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Store-Opening Policy

Group Store-Opening Strategy

The Company develops stores in several formats and therefore opens stores of various sizes. Each format is clearly defined
in terms of its motivations for store visits and has a different catchment areas. Accordingly, Seven & i Holdings can achieve
a higher density level in its store-opening strategy across the different format of stores.

B Area Dominance Strategy
Our fundamental strategy is market dominance, whereby a high concentration of stores is positioned within one region.

Effects of area dominance strategy

- Greater familiarity with customers - Efficient construction of production bases
- Effective sales promotions - Efficient construction of distribution structure
- Improved efficiency in guiding franchised stores - Preventing entry by competitors

m Dominance Strategy by Store Format

Convenience store Supermarket Superstore Department store
Format
Restaurant Specialty store Shopping center

Catchment | Small Large
area

Small Large
Store size
Product Focused Variety
line

m Store Opening Policy by Store Format

-Formed market dominance mainly in residential areas in the 1990s and in urban areas after 2000

. -Implement scrap-and-build strategy for revitalizing existing stores

Convenience . . . " . .

- agndl Seven-Eleven | -Expand small-type convenience stores in addition to the openings of standard roadside type
stores

-Store network encompassed 37 prefectures at the end of February 2009

-Formed market dominance primarily in the Kanto region
-Many stores have a oor space of over 10,000 square meters at present, in accordance with the
Superstore E Ito-Yokado large-scale retail store openings trend
-Convert some existing stores to the food centered discount store “THE PRICE” and urban-style
home centers “Seven Home Center”

-Operate seven mall-type shopping centers primarily in the Kanto region at the end of February,

Shoppin
tpp 9 Ario 2009
center -With Ito-Yokado as the anchor tenant, attract over 100 tenants
-York-Benimaru formed market dominance in the Southern Tohoku and Northern Kanto regions
Supermarket -York Mart formed market dominance primarily in the Southern Kanto region
-Aim for a 300-store network through aggressive store opening strategy in the market dominance
-Operate stores primarily in the Kansai and Kanto regions
Department -Key stores (annual sales over ¥50 billion per store) are Yokohama, Chiba, and Kobe
store -Operate stores primarily in the Kanto region (three stores in Tokyo) and local cities
-Key stores (annual sales over ¥50 billion per store) are Ikebukuro and Shibuya.
e -Formed market dominance primarily in the Kanto region
Restaurant . Denny’s ) .
“ e Y -Implement scrap-and-build strategy for roadside stores
E Akachan Honpo -Operate st.ores primgrily in shopping centers in 27. prefgctures at the end of February, 2009
. -Operate nine stores in Ito-Yokado, and one store in Ario
Specialty
store -Operate stores primarily in department stores and shopping centers in 22 prefectures at the end

leFE Lot of February, 2009
o -Operate 12 stores in Seibu, five stores in Sogo, and one store in Ario




Profile

Store Network in Japan

Seven & i Holdings focuses on the business factors that will make each and every store a success, not on simply expand-
ing the number of stores.

. . Performance
m Total Sales of Major Group Companies by Prefecture for FY2009 Overview
Retailers
in the
Hokkaido World
Domestic
Retail
Environment
Chugoku
Annual sales
(Billions of yen)
Group
B over 300 Business
100-299 Strategy
[ ] 5099
\:| Under 50
Major
Group
Companies’
Data
B Major Group Companies' Store Network
(As of Februay 28, 2009)
14 9 9 9 =8
- s3%0 T, "
Financial
Hokkaido 821 12 - - - 2 8 4 2 Data of
Major
Tohoku 872 12 114 - - 1 25 3 1 Retailers in
Japan
Kanto 5,262 117 42 60 6 7 417 35 23
Chubu 1,932 21 - - - 3 113 7 6
Kinki 1,352 11 - - 3 3 30 15 11
Corporate
Chugoku 805 2 - - 2 - 2 3 5 Data
Shikoku - - - - 1 - - 1 1
Kyushu 1,254 - - - - - - 4 )
Total 12,298 175 156 60 12 16 595 72 51
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Merchandising

Group Merchandising Initiatives

m Positioning of Private-Brand Products

Value
(low)

Actual price range of
established national
brand products

Price
(high)

SEVEN&i HOLDINGS

High-value-added
original brand
products

National
brand
products
(actual prices)

’

Price
(low)

