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Presentation 

 

Kayama: As it is now the appointed time, we will commence the Financial Results Briefing for the Fiscal Year 
Ended March 2023 of PARIS MIKI HOLDINGS Inc. 

Thank you very much for taking the time to attend our financial results briefing today. 

Allow me to introduce today's presenters. We have our President and Representative Director, Masahiro 
Sawada. Next is Yuji Tsuneyoshi, our Executive Officer Responsible for Sales and also the President and 
Representative Director of PARIS MIKI Inc. I, Kayama, Executive Officer Responsible for Finance and 
Accounting at PARIS MIKI HOLDINGS, will be facilitating today's proceedings. 

Now, I will provide an overview of today's presentation. First, we will give an opening address, followed by 
our financial report for the fiscal year ending March 2023. Then, we will discuss our past initiatives, followed 
by our future initiatives. Lastly, we will provide our financial forecasts for the fiscal year ending March 2024. 
We expect the presentation to last approximately 45 minutes. After that, we will have a Q&A session for about 
15 minutes, for a total duration of around one hour. We appreciate your attention until the end. 

Please note, we plan to release a video of the proceedings, excluding the Q&A session, at a later date. We 
hope you understand and thank you for your cooperation. 

Now, without further ado, President Sawada will give the opening address. 

 

Sawada: Thank you very much for taking the time out of your busy schedules to attend our financial results 
briefing today. 

I am Masahiro Sawada, the President and Representative Director of PARIS MIKI HOLDINGS. 
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Our company, guided by our purpose to enrich every individual with excitement and assurance, resolved to 
set our sights on becoming a renowned global hospitality brand. To better reflect this aspiration, we changed 
our name to PARIS MIKI HOLDINGS Inc. two years ago in April. 

Subsequently, we also renamed our main subsidiary, previously Miki Co., Ltd., to PARIS MIKI Inc. Historically, 
our storefronts were divided regionally: those east of Shizuoka were under the PARIS MIKI banner, and those 
to the west operated as Megane no Miki. However, we have now unified all of our stores nationwide under 
the PARIS MIKI brand. 

As for me, I took on the role of president at PARIS MIKI Inc., our principal subsidiary, back in 2016. In the 
following year, 2017, I was also appointed as president of PARIS MIKI HOLDINGS Inc., thereby holding dual 
roles until the end of the previous fiscal year. 

When I first took the helm at PARIS MIKI Inc., the eyewear industry was in the midst of a significant 
transformation that had started around 2000. We're in the world of fashion after all. Similar to the seismic 
shift triggered by fast-fashion brands like Uniqlo, our industry experienced a pricing revolution led by the 
introduction of three-tier and then one-tier pricing systems. This dramatic change unsettled our footing in the 
market and started a trend of declining sales and customer numbers. 

It felt like we were wandering through a very dark tunnel at that time. When I stepped into the role of 
president at PARIS MIKI, we first identified the issues and realized that we were struggling to attract younger 
customers, particularly in large urban areas. This was one of the key challenges we needed to overcome. 

We also noticed our suburban stores, our primary retail stores, were becoming outdated and less attractive. 
This led to difficulties in attracting new customers, sparking a major overhaul of our store design. 

In the past, chain stores have typically emphasized uniformity—identical store décor, identical products, 
identical services—all designed for efficiency. But our ethos has always been about tailoring our service to 
each individual customer. This led us to the realization that we needed store designs that resonated with the 
local community. Our transformation started with our Shibuya store, which had been in operation since 1979. 
It had been underperforming until we renovated it. However, after the renovation, it remarkably became our 
highest-earning store. This underscored the significant impact of tailoring our stores to meet customer needs. 

Next, we set our sights on establishing powerful, entertainment-centric stores in cities with populations over 
a million, including Tokyo, Osaka, Nagoya, and Kobe. We particularly focused on the younger demographic 
and the sunglasses market. The average sunglasses sales in Japan account for only about 3% of a store's total 
sales. However, starting with our Shibuya store and expanding to Harajuku and other entertainment hubs, we 
were able to capture over 50% of sales from sunglasses. We believe this is a significant achievement. 

As for our suburban stores, you may recall our castle-themed stores. These were impressive, towering 
structures in the 80s, but over time, they became outdated and less appealing. This raised the question of 
how to rejuvenate our suburban stores. What we came up with was an all-wood, somewhat enigmatic 
structure. Onlookers often mistake it for an Italian restaurant under construction or possibly a soon-to-open 
café. These conversation-generating, lodge-style stores are now a key part of our strategy, with 28 such stores 
currently operating nationwide. 

These stores come equipped with a café, creating a warm and welcoming space scented with wood, where 
customers can enjoy the process of choosing their glasses. This too, we believe, is a significant innovation in 
our approach. 

