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FY08 Consolidated Results Overview
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Billions of yen, %

Statements of Income

Previous 
period

Target
Actual

performance

YOY
Comparison
(%)

Target

Comparison
(%)

Target
difference

Operating 
revenues

５５２．１ ４９５．０ ４９３．５ ８９．４ ９９．７ －１．５

Gross profit ２１０．３ １７７．０ １７７．６ ８４．４ １００．３ ＋０．６

SG&A expenses １６６．６ １５９．０ １５９．４ ９５．７ １００．２ ＋０．４

Operating 

Income
４３．７ １８．０ １８．２ ４１．６ １０１．０ ＋０．２

Ordinary 

income
４４．４ １８．０ １７．３ ３９．１ ９６．４ －０．７

Net income ４．２ ８．５ ７．６ １７９．０ ８９．４ －０．９
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Breakdown of Total Operating Revenues

Billions of yen, %

Previous 
period

Target
Actual

performance

YOY
comparison
(%)

Target
comparison
(%)

Target
difference

Operating revenues ５５２．１ ４９５．０ ４９３．５ ８９．４ ９９．７ － １．５

Retailing ４２２．２ ３９９．０ ４００．６ ９５ １００ ＋ １．６

Existing
stores

３６３．４ ３５２．５ ３５４．１ ９７ １００ ＋ １．６

Credit card
services

７３．１ ４８．０ ４８．３ ６６ １０１ ＋ ０．３

Retailing-related
services

５６．９ ４８．０ ４４．７ ７９ ９３ － ３．３
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Breakdown of Gross Profit

Billions of yen, %

Previous period Target
Actual

performance

YOY
comparison
(%)

Target
comparison
(%)

Target
difference

Total gross profit ２１０．３ １７７．０ １７７．６ ８４．４ １００．３ ＋０．６

Retailing １２８．２ １１９．８ １２０．０ ９４ １００ ＋０．２

Credit card
services

７３．１ ４８．０ ４８．３ ６６ １０１ ＋０．３

Retailing‒related
services

９．０ ９．２ ９．３ １０３ １０１ ＋０．１

Gross profit margin ３８．１ ３５．８ ３６．０ － － ＋０．２

Gross profit margin
on retailing

３０．４ ３０．０ ３０．０ － － ± ０



FY08 Review

Retailing
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Breakdown of Retailing Operating Revenues

Tough conditions for existing stores, down 3% year-on-year;
operating revenues fell significantly due to impact of store closures

Previous
period

Target
Actual

performance

YOY
comparison
(%)

YOY
difference

Target
comparison
(%)

Target
difference

Retailing operating
revenues

４２２．２ ３９９．０ ４００．６ ９４．９ －２１．６ １００．４ ＋１．６

Existing stores ３６３．４ ３５２．５ ３５４．１ ９７．４ － ９．３ １００ ＋１．６

Real stores ３４８．２ ３３７．０ ３３８．２ ９７ －１０．０ １００ ＋１．２

Mail-order sales １５．２ １５．５ １５．９ １０４ ＋ ０．７ １０３ ＋０．４

Outside specialty
stores

４．０ ８．５ ８．３ － ＋ ４．３ ９８ －０．２

Newly established
stores

８．３ ３８．０ ３８．２ － ＋２９．９ １０１ ＋０．２

Closed stores ４６．４ － － － －４６．４ － －

Billions of yen, %
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Operating Revenues According to Age

Total operating revenues down significantly 
due to 11 % fall in operating revenues from 20-24 age group

YOY in Sales

(Existing Stores)
Composition Overall effect

19 and under ７８％ ２．８％ －０．８

20 ‒ 24 years ８９％ ２６．０％ －３．２

25 ‒ 29 years ９６％ ２４．５％ －１．１

30 - 39 years １０２％ ２４．５％ ＋０．４

40 or over １１１％ ２２．２％ ＋２．１
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Operating Revenues According to Product Category

Apparel, footwear, jewelry & glasses facing tough conditions, 
lifestyle products and food performing strongly