Seven Premium

E Implementation of the Merchandising Strategy

Step 1: Development of Seven Premium private-brand products

November 2006:

May 2007:

August:

November:

March 2008:

May:

January 2009:

February:

May:

Launched “The Group Merchandising Project”

Started sales of Seven Premium at superstores
and supermarkets
Number of SKUs: 49

Started sales at Seven-Eleven

Started sales of household goods

Started sales of processed fresh foods

First anniversary of Seven Premium sales
Cumulative total of developed SKUs: 380

Received the “Most Excellent Award, Nikkei Award” of
the 2008 Nikkei Superior Products and Services Awards

Started sales at Seibu lkebukuro department store

Second anniversary of Seven Premium sales
Cumulative total of developed SKUs: 690

Step 2: Integrated product procurement by the Group

¢ Unified management of raw materials for each company
¢ Consolidation of product-use raw materials
¢ Strengthening of joint purchasing

Step 3: Distribution strategy

16

Comprising 11 subcommittees, 26 teams and
72 merchandisers and buyers

Launched household goods subcommittee

Launched fresh foods subcommittee

Appointed full-time project staff for NB strategy,
ingredient procurement and distribution strategy

Food section:
Comprising 21 subcommittees, 64 teams and
78 merchandisers and buyers

Household goods section:
Comprising 3 subcommittee, 11 teams and
34 merchandisers and buyers

Full-time project staff: 19



Profile

m Product Development Policies

- Establish a development system that extends to the merchandising processes such as material procurement, manufacturing,
distribution, and sales by sharing information within the Group and leveraging the Group's exceptional development methods

- The operating company with the greatest strengths in that field will be responsible as the development leader in each category

- Establish brands unique to each store format based on differences in customer motivation for store visits

Before Group Group Merchandizing Group Merchandising Group Merchandising Overview
Merchandising Stage One Stage Two Seven Premium development
v vVVvY v | v
 Deveopment
vV Vv Y vV VvVvYw I Retailers
v v in the

Joint sales of products
developed by individual
companies

Complete integration of
merchandising processes based on
concepts for each store format

Each company handled Joint procurement of
own merchandising raw materials

m Development Process

Performance

We developed Seven Premium through team merchandising with manufactures and suppliers. In the fields of processed foods, daily Domestic

foods, processed fresh foods and household goods products, Group Merchandising Committee has been organized 24 subcommittees Retail

. . . . Environment
and 75 teams (as of May 2009), and product developments in each subcommittee are jointly conducted with manufacturers.
Product development flow in team merchandising Organizational chart for team merchandising
Market research conducted in each development team Wis Ereus Merch_andlsmg Total Management
Reform Project
|
— v L . Concept decision and Gro.up
Determination of product concepts and Group Merchandising Committee . : - Business
. o information sharing
quality objectives | Strategy
v Product Subcommittee Zpeulflc B
Organization of development teams evelopment
(Investigate raw materials and technological capabilities) |
v
Checking and quantifying of quality
by specialized quality control team Container Product Raw materials
manufacturer manufacturer manufacturer -
v Major
Sales in each Group company Group
= L & L & L & e Containers with  Established methods ~ Confirm trace of Companies’
Mﬁ u u u clarify product for manufacturing raw material Data
image products that procurement
v correspond to
quality objectives
Customers
m Seven Premium Product Categories _
Financial
: Processed fresh foods Household goods Data of
Processed foods (385SKU) Daily foods (159SKU) (385KU) (108SK8) Major
Retailers in
Japan
Corporate
Data

(As of May 31, 2009)

17




18

Merchandising

B Food Product Development System

Product Development Process Management * Product concept presentation
of Seven-Eleven Japan » Product development process control
~
Head office Regional Quality control Ingredient
merchandising merchandising department team Approx. 100
_/ employees
\
Responsible for Tokyo : . Quality assurance meeting .
metropolitan area Respodr1es\|/téllg fﬂ:gﬁ?'onal wityw each company’s urc:]r;girr?dﬁnetetin
development P inspection facilities P 9 9 Approx. 1,000
_/ employees

‘ Food preparation experts ‘

[ NDF’s Product Development Process Management ]

’ Ingredient producers ‘
| I * Product concept presentation  Product development

l

Infrastructure Underpinning Dedicated production facilities (176 physical facilities nationwide) |€ Processing centers
Product Development

1, Meat: 6
Seasonings: 8
Temperature-separated, combined Vegetables: 9

distribution centers (153 physical facilities nationwide)

Notes 1. Nihon Delica Foods Association (NDF) was formed in 1979 mainly by vendors of rice-based products. NDF currently has approximately 80 member companies that engage in
the vendor businesses of rice-based products, sandwiches, delicatessen items, noodles, and Japanese pickles. Members jointly develop products, manage quality,
procure ingredients, and implement environmental measures.

