Bridging the Digital Dividle =~ =
for Our Member Families |

From work, school, and government to daily life, digitalization is advancing throughout society. : B
At present and going forward into the future, we are entering an age in which many things '
in society will become digitalized and convenient. . ' i

While some families are taking full advantage of this convenience to digitally enrich their
daily lives, other families right next door are being left behind as they are unable to utilize
digital technologies.

The COVID-19 pandemic and shrinking Japanese population have accelerated the
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digitalization of society. With fewer places to seek help, advances in child learning in line with = = e S
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revisions to government curriculum guidelines, the rise of telecommuting and online learning,
traditional family life is being transformed.
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Given current trends, the digital divide (information gap) that exists between families has
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been identified as a social issue. PC DEPOT has decided to make the resolution of this issue
its core business, which aims to enrich family life and create happy families using
digital technologies.
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PC DEPOT stands alongside families living in the digital era.
As society transitions from having places to seek help and assistance with finding solutions
0 a time when there are no places to seek help, and families must find solutions on their own,

II resolve social issues by assigning digital
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Philosophy System
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Despite the advance of digital technologies,

the number of mobile phone shops and public

Planner Higashi

transportation functions is declining. Minato Mirai Store

Although digitalization is convenient,
We formulated the above Vision and Mission
as a company supporting various changes in
social structures to realize customer success g
(enhancing the value of future digital lifestyles). . consultants eliminate this “digital divide” so

We will design sustainable management that that families can lead richer lives with more
ensures our presence as a sustainable
company having significance in society with
ethics and morals common to all stakeholders
to envision future prospects. We will
contribute to the creation of a rich family life
through digital technologies facilitated via
“one digital consultant per family.”

it becomes an inconvenience for those in
society who are unable to use it. Our digital

Lectures on high-tech
equipment operation

time to spend together.

. i?%l-—,sute services
--:jlﬁ times of need
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etc.
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Value Creation Model o o

PC DEPOT's purpose is to “enrich people’s lives through digitalization,” and to eliminate the digital divide, Digital TranSfOI'mat_lon Of

Life Planners will be assigned to every household to provide unwavering digital support to members’ families. Value pI'OVIded
The value creation model comprising these three axes aims to resolve social issues more rooted in people’s (FO RCE 20 25)

lives and realize the expansion of the “role of Digital Life Planners” to enhance “abundant lifestyles” in response v

to “social changes” and demonstrate our efforts to transform the value we provide.

Resolution of more
deeply rooted
social issues

5 N Mec

Memberships business
subscription-based business)

Value through people
— Metaverse

Social changes
Enriching the lives of families  (Digital developments)

pundant lifestyle PC

corruption W

Digital
uipment

business

e

¥

Key Station concept h

Chang
. curriculum
LTV management guidelines

- Handling the digital lives ofss Blockchain
400,000 people

Subscription model AT | :
based on customer ~ _uni
Lifetime Value (LTV) Digital Consultants \" el -

Works: 3-5 member teams
Members covered by Works: 500-800 households
500 works (1,500-2,500 people): 250,000-400,000
households covered

.
Overly rapid
digitalization

Decreasing rﬂnber
of contact points

. for finance,
Security transportation, etc.

. 4 ' measures
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PC DEPOT Strategy

PC DEPOT Vision, Mission and Strategy

Shifting to management
focused on
Lifetime Value (LTV).

Eliminate the Bring digital
digital divide. consultants to all homes.

Membership-based/Subscription-based/Circulation-based

Merchandise
PCs, smartphones,

peripheral devices

SAAY
Dedicated team of Technologies

professionals for
premium members Maintenance

More members will continue
to struggle with mastering
digital technologies

2

Support for digital devices
owned by members

Creating demand through

planned proposals
Subscription model

Healthy balance sheet and

implemented 10 years ahead e

of schedule

Sources of strategic capabilities

SMARTLIFE REPORT 2022
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Management Focused on Lifetime Value (LTV) _ s
* Promote Key Station concept—establish family member value creation networks
* Promote renovations to create Smart Life stores == R e

* Develop new store concepts (Connected Mobile Stores)

e Strengthen collaborations with Asahi Culture Center, Kanagawa Shimbun, etc.
e Participate in the SMBC Elder Program

* Provide Benefit One services

 Enhance new graduate recruitment
 Begin mid-career recruitment

e Enhance Digital Life Planner skills

As New Customer Success (NCS) membership sales account for 52.7% of
subscription-related sales, which account for 68% of overall sales,
increasing NCS member numbers will lead to higher NCS membership sales.

