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Presentation

Moderator: Thank you very much for joining us today amidst your busy schedule for the live broadcast of the
explanation meeting for the full year financial results for FY2022 and the new medium-term management
plan, JT-2025 Management Plan, of Joshin Denki Co.,LTD.

As for the proceedings today, first, we will have Mr. Ryuhei Kanatani, President and CEO, explain the situation
of the full year financial results and the medium-term management plan, and then we will have a Q&A session.
We will be taking your questions via the chat function, so please feel free to input them at your convenience.

Now, let's proceed with the explanation from Mr. Kanatani.

Kanatani: Hello, everyone. | am Ryuhei Kanatani, President and CEO of Joshin Denki. Thank you very much for
participating in today's explanation meeting for the full year financial results for FY2022, the full year forecast
for FY2023, and the new medium-term management plan, JT-2025 Management Plan.

Today, | will explain in the order shown here. After the explanation, we have set aside time for Q&A. Either |,
or the responsible director, will respond, so thank you for your understanding.

Support
Japan 050.5212.7790 North America 1.800.674.8375 — SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com S Asia’s Meetings, Globally

2



Earnings Summary for the Fiscal Year Ended March 31, 2023 (FY2022): 1

Consolidated Income Statement (Full Year)

Full-year FY2021

(Million yen) (Apr—Mar) Full-year FY2022 (Apr.-Mar.)
Actual % of net % of net Actual % of net Actual vs.
results sales Fuigeast sales results sales Yox forecast
Netsales 409,508 100.0% 420,000 100.0% 408,460 100.0% (0.3%) (2.7%)
Of which, sales at stores 324,665 79.3% - - 327,174 80.1% +0.8% -
Of which, sales in EC business 75,890 18.5% 80,000 19.0% 75,552 18.5% (0.4%) (5.6%)
Or which, othersales 8,951 2.2% = - 5,732 1.4% (36.0%) -
Gross profit 98,427 24.0% - - 103,802 25.4% +5.5% -
Selling, general and administrative 89,543 21.9% _ B 95,491 23.4% 16.6% B
expenses
Operating income 8,884 2.2% 10,000 2.4% 8,311 2.0% (6.5%) (16.9%)
Ordinary income 9,701 2.4% 10,000 2.4% 8,317 2.0% (14.3%) (16.8%)
Netincome (*1) 6,391 1.6% 7,000 1.7% 4,972 1.2% (22.2%) (29.0%)

*1 Profit attributable to owners of parent

3/39

Now, please look at page three. These are the actual consolidated results for the full year.
The actual results of the financial results for FY2022 are as shown.

Net sales were down 0.3% from the previous term and 2.7% from the forecast, but in-store sales were up
0.8% from the previous term, resulting in a slight increase in sales. Unfortunately, on the profit side, operating
income, ordinary income, and net income could not exceed the previous period or the forecast.

Gross profit on sales increased compared to the previous period, and the gross profit margin also improved
from 24% to 25.4%, an increase of 1.4%.

Regarding ordinary income, we had recorded approximately JPY800 million in the previous term as
cooperation money for business suspension due to COVID-19, so the decrease in profit is larger compared to
operating profit.

Also, regarding net income, we had recorded a onetime special profit in the previous term, so the decrease in
income is larger compared to ordinary income.
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Joshin

Earnings Summary for the Fiscal Year Ended March 31, 2023 (FY2022): 2

Factors for Changes in Operating Income: Vs. Previous Year

(Billion yen) 0.9

5.4 ——
(4_6) 4 j=————
] (0.7)  Wmmmmm 83
(1.1)
Operating income Gross Advertising Logistics Personnel Rent Other Operating income
for FY2021 profit expenses expenses expenses expenses for FY2022

Factors for changes in operating income (by quarter): Vs. previous year

(Billion yen) Op%?t;anzggme Gross profit Aeti\;eer::iensg el_:pgei?lgcess Zi;se’ilr]sr]eesl Rent expenses igggiez Zogr
Apr—J une 32 0.3 (0.3) (0.9) (0.2) (0.3)
July-Sept. 2:1 1.7 0.3 (1.3) (0.1) (0.1)
Oct.—Dec. 1.4 2.2 0.7 (1.5) (0.1) (0.2)
Jan.-Mar. 2.2 13 0.3 (1.0) (0.1) 0.1

4/39

Regarding the factors contributing to the increase and decrease in operating income, | will explain it on the
next slide. Please switch to the next slide. This is a graph showing the factors contributing to the increase and
decrease in operating income.

Despite the decrease in sales, we were able to secure an increase in gross profit of JPY5.4 billion. On the other
hand, selling, general, and administrative expenses became a factor in the decrease in profit by a total of
JPY5.9 billion.

Advertising and promotion expenses were reduced by JPY0.9 billion compared to the previous term due to
the promotion of digitalization. However, due to onetime factors, such as the full operation of the Ibaraki
Logistics Center in Kansai and the increase in delivery costs, logistics costs increased by JPY4.6 billion.

Personnel expenses increased as a result of increased investment in human capital, leading to an increase in
salary and allowance expenditures.
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Earnings Summary for the Fiscal Year Ended March 31, 2023 (FY2022): 3
Consolidated Income Statement () an.-Mar.)

(Million yen) 4Q FY 2021 () an—Mar.) 4Q FY2022 () an.-Mar.)
Actual results % of netsales Forecast % ofnetsales WASUEIREHNISN % of netsales YoY fgf-:aca\é%
Net sales 102,451 100.0% 114,357 100.0% 102,817 100.0% +0.4% (10.1%)
Of which, sales at stores 80,873 78.9% - - 81,857 79.6% +1.2% -
Of which, sales in EC business 18,605 18.2% 23,205 20.3% 18,758 18.3% +0.8% (19.2%)
Of which, othersales 2,972 2.9% - - 2,201 2.1% (25.9%) -
Gross profit 24,684 24.1% - - 25,957 25.2% +5.2% =
Selling, general and administrative expenses 22,514 22.0% - - 23,764 23.1% +5.6% -
Operating income 2,169 2.1% 3,882 3.4% 2,193 2.1% +1.1% (43.5%)
Ordinary income 2,130 2.1% 3,855 3.4% 2,172 2.1% +2.0% (43.6%)
Netincome (*1) 1,101 1.1% 2,858 2.5% 830 0.8% (24.5%) (70.9%)
*1 Profit attributable to owners of parent
(Million yen) 1Q FY2022 (Apr.-J une) 2Q FY2022 (J uly-Sept.) 3Q FY2022 (Oct.—Dec.)
Actual results % of netsales YoY Actual results % of netsales YoY Actual results % of netsales YoY
Netsales 94,601 100.0% (2.9%) 103,316 100.0% (0.1%) 107,724 100.0% +1.4%
Of which, sales at stores 75,944 80.3% (0.2%) 84,181 81.5% +0.9% 85,191 79.1% +1.2%
Of which, sales in EC business 17,367 18.4% (6.5%) 18,267 17.7% (0.8%) 21,159 19.6% +4.3%
Of which, other sales 1,290 1.4% (52.8%) 868 0.8% (42.9%) 1,373 13% (20.5%)
Gross profit 24,820 26.2% +1.2% 26,373 25.5% +6.7% 26,651 24.7% +8.8%
e 23,429 24.8% +10.0% 23,660 22.9% +4.5% 24,637 22.9% +6.7%
Operating income 1,391 1.5% (56.9%) 2,713 2.6% +30.4% 2,013 1.9% +42.9%
Ordinary income 1,394 1.5% (56.8%) 2,724 2.6% (4.4%) 2,025 1.9% +35.2%
Netincome (*1) 1,016 1.1% (48.5%) 1,990 1.9% (4.8%) 1,135 11% (7.4%) 5/39

Continuing on, please look at the next page. This is the actual performance for Q4 of the accounting period.
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Earnings Summary for the Fiscal Year Ended March 31, 2023 (FY2022): 4

Sales by Product (YoY Change in Major Products)

(Million yen) 1Q FY2022 (Apr.-) une) 2Q FY2022 (J uly-Sept.) 3Q FY2022 (Oct.-Dec.) 4Q FY2022 (J an.—Mar.) RUURTCETAR @y PRI TA8 1)
Actual % of net Actual % of net Actual % of net Actual % of net .YSOEIMN % of net
results sales Yo results sales Yox results sales oy results sales Yoy results sales Tor
TVs 5973 63% (122%) 6921  6.7% (16.9%) 7671 7.1%  (8.9%) 6720 65% (8.9%) QEEYRLY  67%  (11.8%)
Refrigerators 6481  69% +0.1% 8139  7.9% (3.6%) 6,050  5.6% (6.7%) 5902 57% (0.2%) EPIRTE]  65%  (2.7%)
Washing
machines and 8651  91% (11.6%) 9,958  9.6%  (4.1%) 9249  86%  (4.0%) 9584  93% (2.2%) QEYEYE]  92%  (55%)
vacuum cleaners
rr:zr‘c’;":::r:"ens 3871 41% (14.1%) 3871 37% (13.2%) 4758  44% (7.1%) 4641 45% (12.6%) QEEVALY]  42%  (11.6%)
Airconditioners 14,742  15.6% +9.4% 14,437 14.0% +5.0% 6238  5.8% +7.9% 588 57% (6.5%) SR 101%  +5.1%
Fersonal 5023 53% (11.5% 4724 46% (9.39 5882  55% +0.49 8044  7.8% (0.5 Wl 58%  (4.7%
computers ’ 3% (11.5%) d 6% (9.3%) 188, 5%  +0.4% i 8%  (0.5%) JPEXS 8%  (4.7%)
Mobile phones 6113  65% +20.5% 6824  6.6% +23.8% 8742 81% +21.7% 11,689 113% +155% [EEEERYE]  82% +19.6%
Games, models,
toys, musical 11,060 11.7% (13.0%) 15,042 14.6% +232% 21,072 19.6% +13.0% 16,796 163% +14.2% MEERIP]  157%  +9.8%
instruments

Continuing on, please switch to page six. This is the sales by main product categories.

