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Overview of MARUI GROUP
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Overview of MARUI GROUP ojle]

Founded: 1931 (Initially sold furniture through monthly installment payments)

Business activities: Retailing, FinTech + Unique business model merging retailing and finance

Marui EPOS Card
) o D)) .
. )
« 23 stores primarily in Kanto but also in * 7.2 million Cardholders
Tokai, Kansai, and Kyushu * Transactions: ¥2,678.8 billion

» Transactions: ¥320.1 billion

« 210 million customers visit our stores
3
(Fiscal year ended March 31, 2020)



Performance Trends OlO

MARUI GROUP

* Historical high EPS of ¥117.6 in FY2020, overcoming two years of losses to expect

B EPS actual and Forecast

(Yen)

¥103.2

¥117.6
(Historical high)

¥79 6
10 9

FY20 FY21FY22
(Forecast)

mg
t revision

920

60

30

FY87 FYO91 FY96 FYO1

(30)

(90)




Creditability should be built together with customers,
rather then assignhed to them.

“Co-Creation of Creditability”

(Founder: Chuji Aoi)




Evolution of the Business Model

O

MARUI GROUP

- MARUI GROUP has continued to evolve merging retailing and finance since its founding
- Since the issuance of the EPOS card, the relationship has changed to that of “Retailing supports
credit card growth"

From 1931 (establishment) 2006 ~ 2020

Card Issued first QIOI Red Card <“E‘i: CARD. RS EPOS Card

ar ) credit card in Japan wrommers . (In-house card) ¥ 1234 (Multipurpose)

. Retailing Retailin Credit card
Business ° +Cash advance
Model . i
Credit card Credit card Retailing
Operating

B/S Operating receivables

Image receivables
Fixed Assets, etc. 70% 60% 40% Fixed Assets, etc.
(Land and buildings) 0 (Land and buildings)




Earnings Structure based on Distinctive Business Model OlO

MARUI GROUP

- Establishing a distinctive earnings structure that combines the high growth potential of the
card business and stable fixed-term rental contacts revenue

Earnings structure of card business

OHigh profit growth X Deficit for several years

MARUI GROUP 's revenue structure

OHigh growth potential (Card revenue)

(OStable (Store revenue)

(Revenue)

Card revenue

Earnings structure of stores (fixed-term rental contracts)

(OStable X Low profit growth
Store revenue

(Time)
J I I *Specializing in credit card operations
7




OlO

MARUI GROUP

Lifetime Value Management
- Composition of recurring revenue as a percentage of gross profit has expanded

BMRecurring Revenue B Ratio of Recurring Gross Profit to Total Gross Profit

A
(]
S < Rent revenue, etc (100 millions
5 of yen)
0a
* Rent guarantee 2,000
- * Expenses of communications /
=) utilities affiliate commissions by Non-
§ recurring payments 697 recurring
ol * Finance charges on revolving and 1,500 589
installment payments, etc.
* visualization of revenue 1,000 Recurrlng
- Target: gross profit
Temporal revenue < Recurring revenue
A 500
Temporal ’
revenue
Recurring
14.3 15.3 16.3 17.3 18.3 19.3 20.3 21.3

* Gross profit includes SG&A expenses paid by business partners.




MARUI GROUP’s View of Corporate Value: Six Rings of Stakeholder Governance OlO

MARUI GROUP
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Medium-Term Management Plan
Five-year plan for FY2022 through FY2026

OIO
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Changes in Business Environment in Next Decade (Three Major Shifts) OIO)|

Current working-age generations Future generations

Introduction of digital technologies } Deployment of digital technologies

Tangible assets Intangible assets

11



1. Shift from Current to Next Generation OlO

MARUI GROUP

By 2024, the percentage of millennials or younger in Japan‘s working-age population will exceed that
of older than millennials

B Trends in working-age population

Common sense for
Future generations:
« Digital transformation (DX)

(Generatiorj 61% - Sustainability

change ]
V * Wellbeing

50% -

Future generations
(Born after 1981)

v

Risk for companies

Current working-age Companies unable to adapt to
generations future generations’ common
(Born before 1980) sense will lose favor
2021 2024 2030

* Source: Marui Group based on Population Estimates, Statistics Bureau, Ministry of Internal Affairs and Communications

12



2. Digital Technologies: From Introduction to Deployment O

O

MARUI GROUP

- digital technology, which has been developed mainly around software and online, will penetrate
the physical realm, and online and offline will become increasingly integrated

2020 was a turning point in the S curve of innovation

ajel uoisnyid

2020

Introduction Deployment

= >
Time
Mainly software and online technologies Penetration into physical domains
Online-offline integration

* Source: Marui Group, based on Mirai wo Jisso suru (“Implementing the Future” (Eiji Press) by Takaaki Umada and
Technological Revolutions and Financial Capital: The Dynamics of Bubbles and Golden Ages (Edward Elgar Publishing, 2002) by Carlota Perez

13



3. From Tangible Assets to Intangible Assets O

O

MARUI GROUP

 The long-term shift from tangible to intangible assets, which began around 2000, is expected to
progress rapidly in Japan in the future.

