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Stepping Boldly into the Next Century
with a Spirit of Innovation Etched into Our DNA

The century since our establishment in Onomichi, Hiroshima, in 1925
has etched the history of our challenges. Our vision is to be a world-class
destination store that is the destination itself. We aim to create a space
that embraces the story of each customer, exceeds their expectations, and
delivers unforgettable experiences.

Throughout a history that hasn't always been easy, our strength has been
the very will to take on the challenge of always pursuing innovation.
Based on our founder’s belief that “a store exists for its customers,” we
use a combination of strategies to decipher the changes in the times and
open up new possibilities around the world. Ultimately, it's each and
every employee on the front lines who delivers that value to customers.
This philosophy of “merchandising by all staff” is the very source of our
competitive strength.

With this philosophy and will to take on challenges in our hearts, we
sincerely hope to be a company that emits such a shine from our local
area to the forefront of Japan and to people around the world and brings
hope and pride to our community.

ACCES 100.
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Congratulations on your 100th anniversary!
Wishing you continued success and prosperity for
many more years to come.
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“Think a new century ahead...”
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Dedicated to the glorious 100th anniversary.
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I cannot speak of what a hundred years truly means.
But | believe that such time,

when built upon quiet conviction,

may appear unexpectedly light.

With my deepest respect,

CINOH

Chino Takayuki
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From Onomichi to the World
and the World to Onomichi

Our journey began in 1925 in Onomichi, a vital hub in the Seto Inland
Sea. From the very beginning, we have embraced a spirit of
innovation, always looking outward and seeking new value. That
DNA has endured for more than a century, passing down through the
generations. Along the way, we faced moments of existential crisis.
Yet in the depths of despair, we found a path to innovation, and the
challenges we faced led to our rebirth as a stronger company.

The foundation for this strength is the two spirits at the core of our
management. One is the founder’s philosophy of thinking about
others: “A store exists for its customers and flourishes alongside its
staff.” The other is a strategy grounded in logic and data brought from
the outside world by our fourth president. It is the continuous
interplay of these two spirits that defines our true identity.

Today, our vision is to create a world-class destination store. The
space is the destination itself, and it offers unique experiential value.
We are grateful for being nurtured in Onomichi, and this is reflected
in the pride we feel for the future we are shaping. We believe that by
shining from our local area to the forefront of Japan and out into the
world, we bring hope and pride to our community. This is our way of
giving back and the essence of why we exist. Grounded in respect for
our past, we will continue to create value that moves people's hearts
and walk our path into the next century.
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Shigetaro Takagaki
(1896-1988)
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Chino Takagaki
(1902-2004)

From Establishment to Expansion

A Spirit of Innovation Born in Onomichi

The story of ACCES Co., Ltd. begins in 1896 with the birth
of a boy named Shigetaro Takagaki, the youngest of seven,
in the coastal town of Onomichi. In 1925, at just 29 years
old, he left his job at the national railway and opened a small
store called Takagaki Ohyasuten. In an era when ready-
made clothing was still rare, his store, which focused on

undergarments, supported everyday life in the community.

The founder always embraced an outward-looking spirit.
This DNA, passed down as our spirit of innovation, was
reflected in actions that were considered groundbreaking at
the time. At a time when even traveling to Tokyo or Osaka
was a challenge, long before the advent of the Shinkansen,
he took the bold step of sourcing products directly from
manufacturers in Gifu and the Kansai region, bypassing
local wholesalers. His heartfelt wish was to offer better
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Takagaki Obyasuten

Clothing retailer under the “Takagaki
Ohyasuten” name founded by Takagaki
Shigetaro.

products at fair prices. This genuine desire was eventually
passed on to his son, Tsuyoshi, who became the company’s
second president. Under the leadership of Tsuyoshi, who had a
deep appreciation for traditional Japanese arts such as Nihon
Buyo (Japanese classical dance), sado (Japanese tea ceremony),
and kado (Japanese flower arrangement), the business entered
a new stage of development. In 1947, during Japan’s postwar
reconstruction period, Takagaki Yousouten Limited was
established to sell fabrics and provide tailoring services. In 1957,
the company opened Onomichi Marubeni, a general apparel
store that quickly grew into the region’s leading retailer, offering
everything from women’s and men’s clothing to traditional

Japanese garments and bedding.