6/39

As for the full year sales by product category, many categories fell below the previous year, and the categories
that were able to secure higher sales than the previous term were only air conditioners, mobile phones, and
entertainment products, such as games/models.

Mobile phones, in particular, were able to secure consistently higher sales than the previous term, resulting
in a roughly 20% increase in full year sales compared to the previous term and an expansion of the sales ratio,
from 6.8% in the previous term to 8.2%.
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Earnings Summary for the Fiscal Year Ended March 31, 2023 (FY2022): 5

(Million yen)

2022/03

2023/03

Current liabilities

78,046

Non-current liabilities

40,729

Total liabilities

118,776

Total net assets

98,641

Total liabilities and net
assets

217,417

Total net interest-bearing
liabilities*

84,376
38,143
122,520

100,698

223,218

(2,586)

37,656 5,538

Balance Sheet

(Million yen) 2022/03 2023/03 Change
Currentassets 107,515 114,560 7,045
Tangible assets 73,300 75,085 1,784
Intangible assets 2,405 2,471 65
Investment, other assets 34,195 31,100 (3,095)
Non-currentassets 109,902 108,657 (1,244)
Total assets 217,417 223,218 5,800
(Reference)

Egéaﬂlitiir;tseresbbearing 40,017 5947
Cash Flows

(Million yen) 2022/03

1,442
(9,573)
(8,130)
1,873
2,360

Cash flow from operating activities (a)

Cash flow from investing activities (b)

(Free cash flow (a) + (b))

Cash flow from financing activities

Cash and cash equivalents at end of period

*Total net interest-bearing liabilities: Interest-bearing liabilities less cash and deposits

2023/03

7,119

7/39

Continuing on, please look at page seven. This shows the actual performance of key items in the balance sheet

and cash flow statement.

In the assets section of the balance sheet, there was an increase of about JPY5.8 billion in total due to factors,
such as an increase in current assets resulting from an increase in merchandise.

In the liabilities section, we proceeded with the repayment of long-term loans while increasing current
liabilities, such as commercial paper and accounts payable.

In the cash flow statement, the cash flow from operating activities was an inflow of JPY5.6 billion.

Cash flow from investing activities also improved by JPY6.2 billion due to a decrease in expenditures, resulting

in a free cash flow of negative JPY1.9 billion.
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Full-year Forecast for the Fiscal Year Ending March 31, 2024 (FY2023)

Consolidated Income Statement (Full-year Forecast)
Full-year FY2022

(Million yen) (Apr.— Mar,) Full-year FY2023 (Apr.— Mar.)

Actual results % of netsales Forecast % of netsales YoY
Net sales 408,460 100.0% 410,000 100.0% +0.4%
Operating income 8,311 2.0% 9,000 2.2% +8.3%
Ordinary income 8,317 2.0% 9,000 2.2% +8.2%
Net income (*1) 4,972 1.2% 6,000 1.5% +20.7%

*1 Profit attributable to owners of parent

Forecast for First Half (Apr.—Sept.) and Second Half (Oct.—Mar.)

(Million yen)

First half of FY2022

(Apr.—Sept.) (Oct—Mar.)
Actual % of net Forecast % of net Actual % of net Forecast % of net
results sales sales results sales sales
Net sales 197,918 100.0% 198,000 100.0% +0.0% 210,541 100.0% 212,000
Operating income 4,104 2.1% 4,200 2.1% +2.3% 4,206 2.0% 4,800
Ordinary income 4,119 2.1% 4,200 2.1% +2.0% 4,198 2.0% 4,800
Netincome (*1) 3,006 1.5% 3,100 1.6% +3.1% 1,965 0.9% 2,900

*1 Profit attributable to owners of parent

First half of FY2023 (Apr.-Sept.)

Second half of FY 2022

Second half of FY2023 (Oct.—Mar.)

8/39

Continuing on, please look at page eight. This is the forecast for the full year, H1, and H2 of FY2023.

For the full FY2023, we forecast increases in all items, with net sales of JPY410 billion, operating income of
JPY9 billion, ordinary income of JPY9 billion, and net income of JPY6 billion.

We expect the operating income margin to improve by 0.2%, from 2% in the previous term to 2.2%.

While net sales are expected to remain almost the same as in the previous term, operating income is expected

to increase by 8%.

In FY2023, as in the previous term, we expect to increase expenditures for selling, general, and administrative
expenses, including investment in human capital, but we aim to achieve a gross profit that exceeds the
expenditures for these expenses.

The explanation for the full year financial results for FY2022 and the full year forecast for FY2023 ends here.
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Joshin

New Medium-term Management Plan
<JT-2025 Management Plan>
(FY2023-FY2025 3 Years)

Joshin Denki Co., Ltd.
(Securities code: 8173)

May 9, 2023

Ryuhei Kanatani
Representative Director, President
and Executive Officer

From here, | will explain about the new medium-term management plan, the JT-2025 Management Plan.

As you are already aware, a notice was sent out on March 31, 2023 from JPX asking for measures towards the
realization of management that is conscious of capital costs and stock prices.

All companies listed on the Prime Market, to which our company belongs, are required to accurately
understand their own capital costs and profitability, analyze and evaluate the current situation at the Board
of Directors, and promptly formulate and disclose plans for improving the P/B ratio below 1x.

Our company positions the JT-2025 Management Plan, which | will explain from now on, as a plan aimed at
improving in response to the request from JPX.

Based on the JT-2025 Management Plan, we will carry out active engagement with investors in Japan and
abroad and aim to strengthen our management capabilities through dialogue. We will also analyze the status
of the initiatives and results of the JT-2025 Management Plan and update our disclosure information regularly.
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Review of the Previous Medium-term Management Plan “JT-2023”: 1. Quantitative Goals

(Million yen) FY2019 Targets for the final fiscal year (FY2022)

Final year of the
former mid-term plan

i = ; o G % of latest
% of net sales (1) Initial plan ~ (2) Revised plan  (3) Latest plan RLYSJEINESTIISE % of netsales % of FY2019

Net sales 415,643 100.0% 435,000 450,000 420,000 408,460 100.0% (1.7%) (2.7%)

SJS":’:E'CS'; BERTINEG 57,134 13.7% 70,000 80,000 80,000 75,552 18.5% +32.2% (5.6%)
Gross profit 100,604 24.2% = = 103,802 25.4% +3.2%
gjm’l‘rﬁsgjgferae':;edns . 91,624 22.0% = = 95,491 23.4% +4.2%
Operating income 8,979 2.2% 11,500 16,500 8,311 2.0% (7.4%) (16.9%)
Ordinary income 8,900 2.1% 11,500 16,500 8,317 2.0% (6.6%) (16.8%)
Netincome (*1) 5,418 1.3% = = 4,972 1.2% (8.2%) (29.0%)
*1 Profit attributable to owners of parent
Equity ratio 45.2% —  45.0% or higher ~ 45.0% or higher 45.0% or higher = (0.1pt) +0.1pt
ROE 6.2% - 7.0% or higher 9.0% or higher  7.0% or higher - (1.2pt) (2.0pt)
ROA 4.4% - 5.0% or higher 7.0% or higher  5.0% or higher T (0.6pt) (1.2pt)
ROIC 4.3% —  5.0%orhigher  7.0% orhigher 5.0% or higher = (0.6pt) (1.3pt)
Payout ratio 24.6% = Around 30.0% Around 30.0%  Around 30.0% — +15.6pt +10.2pt
*(1) Initial plan released on Aug.7, 2020; (2) Revised plan released on May 7, 2021; (3) Latest plan released on May 6, 2022
(Million yen) Total for the three years (FY2020-FY2022)

Initial plan Actual results

Total operating CF 40.0-45.0 billion yen 343 11/39

First, let me start by looking back at the previous medium-term plan, the JT-2023 Management Plan.
Please look at page 11. This is a review of the quantitative targets in the JT-2023 Management Plan.

The three years from FY2020, which marked the start of the JT-2023 Management Plan, saw tumultuous
events, such as the pandemic caused by COVID-19, the invasion of Ukraine by Russia, soaring energy and food
prices, and the trend of yen depreciation.

In FY2020, we achieved significant growth in performance due to special demand for staying at home due to
the COVID-19 crisis, but in FY2021, we saw a significant drop in performance due to the long-term effects of
the infection. FY2022, the final year, did not recover, and both sales and profit items fell short of the plan.

Compared to FY2019, the final year of the previous medium-term management plan, sales decreased due to
a reduction in the total number of stores as a result of the promotion of scrap-and-build of existing stores
based on the dominant strategy and the transfer of operations of six drugstore-format stores.

On the other hand, gross profit increased, and the gross profit margin also improved from 24.2% to 25.4%.
This is seen as the result of the efforts to strengthen the profitability of in-store sales over the past three years.

As for internet sales, although we fell short of our plan, we were able to increase sales by more than 30% over
the three years.

We achieved our equity ratio target, but ROE, ROA, and ROIC fell significantly short of our plan.

All of these indicators were affected by the decline in each profit item that makes up the numerator, the
increase in net assets, which is the denominator in ROE due to the accumulation of retained earnings, and the
increase in interest-bearing debt and total assets, which are the denominator in ROA and ROIC due to the
increase in merchandise inventory.

