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Presentation

Sato: Now that we are at the appointed time, we will begin. Thank you very much for taking time out of your
busy schedule today to participate in the Qisix ra daichi Inc. financial results briefing for the fiscal year ended
March 31, 2022. My name is Sato from the IR Department, and | will be your moderator today. Thank you for
coming today.

Today’s financial results briefing will be divided into two major parts. In the first half of the meeting, Mr.
Takashima, Representative Director and CEO, will give a 30-minute presentation on the financial results and
growth strategies. After that, we will move to the question and answer session with participants in the second
half. | will explain the details again. Let me now move on to the briefing. President Takashima, please go ahead.

Takashima: Hello everyone. Thank you for your time today. It has been three months since the last time we
had a problem in Ebina, in February. | was living in Ebina at that time, and since then, | would like to explain
how the recovery situation at the center is going and how we are responding to changes such as COVID-19,
inflation, and carbon neutral flow, since the situation is changing very rapidly. | would like to spend a little less
than 30 minutes explaining how we are responding to changes such as COVID-19, inflation, and carbon neutral
trends.
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Executive Summary
-2022/3 Q4 Results

The sales impact of issues relating to relocation of Oisix new Ebina Station came
to roughly -1.0 bn yen as estimated in February. On the other hand, recovery
plans are proceeding nicely with purchase frequency and unit basket prices
recovering to levels prior to said relocation issues.
v Subscribers : Owing to issues at Oisix new Ebina Station, @: New subscriber acquisition
stopped (about A10,000), @: Temporary increase in cancellations (about A0.5
million).However, with the help of the likes of TV commercials from late-

February, customer acquisitions saw gradual recovery and in fact saw net
growth relative to 3Q.

v ARPU : 3 brands ARPU have been gradually settling down due to lifestyle changes,

and landed at -8%YoY (vs pre-COVID about +5%) .
EBITDA

- Relocation problems and recovery costs were invested almost as planned.
Lower-than-expected impact on sales resulted in loss of profit of-1.3 bn yen
- Increased recovery costs are expected to continue until 1H FY2023/3
(see below for details).

v The breakdown of the decrease of about-1.3 bn yen in profit due to the
trouble is as follows: Increase in logistics costs and product disposal due to the response to the trouble,
and actual loss of point cost, etc.: about-1 bn yen. Loss of profit of lost sales: about. -0.3 bn yen.

v At Qisix, new spring promotional budgets, for such items as TV commercials,
were expended as planned in 4Q.

Oisix radaichi
First of all, we talked about the most recent Q4, the last time we had a problem.

This means an explanation of the landing. First of all, we had expected that sales would be damaged by about
JPY1.5 billion, but we were able to hold down sales per customer more than we had expected, landing at a
JPY1 billion decrease. Then there is the quality of delivery. There were cases of shortages of goods, or goods
not being delivered in the first place, or not enough goods being delivered even if they were delivered, but
these problems have recovered to the pre-troubleshooting level during Q4.

As for the number of customers, there was an increase in cancellations due to the trouble, and although
cancellations were not as large as initially thought, there were about 5,000 cancellations, and during that time
we had new acquisitions, promotions, and suspensions, so there were about 15,000 cancellations that would
not have had to be reduced if not for the normal trouble. There were about 15,000 cancellations, which would
not have been necessary if there had not been the usual problems. Including that, promotions have resumed
since late February, and have landed almost at even.

As for profits, we have invested costs to recover from the troubles as planned. The forecast for the bottom
part of the profit decline is slightly higher than expected because the forecast for the sales decline was less
than expected in relation to the cost of recovering from the troubles. On the other hand, as we will talk about
again later, some distribution center costs have not yet been fully avoided, and we are considering lowering
them well into H1 of the year.

This is Q4 of the year.
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Executive Summary

Led by Oisix, subscriptions and ARPU performed well relative to initial forecast.
They were in line with revised forecasts made in February.
¢ Domestic B2C Subsk Business

v Subscribers : The 3 main brands added roughly 40K new subscribers in FY3/22.
The Oisix brand saw an increase of roughly 37K.
Subscriptions grew well. Processing of membership cancellations of low frequency subscribers was
implemented in the 2H. Owing to suspension of new PR activities vis-a-vis issues at Oisix new Ebina
Station, a one-off customer acquisition loss was incurred.
Centered on new services, Radish Boya resumed new customer acquisitions resulting in an increase of
roughly 2,000 subscriptions.

v ARPU : Although there has been a gradual slowdown since 3Q,
. all 3 business segments have continued to see +5% growth vs pre-COVID-19 levels.
¢ Other Businss

v Reflecting renewed economic activity, Purple Carrot (U.S.), which saw sales and subscriptions
double in FY3/21, saw a decline in subscriptions. Results, however, were above expectations.
v Other business segments, led by EC support and nursery school wholesale, saw solid business expansion.

EBITDA

Results were in line with the revised February forecast.
v Led by Oisix, the domestic B2C subscription business saw solid gains in the number of subscribers an ARPU.

v Operating margins at Purple Carrot (U.S.) saw substantial deterioration in the 2H owing to inflation driven
raw material and logistical cost increases. 2H OP fell to roughly ¥0,2 bn versus ¥0.8 bn in the 1H.

Oisix radaichi ’

As for what we did throughout the year as a whole, before the troubles, we thought we would lose a lot of
members and ARPU, especially at Oisix, after COVID-19, but we made progress with higher sales per capita

than we expected. On the other hand, there are some areas in the US where inflation is beginning to have

very large impact. As for profits, except for Ebina, which | mentioned earlier, we are on schedule except for

a

the US issue.
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2022/3 Achievements

Sales : Led by QOisix, subscriptions and ARPU performed well relative to initial forecast.

They were in line with revised forecasts made in February.

EBITDA : Results were in line with the revised February forecast.

1 1347bn yen

( YoY + 13%)

EBITDA

income

Operating

Income Attributable to

owners of the

( YoY - 44%) parent

Oisix radaichi

( YoY - 46%)

6.21bn yen

( YoY - 30%)

4. 17bn yen el 2 : 72bn yen

| had originally forecast JPY105 billion at the beginning of the period, and | thought | could make a few more
upward revisions, but due to problems and other factors, the result was JPY113.5 billion in sales, JPY6.2 billion

in EBITDA, and about JPY4.2 billion in operating income.
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. . *(Note) Calculation of ARPU assumption.
CO“SOlldated RESUItS Over\"ew To eliminate the one-off boost effects of COVID-19 on
-Sales ARPU, we assume ARPU to be equal to 2020/3 or the

level posted before COVID-19.

Continued high-level growth reflects Qisix led subscription growth and high ARPU.

Sales
113.47
T 4 ( YoY +13%)
aeentt 2 About
o 109.0
100.06
.-.-““
71.04
62.42 >
) -
c o o
> s £
s a
2019/3* * 2020/3 2021/3 2022/3
V P $ .h e For the purpos of like-for-like vs Target comparisons, one extra 7
Oisix radaichi e Berpme e ‘

Over time, sales have grown by about 20% since the integration.

The reason for the terms “actual performance” and “actual results” here is that we believe that the increase
in ARPU in both FY2021 and FY2022 is largely due to the temporary impact of the infectious disease, and that
if we assume that the increase in sales per capita is temporary, the actual amount of sales is called actual
performance. The increase in sales per capita is assumed to be temporary, and is referred to as the actual
sales value. The poor performance in terms of actual performance values is continuing.
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Consolidated Results Overview
-Profits

*(Note) Calculation of ARPU assumption.

To eliminate the one-off boost effects of COVID-19 on
ARPU, we assume ARPU to be equal to 2020/3 or the
level posted before COVID-19.

