
I am Tsujiguchi, the Head of the Planning Section.

Thank you very much for taking time out of your busy schedule to attend today’s 
financial results briefing. 
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Please see today’s description. 

First, I will give an overview of the financial results for Q2 of the fiscal year 
ending February 2025.

Later, President Suzuki will explain the initiatives of each business and the 
consolidated earnings forecast for the fiscal year ending February 2025.
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First, I will explain a summary of the financial results. 

As a result of promoting the strengthening of product appeal and sales 
power in each of our domestic and overseas businesses, we were able to 
achieve record highs in sales and each of our profit figures for H1 of the 
fiscal year ending February 2025.

As for store openings, 16 stores were opened. For new store openings, we 
carefully selected sites, relocated existing stores, increased the number of 
fashion mall-style store openings with stores from multiple businesses, and 
promoted the opening of new stores with high profitability.

In the e-commerce business, sales grew significantly YoY due to the 
expansion of products handled and pre order sales. The store receipt ratio 
declined slightly due to an increase in pre-order sales and home delivery 

but remained high at 83.9% in the current quarter.
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Next, I would like to explain the consolidated financial results for Q2 of the 
fiscal year ending February 2025. 

The actual results for each figure are shown here.

First, in terms of external factors, consumer spending turned positive in July 
for the first time in three months, but the situation of thrifty spending against 
the backdrop of high prices continues. Real wages increased YoY in July for 
the second month in a row, but the prescribed payrolls were lower than the 
rate of increase in prices.

In addition, the consumer price index rose 2.7% in July as subsidies on 
electricity and gas prices temporarily ended.

Regarding weather, June saw the start of the rainy season later than normal 
nationwide. Temperatures were above normal and atmospheric conditions 
were unstable in many areas, with heavy rain and thunderstorms observed. 
In early July, many extremely hot days were recorded in the Kanto area and 

westward, but from mid-July onward, localized heavy rains were frequent. By 
early August, the rainy season had ended throughout Japan, and many 
extremely hot days were again recorded in the Kanto area and westward.

As a result of our efforts to strengthen product appeal and sales power in 
response to these external factors, sales reached a record high for H1 of the 
fiscal year.
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This is a breakdown of the sales by business.

Sales in all domestic businesses increased YoY due to an expanded lineup of 
self-developed private brands (PB) and brands developed jointly with 
suppliers (JB), as well as diversification of sales promotion methods.

The Si Meng Le business in Taiwan also achieved significant sales 

growth by promoting the expansion of original products and digital sales 
promotions.

The initiatives of each project are described on the pages that follow.
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Next, we will discuss the breakdown of consolidated SG&A expenses.

Personnel expenses increased 7.9% over the previous year due to the April 
wage increase. Stores that hired more part-time employees as a result of 
wage hikes experienced an improvement in work delays, resulting in higher 
sales.

Advertising expenses decreased 0.8% from the previous year. This was due 
to the expansion of digital sales promotions and other efforts.

On the other hand, total selling expenses increased by 2.1% YoY due to an 

increase in sales commissions resulting from the rising cashless ratio.

Operating expenses increased 2.4% YoY. This is due to higher shipping rates 
against the backdrop of the 2024 problem and increased travel and 
transportation expenses for overseas business trips, etc. due to the 

conclusion of COVID-19.

Equipment costs increased 0.3% YoY. Utility expenses increased 5.6% from 
the previous year due to the elimination of long-term discounts, price hikes 
by some electric power companies, and a rise in the renewable energy levy.

Total SG&A expenses increased 4.6% from the previous year but were 
generally in line with the plan.

6



Next, I will explain the breakdown of the consolidated balance sheet.

Total assets increased 5.6% YoY. The main factor was a 71.1% increase in 
marketable securities compared to the end of the same period last year. 

