






The company's performance during FY 2017 was negatively affected by the temporary
closing of Shibuya Parco, as well as the permanent closing of Chiba Parco and Otsu
Parco, which lead to a reduction in the total number of store locations.
Similarly, last year we booked a non·recurring profit on the sale of fixed assets within the
scope of the company's Shibuya re-development project, making it all the more difficult to
beat last year's results.
Given these two factors, PARCO Co. Ltd reported both a decrease, YoY in revenue and
profits.
Nevertheless, we were able to exceed expectations for the metrric of operating profits, as
well as for the metric of profit.
Regarding operating revenue, year-round store operations at Sendai Parco 2, as well as
the opening of Parco_ya in Ueno, and Parco Space systems, made a positive contribution
to the company bottom·line. However, it wasn't enough to offset a sluggish fashion and
apparel retail market environment, as well as the temporary closure of Shibuya Parco,
combined with the permanent closure of Otsu PARCO.
This comes to a grand total of 91.6 billion yen in perating revenue, which represents a
2.159 billion yen contraction on an annualized basis.
Regarding the metric of operating profits, we reported 11.713 billion yen.
This represents a contraction YoY, but due to increases in productivity and cost efficiency,
as well as for the reversal of allowance for losses associated with the closing of Otsu
Parco, we were still able to beat estimates.
Profit attributable to the parent company stood at 7.809 billion yen, which represents a 985
million contraction YoY.
As I've just mentioned, we did better than expected for the metric of operating profit, which
combined with a reduction in interest-bearing liabilities, allowed us to exceed expectations
regarding profit attributable to the parent company.
Last but not least, we also posted 17.372 billion yen in EBITDA.



You can find all this information in this graphicform.
As you can see from the graph, we saw a contraction in terms of business profits due to a
reduction in the rotal number of Parco store locations, as well as a decline in gross
operating profit.
This translated into a total of 10.28 billion yen in business profits, down 2.513 billion yen
YoY.
In terms of operating profits, we were unable to offset losses associated with existing
Parco store locations.
This was particularly difficult given the boost we received from the non·recurrent sale of
fixed assets related to the company's new Shibuya re·development project during the
previous fiscal year.
The grand total came at 11.713 billion yen for the metric of operating profit.
This translates into a 2.49 billion yen contraction YoY.



We saw an expansion of Parco’s total asset, due to the development of Parco_ya Ueno
and the Zero Gate Project in Kyoto, as well as due to the acquisition of floor area within
the context of the new Shibuya re-development project, all to the tune of 3.4 billion yen.
This represents an increase of 13.029 billion yen YoY, for a total of 261.835 billion yen.
Furthermore, included in the asset balances for Parco_ya Ueno and Project Zero Gate
are approximately 4.8 billion yen in financial leases.
Total equity stood at 126.31 billion yen with an equity ratio attributable to the owners of
the parent company of 48.2% with interest·bearing debt totaling 52.82 billion yen, which
translates into a decline YoY of 5.342 billion yen.
The ROE stood at 6.3%, while the ROA contracted 1.1% to 4.5%.
This is mostly due to the aforementioned increase in the company's asset balance.
Both are perfectly in line with company estimates.



It’s Parco Co. Ltd's consolidated results by segment.
As you can see from the chart, we registered both a decrease in revenue and profitability
for the Shopping Complex Business.
The same applies for the next category of Retail Business, due to sluggish demand for
the Tic Tac brand associated with Neuve A, as well as due to the booking of impairment
losses associated with the closure of non-performing store locations.
Regarding the segment entitled'Space Engineering and Management"represented by
Parco Space Systems, this segment registered an increase in operating revenue, due to
healthy demand for their interior construction and electrical installation solutions.
We posted a decline in segment profit, but if we exclude non-recurring profits derived
from the sale of assets during FY 2016, you'll see profitability for this segment is actually
up YOY.
Regarding the performance of Parco Digital Marcketing listed under the item "Other
Business", we saw a contraction in revenue due to the company's decision to pull out of
human resources management.
We were however able to offset this loss by re-focusing on our core business of internet
marketing, which allowed us to deliver an increase in profits for the segment.
Also in the segment of "Other Business", the "Entertainment"division posted an increase
in revenue as a result of operations in the fields of theater and music.
However, due a loss of revenue due to the temporary closure of Parco Stage, as well as
associated maintenance costs, we were unable to turn a profit for this sub-category.
As a whole, the segment of "Other Business" registered an increase both in terms of
operating revenue and segment profit.



