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Company Profile: MORITO, Parts General Trading Company

MORITO CO., LTD. (Prime Market of TSE: 9837)

MORITO

Where innovation is the norm

Founded in 1908 in Osaka
Global development of small parts
indispensable to daily life

Stable performance, keeping in the
black even during economic shocks

Numerous top market shares in
Japan and around the world for
eyelets, snap fasteners,
MAGICTAPE®, and more

Sales networks in various markets,
such as apparel, sports, and
automotive
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MORITO’s Philosophy

Active and Steadfast

DESIGN YOUR BRIGHT FUTURE WITH OUR
VARIOUS PARTS.

Create MORITO’s existence value,
Realize “New MORITO Group”
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MORITO’s Tagline: “Where Innovation is the Norm”

MORITO

Where innovation is the norm

« Structural reforms from 2019 are changing the structure to one in which operating companies
operate more autonomously

» On the other hand, in order to strengthen the MORITO Group’s unity and grow together, we have
formulated a tagline that serves as a common point of recognition and renewed our corporate
logo

» Various employees patrticipated in the development of the tagline and discussed “the essence of
MORITO”

« The tagline, “Where innovation is the norm,” includes two meanings: “The value provided by the

MORITO Group,” adding innovation to the everyday to improve what is considered ordinary, and
the “attitude of MORITO employees,” to make innovation the norm
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Profile of Takaki Ichitsubo, Representative Director, CEO

[Biography]

Studied in U.K. as a student. In 1981, he joined MORITO,
which had been expanding globally since that time. From
1985, he spent 11 years posted abroad in the Netherlands,
where he acquired the ability to adapt to different cultures.

In 1996, he served as General Manager of the Company’s
Overseas Business Department, and in 2000 he was
appointed to the Board of Directors. He had consistently been
involved in the apparel business for overseas markets. In
2009, he was appointed Division Manager of Control and
Supervision Division, and in 2013, he was appointed
Representative Director, CEO of the Company.

With a strong commitment to integrity and honesty, he is
committed to the development of the MORITO Group so that Takaki Ichitsubo
its employees and their families can live in peace and security.
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Business Overview
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MORITO’s Business

A trading company with manufacturing functions based on the concept of “Connect, Fasten, Decorate.”
Starting with the mainstay products of eyelets, shoelaces, and snap fasteners that we have made since
our founding, we are also involved in the planning and development, manufacturing, procurement,
sales, and customer production follow-up of various parts across all industries, including clothing,
bags, shoes, and automobiles. We handle over 500,000 products.

Example products

0.0 4

Eyelets
*Eyelet: A metal ring attached to a hole in shoes,
clothing, etc. through which a lace or cord is threaded Snap fasteners

Shoelaces MAGICTAPE®

M O R | T O Where innovation is the norm
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Examples of Products by Business

Apparel Business

oy
Snap MAGICTAPE® Buttons
faStenersu ‘

Tape Eyelets and
; shoelaces

In-house brand products
Applications
Casual wear, sportswear, ladies’ wear,

formal wear, baby wear, medical wear,
workwear, shoes, bags, accessories

MAGICTAPE® Grease filters Insoles
Straps Skateboards, In-house
snowboards,
and surfboards brands
Applications

Insoles and shoe care products
Video equipment-related products
such as camera/PC cases and mouse pads
Braces and supports, safety products,
teaching tools and stationery
Skateboards, surfboards, etc.

Active sports products

Grease filter rental service

Transportation Business

VA

Nets

Snap MAGICTAPE®

fasteners

Trunk floor
lining

Emblems

Applications
Automotive interior components
Railway and Shinkansen interior
components
Aircraft interior components

M O R | T O Where innovation is the norm
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MORITO’s Targets

Our target is customers who demand quality of mid-high tier or higher quality, which is common to all

of our businesses.

We proactively approach customers who seek the MORITO Group’s global quality control, high value-
added products that focus on various functionality and designs, and original products that reflect

customer needs.

High

A

Apparel Baby wear, medical wear, high-class outdoor
brands, domestic and international luxury brands
Products Safety-related industries (helmets, harnesses,
etc.), active sports-related products

Transportation Japanese and European automakers

Price Middle-high

Customers seeking
a balance between
quality and price

Apparel Department store brands, working wear,
global casual wear brands

Products School supplies, products for one-coin
shops

Customers seeking low price or
less concerned about quality

Outside of the target customers
~__ that we actively approach

M O R | T O Where innovation is the norm
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Business Portfolio Characteristics

A diversified portfolio with three businesses and products for a wide range of industries. In addition

to fashion, our strength lies in industries that require functionality, such as working, medical, and
sports wear, which are not influenced by fashion trends.
— Overall performance is less likely to be influenced by the performance of a specific business,
product, or customer, and performance is stable.

4,410

24,244
17,638

19,049 18039

5,380

16,969

19,039

Transportation Business

6,152

18,456

19,335

Product Business

7,358

19,775

18,855

7,738

15,476

17,513

Trends in Net Sales by Business Segment

(Million JPY)

Apparel Business

6,463

7,622 7367 6,904
8.070 17,855

18,060 1//,856 17,405

15,642

32,547

23,205 24,226
19,923 22,795

2015

2016 2017 2018

2019 2020 2021 2022 2023 2024 2025

Transportation Business

» Automotive interior
components,

* Railway interior
components,

« Aircraft interior components,
etc.

Product Business

* Teaching tools and
stationery,

» Skateboards and
surfboards,

» Shoe care products, etc.

Apparel Business
« Fashion,

* Sports,

* Workwear, etc.
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List of Overseas Locations

Our strength lies in our ability to handle things globally, with our own bases and distributors around the world. This
allows us to handle planning, development, procurement, and production support tailored to the customer’s production

location.

