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Oe: | am Oe, CEO and President of SANYO SHOKAI LTD. Thank you very much for attending the
financial results presentation for the fiscal year ended February 28, 2025.

Today, | will explain the financial results for FY2025 and the three-year Medium-Term Business Plan
that begins with the fiscal year ending February 28, 2026. Here's today's agenda. The first item is the
FY2025 Earnings Report, and the second item is the FY2025 Review.



Consolidated PL: FY2025 Results
TIMELESS WORK.

Consolidated PL: FY2025 Results!

SANYO

Net sales for FY2025 stood at ¥60.53bn with operating profit and profit attributable to
owners of parent of ¥2.72bn and ¥4.01bn, respectively. Achieved all forecasts at the
operating profit level and below.

PY FY2025 FY2025 VS. VS,

(Billions of yen) Results Forecast? Results PY Results Forecast

Net sales 61.35 61.00 60.53 -0.83 -0.47
Gross profit 38.17 38.25 37.81 -0.36 -0.44
SG&A expenses 35.12 35.55 35.09 -0.03 -0.46
Operating profit 3.05 2.70 2.72 -0.33 +0.02
Ordinary profit 3.18 2.80 2.83 -0.36 +0.03
o ovmers of parent 27 4.00 4.01 +1.22 +0.01

1: All figures ahove are wunded to two decimal places. 2. Revised fill year forecast amounced on Decenber 27, 2024
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First, | will explain the earnings report for FY2025. The slide shows the results for FY2025. | will
explain the results for the year under review, and the differences from the previous year and the
forecast. The forecast for the year under review is the revised full-year forecast announced on
December 27 last year.

Net sales were JPY60.53 billion, down JPY0.83 billion YoY and down JPY0.47 billion from the forecast.
Gross profit was JPY37.81 billion, down JPY0.36 billion YoY and down JPY0.44 billion from the
forecast. SG&A expenses were JPY35.09 billion, down JPY0.03 billion YoY and down JPYO0.46 billion
from the forecast.

Operating profit decreased by JPY0.33 billion YoY to JPY2.72 billion. It was up JPY0.02 billion from
the forecast. Ordinary profit was JPY2.83 billion, down JPY0.36 billion YoY and up JPY0.03 billion
from the forecast. Profit attributable to owners of parent was JPY4.01 billion, up JPY1.22 billion YoY
and up JPY0.01 billion from the forecast.

Compared to the previous year, both revenue and profit decreased at all levels up to ordinary profit,
and only profit attributable to owners of parent increased. As for the comparison to the forecast,
although net sales were lower than expected, operating profit and subsequent profit levels landed
slightly higher than expected.
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SANYO

Gross profit margin fell short of the forecast by 0.2 pts. but improved by 0.3 pts. YoY.
Operating margin achieved the forecast at 4.5% and ROE was in line with forecast.

FY2025 FY2025 VS, VS.
PY Results Forecast? Results PY Results Forecast
Gross profit margin = 62.2% 62.7% 62.5% +0.3 pts. -0.2 pts.
SG&A expenseratio 57.2% 58.3% 58.0% +H).7 pts. -0.3 pts.
Operating margin 5.0% 4.4% 4.5% -0.5 pts. +0.1 pts.
Ordinary profit margin 5.2% 4.6% 4.7% -0.5 pts. +0.1 pts.
Net profit margin 4.5% 6.6% 6.6% 12.1 pts. +0.1 pts.
ROE 7.2% 9.9% 10.0% +2.8 pts. +0 pts.

1. 41l figures above are wanded to two decimal places. 2. Revised fill year forecast amounced on Decenber 27, 2024
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Let me explain the KPIs. The gross profit margin was 62.5%, an improvement of 0.3 percentage
points YoY and down 0.2 percentage points from the forecast. The SG&A expense ratio was 58.0%,
up 0.7 percentage points YoY and 0.3 percentage points below the forecast.

The operating margin was 4.5%, down 0.5 percentage points YoY and up 0.1 percentage points from
the forecast. The ordinary profit margin was down 0.5 percentage points YoY to 4.7% and up 0.1
percentage points from the forecast. The net profit margin was up 2.1 percentage points YoY to 6.6%
and up 0.1 percentage points from the forecast.

ROE was 10.0 %, up 2.8 percentage points YoY and in line with the forecast.



Net Sales by Quarter
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Net Sales by Quarter

SANYO

During Q3, net sales were 95% YoY due to a significantly slow start to fall and winter product
sales, caused by record-high temperatures.

During Q4, net sales grew only slightly to 101% YoY, as sales remained strong in December and
January, but sales of full-price spring items was sluggish in February due to low temperatures.

Q1 ) Q2 ) Q3 ) Q4 )

¥15.38m ¥12.52um ¥15.62m ¥17.000
96 9% vov 103 s vov 95 o6 vov 101 o voy
vy

-@:

5 - ~

1 *
Sept-Nov. average

temperatures +1.979C 1
than normal years

+ Salesdecreased dueto a * Performance was strongin + Record-high temperatures * Heavy clothing and items for
rebound from the previous June, but sales struggled in significantly delayed the start cold weather performed well
year’s post-COVID “revenge” July-Angust due to the lack of of fall and winter product in December-January.
spending. affordability in the expanded sales. + February sales struggled due

+ Sluggish clearance sales due line of full-price midsummer + Sales were particularly to low temperatures which
to reductionin carryover products, leading to lower- affected by the slump in delayed the start of sales of
items also had an impact. than-expected results. October, which shoul d have full-price spring items.

been the peak month for sales,
H1:¥27.900n 99% vov > H2: ¥32.62bn 98% vov >
1. Source: JapanMeteorological Agency
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This is the quarterly breakdown of our business conditions and sales trends. Q1 results were 96%
YoY. The reasons for the YoY decline were a rebound from the previous year's surge in sales due to
post-COVID “revenge” spending, and a slight drop in clearance sales due to reduction in carryover
items.

In Q2, performance was strong in the first half of the quarter, but slowed down a little in the second
half. In Q2, we anticipated longer summer weather and expanded our lineup of full-price
midsummer products. However, the prices we set were slightly too high, and the products lacked
the affordability expected for products during this season, so sales were sluggish. As a result,
performance remained at 103% YoY, and we were unable to make up for the decline in Q1. H1
performance landed at 99% YoY.

In Q3, record-breaking high temperatures continued, as you all are aware, and this led to a
significant delay in the start of the full-price sales of fall and winter items. In particular, with
temperatures continuing to exceed 25 degrees Celsius in October, which should have been the peak
month for the sales of full-price fall and winter items, the sales of full-price products saw a
significant slump, especially for winter clothing. As a result of this significant decline, Q3 results were
95% YoY.

Sales were steady during December and January in Q4. However, in February, the temperature
remained very low for days, and delayed the start of the sales of spring full-price products, which



would normally have started in the second half of January. This delay caused a slowdown in sales,
with Q4 results coming in at 101% YoY, which was not enough to cover the decline in Q3.

Consequently, H2 sales also declined compared to the previous year, at 98% YoY. As you can see, the
irregular weather we experienced at the beginning of each seasonal full-price sales period had a
significant impact, and unfortunately, the full year stood at 99% YoY.
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Equity decreased ¥1.96bn YoY and total assets decreased ¥1.74bn YoY due to capital

policy.
Cash and deposits: up ¥0.43bn

(Millions of yen) Feb.29,2024 Feb. 28,2025 YoY Change - CF Lol due topositive operating cash flow and
- sale of investment securities
Cash and deposits 23,283 23,714 431 * Decreases were primarily due to share buybacks
Accounts receivable - trade 3,311 3,419 107 and sharehol der dividends
Merchandise and finished goods 7,298 9,070 1,771 Merchandise and finished goods: up ¥1.77bn
Property, plant and equipment 8,598 8,679 30 * TWith inventory levels normalized, built up stock
Intangible assets 3,108 2752 355 of current and next season’s products to prepare
for season launch
Other assets? 13,160 9,383 -3,777
Total assets 58,758 57,017 -1,740 Other assets: down ¥3.78bn
¢ Down Yo¥ due to sale of investment securities
Notes and accounts payable - trade 4,435 5,382 947 Notes and accounts payable — trade: up ¥0.95hn
Borrowings 6,300 6,930 130 * Up Yo¥ due to inventory buildup at the end of
Other liabilities 6,264 5,403 361 FY2025
Total liahilities 17,499 17,715 216 Other liahilities: down ¥0.86bn
Share capital 15,002 15,002 - * Down YoY due to decrease in deferred tax
Total shareholders' equity 34,097 34,306 208 Liabilities
Accumulated other comprehensive 7161 4995 2166 Net assets: down ¥1.96bn
income and other? ’ ’ ’ Down YoY primarily due to: )
T 41258 39,301 1556 * Anincrease in shareholders’ equity of ¥0.21bn
> — Anincrease in retained eamings from sale of
Total liabilities and netassets 58,758 57,017 -1.740 investment securities and decrease of share
buybacks
: : i ¢ A decrease in accumulated other comprehensive
Reference: Equity 41,242 39,283 1,959 income of E2 17bn
— A decrease in valuation difference on
1. Total of canrent assets (exchiding cash and depesits, acconrts receivable -trade, and merchandise and finished goods) and available-for-sale securities due to sale of
irvestrvents and other assets S A
2.Total of accunmlated other comprehensive income and non-contolling interests investment securities
Copyright @S AN YO SHOKAI LTD. All Rights ed 5

This is the consolidated balance sheet. The slide shows the YoY comparison of key items. The
reasons for the main items that changed compared to the previous year are shown on the right side
of the slide.
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Progress and Evaluation of Priority Measures S

Priority Measures  Progress and Evaluation

Net sales reached 99% of the year-ago level, down ¥0.83bn YoY and
Achieve ¥0.47bn short of the forecast!

forecast net sale * Q1 sales fell to 96% of year-ago level due to a rebound from the

shaetsiles previous year’s post-COVID “revenge” spending and sluggish

clearance sales from reduced carryover items.

* Q3 sales fell t095% of year-ago level due to record-high
x temperatures that significantly delayed the start of fall and winter

product sales. Sales were particularly affected by the slump in
October, which should have been the peak month for sales.

Q2 and Q4 sales exceeded FY2024 levels, but full-price products
did not perform as expected, so it was insufficient to offset the
slump in Q1 and Q3.

Gross profit margin imProved 0.3 pts. YoY to 62.5%, though 0.2 pts.
Improve gross lower than the forecast

B * The full-price sales ratio declined 1.6 pts. YoY to 64% for the full year
profit margin (67% for H1 and 62% for H2)
— In H1, the ratio remained largely unchanged YoY (-0.4 pts.)
N — In H2, the clearance sales ratio increased, and the ratio of full-price
sales decreased (-2.7 pts.), due to inventory reduction measures at
the fiscal year-end.

