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Regarding the Creation of the J.LEAGUE Club Management Guide J

| would like to once again express my genuine gratitude to everyone involved in J.Club management, staff members,
and our various stakeholders, including shareholders, local governments, partner companies, and fans & supporters,
for their passion and dedication that enable J.LEAGUE
large.

In an increasingly uncertain environment marked by increasingly complex international situations and disasters
caused by climate change and earthquakes, it is absolutely essential that J.LEAGUE and J.Clubs undertake further
challenges to continue providing captivating content as 60 a r t woathre kvérld. J.LEAGUE will be transitioning its
season schedule from 20261 27, and enhancing the management capabilities of the clubs is essential to achieve our
goals for the Next 10 Years: i JLJEAGUE that can win titles in Asia and take on the wo r Iid],agoNational Team
members from European League clubs and J.LEAGUE c | u lamsd,i @ o dotaltJ.LEAGUE sales by 1.5 to 2 times.0

J.LEAGUE will further strengthen support for the J.Clubs, which play the leading role in the league, using this
i LEAGUE Club Management Gu i dag afoundation. | hope each club will reference this guide, which serves as
the bible for club management, and utilise it to practice the core principles, comprehensively structured
management areas, and the latest best practices from various clubs. | earnestly hope and firmly believe that each
club will enhance its foundational management capabilities and achieve unique development according to their
respective regions and growth towards globalisation, achieving both our growth themes of i A60lclubs shine as a
beacon for their variousr e gi 0 n s/ c oandiu hdigr dlubssshiine as providers of national content.o

Furthermore, J.LEAGUE aspires to be an open entity for all, including not just club affiliates but also those who
endorse the J.L E A G U Bldlgsophy and wish to enrich the regional and national sports culture through the
development of the league and clubs. Although the i JEAGUE Club Management Gu i dise grimarily geared
towards club managers, it will be made publicly available on the J.LEAGUE official website (corporate site) upon the
issuance of the 2025 revised edition. | hope that by giving more people access to it, the guide will be further refined
and become even more useful through e v e r y eallestivesefforts.

We at J.LEAGUE are confident that, through quality on the pitch, stadium specifications, and the passion of fans &
supporters, our polished 6 a r t wilbreakchdbmany, invigorating Japan. L e tudeghis guide as a springboard to move

forward together, towards a more prosperous nation through sports. _
Yoshikazu NONOMURA

Chairman
Japan Professional Football League
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Revisions since 2024 the First Edition J

E The main revisions since 2024 the first edition include:

Fundamental E Revisions in line with the devel org
Knowledge of Club strategies and systems, etc.

Management E Reflection of the latest data on club management information, etc.
Core Principles in E The core principles have been reorganised from five items to six items
Club Management E Each item has been clarified to better reflect reality

ST . E Update of guidelines, target state, rationale, and key initiatives
uidelines ;
y E Addition and update of supplementary materials and numerous club

Management Area )
case studies, etc.
the World E Update of comparative data with overseas clubs and leagues
E Management checklist: Update in accordance with the updates in the
_ main text
Appendix

*Terminology: Necessary explanations incorporated into the main text
rather than as a separate appendix file




Overview of This Guide J

E To support the enhancement of eac
Purpose principles and critical initiatives in club management, serving as a
guide to strengthen the base of club management.

Target E Club managers of all J.Clubs and those who aspire to club
Audience management in the future
E Clubs

2 Guide for management, current status assessment, and self-evaluation

2 Reference material for shareholders, etc., on the occasion of the selection
of club officers

2 Material for explanations and presentations to stakeholders by the club

Ve

E J.LEAGUE
Ways to 2 Tool for club management workshops and club support
Utilise 2 Material to support the onboarding of new executive officers
2 Training text for new member clubs
E Other

2 Educational material and supplementary reading for Sports Human Capital
(SHC), a public interest incorporated foundation

2 Educational material for sports organisations and educational institutions

2 Reference material for designing external surveys




Structure of This Guide

_ E Matters that you should know for utilising this guide, including its
Introduction purpose, target audience, and key points

Fundamental
Knowledge of
Club Management

E An overview of J.LEAGUE and basic matters regarding club
management that should be deeply understood in club management

Core Principles in E Basic and common principles that club managers should be aware of
Club Management when managing a J.Club
Guidelines by E Guidelines, vision, rationale and important initiatives for 33 detailed
Management individual areas in line with the management area framework, along
Area with supplementary explanations and club case studies

E Comparison of data between current J.LEAGUE and the world,

C_Jomparlson focusing on Europeds top five | eat
with the World Next 10 Years

E A management checklist which is designed to help clubs assess
Appendix whether they are implementing the content of this guide and to link
this to improvements




Key Points of This Guide J

Point

Point

Point

Point

E Focus on Core Principles

2

In club management, where there are no one-size-fits-all answers, core
principles serve as a basis for club managers to think and make decisions.
This is not a detailed operation manual, but a guide to strengthen the base of
club management.

E Comprehensive systematisation of management areas club managers
should be aware of

2
2

Content is based not only on ideals but also on the actual conditions of the club.
The guide reflects the latest changes in the environment surrounding J.LEAGUE
as well.

E Can be utilised without perusing the entire guide in sequence

2

The guide is structured so that it is possible to check the parts that are of
particular interest to you.

By using the management checklist, the guide can be put into practice
immediately.

E Continuous update after publication according to the situation

2

The guide is updated when there are changes in the large framework, policies,
or basic rules.

The guide is basically issued once a year, aiming for November.

We will consider improvements to enable continuous use of the guide and
checkilist.



Positioning of This Guide

E The positioning of this guide in relation to the rules, expertise, guides, and information

formulated by J.LEAGUE is as follows:
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Complementary Relationship with Club License

J

E The Club License (CL) is a qualification to participate in the league (competition), granted by evaluating
management based on five criteria. Although the J.LEAGUE Club Management Guide and Club License
have different roles S the guide being a basic set of guidelines that club managers should understand S
they are complementary in terms of content (areas covered and requirements).

