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Presentation

Moderator: Ladies and gentlemen, thank you very much for your participation today.

If you cannot hear the audio, please check the audio on your computer or other device. If you have questions,
please register through Q&A at the bottom of the screen, as we will have a separate time as a question-and-
answer session.

If there are any audio problems, please contact us via Q&A.

Takahisa Shimizu, President and CEO, will now give a presentation. Thank you.
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FY2022 2Q Financial Results X/ SILVER LIFE

{Millions of yen)

FY 2022 20 FY2021 20

o Em Yoy Compoabion

ChEdgas Rullo ChEnges Aatg
Sales 5,450 11.5% 100.0% 46.5% 4888 16.1% 100.0% 11,720
e 1,382 A53% 254% 463u|| 1,459 19.1% 209% | 2,980
GF;EFL?EFE"EI 312 A49.0% 57% 567% 611 486% 125% 550
ol 382 A43.1% 7.0% 561% 671 382% 137% 680
Profit |\ 254 A39.0% 47% wi 417 383% B5% 430

lLosses and percentage change in net sales, operating income, and ordinary income are for reference purposes only.
Actual resuits for the fizcal year ended July 31, 2022 are after the application of the revenue recognition accounting
standard, and the aforementioned three items have decreased by approximately 5 milion each

Shimizu: | am Takahisa Shimizu, President and CEO of SILVER LIFE Co., Ltd. | would now like to begin the
presentation of the financial results for the second quarter of the fiscal year ending July 2022.

| have just shared my screen. Can you see it? Now, let me begin the presentation.

First, here are the 2Q results, with YoY changes. Sales were JPY5,450 million, an increase of 11.5% YoY and
46.5% of the full-year plan. Gross profit was JPY1,380 million, a decrease of 5.3% YoY. For the figures shown
after operating profit, due in part to the depreciation of the new factory, operating profit was JPY312 million,
a decrease of 49% YoY, or about half. Ordinary profit and net income fell 43% YoY and 39% YoY, respectively.
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As indicated below, the loss/increase and percentage change in sales, operating profit, and ordinary profit are
provided for reference purposes only. These are the amounts to which the Accounting Standard for Revenue
Recognition has been applied.

Sales per Category: Franchise Chains % SILVER LIFE

Sales 3,988 million yen (voy+13.1%)

FranCh'se Stores : 948 { compared to the previous year-end +14)
chains o 3rd Chain “Takusyoku Life” Started recruiting FC chain members.
Existing stores sales YoY (Open 13 months past)
“"Magokoro Bento"+14.19%, "Haishokuno Fureai® +27.6%

(Millions of yen)

3000

Next, there are the sales for each sales category. First, the sales for franchise chains.

First, sales were JPY3,988 million, an increase of 13.1% YoY. The number of stores is 948. This represents a
decrease of seven stores compared to the first quarter three months ago, but we have also begun accepting
franchise applications for our third chain, Takushoku Life.

Many of you may be concerned about the decrease in the number of stores, but we do not think this is cause
for concern, as there may be some fluctuation from period to period.

For this reason, we have also included YoY sales comparisons for existing stores that have been in business
for 13 months or longer.

| used to answer verbally whenever | was asked, but at this point, | thought it would be better to include the
figures in the document and present them in a clear format. Sales for the existing stores of Magokoro Bento
and Haishoku no Fureai increased 14.1% YoY and 27.6%, respectively.

We have almost no sales from newly established stores, and therefore, the increase in sales from existing
stores is seen rather significantly.
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Sales per Category: Facilities for the Elderly, etc. eﬁ SILVER LIFE

Sales 633 million yen (vov+5.4)

Facilit for th Ciled: YoY A9.1%
acilities for the Suspension of new sales activities due to low service and low order rates

eldeﬂy Frozen: YoY+104.8%

Sales are in full swing, and since 2Q, the impact of COVID19 has faded
and facility visits are now allowed.

Sales ratio within this category reached 25%.

(Millions of yen)

1400

Next, the sales for facilities for the elderly.

