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Financial Highlights for the 3Q
of the Fiscal Year Ending November 30, 2025



Income Statement for the Six Months Ended August 31, 2025

[ Unit : Millions of yen 1]

Nixig”;cs’f;ﬁslzeg;fd Nine months ended August 31,2025
Ratio to Retio to
Net sales 26,982 100% 24,358 100.0% -2,624 -9.7%
Cost of sales 17,450 64.7% 16,266 66.8% -1,183 -6.8%
SG&A expenses 5,093 18.9% 5,862 24.1% 769 15.1%
Operating profit 4,438 16.4% 2,228 2.2% -2,209 -49.8%
Ordinary profit 4,653 17.2% 2,389 9.8% -2,263 -48.6%

Profit 3,126 11.6% 1,528 6.3% -1,598 -51.1%



Financial Highlights for the 3Q
of the Fiscal Year Ending November 30, 2025[YoY]

® Improvements in sales and product mix progressed,and the proportion of high-profit products
increased.

® As a result, the business quality support fee rate improved, and the revenue foundation was
strengthened.

® Due to the effects of the above, the operating profit margin improved compared to the second quarter.
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Financial Highlights for the 3Q
of the Fiscal Year Ending November 30, 2025[ Quarterly Trends ]

® The business quality support fee rate improved, and the operating profit margin improved compared
to the second quarter.

[ Quarterly ] Business quality support fee rate and operating profit margin

[ Unit: %]
N 32 24.3
20

9.6 3.4 9.5

" o6 ————90

1Q 2Q 3Q
Fiscal year ending November 30, 2025

=0~ Business quality support fee rate == Operating profit margin




Financial Highlights for the 3Q
of the Fiscal Year Ending November 30, 2025[ Key KPI ]

® The number of sales employees decreased YoY, along with the number of new policies.
® Number of prospective policy customers decreased, including those through partner companies.

® Although policy transfers were lower YoY due to major deals in the previous fiscal year, progress is on
track, and the number of transfers continues to increase steadily.

Number of Number of Number of prospective
Sales employees New policies policy customers
2430 57,263 28,960 14,391

vear - 388 - -6,//4 m -11,020 s -44,905

Number of policy
transfers agreed to

% [-359] @M. 11.8%] EH[276%] €Y [-757%]



Number of Sales of Level-payment Products

® Although results declined both on a quarterly basis
and YoY, we are strengthening our sales capabilities
and improving our product mix, and are laying the
groundwork for a recovery in the 4Q and beyond.

[ Unit : Number of policies ]

-
N
-
—_—
I

Year-on-year change

108.7%

Year-on-year change Year-on-year change

108.8% 86.5%

>
Year-on-year change _> o= Year-on-year change )
1Q 102.9% 102.3%
Fiscal year ended Fiscal year ended Fiscal year ending

November 30, 2023 November 30, 2024 November 30, 2025



Earnings Model [Life and Non-life Insurance]

Breakdown and trends of commission income from life insurance sales

In the case of life insurance

® The period of commission receipt varies from 5 to 10 years
for each insurance company and product.
® There are no ongoing commissions for lump-sum payment

First-year commissions Ongoing commissions

. . products.
Approximately Approximately
Business quality support fee
o o q y supp
70 /O of ANP 5 /O of ANP | | [conditionsapply] | | (SN N ----- First-year commissions
1 : | Ongoing commissions
— | i < .
[ Unit : Millions : of yen] : I insuf;nnncl:eapl:rzeer:ium Istyear 2ndyear  3rdyear oo 10th year
35,000 ! I | [ANP]
| - - ~ *
I i :
30,000 | 1 ' 8401 In the case of non-life insurance
| : 1 /]
1
25 000 1 : 7 526 O ® The policy term is generally one year and the commission is
' : 1 ! received at the time of signing or each renewal.
I 1 5,904 ® Commissions are received only once for lump-sum payment
20,000 : : products.
1 4,703 : First-year commissions Renewal fees
- 3583 0 21,993 | B 4l [Trmommmmmmmmmmmemmme
s pEETTEE i 21,593
I : 17,699
. 14,904 "
1 ' A lized
10,000 I 9793 11,673 i insurannncl;a;;::mium Istyear 2ndyear  3rdyear
d),731 ' : [ANP]
5,000 .
3,182 3,82'] 4,389 o 4,764 51020 51355 What is th ® A commission paid by insurance companies to insurance agencies to improve
0 AtISEE the quality of the services provided to customers through initiatives such as
Fiscal year ended Fiscal year ended Fiscal year ended | Fiscal year ended | Fiscal year ended | Fiscal year ended business customer-oriented business operations and system development.
November 30, November 30, November 30, November 30, November 30, November 30, PIE LRSSl © Itis mainly evaluated based on the achievement level of “agency service quality
2019 2020 2021 2022 2023 2024 fee? evaluation management.”
. ® Many insurance companies exclude lump-sum payment products from this.

> ANP : An indicator that refers to the annualized amount of premiums for new policies
> Commission rate and business quality support fee rate varies depending on the insurance company and product.



Quarterly Performance Trends [Life Insurance Commissions]

Life insurance commissions income

Lump-sum payment products

[ Unit : Millions of yen ]

® The business quality support fee rate increased due to a rise in the sales ratio of
protection-related products. Temporary increase in sales volume
We expect recovery by rapidly implementing measures to strengthen sales. due to the effect of exchange rates

® While first-year commissions also declined as the sales volume of lump-sum ‘
payment products decreased, we are shifting toward sales with an awareness of

|
|
|
: L ) i . 9 487 |
a sustainable revenue structure and striving to improve the quality of earnings. '25 :
1 1 |
8,402 8,144
| | ' | 8,01 3
l 7,907 1999 27 - 26 | 7,624 7.476
I 17 7,334 9 1 27 '
: 6,953 6,927 33 : 2,207 1816 IR
5900 5,852 33 1,980 [ :
: 1,634 1,716 : |
I I 5269 |
| | |
| 4396 4,196 I |
| | |
| | |
| | |
I I I
| | |
| | |
| | |
1,147 1,186 1,197 1,235 MM 1,208 1,255 1,256 1,302 | 1,302 1,360 1,342 1,351 g 1361 1,381 1,400
| | |
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
Fiscal year ended November 30, 2022 Fiscal year ended November 30, 2023 Fiscal year ended November 30, 2024 Fiscal year ending November
M Ongoing commissions M First-year commissions I Business quality support fee M Other M Reversal amount (*) 30,2025

¥ Reversal refers to the refund of part or all of the commission received to the insurance company when a policy lapses due
to early termination or lapse of a policy after the receipt of commission from the insurance company.