As a clarification, the increase in merchandise inventory is due to an increase in unit price due to a price
increase in product prices, and the number of goods themselves has not increased.
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As for cumulative operating cash flow, we were unable to achieve our initial plan, but within the limited cash
available, we were able to steadily implement growth investments that will lead to future business growth,
including the establishment of a new logistics center in Ibaraki, Kansai.

Review of the Previous Medium-term Management Plan “JT-2023”: 2. Key Measures

Key measures Outcome Tasks
> Consolidated the two logistics centers in the
Kansai region into the Kansai Ibaraki Logistics » Started full-scale operation as a highly efficient
Center . logistics center that integrates the supply function,
» Itis located inland, which is superior in terms of inventory stockpiling function, and EC shipment
business continuity when a major disaster occurs, function for sales and delivery bases
and is ideal for wide covera?ﬁe of western | a?an > While the premises changed due to changes in » Further enhancement of logistic function assuming
> Improvement of inventory efficiency anticipating external environment such as semiconductor expansion in shipment volume of EC
expansion of the EC business shortage caused by the Covid-19 pandemic and
increases in product prices resulting from the yen's
® Stocked items: Up 20% depreciation and soaring resource and material
® EC shipment capacity: Up 100% costs, improvement in business continuity,
® Total inventory amount: Down 10% operational efficiency, and EC shipment capacity
® Transport vehicles: Down 10%
» Targetofa 20% decline in expenses through > Reduced advertising expenses by about 30% & g’;g&%’ﬁmg? Ianng(i)orprﬁrzast%ibmggtr\?gﬁj%]éungC
reduction of paper-based sales promotion?ﬂyers, through di%itization SO e S L el e
DM) and advancement of digital sales promotion (vs. FY2019) ” P 9 g

deepening of marketing automation

» Introduced Kids Members (a ] oshin app system for
children

» Improve functions of the ) oshin app, diversification > Launched a lottery-based sales function for popular
of setlement methods, active introduction of new products and a function for checking how crowded >  Strengthening of customer convenience going
common points, etc. to strengthen customer a store is beyond the boundary between stores and EC
convenience » Introduced the Ponta (P) point program
Enhanced convenience along with Rakuten (R) and
Docomo (d)
Maékghcf;ggrr%l;%ema”ng of customerdataand . mplemented the 020 campaign with Rakuten > Deepening from 020 to OMO

*1 Abbreviation of “online (offiing) to offiine (online)” > Opened a virtual renovation shop 2 Abbreviation of “online merges with offline

12/39

Next, please look at page 12. This is a review of the key initiatives in the JT-2023 Management Plan. First, |
will explain the achievements and challenges of the key business initiatives in the JT-2023 Management Plan.

The Kansai Ibaraki Logistics Center, which was positioned as the most important initiative in the JT-2023
Management Plan, was completed as planned and we were able to start operations.

As a highly efficient logistics center that integrates supply functions to sales and distribution bases, inventory
stockpiling functions, and e-commerce, EC, shipping functions, | am confident that it will support future
business growth and lead our logistics functions.
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Review of the Previous Medium-term Management Plan “JT-2023”: 3. Key Measures

Key measures Outcome Tasks
» Focus on vitalization of store networks and become SO : : :
£ ‘ 2 - 5 » “Consolidated 234 directly managed stores into 216
gl?en;lsnant inKansal Tokalikan ahd Hokustinetl through scrap and build including BCP measures and
= : . it " integration of store brands” » “Strengthening of store network assuming synergy with
» Active renovation of existing stores, scrap and build, > Newly opened stores: 8 EC”

promotion of seamless operation with the EC business, : N f i T
gk 5 : . ewly opened stores involving relocation: 11
s:;;pc&servtce infrastructure of delivery, installation, yicaiation of existing stores through renovation: 134

Changes in me number of stores FY2020 FY2021 FY2022 ) T-2023 period

during the “JT-2023” period Newly opened stores Up2 Up 5 Up1l up8
Newly opened stores involving relocation Up4 Up3 Up4d Up 11
Withdrawal *Down 25 Down 5 Down 7 Down 37
Change in total number of stores Down 19 Up3 Down 2 Down 18
*Including business transfer of 6 drugstore-format stores
250 (Number of stores)
s 233 234 234 234 i 237 =
230 222 220 223 221
220
210
200 7
190 4
180
13/3 1473 15/3 16/3 1713 18/3 19/3 20/3 21/3 22/3 23/3
womDirect wmFranchise —e—Total 13/39

Next, please look at page 13. This is about the results and challenges of our key store opening initiatives.

We have been promoting new store openings and scrap-and-build of existing stores with the aim of activating
and dominating the store network in the Kansai, Tokai, Kanto, and Hokushinetsu areas.

As a result, the number of directly managed stores decreased from 234 to 216 due to the withdrawal of old
seismic standard stores considering employee safety, along with the transfer of operations of six drugstore-
format stores. However, we were able to minimize the decrease in sales by strengthening our sales force
through improved customer service.
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Review of the Previous Medium-term Management Plan “JT-2023":
4. Sustainability-related Initiatives

Key measures

Outcome

Tasks

Number of stores that have introduced photovoltaic systems: 60

business sites

Formulation of transition plan based on TCFD

> Strengthen proposals of energy-generating, i
energy-storing, and energy-saving products and > GHG emission reduction vs. FY2013: down 63.4% . recommendations S
services > Calculated Scope 3 emissions to grasp overall picture > Initiatives for acquisition of SBTi certification and
» Introduce shopping bags made of a new material > Received third-party assurances for Scope 1 and 2 emissions setting goals
> Review gower source mix by promoting » Sales target for environmentally friendly products: achieved 41.5% » Initiatives for improving rating in the CDP Climate
introduction of photovoltaic systems against the targetof 40% or more of sales . Change Program
> Greening of store parking lots . > Implemented the Task Force on Climate-related Financial > Responses to Taskforce on Nature-related Financial
»  Promote introduction of electric vehicle charging Disclosures (TCFD) scenario analysis Disclosures (TNFD)
systems » Received B rating in CDP Climate’ Change Program
> Established Sustainability Promotion Office
» Endorsed UN Global Compact
» Formulated the J oshin Group Human Rights Policy
X » Established Diversity Promotion Office and Health and Productivity _
> Promote smart work and health and productivity Management Promotion Office = ) > Enhancement of employee engagement
management through workstyle reform and Transition to retirementage of 65 (raising retirementage by one > Initiatives to strengthen hiring of employees and
utilization of IT i . ear eve?%ear until 2025) . : ensuring diversity (age, gender, mid-career hiring,
> Improve productivity and boost job satisfaction > Increased ikumen (child-rearing men) leave (paid leave for child- foreigners, etc.)

through maximization of organizational
performance

v

rearing purposes) to 28 days
Raiseg 51 4 §

e age limit of children for utilizing shorter working hours

for child care (till the child graduates fromjunior high school)
Started introducing self-checkout system
Strengthened installation of digital Signages

Development of education program for improving
business specialization of employees

Renewable energy conversion ratio

Conversion ratio *as of Mar. 31, 2023 Carbon neutrality goals

All business sites including tenants

Of which, business sites for which the Company has
signed contracts directly with power suppliers

59.4%

97.4%

100% by 2040

100% by 2023

14/39

Next, please look at page 14. This is about the results and challenges of our sustainability initiatives.

In the environmental field, we have started various initiatives related to climate change, and especially in

terms of carbon neutrality, we have been able to achieve steady results.

In the social field, we have steadily advanced initiatives to reform the way our employees work and improve
their job satisfaction, and we have been able to establish a foundation for enhancing employee engagement.
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Recognition of External Environment

People’s lifestyles changed drastically because of COVID-19
Diversification of values gathered pace suddenly

Global changes —— Social changes Changes surrounding the

industry
m Emergence of country risks B Rapid increase in non-contact and B Accelerated EC demand and digital
remote services consumption

W Surging energy price, supply m Employment mobility, diversification ~ ® Diversification of borderless

instability of workstyle competitive environment

: . ® Declining birthrate and aging society, ™ Transformation of business model of

= Fore'|gn exchangs qu_ctuahons, increase in single-person home appliance manufacturers

soaring consumer prices households

e m Diversification of consumer
B Increase in natural disasters as ® Shrinking workforce spending patterns
global warming accelerates

® Urban concentration of population B Holding of worldwide sports events
L . i and decllmng populahon in rural %8%2 55’3%”"%%”& Paralympic Games
® Rising sustainability awareness areas Elobal gopaton of e sports |

16/39

Next, let me explain our perception of the operating environment, which serves as a premise for formulating
the new medium-term management plan. Please look at page 16.

The outbreak of the pandemic caused by COVID-19 has dramatically changed people's lifestyles and
accelerated the diversification of values. Three years after the pandemic, it is believed that we are
transitioning to a post-coronavirus period where economic and social activities are no longer restricted by the
COVID-19 disaster and the economy is not influenced by the infection situation.

Globally, country risks, such as Russia's invasion of Ukraine, have become apparent, and soaring prices of
energy and food, which are directly linked to lifelines, are continuing, making the future increasingly uncertain.

Looking at Japan, changes that directly affect our business, such as a decrease in the working population due
to the declining birthrate and aging population, and concentration of population in urban areas, are
accelerating.

Also, the environment surrounding the consumer electronics distribution industry is rapidly changing, with
the acceleration of digital consumption, including EC, diversification of the competitive environment due to
entry from different industries, and changes in business models, such as direct sales by consumer electronics
manufacturers.

On various scales, continuous and unpredictable changes from the past are occurring, and for our company
to survive, evolution to a sustainable business model is required.
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Next, please look at page 17. Now, let me explain the new medium-term management plan, the JT-2025
Management Plan, which covers the three years from FY2023 to 2025.

