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*Operating profit margin is calculated by operating profit divided by the gross merchandise value (excluding other GMV)

billion yen

billion yen

375.5
（ +23.4% YoY / Achievement rate 79.4% ）

billion yen341.5
（ +13.6% YoY/Achievement rate 75.8% ）

38.7
（ +14.8% YoY / Achievement rate 81.1% ）

Gross Merchandise Value

Gross Merchandise Value
(excluding other GMV)

Operating Profit

Operating Profit Margin ％11.4
（ +0.2 points YoY ）



* %Gross Merchandise Value are represented in percentages after division by gross merchandise value (excluding other GMV).

* From the fiscal year ending March 2022, we are disclosing the GMV and net sales in new business segmentation. For detail, please refer “Change of business segments” in P.34.

* Effective from the fiscal year ending March 2022, we have adopted the new accounting standards for revenue recognition.

  Until the fiscal year ended March 2021, points-related expenses, which had been recorded in SG&A expenses, were reduced from sales in the respective businesses, and the results are disclosed as net sales.

（million￥）

YoY (%)

Net sales

SG&A

YoY (%)

(%Gross Merchandise Value)

Operating profit

YoY (%)

(%Gross Merchandise Value)

Gross Merchandise Value

Gross Merchandise Value
(excluding other GMV)

FY2021

2Q1Q

112,695

102,367

13.5%

37,346

23,851

10.6%

23.3%

11,200

18.1%

10.9%

3Q

145,999

132,519

15.0%

47,565

29,656

15.2%

22.4%

14,987

8.0%

11.3%

116,812

106,700

11.9%

38,866

24,333

11.3%

22.8%

12,591

20.8%

11.8%

FY2020

1Q

95,330

95,330

19.5%

33,674

21,860

18.3%

22.9%

10,423

33.9%

10.9%

3Q

118,611

115,247

22.2%

41,987

25,742

1.4%

22.3%

13,880

126.4%

12.0%

4Q

115,194

106,999

17.3%

38,922

26,714

25.5%

25.0%

10,358

21.8%

9.7%

2Q

90,301

90,195

13.0%

32,818

21,571

4.3%

23.9%

9,482

73.4%

10.5%





*“Fixed costs” include payroll costs for employee, outsourcing commission 
  (excluding logistics-related expenses), rent expense and depreciation.
 “Variable costs” include logistics-related expenses (including outsourcing), 
  shipping and commission of payment collection.
  “Other expenses” include all expenses other than fixed costs and variable costs.（bn￥）

33.7
Operating 
Profit

Changes in net sales and gross profit Changes in SG&A expenses

38.7
Operating 
Profit

・ Increase in gross merchandise value
    (Including PayPay Mall)

・ Due to the adoption of the accounting standards for revenue recognition,
    point-related expenses were deducted from net sales from this fiscal year

+8.4

Increase in sales
from consignment
shop commission

Increase in sales from 
advertise-ment business

+1.7
・ Increase in tandem 
    with gross 
    merchandise value 
    (shipping expenses, 
    settlement 
    commission, etc.)

+3.4

Other gross
profit increases

・ Increase in
    the number of
    logistics bases

・ Increase in 
    outsourcing

・ Increase in the 
    number of 
    employees

-2.7
Increase in fixed costs

・ Increase in gross
    merchandise value

-3.7

Increase in 
variable costs

-1.9
Increase in 
promotion related 
expenses

-0.1Increase in 
other expenses・ Increase in advertis-

ing expenses from 
active implementa-
tion of TV commer-
cials etc.

・ Due to the adoption 
of the accounting 
standards for reve-
nue recognition, 
point-related ex-
penses were de-
ducted from net 
sales from this 
fiscal year

FY2020 3Q FY2021 3Q



Current assets

Cash and deposits

FY2020
(as of March 31, 2021)

FY2020

65,180

20,000

4,968

70,149

55,651

-24,146

55,507

125,656

99,796

61,648

1,792

25,860

12,019

2,915

10,925

125,656

(as of March 31, 2021)

Merchandise and 
finished products

Noncurrent assets

Tangible assets

Intangible assets

Investments and
other assets

Total assets

Current liabilities

Short-term borrowing

Total liabilities

Noncurrent liabilities

Shareholders' equity

Treasury stock

Total net assets

Total liabilities
and net assets

FY2021 3Q
(as of December 31, 2021)

FY2021 3Q
(as of December 31, 2021)

（million￥）

95,035

50,937

2,050

24,677

11,673

2,560

10,443

119,713

66,725

20,100

5,732

72,457

47,268

-44,784

47,255

119,713



We are considering to move to the new market segments (Prime Market) of 
the Tokyo Stock Exchange that is scheduled to open in April 2022.

