Summary of Consolidated Performance
for 2Q FY5/2019

2Q (3-month) operating income restored to the same level as a year before
Faster profit growth backed by operational strength and evolution of
technologies.

Steady improvement in reduction of logistics costs
LOHACO in-house delivery ratio will reach over 35% at the end of FY5/2019

LOHACO will shift its strategy; the business will enter a stage of profit improvement by moving toward
unique-value E-commerce
BtoB sees a clear sign of increasing returns, backed mainly by accelerated execution of web-focused
growth strategy and expansion of long-tail goods.

December 14,2018
ASKUL Corporation


https://www.askul.co.jp/kaisya/

Note:

This material contains the ASKUL Group’s current plans and performance outlook. These plans, forecasts, and other forward-looking
statements represent ASKUL's plans and forecasts based on information that is currently available. Actual performance may differ from
these plans and forecasts due to a variety of conditions and factors that could occur in the future.This material does not represent
promises or guarantees regarding the achievement of these plans.

This material has not been audited by certified public accountants or auditing firms.

For the purposes of this material, LOHACO refers to the online mail-order business for general consumers, launched in October 2012 in
alliance with Yahoo Japan Corporation.

B-to-B refers to business-to-business transactions.

MRO refers to Maintenance, Repair and Operation, and in this material primarily refers to indirect materials consumed at work sites by
companies.

Since the presentation of an overview of consolidated financial statements for the fiscal year ended May 31,2016, ASKUL has been
reporting its operating performances by dividing its organization into the segments of the E-commerce business, Logistics business, and
Other.The E-commerce business deals with sales of OA and PC supplies, stationery, office living supplies, office furniture, foods, alcoholic
beverages, pharmaceuticals, cosmetics, etc. The logistics business refers to logistics and package transport services that target
corporations.

As abbreviations of ASKUL Logi Park, ASKUL Value Center and Open Platform by ASKUL, the acronyms “ALP,"“AVC,”“OPA” are used,
respectively, in this material.

Reproduction or reprinting in any form of all or part of this material (including trademarks and images) without the permission of
ASKUL is prohibited.
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Introduction: Overview

Important Points from Second Half of FY5/2019 through FY5/2020

Steady improvement in reduction of logistics
costs, backed by the implementation of
in-house delivery, advanced automation, and

enhancement of OPA Profit growth will be
accelerated in the second
LOHACO will shift to unique-value ha"-' Of FY5/201 0

E-commerce business.
Product differentiation has been enhanced
with the revision of free shipping charge.

Will restore marginal profit in the second half Y mlng to boost

f ' '
of FY2019 earnings furtherin

BtoB: No change in current strategy. Clear sign FY5/2020
of increasing returns backed by the execution

of web-focused growth strategy and expansion
of long-tail goods




Steady Improvement in Logistics Cost Reduction

(%)

Response to fire on 16 February 2017 at ALP Tokyo Metropolitan

“Parcel delivery crisis” caused by rising delivery rates etc.
among major delivery companies

— (A)+(B) Logistics variable cost ratio
— (A) Delivery fare ratio to sales

— (B) Consignment fee ratio to sales

Improvements in
delivery efficiency due
to concentration in
alternative center

Splitting of cargo
due to operations
beginning at
alternative center

----....’

expanding in-house delivery and OPA

"taa,, _[ Effect of rising delivery costs reduced through ]

AVC Hidaka AVC Kansai begins Productivity T Eaag,, Teaep
- H |
Deterioration in begins operations L) stc_ale Improvements at. -
productivity caused by operations AVC Hidaka/Kansai Reduce over medium to long term through the
increase in manual introduction of advanced automation and
work etc. robotics

N tiimssssEsssssssssssas s Ennann e
\/\/\/\\/\_/\—/\

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

FY5/2016 FY5/2017 FY5/2018 FY5/2019 End FY5/2021



(%)

LOHACO Will Restore Marginal Profit in the Second Half to Enter a Stage of Profit Improvement

Response to fire on 16 February 2017 at ALP Tokyo Metropolitan

“Parcel delivery crisis” caused by rising delivery rates etc.among
major delivery companies

Variable
expense ratio

Revision of free Improve gross profit margin by expanding
shipping charge unique-value goods and fee income

a
y
L]
L]
.....
"y
"y
]
"y

Gross profit margin

costs, expansion of in-house delivery and OPA

ﬁ

Reduction through the measure to lower delivery]

Growth strategy
dities

introduction of advanced automation of logistics

Reduction of storage expenses through the
and robotics in the medium- and long-term

1 Q ZQ 3Q 4Q 1 Q ZQ 3Q 4Q 1 Q ZQ *Variable costs include delivery exp::;essé:;clz:agﬁ tc?:;:
FY5/2017 FY5/2018 FY5/2019 End FY5/2021

Strategy will shift from focus on commodity products to unique-value E-commerce
Change from priority on size to growth with profit improvement



wiion  BtOB Business Operating Income
(By Quarter)

m FY5/2018 Actual
m FY5/2019 Actua/
BtoB posted YoY increase

in 2Q.

