J\SRAKESPHRTUEAL koizumi SEIKI coRP

T541-0051 KR HFRE{FHEET3-3-7

T559-0033 KR 2 IXmEH1-3-98

Head office: 3-3-7 Bingomachi, Chuo-ku, Osaka 541-0051
TEL 06-6268-1415 FAX 06-6264-5170

T110-0016 RREARXARA T BH28FE 115 HIEHPRE)ILGHE

Osaka Sales Office: 1-3-98 Nanko-naka, Suminoe-ku, Osaka 559-0033
TEL 06-6613-3377 FAX 06-6613-3394

T700-0971 [@ILHIEXEFH3-13-39 FHEY 5 —EIL2F

Tokyo Office: Okachimachi Chuo Bldg. 8F, 4-28-11 Taito,Taito-ku Tokyo 110-0016
TEL 03-6803-2725 FAX 03-6803-0286

T003-0023 LR AAXRrEEHED 8T BiL2-255 $H35FHLIL4F

Okayama Sales Office: Noda-center-biru 2F, 3-13-39 Noda, Kita-ku, Okayama 700-0971
TEL 086-245-2255 FAX 086-245-4009

T733-0035 LEMAXMEEHRE5-9-11

Sapporo Sales Office: Tajika Bldg.Il,4F, 8-2-25 Nango-dori, Shiroishi-ku, Sapporo 003-0023
TEL 011-865-2227 FAX 011-863-8587

T981-1226 =R R HIENLFEEHS1-5

Hiroshima Sales Office: 5-9-11 Minami-kanon, Nishi-ku, Hiroshima 733-0035
TEL 082-293-3615 FAX 082-293-3643

T761-8071 B/ IESMHAAET2128& 15 ARHE—EIL

Sendai Sales Office: 81-5 Uematsu-aza-nishikida, Natori, Miyagi Pref. 981-1226
TEL 022-382-7156 FAX 022-382-7169

T340-0034 HEREMAKI/IET2179-17

Takamatsu Sales Office: Maruchu Daiichi Bldg., 2128-5 Fuseishi-cho, Takamatsu, Kagawa 761-8071
TEL 087-866-3215 FAX 087-866-3216

T815-0083 fEMmXE=1-5-10 TXAF—hEVE=ED

Kanto Area Sales Office: 2179-17 Hikawa-cho, Soka, Saitama Pref. 340-0034
TEL 048-928-9904 FAX 048-927-9935

T243-0032 MR/ IREARTHRER1-11-37

Fukuoka Sales Office: Estate More-takamiya-dori, 1-5-10 Takamiya, Minami-ku, Fukuoka 815-0083
TEL 092-522-2312 FAX 092-524-1293

T891-0114 EREM/ILER2-13-7

Atsugi Sales Office: 1-11-37 Onna, Atsugi, Kanagawa Pref. 243-0032
TEL 046-225-0410 FAX 046-223-4461

T465-0002 BEEHRRXSL4-711

Nagoya Sales Office: 4-711 Hikiyama, Meito-ku, Nagoya 465-0002
TEL 052-778-6681 FAX 052-778-6695

Kagoshima Sales Office: 2-13-7 Komatsubara, Kagoshima 891-0114
TEL 099-267-9228 FAX 099-260-0449

INRASRTEREY A~
KOIZUMI SEIKI Corporate website

http://www.koizumiseiki.co.jp/

N\ RAEEEEHEETA
KOIZUMI SEIKI Product general website

https://www.koizumiseiki.jp/
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17165 (A - NRAEBH MM DITEZ(EUH THS300RF——0:
LR FRIZEDRANSIRTEICVEBBEE - KIE-BRIORWVWEEIDE
SERT/NERBEOMBICFARBET S/ P—1EVSHED
TJ4—I)LREBHUCEF U, ZNHSH. BT S VROTE- B
FEBEANENTTURA—H—DREEEHEVSBEDRER
IVER—Y3VDBHEBLVEGREHZEL CRIENR[TA TR
IAI] ZIRE I DHRERNEEDE IR AET VIR B HER
ERRITHB RN B DFTEIBREANE DRI >TVFT,
ZDREICHDDIF. OEDDER. OEDDEHCEANE T EICE
EEDHERICII>T . KBULDEEICHFIZDRIICDH EIFTER
(B4 D/NSBEFDESLTHY. ZNFHEOEVDEI DR DIE
PREZ[KSUDHE]ICER S BEN DREDOREEREF ST
SHEDVTWVET,

INHSHHRDELEEEEVBNB[EDEBR] LI BIEDED
TIEBEDEDEL HBICESTRIPUNVEECRIEDE. $E
SIEARICESDTIFEBICHTF - HREDHI T /N —hF— FeEFEIC
EOTIFRIENGFLHULDFES =9 —EULT. A/ X=DT SR
BZEISICEDTEFVIEVEBVET,

Message from the President

The Koizumi Group started doing business over 300 years ago when
founder Tahee Koizumi began trading in linen in 1716.

By building on our long history, which has encompassed the long and
turbulent Meiji, Taisho, and Showa eras (1868-1989), we have succeeded
in establishing ourselves as a unique “developer/supplier” to the small
appliance market.

Today, with our ideal combination of house brand products exhibiting our
planning and development expertise and our dominant brands from Japan
and other countries demonstrating the advantages of our agency
business, we have established a business model that stimulates demand
by offering the promise of a rich lifestyle. This enables us to inspire
customers with a sense of discovery and novel experience as we
recommend products at the sales counter.

Underlying our history is our commitment to “daily small innovations,”
creating a cumulative effect that contributes to a change of lifestyle while
always taking the consumer’s perspective without remaining wed to one
product or one strength. This initiative changes with each employee’s
discoveries or product inspirations as reflected in “the wisdom of daily
life,” evolving as an intangible business asset with unlimited potential.

In future, we intend to adopt “richness of quality” over “pursuit of quantity”
as our principal business focus as we accommodate changing times. We
will further enhance the brand value of Koizumi Seiki as a place where our
employees can achieve their goals, as a partner promoting harmony and
mutual prosperity with our suppliers, and as a navigator of richer lifestyles
for consumers.

