Business Model

Evolution of Parco
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"Stand on a New Stage
for the Growth of the Group”

Expand the playing fields in
the Group

We lack speed and dynamism —
Currently, the environment around
us is more rapidly digitalized and
consumption itself is changing. Thus
our business is in a transition period
regardless of the presence of
COVID-19. We have to greatly
change our business portfolio and
we aim for discontinuous growth. As
our work style, we try to “create and
bring to life ‘new happiness™ as the
Group Vision says. Now it has
become more vividly clear due to the

COVID-19 crisis that this innovative
idea was correct but lacked creativity.

In March, Parco became a wholly
owned subsidiary of J. Front Retailing.
I think the two companies have tried
to join together, particularly by
exchanging people, since before
that. Now we have in place a system
where Parco can be further dedicated
to its business and conduct big
businesses and investments, which
are impossible for an operating
company alone, within the large
framework of J. Front Retailing
saying what we really think without
hesitation or constraints.
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It is very important that our playing
fields will expand in the Group.
When the number of people
doubles, communications will spread
synergistically starting with one-to-
one and create much more ideas
than double. By adding Parco to the
department store’s foundation of
trust, | think interesting ideas will be
added and produce great power. |
would like to create a business
format, which is neither a
department store nor Parco and
necessary for the evolution of cities,
and to become a pillar of city
planning.
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