Since taking the helm, my primary focus has been expanding the sunglasses market and implementing store 
reforms. We have over 600 stores, and I'm pleased to share that we've been able to renovate nearly half of 
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these to embody our new concept. Last fiscal year marked a turning point for us, finally emerging from a 
lengthy period of struggle. Although the three-year span of the pandemic presented its own challenges, we 
managed to navigate our way through and successfully rolled out our three-year medium-term plan last year. 
I'm proud to say that we met our targets in the plan's inaugural year. 

We've now achieved a profitable bottom line after a long journey, suggesting we've set a solid path for future 
success. As a result, I've decided it's the right time to hand over the presidency to Tsuneyoshi, who served as 
the president of KIMPO-DO up until the previous fiscal year. As for me, I will be turning my attention to further 
developing the business at the holdings level. I will be working closely with the presidents and executive teams 
of each subsidiary, fostering synergy and strengthening our business foundation. As we move forward, I 
deeply appreciate your continued guidance and support. 

That's all from me. Thank you. 

 

Kayama: Moving on, let's discuss the business report for the fiscal year ended March 2023. 

As you can see in the slide, we have an overview of the consolidated income statement. Sales amounted to 
JPY47,400 million, which is 107.5% compared to the level in the same period last year. Operating income 
stood at JPY732 million, and net income was JPY501 million. 
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Next, I will explain the changes in our sales figures. 

As for the number of stores, we had 18 new openings and 29 closures, resulting in a net decrease of 10 stores, 
for a total of 639 stores at the end of the period. 

As for domestic sales, compared to the level in the same period last year, existing store sales were 104.8%, 
and all stores were 104.9%. Our main subsidiary, PARIS MIKI, saw existing store sales at 104.2% and all store 
sales at 104.4% of last year's level. KIMPO-DO's existing store sales were 111.6% of last year's level, while all 
store sales were 110.5%. 

As for our total overseas sales, they were 105.9% on a local currency basis and 120.2% on a yen basis. 
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Next is our operating income and loss. 

For the domestic segment, we saw an income of JPY849 million, an increase of JPY1,137 million. For the 
overseas segment, we saw a loss of JPY38 million, an increase of JPY174 million. As for ordinary income, due 
to an increase in the sales of stored goods, it was JPY1,206 million, an increase of JPY1,030 million. 

 

This slide presents a graphical representation of the sales and operating income of PARIS MIKI and KIMPO-DO 
in Japan, as well as our overseas corporations. 
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In particular, although there was an impact from the pandemic two periods ago, there is a recovery trend in 
FY2023, and improvements are being made both domestically and internationally. 

 

Moving on to the domestic situation. 

Although the spread of COVID-19, specifically the Omicron variant dubbed as the seventh wave, led to an 
increase in infections in August and resulted in a slight underperformance compared to the previous year, the 
figures for each month were as expected. 

As for the factors contributing to the strong sales performance, as mentioned earlier by Sawada, the 
expansion of sunglasses played a significant role. The fact that we had prepared the product beforehand paid 
off as the infection situation settled down, and pedestrian traffic increased as anticipated. 
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Next, I will explain about our SG&A expenses. 

These expenses have not increased significantly except for those associated with the increase in sales, and 
have generally been in line with our plan. However, due to some increases in costs such as utility bills and 
transportation costs, our SG&A expenses increased by 2.7% from the previous year to JPY31,645 million. 

 

Next, we have the data on non-operating income and extraordinary gains and losses. 
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First, for non-operating income, we saw a foreign exchange gain of JPY86 million. In addition, we sold our gold 
material, which we had been holding as stock and decided to sell based on our future usage forecast, resulting 
in a profit of JPY235 million from the sale of stored goods. 

Next, for extraordinary gains and losses, we saw a profit of JPY211 million from the sale of gold bullion, which 
we had held as other assets, after observing recent trends in gold prices. 

We also recorded an extraordinary loss of JPY511 million due to costs associated with the sale of fixed assets 
and impairment of stores with low profitability. 

 

Next, we have our balance sheet. 

The total assets increased by JPY1,586 million due to an increase in cash and buildings as fixed assets. Total 
liabilities increased by JPY829 million due to an increase in prepaid expenses and others. The total net assets 
increased due to an increase in retained earnings and foreign exchange adjustment accounts. 
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Lastly, let me explain about our cash flow. 

Net cash provided by operating activities was JPY2,608 million, mainly due to net income before taxes and 
minority interests of JPY907 million, and depreciation and other amortization costs of JPY894 million. 

Moving on, net cash used in investment activities amounted to JPY1,776 million. This was mainly due to 
expenditures for the acquisition of tangible fixed assets, amounting to JPY1,618 million. 