Key KPI Trends [Number of Prospective Policy Customers (Quarterly)]

Number of customers attracted from partner companies and customers attracted on our own

® The number of policies through partner companies decreased by 5,000 compared to 2Q.
Policy transfer appointments also decreased due to the absence of large policy transfer deals.

® The number of customers attracted from major partner companies showed a declining trend but is
expected to recover from 4Q.

[ Unit : Number of policies ]

42,553
39,518 40,127 34387 39,980 40,646
38,234 37,732 35057 (85.5%) 33,233
35,934 3415 36422 36,458 35,145 S o e 36,347

87.9% (81.8%) 34,816
10002 10053 33774 Bag0s (s 32164 32827 205 (@gm (1 G 30,759
30,818 : ' 30,463 (89.6%) (883%) (900%) o (84.6%) 28697
29,426 28,846 (90 2%) (82.4%) 28,960
27,242 28825 28,001 (97.94) (90.0%)
5%) 26,090

23,409
25,061 (80.8%
(92.0%) (93.2%) Year-on-year change
Total -11,020 [-27.6%]
Atsced fom - 11,419 | SEeReE +399
partner companies  [-32.9%1] | onourown [+7.74%]
6,166 7413 6,119
4,817 4373 4870 (1454 |5152| (182%) 5588
3,207 3311 3,728 4,046 4258 3,631 , ~% 199 (15.4%) (17.6%) 1
2181 1,993 1,911 2590 QU0 Gew (04w (06w (117%) (oow U28W (11w (21w 2o S
(8.0%) (65%)  (6.8%) L

(19.2%)

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q

Fiscal year ended November 30, | Fiscal year ended November 30, | Fiscal year ended November 30, | Fiscal year ended November 30,
2021 2022 2023

Customers attracted from partner companies

Fiscal year ending

2024 November 30, 2025
B Customers attracted on our own

Number of prospective policy customers: customers attracted from partner companies + customers attracted on our own 3 Customers attracted from partner companies: customers attracted through partner companies
Customers attracted on our own: customers attracted through TV commercials, web ads, Money Doctor Premier, policy transfers, etc.

Bar graph figures in parentheses are the ratio of customers attracted from partner companies and customers attracted on our own to the total number of
prospective policy customers.
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Key KPI Trends [Number of New Policies / Customers (Quarterly)]

® The number of new policies decreased compared to 2Q, but the product mix improved.

Number of new policies Number of new customers

[ Unit : Number of policies ] [ Unit : Persons ]

Year-on-year

Year-on-year change

change

226,878 20376

212,006 .-

Ye] 45,870 ===~

KIe] 42952 e  p---—-—-—-

Qs Dl N .

1Q

Fiscal year Fiscal year Fiscal year Fiscal year Fiscal year Fiscal year Fiscal year Fiscal year Fiscal year Fiscal year
ended ended ended ended ending ended ended ended ended ending
November 30, * November 30, * November 30, * November 30, * November 30, November 30, * November 30, * November 30, * November 30, * November 30,

2021 2022 2023 2024 2025 2021 2022 2023 2024 2025
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Key KPI Trends [Number of Policies in Force (Quarterly)]

Number of policies in force

[Unit: Number of policies ]

xear +268,793 policies j

-on-year
change (+16.1%) 1,943,259
| \735733 1881144
1,674,466 | 1797014
1,517,857
1,583,195
1,457,018
1,387,844
1,323,282
1,189,907
1,131,058 1,240,784
1,076,346
1,023,413
1Q]12Q13Q14Q|1Q|2Q3Q |4Q1Q |2Q |3Q|4Q|1Q]|2Q]3Q
Fiscal year ended Fiscal year ended Fiscal year ended FiscalYear ending
November 30, 2022 November 30, 2023 November 30, 2024 November 30,
2025

;
%.II
E:

Number of existing customers

[Unit: Persons ]

Year +73,949 policies

-on-year
change (+11.3%) 1
730,457
676,926 712,239
656,508
591,648 635,639
613,000
568,988
546,868
504,959
524,597
482,884
462,203
442,621

1Q12Q13Q14Q|1Q[2Q |3Q [4Q|1Q 12Q |13Q [4Q | 1Q ] 2Q | 3Q
Fiscal year ended Fiscal year ended Fiscal year ended FiscalYear ending
November 30, 2022 November 30, 2023 November 30, 2024 November 30,
2025

13
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New Policy Acquisition Flow

Results for the 3Q of the fiscal year ending August 31, 2025

The number of additional policies from policy transfers increased steadily.

Self - development

Number of prospective
policy customers

28,960

[ Customers attracted
from partner companies

Sales
Employ 23,409
Customers attracted on ]

-ees our own
5,551

[ Net new customers ] [ Net new policies ]

18,066 32,198 [ New policies ]
57,263

] [ Additional

Policy transfers
new policies

[ Additional
Policy customers

17,566 25,065

X Self-development refers to prospective customers acquired by sales employees themselves, such as through referrals from existing customers.
¥ The number of net new policies refers to the number of new policies from customers who have no existing policies with the Company.
The number of additional new policies refers to the number of additional policies from customers who have existing policies with the Company.

¥ The number of net new customers refers to the number of customers with net new policies.
The number of additional policy customers refers to the number of customers with additional new policies, and is included in the number of existing customers (existing policyholders)

¥ Results are for the six months ended May 31, 2025 Details, past results, etc. are shown in [04. Datal.
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Number of sales employees and hires

Number of sales employees and hires
Number of sales employees Number of hires

[ Unit : Persons ] [ Unit : Persons ]

® The number of sales employees decreased by 88 from Net decrease
the end of the previous year and by 92 compared to 2Q.

® Although hiring and retention have slowed due to the
impact of media reports and revisions to the compensation
system, we aim to increase the number of sales employees

2518 2546 2,522

through appropriate information disclosure and system ~ ~—~-~--~-------=--=-=-=—-=-~" 24622491 - - g — - -~~~ -
2500 improvements. 2,402 w= 2,430
® The M&A in September will contribute to an increase 2,326 .
in the number of sales employees in the next fiscal year. ___5;(:6_-2'215-_ 227 e - Number of hires
Lo 201 196 -47
2000 T TT oo oTToTomomm s 1,962--2 " - ——— -~ mh 175 g - 174 e B
I 1,858 890 157 154
1,745 1776 1,806 138 > 1430 142
""" oW 119 - s
107
- ‘ i i I I I I i
0
1a]l2al3al4a|1al2al3al2a|1alz2al3alsa]1alz2alszalsa|1alz2a]3a
Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ending
November 30, 2021 November 30, 2022 November 30, 2023 November 30, 2024 November 30, 2025

Bl Number of sales employees =O~ Number of hires
Copyright © FP Partner Inc. All Rights Reserved. 1 5



Number of Offices

Targeting a more detailed sales network expansion

with the increase in sales employees.

