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FamilyMart 's Five Important Issues (Materiality) ®

Priority 1 Contributing to the "future of the region and the planet" through +
s environmental considerations

priority ~ EVolving into a hub for revitalizing the local community that is supportive

issue 2 of people +
Priority 3 Create safe and secure products and services that realize a "convenient +
Issue and prosperous life"

r;;s;ity 4 Pursuing a sustainable supply chain together with business partners +
Priority 5 Creating a rewarding organizational culture and developing human +
Issue

resources

Four Foundations Supporting Sustainability

@ Strengthening corporate governance
@ Joint growth of franchisees and headquarters
@ Thorough risk management and compliance

®) Respect for human rights

@ Sustainability Management @ Famima Eco Vision 2050 @ Sustainability Library
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Message from the President

"FamilyMart, ey

Where You Are One of the Family" ! S

— Working together towards
a Sustainable Society

l Supporting consumer values

The environment around us continues to change dramatically. Japan is experiencing ongoing inflation, and
consumers are more conscious about protecting their livelihoods due to the rising prices. Overseas, the Trump
administration's economic policies and interactions with the international community are causing a lot of
confusion. However, there is no turning back time when it comes to sustainability. There are concerns that
disasters and extreme weather caused by climate change will have an increasing impact on our lives and the

economy.

As such, consumer values that emphasize the continuation of a sustainable society are becoming a strong,
worldwide trend. FamilyMart needs to respond to these consumer values by acting responsibly for the sake of
future generations. It is both our mission and our responsibility to contribute to creating sustainable
communities and societies by working to solve social issues, leveraging our connections with various

stakeholders, including customers, business partners, and local communities.

I Our unique initiatives

FamilyMart is a convenience store chain with over 16,000 locations nationwide. By utilizing our stores as a
physical point of contact with customers, we can take on a variety of sustainability initiatives that are unique
to FamilyMart.

The FamilyMart Food Drive is an initiative where households bring excess food in to our stores to donate to
local welfares and facilities. This project began in 2021 and now has collection boxes set up at 4,500 stores
nationwide as of May 2025, making it the largest food drive network in the country. We will continue to deepen

our collaborations with local partners to provide food support to and reduce food waste in the community.

Also, starting in March 2025, the discount stickers placed on ready-meal products like rice balls and bento
boxes that are nearing their expiration dates got updated “teary-eyed” designs that feature a rice ball
character tearfully asking for help. The goal is to reduce customers’ psychological resistance to buying
discounted items and remind them of the issue of food waste. Since this change, there’s been a significant

increase in the frequency of discounted items being purchased.



Message from the President

Also, 2025 marks the third year of our efforts to raise awareness for childhood cancer. This project involves
selling lemonade at our stores that was developed in collaboration with children who have cancer, from
deciding on the flavor to the illustrations on the packaging. Through this initiative, we hope to spread accurate
information about childhood cancer and create a society where children can grow up with a smile, even if they
are diagnosed with cancer.

We will continue to take on new challenges like these that are unique to FamilyMart.

I Five material issues

FamilyMart signed the UN Global Compact in 2017 and established its Basic Sustainability Policy. To further
promote sustainable business practices, we identified five material issues that need to be addressed and have
set goals to tackle these issues: eco-friendly practices, revitalizing communities, developing appealing products
and services, establishing a reliable supply chain, and cultivating a rewarding organization and work

environment.

M Implementing Eco-Friendly Practices

The Famima Eco Vision 2050, established as a medium to long-term objective, promotes the reduction of
greenhouse gas (CO2) emissions, plastic waste, and food waste, with numerical targets set for 2030 and 2050. In
addition to reducing CO2 emissions through better energy conservation and integrating the latest energy
efficient fixtures, we are also reducing our plastic usage by using 100% recycled PET bottles and paper

containers for our original products.

M Revitalizing Communities

As SDGs are being incorporated into formal education, we have launched a new FamilyMart Child Store Manager
+ SDGs program that utilizes our stores. Kids get hands-on experience manning the register and arranging

products while also learning fun facts about FamilyMart’s sustainability efforts. The Famima Children's Cafeteria
aims to spur local interactions and is expanding its partnerships through collaborations with various companies

and organizations.

M Developing Appealing Products & Services

We listen to our customers' feedback to provide products and services that enrich their lives. Digital signage
(FamilyMart Vision) set up inside the stores helps us provide content that is tailored to the needs of the local
community. We are promoting the integration of universal services to make our stores even more user friendly

for a diverse range of customers.

M Establishing a Reliable Supply Chain

Our goal is to provide safe and secure products and services plus the sustainable procurement of raw materials
based on fair and transparent relationships with our business partners. We will continue to foster good
partnerships while having a positive impact on human rights, labor practices, the environment, and spoilage
prevention throughout our supply chain.



Message from the President

B Cultivating a Rewarding Organization & Work Culture

We want to help create a society where everyone can live fulfilling lives and diversity is embraced based on a
respect for human rights through LGBTQ+ awareness-raising activities both inside and outside the company, as
well as through supporting the endeavors of employees with disabilities. We will continue to promote diversity

and inclusion to help create an environment where a diverse range of personnel can shine.

We believe that FamilyMart can contribute to sustainability by addressing these material issues sincerely and
steadily.

Sustainability in line with our motto “FamilyMart, Where You
Are One of the Family!”

Based on our corporate motto of “FamilyMart, Where You Are One of the Family,” we regard the local

community as family and have worked to provide convenience and help solve local issues.

We will continue to work closely with each area, seeing our customers and local communities as family to

promote activities that help achieve a sustainable society.

July 2025

4 Ao

Representative Director and President, Kensuke Hosomi



FamilyMart 's approach to sustainability

Together with all stakeholders
Engaging in sustainability activities

with Sustainability!

We will continue to work in partnership with all of FamilyMart 's stakeholders, including customers,
franchisees, and business partners, to sincerely and steadily promote sustainability initiatives that are unique

to FamilyMart and work to create a sustainable society.

FamilyMart, Where You Are One of the Family

C Rooted Closely in the Community Meeting the Needs of Each Customer

Like Family )

with Sustainability!

Toward the Realizatlon of a Sustalnable Society

Material Issue Material Issue

01 02

Contributing to Evolving as a Reglonal
the Future of the Earth Revitalization Base

and Its Regions Close to People
through Environmental

Consideration

Five Material
Material Issue Issues Material Issue

03 (Materialities) 04

Creating Safe and Working with Suppliersto
Reliable Products and Pursue a Sustainable
Services toBring Supply Chain
Comeenience and
Richness to Everyday Material Issue

. 05
Building a Motivating Work
Culture with Driven Employees

Enhancing Thorough Risk
Corporate Governance Management and Compliance

Four Foundations

Joint Growth of Franchised

Respect for Human Rights
Stores and Headquarters
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FamilyMart 's approach to sustainability

I A message from the board of directors

FamilyMart has signed the United Nations Global Compact to promote
sustainable corporate management and has formulated a basic
sustainability policy. We have also set out five priority issues {(materiality)
and four foundations, including respect for human rights, and are continually

working to solve social issues as a responsible company.

A Sustainability Committee has been established as an organization to
oversee sustainability activities across the company, approving activity
plans, managing progress, and reporting to the Board of Directors. In
addition, each division chief, who is responsible for promoting sustainability,
works with a "Sustainability Promotion Leader" selected from among those
at the general manager level or above in their own division to lead the efforts
of each division. In addition, in the "District Committee," which is a
framework for bottom-up activities, everyone in the organization challenges

themselves to take on sustainability-themed initiatives and promotes them.

As a result of these efforts, FamilyMart 's annual employee sustainability awareness survey showed high
results, with 98% of employees responding that they "understand the importance of SDGs and
sustainability and are interested in them" in fiscal 2025. In addition, 90% of employees responded that
they "understand the importance of SDGs and sustainability and reflect them in their own work and act,"

demonstrating that many employees are able to work on sustainability with a high level of awareness.

Although there are headwinds against sustainability due to changes in the international situation,
consumer awareness is also changing significantly. This trend will continue in the future, and FamilyMart
needs to actively promote sustainability initiatives in response to the voices of consumers. We will also
continue to proactively disseminate information so that everyone can easily understand. We believe that

engagement that gains sympathy from everyone is essential for sustainable growth in the future.

Based on our corporate message of "FamilyMart, Where You Are One of the Family”" we will continue to
respond to changes in society, sincerely address the expectations and requests of our various

stakeholders, and contribute to the realization of a sustainable society.

Chief Officer
Chief Marketing Officer (who is also the General Manger of the Marketing Division)
Hikaru Adachi

11



FamilyMart 's approach to sustainability

I A Third-Party Opinion

In 1986, when | was a freshman in college, there was FamilyMart in the
neighborhood where I lived, and | remember stopping by there almost

every day. This was around the time when the number of convenience

stores in urban areas was rapidly increasing. It has been about 40 years
since then, and | am impressed by how FamilyMart has achieved "quality
growth," including sustainability, along with the growth in scale as a

business.

Over the past several years, Famima employees, from those closest to
management to all employees, have made a continuous effort to make
sustainability their own business and to "embed" it in their work and in
their services. As a result, your awareness is clearly changing, and
sustainability is even becoming part of the value that FamilyMart provides

to consumers. This is extremely commendable.

| hope that the company will continue to provide the world with
excitement while maintaining sustainability for the next 40 to 50 years. |

look forward to it!

SDG Partners LLC
Representative Director and CEO
Kazuo Tase

12



Famima Eco Vision 2050 (medium- to long-term
environmental goals)

FamilyMart has formulated the "Famima Eco Vision 2050" as a set of medium- to long-term goals for 2030 and
2050 in order to contribute to solving social issues, including environmental problems, and to realizing a

sustainable society.

Famima Eco Vision 2050 sets medium- to long-term numerical targets based on three themes: reducing
greenhouse gases (CO2 emissions), combating plastics, and reducing food waste, and aims to promote efforts to

achieve these targets.

"Famima Eco Vision 2050"

Reduction of greenhouse gas (CO2)

CO2 emissions from store operations(Per store) (Compared
to 2013)

2030 y401510)

=
50% Reduction 100% Reduction

By installing energy-efficient equipment, we will reduce electricity
consumption in our stores and advance the reduction of CO2 emissions.

In addition, we will calculate emissions throughout the entire supply chain, from
purchasing to distribution, sales, and disposal, and work toward reducing emissions.

p Click here for details on reducing greenhouse gases (C02)

13



Famima Eco Vision 2050 {medium- to long-term environmental goals)

Sustainable Packaging and Sustainable Materials for Private
Brand Products

=
60% 100%

Details of the initiative

We will promote the use of environmentally friendly materials, such as
incorporating plant-based biomass plastics and recycled PET for
containers and packaging materials.

In addition to original products, we will also promote the use of biomass in plastic bags,

aiming for the proportion of environmentally friendly materials to be 70% by 2030,
including for supplies.

p Find out more about plastic measures here

14



Famima Eco Vision 2050 {medium- to long-term environmental goals)

Reducing food waste

Food waste reduction (compared to 2018)

2030 2050

=

50% Reduction 80% Reduction

We will promote the reduction of food waste by improving the accuracy of

product ordering and improving container and packaging to extend the

shelf life of products.
We will use the food waste generated to make effective use of resources through
initiatives such as food recycling loops.

p Learn more about reducing food waste here

* We will review our targets in response to changes in the environment.

p "Famima Eco Vision 2050" 2030 greenhouse gas (C02) reduction target revised upward to 50%

15
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Sustainability Management

Basic Policy >

We publish our various initiatives, including our

basic sustainability policy.

Identifying important issues >

It lists important issues and the process for
identifying them.

Cooperation with the international

community

This page describes our efforts in the international

community.

Sustainability Promotion Structure »

This page describes our sustainability promotion
system.

Stakeholder Engagement >

Learn more about stakeholder engagement.
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Basic Policy

v Sustainability Policy = ¥ Human Rights Policy ¥ Customer Harassment Policy

v Environmental Policy v Biodiversity Conservation Policy

V¥ Sustainability Procurement Principles

v Sustainability Action Guidelines for Supply Chain ¥ Social Contribution Policy

Convenience stores play an indispensable role in people’s lives as an integral part of social and lifestyle

infrastructure. FamilyMart has a nationwide network that exceeds 16,000 stores servicing more than 15

million customers each day, and maintains a workforce of over 200,000 employees. Under the slogan of
“FamilyMart, Where You Are One of the Family,” the Company and its stakeholders seek to move
forward in partnership, based on a relationship of trust.

With this in mind, our mission is to exceed the expectations of customers by helping to resolve social
issues in each region against the backdrop of a rapidly changing society. Our goals are to provide a
better life for customers as well as local communities and to ensure that each day has fun and fresh

appeal through the supply of our products and services.

Sustainability Policy

We at FamilyMart always aim to continue to provide new value in the world and to be a presence trusted by
our customers.

In order to realize these goals, we are working to create a sustainable society in cooperation with our
stakeholders, and have established the following basic policies.

1. We getinvolved in activities that lead to the development of local communities and contribute to better
lives for everyone.

2. We provide products and services with consideration for safety, reliability, and health and construct the
supply chain in accordance with fair business practices with our business partners.

