Financial Results for Q3 of FY2/24
December 25, 2023

LELGSSTI-T

| am Oota, Planning Section General Manager. Thank you very much for taking time
out of your busy schedule to attend today's financial results briefing.
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Please see today’s description. | will begin with an overview of our financial summary
for Q3 of the fiscal year ending February 2024. President Suzuki will then explain the
initiatives of each business, the consolidated earnings forecast for the fiscal year
ending February 2024, and the share split.



Summary LEGS S TIUL-T

*Figures in parentheses indicate year-on-year change (pt).

+ Both sales and profits increased despite the lingering summer heat and warm winter weather,
through strengthening product and sales capabilities.
Brief + Despite the inflationary environment, gross profit and SG&A expenses were generally in line with
Summary plans.

+ Price reductions and inventories are generally in line with forecasts. Q3-end inventory
(consolidated): 100.8% of the previous year's Q3.

Net sales Gross profit SG&A Operating Net income
- Income -
479.6 billionyen 166.6 billionyen 122.1 billionyen ——— 33.0 billion yen
Consolidate | (+3.4) (+4.3) (+5.0) 45.6billionyen 4 3)
d figures (+2.5)
(total)
Store Openings/Closures *Achieved the annual plan ahead of schedule.

Opened: 26 stores, Closed: 22 stores, No. of stores at period-end: 2,217 stores EC Sales : 5.2 billion yen (+79.6)

+ Forecast for FY2/24: Consolidated sales: 635 billion yen (+3.1), Operating income: 54.5 billion yen
(+2.4)

Business » There is no change in the business forecasts. We will also respond appropriately to external

forecasts, | risks such as a warm winter in Q4.
etc.

* A stock split was resolved at the Board of Directors meeting today. Effective date: 2/21/2024.
—Improve stock liquidity by reducing investment units. Expand the shareholder benefit program.

First, | will give a summary of the financial results. In Q3, we continued to strengthen
our product appeal and sales power as we did in H1, which enabled us to increase
sales even in the lingering summer heat and a warm winter. Even in an environment
of rising inflation, we were able to increase operating profit by securing gross profit
through a review of product unit prices and other measures, and by controlling SG&A
expenses appropriately.

New store openings totaled 26 at the end of Q3, while the cumulative total of new
store openings at the end of December is 41. Sales at new stores opened this
guarter have been favorable, with average monthly sales at new stores up 12.4% YoY.
New store openings in this quarter are the result of a careful selection of stores,
which has allowed us to increase profitability. Specific examples of this are
discussed on page 17.

The EC business achieved its annual sales plan of JPY5 billion in Q3 ahead of
schedule. Details are explained on page 15.

There is no change in the annual forecast. In Q4, we will continue to aim to achieve
the annual plan by appropriately responding to external risks such as a warm winter.
In addition, the Board of Directors today decided to split shares. Details are
explained on page 20.



Consolidated Results: Income Statement LEGS 2 TI-T

V/ Net sales: Net sales: 479.6 billion yen (up 3.4% YoY). Record high for cumulative Q3.

VV SG&A ratio: 25.5 % (+0.4pt YoY ). It was generally in line with the plan through effective cost control
in Q3.
\/ Operating income: 45.6 billion yen (up 2.5% YoY). All profits reached record highs for cumulative Q3.

(Million yen/%)

Ratio to Ratio to
FY2/24 Q3 Saies YoY FY2/23 Q3 - YoY

Net sales 479,660 100.0 103.4 463,903 100.0 106.2

Gross profit 166,685 34.8 104.3 159,800 34.4 106.6

SG&A 122,103 25.5 105.0 116,308 25.1 103.9

Operating income 45,649 9.5 102.5 44 547 9.6 114.9

Ordinary income 46,790 9.8 102.8 45,527 9.8 114.6

Net income attributable to SO 6.9 104.3 31,711 6.8 117.8
owners of parent

Net income per 900.04 yen - — | 862.86 yen — -

share

As you can see, the consolidated financial results for Q3 of the fiscal year ending
February 2024 are as follows. Both net sales and respective profits reached record
highs and exceeded the plan. The SG&A-to-sales ratio was 25.5%, up 0.4 percentage
points YoY, but generally in line with the plan.



Changes in Existing store Sales and External Factors

LIELSTI-T

Mar Apr

Q1 Overview (Mar-May)
[External factors]

under the Infectious Diseases Law. Domestic travel in the
Golden Week holidays recovered to the pre-COVID level
*Consumer prices, particularly for food, continue to rise

[Weather]

The climate with significant temperature fluctuations poses
challenges for adaptation

*Mar: Temperatures increased. Recorded summer
temperatures in western Japan as well

Temperatures decreased.

May

*The legal status of COVID-19 was downgraded to "class 5"

*Apr: The weather alternates between sunny and rainy days.

