SdLd FY2025 Financial Results & 6th Medium-Term Management Plan Briefing
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1. Financial Highlights



SaLa FY2025 Financial Highlights

SALAGROUP

® Net sales increased due to increases in revenue in the Engineering &
Maintenance business and the Housing business.

® As for profit, operating profit increased due to the Energy & Solutions
business and the Engineering & Maintenance business posting significant

profit growth.

FY2025 Year-on-Year

MOECEER 051 5 billion ¥11.0 billion [4.6%]

Operating FY2025 Year-on-Year
yrofit ¥7.3 billion ¥1.0 billion [17.0%)]

Profit attributable to FY2025 Year-on-Year

owners of parent ¥5.8 billion ¥600 million [11.8%)]




Sdld FY2025 Net Sales & Operating Profit by Segment

SALA GROUP

Net sales Operating profit
CaliEES o ) FY2025 actual YoY change FY2025 actual YoY change
Energy & Solutions 120,870 1,368 4,287 1,321
Engineering & Maintenance 35,264 2,537 3,454 810
Housing 44 853 9,227 912 165
Car Life Support 17,955 843 (629) (693)
Animal Health Care 23,416 (2,106) (566) (704)
Properties 7,347 (783) 405 (0)
Other & Adjustment 1,824 (51) (482) 174

Unallocated amounts

251,533



2. 6th Medium-Term Management Plan



Sdld SALA Group’s Ideal Image & 2030 Vision

SALA GROUP

SALA Group Fundamental Principles

Our goals are to realize an enrichened society as a corporate group trusted by regional
communities, through our creations of beautiful and comfortable living spaces.

SALA Group 2030 Vision

» As society undergoes significant changes, the SALA Group will make thorough efforts to realize quality lifestyles, providing new and
enjoyable value on top of safety, security, comfort, and convenience.

» We aim to establish the SALA brand as a symbol of trust among customers, local communities, suppliers, and shareholders and to be
the company that brings employees the greatest job satisfaction.

« We also aim to continue sustainable growth with all stakeholders and establish SALA brand as trustworthy in local communities.

Ideal Image for 2030

- Achieve dramatic Nurture people who
Establish the SALA Boost quality growth in the think and act on their Enhance social value
brand housing business own initiative

Consolidated numerical targets for 2030*

¥280 billion ¥12 billion 4.3%

*At the time of formulating the 2030 Vision



SaLa Review of the 5th Medium-Term Management Plan

SALA GROUP

Focusing on collaborating and co-creating with parties inside and outside the Group, the SALA Group has strived to transform our business models
to achieve greater growth, create new value, and implement other key aspects of our business strategy. Meanwhile, results fell short in terms of our
numerical targets, presenting a challenge to enhancing profitability.

Key Strategies Progress and Key Achievements Progress of Numerical Plan
Key strategy 1. * In the housing field, entered into.a.capital and business alliance with Operating profit expected to come in at 7.3 billion yen, falling
Service and business YASUE CORPORATION and started building an optimal and competitive short of the initial 8-billion-yen plan. Operating profit margin
development in the Life Creative customer-focused stock housing business model estimated to remain at 2.9%, also below plan.
Business Unit and transformation * Newly launched agribusiness, grid.storage battery business, and real
of the business format estate investment business
+ Developed digital channels and established a call center to offer customers Actual Plan
Key strategy 2. . . : . .
: greater convenience with the goal of enhancing customer satisfaction
Enhancing brand value through ; ; N | . .
ST e T e . Establlshgd thg Instltu'ge for L|V|qg apd Housing Research, and, m Net sales ¥251 5 billion 270 billion
exceeds expectations (‘:olla.b.oratlon with outside organizations, promoted research that improves .
livability
Kev strateqy 3 * Invested in venture capital funds and startups offering potential for 0 i
y ay 3. - T - eratin - SE
SRS et (e oo collaboration that will in tw_ne create new businesses p _ g ¥7.3 billion ¥8 billion
o . » Launched the SALA Business Creation Challenge, a program profit
creation” with parties inside and . - .
outside the Group encouraging all employees to'initiate development of businesses and
services contributing to solving issues affecting customers and communities -
Operating
profit 2.9% 3.0%
s EE « Took up initiatives to improve operational processes affecting all businesses margin
Improving profitability in existing nd enhanced productivity utilizing diaital technoloai
business fields and enhanced productivity utilizing digital technologies
* 0 (0]
Key strategy 5. * Introduced behavioral assessments, training, and promotion evaluations ROE 6.7% 8.0%
N aligned with the Six Actions as@action.agenda applicable to all employees of
Transforming into an the SALA Group
1O . : . o
organizational culture that « Bolstered recruitment programs (internal and external secondment) as well .TTe def(i;ep tir? f IOISS (gain) on valuation of derivatives are not
attracts people who “think and as education and training programs that encourage employees to Included In the pian.

act on their own initiative” demonstrate initiative




Sdld

SALA GROUP

Review of the 5th Medium-Term Management Plan

T T

Capital alliance with YASUE CORPORATION

Sdld x

SALA GROUP

SINKA KIWAMI

Started offering a reverse
mortgage service “Yutorian”

Started offering “SINKA KIWAMI,” which
features the highest level (grade 7)* of
thermal insulation in Japan

*Based on energy-saving standards in SALA HOUSE CO., LTD.'s construction areas

(

Initiatives for Expanding the Electric Power Business

Business expansion image

E
lml
provider

Retail electricity
r

SALA Higashimikawa Solar-combined
Storage Station

VtoH charger/discharger,

SALA Hamamatsu Storage Station




Sdld Noteworthy Changes in the SALA Group’s External Environment

SALA GROUP

Challenges for sustainable growth are expected to become more apparent, including the simultaneous progression of a declining
working-age population and market contraction, driven by Japan’s declining population and aging society. It is imperative that we
create new added value and transform our business model, taking into account environmental changes, to offer solutions to

customers and local communities and achieve sustainable growth.
Major Environmental Changes Impact on the SALA Group’s Business

» Repercussions from a declining population and aging society

starting to show (e.g. working-age population reducing as well as » Creating new value and expanding business areas for growing

industries and markets shrinking, and vacant housing problem sustainably
Societ worsening) _ N o » Securing human resources, the root of SALA’s competitiveness
y * Renewal and maintenance costs rising as social infrastructure (particularly construction workers, craftspeople, and delivery personnel all

deteriorates nationwide
» Working styles diversifying (greater variety in employee age,
gender, workplaces, and employment types)

of whom are expected to be in short supply)
» Solving social issues through business operations

