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I Fiscal 2014 Earnings Report 
(1) Year-on-year change in monthly retail sales (non-consolidated)
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<2014 year-on-year change by month>
(%)

(*) Figures released by Japan Department Stores Association 
(year-on-year change is unadjusted for number of stores)

<Points regarding retail sales by quarter>

● Q1: Retail sales, particularly of heavy clothing, were firm on account of the cold weather in January and 
February. Although consumers continued to be budget conscious, retail sales of spring goods in March 
were strong for various reasons including expectations that the economy was recovering and the impact 
of strong last-minute demand toward the end of March, before the consumption tax hike.

● Q2: Starting in April, store sales continued to decline year on year because of the consumption tax hike. It 
was possible to maintain retail sales through directly managed stores, EC and mail-order, and outlet 
shops at last year's level, which minimized the decline for the overall company. Retail sales rose 4% year 
on year during 1H.

● Q3: From July through the first part of August, sales of summer goods rose as the temperature did. From the 
later part of August through September, retail sales rose year on year as consumers started to pick up 
autumn and winter items, particularly outerwear, from the beginning of the season on account of lower 
than average temperatures and other weather related factors.

● Q4: Boosted by weather related factors, retail sales were firm from October, too, particularly for heavy 
clothing. Although at times slightly sluggish from the second half of November, retail sales were overall 
healthy, particularly for winter clothing. Retail sales grew 5% year on year during 2H.

Jan. Feb. Mar. Q1 Apr. May Jun. Q2 1H Jul. Aug. Sep. Q3 Oct. Nov. Dec. Q4 2H Full f iscal year

Men's w ear 104 104 122 110 95 100 93 96 103 105 106 113 108 103 105 101 103 105 104

Women's w ear 107 106 121 112 94 98 97 96 105 102 110 110 107 105 105 105 105 106 105

Children's w ear 126 95 103 107 91 97 94 94 101 101 108 93 100 90 101 97.5 96.1 98 99

Total 106 105 121 111 94 99 95 96 104 103 109 110 107 104 105 103 104 105 105

* Reference Department store clothing 
total 100 99 118 106 87 96 93 92 99 96 99 100 98 97 96 97 97 98 99



I Fiscal 2014 Earnings Report 
(2) Consolidated income statement
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<Net sales and income>
(million yen)

(notes) The projections for fiscal 2014 are the revised earnings projections for the full fiscal year announced 
July 31, 2014 (1H actual earnings + 2H projections). <Points regarding the consolidated income statement>

● At the end of 1H, projections for the full fiscal year were revised upward taking into consideration 1H actual earnings and leaving 
initial 2H projections unchanged.

● Consolidated net sales and income grew, and the Group was able to achieve its targets because store sales rose year on year, 
except during Q2 (following the consumption tax hike).

● 1H and 2H gross income were in line with projections, resulting in gross income for the full fiscal year rising 0.1 percentage points.

● SG&A expenses were 591 million yen less than projected because of even greater efficiency in some operations. (see p7 for a 
detailed explanation)

● Operating income was 1,513 million yen greater than projection as a result of an increase in net sales and gross income and cuts in 
SG&A expenses.

(notes)

Year on 
year

Compared to 
projection

Year on 
year

Compared to 
projection

Year on 
year

Compared to 
projection

Net sales 50,816 51,000 53,270 2,454 2,270 55,534 56,000 57,726 2,191 1,726 106,350 109,300 110,996 4,645 1,696

Gross income 25,137 25,200 26,228 1,091 1,028 26,421 26,500 27,395 974 895 51,558 52,700 53,623 2,065 923

Goss income margin 49.5% 49.4% 49.2% -0.3% -0.2% 47.6% 47.3% 47.5% -0.1% 0.2% 48.5% 48.2% 48.3% -0.2% 0.1%

SG&A expense 22,295 22,200 21,713 -581 -487 22,209 22,300 21,696 -512 -604 44,504 44,000 43,409 -1,094 -591

SG&A expense ratio 43.9% 43.5% 40.8% -3.1% -2.7% 40.0% 39.8% 37.6% -2.4% -2.2% 41.8% 40.3% 39.1% -2.7% -1.2%

