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The goal of the Isetan Mitsukoshi Group’s Medium-
Term Plan is to revitalize our department store 
business. The cornerstone of this plan is to connect 
with as many customers as possible and make them 
our fans in order to maximize the power of our 
department stores, including Mitsukoshi and Isetan, 
and bring synergies to the entire Group. To ensure that 
we are able to meet the needs of each and every one of 
our customers, we offer a full range of ways to connect 
with them, through stores, sales, and digital platforms.

First, our customers who make a large number of 
purchases are connected through out-of-store sales. 
Second, customers who visit our department stores 
on a daily basis are connected through MICARD, and 
when necessary, through the Isetan Mitsukoshi app. 
For those who are busy and do not have time to visit 
our stores, they can use the Isetan Mitsukoshi Online 
Store to connect with us through their digital IDs.

For mass marketing customers to whom we still 
cannot fully connect, we can connect with them 
through social media. The Group currently maintains 
approximately 340 accounts on social networking 
sites such as Instagram, Twitter, and Facebook, with 
approximately 2.4 million followers. If these followers 
spread not only information about products and 
events, but also their empathy and excitement about 
the information they receive, our reach will extend to 
an infinite number of places.

Until now, we have only been able to advertise 
through mass marketing utilizing such one-way means 
as newspaper inserts and hanging advertisements 
inside trains. However, with social networking services, 
we can connect with "# (hashtag)" and clusters of 
things we are interested in and keyword categories, 

allowing us to connect to customers through a shift 
from mass to personal marketing. 
The Isetan Mitsukoshi app also allows us to connect 
with individual customers who have marked their 
favorite stores and preferred categories, and we can 
provide them with the latest information from those 
stores in a timely manner according to their 
preferences, enabling us to connect with them more 
efficiently and precisely than before.

Here is a clear case in point. Prior to COVID-19, we 
distributed 900,000 copies of direct mail and flyers for 
the Mitsukoshi British Exhibition at the Mitsukoshi 
Nihombashi Main Store. When the British Exhibition 
was held at the same store for the first time in two 
and a half years since the outbreak of the pandemic, 
we took an unprecedented approach: we did not send 
out any direct mail, but instead sent out information 
via apps and social media, and then relied solely on 
the spread of information via individual customers. 
The dissemination of information was a great success, 
with some visitors queuing up to get in. This was due 
to the fact that we were able to connect with 
customers on a personal basis through mass 
marketing thanks to the tools of social networking.

By connecting with customers on a personal basis, 
both in real and digital life, we can build deep LTV 
(Lifetime Value) relationships and further increase our 
wallet share. By connecting with many customers on 
a personal basis and promoting two-way 
communication, we can make the most of our product 
lineup and sales services to meet customer needs. 
We will continue to strive to provide many customers 
with the high sensitivity, fine quality shopping 
experience of the Isetan Mitsukoshi Group.

❶ Creating high sensitivity, fine quality stores

This initiative involves positioning our Isetan Shinjuku Main Store and Mitsukoshi Nihombashi Main Store at the center of a 
nationwide high sensitivity, fine quality store network and refining them to become symbols of admiration and empathy in 
urbanized communities. The first step will be to clarify what both main stores should be striving to achieve, applying ”Scientific 
analysis of department stores,” and changing the merchandising balance. We intend to evolve the Isetan Shinjuku Main Store 
into one that primarily pursues fashion and the latest, newest global MD, and the Mitsukoshi Nihombashi Main Store into one 
that focuses primarily on tradition, culture, art, and lifestyle.

◉ Evolve the two main stores into symbols of admiration and empathyDirection

We have decided to adopt a strategy for shifting from our previous mass marketing approach to a personal marketing approach 
in order to become the “special” presence that we set forth in our long-term vision and to be able to provide exciting solutions 
for customer’s concerns and individual problems and innovative proposals for their interests.

We consider all consumer spending by customers who are committed to life and seek fine quality, affluent lifestyles as high 
sensitivity, fine quality consumption. We intend to respond firmly to those needs while also seeking to deepen our connection 
with all customers who use the Isetan Mitsukoshi Group, whether that be on a daily and occasional basis, once a month, or once 
a year.