At the time, Marubeni became a true destination store, attracting
customers from island communities such as Innoshima and
Setoda, who would cross the sea by boat to shop there, as no
bridges had yet been built. The store, spanning over 3,300
square meters, was constantly bustling with activity. At its peak,
it recorded annual sales of 300 million yen, equivalent to over 2
billion yen in today’s currency. The founder’s philosophy, “A
store exists for its customers, flourishes alongside its staff, and
perishes with its owner,” found its true expression during this
era. In 1973, following the shift to a floating exchange rate for
the U.S. dollar, Tsuyoshi (second president) was quick to
travel to Europe and the United States. He filmed the streets of
Paris with an 8 mm camera and shared the footage with his six
children, seeking to envision how the next era would look. At
that moment, the future of ACCES appeared full of promise.

1 B PR R AL RO
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Takagaki Yousouten established.

At around this time, the company
began to specialize in the apparel
business, with a focus on fine materials
and best tailoring.
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Michiko Takagaki
(1934-)

Drive for Innovation

The Challenge
That Opened Doors to the World

The period of smooth sailing was abruptly interrupted in 1977
when Tsuyoshi (second president) fell ill at the young age of 47.
At that time, his six children were between two and sixteen
years old. Despite being over eighty, Shigetaro, the company’s
founder, resumed his leadership of the company. However, the
emergence of a large suburban shopping center led to a rapid
decline in foot traffic and vitality in Onomichi’s traditional
shopping district.

This marked the beginning of a prolonged downturn —twenty
years of sluggish sales and eighteen years of operating losses.
The company’s finances deteriorated, contracts with suppliers
were terminated, and the product lineup steadily worsened. At
night during typhoons, the children would rush to place
buckets around the store to keep the leaking rainwater from
soaking the merchandise. Their mother, Michiko, maintained a
tireless routine, waking at 6 a.m. and going to bed at 2 a.m,, to
raise their six children, without a single day of rest. At her
husband’s funeral, her own mother told her, "You must stay
strong," allowing her no room for self-pity. She never once
complained, and at times, she even went door to door to visit

her classmates’ homes to take orders. Seeing this, the young
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siblings gradually came to feel that they wanted to help their
mother and support the family business.

In 1981, five years after their father’s death, the second eldest
daughter, Chiyoko, joined the company. The following year,
the eldest daughter, Miyoko, came aboard. In 1987, the eldest
son, Keiichiro (the company’s third president), joined the

business, followed by the youngest daughter, Kayoko (Managing
Director), who joined the company in the following year.

As the family business continued to decline day by day,
Takahisa, the second eldest son, resolved to carve out his own
future in the world of commerce. While studying at Waseda
University, a single fax from his brother would change his
destiny. It was an interview article with Tadashi Yanai of
UNIQLO, whose business also started in a local shopping
district. Takahisa was deeply moved by an anecdote from
Tadashi Yanai, who had struggled against the emergence of a
fierce competitor. After reading a book by the founder of that
competitor, Aoyama Trading Co., Litd., Yanai decided —half in
doubt—to go to America, and there he found a new path
forward. That story stirred something powerful in Takahisa's
heart. It was a spirit of innovation, one that sought answers not
by lamenting the present but by venturing into the world and
taking action. Moved by that same spirit, Takahisa set off on a
two-month journey across Europe and the United State armed
with 300,000 yen he had saved from part-time jobs.

Upon returning home, he shared the intensity of his experience
with his brothers and sisters, and something shifted. The
stagnant air began to stir. The following year, he invited his
older brother, Keiichiro, who would later become the company’s
third president, and they travelled to the United State together.
This series of actions opened the door to new challenges for a

company that had hit rock bottom.

Atk ARICHMpE KRB -wEEE
Junior Department MARUBENI Ly
suyoshi Takagaki, the

company's second

ident, ed g
ONOMICHI MARUBENI president, passed away.