(%) : :
—e— Shimamura -® -Avail
Q1 Q2
Shimamura :105.6% Shimamura :105.7%
120 Avail £ 107.7% Avail £107.4%

Jun Jul Aug

Q2 Overview (Jun-Aug)

[External factors]

*Population increased in summer with no action restriction
for the first time in 3 years.

*Real wages remain negative at high prices. Real GDP
personal consumption was -0.5% in April-May.

[Weather]

Extremely hot weather since July was a tailwind for summer
product sales

*Jun: Cloudy and rainy weather continues nationwide due to
rainy season and typhoons.

*Jul: The rainy season ends in many parts of Japan.
Temperatures soar.

.*Aug: Continued heat wave throughout Japan. Typhoon x2

YoY Changes in Existing store Sales

Birthday

Q3
Shimamura
Avail

£101.1%
© 98.5%

Oct

Q3 Overview (Sep-Nov)

[External factors]

*Unseasonably high temperatures led to sluggish apparel
consumption.

*Real wages continue to be negative. Yen depreciation also
progressed. Real GDP personal consumption was -0.2%
induly - September.

[Weather]

Sep Nov

High temperatures continued until early November and sales
of winter goods were sluggish.

*Sep: The severe summer heat continues nationwide.

*Oct: Summer heat remained in early October. The
temperatures have risen again in the latter part of the month.
*Nov: Summer days in Kanto in early November.

*May: Temperatures increased on weekdays. Cloudy or rainy

weekends. in western Japan.

Temperatures dropped in mid-March.

3]

This section discusses existing store sales and external factors in Q3. As for
domestic consumption trends, due to soaring food prices and the halving of
government subsidies for electricity, consumer spending in October was negative for
the 8th consecutive month YoY. Real wages also remained negative in October for
the 19th consecutive month, and we expect that caution about inflation will continue
to affect consumer spending.

Although temperatures were temporarily normal in mid-October, daytime
temperatures rose again in late October and early November in the Kanto region and
westward. Mid-November finally brought below-normal temperatures and cooler
mornings and evenings. Q3 was marked by a very large number of unseasonably high
temperature days, making the weather difficult for sales of autumn/winter products.
Amid these external factors, existing store sales in the mainstay Shimamura
business exceeded the previous year's results by 1.1% YoY, thanks to the expansion
of products that are less susceptible to temperature fluctuations and strengthened
sales promotions such as the 70th anniversary of the Company's founding.



Sales by Business LEGS S TIU-T

\/ Domestic sales increased 3.2% YoY due to further enhancement of brand power, product lineup
expansion, diversification of sales promotion methods, and enhancement of regional response.

\/ Sales of Si meng le (Taiwan) performed well, up 19.6% YoY, thanks to the expansion of PB and JB
products and the use of digital sales promotions.

(Million yen/%)

Business FY2/24 Q3 Compestten YoY FY2/23 Q3  Comeosten YoY
Shimamura 359,586 75.0 103.8 346,456 74.7 105.1
Avail 47,169 9.8 103.8 45,461 9.8 112.5
Birthday 55,809 11.6 99.7 56,004 12.1 105.6
Chambre 10,935 2.3 101.4 10,781 2.3 113.1
Divalo 623 0.1 109.1 571 0.1 116.0
SITETLE 474,124 98.8 103.2 459,276 99.0 106.1

(non-consolidated)
Si meng le (Taiwan) 5,535 1.2 119.6 4,627 1.0 120.8
Shimamura 479,660 100.0 103.4 463,903 100.0 106.2
(consolidated)

The following is an explanation of net sales by business segment for the cumulative
total of Q3. The respective numerical results are as shown. Shimamura, Avail, and
Birthday are discussed on page 11 and beyond. Here | will explain the results of
Chambre, Divalo, and Si meng le (Taiwan).

The Chambre business strengthened JB's lineup of wear, and our JB “tsukuru&Lin”.
expanded collaboration projects with influencers and characters to attract new
customers. In household items, lunchware and cosmetics performed well due to
demand for outings. On the other hand, sales of interior and kitchen goods fell below
last year's level due to a rebound in stay-at-home demand.

In the Divalo business, women's and men's sneakers and casual shoes performed
well, thanks to enhanced line robbing, including the expansion of products for young
customers and the start of handling new brands. In fashion accessories, sales of hats,
gloves, and bags increased. In sales promotion, the launch of flyers that emphasize
themes and the strengthening of information dissemination on SNS have led to an
improvement in customer attraction.

As part of efforts to strengthen its product appeal, Si meng le (Taiwan) sought to
differentiate itself from its competitors by expanding its Japan-planned PB, JB, and
Taiwan-planned PB products. In addition, the expanded assortment of character,
sports, business, and outdoor items was also effective in increasing customer traffic.
In strengthening sales power, collaboration projects with famous local influencers
and expansion of digital sales promotions led to the acquisition of new customers.