Overall, sales increased 5.4% YoY, being finally on track to recover again after falling once. As a matter of fact,
sales for the chilled food business decreased 9.1% YoY as we hardly conducted any new sales activities that
we used to do before, and the frozen food business made up for this.

The growth in the frozen food business was quite impressive, with a YoY increase of 104.8%, or almost double.

We were finally able to increase sales in the way we had envisioned when we started this frozen food service,
as the impact of COVID-19 started fading from this 2Q and we were able to start visiting facilities.

The ratio of frozen food sales to the overall sales for facilities for the elderly reached 25%. At the end of 1Q,
the ratio was 20%, so its share in the sales for facilities has increased by 5 percentage points.
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Sales per Category: Direct sales / Others  \(y°/ SILVER LIFE

Sales 827 million yen (vov+s.8%)

Direct sales :YoY+30.4%

. - Resume advertising activities in September 2021.
DlreCt S ales / Increase in rental freezer users (regular set orders)
Others Expanding the number of stores that can handle package drop service

OEM :YoY A18.3%
Continued decline in contract volume from existing large customers

New customers are being developed steadily, and sales are expected to
increase from 3Q.

(Millions of yen)
1300

400

A
¢
1878 2020/ 75 2023/ 7%

&
)
W87 e 2022/ 75

The final sales category is direct sales and others.
The overall sales increased 8.8% YoY, but as for the breakdown, direct sales made up for the decline in OEM.

Since direct sales is larger, | will start with direct sales, which increased 30.4% YoY. In the middle of 1Q, we
resumed advertising activities in September, and from that point onward, growth has been steady.

We hope to continue to grow at a good pace, especially rental freezers, since orders for regular sets have
been accumulating.

Then, OEM. This, unfortunately, has seen a continued decline in contract fees from existing large clients.

However, in order to fill this gap, we are also developing new business partners, and since it takes several
months to develop a product, we expect to start posting sales in 3Q.

These were the sales by sales category.
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Number of Stores XY/ SILVER LIFE

11 "Magokoro Bento" stores increased and 11 " Haishoku no Fureai” stores decrease
“Takusyoku-Life” inceased (compared to the previous year-end), 948 stores in total (as of the
end of Jan. 2022) 20 saw a decrease in store openings and a concentration of postponements
compared fo previous years (for various reasons, no trend) Favorable acquisition of franchise
contracts; 120 stores currently under preparation, compared to 60-70 in the past; expected o
be resolved in the second half of the year

nizer of sfores]

Increass in the Number of Stores
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1. "Rakuraku Bants” s nod inchsded in the above number of $tores since # wil only Be & $lore opaned u.‘a:-rgsidu a8 mambar slore
2. Since store sales start from zero and gradually increase after the opening, contribution to sales will be from the next year after
tive store opens

Then, the number of stores.

This one is often asked, and this time, for the first time since the listing, the number of stores decreased. We
were unable to prevent it. We are very sorry.

The main reason for the decrease was that store openings did not go as planned. The reasons why the store
openings did not go as planned, as written here, were investigated to see if there were any patterns, but the
reasons were inconsistent. There were just a lot of common reasons. We were not able to open new stores
as planned because we happened to be unable to find properties or equipment, or financing did not go well,
et cetera, and these incidents concentrated in the past three months.

However, the store openings are basically postponed, not cancelled. The number of stores that are preparing
to open, we usually have about 60 to 70 stores, but this number has ballooned to 120 currently. However,
this is expected to be resolved in the second half of the year.
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Analysis of Sales Figures ‘é@ SILVER LIFE

4,888

F2021
20

(Millions of yen)

67 5,450
21 32 ——
[————————1
FC [ Faciiies forthe —oC! sales
Loyalties, j
. Elderly Cihers

efc.

FC Food Sales

561 million yen increase

Fy2022
20

Next, an analysis of changes in sales.