With our slogan, “High quality, suitable

prices,” we win over customers!
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Takahisa Takagaki
(1969-)

From V-shaped Recovery to the Future
Rebirth and Global Challenge

Inspired by the new possibilities his younger brother
Takahisa brought back, the company’s third president,
Ketichiro, later visited Paris himself. There, he witnessed
elegant older women who embraced fashion with genuine
joy, and in their presence, he saw a vision of the era to come.
That vivid encounter became the seed that would blossom
into PARIGOT, the select shop he opened in 1992. However,
the launch of the renovated store faced a rough start, with
sales plunging to one-ninth their previous levels. Keiichiro
and Kayoko endured exhausting routines, taking overnight
trains for day-trip buying excursions on their only weekly
day off, and even after Keiichiro's wife Kayoko joined the
business in 1995, sales only rose gradually.

Takahisa, who would later become the company’s fourth
president, joined the company in 1996. In his previous role,
Takahisa developed more than just experience. He was
shaped by an environment that demanded perfection based
on the spirit of “giving all things a try."” Through this, he
mastered in-depth data analysis and built the perseverance
to deliver results. What Takahisa believed the company
needed most in its near-death state was an investment in its
future, namely, in people. At the heart of his development
philosophy was the idea of “merchandising by all staff,” in
which each sales associate on the floor took a leading role in
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creating value. After conducting a thorough analysis of
customer data, Takahisa identified a key insight: highly
responsive customers were visiting from a wide area. To
establish unmatched regional credibility, he implemented a
"dominant strategy." The company daringly chose to open a
store in Fukuyama, a city crowded with competitors, and
when the youngest son, Michio (Senior Managing Director),
joined the company in 2002, the company opened a large-scale
store in Hiroshima the following year, securing its growth.
The one billion yen investment required to open the Hiroshima
store was a bold undertaking for a company that had been
insolvent until just a few years previously, but it ultimately led
to success. On the other hand, when relocating to the
Marunouchi district in Tokyo in 2014, the company became
painfully aware of the differences in the "purposes of visiting"
commercial and business areas and faced unforeseen challenges.
Yet it was this very failure that ultimately made the company
even stronger. In a company- wide project, every employee
took part in redefining the value proposition for "value that
customers desire, that the company can provide, and that
competitors cannot replicate. " Within just one year, this
collective effort led to a remarkable V-shaped recovery.

Now, we find ourselves in the midst of a new challenge. At the
forefront of Japanese retail, in places like GINZA SIX and
Azabudai Hills, we pursue the creation of world-class stores.
Led by our Senior Managing Director, the JAPAN DENIM
project has emerged as a powerful second pillar, bridging local
craftsmanship with international design and earning high
praise from customers in Europe and the United States.

The logo, introduced on our centennial anniversary, symbolizes
infinite () possibilities. We believe that a company headquartered
in a local area and shining into the heart of Tokyo can bring
pride and hope to its hometown. Our vision is to create a world-
class destination store that is worth the effort to visit. As it did
a hundred years ago, our journey begins in Onomichi and
reaches out to the world.

Le GRAND CLOSET

de PARIGOT # — 7 ¥ ] mm

Le GRAND CLOSET de PARIGOT ACCES
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Founded Opened Opened Opened Opened Opened Renewed

“Takagaki Ohyasuten” “Onomichi Marubeni” “PARIGOT Onomichi” “PARIGOT cceur” “PARIGOT Défi” “ACCES Hiroshima" “PARIGOT Hiroshima
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“Takagaki Yousouten “Junior Department Marubeni” “PARIGOT Fukuyama” “HANARE" “PARIGOT Fukuyama” “PARIGOT Hiroshima” “HEAD OFFICE”
Co.,Ltd.”
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Renewed
“PARIGOT Okayama”

Opened
“PARIGOT Yokohama”

Opened
“PARIGOT Marunouchi”

PARIGO1

Opened

“PARIGOT Matsuyama”

Opened
“PARIGOT GINZA SIX”

Opened
“JAPAN DENIM
GINZA SIX”

“Le GRAND CLOSET
de PARIGOT
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£e GRAND CLOSET de PARIGOT

AZABUDAI HILLS
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Wonderwall® Masamichi Katayama _ Interior Designer, CEO of Wonderwall®,
Professor of the Department of Scenography, Display and Fashion Design at Musashino Art University
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i<, A %4 132 X 5JAPAN HOUSE LONDON. THE TOKYO TOILET #it# 2B 4 v, NOT A HOTEL
KITAKARUIZAWA MASU. LOUIS VUITTON MEN’ S FALL-WINTER 2025 SHOW & £ 93 5.

