


I’ll give you financial highlights of PARCO.  





As for consolidated results for fiscal year 2014, both operating income 
and ordinary income reached record highs for third consecutive fiscal 
year.  Net sales were up 2.1%, or 5 billion 505 million yen year on year 
to 269 billion 889 million yen.  

Operating income was up 2.6%, or 311 million yen year on year to 12 
billion 508 million yen, which was record-high and was 208 million yen 
higher than forecast despite acquisition tax and increase in expenses at 
the time of opening of Fukuoka Parco New Building.  

Partly due to a drop in interest expenses in non-operating expenses, 
ordinary income was 12 billion 499 million yen, exceeding forecast.    

As extraordinary loss, impairment loss at Chiba PARCO was recognized.  
As a result, net income was down 7.1%, or 483 million yen to 6 billion 
294 million yen. 

EBITDA was up 1.9%, or 349 million yen year on year to 18 billion 402 
million yen.



Total assets increased by 6 billion 73 million yen from the end of fiscal 
year 2013 to 226 billion 830 million yen.  That was due to   an increase 
in tangible fixed assets such as Fukuoka PARCO New Building and an 
impact of bank holiday at the end of February.  

Interest-bearing debt was down 5 billion 194 million yen.   Equity ratio 
was 49.9%.



Consolidated results by segment are shown on the next page.  As I’ll 
give you details by company later, net sales of PARCO increased on 
non-consolidated basis.  

Both sales and income of Retail business, Space engineering and 
management business and other business increased.  Other business 
includes entertainment business and PARCO CITY Co., ltd. 



Selling, general and administrative expenses are shown on Page 7.  
Total SG&A was up 3.7%, or 1 billion 180 million yen due to expenses 
related to opening of Fukuoka PARCO New Building, an increase in lease 
and rental expenses of ZERO GATE, and an increase in personnel and 
lease and rental expenses because of new store openings of NEUVE A.   

Breakdown is as shown here.  

Capex was down 25.8 billion yen year on year to 10.5 billion yen. 



I’ll explain non-consolidated results.  

Net sales were up 1.2%, or 2 billion 992 million yen year on year to 245 
billion 646 million yen due to an increase in existing store sales of 
PARCO and an increase in sales of entertainment business.  

As for operating income, although income increased due to an increase 
in operating revenue caused by new opening of Nagoya ZERO GATE and 
strong performance of entertainment business, SG&A increased due to 
acquisition tax and incurrence of expenses at the time of opening of 
Fukuoka PARCO New Building.  As a result, operating income was 
slightly down 0.6%, or 75 million yen to 11 billion 747 million yen.  
However, both operating income and ordinary income exceeded 
forecast.  

As extraordinary loss, impairment loss at Chiba PARCO was recognized.  
As a result, net income was down 11.5%, or 777 million yen to 5 billion 
994 million yen as impairment loss of Chiba PARCO was significant.  

As a result, year-end dividend per share was decided to be 9 yen.  
Annual dividend per share is 18 yen in line with the original forecast. 



Total sales for all stores were up 0.7% year on year to 239 billion 157 
million yen.  

Shibuya PARCO(+8.9%) and Sapporo PARCO(+4.1%) attracting 
inbound demand and Fukuoka PARCO(+9.5%) which enjoyed synergies 
from opening of the New Building were major growth drivers for sales. 



As for characteristics by item, personal items were steady, driven by 
sales of bags which are popular with overseas customers.  Besides, 
sundry goods and restaurants strengthened response to lifestyle 
changes and performed strongly.

With PARCO’s focus on proposals of lifestyle, consumption of goods and 
experiential consumption is increasing.  As a result, average spend per 
customer was up 1.2%.



In fiscal year 2015, the second year of medium-term business 
plan(2014FY-2016FY), we’ll make use of Fukuoka PARCO New Building 
and success of Nagoya ZERO GATE achieved in fiscal year 2014 and 
prepare for more businesses.  By revitalizing shopping center business 
and expanding other related businesses, we’ll increase both sales and 
income and aim at renewing record high income.  

We are planning to increase dividend per share by 2 yen, with interim 
dividend per share of 10 yen and annual dividend per share of 20 yen. 



I will discuss progress on medium-term business plan.



Our long term vision is to be a business group that prospers in urban 
markets.  And our biggest goal is to create urban life for 24 hours.  To 
realize the long term vision, we set three business strategies and 5 tactics 
as you see here.



