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;b: Summary

- Consolidated net sales and operating profit for the first half of FY3/2026 exceeded the forecasts
announced in August, with both reaching record highs

= Collaboration initiatives with Expo 2025 Osaka Kansai and other high brand value partners drove
domestic performance growth

- Revised full-year forecasts upward in light of strong first-half results

Summary
for
1H of
FY 3/2026

Forecasts
for
FY3/2026

Sales: 87.6 billion yen (up 39.6% YoY)
Operating profit: 39.1 billion yen (up 66.1% YoY)
Adjusted operating profit: 37.1 billion yen (up 49.9% YoY)

Adjusted operating profit for the first half exceeded the full-year forecast announced on August 8, 2025, reaching 37.1
billion yen, up 49.9% year on year. The increase was driven by stronger-than-expected sales in the Product Sales and
Licensing in Japan businesses, as well as lower-than-expected SG&A expenses.

The domestic Product Sales and Licensing businesses benefited not only from collaborations related to Expo 2025
Osaka Kansai, but also from ongoing target-client strategies, including collaboration initiatives with major licensees
and the rollout of multiple characters. The domestic Product Sales and Theme Park businesses saw year-on-year
increases in customer traffic and average spending per person, driven mainly by the roll out of limited-edition series
and seasonal campaigns.

China continued to drive growth in the overseas Licensing business, with multi-character strategies progressing in the
country. Globally, continued promotion of Sanrio characters using digital tools led to expansion in product categories
and lineups, as well as increased use of multiple characters. In North America, net sales increased year on year due to
ongoing strong momentum, despite market concerns over tariff impacts; however, adjusted operating profit declined
due to higher SG&A expenses mainly stemming from increased marketing investments.

Sales: 184.3 billion yen (up 27.2 % YoY)
Operating profit: 70.2 billion yen (up 35.5 % YoY)
Adjusted operating profit: 69.6 billion yen (up 25.1 % YoY)

Operating profit forecast revised upward from 67.3 to 70.2 billion yen, reflecting strong first-half performance against
August forecasts, projected continued domestic performance following Expo 2025 Osaka Kansai, a higher SG&A
budget for the second half, and potential downside impact from U.S. tariff policies

Raised the annual dividend to 62 yen (Interim: 31 yen; year-end: 31 yen).

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
“Adjusted Operating Profit* refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends between the parent company and its

overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
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;k: Consolidated Financial Results Trend (Sales, OP, Adjusted OP)

Sales and Adjusted operating profit both reaching record highs for quarterly

performance
[JPY: Million]
m Sales mOperating Profit = Adjusted Operating Profit
4167 43,007 44,578
: 40,118
33,895
28,495 27 556 28,911
23,614
20,315 17,195 20,198 19,003
17,502 8,126 18.985
13,676
11,096 12,845 13,675
7.342 8,341 10,746 10,712
5,964 7 342 8 082 6,438
5 964 5 562
Q1 Q4 Q1
FY3/2024 FY3/2025 FY3/2026

Notes: Figures are rounded down to the nearest one million yen.
“Adjusted Operating Profit“ refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends between the parent company
and its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
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Contribution Profit Trend

Expansion in Japan and Chinese markets drove overall growth of the Group.

11,096
2,876
8,341
7,342 2,378 6,438
5,964 > 500 U 3,863
1,830 2,532
3,239
2706 2,998
(118) (40) (137) =) (102)
Q1 Q2 Q3 Q4 Q1
FY3/2024

Notes: Figures are rounded down to the nearest one million yen.

17,195
13,676 3,914
15
3,658
5,339
5,044
718 922
(142)
Q2 Q3
FY3/2025

19,003
18,126 £
3,822
6,639
13,675
154
1273
3,653 8,085
6,757

1,534 m 1,622

Q4 Q1 Q2

FY3/2026

[JPY: Million]

Adjustments
Japan
Asia
Americas

m Europe

Overseas subsidiaries pay fees proportional to their royalty income to the Japanese parent company, the copyright holder, as cost of sales, which is recorded as sales by the parent company. In order to
see the actual amount of value created by Overseas Business, Sanrio uses “contribution profit,” which is calculated by adding the amount of royalty payments to the HQ to the operating profit of overseas

subsidiaries, as an indicator unique to Sanrio.

Beginning Q2 FY3/2026, contribution profit in the financial results materials is presented net of consolidation adjustments related to differences in fiscal periods. Past figures are retrospectively restated.
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Consolidated Financial Results for Full Year

[JPY: Million]
Sales 62,807 87,676 +24,869 +39.6%
Gross Profit 48,365 70,461 +22,095 +45.7%

Gross Profit Margin 77.0% 80.4% 3.4pt -
EBITDA 24,647 40,456 +15,808 +64.1%

EBITDA Margin 39.2% 46.1% 6.9pt -
Adjusted Operating Profit 24,773 37,129 +12,356 +49.9%
Operating Profit 23,591 39,183 +15,591 +66.1%

OP Margin 37.6% 44.7% 7.1pt -
Ordinary Profit 24,196 39,715 +15,518 +64.1%
Net Profit attributable to 19.076 27,518 +8,442 +44.3%

owners of parent

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
“Adjusted Operating Profit* refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends between the parent company
and its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
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Segment 1H FY3/2025

Sales
Japan
Europe
Americas
Asia
Adjustment

Royalty
Japan
Europe
Americas
Asia
Adjustment (11,435)

Adjusted Operating Profit
Japan
Europe
Americas
Asia
Adjustment (1,

Contribution Profit
Japan
Europe
Americas
Asia

Adjustment

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
“Adjusted Operating Profit refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends between the parent company
and its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
Contrlbutlon profit = Operatlng proflt + Royalty payment to the HQ, on the other hand, Japan calculates by deducting royalty income from overseas reglons

id dj

[JPY: Million]
YoY YoY%
+24,869 +39.6%
+16,791 +33.1%
+2,619 +128.3%
+1,744 +16.5%
+8,628 +63.2%
(4,914) -
+13,978 +47.5%
+7,789 +38.3%
+2,590 +135.4%
+1,572 +16.6%
+4,798 +52.5%
(2,772) -
+12,356 +49.9%
+8,846 +53.3%
+771 +173.1%
(218) (5.1%)
+3,536 +79.0%
(579) -
+12,356 +49.9%
+3,927 +60.1%
+2,136 +215.1%
+419 +5.0%
+5,934 +66.6%
(62) -




Sales and profit increased in Product Sales and Licensing in Japan, driven by the rollout of products in the Sanrio
Original Series and the success of collaboration initiatives with Expo 2025 Osaka Kansai and other high brand

value partners

Sanrio Company (HQ)
Product Sales
License Business

Global Business
Other

Adjustment (HQ cost center
expenses, etc.)

