




（ ＋0.6 points YoY ）

*Operating profit margin is calculated by dividing operating profit by the Gross Merchandise Value (excluding other GMV).
*The achievement rate is based on a comparison with the revised plan that was announced on January 31, 2023.

billion yen

billion yen

544.3
（ +7.0% YoY / Achievement rate 100.1% ）

billion yen501.1
（ +8.4% YoY/Achievement rate 101.1% ）

56.4
（ +13.6% YoY / Achievement rate 102.6% ）

Gross Merchandise Value

Gross Merchandise Value
(excluding other GMV)

Operating Profit

Operating Profit Margin ％11.3
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* The percentages are calculated by dividing each item by the Gross Merchandise Value (excluding other GMV).

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

（million￥）

YoY (%)

Net sales

SG&A

YoY (%)

(% to the Gross Merchandise Value)

(% to the Gross Merchandise Value)

Operating profit

YoY (%)

Gross Merchandise Value

Gross Merchandise Value
(excluding other GMV)

FY2022FY2021

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

127,928

115,948

8.7%

42,590

26,028

7.0%

22.4%

14,312

13.7%

12.3%

123,210

111,533

9.0%

41,176

25,667

7.6%

23.0%

12,897

15.2%

11.6%

116,812

106,700

11.9%

38,866

24,333

11.3%

22.8%

12,591

20.8%

11.8%

145,999

132,519

15.0%

47,565

29,656

15.2%

22.4%

14,987

8.0%

11.3%

133,369

120,587

12.7%

42,420

28,675

7.3%

23.8%

10,876

5.0%

9.0%

112,695

102,367

13.5%

37,346

23,851

10.6%

23.3%

11,200

18.1%

10.9%

137,820

129,085

7.0%

46,956

31,895

11.2%

24.7%

11,785

8.4%

9.1%

155,358

144,540

9.1%

52,699

31,328

5.6%

21.7%

17,425

16.3%

12.1%
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 * PayPay Mall was integrated with Yahoo! JAPAN Shopping in October 2022.
 * The changes in "Consignment sales comission" is calculated based 
 on the level before the deduction of point-related expenses from net sales.
 “Fixed costs”include payroll costs for the employee, outsourcing commission
   (excluding logistics-related expenses), rent expense, and depreciation.
  “Variable costs” include logistics-related expenses (including outsourcing), 
   shipping expenses, and commission of payment collection
  The changes in "actual promotion-related expenses" are calculated based 
   on the sum of advertising expenses recorded in SG&A expenses and point-related expenses, etc.
 “Other expenses” include all expenses other than fixed costs, variable costs, and actual promotion-related expenses.（bn￥）

49.6
Operating 
Profit 56.4

Operating 
Profit

・ An increase in gross merchandise value
    (Including Consignment sales+Yahoo! JAPAN Shopping)*

+13.1

An increase in 
sales from 
Consignment 
sales comission

An increase in sales from 
advertising business
+1.4 ・ An increase in line 

   with the Gross 
    Merchandise Value 
   (including shipping
    income, settlement 
    commission income,
    and sales growth in 
    peripheral services, 
    etc.)

+2.8

Other gross
profit increases

・ An increase in
    the number of
    logistics bases

・ An increase in 
    outsourcing

・ An increase in 
   the number of 
    employees

-2.4
An increase 
in fixed costs

・ An increase in 
    gross merchandise
    value

-1.8

An increase in 
variable costs

An increase in the actual 
promotion-related 
expenses

-1.6

-4.6
An increase in 
other expensesAn increase in 

expenses to 
attract customers

An increase in 
point-related 
expenses

・

・ An increase in the 
usage of cloud 
servers.

・

・

On-the-spot 
expenses due to 
an increase in the 
number of bases.
（1Q・4Q）

FY2021 FY2022

Changes other than expenses Changes in expenses
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FY2021 FY2022 YoY Reason for change

（FY2021）Gains and 
losses from the
purchase and disposal 
of treasury stock

（FY2022）Expense for 
the expansion of the 
new distribution center

Cash flows from
operating activities

Cash flows from
investing activities

Cash flows from
financing activities

Cash and cash equivalents
at the end of the  quarter

（million￥）

39,895

-1,283

-34,823

65,520

36,671

-10,588

-17,738

74,145

-3,224

-9,305

17,084

8,624
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FY2020 1Q FY2020 2Q FY2020 3Q FY2021 2QFY2021 1Q FY2021 3Q FY2021 4Q FY2022 1Q FY2022 4QFY2022 3QFY2022 2QFY2020 4Q