3. We endeavor to give consideration to the global environment, nature, and biodiversity, prevent global
warming, and form a recycling-oriented society.

4. We endeavor to support the development of the next generation together with local communities so that
the children who will be responsible for the future can grow up healthily and happily.

5. We respect people and their rights regardless of their race, skin color, nationality, language, religion,
thought, age, sex, sexual orientation, gender identity, gender expression, with or without disabilities,
property, employment type, etc. and promote business activities which offer job satisfaction and enable all
of the people involved in the business to be successful.

6. We comply with international norms and the laws and norms in the countries and regions in which we
develop our businesses, and carry out our business activities faithfully.

[Established]September 2017 [Revised] June 2023

p Sustainability Promotion Structure

18



Basic Policy

Human Rights Policy

FamilyMart strives to always stay relevant to customers and the communities. Working together with our
franchised stores and business partners, we provide products and services that respond to the ever-changing
demands of the society.

Instilled in our corporate message, “FamilyMart, Where You Are One of the Family,” is our earnest wish to
connect with our stakeholders like a family and walk alongside them all the way. We acknowledge the
importance of this connection between people in our business practices.

Based on these thoughts, as a signatory of the United Nations Global Compact, we comply with its ten
principles and respect international norms on human rights, including the United Nations Guiding Principles on
Business and Human Rights (the “UNGP”), OECD Guidelines for Multinational Enterprises, the International Bill
of Human Rights, and the International Labor Organization (ILO) Declaration on Fundamental Principles and
Rights at Work. We also have established FamilyMart’s Human Rights Policy as our basic policy for respect on
human rights.

In order to implement this policy, the Sustainability Committee, an advisory body to the president, will

cooperate with all divisions to promote human rights initiatives under the supervision of the chairman.

I 1. Policy scope

We operate on the basis of this policy which strongly recognizes that all executives and employees of
FamilyMart Co., Ltd. and affiliates possess fundamental human rights. They must be respected and
simultaneously must respect the fundamental human rights of all stakeholders.

We acknowledge that our activities and the activities of our affiliates and business partners may have adverse
impact on the human rights of our stakeholders such as our customers and regional communities.

Therefore, our business partners as well as their concerned parties are expected to understand and support
this policy. We will also continue to work closely with them to promote the respect for human rights, by

encouraging constant communication and thorough sharing of information.

| 2. significant human rights issues

As a sustainable company operating in a diverse society, we consider the following as significant human rights
issues.

B Prohibition of human trafficking, forced labor, and child labor

B Ensuring mental and physical health, and safety

B Prohibition of prejudice or discrimination on the basis of race, skin color, nationality, language, religion,
thought, age, sex, sexual orientation, gender identity, gender expression, with or without disabilities,
property, employment type, etc.

19



Basic Policy
. _____________________________________________________________________________________________________________________________________________________________________________________|]

Prohibition of all harassment, bullying and unfair treatment

Freedom of association of workers and respect for collective bargaining rights

Ensuring minimum wages and managing proper working hours

Provision of safe and reliable products and services to consumers, and disclosure of important information
regarding said products and services

B Protection of privacy

l 3. Human rights due diligence

B Policy

We strive to develop proper human rights due diligence system based on the UNGP, and identify, evaluate,
prevent, mitigate, and correct negative impacts of our activities on human rights, while placing value on
dialogue with stakeholders.

Furthermore, we will comply with the laws and regulations in the countries and regions in which we operate. We
will respect internationally recognized human rights to the greatest extent possible in the circumstances, even

when faced with conditions that conflict with international human rights principles.

B Implementation

Regarding human rights due diligence, we and our business partners will continuously implement and
improve on the following:

1. Understand and comply with laws and regulations regarding human rights.

2. Evaluate adverse human rights impact of current business practices on a regular basis, and when starting new
businesses.

3. Appropriately communicate the identified human rights violations to those who will be directly affected
(includes possibility of being affected) or their representatives, in order to take preventive and mitigating
measures.

4. Establish appropriate and effective grievance mechanisms, and provide relief and corrective action through
appropriate procedures and dialogue, in the event of our business activities causing or evidently contributing
to human rights violations.

5. Prevent reoccurrence of human rights violations by evaluating and verifying the effectiveness of current
measures, while taking both internal and external opinions into consideration.

l 4. Information disclosure

We disclose the progress of our human rights activities through our website and other communication channels.

20
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I 5. Understanding, promoting, and penetration

In order to promote and integrate this policy into all our business activities, we strive to appropriately and
efficiently educate and raise awareness of all executives and employees.
We will also communicate this policy to our business partners and their concerned business parties, and ensure

their understanding and thorough implementation.

[Established] October 2020 [Revised] January 2025

p Click here for specific initiatives

Customer Harassment Policy

Under the corporate message "FamilyMart, Where You Are One of the Family," FamilyMart views the local
community as a family and is committed to providing safe, reliable, and high-quality products and services. We
aim to meet customer expectations and adhere to legal compliance while focusing on environmental
sustainability and human rights. Our goal is to contribute to building a sustainable community and society

through these efforts.

However, some customers using FamilyMart's services have engaged in behaviors that amount to customer
harassment. Such actions harm the dignity of each individual employee at FamilyMart and contribute to the
deterioration of a safe and comfortable working environment.

To continuously provide safe, secure, and high-quality services, it is essential to take firm action against acts of
customer harassment and to ensure the safety of each individual employee. Therefore, we have established the

"FamilyMart Customer Harassment Policy” as follows.

I Response to and Initiatives for Addressing Customer Harassment

To protect the safety of each individual employee at FamilyMart, if customer harassment occurs, we will
coordinate with external experts such as the police or lawyers to ensure appropriate action is taken, and we will

address the situation strictly in accordance with this policy.
B Clarification of Corporate Stance through the Disclosure of the "FamilyMart Customer Harassment Policy"
B Procedures for Informing, Educating, and Responding to Issues for Each Individual Employee at FamilyMart

B Implementation of Education and Training for Each Individual Employee at FamilyMart

B Establishment of a Consultation and Reporting System for Each Individual Employee at FamilyMart

21



Basic Policy
|

I Definition of Customer Harassment

Complaints or behavior from customers that are deemed unreasonable, or where, considering their validity, the
means or manner of fulfilling the request is socially inappropriate and may potentially harm the working

environment of each individual employee at FamilyMart.

[Examples of relevant behaviors] *The following are examples and are not limited to these.

B Physical and psychological attacks (assault, injury, threats, slander, defamation, insults, abusive language)
and intimidating behavior

Continuous or Persistent Behavior
Discriminatory Behavior and Sexual Conduct

Personal Attacks and Demands

Posting of personal information, etc., on social media and online (including publication of photos, audio,
and video)

B Demanding Unreasonable or Excessive Services

B Demands for product exchange, monetary compensation, or apologies without valid justification

FamilyMart is committed to respecting the human rights of each individual employee and to continually

maintaining a safe and secure working environment for all.

[Enacted] September 2024

Environmental Policy

FamilyMart will work earnestly to become a store that is rooted closely and evolves as an integral part of the
local community. We will foster close ties with business partners like a family, and want customers to feel part
of the neighborhood family.

We will contribute to the sustainable development of local communities through environmentally conscious
initiatives that are based on our principles. To promote this, we periodically evaluate the environmental impact
of our business activities and set environmental goals, and improve our environmental performance.

Moreover, we have set the following policy to continuously remedy of the environmental management system,

and also work on preventing pollution and protecting the environment.

22
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. _____________________________________________________________________________________________________________________________________________________________________|

I I. Caring for the environment through our business activities

(1) Continue providing high-quality products and services that impress customers by always keeping in mind
environmental considerations, safety, and reassurance when developing and selecting products and services.
(2) For product delivery we aim to build and operate a continually efficient delivery system while at the same
time promoting the use of low-polluting delivery vehicles.

(3) In our stores we are introducing equipment and materials that contribute to conserving energy and
materials.

We also strive to appropriately maintain our equipment and properly dispose of used equipment.

(4) During store operation we engage in environmental activities that always take into consideration the
community, society, and nature.

Further, the waste generated by our stores is properly processed and recycling promoted.

(5) All offices undertake energy and resource conservation, recycling, and the proper disposal of waste while
promoting waste reduction.

In addition, vehicles with a low environmental load are being introduced for use as company vehicles and

employees always drive keeping the environment and safety in mind.

I Il. Respecting environmental laws and regulations

Fulfill our duty to observe the environmental laws, regulations, and related requirements.

I Ill. Organizations and awareness-raising

Create an organization and operation system for the Environment Management System. Further, we conduct
awareness activities to make the environmental policy known to everyone in the organization and improve

consciousness of environmental preservation and consideration.

[Established] November 1998 [Revised] September 2019

p Click here for specific initiatives
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|

Biodiversity Conservation Policy

Based on our corporate slogan of “FamilyMart, Where You Are One of the Family,” we regard the local
community as family and hope to continue as an important presence in the community by providing
convenience and helping to solve local issues.

On the other hand, we recognize that the business activities we carry out together with local communities are
both supported by and have an impact on biodiversity, which is the source of nature’s bounty, and that
biodiversity loss is a global issue.

As such, we therefore support the Kunming-Montreal Global Biodiversity Framework*' and promote initiatives
to achieve a circular economy and nature-positive future (nature restoration), aiming for a future where we

coexist with nature and where our “family” is happy.

@ Together with the local community

* Recognize that we are dependent on domestic and overseas ecosystems and local communities for our
business activities and aim to reduce the negative impact we have on them.

+ Cooperate with local producers, support sustainable production (including the acquisition of sustainability

certifications), and continue to evolve supply chains with close ties to the community.

@ Through products and stores

- Promote local biodiversity initiatives and business development, recognizing the role of convenience stores
as social infrastructure.

+ Actively promote the procurement of sustainable raw materials, such as adopting environmentally friendly
containers and packaging when developing products and services.

+ Promote the use of renewable energy and effective resource use for store operations in an effort to reduce

environmental impacts.

@ Toward stakeholder collaboration

+ Communicate the importance of biodiversity to our customers through our products and services, striving to
connect that importance to individual consumption behavior.

- Strive to restore biodiversity and carry out awareness-raising activities through communication with NPOs,
educational institutions, local governments, etc.

+ Foster understanding and knowledge of biodiversity among franchised stores and employees to create a
society that nurtures biodiversity.

+ Expect vendors and suppliers to give consideration to biodiversity as much as possible.

We will establish a management system and disclose information on these policies in accordance with the
TNFD*?

*1 1 The 2030 global target adopted at the 15th Conference of the Parties to the Convention on Biological
Diversity (COP15).
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Basic Policy
|

*1 1 The 2030 global target adopted at the 15th Conference of the Parties to the Convention on Biological
Diversity (COP15).

*2 : Taskforce on Nature-related Financial Disclosures: A taskforce that establishes a framework for the
appropriate assessment and disclosure of corporate risks and opportunities related to natural capital and

biodiversity.

[Established] May 2010 [Revised] July 2023

Priority Matters

{>Original product initiatives

+ Work with local producers to promote the effective use of local products and encourage sustainable
production.

 Promote sustainable raw material procurement, including the introduction of certified raw materials.

+ Promote effective use of out-of-specification foods (size, shape, etc.) to reduce food waste during production.
{Plastic product initiatives

+ For containers and packaging of our original products, aim to achieve 60% environmentally friendly materials
by 2030 and 100%* by 2050.

+ Review the design of containers and packaging for our original products to reduce the amount of plastic used.
+ Aim to reduce the amount of petroleum-based plastic used in cutlery and straws to 50% by 2030 compared
against 2019.

*Aiming to achieve a 70% rate of environmentally friendly materials in our products by 2030, including office

supplies.

We will also analyze our dependence and impact on biodiversity, and identify matters to address further.
As a whole, we will promote initiatives through our stores that will lead to better understanding of biodiversity

and biodiversity-aware consumption behavior.

p Click here for specific initiatives
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Basic Policy
|

Sustainability Procurement Principles

In its business activities, FamilyMart accepts the social responsibility of working toward realizing a sustainable
society such as preserving the global environment and protecting human rights.

For this purpose, we are pursuing business activities that are based on the spirit of mutual development
(CO-GROWING) in line with fair rules for producers and business partners, realizing sustainable growth and

focusing on the principles below.

1. We preserve biodiversity, eliminate natural resource transactions, gathering, and fishing conducted illegally.
2. We reuse renewable resources to protect natural resources at extreme risk of depletion.

3. As the safety, security and health of customers is the highest priority, we work to secure the traceability of
agricultural, livestock and marine products and disclose information to customers that is easy to understand.

4. We comply with laws and social norms and aim at a sustainable society together with producers and business
partners who take social responsibility, including human rights, workers, health and safety, and global
environmental preservation.

[Established] February 2018

p Click here for specific initiatives

Sustainability Action Guidelines for Supply Chain

I 1. Comply with laws and regulations

We comply with international norms as well as the laws and norms of countries and regions where we conduct

business and engage in conscientious business activities.

I 2. Human rights

We respect individuals and their rights regardless of race, skin color, nationality, language, religion, thought,
age, sex, sexual orientation, gender identity, gender expression, with or without disabilities, property,
employment type, etc. and we do not participate in human rights abuses.

