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Message from the President
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At T&G we are quick to sense our customers' needs and give the service required.
Our mission is to constantly create new markets.

Yoshitaka Nojiri
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Our aim is to become a comprehensive lifestyle company,
and we chose the wedding market as our entry point

From an early age | was interested in starting my own company, influenced by my self-employed parents. |
wanted to start something new, to create a company of a kind that had never before existed. After graduation
from university | gave myself three years to experience different industries and management styles in a range
of companies, searching for the right place to make my start. | wanted to find a way to put my own abilities to
best use, in a business arena dealing with modern needs. Then | discovered the wedding industry.

Getting married marks the start of a completely new life for most people. It occurred to me that by traveling
with customers on their journey to marriage and beyond, it should be possible to meet their changing needs
in real time, based on the close contact and trust achieved during the marriage preparation period. This
would give rise to a host of business opportunities.

The wedding industry in 1990 was very old and established in Japan. But little had changed over the years
and service providers were increasingly out of touch with the needs of their potential customers. As | looked
more closely into the industry | became convinced that here was a market with the potential for a company
to grow rapidly, to keep growing, and ultimately to diversify.

We founded T&G in October 1998, building our presence in the wedding market and setting out on the path
to growth as a comprehensive lifestyle company.
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Consumer purchases during marriage preparation period

oooooooooooooboooooobooooooboo

3 goooooooooboboooooobooobooooooo
goooooooobooooooooboo0oOooooooooooooooo

pooboooooooooooo
go0000ooOoooooooOo0oooOo2000000000000O0OOOO0O0O0OO0GCOOOOOOOO
g7Ooo000o0000000000DOOO0O0O0OOOO00DODOOOO0O0O0O01I0D00D20000000O
goooooobobooooooooOoOooobboboOoOooooobOooboonooo

ooooo
Wedding reception
0ooo0o0ooooooooooooo
0000000o0do0o00ooo0o0o00o0o0o0o0ooo0o00oo0ooo@uooooooooo
gooO0ooooo0oOosoeboioOobOoO0OO000ooO0O000ooOoboOo0ooOooooooooo

goobobooooOooOooOoOoboOoOoooboOoOobOoOoobooOoooOo0obbOooboOoOoOOobOoOoobooo
gooooooo0Ooo0booboooooOOoOoOoOoooooooboooooOooOOoOoOOoOOObOOODbOOn
oooooooooooooooooooooon goooooobooooooboboboooooboobobooooobooboobo

voooooboooooooooooboooonobooooDnooooonoo 00000000000000000000000000000000O00000000000
[minininininfininininfninininininingnk nlningn}

g000CcO0O0O0000O00O0O00OO0OO0O0OOC0OOOO
goooooooooooOoOooOoooooooooobooOoOooooooo

The three to six months leading up to and following a wedding is generally a time of intense purchasing activity for Japanese couples.
This concentrated period of consumption typically includes not only the wedding reception itself, but also a wide range of related items
such as gifts, a honeymoon, and a new home.

Six months. Major spending. We believe this is the key to the wedding market in Japan. The Japanese wedding market: An intense period of high consumption

Given the ongoing decline in birth rates, why did T&G launch its first operations in the wedding market?
There were a number of attractive elements, despite the likely long-term decline in actual marriages.

(1) Opportunities in the wedding market: Market scale

In Japan, the wedding reception market alone is ¥2 trillion. If we include all consumption from the wedding
preparation period to the post-wedding lifestyle, then the market increases dramatically to somewhere
between ¥7 to ¥10 trillion. Even if the overall market were to shrink 20% within ten years, it was clear there
was still ample opportunity for a business to succeed.

(2) Opportunities in the wedding market: High consumption in a short time span

Another attractive feature we identified in the market was the amount of consumer activity that occurs during
the wedding preparation period. The wedding preparation period in Japan is usually only three to six months,
during which couples spend heavily on wedding-related purchases of products and services.

When we began investigating this Japanese wedding market, with its highly appealing combination of large
scale and high consumption, there were hardly any companies specializing in the wedding preparation peri-
od, and there was no dominant player. The majority of small- and medium-sized operations were on cruise
control, in a market that clearly had not reached maturity. Adding to this situation, the industry as a whole
was failing to identify and address customers' needs, causing an increase in the number of couples choos-
ing to forego public wedding ceremonies altogether.

These were the reasons that we chose the wedding market to launch T&G in Japan.
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Like any good market strategy in any industry, T&G needed to enter a cycle of
creation [ expansion O diversification in order to generate consistent growth.
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The wedding ceremony is the focus for wedding-related consumption, and a base
from which to enter related businesses.

In the Japanese wedding market, the majority of couples make their wedding-related purchases of high
priced items—such as jewelry, honeymoon travel, and items for their post-wedding lifestyle—during the time
required to prepare for the wedding ceremony. Moreover, wedding ceremonies and subsequent wedding
events give rise to a host of other consumer needs, including photographs, videos, and gifts. The relation-
ships we develop with our customers during the wedding preparation period put us closely in touch with their
needs during the whole wedding-related period, not only the wedding ceremony itself. This is the link with
which to expand our business.

We began, then, by bringing excellent service to the wedding ceremony industry, becoming close to our cus-
tomers and creating a foundation for future growth. That foundation is the house wedding business that we
operate today.

When we began T&G, house weddings were largely unheard of. In the space of only five years we have
successfully created a new market*, by rapidly developing our venue network and making effective use of
publicity. The pace of our growth has been exceptional, whether compared within our industry or outside it.

Since establishment we have focused all our management resources on our house wedding operations. We
have made a priority of accumulating knowledge, maintaining a strong financial structure and nurturing our
human resources, creating a foundation from which to expand.

Now, in 2005, we have begun the next stage. We are further expanding our core wedding ceremony opera-
tions, at the same time as creating a springboard for diversification into wedding-related markets. We
believe the time has come to put T&G's experience and talents to work in new markets. It is the beginning of
anew era.
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Yoshitaka Nojiri
President & C.E.O.
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*The term 'house wedding' was registered as a new style of wedding in the 2003 edition of New Economic Business Terms.
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Creating new markets for new opportunities.

From the wedding ceremony to marriage, from marriage to lifestyle. By creating, expanding and diversifying the market, we are

increasing our business scope and range of services.
This is our strategic approach for growth, as T&G evolves to become a comprehensive lifestyle company.
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Creating T&G's House Wedding business

We created and are currently expanding the house wedding
market, a new style of wedding ceremony. We have moved
quickly to develop our highly profitable venue network,
achieving number one position in the market. And having
captured an influential market share we are sustaining our
brand value by expanding our venue network only within
pre-defined limits.
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Expanding our wedding ceremony operations
Building on the expertise gained through development of
our house wedding business, we aim to secure 5% of the
overall market for Japanese couples marrying either in
Japan or traveling overseas to get married. Our strategy is
to expand into the overseas wedding market and seek wed-
ding management contracts from the operators of hotels
and other specialized wedding venues.
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Wedding-related business

In the third stage of our business strategy we plan to enter
wedding-related markets, targeting areas with strong
demand and high profit potential. As a first step, we are cre-
ating an internet portal site to provide wedding preparation-
related services for the wider domestic market beyond our
own customer base.
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Lifestyle-related business

The consumer journey that begins when preparing for mar-
ried life contains a wealth of ongoing business opportuni-
ties, not only from items such as anniversary events, gifts,
original photographs and DVDs, but also from meeting peo-
ple's continuing lifestyle needs. Our longer-term aim is to
develop a presence in lifestyle-related businesses, making
use of the deep customer knowledge and experience
gained from our wedding operations.
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T&G began by creating a new ‘house wedding' market based on clear identification of customers' needs.

Key to our success has been our differentiated services, our fast and highly
profitable business development strategy, and our strong human resources.

House Weddings

Highly profitable business development
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Differentiation and Branding
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Leading the way in market differentiation
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Why have T&G house weddings gained such continued customer support and recognition in such a
short time frame? Because, in an increasingly competitive market, we have built a powerfully differ-
entiated business model comprising our ‘hard' infrastructure (such as luxurious facilities), our 'soft'
infrastructure (the original T&G wedding experience), and our brand. Other companies may copy
elements of our approach, but our overall concept is difficult to imitate.

CONCEPT

TGO ODOODOO000000000000O0000D0O0
gopolo000000000O0O0O0O00000O00OOOO
2005030000000005,132000000000
goo0ooooooooOoooO0ObDOo0bOoboooooo
0ooobO0o0o00Oo0000ooOO0O00O00O0000O0
0000000000000O000bOO0O000DBO
omooooo
000Oooo0o0o00000000000000mO00
goooo0o0oO000O0O00mOoO0o@oooooon
pooooooOooboooooOooOmTeGOOOO MM
00ob0000000000000000000000
goO0opoTaGoOOOOOOODOODOOOOOOODO
gooooooooooooooooooa

e 0IDOOOODODO
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T&G research based on financial reports of each company

Since its establishment, T&G has handled over 10,000
weddings, including a considerable number of highly
publicized celebrity weddings. In the year ended March
31, 2005, we hosted 5,132 weddings, more than any
other independent domestic wedding services
provider, including hotels. Our rapid development and
ability to create and take leadership of the industry has
primarily been due to a business methodology that
allows us to provide the wedding that couples really
want. This has been made a reality though our stun-
ning facilitiesCour tangible, "hard" infrastructure. At the
same time, our "soft" infrastructure delivers couples
with a memorable wedding and reception experience
that all the guests can enjoy.

It is the combination of these factors that has given
strength to the T&G brand: difficult for others to copy,
dominant even as the competition intensifies, and
backed by our comprehensive capabilities.
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Chapel Waiting rooms
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Mansion-style ceremony halls in the vicinity of a large-
scale chapel. Banquet must be held elsewhere.
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The House Weddings style: a world apart
from traditional weddings

Since our establishment in 1998, we have

gained tremendous support from the marrying
generation, such that 'house weddings' were for-
mally recognized as a market in their own right in
2003. T&G has consistently been able to provide
highly differentiated services, even as increasing
numbers of competitors seek to provide similar
products.
Beginning in 1960, Japanese weddings were typ-
ically held in hotels or other banquet halls that
handled dozens of weddings a day. They were
sold as packages, and formality was emphasized
over originality. T&G's creation of the house wed-
ding concept was driven by the recognition that
couples were frustrated with the types of wed-
dings available to them. They wanted to express
their individuality, and they wanted their guests to
be part of a celebration rather than a ritual. With
this in mind, our goal was to produce weddings
that could have come straight out of a glamorous
European or North American movie.
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Chapel (wedding room), Banquet (reception
hall), Lobby, waiting room etc., complete
preparation for wedding cermony services
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Contains several wedding halls.

Because the chapel is shared,
private parties cannot be held
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Our house wedding concept offers couples a completely exclusive experience, something that differentiates T&G from
hotels, specialized venues and even other house wedding providers. We produce weddings in settings modeled on
European mansions, with a chapel, party room, preparation room and all of the required facilities for a wedding. For
each and every wedding, our customers have complete and exclusive access to all the mansion's facilities and grounds
they require. To enhance the feeling of exclusivity, T&G limits the number of weddings it handles in each wedding hall

to two weddings per day.
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Glamorous interior and design

T&G house weddings are held on premises
ranging from 3,300 to 10,000m?, with large green
gardens and a pool that can be decorated in a
variety of styles. In this setting, guests are wel-
comed into a modern white mansion. Within the
mansion there is a chapel that seats from 80-120
people, a lobby and a greeting room in addition to

all of the required facilities for a complete wed-
ding service. Further, the mansions are equipped
with sophisticated electronic and technical fea-
tures that can be used to enhance the wedding
experience for couples and their guests alike.

T&G's domestic venue network utilizes a
design model that enables rapid develop of new
venues at the same time as allowing each venue
to be adapted to suit its location.

SOFT

Soft infrastructure
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Authentic French cuisine and a diverse range
of products

Traditionally, the emphasis for food services at
Japanese wedding ceremonies was on being
able to feed a large number of people in a short
time, as opposed to creating a special dining
experience based on delicious foods.

T&G has parted with this format, serving only
French cuisine by French-trained chefs stationed
at each of our venues. Our cuisine is created with
great care, using only the freshest and best quali-
ty ingredients.

Further, while many hotels or specialized ven-
ues provide related services such as dress outfit-
ting and flowers only through single vendors, our
fundamental approach is to offer our customers
the widest possible choice, without forming exclu-
sive vendor contracts.

Original products

At T&G, we continue to create unique, ground-
breaking products and events for weddings,
based on a system that allows all of our employ-
ees to contribute to the planning of new products
without the need to set up a product development
department. For example, sales of our cus-
tomized celebrity messages and videos have
been very strong. Additionally, we have devel-
oped a wide variety of innovative products from
our collaborative efforts with popular producers
such as Masatoshi Ochi and Yasushi Akimoto.

Quality of service and planning (event co-
ordination)

House weddings offered by T&G are not based
on package deals like those of traditional hotels
and specialized venues. Instead we assign one
wedding planner to each marrying couple, in
order to create a completely customized ceremo-
ny for each wedding. As T&G grows, we will con-
tinue to find new ways to create 100 different par-
ties for 100 different couples.
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Since being established, our focus has been to create a unique T&G brand that can't be imitated.
With a strongly branded, differentiated product we have developed a dominant market position.
Today, supported by a strong perception in the market that house weddings = T&G,

the T&G brand is a significant part of our competitive strength.
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[ Set up directly-managed venues in popular areas of Tokyo
(Daikanyama, Shoto, Meguro)
0 TV Drama Editor, 'Wedding Planner’, 'The Myth of Madam'
0 Provided celebrity video messages through collaboration
with Yasushi Akimoto
[ Opened our training institution for wedding planners
0 Produced charismatic planners such as Akemi Ariga
O Listed on NASDAQ Japan (Currently on Hercules)
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Olncreased the level of awareness in Japan
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[ Nationwide development focusing on regional towns and cities

[ Used a variety of media, including TV commercials

OBegan to develop original products and collaborated with
Masato Ochi in the planning of several variety shows.

[Listed on the second section of the Tokyo Stock Exchange
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Launch of Zexy Magazine
199510000000000

Development of regional editions of Zexy

20020000013000000
Zexy expanded to 13 regions
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The term house wedding was registered in the Book of New
Economic terms.
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House weddings rose to 4.7% of the overall wedding market.
200410 0000000
Launch of Shanghai Zexy
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House weddings took 8.3% of overall market,
and 10%*+ in the Tokyo Metropolitan Region.
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Rapid expansion of highly profitable venues
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The reason we have been able to establish Japan's house wedding market
in such a short time is our highly profitable venue management model coupled

with a system to rapidly expand the venue network.

