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Retailing industry Status QIO

MARUI GROUP

- Difficult environment for department stores and chain stores focused on goods, but strong growth
of shopping centers capable of providing both goods and experiences

M Sales by Store Type (2000 indexed to 100)

Shopping 117%
centers

TIOO e I
Chain 76%
stores
Department
stores 61%

2000 2019

* Source: Japan Council of Shopping Centers, Japan Chain Stores Association, and Ministry of Economy, Trade and Industry 19



Trends in operating income of the retail business

- Stabilized store profit structure by the fixed-term rental contracts

(Billions of yen)
16
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Started the fixed-term

I rental contracts

The fixed-term
rental contracts
achieved 100%

I

FY14 FY15 FY16 FY17 FY18

OlO

MARUI GROUP

Impact of
COVID-19

FY19 FY20
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Complete department store format transformation OI1O

MARUI GROUP

- Accelerate efforts to stores that don't sell as the third stage, creating eventful stores as the fourth stage
5 ?

‘> 4 “Eventful” stores

Stores that don’t sell

2 Expand food and services

1 Fixed-term rental contracts
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STEP1: Transition to Shopping Centers OIlO

MARUI GROUP

- Completed conversion of all department stores to real estate-model shopping centers over five years
beginning from FY2015 (excluding some exceptions)

| [
.. Additional Plan
rental contracts
floor space
(Ratioof ]
fixed-term 218,500 228,000 231,000
rental 178,500m (106%) (111%) (113%)
contracts) 125,500m (87%)
(62%)
Income
improvement ¥0.9 ¥2.0 ¥3:2 ¥2.3 ¥1.4 ¥0.4
amounts billion billion billion billion billion billion
(YoY)
FY15 FY16 FY17 FY18 FY19 FY20 FY21
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STEP2: Store status OlO

MARUI GROUP

* Progress in transformation of stores in conjunction with transition to fixed-term rental contracts,
expansion of food and service categories

B Contract Type M Category
(14.3) (21.3) (14.3) (21.3)
Fived-t 320,000m 310,000m 320,000m 310,000
rental contracts ~ 12% 24%
Apparel  45%
70%
43%
Consignment  88% Other — 40%
30% Foodand ..., 33%

services 18%

-----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------
* .

BExample » Opened the first full-scale food hall on the introduction floor of
Family Mizonokuchi (Nov.2019)
HARAS . |
@528 &= - "Order by smartphone" system that allows you to order at the table
(Food Hall) '

;23
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Store Performance OlO

MARUI GROUP

- Customer numbers following increase in store value attributable to transition to fixed-term rental
contracts
* number of customers were 210 million in FY20, number of purchases 2.0 times higher than in FY2009

B Number of Customers and Number of Purchases
(Millions of people)

Number of 1.3 times higher
, customers thanin FY09
210
million
1.5 1.7
130
million
2.0 times higher
Number of than in FY09
1 purchases
100
million 70
million
0.5 . e .
05 Transition to fixed-term rental contracts
. 24

FY09 FY10 FY11 FY12 FY13 FY14 FY15 FY16 FY17 FY18 FY19 FY20 FY21



STEP3: Stores that Don’t Sell OlO

MARUI GROUP

Stores=Platforms for online/offline integration

* Attract unique tenants such as online services, storefront e-commerce, D2C brands, etc.

* Promote initiatives with 23 companies that we invest in through co-creative investments and
172-strong co-creation team

> Ny
| L' > > el CUEN "
£ / \ \

mercari station SHIBUYA BASE FABRIC TOKYO
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STEP4: “Eventful” Stores OlO

MARUI GROUP

Create variety of events that integrate online and offline approaches

Design fun stores with events motivate consumers to visit

* Hold events for anime business and new businesses
(anime/games, food, cosmetics, and social events)

* Collaborate with FinTech to commercialize events so that they can be held
around the country in commercial facilities other than Marui facilities

[Examples from FY2021]

Entertainment Sustainability
KOREAJU Bread festival Minna-Denryoku Pocket Marche
. . ) Produce direct from growers and
Korean cosmetics Bread from regional bakeries Renewable energy grower support

—
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Expansion of “Stores that Don’t Sell” “Eventful” Stores”

O

O

MARUI GROUP

- Steadily expand collaboration with offline stores through co-creative investment and outsourced

operation, to grow instore event transactions to ¥25.0 billion in FY2026

B Stores that Don’t Sell

0%

FY17

Urban centers: 17%
Suburbs: 11%

13%

FY21

30%

FY26

B “Eventful” Stores

Floor area

Transactions

9,250m

¥4.1
billion

FY21

FY22

FY23

FY24

29,000m

FY25

¥25.0
billion

FY26
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Revitalize E-commerce OlO

MARUI GROUP

« Transform MARUI GROUP into a digital business by harnessing digital personnel, targeting total
e-commerce transactions of ¥30.0 billion by FY2026

HInitiatives HMTransaction targets

¥30.0
billion
Event-type e-commerce

« Expand event-type e-commercein ¥19.2
coordination with retail stores billic.m

Pre-order/advanced payment,
pick up instore

* Online pre-order and payment,
pick up/use services instore

FY22 FY23 FY24 FY25 FY26 28



