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Fun. New. Will Keep You Coming Back.

“| just can't help dropping by.” “Simply being there is enjoyable.

n

We will do our best to inspire

this kind of excitement in our visitors.

Each individual will polish their expertise, arrange the sales areas,

and continue to grow and evolve.

We aim to become a place

where customers can discover a new lifestyle.

Purpose
To serve customers as a purchasing agent that provides
helpful support for their lives

Corporate Philosophy (Vision)

A group of specialty departments persistently seeking
to evolve so that they can leverage their expertise and
innovative spirit to propose richer lifestyles

Corporate Mission & Commitment

Achieve sustained growth by continuing to be a company
trusted and needed by customers.

1. Improve employees’ material and emotional satisfaction

2. Improve customers’ shopping satisfaction

3. Contribute to local communities and trading partners

4. Achieve returns for shareholders and investors

Code of Conduct
Be thorough in all things. Be bold and proactive.

Bic Camera Corporate Conduct Charter
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Editorial Policy

Our basic policy is to report Bic Camera’s value creation
process, corporate strategy, ESG information, and more in an
easy-to-understand manner for all stakeholders. In addition,
this report is edited by referencing the “International
Integrated Reporting Framework” put forth by the
International Integrated Reporting Council (IIRC)*, and is
published as an integrated report that compiles financial and
non-financial information and explains how we will generate
value over the long term. For detailed information not
included in this report, please visit our corporate website.

Shareholder & Investor Information Website
https://www.biccamera.co.jp/ir/english/download.html

Scope of Report

This report targets the Bic Camera Group, but some data
and initiatives are reported with a focus on the activities of
BIC CAMERA INC.

Period Covered
From September 1, 2021 to August 31, 2022. However,
some initiatives outside of this period are included.

Date of Publication: March 2023

Guidelines Used as References

This report was drafted by referencing the International
Integrated Reporting Framework of the International
Integrated Reporting Council (IIRC)*.

Notes on Predictions, Forecasts, and Plans for

the Future

This report contains not only past and current facts about
the Bic Camera Group, but also future predictions based on
plans and outlooks at the time of publication. Please note
that future predictions are assumptions or expectations
based on information available at the time of description,
and various conditions and external environmental factors
may result in outcomes different from initial expectations.

*In June 2021, the International Integrated Reporting
Council (IIRC) merged with the Sustainability Accounting
Standards Board (SASB) to establish the Value Reporting
Foundation (VRF).

BIC CAMERA INC. Integrated Report 2022 01



Value Creation Story

Our Value Creation Journey: Part I

To achieve our corporate philosophy of being “a group of specialty departments persistently seeking to evolve so
that they can leverage their expertise and innovative spirit to propose richer lifestyles,” Bic Camera has expanded its
product offerings, focused on opening stores in urban, station-front, and large-scale locations, as well as grown its
online shopping business. Additionally, we have partnered with companies like Kojima Co., Ltd., which operates
roadside stores, and Sofmap Co., Ltd., known for its strength in the reuse business and support services, to
strengthen the Group as a whole.

A

Taking a customer-first approach and adapting to change:
Expanding product offerings to meet changing times and customer needs

e March 1968: Established the Takasaki DP Center, a film processing facility in Takasaki
City, Gunma Prefecture
Responded to customer requests for faster photo development with speedy
processing services

e May 1978: Founded as a camera and related product sales company at the North Exit
of Ikebukuro
Expanded product offerings beyond film development to cameras, video cameras, VCRs,
and TVs to adapt to the changing times and meet customer demands

A rich product lineup featuring expertise and innovative spirit:

Striving to further expand product offerings as “a group of specialty departments”

e September 1992: Began handling sporting goods (golf, tennis), toys, bedding, and other
non-electronic products upon the opening of the lkebukuro main store

e Established Tokyo UMOKOBO CO.,LTD. in August 1992 and Bic shuhan Co., Ltd. in
November 2001 in an effort to increase specialization; expanded product offerings by
launching sales of general medicine products at the Yurakucho store in August 2011

e 1994: Established BIC pasokonkan INC. in response to the growing demand for computers
Strengthened the computer sales department within Bic Camera and provided training
to sales staff to increase their skills

Developing urban, station-front, large-scale stores
that embody Bic Camera’s business model

® 2001: Opened four large-scale stores with a floor area of 10,000 square meters each in
Tachikawa, Namba, Yurakucho, and Sapporo in a single year. Opened our Shinjuku West
Exit store in 2002, laying the foundation for our current “urban, station-front, large-
scale” business model

