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"FamilyMart, Where You Are One of the Family"

In being close to all local people like family, we hope to contribute to creating a

society where everyone can live with peace of mind.

No matter one’ s generation, everyone can live a better life being their best self.
It is something we will continue to support while building a close rapport with
everyone.

"with Sustainability!"

This is the FamilyMart heart.

with Sustainability!

Engagement Book with Sustainability! 2022

This report introduces the key points of FamilyMart's sustainability initiatives %‘ .{\ n‘ | s ﬂh‘ K
in an easy-to-understand manner. Please take a look. ‘
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Sustainability Initiatives

An introduction to FamilyMart’ s core sustainability activities.

! FamilyMart C OVision2050 >

FamilyMart Environmental Vision 2050

Sustainability as Corporate Responsibility

Message from the top management of FamilyMart and its approach to sustainability, as well as related information and data.

Sustainability Management at FamilyMart
This summarizes what is important in promoting sustainability activities, such as how to proceed with sustainable

activities, the issues at hand, and what goals we aim to achieve.

FamilyMart’ s Approach to Sustainability
Management

N Sustainability Management >
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Top Message

Continuing to be FamilyMart,
Where You Are One of the Family.
FamilyMart will continue to make progress

toward the realization of a sustainable society.

| FamilyMart Continues to Move toward a Sustainable Society

Frequent extreme weather events, pandemic outbreaks, and problems in the food and energy supplies essential for daily life
due to the Ukraine issue have increased anxiety factors in society that were previously unimaginable.

Amidst such drastically changing social trends, FamilyMart is also experiencing three drastic changes: accelerated
digitalization, supply chain disruptions due to COVID-19 and the Ukraine issue, and a dramatic shift in consumer philosophy.
This last change is particularly noticeable in the up-and-coming Generation Z, which is keenly focused on achieving a
sustainably society. The sea change of their growing questioning of existing values points to a need to address sustainability
and SDGs as a common global goal to achieve a better life for all.

FamilyMart is committed to delivering convenience and abundance to every area of our daily lives. At the same time, we are
working to solve social issues by making the most of our contacts with a wide range of stakeholders, including customers,
business partners, and local communities, and by maintaining a close relationship with our local communities. We believe it
is our mission and responsibility to meet the expectations of all stakeholders and contribute to the creation of sustainable

communities and society.

| Our Unique Approach to SDGs

FamilyMart has formulated a new medium-term management plan. In this plan, the fiscal 2022 through 2024 have been
positioned as “three years for achieving renewed growth”. In this time, we will create a favorable environment for growth
with a focus on strengthening our convenience store business and creating new business initiatives.

To strengthen our convenience store business, we will introduce Al and robots to save manpower and energy in order to
strengthen store infrastructure. As we also expand and promote Famimaru, our environmentally friendly private brand for
products, we will further enhance information sharing through our own FamiPay app.

In terms of expanding new businesses, FamilyMart will accelerate its use of media in stores with the installation of digital
signage we refer to as “FamilyMart Vision”, or FMV. We are planning to broadcast SDG educational content via FMV to 15
million customers per day.

FamilyMart will further promote efforts to address social issues by focusing on our unique SDG activities, contributing to the



Top Message

future of communities and the earth through environmental considerations, evolving into a regional revitalization center

that is close to the community and fostering an organizational culture that makes the most of diversity.

| Our Five Material Issues

To promote sustainable corporate management such as initiatives for SDGs, FamilyMart has been promoting initiatives for
the five material issues (materialities) it has prioritized and set goals for. They are Environmental Awareness, Regional
Revitalization, Attractive Products and Services, Trustworthy Supply Chains, and Building a Rewarding Work Culture with
Motivated Employees.

These materialities are linked to our medium-term management plan, and we will enhance their feasibility throughout the
company.

With regard to specific measures, for Environmental Awareness, we will first establish the FamilyMart Environmental Vision
2050 to promote the reduction of greenhouse gases (CO, emissions), take measures against plastic and reduce food loss, and
make diligent efforts to reduce electricity use.

In terms of Regional Revitalization, we will promote the Famima Children’s Cafeteria and, for the elderly, Famima Circle,
thereby contributing to the promotion of interactions among local residents. We will also expand the scope of the Famima
Food Drive project, which simultaneously reduces food loss and encourages local residents to support each other's food
needs.

For Attractive Products and Services, we will enhance those products and service that improve health and welfare, while at
the same time improving convenience through digitalization.

To establish Trustworthy Supply Chains, we aim to establish good partnerships with suppliers based on fair and transparent
relationships in order to provide safe and reliable products and services, and to procure sustainable raw materials.

Finally, for Building a Rewarding Work Culture with Motivated Employees, we promote diversity and inclusion based on
respect for human rights in order to realize a society where diversity is accepted and it is easy for everyone to live a vibrant
and fulfilling life.

We believe that faithfully and steadily addressing these materialities is the very role that FamilyMart can play in relation to
the SDGs.

Our Motto Continues To Be FamilyMart, Where You Are One of
the Family

Since FamilyMart was establishment and just as our name suggests, FamilyMart considers local communities as part of our
family, endeavoring to provide convenience and implement initiatives to solve local issues.

We will continue to view these changing times as an opportunity, and in line with our original corporate message of Family
Mart, Where You Are One of the Family, we will continue to walk with and alongside our stakeholders on activities that will

4 Artmom

Representative Director and President

realize a sustainable society.



FamilyMart's Approach to Sustainability

Sustainability Activities, Together with All Stakeholders

with Sustainability!

We will continue to faithfully and steadily promote FamilyMart's unique sustainability initiatives toward the
realization of a sustainable society by working as partners with our customers, franchised stores, business

'”

partners, and all our other stakeholders to value the concept of “with Sustainability

FamilyMart, Where You Are One of the Family

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

Like Family )

with Sustainability!

Toward the Realization of a Sustainable Society

Material Issue Material Issue

Five Material
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FamilyMart's Approach to Sustainability

| Message from the Competent Director

“FamilyMart, Where You Are One of the Family”

Our corporate message expresses FamilyMart’s desire to walk in tandem with

all our stakeholders.

FamilyMart is working earnestly to become a store that is

@®Rooted closely in the community

@ Meeting the needs of each customer
@Like family
While honoring these three concepts and providing convenience, we are also

working to solve local issues.

This stance of ours remains unchanged even when it comes to the major challenge of achieving sustainability.
FamilyMart believes that our mission and purpose is to create sustainable communities and a sustainable
society in our own way, and have specified five material issues (materialities) and four foundations {(such as
respect for human rights). To realize the ideas in each, it is essential for us to work as partners with all our
stakeholders.

We will continue to promote activities to achieve sustainability based on our corporate message of

"FamilyMart, Where You Are One of the Family.”

Sustainability Committee Chair
Executive Officer, CAO and General Manager of the Administrative Division

Toshiyuki Kakimi



FamilyMart's Approach to Sustainability

| Expert Comment

Of all industries, convenience stores are probably the closest to consumers
and have a complex supply chain because they handle a wide variety of

merchandise. For this reason, it is an industry in which consumer changes can
immediately affect future business. At the same time, the convenience store

industry can directly communicate messages for the next era to consumers.

In this respect, FamilyMart's sustainability initiatives can be said to be an

attemptto respond to current trends and market changes, including the latest

in SDGs and ESG investment. Above all, its efforts to ensure that employees,
including management and managers, are united in their commitment to
making a solid contribution to society while increasing profits and

implementing measures, are highly commendable.

In the coming years, demands placed upon companies for sustainability will only increase, including for
matters such as decarbonization and de-plasticizing, business and human rights in the supply chain,
diversity and inclusion, and biodiversity. | hope that FamilyMart will continue to be a company that builds

the future, and | support them wholeheartedly.

SDG Partners, Inc.
President and CEO

Kazuo Tase
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Sustainability Management

Basic Policy

FamilyMart’s Sustainable Basic Policy can be found

on our corporate website.

Identification of Material Issues

Information on FamilyMart corporate website, you
will find Material Issues.

Collaboration with International Society

Information on FamilyMart corporate website, you

will find Collaboration with International Society.

Sustainability Promotion System

Information on FamilyMart’s Sustainability Promotion

System can be found on our corporate website.

Stakeholder Engagement

Information on FamilyMart corporate website, you

will find Stakeholder Engagement.

12



Basic Policy

v Human Rights Policy ¥ Sustainability Policy
Vv Sustainability Procurement Principles v Supply Chain CSR Code of Conduct
v Environmental Policy v Biodiversity Conservation Policy

¥ 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 thisin 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.

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 hetween 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.

13



Basic Policy
|

| 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, with or without disabilities, property, employment type,
etc.

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

Protection of privacy

| 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.

14



Basic Policy

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.

| 4. Information disclosure

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

channels.

| 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 September 2021

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.

15



Basic Policy

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, 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.

N

. 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 September 2021

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

16



Basic Policy

Sustainability Action Guidelines for Supply Chain

| 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.

| 2. Human rights

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

| 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.

| 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.

| 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.

| 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.

17



Basic Policy

| 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 September 2021

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.

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.

18



Basic Policy

I Il. Respecting environmental laws and regulations

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

| lll. 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

Biodiversity Conservation Policy

Biodiversity supports our existence and livelihood, bringing with it the blessings of a diverse array of
ecosystems. FamilyMart’s business activities are carried out with the intent to create harmony with the natural
environment, and to create a sustainable society through efforts to both reduce its negative impact on and
protect biodiversity.

1. When formulating Companywide or segmental business plans, we take into account their impact on related
ecosystems and local communities both in Japan and overseas.

2. When developing products and services, we strive to procure materials with care toward protecting
ecosystems and utilize environmentally friendly packaging.

3. During store construction and renovation, we work continuously to utilize energy-saving methods and

conserve resources to reduce the burden these activities have on the environment.

4. From a store management standpoint, we are committed to recycling and the proper disposal of waste,
waste oils, wastewater, and related materials. We also work to protect local ecosystems through

environmental beautification activities.
5. We communicate with NGOs and NPOs, education and research institutions, and local governments to
expand biodiversity, build relationships, and promote cooperation.

6. We provide environmental education for franchisees and employees and strive to raise awareness in order to
create a society that fosters biodiversity.

Established May 2010

19



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

20



Sustainability Promotion System

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

across the board, approving activity plans and managing progress.
In promoting sustainability, FamilyMart departments, offices, area divisions, and store regeneration divisions
develop specific sustainability activities through their respective operations based on FamilyMart’s Basic Policy,

medium- to long-term plans, and Sustainability Committee decisions.

Board of Directors Management Meeting

Approve secretariat

Sustainability Committee
Chairperson: CAO and General Manager of the Management Division

Area Headquarters and Committees

Departments and Offices M
Store Revitalization Headquarters

Members: Managers and responsible

R for il Person in charge of promation:
Department heads General Manager of each department employees in the related departments
I i
Group Sales Office/Supervisor

1
Merchant/Store Staff

"}daq uonowouid Ayljiqeurelsns

planning, promotion and execution

| Fiscal 2022 Sustainability Committee Members

Chair CAO* and General Manager of the Management Division

General Managers of the Store Operations & Affairs Division, Merchandising Division,
Supply Chain & Quality Management Division, Corporate Planning Division, and
Marketing Division; General Manager of Creative Office & 8; General Managers of the
Members Store Construction & Asset Management Department, Store Operation Administration
Department, Merchandising Administration Department, Manufacture Infrastructure
Development Department, Logistics Planning Department, Corporate Planning
Department, and Corporate Communications Department; Assistant General Manager

of Creative Office & 8; and the Standing Corporate Auditor.

*Chief Administrative Officer

Related Links

. .
¥*ervernrean
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Identification of material issues

Identification Process of Material Issues

Due to the fact that FamilyMart operates convenience stores with a close connection to people’s lives, we believe
itis important to adapt to social changes and steadily respond to the needs and expectations of stakeholders.
We therefore identified our material issues for the first time in fiscal 2017 to reassess and manage the social
impact of our business. In fiscal 2019 following adoption of a corporate structure focused solely on convenience
store business, we reviewed our external environment, social issues, and stakeholder needs and expectations, as
we reexamined the material issues. The process of reviewing the five material issues we identified and four
foundations supporting solutions brought clarity to our policy of addressing social issues through our business to
achieve the SDGs, which in turn makes the FamilyMart Basic Principles a reality.

In fiscal 2022, we are making our sustainability activities more effective through PDCA cycles guided by the
Sustainability Committee, as the Sustainability Promotion Department works with relevant divisions on targets
and KPIs set based on medium-to long-term environmental targets in FamilyMart Environmental Vision 2050 and

material issues.

| Material Issues Revision and Identification Process

]
Figure out, organize, and extract issues

Analyze the internal and external environment and extract issues relevant to FamilyMart.

Analysis of external environment Analysis of internal environment
Comprehensively analyze SDGs and other Analyze FamilyMart’s Corporate Message, norms,
international standards, norms, and initiatives, business strategy, etc.