Product category
YOY in Sales

(Existing Stores)
Composition

Overall 
effect

Apparel and footwear
Women’s apparel,

Men’s apparel,

Sporting Goods, and Shoes

９３％ ５７％ －２．４

Jewelry and 
spectacles 

Jewelry, Accessories, Clocks, 
and Glasses ９１％ ７％ －０．４

Fashion

Women’s accessories,

Women’s bags,

Cosmetics, and

Men’s accessories

９９％ １４％ －０．１

Lifestyles
Interior, Lifestyle, 
Accessories,

Beauty, Books, and Hobbies
１０３％ ７％ ＋０．１

Foods
Food court, Restaurant, 

and Cafe
１０２％ １６％ ＋０．２
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ヤング新宿

※シティ１

※シティ２

ジャム渋谷

シティ渋谷

吉祥寺店

柏マルイ館

静岡店

水戸店

シティ池袋

町田マルイ

大宮店

錦糸町店

シティ上野

川崎店

ファミリー国分寺

草加店

メン新宿

柏ＶＡＴ

シティ横浜

ファミリー溝口

ファミリー志木

ファミリー海老名

神戸マルイ

北千住マルイ

※難波マルイ
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）

Apparel and footwear %

● Above YOY all-store average 

● Below YOY all-store average

Stores with a wide-ranging customer base performed strongly, 
but difficult conditions were faced by stores that are heavily dependent on sales of 

footwear &apparel and on young customers

Performance By Store Type

lowhigh

high

low

Yurakucho Marui

Family Kokubunij

Family Shiki

Family Miaonokuchi
Soka

Family Ebina

Kawasaki

Kitasenju

Kinshicho

City Ueno

Mito

Omiya

Kichijoji

Shizuoka

※City One

Kashiwa Marui

City Yokohama

Men Shinjuku

Machida Marui

City Ikebukuro

※Namba Marui

City Shibuya

Kobe Marui

Young 
Shinjuku ※City2

Jam Shibuya
Kashiwa VAT
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Yurakucho Marui

Based on a new concept, expanded 
its range of target customers and product categories ‒ a strong start

Operating revenues ¥１２．６ billion
Target comparison            １０５％

（First year target:￥２２．０ billion）

Store visitor numbers ７．９０ million customers
（On course to exceed １２ million 
customers for the year）

No.1 store in terms of customers per tsubo※ (※tsubo=3.3㎡）

Comparison with city-center stores

City-center 
store 
average

Yurakucho Marui

Compared to
city-center 
stores

% of customers 25 
and over ５８．９％ ７１．６％ ＋１２．７％

% of apparel and 
footwear ７５．１％ ７０．０％ －５．１％

Customer unit price ￥１０,１３０ ￥９,０５０ ８９％

Customers per tsubo １,３３０ ２,１４０ １６１％

14

Yurakucho Marui

In response to customer preferences, have created an enjoyable
shopping environment

Spacious shopping areas

Comfortable rest area A green, soothing atmosphere

Wide shopping aisles



Credit Card Services
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Key Performance Indicators

Targets achieved, except for cashing and card shopping transactions at Marui stores

Actual 
result

YOY comparison 
(%)

Target

comparison (%)

Credit
card

New members （millions） ０．５５ ９４ １０２

Membership cancellations （millions） ０．２８ ５５ ９４

Total members （millions） ４．２９ １０７ １０１

Shopping

Balance （Billions of yen） ２４５．３ １３６ １０５

Balance within Marui stores （Billions of yen） １３０．１ １０２ ９９

Balance within alliance 
stores

（Billions of yen） １１５．３ ２２０ １１２

Total transactions balance for 
revolving installment payments

（Billions of yen） ５３．６ １１０ １０５

Total outstanding balance for 
revolving installment payments

（Billions of yen） ４３．９ １５０ １０７

Cashing

Outstanding （Billions of yen） １５５．５ ８９ ９９

Customer numbers （millions） ０．８３ ９１ ９７

Outstanding loans （Billions of yen） ２２２．５ ９０ ９９
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01年度 02年度 03年度 04年度 05年度 06年度 ０７年度

Card member numbers declining since 2003, but reached a record 4.29 million 
after Epos Card annual fees were abolished