2. Figures for the development system, number of dedicated production facilities, combined distribution centers, and processing centers are as of February 28, 2009.
m Supply System for Original Daily Food Products

Original daily food products are made in specialized facilities operated by independent collaborating companies and are delivered to
Seven-Eleven stores from combined distribution centers that have multiple temperature-specific zones. The production facilities and
temperature-separated combined distribution centers serve only Seven-Eleven Japan, allowing us to distinguish ourselves from the com-
petition in terms of product development, hygiene, and quality control.

Stores

Daily orders from
12,298 stores nationwide

Online system

Seven-Eleven

Japan

Temperature-Separated
Distribution Centers

Daily deliveries from
distribution centers
(153 physical facilities nationwide)

Dedicated Production Facilities

Daily production facilities
(176 physical facilities nationwide)

Examples of original daily food products
(As of February 28, 2009)



Profile
Food Safety Initiatives for Ito-Yokado
B Quality Control System
Ito-Yokado rigorously inspects product ingredients and freshness at every stage from procurement to sales. If a defective product is
detected after sales, Ito-Yokado responds immediately and takes steps to prevent its spread. To deliver the freshest products, Ito-Yokado Performance
contracts with local farmers and attempts to expand its selection of regional products. Overview
PROGRESS WITH REGIONAL PRODUCTS
Customers
. . = Producers under contract
Opinions, Requests Responding to opinions and requests -®- Ratio of regional products (vegetables)
V (Producers) -®- Ratio of regional products (local fish) (%)
u Ito-Yokado 8,000 50
6,000 g o g i 223:@ 40 Retailers

in the
r Fo 4,000 o« 30 World
....... °
Training Report, Consultation 2,000 /,\‘ 20

Supply information

0 0
FY2006 FY2007 FY2008 FY2009 FY2010 (plan)

Quality Control Office

Prepare quality standards
Management and support of Plant inspection

merchandising department Domestic
Retail
Merchandising Department Environment
Propose quality standard An%%?r%%ﬂcfg stocking
Routine Inspection Various inspections and
certificate of analysis
Sample
Supp|ler Group
Business
" : H P PP Strategy
 "Fresh Foods with Traceability” Initiatives
In order to respond to demand for more reliable food products, Ito-Yokado emphasizes the importance of giving customers a clear
understanding about the place of production, production methods and distribution channels (traceability). This example is from the
"Fresh foods with traceability" product series, a product brand designed by Ito-Yokado. Ito-Yokado works to provide safety food to
customers through the standardization of production methods and quality standards, increasing reliability through the introduction of
inspections by third parties and solidifying its relationship with stakeholders by enhancing open disclosure. Major
TRACEABILITY SYSTEM (VEGETABLES AND FRUITS) SALES OF “FRESH FOODS WITH TRACEABILITY" Growp
PRODUCTS AND NUMBER OF PRODUCTS Companies
Sales (left) Pata
. ) 7] Meat ] Vegetables and fruits [I1 Fish
Entire system is (Billions of yen) -8~ Number of products (right) (SKUs)
proprietary standard s ) 30 180
Traceability )
Information disclosure 25 150
from producers “
via PC and mobile phones 20 120 Financial
15 90 Data of
B Who produced what vegetables and Major
how is disclosed on the website 10 60 Retailers in
Japan
Information > 30
Producer NN 'to-Yokado IR Customer 0 0
Product FY2006  FY2007 FY2008 FY2009  FY2010 (plan)
. Corporate
M Only stock domestically grown Data

agricultural products

M "Good vegetables come from good
land“—careful selection of producers
who properly grow vegetables on
suitable land

M Pesticide use is scaled back to less
than half the average. M Checks by third parties to

increase reliability

19



H Combined Delivery System

Distribution Systems

Group companies adopt a combined distribution system for greater efficiency. The combined distribution system is a rationalized
system that allows products from different suppliers and manufacturers to be delivered to stores on the same truck. The combined dis-
tribution centers are operated by third parties.

