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Consolidated Summary for the First Six Months of the Fiscal Year Ending February 28, 2026 (FY2025)

YoY Comparison:
. Sales recovered from the impact of last year's ransomware attack. Opened three new stores, including Youme Mall Sanyo (S&B) in June.

. In addition, due to the Sunny business and other operations being fully active from the beginning of the fiscal year, there was a
significant increase in revenue and higher operating and ordinary profits. Net profit, however, decreased.

Vs. Plan:

. Operating revenue fell short due to the need to further strengthen responses to low-price demand amid growing cost-consciousness,
combined with weather-related factors. Each level of profit fell short of the plan.

. Expenses were controlled and kept within the planned range but did not compensate for the failure to achieve the sales plan.

Consolidated

(Million yen) FY2025 2Q Previous fiscal year 2Q Forecast

Result YoY Result YoY Forecast YoY
Operating revenue 281,037 117.8% 238,670 102.3% 294,200 123.3%
Operating profit 12,685 105.1% 12,074 77.8% 15,700 130.0%
Ordinary profit 12,614 101.8% 12,392 78.4% 15,500 125.1%
Profit «1 8,084 98.5% 8,211 78.5% 9,700 118.1%
Total assets 597,259 575,963 (FY-end result)
Net assets 301,902 299,603 (FY-end result)
(Tz‘f:’gep’;?tmg evenue 419,045 112.8% 371,373 103.8% 433,700 116.8%
Earning per share 114.05 yen 114.79 yen
Net assets per share 4,078.92 yen 3,995.69 yen (FY-end result)
Equity ratio 48.2% 49.6% (FY-end result)
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Consolidated Profit/Loss for the First Six Months of the Fiscal Year Ending February 28, 2026 (FY2025)

Revenue rose after a decline associated with last year's ransomware attack, with M&A also having a positive impact, but the
profit plan was unachieved primarily due to the failure to achieve the sales plan.
» Operating revenue Revenue increased after previously falling due to last year's ransomware attack. M&A (SUNNY business and Sunlife)
contributed to the increase.
* Operating profit The operating gross profit margin was 39.1%, down 1.2 points YoY. The SG&A expense ratio stood at 34.6%, downup 0.6
points YoY. The operating profit margin fell 0.5 points YoY, to 4.5%.
* Ordinary profit The ordinary profit margin declined 0.7 points YoY to 4.5%, reflecting higher interest expenses and other factors.
* Profit The profit margin stood at 2.93.2%, down 0.52 points YoY.

Consolidated *1

(Million yen) 1Q (mar.-May) 2Q (Jun.-Aug.) Six Months of FY2025 (Mar.-Aug.)
% of
Result YoY Result YoY Result operating YoY Forecast
revenue
Operating revenue 136,538 125.5% 144,499 111.3% 281,037 100.0% 117.8% 294,200
Net sales 122,057 128.7% 129,875 112.2% 251,932 89.6%  119.7%
Gross profit 39,242 127.6% 41,512 111.4% 80,754 28.7%  118.7%
Operating revenue 14,480 103.6% 14,624 103.3% 29,105 10.4% 103.5%
Operating gross profit 53,723 120.1% 56,136 109.1% 109,859 39.1% 114.2%
SG&A expenses 47,430 121.8% 49,743 110.1% 97,173 34.6% 115.6%
Operating profit 6,292 108.3% 6,392 102.1% 12,685 45% 105.1% 15,700
Non-operating income and expenses -104 — 33 50.1% -71 -0.0% -
Ordinary profit 6,187 102.0% 6,426 101.5% 12,614 45% 101.8% 15,500
Extraordinary income and losses -22 - 24 2.5% 1 0.0% 0.3%
Profit * 4,212 107.1% 3,872 90.5% 8,084 2.9% 98.5% 9,700
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Consolidated Profit/Loss for the First Six Months of the Fiscal Year Ending February 28, 2026 (FY2025) —

Segment Information

Sales recovered in retail operations. In retail-peripheral operations, Youme Card and Izumi Techno took an upturn. Both sales

and profit increased.

. In retail operations, both revenue and profit increased due to the absence of the effects of last year's ransomware attack and M&A (for non-

consolidated performance information, please refer to the pages following this one.)

. Revenue for supermarket (SM) subsidiaries also increased. Youme Mart Kumamoto (excluding the SUNNY business) and Youme Mart Kitakyushu

turned profitable. Yours turned profitable, excluding new store start-up costs (75 million yen).