Relative to the irregular Covid-19 driven increase in ARPU in FY3/21, profits fell YoY.
Excluding the impact of roughly 1.3bn yen in costs related to Oisix new Ebina Station,

real adjusted profits saw solid gains.

Attributable to owners of the parent

EBITDA Operating Income Net income
In FY2022/3, lost profit of about 1.3 bn yen due to trouble
at Oisix new Ebina Station
555 /\
6.21 s
( YoY - 30%)
about about 3
5.4 5.4 4 . 1 7 .03
Y - %
» B about Gratgees) v 35 &
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3.08 s § g 4];0 o dgotﬂ about (YoY - 46%)
.0¢ © F 2 ) 222 3.0 it

s 224 246 |3 B8 s o
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= 120 079 |3
. =3
2019/3 2020 2021 2022/3 2019/3 * *2020/3 2021 2022/3 2019/3 * * 2020/3 02 2022/3
Oisix radaichi :

Profits, on the other hand, are also similar here with respect to the actual value, but EBITDA has remained
almost flat. The center’s troubles reduced profits by about JPY1.3 billion, and if that had not happened, we
would have been able to increase our EBITDA by that amount, but it did happen, and we continue to be

affected by it, resulting in a similar EBITDA transition in terms of competence level.

SCRIPTS
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2022.3 Progress of Strategic Initiatives
@®Sustainable Retail

We plan/implement strategic initiatives to achieve further reduction in GHG emissions and food waste
that are already low given the characteristics of our business model. In one year, food waste at farms

was reduced by roughly 310t.

carbon neutral

Formulation of visualization and
reduction plans for GHG emissions

v Activities with the goal of being carbon neutral

Zero Food Waste

v food waste at farms was reduced by roughly 310t.
Promote development and sales of
original products for further utilization

Oisix+Daichi

by the end of March 2026 Upcycle. Food Waste Annual food waste
o FuzoroiRadish Reduction Products reduction
v our business model results in GHG emissions
that is just 50% of the Physical Retail Average even o
accounting for home delivery. 40t
B GHG emissions per sales (including all of Scope 1, 2, and 3) neducton ol SO in 6 morthe
\4

Our company's

emissions are 3 10t
about 50% lower 120t 4+ 190t = Reducing

than those of other food t
companies. ood waste

S
% X% | "
a‘ XE o “‘ ¢ In the future,
6&/ ";‘, “t we plan to calculate fuzoroi raw
- ;; ‘: - = materials used in Kit Oisix and
) . . Oy other applications.
physical retail averaces QUSIX Fa daichi ’J::‘is E‘),
Oisix radaichi c

Now, | would like to talk about what we have been working on in the last year.

Last year, we made a commitment to sustainable retailing, and for us, last year was the first year of sustainable
retailing. We have worked on it, but we have been engaged in various exposure activities in an effort to make
it visible.

For example, looking at whether the business type of home delivery, which is written on the left side, produces
more or less greenhouse gases than the business type of store, which is a physical store. After doing some
calculations, we have found that compared to a physical store, we are a business type that makes about half
the greenhouse gas emissions, including the delivery we do. Let’s lower food loss even further to include it.
We are very small as a retailer, but let’s also reduce with regard to food loss that is happening in the fields
and in production. To this end, we have been working to make it possible to measure it in the first place.

This is partly because progress has been made compared to what was visible in H1 of the fiscal year, and partly
because things that were not visible in H1 of the fiscal year are now becoming visible. However, there are still
some areas that are not fully apparent, and we hope to make these visible in FY2022.
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2022.3 Progress of Strategic Initiatives

-2expanding fulfillment functions
-3 Execution of large-scale promotions

To support sales growth at Oixis, we are expanding fulfillment functions and implementing new promotions
utilizing celebrities. Centered on Qisix, we are building the foundation to secure future business growth.

— @expanding fulfillment functions — — (Execution of large-scale promotions —

-System enhancement in response to
business expansion

v Renewal of systems infrastructure was completed as
scheduled. Represents a departure from our old systems

TV commercials

which underwent countless add-on modifications and v Since mid-Feb. we have been airing TV commercials
which has been in use since company founding. employing CE|¢PrltIES. We look to create .
v e new opportunities for customers unaware of Oisix to
Flexible evelopment Environment # z i
Expandability Functional Improvements purchase The Trial Set.
Expedite facility BCP
expansion reinforce

-Relocation of Oisix refrigerated warehouses

sales and profit. Shipment capacity will be increased,
and the outlook for efficiency improvement
In the 2H of 2023.3 is established.

v The impact of the relocation trouble was a loss of both X

10

Oisix radaichi

Let me talk about the second and third strategic initiatives.

Secondly, there were two major themes in terms of responding to the large-scale expansion, and one of them
worked, but one failed. We will strengthen our systems, servers, and so on. There was a very dangerous time
two years ago, so there was a project to reinforce it around last summer. This one has been successful, and
stabilized.

On the other hand, it has led to major troubles regarding the large-scale expansion of the distribution center.
As for promotion, the commercial was aired right after the failed relocation of the distribution center, but we
managed to promote it in time to recover the quality of the trouble, and the service level of our customers.
We are in the process of acquiring these skills.
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New Ebina DC Status

Relative to the recovery plan anncunced in Feb., quality of delivery services was restored as schaduled in Mar.
The out-of-stock-ratio improved to roughly 0.2% and ARPU recovered to pre-trouble levels.
Regarding profitability improvement, service quality has improved but remains about 2% higher than pre-troubles levels.

2022.3
¥

Aug. Jan.
New DC Trouble

1 Expansion of the

Quantity | ¥ Recovery of quality I Recovery
- and guantity of defiveries
2 Improving the | is completed ahead of schedule. I completed on
Quality schedule.

+ Image of logistics costs in FY2021

I
¥ Immediately implemented I
measures such as (1)

strengthening |ogistics I
personnel and {2) extending

line operating hours in order b — I

relocation I

|

|

3 pI'O'FItE bilit"" recover quality and quantity Increased
improvement preparation costs

¥ Although costs were reduced
step by sbep immediately
after the trouble, they
remained about 2% higher
than the pre-trouble level at Previous level
the end of the fiscal year.

about 2% higher
than pre-troubles levels,

Oisix radaichi

| would like to talk about the current status of the distribution center that | mentioned earlier.

Itis the quantity and quality of the delivery that is marked point number 1 and point number 2. As for whether
we can deliver everything properly and without mistakes when we deliver, we had problems in January. Things
got very bad, especially in the first week, but we have recovered enough in Q4 to have some better numbers
than before the center relocation. The recovery has been completed by the end of Q4.

On the other hand, this is before the relocation of the center with respect to costs. In terms of Qisix sales, the
distribution center was costing us roughly 6% of our total sales before the move. In contrast, there were
overlapping costs during the relocation period, which were about 7%, but the trouble effectively raised them
from 10% to 15% in the worst cases. As of March, that figure is now at about 8%, but the current recovery
progress is still 1% or 2% above the 7% before the relocation, or the 6% of the old center before that.
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Inflation Impact

We are in the process of assessing the impact of inflation on the domestic B2C subscription business.
We are closely monitoring trends for those products where we have already raised prices owing to rising
manufacturing costs.

As Purple Carrot (U.S.) has been significantly impacted by rising raw material/logistical costs,

we expect to implement countermeasures such as raising prices.