» The average selling price rose 3% for the full year due to improved
production efficiency and reduced clearance discounts.

— This increase absorbed a rise in the cost of sales caused by the
weakening yen and increased resource prices, and, as a result, the
cost of sales ratio improved 0.3 pts. YoY.

* Sales of EC/outlet-only products increased.

1. Revised full year forecast announced on Decerber 27, 2024
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Next, as a review of FY2025, | will explain the progress of our priority measures and our self-
evaluation. First, with regard to achieving forecast net sales, the result was 99% YoY, down JPY0.83
billion from the previous year. We also fell short of our forecast by JPY0.47 billion, so our evaluation
for this is “X”(failed).

The reasons for the decline in YoY sales are the rebound from the previous year’s post-COVID
“revenge” spending, the impact of irregular weather conditions, and external factors such as the
reduction in sales floor space due to the closure of some department stores including Seibu
Ikebukuro.

In addition to this, we believe there were various internal factors. While climate change is becoming
the norm and consumer purchasing patterns have changed with more people buying for immediate
use or for practical purposes, we were unable to fully respond to these changes. We believe that we
must deeply reflect on the fact that we were unable to demonstrate the necessary responsiveness,
the ability to make course corrections, or the flexibility we needed.

Regarding improving gross profit margin, we were able to improve it by 0.3 percentage points YoY to
62.5% despite the difficult business conditions, so we have given it “O”(good).

Let me explain the background to this. First, the full-price sales ratio declined 1.6 percentage points
YoY to 64% for the full year due to sluggish full-price sales. This decline in the full-price sales ratio
played a factor in pushing down the gross profit margin.



So, then, how did we improve the gross profit margin? One reason is that in the previous fiscal year,
we were able to raise the average selling price by around 3% compared to the year before that, and
as a result, we were able to slightly reduce the cost of sales ratio.

The second reason is that the markdown rate for clearance sales has decreased due to a significant
reduction of carryover items. Previously, we had some very old items in inventory, so we offered
large discounts, such as 50% off or 80% off, but the markdown rate has decreased significantly due
to an improvement in the content of inventories.

The third reason is that the ratio of products sold exclusively through EC or outlet stores has
increased. We believe this has also contributed to the improvement in the gross profit margin.
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Priority Measures Progress and Evaluation
Control SG&A Control as planned!
expenses * SG&A expenses decreased by ¥0.03bn YoY, but by ¥0.33bn on a

substantial basis, which excludes a ¥0.37bn decreasein sales

commissions linked to sales. As a result, the amount of SG&A

expenses was lower than the forecast by ¥0.23bn.

Product inventory? as of the end of FY2025 increased by ¥1.63bn
Control YoY to ¥8.02bn
LieiLy * Theinventory content was on an improvement traj ectory, as this and
next season’s items were 128% of the year-ago level, while the ratio
A of this and next season’s items was 84%o (up 2 pts. YoY).
* Carryover inventory increased ¥0.17bn YoY to ¥1.32bn. While

- continuing thorough sell-through within the period and foll owing the
=“.H= inventory control policy, products for season launch were secured to
avoid the shortage experiencedin the previous fiscal year.

=
=
=
=
®
w
w
q
2
=
=
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Traplement Equity ratio: 68.9% (down 1.3 pts. YoY)
BNl Debt-to-equity ratio (DER): 0.18
veform O * Net assets: ¥39.3bn, down from ¥41.2bn at the end of the same month PY
* Total assets: ¥57.0bn, down from ¥58.7bn at the end of the same month PY
5 ¢ Interest bearing liabilities: ¥6.9bn, up from ¥6.8bn at the end of the same
1. Revised fall year forecast amoumnced on Decenber 27, 2024 2. Iventony of firdshed products only, exchiding raw matexials, work inprocess, ete.

month PY
* Cash position: ¥23.7bn, up from ¥23.2bn at the end of the same month PY
Copyright @S ANYO SHOKAI LTD. All Rights Reserved 2

Regarding control of SG&A expenses, overall SG&A expenses decreased by JPY0.03 billion YoY.
However, on a substantial basis, sales commissions linked to sales decreased by JPY0.37 billion, and
SG&A expenses excluding this increased by JPY0.33 billion YoY. As this was JPY0.23 billion less than
the forecast, we consider that we were able to control these expenses sufficiently, so we evaluated
this as “Q)”.

Regarding inventory control, the year-end product inventory was JPY8.02 billion, an increase of
JPY1.63 billion YoY. However, if you look at the inventory content, the items that increased
significantly were those for the current season and the next season. So the inventory situation has
normalized.

As a result, the ratio of current season's items and next season's items, or the fresh items inventory
ratio, was 84% of the total, up about 2 percentage points YoY. Conversely, we were able to reduce
the ratio of carryover items to 16%, a decrease of 2 percentage points YoY. While total inventory
increased, the content of inventories is improving, so we have evaluated this as “A”.

Regarding the implementation of financial reform, net assets decreased by approximately JPY1.9
billion due to a decrease in accumulated other comprehensive income, while total assets also
decreased by approximately JPY1.7 billion. As a result, equity ratio was 68.9%. This is a decrease of
around 1.3 percentage points YoY, but we have been able to maintain a high level of around 70%.



In addition, the debt-to-equity ratio (DER) has also been maintained at a low level of 0.18 times. We
have therefore given an evaluation of “(0” for continuing to maintain financial soundness.
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Reference: Sales Results by Channel
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Physical stores! struggled, with 98% of the year-ago level. In particular, department
stores suffered from a decrease in sales locations due to store closure/renovation,
landing at 98%. EC and outlet sales increased, both at 101%b.

Revenue (Millions of yen)
Sales
composition

Q1 Q2 H1 Q3 Q4 H2 FY ratio
Department stores 10,298 7,962 18,260 10,452 10,397 20,849 39,109 64.6%
Directly managed stores 892 756 1,648 921 983 1,905 3,553 5.9%
EC & mail/online orders 1,737 1,901 3638 1,855 2,713 4,568 8,205 13.6%
Outlets 1,713 1,561 3273 1,770 2,237 4,007 7,280 12.0%
Other 738 344 1,083 625 671 1,295 2,378 3.9%
Total 15,378 12,524 27,902 15,623 17,001 32,624 60,526 100.0%
YoY

Q1 Q2 H1 Q3 Q4 H2 FY
Department stores 98% 101% 99% 95% 98% 97% 98%
Directly managed stores 97% 97% 97% 97% 95% 96% 97%
EC & mail/online orders 90% 108% 98% 99% 107% 104% ClOl‘VD
Outlets 100% 105% 102% 93% 108% 101% < 101%
Other 83% 114% 91% 80% 132% 101%  06%
Total 6% 103% 99% 95% 101% 98% 99%

1. Total sales of department stores, directly managed stores, and outlets

Copyright @S ANYO SHOKAI LTD. All Rights Reserved.
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This is the sales results by channel. The upper right side of the slide shows the composition ratio by
sales channel. Department stores accounted for 64.6%, a decrease of 0.5 percentage points YoY.
Directly managed stores accounted for 5.9%, a decrease of 0.1 percentage point YoY.

Meanwhile, EC & mail/online orders rose 0.4 percentage points YoY to 13.6%, outlets rose 0.3
percentage points YoY to 12.0%, and other fell 0.1 percentage points YoY to 3.9%.

The table in the lower section of the slide shows YoY comparisons. Department stores were 98%
YoY, directly managed stores were 97% YoY, EC & mail/online orders and outlets were 101% YoY

each, and other was 96% YoY.

These results reflect the business conditions for the current fiscal year, in which sluggish full-price
sales in the early stages of each season were offset by clearance sales in the latter part of the

season. In other words, sales declined in department stores and directly managed stores, which are
full-price channels, while sales increased in EC & mail/online orders and outlets, which are clearance

sales channels.
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Reference: Breakdown of SG& A Expenses

SG&A expenses decreased by ¥0.03bn YoY, but ¥0.33bn YoY on a substantial basis
which reflects a decrease in sales commissions linked to sales. While continuing efforts
to control fixed costs, we increased investments in stores, systems, sales promotion, and
personnel, which contribute to sales expansion.

(Millions of yen) FY2024 FY2025 vs. PY SG&AEXPEH?:;;I‘U:%ST' th 55{])-33131’1
3 on a suhstanti: asis, which reflects a
Selling expenses 24,360 23,988 =372 ¥0.37bn decrease in sales commissions
Personnel expenses 4,365 4.473 108 linked to sales
Sales promotion expenses 1,691 1,768 77 FA expenses (out of selling expenses):
Equipment expenses 1,243 1,367 125 up ¥0.1bn
Logistics expenses 1,312 1,342 30 * Increase in base pay to FAs
Administrative expenses 2,153 2,154 1 Personnel expenses: up ¥0.11bn
Total SG&A expenses 35,123 35,092 -31 + Increase in base pay
Sales promotion expenses: up ¥0.08bn
Sales commissions 13,818 13,451 -367 + Increase in magazinefnewspaper
SG&A expenses placements
excluding sales 21,305 21,641 336 Equipment expenses: up ¥0.12hn

* New store openings and in-store
environment improvements
* Revamping of EC platform

Selling experses: FA experses, saks conunissions, vent expenses for real estate, ete.; Equipment expenses: Shop setup costs, depreciationexpenses, lease foes, repair cos ts, utilityexpenses, ete.;
Parsonrel expenses: Pexs crmel campensation, stah torywelfare berefits, ete.; Logistics expenses: Packing & tansportation cos ts, logis ties outsaning fees;
Adrixis bative expenses: Business aatsonicing fees, travel & transportexp A ications expenses, nuscellaneons expenses, ete.
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This is the breakdown of SG&A expenses. On a substantial basis which excludes sales commissions,
SG&A expenses increased by JPY 0.33 billion YoY. Among the major items, FA expenses and
personnel expenses increased by JPY 0.21 billion. Of the JPY 0.33 billion, JPY 0.21 billion represents
the increase in personnel expenses.

Additionally, sales promotion expenses increased by JPY 0.08 billion, and equipment expenses
related to new store openings increased by JPY 0.12 billion. Subtracting these amounts from the

total of JPY 0.33 billion, the remaining fixed SG&A expenses decreased by JPY 0.07 billion YoY.

This concludes our summary of the financial results for FY2025.
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Now, | would like to move on to the new Medium-Term Business Plan, which will start in the fiscal
year ending February 28, 2026.
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There are six items on the agenda: first, Mission, Vision, and Values; second, Long-Term Targets and
the Positioning of the Medium-Term Business Plan to Achieve Them; third, Approach to Achieving
Long-Term Goals; fourth, Quantitative Plan; fifth, Capital Strategy; and sixth, Non-Financial Value.