Consolidated Results: SG&A Expenses LI&G5STN-T
\/ Personnel expenses: Up 7.0% YoY due to wage increases in spring. Large effect on eliminating labor shortages and
lowering the turnover rate.
\/ Advertising expenses: Aggressive sales promotions, such as the 70th anniversary sale and TGC exhibitions, also
kept down to 1.8% of sales.
\/ Supplies expenses: Utility costs rose 2.0% YoY, below expectations, due to lower usage, despite continued price
increases. (Million yen/%)
FY2/24 Q3 Ratol Yoy FY2/23 Q3 Rato © Yoy
Salary 52,177 10.9 106.7 48,910 10.5 105.2
Total personnel expenses 61,472 12.8 107.0 57,433 12.4 105.7
Advertising expenses 8,706 1.8 101.2 8,604 1.9 98.8
Total selling expenses 14,619 3.0 103.5 14,131 3.0 102.7
Suppli /Displ
“ppﬁ';zr:’;p:;:::se':pay 1,698 0.4 104.6 1,624 0.4 96.1
EDP expenses 1,832 0.4 131.8 1,390 0.3 133.4
Total operating expenses 7,171 1.5 112.8 6,358 1.4 101.6
Rents 24515 5.1 99.9 24,535 5.3 99.7
Depreciation and 4,415 0.9 99.9 4,416 1.0 99.6
amortization
Total equipment cost 35,207 7.4 101.1 34,840 7.5 102.2
Total general expenses 3,632 0.8 102.4 BI5A5 0.8 102.4
Total SG&A expenses 122,103 25.5 105.0 116,308 25.1 103.9 )

This section provides a breakdown of consolidated SG&A expenses. Personnel
expenses increased 7% YoY due to a large wage increase in April for both full-time
employees and regular employees. In addition, wage increases have led to an
increase in the hiring of new regular employees and a continued decline in turnover
in Q3.

Despite aggressive sales promotion activities in Q3, including the 70th anniversary
sale and the exhibition at the “TOKYO GIRLS COLLECTION", advertising expenses
were kept at 1.8% of sales, lower than in the previous fiscal year.

Operating expenses increased by 12.8% YoY. The main reason for the increase was a
31.8% YoY increase in EDP expenses due to the promotion of DX. Equipment cost
increased by 1.1% YoY. Rents decreased by 0.1% YoY, mainly due to the closure of
unprofitable stores. Utility expenses increased only by 2.0% YoY, mainly due to lower
electricity consumption at stores than in the previous year.



Consolidated Results: Balance Sheets LI&s S TI-T
\/ Assets: Cash + Accounts receivable + investment securities up 4.4% YoY Merchandise increased 0.8% from the
end of the same period last year.
\/ Liabilities: Accounts payable-trade and accrued income taxes decreased.
(Million yen/%)
End-Nov. 2023 et Yoy End-Nov. 2022 C°"::::m°"
Current assets 353,858 65.2 102.7 344,442 66.8
Noncurrent assets 188,734 34.8 110.1 171,482 33.2
Total assets 542,593 100.0 105.2 5115, 725 100.0
Current liabilities 68,173 12.6 94.0 72,507 14.0
Noncurrent liabilities 10,338 1.9 105.9 9,764 1.9
Total liabilities 78,511 14.5 95.4 82,272 15.9
Total 5225?80"19"5 459,600 84.7 106.9 430,129 83.4
coﬁ;‘;’::f‘:s‘; l‘;‘:;'ne 4,481 0.8 127.2 3,623 0.7
Total net assets 464,081 85.5 107.0 433,652 84.1
Total “ata’!istzzand net 542,593 100.0 105.2 51115, 8125 100.0
8

This section provides a breakdown of the consolidated balance sheet. Total assets
increased by 5.2% compared to the end of the same period last year. The main factor
was a 4.4% increase in the combined value of cash, accounts receivable, and
valuable securities compared to the end of the same period last year. The
merchandise inventories also increased only 0.8% from the end of the same period
last year.

Total liabilities decreased by 4.6% from the end of the same period last year. The
main reason was a decrease in accounts payable and income taxes payable.