Masamichi Katayama was born in 1966. He has undertaken a wide range of projects worldwide, from fashion and other

In November 2023, Le Grand Closet de PARIGOT, a
new business format representing the future of PARIGOT,
opened at Azabudai Hills in Tokyo. The interior was
designed by Masamichi Katayama of Wonderwall®.

"The World’s Largest Walk-in Closet"

To effectively translate the extensive and diverse selection
of globally curated fashion brands into a selection that's
both captivating and unique, Masamichi Katayama of
Wonderwall® proposed the concept of "the world’s
largest walk-in closet." The space was designed to evoke
a Parisian fashion enthusiast’s overflowing closet, offering
customers a curated glimpse into collections and creating
a truly fresh shopping experience. The integrated closet
areas with glass doors support brand-specific activations
such as pop-up events and thematic presentations. This
area remains accessible for window shopping even after

closing time.

boutiques to branding spaces, residential projects, and overall planning of large-scale commercial facilities. Under the direction Photo : Kazumi Kurigami
of Masamichi Katayama, Wonderwall® has earned global recognition for its creative freedom in concept execution and its

refined ability to integrate contemporary elements while honoring tradition and stylistic heritage. Recent works include the

Japan House London, which was led by the Japanese Ministry of Foreign Affairs, THE TOKYO TOILET Ebisu Park public

toilet, NOT A HOTEL KITAKARUIZAWA MASU, and the Louis Vuitton Men's Fall-Winter 2025 Show.
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£eGRAND CLOSET
de PARIGOT
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A private closet created by a fictional art collector who adores fashion —
a space for the appreciation of menswear

Le Grand Closet de PARIGOT / MAN —PARIGOT’s first men’s store in Tokyo and the flagship store for a new retail
concept. The store offers a curated selection of premium menswear, from globally renowned luxury brands, designer labels,
and classic Italian menswear to upscale sportswear.

Wonderwall®’s Masamichi Katayama, the interior designer, drew inspiration from the stark and emotionally stirring imagery
of German photographer Candida Héfer, known for her association with the Becher school, and the surreal, daydrea.mlike
world of "American Psycho," a film starring Christian Bale that depicts the life of a yuppie executive in 1980s New York.
In order to accommodate a wide-ranging assortment that includes high fashion, luxury sportswear, and classic Italian styles,
the space is divided into two thematic zones: one reflecting a contemporary sensibility and another rooted in authenticity.
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Paris is a state of mind, an aesthetic sense, a wind that blows where it will ...
PARIGOT'S birth was inspired by Paris’ sophisticated sensibility. Eager to show
the latest fashions and the most individual presentations.

Fashion is most deeply enjoyed not on the surface of newness, but when one connects
with its beautiful history. PARIGOT is rooted in the year 1925. PARIGOT hospitality
is felt both through its 100-year history in Onomichi, and equally through its dealings
among the latest fashions around the world.

A true feeling of time’s passing has a magnetism all its own. It affords one’s own
self a certain agelessness ... PARIGOT strives for your attention, to lead you to
your most beautiful life.
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ACCES
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The logo for ACCES was designed by world-renowned graphic designer Tamotsu Yagi.
That for ACCES Hiroshima, an undertaking with the fate of the company at stake, was
not just for a building name but was a key design embodying our company's philosophy.
‘We approached Mr. Yagi, whom we had long held in high esteem, through a mutual
contact and successfully arranged a meeting when he visited Hiroshima. The originally
scheduled 30-minute meeting stretched to three hours due to a mutual interest in Jean
Prouvé. The fact that he was entrusted with the design of the Apple Store by the late

Steve Jobs around the same time speaks to his greatness.