Manufacturing (approx. 30% of total): The U.S., China, Vietnam
Sales (procurement: approx. 70%): China, Hong Kong, Vietham, Thailand, Myanmar, the U.S., Netherlands, India, Mexico

10

@ HEAD OFFICE
© MORITO SCOVILL HONG KONG CO., LTD.
© MORITO (SHENZHEN)CO., LTD.
@ MORITO SHANGHAI CO.,LTD.

MATEX SHANGHAI CO., LTD.

MITSUBOSHI CORPORATION SHANGHAI CO.,LTD.
© MORITO DANANG CO., LTD.

MORITO DANANG CO., LTD. HO CHI MINH BRANCH
@ MORITO TRADING (THAILAND) CO., LTD.

14

e MORITO APPAREL CO., LTD. MYANMAR REPRESENTATIVE OFFICE
o MORITO NORTH AMERICA, INC.

o MORITO NORTH AMERICA, INC. MICHIGAN BRANCH

@ MORITO(EUROPE) BV.

o MORITO(EUROPE) B.V. FRANCE REPRESENTATIVE OFFICE

@ MORITO SCOVILL AMERICAS, LLC

@ SCOVILL FASTENERS INDIA PVT. LTD

0 MORITO SCOVILL MEXICO S.A. de C.V.

Group location

Distributor
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Why Brands from Around
the World Order from MORITO

M O R | T O Where innovation is the nor m
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Competitive Advantages Supporting Growth

By focusing on niche fields, we avoid direct competition and establish unique value. Through
one-stop support from planning and development to manufacturing and service delivery, we
earn strong customer trust, raise barriers to entry, and build a solid earnings base.

Planning / Development Manufactunng Sales / Marketing Customer Manufacturing
/ Design (BtoB, BtoC) I Quality Support
Business

Model

- Our one-stop value-added business model enables us to earn exceptional customer trust and accumulate profits.
- Focus on “essential everyday,” “niche,” and “high-quality, high-performance” fields.

« Leverage the trust built through our core products to expand business opportunities across a wide range of industries.

Proposal Capabilities Product Realization and Partnership Capabilities

Strengths
Enabling Our
Business
Model

Optimization
Ability to identify trends Support from product
introduction to operation

- - . Optimal manufacturing methods
Ability to identify needs (In-house & Outsourced)

Ability to deliver added value Dptimal{g&%t;ftis?:nn"ll;acations Ensuring global quality

Source of 11 7 111 ”
Our Strengths A corporate culture that “never says no” and “encourages challenges

Maintained

. . . . e . profitability

m Established a solid, risk-diversified earnings base since our
without being drawn into price competition. founding in

1908.

M O R I T() BIEODEZIC. LS
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Why Brands from Around the World Order from MORITO

1. We have established an overwhelming recognition
regarding niche items in each industry

2. The breadth of products we handle

3. We offer manufacturing, procurement, sales, quality
control, and support on a global level

4. We offer high value-added products such as
functionality and design

M O R | T () Where innovation is the norm
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We Have Established an Overwhelming Recognition Regarding

Niche Items in Each Industry
Especially in the domestic apparel industry, MORITO has established an overwhelming level of
general and brand recognition, and is considered the utility provider that customers turn to when

they have a problem with parts.
We boast the No. 1 market share in Japan for eyelets, insoles, and more, and also have one of the

world’s leading shares in metal snap fasteners.

Worldwide Share Metal snap fasteners

No. 2

Designated supplier for national brands for baby clothes

MAGICTAPE® S!S e ImelEl ey Insoles
fasteners
Domestic Share Hook and
Surfboard blanks Car metal emblems

e 1 bars

Commercial grease filter rental service

*Based on in-house research

©2026 MORITO CO.,LTD. \ 15
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The Breadth of Products We Handle

We procure parts made of various materials such as metals, resins, and fibers in-house, and can
deliver them in combination in accordance with customer requirements. We handle not only parts, but
also semi-finished and finished products, from planning and design to sewing, eliminating the need to
procure from multiple suppliers and improving efficiency on the customer side.

(Example product) Net and resin frame attached in front of the seats on Shinkansen trains

A net made using a special knotless process. Items can be put in and taken out smoothly.
When not in use, it holds tight against the seat back. Because of the feature, passengers can
both maintain a wide sitting space and check for forgotten items. The product is supplied
together with a plastic frame around the net.

(Enlarged)
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We Offer Manufacturing, Procurement, Sales, Quality, and Support
on a Global Level

In order to accommodate quality standards that vary from region to region, we handle parts that meet quality
standards which allow them to be sold worldwide.

The Global Quality Assurance Division was established to ensure stable quality control at all times on a global scale.
In the unlikely event of issues such as product defects, staff from domestic or overseas offices directly visit

customers’ factories to provide support.

5 ‘Aq_!-:-:'t a"fte f. -L L Sl ;m:" t & At a sewing factory
L de i A R et ji’;,_,_
: ; G LR

= e The MORITO Group provides production
p“% " "Wl support to customers, including machine
- "i maintenance in accordance with the type of
- snap fasteners used and the fabric to which
they are attached.

The same measures are also taken at
overseas sewing factories to prevent
product defects.

[ '_\-\ “

[ 1 mj :

AT at
S—— N .4
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We Offer High Value-added Products Such as Functionality and Design

We develop original, value-added products that meet the needs of customers and
consumers to win over customers looking for high functionality and quality. Here are
some product lines that generate higher profit margins than standard products.

(Example products)

Product name: Raku Raku Kan®

This product combines a spring with a hook and bar closure to
be used over the zipper on bottoms for formal wear, uniforms,
etc.

When one’s waist size expands after a meal, etc., it
automatically stretches through the spring which relieves
tightness.

Product name: Tapey Snapper®

This product integrates plastic snaps into tape. .
It allows customers to eliminate the process of attaching
plastic snaps at their sewing factory. Since all they have to
do is just sew the tape onto the fabric, they don’t have to
invest in the equipment for their factories. It's popular with
baby and children’s brands because it’'s safe and secure
with little risk of falling out.