Total liabilities decreased by 3.5% YoY. The main reason was an 11.0% 
decrease in accounts payable from the end of the previous year.
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Next is an explanation of the Q2 results for existing store sales, customer 
counts for all stores and average spending per customer.

Existing store sales and customer counts were up from the previous year in 
all three businesses, while average spend per customer was almost on par 
with the previous year.

The Shimamura business saw a 2.6% increase in the cost unit price per item 
compared to the previous year. This was mainly due to the expansion of 
CLOSSHI PREMIUM, a high-priced PB product line, as well as the raising of 
the price range of products that focus on materials such as JB SEASON 
REASON.

The unit price per item cost of the Avail business decreased 0.9% from the 
previous year. This was due to a large increase in sales of character sundries, 
which have relatively low unit prices.
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Next, I will explain the results of the SHIMAMURA business in terms of gross 
profit, price reduction, and inventory.

Gross profit increased 4.2% over the previous year, up 0.1 percentage points 
in percentage terms. This was due to the expansion of high-priced products 
and the use of Import Department purchases to secure value.

Price reduction increased by 11.4% YoY and by 0.4 percentage points in 
percentage terms. This is due to the implementation of appropriate price 
reductions and in line with the policy of increasing inventory turnover to 
ensure gross profit.

Inventory levels have remained largely unchanged from the previous year, 
maintaining proper inventory management.
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This is President Suzuki. I will now describe future initiatives for each of our 
businesses.

In the Shimamura business, efforts were made to evolve brand strength as a 
means of strengthening product appeal.

In PBs, we expanded the lineup of CLOSSHI PREMIUM, a high-priced private 
brand. Products with enhanced functionality, such as the FIBER DRY series 
Suhada Suzuyaka pants and slippers, and THE SUPER COOL series 

underwear and arm covers, were hot sellers. As a result, CLOSSHI 
PREMIUM sales increased 19.6% YoY.

We also expanded our collaboration projects with influencers for PB 
CLOSSHI. Women's wear Shimadeni launched a trend-setting product line. 
In the "FIBER DRY" series, we developed products that are not only 
functional but also well-designed. In addition, influencers' social media 
accounts were used to communicate particular points of interest, which led 
to increased awareness and sales.

As a result of the above, PB sales in H1 increased 15.5% from the previous 
year and accounted for 23.4% of total sales.
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This section describes JBs in the Shimamura business.

In JBs, sales increased by 3.5% YoY, and JBs as a percentage of sales was 
8.2%. 

For SEASON REASON, we expanded the development of high-priced 
products made of natural materials such as cotton and linen. In addition, 
lace and sheer fabrics were added, and products with trendy elements were 
hot sellers.

For the third anniversary project of LOGOS DAYS, a collaboration project 
with characters, was launched in a big way, and the corresponding products 
were highly consumed.

Also in July, targeting women in their late teens and early 20s, the
JB ”VEHEMENT..” was newly launched. Collaborations with dance vocal 
groups and the opening of pop-up stores helped attract new customers.
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This section describes the strengthening of sales power of the Shimamura
business.

Through flyers, the launches of the Zenryoku Festival and the Inner Fair 
were very effective in attracting customers.

At the Zenryoku Festival, selected items, including the FIBER DRY series, 
were sold at special prices, and the relevant products were highly consumed. 

Through the innerwear fair, we launched collaborative projects with 

underwear manufacturers and influencers, and sales in the women's 
underwear category reached a record high for H1 of the fiscal year.

Through the Baby and Kids Fair, collaboration projects with Sanrio 
characters and influencers for JB Little WEEKEND were highly consumed. In 
addition, sales through the online store in conjunction with the Baby And 

Kids Fair greatly increased sales.

In addition, pop-up stores were opened five times in H1. The opening of new 
stores in commercial facilities in urban areas such as Shibuya MODI and 
Laforet Harajuku led to increased awareness of Shimamura's business and 
the acquisition of new customers.



This next section describes the Avail business.