Operating income 2,842 3,000 4,515 1,673 1,515 4,211 4,200 5,698 1,487 1,498 7,053 8,700 10,213 3,160 1,513

Operating income margin 5.6% 5.9% 8.5% 2.9% 2.6% 7.6% 7.5% 9.9% 2.3% 2.4% 6.6% 8.0% 9.2% 2.6% 1.2%

Ordinary income 3,105 3,100 4,570 1,464 1,470 4,394 4,400 5,778 1,383 1,378 7,499 8,900 10,348 2,848 1,448

Ordinary income margin 6.1% 6.1% 8.6% 2.5% 2.5% 7.9% 7.9% 10.0% 2.1% 2.1% 7.1% 8.1% 9.3% 2.2% 1.2%

Net income -166 1,800 3,173 3,340 1,373 3,814 2,400 3,145 -670 745 3,648 5,500 6,318 2,669 818

Net income margin -0.3% 3.5% 6.0% 6.3% 2.5% 6.9% 4.3% 5.4% -1.5% 1.1% 3.4% 5.0% 5.7% 2.3% 0.7%

2014 
(actual)

Change (value) 
(percentage points)

1H (Q1 and Q2) 2H (Q3 and Q4) Full fiscal year

2013 
(actual)

2014 
(projection)

2014 
(actual)

Change (value) 
(percentage points) 2013 

(actual)
2014 

(projection)
2014 

(actual)

Change (value) 
(percentage points) 2013 

(actual)
2014 

(projection)



I Fiscal 2014 Earnings Report 
(3) Consolidated results of SG&A expenses
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<SG&A expenses>
(million yen)

<Points regarding SG&A expenses>

● Salaries and allowances declined 783 million yen for various reasons including the fact that SANYO SHOKAI (non-
consolidated) introduced a voluntary retirement system at the end of June 2013.

● Advertising expenses grew 283 million yen overall because of aggressive investments, particularly for core businesses, an 
increase of 261 million yen in costs for creating sales areas (non-consolidated), etc.

● Rent expense for real estate fell 163 million yen for various reasons, including more efficient use of office space.

● Other declined 406 million yen because of a review of outsourcing expenses.

2013 (actual) 2014 (actual) Year-on-year change 
(value)

Consolidated net sales 106,350 110,996 4,645

SG&A expenses 44,504 43,409 -1094

　Salaries and allowances 22,882 22,099 -783

　Advertising expenses 4,945 5,228 283

　Depreciation 760 735 -25

　Rent expense for real estate 3,940 3,777 -163

　Other 11,974 11,568 -406

Full fiscal year



I Fiscal 2014 Earnings Report 
(4) Consolidated balance sheet
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(million yen)<Balance sheet summary>

<Points regarding the consolidated balance sheet>

● Cash and deposits grew 7,588 million yen for several reasons including an increase in both net sales and income.

● Notes and accounts receivable increased 4.8%, which is proportional to the increase in net sales.

● Merchandise and finished goods fell 3,785 million yen because progress was made in reducing purchases and inventory.

● Notes and accounts payable declined 4.8%, which is proportional to the decline in purchases.

● Long-term loans payable fell 894 million yen as required loan repayments were made.
The equity ratio was 59.8%.

Dec. 31, 2013 Dec. 31, 2014 Year-on-year 
change (value) Dec. 31, 2013 Dec. 31, 2014 Year-on-year 

change (value)

Assets Liabilities

Total current assets 57,757 61,829 4,072 Total current liabilities 29,211 26,482 -2,729

　Cash and deposits 19,849 27,437 7,588 　Notes and accounts payable 16,628 15,824 -804

　Notes and accounts receivable 13,209 13,849 640 　Short-term loans payable 3,894 2,650 -1,244

　Merchandise and finished goods 22,361 18,575 -3,785
Total fixed assets 40,668 41,333 665 Total long-term liabilities 13,956 14,997 1,040

　Tangible fixed assets 15,862 15,582 -280 　Long-term loans payable 9,250 9,600 350