ESG evaluations, customer demands, activity m Corporate Message, business plan, policies, etc.

indicators of benchmark companies, etc.

= Major analysis indicators:SDGs, Paris Agree-
ment, United Nations Global Compact, 1SO
26000, GRI Standards, SRI/ESG evaluations,
SASB, industry targets, etc.

22



Identification of material issues

Bign

Evaluate Materiality . .

3 ) °

Ble
Evaluate and verify the Materiality of the extracted issues’ 2 5
. . . L . S ® o
impact on society and on FamilyMart and identify material §
. . 8, &
issues {in draft form). z . o

Small Impact on FamilyMart Bi;;

Evaluate Appropriateness

Discuss views with departments confer on each issue, ask for advices from external experts, and evaluate

appropriateness as well as consistency of resolution to create final draft of Material Issues Matrix.

1]
Identify Material Issues

The “final draft of Material Issues Matrix” created in STEP 3 was classified into five major themes and four
basic themes that support each resolution, considering the relationship with the hasic philosophy,
contribution to the SDGs, penetration into internal and external of the company, explicitness, etc.

They were approved by the Management Meeting and identified after confirmation by the Board of

Directors.

Set Material Issue Targets and KPlIs

For each material issue theme, proposed targets and KPIs were studied by relevant departments and the
Sustainability Promotion Department in view of industry trends, needs of stakeholders and society, and
our progress in relevant activities. Decisions were reached after discussion and determination of
suitability by the Sustainability Committee. This will be followed by regular reports and reviews of our

progress toward targets, as we make these efforts more effective.
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| Material Issues in FamilyMart

Identification of material issues

1 Contributing to the Future of the Earth and
Its Regions through Environmental Awareness

a
PP I POINIIPINPILIPIPOITIPIPOOIOIPITIOPOEIROSIPDPOTTS

Continuous Improvement of

Environmental Management System

r

ssrevireverat

» Reduction of Food Wastage

2 Evolving as a regional revitalization base
close to people

A R N N N N R R R LI E

srean”

Development and Revitalization of Local
> ors
Communities

N Climate change mitigation and
adaptation

. Disaster Countermeasures and Support
for Disaster-affected Areas

Use of Sustainable Resources/Prevention

> . .
of Environmental Pollution

. Supporting the Development of the Next
Generation

» NGOs/NPOs Support and Cooperation

3 Creating safe and reliable
products and services to
bring convenience and

richness to everyday life

M POIIIOINOIIIOIPOOIPOIRPOEOPIPOPRIPPOITY,
-

Providing Products and
» Services That Enrich
Lives

Promotion of
» Digitalization to Improve
Convenience

Prompt Response to
Customer Feedback

4 Working with suppliers to
pursue a sustainable supply
chain
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"seease - - - N

desedseccsasranasnsssnannasat

Promotion of Fair and
» Transparent Business
Activities

. Collaboration with the Government and
Municipalities

5 Building a Rewarding Work

Culture with Motivated
Employees
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.

.
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“with Sustainability!
» Activities” with
Employees

Our Responsibilities to
» Provide Safe and Reliable
Products / Services

Building Responsible
Supply Chain

» Management /[ Promoting
Sustainable Ingredient
Sourcing

» Diversity and Inclusion

N Initiatives on Human
Resources Development

Creating a Safe, Healthy,
» and Comfortable
Workplace Environment
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Stakeholder Engagement

Stakeholders of FamilyMart

Local community Customer 0

NGOs/NPOs Franchised Store / Store Staff

E Stakeholders of
FamilyMart

Suppliers Employees

FamilyMart aims to contribute to the construction of a sustainable society, and we believe that itis necessary and
essential to actively and continuously engage in constructive dialogue and collaboration with all of our
stakeholders. Based on this way of thinking, we have established opportunities to directly receive the needs and
expectations of all of our stakeholders regarding the responsibility and role that the Company should fulfill with
respect to society through its business activities. We take into account the valuable opinions and requests we
have received by utilizing them for revision of our material issues and improvement of our business activities,
which in turn leads to higher quality product development and services and improvement of our brand
management.

Promotion of this kind of engagement is useful for the construction of good relationships with all of our
stakeholders and is a foundational activity that supports our evolution into a company that is even more trusted
by society.

From fiscal 2020 to 2021, we were able to create an extremely large number of opportunities for engagement and
we received many opinions and requests. Below we describe the status of implementation of engagement with

the main stakeholders of the Company.

FamilyMart’s Stakeholder Engagement
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Stakeholder Engagement

Customer

Method / Content

Sales channels including stores,
online shopping, and Automatic
Super Delice (ASD)

Receiving and responding to
customer feedback at the Customer
Service Office

Sending information tailored to
users via the “FamiPay” app
Information dissemination through

website, communication through
SNS

Method / Content

Revitalize local communities
through providing support for
children and the elderly

Work on solutions for social
challenges with NGOs/NPOs

SDG awareness activities targeted at
students from elementary schools to
high schools

Dialogue with the local community
through daily store operations
In-store fund-raising activities to
support NGOs/NPQOs and disaster
recovery

Achievement and Evaluation

16,600 stores in Japan, with 15
million customers per day

Feedback to the Customer Service
Office: 104,282 calls/messages
{fiscal 2021)

Downloads of “FamiPay” app: 12.57
million {(as of May 2022)

Official twitter account
{@famima_now): Approx. 4.3
million followers {as of May 2022)

Achievement and Evaluation

Problem-solving focused
sustainability activities by
collaborating with local
municipalities, NGOs/NPOs, and
schools

“Thank You Letter Contest”, a
program supported by the Ministry
of Education, Culture, Sports,
Science and Technology: Held 13
times, a total of 24,211 schools
participated with 431,187
submissions

Nationwide expansion of Famima
Food Drive: 1,550 stores (as of July
2022)

Famima Academy (online workshop
by employees): 68 sessions (fiscal
2021)

Deterrent of communications fraud
and initiatives on preparation for
disasters/support for when disasters
happen

Fund-raising results at stores in
fiscal 2021: Approx. 450 million yen

Response / Plan

Develop and improve the quality of
products and services that meet
consumer needs

Improve store management quality,
including product lineup, customer
interactions, and cleanliness

Increase communication
opportunities using in-store
equipment and digital technology

“=) Local community e NGOs/NPOs

Response / Plan

Expand community-based
events/programs using stores and
online

Continue to increase the number of
participating stores and encourage
the development of cooperative
partners to further enhance the food
donation program

Choosing employees from a wide
range of divisions as lecturers and
increase the quality of programs that
meet the needs of the schools

Continue to serve customers with
consideration for each customer

Effective use of in-store fund-raising
and corporate donations for
addressing social issues



Stakeholder Engagement

Franchised Stores/Store Staff

Method / Content

Communications with stores
through online events and direct
visits by top management personnel

Store visits by supervisors

Hold management policy/product
policy briefings using online
Strengthen and enhance various

support systems for store managers
and store staff

Consultation and visits by the
Franchisee Relations Office

Suppliers

Method / Content

Information sharing, collaboration
and implementation of sustainability
policies and product policies

Promoting sustainable procurement
in the supply chain

Operation and response of supplier
consultation service

Achievement and Evaluation

m Deepening the dialogue through
weekly visits by supervisors

B Advice, evaluation, and guidance on
store management, and periodic
confirmation of the status of
practices

B Provide free health exam support

services to store managers and store

staff

m Number of consultations to the
Franchisee Relations Office: 3,146
{fiscal 2021)

m Store visits by consultants: 1,783
{fiscal 2021)

Achievement and Evaluation

m Disseminate our sustainability
policies to 482 business partners
{annually)

B Conduct SAQs (self-check surveys)
of 63 business partners

m Conduct monitoring audits of 10
business partners

Response / Plan

m Building a deeper relationship of

trust between Franchised Stores and
headquarters

Promote efficiency in store
operations, expand support, and
improve profitability
Streamlining store operations and
promoting digital transformation

Response / Plan

®m Increase understanding of and

support for FamilyMart’s
sustainability policies
Expand targets for SAQs and

monitoring audits

Improve response rate to supplier
surveys
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Stakeholder Engagement

@ Employees

Method / Content

Conduct diversity penetration
surveys and LGBTQ education

Strengthen support for goal
achievement through the
implementation of forward
sessions*!

Various support systems for
employee training/
self-development, childcare and
nursing care, etc.

Promote support for people with
disabilities and expand their field of

work

Promotion of health management

Achievement and Evaluation

Diversity penetration survey: 88%
response rate (January 2022)

LGBTQ initiatives: ALLY*? stickers
distributed: 1,425 (June 2022)

Short-term childcare leave*3 (suku
suku kyuka) taken: 60% (fiscal 2021)
Expand hiring of people with
disabilities to Nagoya, Osaka, and
Ikebukuro offices

Employment rate of people with
disabilities: 2.51% (calculated as of
June 1, 2022)

Health awareness survey response
rate: 95% (September 2021)

Response / Plan

Promote diversity and inclusion

Enhanced education and training
menu to provide growth
opportunities

Expansion of various systems related
to health, welfare, etc. adapted to
different life stages

Expand network in collaboration
with the regional employment
support offices and accept visits and
on-the-job training

Promote maintenance of mental and
physical health

*TA meeting of a manager and employee to work together for the purpose of improving the degree of certainty that

employees will achieve their goals and enhancing communication between them through future-oriented examination and

consultation of methods and measures towards achieving an employee’s performance goals.

*2 A person who has an understanding of LGBTQ issues and proactively takes action to support them.

*3 Childcare leave with pay that can be taken by any gender until their children go to elementary school (up to 5 days a year

regardless of the number of children and can be taken with a unit of 1 day).
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Collaboration with International Society

Our Support for Global Initiatives

The United Nations Global
Compact

WE SUPPORT

Activities:

The United Nations Global Compactis a global
initiative to realize sustained growth in the
international community based on ten principles
in the four areas of human rights, labor,
environment, and anti-corruption. Participating
companies and organizations are required to
work for a better world. We signed the United
Nations Global Compact in September 2017 and
created our Human Rights Policy based on these

principles.

Task Force on
Climate-related Financial
Disclosures (TCFD)

)\j\[r)f(’ N

C I‘i\T_ ELATED
TCFD i

f“‘ (J% RES

Activities:

TCFD is a task force established by the Financial
Stability Board (FSB) at the request of the G20
Finance Ministers and Central Bank Governors. It
aims to achieve correct capital allocation, a more
efficient financial market, and a sustainable and
stable economy by examining ways to disclose
companies' risks and opportunities related to
climate change, thus enabling investors to make
appropriate assessments. FamilyMart endorsed
TCFD’s Final Report in February 2020. Following
TCFD’s recommendation, we will disclose
information on four core elements of how
organizations operate: governance, strategy, risk

management, and metrics and targets.
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Science Based Targets
Initiative(SBT)

SCIENCE
BASED
TARGETS

DRIVING AMBITIOUS CORPORATE GLIMATE ACTION

Activities:

This is a joint initiative of international NGOs,
namely the CDP, the UN Global Compact, the
World Resources Institute (WRI), and the World
Wide Fund for Nature (WFF). This initiative aims
to promote the establishment of science-based
targets (SBT) to reduce greenhouse gas
emissions. The aim is to reach the Paris
Agreement’s goal of limiting the global average
temperature increase due to climate change to a
maximum of less than two degrees Celsius above
the pre-Industrial Revolution level. In March
2020, our greenhouse gas reduction targets

received SBT certification.

Collaboration with International Society

I Japan Climate Initiative

Activities:

This is a network for Japanese companies, local
governments, NGOs, and other organizations
actively engaged in measures against climate
change. The network is for the communication
of information and the exchange of opinions.
Companies that agree with its aim, “Joining the
front line of the global push for decarbonization

from Japan” participate in this initiative.

Decarbonized Management
Promotion Network

Activities:

This initiative hosts study sessions and
opportunities to exchange information as a part
of the Ministry of the Environment's program to
promote corporate value enhancement through
decarbonized management. The aim is to
promote and support companies’ efforts to
reduce greenhouse gas emissions throughout
their supply chains and to realize decarbonized

ranagement.
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Japan Clean Ocean Material
Alliance (CLOMA)

Activities:

CLOMA seeks to solve the
problem of marine
plastic waste, a new
global issue. It does it by Cheon Qeeon Moterel Allanc:
promoting the

sustainable use of plastic

products as well as the

development and

adoption of alternative

Collaboration with International Society

I Green Purchasing Network

Activities:

This network promotes

\
Green

green purchasing in all GPNﬁg[mﬁ'”g '

areas to build a social

system based on

sustainable production

and consumption. It aims

to promote the greening of

all products and services

and make all

organizational purchasers

and individual consumers

materials. They aim to
accelerate innovation
through collaboration
between the public and

private sectors.

Japan Food
Safety
Management
Association
(JFSM)

Activities:

The association aims to
improve food safety, quality
control, and reliability
assurance of food-related
businesses. It does this by
establishing, handling, and
standardizing food safety
management standards and
certification schemes. It also
develops human resources

involved in these areas.

green.

