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Consolidated Operating Income and Budget Ratio

Operating income . . . Vs. budget
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Progress on the Medium-Term Management Plano”

. Plan for
Operating ROE FY2020
1INCome
10.0%
Plan for .
FY2019 )
8.4% "
..... O
7.6% .o
O..
391.6 bn
364.6bn [ oy 4.1%
[ YOY ] [ 107.4% ]
103.5% 0
FY2017 FY2018 FY2019 FY2020 FY2017 FY2018 FY2019 FY2020
(plan) (plan) (plan) (plan)

Accelerate execution of the plan for achieving FY2020 targets
while pursuing Group synergies
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Trend in Dividend per Share o
@ Consolidated dividend payout ratio target: Maintain 40% and improve it further
100 : 95
(veny| ™ Interim dividends = Year-end dividends dﬂ%ﬁ;ﬁ“&%@gn & s 90 90
80 — — — ~
73
o 8 1 BRE
52 36.5
» 1 35
40 - -
47.5
20 -
0 u

FY2007 FY2008 FY2009 FY2010 FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019
(Forecast)

Dividend

payoutratio 36.4 394 557 1127 452 422 41.0 342 373 467 823 439  40.0
(%)

Forecast 5 yen increase in dividend to 95 yen per share for FY2019
(Dividend payout ratio: 40.0%)
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Seven-Eleven Japan

SEJ
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SEJ: Results for FY2018 and Plan for FY2019

YOY
Total store sales 4,678.0 bn 103.6%
Revenue from operations 849.8 bn 101.9%
Operating income 244.1 bn 100.3%
Existing store sales increase * +0.7 % -
MDSE GPM 31.9 % -
Store openings 1,554 -
Store closures 716 -
Capital expenditures 136.2 bn 109.0%

* Results for FY2018: incl. POSA cards
Plan for FY2019: excl. POSA cards

@ Action plan for FY2019

Strengthen counter fast food and customer service level

Expand stores with new layout

Results for FY2018

y |
SEVENi HOLDINGS

A 4

(yen)

Plan for FY2019

Change YOY Change
+162.4 bn 4,875.0 bn 104.2% +196.9 bn
+16.1 bn 872.7 bn 102.7% +22.8 bn
+0.6 bn 246.5 bn 101.0% +2.3 bn
- +1.5% - -
+0.1 % 32.1% - +0.2%
(128) 1,500 - (54
(116) 800 - +84
+11.2 bn 160.0 bn 117.4% +23.7 bn

Improve gross profit margin and enhance the quality
centered on basic products

Utilize SEJ app and CRM
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SEJ: Operating Income Plan for FY2019 e

Existing
store
sales

+¥12.5 bn

Discount
on royalty
fee
¥(8.0) bn
Store
net
increase
+¥21.0 bn

Increase
in expenses

GPM

o5 ¥(27.5) bn

Resutls for
FY2018

- Factors on YOY change

Existing
store
sales

GPM

Store
net
increase

1% special
discount on
franchise
royalty fee

Increase in
expenses
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+1.5% +¥12.5bn

= Strengthened counter products and

frozen foods

*Positive impact of technological
innovation of salads and
delicatessen items
(longer-lasting freshness)

*Expanded new layout and
strengthened customer service,
among other measures

+0.2% +¥4.5bn

=Enhanced counter fast foods and
harnessed economies of scale,
leveraging network of 20,000 stores,
among other measures

+700 stores +¥21.0 bn

= Adopted stricter store opening
standards and closed directly
operated stores

¥(8.0) bn

¥(27.5) bn

=Store renovations, expansion of
new layout, CRM expenses for
apps, increased amortization costs
for 7th gen. system




SEJ: Addressing the Decrease in the No. of Customers 2~

Eight straight months of YoY

decreases 1n the number of customers

YOY

106

(%)

104

102

100

98

96

94

92

90

101.2%
100.6% 1 30
99.6% 99.8% 99.6%
M 98404087 98'9%62 th/o
98.8% -
95.5%

Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb.

Measures to improve the number of

customers

SEVEN&i HOLDINGS

Number of
customers

New customers

Frequency of
store visits

Newness (trial)

*Frozen foods

= Address needs for
home cooking support

*New counter products

=Ykitori
(skewered grilled chicken)

*Delicatessen

—New salad and
delicatessen products

* Original }l))roducts using
natlonal rands

Launch smartphone app in June

*Improve the quality of

basic foods
= Rice products, noodles,
desserts and other foods

* Enhance product lineups

* Ensure adequate inventory

* Enhance customer service

Quality (repeat)

that realize the “Close-by,
convenient” strategy

= Cut opportunity losses

capabilities

>Continue to advance measures to develop new products and enhance quality, with a view to
improving the number of customers
>Strive to attract customers to stores and win new customers by offering new smartphone app
services

Copyright (C) Seven & 1 Holdings Co., Ltd. All Rights Reserved. 8




SEJ: Evolution of New Layouts

New layout going forward

Counter
. z
= =N
a.Z ~
o O g
=L =
= - o
28 V. o
o = Extend R
2 S| 1mTzh[ frozen e
o @ 1=l foods =4
72] 1 = o 1 ) o
RS sales =
== 1 area
| MR | ”
e _I
: Frozen fOOdS 1 Magazines and comics
L______________.!— Entrance

Expand the sales space tor trozen toods, tor which
increasing demand is expected, and strengthen
delicatessen-, snack-, and ingredients-type

products.