In the area of product appeal, we worked to strengthen our JBs’ ability to 
propose trends and increase its recognition.

In terms of trend products, sports-style items known as blokette core, 
vintage-style pullovers, and denim pants were hot sellers. JBs CHIP CLIP and 
SUREVE strengthened the launch of collaboration projects with influencers 
and models. As a result, JB sales increased by 12.7% over the previous year 
and accounted for 44.1% of total sales.

To promote the taking of market share from other companies and other 
business categories, we expanded our lineup of household goods and 
bedding. In household sundries, we started handling car accessories and 

travel goods, which generated new sales. In bedding, we expanded our lineup 
of mattress pads and other products, and sales were strong for both 
seasonable and cold-feeling materials.

In character products, we strengthened thematic launches, and the relevant 
products were highly consumed both in stores and on the e-commerce 
platform.

In strengthening sales power, we strengthened information dissemination of 
JBs through social media. On Instagram, measures to collaborate with 
influencers on posts led to an increase in views and followers.
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Next, we will discuss the Birthday business.

To strengthen our product appeal, we worked to expand our original products. 
For JBs, we started to roll out MY LITTLE WONDER and strengthened casual 
styles, which have been lacking in the product lineup. In the fall and early 
winter items, we launched collaboration projects with characters and 
confectionery with JBs, which were highly consumed even during the 
extremely hot summer days.

In strengthening sales power, we launched a new flyer promotion for 
different applications in preparation for first births and childcare. As an 
example, in the special feature on child seats and strollers, the functions and 
uses of the products were clearly expressed, and the relevant products saw a 
significant increase in sales during the flyer period.
In addition, the JB tete a tete held fan meetings to expand the natural-style 
fan base.
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Next, I will explain the Chambre business.

To strengthen product appeal, we have begun to roll out the JB Clasiiki. 
Based on classics, we offer mode natural dressing with attention to detail.
We aim to differentiate ourselves from existing JBs and attract new 
customers.

In addition, sales of cosmetics and gift-oriented confectionery were strong 
sellers, and sales in the relevant departments increased significantly.

In strengthening sales power, we worked to enhance gift proposals, and 
products designed to improve the quality of sleep, known as "minkatsu," 
became hot sellers.

Next, I will explain the Divalo business.

To strengthen product appeal, we expanded our lineup of shoes that can be 
put on while standing. In addition, samples were placed in the try-on area on 
the sales floor to promote sales. As a result, customers appreciated the value 
of the product, and it became a sales-driving item.

To strengthen sales power, we utilized LOOKBOOK, which offers suggestions 
for seasonal outfits, and Instagram and TikTok for social media sales 
promotions. As a result, the number of followers on social media increased 
more than initially planned, leading to increased awareness of the products 
we handle.
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Next is a description of Si Meng Le business in Taiwan.

In addition to PBs and JBs, which are Japanese-planned products, the Si 
Meng Le business, which operates in Taiwan, expanded its original PB lineup. 
As a result, the combined ratio of PBs and JBs planned in Japan and Taiwan 
was 64.7%, and their sales increased 9.7% over the previous year.

To strengthen product appeal, we expanded original products such as trendy 
Korean styles, punk series, and Jirai Kei series. Due to the differentiation 
from other companies and the development of products that are less 
susceptible to temperature fluctuations, sales in the Si Meng Le business 
reached a record high for H1 of the fiscal year.

To strengthen our sales power, we implemented priority events and stepped 
up social media sales promotions. In key events, there are semi-annual 
events, and the Chinese New Year's special sale featured bargain item 

products and recorded the highest weekly sales ever in H1 of the fiscal year.

For social media sales promotions, we appointed popular family-oriented 
influencers to disseminate product and store information. As a result, the 
number of views on social media increased significantly, leading to increased 
awareness of Si Meng Le and the acquisition of new customers.
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Next, I will explain the e-commerce business.