Japan Retailers
Association

Activities:

This is an industry association
comprised of various retailers
in Japan and conducts
various activities to develop
the retail industry. Its
activities include research on
related social issues, such as
business continuity planning
(BPC), labor shortage,
declining birthrate, and the

aging population.

Japan Franchise
Association

Activities:

This association consists
primarily of companies that
operate a franchise business
to promote the sound
development of the franchise
system. It also addresses
various social issues that
require efforts from the entire

industry.



Collaboration with International Society

To Achieve Sustainable Development Goals (SDGs)

The Sustainable Development Goals (SDGs), adopted at the UN Summit in September 2015 as international
objectives for a sustainable and better world by 2030, aim to achieve goals that address various issues. Issues
include poverty and hunger, health and welfare, sustainable production and consumption, and climate change.
As a company that constantly generates value, FamilyMart will contribute to society’s sustainable development,

solve social issues, reduce its impact on the environment, and work toward achieving the SDGs.

(@) SUSTAINABLE (> ™,
5/ DEVELOPMENT \J %’ ALS

KO ) IERD GOOD HEALTH QuALITY GENDER
POVERTY - AND WELL-BEING EDUCATION EQUALITY

CLEAN WATER
AND SANITATION

DECENT WORK AND INDUSTRY, INNOVATION ‘Iu REDUCED
ECONOMIC GROWTH AND INFRASTRUCTURE INEQUALITIES

1 CLIMATE 1 LIFE 'I PEACE, JUSTICE ‘I PARTNERSHIPS

ACTION BELOW WATER AND STROKG FOR THE GDALS

INSTITUTIONS s‘ ""

.

2 ¥

-

The Promotion of ISO 26000

ISO 26000 (Guidance on social responsibility) is an international Holistic approach _

standard that was established on November 1, 2010, after discussion

2. Human ﬂghts ll

S L-lhwxpr'hﬁs[

& The environment )

Inter:lependen(e

7 Core Subjects of ISO 26000

amongst stakeholders with various backgrounds from over 90 different

countries and regions.
6. Consumar issuas

Our Sustainability Policy references the 7 Core Subjects established by

l Govesmance

SO 26000. As we move forward, we will remain aware of our social

responsibility and promote sustainability efforts through our business.
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Collaboration with International Society

Sustainability Policy

preamble

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

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.

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

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.

We respect people and their rights regardless of their
race, nationality, religion, gender, etc. and promote
business activities which offer job satisfaction and
enable all of the people involved in the business to be
successful.

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.

Related 7 Core Subjects

Organizational governance

Community involvement and
development

Consumer issues
Fair operating practices

The environment

Community involvement and
development

Human rights
Labour practices

Fair operating practices
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Efforts Regarding Material Issues

Material issue 1:
Contributing to the Future of the
Earth and Its Regions through

Environmental Consideration
I D D D D D D

» Social Context and Recognition of Issues

. Continuous Improvement of
Environmental Management System

» Reduction of Food Loss and Waste

N Climate Change Mitigation and
Adaptation

. Use of Sustainable Resources and
Prevention of Environmental Pollution

Material Issue 2:
Evolving as a Regional Revitalization
Base Close to People

> Social Context and Recognition of Issues

N Development and Revitalization of Local
Communities

. Disaster Countermeasures and Support
for Disaster-affected Areas

Supporting the Development of the Next
Generation

» NGOs/NPOs Support and Cooperation

. Collaboration with the Government and
Municipalities

34



Efforts Regarding Material Issues

Material Issue 3: Material Issue 4:
Creating Safe and Reliable Products Working with Suppliers to Pursue a
and Services to Bring Convenience Sustainable Supply Chain
and Richness to Everyday Life — — —— — — — — —

» Social Context and Recognition of Issues

» Social Context and Recognition of Issues - )
N Promotion of Fair and Transparent

Providing Products and Services That Business Activities
Enrich Lives

N Our Responsibilities to Provide Safe and
Reliable Products / Services

N Promotion of Digitalization to Improve

Convenience Building Responsible Supply Chain

» Management / Promoting Sustainable
» Prompt Response to Customer Feedback ] )
Ingredient Sourcing




Efforts Regarding Material Issues

2
.
—

Material Issue 5:
Building a Rewarding Work Culture
with Motivated Employees

» Social Context and Recognition of Issues

. “with Sustainability! Activities” with
Employees

» Diversity & Inclusion

) Human Resource Development

Initiatives

N Creating a Safe, Healthy and Comfortable
Workplace Environment

Related Links
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Material issue 1: Contributing to the Future of the

Earth and Its Regions through Environmental
Consideration

/Y
(1]

=== Social Context and

Recognition of Issues

The global environment is facing a serious crisis due to
global warming, ocean pollution and deforestation.
Under these conditions, international consensus on
Sustainable Development Goals (SDGs) has accelerated
adoption of targets and frameworks aimed at mitigating
or adapting to climate change and encouraging a
recycling-oriented society. Companies are expected to
do more.

Environmental issues also have a significant impact on
our business. As a company that contributes to the SDGs,
we also hope to contribute to achieve a sustainable

society by proactively working toward solving

environmental issues.

&, Vision

FamilyMart stores are rooted in the local communities
they serve and aim to contribute to the creation of both a
sustainable community and a sustainable society while
providing products and services that will make customers
feel like part of the neighborhood. Based on this concept,
we will use our environmental management system to
not only comply with environment-related laws and
regulations, but also to set sustainability goals and

address environmental issues.

Specific Initiatives

Continuous Improvement of
Environmental Management System

Climate Change Mitigation and
Adaptation

Reduction of Food Loss and Waste >

Use of Sustainable Resources and
Prevention of Environmental Pollution
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Social Context and Recognition of Issues

Basic Approach

As a company that conducts business centering on stores, environmental issues are particularly important since they are
closely connected to and have a great impact on our daily lives.

In March 1999, FamilyMart obtained 1SO 14001 certification for all its stores and business establishments and has since

promoted the development of environmentally friendly convenience stores in conformance with the environmental
management system.

We intend to strengthen the environmental management system and further promote environmental efforts.

Environmental Policy > Medium-to Long-term Goals >

Value Creation

FamilyMart has a store network across the country and promotes environmental efforts throughout the supply chain in
collaboration with local communities and business partners. We will spread more stable and efficient environmental

measures through our business, which cover store equipment, sales activities, and beautification of the community
environment.

Operational Structure

Within FamilyMart, the Sustainability Promotion Department collaborates with departments, offices, regions and districts to
promote efforts based on sustainability implementation plans. On maintaining and improving the environmental
management system at stores, supervisors (SV) provide consulting through periodic visits to the stores and communicate
guidelines and improvement measures relating to the environmental management system.

FamilyMart Material Flow

FamilyMart impacts the environment in various ways during the course of its business operations, such as through CO,
emissions and the generation of waste and wastewater. By monitoring and reducing our environmental impact, we are

contributing to help creating a sustainable society while pursuing further development of our business.
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Social Context and Recognition of Issues
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Third-Party Verification of Waste Emissions

FamilyMart underwent third-party verification by Japan Audit and Certification Organization for Environment and Quality
{JACO) regarding the publication of our waste emissions data. For fiscal 2021, the audit determined that amount of waste
generated by stores on a daily basis was 280,936 tons, of which 60,415 tons was food waste. Based on these results, we will

continue our efforts to improve the accuracy of our published figures and enhance trust both internally and externally.
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Continuous Improvement of Environmental
Management System

Environmental Management System

Gternal and external challenga 0 rgani zational State Gtakeholder needs and expectatio@
----- EMS operational scope

< EMS intended results )

FamilyMart has established an ISO 14001-based environmental management system (EMS) at all our businesses consistent
with our basic principles and sustainability/environmental policies.

The headquarters and all stores work together to continuously improve the EMS through a companywide framework under
the president.

| Operational Structure

Since 1999, we have been pushing forward with environmental improvements in all stores and offices through the
introduction of the companywide environmental management system headed by the president.

Apart from receiving environmental inspections by external institutions, internal environmental audits are conducted by
employees of the Sustainability Promotion Department.

In fiscal 2021, we conducted internal environmental audits of all major head office departments, all regional offices, and all

stores conducted. We also received renewed 1SO 14001 certification following an audit by an external organization.

gorg,
%,
gf 15001 G}

L JACH
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Continuous Improvement of Environmental Management System
. ____________________________________________________________________________________________________________________________________________________________|

Operational Structure for Environmental Management

Environment Promotion Manager: General Manager

m
=
=
L o Environment Promoters: Division Heads/Office Managers
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c 2 =1 g Operations Integration Line, Famimal! Group Franchised stores,
'g = W ~ Corporate Office Railway Group directly managed stores
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- :;E 5 Store Revitalization Group Directly managed stores
(-]

Departments responsible for environmental management (ISO Secretariat)

| Sustainability Committee

This committee is chaired by the Chief Administrative Officer (who is also the General Manger of the Management Division)
with members consisting of the heads of each division. The committee meets once every six months.
The Sustainability Committee deliberates on matters submitted to it regarding FamilyMart’s sustainability activities, such as

verifying and assessing the status of achievements for sustainability implementation plans and drafting new measures.

| Environment Promoters

The person in charge of each division, as an environmental promoter, creates and carries out a sustainability
implementation plan in line with FamilyMart’s material issues. They also monitor the progress of environmental objectives

each quarter and verify and correct the results of activities.
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Continuous Improvement of Environmental Management System

Conducting internal and external environmental audits

for certification renewal

An internal environmental audit of all FamilyMart stores and offices is conducted
each year to check if the environmental management system is being properly
and efficiently conducted based on the Plan-Do-Check-Act (PDCA) cycle. In
addition, audits by an external auditing organization have been conducted
regularly since our ISO 14001 certification was received in March 1999. A major
environmental audit that is required every three years for ISO 14001 certification
renewal was done in November 2021. This audit covered the offices that oversee

stores and regions as well as core divisions of the head office. The audit was

Store audits by external

passed and our certification renewed.

| Management Review

organizations

A management review is conducted based on the audit results of the external environmental audit to plan further

promotion of environmental protection activities.

| Environmental Training

FamilyMart conducts environmental education and awareness enhancement training to allow office managers and

supervisors, as well as store managers and store staff, to promote activities in unison.

m Store Environmental Education

The environmental education publication Eco Partner is issued
three times a year for all FamilyMart store managers and store
staff to explain environmental regulations and things that stores
can do to reduce carbon dioxide emissions. From fiscal 2019 on,
it has been distributed in digital format that is accessible for
store staff and others improves environmental awareness and
encourages thorough implementation of the activities. Self-as-
sessment checklists are also distributed to stores, which helps us

to keep improving environmental activities.

= Employee Environmental Education
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Store staff training tools as part of FamilyMart's 1ISO
14001 initiatives

Once a year education using an e-learning system is given to all employees and covers environmental laws and regulations

related to store operation as well as basic knowledge relating to the environment.

Related Links
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Reduction of Food Loss and Waste

v Reducing and Recycling Waste v Reducing Product Food Waste

¥ Reducing Store Food Waste ¥ Reducing Food Loss through Product Development

K Management Approach

While poverty and hunger exist in the world, a lot of food is wasted and thrown away. Goal 12 of the SDGs is to halve
global per food waste at the retail and consumption levels by 2030, and to reduce food losses in production and
supply chains. In Japan, the Law for the Promotion of Food Loss Reduction will be enforced in October 2019, and
retailers are expected to make further efforts.

The generation of food loss has a significant impact on FamilyMart’s business operations, not only in terms of
environmental impact, but also in terms of costs associated with sorting and disposal. As food products account for
the mainstay of our sales, we have positioned efforts to reduce food loss as one of our most important issues. By
curbing the generation of food waste through improved accuracy of product ordering and promoting long-life
products through improvements in containers and packaging as well as recycling food waste generated at stores, we

will contribute to the transition to sustainable consumption and production patterns.

Reducing and Recycling Waste

| Actively Promoting Food Recycling

We are actively promoting the recycling of food waste into animal feed and fertilizer by gradually expanding the use of waste

disposal contractors that can recycle food waste.

Food Recycling

Change in Stores Conducting Food Composition by Type Change in Stores Conducting
Recycling (As of the end of February Food Recycling
2022)

3.170--3,139 3,142

Carbonization 2%

594 608 617
Fertilizer o—— 9@

17%

2019 2020 2021

2019 2020 2021 Animal feed

39%
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Reduction of Food Loss and Waste

| Food Waste Recycling Initiatives

The food waste generated by stores (prepared lunches, rice
® Sales ® Buy and eat
balls, and side dishes) are recycled into animal feed, Food Recycling

Loop System

)

fertilizer, and methane through our food waste recovery

and recycling system. In 2008, the leftover food from stores _
® Processed into prepared

lunches and other products

in Tokyo and Kanagawa Prefecture was collected and
efficiently transported to a pig farm with an animal feed

factory. The pigs raised on the animal feed produced from

this food waste were used in the production of prepared o i i s

. . . into fertli nd animal feed
lunches, side dishes, and breads sold to customers. This DI
) @ Recycled products (fertilizer and animal feed) are
creates a food recycling loop. used to produce agricultural and livestock products.
This recycling loop was expanded nationwide and as of
February 2022 there are recycling loops in 6 areas and this

has been certified as a Recycling Business Plan.

| Waste cooking oil recycling

Waste cooking oil used at FamilyMart stores for deep fryer products such as FAMICHIKI are collected by specialty contractors
certified by their municipality and turned into 100% recycled products that include ink, soap, and additives for poultry feed.