[Conceptual Diagram of Relationship]
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Utilisation Rules J

E The copyright of this material, including Management Checklist in the attachments, belongs to J.LEAGUE.
Please ensure you comply with copyright law by clearly stating the source when quoting from this
material. Additionally, if you wish to reprint, replicate, modify, or extensively quote this material,
J.LEAGUE club personnel should contact the J.LEAGUE Management Base Div., while those not

affiliated with a J.Club should contact us through the Contact Us form (only Japanese) on the J.LEAGUE
official website.

Rules for utilising the J.LEAGUE Club Management Guide within clubs and the league
E J.LEAGUE CLUB MANAGEMENT GUIDE

a Within clubs and the league, the guide can be freely distributed and shared.

a When clubs and the league utilise the guide externally (for meetings, training,
lectures, etc.), it can be distributed and shared after prior consultation and
reporting to the Management Base Div.

*Additionally, when clubs and the league wish to repurpose or modify parts of the
material for the above uses, PPT data and other materials can be provided upon
contacting the Management Base Div.

E Management Checklist (attachment)

a Everyone, both within clubs and the league and externally, is free to utilise these.

10
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Structure of Fundamental Knowledge on Club Management

Existence of
J.LEAGUE

Development of
J.LEAGUE

Positioning of
J.LEAGUE

Governance Structure
of J.LEAGUE

J.Club Activities

J.Club Economic
Structure

J

Gl

E Our Mission & J.LEAGUE 100 YEAR . E Strategies to Achieve Growth Themes
VISION " E Towards J.LEAGUE®S

E J.LEAGUE Triple Missions . E J.LEAGUE Sustainability

E Vision for the Next 10 years

E J.LEAGUE Growth Themes

E History of J.LEAGUE . E Transition of J.LEAGUE Attendance

E Transition of the Number of J.Clubs . E Growth in Competitiveness

E Transition of J.LEAGUE Business Scale
EicggglL()Erganlsatlons in the World and E J.LEAGUE and the Local Communities
Global Football Calendar
J.LEAGUE Governance Organisation . E Contract Rules for Players from 2026
Key Statues, Regulations, and Rules . E Contract Rules for Players until 2025
J.LEAGUE Club Licensing System . E Systems and Rules regarding Youth
Overview : Development

= Club Licence Financial Standards during
Season Transition Period

E J.Club Annual Activities (Main Schedule) : E Calendar after Season Transition

E J.Club and J.LEAGUE Finance Structure | E J.Club Cost of Sales and Selling,

E J.Club Sales General and Administrative Expenses

E J.Club Sales Composition Details

E J.Club Sales Details . E Correlation between J.Club

E J.Club Cost of Sales and Selling, General Competitive Results and Team
and Administrative Expenses Personnel Expenses

E J.Club Cost of Sales and Selling, General @ E Correlation between J.Club Sales and

and Administrative Expenses Composition

Front Office Personnel Expenses
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Our Mission & J.LEAGUE 100 YEAR VISION J

E These are the most important and fundamental principles for all J.LEAGUE
stakeholders, and they must always be kept in mind in club management.

Our Mission

1 To raise the level of Japanese football and promote the diffusion of the game
through the medium of professional football.

41 To foster the development of Japands| sporti
mental and physical growth of Japanese people.

1 To contribute to international friendship and exchange.

J.LEAGUE 100 YEAR VISION

O To more happiness country with sports.O

W Creating a square covered with green grass and sports facilities in your town.
w Establish a sports club where you can enjoy any sport you want to play.

wiAWatcho, fADodo and AParticipateo. To el|xpand
people of all generations through sports.

13



J.LEAGUE Triple Missions J

E J.LEAGUE is pursuing triple missions S competitive, business and social S to achieve Our Mission and
J.LEAGUE 100 YEAR VISION.

E Club management cannot succeed through good competitive results alone, business success alone, or
social value alone. Our universal triple missions are interconnected, and since clubs differ in their local
circumstances, competitive characteristics, shareholders, and business stages, there is no single
absolute solution, and thus it is essential to maintain balanced management.

[ Competitive Y Busi.
Team strength is the engine for business expansion

» [ Business Y Competit
Competitive Business success strengthens the team

Mission

'Mission'
100 YEAR

VISION

[ Business Y Soci al
' Clubs contribute to solving local issues

[ Social Y Business
Regional diverse resources sustain the business
Business
Mission

Social

Mission _ . S
[ Soci al Y Competiti

Team strength comes from supporter and community support

[ Competitive Y Soci
Football changes the daily life and landscape of the city

14



Vision for the Next 10 Years J

E Based on our first 30 years and our goal of reaching even greater heights in the next 20
years, we have outlined our vision for the Next 10 Years as our initial target state.

J.LEAGUE that can win titles in Asia and take on the world

ACL Elite: Win the title twice every four years (=2 clubs participate in FIFA Club World
Cup) / All three participating clubs get into the final eight every year

FIFA Club World Cup: Final eight or better every year
Sales scale of top clubs: 20 billion yen

Japan National Team players from European League clubs and
J.LEAGUE clubs

Create -dwass dstandardo in J.LEAGUE Y Create an

that APlaying in J.LEAGUEO = APl aying on the gl
Boost proportion of J.LEAGUE players who are members of the Japan National Team to
30% (= 8/26 squad players)

Boost total J.LEAGUE sales by 1.5 to 2 times

While raising the top line, ensure that each club can become a key presence among the
local community and in its home region

15



J.LEAGUE Growth Themes J

E We have established two growth themes as the foundation for realising our vision for the Next 10
Years and continuing to evolve and develop.

Enhance the value of J.LEAGUE as a whole through the growth of all clubs in their respective regions
To achieve this, dramatically increase football exposure in each region to expand interest and fan base

Drive J.LEAGUEOGs growth through the emefqgence of <clfubs that ¢ca

To achieve this, advance investment in football reform and promote clear results-based
distribution and competition

/[

Growth Theme 2: Results-based Growth Theme 1:
distrigutio‘fly

Top tier clubs shine as All 60 clubs shine as a

providers of national beacon for their various
content regions/communities
Local
competitive 1o /IAGEES J2EI3 | exposure
P reformation expansion
Competitio /4 7
Popul arityflnterest

)
Club revenuve y

Attendance/ ViEwe. ¢« ovv ¥
Sponsor value ¥y

Investment/Distribution Investment/Distribution
T League value R—r—g‘r{ fees §

16




Strategies to Achieve Growth Themes J

E We have established ATaking on the wor in foot bal
environment, 0 AiOver whel ming exposur e in al | reglons,
sports appropriatelyo as strategies to achleve our g

W Towards football that can win titles in Asia and take on the world.