B Average intangible investment ratio (intangible investment / tangible investment)

(Times) 1.6

Us Market cap of Tokyo
Stock Exchange First Macgl/:fzz\iaﬁ of
Section
1.2 UK
ol Apprpx.. ¥720 < Apprpx.. ¥850
trillion trillion
0.7 Germany
M (2’186 Companies) *As of March 31, 2021

Five-year period from 1995 10-year period from 2001

* Source: Marui Group, based on RIETI Policy Discussion Paper “The Role
of Intangible Investment on Economic Growth in Japan®, by Tsutomu
Miyagawa et al. (2015)

14



Future Direction OlO

MARUI GROUP

1. Earn profits while also solving societal problems through co-creation with
future generations

2. Harness Retailing and FinTech to become an online-offline platform business

3. Evolve into a knowledge-creation company through intangible investment in new

businesses and co-creative investments as well as human resources and software

4. Include stakeholders in board of directors to promote co-creation management that

strives for harmony between profit and happiness

15



Business Strategy + Capital Policy + Impact



Overview of Future Group Business

 Seek further enhancement of our corporate value by promoting a new trinity model

Investing for the

Retailing

future

FinTech

Co-creative investment
+ Investing in new
businesses

OlO

MARUI GROUP

17
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Business strategy of Retailing Segment
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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

14
12

10

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

FY21

20



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

21



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

22



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

. .
----------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------



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
25



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

—

26



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

27



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
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Business strategy of FinTech Segment

OIO
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Cashless (1) OIlO

MARUI GROUP

 Cashless payment amount is almost flat due to impact of COVID-19, settlement ratio is expected
to be 29%

M Trends in domestic cashless payments

Cashlessratio 27% 29%

Settlementamount ¥82:n ¥81+tn

FYO8 FY11 FY16 FY19 FY20

Total consumption expenditure ¥291 tn ¥298 tn ¥281tn 30



Cashless (2)

OlO

MARUI GROUP

- Domestic credit card transaction volume fall below the previous year‘s level in 2020,
transaction amount of each card company is divided into light and dark

B Transition in domestic credit card transaction

120%

110%

100%

90%

Lehman shock

Great East Japan
Earthquake

/

114%

~108%

95%

FY0O0 FY10 FY20

* Source: Ministry of Economy, Trade and Industry

“Specific service industry dynamic statistics survey”

BMEach card company transaction

(%)
120 120 EC
100 e <100 | EPOS
g9 Retailer
89 Banking
80
FY20 FY21

* Source: Ministry of Economy, Trade and Industry
“Specific service industry dynamic statistics survey”
and estimated from each company's financial
statements

31



MARUI GROUP’s Platform OlO

MARUI GROUP

Ratio of
cardholders
registered for
Internet services

Ratio of
Cardholders active cardholders
under 30

7.09million 55% 88%

Number of
Nationwide Transaction

affiliated facilities

33 2.6 trillion

32
(Fiscal year ended March 31, 2021)



Transition in shopping transaction volume OlO

MARUI GROUP

- Shopping transaction volume grows ahead of the domestic shopping market

B Transition in shopping transaction volume

(Trillion of yen) EPOS Card (%)
4.0 130
121
\Lm o 117 120 5-year average growth rate
3.0 110 .
109 109 11(\102 EPOS Card Domestic market
107 100
\ Domestic market 96
* N + 1 5 % > + 6%
1.0 2.1
1.3
0.0
FY17 FY18 FY19 FY20 FY21

* Source: Ministry of Economy, Trade and Industry “Specific service industry dynamic statistics survey”
* Epos Card is External member store

33



Strength of FinTech: Change of transaction value by enrollmentyear OIO

MARUI GROUP

- Achieved stable profit growth due to large increase in transaction amount of past enrollment members

Enrollmentyear CAGR FY18 Change

Enrollment — —
in FY19

Enrollment +90% +90%
in FY18

Enrollment +44%, +13%
in FY17

Enrollment +30% +10%
in FY16

uoljoesuel] —

Enrollment +22%  +8%
in FY15

| 1
, ~ Enrollment +18% ! +6%
I InFYl4 :

FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019

Time —
34



Strength of FinTech: Our Customer Profile OlO

MARUI GROUP

* Realizing high earnings through high exposure to the younger generation

M Distribution of cardholders by age

MARUI GROUP Whole industry CompanyA

40s~
45%

5% 78%

*Active cardholders
HRatio of revolving and installment payments attribute to installment sales account receivable
(including factoring accounts receivable)

MARUI GROUP CompanyA CompanyB

63% 38% 24%

35
(Fiscal year ended March 31, 2021)



Strength of FinTech: Industry's lowest bad debt rate QIO

MARUI GROUP

* Revolving and split balances account for 60% of installment accounts receivable, but bad debt rate
is 2.1%

* The credit loss rate remains at the lowest level in the industry due to the soundness of receivables
even under major environmental changes.

B Ratio of revolving and installment payments B Transition in bad debt rate
and bad debt write-offs attribute to installment

sales account receivable 5-3 4.6 Lehman shock
(including factoring accounts receivable) (%) 5 @ Total amount regulation enforcement

Ratio of bad debt
write-offs

MARUI GROUP 2.1%
Company A 3.2%

Company B pZL/ 0.8%

. ® Great East Japan Earthquake
3.2
: ® Bank loanregulation
. started

2.1

FYO6 FYOS8 FY10 FY1ll1 FY16 FY21 36

(Fiscal year ended March 31, 2021)



Strength of FinTech: Unique credit know-how

OlO

MARUI GROUP

- Established unique credit system, combining know-how accumulated since foundation and

our IT expertise

Maximum spending limit

A

Other

EPOS

2

compani€s granted based on income, years of employment,

assets, etc. >
—
L,
Fixed
(Setata
small
amount)