Sanrio Entertainment
Sanrio Puroland
Harmonyland
Other

Subtotal

Adjustment (Intra-segment)

Total

Adjustment (Inter-segment)

Sales to customers

Sales Adjusted Operating Profit [JPY: Million]
1H FY3/2025 1H FY3/2026 YoY YoY% 1H FY3/2025 1H FY3/2026 YoY YoY%
+16,109 +37.6% +8,223 +59.3%
+8,418 +37.9% +3,422 +107.9%
+5,181 +58.7% +5,071 +69.2%
+2,515 +21.4% +2,414 +21.3%
(6) = (572) i
- - (1,747) -
+1,504 +18.7% +335 +21.3%
+1,146 +17.4% +216 +14.3%
+357 +24.5% +118 +196.7%
(892) (63.7%) (227) (109.4%)
+16,720 +32.0% +8,331 +53.2%
+70 - +515 +55.5%
+16,791 +33.1% +8,846 +53.3%
(3,269) -
+13,521 +34.9%

- The Product Sales business achieved growth in average spending per person and number of visitors, driven by successful operational improvements at
existing stores, stronger coordination with e-commerce, and the rollout of Sanrio Original Products like Tanned Hello Kitty and Friends.
- A collaboration product line featuring Chiikawa, a popular character that originated on social media, also contributed significantly. Wholesale also contributed
to performance, as enhanced distribution networks and optimized product offerings drove sales growth among new customers.
- Strong performance in the Licensing business was supported by the collaboration between Hello Kitty, a special supporter of the Expo 2025 Osaka Kansai,

Sanrio
Company

which further enhanced brand value.
- Global Business was supported by increased royalty income, particularly from Europe and Asia.
- Significant revenue growth in all businesses, including the Product Sales and License Business, led to profitability, despite higher SG&A expenses increased
stemming from personnel expansion and related expenses.

and the official Expo character Myaku-Myaku which generated a strong positive response. Other factors that contributed to performance include the
continued implementation of target-client strategies that strengthened relationships with key partners, and merchandise licensing featuring a broad range of
characters. Performance in Japan significantly exceeded the prior-year level, mainly supported by the nationwide Hello Kitty Exhibition and other initiatives,

- Sanrio Puroland recorded higher sales as both number of visitors and average spending per person increased, supported by 10 additional operating days

Sanrio compared to the previous year and event-linked initiatives (e.g., parades) that helped attract more visitors.
Entertainment - Achieved record-high performance, as strong sales of limited-edition in-park merchandise and food and beverages lifted average spending per person,
offsetting higher SG&A expenses from increased staffing and repair costs.

Notes: Figures are rounded down to the nearest million yen. Percentages are rounded to the nearest tenth of a percent.
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[Sales] [PY: Milion]
1,376
857 3,484
1,161 3,911 3,607
2,884 338
2,596
8.270 9,954 11,423
Q1 Q2 Q3
FY3/2024

[Adjusted Operating Profit]

607
450 %87
3,410
2,435 2,926
1,426 1,559 1,844
(433) (436) (818)
Q1 Q2 Q3

FY3/2024

904
3,844

4,564

10,161

[JPY: Million]

482

4,381

1,275
(1,088)

Q4

1,186
3,408

5,219

9,884

Q1

544

5,014

(525)

Q1

427
4,637

6,530

378
4,337

6,538

Q2
FY3/2025
1,020
1,031
6,283
6,300

(829)

Q2

2,893

(919)

Q3

FY3/2025

275
5,369
465 2o
4,169 S 1
: 7,584
6,701
7,802

14,765

Q2
FY3/2026

1,123

789

393

7,254

6,471

7,558

3,336 3,258

(1,195) (796)

2,642

(1,307)

Q4 Q1 Q2
FY3/2026

Notes: Figures are rounded down to the nearest one million yen. “Other” includes domestic subsidiaries and new businesses. Figures exclude adjustments.
“Adjusted Operating Profit“ refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends
between the parent company and its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.

Quarterly Trend by Segment: Japan (Sales and Adjusted OP)

Other

Sanrio Entertainment
Global Business
License Business

= Product Sales

Other

Sanrio Entertainment
Global Business
License Business

m Product Sales
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.+ . -+ Details by Segment: Japan (Product sales

Sales to Japanese customers outpaced those to inbound tourists, leading to a lower
current ratio of inbound sales
[ Ratio of inbound sales to total sales (%) ]

37.9% 39.5% 39.0% 36.9% 37.6%
) ) ] ] I I I . . )
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
FY3/2024 FY3/2025 FY3/2026

The number of buying customers and average spending per person increased, driven
by operational improvements (e.g., increasing checkout counters) and the rollout of

limited-edition products

mmmm Number of buying customers (Thousand people)

Spending per person (Yen) ) 368 2479 2,535 2,723 2,693 2,661 2,634
2,082 2,224 ’ 2265
2,351 2,362 2,299 2527
1,889 2,001 2,076 2,105 2,051 2,120 I I I I
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
FY3/2024 FY3/2025 FY3/2026

Notes: The inbound sales figures were counted from a total of existing stores (directly managed stores and consignment stores) out of stores in Japan (excluding directly managed stores in department
stores, etc.) until FY3/2024. However, from FY3/2025 onward, the numbers of directly managed stores and consignment stores include all stores. The number of buying customers and spending per person

were counted from all stores in Japan.
138 stores: 68 directly managed stores, 29 consignment stores, 41 directly managed stores in department stores
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;h: Details by Segment: Japan (Sanrio Entertainment Co., Ltd.)