Clear sign of increasing
returns

50

3Q 4Q



Diagram of Consolidated Operating Income by Quarter

(¥billion)
35
FY5/2020
Further increase in profit
30
Second half of FY5/2019
25 Accelerate profit growth
20
Restored to the same
15 level as in the prior
fiscal year
10 Factors affecting the increase in operating income
(i) Delivery costs  : Expansion of in-house delivery, sharing through OPA
. Fracti he decline i L. (ii) Storage costs : Logistics productivity improved by advanced automation
.acto.rs attecting the dec m_e In operating income (iii) Fixed costs : Fixed costs ratio reduced by growing net sales
5 (i) Fire at ALP Tokyo Metropolitan . (iv) LOHACO : Shift of the strategy: Promotion of product
(“) L?‘fnCh Of'AVC Hidaka and Kansai Operations ek of differentiation, revision of free shipping charge
(i) Rising delivery costs due to“Parcel delivery crisis” - Iogisi?csiosts (v) BtoB : Web-focused growth strateqy, strengthening of long-tail
0 products

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 2Q 3Q 4Q

-5

FY5/2017 FY5/2018 FY5/2019
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2Q FY5/2019 Consolidated Performance

Cumulativ e results for Cumulative results for

2QFY5/2018 2Q FY5/2019

ST s v > Netsales Double digit growth +11.5%
e ymillion ‘hange » Gross profit margin Down 0.1 points YoY
Net Sales ‘ > SG&A expgnsgs ratiq Up 0.7 points YoY 3
v’ AVC Kansai/Hidaka fixed costs Up ¥1.1 billion

v’ Impact of deterioration in delivery costs ratio
237 45,267| 23.6)ERiA ¥1.0 billion

24 . 51 v’ Logistics reform costs, etc. ¥0.8 billion
38,428 p| 4,238 o 1> Stepping up investments, as planned.

O:onecr:r’:zg 2’309 1,029| ¥ s, > Operatingincome ¥1.0 billion
> Profit
Ordinary Including one-time income due to favorable
Income it off-balance impact in the first half.
e 3,393] 20

Gross Profit

Selling, General and
Administrative Expenses



Comparison of Consolidated Performance between 1Q and 2Q FY5/2019

1Q of FY5/2019

2Q 0fFY5/2019 Gross profit margin increased, SG&A expenses

%ofnet NN ratio improved
sales cha nge
¥million Net sales Up 3.7%

sales
¥million
Net Sales 93,972 97,465 @ Gross profit margin Up 0.7 points
Both BtoB and LOHACO businesses improved
T 21892| 23 23375 G (rjalf[(ieomalnly to expansion of original product
Welienall 22 003| 234 22,234 10 ~ G&Aexpensesratio Down 0.6 points
\/ Decline in logistics and delivery costs ratio
eratin v
Operating (111) : 140| 15 ] Decline in fixed costs ratio due to growing net
Income ’ sales
Ordinary » Operating income ¥1.1 billion
Income (146) . 1,105 ) 2Q income restored to the same level as in
R the previous fiscal year
Or\1/\frc1)<:rr1seoft:eIl:az:en:3 i (234) .n -
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Net Sales

Operating income

2Q FY5/2019 Consolidated Performance [By Business]

Cumulative

Cumulative resutls for 2Q

results for 2Q FY5/2019 > Net Sales

FY5/2018
BtoB business growth accelerates, up 5.2%

BtoC business also benefits from consolidation of Charm,
with growth of 56.1%

Operating income
BtoB Business Up 4.0%

Fixed costs of AVC Kansai and Hidaka Operations, etc.
(BtoB up ¥0.6 billion, BtoC up ¥0.5 billion)

Deterioration in delivery costs (mainly rising delivery costs-
Improvement of splitting cargo)

(BtoB up ¥0.5 billion, BtoC up ¥0.4 billion)

Logistics reform costs etc.
down ¥0.8 billion (mainly sales promotion expenses)

v" Expanded use of in-house delivery/advanced logistics
automation

v" Strengthen sales promotions (both BtoB, BtoC)
v Strengthen system platform for E-commerce