The number of households with two or more people who
will become NCS members expected to have a high
frequency of digital life events is large, amounting to

200,000 300,000 55 iion yen arry

117,000
Subscription memberships: 440,000 people }
4> Note: ARR (average recurring
6,000,000 households revenue) indicates annual

Number of Japanese households
Assumed number of households with comprising two or more people —>

high frequency of digital life events
necessitating Digital Consultants 34'31 0'000 households

Overall number of Japanese households —————J»
53,330,000 households

SMARTLIFE REPORT 2022
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Transformation

Transforming Our Business Model

from Merchandise to People

Mass consumer and mass retail era

Experience Level 1.0

‘ Transition to service business era ‘

e Resolving problems

e Sales and marketing to customers

Experience Level 2.0

Producing customer value
Creating demand with

Maintain and increase NCS memberships
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B Maintain relationships with
400,000 families

Fiscal 2022 Measures

SMARTLIFE JOURNAL

Household Digital Consultant information magazine
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Creating demand opportunities for
individual customers by identifying
potential future needs and not relying
on merchandise

Maintain and increase NCS memberships

M Increase contact with members and B Implementation of cooperation

usage opportunities

and collaboration

April 2022: Hired 130 new employees Regional collaboration with Toyota City

April 2023: Plan to hire 150 new employees

=> Generation Z workforce

Renovation of existing stores

Toyota Digital Store for Your Daily Life
Regional collaboration with Narita City
Digital Store for Your Daily Life at a
department store

Kanagawa Shimbun Digital Friendship
Association

Held multiple times starting June 1, 2022
. . . 150 Digital Life Planners recommended by each base
Timeless training g g
Explanation and practice of planning techniques using notebooks as

a practical example of techniques leveraging personal strengths.

Envisioning the future of member lifestyles
e Families with children =» Preparation for digitalization in accordance with new curriculum requirements
* Seniors = Use of smartphones and tablets making life more convenient

Participants divide into groups to discuss issues President’s lecture on “Honing skills to enhance Second session
and strategies competency and make work enjoyable”

July 27,2022
Conference Al employees
training Transformation of Works (small group teams) basic management style

leveraging the power of individuals, and 23 booths (rooms) where
participants learn about best management practices leveraging the
power of individuals.

» Planner Yamamoto room » Planner Tanaka room
Practical examples of leveraging the power of individuals during home visits Practical examples of leveraging the power of individuals when inviting
customers to become members

SMARTLIFE REPORT 2022
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Transformation

Generation Z sensibilities

April 2-3, 2022

New empl
ew employee Camp-style format to promote awareness regarding the role and efficacy

training of Digital Life Planners through the creation of recruitment videos during
the training.

Teams write articles about digital life on the theme “If Creating videos introducing the digital life to the
digital technologies had been part of my childhood...” customers teams will manage
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Practical interaction with people in stores after training Writing articles during training

Contributing to the company through work
while also achieving personal growth

Providing support engendering
member family empathy

| joined the company because | wanted to
contribute to society and grow as a person by
working as a Digital Life Planner. | empathize
with families raising children and utilize my
experience as a childcare worker to interact
with customers and create an atmosphere in
which they can talk frankly. While aiming to
become the best Digital Consultant in the technologies. | hope to grow as a
community, | will be closely involved in the professional and serve as a role model for
PC Depot Smart Life digital life of member families to realize their PC Depot Smart Life young employees who join the company
Nagaoka Store - Tama New Town Store .

goals and make the presence of Digital in the future.
Consultants commonplace in my assigned
area of Nagaoka, Niigata Prefecture.

Rather than working simply to have a job,

| joined the company to work for the benefit
of people. Soon after joining the company,

| received warm words of encouragement
from member families, which helped me.

I now feel connected to these families as
their lives are enriched by the use of digital

Yuto Ichikawa

Tomomi Hasegawa
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Transformation

Store Innovations

New store in Tokorozawa
V

m Tokorozawa Yurakucho CLUBHOUSE Project
Store construction using BIBox container module

Note: Completed image perspective

Creating bases closely connected to lifestyles through new store development

In 2023, the Tokorozawa Yurakucho CLUBHOUSE, a new store (approximately 140,000) will be covered within a radius of
format for PC DEPQOT, will be completed in Yurakucho, 1 km, 12.5% within 3 km, 70% within 5 km, and all
Tokorozawa City. households in Tokorozawa will be covered within a 5 km radius.

As of March 2022, approximately 3,000 members could Further, within 5 km of the CLUBHOUSE, the coverage rate will
only visit the Tokorozawa PC DEPOT Smart Life store, but with include 6.67% of the total of 2.96 million households located
the construction of this new base, they will be able to visit in Saitama Prefecture.

either of two stores, one located 1.3 km from the station, Compared with the coverage provided by the single location
and another 1 km away, facilitating a wide range of services for up to now, the CLUBHOUSE will reduce facility maintenance,
members and bases where Digital Life Planners can easily management, and operating costs, enabling the surplus to be
conduct their activities. With the establishment of both used for the creation of contact points with members.
locations, the total number of households in Tokorozawa City

Efforts to reduce electricity usage through new store formats

By shifting from a store model centered on large stores to one that combines core stores with satellite
stores such as the CLUBHOUSE, we are making an effort to reduce electricity usage (CO, emissions)

associated with lighting and in-store displays. C 0

Currently, PC DEPQT uses 200,000 kWh per store annually. While this is less than the average annual 2
usage of other electronics mass retailers, it is more than the 173,000 kWh used per year by a single 1 ll
convenience store. We will reduce the overall floorspace of large stores through the combination of core

and satellite stores to reduce the amount of electricity used per store.

SMARTLIFE REPORT 2022
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