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Consolidated Sales Results

(Million yen, %) Six months ended ~ Six months ended Initial Year-on-year Compgr:is;:on
August 20, 2024 August 20, 2025 forecast change fagal S
orecast
Operating income 122,558 124,448 126,500 101.5 98.4
Operating profit 246 579 300 235.2 193.2
Ordinary profit 313 670 350 214.0 191.4
Profit attributable to 87 248 100 285 1 248.2
owners of parent
Basic earnings per 201 6.00 _ _ _

share (yen)

* Treatment of fractions in this material: Fractions less than one million yen are rounded down and
percentage points for year-on-year changes, comparison against forecast, etc. are rounded off.
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Consolidated Operating Income by Company

(Million yen, %) Six months ended Six months ended Year-on-year
August 20, 2024 August 20, 2025 change

e O A e 121,808 123667 1015
e AR FOODS 685 . N 1048
_Retail Backoffice Support - 1013
e SUNRISE 2892 2189 884

Consolidation adjustment (2,542) (2,268) —

Consolidated total 122,558 124,448 101.5

» Treatment of fractions in this material: Fractions less than one million yen are rounded down and
percentage points for year-on-year changes, comparison against forecast, etc. are rounded off.
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Consolidated Ordinary Profit by Company

(Million yen, %) Six months ended Six months ended Year-on-year
August 20, 2024 August 20, 2025 change
OKUWA 259 525 202.5
OAK FOODS 46 56 121.1
Retail Backoffice Support 24 19 80.8
SUNRISE 11 53 462.9
Consolidation adjustment (32) (32) —
Share of profit of
entities accounted for using 2 46 —
equity method
Consolidated total 313 670 214.0

* Treatment of fractions in this material: Fractions less than one million yen are rounded down and
percentage points for year-on-year changes, comparison against forecast, etc. are rounded off.
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Consolidated Management Indicators

Six months ended  Six months ended Six months ended
August 20, 2023 August 20, 2024 August 20, 2025

Operating profit/Operating income (%) 0.58 0.20 0.47
..... Ordinary profitOperating income (%) 067 026 054
.............. Retum onequity (ROE, %) 081 041 034
............. Retun on assets (ROA, %) 061 024 . 08
Basic earnings per share (EPS, yen) 9.10 2.01 6.00
.......... Dividend per share (DPS, yen) 13 18 18
Book value per share (BPS, yen) 1,765.56 1,807.22 1,795.53
Dividend payout ratio (DPS/EPS, %) 142.89 647.09 216.73
........................ Bquityratio () ...t 82 9830
Debt-to-equity (D/E) ratio (times) 0.28 0.25 0.27
Net D/E ratio (times) 0.05 0.08 0.14
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Consolidated Cash Flows

(Million yen) Six months ended  Six months ended  Year-on-year
August 20, 2024 August 20, 2025 change

Cash and cash equivalents at
beginning of period 16,182 11,152 (5,030)
Operating CF 4,372 4,562 189
Investing CF (3,997) (2,667) 1,330
Financing CF (4,396) (3,345) 1,050

Cash and cash equivalents at

* Treatment of fractions in this material: Fractions less than one million yen are rounded down and
percentage points for year-on-year changes, comparison against forecast, etc. are rounded off.
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Non-consolidated Sales Results

(Million yen, %) Six months ended  Six months ended Initial Year-on-year Co;z?r:ision
August 20, 2024 August 20, 2025 forecast change f g
orecast

Operating income 121,803 123,667 126,000 101.5 98.1
Net sales from direct

operation 118,452 120,087 - 101.4 -

Gross profit 32,441 33,246 — 102.5 -

Gross profit margin 27.4 27.7 — - -
Selling, general and

administrative expenses 37,039 37,755 - 101.9 -

Operating profit 172 453 250 262.4 181.4

Ordinary profit 259 525 300 202.5 175.2

Profit 62 167 80 267.2 209.6

« For changes in gross profit margin, differences between gross profit margins for the previous period and the current period, which were
rounded off to the nearest two decimal place, were calculated for each product category.
There may be calculation errors caused by the rounding off.

* Net sales from direct operation, gross profit amount, and gross profit margin represent figures before the application of the “Accounting
Standard for Revenue Recognition.”