Some is used by stores as medicated hand soap, achieving closed-loop recycling.

Efforts with the government

Saga City collects waste cooking oil generated at FamilyMart stores in the city, recycling it into high-quality biodiesel fuel

(HiBD) for use it as fuel for municipal buses.

The FamilyMart stores participating in waste cooking oil recovery (as of February 2022)

Saga Kawasoemachi store
Saga Tafuse store

Saga Nabeshima 4-chome store
Saga Kanoe store

Saga Fuji store

Saga Nishiyoka store
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Reduction of Food Loss and Waste

Local Resource Circulation (Example)

( "
HTiT:v. 22tz c fEEl-'E
. Regional resources (waste cooking oil)
==
b L e— P
Waste cooking oil Le R - Recycling of waste cookingoil = w =
from stores in the city Collected by Saga City Purificationof high-quality
3 stores biodiesel (HiBD)
\ iz J

Cyclingtheresource within the city Renewabile
as fuel for municipal buses and garbage trucks . energy

Reducing Product Food Waste

| switching to Gas Flush Packaging

Gas flush packaging, which preserves freshness longer than conventional packaging, is being used for some of the products
of the Mother’s Kitchen prepared dish series.

Gas flush packaging fills the container with carbon dioxide and nitrogen to prevent oxidation.

This new technology extends the expiration date without sacrificing taste or increasing the amount of additives.

Gas Flush Packaging '

Vacuum seal Injected with Hermetic seal
optimal gas (film)




Reduction of Food Loss and Waste

Reducing Store Food Waste

Improving Ordering Accuracy and Enhancing Advance
Sales of Seasonal Products

To curb occurrences of food wastage, stores are working to improve the accuracy of their routine product orders and reduce
disposal of food past its sell-by date in order.

Since 2019, we have been enhancing advance sales of seasonal products (e.g., eel dishes, Christmas cakes, osechi dishes for
New Year’s, ehomaki rolled sushi) to optimize production numbers according to customer needs with the aim of achieving
zero food waste.

| System for In-Store Discounted Prices

From July 1, 2021, barcode stickers were introduced for discounting rice balls, boxed
lunches and other ready-to-eat meals nearing their sell-by date. This system simplifies

the work of store staff and reduces food wastage.

SEAZLCTERCHMLEEESA
SMOPIIFrELBRSRERLTHIILEY

0] sampte 1

Reducing Food Loss through Product Development

| Products Using Irregular Ingredients

FamilyMart uses nonstandard ingredients (in size, shape, etc. and normally discarded) in our original products to help
reduce food waste. Such product development emphasizes deliciousness to encourage many customers to give these
products a try and will also contribute to a reduction in food waste.

= Goro Goro Kaniku Banana Milk
One of a series of dessert drinks, this one using a rich amount of banana pulp from

mottainai bananas* and Famimaru bananas that are considered nonstandard in size,

shape, etc. (Released in limited quantities from August 1, 2022.) '

SATARE

*One of Dole Japan’s efforts to promote zero fruit waste. Dole calls this initiative KyF3 4
Mottainai Banana because the bananas are fully edible but rejected as product Y
because they do not meet size or shape standards for the Japanese market. These %l“‘:“'_‘.:‘mg‘};.é‘%{;,__

bananas are being used in various products.
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Climate Change Mitigation and Adaptation

¥ Product Initiatives v Distribution Initiatives v Store Operation Initiatives

¥ Supply Chain Initiatives v Endorsement of TCFD Recommendations

K Management Approach

Global warming attributed to higher human emissions of carbon dioxide and other greenhouse gases (GHGs) has been

linked to more frequent and intense extreme weather conditions around the world. The risks associated with climate

change could have a significant impact not only on our daily lives and corporate activities but also on future generations,

demanding even further corporate initiatives.

Most of our GHG emissions come from energy use in our stores. We will contribute to achieve a decarbonized society by

actively using renewable energy in addition to thoroughly promoting energy conservation in our stores.

We will also take appropriate measures to deal with climate change and proactively disclose information.

Product Initiatives

Use of Plant-derived Biomass Plastic Containers with

Environmentally Friendly Designs

Since April 2007, the Plant-derived biomass plastic (PLA) is used for the containers of
our mainstay salad products.

Using PLA containers does not increase the amount of CO, in the atmosphere
because the amount of CO, used by the source plants for photosynthesis is nearly
the same as the amount of CO, used to dispose of the containers. We were able to
reduce approximately 2,402 tons of CO, per year compared to oil-based plastics
(A-PET containers).

We are working to further reduce our CO, footprint by using recycled PET materials
made from used PET bottles for the containers of our chilled noodles.

CO, reduced by approximately
2,402 tons.
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Climate Change Mitigation and Adaptation

| Environmental Circulation of Biomass Plastics

Raw material

Do not use petroleum- Corn Lactic acid, ethanol

based materials /‘ : )

The materials are made r

from plants, which s Sweet Biomass plastic

contributes to reducing the S potatoes (PLA, polyethylene) Do not throw

use of petroleum-based Hgelicane away

materials. L The containers can

Photosynthesis g, = be coIIIe:jctad and
: recycled.
@, | @ |
Do not increase CO2 Plants
The same amount of C02 ® Molded prockicts S

generated from burning
and degradation is
absorbed by the plant
growing process, so the
absolute amount of CO2
is not increased.
(Carbon neutral)

Hi0

Material recycling

b4

Recycled material

Biodegradable plastics .

can also be biorecycled. Pallets

Burning
Thermal recycling

Biorecycling compost processing

Microorganisms

| switching to Side Shrink Packaging

Prepared lunchbox containers and wrappings conventionally used “full shrink pack-
aging” where the entire lunchbox was wrapped. In February 2014, we began using “
side shrink packaging” that only adheres film to the area where the lid joins the
container. We comprehensively switched to this method in February 2015.

This reduced the amount of plastic material used by 541 tons; resulting in a CO,

reduction of 1,934 tons {compared with conventional wrapping film). Side shrink

packaging also has the advantages of making it easier to see the product and being

easier for everyone from the elderly to children to open.



Climate Change Mitigation and Adaptation

Distribution Initiatives

| Use of Low-polluting, Low-fuel Consumption Vehicles

FamilyMart has been actively working to implement low-pollution vehicles such as

Compressed Natural Gas (CNG) and hybrid vehicles.

Today, we comprehensively use fuel-efficient clean-diesel vehicles that clear the latest =
exhaust gas regulations and plan to replace all delivery vehicles by 2025. At the same F |
time, we are introducing electric vehicles (EVs) and fuel cell vehicles {(FCVs), and ' ]

conducting demonstration experiments using fuels derived from renewable resources.

Ongoing introduction of
clean-diesel vehicles from
September 2019

Simultaneous Shipping of Chilled and Fixed Temperature
Products

FamilyMart uses dual-compartment refrigerated trucks in which chilled Initiative for Simult Same Temy Range Product Delivery
products (kept at 3°C to 8°C), such as desserts and lunch boxes, and fixed ol o N
My . 5= Toenon
temperature products (kept at 18°C to 22°C) such as prepared lunches and Bl il — per ey
bread, can be loaded at the same time to improve delivery efficiency and — Daily consumpion - Disrbution \
ergmm re Stare
reduce the number of vehicles used. We are also reducing the number of TP | pocesnt o %sq
Drinks _y Distribution = ]
vehicles by consolidating products at distribution centers and building a —
Confections "
joint delivery system for temperature-controlled loads for batch delivery to o
Frozen ~
stores. Aeorlowsr g crgam j“; Oisgbution |
Frozen food
18~22%¢ 3-8¢ The temperatures in the front and back compartments can be set for
o pi their respective products and the space used for each compartment can
L T <) = be adjusted to match the amount of freight being loaded.
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Climate Change Mitigation and Adaptation

| Eco-Drive Management System

Since fiscal 2009, FamilyMart delivery vehicles have been equipped with an eco-drive management system (EMS). EMS
monitors the driving status of each driver, not only in terms of mileage, fuel consumption and speed, but also for idling,
sudden starts, and rapid accelerations. This information helps avoid driving that produces unnecessary exhaust gas. Driving

method improvements and guidance based on EMS data help promote eco-driving {lowered CO, emissions) and safe

Next-generation Delivery Management System

driving.

Store Operation Initiatives

| Initiatives to Improve Store Operations

Store staff conscientiously turn the Power-saving Points

store power switches off/on and ST

regularly clean equipment filters. T

2} (however, for COVID-19, open as appropriate)

/7 Except for peak hou

The 10 Power-Saving Points that can be =
3 keep the number of hot-water pots to the minimum required

done by stores are used to make store

. (4 | Frequently turn the fryer ventilation fan on and off
staff aware of costs. Power-saving i
(‘s Clean filters once aweek

points change according to the season.
-f_é_‘l Do not block the intake ports of refrigerated cases

: : Filter cleanin
I/I Eeeleopwstioréklérangilai;:zeontal freezer case displays g

§: | Do not leave the walk-in door (warehouse side) open

| Solar Power Generation Initiative

We are promoting the active adoption of renewable energy
by installing solar panels on store roofs, thereby making
use of store infrastructure. Existing solar installations are
now in the process of being switched from sell-to-grid to
self-consumption, and new self-consumption solar

installations are being introduced.

Solar panels
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Climate Change Mitigation and Adaptation

| In-store LED lighting

We began converting the lighting in our stores to LED in November 2011. We also installed dimming systems that divide the
store interior into 5 zones and automatically adjust the brightness in the respective zones. This both improves comfort and
conserves energy by, for example, fine tuning the lighting to reduce the brightness of the fluorescent lights when sunlight is

coming in and adjusting for differences between daytime and nighttime.

| LED signs

In 2004, FamilyMart was the first convenience store to install facade signs that use LED lights. Since then we have increased
the number of stores installed with these signs and have conducted technical development and verification testing to
achieve even more energy efficient LED signs. Currently, we have achieved energy savings of approximately 70% compared

to conventional fluorescent light signs.

| Energy efficient parking lot lighting

Installation of LED lighting for our parking lots began in
February 2013. The power consumption was decreased to
80w from 245w for the ceramic halide lamps installed since
2008. The useful life of the lights also increased from 15,000
hours to 60,000 hours.

Installed at the Matsuyama

Interchange Store in 2004
LED parking lot
lighting

I Quick Charger for Electric Vehicles

Electric vehicles that do not emit CO, while traveling have
gained attention as environmentally friendly automobiles
and their use is increasingly annually. However, there are
not enough places to charge these vehicles. To allow
electric vehicles to be used without the worry of running
out of power, FamilyMart is moving forward with the
installation of quick chargers for electric vehicles in its
store parking lots.

As of the end of April 2021, the number of installations is

approximately 700 stores.

Installation of electric vehicle quick chargers
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Climate Change Mitigation and Adaptation

| Fluorocarbon Gases

Since FamilyMart uses fluorocarbon substitutes for its in-store refrigerating, freezing, and air conditioning equipment, we
carry out equipment inspections in accordance with laws for preventing the release of fluorocarbons into the atmosphere.
Additionally, when disposing of equipment, we outsource the processing to a fluorocarbon collection company and work to
thoroughly manage the collection and destruction process. We are also introducing freezers and refrigerators that use CO,

refrigerants, which simultaneously reduces both energy-derived CO, emissions and fluorocarbon emissions.

Supply Chain Initiatives

| Management of CO, Emissions in the Supply Chain

The burden on the environment of greenhouse gases is affected by every step of the supply chain from raw materials
procurement, product production, distribution, and sales to disposal and recycling in addition to things that can be directly
controlled by FamilyMart. To evaluate the environmental impact of our operations, we calculate the CO, emissions for the
entire supply chain {(Scope 3) in accordance with the Ministry of the Environment’s “Basic Guidelines on Accounting for
Greenhouse Gas Emissions Throughout the Supply Chain (Ver. 2.4)”,

Going forward FamilyMart will work to improve the accuracy of data collection, expand the scope covered by our

calculations, analyze the calculations, and reduce the amount of CO, emissions for the entire supply chain.

| What is the Supply Chain CO, Emissions Quantity?

