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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.

*Market Concentration Strategy
Our fundamental strategy is market concentration, whereby a high concentration of stores is positioned within one region.

Effects of area market concentration 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

*Market Concentration Strategy by Store Format

- ¢ Convenience store Supermarket Superstore Department store
orma
Restaurant Specialty store Shopping center

Catchment | Small }arge
area

Small Large
Store size
Product Focused Variety
line

eStore Opening Policy by Store Format s o Februay 28, 2011
s of February 28,

Format Store brand Store development

-Formed market concentration mainly in residential areas in the 1990s and in urban areas after 2000
-Implement scrap-and-build strategy for revitalizing existing stores
-In addition to the standard roadside-type stores, extended store openings in special locations,

Convenience g including train station buildings, business sites and schools
aumll Seven-Eleven - i i i
store L) -From November 2010, provision of support for store openings by franchisees who will operate

two or more stores
-Store network encompassed 39 prefectures as of February 29, 2012. Began launching stores in
Akita Prefecture from May 2012

-Formed market concentration primarily in the Kanto region
-Many stores have a floor space of over 10,000 square meters at present, in accordance with the
Superstore E Ito-Yokado large-scale retail store openings trend
-Implemented store structure reform to make efficient use of key specialty stores both inside and
outside of the Group

Shopping Ario -Operate 13 shopping centers primarily in the Kanto region
center -With Ito-Yokado as the anchor tenant, attract over 100 tenants
s 4 .
York-Benimaru | .york genimaru formed market concentration in the Southern Tohoku and Northern Kanto regions
Supermarket -York Mart formed market concentration primarily in the Southern Kanto region
\ York Mart -Aim for a 300-store network through aggressive store opening strategy in the market concentration
® S0q0 -S0go, The Seibu Department Stores and Robinson Department Stores conduct collaborative store
5060 9 operations centered on key stores
Department SEBU| seiby -Seven key stores are Ikebukuro, Yokohama, Chiba, Kobe, Hiroshima, Shibuya and Omiya
store - -According to their characteristics, stores are classified into “key stores,” “regional leader stores”

or “suburban stores”
-Opened small-sized department stores in Ario Malls and Ito-Yokado stores

Fooesors Robinson’s

-Formed stores in 16 prefectures nationwide, primarily in the Kanto region
Restaurant I Denny's -Develped new-type store operations as “Benten-An” and “Gooburg” primarily in the
metropolitan areas

E Akachan Honpo -Operate stores primarily in shopping centers in 27 prefectures

Specialty -Operate 35 stores primarily in Ito-Yokado, Ario and other stores operated by Group companies
store b‘“ LOFT -Operate stores primarily in department stores and shopping centers in 23 prefectures
-Operate 28 stores in Seibu, Sogo, Ito-Yokado, Ario, and other stores operated by Group company
Seven & i Holdings Co., Ltd. CORPORATE OUTLINE 2012



»Store Network in Japan

Seven & i Holdings focuses on the business factors that will make each and every store a success, not on simply

expanding the number of stores.

eTotal Sales of Major Group Companies by Prefecture for FY2012

Chugoku

eDomestic Store Network

York-Benimaru

Hokkaido

Annual sales
(Billions of yen)

- Over 300
[ ] 100-299
[ 5099

l:l Under 49

(As of February 29, 2012)

B @ @ Q2= e
Roorsors Saip'T,
Hokkaido 844 12 - - 1 8 4 2
Tohoku 949 10 129 - 1 20 3 3
Kanto 5,873 120 47 68 13 347 43 37
Chubu 2,331 17 - - 3 86 " 9
Kinki 1,632 1" - - 5 23 18 13
Chugoku 907 3 - - 2 2 4 5
Shikoku - - - - 1 - 1 2
Kyushu 1,469 - - - - - 3 2
Total 14,005 173 176 68 26 486 87 73
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Merchandising

» Group Merchandising Initiatives

ePositioning of Private-Brand Products

Price (high) =
g
| ]
SEVENG&i
GOLD
Seven Gold
da d A
\{alue Actual price (Y\E"ll:\?
( OW) range e 19
of established National-brand ’-
national- products SEVEN&i
brand products (actual prices)
PREMIUM
Seven Premium,

Price (low) }

Seven Premium

eIimplementation of the Merchandising Strategy
Development of Seven Premium private-brand products

PERFORMANCE OF PRIVATE BRAND PRODUCTS
Sales
“®- Seven Premium cumulative

November 2006:  Launched “The Group Merchandising Reform Project”

August 2007:  Started sales at Seven-Eleven Japan (Billions of yen) total of developed SKUs (SKUs)
400 1,600
November:  Started sales of household goods
300 1,200
March 2008:  Started sales of processed fresh foods
200 800
Received the “Most Excellent Award, Nikkei Award” of