AV N

Yagi Tamotsu _ Designer
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e began his career in 1984 at the San Franci: pparel pany Esprit. He became a member of the AGI in 1990 and
established Tamotsu Yagi Design in San Francisco the following year. In 1995, his design work was selected for the
permanent collection of the San Francisco Museum of Modern Art and was featured in an exhibition to ate the
opening of the museum's current location. In 2009, he relocated his studio to Venice, Los Angeles. His recent work includes

curating the Jean Prouvé exhibition at the M of C porary Art Tokyo in 2022, as well as ongoing projects such
as the Kiyomizu-dera Temple, the Kiyomizu-dera Temple signage plan, and a series of graphic designs.
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Our long-standing relationship with another important creator, Takamasa Tokuo, was also
sparked by shared admiration for Jean Prouvé. From the 2002 PARIGOT logo to our
latest retail concept, Le GRAND CLOSET de PARIGOT, his designs have consistently
been in step with our challenges. We first met Mr. Tokuo in 2001. For 25 years, he has
been a creative partner, making significant contributions to our growth. His work has
extended beyond logo creation to include the design of paper bags and production of our
"a Day by ACCES" event. His work is not limited to the work he does for our company.
He has also made invaluable contributions to the community, including designing the
logo for the Onomichi shopping district.

2 BB sy

Tokuo Takamasa _ Designer
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Owner of Daikanyama UNIT. Event producer. Previously, he was responsible for

art direction for famous international brands. Also, he worked on CD jacket designs,
corporate logo designs, and event-related graphic designs.
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Yoshihiko Ueda _ Photographer / Professor of Department of Graphic Design, Tama Art University.
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Yoshihiko Ueda was born in Hyogo Prefecture in 1957. Major awards he has received include the Lifetime Achievement Award of 55755 e

i i i } ©Yoshiko Kojima ZAbty¥ar,

the Photographic Society of Japan, the Grand Prix of the Tokyo ADC Awards, and a New York ADC Award. In 2011, he o i =
established Gallery 916. His recent publications include Forest: Impressions and Memories, 1989-2017, a collection of photographs BARMT 7 0 MELRALTTVI7LFHE
taken in the three primeval forests of Quinault, Yakushima, and Kasugataisha Shrine in Nara Prefecture, He also published 68th REEIC TR, y
Street, which captures memories of light and shadows on a white sheet of paper, and the Apple Tree. In 2022, he published Mater,
followed by Always Dream in 2023. In 2021, he released his first film, A Garden of Camellias, which he wrote, directed, and filmed. Tt Popular Japanese actress -“":‘ C"';c"(;IC"m]f] °£ P"RLGOTl;
received the award for Best Cinematography at the Japan Movie Critics Awards, the Grand Prix at the KINOTAYO Contemporary Ms. KEIKO KITAGAWA, has kindly collaborated wit " 5 - . 3
Japanese Film Festival in Paris, and the Grand Jury Prize of the Toronto Japanese Film Festival. An exhibition titled “From the leading photographer YASUHIKO UEDA. This premium 'PARIGOT Ligut inthe Mght io: Marisiithi)
Hip” which chronicles the past 40 years of his career, opened at the Museum of Modern Art, Hayama, Kanagawa, on July 19, limited-edition photo book was published to commemorate Photographs by Yoshihiko Ueda
2025. A photo book was simultaneously released under the same name: From the Hip. the 90th anniversary of ACCES. Co., Ltd. Limited 6,000 Copies.4 Cover Versions.
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ACCES HIROSHIMA

BELKI77yvVavpasfv—yarkdF—7—Fic, ACCESHHE
B3 a21ti 0 7 7 v ¥ =2 Y BESHACCES HIROSHIMA,
BEEJEPARIGOTZ2IRUDLL T, EREEREA VY ay Sk,
K77 DFERIZ4ASm, I 7 CBRAEDERLREL. #ins Al
KL RRALERKOEAPEEDEC.
WHOTryvaveEnve@hic LRIZHMI N M 28 L ¥
HMCRAL-EX/RBER. RRLEABRPBIAIFVF~—2LL
THHROGFERER STV,