Sanrio Puroland attracted more visitors through event-linked initiatives, including parades and
seasonal events; Harmonyland maintained strong performance, driven by the opening of the
greeting studio and improved accessibility from surrounding areas

® Sanrio Puroland = Harmonyland [Number of visitors (Ten thousand people)]
430 438
388
368 386 368 357
337 317
296
153 143
I 109 I 126 127 I 110 131 128 122 121
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
FY3/2024 FY3/2025 FY3/2026

Achieved a record high in average spending per person through strong sales of limited-edition
in-park merchandise and limited-time initiatives

m Sanrio Puroland Harmonyland [Spending per person (Yen)]
8,571 8,578 9,018
8,326 , :
7,924 7,957 8,316 '
7,178 7,433 7,624 6 567
6,184 ’
5293 5,908 5,731 5,899
4,790 4,936 4,777 4,728 :
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
FY3/2024 FY3/2025 FY3/2026
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ﬁ Details by Segment: Overseas (Sales and Adjusted OP)

Overall growth in the Product Sales and Licensing businesses in China was driven by
store openings centered on Tier 1 cities® and strong momentum in the trendy toy
market @ . Continued success of digital initiatives supported multi-character licensing
development in Europe and theS United States

ales Adjusted Operating Profit [JPY: Million]

1H FY3/2025 BELRARIPIPL YoY YoY%  1HFY3/2025 [RLNAEIPIPL YoY YoY%

Europe +2,619 +128.3%

: 445 1,216 7710 +17314%
Royalty +2,590 +135.4% :
Americas 10,584 +1,744 +16.5%

; 4,285 4,066 (218) (5.1%)
Royalty +1,572 +16.6% :
North America +1,193 +12.1%

g 4,060 3,633 (426) (10.5%)
Royalty +1,028 +11.7%; :
South America +551 +75.9%

; 224 432 +208 +92.7%
Royalty +543 +80.6%: :
Asia 13,661 +8,628 +63.2%

4,474 +3,536 : +79.0%
Royalty 9,145 13,943 +4,798 +52.5% s

Sales and profit increased significantly, driven by the success of collaborations with global brands and the wide-range characters strategy, which led to

Europe strong sales growth, particularly in the apparel and toy categories.

+Increased sales in North America were driven primarily by the apparel and toy categories. Continued digital marketing initiatives proved effective,

advancing multi-character licensing development, despite a high comparison base from the previous year, which marked Hello Kitty’s 50th anniversary.
Americas However, operating profit fell short of the prior-year level due to higher SG&A expenses from increased marketing investments and other initiatives.

-In South America, the apparel category continued to perform well. The growing popularity of characters other than Hello Kitty, including My Melody (50th

anniversary) and Kuromi (20th anniversary), contributed to sales growth in across apparel and other categories.

-China saw sustained strong performance in the Product Sales and Licensing businesses, driven by growing brand presence of Sanrio characters

through the expansion of licensees via Alifish and store openings centered on Tier 1 cities. Expansion of the trendy toy market drove overall growth in the
Asia toy category.

-In other Asian countries, the success of the multi-character strategy enhanced exposure and recognition through strong channel connections, leading to

higher sales and profit.
Note 1: Tier 1 cities refer to the leading cities in China which rank at the top domestically in terms of economic scale, infrastructure, population, and international influence. This term generally refers to the four cities of Beijing,
Shanghai, Guangzhou, and Shenzhen.
Note 2: The trendy toy market refers to a market segment for the distribution and consumption of highly designed figures and miniature toys that incorporate elements of art and fashion.
Note 3: Figures are rounded down to the nearest million yen. Percentages are rounded to the nearest tenth of a percent. Sales by region includes the amount of internal trading between consolidated entities. Adjusted

ogeratinﬁ grofit calculated after gaxment of master license fee to the Hg.
Semni® 10




;b: Quarterly Trend by Segment: Overseas (Sales)

(Europe]

145 129 192 140

| 606

Q1 Q2 Q3 Q4
FY3/2024

[Americas]

453
228
203
77 3432 4,964
1,934 2,184 ’
Q2 Q3 Q4

Qi
FY3/2024
[Asia]
23
44 57
33
2,343 2,932 R 2,624
Qi Q2 Q3 Q4
FY3/2024

Notes: Figures are rounded down to the nearest one million yen.

[JPY: Million]
154 105
113
s = 2,640 UK
145 ’ 2,094 2,349
1,182 1.427 m Germany
599
Q1 Q2 Q3 Q4 Q1 Q2
FY/2025 FY/2026
661
482
660
369 616
°%° 9251 South America
8,481 ’ m North America
5,124 5,833 5,219
Q2 Q3 Q4 Q1 Q2
FY/2025 FY/2026
44
51
31 24 Other
S. Korea
22 SSEA
Taiwan
Hong Kong
7423 = China
5,363
4,460 '
3,505
Q1 Q2 Q3 Q2
FY/2025 FY/2026
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[Europe]

46 17 5 5
v — 75 | 58 |

—tiy—
Q1 Q2 Q3 Q4
FY3/2024
[Americas)
102
40
33 51
1,321 1,720
613 635
Q1 Q2 Q3 Q4
FY3/2024
[Asia]
0
18 23 276
59
23 » 75 29
80 4 246 143
998 P
=
Q1 Q2 Q3 Q4

Quarterly Trend by Segment: Overseas (Adjusted OP)

17
673 626 649
2 360 467
| 68 |
(13) (3) 9) (48)
Q1 Q2 Q3 Q4 Q1 Q2
FY/2025 FY/2026
168
154
121 102 251
3,440 181
2,906
1,957 2,139
1,494
Q2 Q3 Q4 Q1 Q2
FY/2025 20 FY/2026
316
244 48
228
/ 319
8
2 255
347
2 ] 9
349 247 3,377
364
1,788
Q1 Q2 Q3 Q1 Q2

[JPY: Million]

UK
m Germany

South America
m North America

Other

S. Korea

SSEA

Taiwan

Hong Kong
m China

Notes: Figures are rounded down to the nearest one million yen.