We commit to the health and safety of our employees by providing a comfortable working environment.

In addition, we also prohibit discrimination, inhumane treatment and forced labor in hiring and employment.
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Basic Policy
|

I 3. Fair business

In accordance with sound business custom when doing business, we conduct business based on appropriate

conditions and work against corruption in all forms including extortion and bribery.

l 4. Environment

We strive to preserve the environment, nature and biodiversity, and prevent pollution, addressing climate
change through measures such as reducing greenhouse gas emissions and reducing energy consumption. We are
also working towards creating a sustainable society by reducing, properly disposing of and recycling waste, as

well as cutting back and optimizing our resource consumption.

I 5. Product quality & safety

We provide products and services that are safe, reliable and healthy for customers, and in the case of accidents

or defects, respond by quickly disclosing information and notifying competent authorities.

I 6. Synergy with local communities

We connect with activities related to development of local communities, we contribute to a better regional life

through being environmentally responsible for impacts around business sites and plants.

l 7. Supply chain system maintenance

Based on social norms and in response to social demands, we are working to build a sustainability promotion
system and internal control systems, as well as maintain risk control systems. We are also increasing

sustainability awareness of and dissemination in our own supply chain.

[Established] February 2018 [Revised] June 2023

p Click here for specific initiatives
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Basic Policy
|

Social Contribution Policy

Through this Policy, FamilyMart works for balanced development at the international and regional levels, and

for greater spiritual affluence in society.

1. As a company with international operations, we contribute to realizing a prosperous global community and
to activities that protect and nurture the environment.

2. To meet the expectations of local communities and win their trust, we take care to build links and live in
harmony with them.

3. As part of our role in helping create safe, secure neighborhoods, we support the sound development of youth.

4. We support the individual efforts of our employees to get involved in social contribution activities.

[Established] March 2007

p Click here for specific initiatives
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Sustainability Promotion Structure

FamilyMart has established a Sustainability Committee to oversee company-wide sustainability activities,

approving action plans and managing progress.

To promote sustainability, each department implements specific sustainability activities through their own

operations, based on FamilyMart 's basic policies, medium- to long-term plans, and decisions made by the

Sustainability Committee.
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| | Regions =
Responsible for promotion: <
Departments and Offices Lines, Corporate Office Divisi -l
ivision Heads -
Responuble for promotion Responsible for premotion o
Division and Department Heads Division Heods 3
| | | 2
S
Group Group Sales Office o
1]
| I o
bl
Stores
Planning, promotion and execution

Chairperson: CMO and General Manager of the Management Division

Headquarter Division

Board of Directors

Approval

Secretariat

Sustainability Committee

I 2025 Sustainability Committee Members

Chairperson

Committee Members

CMO* {and Head of Marketing) *CMO: Chief Marketing Officer

General Manager of Operations, General Manager of Construction and Property
Management, General Manager of Merchandising, General Manager of Manufacturing
Infrastructure and Quality Control, General Manager of Logistics, General Manager of
Creative Office & 8, Assistant General Manager of Creative Office & 8, General Manager of
Corporate Planning, General Manager of Administration, Assistant General Manager of
Marketing, General Manager of Store Operations, General Manager of Energy Management,
General Manager of Merchandising, General Manager of Manufacturing Infrastructure
Development, General Manager of Logistics Planning, Full-time Auditor
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Sustainability Promotion Structure

Sustainability promotion structure in each division

Each division chief is appointed as the promotion manager, and the promotion managers appoint a person of
their own division who holds a general manager or higher position as a "sustainability promotion leader.” The
division chief and the promotion leader work together to lead the sustainability efforts of each division.
Furthermore, the "district committees,” which are a framework for bottom-up activities, are also taking on
sustainability-themed initiatives, and everyone in the organization is participating in and promoting these

activities.

Make it a rule to incorporate sustainability elements into action
plans set by division chiefs and general managers

Starting in fiscal 2022, when the "With Sustainability! Activities" began, all division chiefs and department heads
have incorporated sustainability initiatives into their department action plans to promote unique sustainability
in line with the medium-term management plan. Each department is working to execute and achieve its plan

while taking advantage of its own business characteristics.

Sustainability Promotion Leaders Lead Activities in Each
Department

Sustainability Promotion Leaders work to ensure that each department understands and implements
sustainability principles and incorporates them into their operations, and they lead efforts suited to the

characteristics of their department’s operations.

Related links

.
.

p Corporate Governance » Operational and Other Risks » Compliance

.
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Identifying important issues

Identification Process of Material Issues

FamilyMart believes that precisely because it operates convenience stores, which are an integral part of
people's lives, it is important for it to adapt to changes in society and respond thoroughly to the requests and
expectations of its stakeholders.

Therefore, in order to understand and manage the impact that FamilyMart 's business has on society, we
identified important issues (materiality) for the first time in fiscal 2017. In fiscal 2019, taking into account our
change to a business structure based solely on convenience stores, we once again reviewed our "important
issues" by reorganizing our external environment and social issues, as well as the expectations and requests of
our stakeholders. In the process of reviewing the five important issues thus identified and the four foundations
that support their resolution, we clarified our policy of contributing to the achievement of the SDGs by helping
to resolve social issues through our business, which will in turn lead to the realization of FamilyMart 's basic
philosophy.

Going forward, the departments in charge of each issue will continue to work together with the Sustainability
Promotion Department to implement the PDCA cycle under the Sustainability Committee to continue and
strengthen more effective sustainability activities by setting targets and KPIs for each importantissue, including

Famima Eco Vision 2050 Eco Vision 2050, our medium- to long-term environmental targets.

Process for reviewing and identifying important issues
(materiality)

Identifying, organizing, and extracting issues

Extract issues related to our company through external and internal environment analysis.
External environment analysis Internal Environment Analysis

We conduct comprehensive analysis of SDGs, Analyze our basic philosophy, standards,
international standards, norms and initiatives, ESG business strategy, etc.

evaluations, customer requests, as well as the ® Basic philosophy, business plans, various

activity indicators of benchmark companies. policies, etc.

= Main analysis indicators: SDGs, Paris
Agreement, UN Global Compact, 1SO026000, GRI
Standards, SRI/ESG evaluation, SASB, industry

targets, etc.
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Identifying important issues

STEP2 BigA i ~
.
Materiality assessment é ° ‘ -
(1]
. e o °
The extracted issues are assessed and verified in terms of S o °
. . . ]
their impact on society and on our company, and key issues .E- ®
(proposed) are identified. ° _ e
Small Impact on FamilyMart Bi:,:;

Validity assessment

After exchanging opinions with the departments in charge of each issue and having external experts
review and exchange opinions, we verified the validity and consistency of the issues and created a "Final
Draft of the Key Issues Matrix."

Identifying important issues

The "Final Materiality Matrix" created in STEP 3 was categorized into five materiality themes and four
foundational themes that support their resolution, taking into consideration the connection with the
Company's basic philosophy, contribution to the SDGs, and ease of penetration and understanding both
inside and outside the company. The themes were approved at the Management Meeting and confirmed
at the Board of Directors Meeting.

Setting goals and KPIs for important issues

For each material issue, the department in charge of each issue and the Sustainability Promotion
Department worked together to consider industry trends, requests from stakeholders and society, and
the progress of our activities for each issue, and proposed goals and KPIs were discussed and approved by
the Sustainability Committee. Going forward, we will regularly report and confirm progress toward our

goals to increase the effectiveness of our efforts.



Identifying important issues

FamilyMart 's Key Issues

(

.

1. Contributing to the "future of the
region and the earth” through
environmental considerations
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Issues that FamilyMart must address

Continuous improvement of the
environmental management system

» Tackling food loss and waste

Climate change mitigation and
adaptation

Sustainable resource use and prevention
of environmental pollution

» Biodiversity Conservation

\
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2. Evolution as a hub for revitalizing the
local community that is close to people
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Issues that FamilyMart must address

. Development and revitalization of local
communities

> Disaster prevention and support for
affected areas

, Healthy Development of the Next
Generation

, Supporting and collaborating with NGOs
and NPOs

» Cooperation with local governments
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3. Creating safe and secure
products and services that
realize "convenient and
prosperous lives"

LEP PP I POIIOOIEIOIPIOEOIPOIITPOIIOIOETIEY,
.

N =] -
:

O A

.
40801000000 0000008408058800008 00000

Issues that FamilyMart
must address

Providing products and
» services that enrich
people’s lives

Improving convenience
through digitalization

, Rapid response to
customer feedback

4 Pursuing a sustainable
supply chain together with
our business partners
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Issues that FamilyMart
must address

Promoting fair and
» transparent business
activities

Responsibility for safe
» and reliable products
and services

Building responsible
supply chain

» management/Promoting
sustainable raw
materials procurement

5. Creating a rewarding
organizational culture
and developing human
resources
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Issues that FamilyMart
must address

» Diversity & Inclusion

Tess?

Human Resource
Development Initiatives

Healthy, safe and
» comfortable working
environment
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Stakeholder Engagement

FamilyMart 's Stakeholders

Local community Customer .

NGOs/NPOs Franchised Store / Store Staff

ﬁ Stakeholders of
FamilyMart

Suppliers Employees

FamilyMart aims to contribute to building a sustainable society, and believes that proactive and ongoing
constructive dialogue and collaboration with stakeholders is essential. Based on this approach, we create
opportunities to directly hear the needs and expectations of stakeholders regarding the responsibilities and
roles that the company should fulfill in society through its business activities. We use the valuable opinions and
requests we receive to review our key issues and improve our business activities, leading to higher quality
product development and services, as well as improved brand management.

Promoting this type of engagement also helps build good relationships with stakeholders and is a fundamental
activity that supports our evolution into a company that is even more trusted by society.

We have had the opportunity to hold numerous engagement events and received many opinions and requests.

Below, we would like to introduce the status of our main stakeholder engagement activities.

ﬁ Click here to read the Partnership Building Declaration(JP)

ﬁ Click here for the Multi-Stakeholder Policy(JP)

ﬁ FamilyMart policy on customer harassment can be found here(JP)
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Stakeholder Engagement

FamilyMart 's Stakeholder Engagement

Customers

Method/Content Results and Evaluation (2024) Response/Plan
Approximately 16,300 stores nationwide, with Development and improvement

Daily sales activities at the store a total of approximately 15 million customers  of products and services that
per day meet consumer needs

Improving the quality of store
Number of comments to the Customer Service  operations, including product
Center: 81,352 lineup, customer service, and
cleanliness

Receiving and responding to
opinions and requests at the
Customer Service Center

FamilyMart's app "FamiPay"
delivers information optimized for
each individual user

FamilyMart's app "FamiPay" total downloads:
Approximately 25 million (as of June 2025)

f ion di S ber of ith digital si . Improving communication
Information dissemination via Number of stores with digital signage: opportunities through store

in-store digital signage Approximately 10,200 (as of March 2025) facilities and digital technology

Information dissemination through | Official X account (@famima_now):
websites and communication via Approximately 5.7 million followers (as of
SNS June 2025)



s

Method/Content

Revitalizing local
communities through
support for children and the
elderly

SDGs awareness-raising
activities for elementary
school to high school
students

Regional Comprehensive
Cooperation Agreements with
Local Governments

Working with NGOs/NPOs to
solve social issues

In-store donation collection
activities to support NGOs/
NPOs activities and disaster
recovery efforts

Dialogue with the local
community through daily
store operations

Local Community

Results and Evaluation (2024)

Developing problem-solving sustainability
activities through collaboration agreements
with local governments, NGOs/NPOs, and
schools

Famima Children’s Cafeteria: Approximately
700 events held since its launch in fiscal
2019, with approximately 8,200 participants

"Thank You Letter Contest” sponsored by the
Ministry of Education, Culture, Sports,
Science and Technology: Held 16 times, with
a total of approximately 25,000
participating schools and organizations,
and over 450,000 applications

Famima Academy (off-site lessons)

Comprehensive partnership agreements
concluded with all 47 prefectures
nationwide

FamilyMart Food Drive: 4,531 stores in 47
prefectures (as of May 2025)

The total number of organizations that have
received grants to date with the aim of
supporting "Children's Cafeterias" is: 5,213

In-store donations in fiscal 2024:
Approximately 560 million yen

Regular communication with NGOs and NPOs

Crime prevention, such as preventing special
fraud, and disaster prevention and disaster
support efforts

Stakeholder Engagement

Response/Plan

Expansion of community-based
events and programs in stores and
online

An event where children can not
only eat together but also
experience cashiering and arrang-
ing products.

Employees from a wide range of
departments will be appointed as
instructors to improve the quality of
programs that meet the needs of
the educational field.

In order to further enhance food
donations, we will continue to work
to increase the number of
participating stores and to develop
cooperative partners.