Net cash used in financing activities was JPY487 million. This was simply due to a net decrease in borrowings 
of JPY148 million and payment of dividends of JPY277 million. 

As a result, the closing balance of cash and cash equivalents was JPY10,408 million. 

Next, we will report on our efforts during the fiscal year ended March 2023 in terms of our past initiatives. I 
will hand over to Sawada for the report. 
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Sawada: Now I will talk about our initiatives during the last fiscal year. 

 

First, I will report on our overseas business. Our overseas business had been struggling due to the pandemic, 
and in recent years it had been one of the toughest parts of our overall business. However, in this fiscal year, 
the pandemic was brought under control earlier overseas than in Japan, which brought about a significant 
improvement, particularly in Southeast Asia. 

In Singapore, we renovated our flagship store at Takashimaya, and since we entered the Singapore market, 
we now have eight stores, all of which have turned profitable, a remarkable result. 
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Furthermore, our ophthalmic hospital in Vietnam and the PARIS MIKI store within the hospital have recovered 
to the state they were in before the pandemic. 

Thailand, Malaysia, and the Philippines have also managed to turn a profit. While these regions struggled 
quite a bit two fiscal years ago, we saw significant improvement in the last fiscal year. 

Two fiscal years ago, we had an operating loss of JPY238 million in our overseas business, but this fiscal year, 
due to improvements primarily in Southeast Asia, we have reduced our operating loss to JPY38 million, 
significantly reducing our loss. 

Our Chinese subsidiary is still struggling, but our consolidation efforts are progressing smoothly, and we are 
also focusing on new initiatives, especially the sale of myopia control lenses. The unit price of glasses per 
person exceeds that of PARIS MIKI in Japan, indicating a shift towards the sale of high-quality glasses. We have 
received reports that the loss in China will significantly improve within one to two years, and that we may 
start seeing profits from the third year onwards. This fiscal year, we report a break-even point in our overseas 
business, but I personally believe that turning this into a profit won't be too difficult. 

 

Next, I will report on our domestic business. 

Since 2016, as I mentioned earlier, we have put a lot of effort into renovating our stores. Initially, our staff 
had quite a few questions about our new store designs, wondering why a glasses store needed to look 
different, or why we needed a drum display. However, once the renovations were complete, it became clear 
from the results that many people supported the new design, and we have been able to establish a 
cooperative system with our employees all working towards the same goal. 

Despite the situation around COVID-19, we continued to invest aggressively in the last fiscal year. As initially 
planned, we opened 18 new stores and renovated 22 stores with a new type of design. 
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This is a graph showing the average figures per store for our domestic business renovations and post-
renovation. As you can see, there is a significant difference in both sales and operating income, so we would 
like to continue accelerating this store strategy. 

In particular, in the case of our lodge-type stores, the sales and profitability are even higher than the average 
for all stores post-renovation. Currently, we have 28 of these stores, and we plan to increase this to 70 or 80 
over the next five to six years. We are confident that this will become a mainstay in suburban areas and garner 
the support of many customers. 
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This is one of the lodge-type stores that opened last year, the Konosu store in Saitama Prefecture. Konosu is 
known for its large driver's license center, and many people come to this store to get glasses when renewing 
their license. 

As you can see in the photo, this is a driving simulator, the same kind found in the driver's license center. It's 
a finely crafted driving simulator made by Honda. As accidents caused by elderly drivers aged 75 and over 
have become a social issue, mandatory courses like this one have become more common. Customers 
appreciate being able to simulate how well they can see with their current glasses or newly made ones. 

Since creating stores that fit the community is also part of PARIS MIKI's policy, we plan to continue opening 
stores with themes that match the local area, including lodge-type stores. 
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Furthermore, the national certification for eyeglass crafting technicians was implemented in 2023. 

This is a national certification. Until now, when people bought glasses for the first time, they often wondered 
where to buy them—was it about the price? Or was it about recognizing that glasses are medical devices? 
Especially for those who want to purchase bifocals for the first time, it is impossible to take accurate 
measurements without a high level of knowledge and skill about glasses. 

As a guideline for this, we have been participating in this movement for over 10 years, and we have a glasses 
school called WOC. In conjunction with them, we have been conducting distance education for over 10 years. 

As a result, while there are about 6,000 people nationwide who passed the national certification exam for 
eyeglass crafting technicians in the first year, our group produced 746, which is the highest number in the 
industry. We believe that by promoting this, people will recognize PARIS MIKI as a company that can deliver 
high-quality glasses, not just based on price. 
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Next, I would like to talk about KIMPO-DO, another one of our domestic businesses. 

