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Presentation

Moderator: Good morning. Thank you for joining us today. It's at the appointed time, so we will hold a briefing
on the financial results for Q2 of FY2023.

First, you will watch the video for about 33 minutes, and then we will go into the Q&A. Now, please take a
look at the video.

[Video Begins]

Shimoji: Good morning. We will start the presentation of financial results for H1 of FY2023. Thank you for
your cooperation.

4 1% Half of Results of 2023 Ending Feb. : Executive summary TSI HOLDINGS

[Summary of activities in the 15t half]

M Environmental changes

This first half began with “supply chain disruptions due to lockdowns in Shanghai from March.” “Conflicts,” “energy Issues,” “increases in
prices of daily necessities due to a weaker yen,” and “consumers’ lifestyle habits” had a significant impact on the global economy. Consumers
greatly changed their daily product purchase and their values toward benefits from services.

M Looking back on measures taken in the 15t half

Under this severe environment, as a countermeasure against the exchange rates which are one of major concerns, TS| conducted its order
and production flow more carefully than usual. Under this flow, we narrowed down a total production volume for initial collection orders and
produced products of higher importance additionally.

We minimized unnecessary production and logistics losses and also drastically reduced a sales budget for markdown sale, to prioritize an
increase in yields,

As a result, although we missed the target value for net sales, we built stronger communications with fans who endorse uniqueness of brands.
On the other hand, the EC channel, in which markdowns and point granting are major purchase decision making elements, grew slower.

M Issues of EC business and progress in reforms

The EC business saw polarization among brands; some responded to market changes and greatly improved their performance, while others
delayed their response to the changes and decreased their business resuits, Especially, the poor performance of major key brands had a
significant impact on our comprehensive growth potential of the company-wide EC.

Toward the second half, we are conducting many OMO events as a countermeasure for reinforcing EC for all brands. Now, we are getting
results.

The reduced markdowns slowed the net sales growth down, However, regarding the company's EC sites, the ratio of their net sales to total
net sales and the number of their new members showed double digit growth steadily.

For customers who endorse our brands, we are now considering providing new service vaiue to members.

This is the executive summary. A summary of H1 activities will be provided.

Changes in the market environment had a very large impact. As you know, the lockdown in Shanghai began
in March, and many of our brands were affected by supply chain problems in the form of late deliveries and
delays.

In the meantime, the conflict in Ukraine, energy issues, and price hikes of daily necessities in response to the
weak yen, have had a major impact on our lives.

In this context, | believe that consumers’, or customers’, sense of value toward product purchases and services
is changing dramatically.

In this environment, one of the major measures we are taking is to narrow down the total volume of initial
orders for the collection to products of high importance. Thereby, we carefully implemented the flow of
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additional production and production on order. We concentrated on eliminating waste and losses to the
greatest extent possible, and by doing so, we were able to obtain a large budget for the project.

As a result, sales did not reach our target, but the communication link to the customers who support each
brand became very strong, and we were able to get a good gross profit as a result.

One of the challenges is that the e-commerce business has not yet fully grown. Although the sluggish
performance of major mainstay brands has overshadowed the growth potential of EC, we are still holding
numerous OMOs and events for all brands toward H2 as EC countermeasures. Although sales are still slowing
down due to reducing price discounts, which is now showing results, the Company's e-commerce site, sales
composition, and the number of new members are growing by double digits or more.

We will continue to try new measures, and we expect this area to recover in the near future.

5 1%t Half of Results of 2023 Ending Feb. : Executive summary TS| HOLDINGS

H Posting of 0.59 billion yen in the 15 half as head office relocation expenses; 100% or more

operating profit from the previous term when excluding the expenses

With the aim of integrating physical environments of business companies, we relocated our head office, \We consolidated six businesses of
the main old business companies to one location.

We demand the strategic activities related to EC, logistics and production, digital business, and value chain reform investments to achieve a
high performance in terms of information sharing, implementation speeds and operational accuracy. We will enhance collaboration among
conventionally decentralized functional depariments and aim to eliminate a dual cost structure and reform productivity for further evoiution.
Toward the year end, we will launch an integrated press room on the first floor of the head office and form a strategic PR team that will
contribute directly to profit, beyond BioB.

B Toward DX reforms (TSI x Sitateru / TSI x Alibaba x JP GAMES)
We established a new division to spur reforms. As a first step to revitalize new business domains, we executed an aliance with Sitateru Inc.
Within the Next Generation business domain, we are enhancing supply chains and developing services for the F2C business,

As a second step, we started a joint project with Alibaba Cloud and JP GAMES.
With the aims of breaking away from a legacy supply chain structure and conducting development in the Next EC domain, we are preparing
toward creating attractive game content and innovative business models,

From June, we reorganized internal business organizations to a new structure for TS| INNOVATION
PROGRAM 2025 to enhance activities and started activities toward further evolution from the second
half. We also consider making more investments in the four-pillar growth business areas (domains).
We will lay a stable foundation for accelerated growth.

As explained to you at the beginning of the fiscal year, we have recorded JPY590 million in head office
relocation expenses. Excluding relocation expenses, H1 operating income exceeded 100% YoY. As a result, we
have increased our earning power and profitability. We are proud to say that this is a situation in which one
of our reforms has been very effective strategically, but we would also like to examine it more closely and
improve it in terms of content.

As for DX reform, we invested in Sitateru Inc. as a new initiative. We are also looking forward to forming an
alliance with Alibaba and JP GAMES to create new attractive games, content, and innovative business models.

In addition, since June, we have further strengthened our internal business organization under the new
structure of the TSI Innovation Program 2025 and have begun activities for further evolution in H2 and beyond.

In particular, we have started by dividing our business into four domains. We will reinvest this in each of our
domains, including the losses we have incurred up to now, to determine which businesses to focus on, as each
will be a system that can run on its own, and we hope to make the foundation of the system solid.
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& Highlights of Results for 15t Half of Results of 2023 Ending Feb. TSI HOLDINGS

v

Met sales were 111.3% (105.4% based on the old accounting standards) and +7.33 billion yen from the previous term. Real stores
showed a steady recovery. The EC channel increased the ratio of its net sales to total net sales significantly in the
previous term, but showed a poor performance. Therefore, we did not achieve budgetary goals.

# Actual operating profit was 0.58 billion yen and +1.57 billion yen from the budget. The result significantly improved
mainly due to passing a weaker yen risk of cost of goods purchased on to prices and improving the ratio of the yields for
selling products at regular prices. We reduced SG&A expenses carefully and was able to fall below the budget.

v

Met income was 119.0% from the previous term and +2.49 billion yen from the budget mainly because of a positive
impact of a significant exchange gain from foreign-currency assets and sale of cross-held stocks. We achieved the
highest net income for first half ever.