+ Capital markets demanding higher terms (1x PBR, minimum
8% ROE)

+ Wages continually increasing

* Interest rates rising as monetary policy shifts

» Capital cost- and stock price-conscious managers increasingly in demand
» Creating added value that exceeds the rise in personnel and financing
costs

Economy

* Productivity improvement and added value creation through digital
transformation promotion

» Greater gap in competitive advantage among companies due to capability
to leverage technology

* Generative Al and other technologies evolving
+ Data utilization increasingly sophisticated

Technology

» Society transitioning to carbon-neutral

+ Extreme weather and natural disasters intensifying

» Water resource and biodiversity conservation taking on greater
importance

* Reducing CO. emissions across business operations and supply chains
» Proactive disclosure of non-financial information to enhance corporate
value

Environment

10



33L3 (Reference) Regional Strengths of Our Main Business Areas: Eastern Aichi and Western Shizuoka

SALA GROUP

- c Toyone Village
el Eisy Shitara Town

Aichi Toei To

Nagoya Gif
gera sy Shizuoka City

Shizuoka

Eastern Aichi (Higashimikawa)

Western Shizuoka(Enshu)

S

Toyohashi City, Toyokawa City, Gamagori City, Shinshiro City,

Hamamatsu City, Iwata City, Kakegawa City, Fukuroi City,

Okazaki City Sh'gi:l;'m

Hamamatsu
City  Mori
Town

Kakegawa City
Kikugawa
City

Toyokawa City
ri City

Fukuroi City
Iwata City
Mikawa Bay

Municipalities Tahara City, Shitara Town of Kitashitara District, Toei Town of Kosai City, Omaezaki City, Kikugawa City, Mori Town of
Kitashitara District, Toyone Village of Kitashitara District Shuchi District
Population Approx. 720,000 Approx. 1.27 million

Value of manufactured goods
shipments

Approx. ¥5.8 trillion (2023)

Approx. ¥8.6 trillion (2023)

Agricultural output

Approx. ¥160 billion (2023)

Approx. ¥110 billion (2023)

Characteristics of Mikawa Bay

No.1 in Japan for auto import value, No.2 in export value

Comparison with the top 10 municipalities nationwide in value of

manufactured goods shipments, etc. (2023)

Toyota City T —— 20.5

Western Shizuoka NI 8.6

Eastern Aichi I 5 G
Kurashiki City I 5 5
Ichihara City I 5.1
Osaka City G 4.6
Sakai City I 4.5
Kawasaki City . 4 3
Yokohama City mu /4.2
Oita City s 4.0
Kobe City pu—— 3.3
NagOya il — 3 5

Beverages, tobacco and feed 3%

Industry breakdown of value of manufactured
goods shipments, etc. in 12 cities of Eastern
Aichi and Western Shizuoka

Other 14
industries
14%

Steel industry 3%

Transportation

equipment
Food products 4% 48%

Metal products 3%

Production machinery 4%

Source: Annual Business Survey 2024 (Questionnaire for manufacture), Ministry of Agriculture, Forestry and

Fisheries/Agricultural Output by Municipality 2023

(Trillions of yen)

Top 15 municipalities by agricultural output (2023) (Billions of yen)

My K 0N 0] 0 Y e 05 1
Tanara ity o 501
Hokota City - N 67.6
Bekkal ToWN o 3.9

Asahi City e 55O

Hamamatsu City p e 5.6
Hirosaki City e 53 3
Niigata City p . 51.8

Kumamoto City s 50.6

Nasushiobara City e 50.4
Soo City m 7.2
Kanoya City s /7.0
Kikuchi City m  43.7
Maebashi City HE 42 5
Toyohashi City e /2.1

11



SaLa How 6th Medium-Term Management Plan Situated
satacroup (Backcasting: Working Backward from the Ideal Future)

So as to achieve the 2030 Vision, the aim is to further accelerate the 5th Medium-Term Management Plan’s initiatives and look
ahead beyond the 2030 Vision to achieve transformation rather than extend the current approach

mmm Operating profit (Billions of yen)

Net sales (Billions of yen)

Energy-Based
Business Unit

- City gas + LP gas

Pursuing collaboration and co-creation,
the SALA Group will transform our
business and business model as well
as create new value

* Bring Yasue Corporation into the SALA
Group

* Open grid storage stations

* Launch real estate investment business

* Enter agribusiness

Optimization of Housing Services 2515
234.8 242.0 2404
227.9 '
213.8 211.7 7.3
2 9 o 6.3 (2.9%)
: 2. 9°/) (2.9%6) (2659/0) (2.6%)
(2 60/) : (2 8A>) <
(Ratio of op g prof et sal
4th Medium-Term 5th Medium-Term
Management Plan Management Plan
2019 : 2020 2021 2022 2023 2024 2025

SdLd

(established)

Life Creative Business Unit
« Housing * Renovations * Real estate
« Engineering * Maintenance « Car life
« Animal « New Living services

Operating profit ¥12 billion
(Profit margins 4.0%)
Energy-Based Business Unit

« City gas * LP gas * Electricity

« Other energy

« Appliance work (incl. renovations)

Life” and “SALA in Busmess

120th
Anniversary

6th Medium-Term Management PIan
| | |
2026 2027 2028 2029 2030

Beyond
2030

12



Sdld 6th Medium-Term Management Plan Goals

SALA GROUP

Ever since our founding, the SALA Group has pursued solutions to challenges local communities face, contributing to the
advancement of lifestyles and industries. Our success in continually meeting local communities’ expectations has earned their trust
and will enable us to celebrate our 120th anniversary in 2029. To continue to grow sustainably together with communities, we will
adapt to the rapidly-changing environment whether it involve carbon neutrality, labor shortages, or even vacant housing and
inheritance issues. By clearly defining our areas of focus and establishing “SALA in Life” and “SALA in Business,” we will solidify our
status as the most trusted and number one community brand for both our customers' lives and businesses.

