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Medium-Term Management Plan

Connecting People
and Bridging Times

Positions of our management plans
Suspension of the current medium-term management plan
In light of the ongoing and future changes in society and the

plan created by backcasting, while keeping our major direction

Taking environmental changes as business opportunities

spending environment caused by the COVID-19 pandemic, we have

unchanged. We are planning to announce the long-term plan and

Working to be department stores for the new era connecting customers with goods and events
via platforms

decided to adjust our strategies, speed up their implementation,

the new medium-term plan in May of 2021.

and formulate a new medium-term plan based on a long-term

More than 10 years have passed since the formation of the
Isetan Mitsukoshi Group and the environment surrounding us

digitalization and population decline. We will continue growing

has changed significantly. The Group has continued advancing

environmental changes surrounding us as opportunities and

its three-year plan (for FY2019 to FY2021) toward the next

creating new businesses and value by taking advantage of our

growth stage, in an environment of ongoing change, including

strengths: IT, stores and people.

as a department store for the new era by taking the risks and

Review the current three-year plan in light of the
environmental changes caused by COVID-19

Connecting People and Bridging Times
Department Stores in the New Era that make use of the power of IT, stores, and people

Leverage the Company’s stores and digital technologies to
establish a platform that can only be offered by the Company.

Providing a
supreme customer experience,
both online and offline

FY2020

FY2021

Until FY2030

Current threeyear plan
Three-year plan for
the next period

(platform operators)

Increasing points of contact with
customers
by making effective use of
company-owned real estate

Providing a
new customer experience
by combining the Group’s strengths
with digital technologies

FY2019

May

Develop new revitalization plans
during the COVID-19 pandemic
and new vision for the future.

*Three-year plan (FY2019 to FY2021) announced in November 2018

Roadmap

Also promote the thorough reform of the business structure
and business model and cost reduction more than ever.

Long-term plan

We will suspend the current three-year plan
and formulate a long-term plan and a new
three-year plan, which will be announced in
May 2021.

Cost structure reform

Progress of the major initiatives of the FY2019 to FY2021 medium-term
management plan (retail business) *As of November 2020

The Isetan Mitsukoshi Group’s strengths and business structure

Brands

Initiative

Stores in
Japan and
Overseas

Real
Estate

Customers

Human
Resources

Online
businesses

Major changes in social trends
Demographic changes
Acceleration of decline
in birthrate and aging of
population
Population concentration
in urban areas and
depopulation of rural areas
Increase of population in
ASEAN countries, Africa,
India, and others

Evolution of digital
technologies
Environmental changes
attributed to the IT revolution
Expansion of the sharing
economy

Growing interest in a
sustainable society

Economic growth of Asia
and Africa
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Finance
businesses

Real estate
business

Strengths of
the Isetan Mitsukoshi Group

1

Offline
businesses

Businesses of
the Isetan Mitsukoshi Group

Changes in the environment surrounding the
Isetan Mitsukoshi Group
Changes in customer Environmental changes
structure
caused by IT
Acceleration of the
bipolarization of
consumption
Expansion of the world’s
affluent population
Rise of the Millennial
Generation
Increase in demand from
inbound tourists
Overstore

Seamless linkage to cater to customer
needs
Diversification of purchase and
payment methods
Changes in logistics and supply chains

Store Model Reform
Establishing a store model that enables both the creation of liveliness and the securing
of revenue by creating sales ﬂ oors which attract many customers

Revisions of
MD and category balance

Review of
store operation model

Revising the efficiency of
MD per area

Partially implemented in FY2019

Implemented at Isetan Mitsukoshi

Scope defined

FY2020 plan has been frozen (flagship
stores)

Approx. 20% reduction of store personnel
after the implementation

Initially planned to be launched in
FY2020 but has been postponed one
year due to COVID-19