It provides a numerical breakdown of selling, general & administrative expenses.
The effects of the pro-forma standard taxation system is the primary factor behind the
increase in taxes and dues, as well as higher interest payments associated with land
leases.
All combined, total SG & A increased by 474 millio yen.
In terms of depreciation, which is shown here as including SG & A as well as the
processing of operating costs, it comes to a total of 5.659 billion, which in turn translates
into an increase of 6.8% YoY.
Regarding the metric of capital expenditure, this item stood at 12.895 billion yen for FY
2017, down 5.828 billion yen.



It contains our full-year forecast for FY 2018.
We project an increase in operating revenue and business profit due to the opening and
full utilization of new store locations like Parco_ya Ueno.
We also project a marginal increase in operating profit, impacted by the closure of Otsu
Parco last year and growing developmet costs from FY 2018.
Regarding the metric of capital expenditure, we make allowance for approximately 20.3
billion yen for FY 2018.
Capex forecasts for FY 2018 are on an accrual basis, and include a finance lease portion
of about 3.5 billion yen.



The graph contains a graphic representation of our operation forecast for each
constituent entity.



We intend to maintain our commitment towards rewarding those who invest in the
company through the regular payment of stable dividend yields, while keeping a close eye
on corporate earnings performance and the overall dividend payout ratio.
Interim dividends stood at 12 yen per share for the second·half of FY 2017, for a total
annual dividend of 23 yen per share, in line with company expectations.
The planned dividend payout schedule for FY2018 includes an interim dividend of 12 yen
per share, for an annual dividend of 24 yen per share, or a 1 yen increase.



FY 2017 marked the opening of Parco_ya in Ueno and Zero Gate in Kyoto, as well as the
announcement of new properties in Kinshicho, and in Noth building of Daimal
Shinsaibashi.
We have also just announced a new Zero Gate property in Kawasaki.



As I've just mentioned, FY2017 marked the opening of Parco_ya in Ueno, in a new
shopping complex, it used to be the Sorth Building of the Matsuzakaya department store.
Operations at the new Ueno property got off to a good start, generating robust results, and
readily achieving profitability.
It has thus far exceeded all expectations, with special emphasis on the restaurant floor,
which has performed particularly well.
Regarding the Zero Gate property in central Kyoto, the upper floors currently in operation.
Despite this, it has already achieved profitability and is actively contributing to the
company bottom-line.



As I've just mentioned, we green-lit the construction of two new projects, the first of which
will be located in the Sumida Ward of Tokyo, in what is currently known as the Tokyo
Rakutenchi Building directly facing Kinshicho Station.
The opening is set for the Spring of 2019.
In a similar fashion, we will also be opening a new property in the North Building of the
Daimaru Shinsaibashi depertment store in Osaka.
The opening is set for the Spring of 2021.



We have announced just t,oday the development of a new property in Kawasaki set to
open in the Fall of 2019 on the corner of a major intersection directly facing Kawasaki
Station.
It's a two-floor building rather than a large shopping complex, but we hope t,o make our
mark and contribute t,o the local economy, which is characterized by a large proportion of
renowned st,ores with a long and prestigious history.



We will also be opening two Zero Gate properties during FY 2018.
In fact, one of the two properties in already in operation in the Harajuku area of Tokyo.
A four-story building, the first three floors are currently occupied by the "LINE FRIENDS"
Flagship store, which sells merchandise related to the popular SNS application "LINE
FRIENDS", while the fourth floor is currently occupied by a fitness gym.
Similarly, we also have plans to open another Zero Gate store in Sannomiya, in Kobe.
This too will be a four-story building.
The opening is set for the Fall of 2018.