( Previous composition ratio ) Food & Agriculture
@ Build and capitalize on food and agribusiness
@ Create new value across the food value chain Energy & Environment
(from production to distribution, processing,
sales, and consumption) @® Expand and capitalize on electric
power business
Establishment of
Life Creative Energy-Based “SALA in Life”
Business Unit Business Unit > and “SALA in
Business”

Housing, Lifestyle, Social & Industrial Infrastructure

@ Build up stock housing business focusing on renovation
@ Build smart energy and facility solutions business

(Group BtoB business)
® Expand real estate investment business

13



Sdld Basic Policy of the 6th Medium-Term Management Plan

SALAGROUP

Basic Policy

X (Cross) 120

The SALA Group will “X: CROSS” (intersect, collaborate, co-
X (Cross) create) to transcend our traditional boundaries to transform
and create new value.

+ 120th Anniversary (October 10, 2029)
« Operating profit of ¥12 billion (2030 Vision target)

14



Sdld

SALA GROUP

6th Medium-Term Management Plan Strategic Approach

Our aim is to maximize group synergies by leveraging our customer base and assets and expand our customer base by refining

sectors where we currently operate and expand into new ones.

Furthermore, we will strive to create new value applicable to developing core businesses in the E (Energy & Environment), Food
(Food & Agriculture), and Living (Housing, Lifestyle, Social & Industrial Infrastructure) sectors. In conjunction with these business
strategies, we will strengthen initiatives to enhance our digital and human resources that serve as the foundation upon which we
will transform.

Foundation for

>
(@)
5

@®©

| —

+—

(%))

0

0

<))
=

0

>

m

transformation

Key strategy 1

Establish business models
for “SALA in Life” and
“SALA in Business”

® Build business models
optimal from our customers’
perspective

Growth through
maximizing group synergy

Key strategy 2

Create new value to
generate business

® Expand into areas around and
related to our current
businesses

® Develop food and agribusiness
& take up challenge to
advance into new business
areas

Initiatives in
new growth areas

Key strategy 3

Improve profitability of
current businesses and
transform management

® Achieve a ratio of operating
profit to net sales that
exceeds the industry standard
in each business by
enhancing product strength
and service quality

Improving our top line

Improving ratio of operating
profit to net sales

Key strategy 4

Recruit, develop, retain, and enhance
engagement of human resources, the source
from which value is derived in an era of

>

Key strategy 5

population decline (labor shortages) and value

wage increases

Promote digital transformation to enhance
productivity and create new customer

Capital allocation for
growth

Growth investment: ¥45 billion

- Investment in business

transformation with an eye
towards Beyond 2030

+ Establishing a foundation for
new growth

Investment to maintain and
renew equipment: ¥15 billion

Shareholder returns:
¥21.2 billion

15



Sdld 6th Medium-Term Management Plan Growth Scenario (Operating Profit)

SALA GROUP

¥7.3 hillion

(2.9%)

Improving our top line

A

Improving ratio of operating

profit to net sales
|

+¥2 billion

Key strategy 1.

Establish business
models for “SALA in
Life” and “SALA in
Business”

V¥P.15and 16

+¥2 billion

Key strategy 2.

Create new value to
generate business

VP. 17

+¥1 billion

¥12 billion

Key strategy 3.

Improve profitability of
current businesses and
transform management

VP. 17

2025

2030
16



Sdl 9 Business Strategy / Build Business Models Optimal from Our Customers’ Perspective

SALA GROUP

(Stock Housing Business)

The SALA Group will integrate our housing businesses so as to construct a stock housing business model focused on renovation that is
optimal from our customers’ perspective. The business model fusing the strengths possessed by the SALA Group companies and
YASUE CORPORATION will first be built and rolled out in the Nagoya and Nishimikawa areas with our ultimate aim to be the No. 1

independent renovation company nationwide after 2030.

C

Key strategy 1

Establish business models for “SALA in Life” and “SALA in Business” )

Renovation Business
2030 targets

Net sales: ¥30 billion
(Compared to 2025: +¥14 billion)

Area market data (prepared by the SALA Group using
statistical data)

Sample conditions: Totals for municipalities with a
minimum population of 100,000

Population & households: Basic Resident Register
(as of January 2024)

Owner-occupied homes: Housing and Land
Survey (October 2023)

All areas

Roll out YASUE CORPORATION’s business model which has
garnered high customer satisfaction to ensure high profit margins

Nagoya area (Nishimikawa & Owari)

Prioritize housing business integration
(establish new business model)

Eastern Aichi & Hamamatsu areas

In addition to utilizing customer channels, SALA
Plaza, and other engagement avenues, roll out
new customer acquisition methods and business
models across the SALA Group companies to
improve our top line and profitability

The SALA Group companies to collaborate
in studying and deploying business model

Market data

Population: 3.84 million
Households: 1.85 million
Owner-occupied homes:
920,000

Market data
Population: 1.63 million
Households: 720,000

Owner-occupied homes:

430,000

17



SaL Business Strategy / Build Business Models Optimal from Our Customers’ Perspective

satacroup  (Group BtoB Business)

We are united to build a smart energy and facility solutions business that closely supports our customers’ management and
provides not only equipment installation but also solutions for post-installation maintenance, renewal, and other management

Issues by addressing their challenges and needs.

Key strategy 1
Establish business models for “SALA in Life” and “SALA in Business”

2030 targets -
’f” S=o
Net sales: ¥30 billion L7 ~*~\\
(Compared to 2025: +¥8.5 billion) [ N Water supply, \\
Energy Customer management drainage & \\
I, Carbon neutral Management challenges & needs sanitation \
Energy equipment \

proposals
(PPA, storage
SALA ENERGY batteries, etc.)

conser-
vation

neutral

Equipment
construction,

expertise ~ mlenljﬁ:;on :
.o And maintenance, ,
~ more
S~_.” Eax ~ oo B oduct and renewal ¥
) eclining roductivity

Bolster an_d eXF_’and Automation | working-age improve- /

llaboration with ator p HVAC /

collaboration wi of general \ population : 4

equipment /7

4

system Integrators and pI’OCESSing

others machinery
’/
'
’f
\ /~~‘~ _—”'

Initiatives targeting new areas utilizing assets
*FA: Factory Automation both inside and outside the SALA Group
18



Sl 3 Business Strategy / Improving Profitability by Creating New Value & Reforming Management to
saLacrour  Achieve Dramatic Growth

The SALA Group will take up the challenge of creating new value that contributes to resolving social and customer issues as well

as enhancing well-being. Our businesses will strive to improve product appeal and service quality so that we are customers’ “the
first choice.”