TEMPERATURE-SEPARATED COMBINED DISTRIBUTION SYSTEM OF SEVEN-ELEVEN JAPAN

1}

S

Y

Sandwiches

Delicatessen
foods

Milk

Combined distribution center

o

Three times
a day

Three to seven
times per week

Combined distribution center

Lunch boxes

Rice balls

Oven-
fresh bread

—
Seven-Eleven Store (

(E=E=S]

Six times
per week

¥

Combined distribution center

Three times Alcoholic
a day Sundries beverages
Everyday Combined distribution center

-20°C
f Tohan distribution center
Ice cream Frozen foods Ice cubes fnc;t;l;sZiannetis
(As of February 28, 2009)
Number of Number of
distribution centers physical facilities
5°C 64 5°C 16
20°C 17
20°C 65 Share 48
20°C 25 25
Subtotal 154 106
Ambient temperature - 47
Total - 153

Note: The number of distribution centers represents the distribution centers counted by product
categories where multiple product categories were handled in one distribution center.

B Processing Centers and Perishables Distribution Centers

Perishables distribution center jointly
operated by Ito-Yokado and York-Benimaru

20

Confectioneries

Instant
noodles

Soft drinks

Seven-Eleven Japan

® Meat processing centers

M Seasonings packaging centers

Ito-Yokado

o4}

A Vegetable processing centers 9

York-Benimaru

@ Perishables distribution centers 9
[l Vegetables and fruits centers 4

® Perishables distribution centers 4

Ambient
temperature

(As of February 28, 2009)



Information Systems

m System Integration

- The systems network is shared groupwide and some hardware is also integrated among Group companies
- Sales operating systems are being integrated by business format
-In March 2008, full-scale system integration of administrative work was started

— Objective is to realize Group synergies and upgrade administrative work—

1. Reduce personnel by integrating work and systems

2. Improve accuracy and increase efficiency by shifting work online and computerizing

CONCEPT CHART OF SYSTEM INTEGRATION

Ito-Yokado ENTTUEL Sogo Seibu
York Mart A

Sales Operating A i
pparel and 5 ; Integration by
Systems Household ~ Food Restaurant Convsetzlr:nce Depsatr;r;ent Spset‘cjl:elty Business Format
(Stores, Headquarters) Goods V
Distribution Systems o Administration ; ;
Distribution ) .
Administration Systems (Finance, General Affairs, Personnel)
Groupwide
Integration
Network Middleware Hardware ! !

PROGRESS ON INTEGRATION

Installation of high- speed optical fiber networks

Integration of _

food systems

Integration of department store systems

Feb. 2005 Feb. 2006 Feb. 2007 Feb. 2008 Feb. 2009

m Sixth-Generation Total Information System for Seven-Eleven Japan

By introducing wireless in-store networks, the Sixth-Generation Total Information System can improve productivity and enhance "Store
System" functions that support item-by-item management. In addition, POS cash registers equipped with a read/write ability that

enables the use of electronic money systems are installed.

Back room Sales area
[ [ [ |

Router ———  Wireless antenna Multi-function copier ATM

Store computer

*1 Graphical Order Terminal used for ordering at the sales area
*2 Scan Terminal used for efficiently scanning products, checking stock location on the shelf, and monitoring freshness

Profile
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Japan

Corporate
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Financial Services

B Group Card Business

Group companies have issued a total of 23 million cards at present, and we will enhance the card strategy by expanding services to
entire Group.

(As of April 30, 2009)

Number . Stores with point service
Credit

Card name o_f card function Point services =2 s & ®
issued -4

- nanaco | 7.50 million A 1 point given for every ¥100 spent
nanaco

1 point given for every ¥100 spent
1Y Card 2.81 million [ J (additional 0.5 points given u
for credit card use)

Eglrgt 6.52 million - 1 point given for every ¥100 spent [ |
Millennium - Poi ling 2% of h
Card 2.63 million oints equaling 2% of purchase
o’ amount give-n - -
Club ON (up to @ maximum of 7% of annual
Card 2.52 million purchase amount in the next year)
AV ADIAN HOWSD 1
glaer?ber s 1.61 million X 1 point given for every ¥200 spent u

Notes: 1. The number of card issued is as of February 28, 2009.

2.The number of IY Card issued represents active members.

3. All stores except Seven-Eleven accept payment by credit cards other than those listed above.
*1 Credit card functions can be used once the member becomes an IY Card or QUICPay member.
*2 Card with limitation to cash payment are also available.