As you can see, there was an increase in food sales to franchise chains, and then a slight increase in sales for
facilities for the elderly, direct sales, and others.
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Analysis of Ordinary Profit Figures @ SILVER LIFE

(Millions of yen)

Please referto P10 ~Analysis of Gross Profit Figures™

671 i 49 ——
FC
Lq:ft:es -110 | Please refer lo P11 “Analysis of Advertising expenses”
Food Sales e
Profit
-31 12
-“é‘xmi;? Fare -1 -46
Payment  Parsonat 382
e st Others
289 million yen decrease
FY2021 FY2022
2Q 2Q

Next, an analysis of changes in ordinary profit.

Sales increased, but unfortunately the growth in gross profit was not that much. There has been a decrease
there. And ordinary profit decreased due to expenses to increase sales and expenses incurred in conjunction

with sales growth, such as advertising, freight, et cetera.
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[supplement] Analysis of Gross Profit Figures w SILVER LIFE

Increases in depreciation and labor costs put pressure on gross profit.
[Deprecigtion] 2 Factories 236mil, yen (PY 48mil. yen)
[Laborcost]l 2 Factories 340mil. yen (PY 272mil. yen)

Production efficiency gradually becomes more pronounced (see p. 15 & 16)

561 -320 (Millions of yen)
3 Tochigi Fact
188 Real a:fumgmx;im. yen
Merchandise 7
1,459 68 -
Sales Depreciation . -26 -19 18 1,382

Merease and Labor cost jtilties Taxes and Costof  Others
amortization charge public dues materials

77 million yen decrease

FY2021 FY2022
2Q 2Q

We have also included an analysis of changes in gross profit as a supplementary information.

The second factory, the Tochigi Factory, was completed in March of last year, and depreciation and labor costs
have increased significantly since then. Depreciation increased approximately JPY200 million, from JPY48
million to JPY236 million. Labor costs increased from JPY272 million to JPY340 million, so the increases in
these two led to a decrease in gross profit.

However, as a result of the investment in this factory, the sales limit has been eliminated and, as | will explain
later, production efficiency has also increased, so at this point, | think it was a good investment to make.

Support
Japan 03.4405.3160 North America 1.800.674.8375 — SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com T Asit’s Metings, Globally

9



[supplement] Increase in advertising expenses % SILVER LIFE

Significantly increased from the same period last year
98 million yen — 208 million yen

#: From August for Franchise chains and Facilities for the elderly,
and from September for Direct Sales

[FY2021

L SRS BVE 3 EAE B
20Q) Adjustment of ad input so as not to exceed
production capacity
—  [FY2022 2Q] Massive drop from September due to
h corona outbreak in August,
| Steadily acquired regular customers

Direct sases

agvertsing |

expenses anchise chains advertis BXDENEaE :
1Q | Increased advertising fo food service consumers on

Faciliies for the ] =

elderly advertising 4 trial basis.

— Suspended due fo poor cost-effactivenass

| 20 : Expanded franchisee development adverising,

A increased contract wins (but the pace of new siore
openings slowed, leading to an increase in the number
of stores being prepared o open)

BXpenses

Franchise chalns
advartising
Srpensas

Fy2021 FY2022
2Q 2Q

There is another item for the supplementary information, advertising cost.

We increased it significantly compared to the previous year. After all, we must increase sales now. And since
this is also a time when it will lead for efficiency, we are stepping on the accelerator as hard as we can. Among
these, for direct sales, there was a COVID-19 outbreak at the factory in August, so we began full-scale
acceleration in September, when things settled down.

For franchise chains, in 1Q, we advertised for eaters on a trial basis, which was unsuccessful. Therefore, in 2Q,
we are advertising to develop franchisees, as we have done in the past. We have also started a third chain,
which has been doing quite well and contracts have been obtained. However, since the store openings have
been postponed, we unfortunately only have more backlogs on hand.
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FY2022 Forecast &/ SILVER LIFE

(Millions of yen)

- FY2022 Forecast FY2021 Results

Sales 11,720 16.7% 10,050 13.8%

Gross -
Profit 2,980 95% 2,720 42%
Operating ; .
Profit 550 -345% 839 -101%
Ordinary . _
Profit 680 -30.1% 973 -104%

Profit 430 -21.3% 546 -19.5%

+ Sales are expected to grow steadily.