CONCEPT
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T&G first began its house wedding service through an
affiliation with a house-style restaurant operating in
Tokyo. We opened our first directly managed venue in
2001, and having launched from within Tokyo we are
continuing to expand throughout Japan, targeting mar-
kets with a minimum population of 300,000 and more
than 2000 weddings annually.
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Changes in the number of halls 41
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[J House wedding halls
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[ Affiliate restaurant venues

As of As of As of As of As of
March 31, March 31, March 31, March 31, March 31,
2001 2002 2003 2004 2005
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Highly profitable venue model

T&G has a highly profitable management
model that supports growth through offering high-
ly appealing products, based on a keen under-
standing of the importance of profit as a capital
resource. Our management model has been cre-
ated to allow a fast and flexible response to
potential changes in market demand, with a
three-year return on venue investment on a cash
basis enabling scrap-and-build programs to be
implemented as required.

Our key criteria for the development of house
wedding venues include an after tax ROI of over
30%. This is made possible by keeping construc-
tion costs down and by leveraging our proprietary
management methods.

We are able to build new venues at significant-
ly lower prices than other companies, through
using methods such as sourcing materials direct-
ly from China, Malaysia and other parts of Asia,
and using a range of construction contractors as
appropriate rather than approaching large con-
struction companies.

Moreover, we assign a manager, wedding
planner and chef to each venue to achieve the
most cost effective operations with the optimum
number of staff.

Rapid expansion

In the past three years, T&G has grown
domestically at the pace of 14 to 21 house wed-
ding halls annually.* A number of factors has
made this possible, including the ability of our
specialist teams to identify potential locations, our
marketing and negotiating skills, and the excel-
lent design and construction outputs arising from
the positive relationships we have with our trans-
action partners.

Despite our success, we have faced certain
financial issues. The speed of our expansion
means that, even though we have successfully
reduced the investment required for each venue,
some ¥4 to ¥6 billion of investment capital is
required annually. T&G has been sourcing most
of its financing for network development through
loans from financial institutions and money raised
on the stock market. As a result of our rapid
expansion of venues, T&G has experienced an
inflated balance sheet, a declining shareholder
equity ratio and negative free cash flow since list-
ing on the TSE. To overcome these problems
with our financial fundamentals, we have devel-
oped a unique SPC method that will reduce the
funding burden of our network development.
From January 2005, all new venues will be estab-
lished using this method, thus remaining off the
balance sheet.

0 GOMOOOO0000000000000000000000
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* T&G operates two kinds of directly managed venues: those
with facilities for one wedding “1-hall type" and those with sep-
arate facilities for two simultaneous weddings "2-hall type".
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Capital (Building+land lease)
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1 Hall type 2 Hall type

312

626

EoEsEuction 270 560
ElealjseD guarantee 42 66
EaESD 590 100.0% 1,085 100.0%
(DBrEssD prDofE 348 59.0% 640 59.0%
EG%AD 200 33.9% 348 32.1%
glaDﬁ - 56 9.5% 97 8.9%
EdeeEising 32 5.4% 52 4.8%
Land rent 42 7.1% 66 6.1%
EelgreucigtiEn 16 2.9% 34 3.1%
gthljerD 52 8.0% 99 9.1%
ngeraDlian income 147 25.1% 292 26.7%
EetDiECDDme 85 13.0% 169 15.6%
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*Example of a T&G-owned venue using fixed-term leased commercial land
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OD0DOInvestment: T&G engages leading designers while at the same time using a variety of
measures to strictly control construction costs. Materials may be imported from China, for
example, and rather than paying for the many middlemen typically associated with general
construction companies we place orders with a range of individual contractors. As a result,
our construction costs are significantly lower than those of other companies.
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OO00ORevenue targets:T&G's venues are generally only available for bookings on week-
* ends and public holidays. Capacity utilization and revenue targets are set for each venue
model after taking into account O-bon and New Year seasonal holidays and management
efficiency. Examples of revenue targets are as follows.
Single-hall venue—Maximum potential operating days (120 days x 2 weddings per day) x
57-60% (utilization rate) x ¥4.35 million = approximately ¥600 million
Twin-hall venue—Maximum potential operating days (120 days x 2 weddings per day) x 2
halls x 52-55% (utilization rate) x ¥4.35 million = approximately ¥1,000 million
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000OGross profit ratio:One characteristic common to most operators in the wedding indus-

try in Japan is that they produce high profitability. The gross profit ratio at T&G's directly
managed venues is 57-60%. T&G currently outsources nearly all wedding-related prod-
ucts other than food and beverages, and after completing our directly managed network
will be seeking to increase the gross profit ratio.
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OOOSGEA expenses:T&G is committed to maintaining high standards of quality and man-

agement efficiency at each venue, and therefore has a balanced SG&A expenses struc-
ture. Each venue is managed with the aim of keeping staff costs under 10% of net sales,
advertising costs within 5%, and rental costs within 7-10%. Further, each venue operates
under an individual accounting system, allowing accurate analysis of goals and progress.
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Until recently, T&G used a commercial fixed-term land leasing model under which T&G built its own facilities on rented sites. Now, in order to ease the investment burden of our rapid
network expansion, we have developed a unique real estate securitization scheme. Under this scheme an SPC (Special Purposes Company) builds each venue and leases it to

T&G, significantly reducing the amount of capital investment required.

SPEED
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Our staff are proud to have created a new market with distinct products that have gained wide cus-
tomer support. Further, our highly profit-conscious employees work in an enjoyable,

creative environment that forms T&G's unique culture. Our strength, which continues to fuel our
growth, has been the amalgamation of the skills of each and every one of our employees.

CONCEPT
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T&G had 535 employees as of March 31, 2005.Taking
into account our planned venue development, we
expect an increase of more than 200 new employees
this year.Since our establishment we have maintained a
fast-faced management approach and a motivating cor-
porate culture, even as our organization and employee
numbers have grown. The key to our future growth lies
in maximizing the power of our employees, giving full
expression to their talent.
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Entertainment Group

Success as an employee of T&G requires cre-
ativity, planning skills, and the ability to get things
done. In order to continue reinventing the market,
we strive to be consistently aware of and meet
our customers' changing needs. Most T&G
employees have been involved in managing and
planning events since their school days. They are
highly aware of their role as performers, and their
pride in what they do stimulates a constant flow
of new ideas and services.

Hiring and training to support our growth

After three-and-a-half years of expanding our
directly managed house wedding network, we
now operate 41 venues. The key to successfully
managing this rapid development has been
establishing a sound development model, as part
of a management system that secures and trains
talent in line with our needs.

An enjoyable and creative working environment

All of T&G's employees have a very strong
awareness of profit. As part of their training, our
wedding planners study profit margins and our
chefs oversee the pricing of food for wedding
banquets. Further, we operate our venues as
individual profit centers where operating income
is calculated for each location.

At T&G, incentives are awarded for achieving
budget targets, and priority is placed upon giving
special recognition to those with distinguished
performance. The president holds monthly man-
agement seminars to help create T&G's future
managers.

We are proud of being an enjoyable place to
work; one in which people remain highly motivat-
ed in a positive environment that allows creativity
to flourish. A variety of approaches are used to
maintain this atmosphere, including popular inter-
nal events that generate new ideas as well as
being great fun.

At T&G, we have made an organization capa-
ble of handling rapid development while leverag-
ing the strengths of each of our employees. This
has been made possible by adopting a flexible
structure to match the scale of our expansion.
We believe that the continued growth of T&G is
dependent upon the strength of our organization-
a strength in which the ability of many individuals
forms a powerful whole.
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At T&G, the training supervisor is appointed directly by the
CEO. Each supervisor's training is designed to reflect staff
needs, based upon an evaluation of the venues in their
respective regions.
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T&G's hiring and training system is matched to our business model. Existing
employees receive periodic training according to their role. Wedding planners
attend regular seminars, and with the introduction of a nationwide information
sharing system we are providing our wedding planners with access to an even
greater pool of successful wedding party ideas.
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The sky is not the limit.
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Japanese demand for overseas weddings appears firmly established, and T&G is now entering this market.

As part of our next stage of development we are also leveraging our in-depth industry knowledge to undertake wedding management
contracts with existing hotels and other venues, with the aim of invigorating the wedding ceremony market.
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DATAde e 000 00000DOO000 000000020040 Recruit Co., Ltd. (Zexy Marriage Trend Survey 2004)
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e 1000000000TIGOO T&G research based on financial reports of each company

(Zexy Complete Overseas Wedding Guide 2005, Summer & Autumn)
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In June 2005, T&G acquired 33.3% of Good Luck
Corporation (GL), a corporation targeting the Japanese
overseas wedding market. By using our venue develop-
ment know-how and financing ability, we believe we can
accelerate the speed of GL's development.
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Needs-based concepts

Unlike current wedding services offered over-
seas, the focus of GL's concept is on providing a
wedding ceremony at wedding resorts. Currently,
there are several dress hire and travel companies
offering overseas and domestic resort cere-
monies largely as a side business. The wedding
services that they offer are secondary to their
core travel or dress hire businesses. As such, in
many cases couples using these overseas wed-
ding services are subject to a limited schedule
while spending much of their time moving to vari-
ous locations.
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Wedding Resort:Contains all required wedding ceremony facilities including the chapel, restaurant

(reception hall), waiting rooms, accomodation, etc.

Waitig rooms

Chapel
 E—"

Lounge

Restaurant

GL's wedding resorts emphasize luxury,
enabling the guests to relax and enjoy a full day
ceremony. In a similar approach to T&G's house
weddings, GL focuses on the wedding ceremony
by offering comprehensive services, customized
planning, and original products. Their concept is
based on creating a unique one-day event that is
designed around the specific needs and requests
of their customers.

High profitability: a characteristic shared by
domestic wedding services

Like the domestic wedding ceremony business,
overseas and domestic resort-based wedding
operations provide high levels of profitability.

m_Overseas wedding have comparatively high

capacity utilization
Domestic wedding ceremonies usually have 80

to 100 people in attendance, and the fact that
almost all events take place on Saturdays,
Sundays or national holidays means that the
number of actual operating days is limited. In
contrast, overseas weddings typically involve a
smaller number of guests who have traveled on
vacation from Japan, which allows resorts to host
weddings throughout the year. Turnaround times
in the ceremony-only business are rapid, and
depending on the management approach used a
resort may be able to host five times more wed-
dings in a year than a house wedding venue.

m_Unit price of ¥800,000 to ¥1,000,000 due
to fewer guests

Overseas weddings are typically attended by 8
to 10 guests, comprising close friends, family and
relatives of the couple. As a result, the unit price
for these ceremony-only events tends to range
between ¥800,0000 to ¥1,000,000, comparatively
lower than the lavish ceremony-and-banquet
weddings in Japan.

However, the kinds of products and services
(such as flowers and photography) purchased for
overseas weddings do not differ greatly from
domestic weddings. Combined with the high
capacity utilization achievable in overseas resorts,
this means that profitability at a well-managed
overseas resort can potentially exceed that of a
domestic location, despite the lower unit prices.
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New Frontiers

1 000000 Engagement gifts
2 00000 Wedding ring
3 00000000 O Bridal makeover
4 000000 Wedding reception
5 000 00 Honeymoon
6 0 00 O Furniture, etc.
7 0 000D Home electronics
8 0 000 0O O Bridal trousseau
9 0 000 O New home preparations
10 0 OO Moving
11 0 O O Insurance
12 0 O Cars
13 000000 O O Maternity goods
14 00 000 OO0 OO Baby clothes and goods
15 00000000000  Anniversary gifts

. House
Setting new targets Weddings

for a far-reaching market.
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To create a strong foundation for future business diversification, T&G's first operations were in domestic wedding ceremonies and receptions.
This business has placed us close to our customers and allowed us to fully understand and meet their needs. Even in the midst of rapid
growth, we have continued to focus on training and developing our future business leaders,

while staying keenly aware of maintaining sound financial fundamentals.

Now, by building on our established business foundations, we are looking to move beyond our current framework to the new frontier of
lifestyle businesses in the wedding-related market.

[ 0000000 Wedding ceremony business ==» [0 O0000 Wedding-related businesses ==p 00000000 Lifestyle-related business ]
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Although we see potential to expand T&G into a wide
range of business domains, our goal is to generate
steady, sustainable growth. For this reason, any new
business we are considering entering must demon-
strate the following three characteristics:

O Identifiable customer needs

O High profit potential

[J Ongoing opportunities for growth
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Expanding opportunities in the wedding
preparation period

Our aim is to capture 5% of the wedding cere-
mony and reception market. At the same time,
however, we want to provide services to con-
sumers who are not necessarily customers of our
house wedding venue network. Based on this
strategy, we have recently launched a portal site
business and wedding finance business.

e Portal site business
m_Single entry point for multiple services

The wedding process in Japan is becoming
increasingly compressed, with each generation
spending less time on wedding preparations than
the last. In the rush to get things done, couples
are looking for a single, convenient access point
from which to make their arrangements. In order
to meet this need, we have established a wed-
ding preparation-related internet portal to serve
as a cornerstone for further wedding-related busi-
ness development.
m_Differentiating our business by focusing

clearly on wedding preparations
Currently, the majority of Japanese marriage-
related websites are run by wedding magazine

publishers offering information and services that
focus on introducing users to wedding venues. In
contrast, T&G's portal site is focused on supply-
ing information that couples need after selecting
a venue—including planning the ceremony and
reception, arranging a honeymoon, preparing to
move house, and other such matters. Based on
the experience we have gained from managing
upwards of 8,000 wedding each year, we are cre-
ating an attractive, practical, differentiated site
that we think will be in a league of its own.
m_Boosting revenue through advertising

and access-based referral commissions

The portal site's main source of income will be
derived from advertising and commissions based
on user access. Through our advertising network
we expect to quickly generate a significant mar-
ket presence. Our development plans include the
introduction and sale of jewelry, vacations, and
other products offered by affiliated businesses.

e Financing business

In a survey we conducted in 2004, more than
70% of respondents expressed interest in wed-
ding finance. We are now launching a T&G wed-
ding finance business, serving a market in which
the target customer group-marrying couples-pres-
ents a relatively low credit risk. We are securing
loan capital from financial institutions at a procure-
ment cost of around 1%, and as part of our busi-
ness plan will consider shifting to an off-balance
sheet structure at some point in the future.

The T&G portal site: a launch pad for our
lifestyle business development

The T&G portal will link customers with every-
thing they need to complete their wedding prepa-
rations and begin married life, including anniver-
sary events and gifts, original photographs and
DVDs, and much more.

Starting with the 700,000 people now preparing
for marriage...moving onward to the lifestyle
needs of consumers everywhere.

T&G has only just scratched the surface of a
market full of potential.

