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| Financial Highlights (Apr - Dec) Q3 FY2025

(9 PALTAC

Net Sales

¥911.00n

Change in YoY Q3

+¥ 28.00bn +3.2%)

Operating Profit

¥22.4bn

Change in YoY Q3

+ ¥ O.4bn +2.1%)

[YoY] Both net sales and operating profit exceeded previous fiscal year

Increase in demands for products related to outdoor movement and inbound tourism

Executing sales growth strategies such as strengthening to offer new products

Price-led sales growth, driven by price hike and strong sales of high-value added products

Increase in gross profit from sales expansion and decrease in SG&A expenses ratio, due to the control of variable expenses

and effects of fixed expenses absorption



| YoY (Apr - Dec)

Growth in both sales and profits due to successful profit measures and
strengthening sales activity

¥ billion

(ratio of net sales: %)

Net Sales

Gross Profit

SG&A Expenses

Operating Profit

Ordinary Profit

Profit

Q3 FY2024
Results

883.0

66.3
(7.52)
44 .4
(5.03)
21.9
(2.49)
24.6
(2.79)
17.1
(1.94)

Q3 FY2025
Results

911.0

68.0
(7.47)
45.5
(5.00)
22.4
(2.46)
25.4
(2.79)

18.2
(2.01)

Difference

+28.0

+1.6
(-0.05)
+1.1
(-0.03)
+0.4
(-0.03)
+0.7
(0.00)
+1.1
(+0.07)

Difference
rate

+3.2%

+2.5%

+2.6%

+2.1%

+3.1%

+6.6%

(9 PALTAC

Net Sales
* Increase in demands for products related to

outdoor movement and inbound tourism

» Growth in sales of high-value added products and

new handling products

« Consumers restraint to purchase certain products,

such as supplements

Gross Profit

» Successful gross profit measures with a focus on

sales expansion

» Decline in gross profit margin due to the increase

of center fee and the cost of contracted logistics

* The initial costs accompanying the start of food

logistics( - ¥ 0.24bn - 0.02%)

SG&A Expenses

* Absorption of fixed expenses due to sales

expansion

» Despite unit price increases in both personnel

and delivery expenses, SG&A expenses ratio
was lower than the previous year



| YoY (Oct - Dec) ¢ PALTAC

Operating profit exceeded the previous year, due to an increase in gross profit,
mainly driven by sales growth and decline in SG&A expenses ratio by the
Improvement activities

¥ billion Q1 | Q2 Q3
(FEtlo @F met salzes Yo FY2024 FY2025 Difference ~ FY2024 FY2025 Difference FY2024 FY2025 Difference
+9.3 +7.6 +11.0
Net Sales 293.5 302.9 289.9 297.5 299.6 310.6
[+3.2%] [+2.6%] [+3.7%]
. 21.7 22.3 +0.6 21.6 21.8 +0.2 23.0 23.8 +0.7
Gross Profit
(7.39) (7.38) (-0.01) (7.46) (7.34) (-0.12) (7.69) (7.67) (-0.02)
14.7 14.9 +0.1 14.8 15.2 +0.4 14.8 15.3 +0.5
SG&A Expenses
(5.02) (4.93) (-0.09) (5.12) (5.14) (+0.02) (4.96) (4.95) (-0.01)
| . 6.9 7.4 +0.4 6.7 6.5 0.2 8.1 8.4 +0.2
Operating Profit
(2.38) (2.45) (+0.07) (2.34) (2.20) (-0.14) (2.74) 2.72) (-0.02)
| | 7.8 8.3 +0.4 7.7 7.8 +0.1 9.0 9.2 +0.1
Ordinary Profit
(2.67) (2.74) (+0.07) (2.68) (2.65) (-0.03) (3.02) (2.97) (-0.05)
Brofit 55 6.0 +0.5 53 5.8 +0.4 6.2 6.3 +0.1
rofti
(1.88) (2.01) (+0.13) (1.85) (1.96) (+0.11) (2.09) (2.06) (-0.03)