Although it's a group company, it mainly operates in department stores. Particularly, the stores located in the 
metropolitan area have been affected by the drop in inbound tourism, and there was a trend where more 
elderly people started visiting when the COVID-19 situation began to ease slightly. 

Moreover, Tsuneyoshi, who will become the Representative Director of PARIS MIKI this time, has dedicated 
his efforts to rebuilding KIMPO-DO over the past four years, and this time, it has posted its highest profits 
since joining the PARIS MIKI Group. Therefore, we believe that he can be expected to contribute significantly 
to the operations of PARIS MIKI in the future as well. 
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Lastly, allow me to briefly discuss our social contribution initiatives. 

Here we have an initiative called Green Up, which is held during World Glaucoma Week, and this year marks 
our fourth participation. It is a campaign where we light up the storefronts with green lights. 

Additionally, we host a senryu contest for individuals with low vision, in collaboration with the Japan 
Ophthalmologists Association and the non-profit organization NEXT VISION, as part of their initiatives to 
support individuals with vision impairment. This is the fifth time we're hosting this contest, and we plan to 
continue activities like this in the future. That's all from me. 

Kayama: Next, Tsuneyoshi will report on our future initiatives. 

Tsuneyoshi: I am Tsuneyoshi, thank you for your time. I took up the position of Representative Director at 
PARIS MIKI this April. 

As mentioned earlier, I served as the Representative Director of KIMPO-DO last fiscal year. Upon taking office, 
there are several points that I believe I am expected to address, both as a representative and from the 
employees, which I would like to introduce. 

Firstly, my predecessor, Sawada, had been in office for seven years, and I am exactly 12 years younger than 
him, which is a generational change. I personally think that a change in president is a major turning point in 
the story, so I believe that there is a great opportunity here, and I think that many employees also have high 
expectations for this. 

In addition, as mentioned earlier, KIMPO-DO achieved its highest profits under my leadership. Therefore, I 
have a strong commitment to generating profits. I believe that profit is indispensable for the continuous 
existence of a company, for the prosperity of its employees, and for continuously providing excitement and 
assurance to our customers. Therefore, I have a strong commitment to generating substantial profits. 
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Furthermore, there are expectations around the last store strategy that Sawada created, as explained earlier. 
Although the stores of Miki are changing rapidly, I think my job is to infuse these changes with soul. I believe 
that my strength lies in performing the task of carefully building a "Bukkaku", literally, a Buddhist temple, and 
placing the "Buddha", spirit, inside it, one by one. 

Having started my career as a new employee in the sales department of PARIS MIKI, I have been in sales for 
30 years. I have always been at the store front, where I'm very good at sales and enjoy customer service. 
Ideally, I would still like to be standing at the store front and making sales even today. 

However, with 620 stores at present, I can't provide customer service myself at every store, so I rely on our 
3,000 employees to stand in my place. From April, we have introduced a new communication strategy, where 
instead of just delivering my thoughts and directions, we have discussions as you see in this picture, and half 
the time is spent hearing what the employees thought about what was conveyed and any opinions they may 
have. We have already carried out this process in six locations nationwide. 

In parallel with this, I've mentioned that I will be visiting all 620 stores within this year. The purpose is not just 
to make rounds, but to have direct dialogues with the employees at each store, and to personally request 
each one of them to stand at the store front on my behalf. 

Just last week, I visited Sapporo, Iwate, and Akita, the places marked in red on this map. Some employees 
were genuinely delighted and surprised, saying things like, "This is the first time the President has visited," or 
"The President came for the first time in 20 years." Many employees are holding the expectation that the 
Company might be changing. However, I genuinely believe that if we want to make a change, it will not happen 
unless we take specific actions. That's what I would like to convey to you today. 
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First, I would like to explain our overseas operations. 

As I touched on earlier, for the previous fiscal year, the figures improved significantly more than expected, 
which was a positive factor. For this fiscal year, I would like to convey that we aim to return to a break-even 
point. 

Here, this is the business model in Vietnam, where there is high profitability. We plan to expand this model, 
which is a collaboration between good glasses stores and good optical stores, in Cambodia and the Philippines 
during this fiscal year. 

Also, in Japan, we have been able to leverage the advantages of operating overseas to a great extent. This is 
related to the exchange of human resources; we have seen a significant shift in personnel, which allows us to 
take advantage of each other's strengths. Moreover, there are benefits to being able to experiment overseas 
with businesses that are particularly difficult to run in Japan. 

Regarding recruitment, it's currently quite challenging in the retail sector. However, expanding into 13 
countries overseas has been beneficial in terms of recruitment, and the return of employees who have worked 
overseas to Japan contributes to the development of strong human resources. This has been a significant 
advantage. 
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Next, I will talk about our domestic store strategy. 

