpring/ Ｓummer of 
2007

Ｓpring/ Ｓummer of 
2007

“New Distribution Channels”
Develop stores with a tailored mix 

of major brands

“An elegant brand for adults= “prideglide” for the older
sister age -group”

Schedule: 10 stores for the spring/summer of 2007 and 8
more stores for the autumn/winter of 2007

ＰＨＯＴＯ

“A real clothes brand for the new career generation”
Schedule: 10 stores for the spring/summer of 2007 and 5 
to 10  more stores for autumn/winter of 2007 ＰＨＯＴＯ

Develop young adult casual brands 
for young women around 20

Autumn/
Winter of 2007

Autumn/
Winter of 2007



Accelerate opening of new stores in leading fashion buildings and free-standing stores
Work to expand sales in new zones

Accelerate opening of new stores in leading fashion buildings and free-standing stores
Work to expand sales in new zones

 Accelerate offensive through own brand and joint venture brand business
 Actively form joint ventures with newly emerging fashion companies
 Accelerate offensive through own brand and joint venture brand business
 Actively form joint ventures with newly emerging fashion companies

C R O O N A S O N G

Plans for FY 2008
Add 4 new stores to 
the existing 15 for a 
total of 19.

Banner BarrettBanner Barrett

Plans for FY2008
Add 6 new stores to 
the existing 3 for a 
total of 9. Scheduled 
to open new flagship 
store in Aoyama in 
June.
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Plans for FY 2008
Add 3 new stores to 
the existing 15 for a 
total of 18. 
Introduce new 
“rosebullet more”
brand in March.

Develop and Nurture New Brands ② Ｍ＆Ａ and Joint Ventures

CANDELA 
INTERNATIONAL CO.,ＬTD.

MAIWOOD INC.



Strengthen Overseas Operations: Raise Percentage of Overseas Sales

 ＧＩＢＯ’ＣＯ. Group
 Expand sales through expansion of product planning for apparel accessories and 

development of new product lines
 ＪＯＳＥＰＨ
 Raise brand equity by strengthening and expanding integrated planning and production 

activities
 Expand sales in new areas.

 ＧＩＢＯ’ＣＯ. Group
 Expand sales through expansion of product planning for apparel accessories and 

development of new product lines
 ＪＯＳＥＰＨ
 Raise brand equity by strengthening and expanding integrated planning and production 

activities
 Expand sales in new areas.

EuropeEurope

Become No. 1 Japanese apparel company in the Asian 
market

 Expand number of stores in China of KUMIKYOKU and SIZE SITE (large size clothing) 
and newly enter the children’s market (KUMIKYOKU)

 Further expand number of NIJYUKU and ICB stores
 Enter JOSEPH in the Chinese, Korean, and Taiwanese markets

Become No. 1 Japanese apparel company in the Asian 
market

 Expand number of stores in China of KUMIKYOKU and SIZE SITE (large size clothing) 
and newly enter the children’s market (KUMIKYOKU)

 Further expand number of NIJYUKU and ICB stores
 Enter JOSEPH in the Chinese, Korean, and Taiwanese markets

AsiaAsia

 Ｊ.ＰＲＥＳＳ Ｎew York flagship store to move into new, 
fully redesigned location (in May)

 Build basis for ＪＯＳＥＰＨ business

 Ｊ.ＰＲＥＳＳ Ｎew York flagship store to move into new, 
fully redesigned location (in May)

 Build basis for ＪＯＳＥＰＨ business

North
America
North

America
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51
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27
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0 100 200 300 400 500

Fiscal 2008(Planl)

Fiscal
2007(Actual)

Fiscal
2006(Actual)

Europe

Asia

North America

¥23.0 billion¥23.0 billion

¥40.0 billion¥40.0 billion

¥44.0 billion¥44.0 billion

『JOSEPH』 Paris Store『JOSEPH』 Paris Store

KUMIKYOKU (children’s) in Isetan’s Mei
Long Zhen Shanghai Store

KUMIKYOKU (children’s) in Isetan’s Mei
Long Zhen Shanghai Store

『J.PRESS』 New York Store『J.PRESS』 New York Store



Resort Business: Focus Core Business in Guam
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Aim for profitable operation by realizing synergies among the all-round hotel, 
water park, and golf facilities

Aim for profitable operation by realizing synergies among the all-round hotel, 
water park, and golf facilities

 Attract guests to hotel facilities by realizing maximum 
synergies from the ONWARD TALOFOFO GOLF CLUB 
and MANGILAO GOLF CLUB. Raise year-round 
occupancy by increase guest drawing power in the off 
season.

 Attract guests to hotel facilities by realizing maximum 
synergies from the ONWARD TALOFOFO GOLF CLUB 
and MANGILAO GOLF CLUB. Raise year-round 
occupancy by increase guest drawing power in the off 
season.

 Establish No. 1 brand in Guam and consolidate position 
as price leader among golf resorts in Guam

 Attract guests to hotel facilities by offering “hotel and 
golf” tour packages.

 Establish No. 1 brand in Guam and consolidate position 
as price leader among golf resorts in Guam

 Attract guests to hotel facilities by offering “hotel and 
golf” tour packages.