M () RIT O Where innovation is the norm ©2026 MORITO CO.,LTD. \ 18



Stainless Steel Ring Prong Snap Fastener - MORITO’s High-Value-added Products:

Product Examples

We develop original, value-added products that meet the needs of customers and
consumers to win over customers looking for high functionality and quality.

Product name: Stainless Steel Ring Prong Snap Fastener
> .

This snap fastener is perfect for medical gowns used in hospitals. The product is durable enough to
withstand strong detergents used to remove blood and other stains, and its special non-magnetizing steel
manufacturing process allows the gown to be safely used in MRI environment. In particular, since the non-

magnetizing steel manufacturing process is beyond other companies’ capabilities, this product contributes
significantly to MORITO’s medical gown market share.

M () R I T O Where innovation is the norm
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Formulation of the New Mid-term Management Plan
“ACTION 1000” for FY2027-FY2031

We formulated this on July 2026 and aim to achieve net sales of 100 billion JPY in FY2031.

A c T I O N P> Click here for more

details on
the New Mid-term
Management Plan.

“ACTION 1000” embodies our commitment to achieving net sales of 100 billion JPY
and an ROE of 12%, while embracing a “spirit of continuous challenge”
and a “determination to drive transformation.”

Net Sales Operating Profit ROE
1 00 billion JPY 6 billion JPY 1 2%
Dividend on Equity (DOE) ROIC

6% target 8%

P Click here for the vision behind the New Mid-term Management Plan.

MORITO vrmmmsnssorn camsmonrocom | 21


https://note.com/morito_official/n/n8248b52aa35c
https://en.morito.co.jp/assets/file/action1000.pdf

Positioning of ACTION 1000

Transition to a new phase of growth through proactive investments in growth and human capital.
While maintaining and expanding profitability, aim to achieve net sales of 100 billion JPY as a key

milestone toward sustainable business growth.

Strategic Investment
Phase

Implemented strategic
investments to expand our
operating areas, functions, and
businesses, while building a
global earnings base and
management structure.

FY2018.11
Actual

43.9
billion JPY

%

1.73
|II|on JP

B W Netsales [Operating profit  ROE

Structural Reform Phase

Reviewed our management structure while making proactive
investments for the future, building a lean profit structure.

FY2026.11
Forecast

hllllon JPY

7.6%

FFEIEL

Shift into a new
gear toward

Scale Growth and
Profitability Phase
Achieve both scale expansion through
transformational growth and the maintenance
and enhancement of returns.
FY2031.11 Target

growth-oriented

company.

ROE

12,

Net sales

100 binion JPY

— Operating profit

. 6 billion JPY
| (Operating profit margin:

becoming a high-

6% or higher)

>
>

»
L |

7th Mid-term
Management Plan

Business Structure
Development Phase
During the COVID-
19 Pandemic

8th Mid-term
Management Plan

+

Y

ACTION 1000
(9th Mid-term Management Plan)

M O R I T() BIEODEZIC. LS
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Growth Drivers of the New Mid-term Management Plan
“ACTION 1000”

Achieve 100 billion JPY in net sales by establishing global leadership and pursuing
the Growth Business.

8th Mid-term 10th Mid-term
Management Plan ACTION 1000 Management Plan

Net sales
100 billion JPY:

2 Pursuing the Growth

Business
Net sales

1
60 billion JPY !
Apparel Business: 52 billion JPY
1 Establishing global Product Business: 15 billion JPY

leadership in niche markets Transportation Business: 10 billion JPY

Strengthening corporate
functions

FY2026.11 FY2031.11

P-Click here for more details on the New Mid-term Management Plan.
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Positioning of the 8th Mid-term Management Plan

Period to sow seeds for further growth. The operating profit target of 3,000 million JPY has been achieved ahead of
schedule, and net sales are expected to exceed the initial target.

Revamp
Build a global earnings management Establish a lean profit structure Increase both the top 80,000
base and management structure and + line and profit margin
system sow seeds for

Aggressively invest for the future
increasing profit

Period for building a

7th Mid-term Management business structure U (AR
Plan designed to weather 8th Mid-term Management Plan
the COVID-19
pandemic
63,000
56,867
48529 48537 5,000
48478
45,987
8,333
A58 43,636 FY2026 initial target
41,388 Net sales: 60,000
40,086 40,727 2,868 million JPY
2,464 Operating profit: 3,000
million JPY
2,116 8500
1,619

1,767 1,707 1,725 | 1,734

8th Mid-term Management Plan (5 years)

Net sales

856 Operating profit

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

Target

(Million JPY)

M () R I T O Where innovation is the norm
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Progress in the 8th Mid-term Management Plan (FY2022 — FY2026)
Results of Structural Reforms Following Company Split

Significant improvement in profit structure and cash flow

Trends in Net Sales, Operating Profit, and Gross Profit Ratio

56,867
48,478 48,529 48,537
45,987 ’ ’ ! 3,333
43,943 !
40,727 43,636 2,868
2,464
2,116
1,725 1,734 1619 30.6%
29.1%
856
2619% 27:8% 27.83%
26:0%| 26:4% o589
2018 2019 2020 2021 2022 2023 2024 2025

Net sales Operating profit

Issues at the beginning of the 8th
Mid-term Management Plan

- Slowdown in operating profit growth
- Stagnation of sales expansion
- Lack of inventory and cost awareness

Cause: Lack of a healthy sense of
urgency

- Stable earnings through businesses
that complement one another

- Not enough investment in growth

- Cash-rich financial base

M O R I T () Where innovation is the norm

Gross profit ratio

»

Free cash flow

Two pillars of the 8th Mid-Term Management Plan
1. Establish a lean profit structure

Trends in Cash Flows FY2025
05,000 2 M&As

5,258

3% 3,725 4,477
2462 2,644 2,994
4399 4,620
3,614 850
2,445 2,242 715
110 (16) (401) (135) 77 638 (2,021)
(5,015)
2026 2019 2020 2021 2022 2023 2024 2025

forecast Cash flows from operating activities Cash flows from investing activities

(Million JPY)

Countermeasure: Change values and culture ingrained in employees s

— In 2022, MORITO Japan Co., Ltd. was split into three companies by business

segment.