Yurakucho store <opened in June 2001)

Namba store (opened in May 2001) Sapporo store (opened in July 2001)
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Personnel development and delegation of authority: respecting employee
autonomy based on a corporate culture that prizes youth

e Promoted young, talented employees to key positions, such as store manager positions;
appointed a store manager in his 20s with only five years at the company, as well as a
subsidiary president in his 30s

© 2001: In our capacity as “a group of specialty departments,” we established “store
education rooms” to coincide with the hiring large numbers of new employees due to
the opening of multiple large-scale stores in an effort to focus on personnel development,
which included amending the expertise system

Building and strengthening an in-house logistics infrastructure and

expanding the EC business:

Expanding capacity and improving last-mile quality to scale up business

e March 1993: Established Tokyo Service Station Co.,Ltd. setting up a system for
handling installation work such as for air conditioners

e May 2004: Acquired shares of JBS Co.,Ltd. and launched in-house logistics
Gained the ability to improve last-mile quality by managing not only product
sales, but also delivery, installation, and construction

e 2012: Upon beginning a business partnership with Kojima, we consolidated our national logistics bases and reduced the
number from 25 to 9, thus optimizing logistics within the Group

e 2017: Opened Funabashi Distribution Center, expanded Osaka Distribution Center in 2018, pursuing continuous
improvements to inbound and outbound shipping, storage capacity, and service level to accommodate the expected
increase in EC demand

* Group EC net sales for the fiscal year ended August 31, 2022 were about 1.7 times higher than in fiscal 2018

Contributing to a circular economy by covering the entire product lifecycle HEEY—EX SO0
for customers, from purchase to support, buybacks, reuse, and recycling Ra U- uru

o December 2001: Established Future ecology Co.,Ltd. which recycles home appliances

e January 2005: Formed business partnership with Sofmap Co., Ltd. which not
only strengthened our PC business, but also promoted the reuse economy cycle
through Sofmap’s strengths in buybacks and reuse sales

o April 2008: Certified first in Japan under the Ministry of the Environment'’s
"Eco-First Program”
Took active steps to contribute to a circular economy

e July 2018: Started the comprehensive buyback service “RaKu-uru”

Our commitment to the “Eco-First Program”

For the sake of our customers:
Providing services to pleasure our customers

e December 1992: Introduced Bic Point Card, offering a point service that was not yet widespread at the time

e January 2005: Became the first home appliance retailer to introduce “Suica” digital cash as a payment method
Because Bic Camera has many stores near terminal stations, this enhanced customer convenience

e March 2006: Began registration for the Bic Camera Suica Card
This is a card that is a Bic Point Card, a Suica card, and a credit card all in one, featuring convenient functions such as the
ability to exchange Bic Points for Suica credit, garnering a lot of praise from customers

BIC BIC BIC BIC BIC BIC BIC BIC BIC Bil
516 Bie bl

Bic Point Card Bic Camera Suica Card Bic Camera Suica Card
10th Anniversary Campaign
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Value Creation Story

Our Value Creation Journey: Part I

Bic Camera has refined its status as “a group of specialty departments” over the course of its history,
described in “Our Value Creation Journey: Part I.”
Let us look back on that history along with the company’s performance.

Q Taking a customer-first approach and adapting to change Q Personnel development and delegation of authority: respecting employee autonomy based on a corporate culture that prizes youth >

A rich product lineup featuring 1992 2001 . 20m .
expertise and innovative spirit e Established Tokyo UMOKOBO Established Bic shuhan Co., Ltd. Started drug business at
CO..LTD. Yurakucho store
(currently UMOKOBO CO.,LTD.)
e Opened lkebukuro main store
1994
Established BIC pasokonkan INC.