| Market Environment (9 PALTAC

Positive Negative
I ) factors ! ) factors

3 o o1 2

Growth in demand for products of cosmetics, :
OTC pharmaceuticals due to increase in outdoor movements Growth of demand has slowed after a year since COVID-19 was reclassified to class 5
Breaking + Increase in inbound demand ' , N
through (cosmetics, OTC pharmaceuticals) Growth of demand has slowed after a year since COVID-19 was reclassified to class 5
from the :
era of + Decline in demand for the hygiene products ‘
COVID-19 (face masks and disinfectant) Decline in demand has continued after a year since COVID-19 was reclassified to class 5
» Drop due to a reaction to the special
demand for the antigen test kit (OTC) in the
L ) fiscal year ended March 2023
Soaring « Trend for consumers, becoming more money-saving mindset has taken roots (selective consumption)/ Sales volume tends to decline >
prices . . o - . .
q - Increase in the selling unit prices of products due to price hike and growth in sales of high-value added products
-
. + Strong demand for summer seasonal products due to the lingering
cli « Weak demand for hand warmers due to Strcc)jng demarrlld for summer seasonal summer heat (insecticide and seasonal cosmetics etc.)
Imate the warm winter pro UC,tS. as the temperature rose. + Strong demand for hand warmers due to the temperature drop in late
(insecticide and seasonal cosmetics etc.) November
\




| Net Sales

(9 PALTAC

Accurmuiated Net sales exceeded the previous year due to successful sales growth strategies in response to environmental changes, such as an increase in outdoor movement,
Total growing inbound demand, and diversifying consumer needs ( YoY + ¥ 28.0 bn +3.2%)
Factors in YoY increase in net sales: Growth in demand for products related to consumers to going out / Increase in inbound tourism consumption / Strong demand for

summer seasonal products such as insecticides and seasonal cosmetics due to intense heat and lingering summer heat /
Strengthening procurement of the new products / Increase in the selling unit prices of products due to price hike and growth in sales of
high-value added products

Factors in YoY decrease in net sales : Decrease in demand for products related to COVID-19 / Consumer restraint to purchase certain products, such as supplements

Increase in demand for medicine related to cold due to outbreak of infectious diseases (e.g. flu) / Strong sales of summer seasonal products due to record high temperatures

- Trends in the first half (above mentioned) has continued. Sales activities adapted to the changes in demand have worked successfully ( YoY + ¥ 11.0 bn +3.7%)
Q3

in October / Increase in the number of operating days by one compared to the previous fiscal year

- Accumulated Total (Apr - Dec) -

I Net Sales (¥ bn)

O VoY (%)
+
.7 +4.1
==
848.1 683.0
FY2023 FY2024

FY2025

- Quarterly Results -

+8.4

310.6
293.2 293.5 289.9 299.6 302.9 297.5

276.2 278.6 255.9 268.9

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3

FY2023 FY2024 FY2025



| Sales Composition by Product Category

(¥bn)

848.1

190.9

380.7

107.0

157.3

12.0

- Accumulated Total (Apr - Dec) -

0
883.0 YoY Accumulated Total (Apr - Dec)

Cosmetics

215.5 +¥83bn/+4.0%

2072 Composition ratio : 23.7 % (+ 0.2 %)

Daily necessities

+¥200bn/+52%
Composition ratio : 44.3% (+ 0.8 %)

384.3 _
OTC pharmaceuticals

-¥16bn/-1.4%
Composition ratio : 12.5% (- 0.5 %)

Health and sanitary related products

+¥06bn/+04%
Composition ratio : 17.8% (- 0.5 %)

115.2

161.2
Others

+¥0.7bn/+4.7%
Compositionratio: 1.7% ( = 0.0 %)

14.9

FY2023 FY2024 FY2025

(¥bn)

(9 PALTAC

- Quarterly Results -

299.6 302.9
278.6
276.2 268.9
255.9 69.2 72.8
65.4 69.4 g4
626 628
64.0
60.9
130.4
30 B 130.1 1237 136.7
127.8 ' 116.0
110.3
354 391 36.4 387 400 36.2
32.4 334 35.5
496 53.7 940 479 528 541 542 .9, 523
3.5 35 4.8 3.3 4.5 4.6 5.6 4.0 4.7
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

FY2023 FY2024

310.6

YoY Q3 (Oct - Dec)
71.6

710 Cosmetics

+¥23bn/+34%
Composition ratio : 23.1% ( = 0.0 %)