5!!!‘ i.

Nationwide Eg 15 3 branches I§ ‘ | \

A Tohoku area

T P P R T O T ORCOTNTRENOYTRCFITERENFTETT™T - ‘% ﬁ \\\ HOkurikU/ Bran'
1 8 ; R 1 Q‘""\M Shinetsu area 1 ches 2 stores
sites e 36 stores

X As of August 31, 2025 Kanto area

Bran- Bran-
: 1 ches 9stores 5 cP:an 17stores
Number of offices
189

174

Bran-
ches stores

Chugoku area

1 Bran- 1
ches stores

Tokai area
1 Bran- 4
ches stores

Okinawa area

Shikoku area

5 Branches

1 Bran- 2
ches stores

1 Branches

‘ Fiscalyear‘ Fiscalyear‘ Fiscalyear‘ Fiscalyear‘ Fiscalyear‘ Fiscal year

Ended Ended Ended Ended Ended Ending
November | November | November | November | November | November
30,2020 30,2021 30,2022 30,2023 30,2024 30,2025
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Revision of Earnings Forecast
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Revision of the Full-year Forecast for the Fiscal Year Ending November 30, 2025
and the Reasons for the Revision

® The full-year earnings forecast has been revised and the year-end dividend forecast has been
left unchanged based on the 3Q results and future outlook.

[ Unit : Millions of yen ]

Fiscal year ending Fiscal year ending

Fiscal year ended November 30, 2024 November 30, 2025 November 30, 2025 Ch.ang?c -
previous Torecast
Previous forecast Current forecast [B-A]

Net sales 35,617 32,603 A8.5% 31,957 A10.3% A 646
Operating profit 5,330 2,051 Ab61.5% 2,457 A53.9% +405
Operating profit
margin (%) 15.0 6.3 A8.7pt 7.7 A7.3pt +1.4 pt
Ordinary profit 5,493 2,102 Ab61.7% 2,620 A52.3% +518
Profit 3,903 1,336 A65.8% 1,670 AS57.2% + 333
Dividend per share = o7 59~ 9400 — 94.00 — +0.00

(full year) (yen)



Financial Highlights for the Nine Months
Ended August 31, 2025[ Achievement Versus the Full-year Forecast ]

Results for the nine months Progress rate toward the full-year forecast - . [tinit j[h'\/“|]|ci.0m|0f yen ]
ded A t 31,2025 - - arnings forecast for the fiscal year
SHEEe g ending November 30, 2025
Net sales A 32,603
b 4
After revision 31 ’957
Operating profit 108.7 % annauktament 2,051
b 4
2 I 2 2 8 After revision 2,45 7
Operating profit margin Q2% P[ re@fg?én 7.7%
Ordinary prOﬁt 113.7% annPc;L?r\{ic%l#sent 2,1 02
b 4
After revision 2.620
Interim net profit 114.4% B 1,336
h 4
1 [ 5 2 8 After revision 1,670
1 1
1 1
Interim net profit pershare ~ 66 .58 yen i i /2.7 4vyen
1 1




Full-year earnings forecast for the fiscal year ending November 30, 2025

® |n 3Q, the product mix improved and operating profit margin improved.

® On the other hand, a decline in the business quality support fee is
expected in 4Q in the items of the business quality assessment.

® As a result, because net sales and profits at each stage are expected to
vary from the earnings forecast announced on July 15, we have revised
the full-year earnings forecast for the fiscal year ending November 30,

2025

20



[Reference] Business Quality Support Fee

Image of commissions receiving

-_-“_“

w

1 i H ; : :
- | 3145|617 9;10511
Insurance
solicitation
Receive in ;
the month Receipt of
Following commissions O ® ®
solicitation [ Recorded ]
First-year commission licable rat Rate based on the results T —
irst-year commission applicable rate of the second half in the previous year on the results of the first half

Business quality support fee
results of the 4Q in results of the 1Q results of the 2Q results of the 3Q

Rate based on the Rate based on the Rate based on the Rate based on the
applicable rate the previous year

Commission rate applied in the second half

First-year . . Business quality .
Determined based on first half results. Determined based on 2Q and 3Q results.

P> The positive effect on performance from an increase in new policy acquisitionsin the second half will occur in the next fiscal year.

¥ The above is for illustration purposes only. In practice, the assessment periods,
timing of application, and methods for determining rates vary by insurance company.
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[Reference] Business Quality Support Fee

Business quality support fee assessment [ example ]

é o . Y é . B Y
Business quality assessment Quantitative assessment
Achievement level of “agency service Nurlser 6f ssles 2ine
quality evaluation management,”etc. _ _
Annualized insurance
® Establishment of a system for protecting ) )
personal information. Premiums accordlng to
example _ .
® Establishment of a system for responding .
to customers after follow-up, etc. agency size
\ 4 A\ 4

Rate is determined using a matrix
of the Business quality assessment and
Quantitative assessment

o
c
<.
-
4
1)
wn
QO
c
=3
;.
<
n
c
O
O
o
pm §
e
®
o
=
Q
=5
o

® The rate is determined based on sales results
If the business (number of cases, etc.) and changes incrementally.
quality ® The 2Q rate was determined based on 1Q results,
assessment is so a lower rate is applied.
constant ® The 3Q rate was determined based on 2Q results,
so it is expected that the same rate will be applied. Nu mber Of sa IeS

% In practice, the assessment methods and other details vary by insurance company.
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Policy for Second Half Initiatives

a Providing coverage in line with the management policy

We will thoroughly provide necessary insurance coverage to our customers in accordance
with our management policy.

Expanding measures to improve internal engagement

We will promote motivation, retention rate, and engagement by fairly evaluating and recognizing sales
employees who have achieved results through our awards system.

Strengthening follow-up with existing policyholders
We will continue to strengthen follow-up with existing policyholders to maintain and expand our customer base.

Strengthening hiring and reducing turnover

0 O

We will review our compensation system to make it clearer and fairer,
and strengthen communication to promote hiring activities and reduce turnover.

Announcement of ® We will review the business plan, SG&A expenses, etc.,
rolling business plan after carefully examining the status of initiatives.

values in January ® We will announce specific business plan values as a rolling plan in January
of next year 2026
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Operating Environment and Management
Conditions Surrounding the Company
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Regarding the Company’s Current Status

® About the business improvement order

V¥ We received a notice from the Kanto Local Finance Bureau pointing out that our effective frameworks were

insufficient, including the management system as an insurance agency and insurance solicitation management
systems in accordance with the characteristics of our business model.