We are implementing the above measures in order to meet one of the requirements of the Prime Market; 
the ratio of tradable shares must be at least 35%. 

When the distribution to the market is completed, the ratio of tradable shares is expected to exceed 35%.

Existing
shareholders

(Mainly the founder, Mr. Maezawa)

Securities company 
which the stocks 
will be allocated

Stock market

Date of resolution to determine conditions: May 27, 2021
Total number of issuable shares: 6,780,000 shares
Ratio to the number of shares issued: Approx. 2.2%
Date of Allotment: June 15, 2021
Exercise period of stock acquisition rights: 
June 16 2021 to June 15,2023

Date of acquisition: May 25, 2021
Total number of shares acquired: 8,544,000shares
Ratio to the number of shares issued: Approx. 2.7%
Method of acquisition: ToSTNeT-3

Purchase of 
treasury stock

Issuance 
of stock 

acquisition rights
Distribution 
to the market 

※As it was disclosed in JPX website on January 11, 2022, we met the criteria for the prime market and chose it.



① Consignment sales
② Outright Purchase / Production & Sales
③ USED sales
④ PayPay Mall
⑤ BtoB Business
⑥ Others

* YoY are calculated with GMV excluding “⑥ Others”.
* From the fiscal year ending March 2022, we are disclosing the GMV and net sales in new business segmentation.
  For detail, please refer “Change of business segments” in P.34. Figures in above are after the change.

（bn¥）
FY2019 1Q FY2019 2Q FY2019 3Q FY2020 2QFY2020 1Q FY2020 3Q FY2020 4Q FY2021 1Q FY2021 2QFY2019 4Q

⑤ 3.1%

③ 4.5%

② 0.7%

① 91.7%

79.7
⑤ 2.4%

③ 4.4%

② 0.4%

① 92.8%

79.8
⑤ 3.4%

④ 0.4%

③ 5.0%

② 0.７%

① 90.5%

94.2

⑥ 0.1％

⑤ 5.2％

④ 4.8％

③ 2.9％

② 0.３％

① 86.7％

90.3
⑤ 6.3％

④ 4.6％

③ 2.2％

② 0.5％

① 86.4％

95.3

⑥ 2.8％

⑤ 5.1％

④ 6.2％

③ 3.2％

② 0.５％

① 82.２％

118.6

⑥ 7.1％

⑤ 5.0％

④ 10.5％

③ 2.7％

② 0.３％

① 74.4％

115.1

⑥ 9.2％

⑤ 5.5％

④ 8.5％

③ 2.9％

② 0.6％

① 73.3％⑥ 9.2％

⑤ 5.5％

④ 8.3％

③ 2.7％

② 0.5％

① 73.8％

⑥ 8.7％

⑤ 5.3％

④ 8.4％

③ 2.2％

② 0.6％

① 74.8％

116.8 112.6

⑤ 4.8%

④ 6.3%

③ 4.3%

② 0.7%

① 83.9%

91.2
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145.9

FY2021 3QFY2021 1QFY2019 4Q



Total SG&A

Others

Stock Compensation Expenses

Amortization of goodwill

Depreciation

Rent expense

Reward points related expenses

Advertising

Promotion related expenses

Commission of Payment collection

Shipping

Outsourcing Commission
(Excluding Logistics-Related Expenses)

Logistics-Related Expenses
(Including Outsourcing)

Payroll costs for employee

Payroll and staff costs(*)
Transition of the number of employees on consolidated basis： 
FY2020 3Q 1,280 → FY2021 3Q 1,381

Previous fiscal year: (1st quarter) Disruptions caused by the large volume of inventory received (2nd quarter) 
Efficiency reduced due to tight storage space for inventories. Current fiscal year: There were no major 
disruptions and operated efficiently. *Expanded logistics bases in the third quarter of the previous fiscal year

Packaging and freight to the gross merchandise value remained at the same level as 
the previous fiscal year, as there was no significant decline in order value.

Decrease in expenses from the change of vendor

Implemented proactive measures to attract customers such as TV commercials, 
and Web and SNS advertising.

