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& CHAPTER O 1
INTRODUCTION

We are developing a community-based supermarket business based on
our Corporate Philosophy, “through ‘reliable management with noble
aspirations,’ contribute towards the realization of a sustainable and
flourishing society.” In this chapter, we explain our philosophy and
corporate culture, which we have regarded highly since our founding,
in order to continue to provide unique value for our customers and

all other stakeholders in an era of rapid environmental change and
difficulties in forecasting the future.
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Editorial Policy

We have issued Integrated Report 2024 to further
strengthen communication with all our stakeholders,
including shareholders and investors, customers,
business partners, and employees. Integrated Report
2024 presents information on our initiatives in the first
year of the 7th Medium-Term Plan, which began in
FY2023, including the use of digital technology in our
various initiatives toward customers and employees.
During the editing process, we focused on content
with a high level of importance while aiming for a
concise and easy- to-understand structure. For more
detailed information, please refer to our website in
addition to various disclosure materials.

Cautionary Note Regarding Forward-Looking
Statements

In this report, statements concerning performance
forecasts and business plans for March 2024 and
beyond are forward-looking projections and are
assumptions and judgments based on currently
available information. Actual results, performance,
and other information may differ from our forecasts.

Scope of Reporting

e Applicable period: March 2023 to February 2024
(some information from March 2024 onward is
included)

e Scope: Activities of Group companies centered on
LIFE CORPORATION (in cases where the main subject
companies are different for each field of activity, the
scope of coverage is described)

e Publication date: November 2024

Reference Guidelines

¢ The Integrated Reporting Framework (International
Financial Reporting Standards Foundation)

e Guidance for Integrated Corporate Disclosure and
Company-Investor Dialogues for Collaborative Value
Creation (Ministry of Economy, Trade and Industry)
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Our DNA
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Illustration of Our Philosophy 4 I
24 Corporate Philosophy
We make it clear why we exist, our vision, decision-making standards, etc., h h “reliabl ith nobl L .
to ensure that all our employees strive toward the same direction and for T rou% refia edma:agenI\.ent.wﬂ fno € a§plrgl1:|onsé
that direction to be shared with as many of our stakeholders as possible. contribute towards t erea |zat|o_n of a sustainable an
flourishing society.
a Please see our websitg for details. . . Supermarkets are an extremely public industry that supports people’s everyday lives. In
http://www.lifecorp.jp/company/info/policy.html (In Japanese) that sense, they have a highly social nature like other public institutions, and it would
not be an exaggeration to say that supermarkets act as lifelines for local communities.
Because of our involvement in this highly social industry, we have a strong sense of
mission and an aspiration of “continuously hoping for people’s happiness without
becoming lost to personal interests or rights.” We approach our work with “mutual
trust” born from human interaction as our highest priority. In addition to taking pride
in supporting local communities, we are thankful for the support that the local people
provide us, and do our very best to create a bright future as a public institution.
Basic approach to
management and 4 )
whyweexist | A8 e isi ium- K isi
Corporate » Vision | Medium- to Long-Term Vision
Philosoph . .
T . Ry All LIFE stores will become and remain the stores most trusted by
L L customers in the local communities.
ong-Term Vision . " L 1% s v 1E "
Vision e Trusted” means “believed in” and “relied on.
http://www.lifecorpjp/ . Our goal is to be Japan’s best supermarket that remains trusted
sompany/into! “True to LIFE” by customers, society, and employees.
strategy/concept.html Declaration \ j
(In Japanese)
Conductstandardsto =~~~ e » “True to LIFE” Declaration!
be observed based on e . Code of Conduct
ettt ol | will find new Life again today.
Very fresh ingredients. Truly delicious delicatessen items.
Human Rights Policy All with a warm, welcoming smile.
Specific policies and Environmental Procurement At LIFE, something “delicious” is always waiting for me.
declarations basedon ...e Policy Policy At LIFE, | am sure to find something “exciting” every day.
guiding principles . . . i i it " i
Multi-stakeholder Partnership Building M"f'l_lﬂng mea I'tﬂi,?'t LPIII?EpFI)tY in my everyd?(yllfe.
Policy Bedariien L is is my new Life. . It's my supermarket. )
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INTRODUCTION

Corporate Culture

Cul :

Teamwork

We have created a culture in
which employees come
together to work on innovative
| ideas regardless of their 4
positions or affiliations.

To Think and Act
from the Customer’s
Point of View

“True to LIFE”
Concept

We are working to realize a
comfortable shopping environment .
by taking an honest look at
our customers’ needs and updating
our product lineup and
sales floor layouts.

&

A Sense of Mission to
be the Lifeline for
the Community

As part of the infrastructure that
supports local communities, we
work to run stores stably while

engaging in various social

contribution activities.

E contents ()4

The Company has continued to value the philosophy carried on from our founding of first
being a “company that remains trusted by customers, society, and employees.” Based on this

philosophy, we have built a corporate culture in which employees think and act independently

while also engaging in teamwork that goes beyond the traditional boundaries of positions
and affiliations. We also have a sense of mission to be the lifeline for the community.
Additionally, even in a complex age of extreme volatility, uncertainty, complexity, and
ambiguity (VUCA), our strength is our strongly rooted corporate culture that allows us to
sensitively understand customers’ needs and respond with a sense of speed.

/m Teamwork D

We undertake initiatives aimed at problem resolution that go beyond the traditional boundaries of
positions and affiliations. At each of our stores and business sites, full- and part-time employees
engage in close communication, evaluate solutions to issues when identified, and implement
countermeasures. We also share successful case studies internally to contribute to expanding our
results. By formulating our medium-term plans, we share our objectives and direction as a company
KWith our employees, which fosters even better teamwork. /

@ To Think and Act from the Customer’s Point of View

By collecting and analyzing diverse data including sales data, business region research, online
questionnaires, and customer interviews, we work to realize product lineups and sales floor layouts
that meet customers’ needs.

Creating Sales Spaces Supported by Local Customers in Each Region

Furthermore, to provide warm and welcoming customer service, all our employees constantly strive
to improve customer service.

K >P.14 ) Emotional Value We Provide j

@ A Sense of Mission to be the Lifeline for the Community

Even in extraordinary circumstances involving natural disasters or the spread of infectious diseases,
we have maintained our sense of mission to be the lifeline for the community and have worked to
maintain normal business as much as possible. To run stores stably, based on our accumulated
experience, we update our business continuity plan as necessary. Furthermore, through food
education activities, product donations to children’s cafeterias, etc., we are actively engaged in
contributing to local communities.

K OUR FOUNDATION (Social) /
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Our History

For more than 60 years, LIFE CORPORATION has taken the needs of our customers seriously
and continuously supported local communities as an essential part of social infrastructure
in the form of supermarkets. In 1961, we opened our first LIFE store, the Toyonaka Store
(Toyonaka, Osaka Prefecture). In 1971 we opened our first store as part of our expansion
into the Tokyo region, the Itabashi Store (Itabashi Ward, Tokyo). We now operate a total of
305 stores throughout Japan (as of the end of February 2024).

We will continue to grow as we aim to become “a company that everyone in local
communities says, ‘Ilt's my supermarket’ as a community-based supermarket.”

FY2023 Overview

Operating revenue Ordinary profit

¥24.9

billion

Number of stores

¥809.7

billion

305

357,792 O

100

stores!

210,722 A
O=CO -
O
e
107,480 &m0
o 3,806
0O O
O OO O O Oy 1,828
538 e = O o 0 o WllicE'e ®
05005 O
82 OO Omee e OO
19611974 1980 1985 1990 1995 2000
Path to
Becoming i
LIEs 1956-2001 | Foundation and Gro
Community

Since our founding, our mission has been “to be a company that contributes to creating a
happy ‘Life’ for everyone.” To be able to provide our products and services to as many
customers as possible, during this period we focused on the expansion of our business scale
and building infrastructure.

consecutive year*

*FY2022 results compared {753 SIS growth
before the application of

the "Accounting Standard
for Revenue Recognition”
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Operating
revenue*

¥809,709

million

¥800.0

billion!

*“Accounting Standard

O for R R ition”
" 714,684 applied from FY2022
629,986 (3
FY2004 300
onward o 28,156 stores!

Achieved 20th
O
503,107

in real terms

Number
O of stores

305

418,615
O o,

200

stores!

Ordinary
profit

¥24,948

million

2005 2010 2015 2020 2023 (Fv)

nnovation and Rapid Progress

The process of formulating our medium-term plans has resulted in significant development
by aligning the direction of the entire Company and creating a culture that allows
employees to freely make suggestions. We will continue to challenge ourselves to provide
new products and services in line with the changes in society.
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1956-2001 | Foundation and Growth

1 Founder Nobutsugu Shimizu separates Shimizu Store’s
trading department from the food wholesale business,
establishes Shimizu Jitsugyo Co., Ltd., which becomes
LIFE CORPORATION's parent organization.

[l Decides to operate supermarkets.
Opens first Toyonaka Store
(Toyonaka, Osaka Prefecture).
Makes start on what would
become LIFE CORPORATION.

1971

[ Sets up a district division in Tokyo
and opens Itabashi Store (Itabashi
Ward, Tokyo) as long-awaited first
store in Tokyo region.

B Opens Nanko Logistics Center in Osaka region
(Suminoe Ward, Osaka City).

[ Opens Nanko Food Process Center in Osaka region
(Suminoe Ward, Osaka City).

[ Opens Kawaguchi Food Center in Tokyo region
(Kawaguchi City, Saitama Prefecture).

[ Relocates Headquarters to in front of JR Shin-Osaka
Station.

M Initiates a surging wave of store openings.

I Opens Kurihashi Comprehensive Logistics Center (Kuki
City, Saitama Prefecture).

[ Great Hanshin-Awaiji Earthquake struck. Including
[tami Store, seven stores temporarily closed, 39
damaged. Resumes operations as soon as possible,
plays important role as lifelines for local communities.

[ Nobutsugu Shimizu establishes Japan Supermarkets
Association, an industry group, and appointed its first
chairman.
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[ Formulates first Medium-Term Plan.

[ Appoints Takaharu Iwasaki as
president.

[ Relocates Tokyo Headquarters to Taito Ward, Tokyo.

[ Opens Matsudo Comprehensive Logistics Center
(Matsudo City, Chiba Prefecture).

[ Launches private brand product
“Smile Life.”

[ Enters into business alliance with
Yaoko Co., Ltd.

[ Relocates Osaka Headquarters to Yodogawa Ward,
Osaka.

[ Opens Central Square
Nishimiyahara Store (Yodogawa
Ward, Osaka City), the first
CENTRAL SQUARE format store.

B Opens Funabashi Food Process Center in Tokyo region
(Funabashi City, Chiba Prefecture).

[0 Establishes LIFE FINANCIAL SERVICE.

2002-2023 | Innovation and Rapid Progress

M Stores M Products/Services M Infrastructure ™ Other

[ Creates LALAPI, LIFE's original mascot.

[ Opens BIO-RAL Utsubo Store
(Nishi Ward, Osaka City), the
first BIO-RAL format store.

[ Opens Kazo Food Process Center in Tokyo region (Kazo
City, Saitama Prefecture).

B Opens Kawasaki Comprehensive Logistics Center in
Tokyo region (Kawasaki City, Kanagawa Prefecture).

[ Opens Osaka Hirabayashi Comprehensive Logistics
Center in Osaka region (Suminoe Ward, Osaka City).

I Launches LIFE Online Supermarket on Amazon Japan.

B Opens Sakai Food Process Center in Osaka region
(Sakai City, Osaka Prefecture).

[ Establishes LIFE HOME DELIVERY.

B Tempozan bio-gas power generation plant begins full
operation.

B Opens flagship Central Square
Yebisu Garden Place Store
(Shibuya Ward, Tokyo).

[0 Listed on Prime Market of Tokyo Stock Exchange.

2023

N
(=]
-
~N

[ Opens 300th store.

[ Relocates Tokyo Headquarters to Shinagawa Ward,
Tokyo.

[ Appoints Takaharu Iwasaki as
chairman of the Japan 1
Supermarkets Association. 1
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OUR VALUE CREATION

Through our business activities as a supermarket, we create three forms of
value in the economy, society, and the environment, and contribute

towards the realization of a sustainable and flourishing society. To provide CONTENTS
these three forms of value, we provide a shopping experience that meets 08 Top Message
the various needs of our customers, ensures a work environment that 12 Recognition of External Environment

respects our employees’ individuality, and pursues efficient business
activities utilizing data. In this chapter, we will present our approach to _
value creation along with specific examples of our initiatives. 15 Business Model

13 Value Creation Process
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Top Message

Amid a larg
flexibly wit
we contin
FY2030 ta

Takaharu lwasaki

Representative Director and
President
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The Business Environment Surrounding
the Group

Recent trends in the world economy continue to leave
little room for optimism given the current geopolitical
tension and conflict, the unstable political systems in
many countries, etc. However, the business environment
in Japan is gradually improving as consumer purchasing
behavior is becoming more active, inbound demand has
recovered to levels prior to the COVID-19 pandemic, and
The Nikkei Stock Average has recorded new highs against
the backdrop of strong results by Japanese companies.
The transition from 30 years of deflation to inflation in
particular represents an extremely significant turning
point for the Japanese economy. With the rise in prices,
we expect customers’ needs to diversify further in terms
of quality and price. However, our goal is breaking away
from the homogenous competition. By having all our
employees constantly remember to maintain a customer
perspective and to pay close attention to the balance
between quality and price, | believe that it is possible for
us to use inflation as a positive tailwind.

Review of the Fiscal Year Ended
February 29, 2024 (FY2023)

In FY2023, to respond to the diversifying needs of our
customers, we analyzed in a timely manner the feedback
received from customers at our stores, questionnaires,
sales data, etc., and continuously reviewed both the
product lineups at every store and the quality and prices
of our products. As a result of these efforts, operating
revenue largely exceeded our initial plans, setting an
all-time record at ¥809.7 billion and marking the 20th
consecutive year of revenue growth in real terms. This
growth is the result of our successful steady growth
investment, including the development of food process
centers and satellite delicatessen centers, which has
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allowed us to open new stores in compact spaces,
facilitating consecutive new store openings mainly in
urban areas, and aggressive renovation of our stores,
which has energized our existing stores. Ordinary profit
was ¥24.9 billion, our second highest since FY2020
during the COVID-19 pandemic, and our second-half
ordinary profit was the highest ever at ¥12.0 billion. Our
gross profit ratio improved by 0.3 percentage points
compared to the previous fiscal year, against the
backdrop of changes in the external environment such as
the calming of the market for marine products, as well as
the incorporation of the know-how developed through
our 6th Medium-Term Plan within the Company, which
resulted in the growth in original products, expanded
use of our food process centers, etc. Cost awareness has
also increased thanks to all employees engaging in our
Kaizen (improvement) activities, and even in a business
environment with soaring procurement costs, our ability
to control our SG&A ratio versus net sales made a large
contribution to boosting profits.

It has been a successful start for the first year of the
7th Medium-Term Plan. However, given the ever-
increasing challenges of our competitive environment, we
will remain focused as we continue to carry out our plan.

Progress of the 7th Medium-Term Plan

Our 7th Medium-Term Plan was formulated through
back-casting to achieve our qualitative target of “what
we want to be in FY2030,” to "“become a company that
everyone says, ‘It's my supermarket’ as a community-
based supermarket,” as well as our FY2030 financial and
non-financial quantitative targets. In the age of VUCA
(volatility, uncertainty, complexity, and ambiguity), we
see the following four phenomena as certainties, and
will respond appropriately: “accelerated population
decline and aging,” “intensifying competition,”
“growing awareness of sustainability,” and “increase of
various costs.”

During FY2023, the first fiscal year of the 7th
Medium-Term Plan, we did everything possible to take
the time to properly explain the specific details of the
plan and to create awareness among all our employees,
including part-time employees. If we are able to share
our desired goals among all our more than 60,000
employees and have each one of them make these goals
their own while building an environment that allows the
Company to challenge ourselves to achieve them, this
will give us the best chance for success.

Investment in Employees

Although the business environment in Japan is
improving, labor shortages are also becoming a serious
issue. Itis certain that it will become more and more
difficult to secure human resources given Japan'’s
declining birthrate and aging society, making investment
in employees one of the Company’s most important
management issues.

We believe that increasing employee satisfaction
levels through investment in employees will help
alleviate labor shortages. Based on this belief, we set a
goal for FY2030 of an employee satisfaction level of 4.0
(out of a maximum of 5.0) and are engaged in company-
wide efforts to achieve this goal. The “employee
satisfaction level” is assessed through two main factors:
"workplace comfort,” which is based on working
conditions, etc., and “job satisfaction,” where employees
identify with our Corporate Philosophy and are self-
motivated to take action for the growth of the Company
and for themselves as individuals. We are implementing
policies to improve both.

As part of our efforts to improve "workplace comfort,”

we have continuously improved employee treatment. In
FY2024, we decided to increase wages by 5-6%, our
highest pay rise ever. However, due to the so-called
“annual income barrier,” wage hikes have produced the
negative result of an increasing number of part-timers

E CONTENTS

aiming to reduce their working hours and thereby
accelerating labor shortages. To address this
phenomenon, together with awareness-building
activities to promote understanding of Japan’s social
security system, we make active use of the government's
“Enhanced Support Package to Help Overcome the
Annual Income Barrier.” Active initiatives are also
underway to promote diversity including promoting the
active participation of women and hiring people with
disabilities, as human resource systems are being revised
to facilitate diverse work styles.

We are working to alleviate labor shortages by
proactively using digital technologies such as Al-
automated ordering and electronic shelf labels at stores.
Furthermore, in February 2024, together with the
relocation of the Tokyo Headquarters, by creating an
environment for digitization, we are working to improve
our headquarter operations.

To improve “job satisfaction,” with the review of the
results of past employee satisfaction surveys, | believe
that it is extremely important to create an environment in
which employees can learn for themselves, utilize what
they have learned, and get a real sense of their personal
growth. In FY2023, in addition to our past focus items of
developing candidates for management and skills
training for store employees, we began to hold open-
application study sessions for mid-level employees with
management aspirations. Many more employees than
initially expected expressed interest in taking the study
sessions, reconfirming the increasing desire for learning
among our employees.

We will continue to actively promote “investment in
employees,” and by creating an environment in which
employees can grow as well as opportunities in which
they can exercise their capabilities to the greatest extent,
we will work toward our goal of “creating a motivating
workplace environment where diverse personnel can
thrive,” one of our materialities.
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Breaking Away from the
Homogeneous Competition

The competitive environment is intensifying with more
food products being sold both by other industries and
online and more supermarkets bolstering their lineups of
original products. This kind of competitive environment is
precisely why we are working toward breaking away
from the homogenous competition to pursue sustainable
growth.

Specifically, we will provide products that only we
offer to our customers through a comfortable shopping
environment that makes use of the power of digital
technology. As part of this initiative, in FY2023 we
enjoyed significant growth particularly in our BIO-RAL
business and our online supermarket business.

Our BIO-RAL private brand products have been
supported by many customers, with net sales for the
brand increasing by around four times to ¥7.0 billion in
the past four years. As a result, net sales for the overall
BIO-RAL business, including net sales of private brand
products, have already surpassed our initial target of
¥10.0 billion. Naturally, private brand products occupy an
important position in our goal of breaking away from the
homogenous competition, and based on our concept of
“being kind to our planet and everyone to live healthy
lives,” we aim to further expand our business to deliver
products and services based on the BIO-RAL concept to
as many people as possible. To do so, in March 2024, we
established the BIO-RAL Business Division. In addition to
developing human resources with specialized
knowledge, launching BIO-RAL stand-alone stores, and
focusing on product development, we are also
challenging ourselves to carry out new initiatives aimed
atincreasing the number of BIO-RAL fans. We will finalize
a detailed roadmap in the near future, but we have set a
target for tripling net sales in the BIO-RAL business by
FY2030 and are working diligently to achieve it.

Net sales for our online supermarkets, which offer
convenience to our customers, have also already

ﬁ cHapTer ()2
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surpassed our initial goal of ¥20.0 billion. We were able
to retain the increased demand experienced during the
COVID-19 pandemic while also expanding our delivery
areas and boosting our order-receiving capabilities on an
individual store level, leading to these positive results.
There has been a dramatic increase in the number of
players in the online food product sales space. While
using our know-how accumulated over a decade as well
as our dominant store network to maintain high delivery
efficiency, we are ensuring that our stores and
headquarters work together to achieve our FY2030 net
sales goal of ¥100.0 billion.

Contribution Towards the Realization of a
Sustainable and Flourishing Society

To contribute towards the realization of a sustainable
and flourishing society, we have established five
materialities and are advancing various initiatives to
address them according to our Action Plan. In the current
fiscal year, we have focused on the “Logistics 2024
problem”—an expected shortage of truck drivers caused
by new overtime cap regulations—related to our
materiality of “Contributing to local communities as
infrastructure for everyday life.” With caps applied to
overtime hours for truck drivers in April 2024, without
revising the traditional logistics system that integrates
manufacturing, delivery, and sales, it could become
challenging to maintain stable product supply, thereby
inconveniencing customers. In addition to using our
delivery reservation system at our own logistics centers,
we are optimizing our logistics network with a sense of
urgency, including reducing the number of trucks
required by levelling the volume of goods handled during
store deliveries and reducing truck driver working hours
by expanding the time frame in which stores receive
deliveries. We have also established a “Supermarket
Logistics Study group” aimed at streamlining the entire
supply chain. As part of the Supermarket Logistics Study

a conTents 10

group's activities, 16 supermarket chains that view the
logistics field as an area for cooperation worked for a
year on a wide range of issues including securing lead
times for sale items, easing delivery deadlines, and
encouraging pallet-based deliveries. The Supermarket
Logistics Study group plans to continue its research on
topics including joint deliveries and reducing truck
waiting times at logistics centers.

Environmental issues also represent shared issues for
groups engaged in economic activities regardless of
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corporate scale, industry, or business format, making
them an area for cooperation like logistics. In March
2022, we launched full operation of a bio-gas power
generation facility in the Osaka region. Because both
food residue waste reduction and power generation at
the facility are proceeding according to plan, in FY2025,
we plan to build similar facilities on the grounds of our
food process centers in the Tokyo region. If we are able to
actively share information and create awareness about
these successful case studies, | believe that the initiative

could spread beyond the supermarket industry to the
retail industry and produce significant results.

Kaizen Activities

Through our company-wide efforts to boost our gross
profit ratio in our 6th Medium-Term Plan, it rose by 3.2
percentage points in five years, driving profit growth. In
the 7th Medium-Term Plan, in addition to continuing to
work to increase our gross profit ratio, we will also work
to optimize our SG&A ratio. We have set a specific target
of reducing our SG&A to net sales ratio by 1.5 percentage
points by FY2030 compared to FY2022 levels.

To achieve the above goals, both increased productivity
and further optimization in non-personnel expenses are
essential, and our Kaizen activities represent the company-
wide actions being undertaken toward these ends. In the
past, we had established an operational innovation
activities project, which produced a certain level of results
through headquarters-led initiatives to improve
productivity and the streamlining of operations at our
stores. However, the Kaizen activities involve every
employee from headquarters all the way to part-time
employees at our stores and are based on the concept of
“not being satisfied with the status quo, and recognizing
and solving problems on our own.” By having every
employee become personally involved in the Company'’s
plan and take a proactive approach to our Kaizen activities,
we have produced extremely practical and diverse ideas.
There have been some especially eye-catching proposals
from our stores, with many success stories being presented
at our “The Smile Workshop” program held for the first
time in around four years in the Tokyo region. With other
stores horizontally rolling out similar initiatives at their
own locations by referencing these successful case studies,
the scope of our Kaizen activities is truly expanding. Our
Kaizen activities are not limited to a single year and will
continue beyond FY2024, and | am confident that they
will connect to even greater results.

E CONTENTS

Message to Stakeholders

Expectations are mounting for Japanese companies,
which are now recovering their strength. To achieve our
goals for FY2030, we are first steadily advancing our 7th
Medium-Term Plan. There are also dramatic changes
taking place in the external environment, toward which |
believe that we must respond flexibly without being
bound by precedent or convention. For example, with
new store openings, the challenge of recovering our
investment is increasing due to recent soaring labor and
real estate costs. Using the knowledge that we have
accumulated thus far, while promoting low-cost store
building and the streamlining of store operations, we
must make even more careful decisions than ever before
on the profitability of our stores. Specifically, we use ROIC
as a business management indicator, and we will continue
with our careful evaluations to ensure that we are
securing appropriate returns from our invested capital.

Furthermore, in terms of shareholder returns, we
have maintained stable dividends since our listing
without ever reducing our dividends. In FY2023, we
created a new shareholder return policy. Our FY2023
annual dividend increased by ¥20 from the previous fiscal
year to ¥90 per share with a DOE of 3.3%, both high
levels. We will continue to properly invest in our future
growth while also focusing on returns to our
shareholders.