(45|

&L INREE VMR — ) (&, ST R A SRS 0D e

Good for S
society TVWEIT . =ZHKLLERF FEIFEEVFHH

[ EREEZRD LN R

D BHESHRBETDEREZR

WEHJ: LJJ ®*§*$ “Sanpo Yoshi” as a business principle

THD=HLUDRFHZ/NREIFLRZ DDNAZS[EH#

LHIBMREL. FEHRICHODEM I DN RVETE CHDIEVSEKTH

[FHVWTVWTR T IOTIEAAFLESEDEATH Y ANEZ P DICEENRTEHE

ZRASEZ2EVOFETERBEF FILESMICRATORUZ, COTENSHMEDEMICAVATEVNSTE

RBEEEZASN.ZAKIVLDOBREICDOBA>TVETD,

HL\;;L ﬁl}?;b Ever since our founding, the Sanpo Yoshi spirit that underscored the business practices of the Omi Merchants has been
Good for Good for irremovably woven into our DNA. Put simply, Sanpo Yoshi means to do business in a manner that pleases both the vendor
the buyer the vendor and the buyer, and duly contributes to society. The Omi Merchants were nationally oriented when it came to marketing;

they did business all across Japan by building a nationwide sales network around a main office. Integral to that,"they

believed that earning the trust of the local community was paramount to moving into other areas, which led them to the
Sanpo Yoshi principle. At Koizumi Seiki, that win-win-win mindset carries on still today

INRT'IL— DA+ History of the Koizumi Group

an. My

/-~

1716 @il /\RASHE. = 1962 FEEFICERESBIRLIEAT RS A P—h'AEwh
(ZR7T) ST Rk D1TE GEERZZ58) ZIE U D (B8/137) A hair dryer marketed and developed for household
eThe company’s founder, Tahee Koizumi, begins use becomes a huge hit
dealing in linen cloth (as part of the feudal economy)
1871 O \RTIV—TERBIFETE. BN RIFEIN K 1966 O REEFYDENK DEZBN R ZFH7T
(BA;&4) BR - HA IS DR 1% BT GRIED AP EHD) IC[TIAERS (E8%041) *The company introduces “Keisetsu,” the furniture industry’s first
BRI R, T DE=[RIZEOEE | D TES study desk incorporating a fluorescent lamp
*The Koizumi Group marks its first year as a modern enterprise
Shinsuke Koizumi, the sixth-generation descendant, opens the 1971 ._7rif)0)§lu\b*burERﬂ‘i'EJ‘UHJ_ﬁ@EEE B2 E%DlF e
Tachikiya Morinosuke Shop in Bingomachi, Senba, Osaka (current (EBF046) P =
location of the company’s headquarters). This occasion marks the B FBNSA T =T R EFTE
emergence of our “founding spirit.” *The “Rider desk” study desk is introduced featuring a
AT S St child-friendly incandescent and fluorescent light fixtures
1943 ® A EIEH T X Eava _ e ' -
(8%018) eGoko Seiki Kogyo Co., Ltd. is established. 2::6 O ERCERITIREFA YV INEDEWN | EFHFT
2#051) eThe company introduces the industry’s first
“Shiki-no-tsudoi” furniture-style kotatsu o il—
I heated table.
1946 eiEEIIRERHARI| LA BRAMAL T 5B (B S
@D 8- BARK) OWS-HFHUREL TBHR. Z0%. HiHI>0., 1980 @ /\RIIL—FORIE10BELR. [T 1 T4 TAR| LN
GHAN—T ARBE BRAI URBENEBERK (EBF055) *The Koizumi Group celebrates its 110th
eThe company is renamed “Koizumi Sangyo Corp.” and is anniversary with a “takeoff party.”
reconstituted as a producer and seller of instrumentation (wiring
accessories and electric heating devices) that uses electricity as
its heat source. The business is later expanded to include oil stove
burners, oil stoves, gas apparatuses, and lighting fixtures.
INRRZE N4 DERIT (Establishment of Koizumi Seiki Corp.)
1989 ® /|\SRESE (%F) DHEEIEICK) BBBEABICEIDEE. BEK 2010~ ®1SO140015R5EES (Att)
(TRETT) URRIASE%ASICETIEEUCKREBREOEHEZSEL. [/\R 2012 *ISO 14001 certification is acquired. (Head office)
(FrE22~24) NP N
RUERIRTUAAL | 23T (A% 2(H) AR S ERZR10 TP R—Y /IVYTY A FIDRERYNTVCM(20104)
*With the reorganization of Koizumi Sangyo Corp., Koizumi Seiki «The 1st nationwide TV commercial of VIDAL SASSOON Magic
Corp. is established in April with ¥200 million in capital. It Shine is launched in 2010
incorporates the sales departments of the Trading Division and
1 F RS ® [TRFRSA ¥ —] CHIDHMRBREEAEN(20124)
1994 ORERMICCFE LI PEE(1994F / AUTL VM — 7’7\% *The 1st press release of the Bijounaproduct line
1998 1998¢//\°)74’/7t +22) Hair Dryer Este,” is launched in 2012. 'ﬁ
(FRL6-10) o Offshore fairs on luxury cruise ships are held h"" E 0 BALE5159,3005MICHE (201 24F) I
(Orient Venus in 1994, Pacific Venus in 1998) eCapital is increased to ¥593 million in July (2012).
1997 ®9F INERZECIL (ENH) BT 2013~ 05Uyl 5o 5. i
(FFRE9) *In September, the Koizumi Seiki Building is completed in Soka 201 6 KEVhERERD (20134)
(FRE25~28) *The Philips “Non-Fryer”is launched and-becomes a
huge success in 2013
[ ° = N SEAL S A e oo\ —\ — »
Y il . I =TI —FUNREERE INRALIE) 75> R (2015%)
(FRE12~16) i * ﬁ H eThe Koizumi Group (comprising Koizumi Sangyo Corp. and
% (2004%) Koizumi Seiki Corp.) launches a public ’ e ———
eDistribution centers serving the entire nation begin operation in relations campaign to promote its newly I(O|ZUMI
Nanko, western Japan (2000), and Saitama, eastern Japan (2004). updated brand (2015). _ESHENHD
® AEO (RESEHE) DEGRZR (TS (20014) o \RT)L—TAIEI00FFEZTTT - NIV BR300k
*The company is granted approval as an AEO LIFE SOLUTION 201653 (2016%) ?
(Authorized Economic Operator) (2001) eLife Solution 2016, a fair to celebrate the 300th
2007 0\ BT A DB I RO D BRI L. AEOQO#EAE ané\‘/gr‘sna?a)gthe foundation of the Koizumi Group, znzes cnnss
(TR119) PIVTPYI R DA RZ () /IL : .
*The Koizumi Seiki Business Development Department is spun off o SERHA ) \Rads (B78) HIRNEI =R (20165)
as ALPHAX. KOIZUMI Corp. *Koizumi Seiki (Hong Kong) Limited is opened as a Hong Kong
office. (2016)
2008 ® /\;RALEE (%) BIT 20 @FEER T Sl . . W i
2008 o R 1) 2017 OFY|ChEBHA [HIEE (R EEERAT)] ZH®
LIFE SOLUTION 2008" =R W ] [ .
) : (FRE29) eKoizumi Seiki (Shenzhen) Limited is opened as a Shenzhen office.
eKoizumi Seiki celebrates its 20th anniversary by holding
the “Life Solution 2008 fair. 2018 ® /\SBHE (£) NI 30EE Y1 J‘_."f
(ERE30) *Koizumi Seiki celebrates its 30th ahniversary \j [ )};
2021  ®18 ERBEFRE i
(H703) #Tokyo Office is opened in January.

o
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INRAZEDEIRAETIV

Koizumi Seiki’s Business Model

Tz HIE A=A —REEEABL)E B2 HDE

We are both a manufacturer and distributor.