B Comparison of maximum spending
limit with other companies

Upon
joining

Gold

EPOS

¥500,000

¥1,500,000

Company
A

¥2,000,000

¥5,000,000

Company
B

¥1,000,000

¥2,000,000

Upon joining

v

37



Unique Features of EPOS Card OI1O

MARUI GROUP

Gold Card Cards tailored to each individual’s interests
(Content cards)

-1 + : !l! i "&_f-"/ ¥

09 § ¥
'S '()/

A

e A

100 card designs

©BanG Dream! Project ©Craft Egg Inc. ©bushiroad All Rights Reserved.,

©2021 San-X Co., Ltd. All Rights Reserved., ©khara, Inc., TM & © TOHO CO.,LTD,

©Eiichiro Oda/Shueisha Inc., Fuji Television Network, Inc., Toei Animation Co., Ltd., SEGA

©Takeshi Konomi, NAS, The New Prince of Tennis Project, ©CAPCOM CO., LTD. All Rights Reserved.

38



Gold Card Initiatives OlO

MARUI GROUP

 Gold Cards drive growth of EPOS Card business, accounting for 37% of cardholders and 69%
of transactions

MOriginal initiatives B Share of cardholders and transactions

Family Cards

Collaboration Gold

i ‘ Transactions
services All cardholder

2.6 million ¥1.5 trillion

Instore issuance

Exclusive events, no annual fee

FY2009

39
(Fiscal year ended March 31, 2021)



Nationwide Expansion of EPOS Card OIlO

MARUI GROUP

- Card holders outsides trade areas increased as a result of promoting nationwide expansion

(Ten thousands of people)

g <Card holders>
%D

FY2016 FY2021 (16.3Lk) % of share
total

Main Age 39 :
Rr:;ness ndBelow | 198 187 94% | 26% | 23%
ABedl o 187 213 114% | 30% | 8%
” Total 384 400 104% | 56% | 13%
2016 (Fr2021) ofers Agess |33 160 121% | 23% | 7%
Branches and sales offices 3 locations gﬁceig(l))ove 95 149 156% | 21% 2%
OPartnerfaCIlltles ----------------------------------- 7 33 facilities Total 228 309 135% | 44% | 3%

40



Cardholder Outlook OlO

MARUI GROUP

* Over 8.5 million cardholders in five years’ time, with Gold and Content Cardholders accounting for
around 60% of total

MCardholders B Transactions breakdown
(Million)
? 8.5 million
8 7.09 million
6.13 million Content Card
6

Transactions

4 Gold Card
2
0 Content cards
FY2016 FY2021 FY2026
Share of Gold and 0
Content Cards 22% 41% 560/0

41



Cardholder Strategy: New Cardholder Target OlO

MARUI GROUP

- Reorganize issuing locations in view of acquisition cost and profitability per card

B New cardholder target B Acquisition cost and LTV

(Million) 1 million
1 .

0.30 Services
0.8

06 | g 30,000.."..,.-......

Stores

0.4

Acquisition
cost

.o
oot
....
0ee®
oo
0o
oot
.ot
....
0ot
....

0.2

0.36 Online

FY2021 FY2026
Stores Online Services 42



Cardholder Strategy: Initiatives for Cards Tailored to Each Individual’s Interests O

O

MARUI GROUP

* Foster loyal cardholder base through original initiatives like instore events and co-creation

with business partners

BAnime card initiatives

Sy
i
i
7
(-
Bl o™
4, stontaIiig p
TSI - Vi,
Kie | 2
N P SN »
Pop-up store EVA STORE LIMITED ©2021 San-X Co., Ltd. All Rights Reserved., ©khara, Inc.  "EVA-
EXTRAJ
Instore event Fan club site  Media tie-up

B Future initiatives

Strengthen collaboration with new businesses
(bread, vegan products, Korean cosmetics, etc.)

D KOREAJU

B Cardholder numbers

50,000
40,000 S — 1 Iy . 340,000
30,000 l
10,000 2 0 : 000 I I
No<iead

FY2017 FY2018 FY2019 FY2020 FY2021

Ratio of youn
cardhoylders% 600/0 (+18pp)
ITv: (X

* Comparisons are versus standard card 43



Strategy to maximize EPOS Card payments in household finances QIO

MARUI GROUP

- Continue strengthening rent, regular payments, and e-commerce transactions to stabilize earnings
and differentiate services

¥5.3 trillion+
Rent ¥1.2 trillion+
(2.8 x)
A\ —
- =
(oF-14 Bank Regular T
payments transfers payment ¥(()589tr|)ll|on +
60% 40% I X
E-cog'neror/rerce E-commerce ¥1.4 trillion+
: (2.9 x)
21.3 26.3 * Figures in graphs are share of transactions

44



Maximize EPOS Card payments in household finances: O

O

Rent guarantee
- Service in which the Epos Card acts as a guarantor for the resident when moving into a rental property
B Rent Guarantee business model B Transition of rent guarantee market
EPOS Card has a 5% share of the 10.44 million households
e thehassleofflndmg - g s Outsource TS
. and checking the guarantor sincome : i e+ Strengthen profits with commission 1.84
: « Can earn points by paying rent with an EPOSCard : ! income : million Rent
.................................................................................................................. . units | Guarantee
--------- : Not Used
Lease LTIl
. agreement Real estate :“;?31 \
Resident < > management units CPOS Card
ar
Guarantee company share
Recommend ‘ contract 10.44 5%
EPOS Card . (Approximately 2.5% mi“.it°"
I - of monthly rent) Rent 7.10 R
4 : Guarantee replacement million
5 - g payment units Rent
. Guarantee
- Used
rnnnn e EPOS Card
Pay rent by
card
FY15 FY16 FY17 FY18 FY19 FY20
* Due to the revision of the Civil Code in April 2020, it is necessary to present the upper limit (limit) for the guarantee of the joint guarantor, and the demand for 45

guarantee companies as a substitute for the joint guarantor has increased significantly in the last few years.