New profit standards Old profit standards
YoY YoY Change vs. Budget

72.08 siion ven 111.3%  +7.33 siionven  -4.38 mion ven 105.4-,

0 .
pperrnaftlltng 0.58 Billion Yen R 51 _9”_.’}, ‘0-54 Billion Yen +1 |5?EI||IDI‘1 Yen 64.8‘3.-'“

2l 2.24 siiion ven 119.0% +0.35 siicnven  +2.49 giion ven 119.0%

* While operating profit was 1.13 bilien yen in the previous first half, operating prefit in this term includes &0.58 billion yen of the aceelerated depreciation cost for the
head office relocation, resulting in the reduced profit

Income

Performance highlights.

The H1 results are: net sales of JPY72.08 billion, operating income of JPY580 million, and net income of JPY2.24
billion. Net sales for H1 were 111.3% YoY, or JPY7,330 million in terms of value.

However, the sales budget for the e-commerce side, which greatly expanded its sales composition in the
previous fiscal year, has fallen short of its target. Operating income was JPY580 million, an improvement of
JPY1.57 billion from the previous year.

One factor is that we were able to pass on the risk of worsening procurement costs due to the weak yen to
our customers, including some brands. Second, the yield ratio in full price sales improved more than planned,
which was the main factor.

As for SG&A expenses, we have carefully reduced them, and have been able to achieve the budgeted level or
lower.

Net income was 119% YoY and JPY2.49 billion higher than the budget due to the positive impact of large
foreign exchange gains on foreign currency denominated assets and the elimination of cross shareholdings,
achieving a record high for H1 of a fiscal year.
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7 Operating Profit Transition for 1%t Half Results of 2023 Ending Feb. TSI HOLDINGS

As with the first quarter, the well-perferming golf and street businesses grew in the second quarter to achieve higher-thanforecasted,
significant sales and profit growth.

In the ladies’ domain, the business units which evolved sales approaches in businesses such as OMO enhancement and D2C achieved
higher-than-budgeted yields.

When excluding the head office relocation expenses, the business profitability in the first half was 103.9% from the previous term and
showed the highest as the recent results.

* As the termporary head office relocation expenses, the following amounts will be posted; 1Q: 0.3 billon yen, 2Q: 0.29 bdon yen, 19 half total: 0.59
billion yen /272 half total: 0.35 billion yen / full year: 0.94 billion yen Unit: Billion Yen
\When excluding head office

Main factors for improved operating profit relocation expenses

in the first half

Operating Profit Quartely Transition 4 43

¥ The growth of the golfistreet businesses which are
strong in summer reduced the sales composition ratios (0.18) (0.16)
of the business brands which overemphasize heavy
clathing for fall and winter, resulting in a structure that

is easier to generate profit throughout a year. 1141
¥ We reviewed schemes for additionally producing
products in wel-performing businesses and expanded

sales significantly.

¥ We reduced a sales budget for sale periods, and
enhanced content to focus on selling products at
regular prices. We were particular about controling
SALG expenses in lower profitable months and
decreased a deficit in the loss-making season (2Q).

Operating Profit 0.58 Billion Yen Ending Fab. 2019 Ending Feb. 2020 Ending Feb, 2021  Ending Feb, 2022 Ending Feb, 2023
=10 Opa Profi (non-consoldated ) 20 Operating Profd (non-cansolidated )
EBITDA 2.81 BillionYen

-12.9

113 1011

Whea | nchuding 11,20 billion yen of e

redocation sxpanses, A0 operating peofit
Inon-comsolidated) showedd e highest
prodiailiey in the recent live years.

o imlocation soggsdeas » 0.7 illics yan

-64.4

=10.46 villien fen

The following is a summary of operating income trends.

Operating income is JPY580 million, and EBITDA is JPY2.81 billion. This is due to the strong performance of
our strong performing businesses, golf and street, which have generated significant sales and revenue growth
that exceeded expectations in Q2 following the previous quarter.

As for the ladies' wear area, business units that have evolved their sales methods, such as the OMO
enhancement business and the D2C business, have improved their yields beyond expectations.

Excluding head office relocation expenses, business profitability in H1 was 103.9% YoY, the highest result in
the recent past.

Asyou can see in the chart on the right, the red graph shows Q2, and the blue graph shows Q1. The profitability
of Q2 has improved the most in the last five years, including the transfer cost of JPY290 million on a non-
consolidated basis. Without relocation expenses, the figure is minus JPY720 million. Until now, TSI was very
heavily weighted toward winter wear, but with the growth of the golf and street businesses, which are strong
in summer, the sales composition ratio of the business brands that are heavily weighted toward heavy fall and
winter wear has decreased, resulting in a structure that can easily generate earnings throughout the full fiscal
year.
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s Sale Trends by Channel for 1% Half Results of 2023 Ending Feb.

TSI HOLDINGS

Sales of real stores was 121.6% and +7.26 billion yen (sased on new profit standards) from the previous term and recovered

reliably.

Outside Japan, business results were solid. Currency-exchange gain/loss expanded an impact on the amount of sales.
As a result, the poor performance of the EC business became a bottleneck of the company-wide sales growth in the

first half.

From the previous term, the respective sales of department stares, non-department stores (FB/streetside stores), overseas and EC were

151.5%, 114.7%, 126.4°% and 94.9%. EC is a factor for delayed sales recovery.

Department
Stores

Old profit standards O profit standards New profit standards New profit standards

Cumulative Q2ND Bl Cymulative Q2ND Cumulative Q2ND
2021 Ending Feb. Il 2022 Ending Feb. [l 2023 Ending Feb

jon Yen jon Yen 9.56 Billicn Yen
] 5105 631 Eenen o e 187.3%
E . ol 31 ﬂéﬂ:{:‘a.aﬁ]
o 22.76 siien ven 27.35 samon ven -3 T sition ven .
= Facilities'™ onpastan Faie 405 [Compesiin st 42 38 (Composition Rate 43.5%) 137.8%
m]
1 8.55 Billien Yen 1 3.73 Billien Yen 1?‘82 Balion Yen 95_1%
Dornestic B-Cormmerce ratie 40 0% ) (Domestic E-Commerce rabo: 35, 5% (Domestio B-Commeroe
rati 0. 3%
521 Billien Yen T43 Baion Yen 7I-“l3 Billien Yen 115.6%

(Composition Rate :10.0%)

--3- 61H 549 | 4 85 F5=; 26 7 5 |cn-nm:: Rate £.5%) 169.5%

™1 Fashicn buikdings, shaping centers, ralrcad staton buldings, ndridusl Sares, outisl 2hops elc. axcepl far deparmeant slonas
"2 Appared businesses such as whoksae, inlercompany’ sales and non-appanal busingsses of e GRouD Compansas

151.5%

2id profit standards

E.?g Balion Yen

[Cempesition Rate 10.0%)

1147 31 49 Baion Yen

[Compoiition Rate 45.2%)

94,9 16.93 siion ven

{Domestic E-Commercs
ratia 0.7 )

96.5% EuBB Bilan Yen

[Compesition Rabe -1001%)

126.4  0:12 smonven

(Compasition Rate :8.0%)

"3 Resulls of Efiego Corp. wheeh cperates EC siles centening on Taclics.com inthe U5, is o be cansaldated rom e saecond quarter of 2021 and amvward. The resuls and recoided in oversass sales.