MBI Y= T4V FEHSTEHE-AREZITVERIET ST SYRA—A—RE BRANDEEZX—H—TSVRD
BERZERVIRTT I 2REBERDONA TEBRINTVBIA—H—ENYT —TT ., ZUT. ERNCHIFT2EELERAE
I THY . INSOERERLBHEBIC7Y— MU BERIEICRUNKTEVRZREIT 5 ENRADERHS TI

FFoTA—H— &RV — T,

We are both a manufacturer and distributor. As a manufacturer, we do our own marketing activities, then plan and develop
products under the Koizumi brand, while, as a distributor, we represent and sell brands of well-known manufacturers from Japan

and abroad. We are especially skilled at finding and procuring good products of other manufacturers, arranging them into
marketable formats and proposing ways and venues to sell them that stir demand.

é N\ (
‘BSLEhBEFNBiEH B TESRIL

Strengths rooted in “identity” What we can do

1XE17HZERELE
EE A NEH

~

ZRIETBEFRICBNT—A—ADES LD Z—RXEZBIKICOIEOTVET . Fle. DI NIBRWVEHBEERBH VX T,
ZDERIBRBH T BICEBREICHITDHUWLWSAITRIMNINDT A TP ZREURITDILE TI,

In this age of growing diversity, consumers have all sorts of needs. And, many are unwilling to compromise when it comes to personal values. In this context,
we “continue to propose new lifestyles through home appliances.”

EATED-—X%

N=UF400
BE5LD=—XICHAD
BuEmOEE-FHFE. BR5TH

Marketing

Solid purchasing system
based on one supplier
per sector

E W)( _73 _/7“5 4 |<‘ Japanese manufacturers/brands

SRR I & R E A

Procurement of carefully
scrutinized products that
match Japanese market needs

Bit@Em REERTTDEm
Koizumi brand products Products we represent and sell as a distributor

FAIRY FPSIvT ALOY ZEFRKE -IAH—
‘TOTO -NOX -P3YY PlbA4v3d -TJUVZA
Ivfi—- 929 hIPE R—FF

-Aiphone -Arromic -Omron -SAN-El Faucet -Tiger
*TOTO -Paloma -Aladdin -Alinco :Cleansui
-Jaguar -Tanita -Toyotomi HOCHIKI

Planning, development and sales of products
that meet consumer needs under the Koizumi brand

sehiZE o<

o= : ™

BEREICAD RN t Q 9 = !
SIS IRES \ J

POS development

Proposals of effective point-of-sale formats
to large volume retailers

R—FoIIAIVT o

Merchandising

GCBAHA—H—)

<BEUDZ—RZMERT DEBD i, 7ﬁy+>(_jj —/T3VR Overseas manufacturers/brands
iaEREEN T S - B i _
Planning, development and IFIvAY— Vi T7— XA

sales of products that solve r‘ SASIWHR=Y TUY AVIT T4T7—)b
S consumerneeds * i | RATLYY TAUvTR XUS Y—FARI—L

Information hT' - ﬁ-_ ; Information -Energizer -Sonicare -Nestlé
sharing B e | -vidal Sassoon -BRITA -Conair -T-fal
| <

‘Nespresso -Philips -Melitta -SodaStream

EFRIALIICEDEL: ifcls ——%&
HBHITEIBIRE T4—RINyD = -
Proposals of effective Feeding back
point-of-sale formats that information on
match current lifestyles new market needs \ S

EJS_!J'—'TE Retailer

BHX—H—DFEEL
BAMIZETD I SV RE]

<Overseas brands>

Discovery and penetration of overseas brands
in the Japanese market

(BEAX—H—)
EmDHMUWEERR &
ARFEIRE S K UERIEHLK

<Japanese brands>

Discovery of new values in products,
sales proposals and market expansion

G J N\

J
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Koizumi Products Lineup

R EE 2505

KOIZUMIRE i o

HEIEn5

Born from creative ideas and manufacturing capabilities—Koizumi brand products

Points of unique manufacturing and different ideas

mEF ROEFDEHTHY.
REEICTEDOTERLET,
Pursue quality as a top priority
because it is the most

fundamental requirement of
products and services.

EAL)iER

EdSelofuse’

“BBEFEEMBTED
ELWAZEKRLET,
Pursue ways to use products

that consumers find easy to
learn and master.

EIEICEB U AR
FHA U EBRUET

IVFIWTHDIPTL,
SETOEFNENICELTD
HREZBRLE T,

Pursue functionality that is

simple, easy to understand and
makes life more comfortable.

EFEERRT,
BROEECRE o BIEREET
Rt BT LEBRLET,

We seek to offer a reasonable price

T2 b that matches product value from a
consumer perspective.

Pursue designs that are highly
practical from a lifestyle perspective.

248 SA TV —VICHDOBELEZRE (Ea—F «EHam)

Anytime, anywhere... Offering beauty suited to your lifestyle, 24 hours a day. {Beauty care Products)

EFEY—VDBRIE. A TRAIAILDZELZ TR DEIFEICHER
BEFOELICNASERELT PTILE" - "WWeh " ZE—I(C,
WERELBIRELET,

We maintain a finger on the pulse of lifestyle trends that affect our
everyday lives. By emphasizing convenient and user-friendly products,
we remain a step ahead by meeting consumer beauty needs with optimal
products.

Ea—F«57H&E SA4Y7v7 Beauty care Products lineup

ONF RS — —UVITRSA—

Hair dryers Curling dryers
O UFA—RAT PR AV AT PR

Women'’s personal care products, Men'’s personal care products
onF7r«40YV OIR—LIRTT1vIHRE

Hair irons Esthetics equipment for home use

.l.@

¥

34 e

(S i a e
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[Salon Sense 300/ ¥YU—X [MONSTER| ¥U—X
Salon Sense 300 Series MONSTER Series

05 KOIZUMI SEIKI Company Profile

[Koizumi Beauty] ¥ U—X UEyhISYYU-R
Koizumi Beauty Series

LEDES— ATV T—

Reset Brush Series LED Mirrors and Nail Printer

ERTHLLSLERE
(AERE

We offer greater comfort and convenience to give you
better lifestyles. (Kitchen appliances)

HADEFEICRNT ZEDTERWVFEERE MR- T A k-
FOBFELIUPI<ERREUCEDRZEBERFEL. [2U<
ENRELDLSULDREIZ{TO>TVET,

Kitchen appliances are essential to our daily lives. We have selected a
wide variety of high-quality products that excel in terms of functionality,
design and convenience. These products are only available from
specialized domestic producers who have acquired extensive expertise.
As a result, we help realize a richer and more enjoyable way of life.

O RE-IN—RI— O F—TUN-RI— o A—TILVY eF4RTvhH—

Smoke-toaster ovens  Toaster ovens Microwave ovens Rice cookers
o HIvFVTk—9— @ HFUILBA 0 2—TA-N— o RBFEHE

Induction cookers Induction cooking pots  Soup makers Dish dryers
oZFY—-Y1—Y— oESHH o K=ITWAF—LTA0Y

Juicer-blenders Pressure cookers  Portable steam irons

DMK VWIMEZE LS UZIRER
(ZHiEom)

We offer products providing comfort in all seasons.
{Seasonal products)

EFEBOREEZSHDEAEIC.JU-VTEIR.ZLT
ARDRETHDEMRKRBEMRR B0 - T2ICEDENS
ERUCERDORAET. [REZEBDRREIZT>CTVET,

As we seek to enhance the comfort of our living spaces, it is essential
that we focus on clean, safe and energy-efficient appliances. With the
development of products carefully designed to be environment-friendly,
while offering health, safety, and peace of mind, we offer products for
more comfortable spaces.