K trat 5 Key strategy 3
€y strategy _ Improve profitability of current businesses and
Create new value to generate business

transform management
2-1. Expand into areas around and related to our
current businesses
(1) Expand electric power business

3-1. Achieve an operating profit
margin that exceeds the industry
standard

* Visualize business processes and reform specific
operations to improve profitability

x Strengthening |8 Strive to improve customer experience (CX)

» Situate the electric power business as a pillar of
the energy sector to be our next growth area

* Optimize our power procurement portfolio and
construct an organizational structure for

monetizing retail power sales the business based on customer feedback

foundation + Optimally allocate management resources in a

manner that considers return on invested capital
(ROIC)

(2) Expand real estate investment business

Increase investment and expand the investment area
to put together a 25-billion-yen real estate portfolio
Enter the real estate securitization business utilizing
SPCs

2-2. Develop food and agribusiness & take up
challenge to advance into new business areas

» Strive to create value across the food value chain from production to
distribution and processing through consumption (food and agribusiness)

» Co-create with parties both inside and outside the SALA Group to develop
new businesses contributing solutions to social and customer issues as well
as enhancing well-being

19



SaLa Foundation for Transformation / Strengthening the Management Foundation to Transform
satacroup 1N Line with Business Strategy

To advance our business strategy, we will develop talent capable of driving transformation, secure personnel for sustainable growth,
and optimize the allocation of our human resources. In addition, to realize our business strategy, we will utilize digital technologies,
generative Al, and vertical Al to transform the “way of working,” thereby shifting toward high-value-added operations and improving
customer experience (CX).

Improving ratio of operating profit to net sales

( Key strategy 4 )

Recruit, develop, retain,
and enhance engagement
of human resources, the
source from which value
is derived in an era of
population decline (labor
shortages) and wage
Increases

C Key strategy 5 )

Promote digital
transformation to
enhance productivity and
create new customer
value

Develop next-generation leaders and experts

Assemble a diverse workforce
and promote engagement to
revitalize our organization

Strategically allocate personnel

Secure essential workers .
to accelerate business growth

Expand business concierge services
(digital services, cloud environment support, etc.)

Take up the challenge to enter digital creative areas
(site design, EC, and smartphone apps)

Utilize data to effect business solutions
(visualize and refine management information about customers,
including the SALA group companies)

Digitalize the SALA Group’s operations

(utilize startups’ services, form business partnerships, etc.)

20



Sdld Numerical Targets for the 6th Medium-Term Management Plan

SALA GROUP

1. Consolidated numerical targets

2025 2026 2028 2030
(actual) (first-year plan) (third-year plan) (fifth-year plan)
Net sales™ (Billions of yen) 251.5 260.0 280.0 300.0
Operating profit (Billions of yen) 7.3 7.5 10.0 12.0
Profit™ (Billions of yen) 5.8 5.2 7.0 8.4
SRaa:'gg of operating profit to net 2 90 2 90 3.6% 4.0%
ROE™"3 6.7% 5.6% 7.6% 10.0%
ROIC 3.8% 3.6% 4.4% 6.0%

*1 Net sales plan for 2030 has been revised upward from the initial plan of ¥280 billion established at the time of formulating the 2030 Vision, taking into account the

surge in energy and raw material prices.
*2 The effects of loss (gain) on valuation of derivatives are not included in the plan. The actual results for 2025 include gain on valuation of derivatives of ¥1.8billion.

*3 The equity-to-asset ratio is controlled to be around 40%.

2. Numerical targets for CO: emissions (scope 1 and 2)

2025 2026 2028 2030
(actual) (first-year plan) (third-year plan) (fifth-year plan)
Company-wide 25,760t 25,000t 22,000t 17,000t
Comparison with base year 2021 A24.5% AN27% A36% A50%

21



3. Initiatives on Management That Is

Conscious of Cost of Capital and
Share Price



Sdld Towards Improving PBR

SALA GROUP

We recognize that ROE is at a level equivalent to the cost of shareholders’ equity. Through enhanced business
profitability and improved capital efficiency, we aim to achieve a PBR above 1x by 2028 and an ROE of 10% by 2030,
exceeding the cost of shareholders’ equity.

PBR & PER trends . t':]BF:_anol' PERare asoftheendof  ROE trends & cost of shareholders’ equity
e fiscal year.
1.4 14
12.49 12.0% 10.00%
1.2 12
10.0%
1 10 8.7% 8.4% 83%  8.2%
8.0% 5.9% 6.5% 6.7% Cost of
0.8 T, U ) A g Shareholders’
equity is approx.
0.66 0.66 050 0.62
0.4 059 0.55 ' 4 4.0%
e PBR (Left axis)
0.2 ' 2 2.0%
e PER (Right axis)
° 0 0.0%
. 0 e
2019 2020 2021 2022 2023 2024 2025 2019 2020 2021 2022 2023 2024 2025 'C%\ 2030
A

Initiatives to improve PBR

Formulated a capital allocation policy for the period from 2024 to 2030 (July 2024)

Set a target of achieving an ROE of 10% by 2030 through a combination of improved profitability and financial strategy (July 2024)
Introduced a share-based remuneration system in phases to align the interests of management and employees toward corporate value
enhancement (February 2025)

Formulated a growth strategy for the 6th Medium-Term Management Plan and updated the capital allocation policy (January 2026)
Strengthen shareholder returns and eliminate factors for share price undervaluation through dialogue with capital markets and enhanced
IR, including improved information disclosure

23



SaLa Growth Investment Plan

SALA GROUP

By further expanding growth investments beyond the level outlined in the capital allocation
policy announced in July 2024, we will invest ¥45 billion over five years.

July 2024 2024-2025 2026-2030
announcement results plan

Utilization of

borrowings, etc. ¥10 billion

¥42 bhillion
Depreciation
(¥50 billion) Total: ¥55 billion
¥13 billion
¥36 billion

Total: ¥45 billion

¥9 billion

Cash-out

July 2024 2024-2025
announcement results

2026-2030 plan

»
’/

Total: ¥60 billion

¥15 billion
Total: ¥25 billion
¥10 billion
¥21.2 billion
Total: ¥25 billion
¥3.8 billion

Business transformation focused on Beyond 2030

* Investment in key growth areas and existing
businesses

* Investment in M&A for business transformation

* Investment in new business areas

Foundation building for new growth

* Investment in DX for workstyle transformation

* nvestment in decarbonization initiatives toward
carbon neutrality

* Investment in human capital to strengthen
competitiveness

« Continuous investment in strengthening the
foundations of existing business areas, etc.

