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1. Medium to Long-Term Vision



Recognition of the Business Environment
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Advancements in Al Are Transforming Society

Now Within 1-2 years Within 10 years
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Positioning of the New Medium-Term Management Plan

ASKUL 2050 Vision

Back-casting approach
from the long-term vision

2035

Milestones
2029

New Medium-Term
Management Plan
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ASKUL 2050 Vision
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ASKUL WAY

Values

Innovation and Speed

Always a step ahead in achieving
optimal innovation for our
customers and our planet

Pu rpose

Continuously Bringing Delight to
FurPﬂEE Our Workplace, Life, the Planet and

Tomarrow

DNA
Advancing Forward for
Our Customers

DNA

Values

Diversity and Co-Creation Reliability and Dignity

Respecting diversity across the Accomplish with reliability,
spectrum and co-creating with approach with dignity and humility
each talent
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<ASKUL Catalog Volume 1 No.0 published in 1992>
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Providing small and
medium-sized

enterprises with services

equivalent to those of
large companies



Sustainable Product Procurement

<Copy paper A4 1 box (500 sheets x 10 reams)>
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1 box for 2 trees

Process1
Use

Process 5
Plant

 Harvest ~ Grow

— 'Process2
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The Nikkei morning edition on January 26, 2014
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Sharing Big Data and
Co-Creating Value

The title reads: “Sharing Big Data to Create New Products”

Subtitle: Rival Companies Collaborate
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Bmldmg Our Busmess by Llstenmg Closely to Our Customers
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All executive officers engaged in a discussion about what ASKUL aims to achieve by 2050.
By capturing the conversation through real-time graphic recording, we were able to share a more concrete and unified vision among all participants.
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Supporting the Self-Realization of Working People -
and Increasing the Number of Happy Individuals
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Self-Realization x ASKUL’s Uniqueness > Achieving a Happier Version of Oneself

each other in raising ch|I 'r'e"n?
and find happiness togetﬁr{

Happier moments with
family) surrounded by/natuire

Away of living and aging
_ that stays true to oneself

\ [
» / ~in the senior years/,,
4 %
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ASKUL 2050 Vision

Creating a society

that empowers everyone to continually experience
the delight of becoming their best self.
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2035

Milestones
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2035

Beyond Retail

- Transforming the Way People Work -

18



Beyond Retail
- Transforming the Way People Work -
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Beyond Retail

- Transforming the Way People Work -
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Solution

Customers’
Employees

Service ,-9—,'91-91

Product

Customers’
Customers

000
0282%2
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Beyond Retail
- Transforming the Way People Work -

Solution
P WV, =
@d //:j eB Advances in Al

DX/ Well-being / Business Process Outsourcing (BPO) AI AGENT

Leveraging our assets

Al supporting
all back-office operations

Strengths in Retail Business

® Unparalleled customer base

® Extensive big data covering the entire process
from product sales to delivery

® Strong capabilities in product development,
logistics, and sales

Copyright © ASKUL Corporation. All Rights Reserved.



By 2035, Half of Our EBITDA Will Come from New Businesses
Actively Leveraging M&A and Strategic Partnerships with Other Companies

_ New Business Domain
EBITDA Milestones Toward 2035 FY5/2026 (current)

« Established a new organization directly
under the CEO
* Actively promoting Proof of Concept (PoC)

initiatives
Through FY5/2029
New Business Domain o Maximum investment: ¥100.0 billion
Solution » Target net sales: ¥20.0 billion / operating

profit: ¥2.0 billion

Existing Business Domain
Through FY5/2029

Existing Business Domain

:  Regrowth in the retail business
0
50 /0 Rl * Strengthening the customer base through

synergies with new business domains

2029 2035



2. Reflection on the Previous

Medium-Term Management Plan



Although the final-year management indicators were not achieved,
record-high net sales and operating profit were reached.