The large changes taking place in society mean that
the future remains difficult to predict. Through the
innovation in our corporate culture and the delegation of
authority that we have carried out thus far, our
organization has developed into one in which our front
lines are able to think for themselves and respond to
change. We will continue to be aware of “linking” with all
our shareholders and strive to be a trusted company, so
that everyone continues to say, “It's my supermarket.” We
humbly ask for your continued support.
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Recognition of External Environment

CHAPTER 02

E CONTENTS

Toward the realization of our Corporate Philosophy, we recognize the following issues in the external environment and consider it important to address risks to our Company.
We also maintain a constant awareness of establishing businesses within the reality of the global environment and a sustainable society and pursuing our business activities.

Sources

Changes in Social Environment

Japan’s population has declined for more than ten consecutive years
and is estimated to fall below 100 million in 2048.*1.2

Following the global rise in prices, Japan’s 2022 consumer price index
(composite index) is following an upward trend, at 106.9 compared
t0 2020.*3

There is increasing interest in Japan's social security system, starting
with the so-called “annual income barrier” issue.

Diversification of Work Styles

With the decline in the number of births, Japan’s working-age
population is estimated to fall below 70 million by 2032 and to 45.35
million by 2070.*4

Workers with telework experience exceeded 25% of all workers in
2022, demonstrating the establishment of work styles not bound by
specific locations.**

Growing needs to balance work with giving birth, childcare, nursing
care, etc.

Worsening Environmental Issues

Due to the increasing severity of climate change, in 2023 the number
of annual occurrences of torrential rain in Japan nearly doubled, and
the number of extremely hot days each year increased by 3.8 times.*®

with 1980. The number of extremely hot days each year is based on a

{ The number of annual occurrences of torrential rain is based on a comparison
comparison of the 30 years between 1910-1939 and the most recent 30 years.

The world's forests continue to decline each year, and the loss of the
world's forests is impacting ecosystems.

*1 Ministry of Internal Affairs and Communications “Population Estimates (as of October 1, 2022)"

*2 Cabinet Office website

*3 Ministry of Internal Affairs and Communications “Consumer Prices: Index (January 2024)"

*4 Cabinet Office “Annual Report on the Ageing Society: 2023"

*5 Ministry of Land, Infrastructure, Transport and Tourism: “2022 Teleworking Population
Fact-Finding Survey”

*6
*7
*8
*9
*10
1

Technological Advances

The scale of the EC market for foods, beverages, and alcohol
continues to expand, reaching around ¥2.7 trillion in 2022 (a 9%
increase from the previous fiscal year) and an EC ratio of 4.16%.*’
Cybersecurity threats are on the rise, and the number of cybersecurity-
related notifications in 2022 increased by around 8.3 times from 2015
levels.*®

The emergence and spread of generative Al have led to a rapid
increase in scenarios in which Al is used for business.

Resource Supply Uncertainties and
Cost Impacts

Against the backdrop of increased global grain consumption, prices
for certain grains have reached high levels compared to 2020.*°
With the rise in energy prices, Japanese commercial energy costs in
FY2022 have increased by around 90% compared to FY2010.*10
Enhanced regulations and other impacts created by the Act on the
Arrangement of Related Acts to Promote Work Style Reform
prompted changes in the business environment that led to increased
logistics costs starting in April 2024.

Growing Emphasis on Environmental,
Social, and Governance (ESG) Initiatives

Japan’s ESG investment in 2022 increased by around 50% compared
t0 2020 levels.*!

The Japanese government has established a carbon neutral goal of
reducing overall greenhouse gas emissions to zero by 2050.
Stronger corporate governance is being demanded through the
establishment of and revisions to corporate governance codes, etc.

Japan Meteorological Agency website
Ministry of Economy, Trade and Industry: “2022 Digital Transaction Environment Creation Business”

Ministry of Internal Affairs and Communications “2023 Information and Communications White Paper”

Ministry of Agriculture, Forestry and Fisheries website
Agency for Natural Resources and Energy PR pamphlet
Research Institute for Environmental Finance website

Reduced consumer spending caused
by worsening economic conditions
Deterioration in the hiring
environment caused by the reduction
in the working-age population
Business shutdowns at the Company's
facilities caused by the occurrence of
natural disasters

Possible leaking of internal information
due to unauthorized external access,
etc.

Increased costs for energy
procurement, use, etc.

Possibility of diminished trust from
society caused by improper conduct,
etc.

Acquire and maintain competitive
superiority through flexible changes in
our management policies based on
analysis of customer data

Improve productivity by effectively
introducing and using systems to
increase store operation efficiencies
Develop disaster response manuals,
adopt in-house power generation
facilities, etc., to bolster our business
continuity system

Enhance our ability to respond when
incidents occur by establishing “LIFE-
CSIRT"

Reduce costs by introducing energy-
saving facilities and optimizing delivery
routes and loads

In addition to the implementation of
compliance education and training,
work toward prevention, early
detection, and early correction of
misconduct by establishing a point of
contact for whistleblowing
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Value Creation Process

In the LIFE Group, we are pursuing the “True to LIFE” concept symbolized by three keywords, “delicious,
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exciting,” and “happy,” while utilizing our Group’s management resources

and responding to customer needs and changes in our external environment. We will continue to contribute towards the “realization of a sustainable and flourishing society” by

providing value that can only be created by our Group.

External L
( Management Resources > (

A Business Mod.e’l Based on Our Core V_aIUes

> C Value We Create ) CVision )

. @ Human capital Pursuit of the » “Delicious,”
Changes " " " P " " "
in social Active participation of diverse True to LIFE Concept Exciti ng, and Happy
environment personnel who think and act cono 5
independently . ralue X
2P19-22 Comfortable Provision of (1]
store delicious ol
i atmosphere products N’
Hﬁ I\/Iallcmlcacturlng Growth as a sustainable Q
Diversifi- capita company where =+
cation of All kinds of centers to support environmental and o
work styles streamlining stores social values co-exist -]
Online
supermarkets >P.33,P.63-65 9h
St o
ores
. . . wn
: Financial capital Welcoming Product S
Worsening customer : )
environmental Financial base that enables service e o safety . o
issues aggressive store expansion I:?ogmgi:trit:r:s oienpt':’rgess Socia 5
>P.35-36 utilization alye ]
platforms (AI/IT) ,Egistics centers } lon
T ‘ [5)
@ Social capital - Implementation of ()
Technoloaical ‘ Business partners ‘ initiatives that are -]
advancgs Mutual trust with customers in p _ Porer - - o trusted by both society o
areas where stores are opened Dl\_IEFSIty- of shopping and employees =
T experience >P.45-50 8
=
wn
Resource @ Natural capital ) i 1 3.
supp_ly : Flow of information Flow of products 5
uncertainties Reduction in environmental 2, (o)
and cost impact o, - v ; ' . AT w
impacts 4 Materiality g
@ Creating a 8
. Intellectual capital o Contributing motivating : Realization of a -
ergrz‘gslir;%n Reducing the hiz;rl?\cglﬂgasgzeéd to local workplace ol:r(;;r:li;gtia;n circular and
pESG Experience and knowledge of burd'en on the products and communities as environment with high value decarbpnized
initintives new product and store environment services infrastructure where diverse and ethics society

development

>P.24,P.28

for everyday life

personnel can
thrive
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Emotional Value We Provide Functional Value We Provide

At LIFE, we work to provide the added value of comfort, relief, and having a
little fun when our customers purchase our products. All our employees,
including those at our headquarters, work to realize sales floors that provide
an easy shopping experience to our customers and welcoming customer
service through our smiles and greetings.

Comfortable store atmosphere

Each department produces many creative ideas to provide our
customers with comfortable spaces in which to enjoy their
shopping experiences. Sales floor layouts for easily shopping
around, warm interior design, lighting, and background music
are all part of our the “True to LIFE" concept store designs.

Warm customer service

To ensure that our customers enjoy a pleasant shopping
experience, we make sure to smile and greet everyone who
visits our stores. We have established an in-house customer
service certification system, and by having certified employees
act as role models for other employees, we work to enhance
the level of customer service at all our stores.

Diversity-friendly

As part of our “LIFE Pledge,” we ensure that all employees think
and act from the customer’s point of view and respect diverse
values. We respect human diversity and work to eliminate any
form of discrimination.

>P.50 ) “Promote Diversity”

By providing our unique delicious products and special products, we strive to
contribute to healthy, flourishing lives for our customers. Furthermore, by
building out services that make shopping more convenient, including online
supermarkets and in-store purchase and home delivery services, etc., we aim to
be a company that everyone in local communities says, “It's my supermarket.”

Provision of delicious products

N

We are engaged in developing both products and production
regions to constantly deliver “delicious” products to our
customers. In addition to bread and delicatessen items made
in-store, our private brand products such as “LIFE PREMIUM"
focused on quality ingredients and preparation methods and the
health-conscious “BIO-RAL" have been extremely well received.

BIO-RAL Mg

Product safety

One of the greatest factors supporting trust in the Company is
providing “safe and secure” products. At our stores, all
employees maintain a strong awareness of hygiene
management, based on the Hazard Analysis and Critical
Control Point (HACCP) system. In May 2024, we opened a new
product inspection room at our Tokyo Headquarters as we
work to further enhance the safety of our products.

Convenience of
shopping experience

We operate online supermarkets as a convenient way for
customers to shop whenever they want. We constantly
consider revisions to our product lineups and creative ways to
make searching easier, and by providing personalized
information to each of our customers, we offer them a new
shopping experience.
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Business Model

As a supermarket, we are trusted and
relied on by our customers, and in turn
we hope to continue to contribute to
the customers’ flourishing lives. To do
so, it is important that we quickly and
accurately understand the
diversification and changes in the
needs of our customers and that we
respond appropriately. Moreover, by
sharing our Company’s uniqueness
("True to LIFE”), we aim to be a
company that everyone says, “It's my
supermarket.” To achieve these goals
efficiently and effectively, we are
creating information utilization
platforms (Al/IT) for various data and
updating our digital technologies to
provide greater value to our
customers.

Flow of information Flow of products

*Supply Chain Business Message Standards are a set of
standards used by distributors when exchanging data

Customers
ProvisiI of “delicious,” “exciting,” amlwappy"

ID-POS data

Points card data

+

POS data

(purchase history)

%\ CHAPTER O 2
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Recommendation-style
sales promotion

Sharing recommended
product information and
coupons with the customer
based on their individual
purchase history

Social media sales
promotion

Store sales

5 CONTENTS
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Online sales

(@) Online supermarkets

Online flyers @

Stores

POS data

* Inspection of product lineups
in the sales spaces

* Formulation of sales floor
development plans

Headquarters
Information
utilization

platforms (Al/IT)

Ordering data

* Realizing efficient production and
processing tasks

Ordering data and sales data

Supply Chain

BMS*

Using an integrated
industry format to
create electronic data

* Optimizing workers at facilities

* Optimizing the number of
delivery trucks

* Optimizing inventory at centers

and reduce printed
forms and inspections

Reallng fixed-time dellries

Producing and stably
supplying high-quality,
safe, and secure unique

LIFE products

@ Food process
centers

@ @ Logistics centers

Product shipping

Business partners
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Value Provided to @ Food process centers

Customers through Data Use

@ Headquarters Information
i utilization platforms

Evolving our information
utilization platforms that support
the creation of the value we
provide at our bases and
developing sales promotion
information for customers using
social media, etc.

To create the value that we provide to our
customers, we must aim to respond to
diversifying customer needs and to
further improve our operational
efficiency. Based on the belief that
decision-making using data analysis is
essential toward these ends, we have
introduced the latest digital technologies
such as Al to make use of sophisticated
analysis results and have focused on data
security measures including information
encryption. At our headquarters, we
provide indirect support for the creation
of the value provided by our food process
centers, distribution centers, stores, and
online supermarkets through the
evolution of our information utilization
platforms. Together with these efforts,
through recommendation-style sales
promotion using social media based on
the customer purchasing data
accumulated at our headquarters from
ID-POS, we work to create direct value for
our customers.

Producing and stably supplying high-quality, safe, and secure unique LIFE products

Through the production of safe and secure food products at our food process centers, we aim to provide stable and high-quality
products to our customers. To do so, we calculate and order the appropriate quantities of raw materials based on the analysis
and utilization of ordering data from our stores. These initiatives contribute to limiting food waste and to always producing and
supplying food products made with the freshest ingredients. We have also introduced a “production base cost management
system" to carefully calculate the production base cost of each product that we produce, including all component costs. Through
these efforts, the impact of initiatives to improve processes and reduce food waste can be clearly seen in lower production base
costs. These initiatives also aid in the promotion of our Kaizen activities, helping us to provide our products to our customers at
attractive prices.

M7 Around 1,000 non-Japanese personnel, including technical intern trainees, work alongside us at our food process

= centers. Using e-learning that includes video manuals and simple tests in different languages, we provide
personalized educational opportunities to each of our workers. Through appropriate educational opportunities, we
encourage careful and accurate work practices to steadily provide safe and secure products to our customers.

@ Logistics centers

Realizing stable and efficient product supply to our stores

LIFE's logistics centers streamline operations using data related to a wide range of logistics processes including receiving, sorting,
and shipping. One specific example is accelerating the transmission of ordering data for sales items to our business partners to
optimize receiving volume and inventory at our centers. Another example is reducing waiting times for deliveries from our
business partners by introducing our truck arrival reservation system. By also introducing a delivery management system for trucks
delivering to our stores, we are streamlining deliveries and realizing stable product supply to each of our more than 300 stores.

@ Stores/Online supermarkets

"ou

Provision of “delicious,” “exciting,” and “happy”

In realizing the provision of “delicious,” “exciting,” and “happy,” our stores are important points of contact with our customers.
Using data such as sales data to plan when, where, and how much of our products to display, we aim to provide our customers
with a sense of satisfaction through an enjoyable shopping experience. By making the products available on our online
supermarkets easier to view and find, and by using purchase history data, we are working to provide personalized product
proposals and other initiatives to each of our customers.
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OUR STRATEGY

Having established “what we want to be in FY2030,” we also formulated our 7th
Medium-Term Plan, covering the first half of the next four years starting in FY2023,
and are working toward achieving it. In this chapter, we will explain both the
progress that we have made in our 7th Medium-Term Plan, which just completed its
first year, and our financial capital strategy. As specific examples of our strategic
initiatives, we will also explain our customer- and employee-focused initiatives that
proactively use digital technologies as well as the background and results of the
relocation of our Tokyo Headquarters in February 2024.

ﬁ charer ()3
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The 7th Medium-Term Plan

Changes in the Medium-Term Plan

Following our “surging wave of store openings” (132 new stores opened in the eight years starting in 1993) to secure a business scale that facilitates business continuity even amid fierce competition, in
FY2002 we formulated our first “Medium-Term Plan” to establish a foothold on a growth track. With each consecutive medium-term plan, we steadily continued our growth, and in the 6th Medium-Term
Plan, we achieved ordinary profit levels that were ten times that of the period immediately prior to when we first began formulating our medium-term plans. The current 7th Medium-Term Plan covers
the four-year period starting in FY2023 and has been formulated envisioning what we want to be in FY2030, as we continue to challenge ourselves to achieve even greater success.

Current
stage

| Ordinary profit (annual average by medium-term plan) (millions of yen)
19,851

What we want
to be in FY2030

FY2°2_3' FY202_7_ Become a company
7th Medium- 8th Medium- that everyone in local
: Term Plan Term Plan communities says,
2,300 “It's my supermarket,”
i as a community-based
Y1998 | FY2002- FY2005- FY2008- FY2012- FY2015- FY2018- SRS
No medium- ! 1st Medium- 2nd Medium- 3rd Medium- 4th Medium- 5th Medium- 6th Medium-
termplan ! Term Plan Term Plan Term Plan Term Plan Term Plan Term Plan
formulated
Formulated by back-casting from what we want to be in FY2030
Key Policies Quantitative Targets (FY2030)

Three Main Themes and
the Circle of Kaizen

Pl e mestment i employecs. ‘reaking awgy rom S .
" . . . Financial targets
Plan are “Investment in employees,” “Breaking away from
the homogenous competition,” and “Contribution [ investment n employees  €ED) Net sales ¥1 rillion %
towards the realization of a sustainable and flourishing ) ) .
e * Ordinary profit ¥35 billion *
society.” To achieve these themes, we are focused on the B P— P
WAl % : ; reaking away from Profit billi
keyword of “linking.*” Through links pgtween customers e >p.23 ¥22 billion *
and stores, stores and local communities, and &1 competition Number of stores 400 *
headquarters and stores, we believe that the three main
themes interact and produce effects. Furthermore, we § Contribution towards the
. . . A, . realization of a sustainable Q@4#4 . .
are advancing company-wide Kaizen activities to | e et Non-financial targets

promote the streamlining of operations and expense use
at each of our locations to support these main themes. :
Through these Kaizen activities, we aim to realize Linking the : Ratio of female managers 20 % (ratio within mana

' : o gement)
improved productivity and cost optimization and to / circle of Kaizen :
generate funds for further growth.

Employee satisfaction 4.0 (out of a maximum of 5.0)

Percentage of male employees o
taking childcare-related leave 1002 ‘

*"Linking” refers to the links between stores and customers, stores and local communities, and headquarters and stores. As a result, we create : CO: emissions (Scope1, 2) 50 % reduction vs. FY2013 ‘
links with customers and local communities. This keyword was chosen to symbolize linking with all our stakeholders to realize our vision of Final amount of
“All LIFE stores will become and remain the stores most trusted by customers in their local communities. Trusted means believed in and relied : *
on. Our goal is to be Japan's best supermarket that remains trusted by customers, society and employees.”

food waste per sales 50 % reduction vs. FY2017
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Three Main Themes

Investment in
employees

The driving force behind corporate
growth is employees. From early on, we
have considered and treated our
employees as an important resource. In
the 7th Medium-Term Plan, we wiill
promote “investment in employees” to
secure and develop human resources
that connect to medium- to long-term
increases in our corporate value by
continuing to derive the maximum
value from our employees. When
looking ahead to 2030, it is almost
certain that the human resource
shortage will be increasingly severe
amid the decline and aging of the
Japanese population, and that we must
work to be “the Company chosen by
employees.”

ﬁ crarer )3
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Review of FY2023

In the first fiscal year of the 7th Medium-Term Plan, we placed
special emphasis on employee development. In-person
training was restricted during the COVID-19 pandemic, but
starting in May, management training for the Store Manager
and Deputy Store Manager positions became possible again
directly at our sales floors. These training sessions helped us
align ourselves in terms of product commercialization, sales
floor development, etc., thereby increasing the ability of each
store to develop its sales floors.

Additionally, through improvement in employee
treatment, including wage increases that have continued
since the previous medium-term plan, and through hiring by
internal recruitment, we have worked to foster job
satisfaction among our employees. Moreover, the relocation
of our Tokyo Headquarters in February 2024 helped us to
create an even more comfortable working environment.

Logic Tree to Increase Employee Engagement
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Policies for FY2024

Strengthening recruitment and promoting diversity are two
polices that we will continue to promote in FY2024. Human
resource shortages have recently become evident in Japan,
and we are working to build a hiring pool by expanding our
channels in new-graduate recruitment and through in-house
hiring plans. Moreover, given the increased activity in the mid-
career hiring market, we are working to recruit mid-career
employees year-round to secure excellent human resources.

We are also enhancing our recruitment of people with
disabilities and non-Japanese talent. In our hiring of people
with disabilities, we have built relationships of trust through
frequent visits to schools and carefully explained the details
of our jobs, which has led to successful recruitment. We have
also greatly expanded in-store training for technical intern
trainees as we aim to build a diverse organization that
includes both women and seniors.

We will strengthen engagement by creating a system and an environment that enable the success of diverse employees and provide
educational opportunities to achieve employee growth, highly productive work styles, and improved employee satisfaction (ES).

0
® Hiring of personnel from specialized fields and from Human resources
Maintaini Hiring outside of the Company to expand our business operations ) strategy
” ain alnl.n_g ® Facilitating diverse work styles to secure employees
opportunities A company with a
and an rewarding work Employes
environment ) ; ® Stimulating promotion system through job rotations environment growth
Promotions N . . N Vi “l want
for employees ® Discovering employees through internal recruitment
to grow and to work
thrive” Divers at LIFE”
® Providing educational opportunities and training for (desire)
\ ) self-driven employee development (development of r
Development employees that support the Company's growth) ) A company at Highly
® Evolving the use and management of the employee which diverse productive 0y o°
appraisal system employees can work styles [ @ ]
thrive '
- =
Employees’ ® Creating a work environment and cooperative system
Personnel excellent through which anyone can be successful ) Health
system I @ Increasing awareness and supporting the use of each system management
change
Stress-free
® Workplaces without harassment or long working hours environment .
® An environment that recognizes when employees are ) without being improvement
unwell and in which anything can be discussed pressed for time
~—
The Human Resources Division, connecting to each department’s vision, works to
optimize employees of the entire organization by building systems and environments
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Main Initiatives in FY2023

o FY2023 KPI Actual Values

As KPIs to measure how we optimize employees, we monitor
“employee satisfaction,” “ratio of female managers,” and
“percentage of male employees taking childcare-related
leave.” The FY2023 actual values and FY2030 targets for each
KPI are presented below.

FY2030 FY2023

Target Result
(ockof s masimum ot 50) 40 34
(ot within management) 20.0% 10.6%
ki clcareseimed lome. | 1000% | 79.7%

© Analytical comments on FY2023 actual values
[Employee satisfaction]

The results for our employee satisfaction level were the same
as last year. Using our present score as a starting point, by
implementing a range of measures going forward, we aim to
realize a comfortable, motivating workplace environment for
our employees and to achieve an employee satisfaction level
of 4.0 in FY2030.

[Ratio of female managers]

Our ratio of female managers is increasing every year.
Not limited to the perspectives of women, a diverse
organization spurs innovation through the presence of
different values and ideas. Going forward, we will continue to
create business environments and systems that emphasize
diversity.

[Percentage of male employees taking childcare-related
leave]

The ratio of male employees taking childcare-related leave has
increased significantly due to improvements in our system and
activities to raise awareness (up 28.8 percentage points
from the previous fiscal year). We will continue to work to
realize work-life balance.

%\ crapter )3
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e Initiatives to Optimize Employees

© Hiring

To achieve our quanti-
tative target of ¥1.0
trillion in net sales in
FY2030, we are
strengthening our
new graduate and
mid-career hiring and
working to secure
diverse human
resources, including specialized personnel. In our new gradu-
ate hiring, we explain that our business plays an important
role in supporting the lives of local communities. As a result of
these efforts, we have succeeded in newly welcoming univer-
sity graduates with a strong sense of mission and aspiration.

© Promotions
In addition to proac-

tively discovering || i mamn ae v o
employees through = o me omenammetn RG]
internal recruitment, '
we are actively
expanding educa-
tional opportunities
so that employees can
be successful in the
departments to which they are promoted. We encourage
reskilling by subsidizing registration fees for 197 dis-
tance-learning courses and through external training and
have provided support for the acquisition of specialized skills.
Each employee uses the skills that they acquire to thrive in
the department to which they are newly promoted.

HALBICBLAHRRF LY TRLELE !

AT R T
T

© Employees’ excellent performance

As we aim to realize a corporate culture with an open atmo-
sphere in which anyone can freely express their opinions and
make suggestions, we have worked to build both the appro-

E conTENTs ()

priate environments
and cooperative sys-
tems. So that our
increasing number of
foreign technical
intern trainees can
feel comfortable at : =

work, we have pre- P ¥ || e
pared various manu- - e
als and provided
support for them in their everyday lives. In working together
with special-needs schools in our hiring of people with dis-
abilities, we have proactively incorporated work experiences
to facilitate their hiring.

st npnbaNebenst
| | smea mmmmen

© Trust WAARDA SR UL TR SMBEHARTIESS |
"Our goalis to be L NPT —
Japan'’s best super- =

market that remains

trusted by customers,
society, and employ-

ees,” and as such, we

have worked to

increase our & <

1, SABUTEIS-HMUMNIE 2. LonDEDLS (B63)

% 1

e friier »

3. IRIFPEHE B S e 4. BASHCDEEELD

- o A ENTRESOIMA S FFEIA R %

employee satisfaction

level. We have also shared with all our employees an educa-
tional video to deepen their understanding with the goal of
creating workplaces that are free from harassment.

© Development

To encourage the growth of our employees and to facilitate
the acquiring of both the knowledge and skills required for
each employee’s position, we have created a range of educa-
tional programs. In addition to hierarchical training based on
job class and position, we hold training sessions on a depart-
mental level for employees to improve their specialized
knowledge and skills, while also utilizing external training
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and seminars. Our training style includes on-the-job and off-
the-job options, as well as programs such as online training,
e-learning, and distance learning courses to facilitate learning
during free time and to respond to employees’ desire for
self-improvement.

