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%<&t BMETE  Ryohin Keikaku Co., Ltd.

KREMM R R (R)PITRE  President and
Representative Director
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Satoru Matsuzaki

In Japan, products such as Skin—
care Lotion and Aroma Diffuser in
Health & Beauty, Silicone Cooking
Spoon in Housewares, and Matcha
Chocolate Strawberry delivered
strong sales in fiscal 2016 (year
ended February 28, 2017). Interac—
tive communication through MUJI
passport application and continu—
ous improvement in our staff skills
attracted customers thus increased
sales. The new MUJI BOOKS and
OpenMUJI businesses motivated
many customers to visit stores
such as the new MUJI Kintetsu
Abeno Harukas in Osaka. We also
added a new wholesale channel to
Circle K Sunkus convenience stores,
which joined the FamilyMart group
during the year.

Qutside Japan, we maintained
sales at a high level. China achieved
200th store opening in December
2016 and played a leading role in
raising the proportion of overseas
sales and profit. MUJI Palladium,
the first store for us and as the
Japanese retailor in India, opened
in August with a great success.
Furthermore we entered the
market in Saudi Arabia in May and
Bahrain in August. We now have
403 stores in 26 countries/regions.

We expect to outnumber the total
in Japan during 2017.

As the final year of the mid-term
business plan, fiscal 2016 was a
successful year for Ryohin Keika—
ku Group with another record
high result. Fiscal 2017 is the
start of a new mid-term plan
(2017-2020). We set up the policy
of: focus on employee proficiency,
developing a culture and systems
to promote Conscience and Cre—
ativity across our organization
worldwide, with the financial tar—
gets of: sales 500 billion JPY, or—
dinary profit 60 billion JPY, and
ROE 15% and above by fiscal
2020. We will focus in the areas
of global supply chain manage—
ment, product development, global
HR management, and group cor—
porate governance to achieve
them.

As a sustainable global entity, we
would like to contribute to society
by delivering products and ser—
vices that are trusted by people
around the world. We would very
much appreciate the continuous
support and understanding of our
stakeholders.
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Corporate Philosophy
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The MUJI Vision:

The Quest for
the Good Product
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Corporate
Philosophy
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Code of Conduct

[RAJICIR . HOPULHABSNAEERIIEL,
LAL.B5SEWVWAITHIE EROJEENI RA TS,
There is no one answer to what a good product is.

Simply asking the question, though, creates infinite possibilities,
and we pursue them.

RAaM{EDIERK Quest value
[RAIDHEGMEEBHEEZTENEATIERL BHLTWLS

Identify and deliver MUJI value and appeal from the perspective of
the people who use our products.

KRERDRIEIR Positive Spiral
[RRIOAETERLEEFHEEL . /O-NIVEERERRICHRE LTV,

Work toward global growth and development by operating a fair and
transparent MUJI business.

BRR®D/N—pkF =297 Best Partnership
HEZEEL W5k ENEFEEZRD. [ RAIDEHIEHFEILIT TV, 03

Deliver the abundance inherent in good products by respecting associates and
building relationships of trust with business partners.

LARST— LAKVROME sty and cusuly respond o

2. HWERKDRIEETH Think and act globally

3. A3 1= F1—E& (2% 2B Prosper together with local communities
4. ETC.LHIrHEETHN Act sincerely and honestly

Be open to communication with all

5. £7TIcaA3a=y—-av %

BAEEAT,
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Natural, Anonymous,
Simple, Global.

ENR &

BEDEFXHSHROEEA

Bringing Japanese Basics
to the World
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MUJI Business
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“Lower priced for a reason.” It is this phrase that encapsulates the
ideas that drove the development of MUJI products in 1980—products
that do not fit conventional commercial standards. Focusing on our
three priorities:“Selection of materials”,“Streamlining of processes” and
“Simplification of packages”, we have grown into a brand of over 7,000
no-frills quality products. Beginning in 1983 with our first stand-alone
store in Aoyama, Tokyo, we now operate MUJI stores in 27 countries
and regions around the world including Japan. Our goal is to deliver a
comfortable shopping experience for our customers by enhancing our
stores and staff as well as expanding our services. We have also

introduced the smart phone app MUJI passport for further
communication with our customers.

1980 F L#) D40 B

First 40 products when the
business started in 1980

S|ERM HEHE / MUJI Yurakucho

SELFELDPEBOEEHRBR M MUJI in Other Channels

Found MUJI
HRBHS BVEDE,

The best from around the world.

Found

MUJI

E/EDKBEVIEN I HT . ROUHTIEVWSIRHTS5LER
DO HRPTKEDNTELHARERATVETE/ DIy 2R
ERULOD RADEFPXI. BECEDE TP LETHRRLGEIE
EERTHELTWCGESEZ, Chr S bBERE—MICTOTWEET,

Instead of producing goods, Found MUJI takes a “search and
discover” approach to lifestyle, bringing together everyday items long
treasured around the world. While retaining the original essence
we make some adjustments to fit to contemporary life, culture, and
custom, and bring them back to the market at reasonable prices.

: -
https://www.muji.net/foundmuji/

MUJI to GO
EERSE X0 > LR

A concentrated selection of MUJI

MUJI to GOREMRZNDLERN S IR-BE-ESX X -ZH - #EV
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DXECPRITNVELLLE T X EBEDSLEZIDEEHHENDD
DEEBETHRIEINLWTATLPHI-TWETS,

MUJI to GO shops feature selected items that are useful for travel,
commuting, business, study and play. These shops offer products
that travelers are happy to come across at airports—stationery items
with special functions, items to make trips more fun, and things that
feel like a little bit of home with you while you travel.

https://www.muji.com/jp/mujitogo/

EHRM ELESHY—EZRX MUl Main In-Store Services
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Interior Design Consultation Fair
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MUJI interior and storage advisors are
available by appointment to consult at
length on furniture and interior design with
customers thinking about life transitions such
as marriage and moves.