WwWCreate -dwass$dstandardo within J.LEAGUE. Translate this i
J.LEAGUEO and Ahigher transfer fees for overseas transfe

W Aim for clubs to reach final eight or better in the FIFA World Cup.

Taking on
the world in
football

W Aim for discontinuous growth by breaking through current stagnation through overseas income.
Prize money from ACL (*prize money for winners will triple to approximately 1.7 billion yen from 2024 1 25 season)
and FIFA Club World Cup
Increase in transfer fee revenue from overseas
Increase in broadcasting rights fees (overseas/domestic) through the emergence of clubs that become national
(global) content

Acquire
income from
overseas

W Due to our relatively short history compared to the world and the impact of COVID -19, we have not been able to
Build a shift decisively towards competition.
competitive W Bring distribution ratios by category closer to European levels to raise J1 standards.

environment W Meanwhile, introduce changes to the number of clubs in each league and new mission enhancement distribution to
enable all clubs, including in J2 and J3, to grow at appropriate steps.
W At the same time, top clubs will return value to lower categories through the new LEVAIN CUP and other means.

Creating an W Our mission includes not only raising the | evel of football an
environment where _Jdeli/Ee’l\cc;)Sénen_t r?f Japano; spr?rt_l n_g _cul_ture_o apd nto_aSS|st |n_the
everyone can enjoy V'VF.h _W|s_e_s ébo_ldta_ e t E |n|tlit|_ved_||rl1 ncre_at_éng az environ
sports appropriately W Furthermore, we aim to maintain and build environments where sports can be enjoyed in all regions nationwide, even under

climate change conditions. 17



Towards J. LEAGUEGOS Globali J

E The globalisation of J.LEAGUE is vital to realising the
promoting initiatives to increase touchpoints (points of contact) between the European football market, which is currently
the global standard, and J.LEAGUE and J.Clubsacr oss various areas, we will accel
increased exchange of information, personnel, and money.

Strategies to Achieve the Vision for the Next 10 Years (Overall Picture)
J.LEAGUE that can win titles in Asia and take on the world | Japan National Team players from European League clubs
and J.LEAGUE clubs | Boost total J.LEAGUE sales by 1.5 to 2 times

Top tier clubs shine All 60 clubs shine as
as providers of a a beacon for their

. vari
national content . various =
JLEAGUE regions/communities
World -Class Standard Regional Focus [k

A : . L . » Overwhelming
FIFA Taking on the Acquire income Build a competitive exposure in all
CLUB WORLD CUP world in football from overseas environment :
Soiucli Areiloic: 2023 regions
J.LEAGUE Overall + European Base
A Review of systems and structures Implement projects and measures to promote

o J.LEAGUEOGs strategy and sol v
A Provision of grants and support programmes

A Distribution system Enhance global
presence
A Mass media exposure
L. FB Top Team .
A Other support for clubs by each division Management & Business &

Management

Youth Development

18




J.LEAGUE Sustainability J

E For all 60 clubs to shine as a beacon for their various regions/communities, the local society and economy must
be vibrant and sustainable. To this end, it is important to realise a society where all people are respected and
can live as themselves. Additionally, in this era when global warming is becoming global boiling, we must also
pursue environmental sustainability, as we cannot enjoy sports with peace of mind when climate change

threatens the foundations of society and life.
[Impact of Heavy Rain, etc., on Match Operations]

AHDORS (. FRIEEEODEL

s BRADER -2WAER #H.JV- ssv I5T&D
e R—OLN—IBTHEHSERUET
) RHYTHM it S A, 3LRL DM, REERZDETDT
ZSEIDPT YR ADICRBELTIE X

AFIPLIESIEHMEBMBAELTRBRLELET
CEROREZRWALLETHEL
(ROEEZF OTREMFTEROLEEN

Fostering Regional Community

Mutual understanding, mutual
support, community connections,
social capital

Towards an Inclusive Society

Children, senior citizens, people
with disabilities, foreigners, etc.

Climate Action

Carbon Neutrality, learning
opportunities, promotion of social

system change
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Development of

History of J.LEAGUE J.LEAGUE

E Since its inauguration in 1993, J.LEAGUE has overcome various challenges and changes
in the environment, achieving steady growth.

&b

»
Anrbuncement of the Inauguration of 82 Start.of DAZN Strengthenlng.SouaI
J.LEAGUE 100 YEAR VISION streaming service Cooperation

1993 1996 1999 2017 2022 2023 2026/27
o— o N Y 0O 0

10 clubs M 16 s 26 clubs PRI B e ~ 58 clubs 60 dubs

Football Reformation

Cultivation of a Football Along with an increase in the Response to Globalisation Transition to a Co -creation Governance reform,and season transition
Culture Suited to Japan number of clubs, addressing and Digitalsation Platform decision
il e X challenges in the operation of a
: AEstablishment of_the League professional league and clubs ADevelopment of International A Collaboration with Partners; New A Growth Themes ATransitioning the
Management Office ;
/ A / . Strategy Forms of Partnership Coverhanse Refait season from 2026/27
AEstablishment of League Establishment of Entry Criteria and ' A promotion of Digitalisation AEstablishment of the Social
M i Club Licensing System : s i Season
anagement Regulations g Sy: AEstablishment of a Common Engagement Division AVvision for the Next 10 Years

ABuil di n t he L eADgvelepment ogleagyebtructure Marketing Foundation ASHAREN!0; Startin % ¥ !
1 (ng & J3 system, Play-Offs) P A Strategic Use of Content AiLetdés take J.LEA é%%a?oh Eragn tf)noD]e%S}:mt]

Inauguration

Transition from Corporate Teams to Community - -based Teams . Contribution to Football not only in Japan but also Toward sustainability as the core of social

A Standardisation to Team Names without Corporate Names, adopting throughout Asia cooperation

ALocal Name + Nicknameo for mat A Offering J.LEAGUE know-how free of charge for the A Promoting climate action as part of creating an
A Moving away from dependence on large corporations enhancement of the football level and market expansion sustainable environment where everyone can

i A NEW SBoHs Cult throughout Asia; building strong partnerships with various Asian enjoy sports
i T alal vl v countries I nitiatives Towards J.