. The SUNNY business conducted a system conversion and replaced Seiyu's private brand products with the KURASHI- MORE brand.

. Youme Card and Izumi Techno recorded an increase in both revenue and profit as retail operations returned to normal. Izumi Food Service reported
an increase in revenue but a decline in profit, reflecting strong sales and increased personnel expenses due to a wage increase.

Consolidated operating revenue +

Consolidated operating profit

(Million yen) FY2025 Six month FY2024 Six month FY2025 Six month FY2024 Six month
Result % of total YoY Result % of total Result % of total YoY Result % of total
Retail operations 271,830 96.7%  118.2% 230,030 96.4% 9,530 75.1% 101.7% 9,367 77.6%
Retail-peripheral operations 26,289 9.4% 116.8% 22,499 9.4% 2,907 22.9% 116.7% 2,491 20.6%
Others and adjustments -17,082 -6.1% - -13,860 -5.8% 246 1.9% - 215 1.8%
Consolidated total 281,037 100.0%  117.8% 238,670  100.0% 12,685 100.0%  105.1% 12,074  100.0%
Retail operations
Izumi Co., Ltd. (Non-consolidated) 187,879 66.9% 103.5% 181,460 76.0% 10,107 79.5% 98.1% 10,305 85.5%
Youme Mart Kumamoto Co., Ltd. 53,676 19.1% 261.1% 20,554 8.6% -38 -0.3% - 103 0.9%
(Including the SUNNY business) (39,782) (14.2%)  (517.1%) (7,693) (3.2%) (-426) (-3.4%) = (-33) (-0.3%)
Youme Mart Kitakyushu Co., Ltd. 12,419 4.4% 102.7% 12,096 5.1% 149 1.2%  32,820.1% 0 0.0%
Yours Co., Ltd. 11,888 4.2% 108.3% 10,974 4.6% -18 -0.1% - -59 -0.5%
Retail-peripheral operations
Youme Card Co., Ltd. 4,239 1.5% 104.5% 4,057 1.7% 693 5.5% 108.7% 637 5.3%
Izumi Techno Co., Ltd. 10,603 3.8% 122.9% 8,627 3.6% 1,223 9.6% 133.4% 917 7.6%
Izumi Food Service Co., Ltd. 4,150 1.5% 106.8% 3,887 1.6% 296 2.3% 78.1% 379 3.2%
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(NF(%(nz-ggg)solidated Profit/Loss for the First Six Months of the Fiscal Year Ending February 28, 2026

Gross profit ratio and SG&A expenses were controlled and kept within the planned range but gross profit did not offset an
increase in expenses due to the failure to achieve the sales plan, with the result that profit declined.

» Operating revenue Revenue increased 3.5%. The percentage of operating gross profit in operating revenue rose 0.1 points.
» Operating profit The SG&A expense ratio stood at 4.5% and the ratio of SG&A expenses to operating revenue ratio rose 0.3 points to 37.4%.
The operating profit margin fell 0.3 points to 5.4%

* Ordinary profit Interest expenses increased chiefly due to a rise in interest-bearing debt and a hike in interest rates. The ordinary profit margin
declined 0.6 points YoY to 5.3%
* Profit The profit margin stood at 3.7%, down 0.3 points YoY

Non-consolidated

(Million yen) FY2025 2Q (Mar.-Aug.) FY2024 2Q (Mar.-Aug.) Forecast
% of % of
Result operating YoY Result operating Forecast YoY
revenue revenue
Operating revenue 187,879 100.0% 103.5% 181,460 100.0% 195,300 107.6%
Net sales 159,650 85.0% 103.7% 153,908 84.8%
Gross profit 52,150 27.8% 104.3% 50,002 27.6%
Operating revenue 28,228 15.0% 102.5% 27,551 15.2%
Operating gross profit 80,379 42.8% 103.6% 77,554 42.7%
SG&A expenses 70,271 37.4% 104.5% 67,248 37.1%
Operating profit 10,107 5.4% 98.1% 10,305 5.7% 12,200 118.4%
Non-operating income and expenses -102 -0.1% - 327 0.2%
Ordinary profit 10,005 5.3% 94.1% 10,633 5.9% 12,000 112.9%
Extraordinary income and losses -103 -0.1% - AN46 -0.0%
Profit 6,978 3.7% 96.2% 7,257 4.0% 7,800 107.5%
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Non-consolidated Profit/Loss for the First Six Months of the Fiscal Year Ending February 28, 2026

(FY2025) - SG&A Expenses

Total SG&A expenses rose 4.5% YoY. The ratio of SG&A expenses to operating sales ratio rose 0.3 points to 37.4%.