YoYch 9
¥billion ¥billion glichange %

@

B-to-B business
LOHACO
B-to-Cbusiness (including Charm)
E-commerce business
Logistics business and other

Consolidated total

B-to-B business
LOHACO
B-to-Cbusiness (including Charm)
Intermediate total
Strategic costst
E-commerce business

Logistics business and other

Consolidated total * The AVC Hidaka/Kansai fixed costs that were categorized by business in the FY5/2018 income statement, and

the temporary deterioration in logistics productivity, have been allocated to operating income for the B-to-B
business and LOHACO respectively.
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Comparison of Consolidated Performance between 1Q and 2Q FY5/2019 [by Business]

1QFY5/2019 2Q FY5/2019
Actual "¥billion LQUEIRLINIGI YoY change %

pvpa— . » Operating income

LOHACO . BtoB Business
£ BuoChsinesincudngCharm -m-m . Operating income growth, up 39.3% against
g ¢ commerce busies . the Net Sales growth, up 3.8%
R e -n 7. —> Clear sign of increasing returns
comiatedior BtoC Business
e Improvement in operating income
v 8-to-Chusiness including Charm) = Will achieve a stage of profit
2 Intermediate tota improvement in the second half, thanks
%’ Strategic ostt to the revision of free shipping charge
§ E-commerce business

Logistics business and other (0 .0) (O . 1 )
Consolidated total (0.1 ) m
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Factors Affecting 2Q FY5/2019 Consolidated Operating Income

FY5/2018 2Q (Actual) FY5/2019 2Q (Actual)
Net sales +4.0% YoY Net sales +11.5% YoY
Gross profit margin 23.7% Gross profit margin 23.6%
SG&A expense ratio 22.4% SG&A expense ratio 23.1%
_O -
o
S >0
o oY%k €& &
C .: o= S S 46
S L O =
%) ey A (0 o
g o8 S ;2
o 2 e 0 S8
= 4 3 c g2 S 08y
o= (<D}
(¥billion) A= > 0w 9 A
_— ®) n O B OYwn = o
RS n ST O S oZf¢g
A e & RS T g — O =3
= 3 =0 {7 5O
i % a S k=) E s
<) O ] n Q
v p— S
o c o Y
T o < U
S & 2=
£ c B

2Q FY5/2018 Operating income 2Q FY5/2019 Operating income
(Actual) ¥2.3 billion (Actual) ¥1.0 billion
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FY5/2019 Consolidated Financial Forecasts

FY5/2018 FY5/2019

Actual

¥billion

Net Sales 360.4
Gross Profit 85.5

Selling, General and
Administrative Expenses 81 03
Operating Income 4.1
Ordinary Income 3.9
Net Income Attributable to
Owners of the Parent 4 6

% of net Plam % of net
SE:’Ioes ¥billion Sales
1000 f No Changes
! to Full-Year
Xy 86.7| 222 +67
m- Forecasts
o I
DN

14
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In September 2018, ASKUL Technology Center,

New.Office,Opened to Accelerate Logistics Innovation through
Information Technology

Accelerate E-commercelEvolution
Use Big Data, Al,and Other Leading-Edge Technologies




Measures taken to reduce delivery costs

v" Optimizing packaging sizes

Short term v" Taking goods in to major delivery company locations

v"Introducing transportation between delivery centers etc.

Medium

term Accelerating shift to in-house delivery

Long term Sharing logistics using OPA

17



Optimization of Packaging Sizes Short term

(i) Review of packaging materials suitable
for product volume (numbers, quantity)

Before change After change

T
T
e
T
T
T

e
e

(ii) Optimization of packaging based on
data

Size A

v i"ﬂ"
Purchase data Size B

-

Size C

18



Optimization of Packaging Sizes Short term

Trend of the average value * of cardboard sizes

Large

Review of packaging
materials and others

Size
Before change After change
N

___________ = Reduction in delivery costs
and improvement in
mmmmmmmmmmmmmmmmmmmmmmmm delivery efficiency

OOOOOOOOOOOOOOOOOOOOOOOOOO

E 888 C8eE8CEE8EeE3E2282 23283 32

OOOOOOOOOOOOOOOOOOOOOOOOOO

*Average value of the weighted average of cardboard sizes at AVC Kansai and Hidaka Centers



BtoC Business
Taking Goods in to Major Delivery Companies’ Locations

Short term

ASKUL Logistics /\

Center M

© o

Major delivery

Major companies’ V
delivery locations ¥

companies

Customers - ‘

ASKUL LOGISTICS /\
CENTER i

M
e s i A ﬂﬂﬂm[m]m] T
own AS!(UL to take
in goods
Group , ,
Major delivery
companies’ |
locations

Major
delivery

companies
Customers - ‘

20



BtoC Business

Short t
Taking Goods in to Major Delivery Companies’ Locations o tem

Number of locations where goods are handed over

. Launched in Tokyo and Kanagawa

prefectures in Sept.