To be spread to all operating companies
in the future

Regarding the full-scale reform of the store model, which was
long overdue, we are proceeding with initiatives for increasing
revenue while also filling in the gaps between customer needs
and the balance of implementation.
Concerning the revisions of MD and category balance, by

to improve human resource effi ciency, which is essential for

FY2019 we had implemented large-scale remodeling at the

has resulted in an approx. 20% reduction of the in-store human

Isetan Shinjuku Main Store and the Mitsukoshi Nihombashi Main

resources needed to operate each store. We will introduce these

Store, our flagship stores. While we were planning to continue
revisions and remodeling on a brand-by-brand and MD-by-MD
basis, we have frozen this plan for FY2020, due to the COVID19 pandemic.

initiatives within Group companies.

The goal of the review of the store operation model is

improving profi tability. While we previously allocated very
substantial funds to maintain the stores, we consolidated
unprofi table sales fl oors offering self-selected products and
reviewed our in-store operations at our flagship stores. This

For the revision of the effi ciency of MD per area, we
have fi nished defi ning the scope. We will hereafter proceed
in consultation with our business partners while also keeping
appraised of the COVID-19 pandemic.
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Medium-Term Management Plan

Initiative

2

1

Establishing a seamless platform that enables customers
to go back and forth freely between the online and ofﬂine stores

Building an
online platform
Website integration and launch of a new
app implemented in June 2020
Acquisition of online members begun in
earnest
Increasing the number of products
offered online

2

1

2

Seamless Online and Offline Service Integration

2

One-to-one
initiatives

3

Launch of a one-to-one app
Promoting the acquisition of app
members

Expansion of the
e-commerce business

2

One-to-one initiatives

“As a department store, what can we provide while customers’

through two-way communication between the customer and

lifestyles, workstyles, and consumption behaviors change
significantly?”

our stylists (sales clerks). We pay attention to the needs of each
individual customer, providing one-to-one hospitality and product

Upward revision of the e-commerce
sales forecast

At the Isetan Mitsukoshi Group, we do more than simply using

suggestions, something only available from a department store,

e-commerce or digital technologies. We will suggest shopping

Sales expansion

styles that enable customers to shop remotely wherever they are,

at our online store, providing them the same shopping experience
they would have in a brick-and-mortar store.

Enhancing communication with
customers

Remote shopping using a unique app

Building an online platform

Registration Feature enables customers to add products they liked

Launch of an integrated website and an integrated app

In November 2020, we launched the Isetan Mitsukoshi Remote
Shopping App, which enables customers, wherever they are,
to purchase products from our brick-and-mortar stores while

In June 2020, we launched the Isetan Mitsukoshi Online Store

information are offered, beyond the boundary between the
brands. With this platform, we are gradually expanding our
online services to provide more convenient, comfortable

receiving the same hospitality and customer services from our

at Isetan Mitsukoshi (Isetan Shinjuku Main Store), including those

stylists (store clerks) that they would receive in-store.

shopping experiences in the new era.

customers from LINE to Zoom, this single app enables them to

not available online, from home using their smartphones.
We started this service by offering a selection of the ladies’
goods, men’s goods, select goods, and cosmetics at the Isetan
Shinjuku Main Store. We are planning to sequentially expand the
sales floors and stores that this online service covers.

App to be a platform providing the optimal customer experience.
We consolidated the websites and apps of Mitsukoshi
and Isetan, which had been operated separately, into a single
platform where shopping experiences and in-store event

Unlike conventional remote shopping services which lead
talk with our sales clerks using a live chat function and receive
customer services from them in a video conference, as if they were

while talking with our sales clerk, to a dedicated cart immediately.
This means they are able to purchase all of the products offered

in a brick-and-mortar store. Further, the newly developed Product

Integration of e-commerce and information

Birth of a seamless Isetan Mitsukoshi app

We have unified sources of Mitsukoshi and Isetan product and event information
enabling more convenient access.

Guided by the concept of keeping Isetan Mitsukoshi in your hands at all times, we
have released an app optimized for smartphones. It offers diverse features, including
My Page and a feature enabling customers to make reservations for customer
services.