* Personnel expenses The Company strived to effectively control employee work hours. However, personnel expenses rose due to wage hikes and
running costs for new stores.

« Utilities expenses

effectively manage usage and partial support by subsidies.
 Advertising expenses Advertising expenses rose due to ransomware attack in the first quarter of last year, which made promotions through circulars
and direct mail impossible, along with this year's promotions addressing inflation.
* Other Start-up costs for new store openings and existing store revitalization increased.
(An increase of approx. 0.1 billion yen from 0.9 billion yen in the previous fiscal year to 1.0 billion yen in the current fiscal year)
The Company increased investments in store repairs and maintenance to enhance safety and amenities.

Expenses increased due to renewable energy surcharges and other factors, more than offsetting the Company's efforts to

Non-consolidated

(Million yen) 1Q FY2025 (Mar.-May) 2Q FY2025 (Jun.-Aug.) Six Months of FY2025 (Mar.-Aug.)
% of % of % of
Result operating YoY Result operating YoY Result operating YoY
revenue revenue revenue

Operating revenue 90,442 100.0%  105.4% 97,436  100.0% 101.9% 187,879 100.0%  103.5%

Operating gross profit 39,229 43.4% 105.8% 41,149 42.2%  101.7% 80,379 42.8% 103.6%

SG&A expenses 34,060 37.7%  106.0% 36,211 37.2%  103.1% 70,271 37.4%  104.5%
Personnel expenses 12,684 14.0% @ 104.3% 12,832 13.2%  100.3% 25,517 13.6%  102.3%
Depreciation 3,214 3.6% 96.2% 3,275 3.4% 97.8% 6,489 3.5% 97.0%
Rent expenses 2,422 2.7% | 100.0% 2,377 2.4% 98.2% 4,799 2.6% 99.1%
Store management expenses 3,272 3.6% | 104.6% 3,576 3.7%  116.5% 6,848 3.6%  110.5%
Utilities expenses 3,012 3.3%  105.4% 4,037 41%  100.6% 7,050 3.8%  102.6%
Advertising expenses 2,393 2.6% | 133.7% 2,235 2.3%  106.2% 4,628 25%  118.8%
Other 7,060 7.8% | 109.9% 7,875 8.1%  106.7% 14,936 7.9%  108.2%
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%%nzsoozlggated Balance Sheet for the First Six Months of the Fiscal Year Ending February 28, 2026

Total assets increased 21.2 billion yen due to new store openings and the revitalization of existing stores.

» Total assets Total investments, primarily in new store openings and the revitalization, including prior investments, stood at 11.5 billion yen.
Cash and deposits increased 6.9 billion yen due to factors including a bank holiday.
Notes and accounts receivable - trade, and contract assets increased 6.8 billion yen, chiefly due to a rise in credit transaction value.

The final day of the fiscal period fell on a bank holiday, which led to an increase of 32.9 billion yen in notes and accounts payable -
trade and a decrease in interest-bearing liabilities by 17.5 billion yen.

In April, the Company bought treasury shares valued at 3.1 billion yen. The shareholders' equity ratio declined 1.4 points YoY to 48.2%.

* Liabilities

* Net assets

Consolidated -

Finalization of provisional accounting for business combinations

(Million yen) End of 2Q FY2025 End of FY2024
Result 9 of total Amount Before confirmation After confirmation Amount
Total assets 597,259 100.0% +21,295 569,611 575,963 +6,351
Cash and deposits 22,689 3.8% +6,971 15,717 15,717
lglc?rt]ctar:;daiggtt)sunts receivable-trade, and 66,068 11.1% +6,809 59,259 59,259
Property, plant and equipment 358,286 60.0% +5,808 344,469 352,478 + 8,008
Goodwill 35,202 5.9% -1,216 55,722 36,419 -19,303
Other 115,012 19.3% +2,923 94,441 112,088 +17,646
Liabilities 295,356 49.5% +18,996 270,392 276,359 +5,966
Notes and accounts payable-trade 61,933 10.4% +32,909 29,024 29,024
Interest-bearing liabilities 122,869 20.6% -17,540 139,456 140,410 + 953
Other 110,553 18.5% +3,628 101,911 106,925 +5,013
Net assets 301,902 50.5% +2,298 299,218 299,603 +384
Equity 288,105 48.2% +2,198 285,522 285,907 +384
Non-controlling interests 13,796 2.3% +100 13,696 13,696