Sales trends by channel.

Physical store sales are steadily recovering at 121.6% YoY. Compared to the previous fiscal year, department
stores accounted for 151.5% and fashion buildings for 114.7%, showing very strong performance.

In the overseas business, business performance has been strong, but the impact of foreign exchange rate
differences on the amount of sales has also been significant. Overseas sales were JPY6.13 billion, an increase

of 126.4% as a percentage of total sales.

In the EC market, which is the cause of the slump, shows 94.9%; but looking at the EC market as a whole, the
recovery of large mainstay brands is still lagging. Other businesses are in a phase of growth, with growth rates
exceeding 100% compared to the previous year, and we are now in a phase of concentrated recovery and

correction of underperforming areas.
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10 Sale Trends by Channel for 1st Half Results of 2023 Ending Feb. TSI HOLDINGS

A new line of the flagship brand NATURAL BEAUTY BASIC had been performing well.
Outside Japan, HUF continued to perform well in the United States. MARGARET HOWELL
performed solidly in Europe.

Real store business Overseas business

FBistreetside, 114.7% vs. previous term : Flagship ladies’ brand In both the United States and Europe, sales increased solidly. HUF USA
The new line wuren ecmon of NATURAL BEAUTY BASIC had been was 120.1%, while HOWELL was 117.9% in Europe. The brands were
performing well at fashion buildings in the center of Tokyo. An average  affected by delayed delivery periods due to the disrupted supply chains but
sales growth rate is 135.0%. The ratio of products sold at regular prices performed well as a first half. For the second half, we expect deteriorated
is high. Therefore, the yield is 10% or more higher than those of normal ~ €conomy and reduced consumer spending due to confiicts and Inflation, in
stores. In the second half, we will increase the stores for introducing the addition to COVID-19. We will take measures such as adjusting SA8G
new line, aiming to acquire new customers and leap the business further. expenses, but will take careful business activities and management.

®

NATURAL
BEAUTY
BASIC

Trends by business segment.

In the physical store business, fashion buildings, as | mentioned, are up 114.7%, and the new line of our core
ladies' brand, NATURAL BEAUTY BASIC, is performing well in city center fashion buildings. The average sales
growth rate is 135%, which is a very high percentage of the total sales, and the yield rate is more than 10%
higher than that of regular stores. The customers have been very receptive to the fact that things have
changed. In H2, we will further expand the number of stores introducing the new line, aiming to acquire even
more new customers and make a business leap forward.

In the overseas business, sales expanded steadily in both the US and Europe; with 120.1% for HUF USA, and
117.9% for MARGARET HOWELL in Europe, although there were some effects such as delivery delays due to
supply chain disruptions. However, sales in H1 were favorable in the end. As for H2, we expect the economy
to deteriorate due to inflation and cooling consumer spending due to conflicts other than the coronavirus,
but we forecast that business will remain steady from overseas as a result of prudent activities and
management.
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11 E-commerce in 1% Half Results of 2023 Ending Feb. TSI HOLDINGS

In the first half, sales of EC was 19.77 billion yen and 97.0% from the previous term, ending in a sluggish performance.

We increased product prices and conducted a currency exchange countermeasure for controlling markdowns on a company-wide
hasis. However, for the EC customers who have different consumption behavior from that of real store customers, we lacked price
countermeasures, exclusive products, and planning and countermeasures for limited services and event strategies other than prices,
In the second half, all companies and all brands are holding events in the EC channel, preparing for measures such as planning
limited products, and conducting countermeasures,

The new company building will increase many spaces dedicated to shooting live streaming on SNSs, We will make efforts to enhance
the company-wide EC sales scheme and functions.

Old profit standards New profit standards stanfards

Unit : Billion Yen Cumulative Cumulative Cumulative | Compared io Cumulative
Q2MD 2021 QIND 2022 Q2ND 2023 year before YP{[%} Q2ND 2023
g Feb. § Ending Feb. ding Feb. last (%) diing Feb.

8.12 8.99 8.73 107.5% 97.1% 8.73
(43.8%)  (47.9%)  (49.0%)  (+5.2pt)  (+1dpt)  (51.6%)
18.56 18.78 17.82 96.1% 94.9% 16.93

Epmet Py B0

(40.0%) (35.8%) (30.3%) {-9.7pt) {-5.5pt) (30.7%) miﬁ
1.51 1.60 1.94 128.8% 121.2% 1.94 soi| LEE
[44.7%) (33.0%) (3.7%)  (-10.0pt) {-1.3pt) (31.7%) -

E-Commerce
TOTAL
(ratio(%))" (40.1%)  (35.6%)  (30.5%) {-0.6pt) -5Apt)  (30.8%)

20.07 20.38 19.77 98.5% 97.0% 18.87

New company building after relocation
[shooting studio image]

*1 Damastic E - Commarca ratin exchuding domastic and othar seles (wholasale, compeny seles, atc )
*2 Resuks of EfuagoCom. which operates EC s#as cantaring on Taclics.com inthe U.S. is to be consolidated from tha sacand
quartar of 2021 and orwerd. The results are racordad in ovarseas saks

EC sales results.

H1 EC sales were weak, at JPY19.77 billion, 97% YoY. Whereas the existence of discount sales has been
significant in the past, we have been selling in full price and have been curbing discounts. However, we believe
that the lack of a speedy performance in developing products sold exclusively to EC customers, providing
limited services other than price reductions, and the event strategy were the main reasons for the YoY decline.

In H2, we will be reinforcing our press system and building a new photo studio in our new building after the
relocation. The entire company is implementing measures to improve product assortments, including the re-
strengthening of events within the e-commerce channel for all brands and the development of limited-edition
product plans. In addition, we will continue to redevelop new ways of presenting our products and strengthen
our e-commerce sales system.
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12 E-Commerce Current status and future efforts in 15t Half Results of 2023 Ending Feb. TSI HOLDINGS

The EC gross profit ratio was 57.1% and improved to 111.5% year-on-year. The profitability of EC improved further.