Synergistic Effects

Trends in PerformanceTrends in Performance

ONWARD BEACH RESORT GUAM, INC.．ONWARD BEACH RESORT GUAM, INC.．

ONWARD BEACH RESORT GUAM, INC．ONWARD BEACH RESORT GUAM, INC．

継続と推進継続と推進

継続と推進継続と推進 継続と推進継続と推進

＜Ｃａｓｈ fiow＞

0 2 4 6 8

Ｆｉｓｃａｌ 2008 ¥630 million¥630 million

（unit：¥100 million)

＜Ｎｅｔ income＞

0 2 4 6 8

Ｆｉｓｃａｌ 2008 ¥210 million¥210 million

（unit：¥100 million)

＜Net sales>

0 20 40 60

Ｆｉｓｃａｌ 2008 ¥3.7 billion¥3.7 billion

（unit：¥100 million)



6,5008,0467,2388,2805,7165,695
Non-
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2008
(Plan)
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2007
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［Capital nvestment］

5,2004,8905,5425,3535,0574,905
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7,1006,6977,0537,0417,5307,889Consol
idated

Fiscal 2008
(Plan)

Fiscal 2007
(Actual)

Fiscal 2006
(Actual)

Fiscal 2005
(Actual)

Fiscal 2004
(Actual)

Fiscal 
2003

(Actual)

［Depreciation］

Trends in Capital Investment and Depreciation
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（Fiscal year)）

（unit：¥million)

（unit：¥million) （unit：¥million)
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Consolidated/Non-Consolidated Sales by Type
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Consolidated

Non-Consolidated

% Change

6.0%215,7353.7%110,6668.5%105,069Total

1.4%6,470△0.2%3,3473.3%3,123Other

△3.1%3,552△3.5%1,562△2.8%1,990Kimono

△3.2%8,378△1.3%4,409△5.2%3,969Children’s

8.9%135,0206.2%68,95811.9%66,062Women’s

2.4%62,3150.3%32,3904.8%29,925Men’s

% ChangeAmount% ChangeAmount% ChangeAmount

Full fiscal year 2007Second half of fiscal 2007Interim period of fiscal 2007

(Unit: ¥ million）

12.6％318,69010.1％165,59315.4%153,097Total

26.6％47,45631.1％25,41621.7％22,040Other

△3.1％3,552△3.5％1,562△2.8％1,990Kimono

△3.2％8,378△1.3％4,409△5.2％3,969Children’s

14.0％176,5479.9％90,69818.5％85,849Women’s

5.6％82,7572.5％43,5089.3％39,249Men’s

% ChangeAmountAmount% ChangeAmount

Full fiscal year 2007Second half of fiscal 2007Interim period of fiscal 2007

(Unit: ¥ million）



Non-Consolidated Sales by Distribution Channel

12

6.0%215,7353.7%110,6668.5%105,069Total

3.2%25,470△3.9%10,8469.1%14,624Other

△0.2%6,290△2.1%3,1641.8%3,126Speciality stores

△6.0%2,926△4.9%1,606△7.3%1,320Chain stores

6.9%32,1388.1%16,7275.6%15,411New Distribution 
Channels

6.8%148,9114.4%78,3239.6%70,588Department stores

ChangeAmountChangeAmountChangeAmount

Full fiscalYear2007Second half of fiscal 2007Interim of period fiscal 2007

（Unit: ¥ million）



Changes in Sales Floor Area and Monthly Sales (Non-Consolidated)
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6414451△ 1591310△ 621412Total

1026△ 4△ 43△ 1331461△ 1519△ 50Other

△3△40△ 492△ 15△ 9△ 32△ 5△ 6△ 120△ 4Kimono

△3△1△3△ 7△ 2△ 2△ 17△ 5△ 5△ 4△ 143△ 8△ 1Children’s

9617 77408121514△ 123716Women’s

201032△ 3△ 31577△ 111927Men’s

Total Second 
half

Feb.Jan.Dec.Nov.Oct.Sept.
Interim 
period

AugustJulyJuneMayAprilMarch
Fiscal 
2007

(unit：％）
Trends in Monthly Sales (Non-Consolidated)Trends in Monthly Sales (Non-Consolidated)

Sales Floor Area (Non-Consolidated)Sales Floor Area (Non-Consolidated)

3.9%95,8305.4%92,19019.1%87,47029.3%73,45038.8%56,820Sales floor area
（㎡）

6.9%32,1382.5%30,06414.0%29,31839.6%25,71339.6%18,418Sales (¥ million)

New 

Distribution 
channels

4.7%182,480△0.4%174,31010.8%175,0004.9%157,9704.8%150,620Sales floor area
（㎡）

6.8%148,9114.0%139,3766.3%133,9734.3%126,0162.4%120,834Sales (¥ million)
Depart-

ment
stores

% 
changeAmount% changeAmount% changeAmount% changeAmount% changeAmount

Fiscal 2007 
(Actual)

Fiscal 2006 
(Actual)

Fiscal 2005 
(Actual)

Fiscal 2004 
(Actual)

Fiscal 2003 
(Actual)


