
❶Creating high sensitivity, fine quality stores

• In order to meet the demands of customers across Japan who aspire to high sensitivity, fine quality consumption, we will utilize our 
Group network of stores dotted around the country, web/e-commerce, out-of-store sales, and other assets.

• The first step will be to clarify what the Isetan Shinjuku Main Store and Mitsukoshi Nihombashi Main Store, which will be the core 
of our efforts, should be striving to achieve, applying ”Scientific analysis of department stores,” and changing the merchandising 
balance.

• The Isetan Shinjuku Main Store will thoroughly pursue fashion with the world’s latest and newest MD, while the Mitsukoshi 
Nihombashi Main Store will deepen and refine its focus on tradition, culture and art, and lifestyle to become symbols of admiration 
and empathy in urban community development.

• We aim to become a “special” presence to our customers by shifting from our previous mass marketing approach to a personal 
marketing approach. This will allow us to provide exciting solutions for customer’s concerns and individual problems and 
innovative proposals for their interests.

• We will deepen our connections with all customers who use the Isetan Mitsukoshi Group, whether that be on a daily basis, once a 
month, once a year, or just on special occasions. We will achieve this by analyzing customer information (customer data) based 
on the concept of “high sensitivity, fine quality” consumption by customers who seek a high-quality, affluent lifestyle, as well as by 
making full use of our “people power” to offer value propositions that only we can provide.

Key Strategies: “High Sensitivity, Fine Quality” Strategy

◉ Building high sensitivity, fine quality stores and further strengthening ties with individual customers through department 
store CRM

　 ➡Remodel to achieve market-appropriate MD balance and enhance customer service functions
Direction

“Cutting-edge fashion” proposal to become the world’s 
No. 1 department store

Further sharpening of product lineup toward sales of 350 
billion yen

To become stores with strengths in 
“tradition, culture, arts and lifestyle”

Further deepening of hospitality unique to Mitsukoshi’s 
350 year anniversary

MD • Expansion of luxury brands, jewelry and watches

Deployment
• Creation of new zoning 
• Efficiency of the category 

Environmental 
Services

• The Lounge extension 
• New Premier Salon

MD
• New expansion of food 
• Expansion of beauty and health categories

Deployment • Expansion and efficiency of categories

Environmental 
Services

• Improving the environment of the Lightwell (atrium)

❷Networks

As part of our marketing efforts geared toward individual customers, we will provide each customer with an optimal experience by 
structuring a content network of physical contact points in stores, an out-of-store sales network of human contact points, and a 
digital network of digital contact points. This will allow us to meet the needs of customers throughout Japan who aspire to high 
sensitivity, fine quality consumption.

In addition to utilizing our network of business locations to further upscale sales in FY2023, we will expand our activities beyond 
the department store business to include the provision of products and services offered by Group companies.

Direction

◉  Improve customer satisfaction by taking full advantage of the Group’s networks

◉ Make proposals at three points of contact (physical contact, human contact, and digital contact) tailored to customers’ 
lifestyles

Examples of initiatives

Case 1: Content network

From both main stores to regional stores

Case 2: Out-of-store sales network

From regional stores to both main stores

Regional store salon deployment Events at both main stores

Exhibitions of fine items at both 
main storesMother store/small store

Out-of-store customers at 
regional stores

The same events held at both main stores for high-end items 
(luxury goods, jewelry and watches) are held at regional stores. 
For out-of-store customers, we provide hospitality in a special 
setting by using salons and out-of-store event spaces in 
regional stores. We invite customers to experience an 
assortment of content not normally carried in regional stores.

At both main stores, we invite our top customers who we are 
connected with individually to a special event once every half 
year, where we host them in a special space (called Tansei-kai at 
Isetan Shinjuku and Ippin-kai at Mitsukoshi Nihombashi). We are 
taking steps to invite out-of-store customers from regional stores 
to these semi-annual events, who are attended by members of 
the out-of-store sales department of the regional stores.

“High Sensitivity, Fine Quality” Strategy

Isetan Shinjuku Main Store Mitsukoshi Nihombashi Main Store

Establish points of contact with customers through three networks to propose the Group’s products to customers 
throughout Japan who aspire to high sensitivity, fine quality consumption

Both main stores Three mechanisms Regional stores

Use of digital technologies

Digital network (digital contact points)

Referral/attending customers

Out-of-store sales network (human contact points)

Mutual use of merchandise

Content network (physical contact points)
Merchandise at both 

main stores
(store merchandise)

Merchandise at regional stores
(store merchandise)

Out-of-store sales at both 
main stores

(serving customers in the area)

Out-of-store sales at regional stores
(serving customers in the Tokyo metropolitan area 

+ local customers)

Online sites
(various e-commerce sites) Stores
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Key Strategies: “High Sensitivity, Fine Quality” Strategy

❸Reform of out-of-store (individual) sales

In addition to conventional methods that utilize the wisdom and experience of individual salespeople, since FY2022 out-of-store 
sales for individuals are being carried out based on a combination of people and science through the analysis of customer data.

We are also working to enhance products and services that are not available in department stores in order to meet the wide-
ranging needs of our customers. Through these efforts, we are enhancing the breadth and quality of our proposals to customers, 
and building a system that enables us to make proposals in line with individual requests. At the same time, we are also working to 
improve the satisfaction level of out-of-store customers when they visit our stores by enlarging the dedicated lounge at the Isetan 
Shinjuku Main Store, expanding the Team Buddy system, and promoting collaboration between the Mitsukoshi Nihombashi Main 
Store and the Isetan Shinjuku Main Store.