Copyright © OKUWA Co., Ltd. All Rights Reserved




Non-consolidated Net Sales by Region

(Million'yen, %) Six months ended Six months ended  Year-on-year Yssg:;;i?r
August 20, 2024 August 20, 2025 change existing stores
Wakayama 37,815 37,845 100.1 100.1
R Naraz3060 ......................... ; 3827 .............. o o
e, Osaka .................................... 1 7307 ......................... e 449 .............. e oo
Hyogo ......................................... - [ . Gy s
(Kinki area) 78,491 79,380 101.1 99.9
Mie 14,845 15,036 101.3 101.3
Glfu ....................................... 14678 ......................... 13868 ................ G 65
e, A IChI ........................................ 8782 ........................... 9944 ............... e o
e Shlz UOka .................................... 1620 ........................... ; 61 . E— Gog o5
(Tokai area) 39,926 40,465 101.3 100.4
Total 118,452 120,087 101.4 100.1

Net sales composition ratio by region, for the six months ended August 20, 2025 Hyogo 0.2% —_

Wakayama 31.5% Nara 19.8% Osaka 14.5% Mie 12.5% Gifu 11.6%

Shizuoka 1.4% —

» These are figures before the application of the “Accounting Standard for Revenue Recognition.”
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Non-consolidated Net Sales by Business Type

(Million yen, %)

Six months ended Six months ended

Year-on-year

Year-on-year change for

August 20, 2024 August 20, 2025 change existing stores
SC 4,810 4,685 97.4 97.4
SSM 56,068 57,541 102.6 100.0
SM 4,390 4,540 103.4 103.4
Regular 65,269 66,767 102.3 100.1
Super Center 39,891 40,461 101.4 100.0
Price Cut 7,033 7,057 100.3 100.3
MESA 6,224 5,559 89.3 100.6
Total 118,452 120,087 101.4 100.1

Net sales composition ratio by business type for the six months ended August 20, 2025

Price Cut 5.9%
— MESA 4.6%

Super Center

Regular 55.6% 33.7%

SC: Shopping center

SSM: Super supermarket (1,000 m2or larger)

SM: Supermarket (smaller than 1,000 m2)

Super Center: Allows one-stop shopping on one floor
Price Cut: Discount store

MESA: High quality supermarket (four MESA stores
and two Pare Marche stores)

» These are figures before the application of the “Accounting Standard for Revenue Recognition.”
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Non-consolidated Net Sales by Department

(Million yen, %) Six months ended ~ Six months ended  Year-on-year Year-on-year
August 20, 2024 August 20, 2025 change ex?:t?:gztfoor:as
. Freshfoods 49694 50302 1012 98
Processed foods 91,933 93,295 102.6 101.3
Foods 101,627 103,597 101.9 100.6
Household supplies 13,257 13,063 98.5 97.9
Clothing 3,567 3,426 96.1 95.6
Total 118,452 120,087 101.4 100.1

Net sales composition ratio by department for the six months ended August 20, 2025

Household
Fresh foods 41.9% Processed foods 44.4% supplies
10.9%

Clothing 2.9% -

Fresh foods represent a total of agricultural products, livestock products,
marine products, delicatessen foods, and in-store
bakeries.

*» These are figures before the application of the “Accounting Standard for Revenue Recognition.”
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Non-consolidated Gross Profit Margin by Department

(Million yen, %) Six months ended Six months ended Year-on-year
August 20, 2024 August 20, 2025 change

............ Fresh1000s o306 N V-1
Processed foods 22.7 23.2 +0.6
Foods 27.0 27.3 +0.3
Household supplies 28.0 28.2 +0.3
Clothing 35.6 35.9 +0.3
Total 27.4 27.7 +0.3

Gross profit margin composition ratio by department for the six months ended August 20, 2025

Household supplies

Fresh foods 48.0% Processed foods 37.2% 11.1%

Clothing 3.7% —

Fresh foods represent a total of agricultural products, livestock
products, marine products, delicatessen foods, and in-store
bakeries.

