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I. Fiscal 2015 Earnings Report
(1) Year-on-year change in monthly retail sales (non-consolidated)
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<Year-on-year change by month>

Note (2) Figures released by the Japan Department Stores Association (year-on-year change is unadjusted for number of stores)

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

<Points regarding retail sales by quarter>

• Q1 and Q2: Retail sales rose 1% year-on-year in Q1 due to strong stores sales of heavy clothing, mainly coats, and an increase in sales to overseas 
visitors to Japan. Although store sales rose dramatically in April and May when compared to the fall-off following the consumption tax 
hike in fiscal 2014, they fell slightly in June on account of a fewer number of weekend days and a shift in the start of summer goods 
clearance sales. Therefore, retail sales rose 8% year on year in Q2 and 4% in 1H.

• Q3 and Q4: During Q3, retail sales of existing brands fell 1% despite the impact of bad weather such as typhoons and intense sales competition 
because efforts were made to reinforce sales of full-priced goods for early fall items, mainly those for core businesses. Existing brand 
retail sales fell 5% year-on-year in Q4 and 3% in 2H, which was about the same for all Japan department store clothing sales, because 
sales of heavy clothing, particularly coats, were weak on account of the record warm winter and changing women’s wear trends. For 
the whole company, retail sales contracted 30% year-on-year due to the major switchover to new businesses.

Note (1) Existing business excluding the BURBERRY business, MACKINTOSH LONDON, BLUE LABEL CRESTBRIDGE, and BLACK LABEL CRESTBRIDGE

(%)<2014>
Jan. Feb. Mar. Q1 Apr. May Jun. Q2 1H Jul. Aug. Sep. Q3 Oct. Nov. Dec. Q4 2H Full fiscal year

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

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

Children's wear 126 95 103 107 91 97 94 94 101 101 108 93 100 90 101 98 96 98 99

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

Note (2)
Department 

store 
clothing total

100 99 118 106 87 96 93 92 99 96 99 100 98 97 96 97 97 98 99

<2015>
Jan. Feb. Mar. Q1 Apr. May Jun. Q2 1H Jul. Aug. Sep. Q3 Oct. Nov. Dec. Q4 2H Full fiscal year

Men's wear 100 120 87 100 119 112 102 111 105 97 81 68 82 75 65 64 67 72 88

Women's wear 105 125 88 102 120 107 92 107 104 98 76 69 81 69 61 62 64 71 87

Children's wear 89 107 77 89 104 100 89 98 93 35 30 20 28 17 12 12 14 19 55

Total 103 123 87 101 119 109 96 108 104 96 77 68 80 70 61 62 64 70 87

Note (1) Percent of 
previous year 107 97 94 99 100 90 95 95 97

Note (2)
Department 

store 
clothing total

94 102 81 90 110 103 92 101 95 102 99 97 100 101 91 95 96 97 96
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<Net sales and income> (million yen)

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

I. Fiscal 2015 Earnings Report
(2) Consolidated income statement

<Points regarding the consolidated income statement>

• Although 1H net sales rose year-on-year because of an increase in sales of high value added products, a larger number of overseas visitors to 
Japan, and other factors, 2H sales fell short of projections because of a harsh consumption environment for clothing due to weather factors such 
as typhoons and the warm winter. Therefore, net sales for the full fiscal year were 2.6% less than the revised projections announced in July.

• Gross income failed to meet the full fiscal year projections on account of a decline in store sales, but the income margin rose 0.9 percentage 
points because core brand full-price products accounted for a greater percentage of total sales and the cost of production fell.

• Despite an increase in additional investments in new businesses, particularly in advertising, during 2H, for the full fiscal year, the effects of 
several efforts, including those to make operations more efficient, led to SG&A expenses being 469 million yen less than the revised projections.

• Even though both net sales and gross income declined, operating income surpassed projections due to an improvement in income margin and 
reduction of SG&A expenses.