0T&GO2005070 00 000000000000000O00ODO
gooooolo0000000000000o0ao0

*In July 2005, the website management company and the financ-
ing company were established as 100% owned subsidiaries.
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CORPORATE DATA

m J000002005030310000  Stock Information(As of March 31,2005)

oooooo
Corporate Entities
8.9%

0ooo0o0mooo
Financial Institutions,
Securities Firms

0000004331
0000000000000 2,491,2000
0oooooooov722,7000
oooooio

000011,1930

16.0%
0ooooo Symbol code 4331
Lrét.l(i)\;i]duals & others Shares authorized( 2,491,200 shares
Sheres issued[] 722,700 shares
Stock Trading Unit 1 share
ooooo Number of shareholders(] 11,193
Foreign Legal Entities
19.1%
s JO0001000000000000000000000000O0O0 ® Major shareholders
OO OO e 202,350  27.99% Yoshitaka NOJIFi .......covvviiiiiiiie e e 202,350 27.99%
0000000000 i 6.72% WELD Trading Co., Ltd. .......cooiiiiiiiiiiiii e 48,600 6.72%
JoOoooomoooooooooooo@Eoon.. 5.68% Japan Trustee Services Bank, Ltd. (trust account) ...41,059 5.68%
0000000000 000000000 000 i 3.56% The Master Trust Bank of Japan, Ltd. (trust account) ............... 25,748 3.56%
goobooooOooobbOoO0O000bO00O00000O0O0000D00 ...18,391 2.54% Chase Manhattan Bank (London) —..........ccccovvviiiiiiiniiiiennns 18,391 2.54%
000000000 0000000000000 00011Tm 16,159 2.23% State Street Bank & Trust 505019  ..........ccciiiiiiiiiiiiiiiiieeenne 16,159 2.23%
00000000000000000000 i 16,063 2.22% Morgan Stanley & Company INC  .........oooeeeiiiiiniiiiiieeiiiieeeans 16,063 2.22%
gooooooooo 1.26% Japan Securities Finance 1.26%
OO00D00O0000O OO0 ke 6,000 0.83% Mitsubishi Trust, Shintaku ACC. .......ooiiiiii s 6,000 0.83%
0000000booboDobbOooooboobOoOo0000000ObODOO00000000000d ...5470 0.75% United Nations,UNJSPF SmallCap .........cccoovviiiiiiiiiiiiiiieiins 5,470 0.75%

s 0000

m Corporate outline

0oooo0oo0oooboooooooog
000000000 0O0D000O0DOOOOoOoDoD
0Jo0oogoo1o7-00620 0 0000006-7-14
HPOO OO (OOO Mhttp://www.tgn.co.jp
O IR http://www.tgn.co.jp/ir

00019980 100 1901
00 002,949,3500 O
000030310
00000000 DO0O0MOoOoOoooo
000053500 2005/3/310 0 0
0 [0 20050 601 2801 O M

gpoooooo ooood

ooao ooooo
ooo ooooo
ooao oooo
ooooao ooao

ooao oooo
ooo ooooo
ooo oooo

Company namell TAKE AND GIVE.NEEDS Co.,Ltd.
Businessl] Development and management of wedding venues
Head office lacation(] 6-7-14,Minami-Aoyama,Minato-ku, Tokyo
URL (main)O http://www.tgn.co.jp
(IR)O http://www.tgn.co.jp/ir
Established[] October 19,1998
Capitall] 2,949,350 thousand yen
Fisical year ends[] 31.Mar
Stock exchange listings[ Tokyo stock exchange second section
Employees[] 535 (As of March 31,2005)
Officers(As of June 28,2005)01
President & C.E.O Yoshitaka Nojiri
Director Hidenori Sakuma
Director Tetsuya Minobe
Director Daisuke Kiriyama
Statutory Auditor Isao Ninomiya
Auditor  Hidekazu Kubokawa
Auditor Komei Sasaki
Auditor  Kenji Maeda
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00 000000000000 Yoshitaka Nojiri

19720 00000000000000000000000000000000O000000000000000000O00200000000000
0000000000 @oo0000000ooo00moo0000o0000000000000000o00n0o000ooooooonoa
000D0D000000D000000001998000000100000000000000000000000

Born in Tokyo, 1972. From an early age developed an interest in opening his own business, influenced by his self-employed parents. Twice won
national university championship as member of the Meiji University rugby team. Joined Sumitomo Fire & Marine Insurance Co. after graduation,
working in venture business support. Resigned in 1998 to pursue opportunities in the wedding industry, founding T&G in October of that year.

TOG Wedding venues 2005080 00 0 0 As of August 31,2005

0 0 0 O Directory managed wedding venues

e 00000 Kanto Area

0oooooo0do-4-6 _ _
oooooooooo ARKANGEL DAIKANYAMA 1-4-6,Aobadai Meguro-ku,Tokyo 03-5728-1677
0ooo0ooo0o7-12-29 . _
ooooo AZABU GEIHINKAN 7-12-29,Roppongi.Minato-ku, Tokyo 03-3408-9222
00oo0o00D0oO4-19-19 . -
ooooooooo ARFERIQUE SHIROGANE 4-19-19,Shiroganedai Minato-ku, Tokyo 03-5449-0950
000000251-1

0ooopoooooo

ARTHENTIA GEIHINKAN

N
=

51-1,Kashiwa,Kashiwa City,Chiba Prefecture

047-168-3033

ooobooooomoboooao

ARKANGEL GEIHINKAN UTSUNOMIYA

00000000003511
3511,Hiraide-machi,Utsunomiya City, Tochigi Prefecture

028-613-6511

oooooooomoon

ARTHENTIA GEIHINKAN TAKASAKI

000000000000038-1
38-1,aza-Tenjin,Kamiorui-machi, Takasaki City,Gunma Prefecture

027-350-1470

0Dooooooomooo

ARKCLUB GEIHINKAN MITO

000000000166
166,Sumiyoshi-chou,Mito City,Ibaraki Prefecture

029-304-0800

oooomooooo

YAMATE GEIHINKAN

000000000000184-1
184-1,Yamate-chou,Naka-ku,Yokohama City,Kanagawa Prefecture

045-628-0850

oooooooo

ooooooooogop”? PO EOO0000

BAYSIDE GEIHINKAN
BAYSIDE GARDEN CLUB

0000000go1-3-5
3-5,Takashima,Nishi-ku,Yokohama City,Kanagawa Prefecture

045-640-54701 0000
045-640-5470 00000000

0000000000mO00n HILLSIDE CLUB GEIHINKAN ooooononnnll7-8 0426-32-0701
1-7-8,Minamino,Hachioji City, Tokyo
000000000000003-11-16 . _:
oooooooooooood ARVERIR GEIHINKAN OMIYA 3-11-16,Kamikizaki,Urawa-ku,Saitama City,Saitama Prefecture 048-823-3610
000000000000004-230-1 _658-
noooooonomononoonn GARDEN HILLS GEIHINKAN 4-230-1 Kishiki-chou,Omiya-ku,Saitama City,Saitama Prefecture 048-658-0440
e 10000 O Tohoku Area
0000000000001-6-1
0oooooDoomooo ARKANGEL GEIHINKAN SENDAI 1-6-1,Ichiban-chou,Aoba-ku, Sendai City, Miyagi Prefecture 022-713-0421
00000000o0o0o1-5-1
00ooopooooomooag ARTHENTIA GEIHINKAN SENDAI 1-5-1,Narita, Tomiya-machi, Kurokawa-gun,Miyagi Prefecture 022-348-3850
00000000000000025

0ooooooomooo

ARKCLUB GEIHINKAN KORIYAMA

N

5,aza-Jyobunai,Arai,Asaka-machi,Koriyama City, Fukushima Prefecture

024-937-0280

e 00000 OO0 Hokurikull Chubu Area

000000000mMO00O ARKANGEL GEIHINKAN NAGOYA oy Shhakabe E,gafh%?]agoya Gity,Aichi Prefecture 052-936-0670

00000000mMO0o ARKCLUB GEIHINKAN NIGATA B P Shinmatoura aiata CityNigata Prefecture 025-279-5890
o0oooooooooDO0O00011-4

boobobooomoooooo ARVERIR GEIHINKAN NAGOYA 11-4,aza-Ishizaka,Hiroji-chou,Shouwa-ku,Nagoya City,Aichi Prefecture 052-861-0970

000000000mooan ARVERIR GEIHINKAN TOYAMA E_E%%&,Eﬁﬁﬁ;ﬁl '?gyama City.Toyama Prefecture 076-452-5770
0o0oo00000oasse-1

bbobooobmooo ARKCLUB GEIHINKAN KANAZAWA 856-1,Chikaoka-machi,Kanazawa City,Ishikawa Prefecture 076-239-4360
go000o0oo0ooass-15

000000000000 ARTHENTIA GEIHINKAN HAMAMATSU 15 Flnakoshi.chos Hamamatsu City,Shizuoka Prefecture 053-411-7671

e 1000 OOMO Kinkil Chugoku Area

000000000mMmO0o ARTHENTIA GEIHINKAN OSAKA 513 R dobon Nishk Oaale City,Osaka Prefecture 06-6225-9862
00000D0o00002-1-45

oooooooomooo ARKCLUB GEIHINKAN HIROSHIMA 2-1-45,Inokuchidai,Nishi-ku,Hiroshima City, Hiroshima Prefeture 082-270-3950

000000000 MmMmOoD ARVERIR GEIHINKAN HIMEJI e ﬂEuijODu E”ﬁ;gﬁ'gity Hyogo Prefecture 0792-84-7880

00000D000mMmOoo ARVERIR GEIHINKAN OKAYAMA 542, Ofuk Okavama City.Okayama Prefecture 086-282-8140
ooooooo0oooo0o2-302-4

0000000 O0o BAYSIDE GEIHINKAN KOBE S R A amahotion Crud g Rae Gity,Hyogo Prefecture 078-262-4560

0000mMOOooD YAMATE GEIHINKAN KOBE SANNOMIYA 3/ H EoEik?—cDmDchEuE-ﬁﬁlklobe City,Hyogo Prefecture 078-271-3650
oooooooooooo1-18-8

vboobbbobmooo ARTHENTIA TAISHIKAN 1-18-8,Minami-Senba,Chuo-ku,Osaka City,Osaka Prefecture 06-6265-0020
go000000o0oooooooos-5

oooomooo KITAYAMA GEIHINKAN 5-5,Matsugasakilmakaido-chou,Sakyo-ku,Kyoto City,Kyoto Prefecture 075-706-6690
000o0o00000001-5-25

ooooboooomoon ARFERIQUE GEIHINKAN OSAKA 1-5-25,Utsubohonmachi,Nishi-ku,Osaka City,Osaka Prefecture 06-6479-0050

e 00000 Kyushu Area

000000000mOooo ARKANGEL GEIHINKAN FUKUOKA L751 Fiehwa Minami ko pakuoka iy, Fukuoka Prefecture 092-534-8225
00000000000 0e-29

uoobooobbomoboo ARFERIQUE GEIHINKAN FUKUOKA 6-29,Gionmachi,Hakata-ku,Fukuoka City, Fukuoka Prefecture 092-282-7060

000000000 mooo ARFERIQUE GEIHINKAN KUMAMOTO PRD EESEQE 2otz Gity, Kumarmoto Prefecture 096-312-8620

0OooO00omMmOoooo BAYSIDE GEIHINKAN KAGOSHIMA E_EEDEODJ"E Ea%ousrﬁn?achtylgagosmma Prefecture 099-214-2070

00000000 Affiliated Restaurants

0000000000 Antico Buttero Ry thE:L?yelka Tokyo 03-5424-6710

000000000000 Riva degli Etruschi B Ih S Aoyina Minato-ku Tokyo 03-5469-8558
oooo0oo0ooos-33-32

TERAKOYA TERAKOYA 3-33-32,Maehara-cho,Koganei City, Tokyo 042-388-9555

0000000000 Via Acqua Santa 51115 MinamiAgabu Minato-ku Tokyo 03-5791-2426

00000000 MANOIR D'INNO 13 by Shincraku Tokyo 03-5469-8561

0000000000 Restorante Agape 1142 Minami Asabu NAnato-ku Tokyo 03-5798-3535

: 00o0oo0oo00001-400000040
oboooboboboboobo Queen Alice IKSPIARI IKSPIARI 405,1-4,Maihama,Urayasu City,Chiba Prefecture 047-305-5786
P oooooooos-18-4
bobooo Felicita 3-18-4,Minami-Aoyama,Minato-ku, Tokyo 03-5772-1707
oooooog Il Buttero B T o Sy Tolya 03-5424-6736
. g0o0o0ooooa-19-19

noooobd Blue Point 4-19-19,Shiroganedai, Minato-ku, Tokyo 03-5795-4195
go000002-8-5000MM0000

ooo Tanga Wakabayashi Building,2-8-5,Akasaka,Minato-ku, Tokyo 03-5575-6870
00000000011-100000000030

ooomoooo XEX DAIKANYAMA 3rd Floor,La Fuente DAIKANYAMA, Sarugaku-chou,Shibuya-ku, Tokyo 03-5728-5591

ooomooo XEX WEST oouonon o 22220000 ENT7H 06-4795-0068

7th Floor,Herbis ENT,2-2-22,Umeda,Kita-ku,Osaka City,Osaka Prefecture

33



Financial Highlights

000000 OO0 thousand)

010 020 030 040 aso den 070
98/10 99/03  99/04 00/03  00/04 01/03  01/04 02/03  02/04 03/03  03/04 04/03  04/04 05/03

000 (100%) ( Net sales ) (100%) 25,801 433,109 1,353,606 2,961,179 5,275,165 11,444,285 21,830,109

0000 (Costof sales) 17,750 969,999 1,893,580 2,850,631 5,347,257 9,741,162
00000000 (Cost of sales ratio ) (%) 68.8% 69.6% 71.7% 64.0% 54.0% 46.7% 44.6%
00000 (Gross profit) 8,051 131,738 383,606 1,067,598 2,424,533 6,097,028 12,088,947
00000000 0(Gross profit ratio ) (%) 31.2% 30.4% 28.3% 36.0% 46.0% 53.3% 55.4%

Jooo0O (SG&A) 10,957 99,355 271,492 812,460 1,929,539 4,501,826 8,634,683
00000000 0(SGEA ratio ) (%) 42.5% 20.0% 20.1% 27.4% 36.6% 39.3% 39.6%
0000 (Operating income ) -2,906 32,382 112,114 255,138 494,994 1,595,201 3,454,263
0000000000 0(Operating profit ratio ) (%) -11.3% 7.5% 8.3% 8.6% 9.4% 13.9% 15.8%