Consolidated Consolidated Consolidated
FY5/2025 Results — Net Sales Operating Profit OP Margin

Consolidated Net Sales:

3.3% 3.3% 3.3% 3.6% 0
Growth ¥ 481.1bitiion O O O—C— E.(g)/o
(Target: ¥550.0 billion) (¥billion)
Record-high
481.1

Consolidated Operating Profit Margin: 4467 4716
Profitability 2.9,
(Target: 5.0%)
_ Consolidated ROE: I
Ca F."tal 11.6% Record-high
Efficiency (Target: 20.0% ¥ . s 16.9 14.0

FY5/2021 FY5/2022 FY5/2023 FY5/2024 FY5/2025




Profitability Improved Through Logistics Efficiency,
Despite Impact of Sales Shortfall and Increased Fixed Cost

Factors Behind Increase / Decrease in Operating Profit

(vs. previous Medium-Term Management Plan)

1. Impact of missed
sales target

2. Impact of increased

(1 32) fixed cost
08 47 NEGE (o
27.5 Gross Improved
margin logistics Others
improvement efficiency
ﬁ
Improved profitability
FY5/2025
Initial Plan

(¥billion)

14.0

FY5/2025
Actual

1. Impact of Missed Sales Target

ASKUL Business  -¥9.2 billion

« The underachievement of planned sales of the opening of
the SOLOEL ARENA website to the public.

* Low utilization rate of newly introduced products, mainly in
specialized items

LOHACO Business -¥4.0 hillion
» Strategy revisions prioritizing profitability

2. Impact of Increased Fixed Cost

New ASKUL Website +¥2.5 billion
* Increased development cost and delayed rollout schedule
ASKUL Kanto DC +¥1.7 billion

* Incurred upfront costs, including rent

Online Advertising and others +¥1.4 billion
* Increased advertising and promotional spend to drive sales
growth and product awareness

Note: Figures in the graph are rounded down to the nearest 100 million yen.



3. New Medium-Term Management Plan

Challenges to Growth

Regrowth in the Retail Business

Financial Strategy / Human Resource Strategy / ESG

Management Indicators



3. New Medium-Term Management Plan

Challenges to Growth



Customer Number Growth Rate in ASKUL Business

(%)
105

100

95

90

Revision of free
shipping threshold

Decline in the number of customers due to price
revisions and change to the free shipping
threshold

(Improving trend since Q3 of FY5/2025)

Q1

Q2 Q3 Q4
FY5/2023

Ql Q2 Q3 Q4 Ql Q2 Q3 Q4
FY5/2024 FY5/2025

Note: Number of unique customers who made purchase during the period



Living Supplies Show Strong Growth, While Stationery and Furniture Struggled

MRO Expanded Its Product Range, but Utilization Remained Low

(million items)

ASKUL Business Net Sales by Item Category and Trend in Number of Products (from FY5/2020 to FY5/2025)

(¥billion)

14

12

10

4

o Net Sales

Number of Products
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G20cZ/9Ad
¥2¢0Z/SAd
€20¢/SAd
¢c0¢/SAd
120¢/SAH
020<Z/SAH

Others

G20¢/SAd
¥20Z/9Ad
€¢0¢/SAd
¢c0¢/SAd
T20¢/SAd
0202/9Ad

Medical

G20Z/SAd
¥20c/SAd
€¢0c/SAd
¢c0c/SAd
120¢/SAd
020¢Z/SAd

MRO

G20<Z/SAH
¥20Z/SAd
€¢0¢/SAd
¢c0¢/SAd
120¢/SAH
020<Z/SAH

Furniture

G20Z/SAd
¥20Z/9Ad
€¢0¢/SAd
¢c0¢/SAd
T120¢/SAd
0202/SAd

Living Supplies

G20Z/SAd
¥20c/SAd
€¢0c/SAd
¢c0¢/SAd
T20Z/SAd
020¢/SAd

Stationery

G20<Z/SAH
¥20Z/SAd
€¢0¢/SAd
¢c0¢/SAd
1¢0c/SAH
0¢0<Z/SA4

OA & PC
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Accelerating Demand for Centralized Procurement
Among Mid- and Large-Sized Enterprises

o0 200%
’ m Sale of SOLOEL ARENA & Others (vs. FY5/2022)
300 A significant gap
- between ASKUL and
the market remains a
a0 key challenge
120%
200 (vs. FY5/2022)
M B