“High Sensitivity, Fine Quality” Strategy

Direction

◉ Providing seamless customer experience value combining physical and online stores through a “High sensitivity, 
 fine quality” strategy and digital reforms

◉ Expanding the “Group Lifetime Individual Customers” with “connected CRM” based on personal (individual) marketing

◆Priority initiatives to achieve the Medium-Term Plan

Revive Isetan as a byword for fashion

Product 
expansion

Services Services

Product 
expansion

Establish as a store with strengths in 
“tradition, culture, art, and lifestyle”

Isetan Shinjuku Main Store Mitsukoshi Nihombashi Main Store

⃝Regional no. 1 in the luxury sector
⃝Art: Establish a digital art museum
⃝Carry all goods for quality living, such as seasonal products

⃝Expansion of "authenticity, essence, discernment, and 
cutting-edge" with "prior and limited edition”

⃝New middle categories targeting the next generation

Communication Communication
⃝Central Hall
  →Special promotion as an Important Cultural Property⃝Implement community marketing

⃝Implement data marketing to respond to individual 
customers

⃝Conduct marketing that responds to personal needs
⃝Provide the best hospitality in a special environment

Connecting with 
all individual customers

Toru Takeuchi
Director, Executive Vice President 
and CMO 
(Chief Merchandising Officer)
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❷ Reform of out-of-store (individual) sales

Traditionally, we have conducted out-of-store (individual) sales, in which employees make use of their individual wisdom and 
experience to make product proposals in a one-on-one relationship with customers. In addition to this, we are utilizing AI and 
other data analysis to make customer contact a science. By utilizing our buyer network, we are able to respond promptly to 
customer feedback, make proposals that exceed customer expectations, and create teams of in-store attendants and sales 
representatives who can visit customers even when sales representatives are not available.

◉ Key points for FY2022: Establishment of a new sales network 
Improvement and expansion of MD (Merchandising) proposal capabilities through the combination of 
out-of-store sales + buyers + in-store attendants and digital platforms

Direction

Out-of-
store 

customers

Out-of-store 
sales

Pinpointed sales 
with buyers

Purchasing inside and outside the Group/lifetime events

Data analysis by utilizing AI, etc.

Customer input

In-store attendants

Each store buyer　　　　Out-of-store sales buyer

Buyer network New sales 
network

Advance initiatives of both main stores to be rolled out to branches and regional branches

 Yoshida  In the past, a single sales person worked closely 
with customers’ needs and lifestyles, proposing products 
and promoting store visits in cooperation with the shop 
floor. However, as customers’ needs became more diverse, 
there were fewer options for proposals and it took more 
time to respond to their requests. For this reason, we felt 
the need to collaborate more with our business partners 
and buyers, not just with the shop floor.
 Shimada  Nihombashi’s proposals to its out-of-store 
customers, who account for a large share of the market, 
were important, and the sales department always sent 
product information to the out-of-store sales section to 
request proposals to its customers. However, this 
information was not sufficiently communicated to individual 
salespeople, and there was insufficient understanding of 
individual customers’ opinions.

 Yoshida  In my role, I work as a team with a single 
customer. In addition, I work with sales and buyers to 
provide a broader and deeper range of proposals than 
before.
 Shimada  The other day, a customer was looking for a 
dress for a party, but could not find one that matched her 
image in our regular assortment. We discussed and 
negotiated with our business partners regarding the 
relationship between sales and the customer, and made a 
visual presentation of one-of-a-kind items in advance and 
showed it to the customer. We sat down with the customer 
in a personal room and proposed dresses that are usually 
only available in street stores and miscellaneous goods 
from brands that are not available at Nihombashi, thus 
transcending the boundaries of each brand.
 Yoshida  Although the customer was only intending to buy 
a single set for a single party, being very impressed with 
the suggestion, she purchased multiple items as a result.