　Intangible fixed assets 2,520 2,493 -27 Total liabilities 43,167 41,479 -1,688

　Investments and other assets 22,284 23,258 973
Net assets 55,257 61,683 6,426

Total assets 98,425 103,163 4,738 Total liabilities and net assets 98,425 103,163 4,738

* Total short-term and long-term loan 13,144 12,250 -894

* Equity ratio 56.10% 59.80% 3.70%



I Fiscal 2014 Earnings Report 
(5) Consolidated statement of cash flows
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(million yen)

<Statement summary of cash flows >

<Points regarding consolidated statement of cash flows>

● There was a net cash inflow from operating activities of 9,903 million yen for various reasons. Although paying 4,067 
million yen in income taxes, etc., we recorded 9,953 million yen in income before taxes, and there was an inflow of 3,788 
million yen due to a decline in inventories.

● There was a net cash outflow from investing activities of 276 million yen because even though there was 332 million yen 
in proceeds from the sale of tangible fixed assets, 655 million yen was used to purchase tangible fixed asset, etc.

● There was a net cash outflow of 2,029 million yen from financing activities for several reasons, including 894 million in 
repayments of long term loans, reducing the net balance of long-term loans, and the payment of 1,005 million yen for 
dividends.

Therefore, the balance of cash and cash equivalents at the end of the fiscal year was 27,437 million yen, a year-on-year 
increase of 7,588 million yen.

2013 (actual) 2014 (actual) Year-on-year change 
(value)

C/F from operating 
activities 5,285 9,903 4,618

C/F from investing 
activities 15,347 -276 -15,623

C/F from financing 
activities -9,664 -2,029 7,635

Full fiscal year



Five-Year Medium-Term Business Plan—
Progress 

10Copyright © 2014 SANYO SHOKAI LTD. All Rights Reserved.



II Five-Year Medium-Term Business Plan—Progress 
(1) Progress during 2014
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(million yen)<Five-Year Medium-Term Business Plan (quantitative aspects)>

<Progress during 2014>

●We achieved the 2014 numerical plan, including retail sales (non-consolidated), consolidated net sales, consolidated gross income, 
and consolidated operating income.

● Efforts were made throughout the year to increase purchasing efficiency, which included reviewing product plans and flexibly 
adjusting production, and it was possible to reduce inventories 17% year on year while securing retail sales and to more efficiently 
operate the business.

● In October 2014, a launch event for the MACKINTOSH LONDON brand was held. The brand is expected to be introduced as the 
successor to Burberry during 2H and won high praise, particularly from our main customers.

● As for the Paul Stuart brand, the directly managed Aoyama store, the brand's flagship store, was completely renovated to embody 
the brand's world view.

● The EPOCA brand was positioned as an international brand popular throughout the world, a new director was appointed, and 
efforts are being made to rebrand the brand. 

● The LOVELESS brand is carried in multi-brand shops, and we met our projections for the tenth consecutive fiscal period. At the 
end of August 2014, the LOVELESS Kyoto store was opened, and business has been firm.

● As for retail sales through the EC channel, it was possible to generate positive year-on-year growth because we implemented 
various measures including expanding inventory partnerships between our EC site (SANYO iStore) and logistics warehouses and 
directly managed stores.

2013 2015 2016 2017 2018
Actual Projection Actual

  Consolidated net
sales 106,350 107,000 110,996 96,000 85,000 90,000 100,000

  Consolidated gross
profit margin 51,558 51,700 53,623 45,200 38,800 42,500 48,500

  Consolidated
operating profit 7,053 7,200 10,213 200 -2,000 2,000 5,000

130,000

2014
Projection

  Retail sales
 (non-consolidated) 119,000136,580 138,000 142,830 123,000 110,000
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<Results of retail sales by sales channel>
(million yen)

<Points regarding the results of retail sales by sales channel (non-consolidated)>

● At the end of 1H, we revised upward our projections for the full fiscal year, which reflect 1H retail sales but leave initial 2H projections unchanged.

● Department stores: +2% year on year: Although the Japan Department Stores Association announced that department store clothing sales for the full year 
fell 1% year on year, our three core businesses were firm with the three core business growing 4%, the three semi-core business 
minus LOVELESS rising 3%, and the overall core businesses increasing 3%, which drove retail sales for the main sales channels.