Visualized issues in each business and reviewed unprofitable businesses

[Post-split-off initiatives]

- Higher profit margin — Reviewed sales terms and conditions as well as bonuses
- Improvement of CCC/inventory — Established a new executive evaluation system

using CCC

2. Formulate an investment strategy and aggressively invest for the future

— Increased capital investment and carried out two M&As *See p. 29 for more

information

25
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Overview of the Growth Strategy for Achieving the 8th Mid-term

Management Plan
We are evaluating and mapping each measure of the 8th Mid-term Management Plan in terms of

profitability and expected growth.

Make capital investments for kitchen

Develop new fastener materials . .
appliance-related business

Increase production in ASEAN

[ Apparel Business
[ Product Business

Focus on B2C business i .
.52 BY HIKARUMATSUMURA [ Transportation Business
-YOSOOU® . e to all busi

Locally produce apparel accessories
for local consumption

@
=
o
2
N
=2
©
o
-
(1)
=)
==
o

Work on Rideeco® and other
environmental initiatives

Increase market share for in-house
brand shoe care products (is-fit®, etc.)

New apparel businesses

Locally produce automotive interior :
8 Streamline sales routes
components for local consumption

Profitability

© 2026 MORITO CO.,LTD.
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Growth Strategy 1 [Environmental Initiatives]

Rideeco® is the MORITO Group’s initiative to develop environmentally friendly products. Made good
progress with an increase in products including fabrics and materials using discarded fishing nets
and ASUKAMI® mixed paper using sewing factory scrap. In FY2026, continued efforts have increased
contacts with non-apparel areas.New product development is also underway. We aim for net sales of
1,000 million JPY, the target of the 8th Mid-term Management Plan.

- FY2025 MURON ionr I
Environmental Initiatives  (Million JPY) 025 MURON® adoption results
Net Sales
‘ Adopted for some products in
Helly Hansen and agnés b.
collaboration collection
5,000
Adopted for some products in
Rkl Helly Hansen’s 2025
Spring/Summer Collection
1000
776 868
i Adopted for the bucket
i hats and bags for the NTT
- Pavilion at Expo 2025
2023 result 2024 result 2025 result 2026 target 2030 target {T««;‘

M () R I T 0 Where innovation is the norm © 2026 MORITO CO.,LTD.
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Growth Strategy 2 [Local Production of Apparel Accessories for
Local Consumption]

We will eliminate quality differences between regions and supply MORITO quality products from all
over the world. In response to customer needs, we will select production sites and minimize
transportation distances to achieve sustainable and efficient production and supply.

Current main sales channels for snap
fasteners Production control at each site = Quality differences

China (Shenzhen) USA (Georgia) Japan
A ¢ _ e
China (Shanghai)/ MORITO’s operating
companies in Japan

Hong Kong

N ]
Customers in Europe & the . . Customers in Japan
US/factories in Asia Customers in North America ] GVETEER

Future main sales channels for snap

fasteners
Ensure Japan quality across the globe

Maintain current scale/
enhance production

efficiency
Establish new

China Upg;i?:;znw:ng Enhance production
i efficiency across the R&D bases for
(Shenzhen) sl sptesrr  USA (Georgia) board e
$ L . ¥
China (Shanghai) ng‘é;‘i‘“’ Expand sales MORITO’s operating
/Hong Kong S channels in Latin companies in Japan
i . America and to
$ s Neecs ana 4 meet the needs of ¥
Customers in geopolitical risks North Ameri .
of Western o " m;flcan Customers in Japan
rands and overseas

Europe & the US
Factories in Asia brands

28
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Growth Strategy 3 [Transportation Business and Local Production
for Local Consumption]

In order to accommodate the global production of Japanese automakers, it is essential to procure
and supply products from locations close to the production sites.
Aggressive investment will be made to increase local suppliers and products, particularly in North

America.
[Conventionally] [Currently/In the future]
Our bases in Japan and

* Procurement of the same quality level as before

- Cost advantages and stable quality are strong in North America .
points, while transportation costs and lead time * Currently, the number of products procured in
are disadvantages Mexico is being expanded.

* Problems became apparent after the Trump Almlng to be on the same level as Japanese and

administration and the COVID-19 pandemic Chinese procurement
+ Aggressive capital investment in our North

American plant and suppliers, as well as M&A to
acquire manufacturing capabilities, are also being
considered

* Focus on training local staff for quality control

M O R | T () Where innovation is the norm © 2026 MORITO CO.,LTD. \ 29



Progress in the 8th Mid-term Management Plan: Focus on B2C Business

We have conducted B2C operations mainly in the apparel business (52 BY
HIKARUMATSUMURA and YOSOOU®) and the product business (is-fit® and ZAT®).
Since we consolidated Ms.ID in 2Q FY2025, its net sales have nearly quadrupled. Moving
forward, we aim to leverage Ms.ID’s know-how to create synergies with existing brands.

Net Sales for B2C Business (Million JPY)
Apparel Product
1,001
RADIOEVA
£+ 52 BY HIKARUMATSUMURA
48 launched Neon Genesis Evangelion
= collaboration bags and new bags co-
N created with actor Yumi Adachi.
3,050
941 Wor o - TEN., a silver accessory brand by
” 18 109 131 Ms.ID, drove sales up. Sales of the
2021 2022 2023 2024 2025 HEART COLLECTION increased after
the products were worn by a popular
l singer.
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Corporate Strategy [Capital and Financial Strategy: Overview]

This will be implemented in conjunction with sales growth in order to further improve ROE.