4.03

4.29

Trends in Card Membership

million members

Memberships 
at period-end

Memberships 
at period-end

Memberships 
at period-end

Memberships 
at period-end

Memberships 
at period-end

New 
members

Memberships 
at period-end

Memberships 
at period-end

New 
members

Membership 
cancellations

Memberships 
at period-end

FY2002 FY2003 FY2004 FY2005 FY2006 FY2007 FY2008

0.51

0.28

0.58
0.55

＋0.26 million members

-0.23 million members

3.95

4.07

4.174.19
4.11
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Transaction balance at affiliated stores increased 2.2 times; target for affiliated 
stores in fiscal 2008 higher than that for Marui stores

1276 1301 1340

525

1153

1600

２００６年度 ２００７年度 ２００８年度

加盟店取扱高

丸井内取扱高

FY2007 FY2008 FY2009 Target

Billions of yen

Card Shopping Transactions

Higher than Marui 
stores target

２．２
times

127.6

52.5

115.3
130.1

160.0

134.0

Transaction balance at alliance stores increased 
Transaction balance at Marui stores
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210

292
346

439

第２Ｑ 第４Ｑ 第２Ｑ 第４Ｑ

Outstanding Balance For Revolving Installment Payments 

Relative to transaction balance, in fiscal 2007 the outstanding balance 
also increased 1.5 times year-on-year, to ¥43.9 billion

First-Half Second-Half First-Half Second-Half

FY2007 FY2008

Billions of yen

¥１４.７billion

１．５times

34.6

21.0

29.2

43.9

Delayed payment customers YOY

Customers necessitating a legal response YOY

Bad debt write-off customers YOY

70

80

90

100

110

120

130

140

150

160

10月 11月 12月 1月 2月 3月 4月 5月 6月 7月 8月 9月 10月 11月 12月 1月 2月 3月 4月 5月 6月 7月 8月

20

FY2007 FY2008

％

Trends in Bad Debt Write-Offs

May

December

FY2009

Based on improvements in leading indicators, 
forecasting a year-on-year fall in bad debt customers during fiscal 2008



Current Issues and Future Polices

Retailing
Scrap-and-Build Progress

Store Development, Product Lineup

Improvements in gross profit
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Sales Floor Area and Efficiency

Sales floor area efficiency deteriorated in the 13 years from 1991 to 2003, 
but began to improve in 2004
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Sales floor area

Operating revenues per tsubo

（Thousands of tsubo※） ※tsubo=3.3㎡ （Thousands of yen／tsubo）

１９７０ｓ １９８０ｓ １９９０ｓ ２０００ｓ
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Scrap-and-Build Progress

Closed stores Store openings External store

FY２００４

FY２００５

FY２００６

FY２００７

FY２００８

Kawaguchi Tsuchiura Hachioji

One Shibuya in The ROOM Jiyugaoka

Kobe Kitasenju

Numazu One Shinjuku

Fujisawa be Machida

Kawagoe Totsuka

TsudanumaTokorozawa

Namba

Nakano
Yurakucho

In The ROOM Ikebukuro

25 shops

City Shinjuku

Oimachi Koriyama

City Shinjuku 1

7 shops

Tachikawa

In the past five years, have opened 5 stores and 32 shops, and closed 19 inefficient stores

※Shifted to development and real estate operations at beMachida, Kawagoe, Totsuka, and Tachikawa

Strategically accelerated scrap policy; completed in fiscal 2007
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FY2003 FY2008 ＦＹ2003 Ｃｏｍｐａｒｉｓｏｎ

Number of stores ３１ stores ２２ stores ７１％

Store sales area ４８１，０００㎡ ４０２，０００㎡ ８３％

Store total 
operating revenues

￥４２９.０ billion ￥３７６.５ billion ８８％

Operating revenues 
per store

￥１３.８ billion ￥１７.１ billion １２４％

Operating revenues 
per tsubo※

￥２.９４ million ￥３.０９ million １０５％

Operating revenues 
per employee

￥６１.５０ million ￥６４.５０ million １０５％

Effect of Scrap and Build Policy per Fiscal Year

Negative impact of store closures greatest in fiscal 2007, 
but resulted in improved efficiency

Billions of yen

FY2004 FY2005 FY2006 FY2007 FY2008 FY2009 Target

339

124

299

90

-199
-256

-464

-140

115

37

-30 -26

140

-165

-132

11
85

-50

新設プラス 閉鎖ﾏｲﾅｽ 影響値

11.5

0.85

-0.30

33.9

14.0

-19.9

0.37

0.11

-0.26

12.4

-13.2

-25.6

29.9

-16.5

-46.4

0.90

-14.0

-0.50

Newly constructed 
(positive effect)

store closures
(negative effect) 