* Implementation of a progressive dividend policy,
with a consolidated dividend payout ratio of 40%
or higher

» Flexible purchase of treasury shares

« Maintenance of the equity-to-asset ratio at
around 40% 24



Sdld Strengthening Shareholder Returns

SALA GROUP

The annual dividend for FY2025 was ¥32, including an interim dividend of ¥16 (¥2 increase YoY).
We will strengthen shareholder returns through 2030 by flexibly purchasing treasury shares and increasing
dividends.

Dividend policy | The dividend will be maintained above the level of the previous fiscal year, and the consolidated payout ratio will be
(Revised July 40% or more, excluding the effects of loss (gain) on valuation of derivatives on forward exchange contracts. In addition,

2024) the purchase of treasury shares will be flexibly implemented considering the market environment and capital efficiency.
Annual dividend trends
(Yen) ¥32 | ¥33
¥30
30 2
¥26 ¥26
" ¥23 ¥2
20 yig  ¥19 =
yi5  *16
¥11

¥10

10 ¥16
(interim)
0
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

(Plan)
*1 Includes a commemorative dividend of ¥1 for the 110th anniversary of the SALA Group’s founding
*2 Includes a commemorative dividend of ¥2 for the 20th anniversary of the Company’s establishment 25



Sdld Enhancing Dialogue with Capital Markets and Information Disclosure

SALA GROUP

Topics Initiatives

« Holding of financial results briefings for individual and institutional investors (January and July)

* Enhancement of constructive dialogue with institutional investors (individual meetings expanded from

Enhancement of 4 times in 2023 to 15 times in 2025)
financial results

briefings and
investor meetings * Conduct of dialogue with the Institutional Investors Collective Engagement Forum at the Board of
Directors (October 2025)

» Change of the name of the IR department to the “General Affairs and IR Group” (December 2025)

* Provision of feedback to the Board of Directors on opinions obtained through dialogue with investors

» Simultaneous, timely disclosure in Japanese and English (January 2025)

* Disclosure of securities reports prior to the general shareholder meetings (February 2025)
Enhancement of

disclosure
information * Disclosure of the Integrated Report within five months after the fiscal year-end

(FY2025 report: Disclosed in April 2025; FY2026 report: To be disclosed in April 2026)
« Commencement of distribution of meeting minutes from financial results briefings (July 2025)

* Issuance of analyst reports in Japanese and English (February and August 2025)

26
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(1) Corporate Overview

I Corporate Overview

Corporate name
Establishment

Head office
location

Share capital

Listed stock
exchanges

Directors

Number of
employees

(As of November 30, 2025)

SALA Corporation

Prime Market
Premier Market

Tokyo Stock Exchange
Nagoya Stock Exchange

President and Representative
Director, Group Representative
and CEO

Managing Director
Director

Director

Director

Outside Director
Outside Director

Director (Full-Time Audit and
Supervisory Committee Member)
Outside Director (Audit and
Supervisory Committee Member)
Outside Director (Audit and

Approx. 5,000 (consolidated)

Goro Kamino

Takayuki Watarai
Takahisa Kurebayashi
Keitaro Suzuki
Sachiko Otsuji

Yoshio Ichiryu
Kazutaka Okubo

Hiroki Takekawa

Naomi Muramatsu

Tetsuo Agata

I Segment Information

Segment name

Energy &
Solutions

Engineering &
Maintenance

Car Life
Support

Animal Health
Care

Properties

Business description

City gas, LP gas, electricity, petroleum products, high-
pressure gas, logistics services, renovations, etc.

Urban infrastructure development (roads, construction, port
and harbor civil engineering, etc.), equipment work and
maintenance, system development, etc.

Custom-built houses and lot houses, renovations,
construction materials, etc.

Sales and maintenance of imported cars (Volkswagen,
Audi), etc.

Real estate (investment, leasing, sales and purchases),
community development business, hotels, restaurants,
sports clubs, etc.
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(2) FY2026 Plan

® We plan to increase net sales in all segments except Engineering & Maintenance, which
exceeded expectations in the previous fiscal year.

® In terms of profitability, we plan to increase operating profit driven by improved earnings in
Car Life Support and Animal Health Care.

FY2026 plan YoY change

Net sales ¥260 billion  Plus ¥8.4 billion [+3.4%]

FY2026 plan

Operating - YoY change
profit ¥7.5 billion Plus ¥100 million [+1.6%]
Profit attributable FY2026 plan YoY change
O rent of Y5 2 billion  ¥(600) million [(11.4)%]*

* Main reason for the decrease was the absence of the ¥1.8 billion gain on valuation of derivatives
recorded under non-operating profit in the previous fiscal year. 29



(3) FY2026 Net Sales & Operating Profit by Segment - Plan

Net sales Operating profit
FY2025 actual FY2026 plan Difference FY2025 actual FY2026 plan Difference
(Millions of yen)
Energy & Solutions 120,870 122,000 1,130 4,287 3,500 (787)
Engineering & Maintenance 35,264 35,000 (264) 3,454 3,000 (454)
Housing 44,853 48,000 3,147 912 1,100 188
Car Life Support 17,955 21,000 3,045 (629) 50 679
Animal Health Care 23,416 25,000 1,584 (566) 50 616
Properties 7,347 7,400 53 405 300 (105)
Other & Adjustment 1,824 1,600 (224) (482) (500) (18)

Unallocated amounts

30



(4) 6th Medium-Term Management Plan - Key Initiatives by Segment 1

I Business description:
E n e I g y & SO | u tl O n S City gas, LP gas, electricity, petroleum products, high-pressure gas, water delivery, logistics services, and renovations

Creating new business models together with the local community

By promoting business model transformation toward the next phase of growth, we will achieve significant expansion in living and business domains. We will further
drive growth in these areas by transforming the business model to position the daily living renovation business, total business solutions business, and electric power
business as three key growth areas. At the same time, we will evolve our existing businesses by enhancing profitability and other fundamentals in order to increase

earnings.
Key Strategies Numerical Plan
1. Transform business models in growth areas - Net sales (left axis) (Billions
nions

Grow the daily living renovation business, total business solutions business, and electric power business of yen) Operating profit (right axis) of yen)

as three new revenue pillars, shifting the business portfolio from an energy-rooted model to one rooted in

daily life and business activities, while maximizing group synergies. 150.0 7.0

2. Evolve existing businesses 138.0

Fundamentally transform business operations by leveraging the launch of the new core system, and 140.0 6.0

integrate customer data across the Group to maximize the value provided to customers. 130.0

3. Utilize management resources strategically 1900 1220 | >0

Shift toward the strategic utilization of management resources based on the profitability and growth 120.8 ) :

potential of each business, including the optimization of human resources, proactive personnel 120.0 4.28 4.50 4.0

allocation to growth areas, and the execution of growth investments. '

4. Manage human resources to implement the management 110.0 3.50 3.0

strategy

Accelerate human resource management initiatives through talent acquisition and development to ensure 100.0 2.0

2025 2026 2028 2030

the implementation of the management strategy while linking these efforts to individual employee
contributions, growth opportunities, and enhanced job satisfaction. (Resuits) 31



(4) 6th Medium-Term Management Plan - Key Initiatives by Segment 2

Business description:Urban infrastructure development (roads, construction, port and harbor civil engineering, etc.),

E N g | neer | N g & M al N te nNance equipment work and maintenance, system development, etc.