@ Expand business through aggressive growth investments
@ Optimize capital structure by utilizing interest-bearing debt
@ Continue shareholder return and control net assets

Target B/S structure

Current B/S Use it for future investments in
Use cash generated by N business expansion, including
improved CCC, effective use Cash and Liabilities M&A
and sale of assets, etc. for deposits

o Interest-
Liabilities bearing debt Higher

Cash and e

deposits Interest- % price
bearing debt

‘ Assets

investment

Q
Assets 2 S
5 S,
&% 55
Net assets =3 Net assets 8 a3
o @ SIS
= ~+ [©]
(o) =}
=)

Basic Dividend Policy: Payout ratio 50%, DOE 4.0% standard
Implement flexible share repurchases and appropriate cancellation of shares

» Details of the 8th Mid-term Management Plan can be found here

31
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Investment Strategy

Continued to invest for future growth to improve ROE, including the purchase of land for the

expansion of our factory in Vietham.

Growth investment

New product development
expenses

Initiatives to reduce environmental
impact

Capital investment

Strengthening B2C

Building data infrastructure and
enhancing Bl functions

Investing in human capital

M&A

Shareholder returns

Total investment for Major developments in FY2024 and

FY2024 - FY2026

500 million
JPY

500 million :
JPY ’

600 million &
JPY

300 million
JPY :

500 million
JPY .

100 million B
JPY

5,000 million [

6,000 million |

FY2025

- Held a solo exhibition to boost sales to high-end apparel

brands

Improved efficiency of plating process at our plant in the U.S.
Developed and expanded sales of sustainable products

+ Made capital investment in our plants in the U.S. and Vietham.

Established an in-house service center and bolstered
equipment for kitchen appliance-related services

- Worked on advertising and promotion of 52 BY

HIKARUMATSUMURA and YOSOOU
Strengthened lineup of existing B2C products

- Worked on planning and development of D2C business

- Built data infrastructure and enhanced Bl functions

Use of Al

Worked on initiatives aimed at improving employee
engagement

* Acquired Ms.ID and MITSUBOSHI CORPORATION

The number of deals is increasing, and we will continue
to actively look into future deals.

Paid dividends and bought back shares based on our
basic policy

Result:
1,850

million JPY

Result:
5,440

million JPY

Result:
6,280

million JPY

M O R I T 0 Where innovation is the norm
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Investment Strategy [M&A]

We are proactively considering M&A with policies 1 through 3 as basic requirements.

Acquired in 2014: GSG FASTENERS, LLC
(now MORITO SCOVILL AMERICAS,LLC)

Increasing global share

MORITOSCOVILL Affiliate for apparel, footwear, and bag materials

Acquired in 2025:
MITSUBOSHI CORPORATION

Acquired in 2014: Expanding manufacturing functions CO_1TD.
MATEX INC. Manufacturer of resins, metals, and fibers for automobile MITSUBOSHI
interior components and apparel materials CORPORATION
'AA' [ X

Acquired in 2024:

Priority Strengthening B2C business Ms.ID Inc.
High-end brand offering high addeq_ value such as functionality, design, M |D
durability, etc. S. \
) Acquired in 2018:
Enterlng a new market MANEUVERLINE INC.
Residential space, healthcare, and service .
companies Maneuverline,Inc.
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Investment Strategy [M&A] Results

Aiming to strengthen our B2C business and increase our global market share, two M&As were

executed during the 8th Mid-term Management Plan.

Ms.ID

Ms. ID\

An apparel and accessory brand specializing
in e-commerce. In addition to improving
profitability, we expect to create synergies by
utilizing Ms.ID’s marketing know-how for our
existing B2C brands while at the same time
switching to MORITO procurement for
materials.

In addition, we are aiming to leverage the
MORITO Group’s global network to expand the
Ms.ID brand overseas.

(Ms.ID FY8/2024, C.T.A.CO., LTD. FY12/2023, simple combined
results)

Net assets 1,475 million JPY
2,467 million JPY
3,893 million JPY

442 million JPY

Total assets
Net sales
Operating profit

MITSUBOSHI CORPORATION

MITSUBOSH
CORPORATION

Mainly runs the sales business of a full line of
clothing materials primarily for the workwear
and uniform industries.

In addition to clothing parts, they sell
packaged clothing materials, including fabrics,
threads, labels, and tags, to apparel
manufacturers.

We plan to expand the scale of sales by
acquiring MITSUBOSHI’s sales methodologies
and product know-how and combining them
with the MORITO Group’s global network.

(Results for the year ended March 31, 2024)

Net assets 2,262 million JPY

Total assets 5,335 million JPY

Net sales 7,462 million JPY
Operating profit 66 million JPY

M O R | T 0 Where innovation is the norm
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Shareholder Returns

M O R | T () Where innovation is the nor m

35



Basic Dividend Policy

We regard returning profits to shareholders as one of the most important management issues,
and determine the amount of dividends based on the following policy, taking into consideration

investment projects and financial conditions (net assets, etc.).

Realize stable and Dividend payout Standard of a
' ratio of 50% or more dividend on equity
continuous in relation to profit (DOE) ratio of 4.0%
- - attributable to owners of A
dividend payments parent is the standard one Cboanssiso)IICIateCI

*In a fiscal year with a significant fluctuation in after-tax profit
attributable to owners of parent due to special factors such as

Continue to consider buying back shares whenever
necessary and canceling them appropriately e el i L L e

36
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Trends of Dividend, Dividend Payout Ratio & DOE

The annual dividend is expected to increase by 2 JPY from the previous fiscal year, meaning dividends

will have been up for six consecutive years since FY2020.