Effect value

※tsubo=3.3㎡

2626

92

94

96

98

100

102

104

05Q1 05Q2 05Q3 05Q4 06Q1 06Q2 06Q3 06Q4 07Q1 07Q2 07Q3 07Q4

Yearly Revenue Trends for Existing Stores

１Ｑ ２Ｑ ３Ｑ ４Ｑ １Ｑ ２Ｑ ３Ｑ ４Ｑ １Ｑ ２Ｑ ３Ｑ ４Ｑ

FY２００６ FY２００７ FY２００８

％

Since fiscal 2007 3rd quarter, existing store quarterly revenues have remained 
below the previous year’s totals
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Product Lineup （６０％）
Customer 
services（２０％）

Environment
（２０％）

① Product category

③ Taste

④ Size

② Price

Style of serving 
younger customers

Narrow aisles

Limited number of 
rest areas and 
cafes

A crowded 
shopping space

No. of surveys １１６

Exhaustive customer surveys to clarify the gap 
between products provided and actual customer preferences

Issues Facing Existing Stores

No. of customers surveyed ８９，０００

Excessive focus on youth, fashion and efficiency drive has resulted in a 
diminished product lineup and customer base

Push-type service 
and card 

recommendations

28

Product Lineup（６０％）

① Product category

③ Taste

④ Size

② Price

No. of surveys １１６

Exhaustive surveys to clarify the gap between products provided 
and actual customer preferences

Issues Facing Existing Stores

No. of customers surveyed ８９，０００

Store remodeling

Cooperative project between 
stores, head office, and SPA shops 

and specialty stores
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① Product Categories with High Customer Demand

For each type of store, clarifying product categories 
where supply has not kept pace with demand

1 月

2 月

3 月

4 月

1 月

2 月

3 月

4 月

Lifestyle 
accessories 
specialty stores

Cafe

Sweets

Shoes

Bag

Books

Stationary

Restaurant

Food and drink

Cafe

Sweets

Lifestyle 
accessories 
specialty stores

Daily wear casual 
apparel

Sporting Goods

Children’s apparel

Stores customers want at Yurakucho Marui (pre-opening survey) Stores customers want at Shiki Marui (customer survey)

60% 60%40% 40%20% 20%

30

① Reassessing Product Categories through Store Remodeling

Reassessing the product category balance via rapid store remodeling, 
and aiming to expand the customer base

Aoyama Flower Market (Namba & 2 other stores）

Idea Seventh Sense (Yurakucho) About a Girl (City Shinjuku & 3 other stores）

ABC Cooking (Kitasenju & Shiki)
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① Strengthening Existing Stores Through Store Remodeling

Reassessing store remodeling methods and frequently implementing broad ranging 
reforms throughout the year

FY2006 FY2007 FY2008
FY2009
Target YOY

Comparison(%)

Budget for store 
remodeling

￥８.２ billion ￥７.２ billion ￥６.６billion ￥１０.０billion １５０％

Store remodeling total area ５５７００㎡ ４９３００ ㎡ ５２０００ ㎡ ８００００ ㎡ １５５％

Comparison of Store 
remodeling total area

１２％ １１％ １３％ ２０％ ＋７％

Twice-yearly remodeling, 
spring and fall

Phased, successive implementation 
throughout the year

Major remodeling 
for the entire store

Implement fluid remodeling 
for each floor unit

Greatly accelerate pace of remodeling, and target early issue resolution

32

FY2005 FY2006-FY2008 Direction for improvements

Customer numbersNumber of 
developments (types)

Revival of lower 
price range 
product lineup

Reassessing Price-Range Balance and Reviving Lower Price range Product Lineup 

Upper

Lower

Middle

Declining
number of 
customers

Higher 
quality
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② Revival of Lower Price Range Products and changes to underlying trends