① Consignment sales
② Outright Purchase / Production & Sales
③ USED sales
④ Yahoo! JAPAN Shopping※

⑤ BtoB Business
⑥ Others

* PayPay Mall was integrated with Yahoo! JAPAN Shopping in October 2022.
* YoY is the comparison of GMV excluding "⑥ Others"

（bn¥）0

20

40

60

80

100

160

140

120

⑤ 6.3％

④ 4.6％

③ 2.2％

② 0.5％

① 86.4％

95.3

⑥ 0.1％

⑤ 5.2％

④ 4.8％

③ 2.9％

② 0.３％

① 86.7％

90.3

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 8.7％

⑤ 5.3％

④ 8.4％

③ 2.2％

② 0.6％

① 74.8％

116.8

⑥ 9.2％

⑤ 5.5％

④ 8.3％

③ 2.7％

② 0.5％

① 73.8％

112.6

145.9

133.3 127.9
123.2

155.3

137.8

⑥ 9.2％

⑤ 5.5％

④ 8.5％

③ 2.9％

② 0.6％

① 73.3％

⑥ 9.6％

⑤ 4.7％

④ 9.2％

③ 2.8％

② 0.8％

① 72.9％

⑥ 9.4％

⑤ 2.9％

④ 8.7％

③ 2.6％

② 0.8％

① 75.6％

⑥ 7.0％

⑤ 2.9％

④ 8.3％

③ 3.2％

② 1.1％

① 77.5％

⑥ 6.3％

⑤ 2.8％

④ 10.3％

③ 3.1％

② 0.8％

① 76.7％

⑥ 9.5％

⑤ 2.9％

④ 9.3％

③ 2.9％

② 0.7％

① 74.7％
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Total SG&A

Others

Stock Compensation Expenses

Amortization of goodwill

Depreciation

Rent expense

Advertising

Commission of Payment collection

Shipping

Outsourcing Commission
(Excluding Logistics-Related Expenses)

Logistics-Related Expenses
(Including Outsourcing)

Payroll costs for employee

Payroll and staff costs(*)

FY2021 FY2022 YoY
Increase / decrease factors

（million￥）

* Payroll includes directors’remuneration, employee salaries,bonuses, legal welfare expenses, welfare expenses, retirement benefits cost, provision for employee bonuses, 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. 
* The percentages to the Gross Merchandise Value are calculated by dividing each expense by the Gross Merchandise Value (excluding other GMV).

Amount % to the Gross
Merchandise  Value Amount % to the Gross

Merchandise  Value
% to the Gross

Merchandise  Value

Transition of the number of employees 
on consolidated basis： FY2021 4Q 1,411 → FY2022 4Q 1,538

Efficient operations continued with an increase 
in inventory storage capacity due to the re-leasing of the warehouses 
of CHIBA 3.

The ratio of shipping expenses to the Gross Merchandise Value decreased due 
to the optimization of the cardboard box size and other materials used for delivery, 
and the influence of higher order value that exceeded the effect 
of cost increases resulting from the implementation of fuel surcharges.

An Increase in cloud server usage for the system replacement.
Purchase of equipment due to an increase in the distribution centers. 
(1Q,4Q)

An increase in outsourcing of system development, maintenance, etc.

Expenses for ZOZOGLASS decreased. 
An increase in the measures to attract customers through TV commercials 
and web advertising.

An increase in a distribution center 
(resumption of the lease at the warehouse CHIBA 3 from April 2022).

-0.2%

0.1%

-0.3%

0.1%

-0.3%

0.0%

0.4%

0.0%

0.0%

0.0%

0.0%

0.2%

-0.1%

31,372

14,326

17,046

6,774

32,421

11,877

12,314

6,076

2,050

460

114

11,457

114,920

6.3%

2.9%

3.4%

1.4%

6.5%

2.4%

2.5%

1.2%

0.4%

0.1%

0.0%

2.3%

22.9%

6.5%

2.8%

3.7%

1.3%

6.8%

2.4%

2.1%

1.2%

0.4%

0.1%

0.0%

2.1%

23.0%

30,173

13,052

17,121

6,037

31,380

10,978

9,876

5,728

1,977

404

86

9,873

106,516
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Total SG&A

Others

Stock Compensation Expenses

Amortization of goodwill

Depreciation

Rent expense

Advertising

Commission of Payment collection

Shipping

Outsourcing Commission
(Excluding Logistics-Related Expenses)

Logistics-Related Expenses
(Including Outsourcing)

Payroll costs for employee

Payroll and staff costs(*)

（million￥）

* Payroll includes directors’remuneration, employee salaries, bonuses, legal welfare expenses, welfare expenses, retirement benefits cost, provision for employee bonuses, 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.  
* The percentages to the Gross Merchandise Value are calculated by dividing each expense by the Gross Merchandise Value (excluding other GMV).  
* Effective from the fiscal year ending March 2022, we have adopted the new accounting standards for revenue recognition.