Started in the Kansai area in Oct.
Implementation has been completed mostly in
locations with high effects of cost reduction.

Reduction in
Sept. Oct. Nov. d e I ive ry CO StS




BtoC Business Short term
Development of Medium- and Long-Distance Networks

(Iﬁx\lmim%rslfii Own Group
e Major delivery
Home companies

delver, S

Use networks with local delivery partners gained through BtoB business
to reduce reliance on major delivery companies

22



BtoC Business
Development of Medium- and Long-Distance Networks

Formation of in-house Group networks between logistics centers

Short term

Delivery to customers via routes from AVC Kansai to Nagoya and Fukuoka logistics centers

oy
Operations started on November 20

J .’ Nagoya Center
- g

23



Acceleration of Shift to In-house Delivery Medium term

Share of BtoB business delivery

Others

6/

(November 2018)

* Including vehicles of
partners

Nationwide in-house delivery
networks to complete 70% as of
the end of FY5/2019

Share of LOHACO delivery

Beginning of FY5/2019

Others

End of FY5/2019

Others

Own Group*
20%—

over3 5 %

Acceleration of in-house delivery
Step up target share to 35% from 20% as of the end of

FY5/2019

24



Acceleration of Shift to In-House Delivery
(Happy On Time)

Target areas expanded to 16 wards in Tokyo,and

12 in Osaka

Tokyo 23 wards

Osaka City

+ 4 neighboring cities

Toyonaka City
Adachi Suita CIty : .
Itabashi Part of Ikeda City YHégash'
Kita Part of Ibaraki City U
Nerima Katsushika Yodogawa Asahi
Toshima Arakawa o Miyako-
. Nishi Kita Jima
Nakano Bunkyo' Taito g\ i Yodogawa Tsurumi
. Shinjuku Fukushima Joto
Suginami Chiyoda Edogawa Konohana ~  Chuo
Shibuya Chuo Koto Nishi Higashinari
Minato Minato Naniwa
Setagaya Tennoji  kuno
Meguro .
. . Taisho
shinagawa Nishinari  Abeno
Higashi
Suminoe Sumiyoshi .
Ota Hirano
Sumiyoshi
Targ et area Already expanded Scheduled expansion for

FY5/2019

Medium term

#Pré

OnTime

Expansion of differentiated
delivery service &
Reduction in delivery costs

New uniform of delivery drivers (Tokyo, Osaka)




Acceleration of shift to in-house delivery

(BtoC Business) Medium term

Hokkaido

P e & - Already expanded
;R0 ~”
g % ] 5
ij/j el Expansion scheduled
P FNT e S s Van. _  |
/\\"\-‘\ J] Including areas not covered by Happy On Time

Expand in-house dellivéry areas
Achieve over 35% in FY5/2019,and over 40% in FY5/2020

26



Initiative Ahead of OPA Development Long term

Supply of delivery services by ASKUL LOGIST, the Group’s subsidiary to external
companies

BtoB only BtoB + BtoC BtoB + BtoC + External sellers

Raise delivery density by increasing delivery volume to reduce delivery costs

27



Initiative Ahead of OPA Development

Long term

ASKUL LOGIST: Number of goods delivered to
external sellers (Quarterly)

A s K u l LO 9 | S T Internet service for printing
Internet sales of fashion items
Cosmetics manufacturer
Internet sales of health appliances
Food and beverage manufacturer
Beverage manufacturer
Internet sales
-m B
1Q 2Q 3Q 4Q

FY5/2019

External Sellers

Company A
Company B
Company C
Company D
Company E
Company F
Company G

Increase revenue and profit in logistics business, in addition to reducing

cost through higher delivery density




Sueele i provemgit in logistics cost reduction
LORACO will el o dosit to Unique Velue
E-commerce
BloBaillkspeed up execution of web-based growth
strategy and expand long-tail products
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BtoC
Targeting consumers

\\
Q7



LOHACO Will Shift to Its Unique Value E-commerce to Enter Stage of
Profit Improvement

Expand unique-value

Expansion of goods items
focused on commodity Shift management
items resources
Priority on size Achieve growth with

profit improvement

32



—

LOHACO ACO

LOHACO Digital Marketing Consortium 201 8 was held on
November 19,2018 _ -
A total of 210 manufacturers, the largest- ever and 548 people participated.