The in-house channel focused on acquiring new members. The number of new members was 118.5% from the previous year.
Through a large-scale EC campaign to be conducted in 3Q, we will link these acquired members to sales.

m M MASTER BUNNY EPHIL NATU%%AUTY

GOLFBA

+ NEAD COVIR

C : from HUF i to In 2Q, the brand launched three types of  In selling new products every Thursday, We used Rio inagakl for advertisement.

perform well, In the first half, the EC online-limited goif bags. Together with the brand conducted kve commerce and  CVR via META advertisement was about

sold more than 20,000 pieces. other online-imited ftems. sales five streaming on Instagram, accounting 7 times when compared to CVR
increased by about 10 times from 1Q.  for an average of about 40% of EC during a period.

orders during a period.

This is the current status of the EC channel and future initiatives.

Itis not all bad, but there is a new aspect. The gross profit margin on EC sales was 57.1%, up 111.5% from the
same period last year.

In our own channel, we focused on acquiring new customers and the number of new members increased
118.5%. In addition, we hope to link the number of members acquired to sales through our e-commerce
campaigns and other new measures that we are planning for Q3.

First of all, we would like to reform our creations and make them easier to buy, by developing new products.
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14 General situation of each brand in 15! Half Results of 2023 Ending Feb. TSI HOLDINGS

Of the top 10 selling brands, total sales of the seven well-performing brands was 123.0% from the previous term, largely
exceeding the company-wide average

The major brands steadily started business result growth and prafit improvement. In the second half, they started new activities
toward future growth domains such as developing services for the new customer segments who purchase products on EC channels.

* HUF (total of Japan and overseas)

B Top 10 brands The Global strategy (HUF PROJECT) started

Lt Mo Yan Exclusive graphics and high-quality items that

malched ta the Japanese market performaed
VST Walf 2021 Hnding Feb 15T Half 2073 Ending Fet ompaned 12 yaas Defore L | N
" — very well. The brand increased endorsement by
Saigy  COMPOSERR GmesPront I o F— prefessional Skﬁ.hﬂ- and ﬂftlﬂ_s raliably and had
Bate ) Rtk 4] Rt i) o i) great presence in the domestic market.
ms E

previous term at the urban-type stores such as

1. MARLY GATIS EAE LR (19 L] [SE] 173 (L] L PEARLY GATES/ new balance golf
1 KARND o fdrie 1.5 "ns 453 [ R1-] a5 s mna 1) 7o Rl TM gQ" blﬂ-luss CQMInUld 1° mr‘ﬁrm m”
3, WARGARET HOWILL 8173 ig Ekd sam [+ “F] 1144 -1z T84 i3 New customers flowed into the brand due to the
4, KATURAL BEAUTY A SC ASTE 17 ETT] 8477 74 en 1080 “wr 8.1 LT wel-parfarming EC
[} e 2748 [ E] 813 LY+ [+ ] i T4 -84 W35 55 NATURAL BEAUTY BASIC
8 AVIREX 1EIE 18 EEA 2305 13 E53 1105 58 1138 <33 Although the result did not reach the company-
7. UMDEFEATED 2438 as #7 2314 az 33 323 18 1227 a7 wide average, sales was 135.0% fram the
8. newbalace goif 1846 15 5TE 215 a1 B1T 1124 1] 53 +45 LUMINE which are ssling the Limited Lins. The
9. human wome 14011 22 58 PR an 50 1488 58 158 w0y brand acquired sales and new customers
0. STUSSY 2076 1z ol 2003 23 5 932 4 .5 +23 steadily
Tor s1am N 573 dzpe s L “s L] M43 . human woman
Comet iliranes 2EE20 LB LiR] LR Lt L=} s L =4 w3 Sales of existing stores was 148.8% and
Gantinwisg Beands Bd A0 ET sS4 78080 1000 T 114 T 133 133 perfarmed wall. However, there afe (ssues such
i Mm@ w m e ws w wn o e e e
TeTAL B bl bay _ Taem g " na bl 1 3% actions such as reviewing customer profiles.

Overview by brand. Here are the top 10 brands in sales.

There are seven brands that are performing well. The sales growth rate of strong brands was 123% in total,
well above the company average. In addition, our large brands are steadily growing their business
performance, and we have been able to start improving their profitability. There are three brands that are
underperforming.

| will introduce from the brands that are performing well. HUF for example, has achieved a 170% increase in
sales both in Japan and overseas, thanks to the X Games event held at the beginning of the fiscal year, new
specialized graphics, and high-quality items. Our presence both domestically and internationally is expanding
significantly.

As for PEARLY GATES, together with new balance golf, the golf business has continued to perform well at
117.3%.

NATURAL BEAUTY BASIC's new line has been extremely effective, and the growth rate of urban stores such as
LUMINE, where the Limited Line is being developed, is up 135% from the previous year. We also believe that
this will spread to other stores as a new line of products, which will bring in new sales and new customers.

human woman is a department store brand, the rebranding has been very effective, with same-store sales at
148.8%. There are also issues such as the withdrawal of unprofitable stores and low growth in e-commerce.
We would like to make new developments here, including another review of our clientele.

As for underperforming brands, NANO universe is still in the process of rebranding, and we would like to take
a little more time to revive it. Since it is a large brand, it will take some time to rebrand the entire brand, but
we will take every possible measure in H2 to revive the brand together again.

As for UNDEFEATED and STUSSY, the slump in sales is due to the delay in logistics, and we are confident that
they will recover in H2.
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16 Net Income Impact ltems for 13!

Half Results of 2023 Ending Feb. TSI HOLDINGS

Itincludes 0,51 billion yen of a non-budgetary gain from dollar-based assets of overseas subsidiaries and others

After adding 1.31 billion yen of non-oper

ating revenue/loss, erdinary income was 1.89 billionyen.

With regard to extraordinary income/loss*, we conducted the planned sale of investment securities in the first half ahead of
schedule and posted 0.77 billion yen of gain on sale

After adding income taxes deferred and
profit margin was 3.1%.

others, net income was 2.24 billion yen, the highest for first half ever. The net

Uit - Bilicn Yen

» Exchange gain: 51 milion yen
[owtside the budget]

- Dividend income: 350 millan yen

- Real estats income: 170 millan yen

- Investssent gain an egquity method: 150

+ @ain on sale of investment securities: 770 million yen (outside the budget)
+ Cooperation money for large facilitizs: 60 million yen (outside the budget)

: (0.26)

'
H
millien yen | ]
. 0.87 (0.24)
R
piﬁm:‘;n i' _________ - Interest expenses; 30 milkan yen |:- L::‘:: n‘nh.va:u:t;:;m investment secunties: 130 million yen
| - illi cautside i
0.B%: ] Résl #state sxpanset 20 millicn yan « impairsent koss: 100 millon yen [outside the budget]
Operating Neon-opesating Nen-operating Exiraordinary Extracrdinary |08s Income laxes Mal income attributaila ta
ncome income SEDENSEE e QT o daferned awners af panant

Ordinary Income
1.89

H i Total of non-bwdgetary gainficss +1.14 billon yen (non-operating revenus +0.51
""""" * billian yen, extracrdinary incomeiess + 0,63 bilion yen)

Profit Before Taxes

2.51

* Cne billion yen of extraordinary loss due Lo lemporary ¢losing wes posied in
the previous temrm

| would like to come to the net income and balance sheet. Net income impact items.

