
1967

0.42

1972

2.9

1978

9.0

1985

13.2

1989

17.5

1991

19.3

1993

25.6

1995

34.8

1997

48.9

2000

63.2

2001

78.7

2002

88.2

2003

108.7

2004

129.4

2005

156.7

2006

189.1
217.2

2008

244.0

2009

286.1

2010

314.2

2011

331.0

2012

348.7

2013

387.6

2014

417.2

2015

458.1

2016

512.9

2017 2018

608.1

2019

642.2

2020

716.9

2021

Net sales (billions of yen)

* The figures are based on the fiscal year ended March 31. For FY2021 and earlier, the figures are based on 

the fiscal year ended February 28 or 29, except for the founding year of 1967.

* FY2022 spanned 13 months and 11 days due to a change in the fiscal year-end.

* All figures are based on J-GAAP.

2022 2023 2024
(Year)

Ordinary income (billions of yen) Number of stores

Creation of Management Policy Establish a Business Model that Will Revolutionize the Furniture Industry

Founding Spirit

“To bring the comfortable 
and enriched living 

of the U.S. to Japan”

Domestic Nationwide Development/Overseas Expansion Globalization and Expansion of Business Fields

1967

Nitori Furniture Store 
established

1986
Started direct import of 
overseas products
Adding cost competitiveness that is 

one step ahead

1973
Direct purchase from 
manufacturers started
Break through from being just a 

furniture store
● Opened large stores which sold 

products that make daily life 

more enjoyable and convenient
● Proposal of total coordination

1995
Began operating an overseas factory
Established factories overseas in order to 

achieve low prices for products with 

Japanese quality

2003
Achieved 100 stores and ¥100 billion 
in net sales

2007
Opened Kaohsiung 
Dream Mall Store

2005
Hanoi factory in 
Vietnam began 
operating

2004
Established Nitori-net
Launched the online sales business

2013
Opened the first store in the U.S.
Full-scale global business development

2015
Opened Nitori Printemps Ginza Store as the 
first store inside a department store

2018
Siam Nitori became wholly owned 
subsidiary

2017
The new factory in Ba Ria-Vung 
Tau, Vietnam, began operation

2019
Started apparel brand N+
2020
Management integration with 
Shimachu CO., LTD.

2024
Opened stores in the Philippines, 
Indonesia, and India 
Revised Mission (Aspiration)2021

Opened the first store in Malaysia

2022
Opened the first store in Singapore
Nitori Digital Base CO., LTD. established

2023
Opened stores in Thailand, Hong Kong, 
South Korea and Vietnam 
Reached 1,000 group stores worldwide

2014
Opened the first store in mainland China
Launched Nitori app service

2008
Price Cut Declaration
Price cuts on 1,000 

items following the 

global financial crisis

20071999

109.5

138.4
141.8 144.0144.0

132.3
126.2126.2

103.0
94.8

87.5

75.0
67.9

63.462.159.1
53.5

47.4

33.9

26.5
23.1

19.0
15.213.0

8.97.1
3.83.52.01.81.51.20.90.40.10

611

722

801

902

948.0948.0

576

523

572.0572.0471

420

373

331
300

268
244

217
188

162145130116100
827373

50372924211815731

811.5

1,001

895.7895.7

1,048

928.9928.9

Nitori Group’s History [Our Value Creation Journey]

The driving force behind our growth is our mission  

“Enrich the everyday lives of people all over the world.”
We will continue to grow by working for improvement and reform.

Top Message
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3,000 Stores
Net Sales ￥3 trillion

Vision

Product Quality 
Control

Logistics Trade

Product 
Planning

Product 
Development 
Coordination

Raw Material 
Procurement

Manufacturing

System 
Development

Sales (Stores)

Sales 
(E-Commerce)

Enrich the 
everyday lives 
of people all 
over the 
world.

Mission 
(Aspiration)

Further Evolution 
of the Business 

Model

Nitori Group’s 
Sustainability

IT/DX Foundation

Management System Corporate Governance

Foundation of 
Human Resources

Global Strategy

▶P14-20

Business Foundation 
Reform through IT and DX

▶P21-22

Focus Topic

Value Creation Story (3)

Initiatives to Strengthen Management Foundation

With the acceleration of our global expansion, each value 

chain is becoming more complex and sophisticated. 

Securing IT and DX foundation to realize this update, and 

the human capital to support it, is a critical issue.

Nitori Group’s unique business 
model provides value by 
“Offering the Unexpected”

Creation of Shared Value
 Environmental Value, Economic Value, Social Value

Medium-and Long-Term Management 
Strategy for Further Evolution

Nitori Group
Green Vision 2050

Value Creation Story (2)

Focus Topic

Pursuit of Total Optimization 
and Sustainability

Characteristics and Strengths of 
Nitori Group’s Sustainability

● Sustainability management to both resolve 

social issues and achieve our mission

By leveraging Nitori Group’s unique “Circular 

Business Model,” we promote environmentally 

friendly practices at each stage of 

“manufacturing,” “transportation,” “use,” and 

“after use,” while also aligning closely with our 

customers’ lifestyles. Focused on maintaining 

“Offering the Unexpected” value, we also prioritize 

providing more sustainable products and services.