FY2021 FY2022
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

Amount % to the Gross
Merchandise  Value Amount % to the Gross

Merchandise  Value Amount % to the Gross
Merchandise  Value Amount % to the Gross

Merchandise  Value Amount % to the Gross
Merchandise  Value Amount % to the Gross

Merchandise  Value Amount % to the Gross
Merchandise  Value Amount % to the Gross

Merchandise  Value

6,883

2,831

4,051

1,429

7,597

2,580

1,796

1,431

454

101

13

2,043

24,333

6.2%

2.7%

3.5%

1.4%

6.9%

2.4%

1.5%

1.3%

0.4%

0.1%

0.0%

2.3%

22.4%

6.5%

2.7%

3.8%

1.3%

7.1%

2.4%

1.7%

1.3%

0.4%

0.1%

0.0%

1.9%

22.8%

6.7%

2.7%

4.0%

1.5%

7.3%

2.4%

1.2%

1.4%

0.5%

0.1%

0.0%

2.2%

23.3%

5.9%

2.5%

3.4%

1.1%

6.2%

2.4%

3.1%

1.1%

0.4%

0.1%

0.0%

2.1%

22.4%

7.1%

3.4%

3.6%

1.4%

6.7%

2.3%

2.3%

1.2%

0.4%

0.1%

0.0%

2.4%

23.8%

6,887

2,774

4,112

1,499

7,486

2,478

1,212

1,432

478

100

38

2,237

23,851

7,860

3,300

4,559

1,458

8,275

3,146

4,118

1,432

503

101

25

2,733

29,656

8,542

4,146

4,396

1,649

8,021

2,771

2,747

1,432

541

101

9

2,858

28,675

7,132

3,115

4,016

1,646

7,996

2,733

1,721

1,514

465

106

10

2,702

26,028

7.4%

3.7%

3.6%

1.4%

6.3%

2.3%

3.0%

1.2%

0.5%

0.1%

0.0%

2.6%

24.7%

5.4%

2.3%

3.1%

1.2%

5.9%

2.4%

3.4%

1.0%

0.4%

0.1%

0.0%

1.8%

21.7%

9,513

4,804

4,709

1,750

8,139

3,004

3,827

1,530

595

123

33

3,377

31,895

7,771

3,295

4,476

1,720

8,577

3,428

4,973

1,517

515

124

35

2,663

31,328

6.2%

2.8%

3.4%

1.5%

6.9%

2.4%

1.6%

1.4%

0.4%

0.1%

0.0%

2.4%

23.0%

6,955

3,111

3,844

1,657

7,708

2,710

1,791

1,513

473

106

35

2,714

25,667
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Actual promotion-related expenses ratio
 (% to the Gross Merchandise Value)

Point-related expenses（Quarterly）

Advertising expenses（Quarterly）

Actual promotion-related expenses: The sum of advertising expenses and point-related expenses

* The actual promotion-related expenses ratio is calculated by dividing the actual promotion-related expenses 
   by the Gross Merchandise Value (excluding other GMV)

（million¥）
0%

4%

2%

6%

8%

10%

1,000

0

2,000

3,000

4,000

5,000

10,000

8,000

9,000

7,000

6,000

1,398

1.5%

1,399
1.6%

3,115 3,057

2.7% 2.3% 2.2%

5,542

3,015

6,478

3,451

5,807

2.6%

5.0%

3.1%

4.4% 4.6%

2,291
2,448

2.9%  1,293

2,794

1,688

651

829

884

544
779

619

 2,650

7,801

5.4%

 2,827

 1,659

2,230

855

2,228
1,796

1,212

4,118

2,747
 1,721

 3,827 4,973

 1,791

1,078

FY2020 1Q FY2020 3QFY2020 2Q FY2020 4Q FY2021 1Q FY2021 2Q FY2021 4Q FY2022 4QFY2022 3QFY2022 2QFY2022 1QFY2021 3Q
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2,000