To develop the human resources that will be responsible
for the future management of the Company, we hold “man-

I llustration of our Educational System

Certification Exam

%\ crapter )3
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agement seminars” led by the Representative Director & Pres-
ident for select management-level employees. At the
management seminars, participants are able to learn about
management theory, finance, and governance. The program
has had 200 graduates as of the end of FY2023. The manage-
ment seminars include both basic and advanced courses, and
advanced course graduates act as instructors for the basic

"

Human Resources Development Program “Management Seminar

Human Resources and Career Development

Self-Development Training

Issue-Specific Training

Human Resources Division

Departments

Professional Expertise Certification Acquisition

21
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courses as the Company’s way of cultivating a culture of
teaching and learning. We also provide learning opportuni-
ties for our foreign technical intern trainees including e-learn-
ing in multiple languages, offering full support for our diverse
employees to thrive. In FY2023, we held around 2,000 differ-
ent training sessions to build the skills of our employees.

Position-Specific Education and Di n-Specific Training

Chain Store Division

Buipisal ‘ued Asuow ‘ued isaied

~ M Store Department -
T 3
3 H
- € g Store Manager training
7 U=3 a
i © 0928wl ® T -
2 83y
45 |lg2% g .
<o Salk El Deputy Store Manager training
s 225 &
B
22 28 g ES . -
B 2% = § a1 2 T Assistant Store Manager training =
< @ 2
35S ||le3¢ s
o8 2% @
N~ 38 3 i i
- 3 238 = Newly appointed manager in Night-shift staff training
A g 5 ||3arf 5 store management positions
83 FEI N
E3s a g <
53 o & Division manager training
28 a H
o c B
23 3
-y 2
iz !
35 Store Support Department
Sa

Chief training

Third year (step-up) training -

Second year training

Online training

(spnpoud ajAysayl])
5101NqLISIP paidlsibay

Mid-career (educational
New employee training hires employee videos)
training

Division leaders
Deputy leader training

Part-time employee training
(practical edition)

New part-time employee training

Corporate
Vil Management-level Division COO
Education z
o 1 1
General Manager Level VII =
Store Manager $ Promotion Exam g i
v General Manager % Platon (e-learning)
of Centers <
Departmental g H . 1 1
Management-level Lev‘el Vi o S
v Education Store Manager Promotion Exam Training for employees promoted to Level V 2
Section Manager (management) 2
o
g 1 € 1 1 E—
Deputy Store =
Manager . 3 ]
Deputy General Career training for Level IV employees z %
Manager of Centers g 3
2 1 € 1 1 E—
. Buyer Level V E %
W Assistant Trainer Promotion Exam a 3
Departmental-level Deputy Section = E3 =
M:gjcg:t?;im Manager Training for employees promoted to Level IV & @ New Headqu.ar}er employee ﬁ
Deputy Store § § training 3
~Manager 3 2 g
Division Manager 3 = =
: -k - T : i
= 2 =
o
e k] ) @
= 2 . Advanced calculations 3
A : 8 3
I} - 5 g 9
o 2 3 g 2
Level IV P 3 2 8 ' ) = I
1] Leader Education Chief Promotion Exam e e H 2 & Intermediate calculations B o el
H s ] 8 2 3
o A 2 o 9 S
g | 3 a i1z =
Training for employees promoted to Level Il £ %— E Beginner calculations § g a
2 3 I n
e = S
=z Third year + Mid-career hire training — 3 - 3 -+ 3 g -
! 7 °
S g 2 8
) 5|
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Regular Employee Staff | | New e_mplog:g training Employee training  _. a1 Labor management L 2 Q
Education [T"[';e,\:om'lr,:]ng] [Time of hiring] 3 Personnel system & S
Levell [2 Months] M(collov;up o g
Promotion Exam 3 Monthal Training for full-time z g
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Message from COO of Human Resources Division

Kazuo Kaneko

Executive Officer and
COO of Human
Resources Division

Becoming a company where people say,
‘I want to work at LIFE’ and
‘I want to keep working at LIFE’

Become a company of choice by
improving workplace comfort and
job satisfaction

We aim to become a company that both students
and other job seekers say, “l want to work at LIFE,”
rather than “I want to work at a supermarket,” and
that our current employees say, “I chose to work at
LIFE” and “l want to keep working at LIFE.”

In our 7th Medium-Term Plan that began last
year, our first and most important theme is
“investment in employees.” Unless employees are
motivated and have a high level of satisfaction in
the Company, we cannot provide services that
satisfy our customers. Because human resources
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are a form of capital, maximizing their value will
lead to boosting results and medium- to long-term
increases in corporate value. We believe that, as a
result, we will continue to be a supermarket that
remains trusted by customers.

To increase employee engagement,
comfortable workplaces, jobs that provide job
satisfaction, and working environments in which
employees feel secure in challenging themselves
are all essential. For many years, we have worked
to remove the invisible barriers between
organizations and to be aware of working as a
team. As a result, many project teams have been
set up throughout the organization. We are
building a corporate culture with an open
atmosphere in which employees can become
personally involved and share both proposals and
resolutions to issues.

In our store operations, we do everything
possible to limit directions from headquarters and
to maximize the authority granted to stores.
Because each store has its unique qualities, and
the products sold at each store differ, it is
important that stores are able to make flexible
decisions and to change their sales floors and the
products that they sell. Delegating authority to
stores in this way increases their discretion and
leads to motivation to work. Although our
initiatives to boost employee engagement are still
in process, the average length of continuous
service for employees has trended stably, at 15.3
years as of the end of FY2023. Because our
attrition rate is also less than 5.0%, | am confident
that our policy is the correct one.

To further boost employee engagement and
ensure employees can thrive with us over the long
term, each year, we hire an external specialist firm
to conduct an employee satisfaction survey that
includes engagement. Our employee satisfaction
score in the survey in FY2023 was 3.4 (out of a
maximum of 5.0). Our goal is to increase this score
to 4.0 by FY2030 by listening closely to feedback
from our employees.
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Initiatives to promote
diversity are important

Amid a challenging hiring environment, in
addition to new-graduate recruitment, we are
enhancing our mid-career recruitment throughout
the year. We are also working to secure human
resources by promoting part-time employees to
full-time employees, while simultaneously focusing
on hiring people with disabilities and non-
Japanese personnel.

Our goal in recruitment is not simply to hire a
greater number of people with disabilities than
the legally mandated employment ratio, but to
provide support that matches the motivation of
people with disabilities to work and to maintain
continuous hiring. We have already welcomed
many employees with disabilities, and our
employment ratio of 3.35% as of the end of
FY2023 greatly exceeds the legally mandated
employment ratio of 2.3%.

We are also strengthening our recruitment of
foreign personnel as technical intern trainees and
for specific skills. When recruiting technical intern
trainees, members of the Diversity Promotion
Office travel to the locations of jobseekers to
recruit them directly. After the recruits enter Japan,
we welcome them as friends through recreational
activities that foster communication. We have over
1,500 foreign personnel in FY2024, and we plan to
expand our educational tools going forward.

Lastly, to promote the active participation of
women, we have set a goal of 20% for our ratio of
female managers by FY2030 (10.6% as of the end
of FY2023). Although we are enhancing the
environment for women to work reduced hours
after giving birth, in order for female employees to
not fall into the so-called “mommy track,” we are
making further improvements to our systems
including revising our overall human resources
systems to support female employees in
envisioning their own careers.
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Review of FY2023 and Challenges

In FY2023, sales of our original products, for which we have
been enhancing development, grew thanks to strong support
from our customers.

In June 2023, as a new form of customer approach, we
opened our first “Large BIO-RAL Café” attached to BIO-RAL
Ariake Garden Store and based on our BIO-RAL brand for
customers interested in health and natural products. Our
online supermarkets have also enjoyed steady growth as we
have worked to expand delivery areas and to improve service.
With labor shortages becoming a greater issue, to prevent a
decline in our service levels, we are introducing systems and
improving operations to promote further operational
streamlining.

Policies for FY2024
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Our efforts to strengthen the development of original
products focused on deliciousness and freshness are
producing results, and we will continue these efforts in
FY2024. Particularly for BIO-RAL, our health-conscious and
natural food-oriented brand that is highly supported by
customers, in March 2024 we established the BIO-RAL
Business Division to accelerate growth by tackling new
challenges. For our online supermarkets, we are also

continuing to expand delivery areas and to improve service
quality. Our goal is to operate online supermarkets that are
trusted by our customers just like our brick-and-mortar stores
by introducing new systems and tools to improve productivity
while also increasing customer convenience.

New Initiatives to Strengthen Customer Relationships

Breaking away from
the homogenous

All our employees are strongly committed to breaking away from the homogenous competition, and in addition to our proactive
investment in products, logistics, and stores, we are expanding online supermarkets and using digital technology to strengthen our

com petition customer relationships even further.
When looking ahead to 2030, we expect s \ r
the Japanese food retail market to (1 (2] © Brick-and-mortar stores (5)
contract due to Japan’s declining and Products PC/Logistics e Digital
. . By connecting with local customers and
aging population. However, Japan has m .ﬁ. communicating the “True to LIFE” concept, @
: e “0—"0 all stores will become the absolute top
more than 300 supermarket companies, store in their region
as well as convenience stores, drug ~ Diaital technal .
. igital technology connects
StOFES, and e-com merce, creatlng Attractive products : customers, products, stores,
. inaly i o h t p . @ Online supermarkets and online. Digital
increasingly intense competition that unique to LIFE that Stably providing technoloqy also helps
are full of safe, secure, and 9y P

spans multiple industries. Given this

provide a comfortable

Online supermarkets provide the same

environment, simply having the same
products as neighboring stores and
competing by selling them more cheaply
is not the type of management that will
lead to sustainable growth. Instead, we
are focused on breaking away from the
homogenous competition and
delivering even greater added value to
our customers.

“deliciousness,”
“freshness,” and
“uniqueness,” at

delicious products
with optimal cost
in a timely fashion

“reasonable prices”

convenience, comfort, and quality of brick-
and-mortar stores while accommodating
customers’ lifestyle patterns and day-to-day
conditions such as bad weather by allowing
them to shop at any place and any time

shopping experience both

at brick-and-mortar stores
and online and to make
proposals that suit each

individual customer’s tastes

Data Through data use at our individual headquarters divisions and departments as well as our stores, we realize product lineups
ilizatio and the creation of sales floors that suit the tastes of our local customers

)

Improved Improved productivity is the foundation which is necessary to realize our vision even under the conditions of labor shortages
productivity and rising costs. We support efficient work styles by combining the use of our systems and work process improvements

)
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Main Initiatives in FY2023

Strengthen the development

o Products
to LIFE

of attractive products unique

© Strengthening the development of two private
brand products
Sales of our private brand products have remained strong,
with total sales for the four brands reaching 110.0% of FY2023
net sales. Sales of our reasonably priced brands “Smile Life”
and “star select,” and “LIFE PREMIUM" focused on ingredients
and production methods, etc., have all exceeded previous year
levels. Of our four private brands, BIO-RAL, which focuses on
health and natural products, has enjoyed particularly strong
support from our customers. In FY2023, we significantly
increased the number of BIO-RAL items by 94 from the
previous year to 358. In FY2024, we established the BIO-RAL
Business Division with the aim of further expanding and
developing the brand.

Private Brand Net Sales Compared to
the Previous Year

\
AR I17

108.6%

BI0-RAL

135.6%
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© Developing original products for Delicatessen
Section, Bakery Section, etc.
Net sales in the Delicatessen Section were 105.6% of FY2023
net sales year on year, and net sales in the Bakery Section were
108.6% of FY2023 net sales year on year. As a result of the
development and production of products in both sections
strongly focused on “deliciousness,” “freshness,” and
“uniqueness,” we have also received positive evaluations in
customer surveys. Moreover,
by concentrating the primary
and secondary processing of
products that require
significant preparation at
our food process centers and
satellite delicatessen centers,
we are streamlining
production processes and
reducing the burden placed
on stores. We will continue
to provide delicious bento
boxes, delicatessen items,
and freshly baked bread that
is unique to LIFE.

o PC/Logistics

Brick-and- Enhancing the
mortar stores attractiveness of stores

Addressing the logistics
“2024 problem”

We work to build attractive stores by deepening our
understanding of the regions in which we operate and our
customers. Particularly regarding our product lineups, we
analyze sales data and surveys of residents in our business
regions, and our individual stores and product departments at
headquarters hold discussions and determine product lineups
that align with our business regions. Stores and the
relevant departments at headquarters also discuss issues
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outside of product lineups, and by providing our customers
with various “emotional value” and “functional value,”
we aim to become a company where customers in local
communities say, “It's my supermarket.”

Online Pursuing the convenience and
supermarkets comfort of online shopping

In FY2023, we carried out measures such as expanding our
delivery areas, increasing the number of listed products,
expanding special features in line with seasons and needs, and
proactively participating in sales on Amazon. As a result of
these measures, our net sales increased by 40% from the previ-
ous year to ¥20.0 billion. We are also working to improve pro-
ductivity by streamlining picking operations (retrieving ordered
items from sales floors) and optimizing our delivery systems.

In FY2024, we will continue to implement measures to make
online shopping more convenient and comfortable including
improving product information and searchability, as we work
to achieve our goal of ¥100.0 billion in net sales in FY2030.

Social: “Diversify Shopping Options"

Trends in online supermarket net sales
(LIFE Online Supermarket and Amazon-based online supermarket)

(billion yen) 100.0
100.0
~~ N
20.0
20.0
14.2
100 9.6
53
19 24 3.1
0
2017 2018 2019 2020 2021 2022 2023 ------- 2030 (FY)

Proactive Use of Digital

Technologies (Gr.27)

G’D@ml
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Contribution towards
the realization of a
sustainable and
flourishing society

We believe that we must be successful
in our Corporate Philosophy of
“contribute towards the realization of a
sustainable and flourishing society” to
grow and develop. We must be aware
that sustainability of the global
environment and society are what
allows our business activities in the first
place. To realize our Corporate
Philosophy, we have established five
materialities and approach our work
with the sense of responsibility of a
company listed on the Prime Market of
the Tokyo Stock Exchange.
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Review of FY2023 and Challenges

In FY2023, we carried out various initiatives aimed at
reducing food loss, including donating products to local
children’s cafeterias and offering “on-demand classes (food
education activities)” for elementary school students on food
and the environment (3P.47), and running our bio-gas power
generation business using food residues (raw garbage, etc.)
(r.aD). These initiatives were well received, leading to us
receiving the Grand Prize at the 2023 Osaka Environmental
Awards. Additionally, to continue stably providing products
to our customers, we are cooperating where possible with
our competitors to resolve issues.(>P.46)
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Policies for FY2024

We continue to aim to reduce the amount of food waste and
CO2 emissions. 3P.43) To further reduce the amount of food
waste, by expanding the Al demand forecasting currently in
use for daily delivery food, etc., to our Fresh Produce
Departments and Delicatessen Section, we are working to
increase the accuracy of our ordering and production plans.
Additionally, we will be expanding the contents of our
existing on-demand classes (food education activities) and
expanding locations providing support to children’s cafeterias.
For reducing COz emissions, we are moving forward with the
construction of a bio-gas power generation facility in the
Tokyo region to start operations in 2025, like the one currently
in operation in the Osaka region, as part of our efforts to
further reduce the amount of food waste and CO2 emissions.

Transition Towards the Realization of a Sustainable and Flourishing Society

To realize a sustainable and flourishing society, we are steadily advancing various sustainability efforts. In FY2023, we prepared for new
developments, including the implementation of third-party verification and the establishment of our Human Rights Policy.

| Transition of Sustainability Activities

FY2018
i o Established our i e Revised our i eldentified materialities i o Established our
: : ) : : - . Towards the
procurement ¢ Corporate Philosophy e Endorsed TCFD and started Human Rights Policy lizati P
policy, including ¢ and unified our  information disclosure : andimplemented o |zat_|on o
humanrightsand : approach to . Established a Sustainability ¢ activities to asustainable
compliance i sustainability © Promotion Committee to ¢ disseminate the policy and
i *Revised the LIFE Code strengthen our sustainability i within the Company flourishing
¢ of Conduct, efforts i e Started implementing society

environmental policy,
and procurement

policy in line with our
Corporate Philosophy

i o Established the CO, Reduction

Subcommittee, Food & Plastic
Waste Reduction Subcommittee,
and Social Contribution Activity
Subcommittee

third-party verification
to ensure the
credibility of CO2
emissions disclosure
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Linking the Circle of Kaizen

To undertake initiatives and investments to achieve the
vision for FY2030, securing funding is essential. Amid
various soaring costs including food resources and energy
costs, through our “Kaizen” activities across the entire
Company to streamline our operations and eliminate
waste, we aim to become a more robust Company.

The Circle of Kaizen

The results of self-driven “Kaizen” activities in both our
operations and workplace environments boost motivation
and create a virtuous cycle that leads to both improved
performance and employee treatment.

Two Gears that Drive the Circle of Kaizen

We solidify Kaizen as our corporate culture through the two
wheels of the “optimization” of our PDCA cycle, led by
individual departments and divisions, and “reform,” in which
the Company comes together.

Review of FY2023 and Challenges

® Initiatives at Headquarters

We have formulated and implemented measures for
improved productivity generated by our “division
subcommittees” led by our business division and for the
optimization of non-personnel expenses for the “cost
optimization” initiatives led by our corporate division. We
also held "Welcoming Kaizen Ideas” events at our Tokyo
Headquarters and Osaka Headquarters, which stimulated an
awareness of Kaizen among our employees.

© Initiatives at Stores

We are implementing initiatives to optimize costs centered
on reducing the use of consumable goods and electricity and
to increase productivity by optimizing personnel assignments
at each business site.

© Future Issues

In terms of the first fiscal year of the 7th Medium-Term Plan,
we see the steady advancement of “Kaizen activities” as an
achievement. As we move forward, we believe that it will be
important to shift activities currently limited to parts of our
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| The Circle of Kaizen

Kaizen in
operations

” "

Kaizen in the
workplace

Kaizen in
treatment

The Circle of

\ Kaizen l

Kaizen in <

performance

Kaizen in
motivation

organization to our entire organization with an awareness of
the “linking” between the Tokyo region and Osaka region,
business division and corporate division, subcommittees, etc.

Policies for FY2024

Without changing the basic policy of our Kaizen activities, we
aim to clarify that the activities target “productivity” and
“non-personnel expenses,” to realize “optimization” in each
initiative, and to develop those initiatives into “reforms” that
maximize their effectiveness throughout the entire Company.
To achieve these objectives with a sense of unity and a sense
of speed, in FY2024, we will reorganize our overall
management system and cooperate to advance various
initiatives to transform our Kaizen activities into company-
wide activities.

Like last fiscal year, we also plan to hold employee
participation events to listen to frank opinions from the front
line and formulate measures.

With our Kaizen activities positioned as a guiding
principle in FY2024, we will create a process to reflect the
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| Two Gears that Drive the Circle of Kaizen

Our DNA Our DNA
A culture of serious and A culture that seeks to
genuine persistence challenge anything
% “Cost optimization” and 4
“structural reform”
promoted
simultaneously

Optimiza-

. Reform
tion

Kaizen

« Constantly « Being prepared to
reviewing the . Robust change the status quo
status quo improvement « Project-type initiatives

- Systematizing the in corporate that involve organizations
annual PDCA cycle profitability throughout the Company

results of our activities in our budget, build a framework to
perform annual PDCA, and work to ensure that the ingenuity
of our employees properly connects to results.

I FY2024 Kaizen Initiative System

_ Stores/Centers  [FHHEAS Headquarters-led “Kaizen" Activities H
3 ' H
B i '
% Optimization H
o '
o H
g Optimizing
< _ personnel By business division o
£ Sl ecateach Division subcommittees Linking
Z business site, etc. 30 optimization
.0 a8
al 383 to reform
\_/ ) got
Spreading o Qo
"""""" good Ssg
7\ practices A 7§ 352
0 53
5 N s8¢ A culture of
3 b 52
A constantly
> By corporate division =° o
20 Consumable y corp rising to
2 goods. » Norlm-p'erscl)nngl expenses challenges
g3 Reducing utilities optimization initiatives
N costs, etc. '
22 i
o 9 i
23 i
B ] Kaizen events
2 H “Productivity”
Q ' “Non-personnel expenses”
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ProaCtlve p o o \ / tothe Use of Digital Technologies
Use of Digital SRR Use of digital
. TEREL technologies
Technologies > sorss @ 01 Approach to customers
PC/ =
S oy D Products Logistics Linking “customers,” Provide a convenient and fun shopping
. “products,” “stores,” experience that satisfies customers
Our goal is to be a. company that m = [ =Y aﬁd “online.” A com- P
remains trusted by customers, society, e ome Online fortable shopping
and employees by using digital B cnvironment in brick-
technolg i)és to rgspon%l tog ni:tp')lgts EC T S | AppesdnivempleyEcs
customergs’ diverse needs and by = and online, and
b ! [ suggestions that o ; ;

streamlining the work environment T A Mal_ntaln and improve on decent Worklr_1g
for employees. individual tastes. environments for employees by enhancing

\ J J operational efficiency

p

Data utilization 03 Strengthenlng
company-wide security
L Improved productivity J Initiatives to ensure safe and stable system
operations
\ 4

“Breaking Away from the Homogenous Competition”
Under The 7th Medium-Term Plan and Use of Digital Technologies

Supermarkets used to be able to gain the support of
customers by offering high quality products at reasonable
prices. However, due to changes in society, such as widespread
Internet use, demographic aging, and increase in the number
of single-person and dual-income households, customer
needs are becoming more diverse and complex. By using data
and technology, we are taking on this challenge with

customer-oriented measures, such as offering ways to access
shopping at any time and place, assessing product lineups in
each region, and providing information that matches each
customer’s individual tastes. Furthermore, to address
increasing labor shortages due to population decline, we are
proactively using the latest technologies to streamline our
operations and improve productivity.
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The diverse needs of customers are further accelerating with the widespread use of smartphones and

social media. At the same time, advances in digital technology have made it possible to process and
O 1 ApproaCh to CUStomerS analyze large amounts of complex data. By proactively using the latest technologies, we are aiming

to provide a convenient and fun shopping experience that satisfies customers.

Creating Sales Spaces Supported by Local Customers in Improving Sales Promotions and Convenience that Matches
Each Region Customers’ Individual Tastes
ID-POS data use Renewal of our app
In 2013, we began to evaluate ID-POS data use to better understand information related to To realize optimal customer experiences, we updated the
buying patterns including customer attributes, age, gender, and frequency of store visits. In 2016, design and functions of the LIFE app from the ground up
we created “customer clusters” categorizing customers by their buying patterns using ID-POS and launched the updated app in July 2023. With our #hR ) WBZA BLL
data and started to promote ID-POS data disclosure services for our suppliers. highest priority being the creation of “an app for our HELEDTA47
As of 2024, we have internally and externally analyzed ID-POS data from around five million customers,” we decided that the concept of our updated = st
of our points card members. We are using the results of this analysis to improve product lineups, app would be "Your nearest and dearest neighbor. Your e
store development, and services. As a concrete example, in regions with many dual-income LIFE.” Using the customer purchasing data acquired from
households and many customers who want easy-to-prepare products that do not take much the app and linking “customer understanding” to
time or effort, we have expanded our product lineup of convenient, timesaving products in “comfortable experience,” we provide information,
addition to our basic store development, thereby creating product lineups that align with coupons, and other content that match customers’
regional demographics. Moreover, using Al and marketing automation, we are utilizing individual tastes and needs. App member numbers have
“one-to-one marketing to recommend the best products and services to each customer” through trended strongly since the update, surpassing 1.2 million as
the LIFE app. of the end of FY2023.
. . . Chocolate ™= |ate
Local needs analysis Social media use LAOBT =
In 2012, we launched a “listening to customer feedback” initiative. Since 2016, we have been We use social media platforms such as Instagram and X as
combining “customer feedback” in regions where we open stores with store data from similar contact points where we can constantly connect with our
regions, and started to understand the needs of our target regions and reflect them in our store customers and provide “True to LIFE” content. By
development, including product lineups and services. Even after a store opening, where there are collaborating with other companies and influencers, we
discrepancies with our initially projected regional needs, by verifying customer surveys and the have expanded the scope of our sales promotions and are
data accumulated since the store opening, we make prompt adjustments to our product lineups, now able to provide information to customers that we were
services, and sales floors. Moreover, to respond to customer needs that diversify each year, we previously unable to reach sufficiently through traditional
conduct annual needs surveys that we use to improve and adjust our services and sales floors. media such as promotional flyers. Our younger employees
Through sales of daily necessities to all customers living within one kilometer from our stores, we play an active role in content creation, which helps improve
will provide “the joy of shopping.” Additionally, to become a company that everyone says, “It's my job satisfaction and contributes to human resource
supermarket,” as a community-based supermarket, we are focusing on analyzing and development. As an important information channel used to
understanding regional needs. share the initiatives in our 7th Medium-Term Plan, we will
continue to enhance our use of social media going forward.
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02 Approach to Employees

Measures to
improve
employee
productivity
using digital
technologies

* Robotic Process Automation: Software used to automate clerical tasks performed on personal computers

Initiatives
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The increasing labor shortages due to population decline not only leads to a decrease in customer
service levels, but also to a decrease in the job satisfaction and motivation of employees. We are

working to boost employee satisfaction by proactively implementing the latest technologies and

improving operational efficiency.