Building sustainable business models through Group-wide collaboration, DX utilization, and new service initiatives

We will drive transformation by leveraging digital technologies, collaborating within and outside the Group and between businesses, enhancing productivity, innovating
workstyles, and related initiatives. We will develop management structure by business, rather than by company, to provide attractive service offerings that anticipate
societal needs. In addition, we will propose innovative solutions unbound by Group frameworks or existing conventions and leverage advanced technology to enhance
customer satisfaction, and improve employee engagement by developing measures that support their growth and motivation.

Key Strategies Numerical Plan

1. Continue to improve business process management

In the urban infrastructure development, construction, facility, and maintenance businesses, strengthen (Billions (Billions
profitability by minimizing losses through thorough improvements in business processes, even amid rising of yen) Net sales (left axis) of yen)
material and labor costs. Leverage DX and enhance construction resources to build an organizational 45.0 4.5
structure that ensures stable, medium- to long-term earnings. Operating profit (right axis)
2. Strengthen medium- to long-term profitability by pursuing new services 400 29,0 Lo
* In the BtoC segment, expand residential construction and daily life service offerings. ' ' '
* In the BtoB segment, develop renovation work around doors, shutters, and other openings, as well as 37.0

new products. 35.2 35.0

Expand service offerings for internet telephone systems and other services as well. 3.0 | 3.5

55
3. Enhance talent acquisition, retention, and development capabilities 3.30
Review and implement effective human resources and welfare systems, strengthen employer branding 30.0 3.45 3.0
through digital communication, and diversify recruitment channels to enhance recruitment competitiveness 3.00
and secure diverse talent.
4. Improve technological and construction capabilities through Group-wide collaboration 250 2:5
+ Collaborate across the Group to establish a business model offering end-to-end services from new
construction and renovation to operation and maintenance, enhancing customer satisfaction. 20.0 "0

« Enhance technological capabilities by adopting IT technologies such as drones, and broaden the scope 2025 2026 2028 2030
of construction. (Results) 32



(4) 6th Medium-Term Management Plan - Key Initiatives by Segment 3

Business description:Custom-built houses and lot houses, renovations, and construction materials

Beyond building homes: Becoming our customers’ companion for future living by 2030

In the housing sales business, we will re-develop the foundation of the housing business by redesigning the entire business processes, from attracting customers and
sales to maintaining and utilizing asset value. In the housing components and materials processing and sales business, we will provide advanced expertise and
informational capabilities as a partner that supports customers in solving business challenges. By developing sustainable building systems utilizing digital technology
and construction networks, we will become a company customers call first, the most trusted in the local community and the first choice for advice. In the renovation
business, we will strive to improve profitability and expand business areas.

Key Strategies Numerical Plan

1. Re-develop business foundations and transform business models

* In the housing sales business, improve design quality, develop high-performance and high-value-added (Billions Net sales (left axis) (Billions
products, strengthen in-house customer acquisition, and streamline construction operations while of yen) _ - _ of yen)
strategically securing lands in each area to strengthen the revenue base for new home sales. Operating profit (right axis)

* In the housing components and materials processing and sales business, enhance construction-included 65.0 3.5
sales that contribute to customer labor savings, establishing a one-stop service structure covering the
entire process. 60.0 570 3.0

* In the renovation business, optimize digital sales and strengthen profitability management in the _— ”c
technical department to improve profitability. ' 52.0 '

2. Expand business areas and domains 50.0 48.0 2.0

* In the housing components and materials processing and sales business, focus on expanding market 2.00
share in the Tokyo metropolitan area, develop a logistics network from Nagoya to the Kansai area, and 45.0 44.8 15
consider expansion into new business areas. 1.50

* In the housing sales business, expand the service area through Company-owned stores, franchise 40.0 110 1.0
operations, or other means. 0.91 '

* In the renovation business, expand the business area into adjacent areas while aiming to be the top 35.0 0-5
business in the local community. 2300 0.0

» Expand business domains, including establishing wooden non-residential construction that contributes to ' 2025 2026 2028 2030 '

decarbonization and re-developing the stock business. (Results) 33



(4) 6th Medium-Term Management Plan - Key Initiatives by Segment 4

Car L | fe S u p p 0 rt Business description:Sales and maintenance of imported cars (Volkswagen, Audi)

Solidifying existing businesses and creating new value centered on mobility

We will create added value by achieving stable management through solidifying existing businesses and promoting GX centered on mobility. To solidify the Volkswagen
and Audi business, the core of the existing dealership business, we will deepen and evolve our business foundation, making it resilient to any environmental shifts. In

addition, we will develop new business (V2X+2) that utilizes BEVs as high-performance batteries, aiming to promote future mobility services and energy management
services in local communities and foster overall business growth.

Key Strategies Numerical Plan

1. Evolve into sustainable business operations and re-develop store network (Billions (Billions

strategy of yen) Net sales (left axis) of yen)
Review the management structure of used vehicles in stock, which caused a deficit in the previous fiscal year, 30.0 _ L _ 3.0
. . . - Operating profit (right axis)
and strengthen sales through store operations and strategies leveraging area characteristics. Improve customer
satisfaction through proposals tailored to customer needs and measure development at the same time.