Janlaryj2009: the 2008 Nikkei Superior Products and Services Awards 100 - 400
0 0

February: Started sales at Seibu lkebukuro First year| FY2009 | FY2010 | FY2011 | FY2012

Launch of the Premium Life Enhancement Committee, Seven Premium
July:  a website community for product development that cumulative total of | 380 | 600 | 1,035 1,300 1,500
invites customers to participate developed SKUs

. : Sales (Billion ¥) 80 | 200 320| 380 420
Started sales of wine simultaneously in Japan and North
November:  America as the Group’s first private brand product for Note: First year represents the period from May 2007 to May 2008.
the global market

<Product Development Structure>

Started sales of 31 Seven Premium products developed Food section:

by Group companies in China Comprises 22 subcommittees, 27 teams and
111 merchandisers and buyers

Household goods section:
Comprises 11 subcommittees, 11 teams and
36 merchandisers and buyers

March 2011:  Launched a new brand Clothes section:
Comprises 2 subcommittees, 2 teams and
12 merchandisers and buyers

Full-time project staff: 26

June 2010:

September:  Started sales of Seven Gold

May 2012: Started sales of perishable foods

Integrated product procurement by the Group

¢ Uniform management of raw materials for each company and consolidation of product-use raw materials

e Strengthening of joint purchasing
Global strategy

¢ Establishment of the supply structure required for overseas expansion involving area licensees
¢ Promotion of Groupwide joint procurement of raw materials and products

e Sharing of information on global production regions
Distribution strategy

e Establishment of total optimization of distribution system
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*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

Before Group
Merchandising

Group Merchandizing
Stage One

Procurement Each company

Development

v

Sales

Each company

vV vVvYy

Each company
vVvVvy

Each company Each company

Each company handled
own merchandising

Joint procurement of
raw materials

eDevelopment Process

Group Merchandising
Stage Two

Group Merchandising
Seven Premium development

Each company

2

Joint sales of products
developed by individual
companies

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

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

foods, processed fresh foods, household goods and apparel products, Group Merchandising Committee has been organized 35 subcom-

mittees and 51 teams (as of May 2011), and product developments in each subcommittee are jointly conducted with manufacturers.

Product development flow in team merchandising

Market research conducted in each development team

v

Determination of product concepts and
quality objectives
v

Organization of development teams
(Investigate raw materials and technological capabilities)

v
Checking and quantifying of quality
by specialized quality control team

v
Sales in each Group company

RN -
v

Customers

®Seven Premium Product Categories

Processed foods (640 SKU)

Organizational chart for team merchandising

The Group Merchandising

Reform Project Total management
|

Concept decision and

Group Merchandising Committee information sharing

|
Product Subcommittee

Specific product
development

Raw materials
manufacturer

Product
manufacturer

Package
manufacturer

Develop packages  Establish methods Confirm traceability

with clarify for manufacturing of raw material
product products that procurement
image correspond to

quality objectives

Household goods

(330 SKU)

A rE

L1}
i
]

B
ns
et = ot

=

wE

(As of February 29, 2012)
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Merchandising

» Original Daily Food Products Development by Seven-Eleven Japan
*Food Product Development System

Product Development
Process Management

of Seven-Eleven Japan Head office Regional Quality control Ingredient
e Product concept presentation merchandising merchandising department team
¢ Product development process
control Approx. 150
employees
NDF’s Product Development ) Quality assurance
Pr Man men Tokyo Regional meeting with Ingredient
ocess Management metropolitan area development each company's purchasing meeting
) development inspection facilities
® Product concept presentation
¢ Product development Food preparation experts Approx. 1,000
employees

Ingredient producers

Production facilities: 169 physical facilities

(Dedicated facilities: 156 physical facilities) Processing centers
Infrastructure Underpinning Meat: 6
Product Development Seasonings: 8
Temperature-separated, combined Vegetables: 9

distribution centers (149 physical facilities)

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 29, 2012.

*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
7-Eleven stores from combined distribution centers that have multiple temperature-specific zones. The production facilities and tem-
perature-separated combined distribution centers serve only Seven-Eleven Japan, allowing us to distinguish ourselves from the compe-
tition in terms of product development, hygiene, and quality control.

Daily orders from
14,005 stores

Online system

Seven-Eleven
Japan

Examples of original daily food

Temperature-Separated products

Production Facilities Distribution Centers

Daily deliveries from
distribution centers
(149 physical facilities)

169 daily production facilities
(156 dedicated production facilities)

(As of February 29, 2012)
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»Food Safety Initiatives for Ito-Yokado

®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 contracts with local farmers and attempts to expand its selection of regional products.