Net sales Number of employees -@= (consolidated)

* Years are in Western calendar format

2001 2012
Opened Yurakucho, Tachikawa, Opened BICQLO Shinjuku East Exit store
Namba, and Sapporo stores (currently Shinjuku East Exit store)

(@ Developing urban, station-front, large-scale stores

1980
Established BIC CAMERA INC. ]lg\!;e:jal:;rf(e);g’e\z
Opened former Ikebukuro 2002 Aiugu!t 31, 2022

North Exit store Opened Shinjuku West Exit store

792.3 billion yen

2003 2006 2015 2017

@
(@]
&
= G Building and strengthening an in-house Launched internet shopping site Opened [ Opened Osaka Opened Funabashi Distribution Center /.
o logistics infrastructure and expanding the EC business BicCamera.com Higashimatsuyama Distribution Center  (Chiba Prefecture) O ot
3 Distribution Center (Osaka Prefecture) 2017 / umber o
- WILBY INC. made into a wholly _~@ erm - of
w (Saitama Prefecture) () y/ August 31, 2022
owned subsidiary
2 N e 9,699
o () .\./. 2018 b
=) Established
Q . . . Bic Camera Rakuten, Inc
(@ Covering the entire product lifecycle 2001 2006 2008 2010
&l and contributing to a circular economy Established Future ecology Co.,Ltd. Sofmap Co., Ltd. Certified first in Established
made into a Japan under the BicOutlet
subsidiary Ministry of the Co.,Ltd.
Environment’s
“Eco-First Prow.
o—° e
@ Providing services to pl r 1992 v “Suica” 2021
o g services to pleasure Introduced Bic Point Card InAterduced Suica Established Bic Life Solution INC.
our customers digital cash () Founded corporate venture capital

firm “Bic Innovation Capital”

~

2006
Began registration

/. for the Bic Camera

1978 1987 Suica Card 2008 2012 2015 2017 2022
Established Established BIC Contact Co.,Ltd. Listed on the 1st Section of Made Kojima Co., Ltd. Founded Bic Opened urban childcare Transferred from the 1st Section of
() 2006 Camera Takasaki center Bic Kids (Tokyo) the Tokyo Stock Exchange to the

the Tokyo Stock Exchange into a subsidiary

-

Listed on the women’s softball to support childcare Prime Market due to a review of

() "
._./ JASDAQ Securities team market segments
- Exchange
——
N~
1980 1985 1990 1995 2000 2005 2010 2015 2020
1978 -1999 1999 -2005 2005-2012 2012-2020 2020 onward
Expansion phase Rapid growth phase Transformative phase Venture phase Transition phase
* April 1989: Introduction of consumption tax (3%) * June 2000: Implementation of the Act on the  September 2008: » March 2011: Great East Japan Earthquake o April 2014: Revision of the consumption tax rate (5% to 8%) o April 2020: State of emergency declared due to the

COVID-19 pandemic
Holding of the Tokyo Olympic and
Paralympic Games

» December 2015: Adoption of the Paris Agreement
e January 2016:  Bank of Japan introduces negative interest rates
o October 2019:  Revision of the consumption tax rate (8% to 10%)

Measures by Large-Scale Retail Stores for
Preservation of Living Environment
« September 2001: 9/11 terrorist attacks in the United States

© March 2011:

End of the Home Appliance Eco-point System
® July 2011:

Termination of analog television broadcasting

» November 1989: Fall of the Berlin Wall

* March 1991: Collapse of Japan’s bubble economy

© January 1995:  Great Hanshin-Awaji Earthquake

® April 1997: Revision of the consumption tax rate (3% to 5%)

Lehman Brothers bankruptcy
* May 2009:

Launch of the Home

Appliance Eco-point System

o July 2021:

siuaA3 [eqo|D
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Value Creation Story

Value Creation Process

The Foundation of Our Business

Pleasing Customers

Corporate Philosophy

A group of specialty departments persistently
seeking to evolve so that they can leverage their expertise
and innovative spirit to propose richer lifestyles

Social Issues
n n H : Changes in consumer

" Intermittent technological § Growing environmental

Changes i ifestyies

Secure Bic Camera’s Competitive Advantage
Expand business while leveraging strengths

Invested Capital
(Fiscal year ended August 31, 2021)

Human capital

Employees

9,699 -

Social and
relationship capital

Customers and
business partners

Intellectual capital

A discerning eye and /

product planning capabilities

Financial capital

Net assets

179,523 wition yen

Manufacturing
capital

The entire Bic Camera Group

2 6 1 stores

EC conversion rate

18.3«

Distribution centers

Materiality

Increasing
employee
engagement

Increasing
customer
engagement

Enhancing
initiatives
aimed at a

circular economy

9 locations

Natural capital

Resource recovery network
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After-sales
service

Repairs and

E}

Delivery,
installation, and
construction

Purchasing,
used goods sales
and recycling

Bic Camera’s strengths

Foundation of our strengths:

Customer-first

principle

Delegation of
authority

Product
lineup

Corporate
Strategy

Promoting
employee
well-being

Productivity
improvement
strategy

Growth
strategy

Net sales

792,368 miion yen

Operating profit

17,863 mitionyen

Ordinary profit

20,808 million yen

Profit attributable to
owners of parent

5,765 million yen

Dividend per share

1 5Yen

Percentage of women

in management positions

8.7

Energy consumption

189,249 v

CO; emissions

91,961 wco.