A Promotion of an engagement with sports rooted in dalily life, where Start of Digital Streaming Service for All Matches BT ke Ot warkl SoEbIShing o Europesn

everyone plays, watches, talks about, and supports not only football but A Leading the way in Japanese sports by digitally streaming all base and promoting J.LE
various sports J.LEAGUE matches worldwide : strategies at home and abroad

t%w{’f5)')—7
( o ". . 7@7“‘)—7, ;tJ'J—Uiﬂ?[C;éEKNﬁ
& " X ‘q/ “.E‘&.,ﬁ ‘ B, 3 : .: = \ Y . 32]757’0)%‘;“”@{1.5*24%/\
ﬁt,ﬂr T | 7] A 4 o —
7Y Iév/f‘l‘bl‘\ll
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Transition of the Number of J.Clubs

Development of a
J.LEAGUE

E J.LEAGUE, which started with 10 clubs, has expanded its activities throughout Japan.
As of 2025, a total of 60 clubs from J1 to J3, are active, with 41 prefectures as their hometowns.

Hokkaido Consadole Sapporo

1993 2025
10 clubs J1: 20 clubs Blaublitz Akita
8 prefectures J2: 20 clubs Montedio Yam\agat“i\al
J3: 20 clubs \

Albirex  Niigata aure Hachinohe

Total 60 clubs

41 prefectures Ventforet Kofu

| \\ | /

Vegalta Sendai

AR Fukushima United FC
AC Nagano Parceiro |\ ¢ // \WAKI EC
Kyoto Sanga F.C. \ \
Gamba Osaka ' Y g \ = Thespakusatsu Gunma

Kashima Antlers Gamba Osaka Matsumoto Ymag ( / TOCHIGI CITY

o e Urawa Reds Cerezo Osaka Kataller Toyama ‘\ ,‘ Tochigi SC
anfrecce |roil’ma Vissel Kobe ) 6%\/ /‘ Mito Hollyhock
JEF United Ichihara FC Osaka weigen Kanazawa ,// Kashima Antlers
. i 4
Verdy Kawasaki Gainare Togtor! Nara Club A ,/.‘/ ’_ Omiya Ardija
i Fagiano Okayama S
Yokohama Marinos '\ d Urawa Reds
Nagoya Grampu Yokohama Fliigels Sanfrecce Hiroshima S > k"-‘-“‘l

Shimizu S -Pulse

—

Avispa Fukuoka Giravanz Ki

V-Varen Nagasaki ——

Sagan Tosu — B
Oita Trinita —

Roasso Kumamoto ~
Kagoshima Unite

FC Ryukyu ’—%

Tegevajaro Miyazaki

Renofa Yamagu

Kashiwa Reysol
JEF United Chiba
F.C.Tokyo

Tokyo Verdy

FC Machida Zelvia

% i)

| Claro Numa

imizu S -Pulse

Fujieda MYFC' Kawasaki Frontale
Tokyshima Vortis Jubilo Iwata Yokohama F BMarinos
c/ Kamatamare Sanuki Yokohama FC
FC Imabari Nagoya Grampus
Ehime FC . .
FC Gifu S.C. Sagamihara

Kochi United SC Shonan Bellmare

21



. ] Development of
Transition of J.LEAGUE Business Scale

E The |l eagueds revenue, which is also the source of di
an increase in public transmission rightsl fees. Club revenue has also been hitting record-high sales every year
since 2022, backed by growth in sponsor revenue.

Transition of J.LEAGUE Sales *For 2011, data displayed is for nine months due to a change in the fiscal year end.

(Unit: 100 million yen) Increase in public transmission
400 rights fees due to a contract
Other with DAZN > o o o
350 Merchandising Rights Fees RPN 2 q?’@ e
300 Admission and Membership Fees VA 9
250 m Sponsorship Fees
200 m Public Transmission Rights Fees S
A ™ el >
150 o ok RNz 5 RS NS N ’<\ NG NN NG \"q N N
S > Q Q (%) Q &
100 LYY AR
K ARRERRERR ||||| il
a1l
S > P P A RO N DO XD O QD Y O > O o0 A D 9 O N A D A%
D7 D" D D DD DS QLT QLT QOO Q N XN XN NN XN XX QS
FFFLEFTELETEFTFTFTEFE S S S S S o o
Transition of J.Clubsé6 Cost of Sales and Selling, General and Ac
(From 2005, when individual financial information of each club started to be disclosed)
(Unit: 100 million yen) Revenue decline due
2,000 to the COVID-19 70
pandemic 1,725
J1 J2 J3 60
1,600
—®=—]]1 Average =—@=J2 Average -—@=J3 Average 50
1,200 40
800 30
20
400
10
0 0

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Notel: As part of copyright, the right to transmit works for direct reception by the public and the right to regulate public transmission acts by parties other than the copyright holder
Source: Produced by SHC based on J.LEAGUE disclosed documents 22



- Development of a
Transition of J.LEAGUE Attendance J.LEAGUE

E In 2019, the J1 average reached 20, 600anfddrn gt hgeo afl i rosft
was achieved. Despite a significant decrease due to the COVID-19 pandemic since 2020, complete recovery
was seen in 2024, with record-high attendance.

(1.000 people) 1 raNSsition of Total Annual Attendance

14,000 &
mJ1 League Matches © . W

12,000 mJ2 League Matches

m J3 League Matches N 6\'\ @ R \0
10,000 Others (League Cup, etc.) (,;b° ’\(b ')Q @ Q)
& /\(5)@
8,000 &
>
6,000 9x>
4,000
0

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

.. Decline due to th
reopley T7aNSItion of Average Attendance (League Matches) COVID-18 L[l)?;\n(zien:c
25,000 .
Of mJ1 LEAGUE Average o)
6\% »96? mJ2 LEAGUE Average N %9b %’}é) §
20,000 A& «bc?{{)/ mJ3 LEAGUE Average (063’ cc‘,b «‘fg’ N N SN
N
@‘b
o)
15,000 R
10,000 -
5,000
0
% X H O O O N 4 & X H L
R R SR \q \qq % rLQQ %QQ (190 (190 q,QQ %QQ (190

Source: Produced by SHC based on J.LEAGUE disclosed documents 23



Development of

Growth in Competitiveness J.LEAGUE

E J.LEAGUE has significantly contributed to the improvement of Japanese football. However, in aiming for
AJ. LEAGUE that can win titles in Asia and take on th
development at each club is crucial.