MUJI BOOKS

MUJI BOOKS

ANEREDAT AT THBEME. CHLDFERY®
ECNERBLERDEEINDEETY HSHEA
PERKFEAMINTE LR EHDODMUJI
BOOKSTH.[THoEVWWEE] EEHICADHBL
S5LERELTVET,

As an oldest form of media of humankind,
books have been offering a treasure trove of
plain and natural words that recorded find—
ings and tips for everyday life. MUJI BOOKS
bring together classics from all ages and
places, highlighting timeless words as part
of a lifestyle rich with books.

Open MUJI

Open MUJ|
e
FEHRAPEATCVSIINEREL. SESEL
EBICER REELEET BB T MITICIRE
LT Ty 74 —LELT BB EHLRICTER T
TNIAE—RT YA F—EBNAND MPRTRR.
-3y EEEEMIICAZELTVET,

Open MUJI provides a space for sharing
ideas and communicating with customers.
As a platform to build local ties, we
regularly organize exhibits, workshops and
other events featuring local creators and
designers.

MUJI com
ENREEDHFLVMFEELE,

MUJI on your daily route
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FamilyMart/Circle K/Sunkus
AVEZTH. LDDOLEOENBR & FamilyMart 3

HtiTr. 3 ts, ® Py
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The MUJI you know at the convenience store.

BHOLIICHESIBDIEWVWDODBBBATEHEBI K- E-BD
EEmOFLPLAFEFECLELERERELEL L. BEPHIS. ¥
RTODERDPS HEPANEEIXTIET. BL2DELEYR-+TD
EMRMTY,

A place to drop by and grab those last-minute items, MUJI com
sells a selection of daily necessities from all categories. MUJI
enhances daily life with products for home, work and school and
even gifts to send to others.

2EDT7I——bF Y—JIK YL IXTH EHNRAHESEV
KDOWSLETET ATDRT = 3F =X 7HREIELC®.
BEm E HTHERBELEETICHATVET,
(E&ICE) BB OBEEXRFADVELYET,)

MUJI products are also available at FamilyMart, Circle K, and
Sunkus convenience stores across Japan. The assortment of the
products ranges from popular stationery and skincare items to
foods, underwear, and socks. (Items vary by store location.)
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Product development
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The basic concepts driving the MUJI manufacturing pro—
cess have not changed. The times may change, but we
continue to focus on the selection of materials, stream—
lining of processes, and simplification of packages as
we constantly return to our basic starting point to man—
ufacture no-frills quality products.

Our goal is to fully communicate our philosophy of
“Perfectly Functional, Perfectly MUJIL.” This philosophy
creates satisfied customers who choose our products with
a thoughtful, “This is just right for me,” rather than an
impulsive “I've gotta have it!” To earn this response, we
focus not only on product quality and price, but also con—
tinually seek to improve our products using unique ideas
to eliminate even the slightest inconvenience or discomfort.

M OER

Selection of materials

BV TREICHRI DB M. EDHE L
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To produce our tasty, healthy food prod—
ucts, comfortable clothing that fits well,
and household items that are, above all
else, easy to use, Ryohin Keikaku takes
a second look at basic manufacturing
materials which are often overlooked in
the design of commercial products. We
utilize industrial materials, local materials
from around the world, leftover materials,
and bulk materials to create low-priced,
high-quality products with our unique
approach.

TiEORIR

Streamlining of processes

VEDDERP TERIETHTOLIEHE
BICEIRT BB DI KESERIZADF
BHERDEARODEEE o7/ DRELE
T LAY ERARDEICEHRERDE VA
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o MIENDY A X DEETHRTOHATWED
DHERICFEMELLBLLEP L. XS
NCHLB EREARUADHNDICITY,

The process by which each MUJI product
is manufactured is subject to critical scru—
tiny. Processes that do not affect product
quality such as unneeded finishing, sorting
or sizing are eliminated, leaving only these
processes that are truly necessary for
a quality product. Even items that have
been discarded because they do not meet
certain standards of size and appearance
are turned into viable commercial products.
Our focus on no-frills quality eliminates
material waste and reduces the cost of
manufacturing MUJI brand products.

BROMEL

Simplification of packages

g bOARKDEBRNI-EDEEE ALY
ICLAEVWBRIGTEELEV. FEDT—HF
BEICHBFRICAND V> TINEHDD
NTH3ERBFICHEKDERELAICET,
ZHEBOTIEDTEDINDTTENERD
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BNy L =TI TH-SNBENRTWNEY  2TH
DHSNTVBE T EBICHATVET,

Ryohin Keikaku seeks to highlight the
natural color and shape of MUJI products,
rather than to dress them up. For this
reason, we simplify packaging, using only
bulk packaging and placing products in
plain, uniform containers. This philosophy
of simplicity not only streamline processes,
but also conserves natural resources and
reduces waste. All MUJI products appear
on store shelves in simple packaging
printed only with the essential product
development-related information and a
price tag.

Elﬁ:ﬁﬁﬁ@“(?b‘@*fﬁ Channels for developing products
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BHMADERE
SEEPREBEADIERE Considering Materials, Producers and Environment
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MUJI introduced IDEA PARK on its website to solidify
its framework for incorporating more customer feed—
back into products. It facilitates interactive communi—
cation i.e. customers can share their ideas and sug—
gestions and we can express our thoughts. We listen
sincerely and carefully to the voices of the customers
to pursue dialogue-based product development.