This was the primary strategy of my predecessor, Sawada. I plan to continue to push forward with this strategy, 
especially since we have a lot of significant store impairments. I believe we have to put a stop to this, so I have 
changed the previous flow to a more stringent standard and process. This change took effect in April, and it 
applies to renovations and new stores. I believe we can avoid significant store impairments by strictly judging 
investments in terms of their return on investment, or ROI, especially in terms of their cost-effectiveness. 

Also, the chart here shows the number of store openings and closings. Our company has been decreasing the 
number of stores steadily since 2018. I believe we have finally managed to organize this. However, there are 
always some closures that are unavoidable. This can be due to things like leases ending at shopping centers 
or shopping centers themselves closing down. 

Considering the future, what is happening in the current eyewear industry is that the number of store closures, 
especially those of mom-and-pop shops, has rapidly accelerated over the past year. As other companies in 
the same industry are closing, there are significant benefits to remaining players. We have also made 
considerable progress in consolidating and eliminating stores, so we see this as an opportunity and intend to 
actively expand our business. 
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Next, I would like to focus on a major factor in our initiatives, which is our strategy focusing on the baby-
boomer junior generation. 

The baby-boomer junior generation is mainly those in their 40s and 50s, and currently, those from the baby 
boomer's generation account for a large part of our sales. 

Customers from the baby boomer generation who come to our stores are very youthful in their tastes and are 
up-to-date on the latest trends, and many see themselves as young. However, instead of catering to the young 
generation, we aim to create stores and product strategies that please customers in their 40s and 50s by 
catering to their tastes. 

In particular, for frames, as we have our own factory, we can create products that are functional, especially 
lighter or easier to wear. Also, collaborations with companies from other industries have been well received 
when launched, so we will continue to release such collaborative products. 

Regarding lenses, dimmable lenses have been growing significantly since the year before last. In many 
countries abroad, it's common to have dimmable lenses, but in Japan, the demand for super-hard lenses that 
darken when you go outside and lighten when you come inside has not grown much. However, dimmable 
lenses have been rapidly growing since about a year ago. I think this, along with lenses for smartphones, will 
be points of focus for us. 

As I mentioned earlier, for lenses, progressive lenses are becoming the norm for the baby boomer junior 
generation. We have national certification and offer visual life care, where we prepare detailed examination 
items and use an eye pointer on an iPad, a tool unique to us, to accurately measure eye focal lengths. If you 
are going to create progressive lenses, we believe you need such machines and knowledge to make a proper 
fit. We would like to carry out marketing activities, centered on digital, with the idea that when it comes to 
progressive lenses, you think of PARIS MIKI. 
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Next, let's talk about sunglasses. 

As I mentioned earlier, sunglasses are the product category that is growing the most this fiscal year. Compared 
to our competitors, we have a distinct advantage in offering national brand sunglasses. Rather than our own 
products, there's a significant demand for national brands, especially branded sunglasses. We carry a large 
number of these national brands, so we have a clear advantage over our competitors in this regard. 

The production of glasses has been taking longer recently, and it generally takes about a year to make glasses 
and sunglasses. So, our abundant stock for this period, as a result of ordering products to match our needs 
half a year, a year ago, has shown growth in April and May, with particularly strong growth for sunglasses at 
over 150% of last year's level. We have high hopes for this product category, and we want to further expand 
the results achieved by leveraging the efforts of my predecessor, Sawada, who aimed to create a market with 
sunglasses, as explained earlier. 
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Next is audio products. 

This is where we see a significant increase in demand for hearing aids. After the pandemic, the elderly, who 
had been less active, are starting to be active again, and while department stores are seeing a rapid return in 
growth, the increase in demand for hearing aids is particularly notable. 

We were the first in the industry to introduce a subscription system for hearing aids, which are usually high-
cost items. It's not always easy to buy them outright, but by introducing a system where you can try them for 
a monthly fee of JPY3,000 or JPY4,000, we've lowered the hurdle for their use. 

In recent years, as written here, there is a bit of selection based on design. Traditionally, hearing aids have 
been associated with the elderly, but we have reframed this as audio products. The act of listening is not 
limited to the elderly—younger people listen to music too. Nowadays, there are more devices that serve as 
both headphones or earphones for listening to music and as hearing aids. We were quick to spot this trend 
and would like to expand in this area. 
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Another significant factor for this fiscal year is indeed our response to inbound tourism. 