Domestic B2C (0Oisix. Daichi, Radish Boya) Overseas B2C (US : Purple Carrot)

v The main products we handle are domestically produced v' Due to rapid inflation since the 2H of last year,
and private brands, Price hikes were implemented for Significant increase in costs, including personnel
some products due to an increase in production costs. costs for raw materials and warehouse work staff

o
&
f:_':; =At present, there have been no major changes in customer =0perating income for the previous
3 trends, Effects are still being assessed. period: 1H: 0.8 bn yen in the 1H = in
= the 2H : 0.15 bn yen
= Lic Osix 5 Significant deterioration.jmprefit
5} 1 op (v TRA 5 % 7
= AU B margins G
"M Radish [g s eiiisie.
g
5 We will be assessing pricing strategies as we Such as raising prices for meal kits and
o monitor subscriber behavioral trends and changing suppliers Early
% implement appropriate pricing in the event of implementation of initiatives to improve
) large raw material price increases and/or profitability
where inflation is prolonged. (Refer to pages 66 for details)

L . . 12

Oisix radaichi

Next, we will talk about the impact of inflation.

In Japan, there has been a price increase of some raw materials, and we are responding to it, but so far there
has been no major impact.

On the other hand, the US has been hit by very large inflation, and the cost of raw materials, distribution
centers, et cetera, has been rising very sharply. At the same time, the time of COVID-19 is over, and people
are rapidly increasing their eating out, et cetera, making it a bit of a difficult phase for the US. We will be
implementing several price increases and cutting costs, but Purple Carrot’s profit margin has deteriorated
significantly as a direct result of the effects of inflation.
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Business segment
Results Overview

Sales

113.470 -

Segment profits

9.8%
 —
Segment profits
9.3%
=
Segment profits Total segment costs
14.0% 99.02bn yen
 —}
Total

Segment profits

20.0% Segment profits

— 14-45bn yen

Companywide fixed costs

8.240bn yen
— EBITDA Depreciation and amortization
SEg{r;‘aBta})oroﬁts - 6 2 1 2.04bn yen Operating Income
n bn yen
- - 4 " 1 7bn yen
. L L4 . 16
Oisix radaichi

As a result of the above, as | mentioned earlier, sales were JPY113.4 billion and EBITDA was JPY6.2 billion,
which is where we landed last year. As for the summaries by business, we have the materials, but will not
provide a detailed explanation.
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Growth strategy

growth strateqy

“Leveraging the power of the business model and technology

to provide food that is good for both people and the earth.”

v

Sustainable Retail

Oisix radaichi
| would like to discuss our medium-term growth strategy.

First of all, | would like to briefly talk about sustainable retail strategy, which | have already talked about in
the previous issue, or rather at the end of last year. Our current strategy is to provide food that is good for
the planet, and good for people, through the power of our business model, and technology, and to become a
sustainable retail business as a result.
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Expand B2C subscription business

We are one of the few companies in the world that operate a large number of brands in subscription
home delivery for B2C, both domestically and internationally.

Domestic B2C brands Overseas B2C brands

s

L

"""* de S22 PURPLE
Owlx . ' 'cnnnor

- Hong Kong

‘ ‘" @ ° K
Rﬁh Boya iaaE Q,{Z,SKS?QC

d
SETAR “w dE—JlﬂF"}h 2.2
DOOR ¥ Oisix

(EC Support) (EC Support) Shanghai

f

Oisix radaichi

I would like to explain this a little more concretely, but first, in terms of our business model, our main business
category is that of multiple food subscriptions, both domestically and internationally.
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-—p Using Business Models
- Using Technology

Using business models and technology
(Re-investigation : 2022.3 2Q)

Stable demand through
subscription model v Food loss reduction via

v Utilizing food loss e services that eliminate
in the field raw ingredient surpluses.
v P 2 = v Expanding awareness of
bt i vegan food
sustainable production Sale 9 .

&~  Oisixradaichi = ™™™ Eat

Produce
Crop condition Purchase data of

data for 4,000 Optimal supply/demand roughly 400,000
houses nationwide. matching using proprietary ~ customers x 52

weeks.

algorithms
= . T =
3 =
Agri-tech and other ©

state-of-the-art
production
technologies.

Aternative protein being one

example, we see expansion
of a new food culture.

"‘i CVC to invest in the future of food

= i food Fond

Realization of zero food loss and carbon neutrality

Oisix radaichi

In the past, there was the producer, the local agricultural cooperative, the market, the wholesaler, the
supermarket, and the customer, but now we are taking on the functions of these various people and directly
connecting the producer, the producer’s supply, and the customer’s demand. We are the direct link between
the producer, the producer’s supply, and the customer’s demand.

We can do this because it is a large subscription. We have a sales method that makes it easy to predict how
much demand we will have next week or next month, and we have a direct network of producers, so we have
direct access to how much harvest we can get this month and how the harvest will be affected next month.
Information also comes in directly. This is why we are able to connect directly with them.

Technology supports this business model, with purchasing data from just under 500,000 customers and more
than 4,000 farmers. There are others, but we match the information of more than 4,000 farmers and other
manufacturers every week to ensure that they can use what they have harvested without waste.

We believe that by achieving this form, we can create an extremely lean supply chain and value chain, and
that this business model is capable of thoroughly eliminating food loss and other factors in this process. Our
basic strategy is to master this.
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1.BusinessModel
-Our “B2C"subscription

We have 6 B2C subscription home delivery brands in Japan, including an e-commerce support
business for other enterprises. Our sales-based total distribution amount is approximately 120 billion
yen, and the number of subscribers expanded to reach roughly 600,000.

Oisix it

| KiteFa R
A DAICH! wo MAMORU KAI

Rﬁh Boya Abou t1 2 Obn yen

W i p—
ISETAN L5y
DOOR *4

i

sales-based total distribution amount

Number of Subscribers

600,000

Oisix radaichi

On top of that, today | would like to talk a little more about the business model and introduce you to it.

We have businesses other than the domestic B2C business, but if you add up all the domestic B2C businesses,
the total amount in circulation is about JPY120 billion. The largest of our own sales is Tokushimaru, which has
a total distribution value of over JPY25 billion, but this is not reflected in our sales, and for the products we
sell with docomo and Isetan, the total distribution value cannot be expressed as our sales value. In terms of
total distribution amount, it is about JPY120 billion, and in terms of the number of members, about 600,000
people are using our food subscription service.
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1.BusinessModel
-Market Size
The market size of the domestic food delivery market in which we operate is approximately 2.5

trillion yen.

Oisix radaichi the domestic food delivery market

aboutk.£0bn yen about2.5tri yen-

Oisix radaichi

There are probably various ways to translate this into the market, but currently, the total market is about
JPY2.5 trillion, of which we consider our share to be about 5%.
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1.BusinessModel
-Domestic food delivery market

The domestic food delivery market has been revitalized by changes in consumer trends due to COVID-19 and the
entry of various domestic and foreign players. FY2020 recorded a market increase of 15% compared to the
previous year, and steady growth is expected to continue.

Environmental change : %
Domestic food delivery market *

-Increased opportunities to eat at home

2.9¢tri yen

V-8 HRm AL Ll

/Ié\ w " 2.5triyen o
l i L 2

P
@
@
N try of EC player g
- New entry
+ 1 5%
REECTAR @
2018 2019 2020

Oisix radaichi

We believe that the number of supermarkets will continue to grow at a considerable pace in the future, partly
due to the rapid growth of COVID-19, and partly due to the increase in the number of players, including
Internet supermarkets.

The Yano Research Institute’s data, however, gives us a sense that the speed of growth is a little faster than
we would expect from our own experience, but now that we have the data, it is in this form.
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1.BusinessModel
-Positioning
In the food delivery market, players can be broadly categorized into "specialty vs. reasonable" and "subscription vs. one-time-

purchase”. Among these, the areas where many companies are entering the market and there is significant activity are 1):
Specialty x Subscription and 2): Reasonable x Spot.