“Adjusted Operating Profit* refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends

between the parent company and its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
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# Consolidated SG&A Expenses Trend

[JPY: Million]

Other expenses
Asset expenses
Logistics expenses
Advertising expenses
Selling expenses

mmmm Personnel expenses

450 SG&A ratio
437 401
316
6,638
5,602 5499 6,177
4,099 4,508 4,658
Q1 Q2 Q3 Q4 Q2 Q3 Q4 Q1 Q2
FY3/2024 FY3/2025 FY3/2026

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
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FY3/2025 Results

Q1 Q2
Consoliated 11,406 13,367
Japan 9,846 11,411
Sanrio Company(HQ) 7,704 8,997
Personnel cost 2,717 3,212
Marketing 1,456 1,435
Other 3,531 4,350
Other 2,141 2,413
Europe 326 431
Americas 682 1,050
Asia 925 1,045
China 388 393
Other 536 651
Adjustment (374) (571)

FY3/2026 Results

[JPY: Million]

YoY YoY% Increase/Decrease Factors
Q2
+6,503 +26.3%
+4,628 +21.8%
+3,976 +23.8%
-Personnel cost: +0.8 billion yen
Strengthening the organizational structure
+857 +14.5% by expanding headcount
-Marketing cost;+0.6 billion yen
Character branding and recognition
initiatives
+668 +23.1%  -Other:+2.4 billion yen
Project expenses and other related costs
+2,450 +31.1%
+651 +14.3%
+385 +50.9%
+0.2 billion yen increase in personnel cost
0,
+1,104 +63.7% +0.6 billion yen increase in sales fees
+677 +34.4%
+570 +73.0%
+106 +9.0%
(292)

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
Marketing cost : Sales promotion cost
Other costs: Right-of-use-asset, shipping costs, etc.
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Consolidated Financial Results (B/S

[JPY: Million]

Increase/Decrease
Factors

Current assets
Merchandise and finished goods(+3.0B JPY)

+5,096 +4.3% Cash and deposits, etc.(+5.0B JPY)
Accounts receivable-trade(-1.2B JPY)

Cash and deposits

Others +3,808 +11.6%
Non-current assets +2,797 +5.5%
Policy ownership +1,456 +21.8%
Total assets +11,701 +5.8%
Current liabilities (4,572) (9.3%)
Non-current liabilities (20,647) (45.4%)

Convertible bond-type bonds with stock
(23,026) (57.1%) acquisition rights (-20.4B JPY),
short-term borrowings (-1.7B JPY), etc.

Interest-bearing debt

Total liabilities (25,220) (26.6%)
Net asset .................................................................................................................. +36922 ....................... +343% Retamedearnlngs(+1gsBJPY) ..............................
TOtaI“ablhtlesandassets .................................................................................. +11701+58% ..................................................................................................
Net caSh ............................................................................................... +281 22 ....................... +35 7% ..................................................................................................
Eqmty ratlo ................................................................................................................. + 1 4 3pt .................................... ..................................................................................................
Policy ownership / Net assets (0.6pt) -

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
Policy holdings include unlisted shares.
Interest-bearing debts include convertible bond-type bonds with stock acquisition rights.
Net cash = Cash and deposits - Interest-bearing debts
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Revisions to Full-year Forecasts

Operating profit forecast revised upward from 67.3 to 70.2 billion yen, reflecting strong first-half
performance against the forecasts announced in August, projected continued domestic
performance following Expo 2025 Osaka Kansai, a higher SG&A budget for the second half, and
potential downside impact from U.S. tariff policies

[JPY: Million]
FY3/2026 FY3/2026
FY3/2025 Forecasts Forecasts Change Change
(A) announced on Aug 8, 2025 announced on Nov 5, 2025 (C)-(A) (C)-(B)
(8) (€)

1H 2H Full year 1H 2H Full year Full year Full year Full year
Sales 62,807 82,097 144,904 83,600 85,200 168,800 87,676 184,300 39,395 15,500
Gross profit 48,365 61,533 109,899 66,700 67,900 134,600 70,461 32,900 8,200
Gross Profit Margin 77.0% 75.0% 75.8% 79.8% 79.7% 79.7% 80.4% 1.6% (2.3%)
Adjusted Operating Profit 24,773 30,870 55,644 33,582 35,020 68,603 37,129 13,955 996
Operating profit 23,591 28,214 51,806 35,000 32,300 67,300 39,183 18,393 2,900
OP Margin 37.6% 34.4% 35.8% 41.9% 37.9% 39.9% 44.7% 2.3% (1.8%)
Ordinary profit 24,196 29,256 53,453 35,400 32,600 68,000 39,715 17,846 3,300
Net profit attributable to 19,076 22,655 41,731 24,700 22,800 47,500 27,518 7,668 1,900

owners of parent

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
“Adjusted Operating Profit" refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends between the parent company and
its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
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i+ .« £ Revisions to Full-year Forecasts (Quarterly Trend

We plan to strategically increase SG&A expenses in the second half. By region, adjusted
operating profit in China for the fourth quarter of FY3/2026 is expected to be modest, in line

with seasonal trends observed in previous years.

[SG&A]

18,495

14,621 14,822

11,548 11,406

13,367

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

14,567

[JPY: Million]

21,221
20,030

16,710 Other expenses
Asset expenses
Logistics expenses
Advertising expenses
Selling expenses

. . l = Personnel expenses

Q1 Q2 Q3 Q4
FY3/2024 FY3/2025 FY3/2026
[Adjusted Operating Profit]
18,126 19,003  1g 719
17,195
13,789 :
13,676 13,675 ’ Adjustment
11,096 Japan
8,341 Asia
5964 7,342 ! 6,438 Americas

! m Europe
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Qt Q2 Q3 Q4

FY3/2024 FY3/2025 FY3/2026

Notes: Figures are rounded down to the nearest one million yen

Semni® 17



Forecasts for FY3/2026: Consolidated P/L & by Reportable Segment

[JPY: Million]
FY3/2026 FY3/2026
FY3/2025 Forecasts Forecasts Change Change
Sales (A) announced on Aug 8, 2025 announced on Nov 5, 2025 (C)-(A) (C)-(B)
(B) (€)