Mission, Vision, Values
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Mission, Vision, and Values

SANYO

Mission ( = Corporate Philosophy)

We create social value by providing fashion and apparel that enrich the lifestyles
of customers everywhere.

Vision

We aim to become an excellent company that can contribute to the realization of
a sustainable society with the ability to create high values and solid profitability.

Values

Skills to create high quality, high grade, and high value-added products.
Excellent brand portfolios with the ability to accomplish brand business targets.
Employees with creative skills and high ethical values.

Executives with excellent management skills under efficient management
systems.

Copyright @S AN YO SHOKAI LTD. Al Rights Reserved )
The slides show our Mission, Vision, and Values. These remain unchanged from the previous
Medium-Term Business Plan and will be carried over to the new Medium-Term Business Plan. The
details are as shown on the slide. The Mission is our corporate philosophy, the Vision is the ideal

state or form we aim to become, and the Values are the essential requirements we must possess to
realize the Vision.

Our Vision is to become an excellent company that can contribute to the realization of a sustainable
society with the ability to create high values and solid profitability.



Long-Term Targets and the Positioning of the Medium-Term Business Plan to Achieve Them
Long-Term Targets and the Positioning of the g e
Medium-Term Business Plan to Achieve Them SANYO

Long-Term Targets

« Strive to be a top performer with a dominant presence
and competitive edge in the upper-middle market

* Execute new growth strategies to expand business scale
and optimize portfolio

Net sales Operating margin ROE

¥100¢n 10% 10%

Backeasting

Medium-Term Business Plan

« Backcast from the 10-year long-term goals and
formulate a 3-year plan to achieve them

* Leverage brand value enhancement to expand business
domains/markets and promote new growth
strategies/M&A to achieve the long-term goals

+ Shift the previous medium-term business plan’s final
year targets, which were not achieved, to the first year
of this plan and aim to achieve them again

1.10% under normal conddtions without extraordinary income, etc. 4

In formulating our new Medium-Term Business Plan, we first set long-term goals for the next 10
years as a prerequisite. As outlined in the slides, our goal is to become the top performer with a
dominant presence and competitive edge in the upper-middle market. While we work towards this
goal, we will execute new growth strategies to expand business scale and optimize the portfolio.

Quantitative targets include net sales of JPY 100 billion, an operating margin of 10%, and a ROE of
10%. Based on these 10-year long-term goals, we have developed a three-year plan by backcasting
from these targets. This constitutes the basic framework of the new Medium-Term Business Plan.

We will shift the previous Medium-Term Business Plan’s final year targets, which were not achieved,
to the first year of this plan and aim to achieve them again. In the previous medium-term plan, we
achieved results significantly exceeding the plan in the first and second years, but failed to meet the
plan in the final year, falling short at the last stage. Given this, we have decided to aim for the same
targets again in the first year of the new Medium-Term Business Plan, one year behind schedule.
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IR oz IR Previous Medium=Term . Medium-Term Business Long-term
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2021/2  2022/2  2023/2  2024/2  2025/2  2026/2  2027/2  2028/2

{Billions of yen)
| AT

+6.8%
g S —
g 100
113
7]
70.00
6135 | | 6053 | | 62.50 | | 86.00 | | 70-
4760 | | 4063 | | %87
l’""“
A
r

\

o
555 [3.04 | [272 | BEESH BEEE A )
105 1

-1.05 Operating margin 10%
; ROE 10%?

juoad BugeedQ

-8.91

[&)]

1. Reference value based on a simplified application of the newrevenue recognition standard. 2. 10% under nommal conditions without extraordinary income, etc.

The slide shows the performance trends over eight years, consisting of the past five years from the
fiscal year ended February 2021, the period affected by the COVID-19 pandemic, and the first three
years of the new Medium-Term Business Plan. The goal is to achieve the 10-year long-term targets.



Approach to Achieving Long-Term Goals
TIMELESS WORK.

BALICLLADE AN,

Approach to Achieving Long-Term Goals

SANYO

We will expand sales of existing businesses, including 7 core businesses, and
enhance brand value of existing brands. We aim for sales of ¥100bn through
new growth strategies/M&A and business domain/market expansion based on
enhanced brand value.

Market expansion

Japan Overseas

0 ~/ Seek collaboration with !
| overseas wholesale/ cross- :
1
1

Lborder EC / strategic partners

» Expand sales of existing @ ————————————————————————————

[}

- - - I
Apparel businesses, including 7 core . | Develop new in-house brands|
businesses Organic . i

» Enhance brand value of growth @ —————————————————————————————
I
|
|
|
|
|
|

existing brands and increase
investment for this purpose

W
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a,
3
D
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@
o
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=
8
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@
X
T
)
3
o
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3

i
M&A |

Sundries @. __________
Lifestyle : |
3 1 1
Neilf-v_categones Leverage enhanced brand value | | Develop !
it e to expand business domains | | hew |
Diffusion ! in-house |
etc. | brands |
I ]
I |
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This slide shows our approach to achieving our long-term goals. We have created a matrix that
outlines the strategies and tactics we will employ to achieve our new Medium-Term Business Plan,
as well as the measures we will take to achieve the goals.

First, as shown in the center of the slide, our first basic strategy is to expand sales of existing
businesses, including our seven core businesses, through organic growth. At the same time, we will
focus on enhancing the brand value of existing brands and increasing investment for this purpose.
These are our core strategies.

Second, we will aim to expand our business domains by leveraging the core strategies of
strengthening the foundations of existing businesses and enhancing the brand value of existing
brands. As shown on the left side of the slide, we will diversify our product categories with a focus
on sundries, and further strengthen our licensing business and diffusion initiatives.

Third, we will develop new in-house brands in both apparel and non-apparel.

Fourth, we will pursue overseas expansion.

Fifth is M&A. In addition to organic growth and new brand development, we will aim to secure new
business rights through acquisitions.



Continuation of Organic Growth

Continuation of Organic Growth

TIMELESS WORK.

RALICLLADE (A,

SANYO

Regarding organic growth, which is the basis for growth, we aim to achieve
results in the long term by continuing initiatives promoted in the Revitalization
Plan and previous Medium-Term Business Plan.

Revitalization

Medium-Term Business Plan

Plan
( 1 ) Secure net sales Secure net sales' ) )
« Use current business capabilities to secure minimurm . Expllenﬁ saleT |°I'33“°f;]$Ehg acczlale_rahr;g 3‘3“3 0{”"'“93
Improve sales target and achieve the top-line target by making in.all channe’s, launch EL-8xcusk e -brands, etc.
I'F;PI business leaner (¥60 5bn in FY2025) Improve gross profit margin _
Improve gross profit margin . C_on_hnufe to ;;BUDT?IE thg s1rat|eg|es on_thg I;f\t{,ztasz%eually
thl'OUgh Control the procurement cost ratio, strengthen inventory COaI'I'ITrlr(]) i[r].:\fent;r; SRACSeEalosmargItn
% : s i o i
ongoing C co:iroll,'lmprov: 1llprice sles nargin (e FY2025) = Control over-purchasing by strictly enforcing a 20%
structural QITOL NV entory ’ ] purchase pool quota
9 reforms coaprlrI;gle:rlir:lveer:toerylev els, especially reduction of . 'I;]horoug r;ly strengthen product handling ability during
the perio
‘g Control SG&A expenses Control SG&A expenses
=3 Continue policy to control expenses of a fixed nature = Continue policy to control expenses of a fixed nature
4 Innovate and upgrade products, centered on Continue to innovate and upgrade products
(o] the cross functional product development = Raise the balance point between product value and
= | |Strengthen| committee rice
Q . . . evelop core products that serve asthe face of each
= product Renew merchandising plans and develop innovative
fo2 ducts Strengthen product development in light/medium-weight
= peal B ; 3 clothing, develop products for hat faII?warm winter
- ” _Ralse t_he balance point between value and price by exclusg/e produgtgfor EC/outlets, and limited products
improving product level and grade for tap customers
St&gn%theln the shift in approach from mass to gﬁfset%%gsgglﬁﬁomef touchpoints to improve
indiviauais Qg Lo : .
Strengthen| . Take an individualized approachAargeted marketing to » Takean individualized approach/targeted marketing to
sales specific customers specific customers
2 | Increase members of SMS', activate dormant continus loold eventeoskeinidere tomtop
capabilities memﬁers, upgrade rar_ltks, and increase Drasticalh{ improve customer service through
urchase price per uni sales staff training, etc.
ncrease LTV by holding events to accept Strengthen sales training, turn sales staff into

1. SANYO MEMBERSHIP

orders from top customers, etc.

influencers 8

| will explain our plans for continuation of organic growth. The slide shows three measures for

achieving organic growth.

The first initiative is “Improve KPI through ongoing structural reforms.” To secure net sales, we will

aim to expand sales locations by accelerating store openings in all channels. In addition, we will work

to expand BIANCA, an EC-exclusive brand launched this fiscal year.

Furthermore, we will improve our gross profit margin by strengthening inventory control and

increasing the full-price sales margin. We will also control SG&A expenses by adhering to our policy
of curbing SG&A expenses. In other words, we will adhere to our basic policy of generating operating
margin by increasing the gross profit margin and reducing the SG&A expense ratio.

Both the second and third initiatives, “Strengthen product appeal” and “Strengthen sales
capabilities,” are measures that were launched in the previous Medium-Term Business Plan. We will
continue to implement these measures and develop them further. We are not fully satisfied with our
achievements in the previous Medium-Term Business Plan, and we will steadily reap the benefits in
the new Medium-Term Business Plan.



New Growth Strategies / M&A
TIMELESS WORK.

New Growth Strategies / M&A

SANYO

We will leverage enhanced brand value to expand business domains and
markets. We will proactively consider and take on specific projects for
overseas expansion and M&A.

Direction of specific considerations

©) .
Xpand business | . Expand sundries

domains of + Bxpand business domains to new categories such as
existing brands children's clothes, uniforms, and pet products
@ + Launched EC-exclusive brand “BIANCA” in March 2025

+ Develop brands with FB!, SC?, and specialty stores as main
sales channels

+ Strive to develop new businesses in lifestyle and seniors
markets

Develop new in-
house brands

@ + Overseas wholesale: Strive to expand overseas, including
the initiative with Je=QUALITY, etc.

Overse_as + Strengthen cross-border EC

expansion + Collaboration with strategic partners: Expand into Asia, Far

East, etc.

@ + Acquire new trademark rights
+ Consider EC-exclusive apparel, brands with
M&A FBISCispecialty stores as main sales channels, cosmetics,
sundries, children's clothes, creator brands, etc.
+ Proactively take on other projects that help enhance
corporate value

1. Fashion building 2. Shopping center

As for expanding the business domains of existing brands, we will work to expand categories in both
apparel and non-apparel, mainly in sundries, expand the licensing business, and strengthen diffusion
initiatives.

