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Record highs achieved in net sales and all profit categories.

SG&A expense ratio: 25.8% (down 0.1 pt YoY), generally controlled in line with the plan.
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Q2 FY2/27
Ratio to 

sales
YoY Q2 FY2/26

Ratio to 

sales
YoY

Net sales 357,260 100.0 104.0 343,577 100.0 103.9

Gross profit 124,863 35.0 104.2 119,788 34.9 105.0

SG&A 92,392 25.8 103.8 89,010 25.9 106.7

Operating income 33,129 9.3 105.3 31,461 9.2 100.2

Ordinary income 34,948 9.8 107.3 32,556 9.5 101.8

Net income attributable 

to owners of parent
24,191 6.8 105.6 22,901 6.7 103.6

Net income per share 116.51yen ˵ ˵ 103.85 yen Ṩ Ṩ

Consolidated Results: Income Statement

* The Company conducted a 3-for-1 stock split of its common shares effective February 21, 2026. Accordingly, "Net income per share" have been calculated assuming that the stock split 

had taken place at the beginning of FY2/26.

(Million yen/%)



Salary: Up 5.4% YoY due to wage increases.

Advertising expenses: Down 6.9% YoY due to the promotion of digital marketing and the in-house production of content.
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Q2 FY2/27 Ratio to sales YoY Q2 FY2/26 Ratio to sales YoY

Salary 41,955 11.7 105.4 39,819 11.6 108.3

Total personnel expenses 49,279 13.8 105.3 46,780 13.6 108.4

Advertising expenses 5,371 1.5 93.1 5,769 1.7 107.0

Total selling expenses 10,438 2.9 100.7 10,363 3.0 107.6
Supplies expenses/

Display fixtures expenses
1,821 0.5 122.1 1,491 0.4 125.6

EDP expenses 1,137 0.3 124.8 911 0.3 81.1

Total operating expenses 4,881 1.3 97.1 5,026 1.5 109.2

Rents 16,920 4.7 102.0 16,590 4.8 101.0
Depreciation and

amortization 3,878 1.1 119.6 3,242 0.9 109.3

Total equipment cost 24,984 7.0 102.8 24,301 7.1 103.4

Total general expenses 2,808 0.8 110.6 2,538 0.7 100.0

Total SG&A expenses 92,392 25.8 103.8 89,010 25.9 106.7

Consolidated Results: SG&A Expenses

(Million yen/%)



Assets: Current assets decreased 16.1% due to share repurchases and growth investments.

Non-current assets increased 25.4% due mainly to land purchases.
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End-Aug 2026 Composition ratio YoY End-Aug 2025 Composition ratio

Current assets 315,939 54.8 83.9 376,579 64.4

Noncurrent assets 260,982 45.2 125.4 208,058 35.6

Total assets 576,922 100.0 98.7 584,637 100.0

Current liabilities 60,764 10.5 107.8 56,350 9.6

Noncurrent liabilities 11,417 2.0 105.1 10,859 1.9

Total liabilities 72,181 12.5 107.4 67,210 11.5

Total shareholderôs equity496,050 86.0 97.0 511,218 87.4

Accumulated other 

comprehensive income
8,690 1.5 140.0 6,208 1.1

Total net assets 504,740 87.5 97.5 517,426 88.5

Total liabilities and net
assets

576,922 100.0 98.7 584,637 100.0

Consolidated Results: Balance Sheets

(Million yen/%)
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Business Q2 FY2/27
Ratio to net 

sales
YoY Q2 FY2/26

Ratio to net 

sales
YoY

Shimamura 262,976 73.6 103.1 255,149 74.3 103.4

Avail 37,493 10.5 107.5 34,875 10.1 103.3

Birthday 40,883 11.4 101.8 40,151 11.7 105.4

Chambre 9,896 2.8 119.5 8,283 2.4 108.7

Divalo 556 0.2 103.2 538 0.2 112.6

Shimamura 

(non-consolidated)
351,807 98.5 103.8 338,999 98.7 103.8

Si meng le (Taiwan) 5,452 1.5 119.1 4,577 1.3 116.1

Shimamura 

(consolidated)
357,260 100.0 104.0 343,577 100.0 103.9

Sales by Business

(Million yen/%)

Net sales exceeded the previous year's levels across all businesses in Japan and overseas.