In the e-commerce business, influencer-project products and character 
products, which go well with online stores, performed well. In addition, sales 
were maximized by producing to-order products that were sold out in stores 
through the online store.

For Shimamura products, we launched a trend fair exclusively for the online 
store and sold pre-orders of fall and winter items. Many orders were received 
even under high temperature conditions, and sales were particularly strong 
for high-priced products made of high-quality materials, such as wool-blend 
knitwear from the influencer collaboration project.

In addition, the expansion of the sizes of wear and underwear handled 
exclusively by the online store and the development of new characters were 
also effective in increasing e-commerce sales.

In cross-border e-commerce, which started last December, orders from Hong 
Kong, Taiwan, the US, and Southeast Asia account for about 85% of sales, 
and products designed in collaboration with characters and influencers are 
doing well.
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Next, I will discuss the results of store openings.

In H1, we opened 15 stores in Japan.

In urban areas, the Shimamura Shimotakaido store opened in Suginami City, 
Tokyo.

With a population of 570,000, Suginami City is the sixth most populous of 
Tokyo's 23 wards. 

Nearby are Shimamura Miyamae store and Shimamura Sangenjaya store.

Prior to the opening sale, posters announcing the opening featuring AImodels
were placed in Shinjuku and Shimotakaido stations on the Keio Line. We also 
distributed flyers in front of the station to promote the opening of the 
Shimotakaido store. Embedded digital signage was installed in the store to 
improve the presentation of the sales floor and products.

The Company plans to open 26 new stores in Japan in H2 of the fiscal year, 
bringing the total to 41 stores for the fiscal year ending February 2025. 
Furthermore, in an urban area, the Shimamura Seiyu Narimasu store opened 
on September 19. We will continue to open new stores in urban areas.
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Next, I will discuss our approach to ESG issues.

We have set new KPIs for ESG issues in our Medium-Term Management 
Plan 2027 and are continuing to work on them.
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In this context, we would like to introduce two new initiatives that we are 
undertaking this fiscal year.

The first is the collection of apparel. This is a system whereby used apparel is 
collected from our stores, recycled into fiber through our suppliers, and then 
reused as raw materials for apparel again. The nine stores that ran this 
experiment in H1 were able to collect over 5 tons of apparel in five weeks.

We intend to expand the number of stores and increase the volume of collection.

The second is Shima Sapo, a shopping support service. The Shima Sapo service 
supports people who have difficulty going shopping, such as those living in areas 
with a rapidly declining population and residents of long-term care facilities and 
facilities for people with disabilities and has been expanded to all Shimamura 

business stores.

Shima Sapo offers two types of services: on-site sales, in which we visit 
communities and facilities, and shopping tours, in which customers visit a store 
and shop for an hour before the store opens. The program is greatly appreciated 
by the elderly, people with disabilities and their families, and the facility staff, and 
the employees who participate in the program can feel that they are making a 
social contribution to the community.
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The numerical forecast of consolidated financial results is as shown.

There is no change in our plans for the fiscal year ending February 2025, 
which call for net sales of JPY659.6 billion, up 3.9% from the previous year, 
operating income of JPY56.3 billion, up 1.9% from the previous year, and an 
operating margin of 8.5%.

In the current fiscal year, we will continue to open, relocate, and renovate 
stores in Q3 and beyond in order to achieve the 150 store openings and 150 
store renovations set forth in the Medium-Term Management Plan 2027 over 
the next three years.
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Finally, this is our information disclosure.

The schedule for disclosing financial results on the corporate website is as 
shown. 

Furthermore, in August of this year, we released our first Integrated Report.

This report introduces our history of building a good company, our initiatives, 
medium- and long-term management plans, and information on ESG 
activities. Please take a look.
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This concludes the explanation of SHIMAMURA’s business results for Q2 of 
the fiscal year ending February 2025 as well as its initiatives in each 
business segment and consolidated earnings forecasts. 

Thank you for your attention.
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