0000 (Ordinary income ) -3,373 32,257 1,065 229,002 467,076 1,447,992 3,501,551
0000000 0 0(Ordinary income ratio ) (%) -13.1% 7.4% 7.5% 7.7% 8.9% 12.7% 16.0%

00000 (Netincome) -3,373 17,373 55,763 119,034 215,200 674,757 2,049,588
0000000 00(Netincome ratio ) (%) -13.1% 4.0% 4.1% 4.0% 4.1% 5.9% 9.4%

0000001000 O( SG&A breakdown ) 10,957 99,355 271,492 812,460 1,929,539 4,501,826 8,634,683

O0moo/oo/ooooo(Salaries) 3,097 60,176 136,063 310,650 637,374 1,320,801 2,246,858
00000000000 0(% of total ) 28.3% 60.6% 50.1% 38.2% 33.0% 29.3% 26.0%

00000 (Advertising expenses ) 4,004 17,441 71,018 159,553 367,966 929,912 1,847,616
0000000000 00(% of total ) 36.5% 17.6% 26.2% 19.6% 19.1% 20.7% 21.4%

0000 (Rental fee) 845 3,515 10,295 70,782 257,825 695,951 1,698,443
00000000 0000(% of total ) 3.5% 3.8% 8.7% 13.4% 15.5% 19.7%

0000 (Supply cost) 919 2,581 8,983 27,233 54,090 137,424 210,669
000000000 0(% of total ) 2.6% 3.3% 3.4% 2.8% 3.0% 2.4%

00000 (Depreciation and amortization ) 2,798 5,399 29,090 74,959 265,222 549,017
0000000000 0(% of total ) 2.8% 2.0% 3.6% 3.9% 5.9% 6.4%

00000 (Commission fee) 288 1,380 14,881 95,399 251,363 405,559 621,937
0000000000 00(% of total ) 2.6% 1.4% 5.5% 11.8% 13.0% 9.0% 7.2%

00000 (Other costs) 1,675 11,462 24,851 119,750 285,960 746,955 1,460,140
0000000000 00(% of total ) 15.3% 11.5% 9.1% 14.7% 14.8% 16.6% 16.9%

000 (Total assets ) 22,197 170,498 954,856 1,963,634 5,254,526 14,250,816 17,185,764
0000 (Current assets ) 21,026 114,717 661,882 1,324,111 1,089,066 5,976,285 4,473,725
0000000 (Cashand deposits ) 20,866 104,405 624,041 1,133,324 860,125 5,725,473 3,821,725
000 (Trade accounts receivable ) 0 1,848 27,985 95,420 121,358 14,564 56,356
0000 (Inventory assets ) 0 0 1,875 5,885 15,011 22,658
oooooog (Others) 159 8,464 7,980 89,482 221,237 572,984
0000 (Property & Intangible assets ) 55,781 292,974 639,522 4,165,460 8,274,530 12,712,038
0000 (Current liabilities ) 82,335 263,685 563,301 2,499,604 3,889,712 6,542,637
0000000000o000000 (Short-term borrowings ) 0 13,266 93,056 142,940 1,467,840 1,733,973 1,795,066
0000 (Long-term liabilities ) 52,782 38,727 321,953 1,461,342 3,475,066 1,683,500
00/00000 (Long-term borrowings and loan ) 50,901 38,100 318,425 1,459,040 3,475,066 1,680,000
0000 (Total shareholders' equity ) 35,380 652,444 1,078,379 1,293,579 6,886,037 8,959,626

000 (Common stock ) 20,000 20,000 359,500 478,500 478,500 2,937,350 2,949,350
00000 0O( Shares issued ) 400 400 2,960 6,920 6,920 23,946 722,700
ROEIOO(ROE) (%) 0OOOO - 66.8% 16.2% 13.8% 18.1% 16.5% 25.9%
EPSI O O(EPS) (Yen) 43,434 74,906 23,255 31,098 31,634 2,839
BPSI O O(BPS)(Yen) 88,452 220,420 155,835 186,933 287,565 12,397
000 (Dividends) (Yen) 0 0 0 0 0 0 0
0000 (Employees) 2 15 25 78 136 342 535
0000000000 2003000000 103 As of December 31,2003 1to3

Share Split 2004000000 1083 As of April 30,2004 1to3
2004000000 1010 As of September 30,2004 1 to 10




0000000000 0000
Japanese Wedding Market

05 700000000000DO
Characteristics of the Japanese wedding-related market

01-40000000000000000000O0O00000O0O
Trends in Japanese weddings: Later marriages and remarriages

giooooooboooooooo

Number of marriages in Japan: Trends and forecasts

g20000000
Trends in re-marrying

goooooobobOooOooOooOoooa

gsooooocoboboooooobooooo
Timing of major activities during wedding preparation period

000000 gggooo

ooooooe-8n0n 0ooo0oos-2000 1-2000

Wedding ceremony

gvoooooooooooooooo
Breakdown of purchases during wedding
preparation period

0000000 ¥thousandl

. 1-2 months
6-8 months before 2-5 months before wedding cer- before weddin i
I g 000000100 Oooo Gifts, etc. 301
wedding ceremony emony ceremony v 1 month after wedding ceremony B
00000 Engagement gifts 373
— 0000 Wedding ring 154
—
00000 Wedding reception
ooooo oooo pooooao oooooo 9 P 2,798
oo 00oo00Doo0oooooDo Decide on Change insurance 0000 Honeymoon 635
goooooooon Purchase wedding ring honeymoon policy R
Engagement gifts Banquet preparations, dress, flow- — 000 Furniture, etc. 419
i ers etc. ’
ggttsiding ona ooooooooooooo 0000 Home electronics 382
wedding venue Purchase furniture and home electronics i
MOve 1 now home 0000 Bridal trousseau 511
000 0J 000 New home preparations(renting) 399
000 Moving 61

1,200,000 0oD0O000p00O0O0000o0
. . Annual changes in the percentage of re-marriages, including
First baby boomer generation reaches . .
marrying age number of all domestic marriages
0o00000000ooooo
ooooooooooo O i
1,000,000 _ Groom 0 Bride
Secor_\d baby boomer generation reaches 1975 9.1% 75%
marrying age
(lengthened due to delaying marriagel] 1980 10.8 9.5
1985 12.2 10.8
800,000 7 1990 13.4 11.7
1995 13.2 11.6
1997 13.6 12.1
600,000 1998 13.9 12.4
1999 14.4 12.8
2000 15.0 13.4
2001 15.7 14.0
400,000 2002 16.3 14.8
2003 17.1 15.4
2004 17.8 15.9
200,000 —
0 040000000

1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010

Distribution of age at first marriage

gooooomoomoooooon

g3p0o0oooooon
Trends in number of divorces

Trends in average age at first marriage
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14 4 e
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300,000 10
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250,000
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200,000 0
150,000
goooooooooo
Trends in average age at first marriage
100,000 0 Groom [ Bride
1989 28.5 0 Age 25.8 0 Age
100,000 1994 28.5 26.2
' 1999 28.7 26.8
2003 29.4 27.6
o 2004 29.6 27.8

1960 1964 1968 1972 1976 1980 1984 1988 1992 1996 2000 2004

goooooooooooooooo
Note: Year that married life began

ged00O0OO0O0O0OOODOOOOOOOODD
Wedding venue selection and female employment rate

go0ooooooooooo0ooooomoooo
Wedding venue selection: Trends in when couples make their decision
(Tokyo Metroploitan Region)

=, JO00000O00DDOOO0
[0 Percentage of women in the workforce
=, 0O00ma
[ Employed males and females
=] 00oodo

e 0 00000000000000000000000a
goo0o00eo00O0O0O00D0OOO0O0O0O0DOOOOOOO
0oooo0O00000000000D0000000000D0O0
0odo000000mOo0o0d0omoo0oooo0ooonoa

oo

200~ - 2004 7000 - 0 Employed females o] 00000000
oo .
= 2000 (10,000) 40 . . A _
.. 000000000000 ’.—0—“ In Japan, preparations for marriage often begin around six
L 0oooooooooo 5600 - Q months before the actual event, and in this brief period of time

% The wedding preparation

: period tends to shorten as

. the females employement

rate rises 4200
10-

2800

1400

oL L ¥ L1111 18
‘ 1514131211109 8 7 6 5 4 3 21

ooo1e00000 200000

16 or more months prior within 2 weeks

0 0
65 70 75 80 85 90 94 95 00 03 04

it is not unusual for more than ¥6 million to be spent.
However, as both the employment rate and number of mar-
riages resulting from the birth of children increase, the time
available for couples to prepare for marriage is growing short-
er year by year.

DATA :

081700 0000000000000 0000000 200400000
Recruit Co., Ltd.0] Zexy Marriage Trend Survey 20040
(Tokyo Metroplitan Region)

06000 00D0000DO0000D0000000 200400000

0DO00000010000000000M0O00
Recruit Co., Ltd.[] Zexy Marriage Trend Survey 20040
Tokyo Metroplitan Region
Health, Labour and Welfare Ministry: Statistics of women in
the workforc&€l summary[2004

08- 110000000000
Funding of weddings in Japan

gsoooooOobDOoboOoOonog
Average amount spent on weddings

00003,3780 0 Domestic average ¥3.378 million

42
%
® 1000000 Less than ¥1 million m 1000 0 03000 0 00 ¥1-3 million m 3000 0 05000 000 ¥3-5 million
= 5000 0010000000 ¥5-10 million = 10000 00 0 More than ¥10 million

9.4% 42.3%

ooupjooopooooooo
Average amount of financial support from parents or family

000027640 0 Domestic average ¥2.764 million

2.0
25.9% 44.1% %

® 1000000 Less than ¥1 million m 1000 0 03000 0 OO ¥1-3 million m 3000 0 05000 0 00 ¥3-5 million
= 5000 0010000 000 ¥5-10 million = 100000 00 More than ¥10 million

3 0 000000002000000000000000000000000000000D00000000000O000DO0O000
goo00000O000b0O00DO000000000bD000000000O0DO0O0000b0000DO000a
0000000000000 00000000000000000000000000O00DO00O000000000D

In Japan, the second generation of baby boomers has reached marrying age, with the number of marriages trending around
700,000 - 800,000 annually. The gradually increasing average age at which women first marry means that this level of marriages is
likely to continue for several more years.

Divorce rates and re-marriage rates, meanwhile, are trending upwards, suggesting the potential for new services targeting the
re-marriage market in the future.

DATAD1-400 0000000160000 00 00 Health, Labour and Welfare Ministry: Population Dynamics 2004
010000000000000000000000D02005000 Yano Research Institute Ltd.J Whitepaper on the Bridal Industry: 200501

plooo0oooo
Average amount of congratulatory cash gifts

00 002,350 00000000 Domestic average ¥2.356 million (excluding Hokkaido)

9.4% 67.6% 8o

8

® 1000000 Less than ¥1 million m 10000 03000 000 ¥1-3 million
= 3000 0 05000 000 ¥3-5million = 5000 0000 More than ¥5 million

011000000000000000

Financial support received from parents or relatives
00 All Japan
4.2
9.4% 42.3% %

= 1000000 Less than ¥1 million m 1000 0 03000 0 00 ¥1-3 million m 3000 [J 05000 00 0 ¥3-5 million
= 50000 0010000 000 ¥5-10 million = 10000 0 00 More than ¥10 million

OO0 By region 00 Yes M (] No g
000 Hokkaido Y-S S V-]

00 Tohoku

000 Kita Kanto

Tokyo Metropolian S
00 Nigata

00 Nagano

00 Hokuriku

00 Shizuoka

00 Tokai

00 Kansai
oaamaiSREE00
00 Shikoku

00 Kyushu

CRNg 000000000000 000000000000000D0D00O00000000000D00000D0000DO0DO0000000000000000000D0DOO0000D000OD0000

00000000000 00000000000000000000000

In Japan most couples either fund the wedding themselves or receive financial support from their parents. At the wedding reception itself (excepting Hokkaido) it is customary to receive congratulatory

cash gifts intended to help pay for wedding expenses.

DATA:08-1100 00000000 000000000000020040 0000 Recruit Co., Ltd Zexy Marriage Trend Survey 20040 Tokyo Metroplitan Region]
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O17- 1800 000000000O0ODOO
Wedding organizer and key sources of information

01- 1600000000000
Trends in Japanese wedding receptions

01200000000000000000 01BO0oooooooooooo 017000000000000000 01800 o00ooooioooooomooomoooog
Changes in the average cost of wedding receptions Average cost of wedding receptions by region Who chooses the venue for the wedding reception? Information source when selecting wedding reception venue
(in Tokyo metropolitan region) 0 only one response allowed[] (multiple responses allowed)
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Note : As it is not customary to give congratulatory cash gifts in Hokkaido, weddings in gt OO0 00000000000000002000000000000000000000000000000000000000000000000000000000000000000000000
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In Japan, the venue for the wedding is usually chosen together or by the bride alone, with the parents having little influence on the matter. Many couples use both bridal magazines and the internet to
gather information, with the internet in particular proving popular in recent years.

0ugoooooooobooooooo
Trends in market share by reception style
(Tokyo metropolitan region)

that region tend to be lower priced.
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0 ik LT L ek LT ST L L L The classic hotel wedding has been popular in Japan since 1960. From 1990 a string of wed- 000 Fiscal year FY ended March, 2005 FY ended March, 2005 FY ended March, 2005  FY ended December, 2004  FY ended March, 2005 FY ended June, 2005

1998 1999 2000 2001 2002 2003

— 0000000000000 Athome
—— 00000000000 Entertainment for attendees
---- 0000000000000 Individualistic
---- 00000000000 Unformal
000000000000 Untypical
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---=- J000000000D000000 Strong parental influence
—— 00000000000 Lavish
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2004

ding magazines were launched, and customers began to develop new demands. Couple began
to seek wedding formats that allowed them to express their individuality and also to entertain
the guests. During this phase there was an increase in couples no longer interested in old-style
formal weddings, couples that often decided not to hold a wedding ceremony at all. As such,
there was a tendency for the overall cost of weddings to decrease slightly. However, with the
launch of T&G's house wedding business and the formal recognition of the service category in
2003, the average amount of money spent on weddings has begun to increase. A feature of
weddings in Japan is the relatively small variation in wedding expenses from region to region.
What little variation there is is largely accounted for in the different numbers of guests attending.

DATA:012-1600 00000000 000000000000 0200400000
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The Japanese wedding services market is fragmented, with T&G the market leader in net sales (as of June 2005) among the more than 2,800 small- and medium-sized companies present throughout
the country. Wedding services is the primary business of only 24% of these companies, meaning that 76% of services are provided by non-specialist vendors. Out of those companies, only a few are

listed companies or major corporations.