» Gross profit Increased slightly, while depreclation, labor cost. material cost, uliiies cost, ele_ increased due lo operation of
Tochigi Faclory.

+ BG4 expenses increased significantly, advertising expenses moreased due to aggressive sales promotion, and
depreciation expenses were ncumed when the warehouse became operational in March 2022, T

This page shows the full-year earnings forecast.

The sales target represents an increase of 16.7%, which is a high hurdle to achieve, as it will be quite heavily
weighted toward the second half of the year. But we intend to achieve this. Then, we hope to post an increase
for gross profit with recovery in the second half of this year.

For operating profit and the figures shown after it, unfortunately, we expect a decrease from the previous
year’s level, due in part to an increase in SG&A expenses. However, we believe that this will be the bottom.
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FY2022 Sales Forecast per Sales Category w SILVER LIFE

Franchise

chains

Facilities for

the elderly

Direct Sales /

Others

8,310 million yen ¢ voy +14.2%)

Assumed number of stores at the end of the fiscal year: approx. 1.000 stores {approx. 7O
stores increase from the previous fiscal year)

Credays i opening stores are expected 1o be resolved m the second haff of the fiscal year,
while the new "Takushoku Lfe® chain ks expecied fo make onty a minor confribution to sales
during the cument fiscal year, as most of the stores have just opened.

1,410 million yen ( oy +14.8%)

Major renewal of frozen food "Kodawarl Chel” fram Novembaer 2021
kaza Disfribution Cantar will stan operalion in Manch 2022, reducing sforage and picking
cosls, aiming to furher expand sales and improve proflt marging

2,000 million yen (voy +29.3%)

Manufacturing Bmids have been elménated, and aggressive sales promotion measures will be
promuoted from this fiscal year,

Sales activites of OEMs are also favorabie, and many projects under product developmant
will start posting sales from 3Q. The operation of the above distriibution center will enable us
to provige fotal senice of “manufacturing, storage, and picking”, which will significantly
Increass our competitve advaniage.

-13-

Next, the sales forecast by sales category.

For franchise chains, our forecast is JPY8,300 million, representing an increase of 14.2% YoY. We believe that

we will be able to open stores smoothly in 3Q and 4Q, so we have not changed our target of 1,000 stores.

And since sales themselves are strong, we expect to be able to achieve 14% YoY here, due in part to the

increase in sales per store.

For facilities for the elderly, since the sales of Kodawari Chef frozen food packs have been increasing steadily
since 2Q, we hope to achieve a 14.8% YoY growth.

For direct sales and others, this is actually where we have the highest hurdle to overcome and where we must

do our best. As to how much of the decrease in OEM sales can be offset by the increase in direct sales, and if
anything, whether we can achieve an increase of nearly 30%, we have a high target for the second half. We
believe we can achieve this by keeping up the current pace of advertising.
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FY2022 Forecast overview l@ SILVER LIFE

Upward revision for 1H, but full-year forecast unchanged

< Forecast for the second half >

All sales categories are expected fo remain strong.
Sales Direct sales and other sales plans are weighted toward the second half of the
year, but we aim to achieve the plan,

Upside and downside are competing against each other, with many factors

unclear.

Steady pace of production efficiency improvement at Tochigi Factory
cost ) (May add two "" marks since they are above expectations)
price » Soaring raw material costs; various price increase notices are coming

in every month at the moment
% Part of the real estate acquisition tax for the Tochigi Factory, approx.

55million yen, will be incurred from 3Q onward.

Many downside factors in 2H non-consolidated
Operational efficiency improved by operating Kazo Distribution Center (bringing
warehouse operations in-house)

SG&A x However, initial costs for Kazo were more than planned.
expenses x Advertising expenses are also higher than planned for direct sales
expansion.
x Real estate acquisition tax of Kazo, approx. 7 million, will be incurred
from 3Q onward.

Here is the overview of the full-year earnings forecast.

