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Slide 3 Overview 

 Sales target JPY100bil, Recurring Profit target JPY11bil by FY2021/01, which 

approximately 20% sales will come from oversea market. *above 30% when convert 

China wholesale amount to retail sales amount. 

 The main driver for the improving profitability is the continued innovation of the supply chain 

management based on the production factories in China and ASEAN.  

(百万円/JPYmil) 
2017年1月期実績 
Jan 2017 Actual 

2018年1月期 
Jan 2018 

2019年1月期 
Jan 2019 

2020年1月期 
Jan 2020 

2021年1月期 
Jan 2021 

目標/Target 前期比/yoy 目標/Target 前期比/yoy 目標/Target 前期比/yoy 目標/Target 
前期比
/yoy 

売上高/Sales 69,493  76,209  109.7% 83,020  108.9% 91,575  110.3% 101,514  110.9% 

国内/Japan 62,976  68,592  108.9% 72,297  105.4% 77,249  106.8% 82,812  107.2% 

海外/Oversea 6,517  7,617  116.9% 10,723  140.8% 14,326  133.6% 18,702  130.5% 

営業利益/ 
Operating Profit 

5,368  6,313  117.6% 6,971  110.4% 8,481  121.7% 9,987  117.8% 

経常利益/ 
Recurring Profit 

5,385  6,646  123.4% 7,577  114.0% 9,350  123.4% 11,199  119.8% 

親会社株主に帰属する四
半期（当期）純利益/ 
Net Profit 

3,507  4,479  127.7% 5,210  116.3% 6,439  123.6% 7,742  120.2% 
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Slide 5 Overview: Japan Strategy 

 

 

Given the shrinking market, the store expansion will be under strict control 

whereas E Commerce will be the main growth driver, and the combination of 

both enable us to grow stably.  

For E Commerce, the renewed system engine which functions as a platform of 

variety of new EC sites and IT based business, helps us to expand the EC business 

aggressively. 
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Slide 6 Japan Strategy #1: Store  

 Focus on Tokyo area for the new store 

 

 Tap into no-store area in suburban area 

 → Improved recognition, lead to EC 

  

 Scrap & Build for existing stores in suburban area 

 → Improve average store profitability 

No-store area (Tokyo Area) with plan to open stores in 
FY2018/01 
 Tokyo 
  Kichijoji(吉祥寺), Jiyugaoka(自由が丘）etc 
 Kanagawa/Chiba 
  Yokosuka (横須賀), Shinurayasu(新浦安）etc  

No-store area(Suburban area)   
with plan to open stores in FY2018/01 
 Aomori Prefecture, Fukushima Prefecture 
   Fukui Prefecture 

Aomori 

Fukui 
Fukushima 
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Slide 7 Japan Strategy #2: EC 

Platform Innovation 

•Improve platform for company owned EC site 

•Launch individual brand EC site  

•Launch outlet EC site 

•Company owned EC site to marketplace site 

Marketing 

Innovation 

•Introduce marketing automation 

•Focused marketing for no store area 

Business Model 

Innovation 

•SNS Direct Commerce 

•Real Time Movie Commerce 

•Influencer Matching Business 

SHEL’TTER WEB（multi brand company owned EC） Individual Brand EC 



COPYRIGHT © 2017 BAROQUE JAPAN LIMITED. ALL RIGHTS RESERVED. 

Slide 8 Japan Strategy #3: Strengthen Brand Equity 

 Continue to strengthen brand equity by unique merchandise, collaborating with other brand etc 

Examples of various projects MOUSSY has been working on 
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Slide 9 Japan Strategy #4: New Brand, New Business 

 「NEXT IS YOU」: The audition style competition sponsored by Baroque to find an entrepreneur with 
exciting new business/new brand/new idea etc 

 The Winner will be supported by Baroque to make their dream/idea/business come true 
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Slide 11 Overview: Oversea Strategy 

For China, MOUSSY/SLY store expansion will 

continue at around 60 stores per year.  New brands will be 

launched once the market is ready. 

For USA, MOUSSY and ENFÖLD stores were opened in 2016 and 

working on improving the brand recognition. The 

feasibility study will be completed by 2019.  

For other areas, the global feasibility study has been 

under way, identifying the potential market to enter. 
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Slide 12 Oversea Feasibility Study Map 

  

 Already Entered 
 Feasibility Study 
 Decided Not to Enter 
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Slide 13 Oversea Strategy #1: China 

 Continued store expansion for MOUSSY/SLY. 50 to 60 stores per year 

 Launching new brands 

 EC business expansion is expected after FY2021/01 

 

2  11  
22  24  

78  

136  

187  

2011/01 2012/01 2013/01 2014/01 2015/01 2016/01 2017/01 中期計画 

JV with Belle Start 

Ave. # Store Opened：7.3 Ave. # of Store Opened：57.6 

Midterm 
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Slide 14 Oversea Strategy #2: USA 

 US 

「MOUSSY」(SOHO), 「ENFÖLD」(West Village) Opened in September 2016 

 

 

 

 

 

 

 

 

 Feasibility study till 2019. Plan to establish appropriate business model. 

 EC and wholesale will be the main business for US. Target JPY4bil sales by FY2021/01. 

 

 

 

 

MOUSSY US Store ENFÖLD US Store 

US Media Coverage 
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Slide 16 Overview: SCM(Supply Chain Management) Strategy 

Further innovation for SCM, the core competence of SPA 

business model. 

The infrastructure which enables Baroque to continuously 

develop unique and attractive merchandises 

is one of the biggest assets Baroque has. 
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Slide 17 

 Production 

 Increase direct-to-factory order to lower the production cost 

Distribution of the cost saved will depend on each brand’s strategy and market environment 

 Lower the price, Improve the quality, Invest in the marketing etc 

 

 Logistic 

 Consolidation and optimization of logistic in Japan is nearly completed 

Working on the logistic infrastructure in China 

 Currently inspection centers and some of the warehouses are outsourced 

 Planning to establish own facilities  

 

 

SCM Strategy 

Area Of 
Improvement 

 Difficult to 
develop and 
source an 
exclusive fabric 

 High cost due to using 
trading company 

 No-so-efficient logistic 
system 

 Not enough training for 
shop staff 

 Flat EC growth 

Solution 

Improved 
Merchandise 
Value 

 Exclusive fabric 
development and 
sourcing by R&D 
department 

Lower Production Cost 

 Direct purchase from 
factories 

 Developing new 
factory network 
utilizing China JV’s 
production team’s 
relationship with local 
suppliers 

Lower Logistic Cost 

 Lower logistic and 
warehouse cost 
utilizing Belle’s 
resources  

 Consolidate shipment 
to minimize the 
transportation cost 

 

Improving Sales Skill 

 Offer multiple training 
for the shop staff on 
various skills 

 Organize an annual 
competition for shop 
staff on their customer 
service skill  

 Renewing EC engine 

Design/Development Production Logistic Sales 
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Slide 18 Disclaimer 

 This document contains forward-looking statements. All statements other than statements of historical 
fact included herein, including without limitation, those regarding our financial position, business 
strategy, management plans and objectives for future operations are forward-looking statements. Any 
such forward-looking statements are subject to risk and uncertainty and thus could differ materially from 
actual results.  

 
 The risk and uncertainties that could affect the forward-looking statements are difficult to predict.  The 

company assumes no obligation to publicly revise or update its forward-looking statements in the case of 
unexpected changes, events, or circumstances that could affect them. Given the uncertainties of forward-
looking statements, we caution readers not to place undue reliance on these statements. 