DATAD 1900 00000001400000000000000 METI 2004 Survey of Specialized Survice Industries
020000000000T&GH OO T&G reserch based on financial reports of each company
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The T&G House wedding business

gliorecooooooog
T&G's business flow

00 Customers

Attend a minimum of three planning meetings at the venue
Pay remaining fees no later than five days prior to ceremony

od

ﬁ;ﬁlhs oooo 000000000 0oooooooooo
prior Venue selection Buy bridal magazines and tap other information sources Places advertisements in bridal magazines and other media
go00O0ooo00o0oO0poo0o0oooooooboo0oo
ooo 000000000000 000000000 - .
- . . . Handles enquiries through wedding planners at each venue
Enquiry Contact wedding venues directly, by phone or internet
Books and undertakes venue tours
oo oooooa goooooboooo
Contract Pay deposit Records deposits as advances received
?nomhs 003000000000000000o0
i D[D], B 0O00000s0000o00ooooog joo00oOoodooooooooooo
prior Preparation peri-

Coordinates process through specialist wedding planners

ooooooao
Wedding day

goooooooooo
Records wedding ceremony fees as income

g25o0ooo0o0oon
Seasonal data

Apr.

May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar.

2005030 00000000000000000000000
Monthly numbers of weddings based on restaurant alliances for fiscal year ended
March, 2005

gz20mciooobooooooboog
T&G House wedding management structure

Oo23000000ooDooOo
Types of directly managed venues

1-hall type 2-hall type

[N )
[ ]

goococooo goooao
Restaurant alliances Directly managed
oooo@)
Average number of guests 50060 800 100
poomooao
Average price (thousand yen) 2,20001 3,200 4,0000 4,700
gooooooomoo
Gross profit margifl O O 22030 57060
ooooooomoon
Sales to operating income ratié] 0 O 13015 25035
02400000000
Capacity utilization
oo
Number of weddings
oooooo
Capacity utiliza- gooooo0oooooooog x 2
tion rate Number of Saturdays,
(%) Sundays and public holidays x 2
gomoo
gooooog 38040
Affiliated restaurants
OoO0mm 180000 600 65
Directly operated banquet halls (One hall type)
0o0m 20000
5001 55

Directly operated banquet halls (Two hall type)

pag TGO OO0000000000000000000000DO00000T&GOOOOO0O
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goooOdooO0oO0oO000O0O0000bDO0O0O000O000O00oOoooo0bDoOoO0ooonod
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T&G carries out sales activities directly at each location, with no use of representative agencies.
The Company makes effective use of regional advertising, employing large-scale media such as
bridal magazines and television commercials. The majority of couples visit T&G's venues before
signing a contract, after which they are introduced to a personal wedding planner. Fees payable
by customers are in principle received in full before the wedding, with T&G booking the sale on
the day of each actual wedding.

prg TGO 00000000000000000000M0000000000000MO0000
000D0D0000MODO00000000000000M00000D0000000000000
000000000000 000Mo0000000000000000000000000000
00000000000 0000000000000000000000O000000T&GOOOO
0o00o0O0o0o0oo0b0oo00bobobDo000b0O000000000a

T&G offer two types of house weddings: directly managed house weddings and affiliate restau-
rant weddings. Weddings arranged through affiliate restaurants are less profitable than directly
managed weddings, as the restaurant receives about 90% of the highly profitable food and bev-
erage sales. In addition, as the seating capacity at our directly managed weddings is generally
greater, the price achieved per wedding tends to be higher. T&G is currently expanding its
house wedding division by increasing the number of directly managed venues.

pg 000000 0000000000000000000M100000000@MO00000
0oobo00000000000000000000000@M 200000000 000000000
ooooo

T&G operates two kinds of directly managed venues: those with facilities for one wedding
" 1-hall type" and those with separate facilities for two simultaneous weddings " 2-hall type".

g onoooooo0o0o0oo00oooO00000o0bo0ooooTeaGOmMOOO0000
0O0000o0oOoo0ooooodreciiOiO0OO0O0OOOO0onooO0oooonooooooood
000000000 00010002000000000000
000W)=00+0000000000000000 x 20

In Japan, most weddings are held on Saturdays, Sundays and public holidays, so T&G uses
these days as the basis for capacity utilization calculations. In order to provide weddings with an
exclusive atmosphere, T&G holds no more than two weddings per day at each directly man-
aged facility or affiliate restaurant.

02700 000000000DOO
New venue population and related criteria

T&GOOOODOOO0O0O000000000000000000MOO0000
300000000000002,0000000000000
20040 0000000000000076e00000000CO0OO0OOO

ooooo
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ooooo

T&G considers all parts of Japan when assessing potential new venues,
but limits its investigations to those areas with a population of more than

300,000 in which there are at least 2000 weddings every year.

As of 2004, 76 cities in Japan met these criteria, the main cities of which

are listed below.

Tokyo, Yokohama city, Osaka city, Sapporo city, Nagoya city, Fukuoka

city, Kobe city, Kyoto city, Hiroshima city

g280000000000
Opening model for directly managed venues

goooo
Venue network
and operations

120110000
10-12 months prior

pgooooooao
COContract for
proposed site

8000
8 months prior

goooooo

000000 OPEN

goooo

UAdvertisements placed

[JOpening of operations planning office
[Bookings taken

ooooo

Design, construction

g2e00000O
T&G product structure

0o omoo oo
Item Price (yen) Notes

SPACE 400,000 | HOCDO
Use of venue
CEREMONY 200,000 | DOO0OD
Celebrant
FLOWERS 200,000 oo D.DD Hoo0oonno
Decoration, bouquet, etc
PHOTOVIDEO 200000 | DOOOOOUO
Albums, videos, etc
5
=l PRINTING 150,000 | HHBEOOOO0
20 Invitations, place cards, etc.
o0
(=}
SOl DRress 150,000 | DOHDOH
=% Wedding dresses, etc.
@
HAIR STYLING 50,000 | JOOH0
Hair,make-up
PRESENTS 240000 | DODOOODO0
Take-home gifts for attendees, etc.
ENTERTAINMENT 200000 | HODDOOOOD
Hosting, music, etc.
gooooao
Subtotal 1,790,000
FOOD 2,000,000 | EUOOD
Full course
DRINK 320,000 | JPHEOOO
Open bar
3
2, S g0,000 | ZEOHDLOLD
R Original cake
0
j o g
2 oo
o 0
8 Total 2,400,000
[}
00000 (10%)
Service fee(10%) 240,000
gooooao
Food & beverage 2,640,000

0mo+00
Grand total

4,430,000

000008000  Service price based on 80 attendees[]

oo |
Personnel

oooo

Hiring

oooo

Design, construction

g 0000000000000 @M0—000M0000M00000000000000000
0omoominmo000000000000000000000000000000000000
00000000000 00000000000000000

As the weather is generally favorable during the Japanese spring (March — May) and autumn
(September — November), these are popular periods for weddings. Conversely, during the fes-
tival of Obon and New Year period (January) there tend to be fewer events. In these periods,
however, enquiries and sales at T&G venues tend to increase, as many couples become for-
mally engaged at this time.

P TGO 0000000000000 000000000000000000O00000000O
0O0000D00000o0o0TéGOOO0000O0D0DODOO0D00O00D0OO0DOO0000000000
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Apart from the cuisine supplied at directly managed venues, T&G also provides such products
as dresses and flowers, which are all offered through alliances with other vendors. As T&G
does not offer package deals, unit prices achieved differs between customers, based largely on
the number of guest.

T&GOOOO0O0DDOO0000D00000008000O000000000MbO00O00DMm
0000000000000000000000000000000000000000000000
00000000000 0000010000000000000000O00DO0OO

T&G opens a sales and planning office in each new locality eight months before a venue is
opened, using models and videos to aid marketing. During this preparation phase, T&G begins
to employ and train staff, led by a project supervisor.
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02000000000001300000000000000000 0 Quick Development: Diverse development models

00000000 Term land lease model

oooooo

0000000  Term building lease model Capital investment is required

000 SPCO O O O Building type SPC model ooooooo

Capital investment not required

= 00000000 Land purchase model

0O0000sPcOOO0Land purchase and development type SPC model

0oo0ooooooo
sPCOOOOO0O0O0O000O0O0000 e 00DOO0ODO Previous method e 0000 0DO0OMOMONewmethod
Future venues will be opened
under the SPC model 00000000000000
Land lease model, house lease model,
land purchase model Loan/ Invest

ooo
Banks etc

SPC
oooooooo

Building type SPC
model/Land purchase
and development type

SPC model

gobooooooooooo
Building type SPC model/Land purchase
and development type SPC model

gsooooospcooond
Building-type SPC model Pl T4G0 0020010 00000000000000000
20040 0000000000000000000O0O000O000
0oOoooooooOooo 0000000000200501000000000000000
02004050100000 LanSODwner goooospCcOO000OO0O0OOOOOO0OOO0OOOOOOOD
Scheme with Tokyo Lease oooobooo
(Announced May 19, 2004)
ooooooooao In 2001 T&G began developing directly managed venues.
Fixed-term lease contract Until 2004 the main approach was to lease land and construct 1
the buildings. In order to reduce investment costs, in January I NVE STO R S G U I D E
2005 T&G began a new model for venue development based
on an SPC scheme, which keeps new venue investment off
the balance sheet.

000000000000000000SPCOOODD
0oooooooo
000020040500 0000000000000000000
ooooo spC 000000000000000000SPCOOOOOOO
oooo — oooomoon oooomiconoonon SPCOOO0DNDOOOO0ODOO0ON0DODOOOOOOOOOTEG
Construction company Construction Tokyo Leasing (parent) Investmerifl 50 0 Tokyo Lea_si_ng oooooooooooooooooooooooooooo
contract (100% subsidiary)
00000000D000000000000000000000
0000000009500 000000000000
Non-recourse loail 9501 [J 0000000000000000000000000001
000000002000000000000000000

000000000 0o0o0DoO | Fixed-term sub-leasable land contract with condition precedent
goooooooo Fixed-term building lease contract

SPC

ooooo Land rented as before under a fixed-term lease; facility con-

Mizuho Bank struction funded by SPC.
New development under this scheme is currently being car-
ried out with Tokyo Leasing Corporation, as announced in
May 2004. Tokyo Leasing injects capital into the SPC, and
the SPC lends funds for construction from Mizuho Bank.
psimoooooskecoion Following completion of a facility, T&G signs an exclusive
Land purchase and development type SPC model management contract. Venues are then operated as usual,
although with rental costs concomitant with the lower initial

ooooooo investment required.
T&G or third party Taking into account the reduction in depreciation and other
factors, this change is expected to reduce ordinary income by
0000 Contribution to fund around ¥20 million per year for one wedding hall.

oooo
Intermediary body )y sPCcOO000000000000000000

T&GODOD00000000000000000000000
0O Capital 0o Capital 00D00000D0000000000000000000000

oooooo 00000000000000000
oo0oo noooooooos ooooo 0oooooo
00000000 EEAESESEEISIES oooo oooooo 0000000000000000SPCO0OOOO0OO0O0

At time of completion: ¥ Senior loans
Land purchase and i Post-completion el jJooooO00O0O0o0o000ooooooooooosooooog
oooooo CeTS UG () Beneficiary rights sale contract building fund Mezzanine loans

Bridging loans [ Beneficiaries 1 and 20 Amortized loans 000000000000 00000Mm 2004090000000

SPC 1 SPC 2 e — 00000SPCO0DDOONMONDND0NDTEGOO00
TAKE FIRST TAKE SECOND T&G equity 00000000000000000000000000000

goo

00000000000 00000MOo0000 Doopooonnn /oonnono
Advance contracts with condition precedent for

Transfer of trust beneficiary rights Additional building trust > - SPC purchases land and constructs facilities

1 Beneficiary 101 0 Beneficiary 200 sale of rust beneficiary rights This unique structure allows T&G to continue launching new
v venues off balance sheet, unrestricted by the relatively small

ooooo oooo < > scale or variable timing of the monthly venue openings.
Land owner Trust bank SPC1 obtains bridging finance from a bank to fund the land
Nooooo oooo Fixed_ﬂ&%ﬁﬁggﬁi Eomram purcha_se until compl_et_ion of constructign, under a commi_t-
Creation of trust ment line of ¥5.0 billion arranged with Resona Bank in
September 2004. Following construction, SPC2 purchases
oooo the site and facilities, funded by a maximum of 10% invest-
Building company ment from T&G with the remainder procured through non-

recourse loans.

Construction contract
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Operating results

Performance in the fiscal year ended March 2005 was encourag-
ing, contributed to by the opening of a further 19 halls-in 13 loca-
tions-of the highly profitable directly managed wedding venue net-
work we have been developing nationwide since 2001, strong sales
at all venues, and an increase in the average unit price achieved.
Sales and profits also increased at existing venues. Moreover, the
increase in the proportion of highly profitable directly managed ven-
ues in our overall network contributed to an increase in gross profit
margin for the Company as a whole. Gross profit therefore
increased significantly year on year, compensating for the increase
in expenses such as those relating to the opening of new venues,
and administrative costs.

Net sales for the fiscal year to March 31, 2005 were 21,830 mil-
lion yen, an increase of 90.8% year on year. Operating income
increased 116.5% year on year to 3,454 million yen, and ordinary
income increased 141.8% to 3,501 million yen. Net income for the
period increased 203.8% to 2,049 million yen. These figures are
exclusive of consumption tax.

e J000ODDOOOODO
Changes in number of wedding halls

40
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As of As of As of As of As of
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Trends in net sales
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Trends in number of weddings handled
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FY ended FY ended FY ended FY ended FY ended
0 0 O weddingsO 3/2001 3/2002 3/2003 3/2004 3/2005

m 00000000
[0 Affiliate restaurant

m 00000
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648 900 876 922 1,023

0 394 918 2,076 4,109
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Trends in average unit prices
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4,000

3,000

2,000
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s 00000000
O Affiliate restaurant

s 00000
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2,089 2,292 2,365 2,532 2,582

3,347 3,796 4,248 4,350
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Net sales by division

20,000
pooo
million [~

10,000

0 FY ended FY ended FY ended FY ended FY ended

00000 ¥millionD 3/2001 3/2002 3/2003 3/2004 3/2005
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E Eolﬂsme EveDdding division 0 851 2,903 8,363 17,967
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Results by operating division

In our affiliate restaurant division, net sales increased 10.5% year
on year to ¥2,666 million, supported by the creation of one further
alliance, along with concerted marketing efforts.