@ Introduction plan Stores)
FY2018 FY2019

Existing stores 350 600

New stores 950 1,100

Total 1,300 1,700

y ]
SEVENZi HOLDINGS
L %

Effect of new layout going forward

Impact on sales of new

layout after changes

Sales growth led primarily
by frozen foods, daily foods,
and counter foods

Approx. +¥15.000

.

Targeting further sales increases
as the new layout 1s augmented

by product development

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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SEJ: MDSE Strategy for Frozen Foods &

Products that are expected to be

Enhance product lineup in new increasingly used in meals by Strengthen SEJ original brand
domains introducing the use of trays as collaboration products
containers
Expand sales space for Seven Premium Products that create purchasing
ingredients-type products appetizer series opportunities by increasing
. )

v g recognition

Promote all appetizer series

- - - A

-Domestic produce combining
several varieties of vegetables &

Seven Premium

- Unify container format Sumire Fried Rice 300g
-Pre-cut . .
- Introduce trays as containers for a dramatic 1 ce: Y248 (V267 incl
improvement in display efficiency Sales price: ¥ i 8 (¥ §7 incl. tax)
Frozen meat _ Launch in sequence from May onward Recommendation period: Week of March 12

-Size (500g—300g)
-Addition of poultry menu

Recommend all together as a series in July

@ Schedule

Frozen fruit -
- Introduce new product varietieSg g
- Distinctive freezing technologj"‘f’
- Fruit in a new format k-2

Moko Tanmen Nakamoto
Launch period: mid-June

= Fried sweet and
@ o spicy chicken wings

Strengthen products that address needs for home cooking support,
leading to shorter meal preparation times

Copyright (C) Seven & 1 Holdings Co., Ltd. All Rights Reserved. 10




SEJ: MDSE Strategy for Counter Products

Roll-out “room-temperature Yakitori

(grilled chicken)”

Charcoal grilled Charcoal grilled
chicken thigh skewer chicken thigh
with salt skewer with sauce
¥128 ¥128
. //"

Charcoal grilled Charcoal grilled
chicken skin skewer  chicken dumpling
with sauce skewer

¥128 ¥128

Hashed potato Tempura chicken
¥K8 ¥98

Results for pilot area

Fryer foods sales YOY for FY2018
1149%

105% -°

Fryer foods

Nationwide Tohoku Zone

y ]
SEVENi HOLDINGS

Roll out at 8,500 stores by August, expand to stores with fryer foods

during FY2019

Copyright (C) Seven & 1 Holdings Co., Ltd. All Rights Reserved.
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SEJ: Delicatessen Product Strategy

Initiatives to extend long-lasting
freshness of salads

Low-temperature and continuous

processes Manage all processes,
(1) Extend sales freshness > from receipt of ingredients
(2) Improve the grade of vegetables to manufacturing,
_ | (3) Reduce manufacturing costs at 4°C or below
#.0: ,& (4) Improve product appearance

A two-level container separating Sales fresh
vegetables and secondary ingredients ~ Sales HICSHNeSS
with a top seal-type lid. Previous (approx. 1.5 days)

= approx. 2.5 days
Extended by +1 day

v
AR T In advanced implementation areas;
W | mEr 7073y~ . A
VREAHE ) Salad sales Rose by approx. 20%
L e Disposal loss Improved by approx. 2%~

* Comparison with previous products

Technological innovation was only achieved because of our dedicated factory
Successively expand implementation areas from April
(to 7,000 stores in 1H, 13,000 stores within 2018, 19,000 stores by next spring)

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 12
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SEJ: Delicatessen Product Strategy

Initiatives to extend long-lasting
freshness of delicatessen
“High-temperature, “Enhance flavor and “Continuous food Slen Frdliness

rapid food preparation” texture” reparation” ;
P prep Prep Previous

(approx. 1.5 days)
—approx. 2.5 days

Extended by
+1 day
v
In advanced
. Food manufacturing  |implementation areas;
High temperatures ~ Same food on a continuous line
of 200°C or above ggﬁf&gﬁg Isrigfé(s)ds encompassing food | |Salad sales
S Diff . . processing steps Rose by approx. 10%
egluieglel?gllrla}[ted =Quality of ranging from llljeatmg Disposal loss
specialty stores to cooling Improved by approx. 3%°"
—Extend long-lasting
freshness * Comparison with previous products