Adoption Status

Results

Electronic
shelf labels

Al-driven
demand
forecasting
and
automated
ordering

RPA*

Shift to
Paperless

We are using electronic shelf labels
not only as an alternative for point of
purchase (POP) and price cards, but to
further streamline our operations by
using the LED blinking function to aid
in displaying products and managing
product expiration dates.

Automated ordering not only
addresses labor shortages by reducing
ordering time, but is effective in
reducing food waste and out-of-stock
products by eliminating discrepancies
in ordering accuracy caused by
different people being responsible for
ordering.

RPA was introduced in 2017 as a
framework to automate rote, manual
entry tasks performed on personal
computers. We are also working to
expand the scope of RPA use to the
automated entry of handwritten text
in the system by linking RPA with
Al-OCR.

Through a joint initiative between all
divisions and the Information Strategy
Division, we are using various systems
to promote the shift to paperless for
previously paper-based documents
such as application forms, submitted
documents, and meeting materials.

As of October 2023, we have
completed the introduction of
electronic shelf labels at 133 stores in
the Tokyo region. We are expanding
our introduction of electronic shelf
labels, with introduction complete in 34
stores in the Osaka region as of
February 2024.

Al-driven demand forecasting and
automated ordering were introduced in
the food division (daily delivery food) of
all our stores in FY2020. We began a
trial of the system in our Fresh Produce
Departments in FY2023 and aim to
continue to expand the departments
covered by the system.

As of February 2024, we had 167 active
RPAs, mainly in our departments of
corporate function headquarters. We
also plan to expand the scope of
development to business-related
departments.

Digitization is progressing for a wide
range of documents including circular
approval forms, travel and commuting
fee request forms, and personnel
evaluation forms. We are also holding
paperless meetings using our company-
wide wireless LAN environment.

» Reduced POP rotation tasks (POP tasks
reduced by 10,000 or more per store)

» Reduced costs related to POP paper
and printed sales promotion materials

» Aided in product display and product
expiration date management

» Achieved 200,000 hours saved
annually company-wide by reducing
ordering time for daily delivery food

» Going forward, we aim to introduce
the system to the Fresh Produce
Departments to save an additional
100,000 hours or more annually
company-wide

» As of February 2024, we are saving
around 30,000 hours annually
company-wide through RPA

» By automating rote tasks, we aim to
further streamline operations

) Facilitates faster processing by
allowing applications and approvals
to be completed remotely

) As there is no need to secure storage
locations, the time spent searching for
documents is greatly improved

Labor-saving,
process
improvements,

improved
process
accuracy
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The evolution of digital technology serves to provide new value to customers and to increase productivity.
At the same time, as the volume of data that includes personal information and confidential information
increases, so does the need for security measures to use these new technologies, and therefore for stronger
company-wide security. Here, we introduce the initiatives that we are carrying out to strengthen our security.

03 Strengthening

Company-Wide Security

We are building a systems platform to realize our digitization strategy that responds flexibly to
the changing times, and working to provide services and systems that both enhance the
customer experience value and work productivity. To continue being a company that is trusted
by our customers, society, and our employees, we must safely and stably provide those services
and systems, and are working to strengthen security in different areas.

Prior to the COVID-19 pandemic, we completed the company-wide introduction of a virtual
desktop environment in which data does not remain on devices. In addition to acting to prevent
data leaks, this system has produced significant results in facilitating work styles such as telework
that are not limited to specific devices or places.

Meanwhile, with the threat posed by cyberattacks changing daily, information leaks and
system malfunctions can have a serious impact on our business. To respond rapidly to incidents
that threaten security, in 2020, we established LIFE-CSIRT, an organization directly overseen by
the President within the Risk Management Committee tasked with protecting our entire
organization. In August 2023, the IT Service Department acquired the ISO/IEC 27001:2013 (JIS Q
27001:2014) certification, an international standard for information security management
systems (ISMS). We are also working to acquire privacy marks (third-party certification of our
security system for personal information) as part of our efforts to further enhance our
information security.

Main Security-Related Initiatives

® LIFE-CSIRT

By preparing daily for unforeseen incidents*,
we work to be able to respond quickly
internally and externally to minimize their
impact when they do occur. Specifically, we
perform system vulnerability investigations,
collect information on security trends,
conduct email attack preparedness drills
with our employees, etc.

CSIRT

In August 2020, we joined Nippon CSIRT Association.

*Here, “unforeseen incidents” refers to information
security-related incidents or attacks

® ISMS certification acquisition

The IT Service Department has acquired
ISMS certification as part of its efforts to
build a rigorous information security
management system. By regularly
identifying, analyzing, assessing, and
considering countermeasures for
information asset risks, we are working to
eliminate and reduce risks.

iISms-AC

ANSI National Accreditation Board
ACCREDITED

B [50/1EC 170211 S
MANAGEMENT SYSTEMS
CERTIFICATION BODY

® Personal information protection
initiatives

Based on our “Personal Information Protection
Policy,” we take a serious approach to protecting

personal information. By consolidating the

customer information dispersed throughout our

point cards and online supermarkets in an

integrated platform, we ensure a higher level of
security while realizing operational streamlining.

e System updates

Continuing to use older systems not only
prevents the Company from benefitting
from the latest technologies, but also poses
difficulties in enacting the security responses
necessitated by the changing times. In
addition to proactively introducing the
latest technologies, we review existing
systems as needed.

Main System Updates

. Expense calculation
© 2022 October: system

. Workflow and document
0 2023 May: management system

. Customer management
® 2023 June: system

® 2024 March: Core systems at centers




OUR STRATEGY

Relocation of
Tokyo
Headquarters

On February 26, 2024, we relocated
our Tokyo Headquarters to Shinagawa
Seaside. We have positioned this
relocation as an important measure in
our growth strategy. As part of
“Investment in employees,” one of the
main themes in our 7th Medium-Term
Plan, we aim to create opportunities
for employees to grow and thive, and
to lead to more efficient work styles
and improved productivity.
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Background of the Tokyo Headquarters Relocation

0 More efficient work styles

By creating an office environment that
boosts work efficiency and concentration
while stimulating communication among
employees, we hope to increase
productivity by improving our employee
satisfaction level.

e Promoting health management

In designing the layout of the new Tokyo
Headquarters, to help our employees
perform to the best of their abilities, we
focused on a comfortable office
environment and break areas to allow them
to reset and refresh as needed.

o Enhancing the support system

We are accelerating our goal of breaking
away from the homogenous competition by
introducing facilities to strengthen our
product development capabilities.
Moreover, we are supporting the growth of
our human resources by creating
environments for training and education.

Toward a company where employees say, “l want to work at LIFE

° Enhancing security

We set individual security levels by zone in
our Tokyo Headquarters, limiting who is
given authority to use confidential
information, and used the Tokyo
Headquarters relocation as an opportunity
to further promote the shift to paperless
operations.

"

We took advantage of the Tokyo Headquarters relocation to implement many different measures.
We will continue to advance a wide range of possibilities so that not only our employees but also
students looking for jobs and other jobseekers say, “| want to work at LIFE.”
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0 More efficient work styles

e Enhancing the support system
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o Promoting health management
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o Enhancing security

o Stimulating communication

With more departments now assigned to
the same floor, in addition to work-related
conversations, it has facilitated conversations
through the smallest of triggers, and
interaction between employees has become
more active.

® Improving meeting rooms and
other meeting spaces

The number of meeting rooms and other
meeting spaces has increased by around one
and a half times. This allows for smoother
communication whenever necessary.

® Partially introducing
free-address offices

We have introduced the free-address office
system mainly for departments whose
members are often out of the office and
have installed personal lockers for employees
to store their belongings and documents.

o Establishing a product
inspection room

We opened our product inspection room like
those in our food process centers at our
Tokyo Headquarters. This shortens inspection
times and facilitates discussion in the early
development stages, leading in turn to more
efficient product development.

® Expanding our test kitchens

By expanding our test kitchens and boosting
our product development capabilities at our
Tokyo Headquarters, we are accelerating our
goal of breaking away from the
homogenous competition, while also
building an environment to enhance training
for our store employees.

o Setting up a library

We included a library corner with a collection
of industry journals, business magazines, and
specialized literature to support independent
learning.

® Spacious, bright break areas

The break areas have been expanded by
around one and a half times. The break areas
in the old headquarters were in the
basement, but now we have comfortable
spaces with plenty of sunlight that allow our
employees to reset and refresh.

® Open, comfortable office areas

The office floors are open with high ceilings
and no columns. Surrounded by large
windows, the bright and comfortable
environment boosts concentration.

® Absence of smoking rooms

There are no smoking rooms in the new
Tokyo Headquarters. By creating an
environment that encourages employees to
stop smoking, including subsidizing costs for
smoking cessation therapy, we encourage
our employees to live healthy lifestyles.

® Ensuring highly confidential
office spaces

For divisions that handle confidential
information such as the corporate division,
we have ensured highly confidential
spaces that comply with our privacy mark
acquisition on an individual department
level.

o Setting security levels by area

We have segmented security levels by floor
including the guest reception floor, the office
floors, and the executive floors and limited
entry based on authorization using IC cards.

® Promoting the shift to paperless

We used the relocation as an opportunity to
reduce the number of file cabinets by 140.
By further promoting the shift to paperless,
in addition to eliminating the risk of loss and
the time spent searching for paper
documents, we are promoting flexible work
styles including telework.
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At a Glance — Financial Highlights

ﬁ crarer )3

—_—,—

5 CONTENTS 33

Operating revenue Gross profit ratio Ordinary profit Profit/ROE
(million yen) (%) (million yen) (million yen) (%)
850,000 35 30,000 SEE 20,000 25
31.0 311 31.4
809,709 s 326 ;- ° PY 25,000
800,000 30 s
20000 20,015 13,327
768,335 '
259,146 765,426
750,000 25 15,000 14558
714,684 10,000
700,000 20
5,000
650,000 0 0

2019 2020 2021 2022 2023 (FY)

New stores and growth of existing stores contributed to a record

2019 2020 2021 2022 2023 (Fv)

Gross profit ratio was driven by the Process and Daily Food

2019 2020 2021 2022 2023

Ordinary profit performed well alongside growth in

(FY)

2019 2020 2021 2022 2023

(FY)

Profit increased by over 20% YoY, similarly to ordinary profit.
ROE has continued to exceed 10% over the past six years.

operating revenue and gross profit ratio, and was the
second highest recorded since the ¥28.1 billion in FY2020
during the COVID-19 pandemic when demand for eating at

high of ¥809.7 billion. Revenue exceeded ¥800.0 billion for the first
time since the Company's founding, achieving a 20th consecutive
year of operating revenue growth.

Department and Marine Products Department. Price settings
that are conscious of quality and price balance and the

* Accounting Standard for Revenue Recognition, etc. applied from FY2022
(figures prior to FY2022 are before application).

growth of value-added products resulted in an increase of 0.3
percentage points YoY.

home was high.

M Profit ®ROE

Equity ratio Capital expenditures ROIC PBR
(%) (million yen) (%) %)
60 35,000 15 20
47.7
15
45 34 __-® 12 ps , 15
40.8 - 24,225 : -
364 o—° 22,817 93 o \1.3 13
0/ 19,867 89 Py 14 ®, o
31 V ; 9 .\ / \. /
0o * 10 w
6 ® 74
6.3
15 05
3
0 o 0

2019 2020 2021 2022 2023 (F)

The equity ratio increased to 47.7% due to continued corporate
structural improvements and increased profit levels. Financial
stability increasing annually.

2019 2020 2021 2022 2023 (Fv)

Capital expenditures were ¥22.8 billion, the same level as in
the past two years. In addition to investments into new and
renovated stores, we are also focusing investments into
systems to improve productivity.

2019 2020 2021 2022 2023

ROIC increased by 1.9 percentage points YoY due to a rise in

(FY)

operating profit and fall in interest-bearing liabilities. The

Company monitors whether ROIC exceeds the cost of capital

by 6% or higher.

2019 2020 2021 2022 2023

(FY)

PBR up 0.2 YoY, exceeding 1.0 times for the past six years,

which is generally considered as undervalued.
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Final amount of food waste (per sales)/ Store recycling and collection CO2 emissions (Scope 1+2) Number and ratio of
Recycling ratio mid-career manager hires
(kg/million yen) (%) (t) (1000t- CO3) (%) (Persons) (%)
45.00 426 90 1,000 220 150 600 54
40.00 80
. 200 125 500 45
35.00 . 70
(@] o
30.00 o 65.5 65.3 60 180 100 400 36
25.00 e 50
160 75 300 27
20.00 245 40
15.00 : : 24 233 30 140 50 200 18
10.00 20
120 25 100 9
5.00 10
o 129 127 o 100 o o o
2019 2020 2021 2022 2023 (FY) 2019 2020 2021 2022 2023 (FY) 2019 2020 2021 2022 2023 (FY) 2019 2020 2021 2022 2023 (Fn)
Having expanded the number of stores implementing food Expanded the number of stores recycling clear trays to around Newly installed solar power generation facilities at four sites, Promoting the mid-career hiring of diverse talent with various
product recycling and promoting food waste reduction 140. Thanks to customer cooperation, resource recycling leading to highest ever energy creation. Having also experiences, skills, and qualifications who will become
initiatives at existing stores, final amount of food waste per volume has reached a record high. promoted energy conservation initiatives, base units were immediate assets. Mid-career hires account for 34.5% of
sales reached a record low. 79.2% compared to FY13. full-time employees (As of the end of February 2024).
M Final amount of food waste (per sales) W Trays MIPET bottles M Milk cartons W CO2 emissions @ Compared to FY13 @ Compared to FY13 (base units) B Number of managers (including those responsible for working hours management)
M Recycling amount (per sales) ~ ® Recycling ratio B Number of Store Managers/Section Managers and above
* Having revised the weighing method for PET bottles in FY2022, the figures for * Base units: operating hours x total floor space ® Ratio of managers (including those responsible for working hours management)
FY2021 and earlier have been adjusted according to the new method. * Figures before third-party verification ® Ratio of Store Managers/Section Managers and above
Number and ratio of female managers Ratio of employees with disabilities Ratio of male employees taking Average years of continuous service
childcare-related leave
(Persons) (%) (%) (Years)
200 40 100 20.0
335
L]
3.22
797 15.4 15.4 15.4 153 153
160 2.89 80 oy o
30 150 o ® ®
261
2.50
12 *—o——0—0 €0 50.9 /
2090 22 23 23 23 4;3 o 100
80 40 / \\ ,/
/ *
hd 354
1.0 323 50
40 20
0 0 0 0
2019 2020 2021 2022 2023 (FY) 2019 2020 2021 2022 2023 (F) 2019 2020 2021 2022 2023 (FY) 2019 2020 2021 2022 2023 (Fv)
In 2012, we launched the "Women's advancement With an understanding of the characteristics of employees with By working to help employees with their work-life balance Average years of continuous service has remained stable at
promotion project," and in FY2023, the ratio of female disabilities from a diversity viewpoint, and therefore creating a and encourage them to extend their careers with the 15.3 years. Aiming for further sustainable growth by
managers reached a record high of 10.6%. workplace environment in which they can demonstrate their tal- Company, the ratio of male employees taking childcare- becoming a company where our employees say, “l want to
ents and expertise, the ratio of employees with disabilities is main- related leave, etc,, is increasing. keep working at LIFE.”
tained at a level above the legally mandated employment ratio.
M Number of managers (including those responsible for working hours management) ® LIFE CORPORATION @ Legally mandated employment ratio

M Number of Store Managers/Section Managers and above
® Ratio of managers (including those responsible for working hours management)
® Ratio of Store Managers/Section Managers and above
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Financial Capital Strategy

Harunobu Okada

Executive Officer and
COO of Corporate Finance and
Accounting Division

Continuing growth investment
and shareholder returns while
strengthening our financial
foundation to increase our
corporate value
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® Review of FY2023

My name is Harunobu Okada. | took my post as COO of
Corporate Finance and Accounting Division of the Company in
May 2024. | have been involved in the field of corporate finance
for around thirty years, as the CFO and in positions involved with
finance, M&A, and management planning of companies in
Japan and overseas. | hope to use this experience to strive to
further increase our corporate value.

With the reclassification of COVID-19 to a Class 5 infectious
disease in Japan, society at large is gradually returning to pre-
COVID conditions. At the same time, the business environment
surrounding food supermarkets is growing increasingly
challenging, with rising procurement costs and increasing sales
of food products by other industries. Given these conditions, as
an existing post-COVID initiative, the Company has been
opening new stores. Additionally, to respond to changes in
customer needs and diversification, we have made the largest
renovation investments ever to remodel existing stores.
Moreover, as part of our response to the increasing difficulty in
securing personnel, we have pursued systems investment in
semi-self-checkout registers, Al-ordering, and electronic shelf
labels. In terms of investment in employees, we also strove to
improve employee satisfaction through proactive initiatives to
improve employee treatment, including raising base pay. As a
result of these initiatives, in FY2023 we achieved record
operating revenue of ¥809.7 billion and an ordinary profit of
¥24.9 billion, our second-highest ever following the record high
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in FY2020 during the COVID-19 pandemic. These results marked
a strong start to the first fiscal year of the 7th Medium-Term Plan.

e Strengthening our financial foundation and
diversifying our fundraising
With a structure in place to produce stable, high-level profits, we
are continuously generating free cash flow. As part of our cash
flows from operating activities, while allocating for capital
expenditures, we are also gradually paying down interest-
bearing liabilities. Our equity ratio has continued to increase in
recent years, rising from 31.0% at the end of FY2019 prior to the
COVID-19 pandemic to 47.7% at the end of FY2023, as our
financial foundation has steadily strengthened.

However, based on the belief in the importance of having
diverse fundraising methods and with a view to having a way to
directly access the market without being limited to traditional
indirect financing, in July 2024, we acquired our first credit
rating (Long-term Issuer Rating). We received an “A” rating from
Japan Credit Rating Agency, Ltd. (JCR), with our strong business
foundation of dominant urban centers, our ample PB product
strength, and our various initiatives aimed at breaking away
from the homogenous competition all being well received. The
acquisition of the credit rating facilitates flexible fundraising
through direct financing.

By possessing a strong financial foundation and diverse
fundraising methods, we will support business growth from a
financial perspective.

Trends in Investment Results (> P.66 )

(million yen)

Trends in Equity Ratio

Receiving of a New Credit Rating

30,000 29,256 60 —
477 Receiving date July 2023
24,225
25,000 22,848 22,817 43.4
45 40 8 0/ Institution name JCR
19,867 36.4
31.0/0 L )
) ong-term
15,000 30 o Target rating g-en
Issuer Rating
10,000
15
5,000 Rating A
(Stable)
0 0
2019 2020 2021 2022 2023 (FY) 2019 2020 2021 2022 2023 (FY)
B New stores Renovation M IT and digital systems B Centers Others
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e Continuing our growth potential

To achieve further growth in our businesses, we will continue to
invest over ¥20.0 billion annually in capital expenditures.

In addition to of course new store investments, renovation
investments to rejuvenate existing stores and systems investments
to effectively use our human resources are also important.

We continue to open around ten new stores each year. Our
goal is to reach 400 stores by FY2030, but we are not only focused
on the number of store openings. We will also carefully evaluate
our investment recovery plans and store profitability in deciding
to open new stores. Because we have built a product supply
system using our food process centers, we are now able to open
smaller stores in urban centers. Our BIO-RAL stores also allow us
to differentiate ourselves from the traditional supermarket format,
and because new store openings are possible in smaller spaces
such as within commercial facilities or station premises, we now
have more opportunities for new store openings than in the past.

Toward our goal of 400 stores, while maintaining this
foundation of organic growth, we are also evaluating as another
possible option M&A with companies with which we share
similar corporate philosophies, compatibility, and management
synergies.

e Approach to the cost of capital

To evaluate whether appropriate returns are being secured on
invested capital, we use the rate of ROIC (Return on Invested
Capital) as a company-wide management indicator. We
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recognize a capital cost (Weighted Average Cost of Capital) of
around 5% and have set ROIC of 6% as the minimum threshold
to exceed our cost of capital. We regularly monitor these levels,
and in recent years, ROIC has trended steadily above our
established threshold (FY2023 ROIC: 9.3%).

Thanks to our strong financial results, our equity ratio
continues to rise, and with it, our financial soundness. However,
so that our stakeholders view us positively from the standpoint
of capital efficiency, while continuing to invest in capital
expenditures and to provide shareholder returns, to enhance our
medium- to long-term corporate value, management will
continue to hold discussions on the optimal capital structure,
cost of capital, and ROIC levels.

How we balance financial soundness with capital efficiency
will become even more important going forward, and as such we
will develop a financial capital strategy with an eye on the future.

e Strengthening IR activities

To realize management with an awareness of cost of capital and
our share price, we are strengthening our IR activities. In addition
to financial results briefings held twice every financial year,
quarterly small meetings, and one-on-one meetings, we will
now be disclosing our financial results reference materials
quarterly instead of twice every financial year, as we expand
information disclosure with a focus also on frequency. Moreover,
to create broad understanding among our shareholders and
investors of our medium- to long-term growth strategy, we have
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embarked on new initiatives including releasing the “Video
Message by the President on the 7th Medium-Term Plan” and
holding dialogues with our management starting with the
Representative Director and President.

We are also providing English versions of our new financial
results reference materials and message videos. As a company
listed on the Prime Market of the Tokyo Stock Exchange, we
expect the number of global investors to increase and are
working to improve our English-language disclosure.

With an awareness of the connection with all our
stakeholders starting with our shareholders and investors, we
will continue to provide understandable, timely information
disclosure and to create new opportunities for dialogue.

e Shareholder returns

In April 2023, we announced our new shareholder return basic
policy of “While maintaining a basic policy of paying dividends,
targeting a dividend payout ratio of 30%, the Company will also
remain mindful of continuing to pay stable dividends with a
dividend on equity ratio (DOE) of 3% as a guide,” with a view to
emphasizing the return of profit to our shareholders in
conjunction with the medium- to long-term growth of the
Company. We increased our FY2023 dividend by ¥20 for our
highest ever dividend totaling ¥90 per share and resulting in a
DOE of 3.3%. The return of profit to our shareholders will remain
one of the our most important policies, and we will continue to
consider a wide range of responses.

Cash Allocation

~m » Expansion of new store openings toward 400 stores
*m » Rejuvenation of existing stores

gital
systems

» Expansion of electronic shelf labels
« Introduction of cart and smartphone POS systems

1D JuBWISAAU|

* Scale expansion of processing and distribution centers

Centers . . . e
« Installation of bio-gas power generation facilities

4D bunesado

Others

Shareholder .
return pol » Enhancement of the return of profits

— Emediee: * Repayment of interest-bearing liabilities
improvement pay! 9

» Renewal of existing store facilities, major repairs, etc.

Trends in ROIC
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Companies are established on the premise of a sound society, and we advance

various sustainability initiatives to fulfill our responsibility for the continuity of 51 Corporate Governance

that sound society. Moreover, to ensure even more thorough corporate governance, 56 Compliance
in May 2024, we transitioned to a company with an audit and supervisory committee. 57 Risk Management
In this chapter, we explain our approach, systems, and 58 Outside Director Roundtable Discussion

main initiatives related to the environment, society, and governance

that act as the foundation that supports our corporate activities. 61 Corporate Officers
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Sustainability Management

Message from the
Officer in Charge

Sustainability is at
the heart of
management

Tomehisa Morishita

Director and Senior Managing Executive Officer
Group CEO of Corporate Functions Group
Headquarters and COO of

Information Strategy Division

Chair of the Sustainability Promotion Committee

We believe that the continuity of a sustainable environment and society is an essential
premise in corporate growth.

We have taken steps to create a strong company-wide awareness of this management
principle. In 2021, we updated our Corporate Philosophy of “contribute towards the
realization of a flourishing society” to include the premise of “sustainable” and formed our
current Corporate Philosophy: “Through ‘reliable management with noble aspirations,’
contribute towards the realization of a sustainable and flourishing society.” Along with this
update, we reorganized our ESG-related initiatives to form five materialities that act as the
platform of our sustainability management.