1H 2H Full year 1H 2H Full year Full year Full year Full year
Japan 50,788 62,221 113,009 64,077 66,012 130,090 27,356 10,276
(Royalty) 20,331 25,036 45,368 22,896 28,048 50,945 28,121 11,558 5,981
Europe 2,042 4,340 6,383 3,920 4,343 8,264 4,662 2,891 1,010
(Royalty) 1,912 4,197 6,110 3,795 4,267 8,063 4,503 2,932 979
Americas 10,584 18,877 29,461 12,689 20,957 33,646 12,329 889 (3,295)
(Royalty) 9,489 17,217 26,707 11,282 17,920 29,203 11,062 785 (1,710)
Asia 13,661 14,341 28,003 21,796 15,027 36,824 22,289 15,142 6,321
(Royalty) 9,145 8,932 18,077 14,029 9,328 23,358 13,943 6,378 1,097
Adjustment (14,270) (17,683) (31,953) (18,884) (21,140) (40,025) (19,184) (6,884) 1,187
(Royalty) (11,435) (14,089) (25,525) (13,691) (16,106) (29,798) (14,208) (2,410) 1,862
Total 62,807 82,097 144,904 83,600 85,200 168,800 87,676 39,395 15,500
(Royalty) 29,444 41,294 70,738 38,313 43,458 81,772 43,422 19,244 8,210

FY3/2026 FY3/2026

FY3/2025 Forecasts Forecasts Change Change

Adjusted Operating profit (A) announced on Aug 8, 2025 announced on Nov 5, 2025 (C)-(A) (C)-(B)

1H 2H Full year 1H 2H Full year 1H Full year Full year Full year
Japan 16,584 20,017 36,602 21,889 21,817 43,707 25,431 8,627 1,622
Europe 445 1,155 1,600 874 878 1,753 1,216 526 373
Americas 4,285 6,670 10,955 4,379 7,549 11,928 4,066 (430) (1,403)
Asia 4,474 4,593 9,068 8,025 4,508 12,533 8,011 5,629 2,164
Adjustment (1,015) (1,566) (2,581) (1,586) 267 (1,318) (1,595) (396) (1,659)
Total 24,773 30,870 55,644 33,582 35,020 68,603 37,129 13,955 996

Notes: Figures are rounded down to the nearest one million yen. Percentages are rounded to the nearest tenth of a percent.
“Adjusted Operating Profit” refers to operating profit based on financial accounting, excluding the impact of consolidation adjustments due to differences in fiscal year-ends between the parent company and
its overseas subsidiaries. This is a proprietary metric defined by Sanrio. For details, please refer to page 32.
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Our Long-Term Vision and
Medium-Term Management Plan
Progress



Increasing the number of

people who smile!

Housework

Work 5 Build up fan base Become an IP platform provider
Commuting, etc. BITEERIE ] LR {e I s EVele]y] for stable growth
“Study” (] Other
L Fans gather at - ~ Sports IP fans companies’ IP
“Cheer on” touchpoints o is available
- that deepen - \ /1 Fans of _other at touchpoints,
“Play games” engagement companies’ IP and fans of
i, - ® Digital ® other
Create, watch, g t - . | &streaming, VR, creati@ UGC companies’ IP
= people to watch i fans th
Increase in - 7 Woviesc, gather
S io Ti “Watch video Fans become e Fans become
anrio irime  _ ..ntr | loyal at each LBE loyal at each
i touchpoint |e touchpoint
”Experience" & (p@, ShOWS, etC.) Q
. Accumulated A Product sales 2 Accumulated
loyalty returns == e loyalty returns in
in the form of = n&ﬁ “® the form of
“Sell licenses Licenses licenses
products” License fees License fees

Note 1: LBE = Location-Based Entertainment, meaning entertainment that
can be experienced by visiting a certain location, such as a theme park

musical show, or mobile indoor amusement park.

<=

increase

further

Strong organizational
ation

I increase further

Create organizational foundation
that makes it possible to make
neutral decisions on mainstay

businesses, facilitates global
growth of businesses and makes it
easy for businesses to collaborate
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hf Sanrio’s Long-term Vision

Expand the entertainment platform to deepen
fan engagement and aim to become a "Global IP Platform Provider *

Investment in
exposure
To create buzz in the US and Europe,

invest in video, flagship store exposure, etc.
— Accelerate growth of existing IP

Expand value-added
for other companies'
IP/UGC

media mix

Deepen
engagement

[Expand range of

Investment in
touchpoints

Focus investment on touchpoints

that deepen customer engagement
Build up fan base Touchpoints

for a stable foundation _that contribute to
improved fan loyalty

Increase
loyal customers

Become an IP platform provider
for stable growth

Functions needed for
global IP license

Increase in cross-selling, Reinvestment Reinvestment - _
Increase in membership income Increase in license income
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hf Initiatives Aligned With Sanrio’s Long-Term Vision

Investment in creating ® Entered a capital and

. business alliance
buzz in Europe and the US -
[Enhancing Video Functions] i e e e

in June 2025, with multiple

Strengthen in-house video production e
capabilities and build collaborative projects in progress
LSS 4 ® Warner Bros. plans to release
[Enhancing LBE Functions] . the first Hollywood film
B Exploring and planning \ i fans ant b0l collboratve, | featuring Sanrio characters
frameworks y In JU|¥ 2028 A

initiatives to acquire IDs
and build loyalty beyond |
retail and theme parks

— Aiming to reach over

[Enhancing Global Retail

Functions]
Build collaborative frameworks for global-
standard MD(™) and expand the SPA®

Other

Sports IP fans ;
companies’ IP

Fans gather at

100 million Users in 10 [ touchpoints model worldwide is available
ears / that deepen Fans of other | at touchpoints,
y _ A engagement companies’ IP and fans of
Invest in touchpoints i Expand IP platform provider
that deepen engagement capabilities and IP
me
[ID Strategy] ich [IP Sourcing]
Formulate group-wide policies to acquire 1D nt Build capabilities for discovering and
and enhance customer oyalty ) collaborating on external and individual IPs
.
[Digital Business Strategy]
Formulate a digital strategy to achieve the [Enhancing IP Development
long-term vision J Functions]

Acquire and strengthen capabilities for
producing social media-based content to

[Game Business Strategy]

Formulate a game business strategy to I expand |P reach y
achieve the long-term vision J SRS
T CUTC OT Y U IO IO TTOT TOUTTOrOrtroTT
ildi that makes it possible to make
Note 1: MD =Merchandising, product planning and sales strategy BU|Id|ng a Strong . _p .
Note 2: SPA model =The SPA (Specialty store retailer of Private . . . neutral decisions on mamStay
label Appgr(tal) m<t)deltrr]eferst.to a businessf strateg):jin twhlich a Organ|zat|ona| Foundatlon businesses, facilitates global
company integrates the entire process—from product planning . .
and manufacturing to retail sales—under a single brand. . . grOWth of bu_smesses and makes it
[Organizational Enhancement] easy for businesses to collaborate
Strengthen organizational structures to ®
support global management SW 22




5 ID Strategy

Expanding Fanbase

Loyalty Building|+)

Past Initiatives Future Initiatives
> <« >

Sanrio IP @ Other Company IP

» Acquire IDs through existing Sanrio character customer touchpoints (lighthouse windows) such as licensed
products and events, and expand ID acquisition further through new customer touchpoints (lighthouse windows)
including LBE, games, and streaming.