7w Seasonal products lineup

o H—RvE—5— otEIzvIk—9— O ERANT
Carbon heaters Ceramic heaters Electric stoves
oREHFITY o IlEEE o BETEM
Luxury kotatsu Humidifiers Electric blankets

PEJH—Rvb sy dm b
Electric carpets Air conditioners

KDAETEPTHSTDLLEUZIRE
(BEE/m)
We contribute to more relaxing and comfortable

lifestyles. {Audio products)

KOBEFDUEETICRPERVAVESIF HEEET AV D
RENS Y AZRERICHFEZETO>CVET,

As well, we carry audiovisual equipment — essential for our moments of
relaxation — that reflects the optimal balance between function and

design.

el

AVERE SA U7y Audiovisual equipment lineup

eLI—RFL—t— eCDYRFL eCDSYAtE

Record players CD players CD/radio/cassette players
oSIHF 0 IV LVRARAE—N—Y AT
Radios Wireless speaker systems

<SHULEEDEEZN R "BV TR
(REIREH)

More personable lighting proposals that make life
“prighter” {Lighting fixtures)

M AZBEERRAREEZEICEIRA NT TU-CEDBLVEREDSEFB
BTOMI )V I-T12—MEEF T, [BRADHNVREIZToTVEFT.ZL T,
ZROZ - MEROZ( L ZRRICRA. TENBERHREICED TLET,

Koizumi Seiki has assembled an abundant array of lighting fixtures for
general residential use. As a result, we provide high-quality lighting from
our wide offerings in all categories, contributing to completely
coordinated interiors that reflect a variety of atmospheres. Our goal is to
take the lead in product development and swiftly identify the evolution of
variety and value that consumers seek in their living spaces.

4 X=ZEREA
Koizumi
lighting equipment

C

OLEDY—UVT'SAk OLEDRVS UK o LEDEHEEREA
LED ceiling lights LED pendant lights ~ Standard LED lights

OLEDEBZRIVRK
LED desk lamps

KOIZUMI SEIKI Company Profile 06



BAX—H— - TSV REZDRE

Overseas Manufacturers and Their Brands

HARD— M LW T I U291,

Introducing new brands to the Japanese market

BLZDLS5LZZELD .- - 1RO Em] ZiRE

We take pride in offering “world-class products par excellence” for greater enjoyment of everyday life.

TODEMIEARRNSEFNY—ILT

Vidal Sassoon
Beauty Appliances

SASSOON

YOYDRIAUYT#FEI,
We offer Beauty products

that incorporate the experience

and expertise of pros for easier

salon styling.

Energizer

H5R160HEU LTEINTND &

TS A bDTO-NILTSUR,

This popular global brand of batteries and lighting .
products is sold in more than 160 countries.

EAX—H— - TSV REZORE

Japanese Manufacturers and Their Brands

P DA DRRECHEEE T 220 LWlEZ % K

Finding new value from the original function and usability of products

SATRIAIICED BB I RS UIRER - ZRA®

We offer lifestyle-focused healthcare products to promote a healthier way of life. — Healthcare appliances

PHILIPS -
Shaver
2Ry 7 No.| DBEfEERYE '
KRREDSAVFv TTREALTVET,
We present a great lineup of products that

represent the confidence and pride that
comes with being the world’s top seller.

VZys7— EBEISY
Sonicare electric toothbrushes

TCL

TCLIE, T L E DEREHIS TR,

hERHFEEOREREREX—N—.
TCL is the 3rd largest producer of TVs in
the world and a world-renowned general
home appliance manufacturer from China.

breo.

TVFHBUSTE—y3avTvXD
U—=FUVTHYIN=Z—TT,

Breo is a leading manufacturer of
relaxation products.

T-fal -

FEARVHEEREZIUHRER i
BERRULP AT LERNZS25 =
J0-NIVTSVR,

This global brand includes full-fledged

product lines encompassing kitchen

appliances, and other household appliances.

Nestis

% \ ®

Good Food, Good Life

EHINZRERR- VTILRABEELT,
HERERBTEMREIICHR.

APV I—E—DNAA =7
EUTHARITRBELTVET,

Known as the reliable Nutrition, Health, and Wellness
company, Nestlé has grown to become the world’s top
company in the food and beverage industry. In Japan, Nestlé

is known as the pioneer of coffee machines that use coffee
capsules to make coffee.

BaByliss-

I—-OvN\TRTOEIFD

29IV TY—=)LELTRSB.

In Europe, BaByliss products are used widely as
professional styling tools.

#BRITA
SOEFFZRTCR Y YK ZFIAL. I
COBBICBIBTFASI—ELT |
HERMCHESNTVET, | — |
Since BRITA invented the water filter jug 50 years ago, it

has become well known around the world as the expert in
its field.

Coocr [ N

19444 (CPeter Bodumic "«
FOTFYRY—TIDIARY
N=FVICRISNIEREBBLUBFARDA—H—,
Bodum is a tableware and kitchenware
manufacturer founded in Copenhagen, Denmark
by Peter Bodum in 1944.

® ¢ FUILEERRICHNT.
Anker ° KEVYBEAGREHF100HEM E
Innovations *  Thy TS5 ADIFRMEED
AnkerZIL—FDBAEA.

Anker Japan is the Japanese arm of the Anker Group, a top
class manufacturer of digital products with sales in over 100

countries around the world including the US and Japan.

NESPRESSO.

RRAFLYYIF1986EFICHTEILT
J—b—YRFLEHT.
REHFR2NECEEZREBL. —K
REE. EH. 4 T4 ABREBRTHEL
XRHE/ T FIFITIHALTVFET,

Since its first introduction of simple but innovative capsule
coffee system in 1986, NESPRESSO has been increasing

users in more than 60 countries worldwide.

(BLACK+DECKER)
BHTEPIU-ZVTY—ILEHRTS
TO-/VEE BRUTERGHE  *
FHA VR EREETRVHEZS TLET.

As a global corporation that develops home improvement

products, including power tools and cleaning products,
BLACK+DECKER’s high-quality, innovative product
designs are highly regarded around the world.

Cuisinart .

SLDELPBRIBHZEBENTS VR, o -
T—RPOEvY—0. . 7vF V7TV —
1 MREETAERLTNET,

[ ]
. -
As a brand trusted by many renowned W

cooking experts, Cuisinart’s kitchen
appliances, such as food processors and
blenders, are used daily around the world.

3
Miele
RAYTIE ERBDTSUR]ICEE,
SATRIA)ICE IR E
BHUTVLET,.
Selected as Germany’s “BEST BRANDS”
Miele offers vacuum cleaners that are

perfectly suited to your lifestyle.

Instant Pot”

KEEAFITY—rvhoT7No.1

1
[4 V29V MRy S DRICEZAI(C_ERE ﬁ

HRTERNR 7 EATZED

Top-seller in the US and Canada! At last, the most
popular multifunction pressure cooker in markets around
the world has made it to Japan!

