FY2/27
SHIMAMURA Co., Ltd.

Q2 Financial Results
September 29, 2026

- 1
1age was generated using generative Al.



I Contents LEGSXTI-T

é Q2FY2/27 Summary P 3
E Initiatives by Business P10
é ESG Initiatives P26

E Consolidated Business Forecasts P29
for FY2/27



IQZ FY2/27 Summary (Consolidated) LEFEGSTI-T

Net sales Gross profit
(Million yen) s G105 profit (Million yen)
343 577 357,260 =8=Gross profit margin
330,595 ’ 124,863
316,838 109.225 114,106 119,788
301,348 103,733 '
— —* 34.9%
34.4% 34.5% 34.5%
Aug. 2022 Aug. 2023 Aug. 2024 Aug. 2025 Aug. 2026 Aug. 2022 Aug. 2023 Aug. 2024 Aug. 2025 Aug. 2026
Operating income Net income
mmm Operating income (Million yen) mmm Net income (Million yen)
—8-Operating income margin 33,129 =8-Net income margin
30 31,404 31,461
17
28,919 173 2 100 22.901 24,191
20,620 20,954 '
= —= —— —— o—- — —a —
9.6% Sy b 9.2% 6.8% 6.6% 6.7% 6.7%

Aug. 2022 Aug. 2023 Aug. 2024 Aug. 2025 Aug. 2026 Aug. 2022 Aug. 2023 Aug. 2024 Aug. 2025 Aug. 2026



IConsoIidated Results: Income Statement LFEGSTI-T

@ Record highs achieved in net sales and all profit categories.
@ SG&A expense ratio: 25.8% (down 0.1 pt YoY), generally controlled in line with the plan.

(Million yen/%)

Q2 FY2/27 R:‘;ilgsto YoY Q2 FY2/26 R:‘;ilgsto YoY

© Netsales | 357260 1000 1040| 343577 1000 103.9
 Grosspoft | 124863 350 1042| 119788 a9 105.0
 seea | 02392 58 1038 80010 59 106.7
 Operatingincome | 33120 03 1083 1461 02 100.2
 ordinayincome | 34048 08  1073| 0556 o5 1018

Net Income atiibutabte 24,191 68 1056 22,901 6.7 1036

Net income per share 116.51yen - - 103.85 yen S S

* The Company conducted a 3-for-1 stock split of its common shares effective February 21, 2026. Accordingly, "Net income per share" have been calculated assuming that the stock split
had taken place at the beginning of FY2/26.



IConsoIidated Results: SG&A Expenses LEGSZTI-T

@ Salary: Up 5.4% YoY due to wage increases.
@ Advertising expenses: Down 6.9% YoY due to the promotion of digital marketing and the in-house production of content.

(Million yen/%)

Q2FY227 | Ratotosales | YoY Q2FY2126 | Ratiotosales YoY
- sy | 41,955 1.7, 1054| 39819 1.6 108.3
 Towpesomelepenses | 49279 138 1053 46,780 136, 108.4
 Adwemsigepenses | 5371 15 31| 5769 17 1070
. Tomselngeenses | 10438 29 1007 10,363 30, 107.6
oo | 18210 05 1221] 14 04 1256
£0P expenses 1,137 0.3 124.8 911 0.3 81.1
e p———— Y ¥ N o71| 5026 15 1092
ke [ 16920 47 1020| 16,590 | 48, 101.0
 Depeemonad | 3878 11 1196 = 3242 09,  109.3
 Tomeaupmemcost | 24984 70 1028 24301 71, 103.4
 Toalgenelegenses | 2,808) 08  1106| 2538 07  100.0
 Tomscsaepenses | 92,392 258 1038 89010/ 259, 1067




IConsoIidated Results: Balance Sheets

LIELGSTI-T

@ Assets: Current assets decreased 16.1% due to share repurchases and growth investments.
Non-current assets increased 25.4% due mainly to land purchases.