EFOHDEEE BR(FATHRN=a3>) T3¢
TRAKB . EQZ—XERVETEERICLTWABIT
A% BEBZPIM TARIEL. DO IKWICDEIFT
WETJ,

We explore the true daily needs of the people
through observation. We visualize consumers’ uncon—
scious actions through photos and interviews, in
order to support our product development.

AEZEFORECHIKRIEICEELC. BRICERT 8
FEBHICA—AZy 7Ty b B ZTVET
T XWX REERER FEOERICL2MEEEEEE
BICHEE. ZOLMOEEMEED U-Es & JICA (JRIL
TBUE AEBRHA#EE) CARTEELTVE T,

In consideration of the environment and the health of
those who produce it, we are working toward 100%
organic cotton in our products. Aiming to help local
residents in Kyrgyzstan and other developing countries
revive their communities, MUJI also works with Japan
International Cooperation Agency (JICA) to develop
products that use local resources.
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Presenting our vision of a simple, pleasant life
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Beautifully simple products make the world a better place
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Three Corporate Pledges
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MUJI Laboratory for Living
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We have a research centre called the MUJI Laboratory for
Living, seeking to design even better products. Through com—
munication with customers, we are exploring what makes a
truly good product and spurring on to develop new lifestyles.
We also publish columns, improve existing products, and
pursue a wide array of other projects.

2EPB VTN TELVERELTRLALZDPSES N
TWET,
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MUJI products originated in 1980 to create quality products at
low prices for Seiyu retail stores as described by the catch—
phrase “Lower priced for a reason.” The basis of our product
development is to create products that are truly fundamental
to day-to-day life without any unnecessary complexity. To
achieve this, we take a second look at often neglected mate—
rials, streamline the production process, and simplify packag—
ing to create simple, beautiful products that people will cherish
for years.

We have built on this concept from the beginning, delivering
MUJI goods and services designed with both the consumer
and the manufacturer in mind to realize our vision of a simple,
pleasant life for people around the world. At Ryohin Keikaku,
our focus is on bringing pleasure to people and beauty to
their lives, as well as contributing to society, through the very
businesses in which we engage.

As a company driven by this vision, we make three corporate
pledges; focus on three priorities in our core product devel—
opment; and follow three specific standards in manufacturing.

cH7II-NVEX
Café&Meal
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MUJI Campsites EDDE-I-E
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<BBNELrSZ b

Kamogawa Satoyama
Trust
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. MUJI Laboratory
cO—ANZyEKY for Living
LOCAL NIPPON

https://ryohin-keikaku.jp/csr/
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We will take on the challenge of global growth
and development by engaging in fair and trans—
parent business activities.

MrLliEEBAZEBTERRTEKL.
RELTUKC

We will identify and deliver new value and a
new aesthetic in goods and services designed
from the customer's viewpoint.

RABETEICEADZETOANICHKZEBAT
BHRTBZ[ELRVLSL]IZRELTVL

We will offer the timeless idea of a simple,
pleasant life to all of our customers and other
stakeholders.

Ryohin Keikaku
Co., Ltd.
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Three Product Development Priorities
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TIREORE Streamlining of processes

FBEDEBR{L Simplification of packages
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Three Manufacturing Standards
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Suggestions for
a simple, pleasant life

ReEE(REEE)

Good Product Standards (Quality Standards)
RBSTHEORE. 5@ . REvR Xk
(EB15E178424)

MUJI Code of Conduct for Business Partners:
Environment, Labor, and Safety Management

EbEW FIRTIERFEM
Prohibitions and Restrictions on the
Use of Materials

‘BIRAEE
MUJI Business

(EEER

Housing Business

HHERROITIIL
Recycling textiles

100 LDEDBELE
RWh2&

ITSUMO MOSHIMO

100 Good - +AIR
Things - Open MUJI

*ReMUJI

https://ryohin-keikaku.jp/eng/csr/
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IDEA PARK Renewed
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In 2000, MUJI launched the website Monozukuri Community as a forum for interactive
product development that brings customers into the process. Our Portable Light
(2001), Beads Sofa (2002), and other hit products have derived from this website. In
January 2014, we opened the request forum to the public and renamed to IDEA
PARK. Visitors can post, discuss and “Like” the requests related to MUJI products
for further improvement. In 2016, approximately 9,800 posts were made to the site
and we revaluated more than 280 products accordingly. In November 2016, MUJI
revamped the IDEA PARK website by enhancing the “Projects” section, where we can
post certain topics and the users discuss, express their ideas, or give vote.

LAY b 8

Kamogawa Satoyama Trust

2014 F5APE5LDRBIARFIENPOEAITH T > CELIBIIE LIS R
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In May 2014, MUJI Laboratory for Living and the non-profit organization Uzu intro—
duced the Kamogawa Satoyama Trust. It aims to work with local residents and visi—
tors from urban areas to preserve the local traditional culture and life in the satoyama
region (an area of farmland and mountain foothills) in Kamogawa, Chiba Prefecture,
where people live in harmony with nature. In 2016, the trust held workshops on
handmade miso and soy sauce which taught the entire process from planting the
soybean seeds to making the final product, in addition to the existing organic rice
events. In order to support local rice farmers suffering from dropping market prices,
the trust also collaborated with Kameda Shuzo Co., Ltd. in Kamogawa to brew and
sell saké made from cooking rice.

https://lab.muji.com/jp/ideapark/ (Only in Japanese)
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2016 FEEICKBELIANL b
Events in 2016
- HHEHKNDE -Organic Rice Workshop
HHEAERY) FBX Lo E)HE
Rice planting, weeding, and harvesting;
shimenawa decoration (sacred Shinto rope
of rice straw) making, etc.
cFIYBKMENDE -Handmade Miso Workshop
AEEE S YLH, BIF - # R RIEIA S