Provision of subsidies through
FamilyMart Connecting,
Connecting, Children's Cafeteria
Support Project

Effective use of in-store donations,
corporate donations, and solutions
to social issues

Continuing to provide customer
service that is considerate of each
individual customer
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Stakeholder Engagement

Affiliated stores/store staff

Method/Content

Communication with stores through
online events and direct visits by top
management

Supervisor patrols the store

Holding of management policy/
product policy briefing sessions

Strengthening and improving various
support systems for store managers
and store staff

Consultation reception and visits by
the franchisee consultation room

Information distribution via portal site
and affiliated store newsletter

Results and Evaluation (2024)

Direct visits to affiliated stores: Approximately
40 stores nationwide

Advice, evaluation and guidance on store
management, and regular checks on
implementation status

"FamilyMart EXPO" exhibition for franchisees
held once a year (twice a year online)

Health checkup support services provided to
franchisee and store staff: 5,419 people

Number of inquiries to the franchisee
consultation room:2,466 items Of these,
online consultations 187 items

Store visit by counselor: 2,784 members

Providing information on affiliated store
portal site

Publication of the franchise store newsletter
"FAMILY": 10 times

Affiliate store roundtable discussion:

5 times/approx. 200 people

Business Partners

Method/Content

Sharing, coordinating and
implementing sustainability-related
policies and product policies

Promoting sustainable procurement
in the supply chain

Operation and response of
customer consultation desk

Results and Evaluation (2024)

Informed 483 business partners about our
sustainability-related policies

SAQ (Self-Check Questionnaire) was
conducted for business partners:208
companies

Conducted monitoring audits of business
partners: 25 companies

Inspections of factories contracted to
manufacture ready-made meals: 75
factories

Human rights checklist implementation:75
factories

Employee hotline and business partner
helpline operations: 115 cases per year

Response/Plan

Building deeper relationships
of trust between franchisees
and headquarters

Promoting store management
efficiency, expanding support,
and improving profitability

Reduce store operations and
promote digitalization

Response/Plan

Increase understanding and
support for FamilyMart
sustainability-related policies

Expanded scope of supplier SAQ
and monitoring audits

Improve response rates to
supplier surveys
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employee

Method/Content

Messages from the top
management, direct visits, and
online communication

Employee opinion survey

Conducting diversity penetration
surveys and LGBTQ education

Enhancement of in-house
awareness-raising and systems
regarding "Business and Human
Rights"

Providing LGBTQ education

Employee training/self-
development

Childcare, nursing care, etc. systems

Promoting the active participation
of people with disabilities and
expanding job opportunities

Promoting health and productivity
management

Information dissemination via portal
site and online company newsletter

Promoting employee interaction
across departments

Making sustainability a personal
issue "With Sustainability!”
Activities

Results and Evaluation (2024)

Message from the top: 15 times

Visits to offices across the country to meet
with managers:300 people

Direct communication through roundtable
discussions: Total number of participants
Approximately 100people

Employee engagement survey {(annual):
Response rate: 97.2%

Diversity penetration survey: 90.7%
(January 2025)

E-learning and post-course confirmation
test: 100% participation rate and correct
answer rate

Number of ALLY*1 members: 1,500
{June 2025)

Training hours per person: 20.4 hours

Sukusuku Vacation*2: Acquisition rate: 53.6%
Number of people qualified to take the
Dementia Supporter Course: 3,946 (as of
February 2025)

Hiring new graduates with disabilities at
stores and expanding job opportunities for
mid-career hires

Employment rate of people with disabilities:
3.19% {calculated as of June 1, 2024)

Health Awareness Survey: Response rate
96.1% (June 2024)

Stress check: Response rate 96.1% (June
2024)

Providing information through the
employee portal site

Distribution of online company newsletters:
Approximately 200

Cross-departmental exchange event
"Fami Talk” held: 12 times

Internal newsletter on sustainability: "With
Sustainability!” 12 times

FamilyMart Eco Action, an activity to raise
employee awareness of environmental
issues: Participants Approximately 4,300
people (June 2024)

Stakeholder Engagement

Response/Plan

Promoting diversity and inclusion

Identify the negative impacts on
business and establish
mechanisms and systems for
prevention

Create opportunities to learn
about and understand LGBTQ,
and expand the circle of ALLYs
who understand and support
LGBTQ.

Creating a systematic training
program to enhance and
maximize the capabilities of
employees

Expansion of various systems to
suit different life stages

Expanding the network with
special needs schools and
employment transition support
businesses, and accepting tours
and internships

Promoting mental and physical
health

%1 Someone who understands LGBTQ and actively supports and acts against them.

%2 Paid childcare leave available to both men and women until the child reaches the first year of elementary
school (up to five days per year regardless of the number of children. Can be taken in one-day increments).
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Cooperation with the international community

Supporting the initiative

I United Nations Global Compact

Activities:

WE SUPPORT

The United Nations Global Compactis a global initiative to achieve
sustainable growth in the international community, centered on 10
principles in the four areas of human rights, labor, the environment, and
anti-corruption, and participating companies and organizations are
expected to take action to create a better world. We signed the United

Nations Global Compact in September 2017. We have formulated our

Human Rights Policy based on these principles.

TCFD (Task Force on
Climate-Related Financial
Disclosures)

Activities:
The TCFD is a task force established by the
Financial Stability Board (FSB) at the request of

G20 finance ministers and central bank
governors. It aims to ensure proper capital
allocation, efficient financial markets, and a
sustainable and stable economy by examining
how companies should disclose information on
risks and opportunities associated with climate
change and enabling appropriate evaluations by
investors. FamilyMart endorsed the purpose of
the TCFD's final report in February 2020. We will

disclose information on the four core elements of

organizational management recommended by

the TCFD: "governance,” "strategy,"” "risk

management,” and "metrics and targets."”

TNFD (Taskforce on
Nature-related Financial
Disclosures)

TIN]
F1D

Activities:

Forum
Member

This organization supports discussions and
activities at the TNFD, an international
organization established to build a framework for
corporate risk management and disclosure
regarding natural capital and biodiversity. The
TNFD Forum provides support with expert
knowledge for building an information disclosure
framework and shares information related to the
TNFD.



SBT (Science Based
Targets) Initiative

\ SCIENCE
BASED
TARGETS

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

Activities:

Thisis a joint initiative by international NGOs
CDP, the United Nations Global Compact, the
World Resources Institute (WRI), and the World
Wide Fund for Nature (WWF) to promote the
setting of science-based greenhouse gas
reduction targets (SBT) toward the goal of the
Paris Agreement of limiting the increase in global
average temperature due to climate change to a
maximum of 2 degrees Celsius above pre-
industrial levels. In March 2020, the greenhouse
gas reduction target set by FamilyMart was
certified as an SBT.

Cooperation with the international community

I Japan Climate Initiative

Activities:

This is a network where Japanese companies,
local governments, NGOs, and others who are
actively working to combat climate change can
share information and exchange opinions.
Companies that support "joining the world at
the forefront of decarbonization from Japan"
participate.

Decarbonization
Management Promotion
Network

Activities:

We are holding study sessions and exchanging
information as part of the "Program to Promote
Improvement of Corporate Value through
Carbon-Free Management” developed by the
Ministry of the Environment to promote and
support the efforts of companies to reduce
greenhouse gas emissions throughout their
supply chains and to achieve carbon-free

Mmanagement.
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Clean Ocean Materials
Alliance (CLOMA)

o3/

Activities:

Cooperation with the international community

Activities:

Green
Purchasing
Network

I Green Purchasing Network

This is a network that promotes green

purchasing in all fields in order to build a social

In order to solve the problem of marine plastic

system based on sustainable production and

waste, a new global issue, we aim to promote

consumption. It aims to make all products and

the sustainable use of plastic products and the

services green, and to turn all organizational

development and introduction of alternative

purchasers and individual consumers into green

materials, and to accelerate innovation through

public-private partnerships.

Food Safety
Management
Association

Activities:

With the aim of improving food
safety, quality control, and
trust-keeping efforts of food-
related businesses, we are
engaged in establishing,
operating, and standardizing
food safety management
standards and certification
schemes, as well as developing
human resources involved in

these activities.

consumers.

I Japan Retail
Association

Activities:

An industry association made
up of various retail businesses
in Japan, it carries out various
activities to promote the
development of the retail
industry, including research
into business continuity plans
(BCPs), labor shortages, and
the declining birthrate and
aging population, among
other social issues related to

the retail industry.

I Japan Franchise
Association

Activities:

The organization is primarily
made up of companies that
operate franchise businesses,
with the aim of promoting the
healthy development of the
franchise system, and also
works to address various
social issues that require an

industry-wide response.
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Cooperation with the international community

Towards achieving the Sustainable Development Goals (SDGs)

The Sustainable Development Goals (SDGs) were adopted at the United Nations Summit in September 2015 as
international goals aimed at creating a sustainable and better world by 2030. They aim to achieve various goals,
including those addressing poverty and hunger, health and welfare, sustainable production and consumption,
and climate change. As a company that constantly provides new value, FamilyMart will contribute to the
sustainable development of society, work to resolve social issues, and reduce environmental impacts, thereby
helping to achieve the SDGs.
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Cooperation with the international community

Promoting 1S026000

1S026000 (Guidelines for Social Responsibility) is an international e =5

N

standard that was published on November 1, 2010, and was agreed |!{i:;m§:.ww | | armrtin
upon through discussions by stakeholders with various backgrounds /\ /~\/ N
from over 90 countries and regions around the world. luw* g@; \‘-.I"j"muwm"‘-:
FamilyMart 's Sustainability Policy is based on the "Seven Core R /*\E%f ,\

=

Themes" set out in ISO 26000, and will continue to promote initiatives e )

acticos

through its core business while remaining aware of the social

responsibilities it must fulfill.
Seven core subjects of 1S026000

Sustainability Policy Seven related core subjects
- preamble Organizational Governance

We get involved in activities that lead to the
1 development of local communities and contribute to
better lives for everyone.

Community Involvement and
Development

We provide products and services with consideration

for safety, reliability, and health and construct the Consumer Issues
supply chain in accordance with fair business practices Fair Operating Practices
with our business partners.

We endeavor to give consideration to the global
3 environment, nature, and biodiversity, prevent Environment
global warming, and form a recycling-oriented society.

We endeavor to support the development of the next

generation together with local communities so that Community Involvement and
the children who will be responsible for the future can Development

grow up healthily and happily.

We respect people and their rights, regardless of race,
skin color, nationality, language, religion, ideology,
age, sex, sexual orientation, gender identity, gender

5 expression, disability, property, employment status,
etc., and we promote business activities that allow all
people involved in our business to thrive and find their
work rewarding.

Human rights
Labor Practices

We comply with international norms and the laws and
norms in the countries and regions in which we develop
our businesses, and carry out our business activities
faithfully.

Fair Operating Practices



Addressing important issues

Priority Issue 1:
Through environmental considerations
Contributing to the "future of the region
and the earth”

Social background and awareness of issues

. Continuous improvement of the
environmental management system

Tackling food loss and waste

Climate change mitigation and adaptation

. Sustainable resource use and prevention of
environmental pollution

Biodiversity Conservation

Priority Issue 2:
Evolving into a people-oriented hub for
revitalizing the local community

Social background and awareness of issues

Development and revitalization of local
communities

Disaster prevention and support for
affected areas

Healthy Development of the Next
Generation

Supporting and collaborating with NGOs
and NPOs

Cooperation with local governments
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Priority Issue 3:
Realizing a convenient and prosperous life
Creating safe and secure products and
services

» Social background and awareness of issues

Providing products and services that enrich
people's lives

Improving convenience through
digitalization

» Rapid response to customer feedback

Addressing important issues

Priority Issue 4:
Working with Business Partners
Pursuing a sustainable supply chain

> Social background and awareness of issues

> Promoting fair and transparent business
activities

Responsibility for safe and reliable
products and services

Building responsible supply chain
» management/Sustainable raw material
procurement
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Addressing important issues

Priority Issue 5:
Creating a rewarding organizational

culture and developing human resources

» Social background and awareness of issues

> Diversity & Inclusion

» Human Resource Development Initiatives

, Healthy, safe and comfortable working
environment

Related links
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Priority Issue 1: Contributing to the "future of the
region and the planet" through environmental
considerations

....................................................................................................................................
13mmw

]
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a Social backgroundand 2, Our Vision

W awareness of issues

FamilyMart regards the local community as a
With the international community reaching an family" and aims to contribute to creating a

agreement on the Sustainable Development Goals sustainable community and society in addition to

(SDGs), the establishment of goals and providing products and services. Based on this

frameworks for mitigating and adapting to climate concept, we are working to solve environmental

change and creating a circular economy is problems through our environmental

accelerating, and expectations for companies to management system.

take action are growing, In our activities, we go beyond complying with

FamilyMart In the course of its daily business environmental laws and regulations to set

activities, emits approximately 7.16 million tons of numerical sustainability targets, including those

CO2 per year, 250,000 tons of waste from ts set out in the "Famima Eco Vision 2050," and

stores, and 51,000 tons of food waste. We believe work to achieve these targets.
that proactively taking measures to address these
environmental issues is not only important for
FamilyMart 's business, but also a social
responsibility.

To that end, FamilyMart has established
environmental and biodiversity conservation
policies, as well as a mid- to long-term
environmental goal, the Famima Eco Vision 2050
FamilyMart has set numerical targets for three
areas that it considers to be particularly

important: 1) reducing greenhouse gas emissions,

2) taking measures against plastics, and 3)

reducing food waste, and is actively working to
resolve these environmental issues.

