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* Shops of the private brand "ZOZO" and "Multi-Size" are not included to the number of shops.

（shops）

① Consignment sales      
② Outright Purchase / Production & Sales
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Average retail price

YoY comparison
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* The results are only from the ZOZOTOWN business (https://zozo.jp). PayPay Mall" is not included.
* Excluding the users who only purchased the body measurement device“ZOZOSUIT”“ZOZOMAT”and“ZOZOGLASS”.
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Average order value

YoY comparison
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Average order value = Gross Merchandise Value / Number of shipments
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* The results are only from the ZOZOTOWN business (https://zozo.jp). PayPay Mall" is not included.
* Excluding the users who only purchased the body measurement device“ZOZOSUIT”“ZOZOMAT”and“ZOZOGLASS”.
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FY2022 Plan*

Gross Merchandise Value

Gross Merchandise Value

543.8 billion yen

181.3 billion yen

51.5 billion yen

10.4%

51.5 billion yen

35.9 billion yen

119.74 yen

60 yen

4.1%

3.7%

3.7%

9.1%

6.9%

495.8 billion yen 7.3%

Net sales

Operating profit

Operating Profit Margin
 (% to the Gross Merchandise Value)

 (excluding other GMV)

Ordinary profit

Profit attributable to owners of parent

Net profit per share

Estimated dividends per share (Plan)

YoY

* Operating profit margin is calculated by operating profit divided by gross merchandise value (excluding other GMV).
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Impact of retail price hike
There is no negative impact on the business, 

while retail prices are rising.

Trends in retail 
price increases

Prices for the latest 
AW items increased by

3 -5%
＋3%

in YoY
depending on the category.

in YoY

＋7.8%
in YoY

Average order 
value increased

Number of shipments
 also increased
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3 pillars of the strategy

2

3

Increase traffic from other than “BUY”
Basic strategy on how to expand ZOZOTOWN

Step into the “Production Support”
How to increase revenue points other than eCommerce

Try “technology licensing sales”
How to expand in overseas

1

O
verseas

D
om
estic
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1. Increase traffic from other than “BUY”

Increase traffic from other than “BUY”
We will enhance the level of mind awareness for the purchase

ZOZO as the place “to buy” fashion ZOZO as the place“for” fashion

Present In the future

Traffic from other than “BUY”

Traffic “to BUY”

Easy to shop,
wide range 
of items

What kind of value-added
offerings are needed 
in the preliminary stages 
of wanting to buy?
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1. Increase traffic from other than “BUY”

More Fashion

Better Fashion Tech
- Explore your style.

Make you delighted. -

We added “Explore your style. Make you delighted” 
to our management strategy.

We will evolve 
the awareness that 
ZOZO is the place 
“to buy” fashion 

to 
ZOZO is the place 
“for” fashion.
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1. Increase traffic from other than “BUY”
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COMING SOON

1. Increase traffic from other than “BUY”
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2. Step into the “Production Support”

Make inventory risk zero 
for the fashion industry

Production support service
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Comparison of the number of pieces sold per a model

We have found that even if it takes longer to deliver a product, 
customers are still willing to buy it.

The model for 
Made by ZOZO sold 

1.5  times 
more than ordinary items.

Items other than 
“Made by ZOZO” Made by ZOZO

In 10 days
from the order at earliest

In 4 days
from the order

WOMEN

MEN

Target items: Compared within the same shop
Comparison period: 9/22/2022 - 10/18/2022

“Made by ZOZO” started steadily.

2. Step into the “Production Support”
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3. Try “technology licensing sales”
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Reactions from social media 
to ZOZOFIT’s release

3. Try “technology licensing sales”

There were many positive reactions abroad.

So dope!!! 🔥🔥🔥

You’re back!!!

Start again! 
Congrats

You’re back!!!!!
Finally😅

 Love this!! 🔥🔥🔥🔥

YES. I thought it was 
absolutely genius.
I hate measuring tapes.
Zozo was SO much easier.
Love that they’re doing 
this now!

100%.I even reached 
out to a few folks I knew 
in the fitness world 
to see if they’d be 
interested in trying to 
pick this up.
Really excited they saw 
their true market. 
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