Sales,Number of customers,Spending per customer YoY LEFGS3TI-T
\/ Existing store sales at Shimamura are steady: Attract customers by launching product lineups and plans that are less susceptible to
temperature.
\/ Customer numbers in Q3 declined in all businesses: the number of customers declined from the previous year due to a slowdown in
winter items caused by the unusually lingering summer heat and warm winter.
/ Unit price per item rose in Q3: The main factors behind this were the shift to a new price range and the expansion of high-price range PB
and JB products.
(%)
X X Net sales Number of Number of Spending Unit price
Business Period  gyicting customers items per per item
stores All stores purchased customer
H1 105.7 105.4 100.1 97.2 105.3 108.4
Shimamura Q3 101.1 100.8 97.1 97.4 103.9 106.7
Q3 total 104.1 103.8 99.0 97.2 104.8 107.9
H1 107.5 106.9 101.2 97.7 105.6 108.3
Avail Q3 98.5 97.9 94.1 97.2 104.0 107.0
Q3 total 104.4 103.8 98.8 97.7 105.0 107.7
H1 100.0 101.1 95.9 94.8 105.4 111.1
Birthday Q3 954 97.0 94.3 96.9 102.9 106.3
Q3 total 98.4 BN/ 95.4 95.5 104.4 109.4

The following is an explanation of Q3 results for existing store sales, number of
customers for all stores, and average spending per customer. In the Shimamura
business, existing store sales increased YoY despite a YoY decline in the number of
customers as a result of stronger product lineups and planning efforts that are less
affected by temperatures amid the lingering summer heat and warm winter.

On the other hand, existing store sales in the Avail and Birthday businesses were
lower than in the same period of the previous year, as the number of customers was
smaller than in the previous year due to the slow movement of winter goods.
However, the Avail business posted a YoY increase in existing store sales in
cumulative total of Q3.

Unit price per item increased in all businesses. In order to secure an appropriate
markup rate amid rising purchase costs, we shifted to a new price range and
expanded our lineup of high-priced products.



Gross profit, Price reduction, Inventory YoY LE&GsSTIL-T
< Gross profit: In Shimamura and Avail, the markup rate improved and the gross margin improved due to the transition to a new price
rTi:ce reduction: In each business, appropriate inventory control and utilization of short-term production were generallyin line with the

" Tr-wemory: In each business, the increase in inventory is due to the increase in the unit price per item. Inventory volume declined from the

previous year. (%.pt)

Gross profit Price reduction Inventory

Business Period Gross Gross margin Price Price reduction rate iventon

Profit YoY voy rett:;t{lon vov Yoy

H1 106.1 33.7 +0.2 113.3 6.4 +0.5 104.4

Shimamura Q3 103.2 34.2 +0.8 99.3 6.3 -0 103.6

Q3 total 105.4 34.0 +0.5 108.1 6.4 +0.3 104.1

H1 106.3 38.5 -0.2 104.8 13.8 -03 109.4

Avail Q3 99.2 39.5 +0.5 91.2 12.7 -01 102.7

Q3 total 103.8 38.8 +0.0 100.1 185 -0.5 107.0

H1 98.3 34.0 -1.0 136.9 5.3 +1.4 110.7

Birthday Q3 96.8 35.6 —0.1 102.3 3.1 +0.2 104.2

Q3 total 97.7 34.6 -0.7 126.8 4.5 +0.9 108.3

I will explain the Q3 results for gross profit, price reduction, and inventory. In the
Shimamura business, both gross profit and gross profit margin were higher than the

previous year, thanks to restraint in price reduction and appropriate inventory control.

In the Avail business, gross profit margin was higher than in the previous year due to

the same factors, and gross profit was almost on par with the previous year.

In the Birthday business, price reduction and inventory were generally in line with
plans, and gross profit margin were on par with the previous year, but sales were
lower than the previous year, resulting in lower gross profit than the previous year.
The short-term production ratio of the Shimamura business in Q3 was 21.3% for
wear as a whole, maintaining an appropriate level.

10



Shimamura Business Q) LEGS2TI-T

Strengthening product appeal

W/ Further enhancement of PB: PB ratio was 22.0%, sales for cumulative Q3 were 10.6% YoY. Sales of "PREMIUM" about 1.4 times.
Rebranding of "FIBER HEAT": Expanded product lineup to practical items and wears. Sales of "SUPER” Series were favorable.

/ Further enhancement of JB: Increased JB ratio by 9.0%, and sales for cumulative Q3 increased by 8.7%. Total coordination project was

good.
MExpand product lineup of "FIBER HEAT" ‘ ‘ HMPB expands high-price range items | ‘ M For JB, Total coordination project was good.
—? “Easy care, clean knitwear” AR \ SEASON REASON
s _ - | %@P\SQL
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"FIBER HEAT
WARM SUPER PREMIUM”

| am Suzuki, the President. Thank you very much for taking time out of your busy
schedule today to attend our financial results briefing. | will now explain the results
of our efforts on the key challenges.

In the Shimamura business, we worked on the evolution of PB and JB to strengthen
product appeal. First, in PB, we rebranded “FIBER HEAT”, a warm material. In
addition to conventional practical products, the lineup was expanded to include wear
this quarter, with turtleneck T-shirts and zip parkas performing well.