Speed Up Development of Unique-Value Goods

* Extract from the presentation material

Consumer Consumer
Consumer needs needs Consumer
needs needs

Communication with

people seeking
information

Unique-value
- goods

Sustainable
growth

Accumulation of
unique-value goods

prerience of valuD

\ (Customer grouD 4/

Evaluation and
communication

Maximum use
of relationship
with makers

34



Design products exclusive to LOHACO E-commerce 4095KU (As of Nov. 30,2018)
| ® F

Hond jubi! Thanks' Ged Lot




LOHACO Original Products

|y

LOHACDO

| :;/ @'11,\\\;
$

i

_L,: .v[“‘l l
' 'l

i e
| § o
| B e
— e ‘ | ) | ' i " A
LOHACO Water 2L LOHACO Rice Yumepirika LOHACO Rice Yamagata no Umami Shikkari
Released in May 2016 Released in Sept.2015 Akitakomachi Gohan (packed rice)
Released in Sept.2018

Released in Dec.2018

.....

- iy

i

5 SEe i
Softpack Tissue Pet Sheets Toilet Rolls Recycle100 Oral Care Lifestyle Towels
Released in June 2018 Released in Oct.2018 Released in Sept.2018 Released in July 2018 Released in April 2018

36



LOHACO Will Enter Stage of Profit Improvement

(i) Expansion of unique-value goods
(ii) Increase in fee income
(iii) Revision of free shipping charge



(i) Expansion of Unique-Value Goods



Step Up Unique-Value Product Lineup (Promote shift to private brands)

LOHACO Original Products

———

M m B om
. |

—
a——
E P
S
-~

L

LOHACO Water ‘
(410 ml) Oral Care products

_|_

Examples of newly added items

Tissue paper

Released in Sept.-Oct. Released in Nov.

) 4 ” o
AJW: : ! |
REGULAR o~ W
% 4% &)
o b3t HARSY
15 ¢ e
AT

Toilet paper Pet sheets Packed rice

Chinese medicine
(packaged series)

Expand sales of
Original goods*

Improvement in Gross Profit
Margin

* Original goods includes those with sales limited to ASKUL

(LOHACO) 39



Step Up Unique-Value Product Lineup
(Design products exclusive to E-commerce)

“Fitting Our Lifestyles” LOHACO Exhibition
Trend of Sales Growth * by Quarter

(Yen)

42 items already

launched
(Asof 14 December)

50items
launched

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FY5/2016 FY5/2017 FY5/2018 FY5/2019

“Fitting Our Lifestyles” %
LOHACO 2018 Exhibition PEINN
October 5-10,2018 LOHACO
Held at Daikanyama T-SITE GARDEN GALLERY o B

48 companies participated, 58 products exhibited

Improvement in gross

profit margin

* Net sales includes products for which the advance sales period at LOHACO has ended

40



Expansion of Outlet Product Lineup and UX Evolution

LOHA/C;/OOEJTLE&@

Value-added products
High unit-price items

LOHACO OUTLET, s
Krope Jop

Cosmetics, skin-care goods

Existing Outlet

=3

Seeking price competitiveness
with standard products

Value-added products,
High unit-price items

NEW! Boost Net Sales

Launched on December 5

L Emphasizing value of

goods by showing a special
page design, video

contents, etc. Improvement in gross
profit margin
&
Increase in sales price per
unit/per box

41



(ii) Increase in Fee Income



Expand marketplace

LOHACO marketplace total value distributed

en By quarten Total value

vovchange distributed has
grown dramatically
— I Growth

Up 1 51 %
0 o0 @100 xenrn infeaincome




Growth in advertising fee income

(Yen) Advertising fee income

[ Imageusedin |
advertising

Implementation of advertisement
with strong sales effects by using big
data

YoY Change

up 114,

° °
Cumulative results for2Q Cumulative results for2Q Cumulative results for 2Q I n fee I n CO| I Ie

FY5/2017 FY5/2018 FY5/2019

44



(iii) Revision of free shipping charge



Revision of free shipping charge

[Current] [Starting from 6 p.m., Jan. 10]
No basic delivery fees for a Increase in sales price per No basic delivery fees for a purchase
purchase order of ¥1,900 or above Aol order of goods of ¥3,240 or above
(incl. tax) (incl. tax)
Basic delivery fees ’\i"r:]“;géeoand;’aelff Basic delivery fees
¥350 (incl. tax) e ¥216 (incl. tax)

We will achieve marginal profit in the second half.

46



LOHACO has overcome issues to move toward profit improvement.