M’s MODE Men’s Shirts

Expanded range of low-price items of less 
than ¥6000 from October 2007

Fashion Navi ru-jeans

Launched ¥9900 color pants from 
February 2008

Catalogue mail-order sales, Voi spring edition

Expanded range of low price items in Voi
spring edition

Items sold                        ＋１７％
Operating revenues             ＋５％

Items sold                         ＋２４％
Operating revenues            ＋１９％

Customer unit price －７％
Number of customers ＋２０％
Operating revenues ＋１１％

34

94

96

98

100

102

104

05上 05下 ０６上 06下 07上 07下

売上高

買上客数

客単価

First
-Half

Second
-Half

First
-Half

Second
-Half

First
-Half

Second
-Half

FY2006 FY2007 FY2008

② Increasing Customer Numbers by Reassessing Price Range

Second-half of year, price adjustments halted declining customer numbers; operating 
revenues also on a recovery track

％

Composition

Marui

（excluding food）

９．５％

（１１．０％）

Major mass retailers ５～９％

% of PB sales
Operating revenues・Number of purchasing customers ・
Customer  unit price YOY（existing store ）

Leverage mobility of PBs, 
which constitute approx. 10% 
of product operating 

revenues; develop rapid price 
revision capabilities

Operating revenues
Number of purchasing  
customers
Customer  unit price
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③ Addressing Product Lineup Issues

・Neat
・Can wear 

at a company
・Appropriate 

for work

・Elegant, chic
・Fashionable, cool
・Status

・Simple, standard
・standard
・Convenient,

wearable in
combination

・Individuality
・Ahead of trends, 
fashion front-line
・Matches individual    

style

Basic

Societal Practical

Product lineup, overemphasized on young customers, trend, and products that sell well 

The presentFormal

Fashionable

Social Consumer preferences

casual

③

② ①

④

36

③ Addressing Product Taste Item Issues

③

② ①

④

Map for existing city stores

③

② ①

④

Map for Yurakucho Marui

Meeting customer preferences, increasing range of product lineup

Societal Practical

Social Consumer 
preferences

Societal Practical

Social
Consumer 
preferences
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④ Addressing Size Issues

Two main areas of customer dissatisfaction: product size and searching for the right size

”No  product  launches  with  sizes  that  fit  
me  ”

”Doesn’t fit me, or isn’t comfortable”

”Have my size but not in stock”

”Don’t know how to find the size that fits 
me”

”Difficult to find things on the shop floor”

”Not easy to ask the shop-assistant about 
size”

Dissatisfaction with product size
Dissatisfaction when searching for the 

right size
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④ Addressing Size Issues

Majority of ladies brands don’t offer enough larger sizes (11 and above)

Brand name ３ ５ ７ ９ 11 １３ １５ １７

S
P
A
 sh
o
ps an

d 
sp
e
c
ialty sto

re
s 

Crystal Sylph ○ ○ ○

ru ○ ○ ○ ○ ○

tassetasse ○ ○ ○ ○

○1MODEL ○ ○ ○ ○

Affiliated shops

Brand A ○ ○ ○

Brand B ○ ○ ○

Brand C ○ ○

Brand D ○ ○

Brand E ○

Brand F ○ ○

Brand G ○

Brand H ○ ○

Not 
Offered

＜size＞
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Create a full-time project

④ Measures to Size Issues 

Coordinating with affiliated shops to address customer dissatisfaction over product size

Ladies’ apparel bolster size 11 lineup Men's apparel bolster A & AB size lineup 

Measures to be implemented immediately

Medium term measures

・Increase size choice 
while improving efficiency
・Harmonize point-of-sale
information

affiliated shops
customer 
preferences

Shop floor 
development, 
size labeling

・Comfort, body shape
・Grasp latent psychological
customer preferences

・Enlarge scale of stores and stock 
・Improve in-store notices 
and size labels

× ×
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Gross Profit Issues

Billionｓ of yen , %

Total gross profit margin declined due to reduction in number of high gross profit margin 
SPA  shops and specialty stores and specialty stores

（面積）

Operating 
revenues

Composition
in sales

Gross profit 
margin

Effect on gross profit margin

YOY
YOY

difference
YOY

difference
Composition 
changes

Changes to 
gross profit 
margin

Total

Total ４００.６ ９５ － － ３０．０ -０．４ -０．３ -０．１ -０．４

Marui 
purchases
-Affiliated shop-

１９７.０ ９６ ４９ ０．４ ２６ -０．１ ０．０ ０．０ ０．０

SPA  shops and 
specialty stores

１３５.１ ９１ ３４ -１．６ ４０ -０．４ -０．２ -０．１ -０．３

Foods ５２.６ １０１ １３ ０．８ １５ ０．２ -０．１ ０．０ -０．１

Mail-order 
sales

１５.９ １０４ ４ ０．４ ３９ -０．５ ０．０ ０．０ ０．０

(９４)

