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I.Results of 2Q FY2021
(Fiscal Year Ended March 31, 2022)




Consolidated Financial Results (Adoption of Revenue Recognition Standare

= Total sales increased significantly compared with the previous fiscal year, despite twice issuances of the declaration of
states of emergency.
= Operating income improved by ¥10 billion year on year due to a recovery in sales and the implementation of cost
structure reforms.(Substantially improved by approx. ¥20 billion due to A of ¥9.7 billion YoY change in
extraordinary losses for COVID-19)
=Quarterly net income improved by ¥28.6 billion .(previous year: reversal of deferred tax assets of ¥5.3 billion)

@ilonsoyr) | UM | oy crarge | PRI | oy | B
Total Sales : 398.9 : 118.9% 69.1% +63.2  A178.2
Net Sales : 187.9 : 56.0% 32.6% A147.7 A3893
Gross Profit I 107.9 I 112.4% 64.3% +11.9 A599
SG&A : 115.7 : 101.6% 75.2% +1.8 A38.2
Operating Income : NAT7.7 : . s +10.0 A216
Recurring Income : A7.1 : - - +9.9 A22.1
Net Profit :_ _A8.1 _ ,' - - +28.6 A157




Consolidated Financial Results (Adoption of Revenue Recognition Standards)

2Q(July to September)
= Total sales will be affected by the COVID-19 5th wave, but will decrease only slightly from the previous year.
= Operating income improved by ¥7 billion despite the decrease in sales.(including about ¥2 billion, a delay from 1Q)
*Net income (3 months) has been profitable since fiscal year 2020 3Q.

Cumulative

- 10Q 2Q YoY change Difference
ENETSE R (Apr to Jun) VOV e (Jul to Sep) ( Aprztg Sep) frlom 2020
| |
Total Sales 196.3 +64.6 1 2026 Al3 398.9 +63.2
| |
Net Sales 88.5 A431 | 99.3 | A104.6 187.9 Al147.7
' I
Gross Profit 50.1 +10.8 1 57.8 | +1.0 107.9 +11.9
I
SG&A 56.1 +78 | 596 | A6 115.7 +1.8
Operating : I
Income A6.0 +2.9 : Al7 : +7.0 AT.7 +10.0
: |
Recurring I
Income A5.7 +4.1 i Al3 : +5.8 A7.1 +9.9
Net Profit A8.6 +219 ' 05 1 +6.7 A8.1 +28.6




Consolidated Financial Results (Factors behind Changes in Operating Income from th

Cumulative 2Q(Apr to Sep)
* Despite an operating loss due to the ongoing impact of the Declaration of a state of emergency
on sales,Losses narrowed due to implementation of cost structure reforms (see next section).

Unit: Billions of yen

Increase in
gain due to
sales increase

Impact of difference in SG&A

0
Profit
-5 Closure due to mflri?e
COVID-19 Last year '
-4.9 FY2021 2Q results
10 7.7
Co\l/lleseigle of lastd).rear’sI This year’s
s - eﬁc{&\;r inary loss Change in COVID-19
' accounting extraordinary loss
S +2.6

o0 FY20202Q ”eﬂ“;e”t S

results Structural '

-17.8 reforms
-25 +10.3
-30
-35 .

-16.7 Increase in sales-linked
40 expense
-2.8



Consolidated SG&A |I|'|'|

= Cost reductions due to structural reforms progressed to ¥9 billion compared to the May target (annual) of ¥12 billion.
In addition, approximately ¥1.3 billion was added as an emergency measure, and ¥10.3 billion was implemented.

Breakdown of YoY Changes
Change in FY2021
last year

umulative CUoEES Xpenses anges in xtraordinar
(Billions of yen) . 2QI : YoY change e)gg;/rlg)iﬁry SEtrLrJ)cturaI ggcougnting Sales-linked - Io_s(sJl ’
Apr to Sep Loss Reforms treatment (Covid-19)
P | |
ot 42.8 +3.1 +5.6, A171 +0.2 A09
. |
Advertising I
o 38  A04 +0.8, ALl
I
Lease Payments 148 +32 +33, AL6, +L5  +05 A06
Corsignment 139  +0.4 +19!  AL4) 402 A03
Depreciation and I |
P ortzation 112 +03 23! AL5 A0S
Others 202 A48 +2.8| A29 A6  +23  A03
Total 115.7 +1.8 +16.7! A10. 3' A48 28 A26

|_2<]___ X2

%1 Including emergency measures of approx. ¥1.3 billion  >¢2 No impact on operating income due to transfer to cost



Trends in comparable store sales at department stores

- In the first half of the fiscal year, the majority of companies, particularly in Tokyo, declared emergency situations.
* The sharp recovery until July following the May slump was driven by 10% MI Card customers driving overall sales.
* In October, due to a decrease in the number of people with the Covid-19 and an increase in the vaccination rate,

In addition to the 10% growth in MI Card customers, cash customers also recovered.

Existing department store and MI Card 10% customer sales YoY (vs. FY 2019)
120.0 119%

114%
110.0 In-house Card 10 % Customer T

A\

100.0

90.0 \/\/

80.0

Total of existing department
stores
70.0 (excluding Inbound Sales)
60.0
Oct Nov Dec 2021  Jan  Feb Mar Apr May Jun Jul Aug Sep Oct
Declaration of state of Declaration of state of Declaration of state of
emergency(Tokyo) emergency(Tokyo) emergency(Tokyo)
Jan.8-Mar.21 Apr.25-Jun.20 Jul.12-Sep.30

XMI Card 10% Customers: Customers who receive 10% points for an annual usage amount of ¥1 million (including tax) or more




Business Segment Results IIIIIII

* Department Store Business: Of the 10 billion improvement in consolidated operating income, department store business
improved by ¥8.6 billion

* Credit and Finance: Operating income doubled due to robust sales growth and expense control

* Real Estate Business: Operating income decreased by ¥500 million due to the sale of Isetan Mitsukoshi Real Estate shares in
the previous fiscal year.

o————
(Billions of yen) Gross sales | YoY change Chaggggmm Net sales | Oirr)]i';arg:g dif;g?znce Rgfrsrgggg
|
I
e * 3745 1227%  698% 166.4 ; A12.6 1 +86  A194
|
Credit & Finance : I
Business/Customer
ot 15.8 1050% 795% 144, 2.6 1 +13 A0
Management Business | I
|
I
Real estate 7.3  496%  44.2% 7.3, 24 1 A05 A0S
|
I
Others* 1.2 2088% 281% A04! A02, +05  AlLS
I
|
Total 398.9 1189%  69.1% 187,9: A77 , +100  A216

_—__J

X Others include adjustments.
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II . Full Year Targets for FY2021




Consolidated Plan (Fiscal Year 2021 Full Year)

 Due to the impact of store closures following the declaration of states of emergencies in the first half of the fiscal year, total
net sales were ¥20 billion compared to the forecast for May.

*Operating income and Recurring income trended as planned due to the progress of the expense structure reform,
Annual plan remained unchanged from May plan, securing profitability.

* Including the recording of extraordinary income up to the first Second Quarter, Net income has been upwardly revised by

+¥2 billion from the May forecast.