Customers

Opinions/Requests

lY‘ Ito-Yokado

Responding to opinions and requests

Confirm sell-by date Stores

Confirm freshness and quality
Confirm display

manager

Storesmanager

Floor: Freshness

checker

Training
Supply information

Quality Control Office

1 ‘ Report/Consultation

Prepare quality standards
Management and support of
merchandising department

v

Plant inspection

Merchandising Department ]

Application for stocking
new products

Various inspections and
certificate of analysis

Propose quality standard
Routine inspection

Sample

Supplier

¢"”Fresh Foods with Traceability” Initiatives

PROGRESS WITH REGIONAL PRODUCTS

[ Producers under contract
Ratio of regional products (vegetables)

(Producers) Ratio of regional products (local fish) (%)
10,000 50
7,500 - - [ 40
5,000 l I l I 30
2,500 20
0 10

(FY) 2007 2008 2009 2010 2011 2012

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.

TRACEABILITY SYSTEM (VEGETABLES AND FRUITS)

Entire system is
proprietary standard

Traceability

<

Fresh Food with

Information disclosure
from producers
via PC and mobile phone

Information
Producer
Product

B Who produced what vegetables and
how is disclosed on the website

Customer

m Only stock domestically grown
agricultural products

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

W Pesticide use is scaled back to less
than half the average.

\

Third party
institutions
(audits and

inspections)

M Checks by third parties to
increase reliability

SALES OF “FRESH FOODS WITH TRACEABILITY"”
PRODUCTS AND NUMBER OF PRODUCTS

Sales (left)
Meat | Vegetables and fruits [ Fish
-@- Number of products (right)

(Billions of yen) (SKUs)
30 240
25 200
20 160
15 120
10 80

5 40

0 0
(FY) 2007 2008 2009 2010 2011 2012
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Distribution Systems

° Combined Delivery System

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

TEMPERATURE-SEPARATED COMBINED DISTRIBUTION SYSTEM OF SEVEN-ELEVEN JAPAN

y

5hE

Three to seven
times per week
Six times
Combined distribution center per week

Sandwiches

Delicatessen
foods

Milk

-20°C

¥

i

—
Combined distribution center %S

Three times
aday

Tohan distribution center

=»

Three times

Books and
Ice cream Frozen foods Ice cubes magazines
(As of February 29, 2012)
Number of Number of
distribution centers physical facilities
5oC 66 5°C 16
20°C 17
20°C 67 Share 50
—20°C 17 17
Subtotal 150 100
Ambient temperature - 49
Total - 149

Note: The number of distribution centers represents the distribution centers counted by product

categories where multiple product categories were handled in one

*Processing Centers and Perishables Distribution Centers

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

22 Seven &i Holdings Co., Ltd. CORPORATE OUTLINE 2012

distribution center.

Lunch boxes

Rice balls

Oven-
fresh bread

-
even-Eleven Store (

E=E=s]

¥

Combined distribution center

aday

Sundries

Alcoholic
beverages

Confectioneries Instant Soft drinks
noodles
Seven-Eleven Japan
® Meat processing centers 6

M Seasonings packaging centers 8

Ito-Yokado

A Vegetable processing centers 9

York-Benimaru

Perishables distribution centers 11

Vegetables and fruits centers 4

Perishables distribution centers 5

I

20°C

Evﬁ‘ Combined distribution center m:

Ambient
temperature

(As of February 29, 2012)



Information Systems

eSystem Integration

In order to realize group synergies and upgrade administrative functions, Seven & i Holdings promotes integration between hardware

and networks, which form the basis of its systems. In addition, sales administration systems are integrated by business categories.

CONCEPT CHART OF SYSTEM INTEGRATION

Ito-Yokado| Be Sogo & Seibu ey
[York Mart} o
Sales Operatin |
perating Apparel and Convenience Department Specialty Integration by
Systems Household ~ Food Restaurant Business Format
Gk Store Store Store
(Stores, Headquarters)
Distribution Systems N Administration A
.. . Distribution ) .
Administration Systems (Finance, General Affairs, Personnel)
Groupwide
Integration
Network Middleware Hardware

v

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

With its proprietary information system to realize “item-by-item management,”
est information systems, which links stores, the head office, combined distribution centers, and business partners, maximizing store

management efficiency and earnings.

Seven-Eleven Japan's information system has two host computers installed in Japan, providing the Company with secure continuous
store operations and backup in the event of contingencies such as natural disaster or other situations should one of the host comput-

ers be not fully operable.

Seven-Eleven Japan has built one of the world’s larg-

Store

Store computer

Store computer (SC)

Necessary information including financial data, sales
information for each time zone, new products information and
sales promotion plans, regional weather, events information,
and example of product display is available in an
easy-to-understand format.