Daily necessities

+¥7.4bn/+57%

Composition ratio : 44.4% (+0.9%)
129.7

OTC pharmaceuticals

-¥0.6bn/-1.7%
Composition ratio : 12.7 % (- 0.7 %)

Health and sanitary related products

+¥13bn/+2.4%
Composition ratio : 17.9% (- 0.2 %))

380 EEE

540 [EEE
Others

+¥05bn/+10.5%

46 W¥H Composition ratio : 2.0 % (+ 0.1 %)

Q2 03

FY2025



| Sales Composition by Customer Category

(¥bn)

848.1

531.0

68.4
63.3

69.9

40.9
30.6
43.8

- Accumulated Total (Apr - Dec) -

883.0

556.8

74.3

69.9

67.8

40.5
30.2
43.3

911.0

582.5

FY2023 FY2024 FY2025

YoY Accumulated Total (Apr - Dec)

Drugstores
+¥256bn/+4.6%
Composition ratio : 63.9 % (+ 0.8 %)

Discount Stores

+¥9.0bn/+122%
Composition ratio : 9.2 % (+ 0.8 %)

Convenience Stores

+¥3.1bn/+45%
Composition ratio : 8.0 % (+ 0.1 %)

Home Center

-¥12bn/-19%
Composition ratio: 7.3% (-0.4 %)

Super Market
+¥04bn/+12%
Composition ratio : 4.5 % (- 0.1 %)

*

GMS

+¥12bn/+4.1%
Composition ratio : 3.5% (+ 0.1 %)

Others

-¥10.3bn/-23.9%
Composition ratio : 3.6 % (-1.3 %)

* GMS stands for General Merchandising Store

(¥bn)
293.2
276.2 2786
182.7
1743 1738
178 222 232
247 224 228
136 134 138
9.9 10.0 10.6
133 146 158
QL Q2 Q3
FY2023

255.9

160.8

22.1
18.0

19.8

12.3
9.1
13.6

Q4

293.5

183.6

24.1

23.3

23.3

13.6
9.8
15.3

Q1

- Quarterly Results -

299.6
288.9
189.9
183.1
243 259
227 238
219 225
134 134
9.6 [106
146 13.2
Q2 Q3
FY2024

268.9

171.0

24.2

21.3

19.3

12.1
9.0
11.7

Q4

302.9
297.5
1936 189.4
26,5 27.2
225 248
239 214
13.6 13.5
10.3 10.1
12.3 108
Q1 Q2
FY2025

310.6

199.4

Q3

(9 PALTAC

YoY Q3 (Oct - Dec)

Drugstores
+¥94bn/+50%
Composition ratio : 64.2 % (+ 0.8 %)

Discount Stores

+¥37bn/+14.6%
Composition ratio : 9.6 % ( + 0.9% )

Convenience Stores

+¥18bn/+78%
Composition ratio : 8.3 % (+ 0.4 %)

Home Center

-¥1.2bn/-56%
Composition ratio : 6.8 % (- 0.7 %)

Super Market
+¥03bn/+29%
Composition ratio : 4.4 % (- 0.1 %)

*

GMS

+¥02bn/+25%
Compositionratio : 3.5% (- 0.1 %)

Others

-¥34bn/-26.2%
Composition ratio : 3.2% (- 1.2 %)

10



| Gross Profit ¢ PALTAC

Accumulated Although the amount exceeded the previous year due to sales growth and higher-margin control, the margin was below the previous year due to the initial
Total costs accompanying the start of food logistics, intensified price competition in the wholesale industry and price hikes

(YoY +¥ 1.6 bn GPM - 0.05% )

Factors in YoY improving : Securing amount of gross profits due to sales expansion / Strengthening the sales of high-value added products with high gross profit margin
(includes new handling products)

Factors in YoY worsening : Increase in center fees (expanded sales for customers that required to pay center fees and soaring fuel price etc.) / Decline in sales of the
hygiene products with relatively high gross profit margin / Initial costs accompanying the start of food logistics ( - ¥ 0.24 bn)

(*Excluding initial costs accompanying the start of food logistics : YoY+ ¥ 1.8 bn GPM - 0.03%) / Increase in the cost of contracted logistics due to
rising logistics costs (delivery and personal cost etc.)