Based on the vision, we made medium-term business plan as shown in 
the graph.  Fiscal year 2014 actual and fiscal year 2015 target are also 
shown.  Fiscal year 2016 targets are net sales of 293 billion yen, 
operating income of 13.5 billion yen, net income of 7.5 billion yen and 
EBITDA of 20 billion yen.  We are progressing steadily towards the 
targets.



On Page 15, you see a map of Japan showing progress of major 
development projects.  Plans indicated in medium-term business plan are 
steadily progressing on schedule.  As I explain later, 2 properties already 
opened in fiscal year 2015.  

As for ZERO GATE, we decided to open a new property as ZERO GATE 
next to Sapporo PARCO in fiscal year 2016.

In medium-term business plan, we also have a plan to utilize asset owned 
by J Front Retailing and open a store in Ueno Matsuzakaya New South 
Wing Store in the autumn of fiscal year 2017.  We are currently planning 
contents. 



In fiscal year 2014, in Fukuoka area, Fukuoka PARCO New Building 
proposing new lifestyle opened in November.  Due to the synergy effect, 
tenant sales of Fukuoka PARCO as a total were up 22.9% year on year.  
Both the Main Building and the New Building showed strong 
performance.  

In the New Building, we reinforced shop composition that presents 
scenes of experiential consumption. We want customers to spend a 
relaxing time.  The New Building has the latest shop composition based 
on the concept.  Also in consideration of customers from overseas, we 
built environments for free-wifi in the entire buildings.  Besides, we offer 
options for new communication with customers using ICT including 
offering of information contents through large-sized monitors.    

At the same time as opening of the New Building, we implemented 
large-scale renovation of the Main Building to maximize synergies with 
the New Building in terms of increasing customer traffic and customer 
browsing time in fiscal year 2014. 



And in March in fiscal year 2015, we increased floor space of the Main 
Building.  Seen from the outside, the two buildings look like one building.  
With this expansion, Fukuoka PARCO became the largest shopping 
center in Tenjin area.  As a result, we fulfilled proposals of urban lifestyle 
that was impossible with the previous scale.  New foundation as a key 
store for PARCO business was established.  

In the basement, under the theme of restaurants, 24 shops in newly 
added space, the Main Building and the New Buildings are connected.  
Therefore, in fiscal year 2015, for Fukuoka PARCO as a whole, we aim at 
sales of 23 billion yen and 23 million visitors. 



I’ll move on to Nagoya area.  In fiscal year 2014, we opened Nagoya 
Zero Gate in Nagoya area.  There were two purposes.  Firstly, I think we 
were able to revitalize Otsu-dori street Matsuzakaya faces as J Front 
Retailing group. After the opening, we see a situation where shared 
parking lots in this neighborhood are fully occupied.  

Secondly, Nagoya ZERO GATE is the largest Zero Gate.  Every Zero Gate 
which opened in the past consists of one shop and personnel expenses 
are very small.  However, Nagoya ZERO GATE opened with 5 shops and 
is an advanced format as Zero Gate.  With the addition of Zero Gate, we 
also renovated Nagoya PARCO West Building and East Building.  We 
reorganized the first basement floor that connects the West and East 
Buildings and runs between Otsu-dori street and Yaba-cho station, 
focusing on sundry goods and restaurants.



Very recently, on March 27th, we opened Nagoya PARCO midi.  As you 
see on this small map, PARCO midi was built along the intermediate 
street between the West and East Buildings.  To revitalize also the 
intermediate street, we opened 4 shops which have ability to attract 
customers.



I’ll briefly touch upon topics for fiscal year 2014 onwards. 



I’ll explain strategy for renovations.  In fiscal year 2014, we renovated 
approximately 46 thousand square meters of area. The total space will 
have been renewed in abpout 5 years’ time.   

In fiscal year 2014, sales in renovated zones grew 18.6% year on year.  
That was the effect of renovations.  We will continue to renovate, going 
forward.  As shown in the two cases (the Urban Store Group and the 
Community Store Group), there are themes of renovations.  By 
attracting new customers and proposing new zones, PARCO become the 
talk of the town and sales will grow.  So, the point is to renovate zones 
or floors based on respective theme. 



I’ll explain customer service including inbound strategy.  In fiscal year 
2014, overseas customer sales increased by more than 50% at Shibuya 
PARCO, Sapporo PARCO, Ikebukuro PARCO and Fukuoka PARCO.  