From this time, we have changed the notation, from indicating the year and month of the fiscal year, to only
the fiscal year, and we have changed to the new three-year medium-term management plan, the JT-2025
Management Plan, with FY2025 as the final year.
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Positioning in Management Policy Structure

Management Connecting people and society to
Philosophy the future with a smile

Becaming an infrastructure hub for a better life through the power of

Management Vision home appliances and ICT

Creation of Twin Social “Supporting and strengthening resilience in our aging society”
Values “Achieving carbon neutrality in the home™
Joshin Group

Five basic policies for action by each one of us

Declaration on Actions

Material Issues Seven material issues for creating corporate value

Ideal form of the Company in 2030
“A company that supports growth of local communities and

TP Creds Medium-term contributes to the future of people and environment”
Management Plan
& “JT-2025 Management
Plan” Eight years through FY2030 is set as one package
Thoughtfulness J)T-2025 (Second Step)

= Next Medium-Term Management Plan (JJump)

18/39

Now, please turn to page 18. | will explain the positioning of the JT-2025 Management Plan in the
management policy structure.

In 2021, our company reconsidered the future from a long-term perspective, envisioned what our company
should be, and revised our management philosophy to "Connecting people and society to the future with a
smile" for the first time in 57 years.

Under this new management philosophy, we defined a management vision to create two social values and
identified seven material issues as important issues to be addressed.

In last year's integrated report, we announced a management philosophy system based on the corporate
motto "love" and also indicated the position of the medium-term management plan within it.

This medium-term management plan is positioned as a package for the eight years up to 2030, and we have
been considering what we should do in these three years, backcasting our thinking in order to achieve our
desired state in 2030, "A company that supports growth of local communities and contributes to the future
of people and environment."

The JT-2023 Management Plan, which was positioned as a step, was unable to build a sufficient foundation to
jump due to the impact of COVID-19.

The JT-2025 Management Plan is a three-year plan that is positioned as the second step, looking ahead to the
leap to our desired state in 2030.
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Joshin

Medium- to Long-term Growth Scenario (for 100th Anniversary to 2050)

/ m Corporate Credo: “Thoughtfulness”
® Management Philosophy: “Connecting people and society to the future with a smile”

| ® Management Vision: “Becoming an infrastructure hub for a better life through

the power of home appliances and ICT”
1973 ) reation of Twin Social Values: “Supporting and ing resilience in our aging society”
25th anniversary " . “Achieving carbon neutrality in the home™
Contribute to creating a society that is, and will continue to be,
2048 overflowing with the smiles of all generations in the community
1998

from children to elderly
B 1948 100th
ann?voeﬂrqsary A 100-year company anniversary Secure and maintain
- - - investment efficiency

and beyond Strengthen earning power [improve and maintain ROE, ROIC, ROA]
[Improve profit margin; \

Next Stage
Jump \ \
— Second Step \ H To further heights
P () T-2025) m [deal form in 2030 \ | Raise profit efficiency with respect
(1 T-2023) 3 “A company that supports growth of local to invested capital
/4 communities and contributes to the future = Build management structure that is
/i of people and environment™ sustainable over a long period
= ‘ "
H 2030 2035 2040
anniversary Sustainability Female ratio Acquire highest Renewable 12-:?“,,, i
- targets: rating in CBP energy to e tilav any
New Medi term M t Next Medium-term :;’;,'I:;‘::St 30% .c,:l"v;a:MChange E&X‘:& “"*’:“ 1
Previous Medium-term Management » 5 : ici i
Plan FY2020-FY 2022 Plan FY2023-FY2025 Management Plan FY2026— ﬁ’;‘,‘.’;‘;{f:szga% electricity  neutrality
A 46% reduction in Japan's Achieve Japan’s
Cosﬁgrngts)lglns carbon neutrality
2020 2025 2030 2050

19/39

Now, please turn to page 19. | will explain the positioning of the JT-2025 Management Plan in the medium-
to long-term growth scenario.

This year, our company has been able to celebrate its 75th anniversary since its founding. We have positioned
the 25 years until 2048, our 100th anniversary, as the fourth corner and have formulated a medium- to long-
term growth scenario.

In order for our company to enhance its corporate value and achieve sustainable growth, it is required to
continue a cycle of securing profit efficiency that exceeds invested capital, reinvesting the output generated,
and continuously producing further returns.

By steadily implementing the JT-2025 Management Plan based on the medium- to long-term growth scenario,
we believe that strengthening profitability and securing expectations for future growth will lead to stock price
increases through the acquisition of risk money, expansion of market capitalization, and ultimately, a path to
a P/B ratio of over 1.

Therefore, in the JT-2025 Management Plan, we will first focus on strengthening profitability, or so-called
earning power. From there, we aim to transition to a muscular and sustainable management structure that
can consistently secure high investment efficiency.

We believe that by creating an economic growth cycle through solving social issues in our business, we can
contribute to a society where everyone, from children to the elderly, all generations living in the local
community, can have a present and future filled with smiles.

We are confident that by continuing such a cycle, our company can continue as a 100-year company and pass
the baton on to the future.
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What ) oshin Group Aspires to Be

Ideal form in 2030

A company that supports growth of local communities and contributes to the future of
people and environment

Medium-term
Management Plan
“JT-2025”

To be a concierge to customers, drawing close to their daily lives

A sustainable business model in which we create lifetime values for customers while securing profits as we
solve issues faced by customers through products and services by drawing close to their individual lifestyles
to realize values that go beyond the customers’ expectations

l Solve customers’ issues and be of help = Creation of customers’ lifetime values I

Implement “fan base strategy” (Make customers fans and core fans)

(> Develop a solution business starting from stores and EC and centered on home appliances

Aggregation of business and
services of the entire group

N

» Offer excitement, affluence, comfort, and ease of mind by drawing close to customers’ lifestyles and

supporting them )

) oshin economic zone

Home
5 appliances ?
Em!namme . — 2| Supportbusiness

Real store business ( e EC business

Mobile
———.

Business foundation: Branding, infrastructure (procurement, logistics, delivery, installation, construction),
information systems (ICTs)

Now, please turn to page 20. | will explain the vision we aim for in the JT-2025 Management Plan.

In the JT-2025 Management Plan, we have set our slogan as "To be a concierge to customers, drawing close

to their daily lives."

By aligning with each customer's lifestyle and solving issues through our products and services, we aim to
exceed customer expectations and create value. By evolving into a sustainable business model that generates
customer lifetime value and secures revenue, we aim to strengthen our earning power. The key to this
evolution is the implementation of a fan base strategy.
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Joshin Group’s Fan Base Strategy

Joshin’s own strategy from the customer perspective aimed at turning our customers into fans and our fans into core fans
Fan Base Strategy to create a chain reaction of value by spreading the bonds rooted in trust and confidence nurtured through practice of
service with care based on the Corporate Credo of Thoughtfulness.

,g.:?:r::ufnr:g:,, Itis the core of the Company's management philosophy structure and means “to always think and act in consi ion of the other's persps

; o Joshin's unchanging basic business attitude to build an unwavering relationship of trust with customers by grasping their needs and proposing optimal
Service with care products and services in the basic spirit of its Corporate Credo of Thoughtfulness, helping customers make thel}r) lifestyles richer and more comfortable.

Fans and core fans have high loyalty and affection to ] oshin, actively recommend ) oshin to others, and play a role in marketing. Increasing fans and core
fans is expected to improve long-term brand value and earning power.

To promote the Fan Base Strategy

Offer affluent lifestyle with “physical values (offering of tangible and intangible goods)” + “exp
values”
i e R N e R . - Build a solid partnership through the

P P

offering of values we create to expand

Grow, expand, and strengthen businesses in the fields where we can leverage our strengths fans and core fans

Enhance employee engagement based on human resource strategy for improving customer service

A , Consumer ». Repeater ’
» C who gly supp
Customers who visited or Customers who used Customers who used Customers who support and Joshin services and co-create future
accessed J oshin Denki for J oshin services for the first ] oshin services multiple continuously use Jloshin services values
the first ime time times

1/39

Next, please turn to page 21. | will explain the fan base strategy. The fan base strategy is a unique customer-
oriented strategy aiming to expand the circle of trust built through sincere service based on our corporate

philosophy of "love" and to create a value chain through the fan formation and core fan formation of our
customers.

Fans and core fans are those who have high loyalty and attachment to our company, actively recommend our
company to others, and become the bearers of our marketing. Increasing the number of fans and core fans
can lead to long-term improvements in brand value and earning power.

To promote the fan base strategy, we will practice four key areas providing experiential value, such as
excitement, security, and comfort through products and services, prioritizing customer benefits and
implementing customer-oriented proposals, strengthening our business in areas where we can utilize our
strengths to meet customer needs, and enhancing employee engagement to support the fan base strategy.
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Joshin

Joshin Group’s Fan Base Strategy

We position fans and core fans as customers who appreciate our products and

Fans and core fans who account for 20% of services and repeatedly visitand use our stores

customers account for 70% to 80% of sales

Create fans and core fans bg increasing the number of
ers

mem
Fans

Core fans I
Saleto e .s.:a':o‘.::"n‘s Consumers
and Customers Repeaters
core fans
d C!
[ Number of fans an p oy %
| _ Concierge service drawin
Attracting new customers from the fan base 3 Competency in customer Expand service fields
service, proposing solutions
Customers Sales FY2023 FY2024 FY2025
Net sales per store have expanded MEnhance membership rewards, services
(Store) New customers WAppropri ploy
from mass base MEnsure ample time senllng‘ customers
(Billion yen) 239 - 223 34 250 Mimpi service skills
2|

16 Attract Improve customer

—0— — 220 new customers . experience values (CX)

through word of
mouth Core fans
14 190
1.63 160 Appreciate offered value and repeatedly use | oshin
148
12 1.43 146 -
130
% 166 Strengthen earning power by switching from expansion of
FY2019 FY2020 FY2021 FY2022 quantity to improvement of quality
actual result actual result actual result actual result Expansion of fans and core fans = Expansion of purchase unit x Purchase frequency

Netsales perstore  ==#==Number of stores

22/39

Next, please turn to page 22. | will explain how the fan base strategy leads to the strengthening of earning
power.