Our group has a significant presence in department stores compared to our competitors. Both KIMPO-DO and 
PARIS MIKI have stores in department stores. In major cities, especially with regard to inbound tourists, we've 
experienced a significant downturn in the past three years, but this fiscal year, we're seeing a very positive 
rebound. As of last month, April, we've already recovered to 85% of the pre-pandemic level. Even though the 
number of customers from China hasn't fully recovered yet, the number of inbound customers is being driven 
by tourists from the US and Taiwan. We anticipate that the situation will surpass the levels of 2018 once 
Chinese tourists return after May. 
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Lastly, to sum up, our company has always been guided by the management philosophy of putting our 
customers and their future first, which is closest to my heart. In business, the natural inclination is to maximize 
the sales to customers who visit us each day. However, we have declared that we want to become a company 
that focuses all its efforts on reflecting on and meeting our customers' current circumstances and shopping 
needs. 

To that end, we introduced the Net Promoter Score or NPS around the autumn of last year to more specifically 
track the trends of customers in each block and each store, as well as the interactions of each employee. We 
have implemented a system since April that allows us to see what kind of evaluations are being made, what 
kind of specific services are being offered, where there are points of dissatisfaction, and where there are 
opportunities for improvement. 

In line with this, we believe it is essential to raise the PARIS MIKI standard as we aim to be a hospitality brand. 

The reason for this is that no matter how much I, as the President, speak positively, the experience of the 
customers who use our services and their experience in our stores is everything to the PARIS MIKI brand. We 
believe that unless the customer experience improves, PARIS MIKI Inc. will not improve, so we are focusing 
all our efforts on the experience at our stores and plan to review each aspect carefully. 

With this comes digital transformation, or DX. I believe this has become indispensable. From the perspective 
of productivity, we will improve our business flow, moving everything from paper to digital, and shift all 
communication with customers to digital. We have been implementing changes in this direction since April, 
such as flying banners or F-banners and map engine optimization or MEO measures, and we will accelerate 
DX even more. 

Another thing is a review of efficiency, which is not about cost cutting. As I mentioned earlier, it is necessary 
to pay our employees more, so to secure good talent, we think it is necessary to improve efficiency, so we will 
review this aspect. Also, we are considering collaborations with other industries in this fiscal year. I believe 
there will be a time when we can announce this through IR. 
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The COVID-19 crisis has certainly prevented us from proceeding as originally planned in many ways, but even 
in this context, Sawada proactively made store investments and significant other investments, and the 
consolidation and closure of unprofitable stores has been progressing significantly. 

For this fiscal year, we have kept the medium-term plan we originally announced, but we are confident that 
we can exceed this plan significantly, and we would like to move forward with this confidence. We appreciate 
your continued support. Thank you. 

 

Kayama: Lastly, I would like to talk about our earnings forecast for the fiscal year ending March 2024. 

For the fiscal year ending March 2024, we are planning for sales of JPY48,300 million, which is 101.9% of the 
level in the previous fiscal year, operating income of JPY1,025 million, ordinary income of JPY1,210 million, 
and net income of JPY610 million. 

As main premises, we are planning for 20 new domestic store openings, 19 store closures, 28 store 
renovations, and a total of JPY2,594 million in capital investment across the group. 
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As for dividends, in the fiscal year that just ended, we distributed JPY3 per share at the end of the interim 
period and JPY3 per share at the end of the full-year period, for a total annual dividend of JPY6 per share. For 
the current period, we are similarly planning to distribute JPY3 per share at the end of the interim period and 
JPY3 per share at the end of the full-year period, for a total annual dividend of JPY6 per share, based on our 
current forecast. 

With this, we would like to conclude the financial results presentation for the fiscal year ended March 2023. 
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Question & Answer 

 

Kayama [M]: As mentioned earlier, we would be happy to address any questions during this time. If you have 
a question, please indicate by raising your hand. Does anyone have any questions? 

Participant [Q]: Thank you. It's nice to see that your business performance seems to be recovering. While it's 
quite challenging to draw clear distinctions, I notice that as we emerge from the pandemic, the broader 
economy, as evidenced by recent GDP figures, shows a trend of personal consumption leading the recovery. 

Could you give us a sense, even if it's just an estimate, of how much of the improvement in your figures is due 
to the broader recovery from the pandemic, versus the results of internal efforts such as store renovations 
and new openings? I understand it's difficult to put precise numbers on this. 

Sawada [A]: Our stores in major cities, in particular, were greatly affected by the decrease in inbound traffic, 
causing them to struggle significantly during the pandemic. Our primary target in these cities was attracting 
young customers, especially in areas like Shibuya, Harajuku, and Shinsaibashi. 

Our Shibuya store, for example, was our most profitable, yet even that store faced an incredible downturn, 
falling into the red. Thankfully, we are now seeing it return to its performance level in 2019. 

Despite these challenges, we also worked to tap into domestic demand that was independent of inbound 
tourism. While we had been focusing on sunglasses, we found it equally important to offer high-quality 
eyeglasses that combined technical excellence and quality. 