● FB, stores, etc.: +24% year on year: retail sales for the full fiscal year rose dramatically for various reasons. There was an increase in demand among 
visitors to Japan as several measures were successful, including expanding the number of stores handling duty-free sales.

● EC and mail order: +11% year on year: Although there was lackluster 2H growth because of the impact of the consumption tax hike, retail sales for  the 
full fiscal year rose year on year as a result of several measures, including expanding inventory partnerships between our EC site 
(SANYO iStore) and logistics warehouses and directly managed stores.

● Outlets: +9% year on year: Both 1H and 2H retail sales grew as a result of the early introduction of products, stronger demand among visitors 
to Japan, etc.

II Five-Year Medium-Term Business Plan—Progress 
(2) Results of retail sales by sales channel (non-consolidated)

(notes) The projections for fiscal 2014 are revised earnings projections for the full fiscal year 
announced July 31, 2014 (1H actual earnings and 2H projections). 

Year on year Compared to 
projection Year on year Compared to 

projection Year on year Compared to 
projection

Department store, men's wear 22,800 22,700 23,150 350 450 24,260 24,600 24,750 490 150 47,060 47,750 47,900 840 150

Department store, women's wear 29,590 29,600 30,250 660 650 29,170 29,600 30,250 1,080 650 58,760 59,850 60,500 1,740 650

Department store, children's wear 1,070 1,100 1,040 -30 -60 1,310 1,160 1,170 -140 10 2,380 2,200 2,210 -170 10

Department store total 53,460 53,400 54,440 980 1,040 54,740 55,360 56,170 1,430 810 108,200 109,800 110,610 2,410 810

FB and stores 6,540 6,500 7,460 920 960 7,190 7,470 8,800 1,610 1,330 13,730 14,900 16,230 2,500 1,330

EC & mail order 1,520 1,600 1,770 250 170 1,330 1,730 1,400 70 -330 2,850 3,500 3,170 320 -330

Outlets 5,430 5,500 6,010 580 510 6,370 6,440 6,810 440 370 11,800 12,450 12,820 1,020 370

Total for non–department stores 13,490 13,600 15,210 1,720 1,610 14,890 15,640 17,010 2,120 1,370 28,380 30,850 32,220 3,840 1,370

Total 66,950 67,000 69,650 2,700 2,650 69,630 71,000 73,180 3,550 2,180 136,580 140,650 142,830 6,250 2,180

2014 (actual)

Change (value)
1H (Q1 and Q2) 2H (Q3 and Q4) Full fiscal year

2013 (actual) 2014 (projection) 2014 (actual)

Change (value)

2013 (actual) 2014 (projection) 2014 (actual)

Change (value)

2013 (actual) 2014 (projection)

(notes)
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<Core business retail sales>
(million yen)

<Points regarding core brand retail sales>

♦ Core 3 business

II Five-Year Medium-Term Business Plan—Progress 
(3) Core brand retail sales

● For MACKINTOSH, retail sales of MACKINTOSH PHILOSOPHY brand products for men and women rose year on year. There were strong retail sales of 
men's Trotter products and women's rainwear, which drove overall retail sales.

● For Paul Stuart, retail sales rose year on year because of renovations to the Aoyama directly managed store, the brand's flagship store, and 
successful efforts to provide value added products and services through more precise merchandising.

● As for EPOCA, we were able to achieve a major year-on-year increase in retail sales of men's products through more precise merchandising. Turning 
to EPOCA for women, we renovated the brand, presented existing customers with new ideas, and worked to capture new customers.

● Retail sales of AMACA rose year on year on account of an increase in the number of stores.

● For EVEX by KRIZIA, retail sales rose year on year as efforts were made to expand sales at existing sales areas by broadening merchandising of 
miscellaneous products (evex la borsetta), particularly bags.

● For TO BE CHIC, e-commerce and outlet retail sales rose at a double digit pace.

● Turning to LOVELESS, we continued to work to increase the precision of merchandising for both purchased and original products, the Kyoto 
LOVELESS store, the eighth store, was opened at the end of August, and 2H retail sales were firm. We achieved our projections for the tenth 
consecutive fiscal period (five years), opened two new stores during the fiscal period, and further accelerated growth.