Fans and core fans are customers who appreciate not only the price but also the products and services we
provide and who visit and use our services repeatedly. Since fans and core fans are based on our members,
we will promote initiatives aimed at creating fans and core fans through the expansion of our membership.
To do this, it is necessary to promote the concierge service, which is the slogan of the JT-2025 Management
Plan, "To be a concierge to customers, drawing close to their daily lives."

Concierge service is about building a continuous, closer relationship with customers by polishing our
hospitality and proposal skills, expanding the service domain to enrich the available menu, and utilizing
customer data, which is our asset, through the power of ICT.

In addition to the concierge service, we will promote initiatives to enhance member benefits, service offerings,
and overall hospitality, ensuring high levels of customer service quality.

We believe that in the face of a declining population, simply expanding the number of stores without securing
employees will ultimately result in a drop in customer service quality and will not secure a return on the
invested capital.

Over the past few years, our company has avoided aggressive store opening strategies and focused on the
scrap-and-build of existing stores, such as those with outdated seismic standards. As a result, the number of
stores has remained flat, but the sales per store have increased due to our focus on customer service.

By implementing the fan base strategy, we aim to shift our focus, from merely expanding our sales volume
through low-profit sales, to increasing sales while also improving quality, as reflected by our earning power.
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Consolidated Management Indices

Raise operatingi income ratio by strengthening aarninig lmwerwith focus on
u n

efficiency to build a foundation for improvingand ma

rofit

aining investment efficiency.

Fy2022 Fv2023 FY2025
{Billion yen) actual result forecast plan Idsal form In FY20%0
Met sales 408.5 410.0
Operating income rafia 20% 22% op;:";gr Er::tll::.rlgln
Operating income 8.3 8.0
(Bion yen)
4156 “9'1 409.5| 408 410.0
403. 3 . - 5
s7aa| 3917
™%
2.7%
214 | 2% 2.2% //]\ 22% | 20% | 22%
16.5 | 1 |
96 10.8
7.9 l ! 8.9 8.8 83 | 9.0
FY2018 Fy2017 Fy201g Fy2018 FY2020 FyY2021 Fy2022 Fy2023 F¥2025 plan Ideals for 2030
Actudl resuls  Aciudl Msults Sctual resulls AciUal results Actual resulls AciUal results actual rsults Torecas!
i Wtk incOme i Operating income  =e=Operating income ratio Tk ]

Next, please turn to page 23. | will explain the consolidated management indicators.

For FY2025, which is the final year of the JT-2025 Management Plan, we aim for sales of JPY420 billion,
operating income of JPY11 billion, and an operating income margin of 2.6%.

The most important factor for strengthening profitability is the operating income margin, and we aim to raise
it to the 4% level by FY2030.

Operating income is calculated by subtracting selling, general, and administrative expenses from gross profit.
Expenses include forward-looking investments essential for future sustainable growth, such as human capital
and DX, so selling, general, and administrative expenses tend to increase year by year.

We aim to increase the operating income margin by gaining gross profit that exceeds these SG&A expenses.
Therefore, it is necessary to expand sales with profitability through a fan base strategy.
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Capital Efficiency Indices

We aim to improve corporate value by ensuring ROE exceeding cost of equity and ROIC exceeding weighted average
cost of capital and by maintaining them long term

FY2022 FY2025
ROE 5.0% 8.0% or higher Aim for 10.0% or more
ROA 3.8% 5.0% or higher Aim for 7.0% or more
ROIC™ 3T% 5.0% or higher Alm for 7.0% or more
*1 ROIC {return on irvesied capieal) = (Operating income = 0.68) + (Imerest-bearing labiiies + squity) =zsuming effective tx raie 2t 36%
100 (%)

2.0

8.0 71 71

7.0 o—-————‘\\ﬁ‘;

6.0 5.0

50 __..-a 50—g5 5. 1

40 ' d 1 o 4 3 42 e 17

a0 4.9 38

20

1.0

0.0

Fy201& FY2017 FY20is Fy2018 Fy2020 Fy2021 FY20z2 FY2025 plan |deals for 2030
=R O E (Return On Equity) RO A([Return On Assels) =ae [0 | C{Return On Invested Capitaly

24739

Next, please turn to page 24. | will explain the indicators related to capital efficiency.

By the final year of the JT-2025 Management Plan, FY2025, we aim for an ROE of 8% or higher, an ROA of 5%
or higher, and an ROIC of 5% or higher.

When formulating this plan, we calculated the cost of shareholder's equity and the weighted average cost of
capital for our company, and it is a plan in which our returns would exceed these invested capitals.

In any of these indicators, we aim to achieve not by the denominator, but by expanding the operating income
that is the basis of the numerator.

Ensuring a profit efficiency that exceeds the invested capital and continuing it over the long term will increase
our corporate value and become a driver for sustainable growth.

To continue at a high level in 2030 and beyond, it will be necessary to strengthen the earning power during
the JT-2025 Management Plan period.
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Cost of Equity and Weighted Average Cost of Capital at) oshin Group

We aim to continuously improve ROE and ROIC assuming increases in cost of equity and weighted average cost of
capital in the future.

Cost of equity (%)

Risk free rate Beta (f8) exposure Risk premium Cost of equity
CAPM
0.50% | + ‘ 0.95 ‘ x ’ 6.00% | =| 6.20%

Excess return expected from

equity investment

*Set based on the yield of 10-year *Set by calculating adjusted B for 5, 10, and *Set based on the equity marketreturn *CAPM (capital asset pricing
government bond 15 years of calculation terms for TOPIX B in the past model) is a theory for calculating

value (incl. dividends) the cost of shareholders' equity.
Adjusted B = 1x1/3+2/3%B

Safe assets, risk-free rate Risk unique to J oshin

Weighted average cost of capital (%)

Cost of equity E quity ratio Interest rate on debt 1 - Equity ratio Ll L

CAPM o\ch:Ei? I
4 6.20% |><| 0.45 ‘) 4 0.35% ><| 0.55 ‘) =| 2.99%

*Set based on average interest rate for

*Y2022 451% FY2022

25/39

Next, please turn to page 25. | will explain the cost of shareholder's equity and the weighted average cost of
capital in the Joshin Group.

To set the ROE and ROIC goals outlined in the JT-2025 Management Plan, we calculated our company's cost
of shareholder's equity and the weighted average cost of capital. The calculation method is as you see.

In calculating the cost of shareholder's equity, we also referred to the allowable range of fluctuations in long-
term interest rates in the yield curve control implemented by the Bank of Japan, which is plus or minus 0.5%,
based on the yield of 10-year government bonds.

As for beta, we have based it on the adjusted beta values for the 5-year, 10-year, and 15-year calculation
periods against TOPIX.

Our company's stock price has less fluctuations than the TOPIX index, resulting in a low beta value.
The risk premium was estimated from past stock market returns and set at 6%, which is commonly used.

We assume that by promoting the JT-2025 Management Plan and securing expectations for future growth,
risk money leading to a rise in stock prices will flow in, pushing up beta, and future cost of shareholder's equity
and the weighted average cost of capital will also rise.

Unfortunately, the most recent ROE was below the cost of shareholder's equity, but we will strive to maintain
an ROE and ROIC that exceed not only the current but also the future increase in capital costs.
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Joshin

Capital Allocation Plan

We allocate cash in a balanced manner to shareholder returns and reduction of interest-bearing liabilities with focus
on growth investment for the future to optimize capital efficiency

‘Stable generation of cash. : Cash outflow

T
A . Investment o Uptront
1 < Around 70% i
invesieq cagtal Business activities Total operating cash % future business
flow for three years B y
FY2023—FY20¥5 Growth investment
« New store operjm?
TN sumpo Doy L

[Improve pl'oﬂhb“ity] 40 billion yen - Strengthening of EC channel

infrastructure
to + Strengthening of logistics and service
infrastructure

45 billion yen

| Maintenance of exisﬁn%"facili!ies,
pstme Eangible / replacement investment

it : ‘ Shareholder returns
/ (dividend payout ratio of
et / 30% or higher)
/ Around 15%

Reduction of interest-
bearing liabilities
Around 15% 26/39

Moving on, please turn to page 26, where | will discuss our capital allocation plans.

For us, a labor-intensive business, our employees are our most important capital, and we recognize that
investing to maximize the potential of our employees is our top priority. This investment in human capital as
well as intangible assets, such as systems and DX, is positioned as an essential upfront investment to practice
our fan base strategy.

Such investments will be recorded as selling, general, and administrative expenses, so we aim to generate
stable cash by enhancing profitability, net of investments in intangible assets, in business activities. We
anticipate cash inflows from cumulative operating cash flows over the three years of the JT-2025 Management
Plan to be between JPY40 billion and JPY45 billion.

Regarding cash outflows, we aim to balance our allocations towards growth investments for the future,
shareholder returns, and reduction of interest-bearing liabilities, all while optimizing capital efficiency.