4,000

6,000

8,000

10,000

12,000

18,000

16,000

14,000

* Operating profit margins are calculated by dividing operating profit by the Gross Merchandise Value (excluding other GMV)

0
（million¥）

Operating Profit Margin (% to the Gross Merchandise Value)

Operating Profit

FY2020 1Q FY2020 2Q FY2020 3Q FY2021 2QFY2021 1Q FY2021 3Q FY2021 4Q FY2022 1Q FY2022 4QFY2022 3QFY2022 2QFY2020 4Q
0%

10%

5%

15%

25%

20%

30%

10,423

13,880

10,358

14,987
14,312

11,785

17,425

12,897

10,87611,200 

12,591

9,482

10.9%
12.0%

9.7%

11.3%
12.3%

9.1%

12.1%
11.6%

9.0%
10.9%

11.8%

10.5%
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* The results are only from the ZOZOTOWN business (https://zozo.jp). Yahoo! JAPAN Shopping is not included.
* PayPay Mall was integrated with Yahoo! JAPAN Shopping in October 2022.
* Excluding the users who only purchased the body measurement device“ZOZOSUIT”“ZOZOMAT”and“ZOZOGLASS”.
 

0
（member）

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

　

2,000,000

4,000,000

6,000,000

8,000,000

12,000,000

10,000,000

Guest buyers = Total number of guest purchases within a year

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

7,223,753

1,438,807

8,662,560

8,137,729

1,347,940

9,485,669

7,773,940

1,365,856

9,139,796

7,434,529

1,370,626

8,805,155 1,363,089

9,730,162

8,367,073

1,382,787

9,890,784 

8,507,997

1,391,472

10,103,351

8,711,879

1,275,614
1,314,789

11,211,383
10,859,876

9,935,769

1,219,379

11,411,712

10,192,333
9,545,087

1,350,854

10,619,934

9,269,080

1,375,137

10,418,331

9,043,194

FY2020 1Q FY2020 2Q FY2020 3Q FY2021 2QFY2021 1Q FY2021 3Q FY2021 4Q FY2022 1Q FY2022 4QFY2022 3QFY2022 2QFY2020 4Q
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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

1,000

1,100

1,200

1,300

1,400

1,500

1,800

1,700

1,600

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

1,488
② 20

① 1,468

1,516
② 24

① 1,492

1,523 1,554 1,5621,532
② 25

① 1,498

② 27

① 1,505

1,510
② 24

① 1,486

② 24

① 1,478

1,502 ② 28

① 1,526

② 28

① 1,534

FY2020 1Q FY2020 2Q FY2020 3Q FY2021 2QFY2021 1Q FY2021 3Q FY2021 4Q FY2022 1Q FY2022 4QFY2022 3QFY2022 2QFY2020 4Q

14



Average retail price

YoY comparison

0

1,000

2,000

3,000

4,000

5,000

7,000

6,000

（¥）

Average retail price  = Gross Merchandise Value / Number of pieces

-15%

-5%

5%

35%

25%

15%

* The results are only from the ZOZOTOWN business (https://zozo.jp). Yahoo! JAPAN Shopping is not included.
* PayPay Mall was integrated with Yahoo! JAPAN Shopping in October 2022.
* Excluding the users who only purchased the body measurement device“ZOZOSUIT”“ZOZOMAT”and“ZOZOGLASS”.
 

0.1%

3,752
3,443

-11.8%

3,381

-3.8%
-3.5%

-3.1%

3,748

-4.1%

3,490

4,167

6.3%
6.5%6.8%

1.8%

3,552
3,987

4,438

3,4873,264

1.4%

4,301

-4.5%

FY2020 1Q FY2020 3QFY2020 2Q FY2020 4Q FY2021 1Q FY2021 2Q FY2021 4Q FY2022 4QFY2022 3QFY2022 2QFY2022 1QFY2021 3Q
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Average order value

YoY comparison

0

2,000

4,000

6,000

8,000

10,000

14,000

12,000

（¥）

Average order value = Gross Merchandise Value / Number of shipments

-20%

0%

-10%

10%

20%

30%

* The results are only from the ZOZOTOWN business (https://zozo.jp). Yahoo! JAPAN Shopping is not included.
* PayPay Mall was integrated with Yahoo! JAPAN Shopping in October 2022.
* Excluding the users who only purchased the body measurement device“ZOZOSUIT”“ZOZOMAT”and“ZOZOGLASS”.
 