We adopted a revised basic dividend policy in FY2023
70.0
60.0
Annual Ordinary  50.0 g
Dividend (JPY) m o
g 0
Net income 40.0 o ﬁ
(100 million JPY) 9
30.0 b
20.0
10.0
0.0
2020 2021 2022 2023 2024 2025 £ oz
orecast
Net income (100 million JPY ) 4.7 14.0 16.7 22.1 25.7 29.1 30.0
Annual dividend per share (JPY) 180 260 320 550 630 700 720
Interim dividend per share (JPY) 13.25 9.0 13.5 27.0 29.0 33.0 36.0
Year-end dividend per share(JPY) 4.75 17.0 18.5 28.0 34.0 37.0 36.0
Dividend payout ratio (%) 104.8 50.6 51.4 66.2 64.9 62.6 6l1.4
DOE(%) 1.5 2.2 2.4 3.9 4.3 4.6 4.6
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Revision to the Basic Dividend Policy (Effective from FY2027)

A revision to the basic dividend policy was approved as part of the capital policy under the new

Mid-term Management Plan.

Current Policy

* Realize stable and continuous dividend
payments

* DOE standard of 4.0%

+ Dividend payout ratio of 50% or more

+ Continue to consider buying back shares
whenever necessary and canceling them

appropriately ‘

FY2027 Onward

Maintain stable and continuous
dividends and pursue a progressive

dividend policy
+ DOE standard of 5.0%
Target DOE of 6.0% by FY2031
» Dividend payout ratio of 50% or more
+ Continue to consider buying back shares
whenever necessary and canceling them
appropriately

*In a fiscal year with a significant fluctuation in after-tax
profit attributable to owners of parent due to special factors
such as extraordinary income or losses, the dividend
amount will be determined in consideration of the
corresponding impact.

Annual Dividend per
Share (JPY) DOE (%)

After revision to the
Basic Dividend Policy

6.0
5.0
46 4.6
4.3
3.9
700 720 Toward_
2.4 63.0 Progressive
55.0 Dividends and a
DOE of 6.0% by
32.0 FY2031
S R P SR R S R S
o 2026

Forecast

* The annual dividend and DOE from FY2027 onward are shown for illustrative
purposes only and do not represent actual figures.

MORITO weemosnireron
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Decision on Matters Concerning Share Repurchase

On July 14, 2026, the Board of Directors resolved the following matters concerning the
repurchase of shares.

Reason for share repurchase

We will buy back shares to implement our flexible capital policy aligned with changes in
the business environment (i.e., improve ROE through the control of net assets) and as
part of our shareholder return policy.

Details of matters concerning share repurchase

Total number of shares 300,000 shares (maximum)
to be repurchased Ratio to total shares issued (excluding treasury shares): 1.2%

Total share repurchase
cost

Repurchase period July 16, 2026, to January 12, 2027

600 million JPY (maximum)

(Reference) Treasury stock holdings as of July 10, 2026

Total number of shares issued (excluding treasury shares): 25,312,791
Number of treasury shares: 1,487,209

MORITO vrmmmsnssorn omswormocoum. | 39



Record of Repurchase of Treasury Shares

From FY2019 to FY2026 we repurchased the following shares and also cancelled treasury shares in FY2022 and FY2025.

Acquisition period

Acquisition method

Number of shares to be
acquired

Total amount acquired

March 1, 2019 —
May 24, 2019

Purchase on the Tokyo
Stock Exchange

183,900 shares

151,148,800 JPY

September 1, 2021 —
August 31, 2022

Purchase on the Tokyo
Stock Exchange

700,000 shares

512,924,000 JPY

March 1, 2023 —
January 31, 2024

Purchase on the Tokyo
Stock Exchange

500,000 shares

595,224,000 JPY

March 1, 2024 —
January 14, 2025

Purchase on the Tokyo
Stock Exchange

500,000 shares

728,440,500 JPY

January 15, 2025 —
January 14, 2026

Purchase on the Tokyo
Stock Exchange

800,000 shares

1,277,666,700 JPY

January 15, 2026 —
July 10, 2026

Purchase on the Tokyo
Stock Exchange

600,000 shares

1,120,852,300 JPY

July 16, 2026~
January 12, 2027 (planned)

Purchase on the Tokyo
Stock Exchange

300,000 shares

600,000,000 JPY

M ORITO srozac.wma
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FY2025 Summary of Financial Results

(FYI) A
(Million JPY) 2023 2024 2025 Increase/ | Percentage
Decrease change
Net sales 48,529 48,537 56,867 +8,330 +17.2%
Gross profit 13,265 14,138 17,387 +3,249 +23.0%
(%) (27.3%) (29.1%) (30.6%)
Cost 10,801 11,269 14,053 +2,784 +24.7%
(%) (22.3%) (23.2%) (24.7%)
Operating profit 2,464 2,868 3,333 +464 +16.2%
(%) (5.1%) (5.9%) (5.9%)
Ordinary profit 2,771 3,003 3,624 +621 +20.7%
(%) (5.7%) (6.2%) (6.4%)
Net income 2,217 2,572 2,916 +344 +13.4%
(%) (4.6%) (5.3%) (5.1%)

*FY2025 results include Ms.ID’s 9-month results and MITSUBOSHI CORPORATION’s 6-month results.

M O R I T O Where innovation is the norm
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Trends in Net Sales & Gross Profit Ratio

Structural reforms since 2019 have changed sales staff’s awareness of profit. Contributing to the
improvement of gross profit ratio.

[ 4Q Total Net Sales —a— Gross Profit Ratio

(Million JPY)
30.6%
29.1%
V4 o
0 9 0 2 A
Z
5 7

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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FY2025 Balance Sheet

We have a stable financial base. Moving forward, we will consider utilizing interest-bearing debt for
growth investments.