2015 

(projection)

2015 

(projection)

2015 

(projection)

Revised

(May)
Year-on-year

Compared to 

projection

Revised

(July) 
Year-on-year

Compared to 

projection

Revised

(July) 
Year-on-year

Compared to 

projection

Net sales 53,270 55,500 55,333 2,062 ▲ 166 57,726 44,667 42,082 ▲ 15,644 ▲ 2,585 110,996 100,000 97,415 ▲ 13,580 ▲ 2,584

Gross income 26,228 27,000 28,077 1,848 1,077 27,395 20,323 19,929 ▲ 7,466 ▲ 394 53,623 48,400 48,007 ▲ 5,616 ▲ 392

Net income margin 49.2% 48.6% 50.7% 1.5% 2.1% 47.5% 45.5% 47.4% -0.1% 1.9% 48.3% 48.4% 49.3% 1.0% 0.9%

SG&A ex penses 21,713 21,000 20,323 ▲ 1,390 ▲ 676 21,696 21,577 21,107 ▲ 589 ▲ 470 43,409 41,900 41,430 ▲ 1,979 ▲ 469

SG&A ex pense ratio 40.8% 37.8% 36.7% -4.0% -1.1% 37.6% 48.3% 50.2% 12.6% 1.9% 39.1% 41.9% 42.5% 3.4% 0.6%

Operating income 4,515 6,000 7,754 3,239 1,754 5,698 ▲ 1,254 ▲ 1,177 ▲ 6,875 77 10,213 6,500 6,577 ▲ 3,636 77

Net income margin 8.5% 10.8% 14.0% 5.5% 3.2% 9.9% -2.8% -2.8% -12.7% 0.0% 9.2% 6.5% 6.8% -2.4% 0.3%

Ordinary income 4,570 6,100 7,983 3,413 1,883 5,778 ▲ 1,183 ▲ 947 ▲ 6,725 236 10,348 6,800 7,036 ▲ 3,311 236

Net income margin 8.6% 11.0% 14.4% 5.8% 3.4% 10.0% -2.6% -2.3% -12.3% 0.4% 9.3% 6.8% 7.2% -2.1% 0.4%

Net income 3,173 3,600 5,077 1,903 1,477 3,145 ▲ 2,677 ▲ 2,482 ▲ 5,627 195 6,318 2,400 2,595 ▲ 3,723 195

Net income margin 6.0% 6.5% 9.2% 3.2% 2.7% 5.4% -6.0% -5.9% -11.3% 0.1% 5.7% 2.4% 2.7% -3.0% 0.3%

1H 2H Full fiscal year

2014

(actual)

2015

(actual)

Change (value) (percentage 

points) 2014

(actual)

2015

(actual)

Change (value) (percentage 

points) 2014

(actual)

2015

(actual)

Change (value) (percentage 

points)



I. Fiscal 2015 Earnings Report
(3) Consolidated results of SG&A expenses
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<SG&A expenses>
(million yen)
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<Points regarding SG&A expenses>

• Salary and allowances declined 1,024 million yen year-on-year due to a reduction in store sales staff accompanying the withdrawal from 
unprofitable stores.

• Advertising expenses fell 548 million yen year-on-year for various reasons, including a 472 million yen reduction in sales area 
construction expenses (non-consolidated).

• Rent expenses for real estate decreased 419 million yen year-on-year because of more efficient use of office space and the withdrawal 
from not only unprofitable stores but also directly managed stores at the end of their contracts.

• In addition, “Other” declined 159 million yen year-on-year due to efforts to increase the efficiency of logistics and other efforts.

2014 (actual) 2015 (actual) Year-on-year change (value)

Consolidated net sales 110,996 97,415 ▲ 13,580

SG&A ex penses 43,409 41,430 ▲ 1,979

　Salaries and allow ances 22,099 21,075 ▲ 1,024

　Adv ertising ex penses 5,228 4,680 ▲ 548

　Depreciation 735 908 172

　Rent ex pense for real estate 3,777 3,358 ▲ 419

　Other 11,568 11,408 ▲ 159

Full fiscal year



I. Fiscal 2015 Earnings Report
(4) Consolidated balance sheet
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(million yen)<Balance sheet summary>
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<Points regarding the consolidated balance sheet>

• Notes and accounts receivable fell year-on-year on account of a decline in net sales and other factors.

• Merchandise and finished goods declined 477 million yen because progress was made in reducing purchases and inventory.

• Notes and accounts payable decreased as trade payables fell.

• Short- and long-term loans payable fell 2,650 million yen as contractual repayments were made.