YoY | Year-on- | oo blanin
(Billions of yen) First half Second half | Yo-change | Full year year P
change change May
I

Total Sales 398.9 +63.2 545.9 +65.6 | 945.0
Net Sales 187.9 A147.7 2470  A2332 1 435.0

+128.9  A20.0

A381.0 A120

|
|
|
I |
Gross Profit 107.9 +11.9 143.0 +115 1 265610 | +234 A70
I |
SG&A 115.7 +1.8 132.2 A24 | 248.0 | A05 A70
: | l
Operating I
lncora AT.7 +10.0 10.7 +13.9 : 3.0I +23.9 —
Recurring I I
Income A7.1 +9.9 10.1 +10.1 : 3.0| +20.1 =
|
Net Income AS8.1 +28.6 11.1 +15.4 : 3.0 1 +440 +2.0




Domestic department store comparable store sales

= Compared to Fiscal Year 2020, Fiscal Year 2019, and Fiscal Year 2018 on an existing store basis in Fiscal Year 2021
% Fiscal Year 2018 is not affected by the COVID-19 and the consumption tax hike.
In Fiscal Year 2019, the consumption tax was increased in October 2019, and the COVID-19 was expanded from

February 2020.
Compared to FY 2020 Vs. FY2018

First half [Second half First half [Second half

Isetan Mitsukoshi Total 131% 119% 90% 74% 93%
A e e I B I
I (incl.) Japanese customers sales 0 0 0 0 0 I
| % Excluding EC and Inbound L Liave oL five SR I
OO OO, OO U (SO OO USSR -

Regional department stores total 113% 115% 92% 77% 93%

Domestic department stores total 123% 117% 91% 75% 93%



Isetan Mitsukoshi Same-Store Sales Trends

*Weekly comparison to Fiscal Year 2018 for Japanese store sales (excluding EC and inbound sales) since April 2021.
= Aiming for 94% in 2H Fiscal Year 2021 compared to Fiscal Year 2018.

120.0%
The second half plan 94%
compared to of Fiscal Year 2018
100.0%
80.0%
60.0%
40.0%
—eo—Japanese over-the-counter sales vs. 2018 years (existing stores)
20.0%
N N S S S S S S & ] S ] S Vv S S S & & S & & v S ™ N Rp S & S
O F & ¢ RIS e~ & ¥ & S . X S » S 5 ¥ & X o & X X
OKYQ 0‘3& D‘A@e é&@ Q‘S\ 4@% 0&@ ‘)4@@ O&\o 0&@ ,\)&P 000 0&\0 \\5\4) ﬂ’)&@@ 0&\0 0&\0 R Vy% X ?9% R 4@6 &Vv% Q@g@ éoe,& . 4@0 éoé < & 06‘\0 R 4@@ 06\60 i 4@@
g XL S S S ) ) N
FFL T TP T T FFTFTE VT TG ST IS0
& b( X S ™ 5 & & & & ) Q 9 Q 9
v Y N N RN P %@Q\ q,b SN o




Changes in Consolidated SG&A Expenses (FY2021 Full Year)

= Cost reductions due to structural reforms progressed to ¥13 billion compared to the May target (annual) of ¥12 billion.
In addition, as an emergency measure, including about ¥5 billion (of which ¥1.3 billion in the first half) is planned to be
¥18 billion (annual).
= Continue to flexibly control expenses, including emergency measures, in accordance with sales fluctuations in the second half.

Breakdown of YoY Changes
X1 Including emergency measures of approx. ¥5 billion )
Change in FY2021
%2 No impact on operating income due to transfer to cost year
Closures
COVID-19 Expenses Changes in Extraordinary

extraordinary Structural Accounting Sales-linked loss
Loss Reforms treatment (COVID-19)

Fiscal Year
2021

(Billions of yen)

YoY change

Personnel expenses 87.8 +3.4 +9.3 : A55;, +04 A09
Advertisi I |
XpenSes. 9.7  AO0.6 t1.6 ~ A22, A03 402
-ease Payments 30.6 +4.7 +3.2 : A20 : +3.1 +1.0 A06
Expenses related to |
the outsourcing 29.8 A0l +2.1 : A24 404 A03
e 236  AO0.1 +231 A1S8 : A0S
|
Others 66.4 A78 +6.9 1x1 A4.2 1x2A15.6 +5.3 A0.3
I |
Total 248.0 A0S +25.4 _ A1801 AIl119 +6.6  A2.6

10



Segment-Specific Plan (FY 2021 full year) |I|.|.|

* Department Store Business: Against the Negative Impact of the COVID-19 Fifth Wave covered by the progress of cost
structure reforms, and operating income decreased slightly from the planned value.

* Credit and Finance: Profit increased from the target due to solid sales and cost control.

* Real Estate Business: Expect stable earnings and secure operating profit almost in line with plan.

income May

e 8960  1190%  392.0 | A75 | +228 A10
Credit & Finance I |
Business/Customer I I

Organization 33.0 101.4% 300 1 53 1 +0.8 +0.8
Management I I
Business I I
I I

Real estate 20.0 70.5% 20.0 I 5.4 AQ AO.1
I I

Others* A4.0 = A70 | A02 | +03 +0.3
I |

Total 045.0 115.8% 4350 | 30 ! +239 +0

X Others include adjustments. 1



Comparison of Key Financial Figures

111

Billions of yen

Total sales Operating income Net income
L2000 —fprgry 945.0 g e 10
1,0000 816.0 10.0 30 0 .
800.0 5.0 i (10)
600.0 0.0 o (20)
400.0 o B0 A1l
2000 N (40)
0.0 -200 (29) A 41.0
250 A 209
FY2019 FY2020 FY2021Plan FY2019 FY2020 FY2021Plan FY2019 FY2020 FY2021Plan
NET interest-bearing debt Shareholders’ equity
(o0 s 106.1 113.0 6000 — 942.3 501.9 488.0
o : 500.0
50,0 400.0
300.0
60.0
200.0
40.0 100.0
20.0 0.0
0.0
FY2019 FY2020 FY2021Plan FY2019 FY2020 FY2021Plan
Interest-bearing Debt
FY2019 ¥175.5 billion — FY2020 ¥208.8 billion — FY2021 ¥175 billion Equity Ratio
NET-DE ratio FY 2019 44.3% — FY 2020 41.9% — FY 2021 41.9%

FY2019 0.18 times — FY2020 0.21 times— FY2021 0.23 times

12
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. Medium-Term Plan




Medium-Term Management Plan Contents

r

1:0Overview of strategy

(1) Isetan Mitsukoshi Group's Value Creation Process
(2) Medium-to Long-Term Strategic Steps (Flow and Time Scale)
(3) Medium-to Long-Term Profit Steps and Portfolio Image

2:Medium-term management goals

(4) Medium-term KPI
(5) Medium-term cash allocation

3:Individual strategies

(6) Strategic Framework (birds-eye view)

(7) Key Strateg IeS -High sensitivity, fine quality strategy =CRM strategy connecting with individual customers =Stronger intra-Group coordination strategy

(8) G ro u p P I a'tfo rm -Digital (DX) =CRE and business model reforms -Income and expenditure structure reform (Scientific analysis of department store)

(9) Management Platform

=System and data Platform =Human Resource Platform +Sustainability Governance - Management system




Isetan Mitsukoshi Group's Value Creation Process

-Mid-term }{ 3:Individual ] III.I.I
management i
a strategies

Vision for the Long Term

To be a “special” department store-centered retail group that enriches the lives of its customers
~ To gain the utmost support in high sensitivity, fine quality consumption, with the pride of Japan and the ability to convey this around the world ~

[Changes in society]