Planting soybeans, harvesting, threshing,
sorting, fermenting miso

. 5 ¢ ) 323 & +Handmade Soy Sauce
¥?< JEROS Workshop
FmLigy

Brewing soy sauce
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Presenting our vision of a simple, pleasant life
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100 Good Things
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Reclaimed wool

KHEEREPILFOBEMR

Otsuchi Sashiko Products

NPOFEAT T Ixy g I EETH[ABEAEMLFTO
M FIERBICRS LA EHRBM THIRLFEEFRL
FEEAMENICERL. KB 280 /-E5F - ZEHATORE
AESAIHOER BBHENOEHR. HERBOHRALED
FIRBICEM CE2BH TCTENRATRH . RLFIAN 1D

1DFRVWTHET TS
DOFNTFHALORIFEEITE
CLAEDA—-RZ2—=T71—<v
FMFRIENY TR EELRBER
EEmELTHRTELAED S BK
EEOXEICOENFZEHEME
32 EEBEBLTVWET,
2016 F FHAEANICMA . 1
XUX TR AR2)TDE
MRBEDEHTT—I>avT
EHRFETOARE  HFRICEE
HDIFEHLARALTONET,

==

EARZE BEPY-—EXZBL THESLAEPHIEA L L TOREOHER
FEHBELTZFLABRELELSBEZOBRVESISICERSIE HROALIC
[BRURWSKSHUIERELTVWE T HBVEN VD EN N TN TN DILIG TEREE

PHEDRICIDZ & EFEBIICKE L. K- LRI TBALTVET,

http://ryohin-keikaku.jp/csr/list/list_064.html
http://ryohin-keikaku.jp/eng/csr/list/list_064.html
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We reclaim scraps and leftovers normally cast off in
the production process by re-spinning, re-weaving,
and re-knitting them into reclaimed wool fabrics used
in other products. The scraps are hand-sorted by
colour to eliminate the dyeing process, then broken
down into batting and spun. The fabrics using
non-dyed reclaimed yarn have a simple, natural feel.

http://ryohin-keikaku.jp/csr/list/list_026.htm!
http://ryohin-keikaku.jp/eng/csr/list/list_026.htm!

Launched by the non-profit Terra Renaissance, the Otsuchi Sashiko Revital—
ization Project aims to preserve sashiko embroidery, a traditional technique
intimately connected with the Tohoku district (Northeast Japan). The project
contributes to the local community by creating employment opportunities in
the local town of Otsuchi and other parts of the Iwate and Sanriku coastal
regions and helping to keep traditional techniques alive. MUJI introduces

limited-time-only campaigns featuring coasters, tea mats, tote bags, and
other original, hand-embroidered items from the region in an effort to pro—
vide support for earthquake recovery. In addition to stores in Japan, MUJI
introduced workshops and sales of these items at stores in the UK, France
and lItaly in 2016, developing the project into a global initiative.

[ECRWSHLINDER

Presenting our vision of a simple, pleasant life

Our focus has always been on providing products and services which help solve the
issues facing communities and people around the world. Taking this concept further, MUJI
today presents its vision for a simple, pleasant life to people worldwide. Our website fea—
tures a “100 Good Things” section, which introduces how MUJI employees are putting
this vision into practice for people and communities from a variety of perspectives.

UD(Z=/N\—YIFY¥A)EH http://ryohin-keikaku.jp/csr/list/list_070.html

Universal Design http://ryohin-keikaku.jp/eng/csr/list/list_070.html

ENRGCEEREARBYEERDLELEARALN-T . 2014FEOMEBE L) T =/N—
P THA L DMBREEEALE L IS N—HILTH A D Eid FHBOMT . SRR3R NT
HFEhB3EEMDTIC. CEBEBEZKDANFIATEZIEN TEZTH AL TT A TIZER
RBICBXTHNISEHRGABENOEZ. S5ICBNEHLENL BEETNEALDZHMER
LPVEBRLTWET EQLIICAZN-YILTHI L ERMEEIDL. CNhETEDOA IS
N=HILFHFAL e MEHZDP ZHEDRICRVWTHF A DEL MIHZIDHLHEEE 2D
BEORTHEEHE—RICEZITVWEE T 2015F11AICIIERIEFE—HELT. 75— L%
INETENHZLDOAICHEANLPTVBICERLA7FOJBERESUBET 235, £/-.20165F
SAICIZPETEEEAR MVA-FERIU > THRIFTLE L,

In the autumn of 2014, MUJI introduced a universal design study session led by volunteers
from the product development team. Universal design aims to ensure that as many people
as possible are able to use a product regardless of age, gender or physical differences. As

r L& A | we see more non-Japanese customers at MUJI stores in Japan and establish more stores
= f‘ / outside Japan, we recognize the diversity and breadth of customers using our designs. We

‘ work with customers to explore how to achieve universal design, looking at whether we can

adapt existing universal design principles and find inspiration for good design in this diversity.

— In November 2015, we integrated universal design into our first product by introducing an

\’ analogue alarm clock with hands in a colour that is easily visible to more people. In May
2016, we launched our new ldentification Rings for Refill PET Bottles.