+ Aim to reach over 100 million users in 10 years by leveraging our position as an IP platform provider to
become a platform provider for VR streaming and fan creation

A

Over 100 million
users in 10 years

VR Streaming PF (v-Puroland)
Fan Creation Support (Charaforio)

[ New customer touchpoints (LBE, games, streaming) ]

2.92 million
users now

(existing Sanrio+ Users)

[ ID Acquisition Through Existing Customer Touchpoints (licensed products, events) ]

[ Expand existing ID further (Sanrio stores, e-commerce sites, theme parks) ]

* Provide an engagement platform offering exclusive products and content, fan communities, and point programs for
both Sanrio character fans, as well as fans of other company IPs

+ Also create enjoyment through seamless connections across multiple customer touchpoints (lighthouse
windows), linking physical products and digital services

[ Loyal Customer Programs (e.g., members-only products and content) ]
[ Fan Community Management (e.g., visualization of fan support and achievements) ]
[ Smile Point Economic System Expansion ]

Note: PF = platform ™
Smile points = Shared loyalty points usable at Sanrio Shops, the Sanrio Online Shop, Sanrio Puroland, and Harmonyland etc. SW 23
LBE = Location-Based Entertainment



ﬁ Medium-Term Management Plan Progress

Progress on all three approaches is on track
Progress in 1H of FY 3/2026: Outline

1st Approach [Growth in North America]
. Entered a capital and business alliance agreement with IG Port, Inc. in June to strengthen global content
“ development.
Change Ou_r aeproaCh to Released the stop-motion animation My Melody & Kuromi on Netflix, which ranked second globally in the non-
brandmg English TV series category during its first week of streaming.
Review marketing and [Growth in Mainland China]
sales strategies to make . Content production with Alifish is underway for release in FY3/2026.
Everareen global IP . Implemented multiple measures against counterfeit products, significantly reducing counterfeit product ratios.
Evergreen Joined the anti-counterfeit product committee of Content Overseas Distribution Association (CODA).
. Launched a total of 15 new China-originated IPs and conducted trial sales for three IPs at local events in the
country.
Qﬂd Approach \ [Build human resource infrastructure]
) . Held a summer internship program for students graduating in 2027 to develop producer talent as outlined in the
“ o medium-term management plan.
Develop the foundation [Establish an aggressive finance and governance structure]
Develop a foundation for . Entered a capital and business alliance agreement with IG Port, Inc., and acquired shares of Gugenka Co., Ltd. in
global growth July

[Strengthening Collaboration Between Headquarters and Overseas Subsidiaries]
. Held business conferences and offline meetings for the entire Group, including overseas subsidiaries.

k / Advanced the management of global financial metrics and KPIs.
3rd Approach
[Continue to grow in mature markets (Japan)]
“Change creatives and . The domestic Product Sales and Licensing businesses continue to perform strongly, supported by ongoing
. . . inbound demand. In Product Sales, we introduced a new personnel system to strengthen the staffing structure.
monetization underlying the «  Plans to develop Oita as an entertainment resort, offering real-world experiences, are progressing as scheduled.
new MTMP” [Create Time Deeply Absorbed in Sanrio]
Expand IP portfolio and . In the edutainment business, established a joint venture to expand WeAct!, an English conversation school

o - . launched last year. In the digital business, held a VTuber general election and next-generation character discovery
monetize in multlple event on the Charaforio creation platform; developing multiple titles for launch in the next fiscal year in the game
layers business.
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b Japan Business Overview

Large-scale collaborations, including Expo 2025 Osaka, Kansai, Japan
contributed to sustained strong performance and enhanced brand value

Business Revenue Composition
1,912

1,575

Everlasting Summer Vacation
Design Series

Hello Kitty Exhibition Chiikawa x Sanrio Characters
Touring across Japan

Licensing Business Sales Ranking by Category

FY3/25 1H FY3/26 1H

Character Portfolio
in Japan Business

g e

2025 KK - BEFEAX T/ A\

OSAKA KANSAL ikEAN
EXP02025

25.6%

FY3/26 1H

22.4%
(€53

FY3/25 1H

# Hello Kitty

Puroland's first experiential

e Puroland Neo Natsumatsuri II Oita Hello Kitty Airport Opening of greeting

studio at Harmonyland

My Melody & Kuromi Shop Launch of limited-time menu

Note: Character portfolio is calculated based on gross profit generated by Sanrio HQ, including product sales and licensing business.
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North America Business Overview

Sanrio characters maintain strong digital presence despite the uncertain
market environment under U.S. tariff policies

BUSineSS Reven ue ComPOSition Licensing Business Sales Ranking by Category

R

HELLO KITTY HELLO KITTY AND

ISLAND FRIENDS CAFE
ADVENTURE —

FY3/25 1H FY3/26 1H

Character Portfolio

. . . Pottery B
in North America Business -

Crocs Roblox

| ST oy
YouTube : HELLO KITTY
AND FRIENDS £

|7

# Hello Kitty 57.9%
5

FY3/25 1H FY3/26 1H A
SNS: Tik Tok, Instagram,

Note: Composition ratio of characters is calculated based on gross profit from License Business. etc...
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China Business Overview

Expanded licensee network through Alifish, achieving broader reach across China;
driving overall growth in the toy category amld expansmn of the trendy toy market
Business Revenue Composition ) } _t.ﬁf!EE

429

50 franchise stores and 5 directly . .
398 store.in.China managed stores(?, mainly in major China-exclusive
cities in China breakfast series

one L

Opening of Nanjing East Road

Licensing Business Sales Ranking by Category

o

TOPTOY
55 e
Character Portfolio = [0 .
in China Business(! . S gy SRR
BEAST&tbh RE’VAN KEC