Tot al

Accumulated other
comprehensive income

Total liabilities and net
assets

sharehol d

| Composition ratio | YoY

End-Aug 2026

"""""""""""" 315939 548 839
"""""""""""" 260982 452 1254
"""""""""""" 576,922 1000 987
60764 105 107.8
- a7 20 105.1
72181 125 107.4
o5 equd96,050 860 970
""""""""""""""" 8690 15 1400
"""""""""""" 504,740 875 975
"""""""""""" 576922 1000 98.7

(Million yen/%)

End-Aug 2025 Composition ratio

__________________________________________________________________

376,579 L 64.4
- 208058 35.6
I 584,637 100.0
- 56350, 96
-~ 10859 1.9
- 511,218 87.4

6,208 1.1
B 517,426 88.5
584,637 100.0



ISaIes by Business LEGSZTIU-T

@ Net sales exceeded the previous year's levels across all businesses in Japan and overseas.

@ Domestic net sales increased 3.8% YoY, driven by the evolution of PB and JB products, an expanded lineup of character

products, and more diverse promotional methods.
(Million yen/%)

Business 02 Y227 | Rat;glfsnet oy 02 FY2126 Rai‘;lté’snet Yoy
 Shimamwa | 262,076 736 1031 255149 743 1034
 aal | 37,493 105 1075 34875 101 1033
 Bithdy | 20883 114 1018| 40151 117 1054
© Chambre | 0896 28 1195| 8283 24! 1087
~ bvao | 556 02 1032| 538 021 112.6
poSmamue | 351,807 985  1038| 338,099 087 1038
 simengle(awan) | 5452 15 191| 4577 13 116.1
o Shmamus 357,260 1000 1040 343577, 1000, 1039




IGross Profit, Price Reduction, Inventory YoY

LIELGSTI-T

@ Gross profit: Gross profit increased YoY in all three businesses. The gross profit margin declined YoY in the Birthday business due to weak

summer apparel sales..

@ Markdowns: Markdowns increased YoY in the Birthday business due to weak sales of summer outerwear in Q2.

Business Period

Q1 FY2/27

Shimamura Q2 FY2/27
H1 FY2/27

Q1 FY2/27

Avall Q2 FY2/27

H1 FY2/26

Q1 FY2/27

Birthday Q2 FY2/27
H1 FY2/26

Gross profit
YoY

107.1

99.3
103.0
109.9
107.0
108.4
105.4

95.5
101.3

Gross profit

Gross margin

34.2
34.4
34.3
38.0
40.1
39.0
34.5
31.1
33.1

YoY

«~ 0.1
. 0.1
. 0.0
. 0.1
. 0.6
« 0.3
« 0.3
« 0.2
« 0.2

Price
reduction
YoY

107.9

96.0
102.6
109.4

97.5
104.1
129.2
108.7
116.9

Price reduction

Price reduction rate

7.3
5.1
6.2
16.5
12.0
14.3
5.6
10.0
7.4

YoY

< 0.1
« 0.2
~ 0.0
« 0.1
< 1.0
« 04
< 1.0
1.1
« 0.9

PV IpptP

Inventory

Inventory

YoY
(Monthly avg.)

102.8
109.9
106.2
104.3
111.9
107.9
104.8
106.0
105.3

8



I Same-store Sales, Customer Traffic, and Average Spending per Customer (YoY) Liw-'.l_-; (_'} ﬂ_”,—j’

@ same-store Sales: Exceeded the previous year's levels in the Shimamura and Avail businesses.
@ Customer Traffic: Exceeded the previous year's levels in all three businesses.
@ Price per Item: Fell below the previous year's levels in the Shimamura and Avail businesses due to strong sales of character goods. BV P

Business
Existing stores = Al stores

Q1 FY2/27 107.2 107.5 106.4 101.0 101.5 99.3

Shimamura Q2 FY2/27 98.9 99.3 97.5 101.8 102.2 99.4

H1 FY2/27 102.8 103.2 101.7 101.5 102.0 99.4

Q1 FY2/27 107.4 109.8 113.3 96.9 99.3 97.3

Avalil Q2 FY2/27 103.2 105.5 106.4 98.8 99.6 99.0

H1 FY2/26 105.3 107.6 109.8 97.9 99.7 98.2

Q1 FY2/27 103.5 106.4 107.6 98.9 96.4 102.4

Birthday Q2 FY2/27 93.8 96.3 95.7 100.6 99.8 100.8

H1 FY2/26 99.3 102.0 102.0 99.9 98.1 101.7

The figures do not reflect the impact of the new membership program (points-based system) introduced in March 2026.