* Accelerating polarization of income
and consumption

-Expansion of the affluent population
-Decline in apparel consumption

*Changes in customer structure
-Rise of the millennial generation

- Acceleration of decline in birthrate

and aging of population

= Acceleration of online sales

-Acceleration of digitization
-Expansion of non-face-to-face
and non-contact services

*Environmental changes caused by IT
-Acceleration of digitization driven by
the COVID-19 pandemic

-Changes in real value provided by
physical stores

*Rising environmental and social
consciousness

= Coexistence with local communities

- Lifestyles centered around the
local economic zone

LY - Bl
Connecting People and (@ @) Connecting a Sustainable
Local Communities

Society and the Times

[Our Direction]

[Strengths]

-Accelerat_ing RolekiZanon .Of income and =Rising environmental and social consciousness

consumption and changes in customer structure -Management with an emphasis

-From Mass to Personal Marketing on a sustainable growth cycle

» Irreversible acceleration of online Goodwill
-Acceler_ating D'igital Reform and = Coexistence with local communities
Expanding Online -Re-focusing on regional economic
*Environmental changes caused by IT areas and providing new value

-Through integration of physical store and online

Enhancing Experience Value

[Basic Strategy] Customers
Expand and dominate in high sensitivity, fine quality consumption, providing the
ultimate customer experience
LGB EY|
""High sensitivity, fine quality strategy"* Human
""CRM strategy connecting with individual customers ** Resources

“Intra-Group coordination strategy"*

[Group Platform]
*Digital Reform (DX)

* CRE and Business Model Reforms
*Income and Expenditure Structure Reform

[Management Platform] Stores
*System and data Platform

Real estate
*Human Resource Platform
= Sustainability Governance and Management System

Basic Sustainability Policy

= o (Sam
gE Improving the —sfv g E

Satisfaction of Employees

Group governance and
Communication




Medium-to Long-Term Strategic Steps (Flow and Time Scale)

1:Overall sense VIR 3:Individual
management .
of strategy C strategies

1T

[Revitalize Phase] : Under the current medium-term management plan, we will revitalize department stores through our strategy of ** High sensitivity, fine quality™".
[Deployment Phase] : Expanding the infrastructure functions cultivated during the revitalize phase to external sources through
the " Intra-Group coordination strategy"*

Dl rection [Fruiting Phase] :Through ' Urban development ** wrapped with the appeal of department stores by organically utilizing our own infrastructure ,we will become

convey this around the world.

the "'Special' existence that gains the utmost support in high sensitivity, fine quality consumption, with the pride of Japan and the ability to

"'Special’’ existence that gains the utmost support in high sensitivity, fine quality consumption,

with the pride of Japan and the ability to convey this around the world

aseyd Bunini4

['"Urban development ']

Organic use of in-house infrastructure

Redevelopment of nationwide real
estate holdings

[“Intra-Group coordination ']

0 Insourcing_of
business processes

aseyd 1uawAojdaq

o) Outside B2B Business sales
with group resources

F3) Isetan Mitsukoshi
Managed services

[Scientific analysis of department store]

=Business redesign from a scientific perspective
= Income and expenditure structure reform
-Personnel control

aseyd azijelnsy

[Revitalization of department stores]

""High sensitivity,fine quality" Strategy

"CRM Strategy Connecting with
Individual Customers™

Digital Transformation (DX)

CRE* Business model

14



Medium-to Long-Term Profit Steps and Portfolio Image

1:Overall sense
of strategy

-Mid-term }{ 3:Individual ] III.I.I
management i
a strategies

*Revitalize department store business and reach operating profit of ¥35 billion within the current medium-term plan
(Operating income of ¥29.2 billion in Fiscal Year 2018, exceeding the record high of ¥34.6 billion in Fiscal Year 2013)
< Record high profit after the management merger >

- Subsequently, after a period of declining revenues accompanied by real estate development,
@An increase in rental income after the completion of real estate development,
@Anincrease in card revenues due to the promotion of the CRM strategy contributed,
Inthe long term 10 years span [fruiting phase],We will achieve operating income at ¥50 billion level.
< Reform for business portfolio™>

= After that, the remaining real estate development projects will be completed, and the profit level will further leap forward.

Real estate business
Financial services

m Department Store Business

Others Operating income
¥35 billion
Operating income
P g. . Financial services
¥29.2 billion 14%
Financial services Real estate
22% business
Real estate . . 20%
business Operating income

8% (properties sold externally)
19% (currently owned)

¥15.6 billion

Financial services
36%

Real estate Operating income
business ¥3 billion

38%
oorgimnsoees--- [
Fiscal Year 2021

Fiscal Year 2019

Fiscal Year 2018 Fiscal Year 2024

Real estate development period

Long term (10 years span) Beyond that

(fruiting and leap forward)

Operating income
¥50 billion
Level

Financial services
20%

Real estate
business
30%

15



Medium-term KPI [ e ]IIIIIII

(D)Mid-term KPI1_Finance

4 - . )
Fiscal Year 2019 Fiscal Year 2024
Gross Sales (comparable store basis) ¥1.0532 trillion , ¥1.11 trillion
o SG&A ¥307 billion N\ ¥275 billion
(Prior to Adoption of Revenue RecognitionsStandards)
Operating Income ¥15.6 billion V4 ¥35 billion
Net Income A Y111 billion ¥28 billion
ROE A20% 5.3%
Interest-bearing debt ¥1755 billion N\ ¥150 billion
Net interest-bearing debt/EBITDA ratio 2.2 times \ 1.4 times
\_ J
4 )
QQ Operating cash flow ¥121 billion
wn
; Investing cash flow A ¥83 billion
§ Shareholder Returns A ¥13 billion
gl Reduction of interest-bearing debt A ¥25 billion
Y J 16




Medium-term KPI [ e ]IIIIIII

(2)Mid-term KPI_Customer

4 )
Fiscal Year 2019 Fiscal Year 2024
Identified Customer Sales(*1) ¥451.2 billion & ¥580 billion
MI Card Member Sales ¥451.2 billion et conitas. o ¥500 billion

Membership sales for digital 1Ds

_ Start of recognizing ¥80 billion
only

since Fiscal Year 2020
Annual sales of MI Card ¥180.6 billion P ¥230 billion
members purchasing ¥1 million

- J

X1 "Identified Customer"
= MI Card Member + App Member (Non-MI Card Member) + Digital ID Member (EC only)

17



1:Overall sense m.aa;ent 3:Individual
of strategy 3 _ strategies

Medium-term cash allocation

(1) Shareholder returns: Early exceed the pre-COVID-19 level of ¥12 per share dividend, and continuously increase dividends in stages thereafter.
- - (2) Interest-bearing debt: Planned reduction of ¥25 billion, securing investment capacity in preparation for future large-scale real estate development.
Basic Policy

(3) Growth investments: Allocate majority of investment cash flow to growth investments

(Prioritize securing investment capacity during the period of the current medium-term plan and do not repurchase shares in principle)

Cumulative total of
Fiscal Year 2022-2024

Share image to date

Shareholder ] System J
Returns Maintenance Growth Maintenanc N
¥13 billion Investment investment 8
48% System 52%
Interest-bearing e maiXtenance (5296)
debt Reduction o .
¥25 billion ¥10 billion REmees Ity Lce Domestic and
(12%) ¥19 billion Overseas
(23%) System Related
Sal Strategy
ales
IC::E)SVC Igve;t;rllent Share image from Fiscal Year
as ow 2025 onward
¥121 billion —e  v33 pillion Real estate
Investment LCC ¥11 billion System Normal
Cash Flow ¥30 billion (13%) Maintenance |Remodeling
¥83 billion (36%) LCC Redevelopment
0 Remodeling
System strategy
¥13 billion Sstﬁttim
(16%) &
Real estate