In addition, we expanded our high-priced “CLOSSHI PREMIUM” line, whose sales in
cumulative Q3 totaled 1.4 times that of the previous year. Among them, the "SUPER”
Series, with its greatly enhanced functionality, has been performing well. The “FIBER
HEAT Warm SUPER PREMIUM”, which was offered in women's and men's
underwear, sold much better than initially expected, appealing to customers with its
threefold increase in warmth compared to previous products.

As a result, PB accounted for 22.0% of total sales in cumulative Q3, and its sales
increased by 10.6% YoY.

Next, JB strengthened its total coordination project. In the natural taste JB, "SEASON
REASON”, products developed in collaboration with popular makeup artists and
stylists were hot sellers. In addition, “LOGOS DAYS”, with its outdoor taste,
strengthened its lineup of men's wear, and sales increased by 16.2% YoY.

As a result, JB accounted for 9% of total sales in cumulative Q3, and its sales
increased by 8.7% YoY.

11



Shimamura Business @) LEGS2TI-T

Strengthening sales power

\/ The Company's 70th anniversary campaign: Featuring various promotions, has significantly boosted customer attraction. Special prices
are very effective under inflation.

V/ Various fairs and event exhibitions: Techniques for creating sales that are less susceptible to temperature and climate enhanced.

W/ Strengthening of digital promotions and regional and Individual store response: 18 web commercials in Q3. Response for urban areas
was well received.

M Collaborative projects were favorable for the B Enhanced project not affected by Mincreased web commercials as digital
Company's 70th anniversary temperatures advertisement
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This section describes the strengthening of sales power of the Shimamura business.
In Q3, as in H1, the 70th anniversary campaign was the axis of sales promotion to
attract more customers. “Special festival” was launched in October and the “Grand
Opening Festival” and “Great Customer Appreciation Sale” in November, which had a
great effect in attracting customers despite the weather conditions of lingering
summer heat and a warm winter.

For flyer promotion, we launched a wide variety of collaboration projects with popular
models, famous influencers, and popular characters, focusing on PB and JB products.
Also, the fact that we offered a larger number of special-priced products than in our
regular flyers was effective in attracting customers in an inflationary environment.

In addition, since high temperatures were predicted in advance for Q3, we prepared a
number of flyer projects that were not easily affected by the climate. Among them,
the exhibition at “TOKYO GIRLS COLLECTION” and “the fashion goods fair” that
featured fashion accessories as influencer projects attracted customers even in the
lingering summer heat.

In the use of digital sales promotion, we increased the number of web commercials
and delivered 18 in Q3. By using a famous celebrity to explain the high functionality
of PB products in an easy-to-understand manner using video clips, the relevant PB
products sold well.

In addition, we have strengthened our support for urban and suburban stores. In
particular, a total coordination project of wear and fashion accessories by popular
influencers, which was presented in urban stores-limited flyers, sold well.



Avail Business LEFEGSTI-TF

Strengthening sales power and product appeal
\/ Strengthening trend proposals centered on JB: JB ratio was 43.6%, and sales for cumulative Q3 increased by 19.0% YoY.

\/ Strengthening line-robbing and planning capabilities: Favorable sales of products for teens, small-size products, and products for couples
and friends.

W/ Strengthening regional and individual store response: Urban store limited influencer project and Okinawa limited response are performing
well.

| WTrend proposals by JB (Y2K fashion, Korean trends) | MStrengthening line-robbing and planning capabilities

"SUREVE" x Y2K fashion "CHIP _CLIP" x Korean trend Projects for teens Matching clothes for couples

TR - ALy AR TRTHSO

‘ M Strengthening regional and Individual store response ‘

Urban store limited influencer project

This section describes the Avail business. In the area of product appeal
enhancement, we strengthened our ability to propose trends, centered on JB, and
also expanded our product lineup through line robbing and size robbing. In terms of
trend proposals, “Y2K”, or fashion around 2000 and Korean fashion, became popular
even for autumn/winter items, and we strengthened our assortment of these trend
products, mainly in JB.

As a result, JB accounted for 43.6% of total sales in cumulative Q3, and its sales
increased by 19.0% YoY.

In terms of product lineup expansion, we expanded our lineup of low-teen products
for junior high school students, who are younger than the high school students we
had previously targeted. In line with this, the handling of S and SS sizes was
expanded and sold well. To strengthen our sales power, we launched in flyers each
project of couples' coordination, friends' coordination, as well as the Birthday
business-linked parent-child coordination, which led to new customer motivations to
visit our stores.

In terms of individual store response, the collaboration project with popular
influencers, which was presented in urban stores-limited flyers, was a success. In
terms of regional response, stores in Okinawa Prefecture implemented
merchandising to lengthen the sales period of summer and autumn items, resulting
in a higher sales growth rate at the relevant stores than in other regions.
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Birthday Business LEGS O TIL-T

Strengthening sales power and product appeal

\/ Expanded product lineupin JB and PB: JB ratio was 27.4%, and sales for cumulative Q3 increased by 3.5% YoY. PB sales are about 1.5
times.