In June, expand to 19,000 stores nationwide excluding Hokkaido

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 13




SEJ: Impact of Head Office Support il
gWhen SEJ started to bourn a 15% of cost of disgosal in 2009! o

2009 - 2010 results for daily products Annual daily products sales

Yoy Daily products sales YOY Index Incexed annual daily products sales

| (taking FY2010 as 100)

108 ' U 125

Y From July 2009, 1073% - 120 121121
(%) SEJ bourns a 15% of J06.1%

106 cost of disposal 120 118

116

115 112 Introduced low-floor
chilled cases >
110
Increased mstallation of chilled cases
@
105 >
100 ‘ ‘
100 Introduced island-type chilled cases
® >
95
Initiatives to stem food loss (Increasing the Long-Lasting Freshness)
@
90

FY2010 FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018

Imparted a significant positive impact to sales by combining product development
with sales area reform and support for franchised stores

Copyright (C) Seven & 1 Holdings Co., Ltd. All Rights Reserved. 14
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SEJ: Enhance Productivity wdll.
(Support for Work Style Reforms across the overall supply chain

Franchised stores

>[nstallation of automatic dishwashers >Revise delivery frequency
R k ti : i : : :
educed work time by approx. 70 minutes f <Revise delivery frequency>
>Trial tests at next-generation stores | e criant gg;evgggge;?%egmes VU
Examples of tests at the Chiyoda Nibancho store 5 *Miscellaneous products

-tk el J ket 3 times per week = 2 times per week

(Shelves for room temperature cases, refrigerators . <Increase delivery frequency>
and freezers) ; * Counter fast food consumables

'Iﬁlew t}}flpe of wegk-in refrig?rat(()lr T , 3 times per week = 6 times per week
= Easy shopping bag removal and opening features : . . .
'Instgllatigg otg aut%matic product ispla% | >Revise delivery window
arrangement equipment ' *Make additional daytime deliveries of room-
temperature products
(Previously, deliveries were made primarily at night)
= Enhance the utilization rate of trucks

>RFID product inspection

* Support for work style reforms : . ) ) o
. | (address stores in stations, hospitals, universities and
Trial tests of room-temperature products : ofher lovations)
(Implemented from August 2017 / Fukushima) i >Revise delive ry lots

Trial test of daily products

(Implemented from March 2018 / Hokkaido)
= Expand to all stores in Hokkaido (1,000

stores) by the end of FY2019

* Miscellaneous products
Lots matched to manufacturers’ packaging
*Liqueur = 1 lot, 6 bottles = 24 bottles (per box)

In addition to increasing productivity in stores, promote productivity
improvements across the entire supply chain.

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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Seven & 1 Group’s Envisaged Sustainable Future
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Ito-Yokado

IY

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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IY: Results for FY2018 and Plan for FY2019

Revenues from operations
Net sales

Operating income

Existing store sales increase
MDSE GPM
Store openings

Store closures

Capital expenditures

@ Action plan for FY2019

1,244.2 bn
1,213.6 bn

3.0bn

(1.4) %

29.6 %

18.0 bn

Structural reforms

Results for FY2018

99.1 %

99.5 %

59.0 %

Promote tenant mix adjustment and store redevelopment

Increase profitability by closing unprofitable stores

Change

(10.7) bn
(5.6) bn

+3.0 bn

+0.5 %

2
(6)

(12.5) bn

1,263.4 bn

1,232.1 bn

10.0 bn

+0.1 %

30.0 %

28.4 bn

Plan for FY2019

YOY

101.5 %

101.5 %

325.0 %

157.1 %

y |
SEVENi HOLDINGS

A 4

(yen)

Change

+19.1 bn
+18.4 bn

+6.9 bn

+0.4 %

(1)
2)

+10.3 bn

Reform directly operated sales floor space

Strengthen merchandising capabilities (strengthen core
products in each category and take-home meals)

Establish sales floor format

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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1Y: Effect of Structural Reforms WAd

@ Ratio of directly operated sales floor space Food sales
and existing stores sales YOY ¢

YOY YOY Source: Japan Chain Store Association
New Supermarket Association of Japan
102.0 - Rati 103 : -
B Ratio of directly operated sales floor space atio (%) @ -- Japan Chain Stores Association (Food)
o . . 0
(%) (incl. Seven Bi no Garden Co., Ltd.) 100.5% | 65.0 102 @ -- New Supermarket Association of Japan (Food) 101.9% 1019%
100.0 - =0=Existing store sales (incl. tenants)g%()zﬁg/o (%) —0=Ito-Yokad (Food) 101.4%
98.8% ® g---°
630 101 A
98.0 -
96.6% 100
- 61.0
4 (@)
96.0 99
59.2% @
- 59.0 98
94.0 - 58.3% 0
°82% 58.0%
97
92.0 - 56.5% [ 57.0 96.0% OMeasures to strengthen foods
- 96.5% *Strengthen lineup of ready-to-serve and easy meals
96 *Expand the customer base by broadening the price range
*Establish eat-in areas
90.0 . . . T 55.0

FY2017 FY2018 FY2018 FY2018 FY2018 95
QI Q2 Q3 Q4 Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb.