Increasing the number of products offered online, aiming to improve quality and efficiency
We have been increasing the number of products offered

achieve our target of offering 150,000 online. Hereafter, we

online, to make the entire lineup of products available at our

will pursue quality and efficiency improvements instead of the

flagship stores available to online customers as well. In FY2019,
we achieved the target of 100,000 products offered online. In
FY2020, it has been increasing at a rate that will enable us to

expansion of scale, for example, by enhancing the lineup to

A customer chatting with our sales clerk on a smartphone (illustration)

better serve customer needs and by providing more detailed
product information.

The steps of Isetan Mitsukoshi Remote Shopping

Number of products offered online

(Unit: Thousand products)

Our stylist serving a customer shopping from home (illustration)

200

100

Forecast

100,000

From now, pursuing quality
and efficiency instead of
the number of products

150,000

Select a shop

0
2019
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2020

2021

Customer service
via live chat/video
conference

Decision to buy a
product

Product
registration by the
stylist

Add to cart

Purchase/
settlement

(Fiscal year)
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Medium-Term Management Plan

Remote shopping via Zoom
Serving a customer who intends to buy a
school bag

Other new attempts using digital technologies
Remote sales session with Souun Takeda,
a calligrapher

Live commerce for introducing mid-year and year-end gifts

We held live commerce sessions introducing products that can be
given as mid-year and year-end gifts. These sessions included product
explanations given by our buyers together with their producers. The
sessions were highly acclaimed for the suggestions they provided in the
characteristic atmosphere of a live session only available online. We will
continue to hold live commerce sessions in diverse fields.
A virtual space in the British Fair in collaboration
with a popular tearoom

We collaborated with a popular tearoom to open a virtual space on the

Using a mannequin of the same height as the
child who will use the school bag, the sales
clerk carefully explains the product and gives
suggestions in response to questions asked in
live chat.

The store, customer, and the calligrapher’s
studio are connected with each other to
communicate remotely. In this system, the
calligrapher is able to write the characters
requested by the customer, then and there,
and sell it to the customer.

official website of the British Fair. We opened it as the second venue of
the British Fair held at our brick-and-mortar store. In this virtual space,
we reproduced encounters with products, recreating what is possible
in physical shopping spaces. It was a new experiment for the British
Fair, done to show off examples of new ways to search for products
and the virtual shopping experience of Isetan Mitsukoshi.

Aiming to provide a new customer experience
Remote sales sessions by Matsuyama
Mitsukoshi and the flagship stores

Remote sales session for the flagship stores’
regular customers

— Opening the virtual Isetan Shinjuku Main Store in cyberspace —

We are expanding our new digital technology initiatives into the
world of virtual reality*1 as well. We are opening a virtual store

online store, simply by clicking the digital one.
During the event, our brick-and-mortar stores closed

(a store in a virtual space free from the constraints of time and

early or were shut down due to the state of emergency. But

space) and working to sell digital products (products from the

our virtual store, which was free from the risk of infection

department store converted into digital data and sold as products
to be worn by avatars*2.

and from any entry restrictions, attracted about 190,000
users, 20 times more than we expected. We believe that

Specifically, in April 2020, we opened a virtual Isetan Shinjuku

virtual stores like this will allow us to suggest diverse fashions

Main Store in Virtual Market4, one of the world’s largest events

without being constrained by inventory, leading to solutions

held in virtual reality. In this store, customers are able to shop

to the issues surrounding the fashion business at its brick-

at anytime in the virtual world by controlling avatars, their alter

and-mortar stores.
From the end of FY2020 to FY2021, we are proceeding

egos. In addition, apparel and sundries are displayed as digital
products in the store, and our employees through their avatars
provide customer services. The digital products are purchased as
goods to be worn by avatars. In addition, they are 3D computer
graphics of products which are sold at the Isetan Shinjuku Main

with a plan to launch the Virtual Isetan Shinjuku Main

Store. If a customer likes a particular digital product, they are able

content linked to brick-and-mortar stores and services that

to purchase the real-world version of the same product from our

cannot be provided at physical stores.