FamilyMart has stores nationwide and serves as
social infrastructure, which is why we want to
contribute to the realization of a sustainable

society as a company that contributes to the SDGs.
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Social background and awareness of issues

Attempt

Continuous improvement of the > Tackling food loss and waste >
environmental management system

Sustainable resource use and prevention
Climate change mitigation and adaptation » of environmental pollution >

Biodiversity Conservation >

Basic Concept

Since March 1999, FamilyMart has obtained 1SO 14001 certification for all of its stores and business locations,
and is working to create environmentally conscious convenience stores in accordance with its environmental
management system.

We will continue to strengthen our environmental management system and promote further environmental

initiatives.
Environmental Policy > Famima Eco Vision 2050 >

Biodiversity Conservation Policy >

Value created

FamilyMart, which has a nationwide store network, is working with local communities and business partners to
promote environmental initiatives throughout the supply chain. We will expand more reliable and efficient
environmental measures through our business, taking into account everything from store facilities and sales

activities to environmental beautification in each region.
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Social background and awareness of issues

Promotion Structure

The Sustainability Promotion Department works with divisions, offices, and regional offices to address
sustainability issues, including environmental issues, based on the Sustainability Implementation Plan.

The core of these activities is the maintenance and improvement of the store's environmental management
system. When supervisors who provide consulting services visit stores regularly, they communicate guidelines
and improvement measures regarding the environmental management system to the stores, ensuring that all

stores are operating properly.
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Continuous improvement of the environmental
management system

Environmental Management System

Gternal and external challengeD Y rga nization al State Gtakeholder needs and expectation)
""" EMS operational scope

Leadership

( EMS intended results )

In order to promote environmental management in accordance with its basic philosophy, sustainability policy,

and environmental policy, FamilyMart is establishing an Environmental Management System (EMS) based on

the international standard 1S014001 for all of its business locations.

l Environmental Management System Promotion Structure

Since 1999, we have been promoting an environmental management system through a company-wide system
headed by the president, and are working to continuously improve the environment at all stores and offices.

In addition to regular inspections by external inspection agencies, we have strengthened our internal
environmental audit system by employees of the Sustainability Promotion Department to thoroughly check the
status of operation.

In fiscal 2024, we conducted internal environmental audits of major departments at the head office, all regions
that oversee the regions, and all stores, and our certification was approved for renewal in an 1ISO 14001 audit by
an external organization.

The results of internal audits and external reviews are reported by the Sustainability Committee to the Board of

Directors for approval.

1SQ
g& 14301
L JACHE

&
‘f@»”m-uﬂ‘(p
EC14J0005
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Continuous improvement of the environmental management system

Operational Structure for Environmental Management

Report

J' Approval 1

Sustainability Committee (participating members: heads of each division)

Board of Directors

Departments
and Offices

Lines,
Corporate Office

Group
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Group Stores
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Department responsible for environmental management (ISO secretariat):
Sustainability Promotion Department

M Sustainability Committee

The Sustainability Committee is chaired by Chief Marketing Officer (who is also the General Manger of the
Marketing Division), who is also the company's highest environmental officer, and consists of department heads
as members. It meets once every six months.

The committee will review matters related to FamilyMart 's sustainability activities that are submitted to it,
such as verifying and evaluating the progress of sustainability implementation plans and proposing new

measures.

M Environmental advocate

The heads of each division and office act as environmental promoters and are responsible for formulating and
implementing sustainability implementation plans for their respective departments, checking progress on a
quarterly basis, and verifying and correcting activity results as part of efforts to resolve FamilyMart 's five

important issues {(materiality).



Continuous improvement of the environmental management system

M Five important issues (materiality)

Five Important Material Issues (Materialities) Related SDGs

= e N B

Contributing to the future of the earth and its regions through environmental consideration e
- < = " = x L i L
Evolving as a regional revitalization base close to the community ﬂ Al E

; : - - ; - ; o el N
Creating safe and reliable products and service that bring convenience and richness to everyday life "

Working with suppliers to pursue sustainable supply chains E E E E E E

e
Building a motivated organizational culture and human resources E E E

RERQ R

Conducting internal environmental audits and renewal audits
by external auditing organizations

We conduct internal environmental audits every year at all stores and
business locations to ensure that our environmental management
system is being operated appropriately and efficiently based on the P
(Plan) D (Do) C (Check) A {Act) cycle. We also obtained 1S014001
certification in March 1999, and have been regularly inspected by

external inspection agencies ever since. In November 2024, we

underwent the 1SO14001 renewal inspection, which is conducted once
every three years, for our stores, regional offices, and major departments

at the head office, and our certification was renewed.

M Management Review

Every year, we check the effectiveness of our environmental management system based on the results of our
sustainability activities. We share the identified improvements for the following year within the company to

ensure continuous improvement of our environmental management system.

I Environmental Education

From the sales managers and supervisors who support store operations to the store managers and store staff,

everyone works together to promote environmental education and awareness-raising activities.
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Continuous improvement of the environmental management system

M Environmental education for franchisees

"Eco Partner" is published three times a year for store managers and store staff at all FamilyMart stores,
explaining environmental laws and regulations and activities that can be done at the store to reduce CO2
emissions. Since fiscal 2019, the information has been distributed to stores as data, and by making it easy for
everyone, including store staff, to see, we aim to raise environmental awareness and ensure thorough activities.
In addition, each store can use the various checklists distributed to carry out self-inspections, which leads to
continuous improvements in environmental activities.
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B Environmental education for employees

We provide all employees with an annual e-learning program to provide basic environmental knowledge as well
as environmental laws and regulations related to store operations.

In fiscal 2024, we provided education for all employees on the "ISO 14001 system" and "compliance with
environmental laws and regulations."”

Related links
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» Basic Policy
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Tackling food loss and waste

v Goals based on Famima Eco Vision 2050 v Store efforts to reduce food waste

¥ Initiatives to reduce food waste through products ¥ Food waste recycling

¥ Third-party verification

X Basic Concept

While poverty and hunger exist in the world, a lot of food is thrown away. Goal 12 of the Sustainable
Development Goals (SDGs) is "Responsible Consumption and Production," and aims to halve the amount of
food wasted by stores and consumers by 2030.

Food waste not only places a burden on the environment, but also increases the costs of sorting and disposing
of food. It also increases CO2 emissions from the transportation of waste, significantly affecting FamilyMart 's
business operations.

Food products account for the mainstay of sales and generate approximately 51,000 tons of food waste in all
stores. FamilyMart has positioned efforts to reduce food loss as one of its key issues, and is working to promote
long-life products by improving product ordering accuracy and container packaging, and by recycling food loss
generated in its stores to contribute to sustainable We will contribute to the transition to sustainable
consumption and production patterns by improving the accuracy of product ordering and improving

containers and packaging, and by recycling food loss generated in stores.

Goals based on Famima Eco Vision 2050

Reducing food waste

Food waste reduction (compared to 2018)

2030 2050

=
50% Reduction 80% Reduction

We will promote the reduction of food waste by improving the accuracy of
product ordering and improving container and packaging to extend the

shelf life of products.
We will use the food waste generated to make effective use of resources through

initiatives such as food recycling loops.

p For an overview of "Famima Eco Vision 2050" click here
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Tackling food loss and waste

Store efforts to reduce food waste

l Famima no Eco Wari (In-Store Discounted Prices)

FamilyMart is working to reduce food waste by taking advantage of
discount sales (Famima no Eco Wari) for ready-to-eat items such as
rice balls and bento boxes, and by proactively promoting the sale

of food items with an approaching expiration date. In March 2025,

H3E

in order to further reduce food waste, the company changed the
design of its discount stickers to a "Teary-Eyed Sticker" that Xl ILITRTRBLERTEA BIE
X025 |53 55 E8LTESEILEY

appeals to consumers' emotions.

B Why "Teary-Eyed Sticker"?

The "Teary-Eyed Sticker" are an initiative aimed at working together with customers to reduce food waste by
adding not only the discount amount but also a "message that resonates with customers.” The message "Please
help" expresses the feelings of ingredients that are thrown away due to food waste. When customers purchase
products, seeing the message and the character's expression will remind them of the issue of food waste. This is
expected to have the effect of making customers more positive about choosing discounted products.

In selecting the design, we created several illustrated designs based on criteria such as "being able to gain
consumer sympathy" and "being able to effectively appeal to the problem of food waste," and had consumer
monitors evaluate them. As a result, we adopted the message and character design that received the most

support for being able to reduce food waste.

llustrations used in the consumer monitor survey
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Tackling food loss and waste

M Expected to reduce food waste by approximately 3,000 tons per year

A demonstration experiment conducted in October 2024 showed that
the purchase rate increased by 5 points compared to the previous
design, and if this design is rolled out nationwide, it is expected that
food waste generated in stores will be reduced by approximately
3,000 tons per year.We have also received positive feedback from cus-
tomers, such as "l picked it up because the illustration made me want

to help with tears in my eyes" and "l am interested in reducing food

waste, so | agreed and boughtit.”

Based on these results, we launched Teary-Eyed Sticker nationwide
in March 2025 (3%).

During the demonstration experiment, we received feedback that the
message "Help me" and the character's facial expressions should be
easier to understand, so we made some changes to the design so that

they could be displayed larger when we rolled out nationwide.
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p Click here for an overview of the demonstration experiment(JP)




Tackling food loss and waste

M Thank you for choosing us! Express your gratitude with a smile

In April 2025, we tested the effectiveness of this sticker at 10 stores in R —— RATINT
Tokyo, and confirmed that the purchase rate increased, just as it did ﬁ& D Zﬁ\ HUHES

during the experiment. We have also received feedback from v
customers that it makes it easier to buy than stickers that only show
the discount amount.

ST RS,

Based on these results, we are displaying a character on the cash laedilarid

register screens in our stores to express our gratitude to customers

who actively choose discounted products.

p Click here for an overview of the demonstration experiment(JP)

M External evaluation of "Teary-Eyed Sticker"
"34th Food Safety and Environmental Contribution Award"

Teary-Eyed Sticker initiative was highly praised as a "challenge to
reduce food waste based on consumer empathy," and in September
2025 it received the 34th Food Safety and Security / Environmental
Contribution Award (sponsored by the Japan Food Journal,
supported by the Ministry of Agriculture, Forestry and Fisheries and

the Ministry of the Environment).

p Related Release(JP)

"13th Good Life Award" .

In December 2025, at the 13th Good Life Awards sponsored by the ‘ 'ﬁ
Ministry of the Environment, the initiative to turn consumer empathy \ T . .
through Teary-Eyed Sticker into a force for reducing food waste was m O I .
recognized, and the product was awarded the Executive Committee L l F E AWARD

Special Award, Sustainable Design Award.

P Related Release(JP)

M Free provision of Teary-Eyed Design

Hoping to spread the food waste reduction benefits of the "Teary-Eyed Sticker" beyond FamilyMart stores to
society as a whole, the company has decided to provide the "Teary-Eyed Design" free of charge from October
2025. In addition to the existing designs, four new illustrations of bread, meat, fish, and cake have been added

to allow more stores and companies to use the stickers.
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Tackling food loss and waste

Anyone who sells food products can use this teary-eyed character illustration for free to sell products that are
about to expire. It can also be printed using Famima Network Print at FamilyMart stores (*).

Please be sure to read the following terms of use before using the images. We do not waive the copyright of the
illustrations, so please use them within the terms of use.

*Printing services are available at an additional cost.

p terms of service [

p Download Teary-Eyed Design (2.0MB)

p FamilyMart Network Print Data [

I Improved product ordering accuracy

In order to reduce food waste, stores strive to improve the accuracy of daily ordering and are working to reduce
food waste due to expired sales dates.

I Temaedori

aaz 3 3
o ¥OERELT  Damer ausss Same

£

Starting in October 2022, the Consumer Affairs Agency, the [ it [TEAEY | ccunceso. BB sazines mmcraLenie

Ministry of Agriculture, Forestry and Fisheries, and the
Ministry of the Environment, along with the Japan
Franchise Association, have teamed up to implement the
"Temaedori" initiative, which encourages customers to
make more environmentally conscious purchases. If you
plan to eat your purchase immediately, the initiative aims
to reduce food waste by encouraging customers to

proactively choose products from the front of the shelves.

Initiatives to reduce food waste through products
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Tackling food loss and waste

I Developing long-lasting products

As part of our efforts to reduce food waste, we have adopted a special packaging technique called gas
replacement packaging for some of our salads and side dishes, extending their expiration dates by up to three

days while maintaining their deliciousness. The expiration date can be extended by replacing the air inside the

container with a gas suitable for salads and side dishes, then sealing the container.

Gas Flush Packaging

¥

IS

Vacuum seal Injected with Hermetic seal
optimal gas (film)

I Products using non-standard ingredients

Food ingredients that did not meet the standards and would have been discarded in the past are now being
used as ingredients for FamilyMart 's original products.
Our goal is to develop delicious products that will appeal to many customers and contribute to reducing food

waste.