- Conpetitor Speciality Speciality x Subscription
Direct d sAls Oisix radaichi
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Oisix radaichi

We have sorted out how to organize that market.

The vertical axis is whether the product is generally reasonably priced for affordability, or whether it is a
distinctive specialty. The horizontal axis is about how to buy, and it organizes the food delivery market
according to whether it is a form of pay-as-you-go purchase, a subscription like ours, or a subscription.

In this organized and plotted list of players, | believe there are two major markets that are growing right now.
One is a reasonable spot. The number of online supermarkets and platforms, such as Amazon, has increased
considerably, while a large number of food service delivery companies have entered the market in the past
two or three years, and the area of having relatively reasonable products brought to you on a case-by-case
basis has grown considerably. There is a large number of players coming into the market. Another area that
is increasing is in food subscriptions, and we believe that various brands are being counted in this area both
in Japan and overseas.
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1.BusinessModel
-Speciality X Subscription

The "Specialty x Subscription" market is expanding due to stable income from subscriptions and consumers'
increasing preference for specialty products.We are the No. 1 player in sales in the "1): Specialty x Subscription"
domain.Leveraging the strengths of our "business model and technology," we have built a high barrier to entry in the
"specialty x subscription" area by differentiating our products and services.

Specialitym

Speciality x Subscription
; 0 .. d . h . N o High quality and low cost procurement through
ISIXraaaicni direct network with high level producers
o2 : 7
&!ﬁg '\ | Radish Q Low-cost fulfillment of logistics and distribution
Oisix 2222 74
e~ . , 9 Skills in developing high value-added
DOOR ¥ '. @ d=-Fok products and services in line with customer
\ ) needs
Spot v
Subscription Build high
barriers to entry
Reasonable
e o ) . 42
Oisix radaichi

We have listed three things that make our company unique among them.

One is that we have a direct production area, and can procure high quality products at low cost. Second,
although they failed to relocate, they own several distribution centers, both refrigerated and frozen, and have
a much larger facility than other companies with respect to fulfillment. The third offers distinctive services for

each brand.

Under these circumstances, | believe that we are currently number one in the specialty and subscription areas,
and | believe that we will continue to expand our market share in these areas. To explain this business model,
our basic strategy is to establish a strong presence in the growing food delivery market in the area of specialty

times subscription.
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FY2022 Strategy

Sustainable Retail Strategy FY2022 Strategy

Business Model —» @ Polish our specialty of

products and services

x - Strengthening "Premium Value

- Shifting to the "super" time-saving

Technology

Strengthen brand recognition
" in the food delivery market

Sustenablity el © Promote sustainability
throughout the service

Oisix radaichi

With that said, | have written a bit about what we are going to do this year, and | think it will be to refine the

characteristics of this business model and promote sustainability.
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@®Polish our specialty of products

We further enhance the value provided by our meal kit, Kit Oisix,
based on the existing value proposition of offering plentiful vegetables.
We have also enhanced products in collaboration with Disney and other brands that have a high affinity

with the values we offer, as well as offer solutions to customers’ breakfast needs as well.

-Disney Kit Oisix -Progression of Breakfast Menus
v Utilize a different character each month, v For our soup meal kit, we are considering adding a gut-health-

to capture children’s interest in food. focused menu and a menu that includes more vegetables.

©Disney

@Daney. Based on the “Winnie the Poah™
works by AA Mine and EH, Shepard.

Oisix radaichi a5

Specifically, we would like to be very distinctive with respect to the level of service. One is that we are now
able to collaborate with Disney in a variety of ways, and we will continue to promote and expand this
collaboration, which has been very well received since this fiscal year. Breakfast and, in the future, lunch, but
we are considering expanding into areas other than dinner where needs are high.
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®Polish our specialty of products

and services

The concept was shifted from premium time-saving to premium "super" time-saving.
This evolution of the product lineup and services enabled the creation of high-quality menus
with plenty of vegetables in a shorter amount of time.

-"Patto Oisix" frozen New "Super Easy Kit Series -Recipe video service

v New "Patto Oisix" frozen foods v' New "Super Easy Kit Series" v Recipe video service
with plenty of vegetables menu that even beginner cooks can exclusively for Kit Oisix will
doubled make in a short time released begin in June

Oisix radaichi ”

Furthermore, in addition to increasing the value, | was thinking of doing something that would make the time
even shorter. The leftmost started as a foregone conclusion, and the reaction is that although the expectations
are very high, although frozen foods that can be filled with vegetables, Patto Oisix has started, and this should
be strengthened.

We are also planning to develop a service for beginners in cooking, and this is partly due to the fact that we
believe that there has been an extreme increase in cooking by men in recent years. Some say children, but for
example, meal kits. We feel that it has become quite common for men to use meal kits on days when they are
on meal duty and use regular vegetables on their wives’ days, so we would like to add more sections where
even beginners, including men, can cook.
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@Strengthen brand recognition
in the food delivery market

Utilizing TV commercials and developing new sales channels for households with children, as well as creating

a customer experience that meets customer expectations, we acquired new customers while achieving
brand recognition and a high level of satisfaction among a wide range of customers.

-Kit collaborations with celebrities

v Kit collaborations with celebrities featured in the
TV commercials are now available for purchase

v Plans are in the works to create more fun for
customers who started using the service as a result
of the TV commercial.

-Oisix with AkachanHonpo

v Promotions to attract new customers at Akachanhonpo
stores, which mainly target households with children,
have received a large number of responses as expected.

v As the first step of the collaboration, a dedicated
course "QOisix with Akachanhonpo" will be launched

this spring as planned.
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The brand is a commercial with the Tonisen group that we started last year, and today we have also started a
collaboration to produce meal kits. We are very much looking forward to spending more money than ever

before to promote our brand recognition expertise in this area.
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3 Promote sustainability
throughout the service

To realize our company as a sustainable retailer, we promote sales of nonuniform, food ingredients and
plant-based food ingredients. We proactively develop products that can actualize sustainability through food

actions, which is becoming a growing customer need.

-Time SavingxSustenability
v Strengthen development and sales of sustainable products, expanding to 100 products in one year

Oisix radaichi

Regarding sustainability, | would like to focus quite a bit on it this year.

Meal kits also have a large amount of raw materials that are wasted, so you could use those. We would like
to increase the number of products that are not used, products that are not usually served, such as the black
vinegar starchy sauce made with shark meat, which is now starting to gain popularity in our company. Or,
what was taken from a good harvest, the leaves. By saying that we can cook whole leaves of things that we

don’t know how to cook, we are also thoroughly reducing food loss in the fields.

Support
Japan 050.5212.7790 North America 1.800.674.8375 — SCRI PTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com ™ Asia’s Meetings, Globally

25



3 Promote sustainability
throughout the service

To realize our company as a sustainable retailer, we promote sales of nonuniform, food ingredients and
plant-based food ingredients. We proactively develop products that can actualize sustainability through food
actions, which is becoming a growing customer need.

-Food waste Reduction items -PlantBased

Upcycle
by Oisix

s

/7 GreenCulture Bl '\

|

'3\(6 t‘
Radish

REBIV. SArIneS

49

Oisix radaichi

The commercialization of Upcycle and Uneven Radish, which we started last year and which has been very

well received, are selling very well, and we intend to further strengthen our sales this year.
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3 Promote sustainability
throughout the service

Strengthening improvements in materials and packaging to achieve sustainable retail.