Investments in intangible assets and growth are considered upfront investments, leading to future business
growth beyond the JT-2025 Management Plan. By achieving a profit efficiency that exceeds the capital
invested and spinning the economic growth cycle, we can promote mid- to long-term growth scenarios.
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Joshin

Shareholder Returns

We will ensure stable and continuous returns by setting a dividend payout ratio of roughly 30% or higher

FY2022 FY2025
Payout rafio 40.2% 30.0% or higher Maintain 30% or more
(Yen) (%)
& 75 75 75 %00
450
™
- 400
4] / 40.2 380
50 50 Ve
50 " / 34 0.0
a0 —— =0
32 246 226 =00
» 19.9 208 0
16.3
10.0
FY2018 FY2o17 FY2018 FY201% FY2020 Frzo21 Y20z Y2026 plan Ideals for 2030

led Dividands sy out ratio

Next, please turn to page 27, where | will discuss our approach to shareholder returns.

In terms of shareholder returns, we aim to maintain a dividend payout ratio of 30% or more, implementing
stable and sustainable returns.

As for share buybacks, we will consider them as needed within our cash allocation, including growth
investments.

We believe that enhancing our profitability under the JT-2025 Management Plan and gaining expectations for
future growth, thus enhancing the value of our shares, is the best way to return value to our shareholders.
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Business Strategy Framework

JT-2023

New Medium-term Management Plan “JT-2025” Toward 2030 Ideal form in 2030 :‘»

! Marketing coordination of real Real store business EC business

stores and EC + Seamless sales

B Enhance real store network

centered on Kansai! Tokai, \\
(EGechiiny o fokoms ranceatin, Products and services \
scrap & build) A company that ‘;\
m Start operation of a new supports growlh of \.
e Promotion and marketing 0K SN Invane g

m Build new sales promotion future of people and /,
methods environment /
 Deepen 020 business Information systems (ICT) |
Real stores (offline) /
EC (online)

B Active Investment in rebuilding Infrastructure (procurement, logistics, delivery, /
chvainechain installation, construction),

=

—FY2030

— | FY2023-FY 2025
| ~FY2022
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Moving on, please turn to page 28, where | will explain our business strategy framework.

Our company operates a business that integrates two channel-specific businesses, real stores and EC, and a
service infrastructure business that undertakes delivery, installation, and construction from both channels.

Rather than considering real stores and EC separately, we will strive to maximize customer convenience and
aim to generate synergy effects through collaboration, treating them as the same customer touchpoints.

We consider products and services, promotion and marketing, information systems, and infrastructure to
support both real stores and EC in a cross-functional manner.

| will explain our individual strategies on the following pages.
Individual strategies are positioned as commitments we will undertake during the JT-2025 Management Plan

period. In each responsible department, we will break down these strategies into specific tactics and measures
and monitor progress.
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Individual Strategy

B Open new stores and strengthen existing stores with focus on synergies between EC stores
and real stores

B Create new fans and core fans and expand customer lifetime value per member through

introduction of New Loyalty Program™ based on the fan base strategy.
*1 New program being introduced with the aim of p ing cross ing real stores and EC by lining up benefits
corresponding to the purchase status

m Offer high quality service and support based our strength of work inside the customers’
homes in the last 1 (mile) and last 1 (meter)

Real Stores B Improve customer satisfaction through realization of highly efficient, high quality
management leveraging ICT
(Touch panel product selection, online customer service, self-checkout system, cust service support

system, electronic POP, digital signage, etc.)

B Strengthen employees’ marketing/sales skills, proposal skills, and ability to serve
customers with in-house education system in addition to acquisition of professional
certifications
(Home appliance advisor, home appliance engineer, Smart Masters, welfare and living environment
coordinator, etc.)

B Strengthen renovation and mobile products initiatives as the third pillar following home
appliances and entertainment products

29/39

Let's start with the individual strategy for our physical or real stores.

We believe that even in 2030, the sale of household appliances will remain the pillar of our business, and the
heart of this will continue to be our physical stores.

The presence of our physical stores is a driver leading our business growth. They are not just purchase spaces,
but also invaluable assets that connect people and society in the areas they serve, practicing our fan base
strategy and realizing our management philosophy.

Regarding store openings, instead of opening new stores simply focusing on volume while disregarding profits,
we will continue to strengthen our existing stores and open new ones, while prioritizing synergies with our EC
stores in the Kansai, Tokai, Kanto, and Hokushinetsu areas, where we have been implementing a dominant
strategy based on profitability.

In our physical stores, as explained in the fan base strategy, we will promote the strategies listed here to
enhance overall customer service.

We are introducing a new loyalty program that expands the scope to physical stores, with the aim of
promoting mutual usage. This program is based on the loyalty program we have been offering only in EC, and
we have revamped the stage benefits.
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Individual Strategy

] lmgrove customer satisfaction (CS) through the introduction of the New Stage Program™
to

e established under the New Loyalty Program based on the fan base strategy
*1 Newly establish top-most Core Fan Layer Stage in the New Loyalty Program

B Strengthen products that support customers
(Further enhance the support menu that supports customers’ lifestyle)

B Strengthen EC business operation structure by securing and nurturing in-house DX

human resources
(Develop education system to nurture DX human resources, promote in-house development)

B Strengthen system to handle inquiries from customers, strengthen staff’s education to
improve their productskills and ability to respond
(Improve convenience, support direct purchase, and use skilled employees in anticipation of the super-
aging society for improving customer satisfaction)

EC Business

m Grow to an attractive website that wins the approval of the customers
(Not preoccupied with just increasing the number of items)
(Procure carefully selected items and develop attractive original products by strengthening MD
‘ceapability‘l)

ies to i set the ing method and price of the company’s products and services

B Improve customer convenience with measures such as store pick-up* of products

purchased in EC
*3 Except some products posted on the ] oshin web shop, enable all products to be available for pick-up at selected stores

30/39

Next, please turn to page 30. | will explain the individual strategy for our EC business.

The scale of our EC business for physical goods is steadily expanding, even amid the COVID-19 pandemic, and
further growth is expected toward 2030.

After the pandemic, the market size of EC is expanding exponentially, but competition among EC businesses
is intensifying. To survive, differentiation and strengthening of uniqueness from competitors are required.

In our EC business as well, based on our fan base strategy, we aim to build an attractive EC that is conscious
of the synergy effect through cooperation with our physical stores, by promoting the strategies listed here to
enrich product lineups and services from the customer's perspective.

Among them, the new stage program set-up in the new loyalty program is a stage with the highest status,
which did not exist in the previous program. We position it as the most important measure for acquiring core
fansin EC.
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Individual Strategy

B Strengthen sales of environmentally friendly products (energy-saving products)™ for

achieving household carbon neutrality
*1 FY2023 uniform energy-saving label: Target products are color TVs with 4 stars or higher, air conditioners and refrigerators
with 3 stars or higher, and warm water washing toilet seats (tankless type)

B Establish firm branding by further strengthening entertainment products, which are
maintaining high market share

Product Support

Business B Enhance support menu that would help in solving customers’ issues
B Make proposals tailored to requirements of mobile terminal and network-related customers

B Build new business that include subscription and recurring revenue

B Realize circular economy by strengthening reuse business

31/39

Next, please turn to page 31. | will explain the individual strategy for the product support business, excluding
home appliances.

To practice the fan base strategy and create two social values, in addition to strengthening the sales of
environmentally friendly products, it is necessary to expand and strengthen product items and service menus
that can exert synergy effects in areas where we can utilize our strengths centered on home appliances.

We will promote the strategies listed here to develop a solution business centered on home appliances, based
on real stores and EC.
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Joshin

Individual Strategy

B |[nitiatives related to products that contribute to achieving carbon neutrality in households
(V2H, stationary storage batteries, aperture insulation, high efficiency water heater)

B Initiatives related to renovation products for “stock recycling” and “improving QOL" by
= increasing efficiency” of housing
Renovation (Water conservation, reducing h hold burden, upgrading childcare support, highly functional bathroom,

nursing care-related, etc.)
*1 QOL =Short for “quality of life”

B Response to renovation related to nursing care needs to support enhancing the resilience of
the aging society

Introduce “New Loyalty Program” to promote the fan base strategy

Promotion Marketing B Strengthen information dissemination through operation of retail media “Joshin ads” and
promote monetization

® Enhance points of contact with customers by utilizing ] oshin app and digital media

32/39

Next, please turn to page 32. | will explain the individual strategy for renovation and promotion marketing.

In renovation too, in order to create two social values, it is necessary to expand and strengthen product items
and service menus.

In renovation, we will promote a strategy based on two key initiatives, first, strengthening our energy products
that contribute to the reduction of CO2 emission from households, and second, enhancing renovation
products.

In promotion marketing, to practice the fan base strategy, we will promote the strategies listed here to
enhance the interaction points with customers, including promoting the introduction of the new loyalty
program and enhancing the mutual affinity of real stores and EC.
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Individual Strategy

Information Systems

(ICT)

Establish data flow foundation that will contribute to creating new customer satisfaction,
employee workstyle reforms (sales activities leveraging ICT), and prompt management
decisions

Realize optimum approach through one-to-one marketing with further sophistication of CDP*

and marketing automation (MA)
*1 CDP =Short for customer data platform
Data p that collects, i and the attri and behavior data of each and every customer

Establish data infrastructure that supports the fan base strategy such as building “New
Loyalty Program”

Further enhance membership services that are based on the ) oshin app platform
(Electronic receipts and reservation for customer representative, use of biometric authentication technology,
consultation for repairs, purchased home appliances management list, etc.)

Continuing on, please turn to page 33. | will explain the individual strategy for information systems.

33/39

To practice a fan base strategy, comprehensive strengthening of customer service is necessary. To allow our
limited workforce to focus on customer service, we will proceed with the establishment of a back-end support

system through DX.