2. Strengthen business management capability and transform business 25.0 2.0

processes through DX promotion . 23.0
+ Strengthen talent and store management to improve productivity. 21.0

» Review business processes through DX promotion to enhance efficiency across operations. 20.0 1.0

: . : : 17.9
3. Take on challenges in new mobility service business

* Develop new business models centered on mobility, including the development of a BEV (battery EV) 0.50
sales structure leveraging Group-wide synergy, and the commercialization of BEV charging services. 15.0 0.30 0.0

+ Build V2X*2 strategies, centered on V2H+1 functionality in electric vehicles. =

*1: V2H (Vehicle to Home)

/
A technology and system that enables electricity stored in the batteries of electric vehicles and other devices to be used at home (0.62)
*2: V2X (Vehicle to Everything) 10.0 (1.0)

A technology and system that enables the mutual exchange of electricity, etc., between electric vehicles or other devices and everything from homes and 2025 2026 2028 2030
buildings to facilities and the power grid (Results) 34



(4) 6th Medium-Term Management Plan - Key Initiatives by Segment 5

A nim al H eal t h Car e Business description:Sales of veterinary medical products and therapeutic food

Connect value to pave the future: Becoming a unique animal healthcare trading company

We strive to establish our position neither as a manufacturer nor a traditional wholesaler but as a unique animal healthcare trading company in the industry. Building on
an efficient logistics network through warehouse consolidation, enhanced field capabilities via the onsite model, and strengthened sales quality, we will build a solid
customer base. We will contribute to the growth of customer businesses by solving their challenges, dramatically increasing the target market share to become the top
in the industry.

Key Strategies Numerical Plan

1. Transform organizational culture and strengthen talent development to (Billions (Billions
N les (left axi
support corporate growth of yen) etsales (eftaxis) of yen)
« Permeate our purpose, vision, and core values to promote employee mindset reform and foster an 40.0 Operating profit (right axis) 3.0
environment and culture that embrace challenges.
2.5
+ In addition to strategic talent acquisition, strengthen talent development by linking desirable candidate 35.0
profiles, training, mentoring systems, and goal management systems. 20
. 30.0
2. Re-develop sales foundation 30.0 555 e
* Evolve the customer-focused field capability into our strength, establishing a nationwide network of the '
onsite model. 25.0
25.0 23.4 1.0
* Establish a company-wide sales system by strengthening self-marketing capabilities through a mutual
learning system among employees and building deeper relationships of trust by diversifying customer 0.5
touchpoints. 20.0 0.50
3. Improve profitability 0.30 0.0
0.05
« Strengthen the revenue structure of existing businesses by reducing costs through overall supply chain 15.0 05)
optimization, continuously creating exclusive products, and strategically managing pricing. - '
» Create new value through Group synergy, including joint development of new services through Group-wide 10.0 - (1.0)
collaboration. 2025 2026 2028 2030

(Results) 35



(4) 6th Medium-Term Management Plan - Key Initiatives by Segment 6

P I O p el’t | eS Business description:Real estate (investment, leasing, sales and purchases), community development business, hotels, restaurants, and sports clubs

Expanding the real estate investment business and improving local value through the Food Valley Initiative

We will establish a high-yield revenue base by promoting investment businesses, including real estate securitization, while pursuing new areas such as business
succession proposals. We will also propose attractive products and services through close collaboration with the hotel and restaurant business and the sports business
to build strong relationships with local companies, which will lead to the true resolution of customer challenges. Furthermore, we strive to realize the Food Valley
Initiative, making Eastern Aichi Prefecture a hub where food creators—producers, chefs, entrepreneurs, and other creative individuals involved in food—gather, develop,

Numerical Plan

and thrive to contribute to local revitalization.

Key Strategies

1. Take on challenges in the real estate investment business and expand

revenue through development

 Continue acquiring real estate of a certain scale each period to secure a large number of high-quality
income-producing properties.

 Launch a real estate securitization business to establish a new high-yield revenue base.

2. Develop aregion by combining the Food Valley Initiative with

community building

Establish an agent business, implement food-related initiatives including creating a council, and
proactively develop plans and products in collaboration with tourism, agriculture, and distribution
stakeholders in the Higashimikawa region, to attract people from Japan and overseas, contributing to
community building and regional development.

3. Expand existing businesses via cross-selling and online strategies
« Strengthen relationships with local companies to make Group-wide proposals for products and services.
» Expand sales of brand-driven products through e-commerce integration and marketing initiatives.

(Billions
of yen)
13.0

11.0

9.0

7.0

5.0

3.0

Net sales (left axis)

Operating profit (right axis)

11.0
9.1

7.3 7.4

1.00
0.60
0.40

0.30

2025 2026 2028 2030
(Results)

(Billions
of yen)
25

2.0

15

1.0

0.5

0.0
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(5) Financial Data for Past Quarters

FY2023 FY2024 FY2025

(Millions of yen) 1Q 2Q 3Q 4Q Full-year 1Q 2Q 3Q 4Q Full-year 1Q 2Q 3Q 4Q Full-year
Net sales 64,154 61,821 55,314 60,768 242,059 59,166 59,730 57,528 64,072 240,498 65,986 65,267 55,673 64,605 251,533
Cost of sales 48,704 46,990 43,475 47,059 186,229 44,291 44,531 44,701 49,748 183,273 49,479 48,917 42,393 49,486 190,277
Gross profit 15,450 14,831 11,839 13,708 55,829 14,874 15,199 12,826 14,324 57,225 16,506 16,349 13,280 15,119 61,255
(Ratio to net sales) 24.1% 24.0% 21.4% 22.6% 23.1% 25.1% 25.4% 22.3% 22.4% 23.8% 25.0% 25.1% 23.9% 23.4% 24.4%

ng;”n%’e%e”era' and administrative |, ,,q 12,813 12,520 11,966 49,745 12,333 12,851 13,088 12,642 50,916 13,466 13,503 13,076 13,828 53,874
Personnel expenses 6,057 6,246 6,263 6,179 24,747 5,958 6,384 6,486 5,975 24,805 6,511 6,644 6,666 7,090 26,913
Promotion expenses 551 636 539 (26) 1,701 459 466 530 461 1,916 410 443 440 520 1,814
Advertising expenses 204 175 215 250 846 232 163 354 230 981 361 305 290 293 1,251
Rent expenses 1,342 1,297 1,309 1,300 5,249 1,277 1,270 1,257 1,284 5,089 1,343 1,380 1,241 1,150 5,115
Depreciation 1,296 1,327 1,309 1,355 5,289 1,287 1,337 1,381 1,394 5,400 1,276 1,341 1,339 1,390 5,348
Taxes and dues 284 416 281 357 1,339 280 401 286 331 1,300 350 420 289 343 1,404
Other 2,707 2,713 2,601 2,548 10,571 2,836 2,827 2,792 2,965 11,421 3,213 2,966 2,808 3,038 12,026
Operating profit 3,004 2,017 (680) 1,742 6,083 2,541 2,347 (262) 1,681 6,308 3,040 2,846 203 1,291 7,381
(Ratio to net sales)  4.7% 3.3% (1.2)% 2.9% 2.5% 4.3% 3.9% (0.5)% 2.6% 2.6% 4.6% 4.4% 0.4% 2.0% 2.9%