18



Strategic Framework (birds-eye view)

- IVITU-1E
1:Overall sense management
of strategy _

3:Individual
strategies

Financial KPI SGEA

) . [Cash Allocation]
Total sales ‘t;'e";;};’n‘g: :‘e‘;‘;z::’t'l‘o‘r’]' Operating income Net income ROE Interest-bearing debt|[ 2022-2024 (cumulative)
Fiscal Year 2024: ¥1.11 standard) Fiscal Year 2024: Fiscal Year Fiscal Year End of Fiscal Year || Operating CF: ¥121 hillion, Investing CF: ¥83 billion A, Shareholder Return: ¥13 billion,
trillion Eiscal Year 2024: ¥35 billion 2024: ¥28 billion || 2024: 5.3% 2024: ¥150 billion _beari ion: illion. A

¥275 billion

Identified customer sales
Fiscal Year 2024: ¥580 billion

MI Card Member Sales
Fiscal Year 2024: ¥500 billion

Card Customers)
Fiscal Year 2024: ¥80 billion

Digital TD (only) Member Sales (Non-M1

ABarens Aay

wJa04e|d

wiiofe|d

% Customer Identification: MI Card Member + App Member (Non-MI Card) + Digital ID Member (EC only)

<
o
5
)
Q
o)
3
@
=
=)

""High sensitivity, fine
guality' Strategy

"'CRM Strategy Connectingwith

2 Individual Customers'*

(DConstruction of fine quality stores with high
sensitivity

@(Individual) )Out-of-store sales Reform

QEstablishment of high sensitivity, fine quality

""base network™'

@®Department store level CRM
@Group level CRM

®lInbound strategy

“Intra-Group coordination "

© strategy

@[step 1]

Insourcing of business processes

@[step 2]

Outside sales of B2B resources within the group

Q[Step 3]

Isetan Mitsukoshi Managed Service

Digital Transformation

L (DX)

CRE and Business Model
Reforms

(2]

@DOnline shopping experience
@Digitization of customer service
@Digitization of sales support
@Online appeal

(MDUrban development as a Core Base

@Value-up development of nationwide real estate
holdings

@ Overseas Business Model from the CRE Perspective

System and data infrastructure

Human Resource Platform

2]

Income and Expenditure Structure Reform
(Scientific analysis of department store)

©

(DCost structure reforms
®@Redesign the department store business

structure

Sustainability/Governance/
Management system

©




Key Strategy 1 “High sensitivity, fine quality" Strategy

- IVITU-1E
1:Overall sense management
of strategy _

3:Individual
strategies

\
\
High sensitivity \
fine quality \
consumption \

High-Sensitivity Quality Consumer Market Expand loyalty to individual customers

[High sensitivity, fine quality consumption]
* All consumer spending by customers who are committed
affluent lifestyles

= Consumption by all customers who use the Mitsukoshi Isetan Group, whether once a

month or once a year, daily and special days.

to life and seek fine quality,

Dominate

uoildaJid
EIER

ennial geneh‘tion
Strengthen
bound saled Y,

Untapped customers

Discernment and
Quality

[Direction]

*Providing seamless customer experience value combining real stores and online

through a "high-sensitivity'* strategy and digital reforms.
* Expanding the “Group Lifetime Individual Customers”
on personal (individual) marketing,

with “connected CRM” based

B Aim of each customer category

-
FY2024 (compared to FY2019)
Purchase amount

¥10 million or more per year

¥3 million or more per year

¥1 million or more per year

Less than ¥1 million per
year

Digital ID only members

Cash and other companies’
credit customers (non-digital
ID members)

MI Card Customers

Out-of-store
ISTOme
[ 1)

Ly

\ J

@ Increase in non-commercial customers

@ Out-of-store customers

® Upgrade MI Card Customers

@ Acquisition of digital ID members
@® MI Card Membership

@ Acquisition of inbound customers

qL.

General card
customers

=
A
&

Japanese
customers

l

Foreign
customers

20



Key Strategy 1 ""High sensitivity, fine quality'* Strategy

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

(DConstruction of fine quality stores with high sensitivity

Direction

Evolve the 2 main stores into symbols of "*admiration and empathy**

To date

=Refining ""conventional department stores' as a flagship store

»

Going forward

=High sensitivity, fine quality network refined as "'symbol** of urbanization

Reform MD Balance by scientific analysis of department store

i To the symbol of " admiration and
[ _|empathy™ as global Nol and Only one
store through ""World's Latest
and Latest" merchandising."

*FY2019: ¥274 billion
*FY2024: ¥320 billion
(+¥46 billion)

Isetan Shinjuku

Mitsukoshi Nihombashi Store

To the symbol of "admiration and
empathy'* through unparalleled
accumulation in the fields of
'tradition, culture, arts, and daily life'

*FY2019: ¥133 billion
*FY2024: ¥140 billion
(+¥7 billion)

Priority Initiatives

[Merchandise]
=Sharpen high-touch MD and fashion
- Overwhelming concentration of luxury brands
*Try for Primary Industry 2.8
[Deployment]
Creation of "'new zoning" (new medium classification) based on
the concept of high sensitivity
[Service]
"Inspiring and Innovative Services' to Enhance Customer Loyalty
[Dissemination]
Continuously disseminating the world ‘s most seasonal information

through promotional spaces

Priority Initiatives

[Traditional/Rating]
Unique clusters of "'tradition and character'* brands

[Culture and History]
Inheritance and creativity, and the collaboration of digital and reality

[Lifestyle]
Re-raising of the highest quality of "*daily life"

[Dissemination]

New venues for disseminating information symbolizing historical values
(central halls, etc.)

21



Key Strategy 1 ""High sensitivity, fine quality' Strategy

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

mCustomer Structure/MD Balance (Isetan Shinjuku Store and Mitsukoshi Nihombashi Store)

Trends in Customer Structure

Trends in MD Balance

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Inbound

Custome.

Unidentified
Customer

Identified
customer ratio
+10%

General
Identification
Customer

Out-of-
store
Customer

Fiscal Year 2019 Fiscal Year 2020 Fiscal Year 2024

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Kimono fabrics

- andart

Men's wear

Life Design

Children's
clothing

Luxury

Jewelry and
watches

Women's
clothing and
miscellaneous
goods

t

Cosmetics

Food

Area share Share of sales
Fiscal Year 2019

Share of sales

Fiscal Year 2024
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Key Strategy 1 “High sensitivity, fine quality" Strategy 111

@(Individual) Out-of-store sales Reform

. . Increase the lifetime value of Out-of-store sales customers nationwide with [Out-of-store sales + buyers + in-store attendants] X
Direction [Digital]

To date Going forward

*Taking in “Potential Needs Outside Department Stores“ they have not been purchased by
department stores to date,beyond resolving customer requests.
 Establishment of "' Integrated Out-of-store sales Organization® beyond Goodwill

1-on-1 sales activities with an emphasis on

»- Direct Marketing Activities through a New Sales Network Structure Surrounding Customers
""experience and intuition™