Value Provided to Stakeholders

Employees

We strive to improve both the material
and emotional satisfaction of our
employees and provide opportunities and
locations that allow them to work where
they want and do the jobs they want.
We also support the growth of
our employees who are willing to learn.

Customers

We are committed to further
improving our services to enhance
customer satisfaction.

Business Partners

We aim for coexistence and mutual
prosperity by maintaining sound and fair
transactions with our manufacturers and

other business partners.

Shareholders and Investors

We continue to achieve sustainable
growth and aim to improve our corporate
value to satisfy the trust and expectations

of our shareholders and investors.

Society

We fulfill our role by engaging on a deep
level with local communities through our
stores and coexisting alongside them.

Government and
Administrative Agencies

We maintain appropriate relationships
with government and administrative
agencies and act in accordance with our
Corporate Conduct Charter.

Bic Camera, in order to be the embodiment of a business that “pleases customers,”

will firmly implement its corporate philosophy of serving as

"a group of specialty departments persistently seeking to evolve so that they can
leverage their expertise and innovative spirit to propose richer lifestyles.”
Since our foundation, we've constantly adapted to the changing times and the

needs of our customers, tirelessly refining our strengths along the way.

Beyond merely focusing on home appliances, Bic Camera has always stocked a
diverse selection of goods, including non-home appliances, based on customer needs
and desires. This approach has earned us the trust and reliance of our customers,
which in turn has spurred growth and transformed into our signature strength.
Going forward, we will strive to continue our legacy as a company with a

meaningful presence that provides value to all of its stakeholders.
Stay tuned to witness the future evolution of Bic Camera.
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Value Creation Story

Message from the President

By focusing on our most important management issue,
“people-oriented management,”
we will continue to refine “a group of specialty departments.

n

To achieve our corporate philosophy of being “a group of specialty departments persistently seeking to evolve

so that they can leverage their expertise and innovative spirit to propose richer lifestyles,” we will promote store
operations that provide a one-of-kind experience to customers and people-oriented management that makes the
growth of each individual the driving force behind our corporate growth.

Toru Akiho

Representative Director and President,
BIC CAMERA INC.

| took office as the Representative Director and President
on September 1, 2022. As a novice tasked with leading
our employees as the new president, | feel a strong sense
of responsibility.

When | took office as president, | identified people-
oriented management as one of our important management
issues. All momentum starts with people, and we will
make strong efforts to promote management that turns
each individual's growth into the driving force behind
corporate growth, thereby increasing our corporate value.

By utilizing the vitality and sensibilities of our young
employees to the fullest to make great strides, | am
determined to turn our company into a place where
employees, myself included, feel happy and proud to work.

Improving corporate value through stores

| believe that the value of the retail business lies in stores
and sales areas.

I am determined to enhance the value of our stores
and improve our corporate value by refining our corporate
philosophy of being “a group of specialty departments
persistently seeking to evolve so that they can leverage their
expertise and innovative spirit to propose richer lifestyles.”

Our stores focus on cameras, which comprise our
original business, as well as consumer electronics and digital
electronics such as computers and mobile phones. That being
said, we also offer a wide range of non-electronic products
such as liquor, bedding, bicycles, medicine, cosmetics,
and contact lenses. We have large stores offering these
product groups in front of terminal stations in many
metropolitan areas.

Each of the areas we handle is a specialty department,
which together comprise Bic Camera. There are specialized
personnel who provide this expertise in each area.

08

In addition, when it comes to consumer electronics,
computer-related products, and so on, we offer after-sales
services for both as well as installation services for the
former, each of which requires a high degree of skill. | am
proud of the high level of know-how we have accumulated
over the 40 years since our founding in terms of both
quality and quantity.

Our prime store locations, extensive product lineup,
expertise, and know-how are valuable assets and strengths.
I am confident that these strengths will continue to provide
a competitive advantage going forward. That's why it is
essential that we continue to refine our stores, which form
the foundation of our company’s growth, and enhance our
corporate value.

Creating a one-of-a-kind store experience

As a group of specialty departments, the first thing we
must be particularly selective about is our product lineup.

