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FY2024 EARNINGS CALL (HELD ON AUG 14TH, 2024)

<BRHEDEH/SUMMARY OF Q&A SESSION>
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Q: With regard to the supply chain policy, you mentioned that category-specific review meetings will be held starting with
the 2025 SS season. | would like to know how the current production planning process will change.

A: Until now, orders from each region were consolidated at the head office, and the head office made production plans.
Now, as a result of the introduction of a globally unified core system, each region is able to obtain production and sales
data for each item. Therefore, through review meetings, the appropriateness of the settlement plan can be analyzed based
on last year's results, etc., leading to improvement of the accuracy of the plan.

However, it is also true that there is a time lag in communication between categories and regions. We believe that there is
a need to create a dashboard for this, and to structure it in such a way that it is possible to grasp the sales performance,
etc. of each region. In the future, we believe it will be possible to reflect the status of wholesale orders by region and the

status of exhibitions in each region in the planning process.
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Q: Onitsuka Tiger and Sportsstyle are characterized by a high level of fashion. We think a major management issue is how



to maintain a balance between growth in the trend toward a return to vintage and the risks associated with that growth.
A: Currently, both Onitsuka Tiger and Sportstyle are highly popular, but with distinctly different brand positioning and
strategies.

Onitsuka Tiger is positioned as a completely different brand from ASICS, and mainly sells reissued models of products from
around the 1970s at its own stores. On the other hand, Sportstyle offers reissued models of products from the 2000s to
fashion-conscious consumers, mainly in wholesale stores.

Regional strategies are also different. Onitsuka Tiger is highly popular in Japan and Southeast and south Asia, but we hope
to increase its brand presence in Europe as well: in July, it opened Hotel Onitsuka Tiger on the Champs-Elysées in Paris for
a limited time, and plans to open a flagship store there in July 2025. Sportsstyles are doing well in North America and
Europe, but have recently become increasingly popular in China as well.

Both brands have a low market share and still have room to grow, but on the other hand, there are trends that need
attention. Therefore, we will enhance its competitiveness while diversifying its product portfolio to respond to changing

trends.
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Q: What was the upswing in Mid-Term Plan 2026 that differed from expectations?

A: In recent years, the brand's strength has increased significantly due to the recognition of factors such as product
strength, safety, and the achievement of records by supported athletes, and the efforts of the C-Project in particular are
showing results. This trend has led to growth not only in Performance running, but also in both the Sportstyle and
Onitsuka Tiger categories. We believe that this is the result of the success of our strategy of focusing on profitability,

including inventory control and a focus on high value-added products.
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Q: Why did you decide to sell the cross shareholdings at this time?

A: The reason for the decision to sell the shares was that we felt that we should rebuild our shareholder structure and
welcome new investors at this time in response to changes in the investor structure (e.g., a shift to large-cap oriented
investors) due to the increase in market capitalization. In addition to approximately 100 new institutional investors, more
than 15,000 individual investors have become shareholders. We believe that the expansion of individual investors will

contribute to promoting OneASICS management and lowering the capital cost.
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Q: Please tell us the summary of the Olympics.

A: We launched C-Project in November 2019 and have focused on developing shoes, acquiring athletes, and improving
training facilities, and we achieved our goal of “winning medals” at the Olympics. Looking ahead, we will promote
innovative shoe development and work with athletes to achieve even greater heights.

In tennis, Mr. Novak Djokovic won the gold medal. This was a great achievement, with comments of gratitude to ASICS
team. We also provided shoes to skateboarder Ms. Riz Akama, who won the silver medal, and we were able to achieve
results in the recently adopted competitions.

In addition, all ASICS members in Europe watched the Olympics, helping to improve their engagement.

We believe that we were able to communicate our brand externally through the Olympic opportunity, and we will firmly

connect this movement to the next.
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Q: How does the exchange rate affect your business performance? What is the difference between the actual and planned
exchange rates?

A: The planned exchange rates are 150 yen to the dollar and 160 yen to the euro, and the average actual exchange rates
for the period from January to July are 152 yen to the dollar and 162 yen to the euro. For example, if the average exchange
rate for the remaining five months of the year is about 146 yen to the dollar, the average exchange rate for the year will be
about 150 yen, and we believe that the impact of the exchange rate can be suppressed. Therefore, the impact on business
performance will not be that great.

In addition, the company's foreign exchange purchases are not immediately affected by extreme fluctuations in foreign
exchange rates, as the company has forward exchange contracts spread over a three-year period.

As for the sensitivity to exchange rate fluctuations, a 1 yen appreciation of the yen against the dollar would decrease
annual sales by 800 million yen and operating profit by 50 million yen, while a 1 yen appreciation against the euro would
decrease sales by 1.1 billion yen and operating profit by 150 million yen. However, the January-July period has already

been included in the results, and the five months from August onward will not be affected to any great extent.