Regarding the development of new in-house brands, first, we launched the EC-exclusive brand,
BIANCA, in March of this year. In addition, we plan to develop new brands for fashion buildings and
shopping centers other than department stores, or to be sold mainly at specialty stores.

With regard to overseas expansion, we are currently in the exploratory phase. As one initiative, we
are collaborating with JecQUALITY and participating in events such as Pitti Imagine UOMO in Italy to
begin expanding sales to overseas importers. Target products include 100-Year Coat and Aomori
Down.

We are also considering strengthening cross-border EC and, although we do not have any specific
projects at this stage, expanding into Asia by partnering with strong local partners who can handle
overseas operations management.

Regarding M&A, we also have no specific projects in the pipeline at the moment. Potential targets
could include assets, such as acquiring trademark rights, or stock, which means acquiring a company.

In any case, we aim to actively pursue any projects that contribute to enhancing our corporate value,
regardless of their scale or scope.






Brand Portfolio

Brand Portfolio

Business Area

Target Brands

Strategy Summary

TIMELESS WORK.

BALICLLADE B,

SANYO

Seven Core
Businesses

BLACK LABEL

CRESTBRIDGE

BLUE LABEL

CRESTBRIDGE

M.P\CKII\TOSH?
’

LAaNDON

Aim to establisha
solid business and

MACKINTOSH
PHILOSOPHY

revenue base by
developing a
¥10bn-revenue

PaulStuarl BAKER STREET

structure for each
business as soon
as possible

EFOCA
uono

EPOCA CAST:

Women’s clothes
XY . TO BE CHIC

=YL X
AMACA Maieh TRANS WORK

Re-establish branding as a traditional British brand

= Establish younger custom er base and increase

custom er satisfaction through price strategy
merchandising, social media, experence-based
events, OMO promation, etc.

= Open directly managed stores in western Japan and

reorganize outlets

= Establish position in affordable luxury market with

high grade, high quality, high value-added products

* Enhance presence and brand value by opening

flagship stores

Strengthen openings in Tokyo department storesiFB

= Expand recognition and acquire new customers hy

promating social media matketing strategies such as

YouTubednstagram Live, etc.

= Paul Stuart: E stablish posttion in luxury business wear
and optimize flagship Stores to attract newcustomers

and increase custom er satisfaction

= Baker Street: Expand recognition by prom oting tartan

EP OC & E stablish position in affordable luxury

market through designfquality/exceptional com fort;

open a flagship store

= CAST: Gain newcustomers in 30s/40s, open FBISC

= Improve in-store environment and operational
efficiency and expand profit-generating m odel by

promoting the opening of the "SANYO Style STORE"

combined shop

= Increase existing custom er loyalty through events to

accept orders, etc.

Challenges

SANYOCOAT

aan JaRaN

s
EdkE
TIaL

P

Establish revenue
base during the

LOVELESS ECOALF

MTBP period and
continue nurturing
these brands to

BIANCA

become future
growth engines

= Establish image of Sanyo Summit series as curated

line of Japan-made produds; offer total coordination
= Strengthen store openings at department stores that

align closely with the brand

= LOVELE SS: Generate solid profits at small and
medium-sized stores
= ECOALF: Rebrand with shoes as core category

Copynight @S ANYO SHOKAI LTD. All Rights Reserved

= Prioritize initiatives to expand recognition as EC-
exclusive brand

= Partner with fashion magazines

= Strengthen digital marketing

10

This slide shows our brand portfolio. For our seven core businesses, we have set a short-term goal of
growing each brand to JPY 10 billion in sales.

Additionally, we aim to expand our challenge areas. For example, brands bearing the “Sanyo” name,
such as SANYOCOAT, S.ESSENTIALS, and Sanyo Yamacho, will be grouped under Sanyo Summit
Series. Through this branding, we aim to expand their sales to JPY 3 billion in the near future.

Regarding LOVELESS, we have begun to establish our unique select shop model by incorporating our

own brand into the lineup. Going forward, we aim to expand sales by increasing the number of

stores.

Regarding ECOALF, we plan to proceed with rebranding with a lineup centered on shoes, which are

currently the most active category, rather than apparel.

As for BIANCA, we aim to pursue its aggressive expansion.



Brand Positioning
TIMELESS WORK.
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Brand Positioning SANYO

Annual household income (Millions of yen)

Market segments

15

'MACKINTOSH i ‘- 1

. PHILOSOPHY UE LAB] i

9.1mn households (]
0 3

(17%) BAKEg STREET

e\ LOVELESS
Middle CAST:
oeamn BIANCA

11.2mn households

(21%)

T Y
Lower middle
1 ¥3-5mn

T 12.8mn households

Positive image
Source: Based on data from the Ministry of Health, Labour and Welfare N

The slide shows our brand positioning. Our main market is the upper middle market, where most of
our brands are positioned.

Currently, the most active segment within the apparel market is the luxury market. While the luxury
market has driven market expansion in the past, it has recently shown signs of slowing down.

Against this backdrop, a new market segment called “affordable luxury” is emerging, offering
products of comparable quality to luxury brands at more affordable prices.

We believe this market has significant growth potential. In this context, we aim to position brands
such as SANYOCOAT, EPOCA, Paul Stuart, and MACKINTOSH LONDON to enter the affordable luxury
market and pursue higher-tier market segments.



Channel Strategy
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SANYO

Channel Strategy

While we intend to strengthen department stores as the main sales channel,
their ratio will decrease due to the growth of other sales channels. We will
expand directly managed stores and aim to make EC a full-price site and
establish a mutually complementary system with physical stores.

Strategy Summary Net sales in 3 years'
Strengthen store openings as the main sales channel inthe upper ¥43bn
middle market ¥3.9bn)
Department = Urban: Attract young, affluent custamers who are highly attuned to (+¥3.9bn
fashion, etc. Proportion:
Stores = Suburban: Improve the in-store environment and Ugerational efficiency 61.4%
hy promoting the opening of the "SANYO Style STORE" combined shop Bl
farwaomen's clothing brands, etc. (-3.2pt)
Further enhance brand value by opening flagship stores for
: core brands ¥6bn
Directly = Create spaces that reflect brand identity, provide customer service
befitting a hrand ﬂa%ghlp store, offer limited-edition products, and (+%2 4bn)
Managed hold customer everits, etc. Y8 6%
Stores Strengthen store openings for sales channels other than 79
dﬁ)a ment stores, such as the FB of MACKINTOSH (+2.7pt)
PHILOSOPHY and CAST:, and cultivate new customers

Break away from the previous sales platform and become a full-

price site; Enhance overall brand by promoting OMO based on a

system linked WlthPhySIc al stores ; 3 ¥10bn
= Establish a mutually complementary system with physical stares,

iven that purchases of high end, high' quality, high value-added +¥1 8bn

EC 8r0ducts W‘ijth high unit pn‘ges canno bgcom%letgd solely through EC ( 14.3% )
Strengthen independent sales capabilities based on EC’s unique "
produict strate (+0.7pt)

Launch EC—egglusive brand "BIANCA" and actively introduce EC-
exclusive products

Strengthen new store openings ¥10bn
= Continue to clarify the role of full-price sales channels and control
Outlet store openings and closings in accordance with the brand strategy of (+%2.7bn)
ets each brand 14.3%
« Refresh in-store environments and secure gross profit margin by 2
strengthening outlet-exclusive products (+2.3pt)

1. Figwes in parentheses are compared to FY2025. Others (family & friends sale, whaesale, etc.) account for ¥1bn (1.4% of total).

This is our channel strategy. First, department stores are our main sales channel in the upper middle
market, and we intend to strengthen our store openings in this market as the core market for
affordable luxury we are targeting. We aim to increase net sales by approximately JPY 3.9 billion
over three years, with a target proportion of 61.4% after three years. The proportion is expected to
decline by approximately 3.2 percentage points from the current level.

For directly managed stores, we plan to aggressively expand them, including the opening of flagship
stores for our core brands. We expect to increase net sales by JPY 2.4 billion to JPY 6 billion in three
years, with the proportion rising 2.7 percentage points to 8.6%.

For EC, we will continue to proceed with the conversion of our site to a full-price site. Furthermore,
we will promote OMO based on a system linked with physical stores to enhance the overall brand.
As a new policy, we will aim to strengthen independent sales capabilities based on EC's unique
product strategy. To this end, we have launched EC-exclusive products and, in March of this year,
launched an EC-exclusive brand, BIANCA.

We are aiming to increase EC net sales by JPY 1.8 billion to JPY 10 billion over three years, with a 0.7
percentage point increase to 14.3% in the proportion.

We also plan to expand net sales for outlets by strengthening new store openings. In three years, we
aim to increase sales by JPY 2.7 billion to JPY 10 billion, with a 2.3 percentage points increase in the
proportion to 14.3%.



We will increase department store sales while also expanding sales through other channels to an
even greater extent, thereby reducing the percentage of sales accounted for by department stores.
This is our basic policy.



Three-Year Projections: Consolidated PL
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Three-Year Projections: Consolidated PL

SANYO

For FY2026, we shifted the previous medium-term business plan’s final year
targets, which were not achieved, to the first year of this plan and aim to
achieve them again. For FY2028, three years from nhow, we forecast net sales
of ¥70bn and operating profit of ¥5bn.

(Billions of yen) FY2025 FY2026 FY2027 FY2028
Results' _ Forecast Forecast Forecast _ vs.FY2025

Net sales 60.53 62.50 66.00 70.00 116%
Gross profit 37.81 39.50 42.00 44.80 119%
SGE&A expenses 35.09 36.20 38.10 39.80 113%
Racalo il i . 0.30 1.00 1.00  “"a0
Operating profit 2.72 3.30 3.90 5.00 184%
Ordinary profit 2.83 3.30 3.80 4.90 173%
Proftaributableto 4,01 4.10 4.40 4.72 118%

owners of parent?

¥2.3bn in investments planned over 3 years to enhance brand value

1. &l figures shove are rounded to two decimal places. 2. Indudes planned sdes of investment secunities based on the policy of reducing strategc shareholdings 14

Here is the quantitative plan. For FY2026, we forecast net sales of JPY 62.5 billion, operating profit of
JPY 3.30 billion, and profit attributable to owners of parent of JPY 4.10 billion.

For FY2028, three years from now, we forecast net sales of JPY 70.00 billion, operating profit of JPY
5.00 billion, and profit attributable to owners of parent of JPY 4.72 billion. During this three-year
period, we plan to invest approximately JPY 2.3 billion in brand growth, and separately budgeted this
amount.



Three-Year Projections: KPIs
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SANYO

For FY2028, three years from now, we forecast an operating margin of 7.1%
and ROE of 10.7%.