♦ Four semi-core businesses

MACKINTOSH (men's and w omen's) 3,460 4,010 116% 550 3,510 3,660 104% 150 6,970 7,670 110% 700

Paul Stuart (men's, w omen's, and sports) 4,650 4,960 107% 310 4,510 4,670 104% 160 9,160 9,630 105% 470

EPOCA (men's, women's, multi-brand shops) 3,990 4,160 104% 170 3,740 3,590 96% -150 7,730 7,750 100% 20

AMACA (w omen's) 1,930 1,980 103% 50 1,690 1,780 105% 90 3,620 3,760 104% 140

EVEX by KRIZIA (w omen's) 2,600 2,830 109% 230 2,590 2,730 105% 140 5,190 5,560 107% 370

TO BE CHIC (w omen's) 2,840 2,860 101% 20 2,460 2,420 98% -40 5,300 5,280 100% -20

LOVELESS (multi-brand shop) 990 1,140 115% 150 1,130 1,290 114% 160 2,120 2,430 115% 310

20,460 21,940 107% 1,480 19,630 20,140 103% 510 40,090 42,080 105% 1,990

1H (Q1 and Q2) 2H (Q3 and Q4) Full fiscal year

Brand 2013 (actual) 2014 (actual) % of previous 
year

Year-on-year 
change (value)

% of previous 
year

Year-on-year 
change (value)

2013 (actual) 2014 (actual)

Total for seven brands

2013 (actual) 2014 (actual) % of previous 
year

Year-on-year 
change (value)
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◇Fiscal 2015 Priority points in the business plan

● New business successes

(1) Launch MACKINTOSH LONDON (August–)

(2) Simultaneously introduce BLUE LABEL CRESTBRIDGE and BLACK LABEL CRESTBRIDGE (July–)

(3) Focus investments throughout the company on new businesses (sales area construction expenses, advertising expenses, sales
promotion expenses, etc.)

● Reinforce and promote core businesses

(1) Successfully rebrand and promote EPOCA (continue from fiscal 2014)

(2) Further raise the added value and customer satisfaction for Paul Stuart (increase precision of merchandising for directly managed 
stores and move forward with efforts to provide greater added value for department store merchandising), increase the size of existing 
stores, and update the store environment

(3) Successfully open 2 new LOVELESS stores (plan to open one in the Umeda area of Osaka on April 15 and one in the Sendai area on 
April 25)

● Promote the e-commerce business

(1) Increase customer satisfaction and capture new customers by introducing a point system for SANYO iStore (September–)

(2) Launch sales of MACKINTOSH LONDON, BLUE LABEL CRESTBRIDGE, BLACK LABEL CRESTBRIDGE products through the EC 
channel (September–)

(3) Introduce a new EC system for the SANYO iStore  (July–)

(4) Reduce lost sales opportunities by integrating inventory data (started to introduce to stores in fiscal 2014)

● Strengthen “manufacturing by craftsmen” and expand the original business

(1) Expand the TIMELESS COAT series, centered on the “100-year coat,” and introduce it through not only Japanese sales channels but 
also overseas ones

(2) Strengthen “made-in-Japan products”, centered on products made at our Japanese subsidiary Sanyo Sewing and main partner 
factories, and propose products with greater value than the price

(3) Launch SANYO ESSENTIALS as a brand that embodies TIMELESS WORK. (launch in the middle of March 2015 through e-commerce)

III Fiscal 2015 Business Plan 
(1) Priority points in the business plan
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III Fiscal 2015 Business Plan 
(2) Consolidated income statement

<Net sales and income>
(million yen)

<Fiscal 2015 sales and income projection>

● In fiscal 2015, we will aggressively more forward with efforts to restructure business as the Burberry licensing agreement will expire. 
Having positioned the year as the most important year to implement the Five-Year Medium-Term Business Plan, we will strive to 
successfully expand core businesses and launch new ones while working to raise business efficiency.

● We will set easy-to-achieve 1H targets taking into consideration our withdrawal from unprofitably sales areas and last-minute 
demand before last year's consumption tax hike. In 2H, we expect the decline in the number of stores due to the withdrawal from the 
Burberry business to negatively impact sales.