Maximize EPOS Card payments in household finances : 010
Rent Guarantee Strategy

- Target ¥1.2 trillion in transactions and ¥25 billion in revenue in five years’ time for 10% market share

M Strategies going forward B Transaction value target
(Billions of yen)
1,500
1. Cultivate major business ¥1.2 trillion+
partners
1,000

2. Expand scope of business

Rent guarantee services for retail tenants and 500
shared offices

¥442
billion

3. Promote digital transformation 0

FY2021 FY2022 FY2023 FY2024 FY2025 FY2026

Revenue ¥10.5 billion ¥25 billion+
46



Maximize EPOS Card payments in household finances: 010
Outlook for Recurring Payments

- Seek further expansion of recurring payments thorough co-creation and digitalization

B Recurring payment targets B Specific initiatives
(Billions of yen)
1,000 1. Expand use for utility bill payments
¥800 billion+ centered on partnership with
800 Five-year average T Minna-Denryoku
l th rat
annue +g2r:0\;: ° e a-f'd-u‘f:cf%j-_l Users: 500,000
600 Minna-Denryoku
400 2. System linkage and business

coordination with major companies

200

pillon 3. Promote services using

Lifestyle App

FY2021 FY2022 FY2023 FY2024 FY2025 FY2026

47



Transaction Forecast OlO

MARUI GROUP

By developing our own strategy, transaction volume will double in 5 years
BMEPOS Card transaction value

R More than................. ¥5.3

> enye
(Trillions of yen) double trillion Au;?g‘?vac:us

¥3.0 trillion

5

Average annual ¥2.6

growth rate: trillion Transition to
15% cashless

transactions:
¥2.3 trillion

FY2017 FY2018 FY2019 FY2020 FY2021 FY2022 FY2023 FY2024 FY2025 FY2026

* EPOS Card transaction value = Shopping + Rent 48



Revolving Credit and Installment Payments QIO

MARUI GROUP

- Balance of revolving credit and installment payments to increase with shopping, forecast to exceed
¥500 billion in FY2026

HRevolving credit and installment payments balance transition

(Billions of yen)

600
¥500 billion+
R 4
500 e
400 | ¥366.3 y35671 ..
billion billion

300 |

¥218.4

billion
200

FY16 FY17 FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY25 FY26

49



Revenue Restructuring

« Achieve more stable earnings structure with high capital efficiency that is not dependent on

interest income

B Revenue structure trends

(Billions of yen)

200

150

100

50

¥82.6 billion

FY2016

60%

¥135.3 billion

FY2021

51%

¥204.0 billion

Services
16%

Shopping

34%

Revolving credit
and installment
payments

34%

Cash advances

11% -

FY2026

OlO

MARUI GROUP

Interest income’s
share of revenue

45%

* Revenue includes IT, other 50



Interest Repayments OlO

MARUI GROUP

- The number of customers subject to interest repayments is expected to decrease significantly in the
future, we expected the amount of repayments to remain flat for some time, and recorded a shortfall
of ¥19.4 billion based on trial calculations in the fourth quarter.

B Outlook for number of customers eligible for interest repayments and repayment amount

Customers eligible for interest repayments

(Billions of yen)
140 .. / 70% decrease
forecastin FY2026

Repayments '

......... (versus FY2021)
100 Forecast
60 | I ITI\I\I\ ¥19.4 billion increase

FY1l FY12 FY13 FY14 FY15 FY1l6 FY17 FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY25 FY26 FY27

51



Business strategy of investment
for the future

OIO

MARUI GROUP




Intangible Investments in MARUI GROUP QIO

MARUI GROUP

- Intangible investment reverses tangible investment after 2019

(Billions of yen)

Tangible
investment

20

15

10

Intangible
5 | investment

[ —

FYO8 FY19 FY21
53



Breakdown of Investment Destinations OlO

MARUI GROUP

Intangible investment ratio

(Intangible investments / Tangible investments)

0.2 x } 2.2X

.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
.
Y
.
.
.
.
.
.
.
.
.
.
.
.
.
o*
.