V¥ We take this business improvement order very seriously, and will work to restore trust by making company-wide

improvements and prevent recurrence, building a stronger legal compliance system than ever before, and
disclosing information honestly and fairly.

V¥ Pursuant to the business improvement order, we submitted our business improvement plan to the Kanto Local
Finance Bureau on October 6, and it has been accepted.

We will report progress and improvements every six months.

® Termination of business quality evaluation by the Life Insurance Association of Japan

¥ We received a disposition from the Life Insurance Association of Japan, including the termination of the results of
our business quality evaluation.

V¥ Going forward, the entire company will work together to rebuild our compliance system and aim to obtain
certification again as soon as possible.

25



Submission of Business Improvement Plan
- Root-Cause Analysis and Overview of Business Improvement Plan

We take the receipt of this business We will thoroughly review
improvement order extremely seriously every aspect of our business systems,
and are determined to reexamine our organizational culture,

sincerely address the identified issues and thoroughly enforce compliance

: : £ ooini Through root-cause analysis
il @eliEes @ e g @ ephitons and steady execution of the PDCA cycle,
from all employees, customers,shareholders, we will return to customer-oriented

and business partners to rebuild an open business operations and recover trust

and transparent organization as a leading company in the industry with
unwavering determination




DECLARATION

We will continue to move forward as we aim for further improvements in quality and sincere service,
with trust from our customers as our foundation. Without remaining satisfied with the status quo,
we will create a brighter future together with our customers by accumulating efforts with a view

to making one step ahead. Against the backdrop of a changing social environment,

we will continue to walk together to the next stage as a partner who closely supports each individual’s life.
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Significance of Our Corporate Slogan “NEXT"

Our company has infused “NEXT"” with the resolve to
“rebuild trust from the ground up and evolve.’

Because we handle important products like insurance,
we recognize that providing services that customers can understand
and feel secure about is an important responsibility.

We will respond flexibly and accurately to changes in the insurance industry environment and
diverse needs, broadly review our organizational structure, human resources,
and business practices, and sincerely face structural issues to advance reforms.

Going forward, each employee will thoroughly adopt a customer-centric approach,
and aim for further evolution centered on the NEXT initiatives.

28



NEXT Our Commitment

We will build on our existing initiatives and promote continuous and effective organizational improvements for the
priority items below.Moreover, to enhance the effectiveness of these initiatives across the entire organization, the
management team, led by the Representative Director and President, will proactively engage in these efforts.

The priority items

Establishment of an appropriate insurance solicitation management system
in line with the characteristics of our business model

Customer-oriented business operations

[ establishment of an effective system to steadily implement the obligation to provide information to customers
and the obligation to understand and confirm their intentions ]

e Establishment of a legal compliance system for appropriate insurance solicitation
a Drastically strengthen management system governance

9 Pursue reliability and integrity in information management and disclosure

29



Agreement on Share Transfer of PRESTIGE Co., Ltd.

MaA

] Non-life insurance agenc
Nature of business > e . g Yy /
life insurance agency

© Expanding non-life insurance business and strengthening life insurance sales

© Acquired the largest contract-holding company to date as a subsidiary

0O
O

3
ro]

Q

-
<

@)

<

1)

>

S.
D

=

Non-life insurance : approximately 115,000 policies

Policies in force >

Life insurance : approximately 13,000 policies

® Certified as the highest rank in the agency certification system of ronda svneraistic effects
Tokio Marine & Nichido and Sompo Japan = g5y g

® 35 consecutive years of revenue growth since founding

Key

features

expected with FP Partner
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Shareholder Returns [Shareholder Benefits / Dividends]

Dividend

policy

Main- [ payout ratio

tenance 4 5
%

Progressive

dividend

]+@

[ Interim ] [ Year-end ]

45yen + 47 yen

per share per share

92
per share

Interim 45 yen

dividend
I8Y per share

Year-end
dividend

47 yen

[Results] JNQYCTEES hare

Results for the fiscal year ended

November 30, 2024

94 yen

per share

47 yen

per share

47 yen

per share

Interim
dividend
[Results]

Year-end

dividend
[Forecast]

May 31/ November 30

Details of shareholder
benefits program

Shareholders holding one unit
(100shares) or more of the Company's
stock will receive a QUO Card
(worth 3,000yen)

Timing of presentation

Delivery schedule based
on below periods
During August each year / During
February each year

We are pleased to present
this gift to our shareholders
as a token of our appreciation
for their ongoing support,

QUO card worth 3,000yen
will be presented at both
during the year and at the

fiscal year-end.

. Quo
, 3000
v xeen
. Quo
V
SMILE
NEEREE

Forecast for the fiscal year ending
November 30, 2025

31



Measures to Achieve Management
That Is Conscious of the Cost of Capital and the Stock Price

L BROE of 31.9 % and cost of shareholders’ equity of 12.49 %

Current analysis recognized for the fiscal year ended November 30, 2024

® Aim to maintain a high level of ROE that exceeds the cost of shareholders’ equity

® Growth investments in areas such as policy transfers, systems (DX),
Capital allocation policy and human capital (hiring and education)
® Implement stable shareholder returns that emphasize dividends

Further strengthen ® Introduce progressive dividends to actively return profits to shareholders
shareholder returns ® Also continue the target dividend payout ratio of 45%

Incentive structure to enhance ® Introduce stock compensation plan and stock ownership plans for both
the awareness of corporate executives and employees
value enhancement among ® Promote commitment among executives and employees and shared value
executives and employees awareness with shareholders

Enhance dialogue with investors ® Increase opportunities for dialogue with institutional investors
and IR activities ® Provide feedback on opinions and requests to the Board of Directors

¥ This page is a continuation of the announcement made in January 2025.
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Plan for Conformity with Listing Maintenance Criteria

AS Of November 30’ 2024 Received "Compliance Status with Listing
Created a plan for Maintenance Criteria (Distribution

. . Criteria)” from the Tokyo Stock Exchange
It has been determined that the ratio conformlty with > -

T;ahi?leale does not meet the listing maintenance > Iisting maintenance
ratio criteria for the Tokyo Stock Exchange criteria Confirmed that all requirements for
Prime Market of 35.0%. . maintaining listing status are met.
As of November 30, From December 2024 As of February 28, As of May 31,
2024 to February 2025 2025 2025

O O O >0

Tradable 34 88cy Stock Exercise of Tradable Tradable
T enconoming | options 62,000 shares e 33.06% e 35.36%
confirme
Tradable Aim to stably maintain a level above 35.0%
Future - (Prime Market listing maintenance criteria)
shares ratio [ By the end of November 2025 ]

initiatives

® Stock options (to be issued in September 2025) and restricted stock compensation for employees
will be granted.
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Progress of the Growth Strategy
for the Fiscal Year Ending November 30, 2025
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Growth Strategy for the Fiscal Year Ending November 30, 2025

To business growth based on DX and education.