Strengthening brand awareness through consistent character exposure on major Chinese platforms

23.4% Hello Kitty A TTAL
(%S

Note1: Composition ratio of characters is calculated based on gross profit from License business. TikTok RED BOOK Weibo
Note2: Number of Stores as of the End of September 2025

Agile-developed IP:
Sticker debut on WeChat
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Investment Progress under the Medium-Term Management Plan

Steady implementation and consideration of the investment projects outlined
in the medium-term management plan

Principal Investment cases

Investment Allocation
(through FY27/3)

Progress for the Period
FY3/2025 to 1H of 3/2026

[Marketing]

Developed a global 36-month marketing calendar and
executed global promotions linked to overseas offices and

Made Gugenka a subsidiary

* Global branding plan toward establishing 10 Billion yen stores for Hello Kitty, Kuromi, and others. Currently planning
Evergreen IPs promotions for Cinnamoroll’s 25th anniversary in 2027.
* Approx. 4 billion yen
[Game Development] * Moved into full development phase for multiple titles
Total of 6 pipelines 10 Billion yen » Began planning and pre-production for new projects, targeting
the launch of over six titles over the medium to long term
* Approx. 2 billion yen
[Edutainment and digital areas] * Planning to make V-Puro a permanent virtual theme park in
Sales promotion activities in edutainment FY3/2026, allowing fans to enjoy it anytime, anywhere
Organic e D I t of busi 3 Billion yen * Held collaboration events on Charaforio to discover
I t t . eve meen ornew businesses, independently created IPs
NVEStMEnts including V-Puroland - Approx. 1.5 billion yen
[Sanrio+] * MAUs increased through online voting for the character
« Infrastructure investment and ranking and enhancement of digital content
enhancement of customer experience 1.5 Billion yen + Planning to strengthen the loyalty program and UI/UX ahead
of April 2026
value + Approx. 1 billion yen
[System ] ) « Agreed on the direction of ideal systems and are proceeding
* Replacement of core systems to improve . with individual system projects (currently defining system
operational efficiency and enhance 4 Billion yen requirements)
business management sophistication * Approx. 1 billion yen
Total amount of organic investments 30 Billion yen + Total ~Approx. 10 billion yen
[M&A and minor.ity contributign] . Invested in ClaN
Inorganic Focus_e_d on wdep production, games, « Invested in Brave Group
(R mE e and digital domains 50 Billion yen~ + Invested in IG Port

» Subject to rigorous screening through the

Investment Committee
Note: Investment amounts are on a cash-out basis

Total investment: Several billion yen
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5 Updates to Medium-Term Roadmap

FY25/3 FY26/3 FY27/3 FY28/3
[ [ [ [
HELLO KITTY .
50 50 % 30 @ 25t
Anniversary < mv Anniversary =, Anniversary Anniversary
Character 35x ¥ 20 55un @ 40w %:
Anniversaries Anniversary Anniversary PS5 Anniversary Anniversary

50

Anniversary [ /e

30 %
Anniversary

Note: Underlined are the updated locations. Schedule is subject to change without prior notice.

FY29/3
[

15 @

Anniversary

35 g
Anniversary
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- The Feature Film Marks Hello Kitty and Her Friends’ Big Screen
h Hollywood Debut on July 21, 2028

Sanrio’s Hello Kitty from New Line Cinema and Warner Bros. Pictures Animation will be distributed
globally by Warner Bros. Pictures on July 21, 2028. The feature film marks Hello Kitty's Hollywood
theatrical debut, as Hello Kitty and her friends embark on a cinematic adventure sure to delight
audiences of all ages.

The film will deliver a globe-spanning, four-quadrant experience rooted in friendship, connection,
and fun—core values that have defined Hello Kitty for generations.

Semnio

WARNER BROS.
PICTURES
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ﬁ Sanrio Proprietary Performance Indicators

m Adjusted Operating Profit
Adjusted operating profit is a proprietary indicator defined by the Company, referring to operating
profit excluding the impact of consolidation adjustments arising from the difference in fiscal year-ends
between the parent company in Japan (fiscal year ending in March) and overseas subsidiaries (fiscal
year ending in December)
v' Under Japanese accounting standards, a difference of up to three months is allowed between the accounting
periods of the parent company and its subsidiaries. In the case of Q2 in FY3/2026, the figures for the parent
company (in Apr.—Sep.) and overseas subsidiaries (in Jan.—Jun.) are added together, and then consolidated

eliminations are made based on the transaction volume on the parent company side. During this process, any
material discrepancies (significant variances) are reviewed and adjusted in consultation with the audit firm.

v' Operating profit at overseas subsidiaries in North America and China increased significantly, creating a gap with
actual business performance of the Company and resulting in a larger consolidation adjustment. To address this
gap, the Company began disclosing adjusted operating profit, a proprietary indicator that represents operating

profit before reflecting adjustments for fiscal period differences, starting from the second quarter of FY3/2026.
[JPY: Million]

ex) 1H of FY3/2026(Consolidated) (Financial Accounting)  (Managerial Accounting)
Total before consolidation adjustments 37,279 37,279
+ Adjustments 1,904 (150)
(Adjustment for differences in fiscal year-ends) 2,054 -
(Other consolidation entries) (150) (150)
Profit 39,183 37,129
[Consolidated Adjustment Amount due to differences in fiscal year-ends]  [JPY: Billion]
FY3/2024 , FY3/2025 , FY3/2026
Q3 . Q4 Q1 © Q2 = Q3 @ Q4 Q1 Q2
cumulative : cumulative | cumulative : cumulative : cumulative : cumulative | cumulative : cumulative

North America (License)

China (License)

China (Product sales)

Total Consolidated Adjustment

0.6:




;h: Sanrio Proprietary Performance Indicators

m Contribution Profit
Contribution profit is a proprietary indicator defined by the Company to measure the actual amount
of value created by Overseas subsidiaries

v' Overseas subsidiaries pay fees proportional to their royalty income to the Japanese parent company, the copyright
holder, as cost of sales, which are recorded as sales in the parent company.

v' “Contribution profit,” which is calculated by adding the amount of royalty payments to the HQ to the operating profit
of overseas subsidiaries, as an indicator unique to Sanrio.

v' Beginning in the second quarter of FY3/2026, segment profit in the financial results materials is presented after

deducting consolidation adjustments related to differences in fiscal year-ends. For contribution profit, the same
adjustment is deducted from the adjustment amount. Past figures are restated retrospectively.