Maintained same level of gross profit margin as previous year, even in the circumstances that made it hard to secure profit (YoY + ¥ 0.7 bn GPM - 0.02%)

Reduced worsening gross profit margin due to the higher-margin control and strengthening the sales of high-value added products (include new products) in the
circumstances of continuous center fee increases

- Accumulated Total (Apr - Dec) - - Quarterly Results -

I Gross Profit (¥ bn) YoY + ¥1.6bn (GPM -0.05%) YoY + ¥0.7bn ( GPM - 0.02%)
=Om GPM (%) Excluding initial costs accompanying the start of food logistics: : '
Yoy +¥1.8bn GPM-0.03 % ' v
. 7.49
243 7.52 7.47 7.26 739 146 743 L0 734
C 3.0 23.8
68.0 :
63.0 66.3 21.9 217 216 223 918
20.7
20.2
19.3 19.9
FY2023 FY2024 FY2025 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3

FY2023 FY2024 FY2025

11



Accumulated
Total

H l
w

SG&A Expenses (9 PALTAC

Improved SG&A expenses ratio thanks to improving activities and fixed-expense absorption effect, despite increase in SG&A expenses due to an increase in
investment in human capital (YoY + ¥ 1.1 bn SG&A expenses ratio - 0.03 %)

Factors in YoY increase in SG&A expenses : Investment in human capital (Securing human capital, wage hikes) / Increase in repair expenses for distribution center

for the long-term use
Factors in YoY improvement in SG&A expenses ratio: Fixed-expenses absorption effect due to the sales expansion / Controlled delivery expenses ratio even in an
environment of rising delivery expenses (YoY delivery expenses ratio = 0.00 %)

Although SG & A expenses increased due to the rise in delivery expenses and repair expenses, SG&A expenses ratio improved, thanks to fixed-expense
absorption effect. (YoY + ¥ 0.5 bn SG&A expenses ratio - 0.01%)

- Accumulated Total (Apr - Dec) - - Quarterly Results -

(ﬁ SG&A expenses ratio (% )

YoY + ¥ 0. A tio - 0.01%
YoY + ¥ 1.1 bn (SG&A expenses ratio - 0.03%) © 0.5bn (SG&A expenses ratio - 0.01%)

v 5.48 5.49

FY2023

5.03 5.00 YoY Accumulated Total 517 °31 5.05 502 5.12 4.96 , 493 514 4.95 YoY Q3
O —_— -O (Apr - Dec) O/O\O/)\)’O\O/C\D/O\O (Oct - Dec)

| Personnel expenses

15.3 Personnel expenses
44.4 +¥0.6bn (-0.01%) 142 147 148 L, 147 148 148 147 149 152 +¥0.1bn (-0.02%)
Delivery expenses 20 BB Delivery expenses
20 +¥0.3bn ( = 0.00%) 65 65 66 ., 67 68 69 71 69 [ : +¥0.1bn (+0.02%)
00 Depreciation - 20 _ Depreciation
: -¥0.1bn (- 0.03%) 30 % 1l 27 30 30 30 28 30 3 -¥0.0bn (- 0.02%)
3.1 10 10 mol 10 10 10 MmOl 10 10 10
116 Others 36 40 39 37 39 38 38 37 38 41 Others
+¥0.3bn (£ 0.00%) +¥0.2bn  (+0.03%)
FY2024 FY2025 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
FY2023 FY2024 FY2025

12



| Operating Profit

(¥bn)

+2.1

21.9

Increase in
gross profit
due to
sales
expansion

FY2024
Operating
Profit

- Accumulated Total (Apr - Dec) -

-0.4

Decrease
in gross
profit
margin

0.6 Il o
Increase in 03 Decrease in 03

personnel depreciation
expenses |ncrease

in delivery
expenses

22.4

Increase
in other
expenses

FY2025
Operating
Profit

(¥bn)