This is the amount of emissions for the business’ own operations and those of related business activities.

| Supply Chain CO, Emissions Quantity

Direct emissions of greenhouse gases, such as through the use of fuel in the business’ own operations (e.g.:
gasoline used by company-owned vehicles)

Indirect emissions of greenhouse gases, such as through the use of electricity provided by other companies
(e.g.: electricity used at the head office, offices, and stores)

Indirect emissions of greenhouse gases as a result of business activities that do not fall under Scopes 1 or 2

Note: Calculated based on the Database for Emission Factors in Calculating Corporate Greenhouse Gas Emissions
Throughout the Supply Chain (Ver. 3.2) issued by the Ministry of the Environment.
Ministry of the Environment’s Green Value Chain Platform: Reference materials for calculation.
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Scope.1 Direct emissions

58,633 .co.

P—
(0.92%

Total emissions

Climate Change Mitigation and Adaptation

6,396,727

t-CO2

Fiscal 2021 Emissions of Greenhouse Gases by Category

Scope.2 Energy-derived
indirect emissions

1,048,715 co.

(16.39%)

Scope and Category

SCOPE.1 Direct emissions

SCOPE.2 Energy-derived indirect emissions
SCOPE.3 Other indirect emissions
Category 1 Purchased products/services

Category 2 Capital goods

Category 3 Fuel- and energy-related activities not

included in Scope 1or2

Category 4 Upstream transportation and distribution
Category 5 Waste generated in operations

Category 6 Business travel

Category 7 Employee commuting

Category 11 Use of sold products

Category 12 End-of-life treatment of sold products

Total

CO, emissions

58,633

1,048,715

5,289,378

4,750,429

67,817

166,449

101,681
196,465
1,050
1,234
375

3,878

6,396,727

Percentage

0.92%

16.39%

82.69%

74.26%

1.06%

2.60%

1.59%

3.07%

0.02%

0.02%

0.01%

0.06%

100%
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Climate Change Mitigation and Adaptation

| Third-party Verification

FamilyMart has received third-party verification to correctly evaluate and verify the supply chain emissions quantity (Scopes
1 to 3) calculation results.

The greenhouse gas emissions quantity verification for fiscal 2021 was conducted by the Japan Audit and Certification
Organization for Environment and Quality (JACO). The results of this audit showed that the CO, emissions quantity for all
stores of officers in Japan and the refrigerant HFC emission quantity for stores were 50,603 tons for Scope 1, 1,078,013 tons
for Scope 2, and 5,253,305 tons for Scope 3.

Based on these third-party verification results we will continue to improve the accuracy of published figures and increase
the level of trust both inside and outside the company.
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To: FamilyMart Co., Ltd. August 31, 2022
dapan Audit and Certification Organization

for Envirsement and uality (JACD)

2-2-19 Aknsakn Minate-ku, Tokyo, Japan

Presidant ﬁ: Bemooltva

Japan Audit and Cerification Organization for Environment and Quality (JACD) has been
engaged by FamityMart Co., Lid (hersinafier rofemnd b as “the Orpanization”) fo conduct
Independent vorficaticn of its envionmental data prepared under the responsibilty of the
Organization. The sim of this werification is ko consider the sccuracy of envionmental data and ko
pravide a verification opinicn,

Verification was conducted as limited assurance according Io the procedure agreed with the
Organization based on JACO verifisation standards in pecordance with International Assurance
Business Standard (ISAE) 3000. The ;u-uns:u ros pe‘am!:d n a bmited assurance engagement
vary in natuee and timing from. than fo
Cansaquenty tha low of assurance mumn ina limited assurance engagement s substantialy
fwer than th that would h. had a assurance
Boan parformaod

Wilh regard to e following Envissnmental Data for the fiscal year 2021 (March 1, 2021 io
Fobruary 28. 2022], verificalion was concucted.
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| Science-Based Targets (SBT) Certification

In contrast to limiting the global temperature rise to 2°C as targeted by the Paris Agreement, FamilyMart’s greenhouse gas
reduction targets are certified by the Science-Based Targets (SBT) Initiative*, which recognizes science-based targets aimed
at well below 2°C.

*Ajointinitiative by CDP {an international NGO), the UN Global Compact, the World Resources Institute (WRI), and the World
Wide Fund for Nature (WFF). It advocates setting science-based GHG emission reduction targets to prevent the global

average temperature rise due to climate change from exceeding 2°C above pre-industrial levels.



Climate Change Mitigation and Adaptation

Certified greenhouse gas reduction goals

Scope 1 +2:30% reduction by 2030 {(compared with 2018)

Scope 3: 15% reduction by 2030 (compared with 2018) SO|ENOE
Note: |
Scope 1: Direct emissions from fuel use in-house I BAS ED
TARGETS

purchased by the company DRIVING AMBITIOUS CORPORATE CLIMATE ACTION
Scope 3: Supply chain emissions of corporate activities outside Scope

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

1 and Scope 2 {(FamilyMart's Scope 3 targets are for Category

1-Purchased goods and services)

Endorsement of TCFD Recommendations

Task Force on Climate-related Financial Disclosures (TCFD)

. . - TASK FORCE ox
was launched by the Financial Stability Board (FSB) at the CLIMATE-RELATED
request of the G20 finance ministers and central bank TC m | ggéﬁ%ﬁ%&s
governors.

TCFD considers how companies should disclose information
on risks and opportunities associated with climate change
and enables appropriate evaluation by investors, thereby
ensuring correct capital allocation, efficient financial
markets, and a sustainable and stable economy.

In February 2020, FamilyMart endorsed the intent of the
TCFD’s final report and discloses information on the four
core elements of organizational management recommended

by TCFD: Governance, Strategy, Risk Management, and
Metrics and Targets.
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Use of Sustainable Resources and Prevention of
Environmental Pollution

¥ Initiatives for Products That Use Plastic ¥ Product Initiatives

v Store Operation Initiatives

K Management Approach

The goal of economic growth with sustainable development led to an SDG seeking sustainable production and consumption
patterns.

Companies are expected to make further efforts to create a recycling-oriented society. In particular, there is a strong need to

curb the generation of plastic waste, which has adverse effects on marine pollution and ecosystems, and to review raw
materials.

FamilyMart is working to prevent environmental pollution throughout its supply chain by reducing and streamlining the use
of natural resources and other raw materials, and by preventing and reducing generation of waste. In particular, by reducing
plastic use through improved container packaging and switching to materials with less environmental impact, we will also

contribute to promoting the formation of sustainable patterns of production and consumption.

Initiatives for Products That Use Plastic

Use of Plant-derived Biomass Plastic Containers with
Environmentally Friendly Designs

As a plastics countermeasure, FamilyMart promotes the use of environmentally friendly

materials for the containers and packaging of our original products. We aim to achieve

i

60% use of such environmentally friendly materials in our original products by 2030
and 100% by 2050. We also aim to increase the proportion of eco-friendly materials,
including for consumable supplies, to 70% by 2030.

The April 2022 start of the Plastic Resource Circulation Act has increased the impor-

tance of domestic plastic resource recycling. All parties involved throughout the entire

life cycle of plastics are required to cooperate to further reduce plastic use in products

=

e SR P e P M

through efforts such as environmentally friendly designs, reductions in the amount of : e
plastics used, and emissions control.

FamilyMart continues to lessen the amount of plastic used in the spoons, straws, and

stir sticks we provide to customers, with the goal of a 50% reduction in the amount of

petroleum-derived plastics used by fiscal 2030 (compared to fiscal 2019 figures).

Additionally, we are working to reduce the use of such products by calling for customer

understanding and cooperation at our stores.
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Use of Sustainable Resources and Prevention of Environmental Pollution

| Basic Approach to Plastic Reduction

m Environmentally friendly design of products using plastic

1. Reduction of weight

2. Use of alternative materials (wood, etc.)

3. Inclusion of biomass plastic

4. Use of biodegradable plastic

Straws (long)

Straws (short)

Famima Café straws

Wooden stir sticks

- EREERCATHE RSO TT,
- ERENNOA T RO PSS ROET. @

Implemented: November 2019
Type of measure: @ Inclusion of
biomass plastic

Applies to: All stores

Implemented: November 2019
Type of measure: 3 Inclusion of
biomass plastic

Applies to: All stores

Implemented: November 2019
Type of measure: ® Inclusion of
biomass plastic

Applies to: All stores

Implemented: November 2019
Type of measure: @ Inclusion of
biomass plastic

Applies to: All stores

The bendable straws provided for
purchased drinks in paper packs, etc.

now include biomass plastic.

The straws provided for purchased
drinks in paper packs, etc. now include

biomass plastic.

The straws provided for Famima Café
iced coffee now include biomass

plastic.

The straws provided for Famima Café
iced coffee now include biomass

plastic.
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Biodegradable straws

Famima Frappe straw

Redesigned lighter spoon

Biodegradable spoon

net

Implemented: May 2021

Type of measure: @ Use of
biodegradable plastic

Applies to: All stores

Elective system™ for short straws,
straws for Famima Café and

biodegradable straws

Implemented: June 2021
Type of measure: @ Inclusion of
biomass plastic

Applies to: All stores

Implemented: April 2021

Type of measure: @ Reduction of
weight

Applies to: All stores

Implemented: June 2021
Type of measure: @ Use of
biodegradable plastic
Applies to: All stores

Elective system*

*Introduced at the request of member stores

Use of Sustainable Resources and Prevention of Environmental Pollution
|

These straws are made from 100%
plant-derived materials that will
eventually be microbially decomposed
into water and carbon dioxide when
exposed to soil, river water, etc. in the
natural environment.

Can be used for paper-pack beverages

and Famima Cafe iced coffee.

The straws provided for purchased
Famima frappe drinks now include

biomass plastic.

Changing the handle design of the
spoon provided to customers who
purchase a lunch box, soup, etc.
reduced the amount of plastic used by
12%.

Used at FamilyMart stores nationwide

since September 2021.

These straws are made from 100%
plant-derived materials that will
eventually be microbially decomposed
into water and carbon dioxide when
exposed to soil, river water, etc. in the
natural environment.

Available at Famimal!! stores from June
2021, at Tohoku region stores from
August 2021 and Kanto region and
Fukushima-area stores from March

2022.
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Use of Sustainable Resources and Prevention of Environmental Pollution

Product Initiatives

| Packaging Change for Famimaru Kitchen Pouch Salads =

The width of our Famimaru Kitchen pouch salads was
reduced to 115 mm from 125 mm in June 2022. This
change is expected to reduce the use of petroleum-derived
plastic by 4.2 tons annually.

—
125Smmi2 115mmi=2

| Cups for Iced Coffee from Plastic to Paper

In April 2022, Famimal!!* stores selling iced coffee are
gradually changing the serving cups from plastic to paper
and introducing strawless lids, which is expected to reduce
the amount of plastic used by six tons (compared with
February 2021-January 2022).

*A FamilyMart store brand located within office buildings
and aimed at urban workers (44 stores as of the end of
February 2022).
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Use of Sustainable Resources and Prevention of Environmental Pollution

Partial Change of Packaging Film for Hand-rolled Rice
Balls to Bio-PP =

In April 2022, some of the packaging film for hand-rolled rice
balls was changed to Bio-PP*1 film, and is being introduced
progressively in stores in the Tohoku, Kanto, Chubu, and
Hokuriku regions. Changing the packaging for all

hand-rolled rice balls to include biomaterial compounds is
expected to reduce the use of petroleum-based plastics by
approximately seven tons annually.

This effort marks the first time in Japan*2 to use bio-PP film
in a commercial product using a mass balance approach.*3
*1 A propylene material made from renewable organic
resources such as plants.

*2 According to research by ITOCHU Plastics.

*3 |n terms of the processes that take a product from raw
material through to product and distribution, a method that
mixes raw materials with a certain characteristic {e.g.,
biomass-derived raw materials) with raw materials without
that characteristic (e.g., petroleum-derived raw materials)
and assigns the characteristic to the product according to

the amount of raw material that has that characteristic.

In November 2021, we changed the main body of the soup
container to an integrated container (plastic/paper) and
changed the material and thickness of the lid, reducing
petroleum-based plastic to about 15% for each container, a

decrease of about 39 tons of plastic annually.




Use of Sustainable Resources and Prevention of Environmental Pollution

I Thinner Film for Directly-wrapped Rice Balls

LY
w——
w

From August 2021, the packaging for directly-wrapped rice balls
incorporates biomaterials and is thinner, reducing the amount of
petroleum-derived plastics by about 15% for each rice ball, a decrease of
about 70 tons annually.

A Switch to Pasta Containers with Renewable
Resource-Derived Bio-PP 3=

In June 2021, some pasta product containers were switched to Bio-PP*1
containers, which are made from renewable organic resources such as
plants. This effort marks the first time in Japan*2 to use Bio-PP filmin a
commercial product using a mass balance approach.*3 Furthermore,
renewable raw materials such as waste materials and residues in the
agricultural and food industries, as well as waste cooking oil, are used to
secure traceability from raw materials to products.

*1 A propylene material made from renewable organic resources such as
plants.

*2 According to research by ITOCHU Corporation.