M Initiatives in support of "mottainai bananas"

As part of our support for Dole Co., Ltd.'s "mottainai bananas”
project, an SDGs initiative aimed at reducing banana waste, we have
been selling products that make effective use of "mottainai
bananas" since 2022. In August 2025, we launched the soft ice cream

bar "Famimaru Soft Cream Bar Banana."

p Related Release(JP)
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Tackling food loss and waste

In April 2025, we launched a limited number of "Frozen Chocolate
Bananas," which effectively utilize non-standard "highland-grown
bananas" from Famimaru. The bananas used are delicious to eat,

but for various reasons would otherwise be thrown away. The sale of _f'l
this product is expected to reduce the amount of banana waste by

approximately 54 tons (based on the weight with the skin on).

p Related Release(JP)

M Making effective use of salmon scraps

Since 2023, we have been selling our "Salmon Zanmai Donburi" (rice
bowl with salmon filling), which uses off-cuts (slices) of salmon
sliced at factories to make sushi at FamilyMart and other stores. This
luxurious seafood bowl allows you to fully enjoy the texture and

flavor of salmon.

p Related Release(JP)

M Uses parts that are not usually handled as fillets

In June 2025, we launched "Grilled Coho Salmon Knuckle Grilled Over . .

an Open Flame," which uses a part of the fish that is cut off during
filleting and is not normally used as fillet. It is seasoned with seaweed
salt from Awaji Island and grilled over an open flame to create a
fragrant finish. Coho salmon knuckle is a rare cut, with only two

pieces per fish, and is rich in high-quality fat and flavor.

p Related Release(JP)

60



Tackling food loss and waste

M Actively utilizing Kamo eggplants, which were previously considered non-standard
In August 2025, "Deep-fried Kamo Eggplant,” made with non-
standard Kamo eggplant, a representative Kyoto vegetable, was sold
in some stores in the Kansai region. In collaboration with the JA
Zennoh Kyoto Prefectural Headquarters, we actively used ingredients
that had been deemed non-standard due to their size or shape.
Deep-fried Kamo eggplant is infused with a rich dashi broth flavored
with soy sauce and bonito. The addition of bonito flakes and grated
radish gives the product a refreshing taste that brings out the flavor

of bonito.

p Related Release(JP)

Food waste recycling

I Food waste recycling initiative

In addition to reducing food waste, we are working to reuse food waste from our stores (boxed lunches, rice
balls, prepared foods, etc.) by recycling it into feed, fertilizer, methane, etc.

We are also gradually expanding our business with waste disposal contractors who can accommodate our food
waste collection and recycling system.

Food Recycling Composition by Type
Change in Stores Conducting Food Recycling yeling P x P Implementation Rate Change for Food Recycling, etc.
(As of the end of February 2025)

3,3 3377 3,435 carbonization 1 4.

2022 2023 2024 2022 2023 2024
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Tackling food loss and waste
. ________________________________________________________________________________________________________________________________________________________________|]

I Food recycling loop initiatives

In 2008, we started food recycling loop: the leftover food

. ® Sales ® Buy nd eat
from stores in Tokyo and Kanagawa Prefectures is [ggg SR;;FECA:“Q 2 :
collected and efficiently transported to a feed factoryin a _ Fig
pig farm. The pigs raised on thus produced feed are used ~ *feesedmomerred ' ® Recover lftover food
to produce boxed lunches and stuffed bread to be sold to -

customers.

The food recycling loop initiative was then expanded _ /A —

. . T . into fertilizer and animal feed
nationwide, and as of March 2025, initiatives in four
® Recycled products (fertilizer and animal feed) are

regions have been certified as "recycling business plans"*. AT STRUNID AR ) ek A

*The certification system for recycling business plans is a
system based on the Food Recycling Law in which
generators of food waste (food-related businesses),
manufacturers of specified fertilizers and feed (recycling
businesses), and their users (agriculture, forestry, and
fisheries) jointly create a plan for recycling and receive
certification. FamilyMart has been certified along with two
ready-meal manufacturers and two feed manufacturers

and users.

I Waste cooking oil recycling

Used cooking oil used to fry fried foods such as Famichiki sold at FamilyMart stores is collected by waste
cooking oil collection and transportation companies approved by the government and 100% recycled into

products such as chicken feed additives, ink, and soap.

M Collaboration with the government

FamilyMart signed an agreement with Saga City, Saga Prefecture on cooperation in environmentally friendly
regional resource circulation in January 2021. The aim of this agreement is to maximize the use of Saga City's
regional resources and promote the creation of a sustainable, recycling-oriented society.

Based on this agreement, Saga City will collect used cooking oil generated at FamilyMart stores within the city,
recycle it into high-quality biodiesel fuel (HiBD), and use it as fuel for Saga City buses and other vehicles in a

circular recycling initiative.
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Tackling food loss and waste
. ________________________________________________________________________________________________________________________________________________________________|]

Used cooking oil collection stores (as of March 2025)

FamilyMart Saga Kawasoemachi Store
FamilyMart Saga Tabuse store

FamilyMart Saga Nabeshima 4-chome store
FamilyMart Saga Kae Store

FamilyMart Saga Fuji Store

FamilyMart Saga Nishiyoga Store
FamilyMart Saga Morotomi Store
FamilyMart Saga Hyogo Kawaramachi Store
FamilyMart Uemura Hospital Store

Environmental Resource Circulation (Example)

N
BT, 2tz c o
A . Regional resources (waste cooking oil) J Eéfﬁ
== FamilyMart PSSy
Waste coqkingoit. P Collected by Saga City Recyc.li.ngf)fwastlecookinlgail P
from stores in the city Purificationof high-quality
(9 stores) biodiesel (HiBD)
L.~

Cyclingtheresource within the city Rerigwable
as fuel for municipal buses and garbage trucks & energy
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Tackling food loss and waste
. ________________________________________________________________________________________________________________________________________________________________|]

Third-party verification

FamilyMart Ltd. underwent third-party verification by the Japan Audit and Certification Organization for
Environment and Quality (JACO) to release waste emissions data. in fiscal 2024, the amount of waste generated
by stores on a daily basis was found to be 251,161 tons, of which 51,246 tons was food waste. Based on the
results of the third-party verification, we will continue our efforts to improve the accuracy of our published

figures and the trust both internally and externally.
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Independent Verification Report A
To: FamilyMart Co., Ltd. August 26, 2025

Japan Audit and Certification Organization
for Environment and Quality (JACO)
3-4 Kandskajicho Chiyoda-ku, Tokyo, Japan

Presi . e i~
7 Froshisks Dhajima
Japan Audit and Certification O for and Quality {JACO) has been
engaged by FamlyMurl CD Ltd, :heramal'hur mlarmd to as “the Odumtzahun] te cum:luct

its prap: under the
Organization. The aim of mls werification is fo cunsodar the accuracy of environmental data and 1D
provide a verification opinion.

Was as limited ing to the agreed with the
Organization based on JACO veri i in with i
Business Standard (ISAE) 3000. The pi in a limited
va in nature and timing from, and are Isasm axtent than for, a

the level of obtained in a limited is

lﬂw!I than the asswrance that would have been cbtained had a reasonable assurance engagement
been performed.

Summary of verification
With regard to the following Environmental Data for the fiacal year 2024 (from March 1, 2024 to
February 28, 2025), verification was conducted

\.fmlimmn scope samphng sites

| The Environmental Data of business | \ ion was | based on i
activities al the Organization's stores | of related decuments formulated, interviews with
(company-owned and franchised) (15,012 | or inquidies fo the responsible persons and
stores as of the end of February 2025) persons in charge, confirmation of the method of
- Wastes discharged from  stores | obtaining data, and companson between the

redtinely reporied data and its supporting documented
Foed waste generated Information (evidence).
Conclusion
Based on the p we have perf: d and evid mhm btained, nothing has come
1o our attention that causes us to believe that the Org; Deata is not prep

with the logy imp by the O

in all material respects, in
Verified Environmental Data:
- Wastes discharged from stores routinely: 251,161 tons and food waste generated: 51,246 tons.

Independence and Quality Control

We have complied with the independance and other ethical requirements of lhe Code of Ethics

issued by the ional Ethics Boa
\.\hu:h ks founded an f i of integrity, cbjectivil and
due care, canﬁdsmlw and pmfessnnd behavior. JACO applies Infernational Standard on Quality
Controd 1 and ive system of guality control including
documented pclm'as and procedures regsldlng Dumpllarm ‘with ethical requirements, professional
and ] ¥

Tha Organization and JACO varfication feam did not have any specific conficts of interest and carred ouf e
vevification an an mdependent basis
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v Goals based on Famima Eco Vision 2050 v Store Initiatives ¥ Product Initiatives

Vv Logistics Initiatives v Supply Chain Initiatives v Supporting the initiative

K Basic Concept

Due to the effects of global warming, which is believed to be caused by an increase in greenhouse gases such as
C02, abnormal weather is becoming more frequent and severe around the world, and there are increasing
demands on companies to address the risks of climate change.

In this environment, FamilyMart 's annual CO2 emissions from its business activities will be approximately 7.16
million t-CO2 (fiscal year 2024), with a large portion of this coming from Scope 3 categories 1 {purchased
products and services), 3 (fuel and energy-related activities), and 5 (waste), which are emissions from other
companies related to the company's business activities. Furthermore, the convenience store business has a
more energy-intensive store structure than other industries, and greenhouse gas emissions resulting from
energy use in stores are also significant. Therefore, in addition to promoting thorough energy conservation in
stores, the company will actively use renewable energy and contribute to the realization of a carbon-free
society.

In this way, we will take appropriate measures to combat climate change and also strive to proactively disclose

information.

Goals based on Famima Eco Vision 2050

In order to contribute to the realization of a sustainable society, FamilyMart has formulated the "Famima Eco
Vision 2050," which sets mid- to long-term goals for 2030 and 2050. In terms of "reducing greenhouse gases
(CO2 emissions)," the company aims to reduce CO2 emissions associated with store operations by 50% by 2030,
and 100% by 2050, compared to fiscal 2013 levels.
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Climate change mitigation and adaptation

Reduction of greenhouse gas (CO2)

CO2 emissions from store operations(Per store) (Compared
to 2013)

2030 401510

=)
50% Reduction 100% Reduction

By installing energy-efficient equipment, we will reduce electricity
consumption in our stores and advance the reduction of CO2 emissions.

In addition, we will calculate emissions throughout the entire supply chain, from
purchasing to distribution, sales, and disposal, and work toward reducing emissions.

p For an overview of "Famima Eco Vision 2050" click here

Store Initiatives

I In-store operational initiatives

Our stores have always been cost-conscious in their efforts to conserve energy, but in light of the tight power

supply and rising electricity bills, we are now working on a variety of measures to save energy.

B Beverage refrigerator lights turned off

Participating stores: Nationwide

*Some stores may not implement this due to store facilities and
environment.

Implementation period: Continuing from December 2022
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Climate change mitigation and adaptation

M Adjustment of ceiling lighting in store (60% down)

The power supply to in-store ATM signs, in-store eat-in areas, and insect r
killing machines outside the store will also be turned off, as well as some SNHRHRIPEL

BI Rz

— - |
@ ==

Participating stores: Nationwide

*Some stores may not be able to do this depending on the store's facilities
CEE - CHHAESELLELET.

and environment.

Implementation period: Continuing from June 2022

Additionally, ongoing energy-saving initiatives include wimranay | [ erenoemme | [teeniennos) [ eesammsor

turning off store lighting, adjusting in-store air conditioning

temperatures, and cleaning the filters in refrigerated cases.

‘ ' .
W7 1 e EiR 7 17—k A==l EOHR ORI

-

I Introduction of energy-saving devices

M Introduction of automatic CO2 ventilation control device

We have installed a system in some stores that automatically controls the ventilation fans. Sensors installed in
the store detect the CO2 concentration and automatically switch the ventilation fans on and off. This is more
energy-efficient than having the ventilation fans running all the time. Stores that have installed this system are

able to reduce the store's overall electricity usage by approximately 2%.

M Introducing LEDs

In-store lighting

We began converting our in-store lighting to LED in November 2011, and will complete the conversion to LED
lighting in all stores by August 2022. We have also introduced a dimming system that divides the store into three
zones and automatically adjusts the brightness of each zone.

For example, by making fine adjustments such as reducing the brightness of fluorescent lights when sunlight
enters and adjusting the brightness between daytime and nighttime, we aim to achieve both comfort and

energy conservation.

Signboard
FamilyMart was the first convenience store to introduce LED facade signs in 2004, and has been introducing

them as standard since September 2010. The conversion to LED lighting will be completed in all stores by fiscal
2022. Currently, the company is working on technological development and demonstration experiments to
further improve the energy efficiency of LED signs, and has achieved energy savings of approximately 70%

compared to conventional fluorescent signs.



Climate change mitigation and adaptation

Parking lot lighting
LED lighting has been installed in the parking lot since February
2013. Compared to the ceramic halide lamps installed in 2008,

power consumption has been reduced from 245W to 80W, and the

lifespan has been extended from 15,000 hours to 60,000 hours.

M Promoting the introduction of refrigeration and freezing systems using CO2 refrigerants

At FamilyMart, for refrigeration, freezing and air conditioning = i3 i E
equipment that uses alternative fluorocarbons, we strictly follow = |
the inspection cycles outlined in the "Guide to Simple
Inspections" designated by the Ministry of the Environment
(simple inspections at least once a quarter, regular inspections at
least once a year) to prevent fluorocarbons from being released
into the atmosphere, and regular inspections are carried out by
individuals with sufficient knowledge of the equipment, etc. When
disposing of equipment, we outsource the disposal to a
fluorocarbon recovery company and strive to thoroughly manage
the recovery and destruction process.