+0.8

8.1

Increase in
gross profit
due to
sales
expansion

Q3 FY2024
Operating
Profit

(9 PALTAC

- Quarterly Results -

L]
0.0 00
Decrease -0.1 . - 8.4
in aross - -0.1 Decreasein
gf'o Increase I depreciation -() 2
pro 't. personnel Increase .
margin - expenses  in delivery Increase
expenses in other
expenses
Q3 FY2025
Operating
Profit

13



| Operating Profit ¢ PALTAC

Although the amount exceeded the previous year, the margin was below the previous year due to a decline in the gross profit
b margin ( YoY + ¥ 0.4 bn OPM -0.03 %)

As well as accumulated total, although the amount exceeded the previous year, the margin was below the previous year due
to adecline in the gross profit margin( YoY + ¥ 0.2 bn OPM - 0.02 % )

- Accumulated Total (Apr - Dec) - - Quarterly Results -
I operating profit (¥ bn ) ) o
—Om 0PV (%) YOY +¥ 0.4 bn (OPM -0.03%) YoY + ¥ 0.2 bn (OPM - 0.02%)
Excluding initial costs accompanying i ,
the start of food logistics (+ ¥ 0.7 bn/ OPM + 0.00% ) ' v
T ; 2.74 2.72
2.49 2.46
225 -~~~ :
219 22.4
19.1
FY2023 FY2024 FY2025 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3

FY2023 FY2024 FY2025

14
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Forecasts (No revision to the forecasts most recently announced)

(9 PALTAC

We expect to continue to face challenging business circumstances, including price hikes and sharp rise of logistics costs due to

labor shortage

FY2025 is the first year of the new medium-term management plan, “Constructing the foundation for transformation through

structural reform”

For the new value creation, we aim to steadily increase both sales and profits in order to secure adequate capital

¥ billion
(ratio of net sales: %)

FY2024

Results

FY2025
Plan

Difference

Difference
rate

Net Sales

Gross Profit

SG&A Expenses

Operating Profit

Ordinary Profit

Profit

Earnings per share (¥)

1,151.9

86.3
(7.50)
59.1
(5.14)
27.1
(2.36)
30.5
(2.65)
20.6
(1.79)

328.40

1,190.0

88.7
(7.45)
60.7
(5.10)
28.0
(2.35)
31.7
(2.66)
22.0
(1.85)

350.06

+38.0

+2.3
(-0.05)
+1.5
(-0.04)
+0.8
(-0.01)
+1.1
(+0.01)
+1.3
(+0.06)

+21.66

+3.3%

+2.7%

+2.6%

+3.0%

+3.8%

+6.6%

+6.6%

Net Sales

Strengthening the lineup of new products to
meet the diversifying consumer needs
Strengthening prompt and effective
proposals of sales promotion by leveraging
our various promotion systems

Gross Profit

Increase in center fees to sales ratio
(Impact of soaring prices and rising delivery
expenses, etc.)

Initial costs accompanying the start of

food logistics (Total : ¥ 0.22 bn)

SG&A Expenses

Effect of fixed expenses absorption with
expanding sales

Investment in human capital (securing
human capital / wage hikes)

Increase in delivery expenses per unit

16
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(9 PALTAC

I Initiatives towards achieving our medium-term management plan

Wholesalers
in the same

=B industry .=%

Delivery Delivery

Enhance delivery improvements

» Developing a delivery network that responds to driver shortage by
promoting cooperation and various improvements

» Enhancing the effects of measures by further expanding cooperation _
network beyond the competitive relations and industrial boundaries companies

XA

» Realizing efficient and sustainable logistics by cooperation with delivery company and retailer

Delivery

MUy Ccompanies

Jointly received the category award “Logistics DX and Standardization Award” of the

“Green Logistics Partnership Excellent Business Award”
(Sagawa Express Co.,Ltd. X YAKUODO Co., Ltd. X PALTAC CORPORATION)

Point1  Optimized number of vehicles through demand forecasting and Al for Reduction of CO2 by :
efficient delivery and loading Reducing the number of

Point2  Improved loading efficiency and delivery distances by using relay points and trucks and driving distance
combining food and non-food items in mixed loads

*For more detail, please refer to the website for release data of December 24, 2024 “Jointly received the category award “Logistics DX and Standardization Award” of the
“Green Logistics Partnership Excellent Business Award” in Japanese (URL : https://www.paltac.co.jp/tomorrow/news.html)