-Reducing Plastic in Kit Oisix Packets

-Introduction of
v Reduce plastic by 22% from current level CorrUQat_ed car_dboard
by the end of March 2023 boxes with variable
height
v Review of the thickness of the BioPath plastic outer bag

v Review of individual vegetable package size
v Elimination of vegetable clips

-Introduction of label-less packages

=y s ©
Biomass Film s
Package

Oisix radaichi "

Also, as our customers have commented, we will promote sustainability in materials, corrugated cardboard,
and packaging.
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Future Growth Image

For the domestic B2C subscription business, we will continue to target an organic growth goal
exceeding 10% CAGR for the total distribution amount and number of subscribers.

CAGR of
*Total distribution amount
*Number of subscribers

over + 10%

2017.3 2018.3 2019.3 2020.3 2021.3 2022.3 2023.3 2024

I I I I I ' . .
WY, T IE 2
3 2025.3 2026.3

- - . - Sl
Oisix radaichi
So, at least for B2C domestic subscriptions, we hope to continue to grow by 10% or more each year.
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Business Portfolio Expansion

Aiming for discontinuous sales growth by launching a new service in the "Domestic B2B Subscription"
business, leveraging the know-how of the "Domestic B2C Subscription" business.

Domestic “B2B”
Subscription

Wholesale of food ingredients
for facilities

N @

Oisix radaichi

| will talk about the expansion of our business areas.

We are now talking about B2C domestic subscriptions, and for B2C overseas Purple Carrot, we have already
started in Hong Kong and Shanghai, but this year we would like to focus on B2B subscriptions.
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Domestic “B2B"”Subscription
Strateg

NEW

We have introduced meal kits for enterprise use in the nursery school wholesale business, which has been

gaining popularity for its ability to reduce the burden of food purchasing and preparation at nursery schools.

We aim to achieve a sales target of 10 billion yen within five years through further growth in the number of

nurseries and plan to consider subscriber businesses in other areas for the mid-term

-Launch of "B2B Meal Kit" service

Meal kits for enterprise use in the nursery school
wholesale business

Menu development know- Nursery SChOO|
» how cultivated through B2C —_—

subscriptions

v Relieve manpower
shortages at daycare
centers and reduce the
workload at meal sites

We aim to achieve a sales target of
10 billion yen within five years

v

Providing "premium time-saving" value
for both nursery school and children

Children

e

Improvement of picky
eaters and support for
nutrition education

Oisix radaichi

54

Specifically, we are considering not only delivering foodstuffs to nursery schools, which we have been
developing in the past, but also delivering them in the form of meal kits for business use. We still distribute

foodstuffs to about 700 nursery schools, but the problem of labor shortages in nursery schools is becoming
more and more serious, and we think that the skills we have accumulated through our B2C business in the

area of food education, such as food that makes children happy, will be useful. That is what we would like to

offer.

We would like to aim for JPY10 billion in five years. This figure is not included in today’s materials, but | would

like to work with that image in mind with regard to our new business.
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Enhance profitability
-1. CoGs

We will accelerate in-house production processing and improve the manufacturing efficiency of self-
manufactured products such as Kit Oisix by utilizing manufacturing bases. In addition, by increasing the
sales mix of private brand products with high originality, the company aims to reduce costs by roughly
3% from FY2022/03 to FY2025/03 through overall cost improvement and increased royalties.

-CoGs 5 -
1-1. Improved efficiency
of the Kit manufacturing process

and internalization of processing 1-2. Increase ratio of PB products
Cost reduction through improved manufacturing Enhance the composition of original products
efficiency of in-house products using the new Kit and services to improve continuous use and

manufacturing plant and Food Rescue Center cost ratio.

Bumper crop, uneven ingredients Food Waste

-Ratio of PB products

Old DC Food Resche Center
Oisix radaichi 6

This is the profitability part.

The cost is generally on schedule, but there is the Ebina matter, which is the former Ebina station of the Food
Rescue Center, and this operation has been delayed a bit. We are making progress with no problems other
than we are behind, but we are behind, and will do our best to operate well, and rescue foods to lower our
cost of goods.
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Enhance profitability
-1. Distribution

In the first half of 2023_3, the company will carefully implement measures to restore prefitability

are expected to bring costs graduallfB&“&:ﬁ%ﬁﬁﬁfﬁe level projected in the pre-transfer plan.
From 2024_3, the company aims to achieve a 4% redudchon (2% company-wide impact) by 2025.3 {compared to the end of FY2022),

including the relocation to newDC for frozen foods.

-Oisix Distribution cost reduction

Jug e New FrozenDC
U

4% improvement
(from the end of FY2022.3)

Increased
relocation
preparation oosts

Recovered
to previous cost levels

Increased
relocation

|
|
|
|
|
|
|
|
|
|
|
:
preparation oosts

Even better with
new frozen DC in
operation

about 3% higher Shift to profitability

than pre-troutles improvement phase
lepels.

I 1%
: T } improvemsnt
L 2%

(1) Maintain service guality improvement

+
{2} Carefully implement measures bo improve profitability
=Consolidate and returmn sabeliite centers
=Shorten line cperating hours
= Increase ratio of direct employment, ete.

Oisixradaichi

Also, regarding Ebina, | mentioned earlier that the rate once rose from 10% to about 15%, and now it is about
8%. We hope to return this to 6% over the next six months, to the state it was in before the relocation.

The reason it is taking longer than expected is partly because we have decided that we should be more careful
than we thought, and partly because we are being very careful because we cannot afford to inconvenience
our customers. | had to make emergency arrangements for a six-month contract and several supply centers
in the middle, but that inevitably led to a slightly longer contract, such as a six-month contract, because |
couldn’t make a one-month contract. | expect it to take until about H1 of the year, partly because that is what
it will take for six months.

During H1 of the year, we hope to complete all of that work, and finish the work on the 1% further reduction
that we had planned before the move, and prove in H2 of the year that our revenues are better than before.
On top of that, Ebina is refrigerated this time, but we are planning a new frozen center next year, so we are
looking to lower costs for that as well.
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Outlook of EBITDA Margin

In the first half of 2023.3, the company will carefully implement measures to restore profitability to the cost
level before the logistics trouble. In the second half of the year, further improvement measures and higher
utilization rates are expected to bring costs gradually back to the levels projected in the pre-transfer plan.

-Outlook of EBITDA Margin

In 2023.3, we plan to

*Recovery of profitability of new DC =» Improvement

+Inflationary measures at Purple Carrot (U.S.)
Priority will be placed on measures to address

factors that will worsen profit margins.

S

Total .
If no trouble about5.5% ,,’
R
O 50 O
” . ,Ile
55% @ 6~7%
1H
about4%
2022.3 2023.3
(Forecast)

2025.3Target

EBITDAMargin : 1 0%

10%

2025.3
(target)

Oisix radaichi

Future EBITDA margin of 10%, FY2025.

w
o0

As for that, | think we can go without changing the target, but in the short term, | think there will be a slight
deterioration in H1 of this year with the current situation. However, we would like to temporarily eliminate

this area and bring it firmly to 10%.
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2023.3 Outlook

v Regarding the forecast for the next fiscal year, we have factored in the possibility of a slowdown in membership
growth due to Post COVID-19 pandemic atmosphere and a further decline in ARPU from this fiscal year's level.

Sales - Domestic B2C subscription: membership growth slowed due to Post COVID-19, and ARPU may decline further from this
year's level
- Purple Carrot (U.S.): Includes impact of sales decline of -2.0 billion
- As a result, sales are expected to increase by 7.0 billion yen (+6%) year on year.

EBITDA - Domestic B2C subscription: Decline in profit margin due to further decline in ARPU from this fiscal year's level
- Impact of a cautious schedule to improve the profitability of the new distribution center
- Purple Carrot (U.S.): -1.5 billion in profit decline
- As a result, EBITDA is expected to increase by 0.3 billion (+7%) year-on-year.