Copyright (c) IZUMI CO., LTD. All rights reserved.
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Consolidated Cash Flows for the First Six Months of the Fiscal Year Ending February 28, 2026 (FY2025)

The final day of the fiscal period fell on a bank holiday, which led to an increase in notes and accounts payable - trade.
In April, the Company bought treasury shares valued at 3.1 billion yen.

* Cash flows from operating activities Cash flows provided from operating activities amounting to 44.7 billion yen, driven in part by profit before income
taxes.

* Cash flow from investing activities ~ Cash used in investing activities stood at 9.9 billion yen, primarily reflecting investments in new store openings,
revitalizing existing stores, and digital transformation (cash outflows totaling 10.70 billion yen).

 Cash flows from financing activities Cash used in financing activities came to 27.7 billion yen, chiefly due to the purchase of treasury shares
amounting to 3.1 billion yen, dividends paid of 3.2 billion yen, and repayments of borrowings of 11.8 billion yen.

(Million yen) 20Q FY2025 2Q FY2024 +
Cash flows from operating activities 44,755 45,912
Profit before income taxes 12,615 13,115
Non-cash loss/gain (depreciation, etc.) 10,814 9,308
Increase/decrease in claims obligations related to operating activities 25,444 29,867
Income taxes and interest income -5,033 -5,114
Other 913 -1,264
Cash flows from investing activities -9,915 -86,762
Capital investment related -10,764 -9,707 * Previous fiscal year: SUNNY
15 77,055 4 DU et 0 oo
Cash flows from financing activities -27,868 45,172  financing for the entire amount)
Interest-bearing liabilities related -21,443 48,425 + Current fiscal year: Purchase of
Other -6,424 -3,252 4 gm%snu%?‘hares valued at 3.1
Increase/decrease in cash and cash equivalents 6,971 4,322
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Appendix: Business Forecast for the Fiscal Year Ending February 28, 2026 (FY2025)

Revised downward the business forecast for the fiscal year ending February 2026

. The main reason was that the non-consolidated top line fell short in the first half of the fiscal year.

. From the second half of the fiscal year, we will start selling our private brand Youme-Ichi and strengthen our response to the
demand for low prices.

. We will strengthen measures to recover the top line while further tightening the control of selling, general and administrative

expenses.
Consolidated Non-consolidated
(Million yen) FY2025 FY2025
Revised plan Initial plan Revised plan Initial plan
(on October 14) (on April 14) (on October 14) (on April 14)
Plan YoY * Plan YoY = Plan YoY Plan YoY
Operating revenue’ 570,300 108.8% 590,100 112.6% 380,900 102.2% 394,900 105.9%
Operating profit 26,400 102.6% 30,700 119.3% 20,200 95.0% 23,500 110.5%
Ordinary profit 26,100 100.3% 30,400 116.9% 19,800 92.4% 23,100 107.8%
Profit™ 15,200 123.5% 18,300 148.7% 12,300 127.7% 14,500 150.5%
EBITDA" 48,200 105.2% 52,400 114.4% - - — —
Total operating revenue 852,100 107.1% 874,800 110.0% 776,400 110.9% 798,400 114.0%
Earnings per share 215.20 yen
Dividend per share 90.00 yen
Extraordlnary -1.6 billion yen * Non-consolidated -1.4 billion yen
income and losses
Capital investment 17.0 billion yen  *Non-consolidated 11.0 billion yen

(construction basis)
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Appendix: Business Forecast for the Fiscal Year Ending February 28, 2026 (FY2025)

Assumptions for lzumi on a non-consolidated basis

Fiscal year ending February 28, 2026 (FY2025)

New stores

Main increases in floor
area and revitalization

Unique factors

En Fleur Petit minamoa Hiroshima (March 2025, Minami Ward, Hiroshima)
Youme Mall Sanyo (June 2025, Akaiwa, Okayama)

RECRE (July 2025, Kure, Hiroshima) We have inherited RECRE, which stands on city-
owned land south of JR Kure Station.