Our goal was not to create high-priced glasses, but rather to focus on providing the right pair of glasses that 
would meet each customer's needs and desires. After the pandemic and with the rebound of inbound tourism, 
this strategy has been particularly effective in our urban stores. 

As for our suburban stores, they were not as impacted by the pandemic as our city-based locations. Therefore, 
after seeing a significant drop in performance in April and May of 2020, a recovery trend was led by these 
suburban locations. Despite the circumstances, we actively opened new lodge-style stores. Even though 
competition was increasing, when a new lodge-style store opened, the growth rate often doubled, especially 
as the customer base changed. This is because suburban stores tended to be supported by older customers. 
But now, we're seeing a younger demographic, including the baby boomer junior generation, visiting our 
lodge-style stores. 

So, what are we doing with the introduction of lodge-style stores? We're not just selling glasses; we're hosting 
various events. These include music events, cooperating with locals to host markets, and even collaborating 
with other companies. For instance, with the recent popularity of camping, we display tents and show how to 
assemble them. Additionally, we've collaborated with a glassmaker called Aderia Retro [inaudible], and with 
their help, we host events where customers can create their own original Aderia Retro pieces. We also host 
events like nagashi-somen competitions, or fine white noodles flowing in a small fume and invite food trucks. 

The purchase cycle for glasses in Japan is quite long because we don't have an established insurance system. 
In other countries, private insurance can cover up to about USD200 per year, but in Japan, we don't have such 
a system. Therefore, once customers buy glasses, it's quite a while before they replace them. Thus, we need 
to find ways to keep customers engaged during that time. 

When we aim to sell high-quality glasses like ours, it's important to strengthen our connection with customers. 
At our lodge-style stores, customers can also drink coffee. Customers inherently feel a resistance to the idea 
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of receiving services for nothing. Therefore, when they come in for a coffee, we take the opportunity to make 
adjustments and clean their eyewear. They are then encouraged to return in two weeks' time. I believe such 
initiatives are extremely crucial. 

In terms of the effect of renovations, it's not just about the numbers. I can tell you that it has also had the 
effect of significantly broadening our customer base. 

Participant [Q]: Sorry, this question also connects to my next one, but if I understand you correctly, the 
previous fiscal year was largely marked by a rise in sales at existing stores. I noticed a figure around 97.5% in 
August or so. However, the prior period was impacted by COVID-19, a situation that wasn't unique to your 
company. 

In the current fiscal year, we're likely already recovering from COVID-19. Even if we factor out the positive 
impact of this recovery, I believe there's a chance that the results of your various efforts might start to become 
evident. That said, your current year's forecast for total sales, which shows a 1.9% increase from the previous 
fiscal year, seems rather conservative. 

I understand the situation with new stores, but how are you viewing the performance of your existing stores, 
especially considering the projection of only a 1.9% increase in sales? As far as the stores are concerned, 
there's a net increase of one, right? Considering you're opening 20 new stores and closing 19, it's the first net 
increase in quite some time, though it may be rude to say it's been a long time. With 28 renovations, if you 
think about it in financial terms, it seems like it would contribute positively to financial results. 

If that is so, then, how do you reach a projection of a 1.9% decline in sales for existing stores? I think that was 
in the data file, right? I see. I'll check that again. If it's no trouble, I'd like to confirm just the numbers. Sorry, 
I've skimmed through the materials, but I've forgotten the figures. 

Company Representative [A]: In terms of both existing and all stores, we're planning for a net increase this 
fiscal year. But on the flip side, there were a considerable number of store closures in February and March. 
Those numbers will be reflected in our yearly totals, so to speak. To put it extremely, there's generally a two-
year cycle, and the offset of this shift will inevitably surface in sales and [inaudible]. 

Participant [M]: I'll check the data file again to confirm those numbers. Sorry about that. 

Kayama [M]: Are there any further questions? 

Participant [Q]: I apologize for my late arrival and subsequent query. I have a lasting impression of your 
company from a time when consistently turning a profit of more than JPY10 billion was almost a given. It's 
striking to witness the struggles of late and how time has shifted. 

Could you help provide clarity on what you anticipate as your normal level of sales and profits in the post-
COVID-19 environment? An earlier question referred to reactionary impacts, among other things. So, what 
can be considered as your business's current natural strength or potential? I imagine your strategy involves 
striving for growth beyond these figures, but could you give us a sense of the natural level of sales and profits 
we should consider as a baseline? That's my first point. 

Additionally, it seems to me that the price of glasses has dramatically decreased. Conversely, there appear to 
be companies that have successfully targeted the senior demographic, sold at higher price points, and thus 
emerged from lengthy periods of difficulty. As we face an inflationary situation, how do you perceive the 
appropriate price point for glasses? 
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Given the growing elderly population, issues around vision will inevitably rise. I don't foresee a decline in the 
number of people with myopia either. With these factors in mind, what would you consider the fair price for 
a pair of glasses, or rather, the price you aim to achieve? Could you share your perspective on this matter? 