18


https://www.paltac.co.jp/tomorrow/news.html

I Initiatives towards achieving our medium-term management plan (® PALTAC

Expansion of the value creation area

in the logistics
Beginning collaboration in logistics with Mitsubishi Shokuhin

~ Collaboration beyond industries = toward realizing sustainable logistics ~

_ - _ Started concrete discussions and consideration
Collaborative use of logistics resources to integrate ;
supply chains and distribution networks on the cooperative use of each asset and
know-how cultivated by both companies in the
" E@ industry of food products and daily necessities

A
1 Cosmetics

s ooty o~ < Themes for discussion and consideration >

g .

| @3 I gg ,@ @ Use of existing Effective use of empty capacity in the
SR L s logistics bases existing base of both companies
| delivery network 2 (9512: ents H 11
e ‘ 5 e Improvement of delivery efficiency by

@ Promotion of joint

delivery joint delivery of empty and unloaded

s

g delivery vehicles
- - ® Consideration of  Consideration of new supply chain models
e prermaceaticel joint distribution  and optimal warehouse management
centers systems
For sustainable logistics to deliver everyday @ Joint research on anstruction of data Iinkage_ infrastr_ucture
consumer goods that enrich people's lives logistics DX Joint development of material handling

equipment and systems for the future

* For more detail, please refer to the website for release data of January 21, 2025 “PALTAC and Mitsubishi Shokuhin to Begin Collaboration in
Logistics” in Japanese (URL : https://www.paltac.co.jp/tomorrow/news.html)

19


https://www.paltac.co.jp/tomorrow/news.html

I Initiatives towards achieving our medium-term management plan (® PALTAC

Sustainability
(aim to reduce CO2 emissions)

Test operation of EV(Electric Vehicles) Installation photovoltaic systems
< Scopel > < Scopez2 >
To reduce CO2 emissions from corporate vehicles, Started operating on the rooftop of FDC Hiroshima
introduced an EV on atrial basis, in addition to (Hiroshima City) in December 2024

SWItChmg_ to hyb”d vehl.cles and mlmvehICIe < Expected 30% annual reduction in CO2 emissions at FDC Hiroshima >
( environmentally friendly vehicles ) ( *Comparison with previous period emissions of FDC Hiroshima )

e [

20
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(9 PALTAC

| Sales Composition by Product Category (Quarterly) Fv2025

FY2025

¥ billion

Net Sales

Cosmetics

Daily necessities

OTC pharmaceuticals

Health and sanitary
related products

Others

302.9

72.8

136.7

36.2

52.3

4.7

All rights reserved, Copyright 2025 PALTAC CORPORATION

+9.3
[+3.2%]
+3.4
[+4.9%)]
+6.6
[+5.1%]
-0.2
[-0.6%]
-0.5
[-1.0%]
+0.1
[+2.5%]

297.5

71.0

129.7

38.0

54.0

4.6

+7.6
[+2.6%]
+2.5
[+3.8%]
+5.9
[+4.8%]
-0.7
[-1.9%]
-0.1
[-0.4%]
-0.0
[-0.0%]

310.6

71.6

137.9

39.3

55.5

6.2

+11.0
[+3.7%]
+2.3
[+3.4%]
+7.4
[+5.7%]
-0.6
[-1.7%]
+1.3
[+2.4%]
+0.5
[+10.5%]

22



| Sales Composition by Customer Category (Quarterly) ~v2025

¥ billion

FY2025

(9 PALTAC

Net Sales

Drugstores

Discount Stores

Convenience Stores

Home Center

Super Market

GMS *

Others

* GMS stands for General Merchandising Store

All rights reserved, Copyright 2025 PALTAC CORPORATION

302.9

193.6

26.5

22.5

23.9

13.6

10.3

12.3

+9.3
[+3.2%]
+9.9
[+5.4%]
+2.3
[+9.9%]
-0.8
[-3.7%]
+0.5
[+2.3%]
-0.0
[-0.2%]
+0.4
[+4.9%]
-3.0
[-19.8%]