*3 |n terms of the processes that take a product from raw material through
to product and distribution, a method that mixes raw materials with a
certain characteristic (e.g., biomass-derived raw materials) with raw
materials without that characteristic (e.g., petroleum-derived raw
materials) and assigns the characteristic to the product according to the
amount of raw material that has that characteristic.
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Use of Sustainable Resources and Prevention of Environmental Pollution

| Packaging Shape Change for Sandwiches =

Since April 2020, FamilyMart has been using sandwich packaging that is

12.5% thinner than conventional packaging; this thinner packaging

combined with a smaller overall package size has reduced our use of
petroleum-derived plastic for these products. From April 2022, a design
change to the package head from squared corners to a trapezoid shape : !

will reduce the amount of petroleum-based plastic by an additional 12

[ pepapt A -oRRVELSNN:
REZYF AEZHF
tons per year. Fhdniem 212nt200

Environment-Friendly Containers for All Salad
Products =

All salad containers {about 30 types) sold at FamilyMart use
environment-friendly biomass plastic. This has reduced
petroleum-based plastics by about 900 tons annually compared to

past years.

| Famima Café’s Environmental Measures

Famima Café has switched to wooden stir sticks from

plastic for its counter coffees and also uses a strawless lids ' ) o
for its iced coffee drinks. ‘
The switch to wooden stir sticks saves 0.9 grams of plastic A B == —

per stick and the strawless lids save about 0.2 grams of

plastic each. Taken together, this will result in a reduction strawless lids Wooden stirring sticks

of about 110 tons of plastic annually.
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] 100% Recycled PET Bottles

Recycled PET resins from used PET bottles are being used to create 100% recycled PET " :g
bottles {bottle-to-bottle) for our private brand Famimaru Collection products, Niigata — TR

Prefecture Tsunan Natural Water (600 mL) and Miyazaki Prefecture Kirishima Natural Water

{600 mL). The use of this recycled PET resin reduces the amount of virgin PET resin used by 1

: -.'oi", ;§;|
| s ~ Anbanh| | g |
about 780 tons annually, while the CO, emissions from production are reduced by about 750 ﬁ’i L SRS |
tons annually (compared with fiscal 2020). e 19,5 .@

| Fork Handle Change for Reduced Weight

In January 2022, we changed the design for the fork that is

usually provided to customers who purchase pasta meals

oid
or salads. A revised handle design reduced the amount of
plastic in the fork by about 8%.
Taken together with an already introduced spoon
New

designed with less plastic in the handle, the amount of

plastic is reduced by about 87 tons annually.

| Spoon Handle Design for Reduced Weight

In May 2021, we changed the design for the spoon given
thatis usually provided to customers who purchase lunch
boxes or soup. A revised handle design reduced the Oid
amount of plastic in the spoon by about 12%. This reduces
plastic usage by approximately 65 tons annually across

FamilyMart.

New




Use of Sustainable Resources and Prevention of Environmental Pollution

| Expansion of Plant-based Inks

We are gradually switching to plant-based inks such asrice ink, botanical inks and vegetable inks for printing on packages for

rice balls, hand-rolled sushi, sandwiches, breads, etc.

The use of such ink decreases petroleum use and reduces CO, emissions by about 100 tons compared to conventional printing

ink, which leads to a reduction in environmental burdens.

Store Operation Initiatives

| The BLUE Plastics Project for Plastic Resource Recycling

FamilyMart took partin the planning for Asahi Kasei Corporation’s BLUE
{Blockchain Loop to Unlock the value of the circular Economy) Plastics project to
build a digital platform to effectuate a resource-recycling society.

Although there has been progress in the reuse of plastic as resource and better use
of recycled plastic, it remains difficult for consumers to get a grasp of the recycling
chain for products with recycled plastic and to know what products include
post-collection recycled plastics.

The BLUE Plastics digital platform allows customers to understand what happens
to their used plastic bottles after collection through the use of a smartphone app.
The platform will have customers put their used plastic bottles into collection
boxes at FamilyMart stores and use the app to read the two-dimensional code
printed on the collection box. The user then registers the number of bottles placed
in the box and can check where these bottles are along the recycling chain after
collection through the traceability of blockchain technology.

We plan to conduct demonstration tests of the platform at a number of Tokyo
stores from autumn 2022 onward.

p’ T Disposal

Use

=9

Collection

Asknal | BLUE Plastics

Product

Production

()
(11}
Separation

Pelletization
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Use of Sustainable Resources and Prevention of Environmental Pollution

| Effective Use of Ocean Plastics

Some raw materials from ocean plastics are being used to manufacture the shopping baskets used at 28 stores. In addition
to customer use of these baskets, we inform customers about the reuse of such waste with in-store posters as a way to
engage in activities to raise awareness of ocean plastics, which is now a major global issue.

Note: A collaborative development with ITOCHU Corporation and TerraCycle Japan.

Stores that use shopping baskets made with a percentage of recycled ocean plastic.

From February 2021

Tsushima ltsukuhara Otebashi store, Iki Ashibe store,
Iki Gonoura Higashi store

Nagasaki Prefecture

Fukuoka Prefecture Bayside Place Store

1,
N
i

..|',||-_'[

From October 2021

Ota Minami-Magome 6-chome Store, Isuzu
Honsha-Mae Store

Harumi Center Building Store, Ministry of Economy, s = - 0
Metropolitan Tokyo Trade and Industry Store, Diamond Gate lkebukuro ﬁi{%ﬁn{ggm
Store

Ocean Plastic Basket

Palaceside Building Store, Ichibancho Store, msb
Tamachi Store

ITOCHU Building Store, Hamamatsucho Building
Store, Hamamatsucho 1-chome Store

Saitama Prefecture Saitama Kencho Store, Saitama Nishibori Store M (CEE L= SDGSEBD—EE LT,
HERICHREUEEBE S SRAFYICHE
—spEfALTLET,
Makuhari Techno Garden Store, Kaihin Makuhari :

Station North Exit Store

Chiba Prefecture

Sanjo Tsuruda Store, Sanjo Shinbo, Sanjo Chusin Store
Sanjo Tajima Store, Sanjo Senbhano Store, Sanjo Osaki
store

Sanjo Tsukanome Store, Sanjo Daikanjima Store

Niigata Prefecture

‘ Mie Prefecture Mie Kencho Store

I Recycling of Closed Store Equipment

When a store is closed, the equipment used around the counter that can be reused is serviced and recycled for use as
additional equipment for existing stores or repair replacement equipment. The equipment that cannot be reused is

disassembled and separated into devices and raw materials (iron, copper) for recycling.
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Use of Sustainable Resources and Prevention of Environmental Pollution

Closed Store Equipment Utilization

Reuse =

Closed store
Renovated store

Recycle —>

Equipment
collectionand —»
transport

Equipment
collectionand —»
transport

Servicing and
recycling

Disassembly and
separationg

Used as repair replacement
equipment at other stores

Used as additional equipment at other stores

Reused

— Recycled —> (iron frames, etc.)

’4—{ We are working to reduce the amount of equipment discarded from closed stores and to effectively use resources.

Y

I
|

| Initiative to Reduce the Use of Plastic Bags

The reduction of plastic bagsis not only a reduction of containers and packaging, but also leads to a reduction of CO,, so it

necessary to take appropriate measures considering the nature of the convenience store business. Given this situation and

the July 2020 ministerial ordinance requiring retailers to charge for plastic shopping bags, the decline rate at FamilyMart for

such bags was 76.3% remaining at high levels.

In addition to charging for plastic bags, we have also promoted awareness of plastic bags reduction by talking with

customers and putting up posters. We will continue to work on further reductions by educating and training store staff and

calling for the cooperation of our customers.

The only one in the convenience store industry

Award for Excellence in the Ministry of the
Environment Let's All Reduce Plastic Bags
Challenge

Since July 2020, we have been a registered
supporter of the Let's Reduce Plastic Bags Challenge
organized by the Ministry of the Environment, and
have promoted various initiatives to reduce plastic
bags together with our customers. In recognition of
its efforts, the company was the only one in the
convenience store industry to receive an award for

excellence in the corporate category.

@ Plastic Bag Decline Rate

76.3%

30.1%  29.1% 28.9%

30.0%

2016 2017 2018 2019 2020 2021

(Fiscal Year)
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Material Issue 2: Evolving as a Regional
Revitalization Base Close to People
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%’ Social Background and 2. Vision

Issues to Recognize

While social issues become diversified and complex, it
has become common belief on a global level that
companies, as members of society, should proactively
get involved with local communities to understand the
challenges faced by the countries or areas that the
company operates in and to contribute themselves to
solutions.

With the demographic changes seen in Japan’s
declining birthrate, aging, and declining population, we
have been facing changes of social structures such as
increasing urbanization and diversification of family
configurations.

Itis our belief that we cannot overlook these changes
as they will have a huge impact on FamilyMart’s
businesses.

Meanwhile, besides earthquakes, recent years have
also seen more frequent and severe typhoons and other
natural disasters, which require greater resiliency.

We recognize that in the event of disasters, one of our

missions is to strive to provide a stable supply of goods.

FamilyMart’s social contribution policy is to fulfill its
social role and to operate convenience stores that feel
welcoming to everyone in the community in order to
create better communities as a company that lives
hand in hand with local communities.

We aim to focus on services that can provide
convenience, and also provide new convenience as the
center of a local community while dealing with the
changes of social structures and lifestyles. We plan to
achieve this by understanding the challenges and
needs of local communities and by contributing to the
growth of local communities, remaining close to
people, and operating stores that are hubs of safety

and security for urban and suburban residents.

Specific Initiatives

Development and Revitalization of
Local Communities

Supporting the Development of
the Next Generation

Collaboration with the Government
and Municipalities

Disaster Countermeasures and Support
for Disaster-affected Areas

NGOs/NPOs Support and Cooperation »
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Material Issue 2: Evolving as a Regional Revitalization Base Close to People

Basic Approach

As a retailer that plays a role in social and lifestyle infrastructure, FamilyMart endeavors to contribute to the development of
communities and society at large through community-based management. Communities and society at large are
experiencing diversification in lifestyles, a few examples being the declining birth rate, the aging society, an increase in the
number of foreign nationals in Japan and the advancement of work style reform. The roles of retail brick-and-mortar stores
that support people's lives are becoming increasingly important.

In the event of destruction by earthquakes, torrential rain or other natural disasters, we can utilize our national supply and
distribution network as a social infrastructure function and quickly deliver material aid to disaster-affected areas. To this
end, we systematically and routinely make preparations in collaboration with the national government, local municipalities
and other companies.

Value Creation

While utilizing digital resources, we provide new discoveries and experiences to daily life through products and services in
line with community needs and thereby contribute to realizing happiness in everyday life.

Moreover, we will cooperate with local municipalities to strive for prevention of crimes and accidents, and will also continue
our ongoing efforts to contribute to the vitalization of communities through daily communication and the development of
safe and reliable communities by maintaining the stable supply of products toward early recovery at the time of natural
disaster.

Operational Structure

FamilyMart’s efforts are based on the needs of each community, centering on our stores but also utilizing the functions of
sales, product and logistics departments.

We have made agreements with local municipalities throughout the country regarding aid for disaster-affected areas in the
event of large-scale natural disasters. We also prepare support systems for emergencies in collaboration with other
companies and groups.

Furthermore, we have made comprehensive agreements with local municipalities throughout the country to cooperate for
childcare, support for the elderly, tourism, promotion, and environmental activities so that we can quickly and
appropriately handle diverse challenges facing local communities, energize those communities, and improve services
provided to the residents.

In addition, watch-over agreements are also underway for us to support activities that enable children and the elderly to live

safely and securely in their communities.
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Development and Revitalization of Local
Communities

v Initiatives as Members of Revitalization of Local Communities

v FamilyMart Children’s Cafeteria ¥ Responding to an Aging Society

¥ Creating a Safe and Secure Community

K Basic Approach

With the declining birthrate and aging population as well as urban congestion and depopulation of suburbs, the living
environment around families is rapidly changing.

Amidst of these changes, we recognize that it is important for convenience stores, being a community member of a local
community, to contribute to solving challenges and promote communication in cooperation with the residents and the
community.

We will also work toward developing an environment in which children can grow up healthy as well as enhancing support for
the elderly and building a circle of mutual support within the community by addressing “solitary dining”, a phenomenon

affecting elderly people living alone and children of dual-income families.

Initiatives as Members of Revitalization of Local Communities

| Famima Food Drive

Due to the ongoing effects of COVID-19, the number of people facing
challenges in their everyday lives is increasing nationwide. The number of
food pantry users has soared, which tells us that there are a lot of people in
need of food supportin Japan.

On the other hand, food waste that otherwise could still be eaten is as high as
1.3 billion tons per year worldwide. This amounts to one third of the entire
world’s food production.

The continuing increase of food loss, despite the fact that there are many
people in need of food support, is considered a major social issue
internationally.