General merchandise stores: 5 * No increases in floor area

Start-up costs declined 600 million yen YoY
(initial plan: 1.5 billion yen — revised plan: 1.3 billion yen, results in the previous fiscal
year: 1.9 billion yen)

Year-on-Year Change in Net Sales
at Existing Stores

Full year H1 H2

Net sales

324.3 billion yen 159.6 billion yen 164.6 billion yen

FY2025
September

Results
Lifestyle 94.3%
Foods 100.5%
Directly managed store total 98.8%
Tenants 97.8%
lzumi Total 98.4%

Year-on-Year Change
in Net Sales at
Existing Stores

Directly
managed
stores total

Gross profit margin
(Ratio to sales)

Personnel expenses

Depreciation

Labor productivity
* Gross profit per employee

Initial plan: 105.5%
Revised plan: 102.5%

Initial plan: 106.7%
Result: 103.1%

Initial plan: 104.4%
Revised plan: 101.9%

Initial plan: 105.7%
Revised plan: 101.7%

Initial plan: 107.5%
Result: 103.3%

Initial plan: 104.0%
Revised plan: 100.2%

Initial plan: 32.8%
Revised plan: 32.6%
Previous FY: 32.7%

51.7 billion yen (Previous FY: 50,671 million yen, up 2.0% YoY)
Initial plan: 52.5 billion yen

12.8 billion yen (Previous FY: 13,587 million yen, down 5.8% YoY)
Initial plan: 13.3 billion yen

Initial plan: 32.7
Result: 32.7%
Previous FY: 32.5%

Initial plan: 32.9%
Result: 32.5%
Previous FY: 33.0%

8.74 million yen (Previous FY: 8.63 million yen, up 1.3% YoY)

Initial plan: 9.25 million yen
* Based on Izumi non-consolidated accounting and directly-operated / existing stores as of the end of
FY2024

* Breakdown of total directly operated stores

Number of customers 97.5%
Average sales per customers 101.4%
Average spent per item 101.2%
Number of purchases 100.2%

Impact of day-of-week differences
Number of holidays: -1
(about a 2% decline)

* The year-on-year change in net sales from
existing stores is shown as figures on a gross
operating revenue basis before the application of
the Accounting Standards for Revenue
Recognition.
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Business Strategies for the
Second Half of the Fiscal Year
Ending February 28, 2026

Copyright (c) IZUMI CO., LTD. All rights reserved
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First Half Summary and Second Half Directions

Year-on-year sales of existing stores for the first half of the fiscal year -

* data is from the Japan Chain Stores

Copyright (c) IZUMI CO., LTD. All rights reserved.

1H 10 20 2H

T e Initial plan 106.7% 108.6% 104.8% Initial plan  104.4%

Result 103.1% 104.6% 101.7%  Revised plan 101.9%

Initial plan 107.9% 111.4% 104.8% nitial plan 103.8%

Foods Result 104.9% 107.8% 102.3%  Revised plan 101.7%
(104.6%) (105.8%) (103.5%)

_ Initial plan 106.8% 109.8% 103.9% nitial plan 104.7%

Lifestyle Result 99.6% 101.8% 97 .5% Revised plan 96.5%
(100.5%) (101.8%) (99.1%)

Tenant Initial plan 105.5% 105.9% 105.1% Initial plan  104.9%

= Result 102.99% 103.09% 102.8%  Revised plan 104.1%
GMS total 102.9% 104.3% 101.6%
SM total ,, 104.6% 107.3% 102.3%
SM of Non-consolidated 104.7% 107.0% 102.6%
SM of 4 Group companies total 104.6% 107.5% 102.1%
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First Half Summary and Second Half Directions

Initiatives in the First Half

Foods * Increased the number of items available at discount prices under the All-Out Low Prices campaign from 60 to 100

» For zehi, the Company refined 27 existing items and released six new items, selling 90 items in total. (YoY: 115.0%)
» Strengthened sales of value-added products such as those with the Kore-uma.

Lifestyle . Strengthened sales of low-priced range products and Nichiryu products.

» Expansion of character merchandise and popular products in the kids' corner.
* Reviewed the age groups of customers as targets of SHUCA and release of a lineup of sundry goods.