FY5/2022 FY5/2025

Note: Based on internal estimates



Creating Value by Overcoming Challenges and
Leveraging Strengths

Challenges Strengths

High-quality, low-cost
Price competitiveness logistics

Broad customer base and

o orocurement capabilities
Product utilization rate

Product development
capabilities

The sales networks

Growth among mid- and
large-sized enterprises of ASKUL 3

ents



3. New Medium-Term Management Plan

Regrowth in the Retail Business



Strategic Targets and Key Product Categories

All Sectors for larger corporations

In-Person Service Daily Necessities at
Industry Workplaces

Supporting time-saving
and enhancing quality of face-to-face service



In-Person Service Industry Set as Strategic Targets

Medical Nursing
Care Care
Accommo | Food &
dation Beverage

ngh growth poten‘tlal with ample
room for market expansion




Business Establishments Nationwide
and ASKUL’s B-to- B Sales Growth Rate by Industry

(# of establishments)

Retalll
Manufacturing Number of Business Establishments by Industry Nationwide*
Servicel =8=ASKUL B-to-B Sales Growth Rate (vs. FY5/2020)

Food & Beverage

Medical Institutionsl

Facility Construction
Civil Engineering / Construction / Building Materials

Various Associations, Organizations, and Institutions

% In-person service industries
N are driving sales growth

Education

Nursing Care / Welfare

Transport
Real Estate
Legal / Consulting / Professional Services

Trading Companies / Wholesalers

Travel / Accommodationl

80 90 100 110 120 130 140 150 (%)

Note: Internal estimates — Top 15 industries only



General-Purpose Supplies That Create Value Through Scale

Beverages, Food, and Related Supplies

. e Cleaning, Laundry, Hygiene, and
Daily Necessities at IR

Workplaces Packing & Shipping, Work Supplies,

Safety & Maintenance

Smart Office Supplies

Broad product range, reasonable prices, and unique value

e.g., time-saving, design-focused, environment-friendly features

Copyright © ASKUL Corporation. All Rights Reserved. 3 6



Targeting a ¥50 Trillion Market for
Daily Necessities at Workplaces

Overview of the Indirect Materials Market Size and Segments (B-to-B and B-to-C)

Market Scale
¥60 triion-—————-——--------"--""-"-"-""""""-"-"" -~ ————- —
materials market Management Plan
¥50 trillion _
Beverages .
el Cross-ndustry )
Drinks >_ general-purpose
Packaging materials market :
r ippin Dail
’ (::?:;ed &ssu:::{i’esg Sanitary Neceass!i,ties NINarket f?tr_. Dal!ty
L ecessities a
Products /N £ __ __ _ __ __ _ _ _. =
> Workplaces
. - __ Office supplies
Worla(n'l('jools Offlce Nch: asreg market
Equipment Supplies Products /

Note: Market scale are based on internal estimates



Reasons for Focusing on Daily Necessities at Workplaces

* Strong customer demand and a large market size

 Overlapping needs in both B-to-B and B-to-C make it easier
to develop original products

 Can be used across a wide range of industries



Key Themes

Strengthening Price
Competitiveness
and Differentiation
Through Original
Products

Enhancing Product
Assortment Aligned

Improving
Convenience and
with Customer

Needs

Usability of
Storefront




Strengthening
Original Products to
- =« " Deliver Better Value and
N = Secure Profitability
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Differentiation Through Original Products Developed
in Co- Creatlon with Manufacturers

The Better Tomorrow Exhibition

WUEB A A SR

by ASKUL x LOHACO

- . e —
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Building a Robust Sales Platform Through
Website Integration

For mid-tier and larger enterprises

SO|OEL ARENA » Unified customer
NEW acquisition
+ A s K u I- * Improved convenience
andmedi?lfiedenterprises through AI Utilization

< | * More efficient
operations
ASKUL

Copyright © ASKUL Corporation. All Rights Reserved.