Non-operating income 233 536 826 453 2,049 443 972 (13) 816 2,218 583 (49) 1,066 1,482 3,082
Non-operating expenses 344 (233) 90 61 262 84 92 61 94 333 111 575 (262) 112 537
Ordinary profit 2,892 2,787 55 2,133 7,870 2,900 3,226 (337) 2,403 8,193 3,511 2,221 1,532 2,661 9,927
(Ratio to net sales)  4.5% 4.5% 0.1% 3.5% 3.3% 4.9% 5.4% (0.6)% 3.8% 3.4% 5.3% 3.4% 2.8% 4.1% 3.9%

Extraordinary income 9 2,403 79 19 2,511 39 23 36 12 111 85 11 14 57 169
Extraordinary losses 26 875 25 78 1,005 40 41 76 422 580 55 54 114 726 951
Profit before income taxes 2,875 4,316 110 2,074 9,376 2,899 3,208 (377) 1,993 7,724 3,541 2,178 1,433 1,992 9,145
Income taxes 887 1,472 (83) 849 3,126 910 823 (98) 681 2,317 1,081 521 405 1,113 3,121
E;?]ft'rto‘liltfr:g’f;f‘gf;t‘; non- 36 46 38 29 151 51 17 45 42 157 85 18) 43 43 153
E;‘:grt]ta“”b”tab'e DETIEC 1,051 2,796 155 1,105 6,099 1,037 2,367 (324) 1,269 5,249 2,375 1,676 983 835 5,870
(Ratio to net sales)  3.0% 4.5% 0.3% 2.0% 2.5% 3.3% 4.0% (0.6)% 2.0% 2.2% 3.6% 2.6% 1.8% 1.3% 2.3%
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(6) Financial Data for Past Quarters - Net Sales & Operating Profit by Segment

FY2023 FY2024 FY2025

(Millions of yen) 1Q 2Q 3Q 4Q Full-year 1Q 2Q 3Q 4Q Full-year 1Q 2Q 3Q 4Q Full-year

Net sales 64,154 61,821 55,314 60,768 242,059 59,166 59,730 57,528 64,072 240,498 65,986 65,267 55,673 64,605 251,533
Energy & Solutions 39,127 32,210 28,253 27,526 127,117 33,682 30,643 27,280 27,894 119,502 35,848 32,161 25,002 27,858 120,870
Engineering & Maintenance 7,014 7,984 7,085 8,562 30,646 6,828 7,930 7,361 10,607 32,727 8,396 8,814 8,475 9,577 35,264
Housing 6,367 8,500 7,787 11,524 34,180 7,239 8,271 8,668 11,446 35,626 9,797 10,620 10,680 13,755 44,853
Car Life Support 4,298 4,527 4,566 4,762 18,154 3,718 4,311 4,044 5,037 17,111 4,019 4,986 4,172 4,776 17,955
Animal Health Care 5,850 7,038 6,136 6,096 25,122 6,183 6,884 6,292 6,162 25,523 5,781 6,595 5,486 5,553 23,416
Properties 1,028 1,103 1,058 1,814 5,005 1,024 1,239 3,487 2,380 8,131 1,642 1,636 1,712 2,355 7,347
Other & Adjustment 468 455 425 481 1,831 489 449 393 544 1,876 499 453 143 728 1,824

Operating profit 3,004 2,017 (680) 1,742 6,083 2,541 2,347 (262) 1,681 6,308 3,040 2,846 203 1,291 7,381
Energy & Solutions 2,855 1,201 (1,034) (32) 2,989 2,415 1,583 (591) (440) 2,966 2,693 2,386 (446) (346) 4,287
Engineering & Maintenance 565 818 610 664 2,659 625 690 505 821 2,643 1,169 802 746 736 3,454
Housing (342) (57) 97) 640 142 (190) 9 89 838 747 (195) 138 271 697 912
Car Life Support (86) (47) (53) 207 19 (191) (46) (31) 334 64 (341) (351) (113) 177 (629)
Animal Health Care 109 168 (12) 47 313 22 148 (71) 39 138 (86) 3 (236) (246) (566)
Properties (43) 25 (3) 434 411 (13) 20 44 353 405 (10) 6 66 341 405
Other & Adjustment (53) (90) (88) (220) (453) (126) (58) (207) (265) (656) (189) (138) (83) (70) (482)
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* The share price for December 2020 is set at 100. The data reflects the closing price on November 30, 2025.
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(8) Various Indicators

FY2021 FY2022 FY2023 FY2024 FY2025
EPS: Basic earnings per share (yen) 83.13 89.12 95.46 81.90 91.44
BPS: Net assets per share (yen) 1,027.98 1,128.69 1,206.92 1,308.63 1,428.22
DPS: Dividend per share (yen) 23.0 26.0 26.0 30.0 32.0
Ratio of operating profit to net sales 2.9% 2.9% 2.5% 2.6% 2.9%
ROE: Return on equity 8.4% 8.3% 8.2% 6.5% 6.7%
Dividend payout ratio 27.7% 29.2% 27.2% 36.6% 35.0%
Total asset turnover (times) 1.2 1.2 1.3 1.2 1.2
Equity-to-asset ratio 34.9% 38.2% 40.8% 41.5% 42.0%
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Disclaimer
(Note on Translation)
This document has been translated from the Japanese original for reference
purposes only. In the event of any discrepancy between this translated document
and the Japanese original, the original shall prevail.

(Caution Concerning Forward-Looking Statements)

The forward-looking statements, including numerical plans, contained in these
materials are based on information currently available to the Company and on
certain assumptions deemed to be reasonable by the Company. Consequently, any
statements herein do not constitute assurances regarding actual results by the
Company. Actual business and other results may differ significantly due to various
unforeseen factors.

Inquiries

General Affairs and IR Group, General Affairs Department of
SALA Corporation
Telephone: +81-532-51-1182 Email: ir@sala.jp