◉  Key points: 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

◆ Initial work to build an out-of-store sales and buyer 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 buyers at both main stores.

Broadened sales coverage by leveraging digital sales in addition to the knowledge and experience of individuals
We began a trial of this new sales style first at the Mitsukoshi Nihombashi Main Store in FY2020, which we extended to the Isetan 
Shinjuku Main Store in FY2022. In FY2022, we are working to expand the scale of these trials at both stores. In addition, we are 
working to expand this sales style to our branches in the Tokyo metropolitan area and to regional department stores.

Toward an out-of-store sales business model that utilizes a scientific perspective (Scientific analysis of department stores)
We classify the sales activities of top salespeople into our original “eight sales activities” based on the purchasing data of out-of-
store customers, clarify the actions to be taken, analyze purchasing behavior, and establish a flow for implementing sales activities 
in line with the eight actions.
We are also working in parallel to expand the wallet share of our customers by analyzing macro data to visualize needs that have 
not yet become apparent within the Isetan Mitsukoshi Group.

◆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.

Turnover from out-of-store sales 
at department stores in Japan Total turnover: All turnover from out-of-store sales activities

FY2022 Results FY2023 Plan

Result Compared to previous fiscal year Compared to previous fiscal year

Approx. 204.2 billion yen 116%

◆ Introduction of sales representatives for foreign customers

In October 2022, we introduced sales representatives for non-Japanese customers to provide them with special hospitality, 
including shopping assistance to VIP customers visiting or residing in Japan. Currently, we have representatives who can speak 
English, Chinese, Korean, and Malay to meet the personal needs of customers.

When these representatives were first introduced during the COVID-19 pandemic, not many overseas customers were able to 
visit Japan, so we focused on cultivating new customers and strengthening relationships with customers in Japan. For example, 
through event exchanges with overseas companies and institutions based in Japan, we worked to make them aware of the content 
and services offered by the Isetan Mitsukoshi Group. As a result, we are now receiving an increasing number of new customer 
referrals from these customers. We have also started corporate tie-ups with hotels and travel agencies whose main customers are 
overseas VIPs, and are focusing on introducing customers from these companies to our Group.

In 2023, we are seeing an increasing number of VIP customers from all over the world. The needs of our customers during their 
stay in Japan are diversifying, and we are working to expand our offerings beyond shopping support. In addition, in cooperation with 
overseas stores within the Group, we have started a shopping attendant service for the VIP customers of overseas stores when they 
visit Japan. In this way, we are bolstering our team of attendants to assist customers in a variety of situations, starting with pre-trip 
preparations, through to assistance with shopping and to follow-up services after their return home.

We sales representatives for foreign customers help customers, both 
those living in and visiting Japan, to shop at our stores without the stress 
of language barriers. In addition, we deepen our connections with each 
and every customer, and assist them in all aspects of their shopping 
experience through a variety of proposals. On one occasion, we invited 
customers to a special invitation-only event. They were so impressed by 
the special atmosphere and product lineup that only Isetan Mitsukoshi 
can offer, that they purchased not only wine, which they had originally 
planned to purchase, but also art works. We also introduced a 
construction and interior company within the Isetan Mitsukoshi Group to 
a customer who is developing their own business. We undertook the total 
design and furniture production for the customer’s store, and were thrilled 
when the customer commented that the space we created was very 
beautiful, with an almost dreamlike quality. I hope we can continue to 
create wonderful encounters with our customers.

“Together with our customers”

Li Fang
Sales Manager 
Direct Sales Department Private Sales Group
Foreign Customer Division
Isetan Mitsukoshi Ltd.

Sales representatives for foreign customers

◆Establishment of product supply network: 
Expansion of range of merchandise from outside 
of department stores

In FY2022, in order to ensure that we can meet the needs 
of our customers, we established a system that enables 
us to offer products and services that are not available in 
conventional department stores.
Initially, the focus was on merchandise within the Group, 
such as that of Mitsukoshi Isetan Nikko Travel. However, 
we have since expanded to include merchandise not 
handled by the Isetan Mitsukoshi Group by collaborating 
with external partners that have highly specialized 
knowledge and expertise.

By combining merchandise from within Isetan 
Mitsukoshi Group department stores, and merchandise 
from outside Isetan Mitsukoshi Group department stores, 
we are able to make proposals that are optimized for 
individual needs in accordance with the needs of each 
customer’s lifestyle.

We will continue to work on further expanding the range 
of merchandise that meets the needs of our customers.

●Expand Isetan Mitsukoshi’s leading 
initiatives to regional department stores

●Deepen relationship with existing 
customers with high purchasing power 
and promote acquisition of new 
customers

Merchandise 
from within

Isetan Mitsukoshi
Group department

stores

RecreationLifestyle

Beauty

Assets

Health

Learning

Merchandise
from outside

the Isetan
Mitsukoshi

Group

Merchandise from
outside Isetan Mitsukoshi Group

department stores

Clothing

Food

Decor

Merchandise in which products and 
services can be provided by Isetan 
Mitsukoshi Group companies

Products handled at Isetan 
Mitsukoshi Group department stores

Merchandise which, although not 
handled within the Isetan 
Mitsukoshi Group, can be provided 
in collaboration with business 
partners that have highly specialized 
knowledge and expertise

Merchandise from within 
Isetan Mitsukoshi Group 

department stores

Merchandise from outside 
Isetan Mitsukoshi Group 

department stores

Merchandise from outside 
the Isetan Mitsukoshi 

Group

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

Buyer network New sales
networkOut-of-store sales buyer
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