FY2025 FY2026 FY2027 FY2028
Results Forecast Forecast Forecast vs. FY2025

Gross profit margin 62.5% 63.2% 63.6% 64.0% +1.5pt

SG&A expense ratio  58.0% 57.9% 57.7% 96.9% -1.1pt

Operating margin 4.5% 5.3% 5.9% 7.1% +2.7pt
et o L 4.7% 5.3% 5.8% 7.0%  +2.3pt
Net profit margin' 6.6% 6.6% 6.7% 6.7% +0.1pt
ROE! 10.0% 10.2% 10.5% 10.7% +0.7pt

1. Includes planned sales of investment securities kased on the policy of reducing strategic shareholdings.

15
Here are the KPls. For the current FY2026, the plan is: gross profit margin of 63.2%, SG&A expense
ratio of 57.9%, operating margin of 5.3%, net profit margin of 6.6%, and ROE of 10.2%.

The plan for FY2028 is: gross profit margin of 64.0%, SG&A expense ratio of 56.9%, operating margin
of 7.1%, net profit margin of 6.7%, and ROE of 10.7%.



FY2026 Projections: Secure Net Sales

FY 2026 Projections: Secure Net Sales
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SANYO

We expect net sales to increase by ¥2bn YoY due to factors such as new
store openings, recovery of inbound sales, and launch of an EC-exclusive

brand.

Net Sales Plan

{Billions of yen)

FY2024 FY2025 FY2026
Results Results Forecast YoY Measures
Total net sales 103%
61.35 60.53 6250 T %Y
Department o Plan to open 11 new sales
39.89 St';f:S e 102%  jacations in H1 and 5 inH2.
:/ ,/ / " Directly os  Recover inbound sales and
39.92 39.11 managed stores 101% plan to open 6 new stores.
388 | -~ Launch BIANCA, an EC-exclusive
3.68 3.55 z EC & mail 105% brand. Enhance full-price sales
order a and reciprocal customer transfers
, Qn with physical stores.
8.11 8.21 860 | o RS
Outiets o Plan to open 1 new sales
M2%  |ocation in H1 and 5 inH2,
"""""""""""""""""""""""""" Thisis atributabletos
Qe 97%  reduction in family & friends
sale, etc.
1. Family & friends sale, wholesale, etc. 16

The slide shows the plan for FY2026, the first year of the new Medium-Term Business Plan. It shows
how we plan to secure net sales.

The basic policy is to strengthen store openings. The store opening plan by sales channel is shown on
the right side of the slide. A total of 28 stores have already been decided: 16 department stores, 6
directly managed stores, and 6 outlets.

In addition to the increase in sales at these new stores, we also expect to see an increase in revenue
from the full-year operation of stores opened in the previous year, as well as an increase in sales of
the EC-exclusive brand BIANCA.



FY2026 Projections: Improve Gross Profit Margin

FY 2026 Projections: Improve Gross Profit Margin

TIMELESS WORK.
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We continue to implement measures such as controlling the procurement cost
ratio, strengthening inventory control, and improving the full price sales ratio
with an aim to achieve gross profit margin of 63.2% for FY2026.

FY2026

Qualitative policies

Quantitative Target: Gross profit 63.2% (+0.7 pts. vs. PY)

Specific measures

Optimize supply chain management by strengthening initiatives with major suppliers.

Control the t + Expand direct trade and direct import.
pmcure_men « Diversify material sourcing.
cost ratio + Increase selling prices by strengthening product appeal and raising the balance point
between product value and price.
+ Curb excessive purchases by keeping 20% of purchases. Introduce the QR system for
bestselling products. ) )
Strengthen — Purchases are projected to be ¥18 4bn for FY2026 but will be flexibly managed
> depending on the Situation. ] )
inventory control . Pr%dufcé%/g%orw at the end of FY 2026 is projected as ¥7.2 bn, compared to ¥8.0bn at the
end of 7
— Improve the inventory turnover rate by shortening merchandising cycles and
developing the QR system.
« Full price sales ratio: Aim for over 67% for FY 2026, with a stretch target of 70%, compared
Improve full to the FY2025 result of 64%.

price sales ratio

- Strengthen the ability to respond to actual demand by enhancing inventory control and
shortening merchandising cycles.

—  Further reduce product numbers and aggregate merchandising. Enhance the
response capabilities during the period.

1. Invertory of finished produds orly, excluding ravwmatends, waork in process, etc. 17

| will explain the measures we are taking to improve our gross profit margin. For the current fiscal

year, we are aiming for an improvement of 0.7 percentage points from the previous year, to 63.2%.

As a measure to achieve this, we will first control the procurement cost ratio. Rather than lowering

costs, our policy is to raise the average selling price by raising the balance point between product

value and price, as in the previous fiscal year, and as a result, control the cost ratio.

For the inventory control, we will continue to strengthen it. We aim to reduce our product inventory

from JPY8.0 billion at the end of the previous fiscal year to JPY7.2 billion at the end of this fiscal year.

The full-price sales ratio fell to 64% in the previous fiscal year, but we are planning to improve this by

3 percentage points to 67% in the current fiscal year. Our stretch target is 70%.



FY2026 Projections: Control SG&A Expenses
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SANYO

SG&A expenses increased due to investment in growth such as new store
openings and the launch of an EC-exclusive brand, as well as enhanced

employee returns. We expect an increase of ¥1.11bn YoY to ¥36.2bn, including
sales commissions linked to sales.

Past Results vs. FY2026 Forecast
{Billions of yen)

FY2024 FY2025 FY2026
Results Results Forecast vs. PY Measures
Total SG&A +
3512 35.00 %20 expenses 1 11 ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,
- Increase sales commissions
linked to sales (up ¥0.31bn YoY).
L L 24.40 L Seling expenses  +0.41  Maintain store efficiency and
/ / / enhance retums to FA (up
e o = ¥0.1bn YoY).
24.36 23.99 | ||
) Personnel expenses +0.1 grgrgr;r?ctpee:g;zg]g?g:z;tums
457 " Salespromotion .18 Launchnew brands.
437 4.47 . expenges +0.15 Launchnew brands.
’ Eaui t +0. Promote new store openings/
169 1.77 182 | - Cwementepersest0.2  rorove shop enviranments.
19, I ? Logistics expenses +0,15  NCrease due to the amendment
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, of laws and regulations
Administrative Strengthen system investments,
expenses +0.06 ete. g ¥

Selling expenses: FAexpenses, sales commissions, rent expenses for real estate, etc.; Equlpmentexpenses Shop setup costs, depneclallon expenses, Iease fees, repair costs, utility expenses, ete.
Personne emenses Personnel compensation, statutory welfare benefits, ete.; Logrstlcs p cking & costs | logistics ']8
d : Business g fees, travel &transport icati

P . P . P L et

We are planning an increase of JPY1.11 billion in SG&A expenses from the previous fiscal year. Of
this, sales commissions account for JPY0.31 billion, so we are expecting an increase of JPY0.8 billion
in real terms.

Of the JPYO0.8 billion, JPY0.2 billion is due to an increase in personnel expenses, with increases in FA
expenses and internal personnel expenses, totaling JPY0.2 billion. The breakdown of the other
increases is as follows: sales promotion expenses of JPY0.15 billion, equipment expenses of JPY0.24
billion due to strengthening store openings, logistics expenses of JPY0.15 billion, and administrative
expenses of JPY0.06 billion.



FY2026 Projections: Strengthen Product Appeal and Sales & Marketing Capabilities

FY2026 Projections: Strengthen Product Appeal
and Sales & Marketing Capabilities

SANYO

To strengthen product appeal, we are continuously innovating and upgrading
products. To strengthen marketing capabilities, we are working to enhance
customer equity by improving customer touchpoints.

Strengthen product appeal

Strengthen sales capabilities

Innovate and upgrade products

Innovate: Continue efforts to innovate

merchandising plans and develop innovative

products that create a stir in the market.

+ Bxecute through cross-functional product
development committee

+ Continue to actively promote the development of
unique products using photoelectrons, "PERTEX®
SHIELD AIR," and "BLACK OF BLACKS," while
building on the success of Aomori Down.

Upgrade: Raise the balance point between
value and price by improving product level
and grade.

SANYO MEMBERSHIM 28

—~

| e |

Strengthen customer touchpoints to improve

custoimer equity

« Strengthen individualized approach to SANY O
MEMBERSHIP (SMS) loyal customers

+ Expand events to take orders from top customers

Increase accuracy and energy in customer

communications

+ Promote F2 conversion! and take measures to
increase customer purchase frequency

+ Findways of bringing back dormant customers

Gain new customers

+ Raise awareness of SMS loyalty program
+ Turn sales staff into influencers
Drastically improve sales service

TIMELESS WORK.

ZAZIELLLDE (B,

+ Strengthen training for all sales staff

1.¥When a firsttime buyer becomes a repeat customer. 19

Strengthening product appeal and sales capabilities remain key issues for us. We will continue to
work on strengthening product appeal, focusing on the keywords innovation and upgrade.

In innovation, we continue efforts to innovate merchandising plans and develop innovative products
that create a stir in the market. Through the product development committee, we have been
promoting the development of products that use new materials such as photoelectrons, PERTEX
SHIELD AIR, and BLACK OF BLACKSs, as well as products such as Aomori Down. We hope to continue
to promote the development of such unique products.

As we have repeatedly mentioned, upgrading means raising the balance point between value and
price by improving product level and grade.

As we have been telling you for some time, we will also be strengthening our sales capabilities by
shifting our focus from the mass to the individual. We will make it a priority to expand customer
sales by strengthening our access to specific customers.

More specifically, we will increase the number of SANYO MEMBERSHIP loyalty program members by
acquiring new members. This means further increasing the number of members, which is currently
around 1.6 million. Of these members, around 400,000 are active users. We will continue to increase
them.



Furthermore, we will implement measures to promote the upgrading of member ranks, raising the
ranks of our members. Currently, we have member ranks of Diamond, Platinum, Gold, Silver, and
Standard. We will raise the ranks of our customers by implementing these measures. In particular,
we have approximately 90,000 Silver members, and we want to convert them into loyal customers.

At the same time, we also want to strengthen measures to increase the average amount spent by

each customer.



PBR Improvement Plan: PBR Improvement Plan: Analysis of Current
Status, Issues, and Solutions

PBR Improvement Plan: Analysis of Current TIMELESS JOk

RALIELLADE A,

Status, Issues, and Solutions SANYO

We are continuing to advance the PBR improvement plan announced on
October 4, 2024. We aim to improve PBR by taking various measures to
maintain and further improve ROE that exceeds the cost of shareholders’

equity, further strengthening IR activities, and implementing the Medium-Term
Business Plan.