FIFA World Cup Results

Ed. Year Host(s) Final Standing Group Stage Result Ed. Year Host(s) Final Standing Group Stage Result

14 1990 Italy Did not qualify 19 2010 South Africa  |Qualified Y Round off Qualiied at 2nd (6 points)
15 1994 USA Did not qualify 20 2014 Brazil Qualified Y Gr oup 9t afréshed 4th (1 point)
16 1998 France Qualified Y G Finished 4th (0 points) 21 2018 Russia Qualified Y Round off Qualiied at 2nd (4 points)
17 2002 Korea/Japan |Qualified Y Round o|ff Qualfied at 1st (7 points) 22 2022 Qatar Qualified Y Round off Qualfied at 1st (6 points)
18 2006 Germany |Qualified Y Gr oup 9t afiréshed 4th (1 point) o e forth, Central

Caribbean

FIFA Club World Cup Results

Year 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Not held | Not held Did not Did not 3rd 3rd Did not Did not 4th 5th Did not Did not 3rd Runner-up 5th 4th Did not Did not Did not Did not Did not 4th Group

participate | participate participate | participate participate | participate participate | participate | participate | participate | participate Stage

Results Urang | C-Osags Kashiyg | Hiroship, Hiroshima | Kashimg | Vrawa | Kashimg Uawg | Urans
[ ] o [ J [ J

ACL Results

Year 2002-03 | 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020| 2021 2022 | 2023-24 | 2024-25
Tournament [T 2nd 3rd 4th 5th 6th 7th 8th oth 10th 11th 12th 13th 14th 15th 16th 17th 18th | 19th 20th 21st 22nd
NETINID U, 2 2 2 2 2 2+1 4 4 4 4 4 4 3+1 3+1 3+1 3+1 2+2 242 | 242 242 242 242

of entrants
Chamoi ® ® Champion$ in e ® e
ampions Urang | -Osakg twd consegutive | Uana | "ashimg Urawa | Yokong,,
Uy a
toufnamenis °” Q| sk
Runner -up )
Nagoy, Kashiyg G-Osakq Kébe Kobe
Best 4 ® ® L4
K K: K Yokoha,-,, Yoko/-,ama
Wasay - | Fashimg | “awasak; ~Osakg Kashiyg Wasak; g Kashimg Nagoy, By Kofy F"’
Best 8 ® ® ® ®
ashimg  'fashimg _ Kqshim§-Osa, Fczky.o Faubsay, F’zrosh na Ur;""a ) Kasghi’"a Hiroshimq FC Ty, [ C-Osake Kawa;ak" F Kawa;ak" A K;be
Best 16 o
ko okon G-Osaf  G-Osaks| Nagoys Kishing Nago, L C-Osakq Fc Toky, Yok,gn';’a e @Wasg iF
'am, al H .
Heshimg Mo e [okyoy Kdwasay; G-Osak, se”da,.H”"S’ ma Urawg  [@shimg  §iroshi,,,  Hashiy,C-Osarh Kawasay, G-Osay, Urayg
Group Stage [@ _ © | ® ® » ® v @ ® X b0 o ®
himiz,| Iwatg Iwatg] G-Osaf, iroship, Urawg kohapm,, G-OsgycJ “Osakd Kawaggy;
Fm i F Kal hima
Play -off
Best 8
ACL2 i
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o _ Positioning of
Football Organisations in the World and J.LEAGUE J

E The J.LEAGUE and J.Clubs are not only closely integrated with their local communities, but also have
strong ties with global football organisations.

édération Internationale de Football Association
(FIFA)

South American Footbal

’ : ; et I .o
~ ) . A 2 ation
. R I
‘%: nfeé ati K Col |
o)
',

Japan Football

G East Asian Football
Association

Federation

.‘ I EHE-‘S‘EB

JLEAGUE

@ #58%MA J3 LEAGUE

Japan Football League (JFL) Japan Womends Empower ment

Japan Club Youth Football Federation Professional Football League  (WE League)

Other football associations
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Global Football Calendar

Positioning of
J.LEAGUE i,

E The football calendar up to 2030 is as follows. The AFC Champions League (ACL) has switched

to an autumn-spring schedule starting from the 2023 season, resulting in a mismatch with the
spring-autumn J.LEAGUE season. J.LEAGUE has decided to transition its season schedule from

2026.
ZOZZJ 2023 2024 2026 2027 2028 2029 2034
FIFA World Cup Qatar Co-hosted by Co-hosted by Saudi Arabia
Canada/Mexico/USA Morc_)cco/Spam/PortugaI/
Argentine/Uruguay/Paraguay|
FI'FA Womends |Wor | d|Co-bosted by Brazil
Australia/New Zealand
Olympic Games . l
Paris Los Angel
AFC Asian Cup Qatar Saudi Arabia
EAFF E-1 Football .
Championship Japan Repuiblic of Korea
FIFA Club World Cup
Host country not yet dec]
FIFA Intercontinental Cup
(held every December) ot yet decided ot et decidbd _not yet gecidkd g ot vet decided
AFC Champions League
(ACL Elite, ACL2) Season transitio
to autumn-spring
schedule

J.LEAGUE

Season transition




Positioning of

J.LEAGUE and Local Communities J.LEAGUE

E The J.LEAGUE is composed of J.Clubs and forms the Japanese football world together with the
JFA and Regional/Prefectural FAs. These J.Clubs and Regional/Prefectural FAs are supported by
and exist because of local communities and citizens, including fans & supporters.