Jnkmate l
RUZT XA 3. i-Drink Productstt

(AttKE) (CTRERFESIN
REEFAREEY —TERME TS VR,
The Drinkmate is a home carbonated soda

maker designed and developed by i-Drink
Products Inc. based in the US.

sodastream

HRPORECBE7EY Y NUOREKZE
EHUTVBHEFRNO.IREKTSYRTT,
The world’s top carbonated water brand, which
distributes 700 million liters of carbonated water
to households around the world every year.

el

RXYG RIYPR—=N—RUyFY R
FTLAEEZERLTHS 1. ST
ROELTAUIRNERTT,

A century has passed since Melitta
Bentz invented drip brew coffee filters.
Today, Melitta coffeemakers have
grown to dominate the world market.

> DOMETIC

B OSHAFI T, HFR100HE
M EQERICHAERTA V25—
ZHEIFLTVET .

With its proprietary cooling
technology, Dometic provides a
genuine wine cellar experience to
consumers in more than 100 countries.

CDimplex’

1973FICTAIVSVRTRIFELU
HRRAROETERS.
BEIREIRILF—HEOX—N—,
Founded in Ireland in 1973, Dimplex is one of the

largest manufacturers of electric heaters and
renewable energy equipment.

DESIGNED IN FINLAND

RS—ILIF AR—Y B,
TULIbOZJ R EEBESPINBOMHERS L.
N —ZVTHREBDDHRBERELTVET,
POLAR integrates expertise and know-how from the
fields of sports, physiology and electronics to offer
products that enhance the effect of routine workouts.

© FoodSaver
T—RtE—/\—F7XUANo.1D

REEFAEZ/ NI, BRRFT

BENRASERES,

The FoodSaver is the most popular home vacuum sealer

in the US. Storing food in vacuum sealed bags keeps it
fresh 5x longer.

OmRrRON

P=LRXNSIAVNIRIALTET,
BEGNUI-YaYTHREFEIC
BIF2FRTEAGMESTZFCH.
SEIFRRREBERELTVET,
We provide a range of simple and

convenient healthcare products for daily use. This device is available

in a variety of models including a cuff type and a compact type.

ALINGCO

ERRISHE, 91 Ty b BEEIEUDS
BUETOERZ N —IIVICRBALTVET,
We manufacture and distribute a wide
selection of products that promote and

assist health and well-being, weight-loss,
physical fitness, and mental healing.

SANTI
HEDKEDUPAFADRBERLT,
AEKDHNG B EBELFT LT

By distributing various kitchen and bathroom products, we will
continue to devote ourselves to building a better, more hydrating
relationship between people and water.

VDEEDST RS BT, -
JA ERLRRKIEBEILTLET.

We will invariably continue to ¢

jWate r distribute safe, reliable, and I"r

delicious natural water.

FYUNRTICEATREMTSUR
BREHZ<WIEO>TVET,
We carry many products of

outdoor-related brands.

|

ROBBVMEHERET. 9 =5 [RAEMET
Z2 AT TY T 715 NoZ
as a partner for family health checks. Tanita has the top share
of body fat monitor scales in the world.
EFRBEIWICEMLTVERT,
Cleansui will continue to support the

TANITA |
REDRREED/N—~F—EULT -
ey L
A body fat monitor scale is a useful scale

Cleansui

REFAFKEZBLUC, KUEH

development of a richer living environment by

manufacturing home water purifiers.

@ SOpL s e

ARDLEDERICER I DEHRDOREZE
BiELTWLET,

PIP Co., Ltd. will continue to contribute to people’s
physical and mental well-being.

( BEPOBFINITSVRELT, .
\ B E TRITICC b o @m%E
RHUTVFT,

VPJapan VP Japan is Japan’s first electronic
cigarette manufacturer that distributes
elaborate and carefully crafted products.

HEOESLEN 2ENBLSUERE - FHERE

We offer greater comfort and convenience to give you richer lifestyles. — Kitchen

J —

SRAKEBEETIEFBVY I 7 EE.

REHHEFEHN 2019F3RI1C

500058%%R#M, V1Yl vho) )
BRI TOTODEREIRCI -

TOTO has a large market share of warm-water washing toilet
seats commonly known as “Washlets.” The cumulative total of
seats shipped as of March 2019 exceeded 50,000,000.
“Washlet” is TOTO’s registered trademark.

y I.J = |
Pz .
BIZELUR, MBORMRAR TFYF .

NREY DEHNBERRERETOCTVET,
Since its establishment, Arromic has been

developing original technologies and offering
innovative products related to the kitchen and bath.

|ONIC

NAFT A ClRIEZRE Y ILYIL-

ORRYFU -l EEAFAFITRIAFVEI S
ZRHELTVET,

IONIC toothbrushes use the power of negative ions

to remove plaque, make tooth surface smooth, 1
freshen breath and stimulate gums.

TOTO
h\

FLAX
REFKFKEEERD
TEERFEZTOTCVET,

FLAX designs and develops hydrogen
water-related products for households.

appliances

Paloma £

ARGHEARF—T I E e
a0 HRIREREEZZUSH = =
REANSEBAET.
HAEBOREA—H—ELTITO-NIVICERLTVET,
Paloma is a comprehensive manufacturer of gas appliances,
which operates globally. Its products include gas hot water
heaters, gas tabletop cooking stoves, and gas rice cookers for
both household and industrial uses.

S Wonder otief

1951 FRIRDOETIE .
FFENR/BEDEFIX—T—,

Specialized manufacturer of electric
pressure cookers, one-handle pressure
cookers and other kitchen appliances,
founded 1951.

scancooL
—VEHES

HROMHENKDZBDZEESLUESEDS.
BHADHIZNRDZBDZEHRINSE HIHBD
Z—RCBATVEET,

Scancool is all about serving market needs as they

supply world markets with the best-matching products

from Japan and elsewhere, and provide the Japanese market
with desirable products from around the world.

ZIDELDBEDLKSUZRE - FHMREB- BF21UT (- RERE

We contribute to more relaxing and comfortable lifestyles. — Seasonal products, Security equipment, Household appliances

07 KOIZUMI SEIKI Company Profile

[ [ [ [
HRTETNTI00HE, GHALHS. RER H
BREEX—N—EUTRICERZU—RULTVET,

A household appliance maker offering its products in

more than 100 countries, Toyotomi has become an e
industry-leading maker of kerosene heaters and

household appliances.

A FURATHELUTESFE, EDSHRBELRLMT
ZLDALDOEFZERDFEITTNET .
Since the company was established in England 85

years ago, we have been keeping people’s hearts and
bodies warm with reliable, high-quality products.

WABESIRX

IRIF—BECBNT. HR-BHED
IRIVF—HHIBIC, HAREE - BiEP T —E %

HIHPEDETRHALTLET, _

In the energy sector, Osaka Gas supplies gas and
electric power as well as gas appliances, facilities and services.

= #70F([CHfoT
747“ p 4 AI—iK—B. IE m ]
A=aZ—yavetFaUT« DRI
TRNVEBBIFURIFTTVET,

With more than 70 years of experience offering intercom

equipment, Aiphone has earned the public’s trust for its
communications and security technologies.

BH=YY, AVE1—-IZVV FRSYVBE L4
RER=ZY Y Zb—FIICEELTVET, e —
We manufacture a comprehensive selection of household sewing

machines, including electric, computerized, and embroidery
sewing machines.