Current status analysis' Solution
and challenges Theory Specific measures
PBR remains below 1 PER
improvement
FY2023 0.45
FY2024 0.72 e
B0 0i3 Take steps to maintain and
improve ROE that exceeds the
o = " = cost of shareholders’ equity
ROE is improving improvement
and currently exceeds
cost of shareholders’ ° Further strengthen IR activities
equity
FY2023 6.1% ~ PER
FY2024 7.2% improvement Implement the Medium-Term
FY2025 10.0% Business Plan

1. &ll consolidated results.
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The capital strategy is described on pages 20 onwards. With regard to the capital strategy, we
announced the “Progress of PBR Improvement Plan” on October 4, 2024, and we will basically

continue to promote that plan as it is. The core measure is to improve ROE, thereby raising PER and
ultimately leading to an improvement in PBR.



PBR Improvement Plan: Increasing ROE
TIMELESS WORK.
RALIELLADE LAY

SANYO

PBR Improvement Plan: Increasing ROE

We aim to achieve the long-term target of ROE of 10%" by increasing return
and controlling equity through various measures in accordance with the
Medium-Term Business Plan.

Develop a ¥10bn-revenue husiness foreach
core brand as soon as possible

—1 Organic growth

case Execute growth strategy based >< Achieve break-even and developrment in

on a strong portfolio of seven challenge area brands during the Mediurm-Term
L . core brands Business Plan period
Accumulation of retums
— through new growth strategies
and M&A

Gradually increased DOE to 2%, 3%, and 4%
during the previous medium-termbusiness plan

Gradually increase dividend

level FY2026 policy: DOE of 4%
policy: of 4%
Control Dividend forecast of ¥139
Equity Consider further enhancement Entété%m btaecrlrjn SQ:;;Z g/;ﬂ;?aiuring the previous
of shareholder retums based on - 500,000 shares (4 1%2), total ¥0,660n
business performance + 1,010,000 shares (8.6%2), total ¥2 8bn
1.10% under noemal conddtions without extraordinary income, etc. 2. As a percentage of total shares out fanding (exduding tressury fock) at that time. 22

This section describes the measures to improve ROE. First, we will maximize return as a measure for
the numerator of ROE. This means maximizing return by improving revenue in line with our business
plan.

In addition, we will strengthen our equity controls as a measure to improve the denominator. This
means that we will actively utilize equity for investment for growth, employee returns, and
shareholder returns, and control equity at an appropriate level.



PBR Improvement Plan: Other PBR Improvement Measures

PBR Improvement Plan: Other PBR
Improvement Measures

TIMELESS WORK.

BALICLLADE B,

SANYO

In addition to business growth, we will further strengthen IR/SR activities to
promote PBR improvement.

Established a dedicated IR/SR department
« Established the Investor Relations Department (currently Investor
Relations & Public Relations Strategy Department) as a dedicated

department in March 2022

Major updates to corporate site

including IR site in March 2024

« Expanded disclosure to
shareholders/investors

« Strengthened English disclosure

Develop a

foundation
for IRISR
activities

Further
strengthen
IR/SR
activities

Promote

dialogue
with the
market

Copynght @S ANYO SHOKAI LTD. All Rights Reserved

Strengthen the dissemination of
sustainability information

« Significant improvement through the

above corporate site updates

Proactive IR/SR activities

Close the investor expectation gap by
strengthening internal feedback on

IR/SR activities

Disclosure of progress on dialogue
with shareholders
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As other measures to improve PBR, we will further strengthen IR/SR activities.



Net Cash Allocation

'l‘ll\'lELESS ‘\VQRK‘
Net Cash Allocation

SANYO

Based on the Medium-Term Business Plan and PBR Improvement Plan, we will
make investments for growth and enhance employee/shareholder returns to
improve capital efficiency and optimize net cash’ levels.

{Billions of yen)

Necessary cash?

16.8
on hand 6
11.5-13.5
FY 2025 Operating CF Investment Employee Shareholder FY 2028
cash and for returns returns cash and
deposits growth deposits
1. Net cash, excluding long-term and shortderm borrowings, etc. 2. Appropristely set considering the businessfinvestment environment and need for liquidity on hand. 24

This shows the allocation of net cash for three years. This waterfall chart shows how the cash will be
used over the three-year period.

As | explained in the balance sheet section, we have been accumulating cash year after year as a
result of our consistent profitability. Our cash position at the end of the previous fiscal year was
JPY23.7 billion. After deducting JPY6.9 billion of debt, our net cash position was JPY16.8 billion.

As for how we will utilize this, first, we will generate JPY13.0 billion to 13.5 billion in operating cash
flow over three years, adding to net cash. We will use JPY10.0 billion to JPY12.8 billion for
investment for growth, JPY 0.7 billion to JPY1.0 billion for employee returns, and JPY5.3 billion plus
some extra for shareholder returns. With this, we expect to reduce net cash to around JPY11.5
billion to JPY13.5 billion in three years.



Use of Cash

TIMELESS WORK.
Use of Cash

SANYO

We actively use cash to strengthen investment for growth, employee returns,
and shareholder returns.

{Billions of yen)

Investment for Employee
growth re:)urr):s Shareholder returns
Brand growth Compensation Capital efficiency
investment improvement improvement
+ Strengthen investment 2.3-4.0| - Raise base pay, bonuses, + Dividend policy for
in stores, systems, and ?m”sr:jn\f:[;‘?i‘r’gi;‘a':”e with Medium-Term
marketing to improve performance. Bousmess Plan: DOE
brand value : Enhanced investment in 4%
New growth strategies human capital Further enhancement of
+ Expand business « Human resource shareholder returns
domains of existing 0.5-3.0 development and 0.7-1.0| based onbusiness 5.3+
brands, develop new personnel infrastructure CE A f .
s e development peiTormance
In-house brands, « Disposal of 72,000 * i.e, Share buybacks,
expand overseas, etc. treasury shares” and etc.
M&A granltlng of RS2 to i
g : employees via employee
AchIre new trademark stock ownership plan as
rights, etc. 7.0-10 an incentive plan to
+ Proactively take on . achieve the Medium-
M&A projects that help Term Business Plan and
enhance corporate }?fnr?aarfiggﬂ\;?ﬁmems n
value
1. Tentative figures at thistime. Official number of shares to be determined. 2. Restricted stock 25

This shows the breakdown of investment for growth, employee returns, and shareholder returns.
This is not a determined policy, but rather a guideline.

First, as investment for growth, brand growth investments are JPY2.3 billion to JPY4.0 billion. New
growth strategies are JPY0.5 billion to JPY3.0 billion. M&A is JPY7.0 billion to JPY10 billion. These are
not determined policies or plans, but rather rough guidelines.

We are thinking of investing around JPY0.7 billion to JPY1.0 billion in employee returns. We would
like to improve compensation and also enhance investment in human capital, namely, investing in
human resource development and personnel infrastructure development. We have disclosed today
that we will enhance investment in human capital by disposing of around 72,000 treasury shares and
providing restricted stock to employees through an employee stock ownership plan. We have also
decided on such a policy.

In shareholder returns, we will maintain our policy of a 4% DOE to strengthen dividends. By
maintaining this policy, we hope to create a situation where shareholder equity will continue to
grow as long as we remain profitable. Therefore, dividends will necessarily increase each period.

In addition to dividends, we also want to flexibly implement share buybacks and other measures as a
way of returning even more to our shareholders in line with our business performance, as we did in
the previous fiscal year.



Dividend Forecast
TIMELESS WORK.

RAZIELLbDE LB

Dividend Forecast -

Under the policy of strengthening shareholder returns, the Medium-Term
Business Plan’s dividend policy is for a DOE of 4%.
A dividend of ¥139 per share (up ¥10 YoY) is forecasted for FY2026.

Revitalization , Medium-Term
Plan | ¢ Business Plan

Dividend policy
represented by
DOE

2% 3% 4% 4% 4% 4%

150 162

- Dividend per share (yen)

0 0

FY 2021 FY2022 FY2023 FY2024 FY2025 FY 2026 FY 2027 FY 2028
Forecast Plan Plan

Today we announced that we will pay an interim dividend from FY 2026.
We forecast an annual dividend of ¥139 (interim: ¥69, year-end: ¥70) for FY2026.
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Next is our dividend plan. By maintaining our dividend policy of 4% DOE, we plan to increase our
dividend to around JPY162 in three years, along with an increase in shareholders' equity. The
dividend payout ratio is 36.7% with the JPY129 dividend this time. We think this is probably a
dividend level that shareholders will be satisfied with.



Non-Financial Values Supporting the Achievement of the Medium-Term Business Plan

H : H TIMELESS WORK.
Non-Financial Values Supporting the
Achievement of the Medium-Term Business Plan e

Identification of Strengthening Invgstment in Outcome ) Ideal State >
Issues Human Capital
ificati Achievement of Achievement of
] Mmoo the Medium Term  long-term goals
Human resource Business Plan Strive to be a top performer with
= Secure human resources by strengthening a dominant presence and
to manage the brand development human capital competitive edge in the upper-
« Enhance creation auman eapita middle market
capabilities to supportthe brand  geecute new growth strategies
e Trantechricalialos strategyinew growth o expand busmes&sfs::_ale and
rofessionals and transfer strategies optlmme.po D0
now-how = Maximize brand value of each o '\éfgﬁﬁle?hﬁ ?no%%
. AR e brand; expand business p ROgE' 10g% :
ecure an Impro all strength by domains and market for :

office professionals

= Accumulate language %
skills and knowledge of  and “fully |
overseas business and cre

individual capabilities” R o
aging individual capabilities exgn:ution capabilities through

g synergies through the professional development Mission

We create social value hy

= Develop future : = Secure competitive advantage T -
managsment candidates integral f diverse knowledge in teCh"°|°9€'. products, an ”'t?,"a'?g‘r?,{fhs?,:%”"?g‘gﬂggif’e'

. i a riences.” sales services b ) customers everywhere
e
P 2 1sion
interdepartmental and « Build a sustainable T e S

generational disparities
= Optimize company-wide
personnel allocation with
an eye on the future
= Establish a learning
environmentitraining
system

management structure excellent company that can
= Improve labor productivity b)f cortribute to the realization of
ra|smﬁ the level of IT/DX "skills  a sustainable society with the
and a ocatln? the. nﬁht ahility to create high values
personnel to the right and solid profitability.
positions Val
= Create new ideas and | yalues
innovations by integrating
human resources with diverse
values

Personnel infrastructure

development

JUSLILIOIIALS [BUIS)XS Jo uoRiuBoday

Social trust infrastructure
J Corporate governance, sustainability
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This section provides details on non-financial values. This is a measure for strengthening investment
in human capital. The leftmost slide describes our current personnel issues.

What we will do is to strengthen investment in human capital. As shown in the middle, our objective
is to improve overall strength by “maximizing individual capabilities” and “fully leveraging individual
capabilities and creating synergies through the integration of diverse knowledge and experiences.”
The means to maximize individual abilities is human resource development. The means to improve
overall strength is personnel infrastructure development.