Store platform on our own, in addition to opening stores
on platforms created by other companies. We will try and
provide a completely new customer experience combining

The things you can do at the Virtual Isetan Shinjuku Main Store
1

You can come to the store as an
avatar whenever you want.

The digital salon opened at Matsuyama Mitsukoshi is connected to our flagship
stores, enabling stylists from those stores to serve customers and suggest
products to them.
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A shop in the men’s building and an overseas brand’s workshop are connected
online for remote product explanations and sales.

2

3

4

You can talk with the avatars of our
sales clerks and receive customer
services from them.

You can purchase digital products that
are items to be worn by your avatar.

Digital products are linked to the
Isetan Mitsukoshi online store, where
you can purchase the real-world
versions of the products.

*1 Technologies that create virtual spaces, created by computers and perceived as if they were reality; virtual realities created by applying the technologies
*2 Graphic representation of a user displayed in a virtual space on a computer network

INTEGRATED REPORT 2020

20

About the
Isetan Mitsukoshi Group

Medium-Term
Management Plan

Capital Policy

Sustainability

Measures Addressing
COVID-19

Corporate Governance

Financial and
Non-Financial Data

P02-14

P15-22

P23-24

P25-28

P29-30

P31-44

P45-58

Medium-Term Management Plan
CMO Message

2

What is Seamless Linkage
for Isetan Mitsukoshi?

Expansion of the e-commerce business

3

Previously, our online initiatives were aimed mainly at producing

our efforts on our e-commerce business that enables everything

a seamless linkage for our customers to see the information we
provide online and come to our brick-and-mortar stores. However,

to be done online. As a result, our online sales have been far
above their expected level. In FY2020, we expect online sales

to respond promptly to the changes in customers’ consumption

to reach 31.0 billion yen. They will continue to increase in and

behaviors due to the COVID-19 pandemic, we have also focused

after FY2021.

Online sales
General e-commerce

(100 million yen)

th
Fu r

(Forecast)

We began to take full-scale initiatives to achieve seamless linkage in

customers pay a fixed fee in advance before products are delivered

FY2019. Since then, we have been establishing a structure to enable

to them on a monthly basis.

er i

n cr

e

due to the significant impact of the COVID-19 pandemic. These

ase

changes have proved that our ongoing initiatives to achieve seamless
these initiatives more precisely and more quickly, with confidence.

However, while the advancement of digital technologies has enabled
us to provide a wider range of shopping style options and improve

The strength of quantitative information
combined with qualitative information

the convenience of shopping, these advanced technologies do not
increase sales automatically. The key lies in our discerning eye that
we have developed in brick-and-mortar stores. When we embarked

100

0
2018

Initiative

3

2019

2020

(Fiscal year)

Group CRM
Increasing the number of digital ID members (identified customers) and app members to
build a structure for providing optimal suggestions to each individual customer

While the number of new digital ID members has been above

been slightly below the targeted level in FY2020 due in part to

the planned level in FY2020, its growth will accelerate because

the shutdown of stores. Moving forward, we will aim to further

of the new point program planned to be introduced in the spring

increase the number of members through various methods,

of 2021. Regarding app members, we have succeeded in acquiring

such as enhancing incentives for mid-level customers in the CRM

top customers. However, the number of other customers has

strategy.