 Yoshida  By making a wide range of proposals in this way, 

something which is beyond the capabilities of a single sales 
person, the customer’s options steadily expand, and the 
customer is moved and motivated to make a new purchase. 
This customer requested to meet the buyer who made the 
proposal and hear his/her thoughts.
 Shimada  By meeting the customer in person, we were 
able to get a more concrete image of the customer’s needs. 
Our relationship has since deepened, such that we have 
proposed further products to the customer. This was by no 
means a one-off. By meeting customers in person or 
hearing in detail about the customer’s overall life events 
from the sales staff, we have been able to plan and propose 
products while keeping the customer’s face in mind. In 
addition, because of the strong relationship between 
customers, sales, and buyers, our business partners have 
been more willing to supply products to Nihombashi that 
would not normally be included in the store’s product 
lineup. Furthermore, the expansion of the product lineup in 
the store has led to a virtuous cycle that enables us to 
make a wide range of proposals to other customers as well.   
 Yoshida  As an organization, enlisting the help of 
colleagues with strengths in specialized fields leads to 
proposals that are quicker and more impressive to 
customers. When sales and buyers have a mutual 
understanding and discuss things with each other, it leads 
to a wide range of proposals, and customers feel the effort. 
It is important to be aware that not only out-of-store sales 
persons but the Company as a whole hosts the customers. 
By responding as an organization as needed, we can 
maximize our capabilities as a company.

 Yoshida  Recently, we have been told that customers are 
also interested in the corporate stance behind these 
initiatives, and that they want us to make full use of our 
network within the Company, rather than just one sales 
person. It is important to understand that this reform is an 
initiative that customers are looking for, and to act 
accordingly.
 Shimada  The issue for the future is how to expand this 
initiative to other sales, business partners, and customers. 
Also, last year I worked solely as an out-of-store sales 
buyer, but now my buyer duties encompass out-of-store 
sales initiatives for individuals, and I feel it is important for 
me to have a strong awareness of this fact.

Private Stylist, Division 1
Mitsukoshi Nihombashi Private Sales Department,

Private Sales Group, Direct Sales Management Department,
Isetan Mitsukoshi Holdings Ltd.

Yukihiro Yoshida
Buyer, Sales Division 2
Sales Department
Mitsukoshi Nihombashi Main Store
Isetan Mitsukoshi Ltd.

Kaoru Shimada

Response to out-of-store (individual) 
sales reform: Dialogue between 
buyer and sales representative

From a buyer’s 
perspective

From a sales 
perspective

◆ Initial work to build a new sales network

Established out-of-store buyers and strengthened direct marketing activities
In the second half of FY2021, we established a new buyer position within the out-of-store sales organizational structure for the 
first time in our Company’s history to respond more speedily to customer requests. In FY2022, we are working to expand the 
scale of our efforts by building a network with all buyers at both main stores.
Introduced a digital sales style in addition to the knowledge and experience of individuals
We began a trial of this new sales style first at the Nihombashi Main Store in FY2020, which we extended to the Shinjuku Main 
Store in FY2021. We are currently working to expand the scale of these trial at both stores in FY2022.
Expanded MD outside department stores to meet all customer needs
By transforming from department store MD-driven proposals to proposals that embody customer insights, and by getting closer 
to customers’ lifestyles and deepening understanding of their needs, we have been making special proposals that reflect 
customers’ voices in MD outside department stores, such as travel, at both main stores, and will expand this to branches and 
regional stores in the future.

◆Organizational proposal-based sales to meet all customer needs

In FY2022, we are integrating the out-of-store organizations beyond the goodwill of Mitsukoshi and Isetan, and are building a 
new sales network that combines out-of-store sales, buyer networks, in-store attendants, and digital platforms to conduct 
value-proposition-based sales in the organization.

Total turnover for out-of-store (individual) sales groups at both main stores Total turnover: All turnover from out-of-store sales activities

FY2021 Results FY2022 Plan

79.0 billion yen

Difference from FY2019

+7.4 billion yen

86.0 billion yen

Difference from FY2019

+14.4 billion yen

Difference from FY2020

+18.0 billion yen
Difference from FY2021

+7.0 billion yen

What is your traditional sales style and 
the challenges you face in terms of this?

What are you working on in response to 
out-of-store sales reform?

What effects has this out-of-store sales 
reform had on the shop floor?

What are your goals for the future?
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