Including foreign exchange gains of JPY510 million due to off-budget related to US dollar-denominated assets

of overseas subsidiaries, etc., and ad

ding other non-operating gains and losses of JPY800 million within the

budget, ordinary income was JPY1,890 million. As for extraordinary income/loss, the Company sold

investment securities ahead of sched

ule in H1, recording a gain of JPY770 million. After adding income taxes-

deferred, net income was JPY2,240 million, the highest in H1, with a profit margin of 3.1%.

17 About Balance Sheet

TSI HOLDINGS
> Inventory assets

We have been able to maintain healthy financial conditions
We will invest strategies and management resources in businesses with growth

+ Yearon Year
Sales was 111.3% from the previous term,

potential. while inventory was 116.4% and + three
We will offer attractive products/services and thereby improve our business value billion yen.
Untiienven  This was due to an impact of early
18T 3R2Ending  Cumiv 1T purchase of merchandise for products sold
e at regular prices. From the second half
Gompealt Composh sales budget, inventory status is proper.
Resuls o Roesults ien
Rate (%) Rate %] > Treasury stock
Carrent Assees ThAM BDR TSEIE SAI%  TABE  BAA% 123 TR @SB3 « Difference from the previous time
(of Cash and Deposies) 40440 A% B 260 aT,068 268% EFL] 81.1% 848 SRd% As par‘t of G.‘apit.‘al pﬂ'lﬁ}:,lI imp|ementali0n and
[af which, Invesssey| 16715 13.0% 19,535 % 21,780 153% 5065 196.4% 1,798 0% -
Wen-urrent Assets TOM1 0% BASIE 48 BAM 4EM% AT BB i BRa% :?harEholdter r:tu m:. T.'easures' b Iacqtlilre'd
[l Invektmebnt Secuitie ) 26365 1% A 19.9% 27634 200% 4.431 95.5% .30 969% reasu_ry_r slocks, whic 3 were equivalent to
(of Investment Real estare) 4968 14% 4,728 345 4,122 14% 243 a8.4% & Bagh 0.49 billion yen of an increase.
Total kssets. 143980  f000% 40883 000N {38,098 1000% & A% LY AME BRIR {an increase by +1.09 billion yen from the
Carrant Liabilkies IAE e mTe mEN 25an fean T TV BT F end of February 2022)
| {17 Shor -t s rrowings | MW 0% WA 0i% i X3 E]] 5.5 LN )
1o Cunmemt parban of kng-toem Dorowieg TA3E d4% 587 L8 8,262 (1L 2 ATY TN il Ba0% - Equity ratio
Wen-current Liabilites 17573 122% 0 13489 BE% 12475 s0% BO8E TIOm TR E We kept 71.5% of a high-level equity ratio
| (of Long term born wings) 12687 ab% T4 B 133 i B34k 5T 4TI BAan - . _ )
Total Lishilities AATED BN 3T 204%  JAET 283% SAMr ATOR 230 seds ‘ljn ef';d?l:llmn tc_' mveslr‘qienlls in ﬁ_DGSEnd the
: : - Igital aomain, we will also utilize money
[Teal Hee Ass s BRUE1  B3S% WS 0 931 TIA% A3t Ei 1T effectively for investing in our core business
(af Treamury Stocki-|| JETDE 6% 4,769 3.0% 4,758 34% 1055 126.5% 480 119.5% and enhancing supply chains
(Teaut Lisbitin snd Met A4 i ses 143950 1000% 140483 1000% 138095  f000%  5AS5  95E% 238 9EM% g supply -
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With regard to the balance sheet, we continue to maintain a sound financial position. We will invest our
strategies and management resources in businesses with growth potential.

As for the inventory assets that we have, inventory increased by 116.4%, or JPY3 billion, compared to 111.3%
in the previous fiscal year. This is due to the early introduction of full price sales products in consideration of
the disruption of the supply chain.

In addition, our inventory situation is very good, as we are at an appropriate level based on our sales forecast
for H2.

The Company's shares will be treasury stock. Previously, the Company repurchased treasury stock as part of
its capital policy implementation and shareholder return policy. The increase is JPY490 million.

As for the capital adequacy ratio, it is at a high level at 71.5%, but we will continue to make effective use of
funds by investing in our core business and strengthening our supply chain, in addition to investments in the
SDGs and the digital domain.

21 4 Business domains / Brand list TSI HOLDINGS
Wellness of Lifestyle ‘I
Wellness Div. Lifestyle Div. Street Div. Culture Div.
1. PEARLY GATES 1. MARGARET HOWELL 1. sTUSSY 1. NANGuniverss
2. MASTER BUNNY EDITION 2 MHL 2 HUF S B A )
3. Jack Bunnyll 3 gnc wander 3. UNDEFEATED i LuP
4,  new balance golf 5 Urth Caffé 4. TACTICES 5 MAMASTASH
5. PING 5. THE LIBRARY 5 AVIREX 6. Dorothy Lang
B, NBE WEEKEND 7. SEVEM BY SEVEMN 6. Schoft 7. BEAVER
7. StANDREWS 8. SUMSPEL 8. UMIGN TOKYO
9, YLEVE 9. BAIT
10.Qultan 10. FIGURE
11 Dice&Dice 11, Forget-me-nats
Fashion Capital 3 Digital Generation 4
Fashion Capital Div. Digital Generation Div.
1. HNATURAL BEAUTY BASIC 8  JUSGLITTY 1. ETRE TOKYO
2. N 9. Rirandiure 2. MECRE
3. PROPORTION BODY 10. ADORE 3. CHAROL
DRESSING 11. human woman 4. FREE'S MART
4, Apuweiser-riche 12. LE PHIL 5. ROSEBUD
5. Arpege story 13, PINKY & DIANNE 8. JILLSTUART
B, CADUNE 7. JILL by JILLSTUART
7. Mysirada 8. huele Museum

We are pleased to report on our efforts for TIP25 and each areas.

With TIP25 as a start, the four domains and investment business areas are summarized. We hope you will
take the time to look at each brand.
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2] Wellness & Lifestyle] TS| HOLDINGS
Creating attractive communities

Sublimating apparel brands into community brands.