Image of business growth

Strengthening the foundation
for growth and improvingquality
through DX (system updates)

High standard level
through education and training

Non-life Policy
insurance | transfer

DX

+ Follow-up
Education for
existing
policies

Improve efficiency of Improve the skills of
operations through systems. all employees through education.

Achieve a higher level of service
provision for existing initiatives.

Money Doctor
Premier

35



Growth Strategy for the Fiscal Year Ending November 30,2025

(1) :Expansion of Policy Transfer Business

>
psl
=
r4
m
)

J/:_ 0 Ongoing commissions from transferred policies
—
— Profit occurs from
e first year of transfer
. o Ongoing commissions
Pollcy e e e
transfers — _-._- - -_-_
a g ree d to —— ;?tg:‘et?al?lts?g’ " e 10th year
9 Additional policies from transferred policies After transfer
completion
-~ == Business quality support fee New policy
= = First-year commissions acquisitions began
Ongoing commissions within

an average of
three months.

Fiscal year ended
November 30, 94 5 O 9
2024 |

Propose new products by

1styear 2ndyear 3rdyear 10th year

N\

e . . . . ® Life insurance policies
LU @ Life insurance policies Addi- - P
Cross- | ®Non-life insurance

providing financial planner G @ Non-life insurance x et selling ) policies

olic . . olic
policy policies poticy ® Investment trusts

consultations.
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Growth Strategy for the Fiscal Year Ending November 30,2025
(1) :Expansion of Policy Transfer Business

Number of policy transfers agreed to

[ Unit : Number of policies ] PRESTIGE Co., Ltd.
Equivalent amount

140,000 ° Aga‘inst the bfackd.rc.)p of revision§ to the Insurance Policy transfers / 1 28’000
Business Act, inquiries about policy transfers increased, M&As

with agreements reached with 18 companies in the

120,000 -
n:cnbe mpnths endithugust 3;,72025, an(?l the number 1 00,000
of business negotiations was 87 companies.
® A new trend is the increase in large-scale business I I .rl:lsor;&-)lr?;ee
INsu
negotiations. Non-life 1 I policies
80,000 : I I
none N I 115,000
-lif
60,000 50,466 47,221 | NG |
I policies I
40,000 L.f. : 4,639 i Lifepigﬁgilgsnce
15134 19,981 e ' 13,000
’ . .
20,000 47’288 Llfeplgﬁgireasnce
: 23,575

End of the fiscal year
ending November 30,
2025[3Q results / plan]

Fiscal year ended
November 30, 2024

Fiscal year ended Fiscal year ended Fiscal year ended
November 30, 2021 November 30, 2022 November 30, 2023
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Growth Strategy for the Fiscal Year Ending November 30,2025
(1) :Expansion of Policy Transfer Business

Policy transfers and new ANP trends

1,000,000

[ Unit : Thousands of yen ]

1, , . . . - . . .y
St ® We will establish the transfer agency as our base and continue to r942 4351
. . . . 7
expand our comprehensive branch office system nationwide, and
create a new model for promoting life and non-life insurance.
800,000 ) . . .
® We are working to improve both sales and customer satisfaction by 2 Non-life
strengthening cross-selling from non-life insurance to life insurance 676:1 3 insurance
and enhancing the after-sales service structure. policies
600,000
280,958 557,658
400,000

283,439
Life insurance

142,257 395 165 policies
384,777

225,713

i 105,952

119,761 141,182

Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ended End of the fiscal year
November 30, 2021 November 30, 2022 November 30, 2023 November 30, 2024 ending November 30,
2025 [3Q results / plan]
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Growth Strategy for the Fiscal Year Ending November 30,2025
(2):Expansion of Money Doctor Premier Business

>
kel
=5
r4
m
)

Covering Effect of \\ @ Improve recognition of the Money Doctor brand in areas where stores are located.

all major areas opsgzifﬁgs ® Increase in sales of savings-type products due to needs for asset formation,
in Japan retirement, and education funds.

Newly opened stores

BRob2oZL. Hhl-t—ICEZS

Fiscal year ® Aeon Mall Kashihara (March 1)
ending ® Amagasaki Q's Mall (March 28)
NGEILLEIEIVY o Shinsaibashi Parco (April 15 ) Hokkaido

2025 ® Aeon Mall Kyoto Katsuragawa (June 13))

PREMIER 1 stores
Store opening and plan for number Breakdown of
of employees in Store Business Department consultation contents

W Number of stores

6.9% 3.2% 4 2
-O- Numberofemployees 34 [ Nomberot | 115% - 5 79, stores O stores
- 50 ... ) i
tation 1 7
4

E Number of ]
employees contents stores

230 25 8%

Fiscal year Fiscal year Fiscal year 3Q of fiscal Fiscal year

[l Asset formation and il Review of [l Insurance

Ended Ended Ended

Year Ending Ending retirement living fixed costs related
November November November November November Educationfundi 2 .
30,2022 30,2023 30,2024 30, 2025 30,2026 ucationtunding stores
[ Results ] [ Results ] [ Results ] [ Results ] [ Plan] Calculated based on an in-house questionnaire stores
\ y (Target period: January 1, 2025 to August 31, 2025)

X Figures for store opening plans and plans for the number of employees in Store Business Department are cumulative totals as of the end of each fiscal year.
The number of employees in the Store Business Department for the fiscal year ended November 30, 2024 includes 11 internal staff. Copyright © FP Partner Inc. All Rights Reserved. 3 9



Growth Strategy for the Fiscal Year Ending November 30,2025
(2):Expansion of Money Doctor Premier Business

NlimEeRefloockingstioRstolaiEits Annualized new business premium [ ANP based ]

[ Unit : Number of bookings ]

7000 = o e 6’1 50 [ Unit : Millions of yen ]
6000 m= = e e e m e —— - 5,506 — -:'"':— 3,000
4 2,500
® Consultation contents I
2,500 continue to center on asset ;'““'I
formation consulting | I
2,009 :
Fiscalyear | Fiscalyear | Fiscalyear | Fiscalyear | Fiscalyear 2’000 |
Ended Ended Ended Ended ending I
November | November | November | November | November
30, 2021] 30, 2022] 30, 20|23] [30, 20|24] 3([)é>|20?5 :
[ Results [ Results [ Results Results an
: : . : 1,500 1 / 3 9 9 I
Number of online consultation applications I
|

[ Unit : Number of applications ]

P00 s e e 2,600 1,000

1,500 = = = = = = 500

Fiscal year ending
November 30, 2025
[3Q results / plan]

Fiscal year ended
November 30, 2024
[Results]