* These are figures before the application of the “Accounting Standard for Revenue Recognition.”
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Non-consolidated SG&A Expenses

. o . .
(Million yen, %) Six months Six months ended Year-on-year Ratio to net R?“° to net sales
ended August 20, (Six months ended
2024 August 20,2025 change sales August 20,2024)
Net sales 115,566 117,224 +1,657 100.0 100.0
Selling expenses 991 931 (60) 0.8 0.9
Personnel expenses 16,595 16,887 +291 14.4 14.4
Rent 3,694 3,782 +88 3.2 3.2
Depreciation 3,054 2,888 (165) 2.5 2.6
Utilities expenses 2,504 2,770 +265 2.4 2.2
Other general and
administrative 10,198 10,495 +297 9.0 8.8
expenses
Total SG&A expenses 37,039 37,755 +716 32.2 321

SG&A expenses composition ratio for the six months ended August 20, 2025

Selling Depreciation Utilities
expenses Personnel expenses 44.7% Rent 10.0% p7 6% expenses
2.5% = 7.3%
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Non-consolidated Capital Expenditures

(Million yen, %) _ _ - (Plan)
Six months ended Six months ended Year-on-year  Fiscal year ending
August 20, 2024 August 20, 2025 change February 20, 2026
New stores 3,265 2,373 72.7 2,620
Existing stores, etc. 2,034 1,173 S7.7 2,520
Systems 768 510 66.3 1,080
Construction basis 6,068 4 057 66.9 6,220
Key descriptions
New stores Investment in new stores opened during the six months ended August

20, 2025

Copyright © OKUWA Co., Ltd. All Rights Reserved




New Store Openings and Closures

New Store Opening: 1

June 20 Okuwa Toyoake Store (Aichi)
» Opening of the 13th Store in Aichi

» Projected annual sales: 2.1 billion yen

Store closure: 1

May 20 Okuwa Tadaoka Store (Osaka)
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Non-consolidated Store Distribution

_ o~
(As of August 20, 2025) L—_M,_,.g ‘@E?Ucmwrg -Mﬁﬁ A tc;tsilotr)]y
Wakayama 31 7 8 3 49
............. Nara2255133
........... Osaka1721—20
Hyogo ...................... e s e A e
(Kinki area) 70 14 15 4 103

Mie 14 3 5 — 22
.............. G |fu4(PM1)10——14
............. A|ch|9(PM3)2—2(PM2)13
Sh|zuoka1(PM1) ................ e S e i

(Tokai area) 28 16 5 2 51
Uil ey 8 30 20 6 154

business type

-Price Cut Akashi Okubo Store and The LOWSs Sonobe Store, which were closed on August 20, are included in the store count.

Copyright © OKUWA Co., Ltd. All Rights Reserved re1-09




Private Brand Results

Okuwa Brand

Entered the sixth year since the brand launch.

Composition ratio in foods: 14.1% (+1.1%)

|l 7 (2075

SHIESHESUIISHN A3 NNITIOTINET,

A-TTIVEPL  A-29tLI  A-DO9INII

Kurashi More <5LETP

The brand concept is % Il P (2075

“Be next to customers all the time and in the future.”

Composition ratio in foods: 8.5% (+0.6%)

SHIESHESUIISHECIORINIIOYINET

Total of Okuwa Brand and Kurashi More: 22.6% (+1.7%)
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Non-consolidated Net Sales from Existing Stores

Year-pn.-yearchangefor . Netsales Number of ;Averagesales; Number of
existing stores (%) : . customers : percustomer : oroducts

purchased

Unit price
per product

...................................................................................................................................................................................

...................................................................................................................................................................................

2Q cumulative . 10041 i 974 i 1028 | 978 i 1051

S

R G I R G G G G
OOOOOOOOO
OO-2DNWA~OIOON

98

Mar. Apr. May Jun. Jul. Aug.

emmwNet sales  ccce Number of customers Average sales per customer
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Non-consolidated Net Sales from Existing Stores

Sales indicators for existing stores

(Results) (2) Number of

— customers

(1) Unit price
97.4% — per product

105.1%

Compared with
the initial plan:

-1.7%

(1) Unit price per product 1Q: 104.9% 2Q:105.3%
(2) Number of customers 1Q: 98.0% 2Q: 96.9%
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Weekly Trends (Unit Price per Product & Number of Customers)

Food department

esms Number of customers, YoY Unit price per product, YoY

%

o
- --~~
-~

108

103

98

93

-
-~ -
oy -
- -

88

May 26- Jun. 2- Jun. 9- Jun. 16-  Jun. 23-  Jun. 30- Jun. 7- Jun. 14-  Jun. 21-  Jun. 28- Aug. 4- Aug. 11-

Copyright © OKUWA Co., Ltd. All Rights Reserved re1-09




1H Summary

(1) Decline in the number of customers due to higher unit price per product

In the highly price-sensitive food department, an inadequate balance between passing on higher costs and

maintaining customer appeal is considered to have contributed to the decline in the number of customers.