In the house weddings division, net sales increased 114.8% to
¥17,967 million, supported by the opening as planned of 13 new
directly managed venues, and higher average prices achieved.
Net sales from other business, such as corporate functions and
other non-wedding activities, increased 78.9% to ¥1,195 million.
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BSO Cash flow

In the year ended March 2005 we began using a unique real
estate securitization scheme, with the aim of strengthening our
financial fundamentals through reducing the investment required for
new venue development. As a result, we made steady progress
with debt repayment and achieved a significant improvement in
shareholders' equity and ROE.

(1) Assets, liabilities and capital

Total assets on March 31, 2005 had increased ¥2,934 million
compared to the end of the previous period, reaching ¥17,185 mil-
lion, primarily because of the significant increase in capital expendi-
ture accompanying the expansion of T&G's network of directly man-
aged wedding venues. Funding for this capital expenditure was
mainly through a primary and secondary stock offering in January
2004. In January 2005 we introduced a fully-fledged real estate
securitization scheme for the development of new venues, which
will substantially reduce the investment burden of T&G's network
expansion.

e [1 0000 Capital funding

OOO000 Directly managed venues

e 0OOOO

Trends in CAPEX

00000 ¥milliond
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Millions of yen

Capital spending
4,899

4,000
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FY ended 3/2003 FY ended 3/2004 FY ended 3/2005

oooooo

Spending to open venues 1,513 4,780 3,992

oooooo

Spending to open venues 2,003 1,397 675

u
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| |
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during next fiscal year
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Other
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2001060 000000000
20020300 Hob 0oonnn soo 20010 120 From 6/2001 began opening directly managed venues
pooooo oooo
FY ended 3 0 3 395 " 306 450
3/2002 Opened three new directly managed puia200L 20010120 000000000 O0O000000 00000
venues in Tokyo. ublic oftering 12/2001 listed on Nasdaq Japan, now Hercules
2002090 ODOO0O0O0O0ODOOS0000500MO00300
9/2002 issued a non-collateralized regular corporate bond for ¥500 million and ¥50 million (redeemable in three years)
go0oo0o0o0oooooosoo 20020100 DOOOODODOOOS000MMO0O300
000002 002 0010 10/2002 issued a non-collateralized regular corporate bond for ¥50 million (redeemable in three years)
20030500 5 ) ; 3645 ooognooooion 5 5 2630 | 2002010 0000000000000008000000000000000m 00306000
’ Opened five new directly managed ’ 11/2002 ¥800 million syndicated loan agreement arranged by Mizuho Bank (repayable within 3.5 years)
3/2003 venues; two in Tokyo, two in Kanto,
and one in Kyushu. One venue was 2003030 0000000000OD0O0O0015000000000000000M0O0309300
closed after its contract expired. 3/2003 ¥1.5 billion syndicated loan agreement arranged by The Bank of Tokyo-Mitsubishi (repayable within 3.75 years)
oo0ooooooooo
Began opening directly managed venues in the regions
0000000000100 00000 20040 10 2004020 OOO0O0OODOOOODOOOO
2004030 0 ooooooboo10o oooo 2/2004 listed shares on second section of Tokyo Stock Exchange
FY ended 10 1 16 6.262 Opened ten new directly managed ven- 4.886 5.830
3/2004 ' ues, mainly in regional areas. ' 512004 ' 2004030 00000000000000000000
One venue was closed after its contract Public offering L .
expired. 3/2004 Sold land and buildings in Nagoya and Fukuoka to SPC
20050 30 0 00000000001300000000
" 2005010 00sPCOOOODOOOOOO
FY ended 13 0 29 4,899 | Opend 13 new directly managed venues, u] [u] O
312005 ' mainly in regional areas. From 1/2005 all new venues will be established using SPC method.

eJ0OOODDOO
Trends in net interest-bearing debt

5,000
ooo
Millions of yen

4,000

3,000

2,000

1,000

0
As of March ~ As of March ~ As of March

00000 ¥million) 31,2003 31,2004 31,2005
gooooooo
Trends in net interest-bearing debt 2,926 5,209 3,475

e J00D00DDOODDDOODODODOOOOOOOOOODODO
Shareholders' equity ratiodd ROEJ ROIOJ ROA

60 -
oong

I/-

40—

T ;—-==/=
I———-/-

0ooo 0 FY ended 3/2003‘ FY ended 3/2004‘ FY ended 3/2005‘
-E.EI ghDarEhEIdDe?s'Dequity ratio 24.6 483 52.1
M Roe 00T 18.1 165 25.9
R ornn 168 187 29.0
o Roa 0T 6.0 6.9 13.0

e 1O00OOOOOO
Cash Flows

8,000 -
000 million
6,000
4,000

2,000

-2,000

-4,000

-6,000 -

FY ended FY ended FY ended
00000 ¥milliond 3/2003 3/2004 3/2005

0oo000ooobooooooa

Operating activity cash flow 794 2,155 47317

Ooo0O000oobooooooa

Investment activity cash flow -3,521 4,453 -4,907

Ooo0O0000obooooooa

Financing activity cash flow 2,453 7,163 1,733

jooobooooooa

Free cash flow 2,727 2,298 -169

o= | O®|O8 OJn

Net interest-bearing debt at the end of the period was ¥3,475 mil-
lion, ¥1,733 million lower than at the end of the previous compara-
ble period. Shareholders' equity increased ¥2,073 million year on
year, primarily because of retained earnings for the period and the
partial execution of rights of warrants.

The shareholders' equity ratio at the end of the period was 52.1%,
compared to 48.3% at the end of the previous period.

0)000000000000

ooooboo0oooooO0o0oOooomooooomooooo
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gooooomomobomoooonpooomoooonoooooo
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goooboooooooboooobooobooobooooooboooo
goooooooooooooooobobooOobOooOooooooo
goboooobobOO0o0ooobomoobooooooooooooOmo
Mo0mooombooomooooo o

poboooooobooobbooboobooooboooooooo
goooooo

gooooooooobobooooo
0o0o0o0o0ooo0ooooomomoomooooonoooo
gobooooooooooooooOoOobobobobobooboOooonoo
go0ooOoOoOo0o0oooooooooooooobooo

goooooooooboobooooo

000000oooooooo@ooc00 @ ooomooom
goooobooo0ooOo00ooOoo0oooOooooboboooboobo0ooon
gooooooooooood

oo0o0ooooooooooooa
poooooooOoOOOODODMOIMOoODmooomomoo
oooomoboobofooooooOobooboooooboooooooa
gooo0o0o00000000000000000

(2) Cash flow

Cash and cash equivalents at the end of the fiscal year to March
31, 2005 decreased ¥1,903 million (33.5%) year on year to ¥3,781
million. Although the expansion of T&G's directly managed venue
network resulted in pre-tax net income of ¥3,499 million, a year-on-
year increase of 186.7%, leasehold deposits on new venues and
capital expenditure on fixed assets increased in line with the net-
work expansion, and cash was also used for loan repayments to
financial institutions and bond repayments.

Net cash provided by operating activities

Cash flow generated by operating activities increased 119.8%
over the previous comparable period to ¥4,737 million. This was
mainly due to factors such as the increase in sales at directly man-
aged wedding venues, and higher net income before taxes.

Net cash used in investing activities

Net cash used in investing activities was ¥4,907 million, 10.2%
more than in the previous fiscal year. This was primarily due to
such things as investments in new venues for both this and the fol-
lowing fiscal years.

Net cash used by financing activities

Net cash used by financing activities was ¥1,733 million, com-
pared to net cash provided by financing activities of ¥7,163 million
in the previous fiscal year. This was primarily due to periodic loan
payments to financial institutions and regular bond payments.
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[0 0 OO (Non-consolidated financial statements)

000000 (Non-Consolidated Balance Sheets)

oo o
(Description)

0 O (Thousands of Japanese yen)

000 (Thousands of U.S. dollars)

200403031000

(As of March 31, 2004)

200503031000

(As of March 31, 2005)

200503031000
(As of March 31, 2005)

oogd oogd ooo ooo oood
(Amount) (%) (Amount) (%) (Amount)
00000 O(Assets)
0 0000 (Current assets)
1.000000 (Cash and deposits) (Note5) 5,725,473 3,821,725 35,587
2.000 (Trade accounts receivable) 14,564 56,356 525
3. 00 (Inventories) (Notel) 15,011 15,997 149
4.000 (Supplies) 0 6,661 62
5.0000 (Prepaid expenses) 135,024 225,513 2,100
6. 000000 (Deferred tax assets) (Note7) 44,514 235,242 2,191
7.000 (Other) 42,112 116,362 1,083
8.0 0000 (Allowance for doubtful accounts) (Notel) -416 -4,133 -38
000000 (Total current assets) 5,976,285 41.9 4,473,725  26.0 41,659
0O 0000 (Fixed assets)
1.000000 (Tangible assets) (Notel)
(1) O O (Buildings) (Note2) 3,563,377 6,536,725 60,869
0000000 (Accumulated depreciation) 128,719 3,434,657 367,494 6,169,231 3,422 57,447
(2) 0 OO (Structures) 665,773 1,282,112 11,939
0000000 (Accumulated depreciation) 55,532 610,240 177,207 1,104,905 1,650 10,289
(3)0000D0 (Vehicles) 10,094 11,685 108
0000000 (Accumulated depreciation) 7,560 2,533 8,606 3,079 80 28
(4000000 (Furniture and fixtures) 280,448 577,881 5,381
0000000 (Accumulated depreciation) 94,459 185,989 221,648 356,233 2,064 3,317
(5) 00 (Land) ] 107,507 1,001
(6) D 0000 (Construction in progress) 822,065 95,561 890
00000000 (Total tangible assets) 5,055,486  35.5 7,836,517 45.6 72,972
2.000000 (Intangible assets) (Notel)
(1) 000000 (Software) 3,433 103,430 963
(2000000000 (Software in progress) 82,167 O O
(3) 0 O (Other) 9,259 19,347 180
00000000 (Total intangible assets) 94,860 0.7 122,777 0.7 1,143
3.00000000 (Investments and other assets)
(1) 000000 (Investment securities) (Note3) O 208,729 1,944
(2) 000 (Investments in capital) 103,610 5,610 52
(3)00000 (Long-term loan) 1,382,959 1,800,240 16,764
(4000000 (Long-term prepaid expenses) (Notel) 249,355 352,812 3,285
(65) 000000 (Deferred tax assets) (Note7) 37,513 43,314 403
(6) 0000000 (Leasehold deposits) 1,323,243 2,296,528 21,385
(7)000 (Other) 27,502 45,507 424
0000000000 (Total investments and other assets) 3,124,184 21.9 4,752,743  27.7 44,257
000000 (Total fixed assets) 8,274,530 58.1 12,712,038  74.0 118,372
0000 (Total assets) 14,250,816 100.0 17,185,764 100.0 160,031
000 00O O(Liabilities)
0 0000 (Current liabilities)
1.0 00 (Trade accounts payable) 647,168 1,308,780 12,187
2,100 0000000000 (Current portion of long-term borrowings) (Note4) 1,433,973 1,595,066 14,853
3.1000000000 (Current portion of bonds) (Note4) 300,000 200,000 1,862
4.000 (Other payable) 478,647 714,641 6,655
5.0000 (Accrued expenses) 10,996 10,273 96
6. 000000 (Accrued income taxes) 498,466 1,379,474 12,845
7.000000 (Accrued consumption taxes) 36,744 159,851 1,489
8.0 00 (Advance from customers) 465,876 1,120,752 10,436
9. 000 (Withholdings) 17,839 53,454 498
10. 00 O (Other current liabilities) O 341 3
000000 (Total current liabilities) 3,889,712  27.3 6,542,637 38.1 60,924
0 0000 (Long-term liabilities)
1.00 (Bonds) (Note4) 200,000 0 O
2.00000 (Long-term borrowings) (Note4) 3,275,066 1,680,000 15,644
3.000 (Other) 0 3,500 32
000000 (Total long-term liabilities) 3,475,066 24.4 1,683,500 9.8 15,676
000D (Total liabilities) 7,364,778  51.7 8,226,137 47.9 76,600
0000 (Contingent liabilities) O O O

oo o
(Description)

00O (Thousands of Japanese yen)

000 (Thousands of U.S. dollars)

200403031000

200503031000

200503031000

(As of March 31, 2004) (As of March 31, 2005) (As of March 31, 2005)
ooo oogd oogd ooo ooo
(Amount) (%) (Amount) (%) (Amount)
00O 0O 00O O(Shareholders' equity) (Note8)
0O 000 (Common stock)
00000 2,491,2000 (2,491,200 shares authorized)
000000 722,7000 (722,700 shares issued and outstanding) 2,937,350 20.6 2,949,350 17.2 27,464
0O 00000 (Capital surplus) 2,883,549 20.2 2,895,550 16.8 26,963
0 00000 (Retained earnings) 1,065,137 7.5 3,114,726  18.1 29,004
0000 (Total shareholders' equity) 6,886,037 48.3 8,959,626  52.1 83,431
000000 (Total liabilities and shareholders' equity) 14,250,816 100.0 17,185,764 100.0 160,031
000000 (Non-consolidated statements of income)
oo o 00 (Thousands of Japanese yen) 000 (Thousands of U.S. dollars)
(i) 0200304010 [0 20040 30 310 0200404010 0 20050 30 310 0200404010 [ 20050 30310
(For the year ended March 31, 2004) (For the year ended March 31, 2005) (For the year ended March 31, 2005)
ooo ood ood ooo ooo
(Amount) (%) (Amount) (%) (Amount)
0 000 (Netsales) 11,444,285 100.0 21,830,109 100.0 203,279
0 0000 (Costof sales) 5,347,257  46.7 9,741,162 44.6 90,708
00000 (Gross profit) 6,097,028 53.3 12,088,947 55.4 112,571
0 0000000000 (Selling, general and administrative expenses)
1.00000 (Advertising expenses) 929,912 1,847,616 17,205
2.0000 (Directors remuneration) 63,600 75,700 705
3. 0000 (Salary for employees) 1,095,036 1,922,434 17,901
4.00000 (Welfare expenses) 162,165 248,723 2,316
5.0000 (Rental fee) 695,951 1,698,443 15,816
6. 0000 (Supply cost) 137,424 210,669 1,962
7.00000 (Depreciation and amortization) 265,222 549,017 5,112
8.00000 (Commission fee) 405,559 621,937 5,791
9.00 0 (Other) 746,955 4,501,826 39.4 1,460,140 8,634,683 39.6 13,597 80,405
0000 (Operating income) 1,595,201 13.9 3,454,263 15.8 32,166
0O 00000 (Otherincome)
1.0000 (Interestincome) 5,025 19,280 180
2.00000 (Dividend income) 8 3 0
3.000000 (Investment return from anonymous association) O 109,841 1,023
4.00000 (Rentincome) 1,700 5,410 50
5.00000 (Commission income) 337 304 B
6.0 0000000 (Amortization of long-term deferred income) 891 O O
7.000000 (Income from book sales) 249 371 3
8.00 O (Other) 775 8,982 0.1 3,274 138,486 0.6 30 1,289
0O 0O0OO0O0O0 (Other expenses)
1.0000 (Interest expenses for borrowings) 77,172 52,380 488
2.0000 (Interest expenses for bonds) 2,715 1,889 17
3.0000000 (Amortization of stock issuance cost) (Notel) 36,074 25,357 236
4. 00000000 (Public offering expenses) 31,112 O O
5.000 (Other) 9,116 156,191 13 11,571 91,199 0.4 108 849
0000 (Ordinary income) 1,447,992 127 3,501,551 16.0 32,606
0 0000 (Extraordinary income)
1.000000000 (Gainon sale of investment securities) 4,500 O O
2. 00000000 (Reversal of allowance for doubtful accounts) 1,255 5,755 0.0 O O O O O
0 0000 (Extraordinary loss)
1.0000000 (Loss on sale of fixed assets) 82,465 O O
2. 0000000 (Loss on disposal of fixed assets) 713 2,491 23
3.000000 (Restructuring cost of banquet hall) 134,799 O O
4.000 (Other) 15,289 233,268 2.0 ] 2,491 0.0 O 23
00000000 (Income before income taxes) 1,220,478 10.7 3,499,059 16.0 32,583
000000000000 (Income taxes-current) (Notel) 603,000 1,646,000 15,328
0000000 (Income taxes-deferred) (Note7) 57,279 545,721 4.8 -196,529 1,449,471 6.6 -1,830 13,498
00000 (Netincome) 674,757 5.9 2,049,588 9.4 19,085
000000 (Beginning balance of retained earnings) 389,855 1,064,718 9,915
0000000 (Ending balance of retained earnings) 1,064,613 3,114,306 29,000
0000000 (Pershare data) (Note9)
0 O O Net incomel 31,634.21 2,839.56 26.44
0000000000 (Diluted netincome) 30,920.98 2,802.82 26.10
[0 0 O (Cash dividends applicable to the period) O O O