Fiscal year ended
November 30, 2023
[Results]

Fiscal year ended
November 30, 2022
[Results]

Fiscalyear | Fiscalyear | Fiscalyear | Fiscalyear | Fiscalyear
Ended Ended Ended Ended ending
November | November | November | November | November
30, 2021 30, 2022 30,2023 30,2024 30,2025
[ Results] [ Results] [Results] [ Results] [ Plan ]

3 ANP: An indicator that refers to the annualized amount
of premiums for new policies

Copyright © FP Partner Inc. All Rights Reserved. 4 O



Growth Strategy for the Fiscal Year Ending November 30,2025
(3):Expansion of Non-Life Insurance Business

Developing a system
for supporting policy transfers
Number of non-life insurance
policy transfers agreed to

Results for the fiscal
ended November 30,2024 ATV ¥A

Fiscal year ending Further expansion
November 30, 2025 expected
Strengthening response to the 2025
issue for fire insurance
Olalel i@ Policy period changed to
2015 a maximum of 10 years.

D 4
From ® Renewal of 10-year policies occurs
Olaicl gl @ Significant increase
2025 in the number of renewals

Non-life insurance commissions

e Reinforcing personnel
e Opening non-life
insurance offices

Starting trial for online consultations
for non-face-to-face completion
insurance policies

® Improve customer convenience
€Tl ® Improve application rate
by encouraging understanding

Fiscal year ended

November 30, 2022
[ Results ]

Fiscal year ended
November 30, 2023
[ Results ]

Fiscal year ended
November 30, 2024
[ Results ]

[ Unit : Millions of yen ]

1,389

Fiscal year ending
November 30, 2025
[ 3Qresults/ plan ]
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Growth Strategy for the Fiscal Year Ending November 30,2025
(4) :Expansion of IFA Business

The number of accounts and deposited assets rose steadily,
centered on investment savings such as NISA, etc.
We will expand the foundation for future growth in recurring income.

Deposited Number of reglstered
assets balance |FA offices sales representatlves

) 0 O

9,042 33,738 737

accounts m|II|on yen sites

I: Securities accounts

X Including annexes to branches [ As of August 31, 2025 ]

and stores
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New business [Financial literacy education]
Through programs and training,we follow each individual’s learning so that

they can consider their future plans and ideal lifestyles,
and choose financial products accordingly.

ZLLTERZ SOOI

PRRD

Two new companies implemented this fiscal year

[ Since the service started ]

Total number of
8companies

companies that

have adopted
in total

the service

Copyright © FP Partner Inc. All Rights Reserved. 4 3

% Money School is a registered trademark right of the Company (Registered trademark No. 6802129).



The social significance of FP Partner

We have established offices
in all prefectures.

We have created an environment

where anyone can consult

With a ﬁnanCiaI planner. PBROSLOIE . HRIE—HICERD
MONEY DOCTOR

A 4
We are playing a role in improving financial B .
literacy and supporting b S F

asset formation for the public.
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Balance sheet for the 3Q of the fiscal year ending November 30, 2025

[ Unit : Millions of yen ]

Change from
FY24/11 FY25/11 3Q the end of
the previous year (%)

Current assets 11,369 9,468 -1,900 -16.7%
Cash and deposits 8,755 6,757 -1,997 -22.8%
Non-current assets 7,156 7,783 626 +8.8%
Total assets 18,525 17,251 -1,274 -6.9%
Current liabilities 5,892 5,223 -668 -11.4%
Non-current liabilities 801 773 -27 -3.4%
Net assets 11,832 11,254 -578 -4.9%
Liabilities and net assets 18,525 17,251 -1,274 -6.9%
(Equity-to-asset ratio) [63.8%] [65.2% ] [ +1.4pt ] —
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Key KPIs [Quarterly Cumulative Period]

FY23/11 FY24/11 FY25/11

Number of
ltem 1Q 2Q 3Q 4Q 1Q 2Q 3Q 1Q 3Q increase /
decrease

I';'g,?gige;igfforce 1240784 1,323282 1,387,844 1457018 1517,857 1,583,195 1674466 1735733 1,797,014 1,881,343 1,943259 +61,916
Of which,new policies 50,760 108,388 165659 226878 57573 123490 187,527 250,396 56,931 58,537 54,289 -4,248
E;‘is",:i'?g o omers 524597 546868 568988 591648 613000 635639 656508 676926 694,278 712239 730457 +18,218
Of which, new 30244 64706 99514 136464 35103 75563 114,889 152525 35,339 36,415 35,632 -783
Number of

E;g:g;c;’cri;/e policy 36,422 72,880 110,612 150,130 40,127 82,680 122660 163,306 36,347 34,816 28,960 - 5,856

Number of partner

companies 100 100 9% 92 86 84 82 73 71 67 65 -2

FY23/11 FY24/11 FY25/11 m
Number of
ltem 1Q 2Q 3Q 4Q 1Q 3Q 1Q 3Q eeEEe

Life insurance

Number of 45,185 94,806 144,226 197263 49,787 106,191 161,535 215,726 48,698 48,523 47,289 -57,668

new policies

Non-lifeinsurance

Number of 5575 13,582 21,433 29,615 7,786 17,299 25,992 34,670 8,233 10,014 9,974 -7,285

new policies



Key KPIs [Quarterly Cumulative Period]

Number of
e R R T

Number of
sales employees

2,068 2,166 2,215 2,326 2,402 2,462 2491 2,518 2,546 2,522 2,430 -92

Number of offices 132 137 145 152 152 159 165 174 176 186 189 +3

Of which,

Money Doctor Premier 10 13 14 17 18 27 28 30 30 33 34 +1
stores

Of which,

5 effiecs aiimehed o 5 17 23 47 54 54 75 75 80 80 82 +2

branches and stores



Key KPIs (New Policies and New Customers) [Quarterly Cumulative Period]

Number of
IE E 1 Q 2Q 3Q 4Q m igcrease/

Numberof o740 57,628 57,271 61,219 57,573 65917 64,037 62,869 56,931 58,537 54,289 -4,248 -7.26%

new policies

Number of

net new 34,579 38,411 37,964 39,966 37,538 40,558 37,979 37,992 32,607 33,418 32,198 -1,220 -3.65%

policies

Number of

additional 16,181 19,217 19,307 21,253 20,035 25,359 26,058 24,877 24,324 25,119 25,065 -54 -0.21%

new policies

New 30,244 34,462 34,808 36,950 35103 40,460 39,326 37,636 35,339 36,415 35,632 -783 -2.15%

customers

Number of

net new 18,891 21,084 21,043 22,013 20,851 22,234 20,867 20506 18,166 18,584 18,066 -518 -2.79%

customers

Number of
additional
policy
customers

11,353 13,378 13,765 14,937 14,252 18,2226 18459 17,130 17,173 17,831 17,566 -265 -1.49%

¥ The number of net new policies refers to the number of new policies from customers who have no existing policies with the Company.
The number of additional new policies refers to the number of additional policies from customers who have existing policies with the Company.
¥ The number of net new customers refers to the number of customers with net new policies. The number of additional policy customers refers
to the number of customers with additional new policies, and is included in the number of existing customers (existing policyholders).
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Company Profile " 4

Company name FP Partner Inc.