▶P41-49

Manufacturing
×

Conserve 
Resources

After Use
×

Conserve 
Resources

Transportation
×

Reduce 
CO2

Use
×

Save 
Energy

Medium-and Long-Term Management
Strategy for Further Evolution

Expansion of Business 
Fields and Regions

Value Creation Story (1)

Focus Topic

Investment in the Future for 
Improvement and Further Strengthening 
of Each Value Chain Challenge

Characteristics and Strengths of the 
Manufacturing-Logistics-IT-Retail 

Business Model

● Expanding business fields and gaining 

customer support

● Accelerating expansion of global chain 

store operation

● Business foundation reform through 

supply chain management, IT and 

organizational strategies

● Promotion of M&A and alliances to 

expand business fields

● Sustainability management to both 

resolve social issues and achieve our 

mission

By managing the entire process from product 

planning and procurement of raw materials to 

sales, we have achieved significant cost 

reductions and built expertise within the company. 

We continue refining the “mechanism that fosters 

a competitive edge” to offer both high quality and 

functionality at prices that are easily affordable for 

everyone.

▶P33-35 , 37-38

Customer-Oriented Management
(Development of Products and Business Operation)

▶P23-24 , 31-32 , 36

Global Supply Chain
Management Strategy

▶P25-30

Value Creation Model of Nitori Group

Top Message
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*  Number of non-regular employees converted to 8-hour equivalents is 42,507  

(Of these, the average annual number of non-regular employees is 22,336)

Net sales

Number of  
annual deliveries  
(Group)

Number of customers buying 
our products (Group)

Number of containers 
handled annually 
(Group)

Number of Nitori 
members 

Number of 
employees  
(Group)

250

948.0

500

750

0

1000

478.1

0

95.1

2023/3 2023/3 2023/3

895.7

455.9
86.5

2024/3 2024/3 2024/3

928.9

473.5

76.8

2025/3 2025/3 2025/3

988.0
529.0

90.0

2026/3
(Forecast)

2026/3
(Forecast)

2026/3
(Forecast)

0

(billions of yen)

150

300

450

600
(billions of yen)

30

60

90

120
(billions of yen)

Net Sales Gross Profit Net Income Attributable to Owners of Parent

928.9 
billion

5.39 million

Approx. 

149.00
million

155  thousand 
TEU

Approx.

46.98
million

58,799

835 stores

100 stores

68 stores

4 stores3 stores

4 stores

3 stores

12 stores
1 store

10 stores

5 stores3 stores

* Numeric figures are from fiscal year ended March 31, 2025 (based on Japanese GAAP).

* Due to a change in the fiscal year-end, the fiscal period ended March 31, 2023 is an irregular accounting period of 13 months and 11 days.   * All figures are based on J-GAAP.

* All figures are based on Japanese GAAP. 

Japan

Mainland China

Taiwan

The PhilippinesIndonesia

Singapore

Vietnam

Malaysia
India

Thailand

South KoreaHong Kong

Nitori Group has continued to provide products tailored to customer needs, based on its concept, which has 
remained consistent since its founding –to bring the comfortable and enriched living of the U.S. to Japan. 
Nitori Group of “today” is a midway point on its journey into “tomorrow,” as it looks to achieve its vision.

1,048 stores

Number of stores

* TEU: Unit of measure equivalent to a 20-foot container

Current Status of Nitori Group

Achieving our vision 

based on our integrated 

business model 

Summary of the Fiscal Year Ended March 31, 2025

Message from the President

Representative Director & President 

(Chief Operating Officer) 

Toshiyuki Shirai

During the current fiscal year, the Japanese economy 

was expected to experience a moderate recovery, 

supported by improvements in employment and income 

conditions, as well as the effects of various policies. 

However, the risk of an economic downturn due to the 

impact of U.S. trade policies has increased. In addition, 

personal consumption may be affected by factors such 

as the continued rise in prices and the resulting 

deterioration of consumer sentiment. These factors also 

pose risks of weighing down the economy, among 

others. In the furniture and interior industry, a challenging 

business environment persists mainly due to intensifying 

competition across different sectors and business types, 

soaring labor costs driven by labor shortages, and rising 

raw material prices.

The Group’s operating results for the current fiscal year 

were net sales of 928.9 billion yen, a 3.7% increase 

year-over-year (YOY), ordinary income of 126.2 billion yen, 

a 4.7% decrease YOY, and net income attributable to 

owners of parent of 76.8 billion yen, an 11.1% decrease 

YOY*. As for the number of stores, there was a net 

increase of 47 stores in total, both in Japan and overseas. 

In response to the increase in sales but decrease in profits 

in the current fiscal year, we will identify priority issues in 

each of our businesses in Japan and overseas and 

advance initiatives for improvement and reform, with a 

renewed focus on achieving growth in both sales and 

profits in the fiscal year ending March 31, 2026. We will 

continue to provide products and services with “Offering 

the Unexpected” value and strive to contribute to the 

enrichment of our customers’ lives.

Five Medium- and Long-Term Management Strategies

5
Sustainability 
management to both 
resolve social issues 
and achieve our 
mission

4
Promotion of M&A and 
alliances to expand 
business fields 

3
Business foundation 
reform through supply 
chain management, IT 
and organizational 
strategies

2
Accelerating expansion 
of global chain store 
operation 

1
Expanding business 
fields and gaining 
customer support 

Top Message

*  Of which, 22.56 million app members
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