(９７)

(９１)

(９５)

（Sales floor 
area yearly 
comparison ）
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Forecasts for Specialty SPA Shops and Specialty Stores Sales Floor Areas

Actual performance

ＹＯＹ
in Sales

Sales floor 
area yearly 
comparison 

Total ９５％ ９５％

Marui purchases
（Gross profit margin 26%）

９６％ ９７％

SPA Shops and 

Specialty Stores

（Gross profit margin 40%）

９１％ ９１％

Sales floor area forecasts
YOY

FY2009 FY2010

９５％ １０２％

９５％ １０２％

９５％ １０３％

The fall in gross profit margin caused by the significant reduction  in SPA Shops and specialty stores sales
floor area has been eliminated

※Store closures primary reason for high percentage for specialty stores sales floor area

※
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Total gross profit margin declined as unable to achieve gross profit margin targets
at high gross profit margin SPA shops and specialty stores

Addressing Gross Profit Issues

Billions  of yen , %

Operating 
revenues

Composition
in sales

Gross 
profit 
margin

Effect on gross profit margin

YOY YOY
difference

YOY
difference

Composition 
changes

Changes to 
gross profit 
margin

Total

Total ４００.６ ９５ － － ３０．０ -０．４ -０．３ -０．１ -０．４

Marui 
purchases
-Affiliated store-

１９７.０ ９６ ４９ ０．４ ２６ -０．１ ０．０ ０．０ ０．０

SPA Shops 
and Specialty 
Stores

１３５.１ ９１ ３４ -１．６ ４０ -０．４ -０．２ -０．１ -０．３

Foods ５２.６ １０１ １３ ０．８ １５ ０．２ -０．１ ０．０ -０．１

Mail-order 
sales

１５.９ １０４ ４ ０．４ ３９ -０．５ ０．０ ０．０ ０．０
(－)

(９４)

(９７)

(９１)

(９５)

（Sales floor 
area yearly 
comparison ）
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Causes of Fall in Gross Profit at SPA Shops and Specialty Stores, and Upcoming countermeasures

FY2009 Target

Composition
in sales

%(YOY % 
change)

１００％ ±０％

３０％ ＋３％

７０％ ▲３％

Rapidly resolving the problem of slumping PBs via improving the product lineup 

Actual performance

YＯY in Sales
Composition
in sales

%(YOY % 
change)

SPA Shops and 

Specialty Stores

（Gross profit margin: 40%）
９１％ １００％ ±０％

PB Products

（Gross profit margin: 54%）
９１％ ２７％ ▲１％

NB Products
（Gross profit margin: 35%）

９２％ ７３％ ＋１％

Price revisions

Improvements 
product lineup

Improvements 

to size choices
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Increasing Efficiency of PB Products

Inventory at start of 
period YOY

Purchases YOY Markdowns YOY
Inventory at end of 
period YOY

１０７％ ８５％ １０６％ ８４％

Inventory at beginning of fiscal 2008 down 16% year-on-year; 
targeting improved purchasing accuracy and rate of consumption during period 

Implementing measures to improve purchasing accuracy 
and rate of consumption during period

Lowering excess purchases by controlling weekly purchase balance

Changing to process-centered evaluation that focuses on turnover ratio

Fully-fledged efforts to bolster consumption at outlets during period

PB product purchase & inventory performance (fiscal 2007)



Credit Card Services
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In the 12 years since 1995, the number of customers using card for cashing has declined continuously 

Addressing Cashing Issues

13万円

（Millions of members）Billions of yen
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0.2

¥0.13 million

￥0.24 million

Outstanding

Customer Numbers

Outstanding per customer
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On a gradual recovery track for card holder numbers and transaction balance 
since the introduction of Epos Card and abolition of annual fees