H Electronic Money

On April 23, 2007, Seven & i Holdings launched its nanaco original electronic money service. As of April 30, 2009, the number of stores,
including Group’s Seven-Eleven stores, accepting nanaco payment expanded to approximately 23,000.

- Prepaid e-money with contactless IC chips
- One nanaco point is given for every ¥100 spent, and points can be converted to e-money

- The service can be used with nanaco mobile, which is available through cell phones iﬁnmw
- 1Y Card Service Co., Ltd. handles operation and management of the service

Group stores: Seven-Eleven, Ito-Yokado, Denny’s, Famil
Usage
Outside the Group: 10,419 stores

(as of April 30, 2009)

Charging at stores:
At the registers of Seven-Eleven, Denny’s and Famil; the Customer Service Counter of
[to-Yokado; and Seven Bank ATMs
Credit card charges:
nanaco card or nanaco mobile can be charged through the IY card
(maximum amount of charge: up to ¥30,000)

Charge method

Given one point for every ¥100 spent, and the points can be converted to e-money
Point service Point tie-ups with Group company: Seven Bank

Point tie-ups with non-Group company*: JCB, CHIBA BANK

* Through tie-ups with companies outside the Group, points from these companies may be converted to e-money



M ATM Services

Centered in Seven-Eleven stores, ATMs had been placed in stores of Group companies. The main source of earnings in this business is
the fees from banks with tie-up contracts. The fees are paid to Seven Bank for the use of its ATMs by card holders of these banks.

Deposit, bank transfers, etc.
P '
Directly to banks Banks with
Customer Service charge for transaction with tie-up contracts .
| tie-up
? contracts
I cz SEVEN BANK I - ATM service fees
TRANSITION OF ATM TRANSACTIONS AND ATM-RELATED FEE INCOME PER TRANSACTION (Fiscal year-end March)
(Yen)
210
192.3 187.2 188.8
. . o— - - 180.5
180 ATM-related fee income per transaction - e—
164.3/ W.o
150
(Million)
114.3
600 /‘02'0/‘ 120
97.8 555 ..
500 882 498 100
418
400 L T —————— 80
67.5 342
Dail t ti ATM (right
300 ily average transactions per (.Iy S e e = 60
46.8
200 Qg T 40
72
100 e e e e g g g 20
Aggregate ATM transactions (left)
; i ;
FY2003 FY2004 FY2005 FY2006 FY2007 FY2008 FY2009
[ Banking financial institutions (million) 67 134 210 272 333 409 465
I Non-banking (million) 4 23 47 69 85 89 90
Aggregate ATM transactions (million) 72 158 257 342 418 498 555

H Operating Cash (Change) Services

Owing to closing and consolidation of bank branches and to fee-based and higher-priced money exchange services at the banks, Seven
Cash Works provides small and medium-sized retailers such as Seven-Eleven franchisees and service businesses with operating change
delivery service and change machine service.

Accounting system for Seven-Eleven Japan

Settlement of change
Change order

Seven Cash Works Co, Ltd.

Delivery data Fund transfer

.+ Instructions for operating cash order data

. % SEVEN BANK

Fund transfer

Change bag

Data transfer

Seven Cash Works Co, Ltd.

Transactions/sales Inventory information
Machine status information ~ Cash-control information

Commissioned work

Fund transfer

Cash transit/First response for out-of-order machines ‘BE? SEVEN BANK
P
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IT/ Services

Group E-Commerce Business

m Organization

Centerted on Seven & i Netmedia, established in July 2008, we will implement reorganization and consolidation of IT/Services opera-
tional areas in the Group.

(As of March 31, 2009)
SEVEN & i HOLDINGS

Ito-Yokado Seven-Eleven Japan

* “Net Supermarket”
e “Internet Supermarket Service”

® “Seven-Eleven Net”

Seven and Y 7dream.com SR L Sevt_en & ! e SR Nittele Seven
[50.8%] [68.0%] Network Publishing Lab. [35.0%]
[100.0%] [100.0%] [60.0%]

Note: [ ]indicates percentage of equity owned by the Company
H Business Overview

By utilizing group infrastructure such as high-performance information systems, distribution, and an existing store network of about
13,800 stores, we have materialized original systems for acceptance and payment of orders and a broad, unprecedented lineup of
products. Therefore, we can offer services that meet the strong demands of our customers such as improvements in convenience and
safe security.