New businesses

*

. e Intangible

Human resources and
investment

research and development

| Software
Tangible Store investment

investment ore investmen
0.7x

FY15

FY21

54



Direction to be Addressed in the Future

From in 1931 (Establishment) From 2006

Capital-intensive type }

Business

Labor-intensive type }

model

Retailing - driven Credit (FinTech) -driven

OlO

MARUI GROUP

Knowledge creation type

Retailing X FinTech X
investment for the future

Fixed Assets Financial Assets
Assets } }
(Stock buyback)

Investment

Tangible investment

Intangible assets

Intangible investment

55



OlO

InveSting for the FUture MARUI GROUP

Investing
for the Future

External

Internal innovation
innovation

q
| |
| |
. )
g T
“ businesses
| |

Y
“aapgms"®

Enhance both impact and profit

(Sustainability, wellbeing, and DX)

56



Investment in New Businesses OlO

MARUI GROUP

* Build a unique and high-barrier business model based on e-commerce while utilizing our strengths
in store operations and FinTech

Storefront e-commerce MEstablished an incubation company
“okos” (April.2021)

Websites, social media,

Pop-up stores and events
(to complement e-commerce)

Provide payment and credit services,
attract members

I+H+ﬁ+E

FinTech

57



Co-Creative Investment

B Breakdown of investment destinations

tsumiki Securities ¥1.9 billion
D2C&Co. ¥1.6 billion

Venture companies ¥12.8 billion

Fund ¥6 billion

v
Total ¥22.3 billion

OlO

MARUI GROUP

M Share price difference between time of investment and

most recent procurement of the 27 companies

Over 10x

Over 1.1x 26
Lessthan 0
1.0x

g
IRR 71%

* IRR: Calculated using most recent procurement price of securities held, assuming

that listed shares were sold at the end of each company’s fiscal year

58
(Fiscal year ended March 31, 2020)



Co-Creative Investment: Synergies with Existing Businesses QIO

MARUI GROUP

* Targeting ¥5.5 billion minimum contribution to Retailing and FinTech in final year of medium-term plan

B Estimated profit contributions

(Billions of yen) ¥3.5 blulon
5.0 P FinTech
Revenue from
f|x<led-term Co-creative
rental contracts e Increase LTV
Retailing FinTech
Retailing
¥0.5 billion ﬁ—
FY2021 FY2026

* Profit contributions included in operating income of Retailing and FinTech businesses
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Co-Creative Investment: Financial Returns OlO

MARUI GROUP

FY2021 FY2026 (Estimated)
Co-creative investment amount ¥22.3 billion ¥43.0 billion
Balance of investment securities ¥42.1 billion ¥72.0 billion
Unrealized gains ¥13.5 billion ¥37.0 billion
Companies invested in 28 Approx. 70
Listed companies 2 Approx. 20
IRR 71% 20%

* Decide on case-by-case basis depending on
1: progress with collaboration, 2:business perfomence, and
3: market conditions

Exit policy

* Distribute 50% of profit from sales to shareholders and

reinvest the remainder
60



tsumiki Securities Co., Ltd. OIlO

MARUI GROUP

B Services to Be Provided

Younger generations and everyone else

Purchases of investment trusts applicable under
Tsumitate NISA

Credit payment via EPOS cards

Japan’s first scheme for purchasing investment trusts with credit

B Structure of Earnings

Investment +4 | Lifetime value of )
trust fees EPOS cards Group earnings

Target ¥1 trillion in balance of assets commence operations in summer 2018
61



tsumiki Securities Co., Ltd.

 Support from younger and first time investors won as anticipated
- Started a service that allows you to purchase investment trusts with points, and the number of

applications has expanded to 67,000.

B Applications Received by tsumiki Securities
over Period from September 2018 to March 2021

{ Distribution of Applicants

(Distribution of Applicants by Age ) by Investment Experience )

Aged 49 No experience

and younger

88% 69%
(Reference) Ratio of Applicants (Reference) Ratio of Applicants
Aged 49 and Younger with No Investment Experience

Approx. 40% at independent fund
Approx. 30% based on survey management companies
by The Investment Trusts Association
Approx. 60% at independent fund management companies

{ Performance Data )

O

O

MARUI GROUP

investments

Performance
Application number 67,000
Active accounts 68%
Average month ¥23,000
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Capital Measures and Shareholder Returns

OIO

MARUI GROUP




Review

OlO

MARUI GROUP

 Achieved balance sheet optimization alongside transformation to a FinTech-led business structure

Total assets

¥676 billion

Operating  Liabilities
receivables ¥370 billion
¥355 billion

Equity ratio

45%

Shareholder’s
equity
¥306 billion

FY2015

¥1 trillion

Operating .
receivables Liabilities

¥680 billion ¥730
billion

Equity ratio
3 00/0 (approx.

Shareholder’s
equity
¥300 billion

FY2021 (Forecast)

¥900 billion

Liquidated accounts
receivable ¥180 billion

rgg:il‘r;tmegs Liabilities
e ¥610 billion

Equity ratio

32%

Shareholder’s
equity
¥290 billion

FY2021
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Balance sheet at End Fiscal 2021

OlO

MARUI GROUP

- Retailing became stabilized after transition to fixed-term rental contracts, but equity capital remains

at high level

<FinTech >

¥630
billion
Equity ratio Industry

11% averagel

0%
¥70 billion

<|nvestment
for the future >

< Retailing >

Department
stores
40%

Real estate
30%

¥260
billion ¥180

billion 100%

¥40 billion EZLN 1T

Total assets Shareholder’s
capital

Resolved surplus
shareholder’s equity
in Retailing

65



Image of Optimal Capital Structure

- Targets based on equity ratio of around 25%

<FinTech> <Retailing > <Investment

for the future >

Equity ratio of
around

10%

Approx.

820 ¥100 ¥70-80
billion

billion billion

Total assets Shareholder’s
capital

O

O

MARUI GROUP

Optimal

balance sheet

¥290
billion

Total assets Shareholder’s
equity

<FY2026>
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Capital Allocation

OlO

MARUI GROUP

* Allocate ¥80 billion to investing for growth (including investment for the future),
¥50 billion to share buybacks for capital optimization, and ¥100 billion to shareholder returns

M Capital allocation plan (Fiscal 2022-2026)

Core operating
cash flow

¥230 billion

.