Sales 1 20 . OObn yen [EEzgpe) 6 . SObn yen

( YoY + 6%) ( YoY + 5%)

Net
Operating 4 5 O income 2 5 O
Income . bn yen il . bn yen

parent
( YoY + 8%) ( YoY - 8%)

Oisix radaichi 0
Finally, we are planning for the current fiscal year.

| would like to keep it simple, but | would like to place a target of JPY120 billion in sales, JPY6.5 billion in
EBITDA, and JPY4.5 billion in operating income.
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. ** (Note) Calculation of ARPU assumption.
2023'3 CO“SOIldated ReSUItS To eliminate the one-off boost effects of COVID-19 on
Overview Sales ARPU, we assume ARPU to be equal to 2020/3 or the
level posted before COVID-19.

Sales - Domestic B2C subscription: membership growth slowed due to Post COVID-19, and
ARPU may decline further from this year's level
+ Purple Carrot (U.S.): Includes impact of sales decline of -3.0 bn yen
- As a result, sales are expected to increase by 7.0 bn yen (+6%) year on year.

Sales
o 120.00
( YoY +6%)
113.30
..--""' about
100:0 109.0
o’ bout
90.0
71.0
62.4 \
5 B 5 3
5 = s =
g i 5 {7
2019.3* 2020.3 2021.3 2022.3 2023.3
0 ror d - h e r the pu -for-like th 61
ISIXraaaicni h 9018

| would like to make the number a little more aggressive, and there are some areas where | thought we could
go a little further, but last year we set a target of JPY105 billion, and we ended up with JPY113 billion, but
some have pointed out that it is not very good to suddenly change the level of conservatism from year to year,
so | would like to go with this number. | would like to keep the figure as it is.
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2023.3 Consolidated Results

Overview Profits

EBITDA

(Note) Calculation of ARPU assumption.

To eliminate the one-off boost effects of COVID-19 on
ARPU, we assume ARPU to be equal to 2020/3 or the
level posted before COVID-19.

- Domestic B2C subscription: Decline in profit margin due to further decline in ARPU from this fiscal year’s level

+ Impact of a cautious schedule to improve the profitability of the new Ebina Station

+ Purple Carrot (U.S.): -1.5 bn yen in profit decline

+ As a result, EBITDA is expected to increase by 0.3 billion (+7%) year-on-year.

Operating Income

- Depreciation of the new distribution center increased, while amortization of goodwill was completed.
-+ As a result, depreciation and amortization (depreciation + amortization of goodwill) did not change significantly

from the previous year.

Attributable to owners of the parent

EBITDA Operating Income Net income
8.90
( YoY +5%) 7.46
6.20 4.50
aboul abou ( YoY +7% 5
o o o) 5.03
v about about 4.17 2.50
3.59 3.4 4.0 B= apout ( YoY - 8%)
3.08 c 3.4 o
= Y x 5 7
5o 2.46 2 > 2.72
1.10 4 79
i) )20.3 2023.3 2019.3* 2020.3 2022.3 2023.3 2019.3* 02 )21.3 2022.3 2023.3
(Forecast) (Forecast) (Forecast)

L) s h e * For the purp 62
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As for the big issues, in addition to making sure that the Ebina part of the Company is settled, we expect Purple
Carrot to be in the red for the current fiscal year. | think one challenge will be to increase profits overall based

on that part of the business.
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Policies and Outlook for

1H

and 2H

1H:

+ Improvement of profitability of the new distribution center is a top priority. Priority was placed on improving the profitability of
the new distribution center, and measures such as the return of satellite centers were implemented in stages.

2H:

+ Further improve logistics efficiency and move into the phase of improving profitability.Aim to move into the phase of improving
profitability by further improving logistics efficiency. New promotions will be aggressively launched by utilizing customer-attraction
methods and product services that are compatible with Post COVID-19.

Improvement of profitability of the new Entering profitability improvement
distribution center as a top priority phase, resumption of growth
investments such as promotions, etc.

v subscribers : Possibility of decrease in new
acquisitions and increase in churn rate

:'\n_: v ARPU : Possible return to pre-COVID-19 levels e Reinforce promotions by utilizing methods and
i = Develop AfterCOVID and inflation- products developed in the first half of the fiscal
compliant methods of attracting customers, year to attract customers.
products and services
v Decrease in income due to slower Subscribers Profitability recovery phase completed.
growth and lower ARPU Aiming to improve profitability compared
o 0 to the former DC through further improvements.
§“ v" Qisix new Ebina Station's profitability
= recovery is complete
Started operation of Food Rescue Center to
0 promote in-house processing and reduce
product costs (from July).
. L L4 . 63
Oisix radaichi

Regarding initiatives for the second half of H1, | think it is important to achieve a solid recovery in profitability,
including at distribution centers, in H1.

Besides that, with the end of COVID-19, the profit margin is going down compared to when COVID-19 was
there, because the sales per person is decreasing, and the profit margin is going down partly due to that, so
we are predicting that in the future. | think it is very important in H1 of the year to build a structure that can
generate profits even under such circumstances.

Then, in H2 of the year, we would like to proceed with relatively separate themes for H1 and H2 of the year,
in order to be able to launch large-scale promotions.

Support
Japan 050.5212.7790 North America 1.800.674.8375 —_ SCRI PTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com ™ Asia’s Meetings, Globally

37



Purple Carrot (US)
Strateg

Purple Carrot (U.S.) currently expects sales and operating profit to decline by -2.0 billion yen and -1.5 billion yen,
respectively, in the next fiscal year due to a significant deterioration in profitability caused by a decline in membership due
to After COVID-19 and inflation. We aim to return to profitability as soon as possible by raising LTV through service quality
improvements and implementing inflation countermeasures as quickly as possible.

Sales ' Sales

v Decrease in Subscribers due to After COVID

- Ouonk |

v Focused on raw material and logistics costs 1
Profitability deteriorated significantly due ‘ Measure I
to the impact of inflation )

Sales : 10b—8b

-2018~2022 Result el |
T~ . Outlook |

Profit : 1b—A0.5b
(A1.5bn)

2022.3 Strategy

v YoY: -2.0 bn decrease expected, mainly due to the
impact of continued subscribers decrease by After
COVID

v To improve logistics quality, which has declined due to
the rapid increase in the number of subscribers,we once
again shared its expertise in the domestic home delivery
business to reduce the complaint rate.

v Due to the possibility of further worsening of inflation,
income is expected to decrease by approximately -1.5
billion yen YoY.

v' Product price increase

v Controlling cost ratio by reviewing procurement sources

Measure
(=] v Expansion of products other than meal kits, such as
r— b "Ready to eat Improvement of profit margin per purchase
2018.12 2019.12 2020.12
et (%?‘znzo.;:) v Change the shipping bar
Oisix radaichi o

Purple Carrot has been mentioned several times earlier.

As for what is happening, one thing that is happening is that sales are down because of the end of COVID-19.
Second, inflation is having a rather steep impact, which is making it difficult to make a profit. We are still at
just about a ton, but we are getting into a situation where we are not getting out, and we will be raising prices
and doing various other things, but we think it would be best to expect that we will inevitably be in a

temporarily difficult phase.
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WeSupport

WeSupport Family, a food support platform for children's distressed families, is

offered to 34 food and retailing support corporates, The number of support households
has greatly increased to 30 thousand households.

In addition, food aid for Ukrainian displaced persons visiting Japan has begun.

—— WeSupport Family —— A aCiimnAart

Mainly for those led by single parents,
WeSupport Family is a food support platform for
needy families. Via such initiatives as use of Through WeSupport platforms,
excess inventories among supporting entities, we Started providing food assistance to Ukrainian evacuees visiting Japan
also aim to help solve the problem of food waste.