2017 2018

Sales (incl. tenants) are recovering as conversion to tenant space progresses with
strengthening of food and reduction in directly operated sales floor space

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 19




IY :Sales YOY and Customer Numbers YOY in Model Stores ol
with Strengthened Food Offerings
Cov Customer numbers YOY at food oy Food sales YOY in model stores
sales area in model stores o
101/0 108.5% (%) —e=Food sales YOY
(%) _o—Customer numbers YOY 108 106.9% 106.8%
108 106.4%
105.4% 106
106
" 104
103.9%
. 102
102 100.8% 100.8% 127 0 .
100.0% 1002% 100.1%
99.7%
08 | 08
98.3% 076 98.1%
* Average of 10 model stores 95.4% * Average of 10 model stores
94 94

Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb.
2017 2018

Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb.
2017 2018

attendant increase in food product sales

Stores with strengthened food offering saw growth in customer numbers with

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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IY: Accomplishments of Structural Reforms

(Stores)

@ Progress on Structural Reforms

: Cumulative

(1) Reduce the volume of apparel, household goods and strive to
convert sales areas to tenant space 7 19 26
(2) Strengthen food (Renovate the food sales areas to new formats) - 10 10
(3) Close 40 stores from FY2017 to FY2021 15 ) 24

(4) Consider redeveloping stores that have been in business for 30

years or more

@ Results of 26 stores which implemented restructuring reform (Quarterly YOY trend)

(YOY)
120 Sales per 3.3 sqm
115 {Oct. 2016 . 112.8%
1 Announced the Mid-
i Term Management 109.2%
110 I Plan
: 105.2%
105
|
95
90 :
Ql Q2 . Q3 Q4 Ql Q2 Q3 Q4
FY2017 FY2018

(YOY)
120

115
110
105
100

95

90

Plans call for redeveloping four stores in FY2020,
followed by the successive redevelopment of
stores thereafter

GP per 3.3 sgm

113.5%

1 Oct. 2016 )

1 Announced the Mid-
1 Term Management
:Plan

108.9%
106.2%

QL Q2 7 Q3 Q4 QI Q2 Q3 (4
FY2017 FY2018
Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 21




IY: Operating Income Plan for FY2019

New store [ncrease
contribution j, SG&A

Store closure w0200 expenses
contribution ¥(1.0) bn
+¥0.8 bn
Effect of x
renovation .

Existing
store
sales

- Factors on YOY change

+0.1% +¥0.1 bn*

Continue strengthening foods

y |
SEVEN&i HOLDINGS

Existing
store sales

+¥0.1 bn

7
v
s
’
’
’
’
’
’
’
’
’
.

’

bn

Results for
FY2018

Plan for
FY2019

Effect of
structural
reforms

New store
contribu-
tion

GPM

Increase
in SG&A
expenses

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 22

*Renovation effect +¥3.4 bn

FY2018: 19 stores
FY2019: 17 stores

*Store closure effect +¥0.8 bn

FY2018: 9 stores

+¥0.2 bn

FY2018: 1 store
FY2019: 1 store

+0.4% +¥3.4bn

= Apparel inventory
optimization, etc.

+0.2%  ¥(1.0) bn

= Increases in delivery expenses,
system expenses and size-based

enterprise tax, etc.

* Excluding structural reformed stores




IY: Regional Strategy
(Business Alliance with IZUMI CO., LTD.)

y |
SEVENGi HOL{NGS

and close to the region to pursue customer satisfaction while producing synergies

Promote selection and concentration in I'Y and partner with retailers that are influential

Medium-to long-term strategy expected for the Shikoku & Kvyushu area
through business alliance with [IZUMI CO., LTD.