One way to resolve this situation is through food drives. This activity is an
effort to facilitate the donation of food in households where it would be
wasted to regional welfare organizations and institutions. FamilyMart started
Famima Food Drive in April 2021, utilizing our stores and conducted in

cooperation with local municipalities and NPOs.
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Development and Revitalization of Local Communities

| FamilyMart Children’s Cafeteria

FamilyMart Children’s Cafeteria is an initiative to support local community revitalization by providing places where
participants can enjoy eating together and opportunities for local communication with local children and their guardians.
Some stores offer programs that combine fun dining with hands-on events, such as experiencing using a cash register and
behind-the-scenes tours of the store.

We hope that the participants will use this initiative to connect with each other in their community, as they can not only
interact with the store manager and staff of the neighboring stores through dining and events, but also the participants can
communicate with one another.

We have been receiving feedback from the participants that they have enjoyed themselves and would definitely like to take
part again. As such we have expanded the program to more stores.

As a new initiative in this world where COVID-19 is now a great concern, we have opened the Digital FamilyMart Children’s
Cafeteria program. With this program, children can participate online from home or other facilities.

Participants interacting with one Dining Children experiencing the duties of
another FamilyMart employees
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" VOICE

Children’s cafeterias have often been misunderstood as a place where children in

need of a free meal can go. However, over 70% of children’s cafeterias are operated

in a way that does not limit eligibility. With this fixed idea standing, the fact that
FamilyMart, which is familiar to many people, has opened a children’s cafeteriain
order to create connections in the community, has played a part in rectifying the
image of children’s cafeterias.

With the population in suburbs decreasing and people’s connections becoming
strained, COVID-19 made these challenges of depopulation and community
connections even worse. Now that most of the population has been vaccinated, we
are back on our feet to resume “creating a place to belong”. We expect that
FamilyMart will lead to community development where one can feel strong
connections among people.

In order to contribute to the revitalization of communities and the facilitation of

communication and solving social challenges through the use of children’s

cafeterias, we asked FamilyMart to add us, the National Children’s Cafeteria Support

Center Musubie to the FamilyMart Connecting Dreams Foundation Donation in

February 2021. We will consider ways to utilize the good will we have received

through FamilyMart so that we can achieve the shared goals of children’s cafeterias

and FamilyMart, feeling the connection of a family with others under our philosophy

of “FamilyMart, Where You Are One of the Family”. We believe that FamilyMart’s

initiative on community revitalization goes beyond the individuality of 17 SDG goals

and manifests the fundamental principles and spirit of the SDGs.

Chairperson Makoto
Yuasa, National
Children’s Cafeteria
Support Center
Musubie
{Authorized NPO)
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Responding to an Aging Society

| Famima Circle Activities

Famima Circle is a community exchange initiative that makes use of in-store
eating spaces by cooperating in problem-solving for the elderly. Elderly
customers can create connections, and police and local governments provide
workshops on matters such as avoiding bank-transfer frauds, voluntarily giving
up one’s driver’s license, and preventing senior frailty (physical and mental).
Attendees can get to know each other as well as the store manager and staff,
exchanging opinions and deepening community ties.

Given the spread of COVID-19 since 2020, these salons and in-store gatherings
where seniors gather have been held online as “Digital Famima Circle”.

Going forward, stores will continue to serve as a base in their specific
communities for providing useful information and promoting exchange among

residents.

| Utilization of Senior Staff

We have been seeing society aging, and FamilyMart is working on utilizing the
knowledge, skills, and will to work of senior citizens. At our stores, while
considering the current employment situation, we proactively recruit healthy
and energetic senior citizens so that they can put to use the wisdom and
experience they cultivated by living in the area over the years, allowing them to
continue working. The network senior citizens have with the local community
creates a strong relationship of trust between the store and customers as well
as helps the store to connect with a strong bond to the entire community

through communication.

| Dementia Support Persons

As the population ages, more people are living with dementia.

We encourage store managers, store staff, and corporate employees to
participate in dementia support training held by local municipalities as well as
regularly hold training in order to support patients and their families with a
thorough knowledge and understanding of dementia and apply this stance in
store operations.

As of June 2022, we have 4,102 or more employees certified as Dementia
Support Persons.

We will continue to hold dementia support training courses to increase the
number of those who have obtained the certification, while deepening
cooperation with local governments to contribute to the creation of a

community where people can live with peace of mind.

police officer speaking at Famima Circle

Dementia Support training
course participants in Nagano Prefecture
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Creating a Safe and Secure Community

| safety Station activities

Safety Station activities help keep neighborhoods safe, and as a member of
the Japan Franchise Association (JFA), FamilyMart has participated since
2000.

Originally started in response to an appeal from the National Police Agency,
the program brings together national and municipal organizations and
community members to prevent crime, be prepared for disasters, and ensure
safety and security routinely. Stores are a safe place for wandering senior
citizens with dementia or women and children in need, and they prohibit
sales of cigarettes and alcohol to minors and encourage late-night visitors to
return home.

In 2021, a total of 306 stores (stores in 45 prefectures) received
commendations from JFA for preventing certain types of fraud, among other
efforts.

Among the stores awarded by JFA, FamilyMart presents an appreciation
letter under the president’s name to store managers and staff who have
provided great performance that can be an example to other stores.

Stores will continue to work closely with communities to serve as safe and
secure neighborhood hubs.
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A poster to display that the store
participates in the Safety Station activities

73



Development and Revitalization of Local Communities
__________________________________________________________________________________________________________________________________________________________________________|

Response statusin 2021

Women seeking shelter 1,512 stores 2,190 times or more
Children seeking shelter 842 stores 1,212 times or more
Aid provided to the elderly 2,912 stores 5,543 times or more
Deterring communications fraud (bank transfer frauds, etc.) 4,379 stores
Encouraging juveniles to go home late at night 8,648 stores

@ Main examples of Safety Station activities

+ A customer’s actions or words felt suspicious, so | asked what was wrong and ended up protecting them from a
communications fraud.

+ | temporarily helped a woman who was troubled by a stalker.

+ | aided or reported to the police a child or lost child who came in to call for help.

+ | aided or reported (or contacted their family) an elderly person that looked like they had dementia or felt ill.

+ | responded appropriately (directed traffic, helped rescue, reported to the police, etc.) to an accident (traffic

accident, fire, etc.) that happened near the store.

Prevention of sales of alcohol or tobacco to those who are
younger than 20 years old

FamilyMart promotes the initiative to prevent the sale of alcohol or tobacco to those who are younger than 20 years old. In
July 2017, we changed the cashier program to display a message to both the store staff and customer along with a voiced
guidance when alcohol or tobacco is scanned at the cashier. This reminds the store staff and has made it easy for them to
check the customer’s age.

When we hire store staff, they are trained on how to check customers’ age before they begin working. All staff members in
every store also take a class on alcohol and tobacco sales twice a year.

In addition, store managers and supervisors ensure class completion and make sure that displays appropriately comply with
the law. They also ensure that POP displays as well as posters stating that the store checks customers’ age to prevent

alcohol and tobacco purchases for people under 20 years old are appropriately placed.

74



Development and Revitalization of Local Communities

m Checking customers’ age at stores

1. When alcohol or tobacco is scanned at a cashier, a voiced message will be played. “Please provide proof of age.”
2. Along with the voiced message, a message is displayed on the screen for both the cashier and the customer.
3. When the customer touches the screen, another voiced message will be played. “We may ask to see your identification.”
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Cashier screen {customer side) Cashier screen (store staff side)
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Disaster Countermeasures and Support for
Disaster-affected Areas

V¥ Support for Disaster-affected Areas through Fund-raising at Stores

v FamilyMart participates in the Social Emergency Management Alliance (SEMA),
Japan's first such initiative led by a corporation

v Continued Support for Disaster-affected Areas

IK Basic Approach

FamilyMart has been appointed as “Designated Public Institution” by the Prime Minister in accordance with Article 2, item
{v) of the Basic Act on Disaster Control Measures. Designated public institutions play important roles in efforts such as
drafting disaster management operation plans, preventing disasters, and carrying out response measures and recovery
efforts.

When disaster strikes, FamilyMart leverages its extensive nationwide logistics network to offer its coordinated transport
capabilities to those in need and provide emergency relief supplies. Its stores make themselves available as evacuation sites
for locals.

Should some localized supply chains be disrupted, neighboring sites will support the procurement of materials and delivery
to the stores so that they can play a role as social and life infrastructure by utilizing the nationwide logistics network.
Furthermore, we are equalizing production of ready-made meals during ordinary times so that production of products with
long shelf life and ones that can be provided with short production time will not centralized to a few particular factories.

In addition, FamilyMart has systems in place for the disaster recovery stage as well. Its employees directly visit
disaster-affected areas as relief workers and carry out recovery activities to ensure that normal life can be restored for the
people as soon as possible.

The Company has also installed small power generators at its business sites across Japan. This enables power supply to its
stores in the event of a disaster. The Company is building a system that can remain operational even during disasters,

thereby creating stores that provide strong support in the face of such challenges.

Support for Disaster-affected Areas through Fund-raising at Stores

When a massive disaster strikes in Japan or any other part of the world, FamilyMart has a system in place to switch the
fund-raising at stores to “Donations of Relief Money” to help support the disaster-affected areas.

We have contributed relief money to many disaster-affected areas with generous cooperation from our customers.
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Donations of Relief Money from 2019 to 2021

Fiscal year Campaign Amount (yen)
Donation for Typhoon No. 15in 2019 9,558,497
2019 Donation for Typhoon No. 19 in 2019 52,695,430
Donation for the fire at Shurijo Castle 9,084,197
2020 Donation for the July 2020 Torrential Rain Disaster Relief 34,795,224
Donation for disaster relief due to heavy rains since July 1, 1.040 418
2021 2021
Donation for the August 2021 Torrential Rain Disaster Relief 19,856,520

FamilyMart participates in the Social Emergency Management
Alliance (SEMA), Japan's first such initiative led by a corporation

FamilyMart agrees with the aims of the Social Emergency Management Alliance (SEMA)* and has participated since it was
originally established in August 2017. Made up of 17 private firms and 6 NPOs providing disaster relief, the alliance provides
afull range of support that includes providing the goods and services of each company in the event of large-scale natural
disasters that occur in Japan.

The alliance maintains a current list of the goods and services of each member company and group, and the list is used by
each company to prepare support packages and quickly provide them to affected regions. The alliance also seamlessly
coordinates with public agencies with the goal of reducing the burden on local governments in affected regions.

*Consists of a corporate alliance of private-sector companies and a CSO alliance of citizens’ groups. As of April 20, 2022,

members included 69 companies and six citizens’ groups.
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SEMA overview
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Continued Support for Disaster-affected Areas

FamilyMart provides various kinds of ongoing support for those affected by major disasters such as the Great East Japan
Earthquake (2011) and the Kumamoto Earthquake (2016).

| Career Support Program in Disaster-affected Areas

Since 2013, FamilyMart has worked with the US-Japan Council {a public interest incorporated foundation) to hold a
career-mentoring program for female high-school students in the Tohoku Region to help support rebuilding following the
2011 Great East Japan Earthquake. A total of 1,200 students have participated, taking their first steps as future leaders.

For the 10th anniversary of the earthquake, FamilyMart created a new program, the “TOMODACHI FamilyMart SDGs
Leadership Program in Tohoku -Beyond Tohoku to Japan, and Finally, the World-”, to foster social workers.

This program targets young people who will take action and work to solve local issues in the three most-affected Tohoku
prefectures (Fukushima, Miyagi, Iwate) as the region moves to the next steps in the rebuilding process. We provide support

for these young people in their efforts to community-build across generations and engage in community-based activities.
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TOMODACHI FamilyMart SDGs Leadership Program in “s . . l . l\

Tohoku -Beyond Tohoku to Japan, and Finally, the World-

In 2021, the program took place online
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I Local Seaweed Sales Workshops for Children

FamilyMart employees visit elementary, junior high and high schools as workshop instructors. This effort began in 2012 in
cooperation with Save the Children Japan, which supports children in disaster-affected areas, for which we held a sales
workshop at Matsusaki Junior High School in the city of Ofunato, Iwate Prefecture, a place that suffered enormous damage
from the destructive effects of the post-quake tsunami. The workshop is part of the school’s integrated studies program on
the cultivation and sale of local wakame seaweed. As the tsunami had swept away all the cultivation facilities and
painstakingly cultivated seaweed, we began the workshop in the hope of lending what support we could to students
involved in rebuilding this local industry. Employees provided instruction on various sales techniques related to greetings,
customer service and the creation of promotion materials.

Since 2012, our employees have visited schools as workshop instructors every year as our continuous initiative.

RTUT:k.C
ramil

Lecturing how to sales to students by FamilyMart employee Local seaweed sales workshop for children
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Supporting the Development of the Next Generation

v Famima Academy v FamilyMart’s Thank You Letter Contest

v Child Store Manager Initiative

IK Basic Approach

In addition to the continuing issues of declining birthrate and aging, the living environment around families is rapidly
changing, including changes such as family configuration, like the increase in double-income households. Amidst these
changes, FamilyMart proactively works to support families with children as well as to promote healthy development of
children who will inherit the future.