Dec. 31, 2014 Dec. 31, 2015 Year-on-year
change (value)

Dec. 31, 2014 Dec. 31, 2015 Year-on-year
change (value)

<Assets> <Liabilities>

Total current assets 61,829 56,351 ▲ 5,478 Total current liabilities 26,482 21,457 ▲ 5,024

　Cash and deposits 27,437 26,580 ▲ 857 　Notes and accounts pay able 15,824 14,378 ▲ 1,445

　Notes and accounts receiv able 13,849 8,888 ▲ 4,960 　Short-term loans pay able 2,650 2,400 ▲ 250

　Merchandise and finished goods 18,575 18,098 ▲ 477 　Other current liabilities 8,007 4,678 ▲ 3,328

　Other current assets 1,967 2,784 817 　

Total fix ed assets 41,333 43,345 2,012 Total long-term liabilities 14,997 13,092 ▲ 1,905

　Tangible fix ed assets 15,582 15,353 ▲ 228 　Long-term loans pay able 9,600 7,200 ▲ 2,400

　Intangible fix ed assets 2,493 2,240 ▲ 253 　Other long-term liabilities 5,397 5,892 494

　Inv estments and other assets 23,258 25,751 2,493 Total liabilities 41,479 34,549 ▲ 6,929

<Total net assets> 61,683 65,147 3,463

Total assets 103,163 99,697 ▲ 3,465 Total liabilities and net assets 103,163 99,697 ▲ 3,465

* Total short-term and long-term 
loans pay able

12,250 9,600 ▲ 2,650

* Equity  ratio 59.8% 65.3% 5.5%



I. Fiscal 2015 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 3,237 million yen for various reasons. Although paying 3,449 million yen in 
corporate taxes, etc., 3,784 million yen in net income before taxes was recorded, and there was an increase of 4,957 million yen from a 
decline in trade receivables.

• There was a net cash outflow from investing activities of 306 million yen because even though there was 864 million yen in proceeds 
from the recovery of lease and guarantee deposits, 161 million yen was used for new lease and guarantee deposits, and 931 million yen 
was used for the purchase of tangible fixed assets.

• There was a net cash outflow of 3,787 million yen from financing activities for several reasons, including 2,650 million yen in repayments 
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 26,580 million yen, a year-on-year decrease of 857 
million yen.

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

2014 (actual) 2015 (actual) Year-on-year change 
(value)

C/F from operating activities 9,903 3,237 ▲ 6,666

C/F from investing activities ▲ 276 ▲ 306 ▲ 29

C/F from financing activities ▲ 2,029 ▲ 3,787 ▲ 1,757

Full fiscal year
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III. Fiscal 2016 Business Plan
(1) Priority points in the business plan

◇ Fiscal 2016 Business Plan
1.  Expand the scale of new and core businesses

(1) Focus business resources throughout the company on new businesses and core businesses

(2) Raise awareness of MACKINTOSH LONDON, BLUE LABEL CRESTBRIDGE, and BLACK LABEL CRESTBRIDGE brands and capture new customers

(3) Move forward with EPOCA rebranding efforts and begin to introduce new concept shops for women’s clothing into department stores (starting with the 
Takashimaya Shinjuku Store in March 2016)

(4) Further evolve Paul Stuart brand, a popular line of men’s tailored products, and establish it as a better range brand

(5) Open the first LOVELESS brand store in the Tokai region (Sakae area of Nagoya) (grand opening on February 27)

2. Reinforce and expand the e-commerce (EC) business and promote omnichannel marketing
(1) Expand sales opportunities by promoting omnichannel marketing, centered on SANYO iStore

• Reduce lost sales opportunities by centralizing store and warehouse inventories

• Increase customer convenience by adding a store inventory check function to the company’s EC website and launching a service that allows 
customers to reserve products in stores through the website

• Launched sales of MACKINTOSH LONDON, BLUE LABEL CRESTBRIDGE, and BLACK LABEL CRESTBRIDGE products through the EC channel from 
2H of 2015

(2) Expand introduction of SANYO MEMBERSHIP (point system)

• Increase purchase incentives for customers by creating an environment in which points are awarded and can be used regardless of sales channel, 
such as the company’s EC site and brick-and-mortar stores 

(3) Deepen customer communication

• Introduce an application to increase contact points with customers and provide highly precise information through customer data analysis

(4) Reinforce and expand sharing of inventory, product, and order information with EC websites of other companies

(5) Expand overseas with borderless EC

• Introduced LOVELESS and GUILD PRIME to Farfetch in 2H of 2015 and move forward with partnerships with other overseas EC websites
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III. Fiscal 2016 Business Plan
(1) Priority points in the business plan

◇ Fiscal 2016 Business Plan
3. Strengthen “manufacturing by craftsmen” and expand the original business

(1) Propose new coat concept shops, centered on the “100-year coat,” and further expand the scale of the business (establish new sales areas in 
domestic sales channels, expand overseas sales channels, etc.)