We have revised upward our forecast for the first half. However, the full-year forecast remains unchanged for
the reasons as shown. To put a finer point on it, we see sales in each category, all of which are achievable or
highly likely to be achievable. This is stable. However, it is difficult to say anything about expenses, especially
the material cost since there are many unclear factors here.

First, the production efficiency at the Tochigi Factory went as planned, or rather better than planned.
According to our assumptions, this has achieved one of the best results.

However, as you are already aware, the cost of raw materials for food ingredients has risen. Especially from
this February and March, we have been receiving monthly notices of price increases for various products, and
we believe that it is a tug of war to see how much we can improve our efficiency.

Real estate income tax and acquisition tax for Tochigi Factory, which we had expected to be incurred in the
first half, 1Q and 2Q, but since only a portion of these taxes will be incurred in the first half and the remainder
in the second half, this will also have a slight impact on cost.

Then, SG&A expenses. Unfortunately, there are many downside factors here. First, once the warehouse in
Kazo is up and running, operations will undoubtedly become more efficient. There will be a reduction in SG&A
expenses for a long time to come. However, some of the initial costs for this Kazo will be incurred from 3Q,
and we will also accelerate spending on advertising to further expand on direct sales. There will also be a real
estate acquisition tax, so | think there are a few downside factors to SG&A in this area.

Taking these factors into consideration, we have decided to leave our full-year forecasts unchanged for the
time being.
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Improved gross profit margin and productivity v-) SILVER LIFE

Gross profit margin of own factory:% Includes Internalized picking costs (SGEA expenses)

# Due to system
change, November
sales are recorded

i |nitial costs
increased due to

#Gross profit recovered despite an
increase in depreciation and the

n:Dessembar lhe beginning of the internalization of picking, which had been
lachigi Factory operations. recorded as SGAA expenses,
ST S G S U e R, R . S . .

Material costs Some outsourced products were brought in-house. Reduced impact of
raw material price raising.

Labor cosis Manpower saving through mechanization enables the Tochigi Factory
to produce the same amount of food ingredients with about 30% fewer
warkers than the Gunma Factary.

Outsourcing In-house production of picking operations that had been outsourced

expenses (reduction of SG&A expenses)

This page is about improvement in gross margin and productivity at the factorys.

This is a graph of productivity and gross profit margin trends at our factorys that we present every month at
our internal meetings, published this time for external use. As you can see, the gross margin was reduced due
to various initial costs, hiring of extra people, and so on, in preparation for operation in March and April 2021.

However, from that point forward, just in March and April, it was reduced the most as depreciation began,
but from that point forward, over the next six months, efficiency increased considerably. This was due to the
people at the site really became more and more accustomed to the new factory. In particular, the cost of raw
materials for food ingredients was also subject to detailed adjustments for each item, such as changing the
yield from a percentage of the initially calculated value to a percentage that could be achieved with particular
machine at each factory.

Also, since the machines are better than those used at the first factory, it has become clear that the same
amount of production can be achieved with 30% fewer workers. Therefore, around here, gross profit margin
recovered considerably.

Unlike last year, we have been able to handle the increase in depreciation, and in addition, we have brought
our picking operations in-house, which had previously been recorded in SG&A expenses, so the gross profit
margin is coming back roughly to the same level.
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Reduction of picking costs (SG&A expenses) ‘w SILVER LIFE

In-house picking of chilled products at the Tochigi Factory and mechanization of SG&A
expenses

Achieved a cost reduction of approximately 5 million yen per month.

Reduction effect will increase as sales grow in the future.

Comparison of chilled product
picking costs am==e="e"
(6 months)

Reduction in chilled product picking costs
~_ =28.7 million yen for 5§ months out of the first halfi
O

Sorter Introduced at
Tachiglh Factory
Mechanized plcking of
chilled products

Chilled preducts
Picking cost

{Recorded as SGAA expenses) f
C——— Quisourcing costs for August 2021
- il | (In-house production started in September in the
Fy2021 Fy2022 middle of 1G)
20 2Q

#  Assumed cost of cutsourced picking against actual sates of chilled products manufactured in the company’s own factory - Cost
{Awgust culsourcing cost + in-lactory labor cost)

This page is about this reduction in picking cost.