B Major Initiatives

[Until now] [In the future]
Proposals based on customer concerns and concerns S
Sales centered on high-priced products developed in storef) Organizational proposal-based sales to meet all customer needs
[Data analysis using Al, etc.]
Q Groupintermal andexternal purchasingand lifetime events >
( N )
(@]
Out-of-store saleq| | = =, Out-of-store [Buyer Network] % Out-of-store sales Out ofstore
ut-ol-store saleq p=ig= customers Out-of-st | 2
S 2 Each store ut-of-store salesf«m 2 — sales
» = buyers =4 At the pinpoint t
: ) tgn_J Buyer 3 Beaccompanied customers
] ~ Dy DUYETS J
[Store Attendant]
Customer Input




Key Strategy 1 ""High sensitivity, fine quality'* Strategy

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

@Establishment of high sensitivity, fine quality "'base network"*

Direction

= Allocate brick-and-mortar stores to suit the size of the nationwide market in preparation for the dominance of high sensitivity consumption
« Establishment of a highly sensitive, fine quality network of bases based on flagship stores and regional stores

To date

=Single-store thinking
=Shortage of cooperation between stores and stores
= Lack of customer asset perspective

B Major Initiatives

Going forward

= Strengthening Cooperation Utilizing High sensitivity "'Base Network™
-With our digital network and sales network,
Expansion of collaboration between stores and stores

=

(" Seamless operation through brick-and-mortar stores
and online functions

Small and
medium-

sized stores

Smal_l and‘? Small and
medium- |
sized stores ! edium-
sized stores

Small and Supermarket

medium-

sized store:
N4

Small and
medium-
sized stores

\

{ Y
Smail and
medium-
sized stores

Brick-and-mortar base

medium-sized
stores
Approx. 100

Domestic

department
stores
20 stores

Online Features

Network Systems/Sales Network

[Isetan Mitsukoshi Online x Online gift x Each digital business]

| = | e e
ISEPAN: N \ DOGR % R
l = I e DOOR : Bd Sy,
. 7 ISETAN o N |
Meeco onating to the local
MI Online DOOR gavernment of a city Mood mark

where one does not live

[Isetan Mitsukoshi App] [Isetan Mitsukoshi Remote Shopping App]

MITSUKOSHI
ISETAN

MITSUKOSHI
ISETAN
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Key Strategy 2 ""CRM Strategy connecting with individual customers™

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

mFramework for ""CRM Initiatives that connect with Individual Customers""

Expansion of the parameters for ""connected customers™

Increase the amount and frequency of use of **‘connected

customers'
@ [Expand base of identified customers] [Personal measures using Isetan Mitsukoshi apps]
Department = Introduction of MI points to cash/other companies’ credit - Expansion of Isetan Mitsukoshi customer program
stores customers * Disseminating information and expanding services offered
Level = Acquisition of M1 app members and MI card members
CRM
[Strengthen card acquisition outside department stores] [Promoting the use of department stores and financial services]
S * Acquisition of M| cards through external alliances, etc. *Reciprocal customer referrals within the group
D = Acquisition of cards at SC/CRM * Expansion of financial services
a « Promotion of Point Strategy
@
2
2 @
3 Group Improve the attractiveness and convenience of Ml cards
@D
= Level ; .
@ CRM [Renewal of MI Card] =Review MI Card Product Design and Promote Top Card
Development of Payment Infrastructure
Responding to Diverse Payment Needs Streamlining through system revisions Improving Settlement Security
|Review of various systems and
[Expansion of acceptance payment methods] . . [Strengthen measures to prevent card fraud]
improvement of attractlveness]
(@]
é é" @ Acquire new customers Expand sales from shopping/repeat Expand sales from high net worth
% @ Inbound (expand market share) customers overseas customers
& S| Strategy

MIT Card Members + App Members (Non-MTI Card Members) + Digital ID Members (EC only)

Ml card

Improve

profitability

Inbound sales
more than
before COVID-19

cecterd
Ginza store
< Revival >
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1:Overall 2:Mid-term -
. . . . . 3:Individual
Key Strategy 2 ""CRM Strategy connecting with individual customers'” iU Bl s |.|.|.|

strateg goals

mImproving Card Business Profits through ""CRM Connecting Individual Customers™

Department store

level
CRM

- Grant of Ml points to cash/other companies’ credit customers
- M1 app and Ml card
- Customer Program

[Card annual membership ?
income]

* Acquisition of MI Card Members at SC

[Fee income] ’

* Shopping commissions
* Installment revolving fee
* Interest on loans

el . -
Gr(gjé)'\l/(la v * Reciprocal customer referrals within the group
- Expansion of financial services
- Outside the Group Promoting the acquisition,
Alliance referral and use of MI Card members

- Expansion of external franchised stores

[Finance income] ’

* Insurance income

» Data revenue

* Revenues from new financial
instruments

P17 0D paed |IA Jo sbuluaes syl suiH
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Key Strategy 2 ""CRM Strategy connecting with individual customers'"

mApproach to step-linking strateg

les

2:Mid-term
management
goals

1:Overall
sense of
strategy

3:Individual
strategies

Direction

*Expanding the scale and amount of use of **connected customers' through both the department store business and the card business.

= Isetan Mitsukoshi Apps and M1 Card to implement approaches according to the steps of *"connected individual customers®.

""Strategic Steps Connecting With Individual Customers™

Digital ID membe

(Cash and cards issued by ofl mpanies)

Gold Card

Platinum Card

MI Card holder

General card

Platinum
3 million per year

Silver
0.3 million~

White

~0.3 million

Out-of-store

sales custome

Card Usage

® Increase in department
» Customer Program

C —

@ Acquisition of digital 1D members
+ Ml point

@ M1 Card Membership

+ Services on the app

tore

bage

Approach to connect with individual customers

© Acquisition of Connect with M1 card and
digital ID members

MITSUKOSHI
ISETAN

o MI Card Membership

— Connect at stores

. — i
9 Increase in Connect online

department store usage

—> Connect through referrals

— Connect with out-of-store sales

—>» Connect with the top card

O Vi card

. — > Be connected outside the group
Increase in usage

— Connect with financial services

For each customer problem For each customer's interest
At an impressive level ~ Through innovative means
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Key Strategy 3 “Intra-Group coordination Strategy"' |I|.|.|

*Develop the revitalized department store business system every step
Direction *The "Preparatory Organization' was established in the fall of Fiscal Year 2021.
Establish **Stronger intra-Group coordination Promotion System' in Fiscal Year 2022

To date Going forward

*Emphasis on individual stores/company thinking » Emphasis on federal thinking
* Profitability structure dependent on the - Reduce external outflow costs (Step 1) and expand external revenues (Step 2~)
department store business = Structure business systems developed for in-house use and sell them externally (Step 3)

B Major Initiatives

“Intra-Group coordination' strategy

Step 1 . Sy 2 Step 3 \
"'business process insourcing” | OutideB2B Salesof Group N ysetan Mitsukoshi Managed Service /} CRE

"CRM
strategy >
connecting Insourcing of customer contact Matching outside sales for customer High sensitivity, fine quality card =
with mdnwdgal operations information and group content alliance g
customers Business systems =)
strategy Y 5
Arrangement of consignment for SC -
i i =
CRE Insourcing of remodeling work N Comnizﬁs'ggfrg::ésx C— i
I Y =
Business systems 2
o
2
=

System On business platforms » - :
Data base In-house development Out-of-store sales activities System Data Alliance




Group Platform 1 Digital Transformation (DX) |.|.|.|

—— Dynamic utilization of « the 4 DX‘s” in-house we have developed and“integration of brick-and-mortar
stores and people” (= Our seamless strategy) in our high sensitivity, fine quality strategy.