First-half summary

Regarding food, although sales at existing stores exceeded the previous year's level, the plan fell short due to insufficient measures
against inflation and the polarization of consumer spending.

Results in the lifestyle segment were weak, below the previous fiscal year's level, mainly due to insufficient response to inflation
and polarized consumption trends.

Main reasons for the full-year earnings forecast revision downward based on first half results and the
response policy for the second half

With the prolonged inflationary environment, expenditures exceeding those of the previous year have occurred in a wide range of cost
items, including raw material costs, electricity charges, labor costs, and logistics expenses.

In addition, although measures to address inflation and the polarization of consumer spending were strengthened, the increased tendency
to save due to heightened awareness of protecting daily life became conspicuous, resulting in sluggish growth in both the number of
customers and the average spending per customer, causing the top-line to fall significantly short of the plan.

Going forward, we will implement further thorough cost management, and regarding food products, we will expand Izumi Group's first unified
private brand products. In terms of lifestyle, we will strengthen product strategies that meet consumer needs, such as reinforcing the low-price
segment of Nichiryu, which was a successful case in the first half, and creating dedicated sections for popular recovery wear.

In addition, by thoroughly expanding successful store examples across locations, we aim to lift the overall performance of all group stores and
focus on achieving the targets set for the second half of the fiscal year.

In the second half of the fiscal year, we will work on establishing a format and conducting experiments for the new SM business, developing
evolution plans for each store to enhance the value of the GMS business, implementing new PC and logistics strategies, executing DX/AI
strategies to improve store operation efficiency, and reforming the cost structure across the entire group. We aim to build medium- to long-term
strategies in the next medium-term management plan and further enhance corporate value.

17
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Product Strategy | Food Product Strategy (2)

The lzumi Group positions Youme-Ichi, its PB*, as an important engine that will play a part in
the growth strategy toward building a structure with 300 SM stores, with the result that the
competitiveness of the overall Group improves.

Purposes of development of the PB

* Develop Izumi's uniqgue community-based brand reflecting local

* PB: private brand

characteristics and changing needs Establish a new PB Business Planning
* Differentiate the products thoroughly from other companies' in taste, Department to increase the speed of product
price, specifications, etc. development and improve the quality

* Encourage visits from new and former customers

Concept Only the best for you. Our top pick.

V¥ Three product lineups

Ubdh Youme-Ichi Ubdh Youme-Ichi UD@ Youme-Ichi
sd ) Price T F Reqgular T F Premium

youme youme youme
Affordability that is ideal for daily Most recommended products with Premium quality ensured by buyers’
consumption satisfactory quality and prices uncompromising criteria
A lineup of products focused on low prices to A standard lineup focused on the balance A high-end lineup of products focused on outstanding
help customers save money for food for daily between quality (ingredients, production process, quality (ingredients, production process, and taste) and
consumption and taste) and prices developed in pursuit of high added value and quality

Drive the development of community-based products, which can be developed only by highly
experienced buyers with knowledge of local products and food cultures

19

Copyright (c) IZUMI CO., LTD. All rights reserved.









Product Strategy | Lifestyle Product Strategy

® Enhance initiatives with Nichiryu by offering popular products as regular items
and engaging in full-scale product development

® Review SHUCA, an in-house brand, and introduce new MD, aiming to increase the number
of customers

Joint initiatives with Nichiryu Initiatives taken to increase the number

of customers

V¥ Successful examples . ¥ Introduction of new MD and offering of brands that are
Established joint initiatives with Nichiryu by offering products, such as popular in e-commerce

Cotton USA T-Shirts that were popular this summer, as regular items L ) ,
Advanced initiatives on new MD, such as the creation of sections for recovery
clothing, which is popular among customers with high health awareness and
Cotton USA T-shirts result (Mar-Aug) those with a high sensitivity to trends, and the provision of underwear that is
popular in e-commerce

50,000 items sold Recovery clothing result (Mar-Aug)

57 miltion yen (101% vs. plan) 210 mittion yen (424% vs. plan)

V¥ Development of Youme Craft
Rebuilt sales areas for kids, including Youme Craft where games and toys

V¥ Further sales expansion of low-priced products and are sold, as well as a free play area.
functional products Result of Youme Kids at stores where Youme
Net sales of Nichiryu products in FY2025 will be expected to be roughly Craft has been introduced (Mar-Aug)
three times greater than the FY2024 result.
350 million yen

(115% of the previous year’s level)