Order-Inspection-Sales

POS cash registers

Sales data is stored simultaneously with payment at the cashier,
and transmitted to headquarters through the store computer.
Such data is leveraged in product development, selection of
recommended products and sales promotion activities.

GOT*!

GOT is used to place orders on the sales floors by checking the ' .

products displayed. It allows to check sales data, product
information, weather information, and event information.

ST*2

ST is used for product check-in, registration of stock locations
on the shelf, and freshness monitoring. In conjunction with the
store computer, ST supports product control.

Services

ATM

Installed in almost all Seven-Eleven stores, ATMs offer various
services, including money transactions using bank cards, cash
advances through credit cards, and charging and balance
inquiries for nanaco electronic money.

<

Multi-functional Copy Machine

In addition to such functions as photocopying and sending
facsimiles, the Multi-functional Copy Machine offers useful
services, encompassing photo and data printing, ticket
purchasing and such administrative services as acquiring
residence certificates.

Franchised store backup

District office
OFC portable computer

Total information system

Optical
telecommunlcatlons
network

Seven-Eleven headquarters Host computer

d?:tﬁlg:ﬂie:n Manufacturers/
center Business partners

rell] i

*1 Graphic 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

wsssp> Distribution s Network
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Financial Services

e Group Card Business

Group companies have issued over 32 million cards at present, and we are accelerating a card strategy that helps members to utilize
Group company stores. In addition, to expand the use of credit cards and electronic money at Group company stores, we will make
Groupwide efforts to develop shared point services linked to credit card transactions as well as the establishment and promotion of
card service strategies for the entire Group.

(As of May 31, 2012)

Stores with point service

Numberof | Credit -
Card name Operator um. ere e _I 2l VWV VWV ® o] -
cardissued | function | fugm b -~ het
Fobencrs PR W Shopng T

nanaco 16.36 million A2 | | m 3 | | -
Seven Card
Seven Card*! ) 3.22 million o O | ] O O m|
Service
Ito-Yokado -
) 7.02 million - |
Point Card

Millennium

24

CARD SAISON S s
even
: 3.12 million [ ] O m} m} | O O
Card Service

CLUB ON

CARD SAISON

Member’s -

Akachan Honpo| 1.72 million - |

Card
Notes:
1. The number of cards issued is as of February 29, 2012. M indicates stores with existing point services.

2. The number of Seven Cards issued represents active members.

*1
*2
*3
*4
*5

[ indicates stores which preferential points are granted for credit

IY Card changed its name and its card design to Seven Card from issuance in July 2011. card transactions through Seven & i Point Service.

Credit functions can be used once the cardholder becomes a Seven Card and QUICPay member.
Available from May for York Mart and store by store from April for York-Benimaru

Applicable only in foods sections

The nanaco point service system requires registration before points are received.

eSeven & i Point Service

To encourage customers to utilize within Group company stores, we started “Seven & i Point Service*'” in 2011. With York Mart join-
ing this service in March 2012, we are working to further increase member companies in this system.

Card Business Infrastructure

(Approx. 32 million) Participating Stores

Credit

Cards Seven-Eleven

(14,005 stores)

Millennium CARD SAISON II v ‘ Ito-Yokado

(173 stores)

w CLUB ON CARD SAISON Provision of Points*? ® Sogo / Seibu Department Stores /

Seven Card

ELEVEN

=

Credit Settlement

i sogo T Robinson Department Stores
Y em | [ESE JT (26 stores)

Convertlng points into nanaco point

s 4 York Benimaru
q (176 stores)
> nanaco points can be
Electronic nanaco converted into nanaco W
E}zﬂﬂﬂﬂtﬂ I A

noney, electronic money, Z(G%rls(tng

which can be used at
Converting points into nanaco point stores that accept " .
i Denny’s / Famil

nanaco* 186
Point card Ito-Yokado Point Card T ¢ restaurants)
(point functin only) . .
Millennium Card x Seven Net Shopping
CLUB ON Card ﬂ,%g (About 10 million members)

Notes: 1. The numbers of card members, stores and Seven Net Shopping members are as of February 29, 2012.

2. They can also be used in the previous way, as points in the issuer’s program.

*1 Points collected through the use of Group company credit cards are designated within the “Seven & i Point Service,” which gives preferential treatment for points earned

from purchases made at Group companies. Points accumulated at Group companies, which are amassed and can be used as nanaco points, fall under the “nanaco point club.”

*2 Excluding York-Benimaru Co., Ltd.
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® ATM Services

Centered in 7-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.