Promote the attractiveness of Seven-Eleven by enhancing the supplementation of existing store’s

“Seven-Eleven Net” . L .
product lineups where it is hard to constantly keep in stock at the real stores.

Ito-Yokado's With Ito-Yokado's existing stores manage as a core operator, fresh products are delivered to
“Net Supermarket” customers on the same day or the next day after the placement of orders by customers in the each
store’s catchment area.

Ito-Yokado's Nationwide e-commerce system operated by Ito-Yokado which provides the largest lineup of
“Internet Supermarket Service” | products as an e-commerce business operated by superstores in Japan.

Provide online sales of books, magazines and CD/DVD software. The number of memberships is

sevenand ¥ approximately 597 million as of February 28, 2009.

) Create new sales channel with the integration of the stores and information to provide new
Nittele Seven convenience to customers by merging media such as television and the Internet with retail
operations.

m Ito-Yokado's “Net Supermarket”

The total trading amount at Ito-Yokado's Net Supermarkets for FY2008 was approximately 13 billion yen. As of April 30, 2009, the
number of stores offering the Net Supermarket service expanded to 96 and covered almost the entire Tokyo metropolitan area. With
the availability of purchasing at yer's discount price, the Net Supermarket enjoys a solid reputation among customers for convenience,
and its memberships are steadily increasing.

(Memberships)
400,000

300,000

200,000

May Jan. July Jan. Apr.
2007 2008 2009




Global Strategy

Convenience Store Network that Extends to the World

B Number of Seven-Eleven Stores Worldwide
TRANSITION OF NUMBER OF SEVEN-ELEVEN STORES IN THE WORLD

40,000
-
30,000 = | ——— H—
-
] - || || - - -
- || —
20,000 - | [N IS WS—  WOSS—— WSS WSS—— We—

10,000
0 I

FY2001 FY2002 FY2003 FY2004 FY2005 FY2006 FY2007 FY2008 FY2009

M Japan 8,602 9,060 9,690 10,303 10,826 11,310 11,735 12,034 12,298
7 U.S. and Canada 5,756 5,829 5,823 5,784 5,799 5,829 6,050 6,088 6,196
Taiwan 2,641 2,908 3,187 3,470 3,680 4,037 4,385 4,705 4,800
M China 464 516 604 634 808 952 1,105 1,358 1,512
Thailand 1,521 1,722 2,042 2,397 2,861 3,311 3,785 4,279 4,778
I South Korea 680 1,001 1,401 1,277 1,179 1,238 1,421 1,750 1,995
Others 1,602 1,748 1,930 2,154 2,574 3,029 3,354 3,699 4,159
Total 21,266 22,784 24,677 26,019 27,727 29,706 31,835 33,913 35,738

Notes: 1.Figures for the U.S. and Canada are the total number of stores directly managed or franchised by 7-Eleven, Inc.
2.Figures for Japan are as of February 28 or 29. Other figures are as of December 31.

B Major Seven-Eleven Store Operators Around the World

Our consolidated subsidiaries operate stores in Japan, the United States, Canada, China (Beijing), and Hawaii. In other countries and
regions, efficient companies operate the stores as area licensees.

Country or Region Company name Number of stores
Japan Seven-Eleven Japan Co., Ltd. 12,298
U.S. and Canada 7-Eleven, Inc. 6,196
China (Beijing) SEVEN-ELEVEN (BEUING) CO., LTD. 72
Hawaii SEVEN-ELEVEN (HAWAII), INC. 57
Taiwan President Chain Store Corporation [Uni-President Enterprise Corp.] 4,800
Thailand C.P. Seven-Eleven Public Co., Ltd. [Charoen Pokphand Group] 4,778
South Korea Korea Seven Co., Ltd. [Lotte Group] 1,995
China (Guang Dong Province, Hong Kong, Macau) | The Dairy Farm Company, Limited [Dairy Farm International Holdings Limited] 1,440
Singapore Cold Storage Singapore (1983) Pte. Ltd. [Dairy Farm International Holdings Limited] 435
Philippines Philippine Seven Corporation [President Chain Store Corporation] 368

Notes: 1. Companies in shaded area are subsidiaries.
2.The number of Japan stores is as of February 28, 2009. Others are as of December 31, 2008.
3.Company names in parentheses are the names of the corporate groups affiliated with the companies listed above.

m Sales of Fast Food of Seven-Eleven in the World

FAST FOOD SALES AS A PERCENTAGE OF TOTAL SALES FOR FY2009

) e ' [
45.0 — R - = " L
40 . | . : :
30 27.5 30.2 p— — . ~ =
20 i€ 17.8 f R 3
10 5% » . - &
o . U.S. and Canada Beijing, China
Japan Hawaii China  U.S.and Taiwan South Notes: 1. M portions of the graph represent such counter-served drinks as Slurpees and
(Beijing) Canada Korea coffee.