Domestic net sales increased 3.8% YoY, driven by the evolution of PB and JB products, an expanded lineup of character 

products, and more diverse promotional methods.



Gross profit: Gross profit increased YoY in all three businesses. The gross profit margin declined YoY in the Birthday business due to weak 

summer apparel sales..

Markdowns: Markdowns increased YoY in the Birthday business due to weak sales of summer outerwear in Q2.
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ṕṾ/pptṖ

Business Period

Gross profit Price reduction Inventory

Gross profit 

YoY

Gross margin Price 

reduction 

YoY

Price reduction rate Inventory 

YoY
(Monthly avg.)

YoY YoY

Shimamura

Q1 FY2/27 107.1 34.2 ˵0.1 107.9 7.3 ˴0.1 102.8

Q2 FY2/27 99.3 34.4 ˴0.1 96.0 5.1 ˵0.2 109.9

H1 FY2/27 103.0 34.3 ˴0.0 102.6 6.2 ˶0.0 106.2

Avail

Q1 FY2/27 109.9 38.0 ˴0.1 109.4 16.5 ˵0.1 104.3

Q2 FY2/27 107.0 40.1 ˴0.6 97.5 12.0 ˵1.0 111.9

H1 FY2/26 108.4 39.0 ˴0.3 104.1 14.3 ˵0.4 107.9

Birthday

Q1 FY2/27 105.4 34.5 ˵0.3 129.2 5.6 ˴1.0 104.8

Q2 FY2/27 95.5 31.1 ˵0.2 108.7 10.0 ˴1.1 106.0

H1 FY2/26 101.3 33.1 ˵0.2 116.9 7.4 ˴0.9 105.3

Gross Profit, Price Reduction, Inventory YoY



Same-store Sales: Exceeded the previous year's levels in the Shimamura and Avail businesses.

Customer Traffic: Exceeded the previous year's levels in all three businesses.

Price per Item: Fell below the previous year's levels in the Shimamura and Avail businesses due to strong sales of character goods.
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ṕṾṖ

Business Period

Net sales
Number of 

customers

Spending per 

customer

Number of items 

purchased
Unit price per item

Existing stores All stores

Shimamura

Q1 FY2/27 107.2 107.5 106.4 101.0 101.5 99.3

Q2 FY2/27 98.9 99.3 97.5 101.8 102.2 99.4

H1 FY2/27 102.8 103.2 101.7 101.5 102.0 99.4

Avail

Q1 FY2/27 107.4 109.8 113.3 96.9 99.3 97.3

Q2 FY2/27 103.2 105.5 106.4 98.8 99.6 99.0

H1 FY2/26 105.3 107.6 109.8 97.9 99.7 98.2

Birthday

Q1 FY2/27 103.5 106.4 107.6 98.9 96.4 102.4

Q2 FY2/27 93.8 96.3 95.7 100.6 99.8 100.8

H1 FY2/26 99.3 102.0 102.0 99.9 98.1 101.7
The figures do not reflect the impact of the new membership program (points-based system) introduced in March 2026.

Same-store Sales, Customer Traffic, and Average Spending per Customer (YoY)
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2. Initiatives by Business



Shimamura Business (1)
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Strengthening Product Appeal and Sales Capabilities

ẌYoY change in PB sales

Up 2.8 Ṿ

Launched "Shima Voice," an initiative to incorporate customer feedback into 

products

ẌYoY change in FIBER DRY series sales

Up 2.1 Ṿ

Evolution of our PB CLOSSHI and CLOSSHI PREMIUM



Shimamura Business (2)

12

Popular Character Promotions and Original Product Development

Ẍ YoY change in c haracter product sales

Up 13.4 Ṿ

Strengthening Product Appeal and Sales Capabilities



Shimamura Business (3)
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Strengthening Product Appeal and Sales Capabilities

Promotion of Personalized Marketing (Email Newsletters)