Investin%]for
growt

—

_[

Capital
optimization

—

Shareholder
returns

—

Existing investments
¥50 billion

Investment for the future
¥30 billion

¥50 billion

Share buybacks

¥80 billion
¥20 billion

Dividends
Share buybacks
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Dividends and Share Buybacks

O

MARUI GROUP

* Forecasting dividend per share of ¥52 (+¥1 YoY) and ¥30 billion share buyback for capital optimization

in FY2022
* To continue stable dividend payments based on dividend payout ratio of 55% and total return ratio
of 70% :
Total return ratio of approx. 70%
............................................................. >
N Dividend payout ratio of approx. 55%
¥30 billion
(Planned) e >
. ¥52 — . P A
Dividend, (planned ] o L L
Share E E E E E E E E
buyback | : 5 5 5 5 5 5
FY2020 FY2021 FY2022 FY2023 I£Y2024 FY2025 FY2026
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For corporate value improvement OI1O

MARUI GROUP

- Dividend increase rate exceeds EPS growth rate thanks to recurring revenue increased the certainty of
future cash flows

B Recurring Revenue, EPS and Dividends
¥131.1

(Billions of yen) billion (yen)
Recurring revenue
Annual average +16 %
100.0
¥117.6
EPS
Annual average +13%
52.9
50.0
36 ¥50
18 Cash dividends per share
Annual average +19%
FY14 FY15 FY16 FY17 FY18 FY19 FY20

69

* Recurring revenue based on total gross profit



Impacts



Analysis of Operating Environment
(Global Operating Environment 30 Years in the Future)

Climate Change and
POEIIEWEN iEeE Resource Depletion

* Global population of approx.

1°C-2°Crisein average global

10 blllIOI’l in 2050 . temperature in comparison to 2000
* Population of emerging countries * Increased demand for food, water,

71% higher than in 2000 and energy

» Concentration of populations in urban * Shift toward clean energy
areas (expansion of megacities)

Economic Climate Technological Progress

* Deceleration of global economic growth | ., More than 50% of global
- Emergence of China and India population connected to the Internet

as NO. 1 and 2 GDP leaders * Further spread of loT

* Evolution of Al
* Approx. 40% of global GDP
attributable to China and India

OlO

MARUI GROUP
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MARUI GROUP’s Outlook for the Future (2050) OI1O

MARUI GROUP

Minter dependent world
Realty Ideal
. - « Opposition based on nationality * Increased diversity and dilution of
Balance between and ethnicity concept of minorities
individuality and
coexistence . . . . . .
* Globalism vs. nationalism » Connections transcending traditional

dichotomies while valuing individuality

- Rising wages in developing countries, * Business opportunities catering to
: increasing economic disparity in developed both low- and middle-income individuals
S LU countries creating a massive global market
disparity g g
—>Wealthy vs. low-income individuals on
a global scale
_ _ * Inability for environment to support « Survival only by businesses that coexist
Coexistence with traditionally high production and with the natural environment

the natural

X consumption levels
environment

* Renewable energy and circular economies
—>Population growth vs. resource depletion as the norm 72



2050 Vision QIO

Harnessing the power of business to build a world that transcends dichotomies

Co-Creation

RN

Inter-generational
Business

Co-Creative Business Financial Inclusion

73



Action so far: Established Sustainability Committee OIlO

MARUI GROUP

- Discuss sustainability strategies and initiatives for the entire group at the management level

B Organization Chart

4 )
General meeting of
shareholders

\_ _J

| :
g : N\ report - recommendation
)
board of directors’ | __—"

_meeting )
I
I I
4 )
Nomination/ Sustainability Sustainability
Reward Committee Committee Advisor
\_ J
4 )
Each company/
department
Regular progress report - y

meeting of long-term vision KPI 24



Action so far: External evaluation of ESG OlO

MARUI GROUP

« We will continue to make efforts and disclose appropriate information, and receive evaluations from
various organizations
* No. 1in Bloomberg‘s ESG disclosure rankings for both global retail and all domestic industries

B Main external evaluations HBloomberg ESG Disclosure Company Ranking
(FY2020)
Member of
[ DJSI World Index ] DowJones
Included in DJSI World Index in 3rd Sustainability Indices World retail Domestic all
consecutive year Powered by the S&P Global CSA sector industry

World's No. 1 score in the retail field

[ S&P Global Sustainability Award ]  Sustainability Award 1 MARUIGROUP MARUIGROUP

Gold Class 2021

The only gold class in the retail sector

S&P Global .
2 A(France) F (machinery)
[Selected as one of the four ESG indicators selected by GPIF] _ _
Fo B (Mexico) G (machinery)
£+ 2020 CONSTITUENT MSCIZ/ ¢ /T S&P/JPX
%1 ‘"’7: [ b LA ol ) — A — T iy H—i
- I74¥xVh . .
FTSE Blosson 2020 CONSTITUENT WSCIEA# it 4 C(South Africa) H (security)
5th consecutive year 5th consecutive year 5 D(Us) I (Communication)
THE INCLUSION OF MARUI GROUP CO., LTD. IN ANY MSCI INDEX, AND THE USE OF MSCI LOGOS, TRADEMARKS, SERVICE MARKS OR INDEX NAMES HEREIN, DO 75