To date Going forward

- Digitallv Replaces Real Operations *Mechanisms that combine functions developed on a non-consolidated basis and on a non-
grtafly =ep P consolidated basis

) Lr;csji';”dual iniuanpeShilaonpcenselinatlantinenpsonselicates *Providing the best customer experience using shopping, customer service, sales support, and appeal
functions

B Major Initiatives

@ Online shopping experience

@® Digitization of customer service

L/oat:; FIT MWL @,&{m

®
_|—_'-‘ *MI Online — - Stylist(Sales clerk
Customers »Online gift Customers [ AN ,,;s
ii . e =Content
B *Digital business

= Isetan Mitsukoshi Remote Shopping
*Your Fit 365 Match Palette

© Digitization of sales support @ Online appeal

Expansion and sophistication of | p N
use of customer data .
BN ———— = Stylist(Sales clerk)
*Al analysis M1 apps and SNS -Content
* Data for external use G —
) mer :
Customers [€== Sales force/Sales Customers (LINE/Twitter/Instagram) o—
- =Online
Digital content \_ J
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. . . : I :Individual
Group Platform 1 Digital Transformation(DX) e lllllll

TOPICS =Online Sales Performance Steadily.
- Expanding the scale of sales in the digital business centered on cosmetics and foods.

Sales plan exceeding ¥60 billion
Online Sales Trends I I

Other businesses

Expand sales in the digital
business with a focus on
ISETAN DOOR cosmetics and foods

I —_—
ISETAN

DOOR “meeco” is aiming
cosmetics e-commerce
Meeco Domestic Site No.1

(Cosmetics) ‘

Online
(Gift)
Online
(General)
MITSUKOSHI
ISETAM
Fiscal Year 2019 Fiscal Year 2021 Fiscal Year 2024
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Reforming the Group-wide Basic 2 CRE and Business Model

3:Individual
strategies

AV U-=1LC
1:Overall sense management
of strategy _

(DDevelopment of "'Urban Development ** for core stores

Direction

=Promoting “Urban Development ” as a symbol of “ admiration and empathy” in High sensitive, fineQuality "'Base Network""
*Redevelop flagship store areas and nationwide areas for future [Fruiting Phase]

To date

= Separation of trade areas between areas = Competition within independent trade

areas
- Refine department stores as ""traditional flagship stores™ (accumulate remodeling)

B Major Initiatives (Shinjuku East Exit Area)

»

Going forward

-Special “symbol” in high sensitivity, fine quality networks nationwide
Developing ""Sustainable New Value' with Department Stores as Its Source

Moves toward Urban Development

@ Participation in the Shinjuku 3-chome Station-Front Western District Urban
Redevelopment Preparatory Association
@ Formulating Our Urban Development Concept Framework in the Future

= Internal PMO (project management office by CEO and management)

=Cross-Divisional Grand Design Project (5 teams at all levels)

-

~

Make group-wide efforts

To the creation of attractiveness and value in *‘unique towns'* aimed by the region

Ability to Busi Ui In towns
usiness
attract x L x x Necessar
profitability appeal . y
customers functions

-

#Shinjuku Station East Entrance Community Development Vision

[Town Future Picture]
A bustling town representing Japan that makes you want to walk
~Formation of a lively exchange axis centered on Shinjuku Street and 2 bases centered on railway stations~

J

NSETAN

*
s

.
o

/G Pilly,
NS, .28 o
‘ f n\"',’/‘: 23 P /7611
ARy ey ~ N
¢ / =4 Y

Shinjuku
Station

@
F
¥
!
Ui
|

l o 4 o,
‘ : s ‘,IPG/I&O(?;OI‘ —
X%;lly processed in'“ShinjUku Station East Entranc&omm,unit

Development Vision" g,

Shinjuku-
Sanchome
- on_ o
Commercial and tourism
_bustling bases.

Traffic nodal point with
an exchange function
and Shinjuku face

B
L)
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. . . . : I SVITETER :Individual
Reforming the Group-wide Basic 2 CRE and Business Model 111

@Value-up development of nationwide real estate holdings

*Build a new business model maximizing the use of real estate holdings nationwide to build a highly sensitive, fine-quality "'base network™

Direction - Real estate development from the *"town development™ point of view that contributes to regional revitalization with renewed attention to regional
economic zones

To date Going forward
= Store closings and contraction caused by an increase in building maintenance '

and management costs . o o -Value resetting through redevelopment utilizing owned real estate
*Lack of approach to potential customers in “areas with insufficient store

e i e *Restructuring the highly sensitive, fine quality **base network"*

B Major Initiatives

I)Strategic Direction
Establishment of a network of group

[Business model reform] [High sensitivity ""Base Network"']
bases (Reset Assets) (Reset Value)
small New main
and Real estate store
AS
With the —J 3 Hotel
Maintenanceand |  |government On the scale | | & Residencg
management Relevance Expansior] =i
Cost burden I <
» Funds Use 5 Offices
Contributor Added e
=
=
Holding ‘7
Real estate
sized stores Formerly buildings < >
Site expansion Flagship stores_l
(towns)
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Reforming the Group-wide Basic 2 CRE and Business Model

Ii)Design of a business model

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

Direction

For each of the owned and leased properties in order to build a highly sensitive and fine quality "*base network™
Designed according to the business structure in line with ""market size X customer needs X distance of parent store"

Restructuring of existing stores

Station-Front Facility Occupancy Type

""Non-opening area™ type of department store

= Shift from “conventional department
store structure"

*New lifestyle content
Improve ability to attract customers by
introducing (city center)

*Daily food and other food products
Lifestyle proposals

*Daily content closely linked to the market

TOPICS Examples of High sensitivity,fine quality ""Base Networks"

Ehime

@ Matsuyama Mitsukoshi
(renovation)

RS

-9 layers
*Opened in October 2021

€ FOOD&TIME ISETAN OFUNA

GRAND SHIP 1 and second floors
*Opened in July 2021

_ Tokshima
@ Corridor Fuji (renovation) @ Mitsukoshi
Tokushima
- Tokushima Amico
2nd Floor/5th Floor

* Open: Spring 2022

Toyota

-3 layers
*Opened in May 2021

APavilion

@ Mitsukoshi

» 2nd floor of T-FACE

- Open: Spring 2022
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Reforming the Group-wide Basic 2 CRE and Business Model 111

Matsuyama Mitsukoshi case

TOPICS *Proposing lifestyle proposals that expand content through collaboration with local companies
* A new model that expands collaboration between stores and stores through a digital network and a sales network

[Scandinavian Lifestyle Hotel "LEPO"] [Aging Care Park]

Regional
collaboration

8F
Hotel
7E Restaurant
""Experience of staying,
6F Eitness beauty and health
Aging Care
5F Park
4F [Digital]
DX and department [Brick-and-mortar stores ] T e B el
e esponding to the products of both main stores
3F Department Stores = Special brand sales events through remote shopping
store MD H|gh sensitivity and fine PG T G ARG :(R)’erpote Exper_lence of the workshop
uality" nline shopping
2F Q
o _ bl . CENTRAL
Food hall Food & Reglonal MD et 4 =
Market "Livin L thaSwh L EL M A R K E T
B1F 9 I-KFifi-IL +ERE
| sorcuan roon v | 34