[Purpose] Aim to effectively utilize both companies’ management resources and expertise to enhance
business efficiency and expand the earnings of 7&1 Group and IZUMI Group

[Agreed matters] (utilize the characteristics of both companies and cooperate to quickly realize the effects)

(1) Collaboration with Ito-Yokado

(1) Integration of purchasing, the joint procurement of imported products, local products and other
items, and the joint supply of other products
(11) Ito-Yokado Fukuyama Store

% [ZUMI shall cooperate with Tenmaya Group to operate Fukuyama Port Plaza that brings delight to local customers
(111) Studying the joint operation, joint opening in Western Japan
(2) Cooperation on electronic money
(3) Opening stores within the counterparty group’s stores or sites (including Seven Bank ATMs)

(4) Joint procurement of materials and related items

(5) Studying the feasibility of carrying private-brand products

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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Sogo & Seibu

SS

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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w
SS: Results for FY2018 and Plan for FY2019 r
(yen)
Results for FY2018 Plan for FY2019
YOY Change YOY Change
Revenues from operations 685.8 bn 90.2 % (74.8) bn 641.3 bn 93.5% (44.5) bn
Net sales 674.3 bn 90.2 % (73.5) bn 630.6 bn 93.5 % (43.7) bn
Operating income 5.0 bn 117.1 % +0.7 bn 5.2bn 102.3 % +0.1 bn
Existing store sales increase +0.5 % - - +3.3 % - -
MDSE GPM 24.0 % - +0.1 % 24.5 % - +0.5 %
Store count (as of Feb. 28) 15 - (4) 15 - -
Store transfers / Store closures 4 - - - - -
Capital expenditures 12.4 bn 106.0 % +0.7 bn 15.0 bn 120.3 % +2.5 bn
@ Action plan for FY2019
Realize growth strategies using resources derived from restructuring reforms undertaking
through to FY2017
Sogo Yokohama: Focus on Cosmetics & Beauty SEIBU Tokorozawa: Reorganize salgs areas on upper
floors — Use food sales areas experience as a guide
Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 25




SS: Operating Income Plan for FY2019 g
| Factors on YOV change

Sales +3.3% +¥2.1 bn

GPM  investment

Existing Store front: +¥1.7 bn
+¥1.3bn ¥(1.3)bn store Sales increase in luxury items,
sales cosmetics and food, etc.

Corporate sales: 1¥0.4 bn
Large order acquisition (confirmed)

s;ll)s(t)esm +0.5% +1.3 bn

change Fall-back from store-closing sales
¥(0.6) bn conducted in FY2017
i GPM Control of reduced-price sales
_Increase promotions
Existing e Withdrawal from retailer-managed
store sales product development

¥(0.8) bn

+¥2.1 bn
Increase in | O system change ¥(0.6) bn

SG&A Logistics expense, utility expenses
expenses and size-based business tax

8) bn

Growth investment in stores in the
Tokyo metropolitan area, which
generate the majority of earnings

Sales ¥(1.3) bn
investment  Sogo Yokohama:
Focus on cosmetics & beauty

‘ —_—- SEIBU Tokorozawa:

Results for Plan for Reorganize sales areas on upper floors
FY2018 FY2019

Store closures
Store transfers

¥(0.6) bn

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 26
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SS: Accomplishments of Business Structural Reforms

@ Sales per sqm™! and per employee*? index @ Existing store sales YOY and GPM change
120 - (Taking FY2013 as 100) 110 130
(Index) —O—Sales per square meter s (%) (%)
=O—Sales per employee
110 - 19 100 A 2.0
‘/—-\| 90 +1.0
L_100 GPM (right)
=== ==0==Sales
—O—Point expenses 0.5
80 - +0.0
90 - (0.1) 0.5) (0.4) 0.4) (0.2)
70 . . . . . (1.0)
80 . , : , : , FY2016 FY2016 FY2017 FY2017 FY2018 FY2018
FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 IH 2H 1H 2H IH 2H

[Comparison with Results for FY2013 and for FY2018]

rerT— [Reduced Point Sales)
LI AL FY2017 202 days = FY2018 45 days

reduced 157 days
Point expenses: YOY 89.6% ¥(1.28) bn

[Reduced discount sales]
No. of employees 9,557 6,984 73.1% GPM improvement: +0.13%

(incl. part-time employees)

Store count 24 15 )

Total sales floor 863k sqm 617k sqm 71.5%

Management efficiency has improved as a result of structural reforms implemented
in FY2017 and FY2018.

*1 Sales per square meter: Net sales divided by active sales area
*2 Sales per employee: Net sales divided by (average number of employees + number of part-time employees during the period)
— Average number of employees per month based on work hours of 163 hours per month.

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved. 27




SS: Revise the Medium-Term Plan

@ Disclosed target in October 2016

Operating income

@ Background to the revision

FY2020: ¥13.0 bn OPM: 1.8%

Announced the Mid- grgggfgsléyoixf\l/lnil(iln%erm } -Further structural reforms
Term Management - -Concentrate management
Plan g Management Plan under resources on key s%:ores

new management team

Store closures: Withdrawal from retailer-managed
SEIBU Funabashi and SEIBU Odawara product development business

Reduce discount sales

Reduce point sales (GPM improvement)

Operating income

FY2021: ¥13.0 bn OPM: 2.0%

SEVEN&i HOLDINGS

Despite a one-year lag, realize profit margin growth on improved management
efficiency following structural reform

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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The Midterm-Management Plan A

[ ] [ ] , A
- Consolidated Operating Income - &
SEI

Sunoco

omni7 effects
SS ,
Specialty store
operations Impairment
¥(5.0) bn Higher etfects

income

¥450.0 bn

m_______ =
Plan for
FY2020
Aim to absorb negative impact at Sogo & Seibu by profit growth at
Seven-Eleven, Inc. and specialty stores, etc., and exceed plan
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Nissen Holdings 2

gProgress on Structural reforms of management!