Local Community & Citizens

Players,
Fans & Sponsors & NPOs, Head Coaches Media Shareholders Employees Suppliers Administration Others
Supporters Partners Volunteers, etc. & Coaches

VvV A

<
4

/~ N N
| 47 Prefectural 000000606000 |
7 eeesssssss Fas e00cccccoe
0000000000 Associated
1 0000000000 0000000000 Organisations and
0000000000 0000000 Various Federations
3 0000000000 ]
5 0000000000 ) 9 Regional FAs 000000000
~ 4

J.Clubs are like shareholders of JLEAGUE  J.Clubs are like shareholders of JFA FAs are like shareholders of JFA
(= members) (= council members) (= council members)

WLA?!
Other A League and tournament management functions (match operations, A Japan National Team composition function (National Team of each category, etc.)
Countr rules, top team management, youth development, grassroots) A Organising competitions function (various national and regional tournaments, etc.) AFC
Leagues A Platform functions (rights aggregation, funds allocation, overall value |~ | A Coaching and grassroots functions (coach development, referee development, top
improvement, club guidance/support, risk management/governance, | ~ 7 team management & youth development, grassroots, registration popularisation,
Other external negotiations/communication, etc.) etc.) i ) o ) o ) )
Sports A Sports culture promotion, social contribution functions A Sports culture promotion, social contribution & international contribution functions MA

Business Company Central Government Agencies

External revenue
generation functions

Notel: WLA stands for World Leagues Association, an organisation created with the mission to represent professional football leagues at the global level, and
build cooperative relationships with political and sports entities

Not e?2: MA stands for Member Associati on, each countryods fFeetcpal l association27t



. ) Governance Structure a
J.LEAGUE Governance Organisation of J.LEAGUE

E The J.LEAGUE governance organisation consists of the general meeting, board of directors
and management meeting. Control function is maintained through clubs, external directors
and external auditors.

General Meeting (club)

JFA Appeals
Committee

Election or dismissal Election or dismissal of directors ST '325;3;3
+ Committee )
Officer Committee

Auditor . : Inquire inati
(Full-time, part-time) upervise Board of Directors Npg mination gnd Inqui
' TS emuneration nquire
Committee Answer

Resolution,  Submission,

Appeal

Approval Report Chairman
) Appoint, Dismiss,
_ Linkage Supervise
Linkage, Disciplinary Disciplinary
Report NS = Decision Decision

External Audit ﬁﬁzci)tummg inkagef Executlv(ecﬁ E)m mittee [ Club | Rule Violator }
Corporate Executive Officer Intergal '?Ud't
ept. Linkage
?&6{‘ Consult
Report  Order, Relay

Legal /

Linkage Audit, Request Improvement Compliance ]
Individual Departments Consult, Report Dept. Linkage [ Hotline ]

Consult (External Lawyer)
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Key Statutes, Regulations, and Rules

Key Statutes, Regulations, and Rules

E Articles of Incorporation

a Equivalent to a Aconstitutiond th
time of J.LEAGUEOGs establishment

a Items included: Name, location, objectives, members, general meetings,
officers and specially appointed directors, board of directors, executive
committee, fiscal year, methods of public notice, etc.

E J.LEAGUE Statutes

a Establishes the basic principles regarding the organisation and
operation of J.LEAGUE in accordance with the Articles of Incorporation

a Items included: Organisation, J.Clubs, competitions, players,
registration and transfers, Head Coaches / coaches and academy
directors, referees, ancillary businesses, dispute resolution, penalties

E Various Regulations, Guidelines, and Rules

a Establishes rules related to various matters in accordance the
J.LEAGUE Statutes

a Major regulations: Board of Directors Regulations, Executive
Committee Regulations, J.LEAGUE Distribution Regulations, League
Match Stabilisation Financing Regulations, Large-scale Disaster
Compensation Regulations, J1, J2, and J3 League Match Operation
Guidelines, Travel Expenses Regulations, Uniform Guidelines,
J.LEAGUE Stadium Standards, J3 Club License Granting Rules,
Disciplinary Regulations

E J1/J2 Club License Granting Rules
J1/32 Club License Granting Rules and Operational Rules

 fE

N

Governance Structure a
of J.LEAGUE
E J.LEAGUE has key statutes, regulations, and rules that must be adhered to, and clubs
need to be fully aware of these, including matters to be careful of in management.

Matters to be Careful of in

Management

Qrapgisationgly i r

Matters

Appearance of new
major shareholders
Changes in

fiaf f icompanies d
etc. o0

Changes in executive
officers

Changes in qualified
personnel (Head
Coaches, etc.)
Changes in officers

Matters

Match operation
guidelines
Attendance counts
Trademark/name
changes
Hometown changes
Entry restrictions

i3 Preraganalp ¢ e p

NAAHA N AN M

NN

Crises

Player incidents

Staff incidents

Labour issues
Compliance incidents
Supporter-related
incidents

Shareholder incidents
Scandals
Disasters/accidents

Ve

E

N

N N NN

Financial Matters

Insolvency or deficits
(financial standards)
Unpaid wages
Financing systems
Information disclosure
Industry taxation
(compensation, foreign
players)

29



. . . Governance Structure a
J.LEAGUE Club Licensing System Overview

E The licensing system has the goals detailed below. There are three types of club licenses: J1 and J2 Club
Licensing, which are determined by a third-party organisation, and J3 Club Licensing, which is determined by the
Board of Directors. Club license applicants are judged according to five criteria, and there are three grades for J1
and J2 Club Licensing.

System Goals

E Increase the level of Japan football

E Stabilise club management and enhance the managerial organisation

E Strict adherence to JFA and J.LEAGUE regulations and other applicable laws and regulations
E Provide safe, world-class facilities, and well serviced spectator and training environment

E Improve the sustainability of full-season domestic and international competitions

-

E Monitor competitions from a financial perspective for fair play

Club License Type Contents Selection Authority

FIB (Club Licensing First Instance Body) and AB (Appeals Body)

J1 Club Licensing Participate in J1 - J3 League *Independent third-party organisations to J.LEAGUE

FIB (Club Licensing First Instance Body) and AB (Appeals Body)

J2 Club Licensing Participate in J2, J3 League *Independent third-party organisations to J.LEAGUE

J3 Club Licensing Participate in J3 League J.LEAGUE Board of Directors

Criteria Rank (J1 and J2 Club License)

Sporting Criteria

Infrastructure Criteria Grade A: Achievement compulsory for license
Personnel and Grade B: Achievement compulsory for license (Sanctions may be imposed if
Administrative Criteria not achieved.)
Legal Criteria Grade C: Achievement recommended (No sanctions if not achieved.)