2.Percentages for Hawaii, U.S. and Canada are calculated using total sales that
exclude gasoline sales.
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Global Strategy

Operations in China

Adhering to our area dominance strategy for opening new stores, we are operating convenience stores, superstores, and
supermarkets in China, with a focus on Beijing. Working to enhance synergy effects, we are exchanging information
across business formats and starting to develop products jointly.

B Company Overview

(As of December 31, 2008)

Business . Opening date of . . .
category Establishment the first store Capital Ownership ratio
Seven-Eleven Japan Co., Ltd. 65.0%
SEVEN-ELEVEN Convenience Jan. 2004 | Apr.15,2004 | US$35,000,000 | Beijing Wangfujing Department Store Group Co., Ltd. 25.0%
(BELING) CO., LTD. | Store ' P> st Jing Trangiung =ep PO, MG 228
China National Sugar & Alcohol Group 10.0%
Ito-Yokado Co., Ltd. 75.8%
Hua Tang Yokado
S t Sept. 1997 | Apr.28, 1998 | US$65,000,000 | ITOCHU G 12.39
Commercial Co., Ltd. uperstore ep pr.2S $65,000, roup %
China Huafu Trade & Development Group Corp.  12.0%
Ito-Yokado Co., Ltd. 74.0%
Chengdu Ito-Yokado China Huafu Trade & Development Group Corp.  12.0%
S t Dec. 1996 | Nov.21, 1997 | US$23,000,000
Co., Ltd. uperstore e oVt 823,000,000 | 701y Group 9.0%
CITYWELL (CHENGDU) DEVELOPMENT CO., LTD. 5.0%
Beljmg Wang fu ng Ito-Yokado CO., Ltd. 40.0%
Yokado Commercial | Supermarket | Nov. 2004 | Apr.30, 2005 | US$12,000,000 | Beijing Wangfujing Department Store Group Co., Ltd. 40.0%
Co., Ltd. York-Benimaru Co., Ltd. 20.0%
Seven-Eleven's
SEVEN-ELEVEN .
master licensor | Apr. 2008 - 50,000,000yuan | Seven-Eleven Japan Co., Ltd. 100.0%
CHINA Co., Ltd. in China

B China Market

per parson | Population | ACRCSERE | mer goods
(¥) ’ (¥) (Billion ¥)
Beijing 859,154 1,633 697,614 5,700.3
| Chengdu 448,404 1,112 399,100 2,035.8
Shanghai 984,030 1,858 739,667 5,771.7
Tianjin 679,426 1,115 524,073 2,405.6
- Chongging 219,594 2,816 346,461 2,491.8

Source: National Bureau o

tatistics of China




Profile

mSales Trend

(Million ¥) (Fiscal year-end December)
80,000 . ............
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FY1999 | FY2000 | FY2001 FY2002 | FY2003 | FY2004 | FY2005 | FY2006 | FY2007 | FY2008 Retail
etailers
M Hua Tang Yokado 5,250 6,274 7,842 13,640 14,493 16,809 | 20,585 26,514 | 33,901 36,369 in the
World
Chengdu Ito-Yokado 5,105 6,685 8,289 7,980 8,099 12,707 15,611 19,682 26,690 | 36,738
¥ SEVEN-ELEVEN (BEIJING) - - - - - - 882 1,997 3,563 4,686
B Wang fu jing Yokado - - - - - - 963 1,436 1,660 2,054
Exchange rates 1yuan=| ¥13.75 ¥13.02 ¥14.63 ¥15.04 | ¥13.98 ¥13.06 | ¥13.57 ¥14.62 ¥15.51 ¥14.85
Note: Sales exclude value added tax.
Domestic
Retail
Environment
m Store Openings in Beijing
O S O (As of December 31, 2008)
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[JSEVEN-ELEVEN: 72 stores M Hua Tang Yokado: 8 stores M Wang fu jing Yokado: 1 store
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