Management Restore profitability as early as possible by promoting
U EIILGROIGYE  “selection and concentration” of management as a whole, from scratch
o .
NHD Consolidated OP
Shift strategy from g general catalogue model to an e- 2.0
- commerce centered Hodel e T -
Move away from a Bolster size-oriented businesses, where the company has a ‘ .
model dependent on strong competitive advantage (Large sizes, etc(.)) 0.0 o—
general catalogue Improve inventory and gross profit margin by narrowing T . 0 P
mail order sales down the product lineup 0 \ PP
Expand mail-order sales support services 2.0) K
(Capture demand from growing e-commerce markets) ,
(4'0) Achleye
Optimize the scale of mail-order sales business Ope;atlél%.
. infrastructure profitability
Boldly implement (Sell logistics assets = (6.0) S
cost structure shift to outsourcing, downsize call center operations)
reforms, with no .. .
e e Downsizing of IT system and shift to cloud-based systems (8.0)
areas off-limits . S :
Review office sites in Japan and abroad
(closure and consolidation)
(10.0)
Reorganize operating companies 120 Improvement on
e T (Sell five companies, including Shaddy Co., Ltd.) (12.0) Do by
eshape the . . : : :
business portfolio Strengt‘hen partnerships in the financial services business (14.0)
for mail-order sales customers
(Joint venture business with Shinsei Bank, Limited) (160) The FY2019 forecast does ot include the

impact of the sale of Shaddy Co.,

The profitability level has been steadily improving owing to the implementation of the
three-year management turnaround plan under the new framework

In FY2018, we aim to restore operating profitability through the consolidation of Nissen
Holdings Co., Ltd.
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Seven & 1 Group

CRM / Digital Strategy
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Organizational Changes to Promote Digital Strategy g

. - Speedy decision-making process through six-division system
. - Clarify authority and responsibilities |
. - Strengthen digital strategy promotion system

— Head of Corporate Digital Strategy & Planning Division
(Vice President & Representative Director Katsuhiro Goto)

o>

Q
=
o

N
10
1doq

Suruueqd 2 A391enS [BUSI
1da

1do( 18391
JUQWIdGBURIA UOIIBULIOJU]

1do suone[ay 103SoAU]
1do JuowaSeuRA JSIY

1doq JuswaGeue

asIpueyoIdA dno
1do(q Suruue|q 2oueulq
1do@ Sununosoy

judwWageuR N 3UnUNOID
1do(q Suruue|q [UUOSIO]
1do( sHeyy [e1oudn)
doq Sutuueld 29 A39180S 1]
I9JUQ)) uone[y J1qnd
1doq Anpiqisuodsay
[e100S djeiodio)

— 1do uowdoaas aeiodio)
— 1do(q JuowaSeuryy 91e10dio)

Corporate Corporate Corporate
Finance & Personnel General
Accounting Planning Affairs &

Division Division ||Legal Division

Corporate Digital Corporate
Strategy & Planning Communication
Division Division

Corporate Development Division

Corporate Digital Strategy & Planning Division

New perspectives and technologies centered on CRM

: : : Operating companies
ol 35 ot Erteiiiel] i FEies (linking front line and head office)
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Basic Philosophy Regarding Digital Strategy B

Customer Oriented

Customer Engagement

Customer Experience
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Progress of 7&1’s Digital Strategy
2014 »2015 »2017 »2018 »2019 » >

Personal Marketing Project (PMP)

Trial tests using smartphone Apﬁ). (SEJ, 1Y, 7&i Food Systems) .
= Confirm expectation for further sales growth by adding customer-oriented

analysis to item-by-item management

Launched omni7 website (Group’s integrated EC website)

0 th%%ll 5 Integrate Group company e-commerce site with customers’ individual IDs
L = Acquire comprehensive grasp of purchase history to realize individually
optimized customer recommendations

From
Oct. 2014

to
Sep. 2015

[aunched Net Convenience Store

— Service enabling ordering of real-store products over the Internet

Launched IY Fresh

—Food e-commerce centered on fresh foods in collaboration
with ASKUL

Full scale CRM operations (Launch Group company app)

From “As ' i
ystem that enables customers to enjoy shopping
Jun. 2018 * Comprehensively grasp purchase information at stores
*Use purchase information in marketing and product development