(Million JPY)
2024 2025 2024 2025
Assets Liabilities
L 10,217
Current liabilities 8,886 (+1.330)
Current assets 32,049 31,001 Fixed liabilities 4,313 (51"%?)
+ il
(1.049) 15,666
Total liabilities 13,200 (+2’:465)
Net assets
Sharehc_)Iders’ 33.129 33,221
Fixed assets 20,427 24,497 equity ’ (+92)
(+4,070) comprahanaive Incoms 6,147 6;?412
Total net assets 39,276 39,832
55,498 (+556)
Total assets 52,476 Total liabilities 52 476 55,498
(+3,022) and net assets ’ (+3,022)
Equity ratio for FY2025 : 71.8%
(FY2024 : 74.8%)
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FY2025 Sales Composition by Region & Business

The percentage for Japan in the Apparel Business increased due to the consolidation of
Ms.ID and MITSUBOSHI CORPORATION and the recovery of the domestic apparel market.
The Transportation Business remained strong in North America but was significantly

affected by the withdrawal of some businesses in Europe and a decline in China.

2024 2025
Asia Asia
13% T Europe & 7% T Europe &
Japan the U.S. . the U.S.
. 22% Asia 239
Asia 65% ! Japan 4% o 70% = Japan
4% — 49% 60%
Transportation Transportation
14% 11%
Apparel
PP Product Apparel
50%
Product Japari 57%
- 0,
36% Asia 28% 96%

Japan

the U.S. Europe &

23%, the U.S.

18%
*FY2025 net sales for the apparel business in Asia and Europe & the U.S., for the product business in Asia, and for the
transportation business in Europe & the U.S. include "other revenue" stated in Financial Results (Segment Information, etc.).
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(FYI) FY2025 Net Sales and Operating Profit Composition by Business and

Region

In presenting segment profit, businesses related to products that have been added to the MORITO
Group through acquisitions or other means are classified as Product . Specific company names for

Product M are listed on the next page.

*The composition is based on figures before the elimination of intercompany transactions and goodwill amortization, and it may

differ from other disclosed documents.

Transportation
18% oesesrasns

Net Sales and Operating Profit Composition by Business

Composition by —-—

Operating Profit Composition by Region and Business

10%
Product
™ 9% .
i 16% Net Sales
Business
Operating Profit ——
% o Composition by
20% Business
21%.,
Product

Asia Europe &
35% the U.S.
Transportation \ / 15%
Afb ____ Japan
9% 50%
Product Japan
) 91%
Asia
19%
Japan
819
% Asia
Europe 219,
Product & the
u.s.
11%

Apparel

Japan
68%
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Group Companies by Segment

MORITO APPAREL MORITO JAPAN MORITO AUTO-PARTS
_§ MATEX
9 Ms.ID ACE INDUSTRIAL MACHINERY
MITSUBOSHI CORPORATION MANEUVERLINE
HISANAGA SEISAKUSHO
*CANVAS was absorbed and merged into MANEUVERLINE on April 1, 2026
MORITO SCOVILL HONG KONG
MORITO SHANGHAI
MORITO TRADING (THAILAND)
> MORITO (SHENZHEN)
o MORITO DANANG
SCOVILL FASTENERS INDIA
MATEX SHANGHAI
MITSUBOSHI CORPORATION SHANGHAI
o m MORITO (EUROPE)
® 3 MORITO SCOVILL MEXICO
SE’ MORITO SCOVILL AMERICAS MORITO NORTH AMERICA
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External Environmental Business Risks

Our business domains and sales regions are diversified, and our sales composition is about 6:4
(imports:exports), so we are well hedged against risk.

1. Warm winters
Sales of products sold in winter, such as winter outerwear, snowboards, and insoles for protection

against the cold, may be affected.

2. Soaring brass material prices

Price fluctuations in brass material (an alloy of copper and zinc), the raw material for our mainstay
products, such as eyelets and snap fasteners, may affect Group companies (in the U.S., China, and
Vietnam) that manufacture said products.

3. Slowdown in societal consumption as a whole
Demand stagnation — Sales may be affected by customer inventory adjustments, etc.

4. Exchange rates
Natural hedging is in place due to our sales composition of imports:exports = approx. 6:4.
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FY2026 Full-Year Forecast

Considering external environmental risks, especially in apparel and transportation, the sales target of
60,000 million JPY for the 8th Mid-term Management Plan should be achieved.
MITSUBOSHI CORPORATION aims to improve operating profit by reviewing expenses.

(Million JPY)
FY2025 results | FY2026 forecast g‘:;f:::é YIY
Net sales 56,867 63,000 +6,133 +10.8%
Operating profit 3,333 3,500 +167 +5.0%
(%) 5.9% 5.6%
Ordinary profit 3,624 3,700 +76 +2.1%
(%) 6.4% 5.9%
Net income 2,916 3,000 +84 +2.9%
(%) 5.1% 4.8%
*FY2025 results include Ms.ID’s 9-month results and MITSUBOSHI CORPORATION's 6-month results.

M O R I T O Where innovation is the norm

© 2026 MORITO CO.,LTD.

49



FY2026 Full-Year External Environment Outlook

Despite stagnation in the women’s apparel market and a slowdown in the transportation business, we
expect a positive effect from the consolidation of the two acquired companies for the full year as well as
robust sales of workwear accessories in Japan and strong performance of the kitchen appliance-related
services business.