RYOBI

Ua—Eld. 1943F([CT A ARMA—H—&ELT
HFEL. BEORIMZENRHS, AeDpENE
ENTEXZZBERERVELTVET,

Since starting out as a die casting manufacturer in
1943, Ryobi has developed original technologies and
products that make people’s lifestyle more enjoyable
and comfortable.

i
g

J
hix=-r%
1918FE DLW EHI DN KEERAHE X —H— |
ELTRIZE, bt y

We established our business as Japan’s first fire
alarm manufacturer in 1918.

SATOSHO]JI

FUIF L OEREECH, FvFUITT,
RERDGEEEARERZNIFEOTVET,
We deal with household goods, including original
products, kitchenware, and home electric appliances

rUJIOH ————s
LI T—ROINAAZT7EUT BRIEBIT
PEURBERMEERZRELTVE T
As a leading manufacturer of range hoods for .‘-

stoves, we continue to work toward creating an
environmentally friendly and comfortable living environment.

KOIZUMI SEIKI Company Profile 08
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Koizumi Seiki’s Strengths

3 47\“50) |\ —49) leol:‘ ?‘J—ij One-stop Provider of Customer Solutions

SR FEmIEBBED/T/NDT,
RIERFEIHZ D ZRE,

Proposal to create optimal stores with an abundant selection of products
and unique know-how

I REEXR-FTVBIA0— A2 T4 A HBDERZIEDRN

Flow of Koizumi’s unique system that offers business proposals and follow-up sales support

FRWIHEDbd FREDHER

H2DEXEFEDPNS. HEBFLHD

MESRE L DEE
(1BF¥RHER)

PAPER EXHIBITION

| LIFE CREATION 2020

FRIOFBICEUTBPEESRN—ELIts FEEE: = 1—/—7Ib

Social Behaviors and Values Changed by COVID-19 The New Normal

FEUIEDN - REEZRRLET .

Identification of POS troubles/issues
We identify troubles and issues that the

IEHDH PREZEHLANT A — RN\ I,
I XZRBEDERVATLT
AE—F A [TEEL ERHAZETVET.

= haf S % RFTHEE
Staying home Nest-dweller consumption
3@ mket % Y=I0IVTFARAIVR
Avoiding the 3 Cs Social distancing
J0O07-18ICELD TET—7 —> FLI—JY TR RARIOFD
o Working from home Shift to teleworking
HSEEE st o BET
Consumer behavior G ?Jjj{'ﬁﬁﬁ_ % g.ﬁtjijj_ k Predicted post-COVID-19
triggered by COVID-19 reater use of online services ift to online services S
BLED > O—-YUYTRAbvT
Hoarding Food stockpiling
B#EN % AVIILANIVR

Quarantine fatigue

Mental health

customer has at their point of sale, from

. S Communication with concerned
our daily sales activities.

departments (Information sharing)

We feed back the customer’s POS
troubles and issues to our offices and
speedily share information within our
company via our own information system.

PREE - E
FUBITIBEUIY — L OBHMERIL.
R MR ERELET.

Verification/Improvement

We verify the effectiveness of the
tools we proposed for the customer’s
point of sale, to reveal improvements.

MEOSDOIVESRT
RERECHEUDIET,

O ABT—IPIA LU —BEEERARER

@ EEEDNH ZHRT BIchITHRAIR
ARZREEDITA M—U—{t

© EEEDNH ZHRT DT HERE
TNZHTY ERZESEDED

O FERBLUFTEOEY 17 IVNEES 2SR

O fthDZEFE - HEDYIW OPED FBIER

HIRIFFEV BN DRR
3 YFTIRABOV—ILT
VU1-YaVRIBALBAET,

Rapid deployment of tools to sales outlets

The developed tools help the customer’s
point of sale to offer solutions.
We put proposals together based on
5 unique concepts below.

@ Building product lines that tap into seasonal
themes and current consumer trends

@ Creating a storyline of how each product solves
consumer issues

FUFT YRR IS LET © Pairing primary products that solve consumer

issues with supporting products

Development of solution tools @ Making products and points of sale visually

We develop and supply effective sales interesting

promotional tools as required that © Using solutions and sales approaches of other

resolve the customer’s POS issues. industries and business models

VYUa—2avYy—ILDOEE
FUBOREEERT HIHD
SUHRE IR — L%

RREEF ¥3—Ib—L Tokyo Office Showroom

EA-BHAX—N—RXER. M XTS5 VFERZRR

Products from Japanese and overseas manufacturers and Koizumi-branded products are on display

09 KOIZUMI SEIKI Company Profile

HEEODESLEH(C

The New Normal demands

with a New Normal Life

INHSTHNBZHETRDOIFZ. HoEDMRVWESLA,

Safe, comfortable lifestyles that fit the new world people have to live in

Zhdablea. . HoERUSBRIEIC

How Koizumi Seiki makes the changed way of life more enjoyable and rewarding

- 37SLIFE

3 Areas of Consumer Activity

Cooking

Health

B9 R AYDAD B -RETEIY FTLO—=TYTMIHBL
IDEFDRRZETFOTNLfcsHD BETORMZH>ERRIES BETONBREZLIVTRTED

Work

Za—/—7RI-SATRILIL
New Normal lifestyles that maintain the mental
and physical health of oneself, family and friends

Za—/——RIW-SATRIAI
New Normal lifestyles that enhance the
time spent at home by oneself and family

Za1—/—RIW-SATRIAI
New Normal lifestyles that upgrade the
home work environment for teleworking

@107 KUEEH! . @BORSHU OEENLES
Shed your corona fat! J Just press a button The consummate g
3 and kick back home office
- I
- | T - . :

-

)

“MONSTER” 35&[LE5 “MONSTER?” transit ad FLUECM TV commercials

KOIZUMI SEIKI Company Profile 10
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Koizumi Seiki’s Strengths

]47{'50),5&%73 X#@;ﬁ,jj Sales and Distribution Capabilities

ANt 3HNFRDEZERT. QNPT D EZEFIZHLRIC
BIRERFTTHZBERUTVE T,

We have a solid sales network consisting of our headquarters,
3 business offices and 9 sales offices.

REPREYI—ZRAZNTNCEREASE. [Z2 -ER - TR [CBREIFLET

We operate large distribution centers in each the eastern and western halves of Japan, to make sure that products are delivered safely, swiftly and without mistake.

ER47HLR
Distribution bases in Japan

Q HLIRE P

Sapporo Sales,

w—

RRBEM

WEERR
mEEmEYI— Sendai Sales Qffice

Nanko distribution center

At 1&
Head office £ Saital
mIN=ES7i
Okayama
R Sales Office BB
Hiroshima Sales Office Kanto Area Sales Office
BEE R 4

Fukuoka Sales

Office
Takama

EREEZEM
Kagoshima Sales
Office

mEmmntYy—
Nanko distribution center

BEEmtry—

Saitama distribution center

4 A= D85 R

Overseas business development

4 X=DEIRAIE,
I5(C2O0—-NIVidTJa—ILRAE
IHERUTCWET

Koizumi’s business expands into a global field.