7,409

-11.7%

7,370

-2.1%

7,991
8,592

-3.8%

8,516

-5.1%

1.2% 0.9%

7,699 7,566
8,300

4.1%

8,961

4.3%3.0%

2.6%

7,974

-0.2%-0.3%

7,501 7,346

FY2020 1Q FY2020 3QFY2020 2Q FY2020 4Q FY2021 1Q FY2021 2Q FY2021 4Q FY2022 4QFY2022 3QFY2022 2QFY2022 1QFY2021 3Q

16





ー

ー

ー

FY2023 Plan

Gross Merchandise Value

Gross Merchandise Value

580.8 billion yen

200.7 billion yen

60.0 billion yen

11.2%

60.0 billion yen

42.0 billion yen

140.07 yen

71 yen

6.3%

5.8%

6.3%

9.4%

6.7%

535.2 billion yen 6.8%

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 dividing operating profit by the Gross Merchandise Value (excluding other GMV).
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Gross Merchandise Value

Others

Gross Merchandise Value（excluding other GMV)

BtoB Business

Yahoo!JAPAN Shopping

　USED sales

　Consignment sales

　Outright Purchase/Production & Sales

ZOZOTOWN Business

Advertising business

Target for Gross Merchandise Value

470.4 billion yen
3.7 billion yen

449.1 billion yen
17.6 billion yen
49.8 billion yen
15.0 billion yen
535.2 billion yen
45.6 billion yen
580.8 billion yen

+8.0％

-21.7％

+8.3％

+9.7％

0.0％

-4.4％

+6.8％

+5.5％

+6.7％

9.4 billion yen +21.0％

YoY

Target for Net Sales YoY

19



① Capital Investment
② Depreciation
③ Amortization of Goodwill

0
（million¥）

2,000

4,000

6,000

8,000

10,000

12,000

①
3,635

③477
②1,518

①
5,171

③444
②2,045

③404
②1,977

①
9,271

③460
②2,050

①
8,000

③400
②3,569

①
3,352

③375
②2,051

FY2022 FY2023（Plan）FY2018 FY2019 FY2020 FY2021

①
1,336

2020
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Management plans 
and future outlook
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Current market share
in the fashion retail market

Population of Japan
123 million

ZOZO's target 
population
64 million 

Number of 
active members

*11 million

*The sum of ZOZOTOWN and ZOZOTOWN on Yahoo! JAPAN Shopping (Members registered at both sites are counted as one member)

The share of ZOZO in the members’ fashion purchases

Estimated based on Ministry of Internal Affairs
and Communications household survey data, 
e-commerce market research report, and
ZOZO’s original consumer survey.

Fashion retail market
10.8 trillion yen

Target market
7.5trillion yen, EC penetration : 28%

0% 20% 100%Purchase at ZOZO
 once every 5 times

N
um
ber of population

ZOZO
500 billion yen
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Potential to gain further market share in the future

25%

15 million

0% 100%

ZOZO
500 billion yen

800 billion yen

Improvement of frequency 
of purchase per customer

Attracting a broader range of customers

Population of Japan
123 million

ZOZO's target 
population
64 million 

Number of 
active members

*11 million

Fashion retail market
10.8 trillion yen

Target market
7.5trillion yen, EC penetration : 28%

Purchase at ZOZO
 once every 4 times

*The sum of ZOZOTOWN and ZOZOTOWN on Yahoo! JAPAN Shopping (Members registered at both sites are counted as one member)

The share of ZOZO in the members’ fashion purchases

N
um
ber of population
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Improvement of frequency 
of purchase per customer

Future expansion plans

Cosmetics retail market
*2.3 trillion yen

(EC penetration : less than 10%)

〇〇 market
XX trillion yen

Overseas market

ZOZOTOWN

ZOZO
COSME

ZOZOFIT ? ?

1

2

3

4

5

1

2

3

4

5

*Yano Research Institute, Ltd. 2022 Cosmetics Marketing Compendium

Target market within the 
fashion retail market, 
7.5 trillion yen

Attracting a broader range 
of customers

Monetization of technologies

Expansion of the cosmetics
category and its next step

Production support
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①Attracting a broader range of customers (1/2)

The main factor is the steady acquisition of new members, 
which also reached a record high in FY22.