(2) Apply for J∞Quality product certification for a larger number of brands and obtain certification for six brands in fiscal 2016 (as of February 2016), 
two additional brands to the four for fiscal 2015

• Fiscal 2015: SANYO(men’s and women’s coats), Paul Stuart (men’s and women’s), BLACK LABEL CRESTBRIDGE, and ILFARO

• Fiscal 2016: THE SCOTCH HOUSE and COTOO

(3) Move forward with Sanyo Sewing branding (obtained J∞Quality corporate certification)

(4) Move forward with efforts to transform SANYO YAMACHO into a full brand and accelerate the opening of stores (Nihombashi Mitsukoshi Main 
Store in February 2016 and Matsuzakaya Nagoya Store in April 2016)

4. Reinforce and expand the number of miscellaneous items
(1) Move forward with efforts to reinforce and expand the number of miscellaneous items, which are not impacted by weather factors (miscellaneous 

items accounted for 12.3% of sales in fiscal 2015, and the goal is for 20% in fiscal 2018) and tie this to greater EC sales, which miscellaneous items 
have little impact on (as a percentage of store sales)
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<Net sales and income>
(million yen)

<Fiscal 2016 sales and income projections>

• In fiscal 2016, we will continue our efforts to restructure the business, which was started in 2H of 2015, and work to expand both new and 
core businesses while increasing business efficiency.

• The switchover to the new businesses will occur in 1H, and the projection is a decline in both sales and income from the previous year, but 
we expect to complete the first round of business restructuring in 2H.  

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

III. Fiscal 2016 Business Plan
(2) Consolidated income statement

Net sales 55,333 37,000 ▲ 18,333 42,082 40,000 ▲ 2,082 97,415 77,000 ▲ 20,415

Gross income 28,077 17,500 ▲ 10,577 19,930 18,800 ▲ 1,130 48,007 36,300 ▲ 11,707

Net income margin 50.7% 47.3% -3.4% 47.4% 47.0% -0.4% 49.3% 47.1% -2.1%

SG&A expenses 20,323 19,700 ▲ 623 21,107 18,600 ▲ 2,507 41,430 38,300 ▲ 3,130

SG&A ex pense ratio 36.7% 53.2% 16.5% 50.2% 46.5% -3.7% 42.5% 49.7% 7.2%

Operating income 7,754 ▲ 2,200 ▲ 9,954 ▲ 1,177 200 1,377 6,577 ▲ 2,000 ▲ 8,577

Net income margin 14.0% -5.9% -20.0% -2.8% 0.5% 3.3% 6.8% -2.6% -9.3%

Ordinary income 7,983 ▲ 2,100 ▲ 10,083 ▲ 980 400 1,380 7,003 ▲ 1,700 ▲ 8,703

Net income margin 14.4% -5.7% -20.1% -2.3% 1.0% 3.3% 7.2% -2.2% -9.4%

Net income 5,077 0 ▲ 5,077 ▲ 2,515 300 2,815 2,562 300 ▲ 2,262

Net income margin 9.2% 0.0% -9.2% -6.0% 0.8% 6.7% 2.6% 0.4% -2.2%

Full fiscal year
2015

(actual)
2016

(projection)
2015

(actual)

1H 2H
Year-on-year

change 
(value) 

Year-on-year
change 
(value) 

Year-on-year
change 
(value) 

2016
(projection)

2015
(actual)

2016
(projection)
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<Retail sales by sales channel> (million yen)
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III. Fiscal 2016 Business Plan
(3) Projection of retail sales by sales channel (non-consolidated)

<Projection of retail sales by sales channel (non-consolidated)>

• Department stores: In 2015, department store retail sales of existing brand men’s products fell 4% year-on-year in 1H and were flat in 2H, while those 
for women’s products declined 8% year-on-year in 1H and 6% in 2H. As for 2016 projections, it is expected that the market 
environment for women’s clothing at department stores will be harsh, but that the expansion of the business will accelerate 
starting in September, when the introduction of new brands will be completed.

• FB, stores, etc.: In 2015, inbound sales rose due to the effects of a greater number of duty-free stores, making it possible to meet projections for 
the year. As for 2016, we will move forward with our efforts to handle inbound customers, including further increasing the 
number of duty-free stores, but we project retail sales to decline year-on-year because of the switchover in brands and other 
factors.