- Increase in demand for sports-related products due to the holding of major sporting events, etc.
- Increase in demand for materials for workwear in Japan

- Expected opening of new locations of TEN. operated by Ms.ID

- Ongoing development of new environmentally friendly products

- Full-year consolidation of Ms.ID and MITSUBOSHI CORPORATION

Opportu
nities

Apparel Business

- Stagnation in the women’s apparel market

- Stagnant sales of winter apparel due to a warm winter

Risks - Reduced production of American brands due to uncertainty about consumption in the U.S.
caused by U.S. trade policy

- Uncertainty of demand from inbound tourists

- Positive outlook for game-related products
Opportu - The Winter Olympics, the boom in ski resorts, and a recovery in snowboarding-related products
nities from the previous year

Product Business - Continued demand for kitchen appliance-related services

- Sluggish active-sports-related markets due to high prices and inventory adjustments by volume
Risks retailers
- Procurement uncertainty due to strained relations with China

- Increased inquiries through the Mexico office

or?i't)ic:z:u - Establishment of an organizational structure for winning contracts from Japanese automakers
Transportation for domestic production
Business - Tough market due to slumping sales of Japanese automakers in China
Risks - Decrease in orders due to changes in specifications by automakers as well as the impact of

U.S. trade policy

M O R I T () Where innovation is the norm © 2026 MORITO CO.,LTD.



Group Company: ACE INDUSTRIAL MACHINERY CO., LTD.

(Product Business)

The company provides rental services for grease filters used in commercial kitchen exhaust ducts
and has one of the highest market shares in Japan. It provides filter exchange, delivery, and cleaning
services across Japan.

The company also offers kitchen exhaust hood cleaning services, helping restaurant operators realize
a comfortable working environment and mitigate the risk of fire.

- ==+ Areas where grease filters are installed
Exhaust duct

- l
1 f :
i A Fire damper
—’ Filter housing (V-bank)
L Oil hose /HQ@' - <
——————— 19 99
&, ) Oil cup f . Filter

Grease filters
A grease filter is installed at the inlet of
the exhaust path in restaurant kitchens.
It reduces grease build-up in the ducts
and the risk of fire.

In-house service center facilities
Filters are changed at restaurants,
supermarkets, convenience stores, food
factories, etc., and cleaned at in-house
service centers. Capital investment will
be used to promote the automation of
cleaning.
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Group Company: MATEX INC. (Apparel Business)

MATEX’s main business is printing. In addition to providing general commercial printing services,

the company delivers packaged apparel materials, including labels and tags to be attached to

finished products, worldwide. RFID tags are aimed at being sold to various brands. Currently, MATEX
is also working on industry-academia collaboration projects using the recycled paper ASUKAMI®.

S Unnecessary paper, fabric
W "‘j and scraps leftover from

| P i
; __,x .:. ‘: - ,})’ the production process,
N & 4 collected clothes, etc.

] 1
L] s X
Y | 2 Tl "N
W ,! _
Utilized once more X
as paper products!
A\ T
Ty, 25

Original recycled paper is produced by pulverizing waste materials
at pharmaceutical companies and mixing them with other pulverized
materials in the papermaking process

AT

Py » ulverized RV Waste is collected and sorted.
1',,1 E Paper | "N <
f’ » _,,:;,L? >

RFID Tags

Hotel amenities
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Group Company:
MORITO SCOVILL AMERICAS, LLC (Apparel Business)

Acquired through M&A in 2014. A manufacturing plant in Georgia, U.S. with over 220 years of history.

The company is essential in the production of jeans buttons and rivets, as well as electrocardiogram patches,
snap fasteners for medical gowns and workwear, and more. We are aiming to further improve production
efficiency through capital investment.

M O R | T 0 Where innovation is the norm © 2026 MORITO CO.,LTD. \ 53



Group Company:
MANEUVERLINE INC. (Product Business)

Imports and sells skateboards, surfboards, snowboards, and other active sports-related products.
The company handles a number of brands professional athletes use. Serving as an agency,
MANEUVERLINE designs and develops products originating in Japan, and sells products fitted with
MORITO Group parts to create a synergistic effect.

[Examples of products handled]
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Group Company: Ms.ID INC. (Apparel Business)

Apparel brands focused around EC. Has strengths in EC-specific marketing know-how, with a total of

more than 910,000 followers on social networking sites.

Itis a women’s apparel brand specializing in
EC, with high customer recognition. Offering a
good balance between design and price range,
the brand has a customer base with a wide-age
range, spanning from 20 to early 40s.

SELECTMOCA

With its simple yet organic design and high-
purity silver materials, this accessory brand is

| 6M popular among fashion-conscious customers for
. everyday use.

Itis a knitwear brand originating in Paris and

handled by famous stores in European
C.T. plage countries.

It features products made of high-end

materials offered at affordable prices.

Business other brands.

EC Platform Utilizing its expertise in EC sales, the company is entrusted with EC sales for

M O R | T O Where innovation is the norm
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Group Company:
MITSUBOSHI CORPORATION CO., LTD. (Apparel Business)

MITSUBOSHI CORPORATION mainly runs the sales business of a full line of clothing materials
primarily for the workwear and uniform industries. We plan to expand the scale of sales by acquiring
MITSUBOSHI’s sales methodologies and product know-how and combining them with the MORITO
Group’s global network.

)

4

/\/\ITSU BOSI_“ Generally, Japanese apparel makers require customers to
purchase fabrics, threads, labels, tags, etc. as a set in addition to
CORPORA‘HON clothing parts. MITSUBOSHI CORPORATION sells sets to
manufacturers of workwear, uniforms, etc. based in Hiroshima

and Okayama.

B 4
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Disclaimer

This handout has been prepared only for information purposes and is not intended to solicit
investment.

Although this handout is made with extreme care, its completeness cannot be guaranteed.

We assume no responsibility whatsoever for any damages resulting from the contents.

The financial results forecasts and forward-looking statements in this presentation are made
with information known as of the day of presentation and contain some potential risks and
uncertainties.

Therefore, please be aware that the content of the forecasts may differ significantly from

actual results, due to various factors such as changes in the business environment.

Contact 4-2-4, Minami Honmachi, Chuo-ku, Osaka 541-0054
MORITO CO., LTD. Japan
Investor Relations/Public Relations Department E-mail : ir@morito.co.jp
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