Established December 2009

Representative Tsutomu Kuroki, Representative Director and President

Nature of business Insurance agency

Address 1-5-3, Koraku, Bunkyo-ku, Tokyo 112-0004

Number of employees 2,701 (as of August 31, 2025, excluding part-time employees)

Number of offices 189 offices (as of August 31, 2025)

Executives

Representative Director . Director and General . Outside ol.e éljjdétr\%sor

P Tsutomu Kuroki Manager of New Business  Takashi Kuwabara o Yoshihiro Isaka Bonrd Y Tetsuya Watanabe
Development Department Irector Member

. . . . Outside . . ) )

Senior Managing Director Director and General Director Masaki Suzu ki Outside Audit

and General Manager of . Manager of Administrative . . & Supervisory .

Corporate Planning KatSUYUkl Tanaka Department and Risk Takumi Saito Outsid Board Ayako Kino

Department Management Department DiLrJ;sc!toi Naoyuki Tanaka Member

. .. . Director and General . . Outside . gusfideerﬁs%iit .

Director Kenji Adachi Manager of Sales Yoshihiro Fujii o Makiko Nakagawa | o5 7 Asami Kuwabara

Headquarters Irector Mermber

% Information for officers is as of May 31, 2025.

Copyright © FP Partner Inc. All Rights Reserved. 5 1




Business Model

We sell life and non-life insurance to customers mainly in their 30s and 40s by attracting customers mainly
from partner companies, and we sell investment trusts according to their life planning,
and we provide free financial planning consultation services throughout Japan.

Development of prospective customers Door-to- door sales- type FP consultatlon . . .
-

Current status of insurance sales

® The product we handle is a relationship of trust
between the customer and the insurance
representative.

® A relationship of trust means standing on the
customer’s side and being someone who is
always there for the customer.

Customer development route What is really required for customer service

Corporate ® Insurance agencies [ Nur.n!oer.of - 1 74 . ® Framework Nationwide local hiring,
tie-ups [ ] OPerating Companies pOI|C|es in force million no transfers
® Number of
® TV commercials existing customers 6801000 P S stem Responding to customers’life
In-house ® Web advertisement y changes in a timely manner
customer : Non-lif
[ ] . . on-lire
attraction ¢ :l’"?."ey D°°;°r Premier Life insurance @0, o ) . .
olicy transfers i Insurance ® Service variations
96.7% _non-life 3 30 Life and non-life insurance sales,
Self-development by sales employees Insurance ° /O mortgage counseling, inheritance planning,
Introductions from existing customers household budget counseling,
and Customers of 1 and 2’ etC. (As of November 30, 2024) asset formatlon (|nvestment trustS)
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Expansion of Business Domain - Maximization of LTV ,.

Maximize LTV of customers by handling financial products besides insurance

LTV

Inheritance planning
A

Understanding
the Current situation
Planning and
countermeasures

Optimal
overall solutions
by FP Partner

Asset management

Second life
Accumulation and
withdrawal planning

Preparation
for retirement

Investment trusts
Individual pension

Asset formation insurance

1
1
1
1
1
1 1
1 1
1 1
1 1
1 1
Preparation of : :
education funds I I
Home acquisition and I I
investment trusts I I
1 1
1 1
1 1
1 1
1 1
l ] : >

20s 30s 40s 50s 60s 70s Age

Riskmanagement

Life insurance
Non-life insurance

X LTV (lifetime value) is a calculation of how much profit can be generated from transactions between a company and a customer during the period from the beginning to the end of the transaction
(customer lifecycle).
¥ IFA : independent financial advisor, a type of financial advisor. Copyright © FP Partner Inc. All Rights Reserved. 53



Net Sales, Operating Profit, and Profit [Past Five Fiscal Years]

Trends in net sales
[ Unit : Millions of yen ]
35,000 116.6% 35,617
' m 30,559
20,000 25 605

25,000 120 N 20,919 /_\
20,000 17,301 A\rI:tr: %igrr;::h
15,000 past four years
e ' 1 9 : 8 %
5,000 \/
0

Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ended
November 30,2020 November 30,2021 November 30,2022 November 30,2023 November 30,2024
[11th period ] [12th period ] [13th period ] [14th period ] [15th period ]

Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ended Fiscal year ended
November 30, 2020 November 30, 2021 November 30, 2022 November 30, 2023 November 30, 2024
[11th period] [12th period] [13th period] [14th period] [15th period ]
Net sales 17,301 20,919 25,605 30,559 35,617
Operating profit 0 9 9 9 )
(Operating profit margin) 688 (405) 1'735 (835) 31824 (1496) 5,554 (182 A’) 5,330 (1 5.0 /o)

Profit 424 (2.5%) 1,224 (5.9%) 2,366 (9.2%) 3,953 (12.9%) 3,903 (11.0%)

(Profit margin)
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Trends in the Number of Insurance Policies and Customers

Number of new policies and policies in force

[ Unit: Number of policies ]
2,200,000

2,115,990
172,731

2,000,000

1,943,259

1,800,000 1,735,733

250,396
1,600,000

1,457,018
1,400,000 226,878

1,189,907
212,006

1,485,337

1,200,000 1,230,140
978,795

176,095 977,901

1,000,000

810,844
669,051 sl 802,700
600,000 124,963 666,187

800,000

544,088

400,000

200,000

0

Fiscal year

Fiscal year | Fiscal year

Fiscal year | Fiscal year

Fiscal year

Fiscal year

ended ended ended ended ended ended ended
November | November | November | November | November | November | November
30,2019 30,2020 30,2021 30,2022 30,2023 30,2024 1 30,2025

H Policies in force B New policies

% Figures are cumulative totals as of the end of each period.

Number of customers [ new and existing ]

[ Unit: Persons ]

1,000,000
837,843
800,000 107,386
676'926 730,457
591,648 S22
600,000 !
136,464
504,959
125,080 524,401
455,184
400,000 92,467

356,621
298,930 74,539
61,061

379,879
333,091
282,082
200,000 237,869

Fiscal year

Fiscal year | Fiscal year

Fiscal year | Fiscal year

Fiscal year

Fiscal year

ended ended ended ended ended ended ended
November | November | November | November | November | November | November
30,2019 © 30,2020 © 30,2021 30,2022 ° 30,2023 * 30,2024 ° 30,2025

B Existing customers B New customers
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Our Strengths and Features

‘paMwi| a1e papinoid sadiniag

Sale of investment trusts
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We not only sell insurance,
but also provide comprehensive services to meet the needs of our customers.