Developing entertainment business closely linked to lifestyles. “Jack Bunny!!” Junior Golf Tour 2022 was held

To nurture and back up next-generation

676 2
’ golfers, the Jack Bunny Junior Golf Tour
Net sales YoY change % was started in 2012, In this year, the
Ratio to & tour was held at 14 courses in total and
Sate brought excitement to each area. The
¥22.67 Billion 1 21 = 2°/° total sales business results also performed well, V
Amid the COVID-19 catastrophe, the
business keeps multi-digit growth
constantly.
“and wander” expands new communities in North America “Urth Caffé” provides a locally rooted place
: In a quiet residential area in Chig

“and wander” is a brand with 50% or
moere of an overseas wholesale ratio
Until now, its main business was
shipment to European markets. From
2022 fallwinter preducts, the brand will
start cultivating the North America area.
It will execute an agreement with a
showroom in NY to cultivate new
global markets.

the seventh store opened in Japan. In
addition to conventional strategies to
open stores in large-scale commercial
faciities, as a restaurant business, we
aim to offer a place enabled to root in
and contribute to local areas. As a
business to provide a new food culture,
we will enhance cultivation of places for
opening stores.

First is wellness and lifestyle.

Wellness and lifestyle will elevate itself from an apparel brand to a community brand under the theme of
creating an attractive community. Sales were JPY22.67 billion, 121.2% YoY.

On topic, and wander is developing a new community in North America. The overseas wholesale ratio has
exceeded 50%, and we have received very large orders for the next spring/summer season, so we will develop
the global market, including North America, Europe, and the United States, for outdoor wear.

This time, we are going to introduce the Jack Bunny!! brand of golf. We will hold its junior golf tour again this
year, which has been going on for more than 10 years and has produced a variety of new and promising female
professional players since its inception. A typical example is Erika Hara, who is also from the Jack Bunny!! golf
tour, | believe that our joint efforts to nurture these young players from a young stage of their development
is having a positive effect.

In addition, Urth Caffé is proposing a new lifestyle in the residential area of Chigasaki in the Shonan district,
with the image of California, where Urth Caffé will compose the goodness of Urth Caffé together with the
community, creating a store with local-ism rooted in the community.
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23 TSI HOLDINGS

Platform for play rooted in the street spirit

By extending to the keyword “play,” the platform aims at
spreading itself to neighboring lifestyles, reinventing gears,
and offering new experiences

24727 "HUF" was founded in 2002 and marks the 20th anniversary this
35.5%, year. The brand globally launches various anniversary or
collaboration items that suit the 20th anniversary and attracts
Ratio to endorsement from fans in and outside Japan.

¥24.72 Bilion | 102.8%,  totalsales

Net sales 237.1% vs previous term [
In this fall, the brand cpened new
stores in "Kobe" and “Iruma” and

POP-UP STOREs in "Kisarazu”
and "Kumamoto,” respectively,

Four-year changes
Thanks to the smash hit of the movie in 1% half net sales in Japan 17 bilonyen ' 2
"Top Gun: Maverick,” related products 23T 1% v ; 1
performed well. The movie resuited in [CAGR #0.0%) w
acquiring new customers. Some
consumers even visited our stores O Sbillion yen e
right after watching the movie. Net 0.43 giligmyen  Qidihillion yon "
sales was 120.5% from the c ]

: 2030 Ending 2021 Ending 2022 Ending 2023 Ending
previous term and performed well Feb, Feb Feb, Feh,

Street and culture.

Under the theme of "a platform for play rooted in the spirit of the street," we will continue to create new
creations by expanding on the keyword "play" to seep into the surrounding lifestyle and reinventing gear. Net
sales were JPY24,720 million, or 102.8% YoY.

AVIREX, which has been around since the 1970s, has enjoyed strong sales of related products following the
blockbuster success of the movie, Top Gun: Maverick. We are also doing very well in pre-order sales, which
has led to the acquisition of new customers. Sales also remained strong at 120.5% YoY.

In addition, we will launch an offensive to open new stores under the ONE HUF PROJECT, which celebrated its
20th anniversary. Established in 2002, HUF is celebrating its 20th anniversary this year. We are developing a
variety of commemorative and collaborative items globally to celebrate our 20th anniversary.

Globally, the sales were 170% YoY, but in Japan, sales jumped 237.1% from the previous year. We would like
to use this opportunity to open new stores in Kobe, Iruma, Kisarazu, and Kumamoto.
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el Fashion Capital | TS| HOLDINGS
Services that respond constantly to market trends and changes

Being flexible enough to continue changing gracefully, granting

the wishes of customers, and extending a circle of happiness. “Arpege story” has strengths in OMO strategies
The brand provides services that leverage strengths of each channel, including

16,066 “pre-selling preducts on EC," “reserving at-store pick-ups from EC." and “serving
Net sales YoY Change 1% customers at stores by utiizing EC inventories,” mutually refers customers
Ratio to

between EC and stores. and achleves sales growth.

¥16.06 Billion 1 1 8 1 % total sales Sales of real stores was 225.6% from the previous term, while sales of EC
" - was 220.3% from the previous term. Both channels grow and continue to

perform well.

By enhancing customer contact points such as fulfiling content and ive

commerce with attractive guests, the brand communicates its brand value and

gains endorsement.

“LE PHIL” has great response from markets

LEPH ||, Netsales 177.2%

Vs, previous term
The live streaming on Instagram every Thursday
penetrates. The brand attracts attention from
Influencers and stylists. Pre-orders at exhibitions
marked about 200% from the previous term.
The brand is rapidly valued internally and
externally. Net sales of both EC and real stores
grew rapidly.

¥

=

©

®
in

catalogsto enrich the site

Fashion capital domain.

We will continue to provide services that constantly respond to trends and changes. Net sales totaled
JPY16,060 million, 118.1% YoY.

Our new brand, LE PHIL, has received a great response from the market. Sales, compared to the previous year,
were 177.2%. We have an established weekly installment live on Thursdays, that kind of thing. As for
exhibition preorders, we have already doubled them to 200%. The quality and design are very high, and in this
sense, the Company has earned a high reputation both internally and externally. In addition, trials of new
physical stores will be initiated as a result of this.

One of the very strong points of the OMO strategy is the Arpege story. Sales growth is achieved through
services that leverage the strengths of each channel, such as EC pre-sales, store layaway from EC, reservations,
and other services that utilize EC inventory to serve in-store customers, leading to reciprocal customer
transfers between EC and stores.

First, physical store sales were 225.6% YoY, and EC sales were 220.3% YoY. Both channels have grown and
continue to perform well. We believe that this has created an environment where customers are very pleased
with the rich content, attractive guests, and live commerce by such people, and we believe that we are
transmitting our brand value and gaining support.
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Vil Digital Generation TSI HOLDINGS

Continuously expanding content to win over the next

generation of customers

Obtaining a favorable response and generating strong excitement
From 22 AUTUMN / WINTER, we launch

through tangible and intangible content that expands infinitely.