Support Recipient of
Company support

About

Food and retail companies 3 0, O OOhousehold e

A :a
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AHandling vegetable juices to evacuees at a college dormitory
( Japan University )

LI B T

WeSupport Family

71

Oisix radaichi

Lastly, on the ESG thing, we created a platform called WeSupport, which provides food for healthcare workers
during the COVID-19 period. Many food companies supported the project, which was very much appreciated
by the medical professionals. We are very grateful to the 34 food companies that have continued to cooperate
with us in this program, which we are continuously developing for poor households with children, and single-
parent children. Most recently, we are also considering providing food for evacuees from Ukraine.

| went a little over time. That is all. Thank you very much.
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Question & Answer

Sato [M]: Thank you very much, President Takashima. We will now move on to the question and answer
session.

The question and answer session will be conducted in the form of a verbal question and answer session using
Zoom. Questions from sell-side and buy-side investors will be followed by questions from the press. When
asking a question, please state your company name and name at the beginning of your question, and limit
each person to two questions. For those who are unable to speak due to their participation environment, we
will also accept questions via text on the screen, so please enter your question.

We will now move on to the receiving of oral questions. We welcome questions from both sell-side and buy-
side participants. Thank you for your patience.

First of all, Mr. Sumi, please unmute and ask your question.
Sumi [Q]: Thank you. My name is Sumi of Tokai Tokyo Research Center. Two questions, please.

First of all, | would like to ask you about ARPU in Q4. Qisix’s ARPU seems a little high despite the logistics
trouble, while both ARPU per frequency and ARPU per unit price of Daichi wo Mamoru Kai and Radishbo-ya
appear to have declined in Q4. What are the factors behind this, and what are the factors behind Qisix’s high
ARPU level? Also, regarding your plan for this fiscal year, is JPY4.5 billion in operating income and JPY6.5 billion
in EBITDA a minimum target that must be met, or do you see it as conservative in what areas you see as
conservative? Could you first tell us about this? This is the first question.

Second, the new distribution center has been delayed. | understood that the satellite center is rented, but the
distribution cost rate has increased by 1% to 2%. What is the reason for the delay in the effects of the project?
| would like to hear more about this. Thank you for coming today.

Takashima [A]: Thank you very much. Regarding the first one, ARPU, | don’t know if Qisix, Daichi, Radishbo-
ya, and generally COVID-19 in Q4 are over, but the fact that you are now able to move freely and spend a little
less time at home is a major factor in the slight decrease in the unit price.

In addition, | would say with Oisix, there was a center problem with it, so it would be strange to say that it
could be a little less. | thought it would be a little less, but it wasn’t as much as | thought it would be. | will
have to analyze this in the future. | thought that the unit price would also go down because we narrowed
down the product line considerably, but it did not go down that much. On the other hand, we know from
customers’ comments about cancellations that narrowing down the product lineup has led to cancellations,
so we believe that recovery is necessary in either case. It’s like that. It’s like it didn’t go down as much as we
thought it would on Qisix’s part.

As for Radishbo-ya and Daichi, it is not that they have gone down, but rather that they have not gone down
as much as expected. It is still much higher than 2019 by about 5%, so we believe that Daichi and Radishbo-
ya are also buying more than in 2019.

How do you think ARPU is going to be in this current year’s forecast? The assumption of the estimation is that
ARPU has become on par with 2019, so that’s the kind of question I’'m asking. The estimation of how much of
ARPU is based on the assumption that each brand would be in the same state as in 2019.
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Regarding the delay in cost improvement at the new distribution center, the biggest problem, which overlaps
with the previous point, was that we had trouble in January and could not deliver products to customers, so
we set up several satellite centers and shipped products from them. Currently, shipments to Ebina are
becoming more stable, so we are gradually bringing those that have been out once back to Ebina, or rather,
joining them, but that itself is a six-month contract, so the cost will not change if we rush too much.

Other than that, the Ebina center can originally operate 24 hours a day, but there were no plans to do so
immediately after the relocation. We were going to stop and operate during the night. That was immediately
after the distribution center had problems, so it became a 24-hour operation right after it went into operation,
and it continues to this day. As | mentioned, we are currently in the process of gradually merging the products
that were being transported at the satellite center into Ebina. In the meantime, we are afraid to stop late-
night operations at the same time, so another reason is that we continue to operate 24 hours a day.

We expect that the future trend will be to change the satellite transportation to a form where all the products
are transported at Ebina without any problems, and to shorten the operation time.

Sumi [Q]: Thank you very much. Just to confirm on the first point, is the ARPU part of your plan for this fiscal
year where you are looking at conservatively? Are you standing buffer at the cost?

Takashima [A]: What we see conservatively is, there are places where the ARPU part and the situation in the
US are not as good as the situation in Japan, and that is where you are looking at the buffer and looking at the
uUs.

Sumi [M]: Thank you very much. That is all.
Sato [Q]: Thank you, Mr. Sumi. | will then read out one question that we have received by text.

This is close to your current question, but | was wondering if you could tell me which aspects of next year’s
guidance you consider to be conservative, either by segment or by cost improvement. Thank you.

Takashima [A]: To repeat what | just said, regarding ARPU, we expect all brands to fall to the pre-COVID-19
level, and regarding the situation in the US, we expect the possibility of a worse situation than what the US
team plans to produce. As for membership, | would say that we are conservatively looking at the fact that the
end of COVID-19 may increase cancellations to some extent. That’s what it looks like.

Sato [M]: Thank you very much. We have one question by a show of hands, so Mr. Saito, please unmute and
ask your question.

Saito [Q]: This is Saito from Schonfeld. Two questions, please.

| think it says JPY4.5 billion in revenue growth for the three brands in this year’s guidance, on page 65. Can
you give us the breakdown figures for Qisix, Daichi, and Radishbo-ya, respectively? | think that Radishbo-ya
and Daichi are about 5% higher in ARPU than before COVID-19, so that would mean a 5% increase in revenue
for the three combined, but am | correct in assuming that subscriber growth will be about 10%? That is the
first point.

The second point is that the cost of the new Ebina center is 8%, and | think you are saying that you would like
to bring that down to 6% by the end of this fiscal year, but how much will the cost drop if these two points
drop by two points on sales and by two points on value? | would like to ask you to do the following.

Takashima [A]: Regarding the first question, | have included an explanation on the page | have allocated today.
To put it briefly, Daichi, and Radishbo-ya expect a slight decrease. Oisix will increase, and the basic idea about
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that is that ARPU will decrease, but membership will increase by double digits. In terms of sales and
distribution costs, this is a ratio to Oisix’s sales.

Therefore, Oisix’s monthly sales are divided into sales that go through the distribution center and those that
do not, and of the JPY64 billion projected for this year, approximately JPY60 billion are sales that are
accounted for by the distribution center. If we revise this figure on a monthly basis, the average for the current
fiscal year will be approximately JPY5 billion, and we are thinking that 2% of this amount will be JPY100 million.
Rather than reducing it all at once, it will be in the form of a 2% reduction over the period of H1 of the year,
so it will not be up to multiplying by six, but in the end, if we compare March and September and assume the
same sales, we have a monetary sense that the distribution center costs are JPY100 million better off.

Saito [Q]: Is JPY100 million per month?

Takashima [A]: We have a monthly circulation of about JPY5 billion, and a 2% decrease in that amount would
mean a monthly decrease of about JPY100 million.

Saito [Q]: So, on page 57, if we look at another 2% improvement in 2025-3, am | correct in understanding that
there will be a reasonable amount of further improvement over the next two years in terms of amount?

Takashima [A]: | would like to realize that sales for two years will improve as a rate, although some of this
cannot be done if it is constant, so we will also do this while expanding this as well.