Customer

4 Deposit, bank transfers, etc. }

Service charge for transaction

Directly to banks
with tie-up contracts

Banks with

'_&’? SEVEN BANK

ATM service fees

TRANSITION OF ATM TRANSACTIONS AND ATM-RELATED FEE INCOME PER TRANSACTION

(Yen)

>

tie-up
contracts

(Fiscal year-end March)

210
188.8
180 - >
ATM-related fee income per transaction 165.3 158.0
147.9
150 \15,3\1%1_3
(Million)
700 140
114.3 114.4 1123 112.6 [
600 109.6 120
<00 Daily average transactions per ATM (right) 97.8//. l 100
BV I
400 I 80
300 B 60
200 - 40
Total number of transactions (left)
100 20
0 0
FY2006 FY2007 FY2008 FY2009 FY2010 FY2011 FY2012
Banking financial institutions (million) 272 333 409 465 509 545 597
[ Non-banking (million) 69 85 89 90 80 64 57
Total number of transactions (million) 342 418 498 555 590 609 655
NUMBER OF ATMS INSTALLED
(Units) (Units)
16,000
- FY2012
_—
]
= —_— Total number of ATMs| 16,632
12,000 — || Within the Group 15 605
stores '
Seven-Eleven Japan| 15,129
8,000
Ito-Yokado 300
4,000 Others 176
Non-Group locations 1,027
0 Airports 33
FY2006 | FY2007 | FY2008 | FY2009 | FY2010 | FY2011 | FY2012
Hotels 9
Within the Group stores 11,484 | 12,088 | 12,678 13,321 13,985| 14,623 | 15,605 N -
Stations and public 84
Seven-Eleven Japan 11,191 11,760 | 12,330| 12,944| 13,584 14,188| 15,129 transportation hubs
Commercial 298
I Ito-Yokado 258 280 291 297 295 294 300 facilities
I Others 35 48 57 80 106 141 176 Hospitals 8
Securities 486
Outside the Group - - 354 482 616 740 1,027 companies
Total 11,484 12,088| 13,032| 13,803| 14,601 | 15,363| 16,632 Others 109
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IT/ Services

Seven & i Holdings is promoting its IT / Services that integrates the Internet and actual stores. We are taking advantage of
the Group's strengths—namely, its business network consisting of approximately 15,600 stores and its business
infrastructure based on advanced information and distribution systems.

eBusiness Structure

Seven & i Holdings has split the Internet-related operations undertaken by each Group company into three categories: Internet
Shopping Business; Store-Based Internet Service Business; and Information Terminal Service Business. Seven & i Net Media, which con-
trols the Group's IT / Services, leads the development and reorganization of business infrastructure required for these operations.

: - (As of May 31, 2012)
[ Seven & i Holdings ] o
|
SRS Superstores  Supermarkets ~ DeRartment Restaurants Financial IT/Services
Stores P P Stores Services

Seven & i Net Media
Controls IT/services
[100.0%]

Seven-Eleven Japan Ito-Yokado Sogo & Seibu

Internet Internet Culture- and Ticketing Publishing TV/media Ticketing/ Ticketing
shopping system travel-related services/store- publishing system ASP
R&D business business based Internet business
service
Note: [ ]indicates the percentage of equity owned by Seven & i Holdings.

e Group Internet Business

Seven & i Holdings plans to integrate the Internet sites established by different Group companies into one general website, thereby
maximizing customer convenience.

4 N\
Former - Current —————
Ito-Yokado Seven-Eleven Japan Sogo & Seibu
m P C -
:.._:__..L.E == Unificati Cpsa-v  [@esi-+
T f— ‘m! M R =, nricaHon Net Supermarket e.depart
Em————— -
| = a —
P P | Sl oo - EgT e aln Fdrh
Travel Ticket
\, J

¢“Social Commerce”: Groups’ Internet Strategy

Seven & i Holdings is promoting its IT / Services based on the concept of “Social Commerce.” Under this concept, all parties—includ-
ing our customers, suppliers and Group companies—participate in a virtual market and create new ways of Internet shopping through
the sharing of their respective knowledge and know-how.

IR

N N
N |
Internet Actual & _
S Stores glfy—wis | « ﬂ
'g | | [ 22 | wyam [— - |
i’ 7SPOT & g
I T E
N N

Y
Production Manufacturers/ I I
Producers E
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¢|to-Yokado’s Net Supermarket

As the first step toward the realization of “Social Commerce,” we renewed our “Seven Net Shopping,” Internet shopping website in
January 2011.