6,112
YoY change .8 8% ‘CHAROL.”
: % The brand proposes a relaxy-mode style that
e Ratio to mixes moderate effortless relax in mode
¥6.11 Billion 11 0_7% total sales styles. As It focuses its business on EC. it will

open two POP-UP STORES in Tokyo and
Osaka in this winter.

ETRE TOKYO x EDWIN

We launched items collaborated with
ETRE TOKYO and EDWIN on August 11.
We sold three items of wide pants, high-
rise suspended skirts and jumpsuits. The
planned quantities sold out immediately.
We will offertopics by aftractive product
development and new contrivances, The
business continues to get on a high-
growth path.

This Is a D2C business under the
concept of “ART x FLOWER x L
FASHION." The POP UP store at
GINZA SIX has the various
content merchandise and events
related to ART and FLOWER. The
business considers new actions
that incorporate digital x factory
production structures.

“huele Museum” x “logi PLANTS & FLIWERS”

Digital generation.

This domain will be enriched with content that captures the ever-expanding next generation. And we hope to
create empathy and enthusiasm from our customers. Net sales of JPY6,110 million, 110.7% YoY.

As for topics, huele Museum, this is a D2C business with a focus on art, flowers, and fashion. We are
continuing to hold POP UPs at GINZA SIX, and as a further development of our products, we will speed up
production by using digital technology in collaboration between our own factory and the supporting
production facility, Sitateru, and the storefront. We would also like to conduct trials to further enhance the
design.

In addition, the D2C brand CHAROL has made its debut this year. We would like to propose a mode style that
mixes relaxation with a moderately relaxed form.

ETRE TOKYO, our largest brand, has been collaborating with various major jeans makers, including EDWIN,
which is shown here. In addition, the contents of the product have been very well received, and the planned
guantity was sold out immediately. We are looking forward to proposing attractive products to you.
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26
£ TSI HOLDINGS X (=) Alibaba Cloud X @ JPGAMES

Launch of a joint metaverse
project with Alibaba Cloud and
JP GAMES

The “metaverse” is a three-dimensional virtual
space and expected as a next-generation channel
for EC sales.

Beyond goods-selling channels, the three
companies will jointly plan and develop new
schemes and services for the “nice-to-have!” new
brand experience and products that enable people
to experience only in metaverse spaces.

Prototype model

©2022 JP GAMES, Inc. ALL RIGHTS RESERVED

Now that | have finished explaining each domain, during this time, | would like to talk about Alibaba Cloud
and JP GAMES, which we have just announced earlier.

Alibaba Cloud is one of the world's largest cloud computing companies, and JP GAMES is a company founded
by Mr. Tabata, a member of the Final Fantasy production team. We will start a joint development project for
the Metaverse with the three companies.

The 3D virtual space metaverse is expected to be the next-generation channel for e-commerce sales, and we
would like to create a new metaverse space experience that is not limited to the physical sales channel.

We would also like to participate in a new platform in the Metaverse and propose fun and entertaining fashion.
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We agree with the recommendations by TCFD and disclose the four items, “governance,” “risk management,” “strategy,”
and “metrics and targets.”

We visualized CO, emissions of Scopes 1, 2 & 3 and set the reduction targets with an eye to acquiring SBT certifications.

Governance Indicator and Goal
We established the Sustainability Visualize CO2 emissions throughout the value chain and set specific
Committee as a function to reduction targets for 2030 with the aim of becoming carbon neutral by 2050.

enhance and promote governance. CO2 Emissions and Reduction Goals

Risk management Scopes 1-3 Scopes 1
. (total) and 2 Scope 3
Based on scenarios of IEA and

IPCC, we identified the business CO2 emissions in 205K tons 9K tons 295K tons
continuity/growth risks related to February, 2020
climate change. We will take CO2 emissions

. -35% -48% -35%
measures toward growth. reduction goals Fob - [RRPRHALNE (4K tons) (103K tona]

2030
1.5 degrees C WB2 degrees C

“The raduction goal for Scapa 1 and 2 coincides wih the 1.5

deqreas ¢ target. Tha racuctan goal for Scaps 3 caincicas (Target) (Target)

with the 2050 carban neutrality tarpat —_— . .

‘s Tor C0; amissions, all mumésers smaiker fan 1,000 are 4.2% reduction 2.5% reduction
rawndiad dawn fo e naenest 1,000 inthe abave st every year every year

Now, | would like to report on our efforts regarding the SDGs.

TSI HOLDIMNGS
Information disclosure based on the TCFD recommendations

We will make disclosure based on the TCFD recommendations. We agree with the TCFD's recommendations

and will disclose four items: governance, risk management, strategy, and indicators and targets.

As for indicators and targets, we will visualize CO, emissions throughout the value chain and aim to achieve

carbon neutrality by 2050. Specific reduction targets have been established through 2030.

| would also like to show you the actual CO, emissions and reduction targets as this table. Scope |, I, and IlI

are quite high as targets, and we are determined to meet these targets with the entire company.
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TSI HOLDINGS

Toward realizing carbon neutrality by 2050

Based on risks, we formulate three innovation domains in order to create opportunities.
Toward carbon neutrality by 2050, we will make strategies concrete.

Specific examples of three opportunity-creating
innovation domains and strategies

@®Engagement Innovation 57,

*The new organization established on
October 1, 2022 will make strategies

concrete. [Custemer Engagament @SCM Platform Innovation
s Sales Method] + Introduce renewable energy as
electrical power used at our offices,
streetside stores and factories
Material SCM
Innovation Platform
[Raw materials] Innovation

JMznutacturing - Logistics=

@Material Innovation Rescurce Circulation]

» Reduce purchase guantities
« Change materials to materials with low

T T ET ] [T S *For details, see the “TCFD-Based Information Disclosure” disclesed on October 12, 2022

We have developed three areas of innovation to create opportunities based on the risks to achieve carbon
neutrality in 2050. We will continue to materialize our strategy to become carbon neutral by 2050. We hope
you will take a look at the three areas of innovation that will create this opportunity.

Y SDGs | TSI HOLDINGS
Sustainable topics in 15t half

From raw materials, manufacturing process to sales approaches, we drive sustainable product
manufacturing that is environment- and human rights-conscious.
We will create an environment where employees are easier to work while we value resources.

TSI ALL GOLF BRANDS Waste materials are used for the interior of

A first sustainable exhibition was hold

Under the theme of "sustainable future of golf thought by
GOLF BRAND," a sustainable exhibition was held jointly
by golf brands for the first time as the TS| Group

The exhibition released environment-friendly initiatives
under the themes of “earth,” “society,”" and "human.”