So that all our employees recognize the importance of sustainability management and
become personally involved with sustainability in their work, we made “Contribution
toward the realization of a sustainable and flourishing society” one of our main themes in
the 7th Medium-Term Plan.

Our medium-term plan was formulated through discussions and decision-making on
the basic policies at the Board of Directors, followed by discussions on the individual
initiatives by the front lines. Through this process of discussing sustainability-related
themes, we are able to become personally involved on a company-wide basis in promoting
sustainability initiatives.

Promoting sustainability management is naturally the job of companies first. However,
there are also many matters that are addressed through the relationships among
individual employees and local communities, etc. Rather than one specific person or group
being responsible for implementing sustainability initiatives, it is important to maintain the
awareness that sustainability is the job of all employees.

We will continue to take a serious approach to global environmental and social issues
as well as governance, striving to be a Company that is trusted by all of its stakeholders.
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Our Sustainability Promotion Framework

To respond to materialities related to society and the environment, we have established four
subcommittees based on individual materiality themes. Reports and recommendations are given
to the Sustainability Promotion Committee on the measures and plans prepared at each
subcommittee as well as the state of progress of initiatives, and the individual initiatives are
promoted from a company-wide perspective following the final decision by the Board of Directors.

Sustainability Promotion Committee Framework

Board of Directors

Report/propose Direct
Sustainability Promotion Committee
Chair: A Corporate Functions Group officer

Vice chair: A Director or Executive Officer nominated by the committee chair

Members: COO of General Affairs Division; COO of Human Resources Division; COO
of Corporate Finance and Accounting Division; COO of Compliance
Division; General Manager of Corporate Strategy and Planning
Department; General Manager of IR Department; General Manager of
Sustainability Management and Promotion Department, and other
Directors and department managers nominated by the chair, as well as
officers and employees of Group companies

Organizer: Sustainability Management and Promotion Department

Report/propose Direct

Subcommittees

Food Waste Plastic CO2
Reduction Reduction Reduction

Social Contribu-
tion Activity

Members: Related departments
Organizer: Sustainability Management and Promotion Department

Coordinate Execute

Each Department: Business Group HQ, Development Group HQ,

Infrastructure Group HQ, Corporate Functions Group HQ
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Sustainability Promotion Committee Meetings (FY2023)

Meeting / Date Held

Agenda(s)

Information disclosure according to the TCFD

ik ik 22, 2022 recommendations for FY2023

2nd May 31, 2023 Plan to achieve CO2 emission reduction targets
Progress report on reducing CO2 emissions and

3rd July 11,2023 food waste

" SUALLY Plan to achieve CO2 emission reduction targets

CDP information disclosure for FY2023
Status report on legal compliance

4th October 2, 2023 Future policy on supporting children’s cafeterias

Report on acquiring third-party guarantees

5th November 6, 2023

6th November 20, 2023

7th December 4, 2023

Establishment of our Human Rights Policy

8th December 18, 2023

Status of Subcommittee Activities

Following discussions with our Process Food Departments and Quality
Assurance Department, we promoted the reduction of food waste by
changing the display format of our expiration dates from “year/

Ecex;icvt\i/g;te month/day” to “year/month,"” revising our sell-by dates, and changing
our discount sales methods. We have also pursued the roll out of
successful case studies of reducing food waste at our model stores to
connect to company-wide initiatives.

Together with the General Affairs Department, we promoted the
expansion of collection locations for clear trays and expanded the use

Plastic of recycled trays made using collected trays to promote the effective

Reduction use of resources. Furthermore, in our private brand development at
our Product Departments, we worked to reduce our plastic use by
using paper packaging materials, etc.

Based on our CO2 reduction plan through 2030, we have adjusted the

CO2 contents of our agreements to introduce off-site corporate PPA. We

Reduction also newly installed solar panels at four locations to promote the
reduction of CO2 using renewable energy.

We established an activities policy for our local community
contribution activities and proactively implemented on-demand

Social classes and events on food and environmental learning for children in

Contribution local communities in partnership with our stores. Moreover, we

Activity promoted local community contribution activities for the children

responsible for our future, including expanding the regions in which
we donate products to children’s cafeterias.
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Process for Identifying Materialities
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We have identified five materialities according to the process shown below. In the domains related to the identified
materialities, we are engaged in activities to increase sustainability and raise corporate value.

STEP ﬂ

Survey current conditions

® We conducted interviews with
relevant people within the
Company and compiled
descriptions of current conditions
and initiatives.

© To conduct the materialities
analysis, we identified social issues
to be considered in light of
guidelines (demands from society)
including GRI, SASB, SDGs, and ISO
26000.

We have compiled an Action Plan
as a specific activity plan for our
five areas of materiality.

STEP 2

® To visualize their importance, we
mapped individual social issues by
plotting “Impact on society” (our
own analogous evaluation) on the
y-axis against “Impact on the
Company” on the x-axis.

® We identified high-impact social
issues as our materialities from
these two viewpoints.

Formulating Our Action Plan

The state of achievement of the
Action Plan and the results of our
initiatives are reported annually in
our Integrated Report.

STEP 3

® After consolidating these material
social issues and describing
initiatives, etc., we sought the
advice and opinions of external
experts.

o Following internal reviews,
including by management, the
Board of Directors deliberated
them and provided a final
validation.

We plan to revise our Action Plan
as necessary based on the
changing needs of society, etc.

YbIH

A1a100s uo pedw)

Impact on the Company

Evaluate and map social issues from a
“society” and “Company” viewpoint

Extract items of importance for
“society” and the “Company”

High

Consolidate and arrange the extracted items to

identify the “five materialities”
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Our Materiality and Action Plan
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Materiality Initiative theme Action plan FY2023 results
- Promote reduce, reuse, and recycle - Amount of food recycled: 18,147.9t (amount per sales: 23.3kg/million yen)
@ Reduce food waste . ' ' o * Food recycling ratio: 65.3%
E Final amount of food waste per sales: -50% by 2030 (compared to FY2017) - Final amount of food waste per sales: ~29.1% (compared to FY2017)

Reducing the burden on the

environment ©) Reduce plastic waste

- Restrict emissions from stores and centers, strengthen resource recycling
collection, and change containers, trays, and packaging

- Amount of PET bottles collected through resource recycling: 862t/97.8% (compared to 2022)
- Number of stores that collected clear trays: 140
- Expansion of recycling tray use

i— =3

€ Reduce CO2 emissions

- Promote energy conservation, conduct energy creation initiatives, use
renewable energy
-+ COz2 emissions (Scope 1 & 2):-50% by 2030 (compared to FY2013)

* Electricity usage in existing stores: 98.7% (compared to FY2022)
= CO2 emissions (Scope 1 & 2): 199,402t/96.0% (compared to FY2013) *Figures before third-party verification

S @ Ensure safety and security

Providing safe, high

« Establish a supply chain quality assurance inspection system
- Introduce a food safety management system at food process centers

- Prepared the installation of a product inspection room at the Tokyo Headquarters and
strengthened the system for confirming the safety of developed products

- Strengthened food safety and hygiene management training for employees at food process
centers

- Prepared for digitizing private brand product specifications to publish on online
supermarkets

value-added products
and services

© Promote responsible
procurement

- Procurement that takes into account human rights and the labor
environment; procurement that complies with laws, regulations, and social
norms; procurement that takes into account safety verification and health

- Developed upcycled products
- Started displaying the format of expiry dates from “year/month/day” to “year/month” and
revised sell-by dates

© BIO-RAL business

- Enhance product development and store openings, roll out the business
across existing stores, build operations, and strengthen education
* BIO-RAL business: Quickly reach 20 stores and net sales of ¥10.0 billion

- Stand-alone BIO-RAL stores: seven; existing LIFE stores with BIO-RAL corners: approx. 290

* Private brand net sales: ¥7,035 million (up 135.6% compared to FY2022); number of private
brand items: 358

« Established BIO-RAL Business Division

€ Run stores stably

S

- Use hazard maps to ascertain risk levels at each of our business sites
- Formulate, update, practice, and implement business continuity plans

- Launched “Tokyo region Supermarket Logistics Study group,” formulated and declared
“Industry-Specific Voluntary Action Plans”

- Reduced the number of trucks by distributing and consolidating deliveries from own centers
to stores

Contributing to local
communities as infrastructure
for everyday life

@ Diversify shopping
options

- Delivery services, online supermarket services through our own website and
Amazon, and enhance “last mile” delivery through LIFE HOME DELIVERY
- Online supermarket business: ¥100.0 billion in net sales by FY2030

- Expanded stores that offer LIFE Online Supermarket: +19 stores (13 in the Tokyo region and 6
in the Osaka region)

- Expanded service area for our online supermarket service through Amazon: +3 stores (One in
the Tokyo region and two in the Osaka region)

|
(ele)
P © Contribute to
local communities

- Continue and expand food education activities, and children’s cafeteria and
foodbank contributions

- Held food education activities at 232 locations (participants: 15,134)

- Collaborated with nine manufacturers on food education (participants: 246)

- Supported children’s cafeterias with new initiatives started in three areas in the Tokyo region
(Arakawa Ward, Setagaya Ward, and Toshima Ward), and four areas in the Osaka region
(Toyonaka city, Gose city, Yao city, and Kyoto Prefecture)

S @ Diversity

- Promoting active participation of women, employment of people with
disabilities, mid-career hires, and non-Japanese talent

- Female managers: 194 (10.6% of total managers)

- Employees with disabilities: 688 (employment rate of 3.35%)

- Number of mid-career manager hires: 565 (30.8% of total managers)
* Foreign technical interns: 501

Creating a motivating workplace
environment where diverse

personnel can thrive @ Health management

- Promote initiatives focused on health and safety management as well as
health maintenance and enhancement

- Conducted regular health examinations and stress checks
- Implemented “specific health guidance”
« Established various counselling services and helplines

© Human resource strategy

- Develop talent systematically and strategically through a cycle of recruitment,
placement, training, and evaluation

- Personnel changes and placements made based on personnel data
- Employee career development through human resource strategy meetings, use of internal
recruitment system

G € Corporate governance
Forming an organization with

- Strengthen the corporate governance structure and meetings, establish the
Nomination & Remuneration Advisory Committee, strengthen IR activities

- Number of Board meetings: 17 (to improve effectiveness, off-site meetings, etc., with officers
used to reenergize discussions)

- Number of Nomination & Remuneration Advisory Committee meetings: 14; financial results
briefings: two; small meetings: nine; individual interviews: over 200 in total

high value and ethics

© Compliance

- Exercise thorough compliance, steadily implement the LIFE Code of Conduct,
carry out employee training, set up an appropriate internal reporting system

- Conducted compliance training through conferences and other meetings, in addition to
regular training

- Established Human Rights Policy

* Implemented training for internal reporting desk staff
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With the rapid global destruction of the environment, frequent abnormal weather events, exhaustion of natural resources,
etc., one of our greatest challenges is reducing the burden on the environment. We aim to realize a circular and
decarbonized society by reducing CO2 emissions, cutting food waste, and reducing plastic waste—actions for

which our own business activity has a large impact upon the environment—as we endeavor to lower the

environmental burden arising from our business activity.

Reduce CO2 Emissions

Roll out of bio-gas power generation facilities
In 2022, our Tempozan bio-gas power generation facility in

Ninety-four percent of the CO2 generated by us
comes from power use. First, we will prioritize placing
the utmost attention into self-reliant efforts toward
energy conservation and energy creation. For the
remaining energy required, by procuring renewable
energy, we will work to reduce our company-wide
COz2 emissions volume.

FY2023 Initiatives and Results

Evaluations by a third-party organization

We implemented our first third-party evaluation,
hiring an external third-party organization to evaluate
the validity and accuracy of our figures for CO2
emissions (Scope 1 and 2) for each of our business
sites. (Third-party organization: SOCOTEC Certification
Japan Limited)

Basic Philosophy €02 emissions by energy source (5p 66) the Osaka region began operations. In FY2023, we processed
4,446 tons of food residues (raw garbage, etc.) With the
“ facility operating smoothly and producing results, we are now
I Electric power building a new bio-gas power generation facility next to our
'Eg\?ﬁuel Kurihashi food process center in the Tokyo region which is
FY2023 1 Gasoline scheduled for completion in FY2025.
results
Heat
HLPG
Energy creation (3 p 66) CO2 emissions (Scope 1&2) (> p.66)
(million kwh) (1000t- CO2) (%)
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Expanded introduction of

solar power generation facilities

We newly introduced solar power generation facilities
at four locations: Toyosu Store, Nishiogikubo Store,
Omoriminami Store, and Sakuranomiya Store. \We are
promoting the reduction of CO2 emissions through
the renewable energy created from our solar power
generation facilities at a total of 24 locations. The
total volume of power produced per year by these 24
solar power generation facilities is 1,772,294 kWh.

(FY) (FY)
I Solar power generation M Bio-gas power generation M CO2 emissions ® Compared to FY13 ® Compared to FY13 (base units)

FY2024 Action Plan

Based on our CO2 emission reduction plan by 2030, we are promoting the reduction of CO2
emissions through new forms of energy conservation and energy creation, including the
installation of energy-saving facilities and solar power generation facilities. We are also moving
forward with discussions with power companies on the medium- to long-term supply of
renewable energy including off-site corporate PPA.
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Response to TCFD

@ Please see our website for details.
http://www.lifecorp.jp/company/sustainability/environment/tcfd.html (In Japanese)

We recognize the social and environmental issues attributable to climate change as urgent issues.

We comply with the approach of the Task Force on Climate-related Financial Disclosures (TCFD),
while collecting and analyzing the necessary data.

Governance The Board of Directors and the Sustainability Promotion Committee monitor climate-related
risks and opportunities. For details on the structure of the Committee, see p.38.
We have examined “physical risks,” such as abnormal weather brought about by climate
Strate change, and “transition risks,” such as the introduction of policy regulations and changes in
9y market requirements. While keeping an eye on FY2030, we have conducted a scenario
analysis and estimated the financial impact.
) Among the risks extracted by the Sustainability Promotion Committee, we identify climate-
Risk . ) b
related risks that are important to the Company and assesses their importance on the two
management P, ” wtr O "
axes of “likelihood of occurrence” and “financial impact.
Scenario-Specific Assumptions
Scenario Assumptions

Less than
1.5°C/2°C

Regulations and policies toward decarbonization are strengthened, and measures to combat
climate change are required. As a result, costs such as carbon taxes created by various regulations
and policies, and business investment related to energy conservation and renewable energy
measures as well as expansion of information disclosure are expected to increase. Furthermore,
customers have increased desire for decarbonized and low-carbon approaches to products and
services, and action on climate change from companies is strongly desired. If not addressed,
customer attrition gains momentum, reputational risk increases, etc., leading to potentially
greater transition risks. On the other hand, the greater severity and increase of natural disasters,
etc., caused by climate change will be kept in check to a certain extent, so physical risks are
assumed to be relatively low compared to + 4°C.

4c

Inadequate measures to fight climate change, increased abnormal weather, rising sea-levels,
more severe natural disasters, etc., are expected to increase physical risks. Therefore, there is
greater impact on the operation and management of stores and food process centers and
product procurement, which in turn could have an impact on finances.

Due to said effects, demand for BCP-compliant products and services will increase, and the cost
of purchasing and introducing them is expected to increase. On the other hand, policies and
regulations to reduce greenhouse gases do not make much headway, and transition risks are
estimated to be low.

Regarding the medium-term target of lowering Scope 1 & 2 CO2 emissions by 50% by 2030
(compared to FY2013), we have set targets from FY2022.

E CONTENTS

Risk Map Envisioned for 2030

We have prepared a risk map that assesses “likelihood of occurrence” and “financial impact” on its two
axes. Given the nature of the supermarket business, we believe that risks are quite prevalent based on
our scenario-specific assumptions. By enhancing and prioritizing responses to risks while steadily seizing
opportunities, we believe we can lessen the impact on operations as much as possible.

I
=
= ® Monetary damages from flooding and o Higher costs due to
power outages electric power rate
o |nsufficient product supply due to damage increases
to suppliers and logistics functions o Higher tax burden
o Costs incurred responding to renewable due to introduction
energy procurement, capital investments of carbon taxes
in the introduction of corporate PPA, etc.
. e Higher capital investment due to CFC
3 e Increased customer regulations
2. attrition and ® Higher costs for substitute goods due to
2 reputational risk if plastic regulations High i ;
3 climate change is not ® Investment costs incurred for energy ° Igd erre rlge_ran_on
] addressed conservation equipment Elnle | Ellr Eeln |t|cc;n|ng
o Risk of additional disposal and recycling i, INEEERS
costs repair costs
® Rising sea temperatures leading to changes in fish
suppliers and reduced catches. Deteriorating quality of fish
e Increased crop damage caused by insects or pests, etc.,
leading to deteriorating quality of raw materials and
increased procurement costs
Likelihood of occurrence High
Financial Impact Regarding Risks Envisioned in 2030
Scenario Assumptions Financial impact
Carbon tax Cost increases associated with a carbon tax (annual) ¥2,393-2,792 million
Electricity rates from Higher procurement costs for electricity derived from ¥170-680 million
renewable energy renewable energy (annual)
Decline in gross profit from temporary store closures -
Damage from (per store per day) ¥2-4 million
flooding, power Dedine e — " "
outages, etc. ecline in gross profit from service interruptions a ¥80-120 million

centers (all centers per day)

« Carbon tax price in developed countries: $140t-CO2 (less than 2°C scenario); 1$ = ¥120-140

+Our CO2 emissions: approx. 142,452t-CO2/year (50% reduction compared to FY2013)

* Electricity rates derived from renewable energy: prices ¥1-4/kWh higher (compared to electricity rates other than
renewable energy)

* Our electricity usage derived from renewable energy: 170,000MWh/year (renewable energy ratio of 30%)

*Impact of damage from flooding, power outages, etc., is estimated based on total gross profit from stores and centers
(assumed to be £20%)


http://www.lifecorp.jp/company/sustainability/environment/tcfd.html
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Reduce Food Waste

Basic Philosophy

To make the most use of limited resources, we promote a reduce, reuse, and recycle policy in all the
processes involved in the design and procurement of ingredients of our private brand products,
manufacturing at our food process centers, and manufacturing, sales, and disposal at our stores.

FY2023 Initiatives and Results

Initiatives at food waste reduction

model stores

e Establishing model stores for food waste and
loss reduction

e Visualizing waste and loss data

e Sharing information between managers and
night-shift employees

o Setting waste reduction targets by section

e Setting sales space display volumes by time
frame

¢ Enhancing waste sorting and building
cooperative systems with our customers

T s e

- A

Checking for omissions in setting the final discount
prices during the night shift at the Moriguchi Takii Store

Changing the display format of expiry dates for

private brand products from “year/month/day” to “year/month”

For our private brand products including Smile Life, LIFE PREMIUM, and BIO-RAL, we are
changing the display format of expiry dates for processed food products from “year/month/day”
to “year/month.”

In displaying expiry dates, a “year/month” display is recognized for products for which the
period between the production date and the expiry date is greater than three months. By
changing the display method, we are working to streamline product management and to reduce
the food waste generated by expiry date management.

\
AN

BIORAL

The Tempozan bio-gas power generation
facility wins the “New Energy Award!”
Our Tempozan bio-gas power generation
facility won the New Energy Foundation’s
“New Energy Foundation Chairman'’s
Award.”* The award was won in the
Introduction Activity category of the “New
Energy Award 2023" run by Japan’'s New
Energy Foundation with support from the
Ministry of Economy, Trade and Industry for
the Tempozan bio-gas power generation
facility's “large-scale use of food residues
(raw garbage, etc.) discharged by food
process centers for energy.”

*Since its launch in 1996, “the New Energy Award" has been open to a wide range of entrants related to new energy, etc.,
including for the development of devices, the installation of facilities, etc., activities to create awareness, and cutting-edge
business initiatives. Awards are presented after a stringent and fair screening process with the goal of encouraging the adoption
of new energy, etc.

Final amount of food waste (per sales) and recycling ratio (3 p g6

(kg/million yen) (%)
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W Final amount of food waste (per sales) M Recycling amount (per sales) ® Recycling ratio

FY2024 Action Plan

In our efforts to reduce food waste, we are working to improve ordering accuracy by expanding
our Al-driven ordering to our Fresh Produce Departments, revising our sell-by date and discount
sales methods, creating awareness among customers of “taking the product from the front,” etc.
We are also developing “upcycled products” to create new products that add value to ingredients,
including creating dried fruit made from the cores of pineapples that had previously been recycled
into animal feeds and fertilizers. Additionally, we are donating products that cannot be sold
because of damaged packaging, etc,, to children’s cafeterias. These are some of the examples of
the various means that we are using to reduce food waste.
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Reduce Plastic Waste

Basic Philosophy

As the environmental impact of waste plastic, starting with marine pollution, becomes an issue, we
recognize that as a business that uses large amounts of plastic, we have a significant social
responsibility. As such, we are working to reduce the volume of the plastic packaging used in our
business. Additionally, we are collecting plastic containers and trays at our stores and encouraging
shoppers to use their own bags, etc., as we work to realize a circular society together with our
customers.

FY2023 Initiatives and Results

Expanding the introduction of recycled trays

Plastic trays used for fresh produce and delicatessen items, etc., are being replaced with recycled
trays. Also, by reusing and recycling the trays collected from our customers at our stores , we are
reducing plastic by using recycled trays.

Trends in recycling of resources

(0]

1,000
800
600
*Having revised the
400 measuring method for
PET bottles in FY2022,
200 the figures for FY2021
and earlier have been
0 adjusted according to

2018 2019 2020 2021 2022 2023 (FY) the new method.

W Trays M PET bottles M Milk cartons

FY2024 Action Plan

In addition to replacing plastic trays with recycled trays, we plan to educate our employees and
create awareness among our customers. Also, by expanding the stores that collect clear trays that
previously could not be collected, we will work to reduce plastic and our CO2 emissions with the
cooperation of our customers.

Other Environmental Activities

Clothing recycling

From September 30 to October 9, 2023, we held our
first “Clothing Collection Campaign” at Central Square
Nishinomiyahara Store, Minamitsumori Store, and
Sekime Store. We collected a total of 1.6 tons of
clothing, and in addition to recycling it as a raw
material for automobile interior materials and
commercial cleaning cloths, some was reused in areas
including Southeast Asia.

Holding the “LIFE Sustainability Tour”

The "LIFE Sustainability Tour” was held at Kawasaki
Oshima Store and attended by eleven groups and 28
people.

Using LIFE’s original pamphlet, “The Book of, Let's
Think About the Future Together.,” which discusses
issues such as global warming and marine plastic
trash, the participants learned about environmental
issues. The participants then toured both the store
and its backyard to see the actual initiatives being
conducted by LIFE in response to these issues,
including resource recycling and energy conservation.

Agreements related to promoting resource
recycling, etc.

On December 1, 2023, in partnership with 10 local
governments in the northern Hokusetsu district of
Osaka, including Toyonaka and Takatsuki, we
concluded agreements to coordinate and cooperate
both to reduce food loss and to promote resource
recycling of plastic, including packaging, etc. We will
continue to cooperate with local governments as we
work to reduce food loss and waste plastic.
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Social

Our businesses provide products and services to our customers through various processes that include raw material procurement,
development, manufacturing, logistics, sales, and delivery. This integrated value chain is established through the understanding
of diverse stakeholders including our customers, suppliers, employees, and members of local communities. By building a robust
quality assurance system, we work to provide safe and secure and high-quality products. We also work to resolve social issues
with the cooperation of our stakeholders, including resolving the logistics problem throughout the entire supply chain,
diversifying shopping options, contributing to local communities, respecting human rights, and promoting diversity.

SOCIAL

Basic Philosophy

Our Quality Assurance System

Here, we explain the various systems in place to provide safe and 2*“
secure products to our customers. ﬁ m

® Product Development System
For new products, we verify the safety of the raw materials

oM il P

(Stores)

(Food Process and
Logistics Centers)

being used and the manufacturing methods, conduct Manufacturing and Preparation,
sensory evaluations and microbial tests for prototype T _ processing,
products, and make prior confirmation that the products Purchase and dizplaviandbales
are safe and delicious through their expiry date. procurement Sorti : —_ J
. orting an isplay an
e Store Quality Control System ] delivery sales

Our stores create and comply with hygiene management

plans that incorporate the HACCP approach of focused management to avoid serious incidents.
Inspections are conducted at each store twice annually to confirm safe product manufacturing

Perishables
Delicatessen
ingredients

® Internal purchasing
standards

. @ Inspection of

© Inspection systems at
each center

‘e Operations based on ISO

® Inspection of products
being sold*
© Hygiene manager

and sales processes. production sites 22000 and FSSC 22000 inspections
e Food Process Center (FPC) Quality Control System . C '”Specfﬁon of - © Hygiene management © Quality control
. s . roducts : manufacturing facilities inspections inspections
Our FPCs have acquired global standard food safety standard certifications*, and each year we e ; P

confirm that our manufacturing and initiatives to create safe food products are improving
through inspections by external companies.