(%)  LOHACO Gross Profit Margin

1 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1@ 20 3Q 4
FY5/2016 FY5/2017 FY5/2018 FY5/2019

(Yen) LOHACO (domestic) sales price per unit/per box

| | Fire impact ‘ | | ‘

1Q 2 3Q 4Q 10 2Q 3Q 4Q 10 2@ 3Q 4 1@ 20 3Q 4Q
FY5/2016 FY5/2017 FY5/2018 FY5/2019

(i) Expansion of unique-value goods
(ii) Increase in fee income

Improvement in gross profit
margin

(i) Expansion of unique-value goods
(iii) Revision of free shipping charge

Increase in sales price per unit/per box
to reduce delivery cost ratio to sales

47



LOHACO: Number of New Customers (By Quarter)

(Persons)

I CYBER SUNDAY Customers using coupons

\ (Nov.4,11,and 18)

SolIZLOHACO Yahoo!> 3 vyEVZET
{£2%5500MOFF 7 —7R> x|

Fire
impact

Favorable sales promotion effects
to boost the number of new
customers.

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q
FY5/2016 FY5/2017 FY5/2018 FY5/2019



FY5/2018 Plan
BtoC total value ¥69.2 billion

(¥billion) distributed® YoY Change UP 34.0%
700
2Q FY5/2018 Actual .
600 Total distribution
¥33.3 billion
500 YoY Change

UP 58.0% ~ Achieve new growth toward
~ execution of unique-value
E-commerce

400

300

200

100

FY5/2013 FY5/2014 FY5/2015 FY5/2016 FY5/2017 FY5/2018 FY5/2019
Actual /Plan
* Total logistics amount in B-to-C business is the sum of LOHACO net sales, sales of products via LOHACO marketplace, and sales at Charm. On page 29 of the “Notice on Overview of the 1Q Consolidated Business Results”
released on Sept. 14, the amount of BtoC total value distributed for FY5/2019 was mistakenly overstated by ¥45 million on a cumulative basis. The figure has been corrected. 49
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For Offices Involved
In BtoB Business

so[on arenva  ASKUL

eeeeeee
bbbbbbb


http://www.askul.co.jp/
http://www.soloelarena.com/

FY5/2019Plan

Net sales in B-to-B ¥316 billion

&

2.
(2]
—_
(W]
S
(U}
c
(3~}
| o=
=
=
o]
K<)
(U

ASKUL |||‘

FY5/2002 FY5/2004 FY5/2006 FY5/2008 FY5/2010 FY5/2012 FY5/2014 FY5/2016 FY5/2018

Great East Japan Earthquake

Rock-solid
growth
continues

53


http://www.askul.co.jp/

Sales volumes

Conceptual drawing of BtoB strategy

p
Launch new original products at an |
even more competitive price Household paper

products

3

Clear folders

Strengthening 1 : , JP—
head?,,odua‘;’, Strengthening our product lineup not only for ‘ \f@
| =8

| R

manufacturing and construction industries, but
also for a variety of sectors

57 o=

Fireproof Folding

-

safes containers/

Expansion of non-stock items

o o Number of items
Maximize opportunities on both axes

to win customers and ensure purchases

54



BtoB Business Sees a Clear Sign of Increasing Returns

(i) Furtherincrease in the ratio of original goods

(ii) Increase in the number of customers and boost in net sales
backed by significant growth of long-tail items

(iii) Increase in net sales backed by continued website evolution

55



(i) Further increase in the ratio of original goods



(%)

35

30

25

20

15

10

Ratio of original goods*
(BtoB inventory goods sales)

L

ting for
total net
les

:
L
S

November November November November
FY5/2016 FY5/2017 FY5/2018 FY5/2019

£

Non-consolidated

| goods Expansion of original goods

* Original products includes products exclusive to Askul

57



Number of companies using regular delivery service

for copying paper Regular delivery service
(Thousand companies) I / - —
L 7
items were added
as available goods
2
Service evoI utlon of head
aunchofull- products
1 fledged service
Sept.2017
Test
operation .
Strengthening of customer
° First half Second half First half b dse

FY5/2018 FY5/2019



(ii) Increase in the number of customers and boost
in net sales backed by significant growth of
long-tail products



Going forward, will
strengthen product

lineup
in all categories

(10,000 items)

600 «20Fvs2019results i f
500
400
300 ;
200 e

200 Growth
TSy in net sales

D7 W7 W
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Non-consolidated

BtoB sales as a percentage of net sales

(Yen)
Head products

m Non-stock items

Sales of non-stock items

Actual in Second Half of
94.2% FY5/2019
(YoY change)

4.8% 3.8 1 2 7 %

Cumulative results for Cumulative results for Cumulative results for
2Q FY5/2017 2Q FY5/2018 2Q FY5/2019