Ordered via Selecting ordered Items packed Delivered to

PC/ mobile phone items from sales floor in back room customer

Service launched March 2001 . I Net sales (Left Number of members (Right)
(Billions of yen) (Million)
Approx. 30,000 items (foods, household 40 12
Items handled goods, underwear, miscellaneous goods for
kids, etc.)
30 0.9
Delivery fee ¥315 =
(including tax, free above set value of purchases)
I A
Delivery schedule Six shipments/day (excluding some stores) 0 3 06
Sales recognition Posted as sales of Ito-Yokado 10 Lo} 03
Net sales ¥35.0 billion (FY2012
( ) 0 . l 0
Number of members | 1,160 thousand (as of Feb. 29, 2012) (FY) 2008 2009 2010 2011 2012

eInformation Terminal Service Business

Services are offered through multi-function copier machine at our Seven-
Eleven Japan stores.
Major Services:

¢ Photo Copy ® Fax ¢ Digital photo printing  gse====esss=ms===ta l ™ Nl Amemm Wl 000 e

e Internet printing e Ticketing ® Prepaid services

e Sports promotion lottery ticket service Group

o Certification/qualification processing o Cycle-insurance Business
Strategy

* Motorcycle liability insurance processing
e Public administration-related services (issuance of residence certificate,
seal registration certificate, family register certificate), etc.

*Through the ticketing service, customers can buy not only tickets for movies and events, but
also tickets for reserved seats at sports and other events as well as on expressway buses.

eSevenSpot

Establishing a Wi-Fi environment using an optical broadband service inside the Seven & i Group stores, primarily in Seven-Eleven
stores, the SevenSpot service was started on December 1, 2011. In addition to the Group’s existing stores as the facilities for ordinary
shopping, this offers combined services of both internet and actual-store srvices as the place to obtain information and contents via
the Wi-Fi connection

1l

E
d I l'i'"ii:' 1L 7Spot

Ito-Yokado Seven-Eleven Sogo & Seibu Denny'’s
Convenient
* Free wallpaper present ¢ High-speed Wi-Fi communications * [to-Yokado

¢ Information regarding available seats

Toku-Dane coupon
at restaurants

¢ Decoration mail present

¢ In-store events information * Information regarding “Lucky Seven Days” prize drawing
manufacturers/producers Welcome coupons
® Free Wi-Fi to the public in case of
emergency
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Global Strategy

¢ Capital Relationships in the Group’s Convenience Store Operations

Convenience stores in Japan, the United States, Canada and China (Beijing, Tianjin and Chengdu) are operated by subsidiaries of
Seven & i Holdings. Also, 7-Eleven, Inc., which acts as the global area licensor, and SEVEN-ELEVEN (CHINA), which serves as the master
licensor in China, are subsidiaries of Seven & i Holdings.

In order to establish a system to proactively expand businesses in China, we changed the company name, business purposes and
funding of SEVEN-ELEVEN CHINA Co., Ltd. to undertake the procedure to change the company to a holding company (investment
company) so that it can directly invest in its subsidiaries.

[ Seven & i Holdings ]

(As of February 29, 2012)

Seven-Eleven Japan

[100.0%]
| | | | |

7-Eleven, Inc.
[100.0%]

SEVEN-ELEVEN (HAWAII) SEVEN-ELEVEN (BEUING) SEVEN-ELEVEN (CHENGDU)
[100.0%] [65.0%] [100.0%]

SEVEN-ELEVEN CHINA
[100.0%]

Notes: 1.[ ]indicates percentage of equity owned by the Group.
2.Seven-Eleven Japan and Ito-Yokado respectively hold 81.0% and 19.0% equity in SEVEN-ELEVEN (CHENGDU).

eOverseas Licensing Scheme

7-Eleven, Inc. is responsible for granting area licenses to overseas operators of 7-Eleven stores excluding Japan. Royalty fees paid by
area licensees are included in other income of 7-Eleven, Inc.

Area Licensees

Seven-Eleven Japan

Beijing/Tianjin Taiwan The Philippines Sweden
. China (Guangdong, .
7-Eleven, Inc. Hawaii Hong Kong, Macao) Singapore Denmark
Area licensor for overseas _>
operators 4_ Thailand Mexico U.S. (certain areas) Australia
South Korea Malaysia Norway Indonesia

Area Licensees sy Area license

SEVEN-ELEVEN CHINA -
Chengdu Shanghai Royalty fee

Master licensor in China
G— [ ] Subsidiary

e7-Eleven Store Operators Around the World

In countries and regions not covered by our subsidiaries, leading corporate groups have become our area licensees to operate 7-Eleven

stores.

Country or Region Operator Number of Stores
Thailand C. P. ALL Public Company Ltd. [Charoen Pokphand Group] 6,276
South Korea Korea-Seven Co. Ltd. [Lotte Group] 5,249
Taiwan/China (Shanghai) | President Chain Store Co. Ltd. [Uni-President Enterprise Corp.] 4,895
China (Guangdong, Hong Kong, Macao)| The Dairy Farm Company, Limited [Dairy Farm International Holdings Limited] 1,510
Mexico 7-Eleven Mexico S.A. de C. V. 1,351
Malaysia 7-Eleven Malaysia Sdn Bhd 1,328
The Philippines Philippine Seven Corporation [President Chain Store Corporation] 689
Singapore Cold Storage Singapore (1983) Pte. Ltd. [Dairy Farm International Holdings Limited] 561

Garb-Ko, Inc.
Handee Marts, Inc.
U.S. Prima Marketing, LLC 545
Resort Retailers, Inc.
Southwest Convenience Stores, Inc.
Norway/Sweden/Denmark | Reitan Servicehandel 545
Australia 7-Eleven Stores Pty. Ltd. 579
Indonesia PT Modern Putraindonesia 57

Notes: 1. The number of stores is as of December 31, 2011.