Full roll-out Financial Project (Launch settlement App)*

Provide new settlement methods that prevent customers from
feeling stressed

* Assuming completion of procedures with supervising government agency Copyright (C) Seven & 1 Holdings Co., Ltd. All Rights Reserved. 34




Vision of the CRM Initiative >

Develop data utilization business Merchandise support Resolve social 1ssues
C .. Cross-selling of
Minimize churn rate >,
the group services

Develop excellent customers

~

31 party data such as Develop customer

behavior history of » UnifiedID=71D é contact points

the customers

Develop customer contact points

Develop cross-sectoral data alliance
with excellent companies in addition to the group mobile
(Seven & 1 Data labo) application services

N
- HE S R
nNif u

loFt-
Purchase data via

A\

‘ m SEIAL W ]
u [ u S0G0 W G]D
u u H ETeE m ]

Il)lumhase dEfga V12111 the group real stores
the group ma Unified customer data management

Unified customer data management system will be introduced to the Integrate financial Qgtg of the group
system has been introduced to the mobile application services SEJ and customers by utilizing newly

omnNi7 business / KIY will launch the service in June/ Kdeveloped group payment service/
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Smartphone App & SEVEN MILE PROGRAM Overview ;’.,

"

oo
EE

st = » DNAL I AY FT
FL=TTTY '

FLULUBRIKAYZRR
SEVEN
MILE
PROGRAM

MEMBER’S
PORTAL

Entice users to join the reward Shopping, promotion participation, Analyze customer characteristics

points program from Group communication with concierge,

: : and utilize in personal promotion
company apps points collection, etc.

P> Assign reward points according to shopping history and activities
P> Acquire nanaco points using accumulated reward points
> Preferential services according to the rank of amassed miles (free trial of paid apps, preferential treatment at events, etc.)

Examples of preferential treatment at

_A’ » Farm experience

dmm, | o » Tour of Seven Premium
é Al PO @medp e production facilities

M m » Concert attendance, etc.
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Schedule g

Launch schedule for smartphone apps and SEVEN MILE PROGRAM
) 4

IY SE | BU
SO0GO

SEVEN MILE
PROGRAM

SS
loft

LOFT
2019 Akachan Honpo

PhFbutat

spring

Develop settlement service linked with Group company app

Around N S R R

, Add and upgrade various services
Spring Group company app

Thereafter

Expand users and affiliated stores

2019

Copyright (C) Seven & 1 Holdings Co., Ltd. All Rights Reserved. 37




SEJ: Net Convenience Store Overview B

External apps SEJ backbone system
. . . Map
Service enabling ordering of real- information Product master
store products over the Internet nyentory
informatio
API¥
Cloud
Smariphone Rapid response without Order
. . apid response withou _ _
orderlng SErvice Passing through backbone information
Order using smartphone system . . ﬁ
Received 07:00 - 17:00 Modification with a small
Delivered in as little as two hours gle:]peisciﬂlr’l]gn(t? A evele
' ' y
Delivery fee ¥216 . Order. = Achieve minimum ) Receiving
information viable prodpct (MVP) Product pick-up gevice
/ mn Delivery ;
o E information :
1
2 1
* - GENI1e :
R siible scnle thainarense. &]@@,  Product delivery :
satisfaction through continued ez ) 1

improvement (Minimum Viable Product)

—— e — ———————

Start of trial test at 15 stores in Otaru district, Hokkaido (From Oct. 2017)

Winter sales are difficult in Hokkaido, with the advance of aging and an increase in people who find
shopping inconvenient

Trial started from a strong desire on the front line to alleviate customer inconvenience
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SEJ: Potential of Net Convenience Store

@ Customer site access locations (January 31)
v - —_
s @ ‘o ACBEHE i 275
0 BR TR O % ,9_' Fosy :kg ;Lf : %
! ] 7 ; 3 755 L\ et 2 [ ’
S ET 9? ‘9 ?95‘3 ?Bﬁ . ° A
- @ ALEEL O = ﬂ’é& 8 125
3 ¢ S
— H-;:J,-_q |
BNE S <HANE ~
EILBLEO E 22 el 1;9@

> Q

AOF1x%0
BEA Jze-, ? o;gmis%;i?;iﬁi%ﬁﬁt
BLO 0° L —CY =0 g Q=ns
' Y0:¥0_-§" o 99 . - ¥ QL% © oltmmaTm
0 g/% i @69 ‘Q)‘o g ITAE 1Y) NG
/SQ5—211C Y@ QY. ¢IF . S o
PN ﬁ"’A L P 3_8h n\\/ o o
Q ‘ng‘% a bt@a g\ C"q %ﬁ_ @;« '1)@ ) 2 LB EBIE DR
Access from mside delivery area %‘éﬂég\&oo‘ﬁ \5% R EQ R .le%g%ﬁ:g%%ﬁ
Q1 O9 S 0men it O % o s
9 Access from outside delivery area 7 @“\QJ @ /‘%%:m (&5&':& 4““‘“‘%' Q L9
N b} ‘_ﬂ a & 19 Q --‘1;%}9 nn-. lﬁmgﬁﬂo