96.6% 95.2%
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Collaboration with Suppliers on
Inventory Information

Website page

By 7 IS5A4 7 >R J0—RY9—SBSITE FG-1E 118 820-2705 (Ei%S)

=ITE 52424

o § HEAZS : HO11005  ERFSHMT : 148

\\\\{‘\\/ #E: b HEFE: 128108 (A)
N =1 3 S 74 = — NS B
s B FRUJUSEERRET02312 hSBREG

OAS: /RE/Eift > BRI /EXR > =ITE » —MIUTE

bty E\-ﬁ‘
-]

System-based automatic coordination on inventory information

Differentiated service of long-
tail goods

—  Expansion of available goods with high demand fluctuation and frequent

renewal/termination
—  Shortening a delivery period for goods in stable supply

Future

Expansion of collaborating
suppliers

Growth
in net sales
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(iif) Increase in net sales backed by continued
website evolution



BtoB Business ASKUL Website
Sales via internet advertisements

(Yen)

YoY Change
more than

double

Cumulative results for 2Q Cumulative results for 2Q
FY5/2018 FY5/2019

By strengthening Internet

advertising

Increase number of customers and
expand purchase goods territories

Contributing to sales growth
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September: Function to display goods with
S'm"af(;g;tee')‘ Images Search ability advanced further by

using image recognition technology
. ‘ | & and Al
A 1{.

Further acceleration in execution of web-

focused growth strategy
October: Function to search goods by using screen images of . . .
goods and catalogues December: Function to display comparison of product
(Sm artphone site) specifications like a catalogue (PCsite)

w 4 9 9

na# KA
SN
R IO S
oS I 6,490 ¥49,900 ¥56,420  ¥38 010
TR TR R i e SHGEL :
[ - Y Fod AdeAry N - | e - - EEE
- - A e —— Ny it GAC
[— ] NETL4SS 18 —— :
[ YO ———— IS




e 4 ’\ |
BtoB will'dGCelerate execution of Website. growth strategy.
DUSIMESS sees'a f"f;rJuJ of incre _JJS‘J’PJ rns mainly
n of long=tail products.

1
4
. 66



Appendix



2Q FY5/2019 net sales by item

Cumulative results for Cumulative results for
2Q FY5/2018 2Q FY5/2019

Double-digit
growth in
mainstay
products

(Medical, etc.)

Total




Factors Affecting 2Q FY5/2019 Consolidated Net Sales

2Q FY5/2018 (Actual) 2Q FY5/2019 (Actual)
Net sales: ¥171.6 billion Net sales: ¥191.4 billion
YoY change: Up ¥6.6 billion YoY change: Up ¥19.7 billion
YoY change: Up 4.0% YoY change: Up 11.5%
+3.2 +4.5 +0.2
+1 1 '7 __ B-to-C business
i les: 32.6 billion
B-to-C business (¥billion) _ _ . Net sa , o
Net sales: 20.9 billion =5 % > g > Yo¥ change:  Up 1.7 billion
YoY change: -0.1 billion = 3 8 o w Q
= 2 o o @ S ™ —
(_I; 8 a — g D a MRO/Medical busmesses*' _
3 >8 EF& 88 s e
Net szlj]Ies: 29.4 Ei”ion % c > A S o S ge P>
YoY : Up 1.9 billi —_— —
oY change p illion S 2} = ? g_ S
> 5 = 8
o w O o S & Other BtoB business
= AN > = Net sales: 122.9 billion
Other BtoB business o D o D N ) -
Net sales: 118.3 billion (I\ m* 8— S v YoY change: Up 4.5 billion
YoY change: Up 3.9 billion o V.
G 7
S wn Logistics business and others
Logistics busi doth M v Net sales: 3.2 billion
OgISICS business and otners & YoY change: Up 0.2 billion

Net sales: 2.9 billion
YoY change: Up 0.5 billion

* MRO/Medical businesses do not include LOHACO portion.
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Larqé‘flrms

Medl 5|zed

Small and
medium-sized
enterprises

Unincorporated
entities

Steady Growth in SOLOEL ARENA

so[on ARENA
i ~ Powered
@i‘w by ASKUL

ASKUL

(¥100 million)

1,200
1,000
800
600
400
200

(1,000 companies)

50

40

30

20

10

Net sales value for SOLOEL ARENA and others 1327

Cumulative results
224 for 2Q FY5/2018
149 I I Actual ¥57.4 b||||on

FY5/2004 FY5/2005 FY5/2006 FY5/2007 FY5/2008 FY5/2009 FY5/2010 FY5/2011 FY5/2012 FY5/2013 FY5/2014 FY5/2015 FY5/2016 FY5/2017 FY5/2018 FY5/2019