In light of from which countries they come to Japan, what kinds of 
information they have and what they expect from PARCO, we would like 
to make sure to give information of PARCO to overseas customers 
before they come.  

We plan to use bloggers, so-called influencers in each country to 
disseminate information.  And we hope people coming to PARCO after 
checking bloggers’ information will spread their impressions about 
PARCO via SNS.  

And then, based on their needs, we will develop business formats and 
brands by focusing on tenant introduction and merchandising in an 
accelerated manner.  

As for PARCO card, PARCO card share of net sales exceeded 20%.
As I discuss later, we started a web-based service of Pocket PARCO in 
our initiatives related to ICT last year.  When those who download 
Pocket PARCO become a card member, they tend to buy relatively a lot.  
That is something we identified. By making use of website and apps, we 
intend to increase the number of cardholders. 



Let me move on to one more ICT strategy.  This strategy is made 
possible by creating a situation where tenants can upload various 
information on PARCO’s web blog.  To make the process of direct 
purchase smooth for those checking the web blog, we introduced 
“Kaeru PARCO”.

We wanted to give tenants as much time as possible for serving 
customers and create a situation in which tenants can serve customers 
even after business hours and customers can buy products.  That is the 
biggest reason why we introduced “kaeru PARCO”.

After that, at the time of opening of Fukuoka PARCO New Building, we 
launched official PARCO smartphone app called “POCKET PARCO”.  To 
add some fun and game elements to the app, we decided to give virtual 
coins to customers when they make a purchase.  We also offer benefits 
unique to PARCO.  So we want to evolve this as a system for tenant 
service to support sales in an integrated manner. 

The target for this fiscal year is to expand “Kaeru PARCO” to more than 
100 shops.  To invite shops to participate, we will show cases of 
success which indicate “Kaeru PARCO” is quite convenient.  We will 
make this initiative a major pillar of ICT strategy. 



Let me move on to related businesses.  NEUVE A in retail business 
established 182-shop network in fiscal year 2014.  New select shops 
combining existing brands were opened.  A new speciality store for 
additive-free soaps was also developed.  

In fiscal year 2015, we plan to cover the entire nation mainly with 
TiCTAC business and open speciality stores in new business categories 
by taking essence from what we have.  In this way, we intend to 
continue to focus on new business categories.



I’ll explain PARCO SPACE SYSTEMS in space engineering and 
management business.  

As we are receiving Building management project orders and others of 
large-scale commercial facilities steadily, by utilizing them, we will 
receive more orders of large-scale commercial complex.  As we 
established a structure not only for BM but also for of Property 
management, we will receive contracts also of Property management.



I’ll discuss PARCO CITY.  

Fortunately, PARCO CITY achieved positive profit in fiscal year 
2014. We will increase the number of new shopping center and 
retail-store clients and teach them how to make web sites.  At the 
same time, we will provide methods for using web sites for 
employee services and expand sales of the system.



I’ll explain entertainment business which is a part of PARCO business.  

In fiscal year 2014, performances at theatres and clubs became a hit 
one after another, leading to increase both in sales and income.  Also in 
fiscal year 2015, as strong lineup was already fixed, I think we can 
generate earnings steadily as we did in the last fiscal year.



Besides, in fiscal year 2014, entertainment department worked on 
content development.  Entertainment business of PARCO produced 
Character collaboration cafes with contents holders of characters 
and companies which have decent ability to create menus for 
restaurants.  6 cafes were launched in Shibuya and 2 in Nagoya. 
We were able to achieve very good results in Shibuya with total 
sales of 500 million yen and 200 thousand customers.

As we established know-how for collaboration cafes, we intend to 
evolve this initiative.



Lastly, let me talk about incubation initiatives.  Crowd-funding services 
that we started as CSR initiatives started to show some signs of success 
as a business.

As we wanted to shift from equity-based crowd-funding services we 
provided in the past and try rewards-based crowd-funding, we named 
our crowd-funding service “BOOSTER” in December, 2014.  We already 
started 7 projects.  All of them were launched by March, this year. All of 
the projects achieved their funding goals.  

We will continue to discover and support creative, designers and 
creators.  And we hope to provide them with a stage in PARCO for them 
to play an active role.
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There are two more pages about CSR.  We would like to continue and 
reinforce CSR initiatives unique to PARCO.
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