The outcome is listed on the right side of the page.



Strengthening Investment in Human Capital

Strengthening Investment in Human Capital

TIMELESS WORK.

BALICLLADE LB,

SANYO

In human resource development, various initiatives are employed to draw out
individual capabilities and maximize their potential. In personnel infrastructure
development, individuals’ capabilities are fully leveraged and integration of
diverse knowledge and experiences is promoted.

Human resource development ﬁ}

Develop brand business professionals

+ We place new graduates in general positions in their
20's and 30's to gain experience in a wide range of jobs
/ brands.

« FY2027 target: 100% of employees turning 30 who
joined as new graduate career-track hires will have
experience in at least two job types!in two or more
brands

Develop back-office professionals

« Support acquisition of qualifications necessary forwork,
reassign young career-track employees, and provide
job rotation

« FY2027 target At least & back-office assignments for
new graduate career-track hires under 35

Secure human resources for new business

development

« Hire and train personnel who are familiar with our
husiness and can develop new business areas and
markets in Japan and overseas

Personnel infrastructure development ﬁ

Optimize the HR portfolio through constant
review and necessary revision of the HR system

Improve employee engagement

+ e aimto be a strong organization that employees are
proud to work for, want to contribute to and develop
themselves.

« FY2027 target: Engagement score 55.0 (+3.1 pts. vs.
FY2024)

Diversity & inclusion

« We foster an enviranment in which employees with
diverse experiences and values respect one another
and work together regardless of time or location.

« FY2026 targets: Ratio of women in managerial
positions: 20%; Genderwage gap: 72%2

Optimization of personnel composition and
personnel allocation
« FY2027 target: 20 hires3 in their 20's and 30's

Announced today that we will dispose of treasury stock and grant RS* to employees through
an employee stock ownership plan as part of enhanced investment in human capital

1. Three job types forthose 40 and over.

2. The assumption is that there is no gender wage gap for the same jobsasition. The gap here is due to the lowratio of wom en inm snagerial postions.

3. Total of new graduste and mid-career hires.
4. Restricted stock
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Here we provide some details about strengthening investment in human capital. In order to

maximize individual capabilities, we will continue to invest in human resource development. As
noted on the slide, we intend to invest in developing brand business professionals and back-office
professionals and securing human resources for new business development.

Furthermore, we will first develop our personnel infrastructure in order to maximize individual
potential and create synergy through the integration of diverse knowledge and experience. We will
optimize our HR portfolio through constant review and necessary revision of the HR system and aim

to improve employee engagement. We will also promote diversity and inclusion, and the

optimization of personnel composition and personnel allocation.



Social Trust Infrastructure: Corporate Governance
TIMELESS WORK.
RALICLLLDE LAY,

SANYO

Social Trust Infrastructure: Corporate Governance

We are carying on the basic policy of the previous medium-term business plan. The Board of
Directors is composed of 71% Outside Directors and chaired by an Outside Director to ensure
independence and objectivity. The ratio of performance-linked and RS' officer compensation is
15-37.5% to promote shared interests between shareholders and management.

Outside
Com position of the independent and objective Board of Board Compositi0n2 & Inside‘Outside directors %
Directors and Voluntary Nomination and Compensation

Committee? Board.df
+ Optimizes the knowledge and advice of Qutside Directors. oard o & & ‘ ‘ ‘ ‘ ‘ 0
Directors 1%

- Ratio of Outside Directors: 71% =
- Chairperson of the Board of Directors is an Outside §halmerson
Director Velintan
- Prqmote dive rsn_y _thro_ughthe appointment of female Nomination and & ‘ ‘ 670/
officers or other initiatives Compensation (i
+ Establish a voluntary Nomination and Compensation Committee Chairperson
Committee as an advisory committee to the Board of

Directors. The chairperson is an Qutside Director. Compensation for Inside Directors

Officer compensation with increased perform ance linked

+ RS ratio

+ Promote shared interests between shareholders and
management

+ Performance linked bonus accounts for 0 to 22 5%3

+ RS 15%

P 0-22.5%:

Base sala
7 Performance ry

linked + RS M Rs
Policy of reducing strategic shareholdings 15—375% I Bonus
+ Strategic shareholdings will be gradually reduced over the
three-year period of the Medium-Term Business Plan. 70%
- Partial sale completed in FY2025

1. Restrided stock award 2. Scheduled composition after the condusion ofthe 82nd Annual General Mesting of Shareholders to be held in May 2025,
3. Varies within the range between 0% and 22.5% based on performance and other factors. (15% when 100% achieved) 30

We are carrying on the basic policy of the previous Medium-Term Business Plan. As you can see
here, the Board of Directors will be composed to ensure independence and objectivity.

In addition, the composition of the voluntary Nomination and Compensation Committee will also
follow the same policy as the previous fiscal year. We will also maintain the officer compensation
system for directors with increased performance-linked and RS ratios.

One of the new items added is a policy of reducing strategic shareholdings. In the previous fiscal
year, we also liquidated a portion of such shares. Under the new Medium-Term Business Plan, we
will continue to liquidate strategic shareholdings and gradually reduce them.



Social Trust Infrastructure: Sustainability
TIMELESS WORK.
RALICLLADE (A,

SANYO

Social Trust Infrastructure: Sustainability

We will carry on the basic policies of the previous medium-term business
plan and further strengthen them. We are promoting individual activities
based on material issues and gaining recognition from society.

Promoted activities by the Sustainability Committee under the direct 5 =
supervision of the Management Committee 1
+ Established the committee on the executive side for rapid implementation of

the PDCA cycle. ‘
+ The chairperson is the Senior Executive Managing Officer, General Manager

of Corporate Management HQ.
* InFY 2025, seven reports were put forward and submitted to the

Management Committee, and five reports were submitted to the Board of

Directors and announced at board briefing sessions

Promote the reuse business \
+ Promoting the 3R (Reduce, Reuse, and Recycle) activity, "SANYO RE: Rl | et |
PROJECT," as part of the "Initiative for Circular Economy,” one of the "
material issues. A ! 1
« Started collecting clothing for reuse in FY2024. T ! .
« Aim to collect 100,000 items per year by FY2026. I ' — sl J ol

Evaluation by society

+ Received a B-score (third out of eight levels) for the the 2024 CDP — e —
Questionnaire on Climate Change

+ Acquired star 3.5 in SDGs Management Edition of the Nikkei Sustainable
Comprehensive Survey in FY 2024

In FY2025, obtained certification for SBT (Science Based Targets) from
the SBTI2 for FY2030 greenhouse gas (GHG) reduction target
« Certified for reduction target consistent with the Paris Agreement

Enhance disclosure further on the corporate website
« Sustainability: https: ffwwiv sanyo-shokai.co jpfen/sustainability/

RN BB LSO

1.Reduce, Reuse, and Recycle 2. Science Based Targets inttistive; An international inttistive recuinng companies to promote science-based GHG redudtions.
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As for sustainability, we will continue to follow the basic policies of the previous Medium-Term
Business Plan and further strengthen them. As you know, we have identified four material issues,
and we have set and disclosed KPI targets for each of them and are steadily implementing and
managing progress.

One of the key issues is the reuse business that was started in the previous Medium-Term Business
Plan. This is part of our efforts to address one of our material issues of “Initiative for Circular
Economy”, and we want to further strengthen this.

We also want to improve how we are evaluated by society. In 2024, we received a B-score for the
2024 CDP Questionnaire on Climate Change. In the SDGs Management Edition of the Nikkei
Sustainable Comprehensive Survey, we received a 3.5-star rating.

In March of this year, we obtained SBT certification for greenhouse gas (GHG) reduction. We are
actively disclosing and openly sharing our sustainability policies and progress. We hope to further
raise our level of recognition through this.

This concludes my explanation of the new Medium-Term Business Plan. Thank you very much for
your time.



Q&A: Areas in which we fell behind in the previous Medium-Term Business Plan and how to
improve them

Participant: | would like to ask you about the new Medium Term Business Plan. Specifically, what
areas lagged behind in the previous Medium-Term Business Plan, why did these delays occur, and
what are the reasons you expect improvement from this fiscal year onward?

Oe: We have also included these in our Medium-Term Business Plan, but as | explained, the first two

years of the plan saw progress that greatly exceeded our initial targets. However, we did see a slight
setback in the final year. In addition to external factors such as weather conditions and the reduction
in sales floor space due to the closure of some department stores, we believe there were also a
number of internal factors.

First of all, we took measures related to product appeal to deal with the changes in consumer
purchasing patterns as a result of climate change, but | don't think they were sufficient. For example,
we tried to respond to the longer summer and the longer-lasting summer heat by securing a new
lineup, but we were unable to respond sufficiently to a slight price mismatch for one thing.
Additionally, markets and market conditions are subject to frequent and drastic changes due to
various irregular factors. Therefore, markets do not always behave as expected.

Therefore, if we approach the situation with a rigid stance based on a hypothesis, we will inevitably
encounter mismatches. So, how do we respond to this? We will need response capabilities during
the period. For example, | think that we were still not good enough at things like revising the MD
plan and shuffling products during the period. This means that we need to be more agile and flexible
in our responses. To sum up, there were still things to learn from. Therefore, in the new Medium-
Term Business Plan, we would like to make improvements and reforms in each area, making use of
the lessons we have learned.

Then, how to achieve organic growth is as stated. First, we will increase the number of sales floors as
a physical measure. This will have an immediate effect, and | think it will definitely lead to results.

In addition, we will thoroughly increase customer sales. We have approximately 8,000 loyal
customers, classified as Diamond, Platinum, and Gold. We have secured sales of approximately
JPY7.0 billion from these customers. Each customer spends just over JPY800,000 per year. If we can
increase the number of these loyal customers by 1,000, we can generate sales of over JPY0.8 billion.
Therefore, we will increase the number of loyal customers, and also raise the so-called utilization
rate, and we will definitely see the figures increase.

| know this is repeating what | said earlier, but we have tried to include as much detail as possible in
this new Medium-Term Business Plan about the measures we will be taking. So, | would like you to
take a look at it.

Q&A: Development of the middle market
Participant: You launched a new EC-exclusive brand BIANCA in March, which is positioned for the

middle market. Will you be strengthening your efforts to develop customers in this middle market
going forward?

Oe: Our basic policy is to aim for a higher position within the upper-middle market. This is our core
strategy. However, we also want to gradually extend our reach into the very large middle market, so
we are also considering pursuing this in parallel.

Looking at our product lineup, the proportion of heavy clothing and items is overwhelmingly high.
The proportion of products for special occasions is excessively high. In contrast, the low proportion
of products for light/medium-weight clothing and items, including casual, daily-use, and lifestyle
clothing, is a weakness for our company.



While aiming for higher domains, we would like to target the middle market as well. Therefore, we
consider the EC-exclusive brand BIANCA to be one of the tools to achieve this goal.