This is outside of the factory, so it is something that is on the SG&A expenses, but the picking operation inside
the Tochigi Factory is also leading to a reduction in SG&A expenses.

Until now, picking has been done manually in the warehouse, at an in-house warehouse called Akaiwa, with
outside people coming to the warehouse, with an outsourcing expense. Part of this has been changed so that
only the refrigerated portion is picked internally, with a sorter installed in the Tochigi Factory.

We started this in September in the middle of 1Q, and in about five months we were able to reduce the cost
by about JPY30 million on a first half basis for 1Q and 2Q, based on the calculated value if the picking cost had
been the same as the cost last year.

We expect that as sales increase in the future, the effect of this reduction will be greater in monetary terms
at the same rate.
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Progress at Kazo Distribution Center SILVER LIFE
2022/3 2022/4 2022/5 2022/6 2022/7
Deivery of manufactured products
Transfer products stored in an
external warehouse

Started warehousing business(Storage and picking of other
companies’ products)

Relocation of call center

By consolidating products stored In other companies'
warehouses into our warehouse, we can visualize
Inventory, manage it appropriately, and reduce
warehouse costs, picking costs, and delivery costs
between the factory and warehouse, Furthermore,
Increase sales by undertaking storage and picking of

other companies' products, -17-

And here is the second part of the SG&A cost reduction, the progress at the Kazo Distribution Center.

The building began operations on March 1. And now, progressively, we are putting more and more of the
cargo that was placed in external freezing warehouses into our warehouse, the Kazo Distribution Center. This
will be largely finished by the end of March, about March 20.

After that, we will start accepting orders for frozen products from other companies, as we will finish obtaining
our warehousing license around April.

We are just about 10 days into the move, so we are just now in the hardest part of the move. | have also been
visiting the site to see how things are going.
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ESG Initiatives &) SILVER LIFE

Environmental E E Human Rights
Initiatives nitiatives .

- Solar power generation started at Tochigl Factery and -\Weekends are closed at Gunma Factory. Improved
Kazo Distribution Center Job Satisfaction

In March 2022, we began using solar power Starting in February 2022, Gunma Factory will be

generation on the roof space of our Tochigl closed on Saturdays and Sundays, Gunma factary,
Factory.Our annual eleciricity consumption at the which used to operate at full capacity seven days a
Tochigl Factory alone |s approximately 2 400,000 week, can now manufacture more than ever even with
KWh per year. From now on, we will be able to cover five-day-a-week operation thanks to improved efficiency

through mechanization. (Tochigi Factory is currenthy

a part of this amount with solar power 2% Plans o ipcrating s ki & WEk i 111 b 1he: peoiosias F Stabing

introduce the system at Kazo Distribution Center

operations.]
By using energy that does not emit carbon dioxide, Gunma Factory has been recelving many requests from
we will sirive lo realize a sustainable society. employeas for fixed holidays on Saturdays and
Insialled solar power generation Sundays, and now all employees are able to take them

b “Tachigi Factery and edqually, keading to higher employes satisfaction

We also offer other benefits such as a scholarship
repayment program, wedding and maternity gifts. and
permanent remote work in departments where possible.

and will continue to improve job satisfaction.

The topic is our ESG initiatives.

First, as an environmental initiative, we have decided to start solar power generation at the Tochigi Factory
and the Kazo Distribution Center that | just mentioned. We will introduce solar power generation at the
Tochigi Factory and the Kazo Distribution Center because it will enable us to generate electricity without
emittincarbon dioxide and because it will also have business advantages.

The Kazo Distribution Center is undergoing some construction and will probably start around August. Tochigi
began in March.

And as a social commitment, we have increased the number of days off from work at the Gunma Factory. Just
last month, the Gunma Factory, which had been operating six days a week since February, moved to five days
a week. While this is a social commitment, including improving employee retention, it is actually a productivity
improvement at the same time.