● As for expenses related to switching to brands such as MACKINTOSH LONDON as a result of the expected end of the licensing 
agreement with Burberry in fiscal 2015, sales area construction costs were included in the operating income in the Five-Year 
Medium-Term Business Plan announced in May 2014, but we expect to record them as an extraordinary loss for fiscal 2015.

Net sales 53,270 50,800 -2470 57,726 45,200 -12526 110,996 96,000 -14996

Gross income 26,228 24,650 -1578 27,395 20,550 -6845 53,623 45,200 -8423

Gross income margin 49.2% 48.5% -0.7% 47.5% 45.5% -2.0% 48.3% 47.1% -1.2%

SG&A expenses 21,713 21,650 -63 21,696 20,350 -1346 43,409 42,000 -1409

SG&A expense ratio 40.8% 42.6% 1.8% 37.6% 45.0% 7.4% 39.1% 43.8% 4.7%

Operating profit 4,515 3,000 -1515 5,698 200 -5498 10,213 3,200 -7013

Operating income 
margin

8.5% 5.9% -2.6% 9.9% 0.4% -9.5% 9.2% 3.3% -5.9%

Ordinary income 4,570 3,100 -1470 5,778 300 -5478 10,348 3,400 -6948

Ordinary income margin 8.6% 6.1% -2.5% 10.0% 0.7% -9.3% 9.3% 3.5% -5.8%

Net income 3,173 1,800 -1373 3145 -1700 -4845 6,318 100 -6218

Net income margin 6.0% 3.5% -2.5% 5.4% -3.8% -9.2% 5.7% 0.1% -5.6%

2014 (actual) 2015 (projection)

1H (Q1 and Q2) 2H (Q3 and Q4) Full fiscal year
Year-on-year 

change (value) 
(percentage 

Year-on-year 
change (value) 

(percentage 
2015 (projection)

Year-on-year 
change (value) 

(percentage 
2014 (actual) 2015 (projection) 2014 (actual)
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<Projection of retail sales by sales channel>
(million yen)

III Fiscal 2015 Business Plan 
(3) Projection of retail sales by sales channel (non-consolidated)

<Fiscal 2015 Retail sales projection>

● For MACKINTOSH LONDON, both men’s and women’s (including L-size) products will be introduced to department stores and 
directly managed stores throughout Japan starting in July.

● As for BURBERRY BLUE LABEL and  BURBERRY BLACK LABEL, we will maintain the existing brand concept and sales area 
and switch to BLUE LABEL CRESTBRIDGE and BLACK LABEL CRESTBRIDGE as running brands from time to time.

● Launch SANYO ESSENTIALS as a brand that embodies TIMELESS WORK. (middle of March 2015)

● Launch sales of MACKINTOSH LONDON, BLUE LABEL CRESTBRIDGE, and BLACK LABEL CRESTBRIDGE products through 
the EC channel. (expected September 2015)

2014 (actual) 2015 (projection)
% of 

previous 
year

Year-on-y ear 
change 
(v alue)

2014 (actual) 2015 (projection)
% of 

previous 
year

Year-on-y ear 
change 
(v alue)

2014 (actual) 2015 (projection)
% of 

previous 
year

Year-on-y ear 
change 
(v alue)

Department store, 
men's wear

23,150 22,500 97% -650 24,750 19,500 79% -5,250 47,900 42,000 88% -5,900

Department store, 
women's wear

30,250 29,400 97% -850 30,250 24,000 79% -6,250 60,500 53,400 88% -7,100

Department store, 
children's wear

1,040 800 77% -240 1,170 500 43% -670 2,210 1,300 59% -910

Department store total 54,440 52,700 97% -1,740 56,170 44,000 78% -12,170 110,610 96,700 87% -13,910

FB and stores 7,430 7,200 97% -230 8,800 4,600 52% -4,200 16,230 11,800 73% -4,430
EC & mail order 1,770 1,800 102% 30 1,400 1,700 121% 300 3,170 3,500 110% 330