Furthermore, we will promote the strategies listed here to build a new loyalty program and enhance customer

convenience.
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Individual Strategy

®  Expand the logistics structure covering the Kanto area
(Establish logistics structure with two bases in the west and east and the Kansai Ibaraki Logistics Center at
the core)

B Respond to implementation of the Act on the Arrangement of Related Acts to Promote Work
T Style Reform™ in the transportation and logistics industry
Logistics (Strengthen collaboration with vendors led by partner ¢ ies) *1 To be 1 in 2024

B Promote store pick-up of products purchased in EC and establish highly efficient logistics
structure through labor saving

B Expand delivery area utilizing external delivery network

B Promote hiring and education of diverse human resources in preparation for aging of
employees
r (Enhance service menu through reskilling)

® Build technical support system for service personnel (onsite repair)

Delivery, Installation,
Construction Expand the area where the ] oshin Group provides service and improve capability

B Strengthen hybrid structure made up of the ] oshin Group and contractors for securing
stable capacity (delivery and installation) and improving quality

m Establish a new repair consultation desk utilizing ICT (realize online diagnosis)
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Please look at page 34. | will explain the individual strategy for logistics and delivery, installation, and
construction.

Logistics and delivery, installation, and construction are both important foundations that support the
sustainable growth of the business. In delivery, which supports product supply for physical stores and EC, we
prioritize expanding the logistics system that covers the Kanto area, and we will proceed with the
establishment of a two-point system in the east and west.

Also, in anticipation of the workstyle reform-related laws in the transportation and logistics industry
scheduled to be enforced in 2024, we will promote the strategies listed here.

In delivery, installation, and construction, we provide delivery, installation, and construction of products
purchased by customers and provide services in the closest place to the customer's living space. Therefore,
we have been strongly committed to providing service infrastructure in our own group without relying on
others.

The strength of our delivery, installation, and construction business is that it is indispensable for practicing
the fan base strategy. We will promote the strategies listed here to maintain and strengthen service quality
and expand service provision areas.
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Sustainability-related Initiatives
® Marketing coordination of real

Environment
stores and EC +Seamless sales Initiatives for climate change problems '
B Enhance real store network

centered on Kansai, Tokai,
Kanto, and Hokushinetsu areas
(becoming dominant, renovation,

scrap and build)
m Start operation of a new

- A company that

ocia supports growth of
logistics center that supports Initiatives for diversity and inclusion local communities and
seamless sales cm to th‘

New Medium-term Management Plan “JT-2025” Toward 2030 Ideal form in 2030 5

® Build new sales promotion future of people and
methods environment
® Deepen of ozt')ﬂ business
Real stores (offline)
£C (online) L CGEUE nitiatives for improving effectiveness at
m Active investment in rebuilding the Board of Directors
of value chain
|
| —FY2030

— | FY2023-FY 2025

| -FY2022
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Please look at page 35. | will explain our sustainability initiatives.

Regarding our sustainability initiatives, we are focusing on the most important issues in each ESG item,
considering the characteristics of our company that belongs to the home appliance distribution industry. | will
explain individual initiatives on the following pages.
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Environment

B Raise renewable energy conversion ratio at business sites
+ Business sites for which the Company has signed contracts directly with power suppliers: To achieve
100% in FY2023
« All business sites including tenants: To achieve 100% by 2040

H Improve off-grid power generation ratio through introduction of photovoltaic
systems
- All business offices where it can be installed: To achieve 100% within FY2023
+ Promote active introduction of off-site corporate PPA

[0S e dld 1 E1=]  m Build environmentally friendly business model
- Ensure sales ratio of 35% or more of environmentally friendly products™ at ) oshin Group
c hange prOblemS + Enhance lineup of products in the housing equipment field, which contributes to realization of carbon
neutrality at households
*1 FY2023 uniform energy-saving label: 4 stars or higher for color TVs; 3 stars or higher for air-conditioners and refrigerators;
electric bidet toilet seats(tankless type)

B Initiatives for reducing Scope 3 GHG emissions

* Reduce emissions throughout the supply chain through communication with business partners
+ Obtain third-party assurance for Scope 32 emissions: FY2023
*2 We received a third-party assurance for Scope 1 and 2 emissions in FY2022

B |nitiatives for realization of circular economy
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Please look at page 36. | will explain our efforts to address climate change in the environmental aspect.

As explained on page 14, as a result of proactive efforts to address climate change in the previous medium-
term management plan and the JT-2023 Management Plan, especially our efforts toward carbon neutrality,
have made significant progress.

In the JT-2025 Management Plan, we will accelerate our efforts towards carbon neutrality in business
locations, mainly physical stores, and we will also work on reducing emissions in the supply chain through
dialogue with suppliers.

Furthermore, as an initiative through our business, we will promote the construction of an environmentally
friendly business model and start efforts towards the realization of a circular economy.
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Society

B Enhance employee engagement
« Strengthen activities of the diversity council and introduce engagement surve
+ Promote health and productivity management, enhance childcare support system, extend retirement age,
enhance talent management

n Strengthen hiring of employees
G S;itfeng eln hiring of new graduates and mid-career hiring aimed at rectifying the age composition of full-
me employees
- Support gav%er advancement of part-time workers (boost their promotion to full-time employees)

Initiatives for: m Ensure diversity of employees (a?e, gender, skills, nationality, etc.)
+ FY2030 fe_mlaltea gfromoﬁon plan: 30% among full-time employees; 50% among all employees™, 20% among
managerial s
Y 20! 3C target of hiring people with disability: 3.0%

ploy

diversity and
inclusion

m Improve diverse expertise of employees
. %up ort employees to acquire a wide range of specialized qualifications for strengthening the core
usinesses
. Actli*: Ir_nid-career hiring of specialized human resources who will support expansion of the business
portfolio

B Support autonomous growth of employees
+ Promote DX education for improving IT literacy
« Improve new knowledge and skills through reskilling and cultivate the spirit of taking on challenges

37/39

Continuing on, please turn to page 37. | will explain our efforts towards diversity and inclusion in the social
aspect.

For our company, which operates in a labor-intensive industry, employees are the most important capital,
and the acceleration of the declining birthrate and aging population is a major issue for business continuity.
To establish a foundation where employees with diverse values can work actively and enthusiastically, we will
promote employee engagement and diversity.

Furthermore, we will actively invest in human capital for improving the professionalism and skills of our
employees, and we will actively work towards building a human resource base that drives sustainable growth
and increased corporate value for the future.
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Governance

B Improve PBR through efficient management conscious of capital cost
« Grasp our capital cost and profitability and analyze the trend of market evaluation as needed
* The nelw Medium-term Management Plan is positioned as a plan to realize improvement in profitability of
capital

the prog of the new Medium-term M Plan and provide timely and appropriate advice

In Itl atives fOI‘ + Make active disclosures of the progress in the new Medium-term Management Plan and have dialogue with
improving

the capital markets

. B Reinforce link between the medium- to long-term management strategies and
effectlvenes.s of the directors’ compensation
B oard Of Directors + Expand the portion of stock compensation in directors’ compensation (20% - 30%)
+ Link stock compensation with financial indices and ESG indices
(ROE, CDP score, employee engagement score)

m  Establish director succession plan based on skill matrix
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Please look at page 38. | will explain our efforts to improve the effectiveness of the Board of Directors in the
governance aspect.

As explained in the medium- and long-term growth scenario, we believe that by steadily executing the JT-
2025 Management Plan, strengthening profitability and ensuring growth expectations for the future, we can
expand market capitalization, which will ultimately lead to a path to a P/B ratio of more than 1.

In the Board of Directors' meetings, we position the JT-2025 Management Plan as a plan to realize capital
profitability improvement, monitor the progress, and promote the transition to efficient management,
conscious of capital costs through the execution of timely and appropriate advice.

In addition, to fulfill our responsibilities as a Board of Directors, we will also establish a succession plan for
directors based on the skill matrix and strengthen the linkage between the remuneration of directors and the
medium- and long-term management strategy.

It took a long time, but with this, | will conclude the explanation of the FY2022 full year financial results, the
FY2023 full year forecast, and the JT-2025 Management Plan. Thank you very much for your attention.
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Question & Answer

Moderator [M]: Now, we would like to proceed to the Q&A session. If you have any questions, please post
them in the chat box on the right side of your screen.

Kanatani [Q]: We have received the following question. You have stated your aim to strengthen the linkage
between long-term management strategy and director compensation. Will the achievement status of the JT-
2025 Management Plan be linked to the compensation system as well?

For this question, | would like to pass it over to Tanaka for the explanation.

Tanaka [A]: I'm Tanaka, in charge of management planning and human resources strategy. Regarding your
question, at the same time as we formulated the JT-2025 Management Plan, we have also revised the
executive compensation system.

Originally, the ratio of fixed compensation to performance-based compensation was 7 to 3, but we have now
revised this to 5 to 5. In addition, we have revised the ratio of cash compensation to stock compensation from
8to2,to7to3.

Of this 30% of stock compensation, 10% will be paid in accordance with the performance of ROE. The
remaining 10% will be paid according to the results of employee engagement scores, and the Carbon
Disclosure Project, CDP, score, each accounting for 10%.

We have revised the compensation system this time to promote capital cost-conscious management and to
improve corporate value in the medium to long term. By implementing such measures, we aim to improve
towards achieving a P/B ratio of 1x.

That's all from me. Thank you for your question.

Kanatani [Q]: Continuing, we have received another question. How do core fans, who are customers of your
company that mainly deal in durable consumer goods like home appliances, make their purchasing decisions?
Also, going forward, can we confirm the growth rate in terms of membership numbers?

For this question, we'll have Takahashi respond.
Takahashi [A]: I'm Takahashi, in charge of sales strategy. I'll be happy to answer your question.