JB: Character collaboration, fan meeting projects, high-price range products, PB: Sustainable materials

\/ Expansion of digital sales promotion: Diversification of sales promotion media such as live commerce in social media. EC sales increased
by about 2.0 times.

’ HJB: Expanding collaborative projects BPB: Expanding sustainable materials ‘ HUse live commerce via social media

JB “futafuta” x Disne: JB “tete a tete” PB “BIRTHDAY PLUS” EC sales-linked Instagram live
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| will describe the Birthday business. In strengthening product appeal, we expanded
our JB and PB product lineups. In the mainstay JBs, “futafuta” and “tete a tete”,
collaboration projects with popular characters were expanded, and a new project to
commercialize opinions expressed at fan meetings was also well received. In JB
“Cottoli” for newborns, sales were strong due to the expansion of high-priced
products. As a result, JB accounted for 27.4% of total sales in cumulative Q3, and its
sales increased by 3.5% YoY.

In addition, “BIRTHDAY PLUS”, a PB product line, expanded its lineup of products
using sustainable materials such as organic cotton. PB sales in cumulative Q3 were
up 1.5 times from last year.

In strengthening sales power, we diversified our digital sales promotion activities. In
sales promotion using SNS live commerce, a new scheme was launched to sell the
introduced products on the online store immediately after the live show, and the
relevant products sold well.

In addition, the online store, a new sales channel, expanded its assortment of large
childcare products that are difficult to handle in stores and EC-only products,
resulting in a two-fold increase in cumulative Q3 sales over the previous year. On the
other hand, sales of sanitary goods and winter products were lower than last year
due to the impact of a rebound in stay-at-home demand and continued high
temperatures throughout Q3.
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EC Business LEFLS 32 TIL-T

Expand EC business and improve convenience
*/ Cumulative Q3 sales: 5.2 billion yen. Annual budget achieved. Capacity problems were also mitigated by direct delivery from suppliers to the

transfer center.
W/ Strong effect for physical stores: 90% of in-store pickup rate and 40% of impulse buying rate. Continued to send customers to each other's

stores and EC sites.
W Initiatives for Q4: Diversification of payment methods ("d payment", deferred payment) and start of cross-border EC (ASEAN, Taiwan, efc.).

M Strong sales due to 3rd anniversary projects, order sales, limited EC products, etc.

Shimamura "EC 3rd Anniversary Project" Expanding best-selling products in e-commerce to stores; "Expansion of made-to-order production of hot-selling
products"; "Size Robbing"
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I will explain our EC business initiatives. Online store sales for cumulative Q3 totaled
JPY5.2 billion, achieving the annual plan of JPY5 billion three months ahead of
schedule. The factors behind the strong EC sales were the expansion of the product
lineup through line robbing and size robbing of products handled, as well as the
expansion of made-to-order production through the resale of hot-selling products.
In sales promotion, a project to commemorate the third anniversary of the online
store was effective in attracting customers. The increased use of schemes in which
suppliers deliver goods directly to the Transfer Center rather than to the EC center
has also alleviated capacity problems at the EC center.

As for mutual customer transfers between stores and EC, the ratio of ordered
products picked up at stores was approximately 90%, and the ratio of purchase in
combination with other products when picked up at stores was more than 40%. In
addition, three stores in Tokyo, where many customers pick up their products in
stores, underwent renovation work to expand storage space for EC products so that
customers can pick up their products smoothly.

In Q4, we will add “d-payment” and deferred payment mechanisms to diversify
payment methods to further improve customer convenience.

In addition, cross-border EC will be launched to ASEAN, Taiwan, and other countries
for the purpose of investigating new overseas expansion. We use a system whereby
overseas customers who wish to purchase products from our online store pay for
them via a purchasing agent in Japan.
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Promotion of DX LEGS2TI-T

Utilize customer data and improve customer convenience
 Achieved 5 million app members: Optimize product mix and sales promotions based on customer purchase data.

/ Improve convenience of the app: Currently, it is limited to an inventory search function that scans price tags with a smartphone.

Q4: Inventory search is enabled by entering the product number (can also be done at home). The app also makes it possible to order

products.
B Started analysis of purchase data for app members B Ordering products will be possible via app (Q4)
Analysis of customer data Sales promotion by segment

Store
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) A s ) e

Support with staffs
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This section describes the status of DX promotion. The number of members of the
official app, which was renewed last November, exceeded 5 million at the end of Q3.
In this fiscal year, we are analyzing customer data and developing new membership
services.