Financial Criteria

Note: Regarding the AFC license, a review will be conducted separately for clubs that meet the ACL qualifications in terms of competition. 30



Club Licence Financial Standards Governance Structure a
during Season Transition Period of J.LEAGUE
E The financial standards for FY2025 require that any liabilities in excess of assets must be resolved by the
FY2025 accounts (fiscal year ending January 2026).

(If changing to a 17-month fiscal year ending in June 2026 in line with the season transition, the requirement to
resolve excess liabilities by January 2026 will be deferred.)

E For the fiscal periods related to the 2026 Special Season and the 2026/27 Season, since the season transition is
expected to significantly impact financial conditions such as changes in fiscal year-ends and various contract

timings, as a special measure, excess liabilities and three consecutive years of deficits will not be subject to
licence-granting judgment.

E After that, considering a one-year grace period, the original standards will be reinstated from the accounts for
the 2028/29 Season (fiscal year ending June 2029).

Image of Clubs Changing from January to June Fiscal Year-End

2025 2026 }2027 +2028

1234567 891011121 23 4(5) 7 8 9101812F1 2(3)4 5 6 7 8 91018121 2 3 4 5 6

ap® Vaas
H .

26 Season
25 Season (Transitional 26/27 Season 27/28 Season
Tournaments)
e : . :
Judgment luhl’ v Judgment v
Mid -term accounts Mid-term accounts

<
<

A
v

A
vy

Fiscal year ending June 2028
Fiscal year ending June 2027

Deadline to Resolve Excess Liabilities Special Measures

AExcess liabilities and three consecutive years of AExcess liabilities need not be resolved, but
deficits will not be subject to licence-granting judgment the amount of excess liabilities must not
increase from the previous year
AMust not newly fall into excess liabilities
A Start counting three consecutive years of

deficits 31



Governance Structure a
Contract Rules for Players from 2026 of J.LEAGUE

E Overview of Revisions X Season Periods
(1) Abolition of ABC categorisation in professional contracts *From 2026 season
(2) Relaxation of remuneration ceiling regulations for first-year professional 2026 Feb. 11 Jun. 30, 2026
_contracts *From 2026 season 2026/27 Jul.1, 2026 i Jun. 30, 2027
S Basic remuneration 12 million yen (excluding consumption tax) + signing *Registration windows also scheduled to change with the
bonus 5 million yen (excluding consumption tax) season transition

(3) Introduction of minimum basic remuneration for professional contracts *From 2026/27 season

S J1 League: 4.8 million yen / J2 League: 3.6 million yen / J3 League: 2.4 million yen (all excluding consumption tax)

S Minimum number of professional players set at 20 or more per club

S Professional contract players aged 18 and younger may be exempt from the minimum annual salary requirement
Item Before Revision After Revision

Category Pro A, Pro B, Pro C, and Amateur Professional and Amateur

First -year Professional
Contract Basic
Remuneration Ceiling

Pro C: 4.6 million yen annually

*Pro Afirst year: 6.7 million yen annually 12 million yen annually

Pro A: Set within range thgt doesndét deviate from the
systemds intent
First -year Professional Pro B: Match premium of 47,620 yen per match (not Set with the ceiling at the same level as
Contract Variable limited to the first year) players with equivalent basic remuneration
Remuneration Ceiling Pro C: Match premium of 47,620 yen per match (not within the same club

limited to the first year)
*Additional ceiling rules for victory bonuses

Ceiling amounts are set bas . . -
I ~ R . . Uniform ceiling amount of 5 million yen for all
Signing Bonus fdependent statuso distinct lavers

Ceiling amounts: 3.8i 5 million yen play

Professional Contract J1: 4.8 million yen annually

Basic Remuneration No minimum J2: 3.6 million yen annually

Minimum J3: 2.4 million yen annually

Minimurm Number of J1: 20 or more, including 15 Pro A

J2:5ProA 20 per club

Professional Players
4 J3:3

Source: J.LEAGUE Rel ease fARegar di n ditpREwn.jeagoenp/news/ariRle/asps8r Contract Systemo 32



https://www.jleague.jp/news/article/28943

Contract Rules for Players until 2025

Governance Structure

of J.LEAGUE

E Registration Window:
Player registration (transfer) to J.Clubs is, in principle, only possible during two annual registration windows
(1) 66 days from January to the fourth Wednesday of March
(2) 45 days from July to the third Wednesday of August
E Contracts: Professional contracts are possible for players aged 16 and older
Maximum contract duration is 5 years (3 years for those under 18)
E Season period: One year from February 1 to January 31 of the following year
Category Player Type Number Limit| Contract Terms Remuneration Training Compensation
0 ] .  |[Basic remuneration |
o | Players who meet Either having played in At least ¥4.6 million/year
X | the contract terms to the stipulated matches H P ) first-time A tract
< | the right and sign a Upto 25 |or having completed 3 nzwni\é?;’ ﬂ?;na¥gs7'r'nrﬂﬁon /;‘ggrra‘: * [ Upon offer of Pro A contract:
2 [ Pro A contract with faProC - p— i
< thfgcluf;Oﬂ ract wi Zii:fagt aPro |Var|§1b!e remuneration | As per calculation standards
P No limit i
Upon offer of Pro B contract or Pro A contract with
C less than 50% of current compensation:
g; o ) | Basic remuneration | ¥300,000 U years of with the club
o g | Professional players Up to ¥4.6 million/year
% w :ézzi?:r\;ir?:stf;?i [variable remuneration | If the club does not intend to renew the contract:
g ';JT Pro A contract but No limit Ditto No limit None
= < | did not sign a Pro A However, if a match appearance
E g % contract bonus is set, it should be no more
= - than ¥47,620/match.
@ =2
g. 2 Upon offer of Pro C cont
g @ current basic compensation or upon offer of Pro A
L @ Y [Basic remuneration | contract: _
g Professional players |Up to ¥4.6 million/year | As per calculation standards
who do not meet the L Variable remuneration
'gc_J requirements for a No limit None Only match appearance bonus (up It)Jpo.n offer of Pro. C contract thf?t defcll;eas;s current.
< | Pro A contract 10 ¥47,620/match) and victory asic compensatlon or upon offer of Pro B contract:
b bonus are allowed. ¥300,000 U years with the club
If the club does not intend to renew the contract:
None
Foreign players who have )
signed contracts other PTr(Zat(-“id as None S S
9 than the Unified Contract '0 A players -
g Players who have only
@ signed employment A : : . .
contracts with corporations No limit S S ¥300,000 0 years of with the club
(employee players)
Players who play without . .
Amateur Arrllateur the purpose of No limit S S *Training costs
player compensation or profit
Source: AiRul es Concerning Registration and Transfer of FdaocbaPtofPéayicosal,