LELGS TI-T

2. Initiatives by Business



IShimamura Business (1)

LIELGSTI-T

Strengthening Product Appeal and Sales Capabilities

Evolution of our PB CLOSSHI and CLOSSHI PREMIUM

X YoY change in FIBER DRY series sales
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IShimamura Business (2) LEGSZTI-T

Strengthening Product Appeal and Sales Capabilities

Popular Character Promotions and Original Product Development

X YoY change in ¢ haracter product sales
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IShimamura Business (3)

LIELGSTI-T

Strengthening Product Appeal and Sales Capabilities

Growth in App Membership

X Number of members (cumulative)

12 miliion
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Promotion of Personalized Marketing (Email Newsletters)

X Email newsletter open rate

51.2v

X Number of store visits by email newsletter openers

442 million
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IShimamura Business (4) LEGSZTI-T

Strengthening Product Appeal and Sales Capabilities

Held a new product presentation Promoted "lki -lki Lab" recovery loungewear
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Avall Business (1)

LIELGSTI-T

Strengthening Product Appeal and Sales Capabilities

Strengthened trend -driven product proposals centered on JB

X YoY change in JB sales
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Strengthened character -related initiatives

X YoY change in character product sales
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Avall Business (2) LIEGSTI-T

Strengthening Product Appeal and Sales Capabilities

Increased net sales through enhanced promotional activities Improved in -store VMD

X YoY change in sales X Customer Traffic YoY

up [.D v up 9.8 v
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| Birthday Business (1) LELS 2 TIL-T

Strengthening Product Appeal and Sales Capabilities

Enhanced PB product lineup Expanded DAILY LINE and &mignon iﬁ:gt‘ﬁg‘:”ed character -related
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| Birthday Business (2) LELS 2 TIL-T

Strengthening Product Appeal and Sales Capabilities

Strengthened in -store customer

J Strengthened e -commerce Nicole Fujita appointed as brand ambassador
service
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IChambre Business LEGSXTI-T

Strengthening Product Appeal and Sales Capabilities

X YoY change in sales X YoY change in customer Traffic X YoY change in JB sales X YoY change in character product sales

up 195 Up 24.5 v Up 5.8 v Up 68.6 v

Expanded lineup of character
products

Evolution of JB Strengthened gift offerings Initiatives to drive store visits
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ISi meng le Business LEGSZTIU-T

Strengthening Product Appeal and Sales Capabilities

X YoY change in sales Expanded lineup of products planned in Japan Opened pop -up stores in department stores

Up 19.1 v

X YoY change in customer traffic

Up 13.5v

521-3059

Promotional activities featuring popular influencers
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I E-Commerce Business LELGS3TI-T

H1 Results
X Net sales X YoY changes in sales X Store pickup ratio
11 billion yen Up 260 v 872 V
E-commerce Sales by Business Launched -foéhhMmache, 0 an online st esizecapmmneldocwomdni zi ng i n pl us
VEDNY 1 hicapELR!
Shimamura Up 0" TrolnBIG= e ep
LEds Avail
. V4 Mg s 7ryay ¥ 8 77ryva>
Avall Up 0 ¥+~ 71 Divalo
Chambre s8N0
B“‘thday Up 08 L4 shima-pocha
(LES /LY x
, 350
Chambre Up O T
VEONYThT
Divalo N 2eHTIRTI THS) cehitess!
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I Expansion of Store Openings and Renovations (Japan) LIFELS2TIL-T

Expansion of Store Openings

X Store Openings in H2 (All Businesses) X Store Renovations in H2 (All Businesses)
55 stores 3 1 stores
Seiyu Machida Store, Machida City Tenjin Nishi -dori Store, Fukuoka Store Openings in SUMMIT Supermarkets
City (FY2027)

B ; , fﬁmil 5 m

* The image was generated using generative Al.
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I Launch of the KYOTO Store Project LFEGS TIL-T

Joint Initiative across Businesses 8 Flagship Store Development 0

. _ Opening of pop -up stores ahead of the flagship
Acquisition of land for flagship store development and further enhancement of brand awareness store opening

k Address:
Shijo -Kawaramachi , Kyoto City

k Average Monthly Passengers at
Kyoto -Kawaramachi Station:

2.13 million passengers/month

Scheduled Opening:
FY2029

* The store image was generated using generative Al.



IOverseas Business Initiatives

LIELGSTI-T

Initiatives to enhance brand awareness

Opened a pop -up store in Pattaya, a popular resort destination

Exhibited at "NIPPON HAKU 2026," a comprehensive Japanese exhibition
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