Saito [M]: Thank you.

Takashima [A]: To put it a little more bluntly, a significant portion of the center costs are labor costs. | would
like to mention that we operate 24 hours a day, but there are quite a few people for a 24-hour operation. In
addition, there are satellites, so there is rent for the satellites, and there is also the cost of personnel on the
satellite side. We believe that this can be achieved by firmly moving the entire system closer to Ebina and
making it work, and by promoting labor savings, which is also the case for Atsugi.

Saito [Q]: | think the most recent energy costs and such have risen to a certain level. | think it will go up further
in the future, but even taking this into account, | think you commented in your explanation that it has not had
that much of an impact so far. How do you see the risk of this coming into effect in the future?

Takashima [A]: In terms of the impact of environmental changes, the price of wheat and raw materials may
have a more direct effect than energy. The cost has gone up in the US. The cost of operating the distribution
center has gone up very much because the cost of labor has gone up in the US rather than energy. About 1.4
times the cost of raw materials is the largest in the US, followed by the cost of raw materials. In Japan, the
cost of raw materials is more important than the cost of energy, and how much the price of bread and pasta
has gone up, depending on how much wheat has gone up. How much corporate effort will be made in
response to that is, in all likelihood, the more significant impact that way, as | see it at this stage.

Saito [M]: Thank you.
Sato [M]: Thank you very much, Mr. Saito. Now, Mr. Watanabe, please continue with your request to unmute.

Watanabe [Q]: My name is Watanabe from Sparks Asset Management. | apologize if this also covers some of
the aforementioned questions.

It is not a specific brand in terms of the expected decrease in ARPU, but you mentioned the impact of COVID-
19 on the pre-COVID-19 level. Not only in the US, but also in Japan, the CPI has been gradually rising. Unlike
inthe US, | believe that consumers’ wallets are of a certain size, and | was wondering if there is a risk that your
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company’s purchase frequency will decrease when consumers have to cut back a little on their living expenses.
At the same time, do you think it is difficult to be affected by inflation in Japan because many of your
customers are specialty and premium customers who value their time more than their money? | would like to
ask for your thoughts on this matter.

Takashima [A]: Especially with the meal kit product, | think it is easier than with other products to have people
experience the impact. Of course, we need to be creative while the capacity of our customers’ wallets remains
the same, but at the same time, in our case, we are in an environment where we can use more, and more
food-loss-like products. If the Food Rescue Center is established, it will be possible to use potatoes that are
too small or tomatoes that have been harvested in too large quantities, for example, in meal kits, which could
not be commercialized until now. | believe that this can be reflected in improving the cost ratio, and also on
the side of making the price of the meal kit itself a little lower.

In the case of the US, we are buying directly from the market, and Purple Carrot is not able to do so, but in
Japan, we are able to communicate directly with the producers, and we believe that we have the ability to
absorb this in the form of meal kits and frozen foods filled with vegetables, which does not mean that there
is no impact. This is not to say that there is no impact, but we believe that we can absorb some of the impact.

Watanabe [Q]: Thank you. In summary, do you believe that the impact can be mitigated through a
combination of successful value promotion, and cost reduction efforts on your part?

Takashima [A]: | think as you say.
Watanabe [M]: Thank you. | understood very well.

Sato [Q]: Thank you very much. We will now turn to questions from the press. | will move on to questions by
text at this time.

Purple Carrot, you asked if we can expect a similar trend of people flowing to real stores in Japan this quarter
due to the reopening of restaurants as has happened in the US. Thank you.

Takashima [A]: The restaurant has already happened. | think the fact that restaurants are happening, and
there are restaurants, is more a result of the fact that people are not eating lunch at home as a result of
everyone going to the office more often. That is where | feel that the ARPU is getting back to where it was.

On the other hand, what is different from the US is that the churn rate has not increased. At this stage, we
are not seeing an increase in cancellations, but rather, customers are continuing to use the restaurant and
delivery service once they have started using it. | think the current situation in Japan is that they continue to
use restaurants and home delivery.

Sato [Q]: Thank you very much. Let me move on to the next question.

You ask if it is easy to pass on prices regarding the impact of cost push, high raw material prices, farmers’
greenhouses, wheat, et cetera. Thank you.

Takashima [A]: | don’t think price shifting is that easy in Japan. In the case of the US, other companies will do
it relatively soon, so it is more like Purple Carrot is going to do it from now on since the US was late in doing
it. In the case of Japan, | don’t think it is very easy to pass on the price, but as | mentioned, we can absorb the
cost of raw materials by converting them into meal kits or frozen foods and selling them, rather than selling
them as they are. We believe that it is possible to absorb such ingredients by making good use of those that
are harvested in large quantities and would otherwise be thrown away in the fields, but which are actually
very tasty.
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Sato [Q]: Thank you very much. Let me move on to the next question.

Please comment on the positioning and growth strategies of non-Qisix brands other than Radishbo-ya, Daichi
wo Mamoru Kai and Tokushimaru in your mid-term strategy.

Takashima [Q]: With regard to Radishbo-ya and Daichi, in a manner of speaking, the forecast that we are
putting out today is for a slight decrease, but, of course, we are not saying internally that a slight decrease is
okay.

As for Radishbo-ya, last year the service called Fuzoroi Radish was a big hit, and has been growing. In the case
of Radish, there are many customers who originally love to cook, and many of them use unmatched products
while enjoying the challenge of cooking things they have never tried before, so | think it would be good for
Radish to expand this trend.

As for Daichi, Radishbo-ya’s customers are mainly in their 50s, while Daichi’s are a bit older, in their 60s and
70s. In the case of Daichi, as has become more obvious with COVID-19, people who want to lead a healthy
lifestyle by eating a diet that strengthens their immune system are using our products, so we are committed
to providing products that meet their needs for a healthy lifestyle through diet rather than medicine. Although
we are inevitably growing in some COVID-19 difficulties, we would like to achieve organic growth.

Tokushimaru has grown very much in the last year, and the number of units has increased. | believe that 1,000
units will go as well. As for the shopping refugees, there are still many of them. There are many of them in
Tokyo. We believe that there are about 6,000 units in terms of market potential, so one thing we can do is to
increase the number of units. On the other hand, until now Tokushimaru’s approach has been to produce the
number of units without having to make a profit, but now that we have reached 1,000 units, let’s figure out a
way to make a profit. Therefore, we are considering a slight change in our structure this fiscal year to make it
more profitable while consulting with our 1,000 drivers. That is all.

Sato [Q]: Thank you very much. Our time is up, but since it is a few more questions, | would like to continue
as is.

We feel bullish about the Oisix segment with a 15% increase in subscribers in the next fiscal year as expected
after COVID-19. The question is whether there is any reason why the economic resumption situation is
reflected in the decrease in ARPU rather than in the growth of subscribers. Thank you.

Takashima [A]: The 15% comes from the growth rate before COVID-19, which was about the same. As for
ARPU, it clearly grew during the pandemic. There has been an increase in subscribers of over 15% for the past
year or two.

Even before COVID-19, there were trends such as the increase in the number of co-workers and the
importance of preparing meals in a short time that are comparable to those on Instagram, so we would like
to challenge this 15% double-digit increase.

Sato [M]: Thank you very much. Now that we have received all the questions, | would like to conclude the
briefing here. Thank you very much for taking time out of your busy schedule to join us today. Good-bye.

Takashima [M]: Thank you very much.

[END]
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Document Notes

1. Portions of the document where the audio is unclear are marked with [inaudible].

2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD].

3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an

answer from the Company, or [M] neither asks nor answers a question.

4. This document has been translated by SCRIPTS Asia.
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Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS Asia
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the
information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.
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TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY’S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
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