Deduction from net sales instead of recording to the SG&A expense, due to the adoption 
of the accounting standards for revenue recognition

Undepreciated expenses of the old office were recorded as extraordinary loss in the 4th 
quarter of the last fiscal year

Increase in the number of logistics bases

Decrease in expenses due to the change of packaging materials (cardboard for delivery)

Amount Amount%Gross
Merchandise Value

%Gross
Merchandise Value

%Gross
Merchandise Value

FY2020 3Q

- -

FY2021 3Q YOY Increase / decrease factors

（million￥）

* Payroll includes directors’ remuneration, employee salaries, bonus, legal welfare expenses, welfare expenses, retirement benefits cost, provision for employee bonus, expenses of company pension premium, subcontracting payroll, a portion of expenses at 
logistics centers operation. “Employee” includes directors, full employees and personnel engaged in operations other than logistics operation, “Logistics-Related Expenses” includes part-timers, dispatched workers(subcontracting payroll) and substantial 
personnel expenses within outsourcing commission of staff working for logistics operations.  * Numbers of % Gross Merchandise Value are calculated by each expense divided by gross merchandise value (excluding other GMV).

-0.2%

0.1%

-0.3%

0.1%

0.0%

-0.3%

0.4%

0.9%

      

0.1%

-0.1%

0.0%

0.0%

-0.2%

-0.2%

21,631

8,906

12,724

4,387

23,359

8,206

7,128

7,128

　　　　  -     

4,295

1,436

303

77

7,014

77,841

6.3%

2.6%

3.7%

1.3%

6.8%

2.4%

2.1%

2.1%

     

1.3%

0.4%

0.1%

0.0%

2.1%

22.8%

6.5%

2.5%

4.0%

1.2%

6.8%

2.7%

1.7%

1.2%

0.5%

1.2%

0.5%

0.1%

0.0%

2.3%

23.0%

19,400

7,392

12,008

3,667

20,393

8,105

5,134

3,706

　1,428

3,740

1,502

274

31

6,924

69,174



＊ Operating profit margins are calculated by operating profit divided by gross merchandise value (excluding other GMV).
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Operating Profit Margin (% Gross Merchandise Value)

Operating Profit

7,786

9.8%
5,467

6.8%

6,131

6.5%

8,503

9.3%

13,880

12.0%

10,358

9.7%

14,987

11,200 

12,591

11.3%
10.9%

11.8%

10,423

10.9%

9,482

10.5%

FY2019 1Q FY2019 2Q FY2019 3Q FY2019 4Q FY2020 3Q FY2020 4Q FY2021 1Q FY2021 3QFY2021 2QFY2020 1Q FY2020 2Q



* Excluding the users only purchased the body measurement device “ZOZOSUIT”“ZOZOMAT”and “ZOZOGLASS”  
* PayPay Mall is not included.
 

0

2,000,000

4,000,000

6,000,000

8,000,000

10,000,000

FY2019 1Q FY2019 2Q FY2019 3Q FY2020 2QFY2020 1Q FY2020 3Q FY2020 4Q FY2021 1Q FY2021 3QFY2021 2QFY2019 4Q（member）

Number of total buyers = Active members and guest buyers who made at least one purchase within a year

　　Guest buyers = Total number of guest purchases within a year

　　Active members = Members who have made at least one purchase within a year

6,749,012

1,477,376

8,226,388

6,800,435

1,355,821

8,156,256

6,557,144

1,564,519

8,121,663

7,223,753

1,438,807

8,662,560

6,839,666

1,433,937

8,273,603

8,137,729

1,347,940

9,485,669

1,363,089

9,730,162

7,773,940

1,365,856

9,139,796

7,434,529

1,370,626

8,805,155

8,367,073

1,382,787

9,890,784 

8,507,997

1,391,472

10,103,351

8,711,879



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

0

200
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600

800

1,000

1,600

1,400

1,200

（shops） FY2019 1Q FY2019 2Q FY2019 3Q FY2020 2QFY2020 1Q FY2020 3Q FY2020 4Q FY2021 1Q FY2021 3QFY2021 2QFY2019 4Q

① Consignment sales      ② Outright Purchase / Production & Sales 1,5161,488

1,297
② 5

① 1,292

② 5

① 1,307

1,312 1,345
② 5

① 1,340

1,337
② 5

① 1,332

1,348
② 5

① 1,343

1,404
② 5

① 1,399

1,433
② 6

① 1,427

1,468
② 18

① 1,450

② 20

① 1,468

② 24

① 1,492
② 24

① 1,478

1,502



Average retail price

YoY comparison

* The numbers of average retail price are averages calculated from combined results of the ZOZOTOWN business.

* PayPay Mall is not included. 
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FY2019 1Q FY2019 2Q FY2019 3Q FY2019 4Q FY2020 3Q FY2020 4Q FY2021 1Q FY2021 3QFY2021 2QFY2020 1Q FY2020 2Q

3,381

-3.8% -3.5%
-3.1%

3,748

-4.1%

3,490
4,167

3,264
1.4%

4,301

Average retail price  = 
Gross Merchandise Value / Number of pieces

-4.5%

3,443

-11.8%

3,903

-1.4%
3,516

-3.9%

4,501

-5.6%

3,909

-10.7%



Average order value

YoY comparison

* The numbers of Average Order Value are averages calculated from combined results of the ZOZOTOWN business.