Outlets 6,010 5,000 83% -1,010 6,810 6,000 88% -810 12,820 11,000 86% -1,820
Total for non–

department stores
15,210 14,000 92% -1,210 17,010 12,300 72% -4,710 32,220 26,300 82% -5,920

Total 69,650 66,700 96% -2,950 73,180 56,300 77% -16,880 142,830 123,000 86% -19,830

1H (Q1 and Q2) 2H (Q3 and Q4) Full fiscal year



III Fiscal 2015 Business Plan 
(4) Projection of core brand retail sales 

18Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

<Core business retail sales>

<Fiscal 2015 Retail sales projection>

● Products (men’s, women’s, women’s L size) for MACKINTOSH LONDON, a new brand, will be introduced in 240 stores 
throughout Japan (as of February 2015) starting 2H. 

● As for Paul Stuart, we will work to improve the brand image (efforts will be focused on the Aoyama flagship store), add new 
items to the lineup of well-selling men's suits, and focus on expanding sales of suits.

● For EPOCA, we will move forward with rebranding efforts for EPOCA for women. In addition to efforts such as increasing the 
number of sizes and proposing strategic price products, we will capture new customers by raising the quality of store staff.

● Turning to LOVELESS, we plan on opening two new stores in 1H (Umeda and Sendai in April) and will work to expand the scale 
of the business.

● We will move forward with our review of 30 unprofitable sales areas in 1H and pursue even greater efficiency in 2H.

(million yen)

2014 (actual)2015 (projection % of previous 
year

Year-on-y ear 
change (v alue) 2014 (actual)2015 (projection

% of 
previous 

year

Year-on-y ear 
change 
(v alue)

2014 (actual)2015 (projection% of previous 
year

Year-on-y ear 
change 
(v alue)

MACKINTOSH (men's and w omen's) 4,010 3,860 96% -150 3,660 11,460 313% 7,800 7,670 15,320 200% 7,650
Paul Stuart (men's, w omen's, and sports) 4,960 4,950 100% -10 4,670 5,080 109% 410 9,630 10,030 104% 400
EPOCA (men's, women's, multi-brand shops) 4,160 4,190 101% 30 3,590 3,970 111% 380 7,750 8,160 105% 410

AMACA (w omen's) 1,980 1,980 100% 1,780 1,850 104% 70 3,760 3,830 102% 70
EVEX by KRIZIA (w omen's) 2,830 2,800 99% -30 2,730 2,800 103% 70 5,560 5,600 101% 40
TO BE CHIC (w omen's) 2,860 2,830 99% -30 2,420 2,500 103% 80 5,280 5,330 101% 50
LOVELESS (multi-brand shop) 1,140 1,290 113% 150 1,290 1,440 112% 150 2,430 2,730 112% 300

21,940 21,900 100% -40 20,140 29,100 144% 8,960 42,080 51,000 121% 8,920Total for seven brands

Brand

1H (Q1 and Q2) 2H (Q3 and Q4) Full fiscal year
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<Number of sales areas by sales channel 
(only sales areas in Japan handling retail sales)>

(stores)

(note) Excluding coat sales areas that 
are highly seasonal.<Number of new sales areas for MACKINTOSH LONDON>

● We expect to introduce MACKINTOSH LONDON to 240 locations throughout Japan, including 110 men’s 
sales areas, 110 women’s sales areas, and 20 stores carrying women’s L size. (as of February 2015)

<Withdrawal from unprofitable sales areas>

● We will work to improve business efficiency by reviewing unprofitable sales areas in existing stores.
We expect to review 30 sales areas in 1H, and these efforts will be continued in 2H although the number 
of stores has not been set.

2013 (actual) 2014 (actual) % of previous year Change (value) 2015 (projection) % of previous year Change (value)

Department stores 1,554 1,555 100.1 1 1,430 92.0 -125 

Non–department store 96 98 102.1 2 90 91.8 -8 

Total 1,650 1,653 100.2 3 1,520 92.0 -133 

As of Dec. 31



Fiscal 2015 Brand Deployment 
and CSR Activities
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Launch: 2015 autumn/winter season

Exhibition dates: March 18 and 19 
(explanatory meeting for the press: March 16)

Location: SANYO SHOKAI Aoyama Building B1F

Projected number of sales areas that will carry the brand: 
about 240 sales areas in department stores throughout 
Japan