Digital ID members (identified customers)

App members

(Thousand people)

Number of digital ID members

(Thousand people)

2,000

40

Further
increase
1,500

30
Increase reflecting
the growth of
online sales

(Forecast)*

1,000

Introduction of a
new point program
planned in the
spring of 2021
Stepping up
efforts to increase
members with new
online measures
at brick-andmortar stores

500

0
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Using our discerning eye and demonstrating
our capability to suggest the right
products to customers, online

linkage are the right path forward. We need to go through with

210

168

200

Executive Vice President and Chief Merchandising & Marketing Officer

offline. In 2020, customers’ lifestyles and workstyles changed greatly

400

300

Toru Takeuchi

customers to have optimal shopping experiences both online and

Digital business (cosmetics, food delivery, and others)

310

— Providing inimitable shopping experiences available only from Isetan Mitsukoshi —

1st half 2nd half

2019

2020
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(Fiscal year)

Number of app members

(Forecast)*

10

2019

number of products offered online to post all of the products from

leverage the information we obtain in brick-and-mortar stores in

the Shinjuku Main Store. In FY2020, we worked on the strategy

addition to the big data obtained online.

in accordance with the plan, with the number being forecast to

For example, bags had been getting smaller in recent years,
mainly the bags of luxury brands. However, because remote working

exceed 150,000. Through more than six months of analysis that we
conducted after a rapid expansion in online shopping due to the

opportunities have increased due to the pandemic, larger bags that

spread of COVID-19, we found that products that do not sell well in

are different from previous designs, such as A4-size bags and back

brick-and-mortar stores do not sell well online either, which is only

packs for carrying PCs and documents, have begun to sell well. We

natural. By offering 150,000 products, we are able to cover more

can identify the probable existence of trends like this by watching

than 90% of the hot-selling brands that are our targets. Therefore,

customers in stores and listening closely to them, in addition to

we changed direction. Our goal now is to enhance the lineup of

collecting data on what they searched for and what they bought. We

products that customers need, instead of mindlessly increasing the

check the quantitative information in stores and use this quantitative

number, in consideration of the cost of posting them as well.

information to support qualitative information. Our brick-and-mortar

To achieve this, we should use our discerning eye to select the

stores are our great strength as we advance initiatives on digital

products we offer, which we have been demonstrating in our brick-

technologies.

and-mortar stores, and exercise our capability of suggesting selected

A wider range of shopping style
options to choose from

2020

demonstrate these skills online just as we do in physical stores. I have
realized again that this is something that only we can do, because of
our long experience operating department stores.

Further
increase
Future measures
• Enhancing incentives
for CRM mid-level
customers
• Stepping up efforts to
increase members by
introducing a new point
program
• Use of a one-to-one app

0
1st half 2nd half

upon the seamless linkage strategy, we strived to increase the

of quantitative and qualitative information, so that we can fully

products to customers in an appropriate, careful manner. We should

• Delay in acquisition
reflecting the shutdown
of stores
• Acquisition of app
members who are top
customers has been
steadily progressing thanks
to the power of people.
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Our initiatives on digital technologies are based on the combination

(Fiscal year)

Our previous business method provided customers with only one

I have told you many things, but the most important point is that

way of shopping. That is, we purchase products, display them,

our main stores in Shinjuku and Nihombashi will remain in the world’s

advertise them, admit customers during business hours, serve them,

best department stores. We will increase the number of shopping

receive money from them, and they take the products home. Due

styles available, improve our discerning eye and our capability to

to the advancement of digital technologies, however, this sequence
is no longer meaningful. Instead, customers are now able to shop

suggest the products needed by our customers, and offer our lineup
of products and services online as well as in brick-and-mortar stores

whenever, wherever, and however they want in accordance with

thanks to seamless linkage. The level of the shopping experience

their own lifestyles. New shopping styles include a system in which

enabled by these initiatives will be determined by the level at the

we first deliver products to them and then they decide which one

two main stores. Therefore, we should create a system which makes

of them to buy, like the Group’s DROBE service. They also include a

products easy to see and buy and ensures that customers enjoy

system in which we first serve customers and receive money from

shopping without being bored, both online and in physical stores.

them before manufacturing and purchasing products that they first

We will keep working hard to achieve these initiatives, which have

paid money for, just like made-to-order goods sales. Still another

yet to be realized by any department store anywhere in the world,

example is subscription services such as a wine subscription, in which

as soon as possible.

*Forecast as of November 2020
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