* PayPay Mall is not included. 
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FY2019 1Q FY2019 2Q FY2019 3Q FY2019 4Q FY2020 3Q FY2020 4Q FY2021 1Q FY2021 3QFY2021 2QFY2020 1Q FY2020 2Q

Average order value = 
Gross Merchandise Value / Number of shipments

7,409

-11.7%

7,370

-2.1%

7,991
8,592

7,346

-3.8%

8,516

-5.1%

8,390
3.2%7,529

-3.3%

8,973

-6.3%

8,304

-12.5%

1.2%
0.9%

-0.3%

7,501



ー

ー

ー

FY2021 Plan*

Gross Merchandise Value

Gross Merchandise Value
472.8 billion yen

162.6 billion yen

47.8 billion yen

10.6%

47.8 billion yen

33.3 billion yen

109.05 yen

55 yen

7.7%

7.7%

8.3%

10.3%

12.7%

450.4 billion yen 10.5%

Net sales

Operating profit

Operating Profit Margin
 (% 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).
* Effective from the fiscal year ending March 2022, we have adopted the new accounting standards for revenue recognition.
  Until the fiscal year ended March 2021, points-related expenses, which had been recorded in SG&A expenses,were reduced from sales in the respective businesses, and the results are disclosed as net sales.





Introduction of a 
newly appointed executive officer

1

ZOZOBASE TSUKUBA 3
2

Current situation of ZOZOCOSME
3



Introduction of a 

newly appointed executive officer

1



Executive Officer

EC Business Division /

Category Promotion Division /

ZOZOVILLA 

CHRISTINE
EDMAN



ZOZOBASE TSUKUBA 3

2



ZOZOBASE TSUKUBA 3
Property Name : PROLOGIS TSUKUBA 3
Address : 34 Miyukigaoka Tsukuba-City, Ibaraki
Site area : Approximately 68,500㎡ 
Building overview : 5 stories above ground / Total floor area 137,000㎡
Lease start date : February 2023 (Plan)
Operation start date : August 2023 (Plan)
Access : 2.4km from Kenkyu Gakuen Station（5 min by car） 
              2.5km from ZOZOBASE TSUKUBA 1（5 min by car） 
              10km from ZOZOBASE TSUKUBA 2（18 min by car）





Current situation of ZOZOCOSME

3



Source: From sales data (March 18~December 12, 2021 )

The number of new buyers of
ZOZOCOSME is continuously increasing

Weeks0 5 10 15 20 25 30 35 40

The accumulated number of new buyers



The composition rate of women,
and 20s and 30s is higher than

that of whole ZOZOTOWN

Source: From sales data (March 18~ November 15, 2021 )

Age

Composition rate

10

0%

10%

20%

30%

20 30 40 50 60

ZOZOCOSME

ZOZOTOWN

ZOZOCOSME

ZOZOTOWN

71% 29%

92% 7%

Women Men

Women Men



Makeup products have
the majority in the category composition

Source: From sales data (October 1~ November 15, 2021 )

50%

11%

10%

13%

16%

Makeup products

Skin care products

Body products

Hair products

Fragrance

Beauty products



Luxury brands have the majority
in the sales composition

Luxury brands

Natural and

Organic brands

Brands for daily use

Korean brands

Others

Source: From sales data (November 2021)

51%

10%

9%

12%

18%



Target sampling

We include product samples in the 

shipping package

We put the product samples into the 

special pouch at ZOZOBASE

This is often conducted for the PR 

activity to promote new products

In some cases, about 10% of the 

customers who received the sample 

products visited the brand's shop 

in 2 weeks
We put sample products into the special pouch 

and deliver it  with other items 



Special feature of “Apparel and Cosmetics”

We introduced brands’ latest trend in 

the video

The sales of featured items increased

by more than 40% on a weekly basis

We arranged it with consideration for 

compatibility between apparel and 

cosmetic brands



The number of brand is continuously increasing

As of launch
（2021.3）

566
brands

Present
（2021.12）

677
brands



AR makeup menu is scheduled to be released

Several brands’ products will be 

available on the menu at the time of 

launch

This enables users to experience AR 

makeup on their face with one tap 

Users can have an image of the 

product color on their face by 

adjusting virtual color and ON/OFF 

switch of makeup

 

The information or numbers on this page is subject to change