%

Customer numbers YOY

Transaction balance YOY
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Anticipate that the increased number of card holders will halt the fall 
in the outstanding loans balance by second half of fiscal 2009
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Forecasts for Outstanding Loans Balance 
(Cashing + Revolving Installment Payments)

“Zero First” related reduction offset by increases to revolving 
and installment payments; outstanding balance maintained

Billions of yen
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Epos cashing Zero First
Revolving 
installment 
payment

50

Response to Money Lending Business Law

Summary of revisions Marui’s responses

Maximum interest 
rate

Interest rate upper limit reduced 
to 20%

Responses completed

Issuarance of 
written 
documents

Increased obligation to issue 
written documents

Responses completed

Prohibition  on 
excessive lending

（June,2010）

Prohibition  on  lending exceeding 
one third of yearly earnings

Future risks

Finances inspected by designated 
organization



Medium Term Measures
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Spring 2009 grand opening planned for new Shinjuku store and reopening following 
reorganization of the four existing Shinjuku stores

Reorganization of Shinjuku Stores

新
宿
駅

        新宿通り

　
　
　
　
　
明
治
通
り

        靖国通り

メン

シティ
１

シティ
２新　館

伊勢丹

ｱﾙｺｯﾄ

ヤ
ン
グ

ｲﾝｻﾞﾙｰﾑ

甲州街道 Shinjuku Ward sales floor area ＋１５０００㎡

Enhance store formats that are currently supported
(Marui City & Men)

Establish a new business model 
that matches to future customers’ needs
(Yurakucho type evolutionary store)

Develop a new business
(world’s first application of the concept)

＋

Outline of the grand opening for the 
5th Shinjuku store

＋

Men

Young

City１City２Shinjuku 
5th store

In The ROOM

Isetan

alcott

Station 
Shinjuku

Yasukuni Street

Shinjuku Street

Meiji 
Street

Kosyu Street
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Reopening of the Marui Nakano Store (provisional name)

Reopening scheduled in winter 2010, as a store and office multi-use building

● Store from basement to 5th floor

approx.７０００㎡

● Office from ６th to １３th floor

approx. ６０００㎡

※ Some Group companies’ head offices and 
training facilities will be consolidated in the office 

space
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Opening of specialty Store

First overseas specialty store opening in Shanghai, China, in March 2008; 14 shops to be opened in fiscal 2008.

Host facility
Number of 
shops

Sales floor 
Area Shop name

Existing LaLaport TOKYO-BAY & others ３８ １７,２００㎡ VISARUNO/in The ROOM others

Mar
Shanghai Ongoing Department 

Store（Shanghai）
１ ７０㎡ RU-JEANS

Apr

OUTLET PARK IRUMA １ ２７０㎡ OUTLET

Kintetu Pass’e １ １３０㎡ Studio 01

Dila NishiFunabashi １ ５０㎡ PALETTE Ladies’ accessory

May LaLaport TOKYO-BAY １ ３０㎡ jour en jour

July SANO PREMIUM OUTLETS １ ３９０㎡ OUTLET

Aug SENDAI FORUS ３ ４２０㎡ M’s Mode/PALETTE/4DOT WATCH

Sep OUTLET PARK SENDAI PORT １ １５０㎡ OUTLET

Autumn
in 2008

Izumi parktown １ ２２０㎡ OI MODEL

SENDAI-IZUMI PREMIUM OUTLET １ ３９０㎡ OUTLET

NISHINOMIYA GARDENS ３ ２,４００㎡ in The ROOM/M’s Mode/4DOT WATCH

Total ５３ ２１,７２０㎡
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Opening of Outlet Stores

MITSUI OUTLET PARK IRUMA

MITSUI  OUTLET 
PARK TAMA MINAMI 

OSAWA

KOBE ‒SANDA  PREMIUM  
OUTLETS

SANO PREMIUM OUTLETS

SENDAI-IZUMI PREMIUM 
OUTLET

MITSUI  OUTLET 
PARK YOKOHAMA  

BAYSIDE 

MITSUI  OUTLET PARK 
SENDAI PORT

AQUA  CITY  
ODAIBA

Opening of Marui Outlet Stores

Contributing to improvements in inventory clearance rate and gross profit margin by expanding store 
network and starting product-transfer management during period

E
xp
an
d
in
g o
u
tle
t 

base
s

Im
provem

ents 
in gross profit

●MITSUI OUTLET PARK IRUMA
Marui Outlet Store (opened April 10)