52 >d
Number of registered/active customer companies, 47
including SOLOEL ARENA . 42
31
26
22
19
16
i il
L = N l I

2004May 2005May 2006 May 2007 May 2008May 2009May 2010May 2011 May 2012May 2013May 2014May 2015May 2016May 2017 May 2018May 2018 Nov

Cumulative results
for2Q FY5/2019
Actual ¥63.1 billion,
YoY change: up 9.8%

Cumulative results for 2Q FY5/2019 achieved a 9.8% year-on-year increase, driving growth of

BtoB business. 70


http://www.askul.co.jp/
http://www.soloelarena.com/
http://lohaco.jp/
https://www.soloel.com/

2Q FY5/2019 1Q Consolidated Gross profit, SG&A expenses

Gross profit: ¥45.2 billion YoY change: +¥4.5 billion
Gross profit margin: 23.6%, YoY change:-0.1 p.p.

» Factors leading to unfavorable foreign exchange positions were absorbed, and solid performance continued

Growth profit margin by quarter

1Q:23.3%, 2Q:24.0%

SG&A expenses: ¥44.2 billion YoY change: +¥5.8 billion
Ratio of SG&A expense to net sales: 23.1% Yoy change:+0.7 p.p.
Breakdown of major YoY change factors in SG&A expenses

Delivery costs (including the increase resulting from higher revenues)

Personnel costs (mainly due to AVC Kansai operation and conversion of Charm as a consolidated subsidiary)
Depreciation and amortization of software (mainly due to AVC Kansai operation)

Ground rent (mainly due to AVC Kansai operation)

Outsourcing costs

+¥2.7 billion
+¥1.1 billion
+¥0.7 billion
+¥0.5 billion
+¥0.2 billion
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1Q FY5/2019 Consolidated Capital Expenditures
Capital expenditures ¥3.4 billion (Annual plan:¥11.2 billion)

AVC Kansai logistics equipment, etc. ¥0.5 billion
Data base for new products, etc. ¥0.5 billion
(Ref.)  Depreciation and amortization of software: ¥2.7 billion
(Annual plan:¥6.1 billion)
Investment details (% milion)
Item 2QFY5/2018 2QFY5/2019
Amount Amount YoY Change
[Capital expenditures] 10,952 3,416 -68.8%
Property, plant and equipment 9,470 1,722 -81.8%
Intangible assets 1,481 1,693 +14.3%
Construction in progress (Note 2) 5,342 854 -84.0%
Software in progress (Note 2) 950 2,440 +156.7%

(Note 1)  Capital expenditure is stated on an accrual basis.
(Note2)  Construction in progress and software in progress above present balances at the end of the quarter under review, and partially include
consumption and other taxes. 72



2Q FY5/2019 Share of Orders Placed on the Internet of Net Sales and Original Goods

Note 1:
Note 2:

Note 3:
Note 4:

Share of orders placed on the Internet of net sales

2QFY5/2018 2QFY5/2019 YoY Change
Orders via the Internet 80.6% 83.4% +2.8 p.p.
Other 19.4% 16.6% -2.8 p.p.
(Note 1)  Percentages are based on orders placed.
ASKUL original products (Items)
November of November of
FY5/2018 FY5/2019 Yo¥ Change
Number of original goods 8,173 8,935 +762
Share of non-consolidated net sales 29.3% 29.0% -0.4 p.p.
(of which, share of B-to-B business) (35.6%) (36.5%) (+1.0p.p.)

Each figure includes the products listed in Health & Nursing Care Catalogs and Medical Pro Catalogs.
The number of original goods includes those with sales limited to Askul. Also, the calculation includes not only those items sold via catalogs but

also items sold only via the Internet.

The calculation of original goods as a percentage of net sales includes original copy paper.

from 4Q FY5/2018 onward, the calculation of BtoB original goods as a percentage of net sales uses BtoB business inventory sales as the

denominator.




“ASKUL Environment Forum 2018”was held on October 12,2018.
Participated by corporate customers, manufacturers, and others, making fora total
attendance of 177 companies and 311 people.

Advancing the initiative to make use of collaboration among
corporations to realize the goal of zero CO, emissions
in 2030

Logistics platform that ASKUL aims to achieve

Initiative to reduce CO, emissions in the entire supply chain ranging from
First Eorum 2016 Second Forum 2017 procurement of raw materials to delivery to customers

“Seeking “Developing Eco Platform
(Most efficient and environmental-friendly platform)

BB =00

collaboration collaboration

among among s
corporations” corporations” o

e OUPpliers S

makers
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