® Private Brand Quality Control System
We confirm compliance with our voluntary standards
prior to sales for new outsourced manufacturing plants
and regularly for plants for existing products.

For new products, specially assigned, highly
experienced experts confirm specification sheets so that
safe, high-quality products can be manufactured.

® |[nspection System
We have established product inspection centers in the Tokyo region and Osaka region. The
product inspection centers conduct inspections and verify the safety and quality of products
that are for sale, being developed, requested, etc., centered on in-house products. There is also
a product inspection room at each FPC to ensure reliable quality control.

 Fresh produce food process centers: ISO 22000 acquired at four centers
 Delicatessen items food process centers: FSSC 22000 acquired at two centers

*Food safety standard certification acquisition

Perishables

Delicatessen
ingredients
Daily delivery
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® Inspection of
documentation

i ® Traceability
- @ Testing of production

samples*

‘e Facility management

inspections
® Employee education and
training

® Measurement checks

Slswoisnd)

*Microbial testing, physical and chemical testing, etc.

FY2024 Action Plan

To provide safer and more secure products, we will strengthen safety confirmations during
product development as well as in-store hygiene management. To strengthen quality control, our
food process centers are enhancing the rolling out of successful case studies and measures for
preventing the recurrence of incidents, and gathering knowledge on the frozen foods business.
We are strengthening the human resources that can handle diverse quality assurance tasks, and
are working to streamline operations by creating databases from new private label product
specifications, new inspection data, etc.




OUR FOUNDATION

%\ CHAPTER 04

—

5 conTENTS 4 (

Addressing the Logistics “2024 Problem”

Basic Philosophy

Logistics are extremely important for food supermarkets. With logistics issues such as the “Logistics
2024 problem” growing more serious, to provide stable, sustainable product supply to stores,
existing business practices and operations throughout the entire supply chain including not only
the Company but also manufacturers and wholesalers must be significantly reviewed.

We consider our responses to logistics issues on both an “upstream” basis from manufacturers
and wholesalers to our own centers, as well as on a “downstream” basis from our own centers to
our individual stores, and carry out initiatives at each level.

Upstream Initiatives

P Y=ok el mapetsu

Launch of the “Supermarket Logistics
Study group” BEFA4T Yryaoko
The "“Tokyo region Supermarket Logistics Study KASUMI
group,” launched on March 16, 2023 with four
companies including the Company, has expanded
to include 16 companies as of May 2024 and has
changed its name to the “Supermarket Logjistics
Study group.”

Based on the approach that the logistics field is
a cooperative sector rather than a competitive
sector, the Supermarket Logistics Study group is
evaluating measures including the creation of

BTokyuStore BEmEE NFTIWR
ALty EFlsewano
OII2 OGEVSP STz
B 2SS B7-Fe2g-

4 A+-3-73F-

industry standard rules and shared deliveries
among different retailers to streamline logistics
throughout the entire supply chain.

“Supermarket Logistics Study group” initiatives
® Promotion of four declarations toward building
sustainable logistics
¢ Revise the order times for standard processed
food products
¢ Ensure sufficient lead times for orders and
deliveries of bargain products and new products
o Alleviate delivery deadlines (adopt 1/2 rule)
e Streamline operations with logistics BMS
e Initiatives to reduce cargo waiting and handling times
* Measuring cargo waiting and handling times
e Introducing and improving the operating capacity of berth reservations systems

Won the “Supply Chain Innovation Excellent Award”
in the “Supply Chain Innovation Award 2023" held
by the Ministry of Economy, Trade and Industry

 Creating Industry-Specific Voluntary Action Plans and submitting them jointly from the three
supermarket groups

Downstream Initiatives

Initiatives for logistics from our centers
to our individual stores

At present, we make five daily product
deliveries from our centers to our more than
300 stores in the Tokyo region and Osaka
region. Traditionally, the highest volume of
deliveries were made prior to stores
opening, and because the volume of each
delivery varied significantly, many delivery
trucks were necessary.

To address this issue, in May 2023, we
began to vary the products being delivered
and to standardize the volume of cargo
delivered to stores on each truck. Through
this initiative, the turnover of delivery trucks
increased, and we succeeded in
streamlining operations.

Also, for certain products, we extended
the time from product ordering to store
delivery and streamlined the sorting process
within our centers, etc., working to reduce
waiting times for truck drivers.

FY2024 Action Plan

In terms of our upstream initiatives, we will continue to work to reduce cargo waiting and
handling times for trucks at our logistics centers. We also aim to resolve issues for not only
processed food logistics but also throughout the entire supply chain for low-temperature product
logistics such as fresh produce and chilled foods.

In terms of our downstream initiatives, we plan to evaluate various issues involved in extending
product delivery times and to establish our approach going forward.
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Diversify Shopping Options

We provide shopping choices that match demographic aging, the increase in dual-income
households, and changing lifestyles. By providing the same level of convenience, comfort, and
quality of our stores in our online supermarkets, which allow customers to shop at any place and
time, we aim to contribute towards the realization of a sustainable and flourishing society.

We have two online supermarket services, the “Life Online Supermarket” and our online
supermarket service through Amazon. Through these two services, we are able to deliver the
products handled by the Company to an even broader range of customers.

FY2023 Initiatives and Results

The number of stores that provide Life Online Supermarket services rose by 19 stores in FY2023 to
a total of 118 stores. Combined with our online supermarket service through Amazon, we have
created an environment that allows us to provide online supermarket services to a large part of
the areas where we have a store presence. We will continue to expand the areas covered by our
online supermarket services to areas in which we currently do not deliver and to areas where we
launch new stores, working both to expand our capacity and to improve our service level.

Solving different concerns through online supermarkets

Carrying shopping is Rainy, hot, or
heavy and bulky cold days
-

< &
)

‘/

Difficult to shop
with small children

Too busy to go ’
shopping
Hurt or sick

Contribute to Local Communities

Basic Philosophy

We contribute to local communities through our
food supermarket business, conducting various
activities for communities in the areas where our
stores are located and our stakeholders, such as
food education activities, donating products to
children’s cafeterias, and participating in local
environmental events.

On-Demand Classes

LIFE's on-demand classes for food education and environmental learning

We provide on-demand classes for food education and environmental learning mostly for
regional elementary schools and kindergartens. In FY2023, these on-demand classes were held
at a total of 232 locations and attended by 15,134 people.

Our food education classes teach about how the nutrients in foods work in the body and
aim to deepen understanding of the importance of vegetables, which are lacking in many
people’s diets.

In our environmental learning, students learn about global warming, the issue of marine
plastic trash, and food loss using original educational pamphlets.

We are also proactively implementing cooperative programs with our manufacturers as we
work, using diverse contents to increase interest in foods and to help people feel a sense of
enjoyment with food.

We will continue to develop new programs, to communicate the enjoyment and importance
of food to children in even more regions in Japan, and to share information about environmental
issues with them.

Food education activities () p g6

(Participants) (Classes)
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Cooperative programs with manufacturers

Using the knowledge of our manufacturers, we hold
programs aimed at increasing interest in food and
learning about the power of food. In FY2023, we held
cooperative programs with nine manufacturers that
were attended by a total of 246 participants.

Manufacturer Event

Parent/child food education and chewing experience class

LOTTE Co., Ltd. ) ) )
First shopping experience

Kirin Beverage Company, Limited Parent/child food education and tea class

Cooperative food education on-demand classes

Kikkoman Food Products Company Parent/child food education and soy sauce class

KANEKA CORPORATION Parent/child SDGs food education

KAGOME CO,, Ltd. Let's eat plenty of vegetables! Food education experience class

House Foods Corp. Parent/child food education, and curry and spice class

Nisshin Seifun Welna Inc. Parent/child food education and “eco-nomiyaki” cooking class

MEGMILK SNOW BRAND Co., Ltd. Parent/child “let’s learn about eating and milk” class

POKKA SAPPORO Food & Beverage Ltd. Parent/"child “let’s learn about eating and the power of
lemons” class

Winning awards

The results of our everyday
activities were recognized at
the Ministry of Agriculture,
Forestry and Fisheries’ “8th
Shokuiku Activities Awards —
Corporate Category,” in which

we were awarded the “Food #8E -,r; ERER
Safety and Consumer Affairs HA-T2RRA
Bureau Chief Award.”

We were also awarded the grand prize at the 2023
Osaka Environmental Awards held by the Osaka
prefectural government in the corporate activities
category for our initiatives to reduce food waste to
contribute towards the realization of a sustainable
and flourishing society.

Support Children’s Cafeterias

Support children’s cafeterias

To support the growth of the children responsible for the future of local communities through
food, we donate food to children’s cafeterias. To deliver broad-based support to the children’s
cafeterias spread throughout each region, we coordinate with regional social welfare councils,
etc., to continuously donate food using
the “LIFE Model.”

In FY2023, we launched new
initiatives in three areas of the Tokyo
region (Arakawa Ward, Setagaya Ward,
and Toshima Ward) and four areas in the
Osaka region (Toyonaka city, Gose city,
Yao city, and Kyoto Prefecture) and
donated a total of 21,786 food items and
everyday goods.

Food Donations Using the Life Model

Children’s

cafeterias
Children’s
cafeterias

Children’s
cafeterias

LIFE
Stores
Logistics centers

Social welfare
councils, etc.

Children’s
cafeterias
Children’s
cafeterias

FY2024 Action Plan

Regarding support for children’s cafeterias, we plan to further expand our activities using the
“LIFE Model” in coordination with regional social welfare councils, etc., to provide support to even
more children’s cafeterias. We also plan to improve the contents of our on-demand classes and
food education programs to contribute to helping the children responsible for our future grow
up healthy.




%\ CHAPTER 04

—

OUR FOUNDATION B contents 49

LIFE CORPORATION Group’s Human Rights Policy

Respect for Human Rights

FY2023 Initiatives

To prepare to establish our Human Rights Policy, in FY2023, we held discussions at the
Sustainability Promotion Committee on pursuing initiatives related to the respect for human
rights. The process of establishing our Human Rights Policy included assessing the risks faced by
the Company regarding human rights, selecting key themes for our human rights initiatives, and
incorporating those themes into our policy.

We are also focusing on activities to create awareness among our employees regarding the
respect for human rights. With the establishment of our Human Rights Policy, we have posted

Based on LIFE Corporation Group's Corporate Philosophy of “Through ‘reliable management with noble
aspirations,’ contribute towards the realization of a sustainable and flourishing society,” “Our goal is to
be Japan's best supermarket that remains trusted by customers, society and employees.” In building
these relationships of trust, we believe that it is important to respect the character, individuality, and
diversity of every person associated with our Group, as well as the human rights of each person and
their individual dignity. The human rights policy is being established based on these principles.

1. Basic Philosophy to work in good physical and mental health

internal notification posters with the goals, background, and actions required of each of our

Based on the Group's Corporate Philosophy, we
recognize the importance of respecting human

with a sense of security.

employees, provided e-learning materials, regularly sent internal email newsletters, etc. to explain rights in all our business activities. We run our 4. Human rights due diligence
our new policy carefully . We are pursuing business in accordance with the U.N.'s "Guiding We build mechanisms for human rights due
initiatives with an emphasis on the importance of Principles on Business and Human Rights” and diligence. In addition to assessing the negative
individual | derstandi support and respect international norms of impacts and risks of our business activities on
ourinaividual employees unaerstanding our human rights, including the U.N.’s “International human rights, we strive to prevent and minimize
Human Rights Policy and implementing it in their Bill of Human Rights,” and the International these impacts and risks.
everyday work. Labour Organization’s (ILO) “Declaration on
Fundamental Principles and Rights at Work.” 5. Dialogue and discussion
Through dialogue and discussion with the
< Internal notification posters . Scope of Application relevant stakeholders, we work to improve our
We will apply this policy to all officers and initiatives related to the respect for human
employees of our Group. Moreover, we will work rights.
= : to obtain the support of our business partners
R for this policy. 6. Education
EH - 28— KHMAEITRE HHE| We provide the appropriate education so that all
' . Key Themes Related to Human Rights officers and employees of our Group can
by As a Group operating mainly a community-based properly understand and implement our human
i [ i supermarket business, we believe that initiatives rights policy.
A&ﬁ&ﬂ:gb\r O related to the following themes are particularly
important from the standpoint of respecting 7. Relief
human rights. Where it becomes clear that the business
(1) Respecting diversity and eliminating aqivities GififS Grou.p e negfatively aﬁected
(¥ - 2024%4A discrimination or mvc_)lved _humarj rights, we will hold dialogue
m HAFTFEUF HAEAR W S R ) and discussions with the relevant stakeholders
3 e respect individual diversity including ) )
. S and work to provide relief through the
different cultures and ways of thinking, )
gender, and age, and strive to eliminate all TP (O
A Internal e-learning materials forms of discrimination. 8. Person Responsible

FY2024 Action Plan

In addition to continuous activities to create awareness among our employees, we also plan to
pursue human rights due diligence in our product procurement with the cooperation of our

suppliers.

(2) Appropriate working environments
We strive to build working environments that
fulfill safety and hygiene standards, that are
free from unfair labor practices and
harassments, and that allow our employees

We will carry out initiatives related to the respect
for human rights with our Representative
Director and President as the person responsible
for implementing our human rights policy.

(Being established following resolution of the Board of Directors of LIFE CORPORATION held on February 28, 2024)
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Promote Diversity

Basic Philosophy

We aim to be “a company that makes the most of its diverse personnel” by creating a working
environment that ensures diversity including gender, nationality, age, etc. in which each individual
can exercise their abilities and knowledge. As an organization to promote initiatives toward these
goals, we have established the Diversity Promotion Office.

FY2023 Initiatives and Results

. . . Appointed Female Managers
Promoting active participation of women

To promote the active participation of women, we are
expanding the range of departments and duties to
which women are assigned and promoting staff who
are working reduced hours due to childcare obliga-
tions to management positions. Led by the Office for
Diversity Promotion, we are distributing guidebooks
to improve understanding of the systems related to
nursing care and childcare, offering support for
employees returning to work after childcare leave,
including individual interviews and gatherings for
staff who are working reduced hours due to childcare
obligations, and the provision of training in prepara-

Number of female managers
(including those responsible for
managing working hours)

End of FY2023  Target for FY2024

194 » 215

(10.6% of the total)  (12.0% of the total)

Number of female Store Managers,
Section Managers, and above

End of FY2023

tion for a return to work. As of the end of FY2023, we
had 194 female managers (10.6% of the total), and 3 7
our FY2024 target is 215 (12.0% of the total).

(5.9% of the total)

Number of female managers
working reduced hours

End of FY2023

18

Promoting opportunities for mid-career hires

We employ a diverse array of people, regardless of age or gender, with specialist skills in our stores’
sales sections, product development at food process centers, store building design, certified public
accountants, tax accountants, etc. As of the end of FY2023, mid-career hires made up 30.8% (565
employees) of our managerial positions.

Promoting diverse work styles and — [
active participation Hﬁ’fﬂﬁ ="
We have created an environment that allows our

employees to choose diverse work styles that match

QL BOEACHN AR S,
A BESTARUDESLIE, IMORED

their individual lifestyles, including taking childcare EmenataciamaL.
leave and using our reduced working hours system. 1 2*:_“:5:,5;;3;_‘::&? f
As of the end of FY2023, the percentage of male S ARARROLTHCVIL R

ur=7

employees taking childcare-related leave was 79.7%,
and 167 staff worked reduced hours (164 women
and three men).

Sharing the experience of a
male employee taking childcare-related leave

Promoting employment of people
with disabilities
To promote the creation of a corporate culture in
which people can support each other and play active
roles regardless of disability, we actively conduct
regular visits to various support schools, manage job
experience programs at our workplaces, etc.

As of the end of FY2023, 688 employees with
disabilities (3.35% of the total workforce) were
working with us.

Receiving a letter of thanks from the city of
Kyoto for our long-term employment of
people with disabilities (November 2023)

Promoting foreign employees

We employ foreign technical intern trainees from
Vietnam, Thailand, Myanmar, and other countries at
our food process centers and in some of our stores. As
of the end of FY2023, 501 foreign technical intern
trainees were working with us.

Technical intern trainees working in
our Bakery Section

FY2024 Action Plan

We will increase the number of store management positions to create a system in which
management staff can continue working even while providing childcare and nursing care. In
addition, we will promote the creation of workplaces where diverse personnel can thrive, such as
expanding the assignment of female employees to sales departments, aggressively promoting
young employees to managerial positions, and creating posts in which senior staff can utilize
their experience.
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Under the Corporate Philosophy, “through reliable management with noble aspirations, contribute towards the realization of
a sustainable and flourishing society,” the LIFE Group ensures compliance and achieves sustainable company growth to
enhance the Group’s contribution to society as a supermarket group trusted by all stakeholders. Because of this, the Group
continuously strive to fulfill corporate governance to realize transparent, fair, swift, and bold decision-making.

Transition to a Company with an Audit and Supervisory Committee (Purpose)

We have transitioned from a Company with a Board of Corporate Auditors to a Company with an
Audit and Supervisory Committee following approval of amendments to the Articles of Incorporation
at the 69th Annual General Meeting of Shareholders held on May 23, 2024. The purpose of choosing
to be a Company with an Audit and Supervisory Committee as the organizational structure is to “(1)
Strengthen the supervisory function of the Board of Directors” and “(2) Expedite decision-making.”

(1) Strengthen the supervisory function of the Board of Directors

We aim to further enhance corporate governance by strengthening the supervisory function of the
Board of Directors and further strengthening the monitoring system through the appointment of
Audit and Supervisory Committee Members, who are responsible for auditing the execution of
duties by Directors, as members of the Board of Directors. The purpose of the Audit and Supervi-
sory Committee is to improve the effectiveness of audits and supervision by having Audit and
Supervisory Committee Members with voting rights on the Board of Directors conduct audits.

(2) Expedite decision-making
We aim to expedite the management’s decision-making and further enhance corporate value by
allowing the Board of Directors to extensively delegate decisions of business execution to Directors.
Pursuant to the provisions of the Companies Act and the Articles of Incorporation, all or part of
important business execution decisions can be delegated to executive Directors, with the purpose of
creating a system where the Board of Directors can concentrate on discussions relating to manage-
ment strategy and issues, as well as expediting decision-making. Specifically, simultaneously with our
transition to a Company with an Audit and Supervisory Committee, we amended both our “Board of
Directors Rules” and “Management Strategy Meeting Rules,” elevated the standards to submit mat-
ters to the Board of Directors, decided on the scope of delegation of matters to the Management
Strategy Meeting, and elevated the standards to submit matters to the Management Strategy Meet-
ing. Furthermore, to facilitate faster decision-making including the level of execution below the Man-
agement Strategy Meeting, we revised the standards of authority for decision-making throughout
the entire Company and delegated some authority for decision-making to lower-level employees. By
raising the monetary threshold for each level of decision-making, we are creating a greater level of
responsibility for those making decisions with the goal of boosting motivation, increasing the quality
of decision-making, and contributing to the future development of management personnel.

The Company will continue to strive to engage in transparent, fair, expeditious, and bold deci-
sion-making, to achieve sustainable corporate growth, and to enhance our medium- to long-term
corporate value.

Corporate Governance Structure (as of June 21, 2024)

Appointment | Dismi

Accounting
Auditor

issal Appointment | Dismissal

Audit and Supervisory
Committee
Audit and Supervisory
Committee Members:
4intotal
(including 3 independent
outside Directors)

voday

A

Accounting audit report

General Meeting of Shareholders

Appointment | Dismissal

Board of Directors
Directors (including

Auditand Supervisory  consultation

Committee Members):
o> 11in total - Nomination &
3 & (including 6 independent Report Remuneration
== outside Directors) Advisory Committee:
) 3 members

I A
Agenda items

I t
Accounting | !
audit | |
Coop

eration Audit Cooperation

Selection Business execution report

Supervisor

(including 2 independent
outside Directors)

Cooperation 3

A\,

v
nternal Audit Office

Business audit

v

Department/Store

v
Representative Director

— Internal Controls System

Management Committee

[ Sustainability Promotion Committee

— Management Strategy Meeting

— Risk Management Committee

Compliance
Computer Subcommittee
Security Team
(LIFE/CSIRT) Safety Action
\ Subcommittee
Group Company
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Composition of the Board of Directors, Audit and Supervisory Committee, and Nomination & Remuneration Advisory Committee (as of June 21, 2024)

Organizational structure

Company with an Audit and
Supervisory Committee

Directors

11 (including six independent
outside Directors)

Chairman of the Board

Representative Director

Audit and Supervisory
Committee Members

Four (including three independent
outside Directors)

Director term of office

One year/Two years (Audit and
Supervisory Committee Members)

Adoption of
executive officer system

Yes

Voluntary Advisory Committee
of the Board of Directors

Nomination & Remuneration
Advisory Committee

Accounting Auditor

KPMG AZSA LLC

Changes in the Composition of
Directors Who Are Independent

QOutside Directors

50.0% @
/

54.5%

Board of
Directors

Inside
Five

Total: 1 1

(two women)

Outside
Six

Directors’ Skills Matrix

Outside
Three

Audit and
Supervisory Committee

Total: 4

(one woman)

Inside
One

Outside
Two

Nomination & Remuneration

Advisory Committee

Total: 3

(No women)

Inside
One

When reviewing our skill items, we held discussions at the Nomination & Remuneration Advisory Committee on the skills demanded of the Company’s
Directors based on the positioning of the Board of Directors. Furthermore, in creating our skills matrix, after identifying the knowledge and experiences
possessed by the Directors from their work histories, etc., discussions were held at the Nomination & Remuneration Advisory Committee.

Business management

Sustainability

HRand

Finance and

Legal and

International

Store

44,40, ® Name Position(s) in the Company On:gigigz:ioerrﬁl and £SG labor | accounting | compliance Digital experience Sales | Logistics development
./ Takaharu Iwasaki Representative Director and President ® ® ® (] ®
5 Tomehisa Morishita | Director & Senior Managing Executive Officer (] (] [ J (] [} (]
Takashi Sumino Director & Managing Executive Officer [ J
5 4 Jun Adachi Director and Executive Officer [}
Hiroko Kono Outside Director [ ] [ ] [}
Takashi Katayama Outside Director [} [} [}
4 Akihiro Tada Outside Director (] (] (] [ J
Kaoru Sueyoshi Director (Audit and Supervisory Committee Member) [ ]
Koichi Narita Outside Director (Audit and Supervisory Committee Member) [ ] [ ] [ ] [ ] o [ ) [ ] o
zl\(;lza%/_ 2’::;.;/_ 2’(\3/';)1/_ Naoko Miyatake Outside Director (Audit and Supervisory Committee Member) L]
Shigeyuki Mito Outside Director (Audit and Supervisory Committee Member) [ ] [ ] [ ]

Inside Directors

M Outside Directors

The above table does not represent all of the expertise and experience possessed by each Director.
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Role of Various Corporate Governance-Related Committees

Nomination & Remuneration Advisory Committee: This committee is comprised of three Directors
selected by a resolution of the Board of Directors, with a majority of members being independent
outside Directors. To ensure the transparency and objectivity of discussions, the chairperson of
this committee must be an independent outside Director. The committee held 14 meetings in
FY2023. Topics discussed at these meetings included the possibility of further improvements to
the officer remuneration system, the appointment and dismissal of Directors, the appropriateness
of remuneration levels, and the selection of Executive Officers. Results of deliberations were
reported to the Board of Directors.

Internal Controls System Management Committee: The role of this committee is to ensure
appropriate governance by considering whether internal control systems are being administered
properly, reporting the results of these deliberations to the Board of Directors, and proposing
solutions to any issues.

Risk Management Committee: This committee examines risks relating to the business activities of
the Group, reports the results of its deliberations to the Board of Directors, and proposes courses
of action. The committee manages the Computer Security Incident Response Team “LIFE-CSIRT,” a
permanent unit created to help prevent incidents impacting the Group’s computer security, and
to minimize the harm caused by any such incidents.

The committee has also established the Compliance Subcommittee for developing a
framework to promote compliance and monitor the status of compliance, and the Safety Action
Subcommittee for developing a framework to improve quality centered on safety and security,
and monitor the status of initiatives.

Sustainability Promotion Committee: Please see (3P.38).

Board of Director Meetings in FY2023

Number of meetings Total members Directors Corporate Auditors Chairman
8 4 :
Board of Representative
Directors 17 12 (including 4 independent (including 3 independent Director
Outside Directors) outside Corporate Auditors)

The number of Directors and Corporate Auditors who attend Board meetings is set at a level that will allow substantive
(Overview) discussions, taking into consideration various factors including the creation of an effective management structure as
well as expertise and diversity.