Y, AN, EtEPEARL. EVTHIRBOEFT—FVTChD.
HEAR—ATHIEBLRCOBTHI VLIS, b3
DL e RBEL T3,

Perhaps unsurprisingly, as our keywords are ARCHITECTURE and
FASHION, ACCES HIROSHIMA is a model of 21st-century fashion
architecture. The building houses its own PARIGOT shop, and various
other shops too. Each floor is 4.5 meters, to the light of the garden on our
third floor. Visitors are greeted by refreshing breezes and natural light.
Modern architecture, making full utilization of spatial sophistication,
results in a unique landmark presence. Future and nature melt together.
Although it is a commercial space, the building is also a garden. The ideal
place to relax.

HION BLDG.




ASHION BLDG: ACCES HIROSHIMA
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IRERE IS D AR A T4 AR, TH—Y =KXV KXY Our Onomichi headquarters were designed by
IIH—= WS IRE, NATFART VDAY TITF DESIGN STUDIO SPIN, creators of luxury
WA SNTe, Yr—TRHIEBIUHY P SH BB, CARLTON, and more. Elegance is scented, at
‘ least in sharp notes. The conclusion is a space
ZVTA4TAET 42 RBS N ZMICHE EHB>T
5. REROIY VR BEORGE—HTBH lounge with airy views of Onomichi. May also
BEDHBAN—AT, fILEDERTIVFREKD be used for meetings and luncheons. A terrific
FHASh, A2y 7FLORFROBICR>TW05, place for staff to exchange ideas.

that stimulates creativity. The top floor is a -
B 1B 1
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INTH ZBIA  BRAHFFAv AL T4« A ¥y RERERE
Yasuhiro Koichi _ DESIGN STUDIO SPIN President

ol

19994 KRR M F FAV ARI F - AC Y 2R, S, R D59 B -6y BhT V2 ALV ICFF
AV RFW]T, FRIFATVME 7A=Y =AY X RF N TYF IS —b, F U9V H—whv
BTN NATIL FFTVTYF IS =D, RV HYVY FY2V R FFN I —TRE BE{D
YT 2TV—FRT VDAY TIT T FAVEFHI T A, BNTR “F- Dy Y- —n b HoE”
B EF Y 9D H— VIR, T ==XV KR T VEIE KFER” OV AP VS

TEY, F7I2aTY =BT NVDARY X VALELT, BELHAD AL S THACERL T3,

In 1999, Yasuhiro Koichi founded Design Studio Spin Inc. Since then, he has devoted his career to designing
interiors for the world’ s most prestigious five- and six-star hotels. His clientele includes numerous luxury
hotels, such as Four Seasons Hotels and Resorts, The Ritz-Carlton, Hyatt Hotels and Resorts, and the
Mandarin Oriental Hotel Group. In Japan, his work includes signature spaces such as The Ritz-Carlton,
Tokyo, The Ritz-Carlton, Kyoto, and restaurants at the Four Seasons Hotel Tokyo at Otemachi. Renowned
as a specialist in design for luxury hotels, he is extremely accomplished both in Japan and worldwide.

HEAD OFF
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POTHEMBLLTHES> T RILFRROER
DEBEZ. VI R—vavEh, BuHoiiio
Tl Bl~LEINED T, #EHPHKRIE
PHBATORAEEDBCHD A ZRERL
LTHih, B XX 5 R&ER B, KMzl
BEZANLI, Rfidsfrivrfesisi. Bl
3. ARy 7 DRFOIHDIurt LT, %
LEANDCD S A2 TR T2MEL THER
INTL5,

The former headquarters, originally a merchants
residence from the Edo period, has been renovated
into a refined space that honors its heritage. The
space is characterized by a charming atmosphere
that showcases items cherished by the founder,
who enjoyed Japanese flower arrangement and
tea ceremony, as furnishings and makes the most
of the large structural beams and decorative
fittings that support the building. It now serves
as a salon for staff interaction and as a place to
entertain guests from within Japan and overseas.