First, when it comes to our customers who are fans or core fans, our store deals in durable consumer goods.
These goods, by nature, have a very long lifespan. They are used for at least five years and in some cases, even
up to 10 years, so when customers come to buy these items, they need to make sure they are making the
right choice. Is the product really going to be useful to them? This is where our physical stores play a vital role.

By understanding the needs of our customers and enriching and simplifying their lives, we aim to make our
customers feel glad about their purchase. When the product is installed at home and they see it, we want the
name of our store, Joshin, to come to their mind, or perhaps the name of the salesperson who assisted them.
That's the kind of business we aim for.

Naturally, when it's time for replacement, they come back to us. If the level of the salesperson is high, they
would directly come to the salesperson, or to the store. Even when they need a different product, Joshin will
be one of their choices.
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If we weren't doing business in this way, after buying and installing the product, customers would just be
thinking about where to go next, where it's cheaper, but if they are truly satisfied with the product we
recommended, they will surely come back to Joshin.

If that satisfaction deepens even further, they will spread the word to those around them. If you're buying a
refrigerator, go to Joshin. If you're buying a washing machine, go to Joshin. These simple words are invaluable
to us.

In this age of information overload, traditional advertising methods like flyers no longer work, not because
they've become ineffective, but because there's just too much information out there. Internet advertising
allows us to get our message out more widely and at a lower cost, but it too is drowned out in the flood of
information. No matter how much we try to get our message across to customers, it doesn't resonate.

But a customer who has used Joshin and felt the impact of our service will surely tell those around them. That
message is certain to resonate with them. They come to Joshin and make a purchase, and by continuing to
provide a satisfying experience, we can attract customers [inaudible]. We believe that this cycle of value is
what our fan strategy is all about.

As we mentioned earlier, we've introduced a new loyalty program. In our web business, we have a ranking
system based on certain criteria. The ranking goes up as the customer clears each hurdle. Each rank comes
with its own set of benefits and advantages for customers. We've expanded this ranking system to five ranks,
and it's shared between our physical stores and our e-commerce platform.

Customers who shop online can also shop at our physical stores, and vice versa, and for customers who shop
both ways, we offer membership ranks based on their combined performance. This is the program we've set
up. We can certainly keep track of the number of members, and probably, the higher the rank, the more they
spend in a year.

As the number of high-ranking members increases, our sales will surely increase. How many of these high-
ranking members can we acquire? This is directly linked to our sales capabilities, so our fan base strategy and
membership strategy are closely interrelated. This new loyalty program is also part of this integrated approach.

There's a rule of thumb in business that 20% of customers generate 80% of sales, but at Joshin, we don't just
value this 20% of customers. While cherishing all our customers, we aim to steadily increase this 20% who
contribute to our sales. This is what our fan base strategy and new loyalty program are all about. We hope
you look forward to them.

That concludes my explanation. Thank you very much.

Kanatani [Q]: Takahashi-san, the questioner also asked if we could expect to see numerical growth in the form
of membership numbers in the future.

Takahashi [A]: Yes, while we do not actually disclose the number of members to investors, we do have these
figures internally. The growth in the number of members and the growth in the average spending per member
are directly connected to our performance.

Numbers that have grown suddenly can shrink suddenly, but numbers that have grown gradually, little by
little, are less likely to collapse and become stable. | think that's the real strength of our fan base strategy, so
we aim to make every customer a fan of Joshin one by one.
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Compared to our competitors, the expansion of our store count is relatively small. Instead, we place a strong
emphasis on deploying experienced, skilled employees to ensure customer satisfaction. This is the strategy
we are pursuing.

When new employees join such a store, they get accustomed to such an environment and grow into such
employees. This is also part of our internal education, where we continually develop strong employees. If we
expand the number of stores too much, it can all collapse at once, so we plan to continue balancing the
strength of the stores and the number of new stores. Thank you for your understanding.

Kanatani [Q]: Continuing on to the next question. You have declared a dividend payout ratio of 30% or more.
If performance improves, is there a possibility of raising it to 35% or 40%? Also, what do you value the most
in returning to shareholders, stock price, dividends, or share buybacks?

I will let Mr. Oshiro answer that.

Oshiro [A]: This is Oshiro, in charge of financial strategy. Regarding shareholder returns, we would like to
consider not only the dividend payout ratio but also from various angles.

We are thinking about measures to return to shareholders while considering various factors, such as the level
that you all can understand and agree with, and the current social situation. We would like to announce our
policies on such matters in real-time without delay.

However, as a company currently listed on the Prime Market, the most important thing imposed on us is the
P/B ratio, that is, the stock price. We believe that the most important thing is to make our business efforts to
raise this stock price by accumulating our sales efforts.

We aim to gain the evaluation of investors by showing stable performance and growth, without falling into
short-term measures.

That's all for my answer.

Kanatani [Q]: Continuing on to the next question. Please tell us about any issues you currently perceive in
your EC business that might hinder further growth. If possible, could you elaborate on specific areas, such as
interface renewal, lineup expansion, and pricing strategy?

The response to this will be from Takahashi.

Takahashi [A]: I'm Takahashi, in charge of sales strategy. First, when it comes to challenges, we naturally think
of Amazon and Rakuten when we talk about the EC business. We have stores on these platforms. There are
also various other sites, such as Yahoo!, but we can't really win if we directly compete with Amazon.

While we have a store on Rakuten, it's a very strong platform in terms of EC, and so is Yahoo!. We have come
to realize that even if we conduct a similar business, it's quite difficult to make it work as our business.

Our EC business is an electronics store. We transport and deliver heavy items like refrigerators, washing
machines, and air conditioners, products that exceed 100 kg, and install air conditioners mainly in the Tokyo,
Nagoya, Osaka, and Hokuriku Shinetsu areas. We are building a system that can accept these orders and
provide services as quickly and carefully as possible to satisfy our customers.

We are not trying to compete directly with Amazon, Rakuten, or Yahoo! with various categories of products.
Rather, we aim to establish an EC business as an electronics store and promote our business to our customers.
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As for the interface, we think there is still room for improvement on our site. We want to make it easier to
buy and find products, and our main focus is increasing traffic, how many customers we can attract to our
site. We plan to make various efforts to achieve this goal.

Regarding your question about the lineup, while we are working on a robust range of home electronics, there
is another sector where our company's branding has been established, that is, the world of entertainment.
This field is so competitive that it doesn't lose to physical stores, or rather, it's a domain where e-commerce
is progressing even further. With the high level of support that this sector garners within the EC industry, we
aim to solidify and expand our business in these areas as an online electronics store, focusing on our strong
entertainment lineup, while gradually broadening our overall business scope.

That's indeed what we're considering, growing our business while expanding our business scope. However,
unlike physical stores where you might increase the number of stores and volume, we don't adopt that
approach. Instead, we focus on our core products and segments, and while solidifying these, we aim to expand
our business areas. That's the direction we're taking.

As for pricing, we're indeed in a competitive environment. While we have no choice but to keep a keen eye
on other companies' websites, we also prioritize providing added value to our customers. For instance, once
a customer visits our site, we present them with trial reports.

Our employees actually use the products, and each one carefully records their experiences and impressions.
This not only increases the options for customers but also guides them in deciding which product to buy. In a
physical store, a salesperson could explain this to customers, but in the world of e-commerce, this is not
possible.

However, we are indeed undertaking efforts that get us close to that experience. By doing so, we hope to
transfer the value of these efforts to our pricing. Therefore, while we will indeed continue to compete on
pricing, we also want to provide value at the same time. We kindly ask for your understanding in this regard.

That concludes my explanation. Thank you.

Kanatani [Q]: The next question has come in. Looking at the medium-term sales growth, will the effects of
the fan base strategy be reflected in the next medium-term plan? Or do you envision an improvement in
profitability due to an increase in the sales composition ratio of the fan base as a result of its expansion?

I'll have Takahashi answer this question as well.
Takahashi [A]: This is Takahashi. | would like to answer the question just asked.

As of the fiscal year ended March 2023, not all the financial results of the same period of the home electronics
retailers have been announced, so | can't say anything for certain. However, looking at the numbers up to Q3
of the same period, our sales growth was third out of five companies.

In terms of the growth of gross profit, our company was number one. As for the number of stores, we ended
up with two fewer this term. If you look at our competitors, you'll see that they have a fair number of stores.

From these results, you can see that we've been able to secure solid sales per store. This is undoubtedly due
to our fan base strategy serving as the foundation. Instead of increasing the number of stores and volume, we
aim to improve the quality per store and steadily increase our share there. Increasing our share means
increasing the percentage of customers who support us, and | believe this is the result of the business we've
been conducting.
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Once all the results are in, | plan to look back as well, but since its founding, Joshin Denki has been a company
that has always embraced the idea of a fan base. We value our customers and operate under our corporate
motto of "love," continuing the practice of putting ourselves in the other person's shoes.

We've come this far with the form of a fan base, and at this point, we're clearly positioning the fan base
strategy against what we've cultivated up to now. We're clearly defining what a fan base is, and all of our

employees recognize it and are working towards it.

We intend to further systematize the values that have been handed down continuously throughout our
history and turn them into the value of Joshin Denki. We've already started seeing the effects and results of
this. In the next medium-term plan, we want to make these results even bigger, so we ask for your support.

That concludes my explanation.
Moderator [M]: Are there any other questions? If not, we'll end the Q&A session here.

This concludes the live streaming of the financial results for FY2022 and the new medium-term management
plan, JT-2025 Management Plan, of Joshin Denki Co.,LTD.

Thank you very much for your attention.

[END]
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Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS Asia
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the
information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.
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PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT
TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
unauthorized purposes.

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2023 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
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