All through the ages, supporting the growth of children has been one of the most important agendas for a country or a local

community.
FamilyMart, along with our stores nationwide and store staff, cooperates with local communities to support the growth of

children.

Famima Academy

Famima Academy is one of our initiatives for the children who
willinherit the future. As part of the program, our employees Results infiscal 2021
visit schools to give workshops and students visit our
company to learn. Upon request, we also hold the workshop Onfige i oean Totdh petiiciognts

online. 50 1 8 Appmx.4,700

We strive to conduct fun workshops following the themes of

SDGs and career education, allowing students of all ages
{elementary to high schools) to enjoy a learning experience.
The SDG workshops serve to provide an examination of
challenges that the world faces and to give the children a
motivation to act. In these workshops, children can learn
basic knowledge of SDGs (sustainable development goals)
and FamilyMart’s initiatives on SDGs in a specific and
easy-to-learn manner. We also cover LGBTQ issues, which is

deeply related to SDGs.

In the career education workshops, our employees talk about the operations of FamilyMart and various jobs in order to
provide students an opportunity to imagine their future.

With these workshops, we help drive students to further learn and tackle challenges. By collaborating with schools to
execute this program, this initiative has become a very meaningful activity for us as well in that it leads to the improvement

of the capabilities and motivation of the employees conducting the workshops.
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Elementary Junior High High School
School Example School Example Example

Participating children work together While learning about the 17 SDG goals,  Classes were held keeping in mind the
with FamilyMart to consider questions  students are introduced to proactive connection between SDGs and society,
such as “What is an SDG?” “Why are examples of FamilyMart’senvironmental including themes such as career

SDGs important?” and “What can we do  and social activities and deepen their education for one’s own future and
together?” The goal is to have each understanding of the importance of LGBTQ matters, which have gained
child develop some awareness. SDGs. publicinterest.

FamilyMart’s Thank You Letter Contest

As a member of the communities we serve, and with the objective of contributing to sound development of local
communities and the growth of children in mind and spirit, we began holding the Thank You Letter Contest starting in 2009
for elementary school students throughout Japan. The year 2022 will mark its 14th year running.

We believe that those who have gratitude and can honestly convey that feeling in words will promote the revitalization of
communication and contribute to the sound development of local communities as builders of a sustainable society.

The way we communicate with each other is changing as emails become the central mode of communication. Expressing
the feeling of gratitude in hand-written letters enables children to think about their feeling. This not only enriches their
sensitivity, but also helps them grow into adults capable of genuine expression of gratitude. We believe that this will serve
as a foundation for communication in the future.

So far, we have received about 410,000 letters from a total of 24,000 elementary schools. In 2019, the contest received high
acclaim for its 10-year long contribution to Japanese language learning and moral education and has become a program
supported by the Ministry of Education, Culture, Sports, Science and Technology.

Additionally, prize-winning submissions from past contests are also being used as part of school curriculum, an example of
which is their inclusion in the textbook on moral education (2018 edition) by two companies.

The award ceremony for the best letter is held at the elementary school in which the winner is enrolled. Their family
members, local FamilyMart employees, and store managers and staff from the neighboring stores attend the ceremony to
celebrate the student’s award together.

Some stores post contestants’ letters at stores, introducing the local children’s activity, to contribute as an active playerin

local communication and promotion.
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Supporting the Development of the Next Generation

Child Store Manager Initiative

The Child Store Manager initiative allows children to experience the actual work of FamilyMart stores.

They get hands-on experience of handling the cash register and learning how to display products for sale in the store.

As an experiencing to learn about actual work while enjoying it, the initiative has received praise not only from children but
also their parents.

Participating children also received a Child Store Manager certificate for their efforts.

— B —— A ey
o BEEIET® 4 & el eI e = e -

Gkadcdburdd

Cash register handling experience Setting up products experience Certificated as the child store manager!
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NGOs/NPOs Support and Cooperation

v FamilyMart’s Fund-raising Results

v Initiatives that Utilize the FamilyMart Connecting Dreams Foundation Donation

IR Basic Approach

FamilyMart placed a collection box at each store and started fund-raising at stores in 1993.

To act as a bridge between customers and NGOs/NPOs engaged in social activities, we started the FamilyMart Connecting
Dreams Foundation’s in-store fund-raising campaign in 2006. The collected donations, combined with our matching
corporate donation {matching donation*), have been utilized for children and the future of the planet.

We also proactively work cooperatively with the donation beneficiary organizations to tackle support activities beyond
fund-raising.

FamilyMart has over 16,000 stores nationwide and 15 million customers visiting us per day. For a company of our size, we
consider fund-raising in stores to be an important sustainability activity to leverage our store network to play a role as
fund-raising hubs.

*Donations made by a company or other organization of a certain percentage of the total donations collected.

FamilyMart’s Fund-raising Results

Fund-raising results in fiscal 2021

Includes store donations, fund-raising reception service through multi-
copy machine, disaster relief donations, and other corporate donations

451,592,350yen
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@ FamilyMart stores across the country
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NGOs/NPOs Support and Cooperation

Initiatives that Utilize the FamilyMart Connecting Dreams
Foundation Donation

| save the Children Japan

FamilyMart has been supporting Save the Children Japan since 1993.

In addition to sending aid directly to children in need, we also use donations
to support a wide range of philanthropic efforts, including advocacy activities
{proposing policies) as well as publicity and corporate partnership activities
to enhance support for children. Additionally, we cooperatively work on
promotion of classes for middle school and high school students in Japan to
promote SDGs as relevant to them, and of childcare that protects children’s

rights.

Swimming classes to prevent water

accidents (Thailand)

Japan Association for the United Nations World Food
Programme

In solidarity with the activities United Nations World Food Programme (WFP),
which seeks to stamp out hunger around the world, FamilyMart has provided
support to the organization since 2006.

Additionally, FamilyMart is involved in the WFP’s Corporate Program as a
partner and plays a public role in society working alongside the organization.
Since 2016, we have donated a portion of the proceeds from the FamilyMart
Connecting Dreams Foundation Donation to a school feeding program run by

the national government of Myanmar.

© JAWFP
Supplying nutrient-enriched biscuits
{(Myanmar)
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| National Land Afforestation Promotion Organization

Through the Forest Class where kindergarten and nursery school children
learn the preciousness of forests and nature, the Listening and Writing
Koshien where high school students learn the wisdom and lives of masters on
the forests, seas, and rivers in Japan and give thought to a sustainable
society, and the project for the Development of Forests for the Future of
Children where children plant trees that will become the symbol of the
community and engage in Community-based woodland conservation
activities, we provide environmental education programs designed to learn
about forests at firsthand, learn from them, and protect them.

Project for the Development of Forests for
the Future of Children
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Collaboration with the Government and
Municipalities

v Comprehensive Cooperative Agreements for Regional Revitalization
v Agreements to Provide Material Support in the Event of Natural Disaster

v Watch-over Agreements
V¥ Support Agreement for Person Having Difficulty with Return at Disaster

v Agreements to Install Automated External Defibrillators (AED)

K Basic Approach

As members of many local communities, we have established comprehensive agreements to collaborate in many areas such
as caring for children, supporting senior citizens, tourism and other promotions, as well as environmental activities. The
agreements promote efforts leveraging close mutual ties and collaboration to respond promptly and appropriately to a
variety of local issues to revitalize local communities and improve services for residents.

We have established the disaster relief supply agreements with all prefectures as well as ordinance-designated cities, Japan
Self-defense Forces, hospitals, universities, and public institutions to provide supplies based on support requests in times of
disaster.

We have also established agreements with local municipalities of many prefectures, cities, wards, towns, and villages to
assist those who cannot easily return home so that we can provide tap water, toilets, and traffic information via a map and
over the radio.

In addition, we are currently working on establishing watch-over agreements to support activities that enable children and
the elderly to live safely and securely in their communities and agreements to place AEDs. As such, leveraging the expertise
and resources of local municipalities along with our own, we serve as a source of safety and security trusted by the local

community.

Comprehensive Cooperative Agreements for Regional
Revitalization

| Objective

To promote efforts leveraging close mutual ties and collaboration to respond promptly and appropriately to a variety of local

issues to improve services for residents and vibrant local communities.
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Collaboration with the Government and Municipalities

I Major Collaboration

1. Development and sales of original goods representing 6. Children and youth development
prefectural specialties 7. Supporting senior citizens and people with disabilities
2. Healthcare promotion and nutrition education 8. Recycling and environmental measure
3. Tourism information and tourism recovery 9. Other initiatives promoting the enhancement of
4. Cooperation with regional disaster prevention efforts services for residents and regional revitalization

5. Regional safety and security

| Agreements with Prefectures

Upper line: Prefectures
Lower line: Agreement date

Hokkaldo
2009/2/27

Aomorl 20101273

Aldta Iwate
201/78/5 2013/1/22

217

Nligata Fukushima
2010/5/14 2013/7/23
oyama
;200 Gunma Tochigi
2% 224 2011/ barakl

Fukul Saltama
Shimane Tottorl 20217315 3?1191 2008/71

618
_ 2009/3/23 2012/1017 Hyogo Shiga Yamarushl
amaguchi 2000/ m'?,'f:g, 2002/ T Tokyo
2013/ Hroshima Okayama  7/29 5N

nn
18 01/ 2011780

Osaka Shizuoka Kanagawa
201 | Nara 200312416 20101217
719
Wl

Okinawa m%;‘;?fu Tokishima 2010/10/26

20105112 2010/8/11

I Kagoshima Kochi 2009/7/27

Note: Area franchise companies in Miyazaki, Kagoshima and Okinawa prefectures. (Minami Kyushu FamilyMart Co.,

Ltd. and Okinawa FamilyMart Co., Ltd.)
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Collaboration with the Government and Municipalities

| List of Municipalities and Other Organizations

Kamaishi city, IWATE Pref.

Ishinomaki city, MIYAGI Pref.

Funagata-machi, Mogami-gun,
YAMAGATA Pref.

Kawauchi-mura, Futaba-gun,
FUKUSHIMA Pref.

Shiki city, SAITAMA Pref.

Toda city, SAITAMA Pref.

Fussa city, TOKYO

Hakone-machi, Ashigarashimo-gun,
KANAGAWA Pref.

As of the end of March 2022

Ogawa-mura, Kamiminochi-gun,
NAGANO Pref.

Minamiechizen-cho, Nanjo-gun,

FUKUI Pref.

Nagoya city, AICHI Pref.

Okazaki city, AICHI Pref.

Sakai city, OSAKA Pref.

Toyonaka city, OSAKA Pref.

Kobe city, HYOGO Pref.

Kochi city, KOCHI Pref.

Ozu city, EHIME Pref.

Shichikashuku-machi, Katta-gun,
MIYAGI Pref. (Miyagi consumers’
cooperative)

Asahi-mura, Higashichikuma-gun,
NAGANO Pref. (Matsumoto Highland
JA: Japan Agricultural Cooperatives)

Koubu executive committee of local
government (Kashima-cho, Matue
city, SHIMANE Pref.)

Koda-cho, Akitakata city, HIROSHI-
MA Pref, (OHARA Promotion
Association)

Miwakamachi, Miyoshi, HIROSHIMA
Pref. (KAWANISHI Autonomous
Federation)

Agreements to Provide Material Support in the Event of

| Objective

Natural Disaster

Agreements to Provide Material Support in the Event of Natural Disaster
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Collaboration with the Government and Municipalities

I Major collaboration

1. Groceries: rice balls, sandwiches, canned goods

2. Beverages: bottled water

3. Clothes: underwear, towel, work gloves, disposable diaper

4. Daily necessities: Disposable chopsticks, spoons, flashlights, batteries

The above are relief supplies that FamilyMart is capable upon request

| Agreements with Prefectures

Upper line: Prefectures
Lower line: Agreement date

Hokkaido
2013122

Aomor 2009/3/18

Akl Iwate
2007112/7  2008/9/30

Yamagata Miyagl
2008/ 2004/
6/4 a2

Niigata Fukushima
201212128 2008/7/22

Gunma Tochig
2009/ 2008/
for2s 93

Shimane Tottorl
_ 2008/6/18 2008825 Hyogo
2005/

2010/ Hieshima Okayama 1111 20107521
gasaky 2203 Fukucka == 81 20061128 20071117 Osika Shizuoka | [Kafagawa
i/ 2008/ Y
RO0T, vl e 2007 Nora 1996/4/1  2010/3/31
a2 12721 2009/
7 Kagawa 617
Miyazaki Bh 2010/6/28 Walayama
Oklnawa . 3007/522 Tokushima 2010/6/24
2010/9/7 2010/8/11

’ X E Kochl 2009/8/31

Note: Area franchise companies in Miyazaki, Kagoshima and Okinawa prefectures. (Minami Kyushu FamilyMart Co., Ltd. and
Okinawa FamilyMart Co., Ltd.)



Collaboration with the Government and Municipalities

| List of Municipal Agreements

Sendai city, MIYAGI Pref,
Chiba city, CHIBA Pref.
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