297.5

189.4

27.2

24.8

21.4

13.5

10.1

10.8

+7.6
[+2.6%]
+6.3
[+3.5%]
+2.9
[+12.0%]
+2.1
[+9.6%]
-0.5
[-2.5%)]
+0.1
[+0.9%]
+0.4
[+5.0%]
-3.8
[-26.2%]

310.6

199.4

29.7

25.6

21.2

13.7

10.9

9.8

+11.0
[+3.7%]
+9.4
[+5.0%]
+3.7
[+14.6%]
+1.8
[+7.8%)]
-1.2
[-5.6%]
+0.3
[+2.9%]
+0.2
[+2.5%]
-3.4
[-26.2%]

23



| Forecasts 1st Half / 2nd Half ~v2025

¥ billion

(ratio of net sales: %)

Net Sales

Gross Profit

SG&A
Expenses

Operating Profit

Ordinary Profit

Profit

Total

1,190.0

88.7
(7.45)
60.7
(5.10)
28.0
(2.35)
31.7
(2.66)
22.0
(1.85)

All rights reserved, Copyright 2025 PALTAC CORPORATION

Difference

+38.0

+2.3
(-0.05)
+1.5
(-0.04)
+0.8
(-0.01)
+1.1
(+0.01)
+1.3
(+0.06)

Difference rate

+3.3%

+2.7%

+2.6%

+3.0%

+3.8%

+6.6%

1st Half

604.0

44.4
(7.35)
30.5
(5.05)
13.9
(2.30)
16.1
(2.67)
11.2
(1.85)

FY2025 Plan
YoY

Difference

+20.5

+1.0
(-0.08)
+0.9
(-0.02)
+0.1
(-0.06)
+0.4
(-0.01)
+0.3
(-0.02)

Difference rate

+3.5%

+2.5%

+3.2%

+1.0%

+3.1%

+2.8%

2nd Half

586.0

44.3
(7.56)
30.2
(5.15)
14.1
(2.41)
15.6
(2.66)
10.8
(1.84)

Difference

+17.4

+1.2
(-0.01)
+0.5
(-0.06)
+0.6
(+0.05)
+0.6
(+0.03)
+1.0
(+0.13)

(9 PALTAC

Difference rate

+3.1%

+3.0%

+1.9%

+5.2%

+4.5%

+10.8%
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Note Concerning
Forward-Looking Statements

Information in this document presented by PALTAC CORPORATION ( the “Company”)
contains forward-looking statements regarding the Company. Other than historical
facts, these forecasts and strategies are prepared under certain assumptions and
iInclude certain risks and uncertainties. As such, please be forewarned that actual
results may not necessarily match these forecasts due to a variety of changes in the
business environment and others causes.

Please also note that even in cases where it might be desirable for the forecast
information to be updated or revised due to new information, future events or other
items. The Company is not obliged and does not have a policy of updating this
document and information to the most recent.

Furthermore, this report is an English translation of the original, which was prepared in
Japanese. In the event of any discrepancies between the Japanese original and the
English translation, the Japanese original shall prevail.



	スライド 1
	スライド 2
	スライド 3
	スライド 4: Financial Highlights (Apr - Dec) Q3 FY2025 
	スライド 5: YoY (Apr - Dec) Q3 FY2025
	スライド 6: YoY (Oct - Dec) Q3 FY2025
	スライド 7: Market Environment Q3 FY2025
	スライド 8: Net Sales YoY Q3 FY2025
	スライド 9: Sales Composition by Product Category YoY Q3 FY2025
	スライド 10: Sales Composition by Customer Category YoY Q3 FY2025
	スライド 11: Gross Profit YoY Q3 FY2025
	スライド 12: SG&A Expenses YoY Q3 FY2025 
	スライド 13: Operating Profit YoY Q3 FY2025
	スライド 14: Operating Profit YoY Q3 FY2025
	スライド 15
	スライド 16: Forecasts (No revision to the forecasts most recently announced) FY2025
	スライド 17
	スライド 18
	スライド 19
	スライド 20
	スライド 21
	スライド 22: Sales Composition by Product Category (Quarterly) FY2025
	スライド 23: Sales Composition by Customer Category (Quarterly) FY2025
	スライド 24: Forecasts 1st Half / 2nd Half FY2025
	スライド 25