• EC and mail order: In 2015, sales rose 4% year-on-year because of expanded inventory coordination between Sanyo’s EC website and stores, 
transfer of products from brick-and-mortar stores, and other measures. In 2016, we will expand the businesses of not only new 
brands that were introduced in 2H of 2015, but also EC websites operated by Sanyo and other companies.

• Outlets: Projections for 2015 were met. In 2016, we expect retail sales to fall year-on-year for both 1H and 2H because of the start of the 
switchover to new brands in 1H and the impact of change in sales areas.

Department store, 
men's wear

22,500 23,820 106% 17,850 75% ▲ 5,970 19,300 17,140 89% 19,430 113% 2,290 43,120 40,960 95% 37,280 91% ▲ 3,680

Department store, 
women's wear

29,400 31,280 106% 22,750 73% ▲ 8,530 23,800 20,750 87% 23,240 112% 2,490 55,080 52,030 94% 45,990 88% ▲ 6,040

Department store, 
children's wear

800 980 123% 0% ▲ 980 100 10 10% 0% ▲ 10 1,080 990 92% 0% ▲ 990

Total for department 
stores

52,700 56,080 106% 40,600 72% ▲ 15,480 43,200 37,900 88% 42,670 113% 4,770 99,280 93,980 95% 83,270 89% ▲ 10,710

FB and stores 7,200 9,480 132% 4,610 49% ▲ 4,870 5,650 5,650 100% 5,130 91% ▲ 520 15,130 15,130 100% 9,740 64% ▲ 5,390

EC & mail order 1,800 1,720 96% 2,060 120% 340 1,800 1,560 87% 2,000 128% 440 3,520 3,280 93% 4,060 124% 780

Outlets 5,000 5,330 107% 1,730 32% ▲ 3,600 5,650 6,340 112% 1,200 19% ▲ 5,140 10,980 11,670 106% 2,930 25% ▲ 8,740

Total for 
non–department 

14,000 16,530 118% 8,400 51% ▲ 8,130 13,100 13,550 103% 8,330 61% ▲ 5,220 29,630 30,080 102% 16,730 56% ▲ 13,350

Total 66,700 72,610 109% 49,000 67% ▲ 23,610 56,300 51,450 91% 51,000 99% ▲ 450 128,910 124,060 96% 100,000 81% ▲ 24,060

Year-on-year

change (value)

2015

(actual)

2016

(projection)

%  of 

previous 

year

Year-on-year

change (value)

2015

(projection)

2015

(projection)

1H 2H Full fiscal year
2015

(projection)

2015
(%  of 

projection)

2015
(%  of 

projection) 

2015
(%  of 

projection)

2015

(actual)

2016

(projection)

%  of 

previous 

year

Year-on-year

change (value)

2015

(actual)

2016

(projection)

%  of 

previous 

year
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<Core business retail sales>
(million yen)
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III. Fiscal 2016 Business Plan
(4) Projection of core brand retail sales (non-consolidated)

<Projection of core brand retail sales (non-consolidated)>

• For the MACKINTOSH business, we met our projections for 2015 for both MACKINTOSH PHILOSOPHY men’s and women’s products (flat growth). In 
2016, we will continue to make investments in the new MACKINTOSH LONDON brand and strive to expand the MACKINTOSH business.

• For the Paul Stuart business, actual 2015 results fell short of projections because of a mismatch in product merchandising and weather. In 2016, we 
will strive to improve product merchandizing and brand image by expanding to women’s wear its image as a high class brand, which has taken root for 
men’s wear.

• Turning to EPOCA, 2015 results fell short of projections because of the impact of rebranding of the core product line of women’s wear, which was 
started in 2H of 2014, but retail sales started to grow on a year-on-year basis in 2H of 2015, and EPOCA UOMO rose year-on-year for the full 2015 fiscal 
year. In 2016, we will strive to expand the business through various efforts, including introducing new concept shops for women’s wear to department 
stores.

• As for the AMACA, EVEX by KRIZIA, and TO BE CHIC brands, all brands struggled because of the same market conditions for women’s wear at 
department stores, the main sales channel for the brands. In 2016, we will work to expand the business by revising product merchandizing, reinforcing 
miscellaneous items, and broadening EC sales channels.