IV Fiscal 2015 Brand Deployment
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IV Fiscal 2015 Brand Deployment

Launch: 2015 autumn/winter season

Launch brand teaser site: February 13

Date of debut fashion show: March 31

Creative Director: Yasuhiro Mihara

BLUE LABEL CRESTBRIDGE
BLACK LABEL CRESTBRIDGE

BLUE LABEL CRESTBRIDGE and BLACK LABEL CRESTBRIDGE will be launched as successor brands to the 
BURBERRY BLUE LABEL and BURBERRY BLACK LABEL brands.
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IV Fiscal 2015 Brand Deployment

For the LOVELESS and Guild Prime brands, we will expand the brands 
and aim to increase the number of related multi-brand shops from the 
current eight (five LOVELESS and three Guild Prime) to 20 in 2018.
In 2015, two stores (one in Sendai and one in Umeda) will be opened in 
April.
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IV Fiscal 2015 Brand Deployment

TIMELESS WORK. related efforts

2013

Trench coat men’s and 
women’s one type for 
each

2014

Trench coat
Balmacaan coat

men’s two types
women’s three types

2015

● Expand the business 
overseas

● Expand sales 
channels
(multi-brand shops, 

Internet, etc.)

■Launch SANYO ESSENTIALS in the middle of March 2015

This is an online brand that provides well-made, stylish basic items for 
adults who demand essential quality.

Created the “TIMELESS WORK.” tagline in 2013.
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IV Fiscal 2015 Brand Deployment

Concept: High, Clean, Basic
Beautifully finished comfortably texture
Quality felt every time you wear it
Well-made, stylish basic items

Target: Adults who demand essential quality
Men and women who have developed an eye for 
various fashions

Products to be introduced:
Full line of men’s and women’s items that are truly 
well made down to the smallest detail

Sales launch: Middle of March 2015

Sales channel: Sanyo iStore

SANYO ESSENTIALS

This is an online brand that provides well-made, stylish basic items for adults who demand essential quality.
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IV Fiscal 2015 CSR Activities

In 2014, we started offering clothing-education classes at schools in 
Tokyo as a part of efforts to get people to care for their clothing so they 
will last.
The classes were offered at two schools in 2014, and there are plans to 
hold them at three more schools in 2015 for a total of classes at five 
schools.
Our designers and pattern makers take part in home economics classes 
and work with children to create bags and aprons while explaining both 
their careers (career education) and the process for making clothes.

<Clothing education classes>

CSR activities

Clothing education classStarting in 2013, we started to offer factory tours to children in areas that 
our factories are located in. Students from four schools took part in the 
tours in 2013, and from three in 2014. The tours are expected to be 
offered again in 2015.

<Factory tour>
Factory tour

The phrase “think.sanyo” was developed to represent the CSR Principles that we tout as our basic corporate social 
responsibility policies under the corporate credo of “truth, goodness, beauty”.
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IV Fiscal 2015 CSR Activities

In 2014, we developed and introduced coats made from “green down” 
(recycled down), the first clothing items to make use of recycled down.

There are plans to collect down in order to not simply use it for products but 
also to embody recycling-based manufacturing.

We took part in the environmental education event LOHAS Festa held in 
Osaka in November 2014 and collected unwanted down products from 
visitors to the event. It was possible to collect 64 down jackets and 5 futons 
even though it was the first year the event was held.

In order to raise employees’ environmental awareness, we placed down 
collection boxes throughout the company, including branch officers, and 
collected unwanted down goods from employees.

We will continue these efforts in 2015.

Osaka LOHAS festival (November 2014)

<Green down (recycled down)>

Environmental activities

<Growing Japanese cotton at Watarase 
Eco-village>
Since 2013, we have grown Japanese cotton at Watarase Eco-village, 
located in Tochigi prefecture.
We are attempting to deepen understanding of the environment throughout 
the company through the participation of employees in this activity.
We expect to hold events three times between when the seeds are planted in 
May and the harvest in November.
There are also plans to use the Japanese cotton collected through these 
activities to make products. Watarase Eco-village “Sanyo Cotton Field”