WHEEBETEF—7&L=CEETYIRT YY) vt kekau plesi/listlis 0740t

“Endangered Species” Motif Children’s Graphic Print T-Shirt "P//vonin-keikaku jo/eng/csi/listlist_074.himl

[EBEHRRFr > THBTHEIBEZED | EEF—TIC : ER Wi
LTEAZELRDOTULRT Y vYIC HULL [HHDEND ey L ;
HEEXLD| DY) —XEEBMLELF. 5 LS D— 2% s
IUCN-J (EEE %R
HZELAAEED)C
BERHLTVET, 2Eb L
BPTY v VBB EN,
EF-—TERBEELD
DIREFE BN DE
FEIC. £XHDEED
BHANTVBHRRICERE
BMiE-pFErBE
EEELTVET,

MUJI added a new series of endangered species graphic print t-shirts for chil—
dren featuring motifs of living creatures they may encounter at MUJI campsites.
Part of the proceeds from sales of these t-shirts is donated to IUCN—J (Inter—
national Union for Conservation of Nature — Japan). We hope that by wearing
these t-shirts children will want to know more about the situations these
animals face and that this will lead to more involvement in the protection of the
animals depicted.
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Other Businesses

H7x-3I—-NVEE cafe: MUJI

Cafe&Meal Meal

EHRGODHTIE2BEALTVWEH T - I—LVEERTE.[FNE]
ETF—NICHEDAZ2—%FDIC . EHOZEMPIEDYDEME
oo B EFE S AFICREULBR TSV LVWHE, 7 —r FUZ Y
FRHELTVET,

Café&Meal focuses primarily on vegetable dishes made from natural
ingredients featuring entrées, desserts, and beverages made from
carefully selected, seasonal ingredients that are delicious and healthy.

HARH# MUJI HOUSE [

MUJI HOUSE MUJI HOUSE

HAXEHMUJI HOUSER . [RIEWVWHHB B L TEHRADE R
B[KHL]DREETOTVET[EMNREORICIE . EFRSEVF
HUI2BHROEIIC FEVDHIRS . EREAVWEEIIHPE-ED
bR A ARG H - T BB EHF > TKEZLD . EHNR R
S5LWEAANELPATVET,

MUJI House Co., Ltd. proposes a vision that brings the MUJI style
of living to home design. The MUJI home embodies the same MUJI
vision as the rest of our products — comfortable, easy to use,
durable with no-frills quality design and functions, and destined to
become a well-loved favorite for many, many years to come.

=Y=
Fro T BE .
MUJI Campsites REAR

Fror 715

[BRAEY-—ERFEEELAY . BREEDLTT JEXO-H I,
EEX v oG (HBE - EFEA) BREX 7B (BERE-SIL
M) AN — v BEF v T (HBR - BEH) D3 DO ETH v
THEEBEL. A THTIOATOHRMEETERBLTVWET . £/2.300
Xr T B TR BBEOAICEMELTSMUTWAELELST IR THED
HELZELT.BRNOERBEERD TWEEEET->TVET,

With the idea of providing minimal services and letting nature do
the rest, MUJI operates Tsunan Campsite (Tsunan, Niigata Prefec—
ture), Minami—Norikura Campsite (Takayama, Gifu Prefecture), and
Campagna Tsumagoi
Campsite (Tsumagoi,
Gunma Prefecture),
managing a total of
some 230 hectares of
forest. Outdoor classes
held at these camps
are taught by people
from the local commu—
nities to raise aware—
ness of the natural
environment.

HA R F— =
b IDEE

RE- A TVTEDKR—LT 77— TOME-- 8- REEER
TAIMREHAT—RBAVSFINRESLIVHEE 7o T1— T h—
Tr.TvEVoERERERAL O MREHLMATEREICEDZ IO
Fa—XR AHYITA T THA U EHFET-o-TVET,

Engaged in the design, manufacture, and sale of furniture, interior
design items, and other home furnishings, IDEE CO., LTD. also mar—
kets original furniture, accessories, antiques, curtains, and rugs. In
addition to its retail stores, the company engages in the production,
consultation, and design of residential and commercial space.

2016FEEREYI X

Fiscal 2016 Highlights

2016.4

Z*7 1« A RE DR = FHw
MUJI Introduces Office Furniture

B EIMASHANBFETEARTHREVEREAMETRLZINMRT - T RILEEDF T4 R
FIREDRTE. 2016 F4BSIVAALEL /2. B ERBETIREARIF T X IMNICHNT
HIG AL ERSES ST A TUT RN —ICEBRE LA T AREERANICIRET S Y —
EXER4—MLEL BEAMEFERAL - oERFEERAL. BHREPEZIS[BELRVIIAS
GIDERICEVBATENET,

HEARG R EHRR BHERHKBEEE SRS JI7070UMAREBHRG LKE/VULI/ MUIFrFILE 71182
Working together with Uchida Yoko Co., Ltd., MUJI has developed storage, desks, and other
office furniture made of wood produced in Japan. The products are sold since April, 2016. It is
also collaborating with Uchida Yoko on corporate office design and has introduced comprehen—
sive consulting on comfortable office environments by our Interior Advisors at five MUJI stores*
in Japan. MUJI intends to continue developing new products made from domestic timber as part
of its focus on creating the pleasant working environments that it envisions.

* MUJI Yurakucho, MUJI Nagoya Meitetsu Department Store, MUJI Grand Front Osaka, MUJI Hiroshima Parco, and MUJI Canal City Hakata

2016.8

BEDMERELTOHTS /NICHE
MUJI Opens as First Japanese Retailer in India

AOREFREICRCHERFE2MDOAOEF T 5E AT R U A FRADRBELCETHI)S
AT LR ALEZIN) =X G I=TTTISLIVEFRILEL/INGENEE%ER T 3Reliance Brands
LimitedéM > R THDEREEEHIALELA 2016 FESASHICIE I RRADEERH T CHIL
NAFICIEEIMUI Palladium] 84 —7> #<9B10BICKITEZD R LM THENHIL—
IS 25 EIMUJI VR Bengalurula4d —7>ULELA2. 1 RICEWTIR BADNTFEELT
MOTOHEEELY) ZFFVALEWTWET,  *5BER:207.49n

India is an enormous retail market, second only in population to China. Ryohin Keikaku has
entered a joint venture in India with Reliance Brands Limited, a clothing retailer in the Reliance
Industries Group, India’s largest private company. On August 5, 2016, the first store, MUJI Pal—
ladium*, was opened in India’s commercial capital of Mumbai, followed on September 10 by
MUJI VR Bengaluru in Bengaluru, the hub of India’s IT industry. MUJI has been well-received as
the first Japanese retailer to open stores in India. sales floor area:207.49ni