Reforming the Group-wide Basic 2 CRE and Business Model 111

@ Overseas Business Model from the CRE Perspective

Direction

[Existing businesses] : Implementation of **selection and conversion® based on contract term and profitability

[Future business development] : Aiming for a "'development-oriented model'* that leverages our expertise in commercial operations

To date

Going forward

Model Overseas

*Developing a Domestic Department Store Management

@ Existing businesses
- Improvement in profitability due to structural reforms such as category

revisions
=Overall judgment based on the contract period, etc.
4 Outlook

“First-mover advantage in line with each country’s life cycle - Development-type model that leverages our expertise in commercial

operations to date

Viewpoint of considering future business development

Economic development areas with remarkable population growth
Combination of our goodwill and leading local partners
*Participating in Real Estate Development that Generates Diversified Revenues

Category revision

Selection and Conversion ‘ Completion of
Overall judgment development projects
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Group Platform 3 Income and Expenditure Structure Reform

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

(Scientific analysis of department store)

@COSt structure reforms

*Redesign the department store business structure by controlling fixed costs from a scientific perspective.
Direction  (lowering the break-even point)
*Exploring Isetan Mitsukoshi's initiatives ahead of the past and expanding them horizontally throughout the Group.
To date Going forward
*Idea of previous year's thinking *Cost Structure Reform Based on Standard Indicators Based on Scientific Analysis
*Prior implementation at Isetan Mitsukoshi * Expansion of reforms through horizontal deployment throughout the Group

B Major Initiatives

Scientific department store business structure

Trends in SG&A Structural Reforms

@ Staffing control based on sales scale
*Number of employees = Target sales per employee of ¥100 million
=Direct-to-indirect ratio = Target 9:1

€ Optimizing Cost Allocation through Revenue Recognition
*PL by location = Profit indicators by store/floor, etc.

*PL by Customer > Revenue Indicators for Foreign Trading
Customers/ldentified Customers, etc.

& Advertising expenses for each customer
= Control by disciplining the ratio of advertising expenses to sales at
department stores

*Product Liability by Channel = Profit Indicators for Online/Store,etc.

X Prior to the adoption of the revenue recognition standard

@ Variable costs and other expenses decreased by ¥15 billion due to
the decrease in sales.

® Reduced fixed costs by ¥40 billion through structural reforms

@ Variable costs, etc. increased by ¥27 billion due to sales recovery

@ Planning to reduce fixed costs by ¥16 billion through further
structural reforms

¥15 billion ¥44 billion

¥16 billion I
'Y

¥40 billion

' ¥27 billion
T
¥319.1 billion ¥264 billion ¥275 billion
Fiscal Year Fiscal Year Fiscal Year
2018 2021 2024
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Group Platform 3 Revenue and Expenditure Structure Reform

(Department Store Science)

AV U-=1LC
1:Overall sense management
of strategy _

@Redesign the department store business structure

3:Individual
strategies

Direction

Redesigning the Business Structure by Optimizing the Number of Staffs from a Scientific Perspective

To date

on the floor™

The concept of ""how many people are placed

Going forward

"

Scientific idea of assigning a number of people to "effects by sales, profit, customer, etc.

B Major Initiatives

Approach to Optimizing Personnel in the Department Store Business

Approach to Staffing for Domestic Operations

@scientific staffing

Other businesses

10%
department
personnel
. 1hYn
Department
stores
Business Direct
department
90% personnel
84%

®@Reduction of indirect personnel through discipline of direct-to-indirect ratio
®@Insourcing in accordance with federal strategy

Current status Fiscal Year 2024

Department
stores
Business

80%

ubiIsapad |ean10811Yyaay

Other businesses
20%

To the federal
strategy
Accorded transfer

=1

department

personneg?

Direct
department
personnel
90%

* The number of staffs in the department store business declined over the long term.
= At the same time, personnel shifted to the financial business, real estate business, etc.
*Employee compensation to recover along with business performance

Total number
of employees

Approx. 20
thousand

Department
Store
Business
Personnel
share
90%

¥15.6 billion

Fiscal Year
2019 Results

Other businesses X Domestic existing business basis
mmm Department Store Business

¥50 billion level

Approx. 17 thousand
¥35 billige

¥3 billion

Fiscal Year
2021

Fiscal Year

2024 Long Term




Management Platform 1 System and Data Infrastructure

1:Overall sense m.aat-eent 3:Individual
of strategy _ strategies

Direction

Maximize the use of systems that have been developed in-house for in-house use in combination with strategies.
Thereafter, external expansion

To date emphasis on speed

- Development of individual digital services with an ' Going

= To develop systems tailored to its own operations

forward

B Major Initiatives

- External sales by combining systems developed for own use
with strategies
*Deployment of in-house system and accumulated know-how

to the federal strategy

""High sensitivity,fine
quality'" Strateqy

" CRM Strategy Connecting
with Individual Customers"*

"Intra-Group Coordination' strategy

Digital services from the customer's

perspective

®service - Isetan Mitsukoshi App = Remote shopping
segment *3D measurement of
shoes/women's apparel
ﬂ ||
@Process Business Platform as Next-Generation Foundation
layer *Modularization of business-specific systems
|| ||
Marketing functions contributing to sales reforms
@Data layer

=Understanding customer insights, Al forecasting

I I
4 D

With accumulated know-how

Outside sales activities utilizing

- J

@Infrastructure
segment

Next-generation network security, modernizing existing systems, and expanding the security infrastructure

Responding to All Customer Needs

Expansion of the base of identifying

customers

Monetization from external New business framework
sales activities (point X card X system)
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Management Platform 2 Human Resources Platform |I|.|.|

i i * Improve organizational strength to maximize the power of human resources and realize strategies
Direction *Developing a corporate culture in which all employees can work together without being aware of the need for tactics and are
proud of contributing to them.

| To date | | Going forward
*Lengthening of department store skills and know-how and *Human Resource Exchange, Wide-Ranging Experience, Building Networks and Multitasking
narrowing of expertise * All employees have a managerial mindset and foster an organizational culture that is optimal
=Culture of individual stores and company thinking for the entire company

B Major Initiatives

s

Maximizing Human Resources for the Stronger intra-Group coordination strategy

Efficiency of personnel and personnel Utilization and mobilization of human Developing Human Resources That Can

expenses resources for realizing the transformation Realize Business Strategies
= Improving the environment all employees

-Optimal allocation of human resources - Revitalization of internal and extern
an learn and grow autonomously

within the Group Personnel onnel exchanges .
Aloke apabilitid ustomer service and sales reforms that
. imi i Corp. i i it VI i . .
Optimize the number of personnel in Optign fetime CDPs that fit individually erage curiousness and creativity

saAlreniu| o1barens

department store business

Transfer assignments utilizing human toward the realization of a high sensitivity,

*Reduction of exteranl outflow costs resource data fine quality strategy

‘ =

Establishment of a Personnel System to ! ]
SubDOrt Strateav Promotion Fair Appraisal System Strengthening Management Skills

Realization of work-life balance Diversity & Inclusion

ES improvement

alnjonJase.ldjui
pue aanjdnJiiseldju]

ITetI

|
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- HF 1:Overall SR 3:Individual
Management Platform 3 Sustainability m

@-Toward management with an emphasis on sustainability

Direction =Contributing to Solving Social Issues through Corporate Activities as a Corporate Responsibility to Society.
=Playing a role in realizing a prosperous future for people and a sustainable society.