Sawada [A]: I believe you've asked two questions. The first one is, how much progress should we expect in 
the financial results if we go by the pre-COVID-19 level? This is just asking for a rough estimate, right? 

Participant [Q]: It's not so much about progress, but rather, in the post-COVID-19 environment moving 
forward, what are the expected levels of natural sales and operating income for your company? When I say 
natural, I mean without the influence of tailwinds. 

Sawada [A]: Do you mean the numbers reflected in our three-year medium-term plan? 

Participant [Q]: I'm sorry, but I'm not referring to the medium-term plan. Of course, I understand the medium-
term plan involves striving for certain targets, but in the current business environment, what would you say 
is the real strength of the business? 

Sawada [A]: The medium-term plan isn't really about stretching beyond us; it's more about the natural 
strength. 

Participant [Q]: So, I should understand that this is the expected level under natural conditions. Is that 
correct? 

Sawada [A]: Indeed. Regarding your second question about what the appropriate price for glasses should be, 
the situation in Japan is somewhat unique. Glasses here are exceptionally cheaper compared to Western 
countries. Take France for instance, the eyeglasses market there is twice the size of Japan's despite having 
only half the population. 

What happened was that since the year 2000, a massive influx of low-priced Chinese products disrupted the 
market. Glasses are supposed to provide a precise fit. Our faces aren't symmetrical, and ideally, the distance 
between the lens and the cornea should be set at 12 millimeters. However, with cheap, injection-molded 
frames, you can't achieve that kind of fitting. They're practically one-size-fits-all products, so they may fit 
unevenly on different faces. 

However, because these glasses are made from lightweight materials and aren't uncomfortable, they're 
probably not seen as problematic, even though from an engineering standpoint, they're far from ideal. This 
view has become mainstream in Japan, leading people to believe that glasses should cost somewhere around 
JPY5,000 to JPY8,000. 

This isn't the case in France, the US, or other Western countries, in part due to the presence of optometrists—
qualified individuals who perform eye exams. One positive development in Japan this year is the introduction 
of a national certification exam for eyeglass technicians. I think it's important for us to explain to consumers 
what really makes a good pair of glasses, and to help them understand the value of a medical device like 
eyeglasses. Take bifocals, for instance, they're quite tricky to fit properly. And given that staff at lower-priced 
eyewear stores are predominantly part-time workers, selling bifocals can be a real challenge. 

So, what I mean is, bifocals can sometimes be challenging to see through properly. Consequently, many 
people tend to use two separate pairs of glasses—one for near vision and the other for distance. 

Now, as for lens options, our selection is quite extensive, including quality lenses for bifocals that go up to 
roughly JPY200,000. However, other companies might just select a single type of lens, buy it in massive 
quantities to reduce cost, and then use that single type for all their glasses. So, it's not without difficulty to 
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produce high-quality glasses for a mere JPY10,000. This is especially true considering our perspective on 
eyewear as medical devices in their original sense, adhering to the standards prevalent in Western countries. 

When you ask about a reasonable price, we can even offer a pair of Japanese-made bifocals for JPY19,800. So, 
in my estimation, you should be able to get a high-quality pair for around JPY20,000. 

Participant [Q]: How are you planning to increase prices in the future? I get the feeling your company thinks 
they're currently too low. 

Sawada [A]: We're currently expanding our original brand. If you look at our website, you'll see it's called 
DIGNA Classic. We have two DIGNA HOUSE stores, one on Kotto-dori Ave. and another in Ura-Harajuku. The 
average price for frames at these stores exceeds JPY30,000. We're selling over 10,000 of these products 
annually, showing there's a definite market for them. 

The glasses I'm wearing now are from Sabae Koki, another one of our own brands. They're made at our Create 
three factory in Sabae. Primarily, these glasses are sold at KIMPO-DO and our other [inaudible] stores. The 
frames alone range from JPY40,000 to JPY50,000 and sell quite well. 

They offer different functionality and are made of different materials. For instance, these frames are made of 
a material called rubber metal, a type of biocompatible titanium. This type of titanium is safe enough to be 
implanted in the body without causing allergic reactions. It costs 10 times as much as regular titanium. Only 
four factories worldwide can process this material. We believe that highlighting such unique materials can 
strongly appeal to customers seeking high-quality products. 

Kayama [M]: As we have reached the scheduled end time, we will conclude PARIS MIKI HOLDINGS' Financial 
Results Briefing for the Fiscal Year Ended March 2023. 

Thank you all for joining us today. 

[END] 

______________ 
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