2016.10

Y= WKV ATOIENRMIDBRYBOIHSRAE2— b
MUJI Products Available at Circle K and Sunkus Convenience Stores

LYIF1980FERLNALEZIL X - X7 T 73— HEEEEZERL. BEEEDHRT
FRICCEAWVELEIZIESEL T REVEERICTETFV LV TVET HKRXEH T 73— —
ReIZ—TN=T K= TFALTABREHOBREREICELEV. 2016 FE10A19B P52 E D
Y- IKELTH L7 ZXH6,000/EH THEMNRBDORBRMPIXT—aF+ - BREEHN260
TATFLDENBNPIEENEL A ZNICEWACEZIL X ANPICH T ZRBAIEHERDH1.5ED
#918,000/E8 AV  SSICHEICEAIRRESELAWLLTBEIICHY KL,

We have been supplying MUJI products to FamilyMart convenience stores since the 1980s.
The ability to pick up everyday items at such store has become popular among customers
of all ages. With the merger of FamilyMart Co., Ltd. and UNY Group Holdings Co., Ltd., a
combined total of about 6,000 Circle K and Sunkus stores around Japan began selling some
260 MUJI items that include clothing, stationery, and food products on October 19, 2016.
This arrangement extends MUJI's reach by about 1.5 times, making MUJI products even
more accessible to customers at some 18,000 convenience stores in Japan.
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History

1980.12

P & O PB i il
[ IV I b ) 221
(RIEM ROl H - R fh31E H)

MUII established as a

private brand of The Seiyu, Ltd.,

a retail company

(starting with 9 household and 31 food products)

1983.6

MR RS I (103nd)
H & 155 ik

First directly managed store,
MUJT Aoyama (103m*) opened

1983 #EEN L4 5111 / MUJI Aoyama

1985.9
4 F1 L 2 SR AR O

Mujirushi Ryohin Division established

1989.6
PR &t R At i % 57
(B4 & 1)

Ryohin Keikaku Co., Ltd. established
(100 million JPY in capital )

1990.3
[Ty
M DKL ) O 8% el %2

MUIJT business transferred from Seiyu GK

1991.7

v Y R 15k
(BEEIAT4HEE A==y TEHY)
First London store opened

(in partnership with Liberty Plc)

1991.11
H# 155 HE (19984 F )

First Hong Kong store opened (closed in 1998)

1993.3
BRI AL TV r Ao b0 2 3% 3T

RK Trucks Co., Ltd. established

1990~

1995 #EFI N HEE ¥+~ 7% / MUJI Tsunan Campsite

1994.3
RYOHIN KEIKAKU
EUROPE LTD. i3

Ryohin Keikaku Europe Ltd. established

1994.12

iRy 2 — Bk
Niigata Distribution Center begins
operations

1995.7
[ F R S v v 755 )
F—F

MUJI Tsunan Campsite opened

1996.12

i b & > 2 — B %
Fukuoka Distribution Center begins
operations

1998.9
E 2 —BR%

Kobe Distribution Center begins operations

2000.5
LY Ay MRA R AL L
MU]JLnet Co., Ltd. established

2000.8
SRR 25 B | T 45
55— ¥R 4R E

Promoted to listing on the first section of the
Tokyo Stock Exchange

2001.3
MUJI (HONG KONG)
CO.,LTD.& L.

MUJI (Hong Kong) Co., Ltd. established

2001.11

[ 40 1)L i A 26 HT ) DS
48 FI) KL o e 93 ) HH

MUIJI Yurakucho and MUJI Namba stores opened

2001 8EFD K 5h AT 4507 /MUJI Yurakucho

2002.11
TAN TV K 15

First store opened in Ireland

2003.11
i 6 15 )5 Hi

First store opened in South Korea

2004.4
BB Lk s

First store opened in Taiwan

2004.7
MEF R SBIER Xy 7Y
F—F

MUJT Tsumagoi Campsite opened

2004.12
ARV T 15 )5 H )k

First store opened in Italy

2005.7
hE AT (B Ic 15 )5 )5

First store opened in

mainland China (in Shanghai )

2005.11
FAY 15 )5 HE

First store opened in Germany

2006.4

YYHR=VIC

MUJI Global Sourcing
Private Limited ] &% 3.
MUIJT Global Sourcing Private Limited established
in Singapore

2007.1
i ¥ i 56 - 2+
'MUJI EUROPE

HOLDINGS LIMITED] #% 3.

MUJI EUROPE HOLDINGS LIMITED
established as a regional headquarters

2008 MUJI Times Square (New York)

2007.11
K 15 i HE

First store opened in United States

2008.5

TMUJI Times Square
(New York) | F—7F~
MUIJI Times Square (New York), opened

2009.10
AVFAYT15)EH)E

First store opened in Indonesia

2010.3
K=Y F 15k

First store opened in Poland
F

2010.12
R b HNV 1S E

First store opened in Portugal

2011.10
V=7
TMUJI(MALAYSIA)
SDN.BHD. ] % 3.

MUJI (Malaysia) Sdn. Bhd.
established in Malaysia

2012.4

2V —y 7 15k s

First store opened in Malaysia

2012.11

TMUJI Retail
(Thailand) Co.,Litd.]