00000000000 (Non-consolidated statements of shareholders' equity)

oo o
(Description)

00O (Thousands of Japanese yen)

000 (Thousands of U.S. dollars)

0200304010 020040 30 310
(For the year ended March 31, 2004)

0200404010 020050 30 310
(For the year ended March 31, 2005)

0200404010 02005030 310
(For the year ended March 31, 2005)

ooo ooo ooo
(Amount) (Amount) (Amount)
000 (Common stock):

0000 (Beginning balance) 478,500 2,937,350 27,352
00000000 (Exercise of stock purchase warrants) 15,500 12,000 112
0000 (Issuance of common stock in public offering) 2,443,350 O O

0000 (Ending balance) 2,937,350 2,949,350 27,464

00000 (Capital surplus):

0000 (Beginning balance) 424,700 2,883,549 26,851
00000000 (Exercise of stock purchase warrants) 15,499 12,000 112
0000 (Issuance of common stock in public offering) 2,443,350 O O

0000 (Ending balance) 2,883,549 2,895,550 26,963

00000 (Retained Earnings):

0000 (Beginning balance) 390,379 1,065,137 9,919

00000 (Netincome) 674,757 2,049,588 19,085

0000 (Ending balance) 1,065,137 3,114,726 29,004

0000000000000 (Non-consolidated statements of cash flows)

00O (Thousands of Japanese yen)

000 (Thousands of U.S. dollars)

(EesDcriptiEn) 020030 4010 [0 20040 30310 020040 4010 020050 30 310 020040 4010 020050 30 310
(For the year ended March 31, 2004) (For the year ended March 31, 2005) (For the year ended March 31, 2005)
ooo ooo ooo
(Amount) (Amount) (Amount)
0 0000000000000000 (Cash flows from operating activities)
1.00000000 (Income before income taxes) 1,220,478 3,499,059 32,583
2.00000 (Depreciation and amortization) 265,222 549,017 5,112
3.00000000000 (Interest and dividend income) -5,028 -19,283 -180
4.0000 (Interest expenses) 79,888 54,270 505
5. 0000000 (Loss on sale of fixed assets) 82,465 O O
6.0000000 (Loss on disposal of fixed assets) 713 2,491 23
7.00000000 (Decrease in trade accounts receivable) 331,714 613,084 5,709
8.0 0000000 (Increase in trade accounts payable) 254,221 661,612 6,161
9.00000000 (Increase in prepaid expenses) -82,346 -90,678 -844
10.0 000000 (Increase in other payable) 278,028 274,127 2,553
11. 000 (Other, net) 52,138 51,227 a77
00 (Sub-total) 2,477,495 5,594,929 52,099
12.00000000000 (Interest and dividend received) 2,938 14,793 138
13.00 0000 (Interest paid) -68,166 -54,802 -510
14.00000000 (Income taxes paid) -257,000 -817,676 -7,614
000D0000000000000 (Net cash provided by operating activities) 2,155,267 4,737,243 44,113
0 0000000000000000 (Cash flows from investment activities)
1.000000000000 (Increase in time deposits) -18,006 -18,009 -168
2. 0000000 (Payment of loan receivables) -1,310,497 -489,790 -4,561
3.00000000000 (Collection of loan receivable) 18,548 76,999 717
4.00000000000000 (Expenditures for tangible assets) -4,003,150 -3,344,062 -31,139
5. 00000000000000 (Proceeds from sales of tangible assets) 1,984,000 O O
6.00000000000000 (Expenditures for software) -12,967 -23,082 -215
7.0000000000000 (Expenditures for leasehold deposits) -862,039 -1,018,129 -9,481
8. 0000000000000 (Proceeds from leasehold deposits) 23,572 44,845 418
9.00000000000000 (Increase in long-term prepaid expenses) -169,504 -135,144 -1,258
10.00 0O (Other, net) -103,665 -647 -6
0000000000000000 (Net cash used in investment activities) -4,453,709 -4,907,022 -45,693
0 0000000000000000 (Cash flows from financing activities)
1.0000000000 (Increase/decrease in short-term borrowings, net) -820,000 O O
2. 0000000000 (Proceeds from long-term borrowings) 5,830,000 O O
3.0000000000000 (Repayment of long-term borrowings) -2,5627,840 -1,433,973 -13,353
40000000000 (Repayments of straight bonds) -200,000 -300,000 -2,794
50000000000 (Issuance of common stock) 4,881,625 O O
000D000000000D000 (Net cash provided by financing activities) 7,163,785 -1,733,973 -16,147
0 0000000000000000 (Effect of exchange rate changes on cash and cash equivalents) O O
0 0000000000000 (Netincrease/decrease in cash and cash equivalents) 4,865,343 -1,903,751 -17,727
0 0000D0000000000 (Cashand cash equivalents at beginning of year) 820,118 5,685,461 52,942
0 000000000000 00 (Cash and cash equivalents at end of year) (Notel,5) 5,685,461 3,781,709 35,215

OO0 OO O O O (Notes to Non-Consolidated Financial Statements)

1. 0000000 (Significant Accounting and Reporting Policies)
(000000000 (Basis of Presenting Non-Consolidated Financial Statements)

goooooo0omooooooOoOoo0ooooooooooooooooooooooOoOoooDOoOooooOooOoO0O0ODOboDoooOoooObO0On
goooboboooOoOooboooOoOoOooobOOO0ObOoOooOoOOoOoboOObbOOOO0OOOobObOooOooooon
gooooooomoooooooooOoOobo0OoOoooooboboooOoOoObOOO0OOOOObDOOOOO0OO0DO0OOOOOObOOOOOCEOOODODOO
go0o0O0oO0OOO00O0oO0oO0OO0O0O0OOoO0oO0OoOoOoOoOoOOoOoocOoOOOo0OOoooooocooon
goboooOoooooooooooooooboobobooommooonioro3o0000020050303100 0000000000 0000000000000O
gooboOoob@ooooObooboboooooooOoOoboOoOoooboooobOOobObOOOD00O0bb0000oOO00bOOoOoOO0O0O0O000b0b0O000O0O00o0
goooboooo

2005030 00000000000 0000000000O000O0O0O0O0O00O20020800 0000000000000 OOOOOOO00OO0O0D
0000000060 00000000000O20030100310MO000000000000000O000O00O20050401000000000000000000
0000000000000 000OCDOOOOOO00DO00CO0ODODOOOz00504010000000000000000O00O00O0OOCOOOO0OOOOOOO
goooooooobooobooobooobboo

The accompanying non-consolidated financial statements have been prepared in accordance with the provisions set forth in the Japanese Securities
and Exchange Law and its related accounting regulations, and in conformity with accounting principles generally accepted in Japan, which are differ-
ent in certain respects as to application and disclosure requirements of International Financial Reporting Standards.

The accompanying non-consolidated financial statements have been restructured and translated into English (with some expanded descriptions and
the inclusion of non-consolidated statements of shareholders' equity) from the non-consolidated financial statements of the Company prepared in
accordance with Japanese GAAP and filed with the appropriate Local Financial Bureau of the Ministry of Finance as required by the Securities and
Exchange Law. Some supplementary information included in the statutory Japanese language non-consolidated financial statements, but not required
for fair presentation, is not presented in the accompanying non-consolidated financial statements.

The translation of the Japanese yen amounts into U.S. dollars are included solely for the convenience of readers outside Japan, using the prevailing
exchange rate at March 31, 2005, which was ¥107.39 to US. $1. The convenience translations should not be construed as representations that the
Japanese yen amounts have been, could have been, or could in the future be, converted into U.S. dollars at this or any other rate of exchange.

In the year ended March 31, 2005, the Company did not adopt early the new accounting standard for impairment of fixed assets { Opinion
Concerning Establishment of Accounting Standard for Impairment of Fixed Assets” issued by the Business Accounting Deliberation Council on
August 9, 2002) and the implementation guidance for the accounting standard for impairment of fixed assets (the Financial Accounting Standard
Implementation Guidance No. 6 issued by the Accounting Standards Board of Japan on October 31, 2003). The new accounting standard is required
to be adopted in periods beginning on or after April 1, 2005, but the standard does not prohibit earlier adoption. The Company will adopt these stan-
dards effective April 1, 2005. The Company does not believe that adoption of this new accounting standard will have a material impact on its finan-
cial statements.

(b) DO OO (Securities)

0000000000000 00O000D0O00O000o0ano
A valiable-for-sale securities with no available fair values are stated at cost.

(c) O O (Inventories)

O00oo000o0oO0ooOo0oOoooooo

000000000000 O00000oO00
Inventories that are related to wedding services are stated at cost using the identified method, and that are related to foods and drinks are stated at
cost determined by the moving average method.
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(d)0O00000 (Tangible Assets)

oooooOoooOooooooOoooo@moo0ooo0o0mooooooooooooooobo
gooooooooobooobobobooooooo

oo 30410

ooo 1000 450

gooooCcooooooo 20150

Tangible assets are stated at cost. Depreciation is computed on the declining-balance method over the following estimated useful lives of the assets
except for buildings, which are computed on a straight-line method.
The estimated useful lives of depreciable assets are as follows:
Buildings: 3 years to 41 years
Structures: 10 years to 45 years
Vehicles, furniture and fixtures: 2 years to 15 years
Ordinary maintenance and repairs are charged to income as incurred and major replacements and improvements are capitalized.

(e) 0 O OO 0O Intangible Assets

0000000000000 000000000000000000000000000000M50@MO00000000000000
Intangible assets represent principally the costs of purchased software, which are amortized using the straight-line method over a period of up to
five years in accordance with estimated useful lives.

(f) 00000 I Long-term Prepaid Expensest]

00000000000 0000D000O0DO0O02000200000000
Long-term prepaid expenses are amortized using the straight-line method over a period of two years to twenty years.

(g) 0 0000 0O Stock Issuance CostO

000000000000 oooooooo
Stock issuance cost is charged to income as incurred.

(h) O O O O I Allowance for Doubtful Accounts

0000000000000000000000O0000000000000
ad0O00o0
00o0O0o0O0oO0ooooooao
bO0OOOO0O0D000O0O00O000
O000D000000000000

Under the Japanese accounting standard for financial instruments, all companies are required to classify receivables into the following three cate-
gories and make provision for possible losses.

For receivables from insolvent customers who are undergoing bankruptcy or other collection proceedings or in a similar financial condition, the
allowance for doubtful accounts is provided in the full amount of such receivables, excluding the portion that is estimated to be recoverable due to
the existence of collateral or guarantees.

For the unsecured portion of receivables from customers not presently in the above circumstances, but for which there is a high probability of so
becoming, the allowance for doubtful accounts is provided for individually estimated uncollectable amounts, primarily determined after an evaluation
of collaterals, guarantees and the respective customer's overall financial condition.

For other receivables, the allowance for doubtful accounts is provided based on the Companies' actual rate of receivable losses in the past.

(i) 0OD O M Finance Leases

goooooooooOooooOooobooboOooOoooooOobObOoOoooobooooooo0oooooooO0ooooOooooooOoooooOooOooon
oooooo

Finance leases that do not transfer ownership to the lessee are accounted for in the same manner as operating leases in accordance with Japanese
GAAP. Under Japanese accounting policies for leases, finance leases that are deemed to transfer ownership of the leased property to the lessee are to
be capitalized, while other finance leases are permitted to be accounted for as operating lease transactions on condition that certain“ as if capitalized”
information is disclosed in the notes to the lessee's financial statements.

(j) 0 O O™ Income TaxesO

poooooooobbooooooOoOoooOooboOoOoOooooo
goboooooOOoOOOcOoO0O0oO0oOOOCOOO0O00oCcOOOoOoOoOoOoOoOooOoOOOOOOCOOOOOOOOOOCOOO0OOOOOoOoOoOoOoooooooO

Income taxes comprise corporation tax, inhabitant taxes and enterprise taxes.

The provision for income taxes is computed based on the pretax income including in the non-consolidated statements of income. The asset and liabili-
ty approach is used to recognize deferred tax assets and liabilities for the expected future tax consequences of temporary differences between the
carrying amounts of assets and liabilities for financial reporting purposes and the amounts used for income tax purposes.

(ky DOODDOODODOOO0O0O0O0O00O0OO0O MO Cash and cash equivalentsOd

jobooobbooooboooooo@ooooboooo0omoooooboooooooooooooooooooooObbboObOObOOoOoOooooO
ooooobooooobooOoooosoobooboooooooboooooooo0oooooon

Cash and cash equivalents include cash on hand, readily available deposits and short-term investments, which are easily convertible into cash and
present insignificant risk of changes in value, with original maturities of three months or less.