First, customer data analysis confirms the difference between the assumed target
and actual buying groups, based on customer purchase data, and promotes the
review of product mix and improvement of segment-specific sales promotions. This
is expected to enable a product assortment and sales promotion that better matches
the actual customer base in the future. By analyzing the relevance of various
products purchased by customers, we will also improve the layout of the sales floor
to encourage related sales.

The new member services will enhance customer convenience in Q4 with the launch
of 2 new services related to inventory search and product ordering.

Inventory search will allow customers to search by item number in addition to
scanning the price tag of an item on the sales floor with a smartphone. This will allow
customers to search for inventory at home based on information posted on SNS or
others.

Product ordering improves the process of ordering products when the product a
customer wants is not available in the store. From now on, instead of the traditional
method of filling out a form on paper, the app will be presented to store employees,
and product availability can also be checked on the app. These improvements will
prevent opportunity loss in stores and improve sales.

In addition, we will also promote DX to improve store productivity by further
expanding experiments with cashless-dedicated cash registers at stores with high
cashless payment ratios.
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Capital Expenditures (Store Openings) LEGS 3 TIL-T

Promote the development of highly profitable stores *FM : Abbreviation for Fashion Mall
V Restructuring of dominant store openings (Komatsu City, Ishikawa Prefecture and surrounding areas)

4 existing Shimamura stores = Existing stores: 2 + Relocation: 1 + format change to Chambre.

—Shimamura will be consolidated into 3 stores, with the opening of 5 new stores in Birthday and Chambre in the
region.

\/ Strengthen store openings in urban areas: Shimamura New Coast Shin-Urayasu. Strong sales after opening

B B Shimamura Sonomachi FM Store (Ishikawa) B Shimamura New Coast Shin-Urayasu Store (Chiba)

Multi-business development in line with Shimamura business relocation

Shimamura New Coast Shin-

Shimamura + Birthday Sonocho FM
Store

=TT

® Shimamura
Wakasugi Store

Chambre Wakasug\
Store

@Shimamura Frespo
Komatsu Store
Closed

TS AT |38

| will explain the current status of store development. First, in suburban store
development, we are promoting profitable new store openings based on the
relocation of existing stores and the opening of fashion mall-format stores in multiple
businesses.

The image on the left shows “the Shimamura Birthday Sonomachi FM store” in
Komatsu City, Ishikawa Prefecture, which opened in September. In Komatsu City and
the surrounding area, the Shimamura business had formed a dominant position with
four existing stores. However, nearly 30 years have passed since each store opened,
and in response to the significant changes in the local business environment, we
have restructured the dominance.

As a result, the two existing Shimamura stores located to the north and south were
retained, while “the Shimamura Frespo Komatsu store” was relocated to a more
central location in the city and opened in a fashion mall format with Birthday. In
addition, “the Shimamura Wakasugi store” was converted to a Chambre business,
bringing the total number of stores in the area as a whole to five: three Shimamura
stores, one Birthday store, and one Chambre store, thereby promoting dominance
throughout the Group.

As for the sales situation after the opening, the sales of the one Shimamura stores
exceeded the sales of the previous four stores, and the restructuring of the
dominance has greatly improved the profitability of the stores.

Next, regarding strengthening store openings in urban areas. The image on the right
shows “the Shimamura New Coast Shin-Urayasu store”, which opened in Urayasu
City, Chiba Prefecture in November. We have opened a store in densely populated
areas where it can successfully avoid our own competition, and its December sales
ranking is in the top 20% in the Shimamura business, which is good sales.

We will continue to promote the development of profitable stores in both suburban
and urban areas with the goal of opening about 50 stores per year for sustainable
growth.
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Capital Expenditures (Renovations) LIF&S S TU-T

Improve store loyalty by remodeling existing stores
7 Major renovations: [Outside of the store] External walls, signage, parking lots. [In-store] Walls, lights, and air conditioners.
Sales from renovation: “Shimamura Kosugi Store”: Sales up 11.9% YoY. “Shimamura Tarui Store™: Up 7.0%

\/ Policy for the next fiscal year and beyond: Significantly expanding the number of renovated stores. Increase same-store sales by
improving store loyalty.

MRenovation of stores outside the store: Response to aging deterioration M Renovation of store interiors... Interior changes, equipment
replacement

oy Before

renovation
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This section describes the status of remodeling existing stores. Remodeling of
existing stores was carried out at three stores in Q3 and at seven stores in the
cumulative total of Q3. Major remodeling included addressing age-related
deterioration outside the store, such as repairing the parking lot and coatinting the
exterior walls. Inside the store, in addition to changes to the wall surfaces, LED
lighting and new air conditioning units were installed to not only change the interior
but also to reduce CO2 emissions. As a result, the store looked almost like a new
store, which increased customer’s store loyalty and led to a significant increase in
sales at the relevant stores.