X
MUIJI Retail ( Thailand) Co., Ltd.
established

T
2
<

2013.1
2V x— 15 )b

First store opened in Kuwait

2013.11
F—Ab9T7 1555 HE

First store opened in Australia

2014.11

M 1L > & — B %
Hatoyama Distribution

Center begins operations

2014.12

] A )V

[ IR 5 SRR 3 K
HH -

MUIJT Sino-Ocean Taikoo Li Chengdu,
flagship store in China, opened

2015.9

T 5 M )

M4 F) R 4 A5 2R T
Voo —TNVF—T v

MUJI Yurakucho, world’s largest

flagship store, reopened after renovation

= —_——— —
2015 fEFD K R #EMEHE 755 / MUJT Shanghai Huaihai 755

2015.12

Hh ] BEEA s T4 D L oy
¥ AEHE 755 1A —T
MUIJI Shanghai Huaihai 755,

flagship store in China, opened

2016.5
YT TIET g H

First store opened in Saudi Arabia

2016.8
A V15 )EH)E
N—v—r15)EHE

First store opened in India
First store opened in Bahrain
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Corporate Data
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Company name

R 7E it

Location
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Tel.

F—bLNR=D
Website
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Establishment
BXE
Capital

RE B

Fiscal year—end

F8E

Annual turnover

HEREH

Number of employees

B % & #

Group Companies

HASHRGEE
Ryohin Keikaku Co., Ltd.

T170-8424
RAPEERRMRMTH26EIS

4-26-3 Higashi-ikebukuro,
Toshima-ku, Tokyo, 170-8424

03-3989-4403 (A E##5E6)

+81-3-3989-4403
(HR & General Affairs Division)

http://ryohin-keikaku.jp/
http://ryohin-keikaku.jp/eng/

198946 A (B2 £1979%5A)
June 1989 (registration: May 1979)

671%6,62557 M
6,766,250,000 yen

2AXH
Last day of February

3,3321%8,1007 M (2017 2A R AT E VIV —TE £ IR 38)

333,281 million yen

(consolidated operating revenue for fiscal 2016)

16,1954

(IN—r 21 L4 89,2034 48T 2017FE2AMRAEIN-T)

16,195 including 9,203 part-timers
(consolidated, as of fiscal 2016)

BRE/T NI 597
RK TRUCKS Co.Ltd.

RYOHIN KEIKAKU EUROPE LTD.
RYOHIN KEIKAKU FRANCE S.A.S.

#RX&4#HMUJ HOUSE
MUJI HOUSE Co.,Ltd.

MUJI(HONG KONG)CO.,LTD.
MUJI(SINGAPORE)PRIVATE LTD.
MUJI ITALIA S.p.A.

MUJI Korea CO.,Ltd.

EHR M (LB BRARAE
MUJI(Shanghai) Company Limited

MUJI Deutschland GmbH
MUJI Global Sourcing Private Limited

BARHI7—
IDEE CO.,LTD.

MUJI U.S.A. Limited
MUJI EUROPE HOLDINGS LIMITED

EREN (LB ERERAR
MGS(Shanghai) Trading Co.,Ltd.

MUJI(MALAYSIA)SDN.BHD.
MUJI Retail(Thailand)Co,.Ltd.
MUJI RETAILuUSTRALIAPTY LTD

BEENRMBRABFRAR
MUJI (Taiwan) Company Limited

MUJI CANADA LIMITED
MUJI SPAIN, S.L.
MUJI PORTUGAL, LDA

Ryohin—Keikaku Reliance
India Private Limited

MUJI PHILIPPINES CORP.

& 8
RERBERIR (R HUITRE
Chairman and Representative Director
RERMHRLER (R) RTRE
President and Representative Director

& (GR) MITIRE

Directors

SRR

Outside Directors

HBEER
Full-time Corporate Auditor

HHEER
Outside Corporate Auditors

BiTiRE

Executive Officers

Executives

&H K
Masaaki Kanai

mg B

Satoru Matsuzaki

@Ak B

Kei Suzuki
g §
Satoshi Okazaki
Wx
Yuki Yamamoto
% .
Satoshi Shimizu
EE W

Isao Endo

#ix &9
Toshiaki Ito
wE &R
Masayoshi Yagyu

1HHE s
Takafumi Makita

RaEp B
Masaru Hattori

R 3BHA

Kuniaki Hara

HLE =
Yuji Inoue
XX BEA
Hiroto Oki
Ba BX

Tetsuo Kameya

R BHEF

Yumiko Hagiwara
Eig &a

Yoji Saito

Ewl E—
Shoichi Saito
R @i

Kenji Takeuchi

x5 &

Takashi Yajima

E{ 1|
Wai Lan Hung

wWx BEE
Naoyuki Yamamoto
Fiith E#

Naoki Kadoike
XKE HBE

Takuo Nagahara
R BRE

Yi Chia Liang

ADVISORY BOARD

Advisors
/it

-7
Bk &%
B W&

RE

Tt
-

Al B

+H

Kazuko Koike
Takashi Sugimoto
Kenya Hara
Naoto Fukasawa
Reiko Sudo

(201755 A24B3R %)
(As of May 24, 2017)

EEERMBIVIET

Main Locations

5B
Headquarters

REAMEERRHWRMTEH26&E3S

4-26-3 Higashi-ikebukuro,
Toshima-ku, Tokyo, Japan

MRt a—

Distribution centers

&1L (W E) Hatoyama (Saitama Prefecture)

P (&E) Kobe (Hyogo Prefecture)
{28 (58M@) Fukuoka(Fukuoka Prefecture)
K [B (#:8) Nagaoka (Niigata Prefecture)

Europe

Middle east

E - MUJITES  +=

MUJI stores

Fr7i%
Campsites
AR
Tsunan(Niigata Prefecture)

E:ACD)

Minami-Norikura(Gifu Prefecture)

R (R

Tsumagoi(Gunma Prefecture)