What happened when the Gunma Factory changed to a six-day week when it used to operate seven days a
week, was actually that the factory productivity increased considerably. After all, we had to do within six days
of the week what we had been doing within seven days, so each department devised various measures, and
as a result, productivity increased. This time, too, we moved from six working days a week to five, and each
department has been working on various productivity measures, and | expect that the numbers have been
even better from February.

In fact, for labor costs and so on, especially for part-time workers, with the reduction from six days to five
days a week, the hours per day will be somewhat longer, but the total number of hours worked will be reduced,
so | think the numbers will be fairly favorable.
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We also offer other benefits such as a student-loan repayment support program, wedding and maternity gifts,

and permanent remote work in departments where possible. We would like to continue to improve job
satisfaction and reduce job turnover.

This has been a brief presentation of the second quarter of the fiscal year ending July 2022.

Support
Japan 03.4405.3160 North America 1.800.674.8375 Vil SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com S Asic’s Meetings, Globally

18



Question & Answer

Shimizu [A]: Now, we would like to have a question-and-answer session.

Let me read the first question. As | read and answer this first question, if there are any questions from others
in the Q&A, and | will answer them in order.

Here is the first question. How will your company deal with rising food prices? The question is whether to
consider raising product prices, or whether to aim for sales expansion without raising prices. Thank you.

First of all, we are trying to manage food price hikes through self-help efforts, including the current
productivity improvements at the Tochigi Factory. However, there are limits to this self-help effort. Everything
is going up. Not only food products, but also wrapping materials, packaging materials, lunch boxes, freight,
and labor costs have all gone up.

Therefore, in order to respond to this situation, we have to consider raising prices. As a matter of fact, starting
this January 2022, we have raised the prices for facilities and a little bit for franchise chains as well, while we
had announced it three months ago. As before, the price increase is approximately 4%.

However, at the moment, the number of stores have decreased at the same time with the same trajectory,
so you may ask whether the stores have left because of the price increase, but in fact, the reason is not that
they have left but that the opening has been postponed, so we have not had many problems from the stores.
The withdrawal rate has not changed.

And for the business for facilities, this is actually a situation that has little impact. Everyone knows that food
prices will go up this time of year, and in fact, the number of inquiries we receive via the Internet has been
increasing in January, February, and March, so despise the price increase, inquiries are increasing.

So, for now, we can still not consider raising prices beyond this January increase. We believe that the situation
can be managed by increasing the efficiency of the factory, and so on. | have answered the question.

Now, we have received a second question asking for a more detailed explanation of how advertising expenses
will be spent in the second half and thereafter. Thank you.

For this one, we are considering the amount and content to be about the same as in 2Q. Our main focus is
still on internet-based advertising. Since we deal with products that have a very limited sales destinations, TV
commercials and other advertisements that reach a wide audience are not suitable. Therefore, the main focus
will be on advertisements that allow narrow targeting of recipients, such as internet-based advertisements.

As you know, there is a limit to the amount of money that can be spent on online advertising. There is a limit
to the amount of money that can be spent on advertising when you are advertising mainly online because
there is a ceiling, a certain level up to which advertising is efficient, and efficiency drops sharply if the amount
is increased beyond that level.

Therefore, our advertising expenses for 2Q are almost at the current full level, and we are not considering
spending much more than that. | have answered the question.

| have now answered all the questions we received.

Once again, | would like to take a moment to stand by to see if there are any more questions from others.
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Now, we have another new question. Thank you. You mentioned that labor costs increased in the first half,
but is it correct to think that they will go down to some extent in the future because of the move to five
working days a week? Also, is it correct to think that the outlook for when personnel from overseas will be
available is still undecided? Thank you.

First, labor costs will no longer change in the future for factory labor. Rather, it is possible that it could go
down a bit when foreign workers arrive. However, if we consider the company as a whole, the Kazo
Deatoribution center will start operating in March, so in that sense, overall labor costs will increase.