• Retail sales for LOVELESS met projections for the six consecutive years, or twelve accounting periods. In fiscal 2016, we will open LOVELESS Nagoya, 
the first store in the Tokai region, at the end of February. We will continue to expand the scale of the business.

y ear y ear y ear

change 
(v alue)

change 
(v alue)

change 
(v alue)

MACKINTOSH (men's and women's) 3,860 3,840 99% 10,900 284% 7,060 11,460 9,000 79% 13,550 151% 4,550 15,300 12,840 84% 24,450 190% 11,610

Paul Stuart
(men's, women's, and 

sports)
4,950 4,600 93% 4,500 98% ▲ 100 5,080 4,500 89% 4,500 100% 0 9,680 9,100 94% 9,000 99% ▲ 100

EPOCA
(men's, women's, and 

multi-brand shops)
4,190 3,880 93% 4,050 104% 170 3,970 3,790 95% 3,950 104% 160 7,850 7,670 98% 8,000 104% 330

AMACA (women's) 1,980 1,900 96% 1,850 97% ▲ 50 1,850 1,670 90% 1,640 98% ▲ 30 3,750 3,570 95% 3,490 98% ▲ 80

EVEX by KRIZIA (women's) 2,800 2,680 96% 2,780 104% 100 2,800 2,470 88% 2,570 104% 100 5,480 5,150 94% 5,350 104% 200

TO BE CHIC (women's) 2,830 2,510 89% 2,510 100% 0 2,500 2,050 82% 2,070 101% 20 5,010 4,560 91% 4,580 100% 20

LOVELESS (multi-brand shops) 1,290 1,330 103% 1,620 122% 290 1,440 1,460 101% 1,730 118% 270 2,770 2,790 101% 3,350 120% 560

21,900 20,740 95% 28,210 136% 7,470 29,100 24,940 86% 30,010 120% 5,070 49,840 45,680 92% 58,220 127% 12,540

2016
(projection)

2H Full fiscal year1H
% of 

prev ious 
y ear

Total f or sev en brands

2015
(projection)

% of 
projection

% of 
projection

2015
(projection)

2015
(projection)

% of 
projection

% of 
prev ious 

y ear

% of 
prev ious 

y ear
Brands (deploy ment composition)

2015
(actual)

2016
(projection)

2015
(actual)

2016
(projection)

2015
(actual)
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<Number of sales areas by sales channel (only sales areas in Japan handling retail sales)>
(stores)

(Note) Figures exclude coat sales areas, which are highly seasonal.

<Number of sales areas 2015–2016>

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

III. Fiscal 2016 Business Plan
(5) Projection of number of sales areas by sales channel (non-consolidated)

• As of 2H of 2015, 263 department stores throughout Japan had sales areas carrying MACKINTOSH LONDON products (115 stores carrying 
MACKINTOSH LONDON men's, 123 stores carrying MACKINTOSH LONDON women's, and 25 stores carrying MACKINTOSH LONDON 
women's L sizes),surpassing original projections.

• As for BLUE LABEL CRESTBRIDGE and BLACK LABEL CRESTBRIDGE, store environments remained the same, and six new stores were 
opened while four stores were closed.

• As of December 31, 2015, the number of sales areas had declined for several reasons, including changes due to the switchover in brands 
and withdrawal from unprofitable sales areas.

• In 2016, we will continue to review unprofitable sales areas and move forward with efforts to increase business efficiency.

Jun. 30, 2014 Jun. 30, 2015 % of prev ious y ear Year-on-y ear change Jun. 30, 2016 (forecast) % of prev ious y ear Year-on-y ear change

Department stores 1,560 1,505 96.5 -55 1,370 91.0 -135 
Non–department 

stores 98 90 91.8 -8 70 77.8 -20 
Total 1,658 1,595 96.2 -63 1,440 90.3 -155 

Dec. 31, 2014 Dec. 31, 2015 % of prev ious y ear Year-on-y ear change Dec. 31, 2016 (forecast) % of prev ious y ear Year-on-y ear change

Department stores 1,555 1,388 89.3 -167 1,350 97.3 -38 
Non–department 

stores 98 90 91.8 -8 80 88.9 -10 
Total 1,653 1,478 89.4 -175 1,430 96.8 -48 

1H (as of Jun. 30)

Full year (as of Dec. 31)



Five-Year Medium-Term Business Plan ― Progress
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(million yen)

<Five-Year Medium-Term Business Plan (quantitative aspects)>

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

II. Five-Year Medium-Term Business Plan ― Progress

• The BURBERRY brand license expired in the 2015 spring/summer season, and starting in the fall/winter season, we introduced the MACKINTOSH 
LONDON (total of 263 men’s and women’s sales areas) and BLUE LABEL CRESTBRIDGE and BLACK LABEL CRESTBRIDGE (total of 151 sales 
areas) brands into department stores and directly managed stores throughout Japan as well as our EC websites. (combined sales areas are 
counted as one store.)