Additionally, with the aim of being considerate of the global
environment and reducing power consumption in store
operations, we are promoting the introduction of equipment that
uses natural refrigerants (CO2) as refrigerant gas in our store
refrigeration and freezing systems.

The number of stores that use refrigeration and freezing systems
that use CO2 refrigerants is increasing year by year. Going forward,
we will promote the introduction of natural refrigerant
equipment, aiming to increase the proportion of natural
refrigerant equipment in major refrigeration and freezing
equipment, including existing equipment, to 20% by 2030, 50% by
2040, and 80% by 2050. We will also increase the number of stores
that introduce natural refrigerants, aiming to introduce natural
refrigerant equipment in more than 50% of new stores and stores

that are being renovated and require the renewal of freezers.
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M Solar power generation initiatives

We are proactively promoting the use of renewable energy by
making effective use of the store's infrastructure and installing
solar panels on the store's roof. We are currently in the process of

installing new solar panels (for self-consumption).

Product Initiatives

I Measuring the decarbonization effects of products and services

We are working to measure the decarbonization effect (CO2 emission reduction rate) of private brand (PB)
products and services and communicate this to customers through cash register LCD screens, our website, etc.
By clearly communicating the environmental contribution of our efforts, we will help customers choose
products that lead to a decarbonized society.

To measure the decarbonization effect (reduction rate of CO2 emissions*), we used the "Dekabo Score"
provided by Earth Hacks Inc. The "Dekabo Score" is an initiative that scores the reduction rate of CO2 emissions
by comparing products and services that have implemented environmentally friendly initiatives with products
and services that use conventional materials and methods. *CO2 emissions are measured in CO2e (greenhouse

gas equivalent).

M Display image on the cash register LCD screen

p e A
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Climate change mitigation and adaptation

M List of measured products and services

Product name Decabo Score | Reduction points
Famimaru Niigata Prefecture Tsunan Natural Water 30%o0ff Made with 100% recycled plastic bottles
600ml
Paper cups and environmentally friendl
Famima!! Stores Iced Coffee and Iced Cafe Latte 76%off percup Vi y y
printing
. s aeafrt
Double Choux with Plenty of Cream 9% off Thlnngr packag.mg eco-friendly
materials used in some parts
Thi kaging + eco-fri
Plenty of cream! Rich custard choux 12%off mngr pac aghlng eco-friendly
materials used in some parts
. o eco-fri
Family Mart The Crepe Nama Chocolate 22%off Thmngr packag'mg eco-friendly
materials used in some parts
Thinner packaging + eco-friendl
3 kinds of mixed sandwich 3%off . P g' £ y
materials used in some parts
. . Thi kaging + eco-fri
Juicy Sauce Yakisoba 6%off inner packaging + eco-friendly

materials used in some parts

Chewy dumplings and glass noodles in delicious salt Switching from plastic containers to

) 36%off )
soup (various soups) paper containers
"Famima Café" wooden stirrer 72%off Change from plastic to wood
Uses environmentally friendly yarn
Convenience Wear Inner T-Shirt Crew Neck White 15%off (RENU) y vy
Convenience Wear Heat-Retaining Innerwear 8%off Uses environmentally friendly yarn
REHEAT Round Neck (RENU)

*Products may not be available at some stores.

Logistics Initiatives

I Improving logistics efficiency

FamilyMart is working to reduce delivery routes and the number of delivery vehicles by setting more efficient
routes. From October 2022, the company will begin full-scale operation of its in-house developed Al delivery
simulator to further reduce CO2 emissions.
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I Introduction of eco-friendly vehicles

As part of its environmental initiatives in logistics, FamilyMart has set a goal of reducing CO2 emissions from
delivery trucks by 30% by 2030 (compared to 2017 levels).

Since 1998, we have been proactively working to reduce pollution from delivery vehicles, including the
introduction of environmentally friendly vehicles such as compressed natural gas (CNG) and hybrid vehicles.
Currently, as a result of various measures such as the introduction of clean diesel vehicles (environmentally
friendly vehicles) and improving delivery efficiency, CO2 emissions from delivery trucks in fiscal 2024 will be
reduced by 12.8% (compared to 2017).

Additionally, in 2022, we will begin a demonstration experiment of a battery-swappable EV (electric truck), a
first for a convenience store (the experiment will end in December 2024), and we are also considering
conducting a demonstration experiment of a new type of battery-swappable EV from the second half of fiscal
2025.

Going forward, we will continue to proactively pursue new initiatives, such as introducing EVs and fuel cell (FC)

trucks and conducting experiments on the introduction of environmentally friendly fuels.
B Main initiatives such as eco-friendly vehicles

- We are promoting the introduction of clean diesel
vehicles, which reduce CO2 emissions by approximately

@ Introduction of clean diesel vehicles one ton per vehicle per year compared to existing diesel
vehicles. Currently, there are approximately 4,000
vehicles in operation.

+ We have been conducting EV demonstration
experiments since January 2019.
- From 2022 to December 2024, we will conduct delivery
@EV driving demonstration demonstrations of battery-swappable EVs, and from the
second half of fiscal year 2025, we are considering
conducting delivery demonstrations of a new type of
battery-swappable EV.

- In November 2021, a demonstration run of FC trucks will
be conducted in Okazaki City, Aichi Prefecture.
« From January 2023, we will participate in a NEDO-

® FC truck running demonstration funded project and begin testing the introduction of FC
trucks in Fukushima Prefecture and Tokyo. As of February
2025, we will have 15 FC trucks on the road, the most of
any convenience store.

-Since June 2021, we have been conducting a
@ Demonstration of introduction of demonstration experiment to use 100% renewable fuel,
environmentally friendly fuels such as waste cooking oil, instead of diesel in some of the
vehicles at our distribution center.
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Simultaneous shipping of chilled and fixed temperature

products

FamilyMart, which handles products in a variety of temperature ranges, is

Initiative for Simultaneous Same Temperature Range Product Delivery

working to improve delivery efficiency and reduce the number of vehicles R MS‘I:XH R v
Oilled 3 1 BT P ety
by using dual-compartment refrigerators that can simultaneously stock n:'"""’mm e :
chilled products such as desserts and chilled bento boxes (controlled at . g’;’
3°C to 8°C) and fixed-temperature products such as bento boxes and bread ———
(controlled at 18°C to 22°C). T
= . _ 1 Thetemperaturein the front and rmen
L 18-22c 3-8t
Pl e _ | X back rooms can be set according to
Bl e B ot
] |

- the product, and the size of each
= !

=0O"

room can be changed depending on
the load.

Supply Chain Initiatives

I Material flow at FamilyMart

FamilyMart has been conducting business while imposing various burdens on the environment, such as CO2
emissions, waste, and wastewater. By identifying and reducing these environmental burdens, we will

contribute to creating a sustainable society.

@ Electricity @ Electricity @ Gasoline @ Electricity ® Lightoil,etc. @ Electricity

@ Water @ Water @ Light oil @ Water ® Water

@® Gas @® Paper @ Gasoline @ Consumables
@ Raw materials @ Office @ Lightoil @ Food oils, etc.
@ Packaging supplies, etc.

materials, etc.

\ 4 ¥ \{ ¥ ¥ \

Raw Material Manufacturing/ Head Office/ " Logistics Transport '
Suppliers Production Offices In-house Fleat Centers Vehicles Stores Customers
: u i R =
L) « IS -

-
o

| — } I

®C0,®

® Waste
@ Waste water

®C0:2
® Waste
@ Waste water

®C023) @ C0:@

@ Waste

[ Ye(e}1O)] @®C0:®
@ Waste water
@ Waste
- wasteoll /
raw garbage
= combustible garbage
« plastics

« bottles/cans, etc.

Note: Numbers next to CO; correspond to the numbers in the Emissions by Greenhouse Gas Category section below.
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I Supply chain CO2 emissions* management

The environmental burden of greenhouse gases extends to all stages of the supply chain, from raw material
procurement, product manufacturing, logistics, sales, disposal, and recycling, in addition to those that
FamilyMart can directly manage. To properly assess this environmental burden, FamilyMart calculates CO2
emissions (Scope 3) throughout the entire supply chain, based on the Ministry of the Environment's "Basic
Guidelines for Calculating Greenhouse Gas Emissions Throughout the Supply Chain (ver. 2.7)."

We will continue to work to improve the accuracy of data collection and expand the scope of calculations,
analyze the calculation results, and promote efforts to reduce CO2 emissions throughout the entire supply
chain.

* Supply chain CO2 emissions: Not only the emissions from the business itself, but also the total of all emissions
related to business activities, including the entire process from the procurement of raw materials to the delivery
of the product to the end consumer emissions

l Supply Chain Emissions

Direct greenhouse gas emissions from a business's own fuel use (e.g., gasoline used in company
cars)

Indirect greenhouse gas emissions from the use of electricity supplied by other companies
(electricity use at head office, offices, stores, etc.)

Indirect greenhouse gas emissions from business activities other than Scope 1 and Scope 2

Ministry of the Environment Green Value Chain Platform: Reference material for calculations

Scope.l Direct emissions

80,006 «co:

Scope.2
Energy derived indirect emisions

971,209 «.co.

(13.56%)

Total emissions

-

. 7,163,388

Other indirect emissions
t-CO2

5112173 wco

QEFE Q0
o T I P

Scope of calculation: In principle, March 2024 to February 2025
Note: Calculations based on the Ministry of the Environment's "Emissions Unit Database for Calculating

Organizational Greenhouse Gas Emissions Throughout the Supply Chain (Ver. 3.5)"
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M 1. Direct Greenhouse Gas (GHG) Emissions (Scope 1)

= Fuel for company vehicles
Applying the emission unit of the Transportation [Fuel Law]

m Fluorocarbon emissions during use
Based on the Fluorocarbons Emissions and Proper Management Act, "estimated leakage amount
(t-C0O2)" is used. (The calculation period is from April of the year to March of the following year.)

M 2. Indirect Greenhouse Gas (GHG) Emissions (Scope 2)

m Greenhouse gas emissions
Uses the "List of Emission Factors by Electric Utility Company” for calculation methods and emission
factors based on the calculation, reporting, and disclosure system.

M 3. Other indirect greenhouse gas (GHG) emissions (Scope 3)

Category 1

[5] Emissions unit based on industry-related tables @ Emissions unit based on monetary amount
Purchaser price basis applied

Category 2

[6] Emissions intensity per unit of capital goods price (Secretariat) applied

Category 3

Electricity: [7] Emissions intensity per unit of electricity/heat usage is applied

Gasoline and diesel: LCl database IDEAvV2 (for calculating supply chain greenhouse gas emissions)
Version: v2.3

Category 4

[2] Emissions coefficient for [transportation] in the calculation, reporting, and disclosure system of the
Global Warming Act @ Fuel method used

Category 5

What is recycled?

[8] Waste type and processing method emission unit applied

ltems to be incinerated

LCI Database IDEAV2 (for calculating supply chain greenhouse gas emissions) Version: v2.3

System equipment waste

[9] Applying waste emission units by type

Category 6

[11] Emissions intensity per travel expense paid, [12] Emissions intensity per number of nights stayed
Category 7

[11] Emissions intensity per transportation expense paid is applied

Category 11

The emission factor associated with the combustion of filled fuel is applied from the list of emission
factors in the Global Warming Countermeasures Act.

Category 12

[8] Emissions intensity by waste type and treatment method
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Climate change mitigation and adaptation
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Applying emissions intensity per floor area at logistics centers and ready-meal manufacturing plants

Category 15
Applying our emissions intensity per operating revenue
*Category 8,9, 10, and 14 are not included in the calculation.

M Greenhouse gas emissions by category (FY2024)

Emissions data by category for fiscal year 2024 from ESG data
Scope, Category
SCOPE.1 Direct discharge ®
SCOPE.2 Indirect emissions from energy sources 2 ®
SCOPE.3 Other indirect emissions
Cate.1 Purchased products/services @

Cate.2 Capital goods

Cate.3: Fuels not included in SCOPE.1 and 2

and energy-related activities

Cate.4 Transportation and distribution (upstream) @ &
Cate.5 Waste generated from business @

Cate.6 Business trip @

Cate.7 Employee commuting @

Cate.11 Use of sold products

Cate.12 Disposal of sold products ®

Cate.13 Leased assets (downstream)

Cat.15 Investment

total

€02 Emissions
80,006
971,209
6,112,173
5,181,539

158,615

153,950

160,055
153,249
2,460
1,427
402
3,016
46,163

251,297

7,163,388

Ratio

1.12%

13.56%

85.33%

72.33%

2.21%

2.15%

2.23%

2.14%

0.03%

0.02%

0.01%

0.04%

0.64%

3.51%

100%
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I Third-party verification

FamilyMart undergoes third-party verification to ensure that the calculation results of its supply chain
emissions (Scopes 1 to 3) are properly evaluated and verified.

We requested the Japan Audit and Certification Organization for Environment and Quality (JACO) to verify our
greenhouse gas emissions for fiscal year 2024, and the results confirmed that CO2 emissions across our entire
supply chain will be 80,006 t-CO2 for Scope 1, 971,209 t-CO2 for Scope 2, and 6,112,173 t-CO2 for Scope 3.