2.0000 (Pledged Assets)

00000O00O0O000OC0OoOooooooooo
Assets pledged as collateral for long-term debt at March 31, 2004 and 2005 are as follows:

000 (Thousands

00O (Thousands of yen) of U.S. dollars)

2004 2005 2005
00 (Buildings-Less accumulated depreciation) ¥471,101 ¥247,985 $2,309
00 (Total) ¥471,101 ¥247,985 $2,309

3. 00 O I Securities

(@ 20040 00200503000 00000000000O0OOOOOOOODOODOOO
Book value of available-for-sale securities with no available fair values as of March 31 2004 and 2005 are as follows:

000 (Thousands

00O (Thousands of yen) of U.S. dollars)

2004 2005 2005
0000000 Investment in anonymous association — ¥208,729 $1,944
00 (Total) — ¥208,729 $1,944

(b) 20040 002005030000 0000000000000 O0OODOOOOOOOOOOOOOOOOO
Total sales of available-for-sale securities sold in the years ended March 31, 2004 and 2005 and the related gains and losses are as follows:

000 (Thousands

00 (Thousands of yen) of U.S. dollars)

2004 2005 2005
0 O [ Proceeds from sales ¥5,000 — —
0000000 (Gross realized gains) 4,500 — —

0000000 (Gross realized losses) = — _
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4. 000000 M Long-term Debt

00000000020040300001.180 0037800 00020050300 012300025400 00000200400 02005030000000004.000

ooooo

Long-term debt at interest rates ranging from 1.18% to 3.78% as of March 31, 2004, and from 1.18% to 3.78% as of 2005, were as follows:

0 O (Thousands of yen)

000 (Thousands
of U.S. dollars)

2004 2005 2005
00 0O 0O M Unsecured loans, representing obligations principally to banks[i ¥4,388,000 ¥2,976,316 $27,715
00000 I Secured loans, representing obligations principally to banks[t 321,040 298,750 2,782
0000 4.0% Unsecured bondst 500,000 200,000 1,862
5,209,040 3,475,066 32,359
000000 Less-Portion due within one yearld (1,733,973) (1,795,066) (16,715)
¥3,475,066 ¥1,680,000 $15,644

goo00000O0bOOo0o0i1oooooooo
Annual maturities of long-term debt subsequent to March 31, 2004 and 2005, were as follows:

0O (Thousands of yen)

000 (Thousands
of U.S. dollars)

2004 2005 2005
20060 30 [0 (March 31, 2006) ¥1,733,973 ¥1,795,066 $16,715
20070 30 O (March 31, 2007) 1,795,066 1,346,666 12,540
20080 30 0 (March 31, 2008) 1,346,666 333,333 3,104
20090 30 0 (March 31, 2009) 333,333 — —
20100 30 0 O O (March 31, 2010 and thereafter) — — —
00O (Total) ¥5,209,040 ¥3,475,066 $32,359

5000000000 (Cash and cash equivalents)

oooooOoooooOooOOOoCcOoO0OoOoOOOCcOOOOoOOOOoOoOoOooon

Reconciliation between the balance of cash and deposits in the balance sheets and the balance of cash and cash equivalents in the statements of cash

flows is as follows:

0 O (Thousands of yen)

000 (Thousands
of U.S. dollars)

2004 2005 2005
000000 (Cash and deposits accounts per balance sheets) ¥5,725,473 ¥3,821,725 $35,587
0000030000 000000 (Deposits to mature in excess of three months) (40,012) (40,016) (372)
000000000 (Cashand cash equivalents per statements of cash flows) ¥5,685,461 ¥3,781,709 $35,215

6. 00000 (Leases)

(@l0O0000000000000000000DO0O000O0O00LOOOODOoDDOO
O Information on finance leases accounted for as operating leasesl

(HyoooooooOoOoooooOOoooOoooooOoOoooooooooooo

A summary of assumed amounts of acquisition cost, accumulated depreciation and net book value at March 31, 2004 and 2005 of finance leases that

do not transfer ownership to the lessee is as follows:

00 (Thousands of yen)

000 (Thousands of U.S. dollars)

goooooo 0000000000 ooooooo ooooooo oooooooooa ooooooo
0 Acquisition cost (Accumulated (Net book value [0 Acquisition cost (Accumulated (Net book value
equivalent(] Depreciation equivalent) equivalent) equivalent] Depreciation equivalent) equivalent)
[ [T BuildingsO ¥1,210,000 ¥ 17,625 ¥1,192,375 $11,268 $164 $11,104
00000 Furniture and Fixturest 894,274 211,877 682,396 8,327 1,973 6,354
O [ TotalO ¥2,104,274 ¥229,502 ¥1,874,771 $19,595 $2,137 $17,458

00 (Thousands of yen)
ooooooo oooooooooo ooooooao

[ Acquisition cost (Accumulated (Net book value
equivalent] Depreciation equivalent) equivalent)
00000 O Furniture and FixturesO ¥425,075 ¥82,839 ¥342,236

D0O000000O00O0O0O0O (Future lease payments inclusive of interest)

00O (Thousands of yen)

000 (Thousands
of U.S. dollars)

2004 2005 2005
10 0 (Amount due within one year) ¥81,648 ¥247,841 $2,308
100 (Amount due after one year) 266,248 1,636,840 15,242
00 (Total) ¥347,896 ¥1,884,681 $17,550

@UDOU00DDDOOOODODO0DODOOO00OODODOOOOO (Lease payments, Depreciation equivalent and Interest equivalent)

00O (Thousands of yen)

000 (Thousands
of U.S. dollars)

2004 2005 2005
000000 (Lease payments) ¥55,871 ¥167,684 $1,561
00000000 (Depreciation equivalent) 50,306 148,164 1,380
0000000 (Interest equivalent) ¥8,183 ¥23,851 $222

4O0000000000000 (Caleulation of depreciation equivalent)
000000000000 0O000000000000O000000O000
Depreciation equivalent is computed using the straight-line method over the lease terms assuming no residual value.

()0 000000000 (Calculation of interest equivalent)
0000000000 DO000O00D0O000O000D0ODO0O00O0O0O0DO00000O000O0O0OO000O0O0DDOO0ODOOn

The difference between total lease payments and acquisition cost equivalents are regarded as amounts representing interest payable equivalents and

are allocated to each period using the interest method.

(b) 00000000000 O Future lease payments under operating leases at March 31, 2004 and 200500

00 (Thousands of yen)

000 (Thousands
of U.S. dollars)

2004 2005 2005
10 0 (Amount due within one year) ¥197,076 ¥197,076 $1,835
100 (Amount due after one year) 1,576,608 1,379,532 12,846
00 (Total) ¥1,773,684 ¥1,576,608 $14,681
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7. 000000 I Income Taxesl!

0000000000000 000000000000000000000O00O0000O0

20050300 0000000000000000C0O0000OO0DDO0O0OO0O0N0N000NO0O0O00O0O0O0OO0Oo0O0O0O0oOooooooon
The aggregate statutory income tax rate used for calculation of deferred income tax assets and liabilities was 42.0% for the year ended
March 31, 2004.
The following table summarizes the significant differences between the statutory income tax rate and the effective income tax rate for the year
ended March 31, 2004. And March 31,2005 has been omitted as the differences between the statutory tax rates and effective tax rates were immate-

rial.

2004
000000 (Statutory income tax rate) 42.0%
000000000000 000000 (Nondeductible expenses) 0.4
000000 (Per capita inhabitant tax) 1.6
000 (Other) 0.7
0000000000000 O0O0O0OO (Effective tax rate) 44.7%

D000000o00ooOoOoooOO0ooOOOoOOooOoO
Significant components of deferred tax assets and liabilities as of March 31, 2004 and 2005 are as follows:

000 (Thousands

0 O (Thousands of yen) of U.S. dollars)

2004 2005 2005

000000 (Deferred tax assets):

0 0 0 0 J Advances from customers(] 0 ¥114,949 $1,070

0000000 (Accrued enterprise taxes) ¥41,496 106,459 991

000000 OJ Amortization for leaseholdd 0 43,123 402

0000000000 (Excess amortization for long-term prepaid expenses) 32,315 9,784 91

00000000 (Accrued office taxes) 2,504 6,094 57

0o0 (Other) 8,028 8,210 7
00000000 (Total deferred tax assets) ¥84,345 ¥288,621 $2,688
000000 (Deferred tax liabilities):

000000000 (Interest on long-term loan) ¥2,029 ¥9,848 $92

000 (Other) 288 216 2
00000000 (Total deferred tax liabilities) 2,318 10,065 94
000000000 (Netdeferred tax assets) ¥82,027 ¥278,556 $2,594

8. 0 O O 11 Shareholders' Equity[]

gobo0ooooooooOoOooscoooobobobOooooooOoooboooOoObbOobOOoOO0o0oooooooooobooOO0O00oO0OoOobOO0ooO
gooooooooboooooo0oooooboboo0o0o0ooboo0o0ooboooboo

0010100100000 00000000000000000001000000000000000000O0C0O0O0O0O00O0O00O00O00O0025000000
gooOoooo0oO0ooOoO00oO00OoOOoO0O0OoO00O0OO00o0oo00ooOoO0oO0OoOOo0O0oOoOOOobOoOO00oOOOOOODOoOOOOoOOOoOoOOO0On
gooobooooooboooooooooo0oooobooooooooboboobo0ooooooobooooObO000o0oOoooOoOo20000000000
goooboboobbooooooOoboooooboooOoOooooooOoOoobooooooo

goodoobOooooOoOOOo0oO0OOcO0oOOCcO0O0OoOOoOoOoOoOoOOoOoOOOO0OOc O 0OOoOo0OOocO00OOoOOOoOOoOoOoOoOOnO
gooobooooooooobooooooooooooOooooooOoooooo0ooOoOoOooOoooooboooO0OoDOoDOoCcOoOOboOOOOoOooOooon
ooooooOoooooooooooooooooooooonoa

20040401200 000000000000001003000000000000CO0DGOOOCOOO2004060180000000000048,01200000
gooooo00bzoo40901000 0000000000000 010010000000C0C0C0O0O0O0O0O0COOOOO0O20040110190000000000A0
6501870 0 00000O0O0

20040300000000000000000000012800000000000000000000200503000000000000000000s85500000
ooO0oO0oooooooo

The Japanese Commercial Code requires at least 50% of the issue price of new shares to be designated as stated common stock as determined by
resolution of the Board of Directors. Proceeds in excess of amounts designated as stated capital are credited to additional paid-in capital.

Effective October 1, 2001, the amended Japanese Commercial Code provides that an amount of at least 10% of the aggregate amounts of cash divi-
dends and other cash appropriation which are made as an appropriation of retained earnings allocable to each fiscal period shall be appropriated and
set aside as a legal reserve until such reserve plus additional paid-in capital equals 25% of stated capital.

The legal reserve and additional paid-in capital may be used to eliminate or reduce a deficit by resolution of the shareholders' meeting or may be
capitalized by resolution of the Board of Directors. On condition that the total amount of legal reserve and additional paid-in capital remains being
equal to or exceeding 25% of common stock, they are available for distributions and certain other purposes by the resolution of shareholders' meet-
ing.

In accordance with the Japanese Commercial code, a year-end dividend or an interim dividend may be approved by the shareholders' meeting after
the end of each fiscal period or declared by the Board of Directors after the end of each interim six-month period. These dividends and the related
appropriations of retained earnings are not reflected in the non-consolidated financial statements at the end of such fiscal or interim six-month period
but are recorded at the time they are approved.

The maximum amount that the Company can distribute as dividends is calculated based on the non-consolidated financial statements of the
Company in accordance with the Commercial Code of Japan.

By the approval of Board of Directors Meeting held on April 12, 2004, the Company effected a three-for-one stock split, which increased the number
of 48,012 shares on June 18, 2004. And by the approval of Board of Directors Meeting held on September 10, 2004, the Company effected a ten-for-one
stock split, which increased the number of 650,187 shares on November 19, 2004.

The Company effected a capital increase for exercise of stock option, which increased 128 of shares issued and outstanding for the year ended March
31, 2004, and which increased 555 of shares issued and outstanding for the year ended March 31, 2005.

9. 000000 M Per Share Datall

0000000000 000000D00000000000O000000O000000000000000O000O000O00O0O00O0O00OO00000
00000000000000000000000000000000C00000O0O0O0000000O000O00000000

Net income and cash dividends per share are based on the weighted average number of outstanding shares of common stock, as retroactively adjust-
ed for free share distribution and stock splits.
The diluted net income per share is based on the weighted average number of outstanding shares of common stock and common stock equivalents.

10. DOOO0OO OO0 O 1 Stock Option Plan

20010901700 0000000000000 000000000O0O000009,0000000000000000000000000000000000000O0A0
005550 0 0000000000000000000020030901700020110901600 00000

At the extraordinary meeting of shareholders held on September 17, 2001, the Company's directors and certain employees were granted options in
respect of a total of 9,000 shares. The option exercise price is ¥5556 per share. The options are exercisable between September 17, 2003 and
September 16, 2011.
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Independent Aunditors® Report

To the Board of Directors of
TAKE AND GIV ‘EDS Co., Ltd.:

We have audited the accompanying non-consolidated balance sheets of TAKE AND GIVE. NEEDS Co.,
Ltd. as of March 31, 2005 and 2004, and the related statements of income, statements of shareholders®
equity and cash flows for the years then ended, expressed in Japanese yen. These non-consolidated
financial statements are the responsibility of the Company’s management. Cur responsibility 15 to
independently express an opinion on these non-consolidated financial statements based on our audits.

We conducted our audits in accordance with auditing standards generally accepted in Japan. Those
standards require that we plan and perform the audit to obtain reasonable assurance about whether the
financial statements are free of material misstatement. An audit includes examining, on a test basis,
evidence supporting the amounts and disclosures in the financinl statements. An audit also includes
assessing the accounting principles used and significant estimates made by management, as well as
evaluating the overall financial statement presentation. 'We believe that our audits provide a reasonable
basis for our opinion,

In our opinion, the non-consolidated finanecial statements referred to above present fairly, in all material
respects, the financial position of TAKE AND GIVE. NEEDS Co., Ltd. as of March 31, 2005 and 2004,
and the results of their operations and their cash flows for the years then ended, in conformity with
account rinciples generally accepted in Japan.

The 1.5, dollar amounts in the ac ing non-consolidated financial statements with respect to the
vear ended March 31, 2005 are presented solely for convenience. Our audit also included the translation
of yen amounts mto LS. dollar amounts and, in our opinion, such translation has been made on the basis
described in Note 1 to the non-consolidated financial statements.

/{f— f_

Tokyo, Japan
June 29 2005

I ‘g G TAKE and GIVE NEEDS