Corporate governance (evaluation of the effectiveness of the Board of Directors and internal control systems, etc.)
Nomination and remuneration (remuneration and selection consultation to the Nomination & Remuneration Advisory
Committee and resolutions based on reports)
(Main agenda Management policy (7th Medium-Term Plan, decision on key sales strategies/target values, etc.)

items) Sustainability, etc. (sustainability-related measures, response to TCFD recommendations, materiality, etc.)
Sales policies (new store openings, key sales policies, execution of subsidiary operations, etc.)
Financials/shares (results forecasts, dividends, continued holding of cross-shareholdings policy, shareholder return policy)
Various regulations/agreements (revision/abolition of key regulations, agreements with labor unions, etc.)

E CONTENTS

Progress Toward Strengthening Corporate Governance

We are aiming to achieve sustainable growth and increase our corporate value over the medium to
long term by appropriately implementing each principle of the Corporate Governance Code, which
was formulated by the Tokyo Stock Exchange (TSE) and summarizes the main principles that
contribute to the realization of effective corporate governance.

Details concerning specific initiatives are disclosed in our Corporate Governance Report.

a Please see our website for details.
http://www.lifecorp.jp/company/info/corporate_governance/index.html (In Japanese)

Established Nomination & Remuneration Advisory Committee

2019
Introduced performance-linked share remuneration plan for Directors

2020 Launched LIFE-CSIRT

Introduced an evaluation of the effectiveness of the Board of Directors through a third-party
2021 organization
Revised Corporate Philosophy and LIFE Code of Conduct

Established Sustainability Promotion Committee

Supported the TCFD recommendations and implemented information disclosure in line with TCFD
recommendations on the website

Disclosed Directors’ skills matrix
Newly established external points of contact for whistleblowing
Started publication of integrated reports

2022

Acquired information security management system (ISMS) for the IT Service Department
2023 Formulated 7th Medium-Term Plan
Appointed four independent outside Directors (ratio of independent outside Directors: 50%)

Transition to a Company with an Audit and Supervisory Committee

Established Human Rights Policy

Revised Protection of Personal Information Policy

Evaluation indicators for performance-linked remuneration for Directors changed to consolidated
ordinary profit, employee satisfaction (ES) index, and ROIC

Appointed six independent outside Directors (ratio of independent outside Directors: 54.5%)

2024
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Nomination Policy

The Nomination & Remuneration Advisory Committee, which receives consultation from the Board
of Directors, deliberates on the Director candidates, and the Board of Directors determines the
candidates based on the Committee’s report.

The requirements for all Directors are that they are capable of decision-making in pursuit of the
Corporate Philosophy, possess excellent character and strong virtue, have rich knowledge and a
wealth of experience, as well as the ability to perform fair and accurate management and business
operations. We also require them to possess adaptability to address changes in the external
environment, as well as objective decision-making ability, insight, and foresight.

In particular, outside Directors are required to possess a wealth of experience in corporate
management or in their specialized areas, as well as provide objective management supervision
and judgment, and advice and support for the sustainable growth of the Company.

Directors serving as Audit and Supervisory Committee Members are required to audit the
business executions of Directors from a fair and objective standpoint, to contribute to sound and
transparent management, and to have a wealth of expertise and experience in one of
management, legal affairs, finance/accounting, etc.

Composition of Director Remuneration

(Excluding Directors Serving as Audit and

Supervisory Committee Members)

® Remuneration for Directors
(excluding Directors serving as Audit
and Supervisory Committee Members)
Director remuneration consists of three
types of remuneration, with cash and
shares as the form of benefits. In terms of
role-based remuneration, outside
Directors are only paid based on their
“supervisory functions” and do not receive
remuneration for business execution or
performance-linked remuneration.

Remuneration Policy

To increase the transparency and objectivity of Directors’ remuneration, etc., (excluding Directors
serving as Audit and Supervisory Committee Members) the Nomination & Remuneration Advisory
Committee deliberates the appropriateness of remuneration levels and remuneration components,
and the results are consulted with the Board of Directors who then decide. For directors serving as

Audit and Supervisory Committee Members, the decision is made through consultations with
directors serving as Audit and Supervisory Committee Members based on the report of the

Nomination & Remuneration Advisory Committee.

The basic policy for Directors' remuneration (excluding Directors serving as Audit and
Supervisory Committee Members) is to appropriately reflect the Company's performance and
individual contribution in remuneration for each of the components described below to contribute
to the Company's growth and development, while considering industry levels and the levels of
similar sized companies with reference to survey results from external organizations.

In addition, we have adopted performance-linked remuneration for the purpose of increasing
the Directors’ motivation to contribute to improving medium- to long-term performance and
increasing corporate value. Remuneration for outside Directors and Directors serving as Audit and
Supervisory Committee Members is comprised solely of role-based remuneration in light of their

role and independence.

Details on remuneration, etc.

Target Director(s)

Each Director is granted points, which are converted into shares, determined for each position
according to the degree of achievement of the three management targets, namely consolidated
ordinary profit, ES index, and ROIC. The shares are then delivered (the target levels are set by the
Board of Direction each fiscal year).

Executive
Directors

Remuneration paid for performing duties and responsibilities as well as for the results of
business execution (set each fiscal year within the remuneration range table commensurate
with the state of business execution for each Director).

Executive
Directors

Separated into “representative functions” and “supervisory functions,” the Representative
Director is paid remuneration for each function, and Directors are paid remuneration for
supervisory functions only (fixed remuneration).

Representative
Director,
Directors,
outside Directors
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Evaluation of Board of Directors' Effectiveness

Basic Philosophy

Our basic philosophy is to implement the principle of our Corporate Governance Code, “the Board
of Directors shall work to improve its capabilities by analyzing and evaluating its own overall
effectiveness.” As part of this philosophy, to continuously improve the effectiveness of the Board of
Directors, we have been conducting effectiveness evaluations of all officers once a year since
FY2016. Since FY2021, to make the identification of issues smoother compared to using only our
own resources, we have been conducting effectiveness evaluations that incorporate external
perspectives and analysis by introducing support for evaluations of the Company from an external
third-party organization. By having the Board of Directors analyze and evaluate its own
effectiveness, identify issues for improvement, and formulate improvement plans, we are working
to improve its effectiveness.

Evaluation Process

As part of our evaluation process, we implement a 39-question questionnaire of all our officers on
the effectiveness of the Board of Directors, incorporating the know-how of a third-party
organization. To ensure that we obtain the frank opinions of our officers and objective analysis,
responses are provided directly to the third party without going through the internal departments
in charge, which also ensures anonymity. In FY2023, to improve the evaluation of the Board of
Directors, we partially revised the questionnaire contents, such as reviewing obsolete questions
and increasing the number of free-form questions requiring more descriptive responses that lead
to identifying issues, and a report on the objective tabulation and analysis results from the
questionnaire created by a third party was given to the Board of Directors for their review and
discussion. Furthermore, at the Board of Directors’ meeting held in March 2024, the Board of
Directors engaged in analysis, issue recognition, and evaluation of the questionnaire results and
deemed that its effectiveness is being ensured.

Evaluation Items

The current state of Board of Directors Inside Director performance

Composition of Board of Directors Outside Director performance
Operation of Board of Directors Dialogue with shareholders (investors)
Board of Directors’ discussions Individual efforts of Directors

Monitoring function of Board of Directors

E CONTENTS

FY2023 Evaluation Results

[Issues and Initiatives in FY2022]
Issues

Regarding Board of Directors’ meetings, we confirmed the need for more discussions to create
greater awareness of capital efficiency and continuous oversight and monitoring of the
allocation of management resources, starting with human capital, and the implementation of
our management strategy.

We confirmed the need to deepen discussions that incorporate the opinions of shareholders
(investors) through IR.

Initiatives

At the Board of Directors and off-site meetings with officers, we oversaw and monitored the
allocation of management resources, starting with capital efficiency and human capital, and
the implementation of our management strategy, as well as deepened discussions on
increasing corporate value and the sustainable growth of the Company.

We regularly reported to the Board of Directors for discussing the content of dialogue with
shareholders (investors).

[FY2023 Evaluation Results and Future Responses]

Compared to FY2022, we made progress in our initiatives addressing previous issues. Particularly
regarding discussions at the Board of Directors, we improved details including oversight of the
compatibility of our human capital investment and our management strategies and issues.

Improving deliberations on important matters at the Board of Directors by slimming down matters
to be resolved and further strengthening the Board of Directors’ oversight functions.

Regarding discussions based on dialogue with our shareholders (investors), discussions that are more
focused on shareholder perspectives are required at the Board of Directors.

By delegating authority from the Board of Directors to each Director, we will work to increase the
flexibility and speed of management decision-making, to improve discussions on important matters
at the Board of Directors, and to strengthen its oversight functions.

At the Board of Directors and off-site meetings with officers, we will energize discussions with a
greater focus on the perspectives of our stakeholders, starting with our shareholders (investors).
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Compliance

Organizational Framework Related to Compliance

Basic Philosophy

We have identified, “Forming an organization with high values and ethics” as one of our
materialities. Specifically, we are working to realize this materiality through thorough compliance,
the steady implementation of the LIFE Code of Conduct, employee training, and the creation of an
appropriate internal reporting framework.

Organizational Framework

The Compliance Division is responsible for formulating and promoting policies, requlations, and
measures related to compliance to ensure the entire LIFE Group, including affiliated companies,
maintain sound business practices. We investigate compliance or potential breaches and formulate
company-wide measures to prevent recurrence of such breaches and conduct Group-wide
education and training on compliance.

Additionally, under the Risk Management Committee, which examines risks related to our
Group business operations, we have established the Compliance Subcommittee. The Compliance
Subcommittee is responsible for developing a framework for promoting compliance based on our
Corporate Philosophy, LIFE Code of Conduct, and the various regulations of Group companies,
monitoring the progress of compliance promotion and making improvements to it.

LIFE Code of Conduct

The LIFE Group has established its code of
conduct as an embodiment of its Corporate
Philosophy, in which it declares our intent to
contribute to society by ensuring all employees
share the same commitment to thorough
compliance.

a Please see our website for details.

http://www.lifecorp.jp/company/info/
policy.html#vcb00000592-326-217-cmp_
parts_01_2_01 (In Japanese)

Internal Reporting System

Our internal reporting desk consists of the LIFE Hotline and a point of contact within the HR
department for harassment complaints. The LIFE Hotline has an internal point of contact
(Compliance Department) and an external one (law firm) that deals with legal violations and
violations of internal Company rules and regulations. The harassment desk within the HR
department is established to enable reporting of harassment and issues related to the workplace
environment. We are striving to enhance the effectiveness of the system by ensuring
whistleblowers are not disadvantaged and by establishing an environment whereby employees
can easily report issues and seek advice.
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Compliance Training

To raise employee awareness of compliance, we conduct compliance training through conferences
and other meetings, in addition to regular training when new employees join the Company or
when employees are promoted to store management positions, etc.

We have also rolled out systems to allow all employees to undertake training at any time by
creating educational videos. Through these training opportunities, we are working to nurture a
corporate culture with an emphasis on compliance.

Issuing Information
In addition to group training, we share information by creating both internal newsletters that can
be read in five minutes and posters.

T ————— Lomenaze e i)

Compliance Letters

Once a month, we create easily readable, noticeable
posters in which we share cases of compliance
violations with workers at our stores and centers.
(©2024 HTC Co,, Ltd.)

Protection of Personal Information Policy

Following the amendments to Japan's Act on the Protection of
Personal Information in 2022, we worked to strengthen and
reorganize our management system and created easily readable
posters to spread awareness among our store and center workers.

Main Compliance Training Sessions Held in FY2023

We hold regular compliance training for new employees and new managers, as well as compliance
training for which we select highly important themes related to legal and regulatory revisions and
changes in the business environment.

Training overview Main contents* Number of sessions

New guidelines of the Antimonopoly Act

AniimeTepalyAG: (prlce pass-tthugh of Iaborexpen.ses) . 10
Points to bear in mind accompanying stronger oversight of
Japan's Subcontract Act

Personal information protection Related to the Act on the Protection of Personal Information Seven

management The handling of personal information at stores

) Japan's Whistleblower Protection Act, necessary legal and )

Compliance . Nine
regulatory knowledge for managers, new employee training, etc.
Comprehensively revised compliance training videos for

L new employees and new managers Seven

Training videos . - : L ) ;
Protection of personal information training, insider trading videos
regulations, etc.

*Training examples
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Risk Management

Key Risks and Our Responses
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The following are some of the risks that may affect the management, performance, and/or financial condition of the Group. Issues related to these risks are discussed at the Risk Management Committee, held
twice every financial year, where the status of how we are responding to the proposed countermeasures is confirmed and reported to the Board of Directors.

Risk Factors

Our Responses

Risk Factors

Our Responses

Domestic
market trends

Enhance our strengths and differentiate ourselves by thoroughly enforcing the “True to
LIFE” concept

Pinpoint and understand changes in our operating environment by analyzing societal
trends and customer sales data, and flexibly change our measures in response

Infectious diseases

Development of response guidelines based on government policy, etc., and
thorough implementation of measures against various infectious diseases by all
employees

Store expansion

Continue to open stores in Tokyo and Osaka, Japan's two major metropolitan areas
Thorough research of competitor trends

Continue store openings that enhance competitiveness, such as collaborative store
openings in conjunction with other industries

Focus on effectively introducing and using systems such as Al, comprehensively streamlining
store operations, and improving productivity to create a profit structure that can respond to
increases in construction costs and store operation costs such as rents

Information system issues,
etc.

Installation of critical equipment for core systems in areas less susceptible to
damage
Outsourcing of operational management to enable 24/7 monitoring

Food safety

Led by our Quality Assurance Department, ensure that our product inspection system and
store hygiene checks are thoroughly implemented

Kurihashi, Nanko, Kazo, and Sakai Food Process Centers have acquired ISO 22000
certification, and Funabashi and Tempozan Food Process Centers have acquired FSSC 22000
certification

Store hygiene management complies with HAACP, and clarification of product histories and
strengthened food defense measures

Leaking of personal
information

Development of a management system and establishment of personal
information management rules, administrative procedures, etc., based on the Act
on the Protection of Personal Information

Establishment of LIFE-CSIRT as an organization to strengthen information security
Constantly check for system problems and establishment of a system that can
respond rapidly in an emergency

Interest rates and
financial market trends

Ongoing work to manage interest-bearing liabilities
Take measures such as borrowing at fixed interest rates to reduce the risk of
interest rates increases, and raising funds at lower interest rates

Environment and
climate change

Focus on reducing greenhouse gas emissions by actively promoting transition to LED
lighting and adoption of energy-saving and CFC-free fridges and freezers

Focus on reducing environmental impact and adopting low-cost energy sources in
accordance with laws and regulations

Make every effort to ensure stores remain open in the event of a disaster to fulfill our
mission of providing infrastructure for everyday life while ensuring the safety and security of
customers and employees as a highest priority

Develop disaster response manuals, adopt in-house power generation facilities at food
process and distribution centers, etc., and establish a company-wide system for supporting
stores

Soaring electricity rates and
fuel costs

Proactively introducing energy-saving fridges and freezers, especially in new and
renovated stores

Encourage energy conservation actions by all employees

Optimize delivery routes and load capacity, including collaboration with
competitors

Impairment of fixed assets

Regularly check store profit (loss) status to identify signs of impairment
Implement targeted profit improvement measures for stores with declining
profitability

Employment
environment

Actively hire and train part-time workers, and intensify regular hiring of new graduates and
mid-career hires

Promote attrition rate reduction

Improve productivity by introducing and using systems to increase store operation
efficiencies, enhance store work methods, etc.

Statutory, regulatory, and
systemic changes

Appropriately respond to tax system changes and tax reduction measures that
may apply to the Company

Implement the development of systems that are as simple and low-cost as
possible in response to tax reforms

Appropriately respond to revisions to various laws

Compliance

Promotion of compliance management and implementation of education and
training

Establishment of points of contact for whistleblowing both internally and for
business partners to focus on early detection and prevention of misconduct,
corruption, or illegal or dishonest practices

ﬁ Please see our 69th Annual Securities Report for specific risks.
https://disclosure2.edinet-fsa.go.jp/WEEK0020.aspx (In Japanese)

*You can access our report (in Japanese) through the Financial Services Agency's Electronic Disclosure for Investors’ NETwork (EDINET) homepage. From the “Top Page” on the EDINET website, under “Simple document search,” please enter “LIFE CORPORATION" in the
“Document submitter/Securities issuer/Fund information/Stock Code” search field.


https://disclosure2.edinet-fsa.go.jp/WEEK0020.aspx
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Outside Director Roundtable Discussion

We spoke with LIFE’s Outside Directors about the progress made in the
first year of our 7th Medium-Term Plan as well as future issues and
expectations for the Company.

Koichi Narita Hiroko Kono

Independent Independent
Outside Director Outside Director
Audit and Supervisory
Committee Member

Takashi Katayama

Independent
Outside Director

The evolution of LIFE as seen
by its Outside Directors: the
source of our growth

The Company has “The Smile
Workshop” initiative in which store
employees including part-time employees
share successful case studies, and we as
Outside Directors participate in each event.
Although The Smile Workshop initiative had
been suspended during the COVID-19
pandemic, it was held for the first time in
four years in the Tokyo region in April 2024.

A short video was played on the big
screen to start the Smile Workshop. The
video showed all the store employees
working hard during the pandemic with the
message, “We have been able to hold our
event for the first time in four years!” The
video helped us remember all the difficulties
faced during the pandemic, making for a
heartfelt moment for all the participants.

I would also like to share one event from
the pandemic that | will never forget.
Unfortunately, the Company had one store
in which infections were spreading that was
forced to close temporarily. The President
visited the store to find messages taped on
the shutters saying, “We're rooting for you!”

and “We can’t wait to see your smiling faces!”

This moment made me realize once again
just how many people truly support LIFE.

I usually spend my Saturdays visiting
LIFE stores. As a consumer shopping at
different stores, | really feel that customers
are able to enjoy a pleasant shopping
experience at any LIFE store.

A friend of mine visits one LIFE store
nearly every day. The store employees often
greet my friend and speak to herin a
considerate manner and she says that she
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shops at that store because she is excited to
see the staff every time she goes. As Mr.
Narita mentioned, | always feel that the spirit
and organizational culture that LIFE has
created are extremely impressive.

I also believe that it is important
to know the stores as an Outside Director,
and | make sure to be there for new store
openings in the Tokyo region. Just yesterday,
| visited the Meguroyakumo Store that
recently opened in May 2024.

My impression is that both the
Company'’s product capabilities and sales
capabilities have improved dramatically in
the past five to six years. My previous job was
at a retail supplier, and having observed
retail operations throughout the world, | feel
that the Company has further evolved in
recent years to a supermarket chain that
provides comfortable shopping experiences.
| believe that this is because the Company's
various detailed initiatives such as product
lineups using ID-POS data are producing
results.

The Company has performed data
analysis for quite some time. LIFE's
management always says that because the
expectations of customers differ by region
and store, we will not earn the support of
our customers by having the same product
lineup at every store. Through cluster analysis
using ID-POS data, the Company adjusts
product lineups by store. The Product
Departments evaluate product mixes based
on data and provide feedback to the sales
sections, and this framework has become
even more functional in the last few years.

To add to Mr. Narita's observations,
one of LIFE's strengths is its bottom-up
culture, that is to say that the culture of
granting authority to the front lines and
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Store Managers is deeply rooted. This culture
has allowed the front lines to take the lead in
deciding how best to achieve goals
throughout the organization.

Katayama: The supermarket business needs
customers to come and shop every day. | feel
that LIFE strives to capture the hearts of its
customers through the abilities of its store
employees, attractive sales spaces, and
original products and lineups, and that this
process allows the Company to evolve every
day as a supermarket.

LIFE at present: Progress in the
7th Medium-Term Plan

Kono: In formulating the 7th Medium-Term
Plan, the Company laid out its vision for what
we want to be in FY2030 around the major
themes of “investment in employees,”
“breaking away from the homogenous
competition,” and “contribution towards the
realization of a sustainable and flourishing
society,” and recently completed the first
year of the 7th Medium-Term Plan.

In formulating the Medium-Term Plan,
we discussed the broad outline at the Board
of Directors, but the more specific discussions
were held by the Company'’s front line
leaders. This also represents the bottom-up
culture and the final product of this process
is the 7th Medium-Term Plan. Because the
plan was formed from this bottom-up
approach, a sense of both acceptance and
commitment to the plan has been
established on the front lines.

One target that | feel is particularly
challenging is achieving an Employee
Satisfaction (ES) score of 4.0 out of a
maximum of 5.0. | can see a positive change
appearing in our current numbers and get

the sense that behaviors are changing to
achieve this target.

For example, | am an executive coach
and work in the coaching business. In this
position, | have been asked what options are
available for front line coaching and have
provided coaching know-how and tools.
When we set targets, naturally we are
resolved to achieve them, but | feel that the
process leading up to the achievement of the
targets in the 7th Medium-Term Plan is
important. | hope that these changes in
behavior will lead to even greater results.
Narita: An employee satisfaction score of 4.0
is an extremely lofty target. However, the
Company has a strongly rooted culture of
steadfastly achieving goals. We could call this
part of the Company’s corporate DNA. In
reality, | see a range of initiatives on the front
lines to improve both the comfort of our
workplaces and job satisfaction, and | believe
that this represents solid progress in the first
year of the 7th Medium-Term Plan.
Katayama: Ultimately, companies are judged
by their profit levels. Profits are based on
strong customer approval, and better
customer approval leads to higher profits. At
present, the Company has set FY2030 targets
and is evaluating methods to achieve those
targets, and makes use of teamwork to do so
through the bottom-up approach.

To speak frankly, before | was appointed
as an Outside Director, | had visited LIFE
stores as a customer and felt that there were
too many employees for the Company to
generate any profit. However, when | joined
LIFE's management and had the opportunity
to take a closer look at more stores, | became
aware of some significant changes. The
Company truly is accumulating profits, with
FY2023 ordinary profit margin rising from

2.5% in the previous fiscal year to exceed
3.0%. | also feel that the organizational
capabilities are in place to achieve an even
higher ordinary profit margin. Going
forward, the Company will carry out new
store openings according to its dominant
strategy while identifying risks and one other
option is incorporating an SPA (specialty
store retailer of private label apparel)
strategy where manufacturing processes are
moved in-house.

Narita: As Ms. Kono mentioned, the
Company’s next-generation management
took the lead in formulating the 7th
Medium-Term Plan. Especially in the current
business environment that is experiencing
dramatic change, there can be course
adjustments to the plan based on certain
assumptions. As part of this adjustment
process, the Company established
quantitative targets and an approach to
achieve its goal to become a company that

everyone says, “It's my supermarket.” | feel
that many of the employees are on board
with this goal and that it is feasible, so |
agree with Mr. Katayama'’s view that the
direction of the 7th Medium-Term Plan is the
correct one.

What LIFE should aim for and the
role Outside Directors should play

Narita: Following approval at the Annual
General Meeting of Shareholders held on
May 23, 2024, LIFE transitioned from a
Company with a Board of Corporate Auditors
to a Company with an Audit and Supervisory
Committee. Whether these changes to the
Company's organizational design were
correct or not will depend on us as Outside
Directors.

As | just mentioned, the sense of
direction and framework of the 7th Medium-
Term Plan are both valid, and the bottom-up,

An ES score of 4.0 is a
challenging target.
Even so, | can feel the changes

in the front lines to believe

that LIFE can achieve this target.

Hiroko Kono
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autonomous framework on the front lines is
also functioning effectively. This is precisely
why authority is being delegated and why
management must regularly review the
Company's foundation and further
strengthen its organization in a way that
aligns with the needs of the time.

One example is how the Company responds
to management issues that go beyond
individual companies, such as labor
shortages and soaring energy costs.
Furthermore, with changing views and
values with respect to companies, | believe
that the Board of Directors must engage in
more discussion and offer more opinions on
how to best approach the stock market.
Environmental issues represent a difficult
challenge, as there are so many diverse
viewpoints. Employees would not be able to
feel a sense of pride in the Company if the
management team were only concerned
with their own best interests, and that type
of management would not be able to
support our front lines. Moreover, the
Company has begun cooperative initiatives
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I would like to build more

relationships that allow

anything to be discussed frankly.

1 will do everything
I can to accomplish this.

Takashi Katayama

with competitors to address logistics issues,
and we need to make progress on these
issues through an approach that constantly
seeks further improvements.

Kono: When | was first appointed as an
Outside Director, my impression was that
much of the discussion at the Board of

Directors revolved around current conditions.

| proposed that more discussion take place
on the medium- to long-term goals of the
Company, and that proposal is starting to be
realized. The members of the Board of
Directors are now holding off-site meetings,
giving themselves plenty of time for
discussion prior to Board meetings, allowing
priorities to be set and facilitating smoother
discussions.