NOT CONSTITUTE A SPONSORSHIP, ENDORSEMENT OR PROMOTION OF MARUI GROUP CO., LTD. BY MSCI OR ANY OF ITS AFFILIATES.THE MSCI INDEXES ARE H
THE EXCLUSIVE PROPERTY OF MSCI. MSCI AND THE MSCI INDEX NAMES AND LOGOS ARE TRADEMARKS OR SERVICE MARKS OF MSCI OR ITS AFFILIATES. (Flscal yea r ended Ma rCh 31’ 202 1)



Action so far: Green Business

B Switch renewable energy to 100% by 2030

113100

- Joined RE100 (July. 2018)
* FY21:52% (15 stores * 5 offices)

« Considering direct procurement from renewable
energy power plants by registering as a retail
electric power company of a group company

HProviding sustainable choices

Frhfreal)

Achieves power traceability with
unique blockchain technology

* We recommend switching to renewable energy for
the Marui Group‘s customer base through a capital

and business alliance with Minna-Denryoku (Dec.2018).

OlO

MARUI GROUP

B Promote disclosure of financial impact information

TASK FORCE on
CLIMATE-RELATED
FINANCIAL
DISCLOSURES

TCFD

« Agree with TCFD (Nov. 2018)

* Described in the securities report (FY19~)

Risk:
about ¥8.0 billion

Opportunity:
about ¥10.0 billion

Increased card profits through
co-creation with electricity
retailers, etc.

Physical risks
Business suspension
due to flood, etc.

About ¥5.0 billion About ¥7.5 billion

Entry into the electricity retail
business and exemption from
carbon tax, etc.

Transition risks
Cost increase / tax
increase, etc.

About ¥3.0 billion About ¥2.5 billion 76



Values that Stakeholders Seek: Profit and Happiness OI1O

MARUI GROUP

« We will pursue the growth of corporate value through harmony between the interests and happiness
of all stakeholders

Customers
investors Employees
: H
v communities Business
partners
Future

!

generations

17



Impact

Priorities

Help realize a carbon-neutral
society

Help realize a circular
economy

Support self-actualization of
individuals

Supportindividuals in
pursuing their interests

Provide venues for co-creation

Facilitate open working styles for
those in and outside the company

OlO

MARUI GROUP

Approach

Reduce societal CO, emissions through co-
creation with customers

Reduce societal waste volume through co-
creation with business partners and
customers

Provide financial services based on credit
co-creation

Support entrepreneurs in future
generations

Create new businesses and engage in co-
creative investment

Create affinity cards

Utilize stores as venues for co-creation

Utilize cards as tools with which to engage in
co-creation

Practice open innovation

Foster an innovative organization
78
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Consolidated operating income forecast OI1O

MARUI GROUP

- Target consolidated operating income of ¥60.0 billion in final year of medium-term plan

FY2020 Change from Difference from
FY2020 FY2020

Billions of yen Billions of yen % Billions of yen

Retailing 10.0 12.0 120 2.0
FinTech 38.4 138 14.6
Investing for the future — — —
Eliminations/Corporate -6.5 — -0.5
Consolidated 41.9 143 18.1

80



Retailing segment: Operating income and ROIC forecast OlO

MARUI GROUP

* Forecasting operating income of ¥12.0 billion in final year of medium-term management plan

of yen) (Average for previous :
medium-term plan period) '
: 4.3%
2.6% Positive effect of

conversion from
department store
format

10

FY2020 FY2021 FY2022 FY2023 FY2024 FY2025 FY2026

81



FinTech: Operating income and ROIC forecast OlO

MARUI GROUP

* Forecasting operating income of ¥53.0 billion, ROIC 4.7% in final year of medium-term management plan

E,?'i‘;‘;?s ROIC Medium-term management plan

60 | (Average for period of previous
medium-term management plan): 479,

3.8%

40

20

FY2020 FY2021 FY2022 FY2023 FY2024 FY2025 FY2026
82



Capital efficiency

O

O

MARUI GROUP

* ROE in final year of medium-term management plan forecast to exceed cost of capital at 13%

FY2020
EPS (¥) 117.6
ROE (%) 8.8
Capital costs (%) 6.9
ROIC (%) 3.7
WACC (%) 3.0

FY2024 FY2026
Versus FY2020

140.0 200.0 82.4

4.2

1.1

0.3

0.4

83



Main KPIs (Fiscal 2026) OlO

MARUI GROUP

CO, emission reduction volume 1 million tons or more
Help facilitate environment-friendly ... (Customers)
lifestyles 1 million people or more

(Customers)

Provide financial services based on 4.5 million people or more

credit co-creation

(Customers)

Support individuals in pursuing their 3.5 million people or more

interests

Number of new businesses created (Cumulative total) 20 or more

Number of co-creation projects with

. (Cumulative total) 150 or more
members of future generations

ATEEEL EPS ¥200 or higher  ROE 13.0% or higher  ROIC 4.0% or higher

indicators

84
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References materials

OIO

MARUI GROUP




Retailing Segment KPlIs (Fiscal 2026) O

O

MARUI GROUP

CO2 emission reduction volume 100,000 tons or more
Help facilitate circular consumption options 600 or more
Hold events throughout the year 5,000 or more
Utilize stores with co-creative investees 250 or more

ROIC 4.3% or more Operating income ¥12 billion or more

86



FinTech Segment KPIs (Fiscal 2026)