HANARE

HANARE, OUR FORMER HEADQUARTERS
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KKSBHTE2 LB/ MLEEMIN ey vy M. PV U
DEyY A3V TR {MYANT. PARIGOTD 7 47 A1,
ENE Y TNV EDYDTF AT —VRT 7= 7 hK5,

ACCESHHMBHRTAAVI F N TFVFIR,. 77y ¥ aveilil
TIEZLLS | 2RBL . EBShcvvy v s korryvar’e
BLATLCAANDEED DD D, =X —VA- 24 IV A"
ZALVAZaAvRe TP, EBANOMELRD LB H 2T SHT
TAT L%, BB 2V 24 avl LTERLET T3,

PARIGOT original brands are brought up from this filter:detailed
resources and techniques shown in simple designs, high quality

materia]s, and refine silhouettes that can be worn forever.

Offered in classic and latest styles. Concepts such as “Borderless,”
“Ageless,” and “Timeless” have matured into original brands that

tease out personality with hidden charms.

PRODUCT

IRYT2Y2DEH . FHRELODATHAL LW T VY Y 2MATI 7
oy¥aveRLEU) MY FRERASAT, EEZ 02HICE TV, E
BR30ZHMH->TwE] HE2BERQZHNTHERRZE W, FEHM»O FEXR
bolcflifie R T X5 ckote) 2A%. AC2HLL, Yl 2 A% %
FLRDB, KADLHE~FIF 77 —Fa—7%AubeLiZRET 5,

T3V FA—20HRIE7 7 AGETIRMY. RY ) 2K T Saube (A —
7) AT LD, [FHLLAZ—] 2HEKL, Hiciloio
KAERPHRBER, DHBIBHEEZE - Tw{kdic,. ZEbok LER
e, BMihoR R THTHILTTRHEDO—EBEPTERT 5.

Like Parisiennes, who embrace fashion with age-defying individuality, choose
refined quality over passing trends and possess an informed appreciation of
excellence, and have developed a discerning eye over time and now value
timelessness and authenticity —AubeL proposes wardrobes for mature women

who define themselves and seek out timeless authenticity.

The brand name derives from the French feminine noun aube, meaning dawn.
It represents "a new beginning" and conveys the feeling of specialness, elation,
and comfort that clothing brings to daily life. Premium materials are tailored in
sewing workshops with high technical capabilities to produce garments of

exceptional quality.
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EH L FF AL F—28 e TJAPAN DENIM] Fuyz 7 b

BRI, BRI 2 s 3 M ik, & 0
BEET = 2088 BEESN, 477 4 THED A, R, T
7 ETOM 2 MR 57 = ABGHIHAL RS 5 — KA TEH. %72 T
HIX 0 5 W LLURHC R 6 0 T RIS QB I E O WA 6 %< . 2
nNo DMK OBM L OFHED VA VOSSR ERPESEHS 1,
WAL T 57 FOF = KBRS SHIHED FHT T0 A,

[JAPAN DENIM | (X, COEEHiHIMrIREZ 24 > 7 1 T REP, B
M- A —H =y 72y by ORM, (LEERKPKEMASBHETCEZEV
— W=Dk VA, MIRBR TR B F AT 4 F TV /e
REH2EL THRCEBRT2F e 27—~ B, HRICRE

Ta7F=sFadzsb, HRPRBDZ2A4Y 7 1 2L HH T =itk

(PP a3 - O v 3k - RSB HIEE) OB h e, BANCHEES 27 F

AF =B BRTINE TR AP RBHFOTF=—ravrvar 2R

AL T3,

CoOFERAPEN, 2L THRICAY, FRAT4FTVEHED
F=ADA 2 IEF T WL,

JAPAN DENIM Project:
Bridging Japanese Textile Regions and Designers

The Sanbi region is centered around Fukuyama City in Hiroshima Préfecture
and Ibara City in Okayama Prefecture. Accounting for 80% of Japan’s
domestic denim production, this region serves as.a key industrial center and is
home to more than 70 specialized companies engaged in‘processes from mdlgo
dyeing to weaving, sewing, finishing, and other processes. In the Bizexij.'gf.r"él"a/ of
southeastern Okayama Prefecture, where the Kojima district is locatea?-/x;rié.ny
companies specialize in denim finishing. The high level of craftsmanship in these
regions has attracted global attention, and many high-end brands from overseas

entrust them with a wide range of denim products.