• As for quantitative aspects of the Five-Year Medium-Term Business Plan, during the first two years of the plan, it was possible to secure earnings 
that surpassed initial projections. 
As for fiscal 2015, earnings projections were revised in July on account of strong 1H results, and operating income surpassed the revised 
projections because even though net sales did not meet projections on account of subsequent harsh market conditions, the gross income margin 
improved and more efficient use was made of SG&A expenses.

• As for 2016 quantitative projections, net sales projections will be revised downward from initial projections because of continuing uncertain 
market conditions, but we expect to move forward with efforts to improve our gross income margin, make more efficient use of SG&A expenses, 
and expect to achieve the initial operating income projection.

2017 2018
<4th year> <5th year>

Projection Actual Initial projection Rev ised projection Actual Initial projection Rev ised projection

Retail sales (non-consolidated) 138,000 142,830 123,000 128,910 124,060 110,000 100,000 119,000 130,000

Consolidated net sales 107,000 110,996 96,000 100,000 97,415 85,000 77,000 90,000 100,000

Consolidated gross income margin 51,700 53,623 45,200 48,400 48,007 38,800 36,300 42,500 48,500

Consolidated operating income 7,200 10,213 3,200 6,500 6,577 ▲2,000 ▲ 2,000 2,000 5,000

Projection

2016
<Initial year> <3rd year>

2014
<2nd year>

2015



Priority Brand Deployment and CSR Activities for the First Half of Fiscal 2016
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Stores for deployment: Total of 263 sales areas (including directly managed stores and 
department stores throughout Japan)

Brand website: Started showing a movie that traces the history of the brand in 
January.
http://www.mackintosh-london.com/

E-commerce: Sales through Sanyo Shokai directly-managed online store

Advertising and sales promotions: Ad campaign will focus on magazines and transportation ads, 
and will be tied to sales areas.

2016 spring brand visual

III. Priority Brand Deployment for the First Half of Fiscal 2016

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 
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Stores for deployment: BLUE LABEL CRESTBRIDGE deployed in 75 
sales areas
BLACK LABEL CRESTBRIDGE deployed in 81 
sales areas
(as of February 12)

E-commerce: Online shop within the brand site
https://www.crestbridge.jp

Advertising and sales promotions: Advertising through magazines, web media, etc.
Reinforce PR activities using social media, 
including LINE, Facebook, and Instagram, etc. 

Collection: Fall/Winter collection review is expected to be 
held in April 2016.

Creative director: Yasuhiro Mihara 2016 spring collection review

III. Priority Brand Deployment for the First Half of Fiscal 2016
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Store concept: A space that possesses a unique atmosphere with 
a feel of nature and a medieval fortress or dessert 
encampment through the placement of bricks and 
plants that resemble castle ruins, etc.

Product composition: Men’s, women’s, accessories

Address: 3-13-9 Sakae, Naka-ku, Nagoya-shi, Aichi

Area: 555 m2

Floor composition: B1F = men’s, 1F = men’s and women’s
2F = women’s, 3F = VIP Room

Grand opening: February 27 (Sat.)

Opening reception: February 26 (Fri.)

LOVELESS deployment stores: LOVELESS Aoyama, LOVELESS Daikanyama
LOVELESS Tenjin, LOVELESS Shinsaibashi
LOVELESS Kyoto

Conceptual image of store interior

Multi-brand shop business that has achieved its sales projections 
for six consecutive years. LOVELESS Nagoya, the first store in the 
Tokai region, opens February 27 (Sat.)

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

III. Priority Brand Deployment for the First Half of Fiscal 2016
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TIMELESS WORK related efforts

New product introduction: In addition to the current four styles of men’s coats and 
three styles of women’s coats, the Sanyo-goshi series 
consisting of four men’s styles and three women’s styles 
will go on sale this spring.