V¥ Review of SHUCA

Reviewed the age groups of customers as targets of SHUCA and changed
the targets to customers in their 50s and 60s, for whom the product lineup in

- women's clothes sales areas was small.
V¥ Full-scale product development and development of buyers Fhe Company will also be proactive in selling

The Company started joint product development with Nichiryu in collaboration products featuring popular characters.
earnest. The Company sees this as an opportunity to develop buyers at SHUCA result (Mar.-Aug.)
the same time as enhancing product appeal, and will also leverage the 2 10 - 0
know-how in in-house product development. million yen (YoY 102.0%)
Number of customers: 106.0% 22
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SUNNY’s Business (1)

® Finalization of the amount of goodwill of the SUNNY business, for which provisional
accounting treatment was made (almost in line with the initial forecast)

® |[zumi began independent operations of the SUNNY business. Going forward, the Company
will aim to achieve high earning power.

Finalization of the amount of goodwill Final amounts and annual amortization of goodwill and trademark rights
after PPA confirmation

Goodwill (before revision) Goodwill Year of amortization Annual amortization
56.3 hillion yen 36.4 billion yen 20 years 1.82 billion yen
Trademark right Year of amortization Annual amortization
18.9 billion yen 30 years 0.64 billion yen

. » Operating profit after goodwill and trademark amortization is expected to be in the black in FY2026.
Ou“ 00 K Of th e SUNNY b USINEeSS * lzumi's independent operation has officially started. After understanding and analyzing Sunny's
strengths and challenges, the company plans to announce the future plans for the Sunny business
again when the new medium-term management plan is disclosed next April.

FY2025 H1 FY2025 H1 FY2025 FY2025 Future ,2
Plan Result Initial plan Revised plan (announced in April 2025)

Operating revenue 41.6 billion yen 39.7 billion yen 84.1 billionyen  81.1 billion yen 90.0 billion yen

Operating profit . . . . .
(before amortization of goodwill 1.18 billion yen 0.8 billion yen 2.75 billionyen  2.36 billion yen 5.5 billion yen

and trademark rights)
Operating profit

(after amortization of goodwill -120 millionyen  -420 million yen 250 million yen -90 million yen 3 billion yen
and trademark rights)

EBITDA: 2.17 billion yen 1.51 billion yen 4.74 billionyen  3.98 billion yen 6.5 billion yen
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Direction of the Third Medium-term Management Plan

V¥ Examples of matters being considered

Subcommittee Matters being considered

SM strategy

New SM format

GMS strategy

Revitalization/S&B tailored to local needs

Product strategy

Pricing and lineup reforms tailored to customer needs

Operational strategy

Promotion of DX for streamlining store operations

Review of strategic areas and formulation of store-opening strategy based on the

Area strategy review
M&As Alliance strategy including M&A
Logistics PC and logistics strategies for optimal management of chain store operations

Group strategy

Strategy for retail-peripheral operations aimed for overall optimization of the Group

Cost cutting

Fundamental review of the overall Group's cost structure

Investment plan and
financial strategy

Formulation of investment plan and financial strategy reflecting government policy

30
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Appendix: Group Store Network Dominance Strategy

267 stores mainly in the Chugoku, Shikoku and Kyushu regions

(As of August 31, 2025)

Number of stores region

Main companies, etc. | Headquarters | Main business types
Kyushu Chugoku  Shikoku Other Total
|zumi Hiroshima City | SC (Youme Town and LECT) "1 20 35 4 2 61
NSC (Youme Mall) 3 4 - - 7
SM (Youme Mart) 14 19 - - 33
Other 2 4 - 1 7
Subtotal 39 62 4 3 108
Yours Hiroshima Ctiy | SM (Yours, etc.) - 26 - - 26
I?Jl:nn;?nz/![?)rt Kumamoto City | SM (Youme Mart)ﬁ<2 23 - - - 23
SM, etc. (SUNNY business) 70 - - - 70
Iﬁl;?yeuxilrt Kitakyushu City | SM (Youme Mart) 23 V4 - - 30
Other - SM 4 - 6 - 10
Total 159 95| 10| 3| 267
* Youme Mart (store brand) as a subset of the above 63 31 - - 94
*1 Including 1 LECT store in the Chugoku region
*2 Including stores opened within Youme Mall Koshi by Youme Mart Kumamoto Co., Ltd. 33
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