At “Shimamura Kosugi store” in Toyama Prefecture, which underwent remodeling,
November sales increased by 11.9% YoY, and at “Shimamura Tarui store” in Gifu
Prefecture, sales increased by 7% YoY. From the next fiscal year onward, we plan to
significantly increase existing store remodeling, and will continue to remodel
approximately 50 stores per year, which will lead to higher existing store sales.
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Consolidated Business Forecasts for FY2/24 LELGS S TIU-T
V Net sales: 635 billion yen (up 3.1% YoY), Operating income: 54.5 billion yen (up 2.4% YoY)
\/ Dividend per share: Annual dividend is expected to be 270 yen (up 10 yen).
VV We will also appropriately respond to anticipated external risks and aim to achieve our sales and profit targets in the
fiscal year.
*No change from earnings announcement on April 3 (Million yen/%)
FY2/24 Ratio to FY2/23 Ratio to
Forecast YoY sales Result sales
Net sales 635,088 103.1 100.0 616,125 100.0
Gross profit 217,900 103.8 34.3 209,996 34 .1
SG&A 164,776 104.2 25.9 158,088 25.6
Operating income 54,571 102.4 8.6 53,302 8.7
Ordinary income 55,522 102.1 8.7 54,383 8.8
Net income attributable to 39 522 103.9 6.2 38.021 6.2
owners of parent ’ ’ . ’ ’
Net income per share 1,075.41 yen - — | 1,034.57 yen -
Dividend per share 270 yen - - 260 yen -
19

The forecast for the fiscal year ending February 2024 is as shown. There is no
change in the plan for net sales of JPY635 billion, up 3.1% YoY, and operating profit
of JPYb54.5 billion, up 2.4% YoY, with an operating margin of 8.6%. In Q4, we will
continue to respond appropriately to anticipated external risks and aim to achieve

our sales and profit targets for the fiscal year as well.
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Stock Splits and Changes to the Shareholder Benefit Plan LEGSTI-T

\ Purpose of the stock split

By lowering the amount per investment unit, we aim to create a more investment-friendly
environment, improve the liquidity of the shares, and expand its investor base.

\/ Outline of stock split
@ Splits of division
one share will be split into two shares.
(2 Schedule
* Record date publication date: Monday, 2/5/2024
- Record date: Tuesday, 2/20/2024
- Effective date: Wednesday, 2/21/2024

\/ Shareholder benefit plan (expansion)

By maintaining the current shareholder benefits program even after the stock split, we
effectively enhance the shareholder benefits program.

Finally, | will explain the share split and changes to the shareholder benefit program.
At a meeting of the Board of Directors held today, the Company resolved a share
split and changes to the shareholder benefit program.

By conducting the share split and lowering the amount per unit of investment, the
Company aims to create a more investment-friendly environment, improve the
liquidity of the Company's share, and expand its investor base. The record date will
be February 20, 2024, and one share will be split into two shares.

Next, | would like to explain the expansion of the shareholder benefit program. The
Company's shareholder benefit program is intended to thank shareholders for their
daily support, increase the attractiveness of investing in the Company's shares,
deepen their understanding of the Company's business through the use of the
Company's stores, and encourage them to hold the Company's shares over the
medium to long term.

By maintaining the current shareholder benefit program's coverage and content after
the share split, the shareholder benefit program will be substantially expanded. For
more details regarding the above matters, please refer to the notice released today
regarding the share split, partial amendment to the Articles of Incorporation in
connection with the share split, and the shareholder special benefit program.
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Information Disclosure LEFGS2TI-T

‘ Financial Results Materials (Disclosed on the corporate website) ‘

V Financial Results Briefing Materials (with comments): December 25 (Monday)

V Summary of Financial Results (English version): December 26 (Tuesday)

V Financial Results (Summary of Question and Answer Session): December 27
(Wednesday)

V Financial Results Briefing (English version): December 28 (Thursday)

— 1

Monthly Sales Reports

Latest IR Materials

106.6% Company " Sustainabitty

21

I will inform you of the disclosure information. The schedule for disclosing financial
results on the corporate website is as shown here. Our corporate website also
discloses various materials other than financial results in English, such as
information on our business model and ESG, so foreign investors are encouraged to
refer to this site as well.
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LIELSTI-T

Cautionary Statement Reqarding Forward-Looking Statements, etc.

The forward-looking statements, including business forecasts,

contained in this document are based on judgments made in accordance

with information available at the time of this document'srelease and are subject to a number of
uncertainties.

Actual results may differ from these forecasts due to changes in business

conditions and other factors.

HhIFE E'C
LILS 3 TIL-T
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This completes the explanation of SHIMAMURA's business results for Q3 of the
fiscal year ending February 2024. Thank you for your attention.
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