—

2 a2

A A talk was also conducted

it jati between Senior Executive

for reducing environmental Officer Senza (right) and Ms.
burdens MAGGY, & model

A A booth redated to earth

the new company building

We relocated the head office in September and got off
to a new start.

Including a library, recycled materials are used for the
interior of various places at the new office.

A Materials recycled from waste
tires are used for fioors

A Materials upcycled from waste
cloth fabrics are used for
bookshelves

As for sustainable topics in H1, we will promote sustainable product manufacturing that takes into
consideration the environment and human rights, from raw materials to manufacturing processes and sales

methods.
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One particular topic was the first sustainable exhibition at TSI ALL GOLF BRANDS. This was not only an
exhibition, but also a presentation of our initiatives in concrete terms.

In addition, we have begun to use recycled materials for the interior of our new building, such as furniture
made of upcycled materials from discarded clothing fibers, and flooring made of recycled waste tire materials.
We are also in the process of developing a plan to use this more and more for our actual stores.

Jl  SDGs | TSI HOLDINGS

A project for developing TSI original organic cotton

We executed an outsourcing agreement with SynCom Agritech, an agricultural venture company, under the
theme of the “study on development of TSI's organic cotton and reforms of raw cotton productivity.” In the State
of Tamil Nadu in India, we started cotton farming that is unigue to TSI.

SynCom Agritech was founded by the members Productivity reforms for organic cotton with small
who met at the University of Tsukuba, with the . f production volume
aim of innovating organic agricultural A0 By utilizing organic agriculture technologies to work on all processes
production grncum fram raw material preduction, spinning to sales within the company, we
(1) i will reduce environmental burdens and manage traceability
Scdl enrichment

centrally to improve a working environment for workers and proceed
sustainable cloth production. In the future, we will aim to put into
practical use for brands such as NANO universe and NATURAL
BEAUTY BASIC.

Content of local initiatives by SynCom Agritech

» Execute ajoint study agreement with the Tamil Madu Agricultural Unlversity

Operate an about twe-hectare TS| test farm (completed planting of four
varieties) with ASSEFA, an association for suppoerting farmers

Establish a ginning factory speclalzed in organic colton at a clesed school site
with ASSEFA

Supply organic agroechemical alternatives to farmers thraugh an agricultural
organization SEEDS (more than 200 farmers participated)

Ship products to spinning factories of the RAMCO Group to make prototypes for
gray fabric and knitting fabric for TSI

Eye to obtain a GOTS certification for about 850-hectare farming land through
NPOP, an organic agricultural certification body

approach using
agrioultural
EcoTystem

The SynCom's
simng!h is flrll‘l'-lg

State of Tamil
Nadu

A Scene of work in a farm

We have started a project to develop organic cotton. We have signed an outsourcing contract with SynCom
Agritech Co., Ltd., an agricultural venture company, for the development of our own organic cotton and
research on cotton productivity reform. TSI has started growing its own cotton in Tamil Nadu, India.

SynCom Agritech Co., Ltd. was founded by members who met at the University of Tsukuba with the goal of
production innovation in organic agriculture. By reforming the productivity of organic cotton, which is
produced in small quantities, we would like to reduce the environmental burden and achieve centralized
traceability management by incorporating the production of raw materials, spinning, and sales using our own
organic agriculture in a single integrated process.

In the future, we will aim for practical application in the NANO universe and NATURAL BEAUTY. In reality, we
have rented a 600-acre farm and have already started growing cotton there.
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33 Upward adjustment of full-year consolidated profit and loss plan for FY Ending Feb. 2023 TSI HOLDINGS

Based on the business results for the 2Q cumulative consolidated period, we decided to adjust the
expected business results for full-year consclidated profit and loss for the fiscal year ending in February
2023, which were announced on April 13, 2022. For details, see the information below.

Expected amount

(previously
announced)

Plan change
(Billion Yen, i { i Y [Billion Yen)

MNet Sales 157.35 100% 154.00 100% 3.35 2.1%
Operating Profit 1.50 1.0% 1.80 1.2% +0.30 20.0%
Ordinary Income 2.40 1.5% 3.30 2.1% +0.90 37.5%
Profit Attributable to

Owners of Parent 1.50 1.0% 2.40 1.6% +0.90 60.0%
Net Income Per Share ¥16.59 ¥27.63

Regarding net sales, we reviewed the expected business results for the second half, in addition to actual results for the first half. Based on
impacts of global inflation, & weaker yen and other elements, we conservatively evaluated factors such as an impact on sale in 4Q. After
that, we estimate 1o increase the profit attributable to owners of parent by 0.9 bilion yen than initially expected. Regarding operating profit
and erdinary income, based on the actual results for the first half and the expected business results for the second half, we also made an
upward adjustment of the previously announced, expected full-year business results.

Last but not least, | would like to report on our full-year forecast. Based on the results for Q2 and H1, we have
decided to revise upward our full-year consolidated earnings forecast for FY2023.

The revised forecasts are net sales of JPY154 billion, operating income of JPY1.8 billion, ordinary income of
JPY3.3 billion, and net income attributable to the parent company of JPY2.4 billion. The revised forecast for
net income per share has been revised upward from the previously announced forecast of JPY16.59 to
JPY27.63. With regard to net sales, we have revised our forecast for H2, in addition to the actual results for
H1. Realistically, however, we expect net income attributable to shareholders of the parent company to
increase by JPY0.9 billion compared to our initial forecast, after strictly evaluating the impact of Q4 sale sales
and other factors due to global inflation and the weak yen.

We have also revised upward our previously announced full-year forecasts for operating income and ordinary
income, based on H1 results and H2 earnings estimates. Although this is a rather firm announcement, we will
do our utmost to exceed it and keep our promise.
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Nurture worldwide empathy and social value through the power of fashion

entertainment.

A company creating fashion entertainment

TSI HOLDINGS GROUP

Our goal is “to create sympathy for the world and social value through the power of fashion entertainment”
and as a fashion entertainment creation company, we are committed to nurturing fashion brands that are fun
and that delight our customers.

And in terms of the current situation, sales have been very strong in October, with a tailwind of favorable
weather and a very enjoyable fashion environment. We are determined to fight hard and enjoy making
proposals to please our customers, both on the sales floor and in the e-commerce market, through the
remainder of the year. We would like to ask your support for our company.

Thank you very much for your time today.

[Video Ends]

[END]
Document Notes
1. Portions of the document where the audio is unclear are marked with [Inaudible].
2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD].
3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an
answer from the Company, or [M] neither asks nor answers a question.
4. This document has been translated by SCRIPTS Asia.
Support
Japan 050.5212.7790 North America 1.800.674.8375 — SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com S Asia’s Meetings, Globally

22



Disclaimer

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

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT
TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

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

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2022 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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