(2) Achievement of results of initiatives and measures

Although initiatives and measures are underway, more time is needed before their effects are fully

demonstrated and leveraged.

(3) External environment

Unstable weather (extreme heat, natural disasters), changes in the competitive environment, etc.
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1H Summary

(4) Insufficient differentiation by business type (homogenization)

(Existing store results)

L& 71-D'D O

Number of customers 97.2% 97.5% 97.6% 98.5%

Average sales per 102.9% 102.6% 102.8% 102.2%
customer

Unit price per product 105.2% 105.1% 104.8% 104.2%

Number of products 97.8% 97.6% 98.1% 98.0%
purchased

Sales 100.1% 100.0% 100.3% 100.6%

Amid the growing polarization in consumer spending, with customers shifting toward
either premium or low-priced products, we failed to set out distinctive characteristics

in each of the management indicators of the four business types.
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Management Policy for the 2H of the
Fiscal Year ending February 20, 2026
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Product Strategy (1)

Strengthened category x Development category

For each department, we establish a strengthened category (enhanced promotion category)

Development
category

Strengthened
category
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Product Strategy (2)

Strengthened category x Development category
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Store Strategy (1)

New store opening

Marine products

Processed
Livestock products

Okuwa Sakai-Shi Ekimae Store (Sakai City, Osaka) opened on August 30, establishing a new format
as a model store for urban small-sized stores.

meat \
Salted
dried
Frozen-
Dail food
aily ) ‘
food General Drinks & aiy
food e
Daily
food
Agricutural
products
Daily Household S;‘:Z':s& )
food supplies Liquo belcates
food
Ric
Flower Register Service Self-service
shop counter checkout
Entrance * - Bakery
Senice
booth
n Rest |4 Accessible restroom
room (multi-purpose toilet)

on
Entrance
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Store Strategy (2)

Clarification of business type roles

By efficiently reallocating management resources and optimizing the cost structure, we redefine

the concept of each business type and establish business types better aligned with the needs of today.

Points to refine Issues/challenges
N . ﬂ_gg Enhancement of fresh foods Number of customers/products
purchased
SUFEH CEﬂ‘rEH
@ Household supplies and clothing Number of customers/products
purchased
-I!lﬁﬁﬁ High quality & customer attraction Development of highly skilled
personnel
—
Price appeal Low-cost operations

EXEEEETd I51A Ny
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Marketing Strategy Development

Product department—led marketing strategy

Each department understands the marketing strategy and uses it to expand usage and application

scenarios.
Collect Apply to
customer Understand customers stores and Communicate to customers
information products
, ) R p
POS data ( ) Flyers
N y Dat ID':DO_S ‘ool Store Churn prevention
- ~ ata analysis tools
Customer - o ~— App coupon
O
clusters e N Assign \_ -
N Individual store reports buyers in e N
Market area q Y, charge Social media promotion
L web surveys ) using location information

Expansion of

initiatives Future initiatives
in progress

Task completed
Ongoing/deepening
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Initiatives to Increase Number of Customers (1)

Creating attractive stores

[Experience-oriented sales areaJ

[ Strengthened category J [ ID-POS analysis and utilization J
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Initiatives to Increase Number of Customers (2)

Creating customer visit incentives

[ Differentiation by products J [ OKUWA app J
-Okuwa Brand -New members from the app
*Kurashi More r -Churn prevention
- Factory products BHoRREREDL. :
-SOZAIi 3, 3
] Delica Factory
[e71-09

* Cooperation with external tenants

W/ - Category enhancement
-Ready-to-eat *slru’iﬁ
food [
-Convenience
*Healthy
[ Customer needs J [ Convenience J
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IT/DX Utilization (1)

OKUWA app

Effectively leverage the Okuwa App renewed last year.

O Expand active members

(1) Acquisition of new members

Registered members in 1H: approx. 73 thousand, . 2 &
Target for this fiscal year:100 thousand ;

(2) Child Care Club ““
Registered members in 1H: approx. 17 thousand, puny
Target for this fiscal year: 40 thousand

O Conduct the 2nd customer survey
« Develop strategies based on changes compared with the 1st survey

evaluation
(SRBME )
* Understand customer needs . mm:,( Dd)wl:‘ A

7/7_|“|..