Financial
indicators

O

O

MARUI GROUP

Minna-Denryoku customers

500,000 or more

Financial services for young people

4 million people or more

Cardholders

Non-Japanese cardholders

8.5 million or more

200,000 or more

ROIC 4.7% or more Operating income ¥53 billion or more

87



Improvement of Corporate Value through ESG Initiatives

OlO

MARUI GROUP

- Stock price increases exceeding EPS growth seen since acceleration of ESG initiatives in FY2015

B MARUI GROUP’s Stock Price (FY14 indexed to 100)

350

300

250

200

150

100

50

Feb. 2018 Health & Productivity Stock Selection
Mar. 2018 Inclusion in Nadeshiko Brand

| Jun. 2016 Introduction Feb.2020 Impact of the
of performance-linked Oct. 2016 COVID-19
stock-based Recognition in | Oct. 2017 Receipt of _—
i compensation Carbon Offset Arank in DBJ Stock price
Awards Environmentally P
Rated Loan Program 205
\ I 5
| EPS 200
I Ll TOPIX 117
. Jul.2017 Inclusion  jan. 2018 Ranked No. 1 in Nikkei
in three ESG indexes Corporate Environmental
utilized by GPIF Management Survey
T T T T T T 88
14.3 15.3 16.3 17.3 18.3 19.3 20.3



Transition of Segment Operating Income O

O

MARUI GROUP

* FinTech's operating income accounts for an increase due to changes in business models

(Billions of yen) B FinTech

60

50

40

30

20

10

B Retailing-related services

B Retailing

384

149

65 203

127
100

15

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 (Year)

* “FinTech” is “Credit and Services” until 2005, “Credit card services” until 2016 / “Retailing-related services” is “Other” until 2004
* Reorganized into two segments, "Retailing" and "FinTech" from FY2016 89



Corporate Governance: Emphasizing Corporate Value OlO

MARUI GROUP

- Endeavor to practice sound management that is highly transparent and efficient to heighten
earnings capacity

Audit & Superisory
(independent) (independent)
3
Nominating and
Executive Compensation
Officers Committee Members
18 3 External

(independent)

90
(June, 2021)



Board of directors effectiveness evaluation OlO

MARUI GROUP

- Measures taken to address issue identified through evaluation of the Board of Directors’ effectiveness

B Representative issues and correspondence and direction

ODiversity is improved by the new system
. . for the fiscal year ending March, 2021
Further increasing the - Ratio of outside directors: 37% — 50%
diversity of the board - Ratio of female directors: 25% — 33%
of directors
(OContinue to discover and train young and
female executives through the generation
management training program (5th term)

Further.deepe.ning of (OTake sufficient time to discuss important
board discussions themes to deepen them

91
(Fiscal year ended March 31, 2021)



Strength of FinTech: Industry’s highest level of asset efficiency OlO

MARUI GROUP

- Comparison of ROIC and PER among credit card companies

ROIC (%)
3.0
MARUI GROUP
2.5 - (FinTech) & ™=
2.0 -
1.5 -
CompanyB linear approximation curve
1.0 -
CompanyD
Company A <>
.
0.5 - -
Company C ¢
0.0 : , . | | | PER
0 5.0 10.0 15.0 20.0 25.0 30.0

92

* Note: Figures are our estimates based on public information, Stock price as of June 10, 2020, EPS forecasts for FY2021)



Lifetime Value Management Indicator OI1O

MARUI GROUP

 Recurring gross profit was ¥123.6 billion, increasing ratio of recurring gross profit to total gross profit
to 67.7%

Contracted Future
Recurring Gross Profit

Recurring Gross Profit

FY2020 YOV VS,
Change difference gross profit
Billions % Billions %
of yen of yen
Retailing 42.6 84 —7.0 141
FinTech 88.5 99 —0.5 201
Total 131.1 94 —7.5 183
Composition within 65.3 _ +2.4

gross profit (%)
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Status of payment type OlO

MARUI GROUP

* Credit cards account for 90% of all payments, while expanding about 1.5 times in five years

FY2015 FY2020
(Cashlessratio) | ¥91 trillion (17%) ¥82 trillion (27%)
debit card ¥0.7 trillion v3 trillion . QR code payment

¥1 trillion

Electronic money

Credit card
¥46 trillion

(Composition ratio
91%)

¥73 trillion
(90%)

94

* Source: Japan Credit Association ”Japan credit statistics”



Relationship between Parties Involved in Credit Card Transactions and O

O

Earnings Structure
International
7 brand )
License fees Provision of payment License fees
0.05% infrastructure 0.05%
Affiliate 3.2% Acquirers 2.3% Issuer
> I >
A t d .
(4%-5%) mcaqnua';'e:ggni"of Interchange fees Card Issuance
Small to affiliates (Regulated rates) and billing
medium-
sized rgtailers

to lower fees

r i
| Requests for the government i Scope of transactions for Epos Card
i 1
i 1

Scope of transactions for standard credit card companies

95

* Source: Cashless Vision, Ministry of Economy, Trade and Industry



the time of preparation of this presentation and certain assumptions that MARUI GROUP deems to
be reasonable. The forward-looking statements may differ materially from actual results due to a
variety of different factors. Please direct any inquiries to the IR Department (Tel: 03-5343-0075)

The forward-looking statements contained in this presentation are based on information available at O

O

MARUI GROUP