INRAES S BARBDBE—SZRHBLELC. BE IR
pgs (&FE) BRATI . PE - R (2B (R BEER
PE ZRRIC, PYTPREANOIA XZERDORFTS KU
KOIZUMIZ' S RO K ZEELE T,

We have already taken the first step toward expanding business around
the world, by establishing Koizumi Seiki (Hong Kong) Limited and
Koizumi Seiki (Shenzhen) Limited to sell Koizumi brand products and
make our brand more widely known throughout Asia.

11 KOIZUMI SEIKI Company Profile

ZI/(Z“E@'l%%EjJ Information Systems

ADHIE. ADBWVWEEREERICEDNT .
FLyIHBROBHRY AT LARFECRUBATOET,

We are engaged in the development of a knowledge-sharing system
that capitalizes on two business resources: wisdom and intelligence.

REER-TUBIA0—Z2ZZBDEFRZEY—I

Our sales support tools offer business proposals and follow-up sales support.

BEE|5E#RE(FEDI (Electronic Data Interchange) ZFIAU.
BRI EICRDMEILEE IR ATF v ADIAZER >TVE T,

We communicate with our clients and business partners, using

“Electronic Data Interchange” (EDI) to keep in close touch with them and Sales Success Bl i o
- Stories’™ = Conditions

to be accessible to broader business opportunities.

Ea—SUNT—ERESE.AMOD \ .
—%—g{t%g?gjj— Dyl)‘ﬁgﬁ\ztjzj——A Ten-day Reports ““,‘,' “\ SalesJ:I‘anning

& General Reports
Our knowledge cultivation system highlights our employees’
abilities with the aim of developing highly skilled personnel.

BRTCI MBI R HEDODRRICERZS W . FLyY TR *t \,, Al
VAT LCFIAMDBERICEHLTVET, '

Employees are an important aspect of the application of IT and IT systems
as they continue to evolve.

We focus on training personnel with our knowledge system focused on
employee development.

FIUN=J \
FA77iRR

Proposals foris

347(‘5@%%%‘@73 Quality Management

MFE-EEHE — Z0IXRTOTOERIC

— Al Y \}

[OFUT 4 T7—AN OBBZHNEDNTVET,
Our philosophy of “quality first” remains alive in all our processes,

from development and production to consumption.

AE=FA BRI EEEICRDBROABL T BHI BREZHEIILET

Ensuring consistent quality through rapid communication and information-sharing.

BEENENE BB STDCATBIE ~ I\RHE TP
_ - o g~ =5 D
DE/ICHTHERSE. DRICETNSHEIET . BN REUCREHE WRORSIEEEME
D O e St 0w . P ' '°°935 Vta uation Product safety and reliability
DE-BEEERT BHHEL T, RE—F A B ESHE i
73 TR T DRICERDH ), BB . .
O)L}% d\t(hd:jt m(u'ﬁ%ﬁ@ ﬁ'ﬂ:%[gb J aj’ d\L_i ngﬂﬂﬁsfﬁu@gzﬁgﬁ @.EE"JD:EIE{%EIE
[Cﬁ@b\mﬁﬁj(‘:ﬁlbﬁﬁﬁ [j— ngsg'o Our Quality Assurance System Comprehensive quality assurance
=
e : ! . LEE DR GRET ST
At +l<0|zum| Seiki, our ph\\o.sopvhy is Fo offer products thalt contribute to én L .InJ:rl_llfind e:'f'cation Qualty evaluation Efib'\a)?lfbm
active and comfortable daily life. With a system that delivers both quality 'ga“he"'pl‘;vnning‘;t;g'e Third-party . Quickresponse
and character, we supply reliable products through timely collaboration certification testing lab
and information-sharing among all sections.
cEmxaEns | mEmeme [ _ [ mmsc [ ANEX—H—0
FBEERIT T5RVCEBRERE | AR PRELIAH] ML TOREMA IRe2H - TREE
Design review and verification Design and quality review Quality Assurance Analysis and investigation Processvaluation & product review.
of planning and development for mass production Sslen of failures and malfunctions for relevant plants
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Koizumi Seiki’s Strengths

:M’Z“EUDAMVJ Human Resources

VR EEClE . DHRIFBEADEZRIR T DELSLEZITCVET,

At Koizumi Seiki, we look at our company as a platform for our employees to realize their dreams.

—SHRD1I—F -2 Ty hDEMZBIEL.
[PUIEWTE] BERUEVWBRIICA > TFr LY I TEBRHLTT

Koizumi Seiki is a company that allows us to address the targets we want to take on and achieve in order to provide

newer and better user benefits.

e At
Kazuki Amemiya
- RFEESRER
e Kansai Sales Department

& THFLOHE
4 [BESREOREEEEE]
AL
“Propose and sell electrical products”
REEREPTA ANV VRANPICERHERZERTI 2HBZLTVET,
RIA V=LV OBEBRENS I —E—X—HA—EVSEHAEBRERE
BLEVERZRIES>TVET . BLDFE CEGIENUEEL TSR
PERZEMBLUC. ZOMEZMRIBDICODREVNEEZITOCLR
T, FCEBALCERZ 18 THELFTNBILIICT DI DTS ER. 550
HIEEENDERENDERICITO>TLERT,
My job is to sell electrical products to large volume appliance stores and
discount stores. | deal in a wide range of products from beauty care
appliances like hair dryers to kitchen appliances like coffeemakers. Every
day, | find out which products and what information my customers want and
make proposals that fulfill their needs. Then, to help them sell more of the

products they introduce, | set up their point of sale and instruct their sales
staff on product features.

M ##=

Ayumi Okada

TSR EERIEHY—T T4 VTR
Sales Advancement Western Sales Division
N ThDEE
[BtEROEXEREBFERREED
A—HA—BROI—TT147]

What | do

‘Market beauty care products of our own brand and those
of other manufacturers that we represent in Japan”

BRI ESUCSTENDDNZEZER FTIBREFDE2A. TSVREM-
ARORIZLADIEHARYFMEBCHATOERMER PERILHETD
ARPWRERDTV.FNTVAEGF DKW ZEKRLBHAENSERXT
WEE T, FARDEAB CREUCYHNIEERICI D SEERNBALT
KREEH>TVWBBHEZRSEETHEULIRERLET,

| look for ways to sell products. While that includes making POS proposals,
| also explore sales strategies from various angles and, because it is an
important part of my job to promote the brands we deal in and convey
product benefits and features, | give product explanations both in our
company and at the customer’s place of business. Another part of my job
that I like is to set out the products the customer has selected in their store
and then watch shoppers buy them.

BT B

Rina Notsuki

RIRE_EXRE0

Kanto Second Sales Department
INHFhDESE

[RERRDEZR (RFTEFRNDTIRE)

What | do

“Sell home appliances (propose products to retailers)”

BRETHIREERERRIC, RFEAEBEEL THEANA—H—EREKOIZUMI
ARZIRTTI 2EEEEZLTVET IBEEDHESTANFIRBDIEANZL
124 BETOEBDERZTIEULTVET . BUBIEUFHERET TR
< BHFESRELUBNNICEUTVERIFDELD BHEDHE T AEABR LN
SITOTVE T Ko EHNICEARDMRAZRMEL, BEEDHESAICERD
DI7UNCIFS TV DR SIBEHEH D HEANTVET,

| sell both Koizumi products and those of other manufacturers whom we
represent, to home appliance stores. That includes introducing new products
to their staff and setting up store displays. In setting up displays, | consult
with store staff so that not only new products but existing products look

more appealing to shoppers. | also conduct periodic product workshops
where my efforts are focused on turning store staff into fans of our products.