2. Company names in brackets

are those of the corporate groups affiliated with the companies listed.
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eNumber of Seven-Eleven Stores Worldwide

TRANSITION OF NUMBER OF SEVEN-ELEVEN STORES

40,000
. |
30,000 = - N
- | : f— - | B N
20,000 —
1 f 1l
10,000 l l
0
FY2004 FY2005 FY2006 FY2007 FY2008 FY2009 FY2010 FY2011 FY2012
Japan 10,303 10,826 11,310 11,735 12,034 12,298 12,753 13,232 14,005
[ U.S. and Canada 5,784 5,799 5,829 6,050 6,088 6,196 6,389 6,610 7,149
Taiwan 3,470 3,680 4,037 4,385 4,705 4,800 4,744 4,750 4,801
M China 634 808 952 1,105 1,358 1,512 1,670 1,711 1,792
Thailand 2,397 2,861 3,311 3,785 4,279 4,778 5,270 5,790 6,276
M South Korea 1,277 1,179 1,238 1,421 1,750 1,995 2,186 3,145 5,249
Others 2,154 2,574 3,029 3,354 3,699 4,159 4,684 5,055 5,713
Total 26,019 27,727 29,706 31,835 33,913 35,738 37,696 40,293 44,985

Notes: 1.Figures for the U.S. and Canada are the total number of stores directly managed and franchised by 7-Eleven, Inc.
2.As of the end of December, excluding figures for Japan which are as of the end of February of the following year

elLicensee Leadership Summit

Seven-Eleven holds an Licensee Leadership Summit. Management teams of Seven-Eleven store operators worldwide gather and
exchange information to improve the quality of management. Through various programs at the summit, we promote “Global
Collaboration,” the concept of providing business infrastructure to licensees in each country and region.

Global Collaborations .
ual Trademark
+ Group
Factors Specific to Country or Region ( Factors Common to Global Infrastructure ) Strategy
. B Product procurement H Store construction
B Product lineups M Headquarter organization B Gasoline operation |
B Employment M Product category controls M Logistics systems
B Payroll systems B Quality control processes H Store renovation processes
M Taxation and financing systems B Information sharing processes B New store development processes
B Franchise agreements H Store operations M Product development processes
B Bookkeeping and inventory systems B Facility maintenance and repair
B Franchise systems M Daily foods development team
M Training curriculum M Integrated store information systems
Business infrastructure established by Japan and North America
Sales < ) ]
i Licensees
Profit
eSales of Fast Food of Seven-Eleven in the World
FAST FOOD SALES AS A PERCENTAGE OF TOTAL SALES FOR FY2012
(%)
0 453
40
323
30 26.0
8.5 225
20 153
23.8 . |
10 : 6.6 U.S. and Canada Beijing, China
0 64 Notes: 1.7 portions of the graph represent such counter-served drinks as Slurpees and
Japan  Hawaii  China US.and Taiwan  South coffee.
(Beijing, Tianjin) Canada Korea 2.Percentages for Hawaii, U.S. and Canada are calculated using total sales that
exclude gasoline sales.
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»Operations in China

Adhering to our market concentration strategy for opening new stores, we are operating convenience stores, superstores,
supermarkets and restaurants in China. Working to enhance synergy effects, we are exchanging information across
business formats and starting to develop products jointly.

Upon the reinforcement of Group operations in China, Seven-Eleven Japan and Ito-Yokado are undertaking the
application procedure to establish holding companies (investment companies) to oversee convenience store and
supermarket operations in China.

e Company Overview

(As of December 31, 2011)

?al‘::seigg?; Establishment ofﬁ:if?lgttﬁger:f Capital Ownership ratio
S -El J Co., Ltd. 65.09
SEVEN-ELEVEN (BEIJING) | Convenience Apr.15, | U.S.$35,000 | SVen-Eieven-apanto, e
Co. LTD store Jan. 2004 2004 thousand Beijing Wang fu jing Department Store Group Co., Ltd.|  25.0%
v ’ China National Sugar & Alcohol Group| 10.0%
SEVEN-ELEVEN (CHENGDU)| Convenience Dec. 2010 March 17, U.5.$30,000 Seven-Eleven Japan Co., Ltd. 81.0%
Co., Ltd. store ’ 201 thousand Ito-Yokado Co., Ltd. 19.0%
Seven-Eleven's
EVEN-ELEVEN CHINA h

s ¢ master licensorin| Apr. 2008 - SO’O_OOt ousand Seven-Eleven Japan Co., Ltd. 100.0%