It contains a list of the company's building pipeline moving forward, for a total of 12
properties.
Of these 12 locations, 3 are already in operation, with a further 6 in the active stages of
development.



The current slides contains an overview of our operations at Parco stores, referred to in
the slide as the "Parco Store Business".
This first section provides an overview of store renovations for the Parco brand.
We carried out comprehensive store renovations during FY 2017 to the tune of 35,000
square meters to better meet our customers'needs.
Our efforts have paid off handsomely in the form of an increase YoY of 26.7% in
transaction volume for the areas benefitting from these renovations.
Worthy of particular mention are the large·scale supermarket zone on the basement
floors of Urawa Parco, and Tsudanuma Parco.
We are currently in the process of renovating and modernizing these two areas.
During FY 2018 we intend to unlock value by responding to the various and growing
needs of our customer base.
To this end, we shall continue our renovation efforts to cover an additional 35,000 square
meters in floor space, with special emphasis on the areas of cosmetics and food
products.



The slide on page 19 details the second pillar of our strategy for the Parco store business
- customer service.
We saw an increase in the volume of credit card purchases by holders of the so-called
"Class S" Parco Card, which rewards high customer loyalty.
We also registered an increase in the volume from foreign— issued credit cards, for an
allstore average increase of 25.1% YoY.



This outlines the third pillar of our growth strategy for the "Parco Stores Business" - the
use oflCT to better serve our customers and tenants.
We are currently testing several proof-of-concept technologies ahead of full·scale
deployment at the new Shibuya Parco store.
One such technologies is a 3D full body scanner allowing customers to visualize in 3D
how they look wearing a particular outfit, and share that image with their friends on social
media.
Another is voice search technology via integration with Amazon's Alexa.
This service can currently be used at Ikebukuro Parco.
Last but not least, is a mobile app called "Pocket Parco."
This apps allows us to improve customers'shopping experience by providing useful links
with detailed product information.
We also have several technological solutions geared t.owards companies and st.ores.
This involves, for example, extensive employee training t.o learn how t.o operate with the
latest technologies.
We will also be providing detailed analytics to store tenants, with data including the
number of daily visitors, age, gender, and other types of granular information.
Last but not least, we shall also be offering proxy management services for brand e·
commerce sites, through which we can handle payment processing, product delivery and
other functions for our customers.



This is the section entitled "Parco Group Related Businesses".
The current slide pertains to our plans for Neuve A. The previous strategy for Neuve A had
been to expand the number of stores, however, moving forward, we have decided to be
more discerning, and shift the company's management resources to our best
performing srores, as well as t,o e-commerce and other initiatives to drive consumer
engagement.
Regarding Parco Space Systems, results have been strong for this category.
Moving forward, we intend to further strengthen the company's business base by
implementing personnel management measures, and improving office environment, while
at the same time making inroads into external business avenues.



For "Parco Digital Marketing"we intend to offer support regarding the use of digital and
web-related technologies both at the online and brick-and-mortar level.
We also plan on expanding the scope of our support program for retailers and specialty
stores, as well as leverage the latest in information and communication technologies to
allow us to retain existing customers as well as acquire new ones.
In terms of the Entertainment division, as I've mentioned previously, Parco Theater is
currently not in season, however, we continue to offer the latest, hottest plays, such as "Is
Edo burning?" or "Hangmen" by renowned playwright Martin McDonagh through
partnerships with other theaters.
We also have plans for the revival of the "Cine Quinto" mini-theater in July of this year.
Located between Parco and Shibuya Station, Cine Quinto will be a two-screen theater.



This last slide details our commitment to playing a positive role in society, through
initiatives such as urban revitalization and the incubation of new ideas.
This commitment applies to all three spheres of Society, Environment and Governance.
This concludes today's earnings briefing.