Comprehensive
consulting

Insurance sales

"apIm ale
s|jesodoud jo abuey

We offer a wide range of services
that go beyond insurance.

Asset formation and inheritance planning

e Utilization of investment trusts,
foreign currency insurance, etc.

® Money trusts and testamentary trusts

® Preparation of funds for retirement

Household budget counseling,

education funds, mortgage loans

® |eisure ® Buying, rebuilding, or selling a home
® Car purchase o Utilities and cell phone bills
® Hobbies ® Preparation for children’s education

Life insurance and non-life insurance

® Understanding of life cycle and lifestyle
® Regular maintenance
® Close communication through visits, communication, etc.
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Partner Companies

Growing the number of customers attracted
from partner companies while simultaneously
aiming to increase the number of policy
transfers and customers attracted on our own

Partner companies

Attracting customers through
joint ventures

(FP consultations)

Joint venture

Results for the fiscal year ended November 30, 2024

23,601 cases(14.5%)

Number of

prospective policy
customers |
1 63 306 Number of customers
! attracted from partner
Cases companies
139,705
(85.5%)

¥ The number of partner companies is the figure as of the end of each period.

Number of customers attracted on our own

au
Financial Partner
Corporation

Major
telecommunications
companies

Attracting
customers

Major credit card companies

Major power companies

Etc.

Number of customers attracted
(Unit: Number of cases)

Number of partner companies
(Unit:Companies?

14292 oy 23,601 150,000
Number of 100 - J
customers attracted
Number of 100,000
artner companies %
i i 50 --125,703 - -- 133,051 - o o0t
Number of '
L customers attracted
Number of
'O' partner companies 0 0

FY2022 FY2023 FY2024 FY2025



Business Plan Values
[ Fiscal Year Ending November 30, 2025(16th Period) to Fiscal Year Ending November 30, 2027 (18th Period)]

Contents disclosed on January 14, 2025; rolling revisions planned for January 2026

0 Plan has been revised based on the sales and product mix and commission rate for the
second half of the fiscal year ended November 30, 2024.

9 We will work to strengthen the foundation for growth toward the fiscal year ending
November 30, 2027. [ Unit: Millions of yen ]

Background for

new business plan
creation

Business plan values

Results [ rolling plan in the fiscal year ending November 30, 2025 ]

Fiscal year ended Fiscal year ending Fiscal year ending Fiscal year ending
November 30, 2024 November 30, 2025 November 30, 2026 November 30, 2027
[15th period] [16th period] [17th period] [18th period]

Net sales 35,617 40,232 45,779 52,664

Gross profit 1 2’149 14,713 17,214 20,501
Operating profit 5’330 6,130 7,359 9,196
Profit 3,903 4,041 4,926 6,150




Business Plan Values

[ Fiscal Year Ending November 30, 2025(16th Period) to Fiscal Year Ending November 30, 2027 (18th Period)]

Contents disclosed on January 14, 2025; rolling revisions planned for January 2026

[ Unit : Millions of yen ]

52,664
50,000
40,000
30,000
20,000
10,000
0

Results for the Fiscal year Fiscal year Fiscal year

fiscal year ended ending ending ending

November 30, November 30, November 30, November 30,

2024 2025 2026 2027

-O- Rate of increase

X Percentages in the graphs are year-on-year changes.

Operating profit / Ordinary profit

[ Unit : Millions of yen ]
11,000 = = = = = = =

7,000
6,000
5,000
4,000
3,000
2,000

1,000

Results for the Fiscal year Fiscal year Fiscal year
fiscal year ended ending ending ending
November 30, November 30, November 30, November 30,
2024 2025 2026 2027

" Operating profit <@~ Rate of increasein operating profit
B Ordinary profit —@- Rate of increase in ordinary profit

[ Unit : Millions of yen ]

100 R P P S
6,000
5,000
4,000
3,000
1,000
0
Results for the Fiscal year Fiscal year Fiscal year
fiscal year ended ending ending ending
November 30, November 30, November 30, November 30,
2024 2025 2026 2027

-O- Rate of increase



Business Expansion Measures
[ Fiscal Year Ending November 30, 2025(16th Period) to Fiscal Year Ending November 30, 2027 (18th Period)]
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Strengthen sales and back-office systems to meet the expanding needs of customers.

1 Strengthen ® [Enhancing the number and quality of sales employees] Continue hiring 700 employees
the sales base and achieving a high standard level

® [Expansion of policy transfers] Increase new policy acquisitions

® [Money Doctor Premier] Expand customer contact points and improve recognition

2 Expanding ® Expansion of IFA business

Business domains ® Strengthening of proposals as a comprehensive financial services company that is not

limited to insurance

Investment
3

. . ® Development of a system for training sales employees
in human capital

Hiring and training of new graduates

® Securing diversity and streamlining of hiring and placement

We are improving the efficiency of operations through systems and improving employee skills
through education to deliver higher-level services.
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IR Website Information

IR

website

Quick
Answer

IR email

distribution

The FP Partner TIMES (online shareholder newsletter) includes

the Top Interview message from Representative Director Kuroki.
We provide extensive IR information.

https://fpp.jp/ir/

We also provide answers to questions frequently asked by
our shareholders and investors as appropriate.

Quick answers to questions will be provided.

https://fpp.jp/ir/quickanswer/

We automatically deliver timely disclosure materials, PR information,
etc. in real time to people who have registered their email addresses.

This makes it possible to obtain information from the Company promptly.

https://www.magicalir.net/7388/mail/
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Handling of This Document
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® The information contained in this document includes forward-looking statements such as earnings forecasts and
business plans.

® Such information is based on information available to the Company at the present time and on certain assumptions
that are judged to be reasonable and include risks and uncertainties. Please note that the Company does not
guarantee their realization or future performance, and that actual results may differ from these forward-looking
statements.

® Information contained in this document that relates to other companies is based on publicly available information,
and the Company has not verified and does not guarantee the accuracy or appropriateness of such information.

® Management indicators that are considered important information, such as number of new sales employees hired,
number of new policies, number of new customers, and status of prospective policy customers, will be disclosed
periodically in the Company'’s financial statements and quarterly financial results, or in the form of supplementary
explanatory materials for each such report.

® This document has been translated from the Japanese original for reference purposes only.
In the event of any discrepancy between this translated document and the Japanese original,
the original shall prevail.
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