1,400

1,200

1,000

800

600

400

200

0

*N
um
ber of active m

em
bers (ten thousand)

*The sum of ZOZOTOWN and ZOZOTOWN on Yahoo! JAPAN Shopping (Members registered at both sites are counted as one member)

FY16 FY17 FY18 FY19 FY20 FY21 FY22

The number of active members is on the rise.
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①Attracting a broader range of customers (2/2)
There is still room for growth in each generation. We will break down the target segments 
into smaller ones and implement acquisition measures with an awareness of the room for growth.

Estimated based on the number of population and ZOZO’s original consumer survey.

Active members Dormant customers Interested in/ willing to use ZOZO Others

100%

80%

60%

40%

20%

0%

*%
 to the population

15～19 yrs. 20～29 yrs. 30～39 yrs. 40～49 yrs. 50～59 yrs.
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②Improvement of frequency of purchase per customer

Made by ZOZO ・ MSP

niauTV niaulab

Produce

Communicate

Sell

WEAR

ZOZOTOWN

Y!SHP

Further evolution of 
promotion methods

Merchandise
information

FAANS

Physical 
stores

ZOZOMO

Personal
data

Promotion of OMO

Improvement of contact frequency

Monetization in the 
physical-stores market 
by collaborating with brands

We plan to target the upstream of purchasing 
behaviors by leveraging our solutions to find one's 
style and also expand our advertising business.

Store 
inventory 
data

Outfit 
pictures

AI logic to 
find one’s 
style

Personal
data

EC  REAL

Recommen-
dation logic
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③Production support
EC  REAL

Made by ZOZO ・ MSP

niauTV niaulab

WEAR

ZOZOTOWN

Y!SHP

FAANS

ZOZOMO

Realization of efficient order production (MTO）through DX

Sales trend 
data on 

ZOZOTOWN

DX for 
design

and pattern 
making

DX for
the 
factory

Number of production types ：461

Number of pieces produced（sold) ：120,000

We aim to generate a profit 
in the billion yen range as 
early as possible

Results of FY22

○1.45 times more sales per type compared 
    to regular production
　・Multi-color and multi-size offerings without inventory risk
　  ・Elimination of the gap between the sales period and the 

       actual demand period

○SHIPS has launched an exclusive brand for 
   Made by ZOZO, which is now available from 
   the 2023 S/S season.

Produce

Communicate

Sell

Physical 
stores

Number of participating brands in 
Made by ZOZO (from September 2022) : ８
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ZOZO
COSME

Results of FY22

〇〇 retail
market

④Expansion of the cosmetics category and its next step

GMV ： 9.1 billion yen（including Yahoo! JAPAN Shopping)
Percentage of cosmetic buyers among active members：19％

○ For the past two years, we have concentrated on optimizing our 
    website and incorporating our expertise in apparel sales, all while
    maintaining a lean and efficient operation.

ZOZOCOSME has grown to be one of the largest cosmetics EC players

We will apply the category 
development expertise
we have gained from our
operations in the cosmetics

category to explore 
new categories

*Yano Research Institute, Ltd. 2022 Cosmetics Marketing Compendium

Cosmetics retail market
*2.3 trillion yen

(EC penetration : less than 10%)

      retail
market

○ In addition to increasing the number of brands, we will further
    differentiate ourselves by enhancing the features of our website
    and the volume of information we provide.
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Overseas market

ZOZOFIT ? ?

⑤Monetization of technologies

Results of ZOZOFIT（2022/9～）

Number of pieces sold : About 8,300
Sales unit price：＄95
We will focus on expanding recognition and
enhancing functions. Additionally, we aim to
generate a profit in the billion yen range as
early as possible.
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ZOZOTOWN

ZOZO
COSME

ZOZOFIT ? ?

Summary of future expansion plans

We will continue to expand customer
scale and contact frequency

Promote horizontal category development
by leveraging customer scale

Promote new market development
by leveraging technologies

“ZOZO as the place “for” fashion”(consumer’s point of view)
“To be an infrastructure for fashion” (industry’s point of view)

*Yano Research Institute, Ltd. 2022 Cosmetics Marketing Compendium

Cosmetics retail market
*2.3 trillion yen

(EC penetration : less than 10%)

〇〇 market
XX trillion yen

Overseas market

Target market within the 
fashion retail market, 
7.5 trillion yen
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Sustainability
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Platform Company’s Sustainability
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Disclosure and Sustainability Initiatives
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