However, this goes back and forth, and although labor costs for the warehouse will increase from March, at
the same time, expenses can be reduced, or we must reduce them, as the outsourcing costs and outside
warehouse costs for previous outsourcing will be eliminated.

However, in March, yes, roughly for three months according to the plan, or if the project is delayed for a little
longer, we may have to operate the existing warehouse and the Kazo warehouse together for four or five
months, so there is a possibility that the initial cost will be a little higher because of this. | have answered the
question in terms of overall labor costs first.

And for the second question, the outlook as to when workers from overseas will be available, | honestly don't
know. We have been inquiring with the Immigration Bureau about once a month and watching the news, but
it is difficult to know when the people who were supposed to come to our factorys from overseas will arrive.

However, we expect that they will be able to come at least by the end of this fiscal year, as there will probably
be no more restrictions on their entry into the country. We have about 20 people stuck at the moment, and
those 20 people were supposed to come two years ago. So, we are a little concerned about whether they will
actually come. However, as far as | can see from the meetings conducted via Zoom or the like in the meantime,
we are hopeful that the situation will still allow them to come. | have answered the question.

Again, does anyone have any other questions?

Yes. It is a little early, but it is about the direction of business performance for the next fiscal year. Please tell
us include trends in the number of franchise stores.

I would like to refrain from giving you the number of stores, as we have not yet been able have a figure that
can be published, and internally, we have not yet been able to have an actual target value either.

However, regarding the direction of performance for the next fiscal year, the current fiscal year will be the
bottom. In terms of sales, it will continue to grow all the way to the future, and in terms of profit, the current
fiscal year is the bottom, and it will grow from there, as we have presented in our medium-term management
plan and other documents.

| personally believe that we have to do so, and the probability is high that we will do so, since we have made
the capital investment, and | am confident that we can do so. These are the answers.

Again, does anyone have any other questions?

Thank you. You are currently consolidating outsourcing at the Kazo Distribution Center, but do you have any
outlook for undertaking other companies' operations, and outlook for sales?

We do not have any outlook that can be published yet, but we are making efforts in sales activities. We will
also be keeping a close eye on the acquisition of licenses. Originally, we wanted to create a website for the
warehousing business and to start sales activities at the same time as the launch of the warehouse. Without
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properly obtaining licenses, we cannot conduct such sales activities on the website. So, in that area, we are
still focusing on sales based on a modest acquaintance base.

We would like to provide the information in a timely manner, with an emphasis on immediate effect as soon
as we have a proper idea that can be published.

Incidentally, we have been talking about whether we should have applied for the license earlier, but we cannot
do so until the building is completed to some extent, so we are currently applying for it as quickly as possible.

Here is the next question. Can we expect an increase in the number of stores for the full year of about 50 to
70 stores, the same level as in previous years?

Yes. We believe that this can go with the same number of stores as in that previous year. Again, store openings
were restrained in 2Q, but we believe we can make a comeback in 3Q and 4Q.

Here is the next question. You mentioned that the number of stores preparing to open has doubled. How long
do you think it will take for the number of stores yet to open to settle down to the previous level? Do you
expect the number of stores in preparation to increase in the short term?

This will be gradually reduced in 3Q and 4Q, and we expect it to be mostly eliminated by the end of this fiscal
year. The reason for this is that some stores that have been delayed have been extended to open in 3Q and
4Q, and more and more stores are opening on schedule as of March, so we do not see a problem.

Also, in the breakdown of stores that are currently preparing to open, many of them actually don't have that
much trouble in preparation. The number of new stores that will open around March will be due to an increase
in the number of existing stores, as people who have been running Magokoro Bento and Haishoku no Fureai,
want to try out the new chain, Takushoku Life.

From this point of view, we are optimistic that more and more stores will be able to open due to their own
circumstances rather than our handling ability.

| have answered all the questions we received.
Again, does anyone have any other questions? | will stand by for a little while.
Since there seem to be no other questions, we will now conclude the financial results briefing.

Thank you very much for taking time out of your busy schedule to join us today.

[END]
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Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS Asia
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the
information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT
TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
unauthorized purposes.

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2022 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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