We aim to create an experience that makes customers
think, “I couldn't find this anywhere else, but | found it at
Bic Camera,” and eventually, “surely Bic Camera will have
it,” thus making our stores the go-to destination. We want
our customers to tell others that Bic Camera has a great
selection and for this perception to spread so that a lot
of people get the impression that we have an
incredible lineup.

However, we do not want our stores to be used only for
specific purchases.

We need to create product lineups and spaces filled
with joy and anticipation, where customers can always
discover something new when they visit. We want them
to find themselves spending a long time in the store or
realizing that there's still more to see when they leave so
that they want to come back again.

Our specialty departments are committed to offering
a wide range of products and highly knowledgeable sales
staff to help customers find solutions to their problems and
support richer, happier lives.

It's not just about providing expert guidance, but
also about always being mindful to convey passion when
communicating. Combining expertise with excellent
hospitality in customer service is what leads to experiences
that move people. And it's not just customer service.
We believe that even a simple greeting can create a
moving experience.

With a thoroughly curated product lineup, professionals
well-versed in hospitality, and exciting spaces, we aim

to create a store that enriches the hearts of not only
customers who make purchases, but also those who do
not, all by providing a one-of-a-kind experience that only
our company can offer.

Keeping the focus on the customer

To provide a one-of-a-kind experience, we must focus
relentlessly on the customer.

This means carefully and consistently observing each
customer who visits our store, collecting their feedback in
various ways, and responding to their needs day by day.

We must also quickly notice changes in our
customers’ needs.

The retail business is one where adapting to change is
essential. Only companies that continue to adapt to change
swiftly can achieve sustainable growth.

To adapt to change, we must quickly detect changes in
our customers’ needs.

The constantly changing needs of our customers
must be our chief concern. Today, anyone can easily
obtain a wealth of information tailored to their needs on
a daily basis in a variety of ways, so values and needs are
diversifying, and the pace of change is accelerating. If we
fail to notice these changes and remain bound by past
practices or successful experiences, our competitiveness will
decline, and we will eventually become obsolete.

We might not notice these changes if we only focus on
our competitors.

That's why we must focus relentlessly on our customers.

Enhancing the ability to adapt to change
through individual on-site initiative

As | mentioned, in today’s world, where customer needs
are diversifying and the speed of change is accelerating,
the ability of the retail business to adapt to change is being
tested now more than ever. This adaptability will determine
our competitiveness as a company.

What we are presently focused on is valuing the
individual initiative of each person on the front lines and
creating a self-sustaining cycle of improvement.

Our business is based on offering a wide range of
products and striving to be the No. 1 specialty department
in the region for each one. If we want to constantly change
and evolve these specialty departments, everyone on the
front lines who interacts with customers daily must take
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Value Creation Story

Message from the President

initiative, or we will not be able to meet their needs.

To do this, we must improve our store staff by
streamlining headquarters, creating time to interact with
customers through operational improvements, delegating
authority to the front lines, and making headquarters work
hard to support those on the front lines based on their
input and voices. This culture, which undoubtedly existed
when our company was smaller, has gradually faded as
we have expanded in scale. Headquarters has become
complacent at the expense of the hard work of our front-
line staff.

We must restore the culture we had, where
headquarters would work hard to ease the burden on the
front lines, as soon as we can.

Enhancing the convenience of
EC improves store value

When | became president, | declared that strong and
accelerated EC growth would be one of our major
policies. The scale of our EC business has already reached
a considerable size, with Group net sales totaling 143.4
billion yen.

However, the reality is that we have received numerous
critiques and feedback from our customers on various
aspects regarding product lineup, ease of product use, and
delivery wait times, and many have hesitated to use our EC
website. Issues and challenges have been piling up.

Nevertheless, this can be seen as an opportunity for
growth if we maintain a positive outlook. By addressing
each issue in a quick and methodical fashion, we can
achieve significant growth sooner.

To do this, we are determined to strengthen the system
related to our EC business, raise awareness of the EC
business in relevant departments and stores, coordinate and
collaborate, and unite to accelerate our growth.

However, our approach does not involve simply
expanding EC sales at all costs. Broadly speaking, our EC
website is also a store. From the customer’s perspective,
they must decide whether to make their purchase at a store
or on our EC website. This should be a choice made by
the customer based on their individual circumstances and
needs, not something we impose on them as the seller.