To date Going forward

. . - . N . *Engage in group-wide and department store operations for each priorit
*With our business activities based on a sustainable spirit since our foundln» init%a?ive group P P P y

ZEIENEE) Seelkl ClEi o e = Establishment of specific items and promotion toward long-term goals
*Publish the Sustainability Report (at the end of November 2021) and
activate the Promotion Caonference

M Priority Initiatives (Materiality)

Priority Initiatives Group Initiatives IEWTESEBE 2030 KPI SDGs
Department Store

[Priority Initiatives] D * Cooperation with Local Communities ] )
C tina Peoble and - Promotion and Succession of Culture Creating of the unique
onnecting Feople an and Tradition attractiveness In region
Local Communities -"'Relationships with People™ to Pioneer What's T e VLS
Sustainable
the Future [ Life?

CO2 Emissions]
A 50% (compared to
Fiscal Year 2013)

[Priority Initiatives] @ | \
Connecting a Sustainable - Realization of a carbon-free society nin k gmd

A - M t f I h 0
Society and the Times anagement of a supply chain

*Sustainable product lineup

[Priority Initiatives] ® - Communication *Promotion of 4R % of Females in Management
Imbprovina the Satisfaction *Prometing diversity and inclusion *Disseminating Culture, . Positions] 38%
P 9 - Enhancing Motivation Technology, and Sensitivity Y% of people with disabilities in

workforce] 3.5%

of Employees - Realization of work-life balance

[Base] Group Governance and Communication




Management Platform 3 Sustainability lllllll
@-ii: Combining Sustainability Strategies

Connecting People and Local Connecting Sustainable Societies
Communities and Times

Increase Employee Satisfaction

Level

(0] s - N\ e N\ s N\
8 - Joint Creation with Local Communities o
S ) ) =Communication
=5 *Promotion and Succession of Culture o ) ) o . )
g and Tradition *Realization of a carbon-free society *Promoting diversity apd inclusion
5‘ “p - . ” . -Management of a supply chain *Enhancing Motivation

* “Links with People™ Opening Up the o :

Euture =Realization of work-life balance

""High Sensitivity'* Strategy/
Digital Transformation

CRE and Business Model Reforms/Revenue and

Expenditure Structure Reforms N e AT

=Urban Development of Core Bases

« Establishment of "'Base Network™ Value-Up Development for Real Estate
*Digitization of customer service Nationwide

=Redesign the department store business structure

* Human resources for Intra-Group
coordination strategy
* Revitalization of communication

uuopeld -ABerens

\U 7 J o J
e N\
( N ( ) — [Management
*In cooperation with local companies, local . = Dialo gu e]
governments and people *Lineup of environmentally conscious .
Merchandise assortment and events products and events Penetration of

management policies
- Awareness reform
*Promoting Behavioral

L 4 L 2 b
L A J

= Assortment and events that showcase culture =Servicing to promote 4R
and the arts

© se saAleniu|

9401S Juswiaedsg




Management Platform 3 Governance/Management System

1:Overall sense m.aat-aent 3:Individual
of strategy _ strategies

@ Governance Structure and Risk Management Structure

Bl Governance for Sustainable Growth

Energized the Board of Directors

Risk Management System

In order to further improve quality decision-making and effectiveness,
Ensuring Transparency in the Decision-Making Process and
Strengthening Monitoring

@ Second year of transition to a company with nominating committees
*New system with an outside director serving as chairman of the Board of

Directors
= 2-thirds of directors are outside directors

@ Efforts by the Board of Directors

= Annual scheduling of important agendas

Supervision

Emergence

By recognizing a wide range of risks and multiple defense lines
Preventing Risks and Strengthening Responsiveness in the Event of

=Expansion of Board Meetings Enhance quality and

»Holding information exchange meetings only for quantity of the
. . information
outside directors
=Providing opportunities such as inspections of
Execution

stores and business sites

@ Risk Management Flow

Broad risk selection

| Niajor [Risk map]
Management g Priority risks
Sl Risk event v
strat(ilc risks
Clarification of the I ['mpact
department in Risk map ULy 2
chprge | event
Strategies and Priority risks
measures < >
| ) small Frequency of  Majof
Execution Promotion of occurrence
counterTeasures
¥ !

@ Efforts by the 3 Statutory Committees

*Nominating: Transformation into a Strategic Executive Human Resources and

Succession Plan
*Remuneration: Reform to remuneration directly linked to incentives to increase corporate

value
= Audit: Monitoring of priority risks and sharing with the Board of Directors

@® Concept of Defense Line

=Clarify roles and responsibilities from site to audit under the concept of 3-line defense
=Strengthen responsiveness and establish an effective management system
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1:Overall SR 3:Individual
Management Platform 3 Governance/Management System lllllll

@Stakeholder Engagement

Approach Building Relationships of Trust through Continuous Dialogue with a Wide Range of Stakeholders

Aiming of becoming a fan through continuous dialogue and appropriate feedback
Balanced management Focusing on Balance and Building Trustworthy Relationships

To be acompany that always meets the needs of the times through problem solving based on mutual
understanding with stakeholders

Future-oriented engagement

*Creating a Fan Community

M Isetan

Mitsukoshi
Group

*Holding company policy briefings
Rrocurement Policy Assessment
Implementation of feedback

Business
Partners

[ )
' Shareholders/
investors

iii Employees

Local
ommunities

*Dialogue with Management
=Improving and Expanding
Education Infrastructure

= Enhancement of communication
= Enhanced disclosure of non-financial information

«Participation in Urban Developmer e ure
*Merchandising development and brand strategies in collaboration with local
communities 43
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@Restructuring of the management system

Ritcaiica Shift to a management system aimed at achieving KPIs by promoting the new medium-term management
: plan and monitoring PDCA

To date Going forward
* Formulated management plan with “waterfall type™ - Formulated management plan with "'build-in" awareness of — parties and
*Profit management in the product group management mindset
) Des.lgr_nng_ a slystem that emphasizes “individual company/store *Manage earnings at stores/businesses Scientific at — department stores
optimization * Institutional Design with Emphasis on ""Group-Optimization" — Federal Thinking

B Major Initiatives

1 @Vision for the Long Term @vision for the Long Term

gf, @Mid-Term Management Plan

& . *Build-in plans for each division through direct dialogue with management|
z @Mid-Term Management Plan Build-in type

= @Annual plan

> . .

-E < Adjusting > *Develop action plans and KPIs and implement PDCA

5 @Annual plan - Adjusted to match the progress of the medium-term plan

@Divisional performance feedback system
*Introduced as an impact system that "‘drives people and teams™*
Personnel System
Management ®O imize G " Allocati dl Labor Productivit
Accounting ptimize Group Allocation and Improve Labor Productivity

(Income Design) @Management Accounting (Income Design)
*Visualization revenues and expenditures from vertical, horizontal, and

diagonal direction, and optimal "internal commissions' system

Organizational Structure Strategic organization
44
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This document contains forward-looking statements, which are based on the
information currently available and certain assumptions the Company
considers to be reasonable, and involve various risks and uncertainties.
Actual results, performance, achievements or financial position may be
materially different from any future results, performance, achievements or
financial position expressed or implied by these forward-looking statements.