Q&A: Growth rate increase from FY2027 to FY2028
TIMELESS WORK.

RALICLLADE (A,

Three-Year Projections: Consolidated PL

SANVO

For FY2026, we shifted the previous medium-term business plan’s final year
targets, which were not achieved, to the first year of this plan and aim to
achieve them again. For FY2028, three years from now, we forecast net sales
of ¥70bn and operating profit of ¥5bn.

(Billions of yen) FY2025 FY2026 FY2027 FY2028

Results' Forecast Forecast Forecast vs. FY2025
Net sales 60.53 62.50 66.00 70.00 116%
Gross profit 37.81 39.50 42.00 44.80 119%
SGBA expenses 35.09 36.20 38.10 39.80 113%
growth investment : 030 1.00 100 535
Operating profit 2.72 3.30 3.90 5.00 184%
Ordinary profit 2.83 3.30 3.80 4.90 173%
Dmora of paente . 4.01 4.10 4.40 472  118%

owners of parent?

¥2.3bn in investments planned over 3 years to enhance brand value

1. All figures shove are rounded to two decimal places. 2. Indudes planned sdes of investment securities based on the policy of reducing strategc shareholdings 14

Participant: | would like to ask one question related to the three-year plan on page 14. | believe that
you have explained the net sales, operating profit, and ordinary profit for each of these periods. You
expect a significant jump in operating profit and ordinary profit from FY2027 to FY2028. These
figures are higher than those for the other periods. | take it that this is a rather large hurdle, but
could you please comment on what measures will be necessary to achieve this, and what kind of
preparations you will make for this?

Oe: The top line of JPY70 billion in three years is not an easy hurdle to overcome. However, by
steadily implementing the measures | have just mentioned, we believe that it is a challenging but
achievable goal at the same time.

Expanding the sales floor and increasing the number of stores will be the most significant measures.
We will also expand sales per store by further strengthening our product and customer strategies.



Tl.ME. LESS \\ORK
Three-Year Projections: KPIs

SANYO

For FY2028, three years from now, we forecast an operating margin of 7.1%
and ROE of 10.7%.

FY2025 FY2026 FY2027 FY2028
Results Forecast Forecast Forecast vs. FY2025

Gross profit margin 62.5% 63.2% 63.6% 64.0% +1 .5pt

SG8A expenseratio  58.0% 97.9% 57.7% 96.9% -1.1pt

Operating margin 4.5% 5.3% 5.9% 7.1% +2.7pt
o 4.7% 5.3% 5.8% 7.0%  +2.3pt
Net profit margin' 6.6% 6.6% 6.7% 6.7% +0.1pt
ROE! 10.0% 10.2% 10.5% 10.7% +0.7pt

1. Includes planned sales of investment securities based on the policy of reducing strategic shareholdings.

As for the gross profit margin, we plan to raise it to 64% in FY2028, three years from now, as |
explained earlier. For the current fiscal year, we are aiming for 63.2%. As it was 62.5% in the
previous fiscal year, we plan to raise it by 1.5 percentage points to 64%. In order to increase the
gross profit margin by 1.5 percentage points, it is not possible to do so just by saying so. Therefore, it
is important to thoroughly implement measures to increase the gross profit margin.



Tl.ME. LESS ‘WQ‘RK.
FY2026 Projections: Improve Gross Profit Margin

SANVO

We continue to implement measures such as controlling the procurement cost
ratio, strengthening inventory control, and improving the full price sales ratio
with an aim to achieve gross profit margin of 63.2% for FY2026.

FY2026

Quantitative Target: Gross profit 63.2% (+0.7 pts. vs. PY)

Qualitative policies Specific measures

Control the + Optimize supply chain management by strengthening initiatives with major suppliers.
+ BExpand direct trade and direct import.
pmcure_ment + Diversify material sourcing.
cost ratio + Increase selling prices by strengthening product appeal and raising the balance point
between product value and price.

+ Curb excessive purchases by keeping 20% of purchases. Introduce the QR system for
bestselling products.

Strengthen - Purchases are projected to be ¥18.4bn for FY2026 but will be flexibly managed

2 depending on the Situation. ) )

inventory control . Pr%dufc&\lpﬁlggtsorw at the end of FY 2026 is projected as ¥7.2 bn, compared to ¥8.0bn at the
end o :

— Improve the inventory turnover rate by shortening merchandising cycles and
developing the QR system.
+ Full price sales ratio: Aim for over 67% for FY 2026, with a stretch target of 70%, compared
Improve full to the FY2025 result of 64%.
price sales ratio - Strengthen the ability to respond to actual demand by enhancinginventory control and
shortening merchandising cycles.
—  Further reduce product numbers and aggregate merchandising. Enhance the
response capabilities during the period.

1. Invertory of finished produds only, excluding ravwwmatends, work in process, etc. 17

There are several factors driving gross profit margin momentum. First is the procurement cost ratio.
Then comes the full-price sales ratio. Another is the markdown rate for clearance sales. In addition,
there is the ratio of e-commerce and outlet-exclusive products, which inevitably increases the gross
profit margin, because these products are specifically planned and developed for predetermined
sales channels. Therefore, we will ensure the implementation of measures that will provide
momentum for improving the gross profit margin. We believe that it is possible to raise it by steadily
implementing each of the measures that should be the components of the gross profit margin,
rather than just doing it with quick solutions.

During the three years of the previous Medium-Term Business Plan, we improved the gross profit
margin to 62.5% from less than 60% at the beginning. We believe that we can achieve 64% if we
continue doing what we have been doing.

The SG&A expense ratio can be reduced by not spending extra expenses, thereby reducing the SG&A
expense ratio by the increase in the top line. We will squeeze out the operating margin by raising the
gross profit margin and lowering the SG&A expense ratio. We intend to maintain this policy
consistently.



Q&A: Net sales of JPY10 billion in the seven core businesses

Participant: Regarding the JPY10 billion-revenue structure for the seven core businesses, is this more
about aiming for JPY10 billion net sales in each business during the term of the new Medium-Term
Business Plan, rather than building it up quickly?

Oe: In principle, we would like to achieve net sales of JPY10 billion for all seven core businesses
during the current plan period. However, if each of the seven businesses were to achieve JPY10
billion in net sales, that alone would bring net sales to JPY70 billion. You may say, “If that is the case,
it is strange that the net sales plan for three years from now is JPY70 billion.” However, this Medium-
Term Business Plan is not a so-called manifesto; we have formulated it as a consistent action plan.
This means that we assume full responsibility for implementation once we have announced it as a
commitment. Therefore, we are aiming for net sales of JPY10 billion in all seven core businesses,
which is quite challenging as an execution plan. In this regard, we are taking a bit of a risk.

We consider the breakdown of net sales of JPY70 billion to be approximately JPY65 billion for the
seven core businesses and JPY5.0 billion for the other brands, as a rough estimate.

Q&A: Opening of flagship stores

Participant: | have a question about opening flagship stores. | know there are location and timing
considerations, but which brands are you planning to open flagship stores for?

Oe: We are basically aiming to open flagship stores for our core business brands. MACKINTOSH
LONDON has net sales of nearly JPY10 billion but does not have a flagship store. Paul Stuart has
already opened a flagship store, and BLUE LABEL CRESTBRIDGE and BLACK LABEL CRESTBRIDGE also
have flagship stores in Harajuku. Although MACKINTOSH LONDON is nearly JPY10 billion in size and is
one of our highest-grade brands, it has no flagship store. We believe that this is a high priority for us
because we do not have a so-called platform to reflect brand identity.

Q&A: Development of overseas business partners

Participant: | would like to ask about overseas expansion. | believe you showcased SANYOCOAT at
the Pitti Imagine UOMO in Italy this January, as you mentioned earlier. Were you able to develop
overseas business partners then?

Oe: At Pitti Imagine UOMO, we exhibited 100-Year Coat and Aomori Down, marketed under the
SANYOCOAT brand. As a result, we received inquiries from about five companies for the 100-Year
Coat, and we are currently negotiating with them. We only had an intention to unveil it, but since we
received inquiries, we have a very good feeling about the product. Next year, we would like to
further strengthen our lineup and exhibit on the assumption that we will win orders.

Q&A: Overseas strategic partners

Participant: Do you intend to work with overseas strategic partners to expand into, for example,
China or Korea?

Oe: In our case, the number of brands we can expand overseas with local partners is limited due to
sales rights. We also believe that it is unrealistic for us to manage them overseas by ourselves, even
for the brands we can expand overseas. We do not have the resources or capabilities to do so at the
moment.

Overseas expansion may be possible, provided that we have a strong and reliable partner to whom
we can entrust operations. This would probably be in Asia. Whether it is China, Korea, or Taiwan, we



are not limiting ourselves to any specific country at this time. If we can find such a partner, we would
like to work with them.

Q&A: Continuation of in-house factories in Aomori and Fukushima

Participant: Related to the previous question, | believe that JocQUALITY is expanding sales of “Made
in Japan,” but how will your company continue in-house factories in Aomori and Fukushima going
forward? Also, the Aomori Factory develops a factory brand, and | would like to ask about the
relationship between that and Sanyo itself.

Oe: Regarding sourcing, | think it is not feasible to use our own factories as a base for commercial
production. In the past, our company had a high ratio of in-house factory production with several in-
house factories. But, in the end, it was impossible to operate them as profit centers. We believe that
the company is impeding its procurement flexibility, if it guarantees to place enough orders to keep
its own factories operating year-round. For this reason, the Aomori and Fukushima Factories were
converted into cost centers five years ago and are used as R&D centers rather than on a commercial
production basis. In other words, their costs are treated as part of the company’s overall operating
expenses, and they have been operated as cost centers with limited missions, such as R&D, product
development, production of prototype samples, and, in part, production of small lots of high-
difficulty products.

The most important point of what makes our company unique is our commitment to our products,
quality as a manufacturer, and our products. As a tool for passing on this DNA of our company to the
future, it is essential that we continue to operate our own factory. Despite the option of closing it
down, we decided to proceed with the business transformation for this reason. Therefore, we intend
to continue utilizing the Aomori and Fukushima Factories based on this positioning. The product
development committee produces samples of all products, including Aomori Down and PERTEX
coats, at the Aomori Factory, where they are developed in collaboration with the development
team.

As such, we believe that they are already functioning as R&D centers and are sufficiently fulfilling
their roles as cost centers. Rather than expanding, we intend to enhance their capabilities and
further strengthen their functions as R&D centers.

Aomori Down is 100 percent made in Japan because it is made from domestic down. This would not
be possible without our own factories.
Participant: Was the “Made in Japan” aspect a major factor in gaining recognition at Pitti Imagine

uomo?
Oe: Absolutely. “Made in Japan” is an essential factor. | think its value is recognized and appreciated
overseas even more than we realize.