,'-gg :‘B’J ( kzb\o HP VT —NEBRYIC

MIIRETY .
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Deepening Sustainability Management

Environmental initiatives (Achievements in the
previous fiscal year) Integrated Report

Currently being prepared for publication by the

“Bottle-to-bottle” horizontal recycling
end of the year.

Implemented at 95 stores

Approx. 650 t

A=I9IN=TD
HRF7FFENF1O

L OB

CO, emissions reduction

Renewable energy

ratio: Approx. 10% SUSTAINABLE

DEVELOPMENT

GCALS

HXBHA — 7 7 ISROBESMREMR (SDGs) ZZHW|UTVET.
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Maximization of the Value of Human Capital

Personnel strategy

Carefully examine the issues and initiatives our company should address by category. Promote initiative

to drive medium- to long-term human resource strategies.

2023 2024 2025
T
Developed human resources
Established the vision & personnel strategy Replacing core system (attendance)
Personnel Strategy
Department Launched the senior Organizing issues and initiatives to
employee system address

- AN AN /

Desired future state

e N - N
Business strategy Career planning
- L )
e p .
Health-oriented _ N
management Recruitment & training
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Capital Policy and Financial Strategy

Acquisition of treasury shares

The number of shares acquired: 1,082,500 shares (From April 2 to September 24, 2025)
Total acquisition cost of shares: 999,947,900 yen

Fiscal year ended Fiscal year ending

February 20, 2025 February 20, 2026 Planned for the future

2.0 billion yen Fi0billion yen 1.0 billion yen

Aiming for cumulative total of 4.0 billion yen

Target profit and capital structure

Shareholder’s equity, etc.

Operating profit (Billion yen)
(Billion yen)
Fiscal year  Fiscal year Fisca(ljl_year Fiscal year Fiscal year
ended ended ending ended ended
February 20, February 20, February 20, February 20,  February 20,
2024 2025 2026 2024 2025

Copyright © OKUWA Co., Ltd. All Rights Reserved

=

L®

n1-00



Full-Year Financial Results Forecast

_ » Fiscal year ended
Consolidated (Million yen, %) Fepruary 20, 2025

Fiscal year ending
February 20, 2026

Growth rate

Operating income 250,150 259,000 103.5
e Operating profit 1328 2000
R Ordinary profit @ VAA2 2100

Profit* (2,381) 800 -

*Profit represents profit attributable to owners of parent.

_ - Fiscal year ended
Non-consolidated (Million yen, %) February 20, 2025

Fiscal year ending
February 20, 2026

Growth rate

e Operating income . 248636 ey 1088

S Operating profit 97 2000 1670

S Ordinary proft @ @ e 1,840 20000 1491
Profit (2,411) 750 —
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Full-Year Financial Results Forecast

Non-consolidated (Supplementary information)

Operating income: 258.0 billion yen

-Selling, general and administrative expenses: Approx. 78.0 billion yen
(up 3.8% year on year)

* Gross profit margin: 27.3% (up 0.3% year on year)

*Gross profit margin after the application of the Accounting Standard for Revenue Recognition

Profit: 0.75 billion yen
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Opened on August 30
Okuwa Sakai-Shi Ekimae Store (Sakai City, Osaka)

B Caution regarding the use of this document

= A
The plans, strategies, forecasts and outlook regarding the performance of our company S —

described in this document are based on assumptions and beliefs judged from the information
currently available to us.

Please be advised that actual results may differ due to various factors.

Except as required by law, we may revise statements regarding future outlooks or change the
assumptions and factors underlying these outlooks without prior notice.
Copyright © OKUWA Co., Ltd. All Rights Reserved

[e71-00



	タイトルなしのセクション
	スライド 1
	スライド 2
	スライド 3
	スライド 4
	スライド 5
	スライド 6
	スライド 7
	スライド 8
	スライド 9
	スライド 10
	スライド 11
	スライド 12
	スライド 13
	スライド 14
	スライド 15
	スライド 16
	スライド 17
	スライド 18
	スライド 19
	スライド 20
	スライド 21
	スライド 22
	スライド 23
	スライド 24
	スライド 25
	スライド 26
	スライド 27
	スライド 28
	スライド 29
	スライド 30
	スライド 31
	スライド 32
	スライド 33
	スライド 34
	スライド 35
	スライド 36