@ TEHEF — L [Koizumi/J\BI] women's marketing team “Koizumi Komachi”

Koizumi/\BT& (&, T4 XEBFRDBESZ XL DEERRICRFANTHE R B KD BENSRIES T HEZRKD
2T SURICLTVL e BB DERZEBR CREUCHNDLZERRT —ATY , [RIEEFHEIC| ZIERS TIID,
[IRADATAAIRADT TN RE RENRBRZETF — ATERELTVEET,

Koizumi Komachi is an interdepartmental marketing team of women tasked with making the Koizumi brand known

Pk S

Takamasa Ito

[ElRE=E SR ET

Product Administration Department
ZNHFhoLEE
[B5-ERERX—D—&ROEAN-EEIIE]
What | do

“Proposing procurement and sales plans for products
from leading manufacturers in Japan and abroad”

AHBEREBERBL T, IA XZTSVROABRRE. RERE. SERROH
wFFE- REEEDIIE. BN ERNENA—N—HROLEAN-EBEIEZBHL
TVFT . EORRHREY -7 v OBt ZDEIC. IV ENTFA T 7%
BEREITDIENTADEG T FBRFERDEIC, N1 vV — iR SEHbZ L)
eV BB EREZEEBA T 2DZERENNFTU UIERIFMMHTEIFET

In our Product Administration Department, | am responsible for proposing
product development and sales promotion plans for Koizumi brand kitchen
appliances, household appliances and audio products, and proposing
procurement and sales plans for products from leading manufacturers in
Japan and abroad. It is my duty to materialize concepts and ideas in line with
evaluations of market conditions and clear targets. | am motivated by high
praise from buyers at new product announcements and seeing consumers
buy our products.

and liked by a greater number of consumers. By taking a logical approach to feminine sensitivity, these women @ FLLREDS—F4VT

transform esthetic sensitivities that define things as “cute,” “tacky” or otherwise into concepts and products.
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New product planning meeting

‘%?ﬂf&% Company Outline

o = _A~_ P = = SPEE . — ~ —_. =
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it 8% 333%(202083831HER®E)

73 T ONRER ) RAEBREEERFHRS- A X=ZRAKA R
() # T FRIT-ZA L0V NVRTT (#5) - ey - JARZT7ZF v IKART
54 A —RAM (K - () hIhs. | R EE B I XSUPRHKAM
#9507 R =ZUFJIRT b -, — T HRatNO—-UEYT
L N — . B¢ = Sl 24 X= Tvy—
W38T B TERT SBUFIRA § et [ AsRRes
SHIERIT I L s
A R=70—-I VI HARH
Corporate name Stockholders Customers Affiliates
KOIZUMI SEIKI CORP. Koizumi Sangyo Corp. ) Electrical appliances retailers ALPHAX. KOIZUMI CORP.
President & CEO Koizumi Seiki Employee Stock Ownership Plan Home centers / Discount stores / GMS Koizumi Seiki (Hong Kong) Limited
Yuji Tanaka Mizuho Bank, Ltd. / Omron Healthcare Co., Ltd. - p o gtores ete KOIZUMI SEIKI (SHENZHEN) LIMITED
Head office Tiger Corp. / Toyotomi Co., Ltd./ Paloma Co., Ltd. : Koizumi Sangyo Corp
3-3-7 Bingomachi, Chuo-ku, Osaka MUFG Bank, Ltd. etc. Suppliers Koizumi Lighting TecHnoIogy Corp.
Establishment _ Philips / Paloma Koizumi Furnitech Corp.
January 19, 1989 Mal_n Banks Koizumi Lighting Technology Corp. Koizumi Logistics Corp.
Capital Mizuho Bank Omron Healthcare / Groupe SEB Japan g |0 LIVING Co., Ltd.
¥593 million MUFG Bank, Ltd. Nestlé Japan / Toyotomi / TOTO Koizumi Insurance Center Co., Ltd.

Account settlement Sumitomo Mitsui Banking Corp.

Once a year, end of March

Tanita / Alinco / Jaguar / Synergy Trading  Koizumi Co.. Ltd.
Aiphone / SodaStream etc. Koizumi Apparel Co., Ltd.

Type of business Directors . Koizumi Clothing Co., Ltd.
Planning, manufacture, and wholesale President & CEO: Yuji Tanaka 9 ’
of electrical and household appliances Executive Director, Head of Product Administration Department: Tadashi Hashimoto

Employees Director, Head of Sales Management Department for Western Japan: Katsuhiro Sawai

Director, Head of Sales Management Department for Eastern Japan: Nobuyuki Nakahama
Director, Management group leader: Hideo Saitou

Corporate Auditor: Yoshihiro Ishibashi

Auditor: Masaharu Yamamoto

Auditor: Takehiro Oishi

333 (as of March 31, 2020)

%#W"é\ Business Scope

A4 XTS5V REROEE. FFE. &, Rt W 55 ERHB Trend in Annual Sales

Planning, development, manufacturing and sales of Koizumi-branded products 73780 718{8M 69520 70080
¥73,700 ¥71,800 ¥69,500 ¥70,000
million million million million

(ERBIALRZDT'SURER) Our original brand products

AT RSAY— AF7A0Y - H—U VT RS — ITATRE-
BERANT -REFIIY -EREFR- VATV
IV —RI—ZFY—- P40V -COSIH T IIINA—FT 1 F 17

Hair dryers, hair irons, curling dryers, beauty home appliances, HOERE H30ERE R1EREE R2ERE

electric stoves, luxury kotatsu, electric blankets, foot warmers, 2017 2018 2019 2020 (5+E)
air conditioners, oven toasters, mixers, irons, radio/CD players,
digital audio devices, etc. W ERAIER Sales Breakdown by Product Segment

= S =~ L3 O 58 el sEE]
FvaFILITSYRERDH raUTER R

Sound / security products 17%@ ¥1.700 million

368 ¥3,600 million

Wholesale of manufacturers’ brands

. 2.5%
(ERBEA—H—T'SUR) Specialty manufacturers, brand products 5.1% ,07 ZDf Others
. 28 ¥200 million
T4UyFPR-NOY - DA RZRA-AL0OY NVRT 7 - V-V 0.3%

Seasonal products

TW—FETIvINY -2 AVBER NIRZ-TOTO-9=9 - 7L - 6718 ¥6,700 million

I H—PAIRY V—=F AU =L 1RE

FHIERE
REAR
Kitchen and household appliances
Philips, Paloma, Koizumi Lighting, Omron Healthcare, 22448 ¥22,400 million
Groupe SEB Japan, Nestlé Japan, Toyotomi, TOTO, Tanita, Alinco, Jaguar, HESRE

f Grooming equipment
Aiphone, SodaStream, etc. 139(EM ¥13.900 million

f2mReEE
Healthcare appliances
20915 ¥20,900 million
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