The recent changes to the Company’s
organizational design delegates more
authority to the front lines, allowing the
Board of Directors to focus on deciding the
medium- to long-term direction of the
Company. The Board of Directors also
welcomed new members in FY2024, and the
Board's diversity is also gradually increasing. |

believe that we as Outside Directors are
called on to engage in free discussion from
diverse viewpoints, to say that which is hard
to say, and to make straightforward
recommendations on the ideal nature of the
Company without reservation.

Katayama: | agree with Ms. Kono's opinion. |
believe that we should build relationships
that allow us to speak frankly about
anything. Without being bound by the
traditional fixed concept of an Outside
Director, | would like to provide
recommendations on business executions
and contribute to front line initiatives.
Kono: Starting with a suggestion from Mr.
Narita, we formed a LINE group with
management-level employees who have
completed the advanced course in our
“management seminars.” The LINE group
allows us as Outside Directors to share
various information utilizing our specialized
fields. From the standpoints of both learning
together as Outside Directors and of
developing next-generation management
personnel, | believe that this represents a
positive initiative that is “True to LIFE.”

1 would like to support LIFE as a

team so that it can tackle various
management issues that go beyond
individual companies.

Koichi Narita

Narita: | was appointed as an Outside
Director in FY2018 and was elected as an
Audit and Supervisory Committee Member
in FY2024. | believe that what is required of
me as an Outside Director is to share what |
have seen at LIFE with new members of the
Company and to tackle management issues
that go beyond individual companies as a
member of the Board of Directors, as | just
mentioned.

When | became an Outside Director, | felt
that LIFE was truly a good company. It has
the ability to create value, hard-working
employees, and customers and suppliers
who support it. | would like to do everything
I can as an Outside Director to contribute to
the development of the Company.
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Corporate Officers

Takaharu
Iwasaki

—t

Representative Director and President
Group CEO of Development Group
Headquarters

Apr. 1989 Joined Mitsubishi Corporation

Tomehisa
Morishita

Director & Senior Managing Executive Officer
Group CEO of Corporate Functions Group
Headquarters, and Division COO of
Information Strategy Division

Apr. 1982 Joined the Company

Takashi
Sumino

Director & Managing Executive Officer
Group CEO of Infrastructure Group
Headquarters

Mar. 1980 Joined the Company

Jun
Adachi

Director and Executive Officer
General Manager of Corporate Strategy and
Planning Department

Apr. 2004 Joined Mitsubishi Corporation

Hiroko
Kono

Independent Outside Director

Apr. 1989 Joined Mitsubishi Corporation

Takashi
Katayama

Independent Outside Director

Apr. 1977 Joined Teraoka Seiko Co., Ltd

Feb. 1994  Princes Limited (UK)

May 1999 Director, Assistant to Division COO of
Sales General Division of the Company

Mar. 2006 Representative Director, President & Chief
Operating Officer, and Group CEO of
Business Group Headquarters

May 2019 Representative Director and President,
and Group CEO of Business Group
Headquarters

Oct. 2023 Representative Director and President,
and Group CEO of Development Group
Headquarters (current position)

Akihiro
Tada

¢

Independent Outside Director

Apr. 1986 Joined the Ministry of International Trade
and Industry (currently Ministry of
Economy, Trade and Industry)

Aug. 2020  Deputy Vice-Minister of the Ministry of

Economy, Trade and Industry

Vice-Minister of Economy, Trade and

Industry

July 2023 Special Advisor to the Ministry of
Economy, Trade and Industry, Special
Advisor for Expo 2025 Osaka, Kansai,
Japan (current position)

Dec. 2023  Executive Advisor of Nippon Life
Insurance Company (current position)

Dec. 2023  Advisor of Sumitomo Mitsui Trust Bank,
Limited (current position)

Apr. 2024  Special Guest Professor of Faculty of
Policy Management, Keio University
(current position)

May. 2024  Outside Director of the Company
(current position)

July 2021

Mar. 2009  Executive Officer, Division COO of
Corporate Strategy and Planning Division,
and General Manager of Corporate
Strategy and Planning Department

May 2014  Director, Deputy Division COO of Osaka
Region Sales Division, and Division COO
of Osaka Region Apparel and Lifestyle
Products Division

June 2016  Managing Director, Division COO of
Corporate Strategy and Planning Division,
and in charge of New Businesses

Apr. 2020 Director & Senior Managing Executive
Officer, Group CEO of Corporate
Functions Group Headquarters, and
Division COO of Information Strategy
Division (current position)

Kaoru
Sueyoshi

Director
Audit and Supervisory Committee Member

Apr. 1982 Joined the Company

July 2007  General Manager of Tokyo Region
Accounting Department

Aug. 2011  General Manager of Finance Department

Oct. 2016 General Manager of Department in
charge of Special Missions,
Administration and Management
Headquarters

Jan. 2018 General Manager of Finance Department
and General Manager of Department in
charge of Special Missions, Corporate
Functions Group Headquarters

May 2019 Corporate Auditor

May 2024 Director and Audit and Supervisory
Committee Member (current position)

Mar. 2008  Executive Officer, General Manager of
Osaka Region Operational Reforms
Promotion Office

May 2012  Director, Division COO of Osaka Region
Chain Store Division, and Division COO of
Osaka Region Store Support Division

June 2015  Managing Director, Division COO of
Osaka Region Sales Division

Apr. 2021 Representative Director and Executive

Vice President of LIFE HOME DELIVERY

Jan. 2022 Director & Managing Executive Officer,
Group CEO of Infrastructure Group
Headquarters (current position)

Koichi
Narita

Independent Outside Director
Audit and Supervisory Committee Member

Apr. 1977 Joined Mitsubishi Corporation

Nov. 2008 Europe Corporate Center

Apr. 2010 Joined Mitsubishi Corporation
International (Europe) Plc.

May 2013  Risk Management Dept. of Mitsubishi
Corporation

Mar. 2016  Corporate Strategy & Planning Dept. of
Mitsubishi Corporation

June 2022 Joined the Company

May 2024 Director and Executive Officer,
General Manager of Corporate Strategy
and Planning Department
(current position)

Naoko
Miyatake

Independent Outside Director
Audit and Supervisory Committee Member

Apr. 1982 Joined JCB Co,, Ltd.

May 1993 Director of the Company

May 1995 Retired from Director duties

May 1995 Returned to Mitsubishi Corporation
(MQ)

Apr. 2008  Executive Officer, Division COO of Foods
(Products) Div. of MC

Apr. 2013 Representative Director, President and
Executive Officer of IT Frontier
Corporation

July 2014 Representative Director, Senior Vice
President of Tata Consultancy Services
Japan, Ltd.

May 2018 Outside Director of the Company

May 2024 Outside Director and Audit and
Supervisory Committee Member
(current position)

June 2006  Executive Officer and General Manager,
Communication Center

June 2008 Representative Director and President
of JCB Service Co,, Ltd.

Aug. 2013 Representative Director of KANSEI
worker Research Ltd. (current position)

June 2018  Outside Director (Audit & Supervisory
Committee Members) of Odelic

May 2021 Outside Director of the Company
(current position)

Aug. 2022  Outside Director (Audit and Supervisory
Committee Member) of SATUDORA
HOLDINGS CO., LTD. (current position)

June 2023  Outside Director (Audit and Supervisory
Committee Member) of PayPay
Corporation (current position)

Feb. 2024 Representative Director of Change Agent
Co.,, Ltd. (current position)

Shigeyuki
Mito

Independent Outside Director
Audit and Supervisory Committee Member

Apr. 1989 Registered as an attorney at law
(Dai-Ichi Tokyo Bar Association)
Apr. 1999 Partner and attorney at law of
TMI Associates (current position)
June 2018  Outside Director of Faith, Inc.
(current position)
June 2020 Outside Corporate Auditor of Shonan
Bellmare Co., Ltd. (current position)
Outside Director of Golf Digest Online

Mar. 2021

Co., Ltd. Inc. (current position)
May 2019 Outside Corporate Auditor of the May 2024 Outside Director and Audit and
Company Supervisory Committee Member of the

May 2024 Outside Director and Audit and
Supervisory Committee Member
(current position)

Company (current position)

Apr. 1989  Director of Digi Europe Ltd. (UK)

Mar. 2001  Director and General Manager of Global
Business Development Department of
Teraoka Seiko Co,, Ltd.

Jan. 2015  President and CEO of Teraoka Seiko
Co., Ltd.

Mar. 2019  Representative of RTK-Design
(current position)

May 2022 Outside Director of the Company
(current position)
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Executive Officers

Representative Director and
President
Takaharu lwasaki

Group CEO of Development Group
Headquarters

o
Executive Officer

Noriaki Unno

Division COO of BIO-RAL Business
Division, and General Manager of
BIO-RAL Store Management
Department

P«

Executive Officer

Kunihiko Nagasawa Takashi Kato Motonobu Matsunaga Masahisa Sekiguchi BIO-RAL
Division COO of General Affairs Division Division COO of Tokyo Region Chain Division COO of Osaka Region Product Deputy COO of Tokyo Region Product 1 e .
Store Division Division Division, and General Manager of Business Div.
Tokyo Region Grocery Department
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Kazuo Kaneko Makoto Yasuda Harunobu Okada i

Division COO of Human Resources
Division

3

Director & Senior Managing
Executive Officer

Tomehisa Morishita

Group CEO of Corporate Functions
Group Headquarters, and Division COO
of Information Strategy Division

Y

Executive Officer

Yoshinori Ito

Division COO of Tokyo Region Process
Center & Logistics Division

o

Executive Officer

Division COO of E-Commerce Business
Division

Director and Executive Officer

Jun Adachi

General Manager of Corporate Strategy
and Planning Department

Director & Managing
Executive Officer
Takashi Sumino

Group CEO of Infrastructure Group
Headquarters

-

Executive Officer
Masanori Fukuoka

Division COO of Osaka Region Process
Center & Logistics Division

Executive Officer
Yasuhiro Ishioka

Division COO of Compliance Division

|

Executive Officer

Executive Officer

Division COO of Corporate Finance and
Accounting Division

i .

Managing Executive Officer

Shinichiro Arai

Group CEO of Business Group
Headquarters, and Division COO of
Tokyo Region Product Division

Senior Executive Officer

Yoshiki Nakagawa

Division COO of Osaka Region
Development Division, and General
Manager of Osaka Region Facilities &
Procurement Department

Senior Executive Officer

Kiyotaka Okazaki

Division COO of Osaka Region
Chain Store Division

Senior Executive Officer

Hitoshi Umeki

Division COO of Tokyo Region
Development Division

Representative Director
and President

E-Commerce Business

Division

Corporate Strategy and
Planning Department
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Business Group HQ

Corporate Functions Group HQ
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(Millions of yen)

_ FY2013 FY2014 FY2015" FY2016 FY2017 FY2018 FY2019 FY2020 FY2021 FY2022% FY2023

Profit (loss)
Operating revenue 534,923 584,984 629,986 652,974 677,746 698,693 714,684 759,146 768,335 765,426 809,709
Net sales 519,953 568,717 612,458 634,643 658,274 678,211 693,062 736,346 745,080 738,494 780,028
Selling, general and administrative expenses 148,402 161,279 174,412 182,522 192,383 203,382 211,885 221,075 231,046 237,365 250,306
Labor costs 66,841 71,899 78,560 82,749 86,327 92,724 97,430 104,076 109,579 113,102 121,580
Non-personnel expenses 73,225 80,487 85,535 88,400 93,499 98,018 101,740 103,888 107,405 109,296 112,804
Depreciation and amortization 8,276 8,833 10,316 11,373 12,055 12,639 12,715 13,110 14,061 14,966 15,921
Operating profit 7,634 10,872 12,831 12,664 12,094 12,285 13,879 27,388 22,932 19,148 24,118
Ordinary profit 7,702 11,010 12,982 12,834 12,550 12,831 14,558 28,156 23,695 20,015 24,948
Profit attributable to owners of the parent 3,798 5213 7,923 8,110 6,555 7,401 7,834 17,824 15,208 13,327 16,938
Capital expenditures 21,603 27,231 27,032 19,083 20,568 33,997 19,867 29,256 22,848 24,225 22,817

Net sales by region
Tokyo region 237,741 265,122 284,900 297,090 309,914 321,335 332,947 360,533 368,626 365,119 388,609
Osaka region 282,211 303,595 327,558 337,553 348,359 356,875 360,114 375,812 376,454 373,375 391,418

Financial position
Total assets 186,079 205,743 211,533 222,421 227,552 246,812 262,053 268,307 270,229 280,810 287,146
Net assets 55,380 52,453 57,843 63,276 69,271 75,340 81,360 97,560 110,299 122,002 136,855
Equity ratio (%) 29.8 255 27.3 284 304 30.5 31.0 36.4 40.8 434 47.7
Interest-bearing liabilities balance 68,071 52,539 79,975 78,536 78,208 90,204 59,148 42,760 69,108 74,170 53,094

*1 Figures for FY2015 are non-consolidated figures as there were no consolidated companies in the Group.
*2 Accounting Standard for Revenue Recognition, etc. applied from FY2022 (figures prior to FY2022 are before application).
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(Millions of yen)

_ FY2013 FY2014 FY2015" FY2016 FY2017 [RPANE] FY2019 FY2020 FY2021 FY2022+ FY2023

Cash flows
Cash flows from operating activities 16,908 51,355 (7,688) 17,565 16,952 18,235 54,898 41,747 (7,926) 23,899 41,700
Cash flows from investing activities (16,121) (18,861) (22,891) (14,343) (18,045) (27,799) (16,067) (20,587) (20,303) (23,839) (17,357)
Cash flows from financing activities 637 (25,623) 25,932 (3,886) (2,551) 9,375 (33,521) (19,029) 22,695 (142) (25,464)
Cash and cash equivalents at end of period 8,828 15,699 11,051 11,336 7,692 7,503 12,813 14,943 9,409 9,327 8,206
Dividend
Dividend per share (yen) 25.00 25.00 30.00 30.00 30.00 30.00 40.00 50.00 70.00 70.00 90.00
Dividend payout ratio (%) 34.5 23.2 17.7 17.3 21.4 19.0 23.9 131 21.6 24.6 24.9
Dividend on equity ratio (DOE) (%) 24 2.2 24 2.4 2.1 1.9 24 2.6 3.2 2.8 3.3
Management indicators
Return on equity (ROE) (%) 7.0 9.7 14.5 13.6 9.9 10.2 10.0 19.9 14.6 1.5 13.1
{{SJQT;ZSSEEZ%F’('«;%” to 42 56 6.2 5.9 56 54 57 106 88 73 8.8
Return on invested capital (ROIC) (%) 3.9 5.7 6.0 5.7 6.2 5.6 6.3 1.5 8.9 7.4 9.3
Price earnings ratio (PER) (times) 20.2 16.4 14.3 19.1 20.1 15.7 14.1 8.3 94 9.7 10.7
Price book-value ratio (PBR) (times) 1.4 1.6 2.0 2.5 1.9 1.5 1.4 1.5 13 1.1 13
Other
Z‘?f; er“t‘r?;b;err?gés?:headrgga resatthe 53,450,800  53450,800 53,450,800 53,450,800 53450,800 53,450,800 53450800 53,450,800 49,450,800 49,450,800 49,450,800
Total number of employees*? 21,002 22,487 24,313 25,064 26,099 27,512 28,159 29,489 30,819 31,645 32,171
Number of new stores 14 9 11 9 7 10 8 8 8 11 10
Number of stores at the end of the period 239 245 256 264 266 270 275 280 285 296 305
Sales floor area at the end of the period (m?) 605,704 621,342 644,468 660,247 662,928 669,367 675,650 676,949 668,916 690,128 698,074

*1 Figures for FY2015 are non-consolidated figures as there were no consolidated companies in the Group.
*2 Accounting Standard for Revenue Recognition, etc. applied from FY2022 (figures prior to FY2022 are before application).
*3 Of the total number of employees, the average number of part-timers employed per year is calculated based on eight hours per day.
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Compiled Data

Net sales by department (Millions of yen)

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 m

Food 431,124 476,927 518,178 539,211 559,459 578,313 592,956 636,177 647,426 650,825 689,244
Agricultural produce 67,164 73,549 81,192 84,874 86,413 88,054 87,735 98,563 98,578 95,090 100,634
Marine products 38,541 43,025 46,394 47,127 48,688 50,501 52,497 57,700 59,063 57,928 60,628
Meat products 49,822 57,561 62,739 64,774 69,027 71,738 74,302 83,262 83,448 84,265 87,057
Delicatessen 51,726 57,993 63,541 65,819 68,009 71,687 75,209 75,257 81,992 85,962 91,251
Process and daily 223,868 244,796 264,310 276,615 287,320 296,332 303,211 321,393 324,343 327,577 349,672

Lifestyle products 49,675 52,835 56,018 57,966 60,756 62,364 64,268 66,971 64,823 64,667 67,630

Apparel 28,868 28,835 28,300 27,714 28,231 27,532 25,875 23,516 23,150 23,001 23,153

Other 10,284 10,118 9,961 9,751 9,827 10,000 9,961 9,680 9,680 — =

Total 519,953 568,717 612,458 634,643 658,274 678,211 693,062 736,346 745,080 738,494 780,028

*Before application of Accounting Standard for Revenue Recognition, etc.

Gross profit ratio by department (%)
Food 27.0 27.4 28.0 28.1 28.4 29.1 29.9 31.1 314 31.2 31.6
Agricultural produce 23.0 233 232 239 24.4 25.6 273 28.8 295 29.6 29.8
Marine products 29.1 29.1 28.6 28.2 28.0 28.7 29.8 323 323 31.4 32.7
Meat products 289 29.2 28.0 284 279 28.7 29.3 31.1 31.0 30.6 30.5
Delicatessen 41.5 422 51.6 52.3 52.5 53.0 53.7 54.7 54.9 54.6 54.7
Process and daily 24.0 245 23.8 23.6 24.0 24.6 249 26.0 26.0 25.7 26.2
Lifestyle products 24.8 24.6 235 241 241 24.5 24.9 26.9 26.7 26.6 26.6
Apparel 36.3 354 36.0 36.8 37.5 37.8 38.4 38.8 394 39.8 384
Other 10.0 10.2 104 10.3 10.1 10.0 9.9 10.3 10.2 — =
Total 26.9 27.3 27.7 27.9 28.1 28.8 29.5 30.6 31.0 31.1 31.4

*Before application of Accounting Standard for Revenue Recognition, etc.
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CO2 emissions by energy source (%)

New stores 6,595 10,204 7,179 16,897 10,021 Electric power 93.73
Renovation 4,052 5177 6,468 927 3,059 City gas 5.39
IT and digital systems 1,665 3,214 2,591 2,385 3,857 Heavy fuel 0.68
Centers 4,728 6,344 2,025 952 1,298 Gasoline 0.12
Others 2,827 4,317 4,585 3,064 4,582 Heat 0.04
Total 19,867 29,256 22,848 24,225 22,817 LPG 0.04
Energy creation (kWh)
e T o s o | aow | ooe | o | oo | an | am | o |
Solar power generation 9,557 18,482 28,635 47,856 156,308 832,303 1,213,468 1,415,137 1,372,819 1,772,294
Bio-gas power generation — — — — — — — — 545,202 592,954

CO2 emissions (Scope 1 & 2)

(FY) 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 m

CO2 emissions (t- CO2) 207,668 213,711 214,993 213,355 209,347 211,841 205,567 197,772 198,126 196,255 199,402

Compared to FY2013 (%) 100.0 102.9 103.5 102.7 100.8 102.0 99.0 95.2 954 94.5 96.0

Compared to FY2013 (base units)(%) 100.0 100.0 95.2 922 85.9 879 85.8 80.8 81.0 80.1 79.2

*Figures before third-party verification

Final amount of food waste (per sales) and recycling ratio (kg/million yen) Trends in recycling of resources (tons)

Final amount of food waste 17.9 164 147 145 18.1 129 127 Trays 313 318 362

(per sales)

Recycling amount (per sales) 182 20.1 21 206 245 24.4 233 PET bottles 820 746 810 812 881 862

Recycling ratio (%) 51.1 55.1 59.7 60.2 57.5 65.5 65.3 Milk cartons 414 344 357 367 426 435

Food education activities (>P.47

(FY) 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Number of participants (persons) 4,461 5233 7,278 7,346 7,735

7,241 9,508 16,815 25,099 25,800 15,134

Number of classes (classes) 90 89 121 132 130

144 209 215 322 347 232
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Corporate Information (as of February 29, 2024)

Company Overview Organizational Chart (as of May 23, 2024)
Company name LIFE CORPORATION (Following transition to a Company with an Audit and Supervisory Committee)
Founded 1910 (first LIFE store opened in 1961) General Meeting of
Shareholders
Established October 24, 1956 Audit and Supervisory Board of Directors Nomination & Remuneration
Committee Advisory Committee
[Head Office and Osaka Headquarters]
2-2-22 Nishimiyahara, Yodogawa-ku, Osaka Internal Controls System Sustainability Promotion
Head office and Management Committee Committee
regional headquarters  [Tokyo Headquarters] Representative Director
4-12-3 Higashishinagawa, Shinagawa-ku, and President
Tokyo, Shinagawa Seaside TS Tower
. X Management Strategy
Capital ¥10,004 million Internal Audit Office Committee
Corporate Strategy and Risk Management
Fiscal year From March 1 every year to end of February Planning Dept. Committee
of the following year
E—Comr;.er.cta Business LIFE-CSIRT
Accounting auditor KPMG AZSA LLC MEion
Main business Supermarket chain Infrastructure Development Business Corporate Functions
Group HQ Group HQ Group HQ Group HQ
Companies subject to
consolidated financial 1 . .
statements BIO-RAL Business Div.
Number of stores 305
50 §5d o o o o =1 = o] T [n) >0 0 5
Number of i o & (o3e) & o & & o o c c [0} o o o =Y
2171 nsol * Qo QF Q L3 9 9} L3 Ly @G, S a s o
employees 32,171 (consolidated) S BEE I3 S glala e 3 = o 23 'a 3
0= o0 = o ©x = @® B Q@ 2 2 2 s 3
[} (1] ) [0 [} o [} [} “n = > [=A—3 35 =3
. _ . _ ga g9 (O [RCi ICRN ICR O ai B 2 2 2% 3 8
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http://www.lifecorp.jp/
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Stock Information (as of February 29, 2024)

Company Shares Share Distribution by Shareholder Type
Totalnumberof 454 540,000 shares
authorized shares Foreign B
Other domestic corporations, etc. ‘
Total number of 49,450,800 shares corporations 12999 e
issued shares (2,439,031 shares of treasury stock) 48.94% o UFEISONT o
- Hm,fawv
Number of 7,313 Financial e ky eaf Clover ! per)
shareholders institutions ‘F"'{'_' 4
o wdd\y anc e
20.47% - Softs 7S everyor
Number of shares | i onve s'\','imr?e
per trading unit "‘?:::?d hmgPY

Individuals/
others

12.36%

-~ @

d
9
Treasury &L“ﬁ - . a
Ao / Lawptis a
a airy,
\/ whoPlPsy:ald )';o
make everyone
happy.
a

Number of shares held Shareholding
(thousand shares) ratio

Stock exchange Prime Market of the
listing Tokyo Stock Exchange

Securities code 8194

Securiti
Shareholder Sumitomo Mitsui Trust Bank 1-4-1 ﬁ?ﬁ%” 1es

register agent Marunouchi, Chiyoda-ku, Tokyo 1.01%

Major Shareholders

Our endearing and long-loved character LALAPI was created by the
character designer Atsuko Nishida, who designed the famous
Mitsubishi Corporation 10,562 22.47% Pokémon character Pikachu, to make LIFE a more attractive place to

shop for many customers. We decided on LALAPI's design and

Name

Seishin Kosan Corporation 5,382 11.45% name through an employee ballot.

Life Sports Foundation 3,229 6.87%

The Master Trust Bank of Japan, Ltd. (Trust Account) 3,024 6.43% To learn more about LALAPI, scan the QR codes below.*

Life Mutual Prosperity Association 2,327 4.95% N

Sumitomo Mitsui Trust Bank, Limited 2,264 4.82%

The Norinchukin Bank 1,400 2.98%

Custody Bank of Japan, Ltd. (Trust Account) 1,081 2.30% Website YouTube Instagram

SUMITOMO LIFE INSURANCE COMPANY 737 1.57% *In Japanese
Hisako Shimizu 701 1.49%

Note: The shareholding ratio is calculated after deducting treasury shares (2,439,031 shares). The treasury shares do not include 80,500 shares
of the Company held by Custody Bank of Japan, Ltd. as trust assets for the “Trust for Delivering Shares to Directors.”


http://www.lifecorp.jp/topics/lalapiroom/index.html
https://www.youtube.com/channel/UCmvdBq3hyiJpjvFS1w-U-Zw
https://www.instagram.com/lalapi0428/?hl=ja

LIFE CORPORATION