JAPAN DENIMis a denim project with the main theme of contributing to
society through indigo dyeing that reduces C02 emissions, the use of recycled
fibers and organic cotton, laser and ozone processing techniques that reduce
chemical and water usage, and other sustainable business activities while
protecting local communities and aims to spread these activities to the world. It
is developing groundbreaking denim collections that bring together the world-
renowned craftsmanship of the Sanbi region (Bingo, Bitchu, and Bizen) and
the creative visions of designers active both in Japan and abroad.

This new endeavor aims to broaden the potential of sustainable Japanese denim

on both national and global stages.
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PRLRDTE . BANADPORBRZ7yYav 747 A
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LE{MVUYFEF Yo FLIKEALBY T05, A2 A
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ACCESR. 77 AT “REOH” “AhA” 2RKT 2
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Around 1970, three generations overlapped, briefly. Three
generations, searching the newest trends, both domestic and
international. We visit shops around the world, in order to
create our own sophisticated sales arena. “To verify the
genuine with buyers’ own eyes” has been one of our watchwords
since 1925. ACCES, from the French, meaning, “birthplace,”
or, “entrance.” Our spaces and sophisticated stylings show
the world” s fashion pulse to Japan, whether our signals

come from Paris, New York, or Tokyo.

67

—5eree CARDIN

:

iR

13
Ay




| BUYING

AR
s

AR FRANCE

S——r r -~

70
69



BUYING

71 72



EVENT

a DAY by ACCES

HoWAHREV T VEALTAFTAHLLENHES S, HHIZS5
WCHEHMEAEL., 2oV T VT4 RFMCEDD2H 5, 2ALNHE
DBEDNEORT, AR I IFHEZRR T2 NE00, BREHOD
FATZARANVEREEL TW0B AADLRDLNAZLEE T2h)] T
Y, T2 LvacV 7NV,

SRRV ER, HEDF4 7 AR4 VZZENE R OAER I X bR
AH, ACCESELTDIAZARA vl ey 7 vA1HLL TR
BLw, 2ALRMUDS, Z7y¥a¥ 4 aDAY by ACCES
BEZNT. Z7yYaryRoREefizer vo, BB THE
B3 2D], AR 77y ¥ aviOREREP LA, A7 1—7—%H
%, ACCES HIROSHIMA % #£ & 1< Bifik. 20044E 225 ML . fElal
4000 NECBI B2 EBL Twd, TR 7T—roELBALL 747
ARANAYFYIELT. 279 ¥ a Y XL 2RETHIL T,
ACCES HIROSHIMA®D 35 B2 bt LichME Y 7 C, #
Ric 77 2BH MR EOVHBBORY Y ay 2L T o7,

It is now possible to obtain almost all information in real time. As
information becomes more complicated, reality seems to become
more sparse. In the crucible of information, we are empowered to
become more selective, and to build our own lifestyles. People require
concrete things, i.e., products. Albeit each human’s lifestyle is unique,
according to ideas and values, we would like to suggest an experience
of a day in ACCES' lifestyle. Our fashion event “a DAY by ACCES”
arose from such feeling. Models, and those who decorate the covers
of fashion magazines. DJs, globally active ... Editors-in-chief of
popular fashion magazines, cultural figures, and invited performers
on the stage of ACCES HIROSHIMA. A new tradition, starting
2004. A cast of 4000 ... We propose a whole-lifestyle culture of

fashion, embracing music and the arts. Thanks to our strong fan

base in Chugoku and Shikoku regions, we have been able to establish
a unique commanding position in ACCES HIROSHIMA.

73 74



EVENT

34
h\ﬂ_

}l l

75 76



EVENT

by ¥

Ml

_. B N AN ,\ La .-
s, @

78

7






10 2C0.

—ANOLY DIEAT{ D, 200ERE~DEEH,

A single step forward by each person opens

the path to a company that lasts 200 years.