42



Exploring Multi-Faceted Collaboration in the BtoB Market

A ASKUL §=) PayPay

Strong competitive advantage Unparalleled customer base

in the B-to-B e-commerce market in the QR code payment industry

Unparalleled c_ustor_ner base |_____|Strong competitive advantage
across all industries as a payment platform

Copyright © ASKUL Corporation. All Rights Reserved. 43



Accelerating LOHACO’s Growth by Strengthening
In-Person Service Industry

Customers’
Employees

000
0282%2

LOHACOyaskut

Customers’
Customers

000
0282%2
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Accelerating LOHACO’s Growth by Strengthening
The In-Person Service Industry

* Providing original products leveraging the scale of the ASKUL
business

* Shortening delivery lead times by integrating logistics with the
ASKUL business

* Promoting innovation through collaboration with LY corporation

 Expanding sales channels

—~———

Aiming to enhance corporate value
Through sound and sustainable growth



Optimizing the Logistics Network

Now
Eastern Japan
Sendai DC
Aomi DC
Hidaka DC
Tokyo DC
Yokohama DC

Nagoya DC
Osaka DC

Fukuoka DC
Western Japan

Only ASKUL Business
Only LOHACO Business
I ASKUL and LOHACO Business

Copyright © ASKUL Corporation. All Rights Reserved.

WDC LDC
Wide area DC Local area DC
=] Eastern
Japan Sendai DC
Aomi DC
Tokyo DC
Yokohama DC
Nagoya DC
Osaka DC
Fukuoka DC
Western Japan

WDC: Shipments for ASKUL, including long-tail products, and LOHACO

LDC: Shipments for ASKUL (also handling same-day delivery)

» Consolidated shipments
in a single box

* Shorter delivery lead
times

 Lower logistics costs

46



Value Chain Transformation Through Al

Improving operational Service innovation
efficiency through big data driven by Al agents

Call Centers Call Centers

\/ \

\/
Sales

Copyright © ASKUL Corporation. All Rights Reserved. 47



Summary of Key Strategies and Initiatives

Establish dedicated team

Larg_e All Industries ; e Expand connectivity with
Enterprlses Dally Necessities at procurement management system
Workplaces
o Beverages / Food / Cleaning / Work
Mid-tier _ Supplies / Hygiene / Sanitation / Focus salesforce resources of ASKUL
In ri
dustries [Product Assortment]
Small and Medical Care / Nursing Care / ) E."'?ance D "."euPthmugh
Medi Food & Beverage / digital transformation
edium- ) ‘ : » Strengthen development Build new models such as a
Sized Accommodation / Retail / Service framework for original products collaboration with PayPay
Enterprises [Pricing]
 Automated price optimization
« Strengthen supply chain Collaboration with LY Corp.

Individuals Working Individuals Expand sales channels




3. New Medium-Term Management Plan

Financial Strategy



Financial Strategy

The Group will continue to maintain and improve a sound financial structure to support further growth investments (including non-
linear growth investments such as M&A). At the same time, we aim to enhance shareholder returns and improve capital efficiency.

Capital Allocation Plan from FY5/2026 to FY5/2029

Cash Inflows Cash Outflows

Shareholder returns Regular investments Growth investments
Financing Distribution Center Investments ¥ Secure budget for non-
(Liabilities) v’ Maintenance and renewal of Growth continuous growth
existing logistics infrastructure investments v Actively invest in projects that
Cash reserves . i meet disciplined return-on-
Software Investments prlmanly focused investment Criteria, with the
v’ Total return ratio 45% v Continuous system upgrades on M&A goal of achieving financial
v’ Stable shareholder dividends for service enhancement targets including operating

v’ Systematic share buybacks profit margin and ROE

Operating cash '“"‘?Stme“tts iz Maximum of
f|ow equipment an -
software ¥100.0 billion

Dividends and

share buybacks

Copyright © ASKUL Corporation. All Rights Reserved. 5 0



3. New Medium-Term Management Plan

Human Resource Strategy



Human Resource Strategy

Strategic Talent Reallocation Areas

New Business Development Enterprise Procurement Solution

Over 100 employees to be reallocated

Improving Productivity in Existing Business

(Target: 20% increase in revenue productivity)
Full utilization of Al
(Skills development and reskilling)



3. New Medium-Term Management Plan




Environment

Governance

Copyright © ASKUL Corporation. All Rights Reserved.