Co., Ltd. . Chinese yuan

China*

Ito-Yok ., Ltd. 75.89
Hua Tang Yokado Apr.28, | U.s.$65,000 | to-YokadoCo. Ltd %
Commercial Co.. Ltd Superstore Sept. 1997 1998 thousand ITOCHU Group 12.3%
R China Huafu Trade & Development Group Corp.| 12.0%
Ito-Yokado Co., Ltd. 74.0%
Chengdu Ito-Yokado Superstore Dec. 1996 Nov. 21, U.5.$23,000 | ChinaHuafu Trade & Development Group Corp. |  12.0%
Co., Ltd. P ' 1997 thousand | ITOCHU Group 9.0%
CITYWELL (CHENGDU) DEVELOPMENT CO., LTD. 5.0%
Beijing W fuji Ito-Yok ., Ltd. 40.09
ellingWangtujing Apr.30, | U.s.$18,000 |!to-YokadoCo., Ltd e
Yokado Commercial Supermarket Nov. 2004 2005 thousand Beijing Wangfujing Department Store Group Co., Ltd.| 40.0%
Co., Ltd. York-Benimaru Co., Ltd. 20.0%
S & iFood Syst Co., Ltd. 75.09
Seven & i Restaurant July21, [100,000 thousand| >"&" &' Food systems £0., e
(Beijing) Co., Ltd Restaurant Feb. 2009 2009 Chinese vuan Beijing Wang fu jing Department Store Group Co., Ltd.|  15.0%
ling A y China National Sugar & Alcohol Group| 10.0%

*1 Excluding Beijing, Tianjin and Hebei, as well as Hong Kong, Macau and Guangdong, which are already covered by the area license granted by 7-Eleven, Inc.

eSales Trend

(Fiscal year-end December, Millions of yen)

100,000
80,000
60,000
40,000
20,000
: |
FY2001 | FY2002 | FY2003 | FY2004 | FY2005 | FY2006 | FY2007 | FY2008 | FY2009 | FY2010 | FY2011
M Hua Tang Yokado 7,842 | 13,640 | 14,493 | 16,809 | 20,585 | 26,514 | 33,901 | 36,369 | 31,932 | 30,008 | 28,477
B Chengdu Ito-Yokado 8,289 7,980 8,099 | 12,707 | 15,611 19,682 | 26,690 | 36,738 | 41,192 | 48,048 | 50,672
[ SEVEN-ELEVEN (BEUJING) - - - - 882 1,997 3,563 4,686 5,204 5,874 7,754
[ Wang fu jing Yokado - - - - 963 1,436 1,660 2,054 1,458 1,295 1,217
M SEVEN-ELEVEN (CHENGDU) - - - - - - - - - - 517
Exchange rates 1yuan= | ¥14.63 | ¥15.04 | ¥13.98 | ¥13.06 | ¥13.57 | ¥14.62 | ¥15.51 ¥14.85 | ¥13.72 | ¥12.90 | ¥12.32

Note: Sales exclude value added tax.
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eStore Expansion

(As of December 31, 2011)

M4 Chengdu Ito-Yokado
Number of stores: 5

PR
NeYexsde

EEW
MoVekade

Hua Tang Yokado
Number of stores: 8

il

[

M/ Wang fu jing Yokado
Number of stores: 2

TR

\ /
Beijing
Tianjin
Shanghai
Chongqing
/ \

SEVEN-ELEVEN (CHENGDU)
Number of stores: 41

SEVEN-ELEVEN (BEUJING)
Number of stores: 147

Seven & i Restaurant (Beijing)
Number of stores: 3

e China Market

AL peerzlr)son (Er%poudsa;‘ir?d'; A\;:oee,-rra ’g):r\;\éange cc;rr%tj}ln.s:rl Zso(c))tjs

(%) (¥ (¥) (Billion ¥)
Beijing 16,936.3 10.3 863,216 19,620 788,186 7,475.2
Chengdu 6,661.6 - 579,774 11,490 579,774 2,901.1
Shanghai 20,599.2 10.3 894,450 23,030 894,450 7,284.6
Tianjin 11,069.4 17.4 852,144 12,990 852,144 3,483.1
Chongging 6,799.4 - 329,660 28,850 329,660 3,453.7
Qingdao 9,510.7 171 889,977 7,640 889,977 2,353.4

Note: Exchange rate: 1 yuan=¥12
Source: National Bureau of Statistics of China (2010)
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