Japan

Asia

Oceania
°
200 =%
China
& 17 =%
Hong Kong
8% 42 5%
Taiwan
®E 20 5%

South Korea

sutix-n 10 s
Singapore

L=o7 S5Es
Malaysia

21 1458
Thailand

1K 258

India

F-2b597 3 ESH

Australia

EAEH

Stores in Japan

ENRAESH
MUJI Stores
s 3284
Directly managed stores
LSiES 90E%
Licensed stores
5t 418 =
Total
Café&Meal MUJI 58 23 /58
Café&Meal MUJI
HRRHA7— 11Es
IDEE CO.,LTD.
North
America
1orzy7 B EH K1y 7 5%
Indonesia Germany
74JEY 7w ARAY 6 Em
The Philippines Spain
gyz—b 2Es #Fursn 1 Es
Kuwait Portugal
UAE 4ss 7ansor 1 Es
UAE Ireland
$9o7sE7 1S Z91-57v 8%
Saudi Arabia Sweden
N=L=Y 15 HF—FUK 1 s
Bahrain Poland
1FYZ 128 7xuyn 125
United Kingdom USA
75U Oms hFs 3ES
France Canada
1297 OEs
Italy
(2017 2R 4A)

(Fiscal 2016)
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Consolidated Financial Highlights

BRI

Revenue from operations

(B7AM)

(Millions of yen)
350,000

280,000

210,000

140,000

70,000

2013/2 2014/2  2015/2  2016/2 2017/2

BENR TLagEias
Ordinary income /
Ordinary income to net sales

. REEFEE () T LEREHERE (GH)

(EEM) Ordinary income (left) Ordinary income to net sales (right)
(Millions of yen)
40,000 15 (%)
32,000 12
24,000 9
16,000 —— 6
8,000 —— 3
0 0

2013/2  2014/2  2015/2  2016/2  2017/2

REE WEE BCEFLLE

Total assets / Net assets / Equity ratio

HREE (Z%h) B E (%)
Total assets (left) Net assets (left)
(BHA) —O— HTHEKIE (L)
(Millions of yen) Equity ratio (right)
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150,000 60
100,000 — ' 1 — - — 40
50,000 — - — - — 4 — 5 — 20
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2013/2 2014/2 2016/2 2016/2 2017/2

EXAE TESERAEE
Operating income /
Operating income to net sales

(HHM) BHTIE (2 00) 55 LA SRS (5 80)
(Millions of yen) Operating income (left) Operating income to et sales (right)
40,000 15 (%)
32,000 1o
24,000 O 9
16,000 6
8,000 —— 3
0 0

2013/2 2014/2 2016/2  2016/2 2017/2

SHKECRRTSUMMHE /7% LB LMAHISE
m:: ::zgm: {0 net sales

. BEHKECRETD 55 L= AR K (%)

(B) LRI (2 %h) Net income to net sales (right)
(Millions of yen) Net income (left)

30,000 10 (%)

24,000 8

18,000 6

12,000 4

6,000 —— 2

0 0

2013/2  2014/2  2015/2  2016/2  2017/2

BCEAR LA
ROE
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20

15 A
~o—
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HFTRIRMETEHIN-TDS

Ryohin Keikaku Group in Numbers

ROE
(BT ERLHFIRE) O/
Return On Equity | 0

2017 F2RHARNT7.7%EBNEL /o B IEROET15% L £ DK #EHEH
ERERICEARDEDR EEHSTVET,

ROE was 17.7% in fiscal 2016. Our target is to raise capital effi—
ciency with a sustained ROE of 15% or higher.

BRI
p RN A

3 5 3 %
Share of operating [ (o)

revenue outside Japan

R7VTEEBRREE BET7IO7 - FTET7ZT7EEIIAPATEN,
TOTHIBICH T EEERNENZEEDTVET,
Our business outside Japan is divided into 3 regions such as East

Asia, Europe and Americas, and Asia West/South and Oceania. Asia
accounts for the largest share of operating revenue.

B o IE &

i hn 322

18 hn 3 0/
Store increase | (o)
outside Japan

2016 F2AHA363EMH» 52017 F2RHMBIEH AN 1 > KX H T
TIETHEEDHBEE EDOOEHEMLE L,

Stores outside Japan increased by 65 including the first stores in
India, Saudi Arabia, etc. The total rose from 353 stores in fiscal
2015 to 418 stores in fiscal 2016.

Tk E

(RaEtE)

Female managers

194.

ENEEEHOERZECZMERERII194R TEER2HKD
36.8%&EHHTVET,

We employ 194 female managers on a non-consolidated basis,
including at directly managed stores in Japan, representing 36.8%
of all management positions.

1,240

g7va-—K

2013FE58IC X2 — b L=MUJI passportid. BARRREI870HZ >
A—R.@B5R(PE-BE -BE-FE) B5I870R 470~ NERE
LELES

MUJI passport was first launched in May 2013 in Japan. The aggre—
gate total of downloads of the Japanese version has surpassed 8.7
million, while the aggregate total of all non-Japanese versions (China,
Taiwan, Korea, Hong Kong) has topped 3.7 million downloads.

WHEID
HAL 1 5 8
(RaHE) 1Ot

Recycling textiles
{Ryohin Keikaku Co., Ltd.) F M

BREMSHERANOE#BMEBEIBRINGTOY T 7MI2010F &)
SMU. 2016 FEIFFEB15.8 b DM R EEINNZLELE,
We have participated in the BRING Project in Japan, which aims to

help build recycling-based societies, since 2010. In fiscal 2016, we
recovered 15.8 tons of textiles.




*A Rt REETE T170-8424 RER#MEEXRMKITH26%F3=
Ryohin Keikaku Co., Ltd. 4-26-3 Higashi-ikebukuro, Toshima-ku, Tokyo, 170-8424,Japan
http://ryohin-keikaku.jp/
http://ryohin-keikaku.jp/eng/