Flyers Motivation

4.42 million 

Ẍ Number of store visits by email newsletter openers

51.2Ṿ 20.2Ṿ

Characters

Growth in App Membership

Ẍ Number of members (cumulative)

12 million

ẌEmail newsletter open rate  Ẍ Purchase rate among email newsletter openers
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Strengthening Product Appeal and Sales Capabilities

Held a new product presentation

Set up a product display area at the head office

Shimamura Business (4)

Promoted "Iki -Iki Lab" recovery loungewear
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Strengthening Product Appeal and Sales Capabilities

Strengthened trend -driven product proposals centered on JB Strengthened character -related initiatives

Avail Business (1)

ẌYoY change in JB sales

Up 4.5 Ṿ

ẌYoY change in character product sales

Up 14.6 Ṿ

ẌJB ratio

Up 39.9 Ṿ

2026 SANRIO CO., LTD.
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Strengthening Product Appeal and Sales Capabilities

Increased net sales through enhanced promotional activities

Avail Business (2)

Improved in -store VMD

ẌYoY change in sales

Up 7.5 Ṿ
ẌCustomer Traffic YoY

Up 9.8 Ṿ
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Strengthening Product Appeal and Sales Capabilities

Enhanced PB product lineup

Birthday Business (1)

Strengthened character -related 

initiatives

ẌYoY change in PB sales

Up 21.8 Ṿ

Expanded DAILY LINE and &mignon
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Strengthening Product Appeal and Sales Capabilities

Strengthened in -store customer 

service

Birthday Business (2)

Strengthened e -commerce Nicole Fujita appointed as brand ambassador
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Strengthening Product Appeal and Sales Capabilities

Evolution of JB

Chambre Business

Strengthened gift offerings Initiatives to drive store visits
Expanded lineup of character 
products

Introduced an in -store visit stamp card

Food truck events

ẌYoY change in JB sales

Up 5.8 Ṿ

ẌYoY change in character product sales

Up 68.6 Ṿ

ẌYoY change in sales

Up 19.5 Ṿ

ẌYoY change in customer Traffic 

Up 24.5 Ṿ
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Strengthening Product Appeal and Sales Capabilities

Enhanced brand awareness through store 

openings in urban areas

Si meng le Business

Opened pop -up stores in department storesExpanded lineup of products planned in Japan

Promotional activities featuring popular influencers

ẌYoY change in sales

Up 19.1 Ṿ

ẌYoY change in customer traffic 

Up 13.5 Ṿ



E-Commerce Business
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H1 Results

Up 26.0 Ṿ11 billion yen

Ẍ Net sales   ẌYoY changes in sales                 Ẍ Store pickup ratio

E-commerce Sales by Business

Business YoY

Shimamura Up 0̋

Avail Up 0̋

Birthday Up 0̋

Chambre Up 0̋

Divalo Ṉ

 87.2 Ṿ
Launched ñShima-pocha Marche,ò an online store specializing in plus-size apparel for women
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Expansion of Store Openings and Renovations (Japan)

Seiyu Machida Store, Machida City

Expansion of Store Openings

Tenjin Nishi -dori Store, Fukuoka 
City

ẌStore Openings in H2 (All Businesses)

55 stores

ẌStore Renovations in H2 (All Businesses)

31 stores

* The image was generated using generative AI.

Store Openings in SUMMIT Supermarkets 
(FY2027)
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Launch of the KYOTO Store Project

Joint Initiative across Businesses ð Flagship Store Development ð

ḱAddress:

Shijo -Kawaramachi , Kyoto City

ḱAverage Monthly Passengers at 

Kyoto -Kawaramachi Station:

2.13 million passengers/month

Scheduled Opening:

FY2029

Acquisition of land for flagship store development and further enhancement of brand awareness
Opening of pop -up stores ahead of the flagship 

store opening

* The store image was generated using generative AI.
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Overseas Business Initiatives

Opened a pop -up store in Pattaya, a popular resort destination Exhibited at "NIPPON HAKU 2026," a comprehensive Japanese exhibition

Initiatives to enhance brand awareness