In light of the results of this third-party verification, we will continue to work to improve the accuracy of our

published figures and to increase trust both inside and outside the company.
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Greenhouse Gas Emissions Verification Report JACO

To: FamilyMart Co., Ltd. August 26, 2025
Japan Audit and Certification Organization

for Environment and Quality (JACO)

3-4 Kandakajicho Chiyoda-ku, Tokyo, Japan

President . i~
i Ckayjima
Japan Audit and Ci i ion for and Quality (JACO) has been
engaged by FamilyMart Co., Lbd ih fier referred to as “the Organization”) to conduct
independent verification of its GHG data prep under the responsibility of the

Organization.

1. Purpose and scope of verification

‘With regard to GHG emissions information for the fiscal year 2024 {from March 1, 2024 1o
February 28, 2025), the verification was conducted, The aim of this verification is io consider the
accuracy of the GHG emissions data and to provide a venfication opinion.

1) Scope 1 and Scope 2 Greenhouse gas emissions
€Oz energy P by b activities at the Organization's offices
{headquamrs and sales offices)

from the Organization's stores & and
2) Scoped G(eerlhcuse gas emissions as defined by the Organization (Categery 1-7, 11-13 and
15)

The responsibility for accounting and reparting GHG msaﬁns is in the Organization and our
responsibility is to express an opinion on GHG by
2. Verification procedure

JACO ification in w;m 150 14064-3 2019, "Greenhouss gases - F'al1
' i for the veri and validi of gas
We conducted mefoluvwng actiities as part of limited assurance:
Heanng or document inquiries bolhef‘ officials who are

ble for Identih

of the icats ohhe ing cateria, the method of data measurement, the
assumptions adopmu by the Organization as well as its basis, and the description of the GHG
statemnent retated to the information (data) used to determine the GHG emissions; and
Verification by sampling in order to confirm accuracy of GHG emissions,

Verification acthvibes applied in a limited lavel of fication are less ive in
nature, timing and extent than in a level of i i
3. Conclusion

Based on the process and p i , there is no evid that the Crganization's
GHG statement:

is not materially cormect and is not a far representation of GHG data and information;
has not boen prapared in accordance with the refated International Standards on GHG
and reporting, or o relevant national standards or practices.

Verified greenhouse gas emissions
Scope 1: 80,006 1COze, Scope 2: 971,208 tCOa, Scope 3: 6,112,173 tCO:e

The Organization and JACO venfication feam did nat have any specific comllicts of interast and camied ouf the
vanificaion on an ndapendent hasis.
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Supporting the initiative

I Support for the TCFD recommendations

The TCFD (Task Force on Climate-related Financial Disclosures) is a task force established by the Financial
Stability Board (FSB) at the request of G20 finance ministers and central bank governors.
In February 2020, FamilyMart endorsed the spirit of the TCFD's final report and began disclosing information on

the four core elements of organizational management recommended by the TCFD: "governance," "strategy,"

"risk management," and "metrics and targets."

p Support for the TCFD recommendations

I SBT Certification

The greenhouse gas reduction target set by FamilyMart is a scientifically based target of "well below 2°C," in
contrast to the "2°C target" set by the Paris Agreement, and is set by the Science Based Targets (SBT)
initiative.¥is certified by.

* "SBT Initiative": A joint initiative by international NGOs CDP, the United Nations Global Compact, WRI (World
Resources Institute), and WWF (World Wide Fund for Nature). It promotes the setting of science-based
greenhouse gas reduction targets (SBT) toward the goal of the Paris Agreement of limiting the increase in global
average temperature due to climate change to a maximum of 2 degrees compared to pre-industrial revolution

levels.

M Certified greenhouse gas reduction targets
Scope 1+2: Reduce by 30% by 2030 compared to 2018
Scope 3: Reduce by 15% compared to 2018 by 2030 ._ SG”ENOE

Note. | BASED
Scope 1: Direct emissions from fuel use within the company TARG ETS

Scope 2: Indirect emissions from the use of heat and electricity

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION
purchased by the company

Scope 3: Emissions from the supply chain of corporate activities
excluding Scope 1 and 2 (FamilyMart 's target is for Category 1,

"purchased products and services")
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Support for the TCFD recommendations

The Task Force on Climate-related Financial Disclosures (TCFD) is a task force established by the Financial
Stability Board (FSB) at the request of G20 finance ministers and central bank governors. The TCFD aims to
ensure proper capital allocation, efficient financial markets, and a sustainable and stable economy by
examining how companies should disclose information on risks and opportunities associated with climate
change and enabling appropriate evaluations by investors.

FamilyMart endorsed the spirit of the TCFD final report in February 2020 and will disclose information on the

four core elements of organizational management recommended by the TCFD: "governance," "strategy," "risk

management," and "metrics and targets."”

I Governance and Risk Management

At FamilyMart, in order to respond appropriately to the wide range of climate-related risks and opportunities
that could have a widespread impact on the value chain, they are managed in a centralized manner by the
Sustainability Committee, which oversees sustainability activities for the entire Group.

The committee monitors trends in natural disasters and laws and regulations, considers response plans, sets
climate-related goals and implementation plans, including "Famima Eco Vision 2050," and manages and
evaluates progress. Matters discussed by the committee are reported to the Board of Directors as appropriate,

and the annual budget and business plan are reviewed.

Management System for Climate-related Risks

Sustainability Committee
Board of Directors / Management Meeting
q TR T T——
I Marketing Division

Sustainability Committee

t | Office Sustainability Promotion Department

Divisions / Offices / Region (== i : P :
Main * Risk management for natural disasters

| | TR Roles :ra:dutg;ir:)dnssm related laws and
Sales Office and Supervisor Analysis Project Team 9 X

| | B Focmts Dinting Drndrtuan: + Sets climate-related targets

- Sustainability Promotion + Develops response plans and
Franchised Stores and Store Staff Department manages their progress, conducts
assessments

I Strategy

m Scenario analysis objectives and methods
FamilyMart recognized climate-related risks and opportunities in 2020 and conducted a scenario analysis to
verify the validity of current climate change countermeasures and to utilize the results in formulating future
business strategies. We adopted multiple scenarios of 2°C and 4°C, aiming to conduct sustainable business
activities even under different weather and social environments. The target period was set to 2050, as this is

the final target year of the "Famima Eco Vision 2050"

78



Support for the TCFD recommendations

® Analysis target
[Business] Domestic convenience store business
[Scope] Raw material procurement, manufacturing outsourcing {meal replacement), logistics, stores,
consumer use
[Period] From now until 2050 {Short term: within 1 year / Medium term: within 10 years / Long term: more than
10 years)

m Recruitment scenario

[Transition scenario] IEAWEQ2019 SDS (2°C)/CPS (4°C)
[Physical scenario] IPCC 5th Assessment Report: 2.6 (2°C) / 8.5 (4°C)

= Analysis steps
(1) Cover the impact that each climate-related risk and opportunity factor may have on the value chain
described in the scope of the analysis.
(2) Take an overview of (1) and organize the risks that are more likely to occur
(3) Based on the adopted scenario, verify the business impact and calculate the financial impact under the 2°C
and 4°C scenarios.

{(4) Consider measures to address the results of (3)

m RESULTS

As shown in the results of the scenario analysis, the results of the analysis assuming a 4°C world, where
current policies are extended and natural disasters are expected to worsen, and a 2°C world with severe
climate change measures, show that in the former, the risk of damage at all stages of the FamilyMart value
chain, from raw material procurement to the store, is greater due to acute physical risk impacts In the former,
the risk of damage at all stages of the value chain, from raw material procurement to stores, is greater due to
acute physical risks. The impact of rising temperatures on changes in consumer behavior is also likely to be
relatively large, and failure to introduce products commensurate with changes in temperature zones could
lead to lost opportunities. In the latter 2°C world, climate-related policies are expected to be strengthened,
and investment costs will be incurred to comply with the introduction of carbon taxes and stricter regulations

on CFCs and plastics.
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Support for the TCFD recommendations

cation of * Product suppli pended due supplier or distribution center damage or disruption
Extreme of road networks.

" Weatt Short- * Opportu_nity losses due to store damage or closure Small | Large
PWI Acute mbho:rns term [Opportunities] ; o 9
Risks Flooding J . Nﬂ:l:h supply system when suppliers or logistics center are damaged, or road networks

' are disrupted.
| f‘f" o | * Build a system to operate stores at an early stage (emergency generators, etc.) | 1
Chronic anm 3 2 [Risks]
ng - Insufficient supplies due to deterioration

in raw material productivity

ﬁ:;f:m AR s " | [Opportunities] PR Small  Small
Market Raw * Diversify sources of raw materials
Materials + Expand the use of plant factories
Costs =D P of ive pi
[Risks]
+ Taxation at each level of the value chain
+ Capital i for issi i
[Opportunities]
Introduction Medium- * Reduction of purchased electricity gh i ion of energy ing
of and solar panels in stores Large Small
Carbon Tax =™ : i 1 ion to p energy-saving habits
- Gonsolidation of eneray IR AR
. Facili‘tlate the i it of envir ly fri y delivery vehi
+ Equipment innovation
Policy | | q o :
Transition and [Risks]
Risks Legal * Investment in non-fluorocarbon
Strengthened Shirt: 1 i
Fluorocarbon | [Opportunities] Small  Small
Regulations * Reduction of electricity consumption
through the use of non-fluorocarbon
refrigeration/freezers.
[Risks]
Strengthened * Switch to plastic alternatives for 3 ies, ete. —
Plastic m" "™ [Opportunities] i (_ > Large Small
Regulations - Hold down legal compliance costs by using environmentally friendly packaging '
+ Enhance brand image by icating infi ion to 5
[Risks]
+ Changes in the number of in-store customers and a shift in products that sell well due to ges in
Market/ Changesin Lone. |- Decrease in sales of fall/winter products due to warmer winters ®
Re- Consumer IE“: + Decrease in customer loyalty when appropriate envir for products/services are not taken . Small Large
putation Behavier/ [Opportunities] 2
Preferences - Use of purchasing data for product

« Creation of new needs and market opportunities in response to consumer concerns about climate change

l Goals and Indicators

FamilyMart is working to reduce climate-related risks and enhance opportunities, and has set short- to

long-term goals and indicators that cover each stage of the value chain.

Target/Category Period Targets/Metrics

CO: emissions from store operations

Greenhouse gas reduction | 2020: 0% reduction
. 2050: 100% reduction

3 compared to 2013
Famima Eco Vision 2050 Long iconme )
term Percentage of environmentally
. friendly materials used
Plastic countermeasures 2030: 60%
2050: 100%
. 0, H
SBT Madking Scope 1+2 2030: 30% reduction (compared to 2018)
(Science Based Targets) term Scope 3 (Category 1) 2030: 15% reduction (compared to 2018)
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Support for the TCFD recommendations

l Scope Emissions

FamilyMart is working to understand and reduce CO2 emissions (*) throughout the entire supply chain,
including not only emissions from FamilyMart stores, but also from raw material procurement by suppliers to
product manufacturing and logistics, as well as waste disposal by consumers. We will continue to work to
improve the accuracy of data collection and expand the scope of calculations, and analyze the results of

calculations to strengthen our efforts to reduce CO2 emissions throughout the entire supply chain.

(*) Calculations based on the Ministry of the Environment and the Ministry of Economy, Trade and Industry's "Basic Guidelines for Calculating

Greenhouse Gas Emissions Throughout the Supply Chain (Ver. 2.7)"

Emissions by Scope (FY2024) Trends in CO2 emissions by scope

Scopel B Scopez Scoped

Scope.l Direct emissions ! Scope.2 T PREEE)
Energy derived indirect emisions SR

80 006 t-C0a 8000 —

. 971,209 .co e R R
o (13.56%) oo
a0 59 B8O
Total emissions inda _— :. - :. . 1
Scope.d 7,163,388 5000 —
o

6,”2,]73 .-ZZZ} e 4000 —

3000 —

2000 — 5,403 ~——= 5,909 ——= 6,112 ——=

1000 —

o
2022 2023 2024
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Sustainable resource use and prevention of
environmental pollution

¥ Goals based on Famima Eco Vision 2050 V¥ Initiatives for products using plastics

¥ Initiative to charge for cutlery v Product Initiatives v Store Initiatives

IR Basic Concept

With the enforcement of the Plastic Resource Circulation Promotion Act in April 2022, the importance of
resource circulation related to plastics in Japan is increasing. All parties involved in the entire life cycle of
plastics are required to work together to further reduce the number of products that use plastic, including
through environmentally friendly design, reduction in usage, and emission control.

FamilyMart In addition to reducing the use and efficient utilization of raw materials, including natural resources,
we are working to prevent environmental pollution through our supply chain by controlling and reducing the
generation of waste and recycling it. In particular, we are actively working to reduce the use of plastics by
improving containers and packaging and switching to materials with less environmental impact, thereby
contributing to the promotion of sustainable production and consumption patterns.

Additionally, FamilyMart is working to reduce plastic use by promoting the use of environmentally friendly
materials in the containers and packaging of its original products, with the goal of using 60% of these materials
by 2030 and 100% by 2050.
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