Key ESG Themes

® Realizing a Carbon-Neutral Society
 Achieve RE100 and EV100 by 2030 and aim for net-zero GHG emissions by 2050
« Expand products coverage under the product environmental score

® Building a Resource-Recycling Platform
» Promote reverse logistics for reuse of packing materials and plastics
» Promote zero-product waste such as Go Ethical initiative

® Conserving Biodiversity
 Implementation of ocean plastic pollution issue countermeasures such as TSUSHIMA and
ASKUL project
» Tsumagoi Green Project — forest maintenance initiative

® Value Creation as a Sustainable Hub
« Driving a co-creation movement with stakeholders as an ethical e-commerce platform

® Achievement of Key Human Capital KPls
» 30% women in management, 100% of male employees taking childcare leave, 20% engineers,
among others.

® Transition to a Company with an Audit and Supervisory Committee, with
a Majority of Independent Outside Directors

54



Transition to a Company with an Audit and Supervisory Committee

Aiming to enhance corporate value by strengthening supervisory functions

and accelerating decision-making
(Subject to approval at the 62" Annual General Meeting of Shareholders to be held on August 5, 2025)

v'Accelerate decision-making by delegating authority to internal directors and executive officers,
while strengthening the Board’s oversight function

v Establish proactive governance that enables calculated risk-taking for growth strategies

v'Reallocate management resources appropriately to optimize the business portfolio

Composition of the Board of Directors

Before the Transition After the Transition
v 10 directors v 13 directors
(including 5 independent officers and 3 women) (including 7 independent officers, 4 Audit and Supervisory

v' 3 Audit and Supervisory Board Members Committee Members, and 4 women)

(including 2 independent officers and 1 woman) Independent outside directors
will become the majority



3. New Medium-Term Management Plan

Management Indicators



FY5/2029 Management Indicators
Net sales: ¥540.0 — 600.0 billion / Operating profit margin: 3.7% - 5.0%

___ Gowth Profitability Capital Efficiency

Consolidated Net Sales Consolidated Operating Profit Margin Consolidated ROE

o *
CAGR (FY2025-FY2029) 3 = 6% CAGR (F2025-Fv2029) 9 = 21% .

(¥billion)
540.0 s ‘ 20.0%

481.1 5.0%
15.0%
3.7% 11.6%
2.9%
FY5/2025 FY5/2029 FY5/2029 FY5/2025 FY5/2029 FY5/2029 FY5/2025 FY5/2029 FY5/2029
(Committed Target) (Stretch Goal) (Committed Target) (Stretch Goal) (Committed Target) (Stretch Goal)

Note: CAGR of consolidated operating profit



Growth Roadmap

FY5/2025 (Result) ~ FY5/2026 (Plan)  Through FY5/2029 (Plan)

¥481.1 billion ¥500.0 billion | BURCE CLNETIT

YoY: 420, YoY. +47, — Improved growth rate
O ./”. — Enhanced logistics efficiency
m — Amortization costs peaking out

(e.g. start of ASKUL Kanto DC operations, etc.)

Marginal

Profit Ratio

Fixed Cost
Ratio

Decrease in amortization expenses
(e.g. such as the new ASKUL website)

Accelerating growth

Temporary decline
(focusing on recovering customer number

¥11.0 billion Up to ¥30.0 billion

Targeting consecutive
record-high profits

Operating

Profit ‘ ¥ 14.0 billion

Operating
Profit Ratio




2 ASKUL

Continuously Bringing Delight to Our Workplace, Life, the Planet and Tomorrow