[JPY: Million]

Reportable Segment OP Contribution Profit
(Financial Accounting) (Managerial Accounting)

ex) 1H of FY3/2026(North America Segment)

Profit of subsidiaries within the segment 3,634 3,634
+ Royalty payments to HQ - 4,168
+ Adjustment for differences in fiscal year-ends (170) -

Profit 3,463 7,801
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5 Initiatives for the fiscal year ending March 2026

April 11, 2025 Hello Kitty Night at Dodger Stadium
We presented the first 40,000 attendees to this year's Hello Kitty Night in Los Angeles
with a Hello Kitty plush toy as a special giveaway

April 13 - Expo 2025 Osaka

October 13 Hello Kitty appointed a special supporter
Hello Kitty was appointed as a Special Supporter for Expo 2025 Osaka Kansai and is taking part
in various promotional activities targeting Japan and overseas. The Japan Pavilion at Expo 2025 Osaka
features 32 unique versions of Hello Kitty, each transformed into a different form of algae.
In addition, the United Nations, which collaborates with Hello Kitty on the #HelloGlobalGoals project,
joined forces with more than 30 UN agencies to present the UN Pavilion.

April 13 - Launched Oita Hello Kitty Airport

October 13 Oita Prefecture and Sanrio Entertainment jointly rebranded Oita Airport
with the new nickname Oita Hello Kitty Airport as part of a tourism campaign timed
with Expo 2025 Osaka (April 13 to October 13, 2025).

June 13 Released new Chiikawa x Sanrio characters products
A new product series featuring a collaborative design with Chiikawa, a popular character
that originated on social media, was launched under the title Chiikawa X Sanrio characters.
In response to high demand in Japan and abroad, we have decided to offer made-to-order sales.

June 17 Signed a Capital and Business Alliance Agreement with IG Port, Inc.
Sanrio acquired 1,008,000 shares, representing 4.98% of the total number of issued shares (approximately 1.76 billion yen),
through a third-party allotment and a share transfer from President and CEO Ishikawa. We aim to create new content and
accelerate global expansion by combining the strengths of Sanrio and IG port in IP development, IP cultivation, and video
production capabilities.

June 29 Achieved record-high number of votes in the 2025 Sanrio character ranking
The 2025 Sanrio character ranking marked the 40th edition of the annual popularity vote.
This year, the event recorded a record-high 63.16 million votes.
Pompompurin, who placed fourth last year, won first place

P IT R




ib: Initiatives for the fiscal year ending March 2026

July 18 -
July 30

Held experiential game event MY MELODY© KUROMI GAME PLAZA

We held a limited-time, special experiential game event, MY MELODY CKUROMI GAME PLAZA, at
SHIBUYA TSUTAYA to celebrate the joint anniversary of My Melody(50th anniversary) and Kuromi (20th
anniversary).The event featured interactive games and photo spots in a game center—themed space inspired
by the Melo-Kuro relationship, expressing the idea that the two characters are the perfect pair because they
are complete opposites. We plan to bring this event to audiences worldwide.

July 24

My Melody & Kuromi streaming exclusively on Netflix worldwide A
This 12-episode original stop-motion animation is set in Mariland, where My Melody and Kuromi live. The - 5 ‘ /,
story follows the two characters as they confront a crisis that puts their town in danger. The series ranked 8 & 7
second globally in the platform’s Weekly Top 10 for non-English series in its first week after release and %& PR 3
appeared in the Top 10 in 59 countries. The theme song Kawaii is performed by the popular group LE 2t A
SSERAFIM and produced by Gen Hoshino.

Director: Tomoki Misato Writer: Shuko Nemoto Production: TORUKU from WIT STDUIO

NP A4 B0 G0ty
SY 35S LSOV

D RUROMI,
NETFLIX | LAYING
AT m

July 28

Acquisition of shares in Gugenka Co., Ltd. (became a subsidiary)

We acquired shares in Gugenka Co., Ltd. (Head Office: Chuo-ku, Niigata Prefecture; CEO: Masafumi
Mikami), making the company a subsidiary. This acquisition is part of our focused investment in touchpoints,
a core initiative to achieve our vision. Through this partnership, we aim to build capabilities for producing and
distributing XR and other digital content, strengthen mutual sales capabilities with IP holders, and drive
cross-selling between real and digital businesses. We will continue to value diverse partnerships, leverage
the unique strengths Gugenka possesses in IP development and XR technology, and accelerate further
growth.

July 30

KUROMI announces major debut as a music artist

Kuromi, celebrating her 20th anniversary this year, announced her major debut in October as KUROMI under

the music label TOY’S FACTORY, home to many leading artists. Her song Greedy Greedy, released for the M
first phase of the #GlobalKuromiProject, has surpassed 14 million views on YouTube. KUROMI will release u
her first EP KUROMI IN MY HEAD on October 22, 2025.

August 22

the global kids’ animation CoComelon

We reached an agreement with Moonbug Entertainment Ltd., a leading global kids’ entertainment
company producing and distributing video content, to sign a master license for CoComelon in Japan. \“ ol
CoComelon is one of Moonbug’s flagship titles, and we plan to release new videos on YouTube and ; * o
other platforms featuring Sanrio-designed CoComelon characters alongside Sanrio Characters

starting in early 2026.

Agreement reached with Moonbug for a master license of ()g) o
6-6 oy
CoComelon @ &




Disclaimer on forward-looking statements and other matters

This material is prepared for the purpose of providing information to investors only and is
not designed to solicit investment. Forward-looking statements contained in this material
are based on plans and forecasts and the Company does not guarantee their accuracy or
certainty. When using this material, please keep in mind that actual results could differ
materially from any forecasts herein.

Statements on industries and others are based on reliable data but the Company does not
guarantee their accuracy or certainty. This material is presented on the premise that users
will take full responsibility for the final decision regarding investment on their own and the
Company will not be liable for their decisions in any case.

All information in this material is based on data as of Nov 5, 2025
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