Improved 
‘freshness

Increased product 
and brand value

Reduction in 
carry items

Improved operating 
revenues

Improved turnover 
ratio

Decreased number 
of price reductions

T
ran
sfer m

anagem
e
nt 

du
rin
g pe
rio
d

＜ Outlet ＞

＜ Sales Floor Area＞
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Specialty Store Openings in China

Shanghai Ongoing Department Store
（China, Shanghai) 

「ru jeans TOKYO OIOI 」

● Opened, March 28
Has made a strong start as the first Marui 
Group external specialty store in China, 
and operating revenues have exceeded
initial targets

● Will open a Chinese office in June; 
to be manned by three employees, 
one general manager and two staff 

● A local subsidiary will be established
in August

Currently carrying out test marketing, future will see further overseas operations 
development in China 
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Internet Strategies

Domestically, strengthening initiatives for the rapidly growing Internet Market

store

200 million store 
visitors per year 

Total retail operations sales ▲¥１００００ billion, Individual consumption ＋¥９０００ billion,

Mail-order marketing (including Internet) ＋¥６０００ ｂｉｌｌｉｏｎ

Changes in consumption patterns in the past 10 years

Promoting switch of customers from stores to Mobile phones

×

Mobile 
phones

Concentration of 
Internet customers

Customers with an 
access through 
mobile phones

Switching from 
catalogue 
customers

ＰＣ

catalogue

○1○1 web channel
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Strategic Alliance with Only Corporation

Fully leveraging both companies management resources ; 
rolling-out initiatives with high mutual synergies

“The Super Suits Store” stores offering 
suits of only two prices, etc.
Develop a nationwide network of 60 stores

Complementary product lineup

Develop new types of enterprises

Harmonize production 

Increase precision of specialty 
store operations

Expand card-issue channels

Openings within Marui stores

Effect of launch of the Epos Card

In the future, continue to aggressively advance strategic alliances 

Share expertise through personnel exchange
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The Epos Card concept

Launch of the Gold Card

Gold Card launched in April; aiming to establish it as a the holder’s 
main card and a card for life

Age 

In
c
o
m
e

Bank and credit 
company gold cards

Railway, mass 
retailer related

Bank and credit 
company 

gold cards for 
younger customers

Business people

Housewives

F
irst

L
ife

Period of use

Currently,
EPOS Card 

Gold 
Card

The future

A customer’s first ever card, to use for life

Epos Gold

Young 
people

Gold Card positioning 

Original positioning

FY09 Target Forecasts
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FY 2008 FY 2009 YOY comparison

(%)

Operating revenues ４９３.５ ４６６.０ ９４

Gross profit １７７.６ １６８.０ ９５

SG&A expenses １５９.４ １５６.０ ９８

Operating income １８.２ １２.０ ６６

Ordinary income １７.３ １１.０ ６３

Net income ７.６ ３.５ ４６

FY09 Target Forecasts  （Consolidated）
Billions of yen , %
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Assumptions Underpinning FY09 Targets Forecasts

FY 08 FY 09 YOY comparison

(%)

Retail operations, existing stores; 
yearly comparisons ９７．４％ ９７．０％ －

Gross Profit margin ３０．０％ ３０．２％ ＋０．２

Cashing outstanding balance ￥２２２.５billion ￥２０４.０billion ９２％

Shopping revolving & installment 
outstanding balance

￥４３.９billion ￥５４.５billion １２４％

Finance charges earned on 
installment sales

￥４.８billion ￥６.５billion １３６％

Merchant fees ￥２.２billion ￥３.０billion １３７％
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Acquisition of Treasury Shares and Dividends Policy

Improving capital efficiency in current fiscal year and 
steadily increasing return to shareholders

ＦＹ2008 ＦＹ2009

Acquisition of treasury 
shares

４９.２０ million shares
（￥６１.０ billion）

５.００million shares
（￥６.０ billion）

Retirement of  

treasury shares

５０.００ million shares
（￥７０.６ billion）

Investigating implementation 
during fiscal year 

Dividends per share ￥２８．０ ￥２８．０
(Interim dividend, ¥14 per share)

Treasury stock after 
acquisition

：45.0 million shares