Our basic stance is that we want customers to choose
between our stores and our EC website based on what is
more convenient for them, as we have stores where they
can experience a wide range of products in convenient
locations and receive explanations from sales staff.
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However, to achieve this, both our stores and our EC
website must be top-notch. We believe that combining

the improved convenience of EC with well-situated stores
will dramatically increase customers’ shopping options and
enhance the value of our stores.

Learning objectivity in my 30s

What | always try to be mindful of is thinking from the
customer’s point of view.

This means to consider yourself an average person,
consumer, and individual customer, and to not miss the
hints hidden in casual conversations with family, friends,
and acquaintances. | always strive to be conscious of this
and put it into practice.

However, | did not always think this way. In the past, |
used to work based on my own perspective, imposing my
own and the company’s convenience on customers.

I served as a buyer handling procurement for 17 years.
After working as a buyer for several years and accumulating
a certain level of achievements and experience, | gained
some confidence as the person in charge of home
appliances, a glamorous position. At that time, the head of
sales department criticized and berated me for everything |
did on a daily basis.

I would hear things like, “Who would buy this?” “Secure
more inventory!” and “Why is this out of stock?”

At the time, | felt that selling only popular, low-profit
items would not result in profits, and that if there was no
inventory at the manufacturers, asking me why something
is out of stock would not lead to more stock.

While these were facts, a buyer with this kind of
mindset causes sales staff on the front lines to disappoint
customers, is regarded with doubt, and is occasionally
reprimanded, resulting in a lot of stress. While it is very

embarrassing that | was unable to grasp something so
obvious at the time, this was the state | was in.

As | grew tired of being berated on a daily basis, |
started wondering how | could gain the head’s approval.
The answer was simple.

I had to focus on thinking about the customer’s point of
view and work harder to make things easier for the front-
line staff, even if just a little bit.

Management that fosters individual growth as
the driving force behind corporate growth

To achieve our corporate philosophy of being “a group

of specialty departments,” | believe the most important
management issue is people-oriented management. The
driving force behind everything is people, and it is essential
to have management that transforms the growth of each
employee into the driving force behind corporate growth.

In the retail business, which is undergoing rapid change
and where customer needs are diverse, it is crucial for each
employee to be acutely aware of changes and take the
initiative to discover potential customer needs. That's why |
am committed to enhancing employee motivation.

To support the growth and career development of each
and every employee, starting this term, we have launched
the Human Resource Development Department directly
under the president as a replacement for the Human
Resources Department. In an effort to centralize tasks
related to our most important management resource—

human capital—and treat it as a valuable company asset,
we are designing personnel systems centered around the
Human Resource Development Department that harness
the diverse abilities of our employees. There are numerous
measures we are considering, such as creating a system

that respects and realizes store employees’ ideas, a system
that utilizes employees’ strengths and encourages them
to take on challenges, a promotion system for part-

time employees, initiatives for health management, and
providing opportunities for employee growth.

For example, we started the Kurashi Support Meister
System in September 2022, when | became president. This
system is for discovering and nurturing salespeople with
advanced expertise and skills, and for fairly evaluating
and supporting their career development. By designing
a system in which a diverse range of individuals, such as
those working reduced hours while raising children or
those choosing our company to start their second career,
can showcase their abilities and have them fairly evaluated
and reflected in their compensation, we believe it is
possible to achieve our philosophy of being “a group of
specialty departments” and contribute to our competitive
advantage as a company.

Demonstrating leadership with a robust
customer-oriented approach

Bic Camera has continued to evolve to meet the changing
needs of customers and the times. We started with
cameras, our original business, and expanded to include
camera accessories and video cameras. Once sales of VCRs
began, our transactions with electronics manufacturers
increased, and we further expanded our product offerings
to include TVs, washing machines, and refrigerators. This
product lineup expansion is backed by our commitment

to a robust customer-oriented approach that captures
customers’ genuine voices as well as the hidden changes in
the times.

Moving forward, we will continue to leverage the
strength of our stores and focus on growth strategies built
on a strong foundation and a solid earnings base. We
are also considering growth strategies that integrate the
strengths of our Group companies in an effort to harness
the collective power of the Group. Examples of this include
the work of Group company Sofmap Co., Ltd., such as
assisting customers who are facing issues and reusing
unwanted electronic products through purchases and sales
of second-hand goods.

Keeping this Group management perspective in mind,

I intend to demonstrate leadership so that we can instill a

customer-oriented attitude in all employees by continuously
investing in our most critical management resources—stores
and people—without being distracted by superficial trends.
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