Sanyo-goshi pattern: Based on the Okina-goshi pattern, which is used in 
Kabuki, a traditional culture representative of Japan, the 
design was developed in cooperation with SHOCHIKU 
Co., Ltd.

Colors used in Sanyo-goshi: Traditional Japanese colors and the corporate colors of 
Sanyo Shokai

First product to receive J∞QUALITY product certification (number: S15AW000001)

The 6th floor of the Sanyo Ginza Tower serves as the 
permanent shop that embodies TIMELESS WORK.

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

III. Priority Brand Deployment for the First Half of Fiscal 2016

Sanyo-goshi

100-year coat sewing factory
Sanyo Sewing Co. Ltd (Aomori Prefecture)
First company to obtain J∞QUALITY corporate certification (February 26, 2015)
Safety and Security Compliance Company Certification Number: K0103150001
Sewing Company Certification Number: K0600150002
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Store concept: Based on the store concept of HARMONIZE (tradition and 
innovation), these are stores where one can experience both the 
New SANYO and Commitment to Craftsmanship that SANYO has 
developed to this point.

Official website: http://www.sanyoginzatower.com

6th floor

SANYO GINZA TOWER

Copyright © SANYO SHOKAI LTD. All Rights Reserved. 

III. Brand Deployment for the First Half of Fiscal 2016

Brand deployment:      

Handling inbound demand:

Events:                

A new SANYO YAMACHO sales area will be established on the 6th 
floor in mid-March.

In addition to starting efforts using Weibo (China’s equivalent to 
twitter) in January of this year, reinforced PR activities using the 
Internet and magazines that target non-Japanese from various 
countries.

Holding of “touch labo”
The goal is for companies and consumers to jointly create 
craftsmanship value through workshops at which participants can 
have fun learning.

Holding of Takumi (artisans) events
Introduce Japanese artisans who keep innovation and the 
commitment to craftsmanship alive.
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The phrase “think.sanyo” was developed to represent the CSR principles that we set as our basic corporate social 
responsibility policies under the corporate credo of “真Truth, 善Goodness, and 美Beauty.”

III. CSR Activities for the First Half of Fiscal 2016
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In 2014, we started offering clothing-education classes at two schools in Tokyo as part of 
our efforts to get people to care for their clothing so they will last, and in 2015, the classes 
were held 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 of making clothes.
In 2016, we plan to continue these classes and hold them in five schools.

<Clothing education>

CSR activities

Clothing education class

In December 2013, as part of our “clothing education,” we began a project to develop 
products with students of Meiji University using the concept of “a coat that could be worn 
long after starting work.”
We plan and sell the products together with the students, with the aim of having them 
learn the fundamentals of craftsmanship by actually taking part in the process of creating 
clothing that extends from supply chain all the way through price point setting.
The project came up with an actual product in November 2015, and this product is on 
sale at the SANYO iStore.

• Joint development with university students

Jointly developing products

• Clothing education classes

Products
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Environmental activities

<Growing Japanese cotton at Watarase Eco-village> 

Since 2013, we have grown Japanese cotton at Watarase Eco-village, 
located in Tochigi prefecture.
The activities of Watarase Eco-village are aimed at creating a perpetual cycle 
lifestyle for a sustainable recycling society that does not place a burden on 
the environment through clothing, food, and housing. Through the cultivation 
of Japanese cotton, visitors are able to experience the wisdom of a 
sustainable lifestyle that has been passed down through the ages in Japan.
We are attempting to deepen understanding of the environment throughout 
the company through the participation of employees in these activities.
This year, too, we expect to sow seeds in May, weed in July, and harvest in 
November.

We plan on developing a stole made from the Japanese cotton harvested to 
date and sell it at the Sanyo Ginza Tower this year.

Watarase Eco-village “SANYO COTTON FIELD”

III. CSR Activities for the First Half of Fiscal 2016
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Along with 21 other companies, Sanyo is participating in the Green Down Project, 
an organization established in April 2015 to promote down recycling, and sells 
products made from recycled “green down.”

In addition to collecting down products that general customers no longer need on 
the 6th floor of the Sanyo Ginza Tower, we have placed down collection boxes 
throughout the company, including branches, to collect down products from 
employees.

As a participating member of the Green Down Project, we intend to raise 
awareness of the fact that down is a recyclable resource and promote the re-use 
of down as an apparel company by continuing to offer products containing “green 
down” and collecting down products this year as well.

<Green down (recycled down)>
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