Much access came from outside the delivery area, showing high expectation for smartphone

order service . .
Expand to 20 stores from March 30, thereby increasing the coverage area from 61,000

households to 121,000 households
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SEJ: Potential of Net Convenience Store

@ Net CVS sales result

7,000

(Yen) I Transaction amount per day
—O—Number of transactions per day

6,000

5,000

o

4,000
3,000
2,000
1,000
Oct. Nov. Dec. Jan. Feb

Mar.

2.5

—

5

)

5

0.0

y ]
SEVENZi HOLDINGS
L %

@ Improvements and responses (example)

Improvements and responses implemented

Nov.

Feature banner added (Oden)

Dec.

Request to be able to order reserved products
= Added reserve product delivery function

In ability to order during lunchtime as delivery

capacity is filled

= Delivery vehicle system improved to expand
capacity

Feb.

Request to place orders after 17:00 also
= Improved to enable 24-hour ordering

(Dramatically increase in access during .
lunchtime to late night)

Mar.

Request to expand the delivery time window
= Previously: 11:00 —20:00;
expanded to 10:00 — 21:00

aiming for improvement

by the end of FY2019

Respond immediately to customer requests for improvement by examining measures and

Plan to expand the system to 100 stores during 1H and all stores in Hokkaido (1,000 stores)
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Y Fresh Sales Result Wl

Continue to consider measures while listening to customer feedback

Check customer Purchase data analysis oo Implementation -
feedback Hypothesis - Verification Noticing - Measures Verification
Repeat
User No. index IY Fresh user numbers and repeat rate 0% epe;
400 7% ° 80.0
% Index of number of feedback items taking the first week as 100 74% (% )
350 mmm User numbers —O—Repeat rate 70.0
59% 59% 59%
300 60.0
51% 2% 500, 51%
250 50.0
200
150

258
225 226 40.0
203
30.0
100 20.0
100
50 10.0
0 0.0

1127W 12/4W 12/11W 12/18W 12/25W  1/1W  1/8W  1/15W 1/22W  1/29W  2/5W  2/12W  2/19W 2/26W 3/5W  3/12W 3/19W

Repeat the cycle from hypothesis to verification to increase customer satisfaction
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Y Fresh Issues and Responses o
Customer feedback and request Specific responses
(excerpt) (example)
It takes too long to complete an order
=1 had to view about 50 pages to complete the Site navigation improved dramatically

order, and it took about 30 minutes

Introduced 1Y Net Supermarket sale products

L2 GARATE D Rt el R Ty (frequently sold items such as milk, Tofu, etc.)

Launched sets of frequently-sold items, frozen food

Please increase meal kit products : : . .
sets, video recipe sets, recipe preparation sets, etc.

Please offer hot products and freshly prepared Preparing to launch hot foods and freshly prepared
products foods from April 10

Free delivery threshold lowered ¥4,500 = ¥3,000

Please lower the threshold for free delivery (for a limited time)

Conduct one-on-one interviews and make detailed service improvements
Increase customer satisfaction and expand delivery area

Expand delivery area in Joto area within 2018 and to Jonan area next spring

Copyright (C) Seven & i Holdings Co., Ltd. All Rights Reserved.
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Increase Customer Satisfaction i

@ Lxamples from 7-Eleven, Net convenience store and 1Y Fresh

Introduce services at small scale (MVP approach™) through use of digital and IT
formats and external collaboration, then work at high speed through PDCA cycles
to develop them horizontally

* An approach of introducing services at
minimum viable scale thenincrease
satisfaction through continued .
lmprovement (Mlnlmurn Viable Product) Llsten tO Customers > feedback

High speed rotation through the
PDCA cycle and develop them
horizontally (Increase lifetime value)

Check customers purchasing :
: Impr 1 ntent
behavior prove service conte

CRM strategy is not only for making recommendations, but also in the following
PDCA cycle for parlaying customer feedback and behavior into development of new
products and services

By repeating this cycle, provide a shopping experience that 1s attractive and

unique for each individual customer
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This document contains certain statements based on the Company’s current plans, estimates,
strategies, and beliefs; all statements that are not historical fact are forward-looking
statements. These statements represent the judgments and hypotheses of the Company’s
management based on currently available information. It is possible that the Company’s
future performance will differ from the contents of these forward-looking statements.
Accordingly, there is no assurance that the forward-looking statements in this document will
prove to be accurate.