FRoat s B83C



Governance Structure J
of J.LEAGUE
The compensation system for youth development, as well as rules regarding domestic and international

transfers, are as follows:
Purpose

a To return and distribute profits to clubs that have developed exceptional players
a To motivate and encourage clubs to invest in the development of young players

Systems and Rules regarding Youth Development

M

M

Domestic Transfer (JFA Regulations)

Training Compensation (Amateur to Professional)
For professional contracts up until the end of the fiscal year in which the player turns 25 years old, the
contracting club pays to clubs the player was affiliated with between ages 12i 22

Training Compensation (Professional to Professional)
Incurred for transfers from professional to professional until the end of the season when the player turns 23

Paid by the receiving club to the transferring club (for the development period between ages 12i 21 at the
transferring club)

The amount i1 s set according to the receiving clubos
j International Transfer (FIFA Regulations)
Training Compensation
Upon a playeroés first international transfer as a profes:
ages of 12 and 21
For international transfers from the second time as a pt

Solidarity Contribution

Applicable to international transfers, and domestic transfers of players developed by clubs affiliated with different
associations.

A sum equal to 5% of the transfer fee is deducted and distributed among the clubs with which the player was affiliated
between the ages of 12 and 23, according to a prescribed proportion.

The playerds age at the time of transfer is not consi de’r «
Source: AfRul es Concerning Registration and Transfer of FdewafoalPidofPéagyiecosalo FRatl
ifRegul ations on the Status and Transfer of Playerso

(FI FA) 34



J.Club Annual Activities (Main Schedule)

Management Area

J.Club Activities

W Match SCh6dU|te — League matches ﬁ
R announcemen Special toyrnament
Competitive |y new structure press 4 4 :%al_gue Cup or H
Management | conference  FuJIEILM SUPER CUP W ACL Einal
0 Emperords Cup
Transfer window Transfer window Transfer window
- Top Team " N e
Management Training cam Preparation for next pjayer and staff contract renewal : : .
8 <_g>p Mid-season formation review seasonéds fﬁ'yl-n'm'l-l-ﬂ'n* Formation considerations
=,
o
Q—) —
- ) " . - ) W Play-Offs and national
Ylouth League matches in each age group W Club-Youth Championship (U-18/U-15) tournaments in each age group
Development *Informal decision of players _Coach contract renewal
) ——
for promotion next season
Recruitment for P Recruitment for the P
G t the current fiscal year . next fiscal year -
NS Coach contract renewal
Gl
. ) Home game w Fan Home game
Attracting Annual marketing ) Golden - _ )
opening:match i ;
5 | Spectators, | Plan finalised ‘V pening week  Appreciation Day Y summer holiday final match Y Marketing plan _ Special tournament R
b - » - »
O | Ticket Sales, | Season ticket sales (from previous year) Match-by-match budget control(PDCA) )
. N P Season ticket sales _
Fan Services > < >
I':I'I Esndrczfgea:;titude New: Yeards greetings
= U| sponsor Sales - —5 D e . .
% & New sponsor acquisition & existing Negotiations for next New sponsor acquisition & existing
8 = Contract renewal sponsor relations fiscal year Contract renewal & new contracts sponsor relations
3 8 . Planning & negotiations with suppliers .
r:D % Merchandising New season uniform orders for next fiscal year New season uniform orders
- wW:Inventory check w:lnventory check
= Plan-based Year-end financial W General shareholders W Club management =T o T o LS [T e Yearend = W General shareholders
= activities meeting, financial information disclosure departmental hearings financial activities meeting, financial
=] Management statements announcement ; i i W i i i W Li icati :
> - w Next_ fls_cal year license W Next fiscal year license granting W License application statements announcement
% (Assuming Monthly budget control application R W License granting
3 | January closure) (PDCA) < >
D e —
> 7 "
L Recruitment plan for next ff ch
w | Organisational fiscal year p W Staff changes
g Personnel ! :
® Affairs Goal setting & interviews Mid-season interviews Personnel evaluation  Goal setting &
& interviews interviews
End of year . .
w q q
< Climate Action v i report & gratitude New: Yearods greetings
& ] arious sustainability activities
2 Inclusive Yy ¢
g Local
< Community Creation of next fiscal yearo6s business pl an 35




Calendar after Season Transition J.LEAGUE Activities J

E It has been decided that 2026 will be a transition year, and from 2026, as shown in the pie chart, the
season will transition to begin around the first week of August, include a winter break, and end around
the end of May the following year.

E Inthe run-up to the season transition, a special tournament will be held from February to June 2026

Jan.

Current season

W Start around third week of Feb.

Winte, breg, FeP:

. W End around first week of Dec.
Matches in December

continue for about one ’
week longer

No change to February
match schedule

Post season transition

W Start around first week of Aug.

A

Jun.

W End around the last week of May.
Off season

w Winter break during snowy season

Jul.

Matches until around second week of Dec.

: J1 clubs have break approx. three times in eight years
Resume matches from around third week of Feb. (due o the FIFA World Gup and AFC Asian Cup)
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_ J.Club Economic a
J.Clubs and J.LEAGUE Finance Structure Structure

E J.Clubs obtain revenue from league distribution, sponsor revenue, ticket revenue, retail revenue, and revenues from schools and

academies, etc., and use these funds for match operation, top team management, academy operation, administration, and other
activities.

E J.LEAGUE collects admission and annual membership fees from each club, and also earns public transmission rights fees and
sponsorship fees, among others.

Revenue Operational costs/investment
.(- @‘ Shonsor revente In charge of In charge of Match-related Retail-related
| p business |\ arge of PR, 20Ministration expenses expenses
Sponsors In charge of tickets prom(;)tlon,ke\;ents, . Players
and marketin A
Ticket revenue ¥ ’ ’ TR U [EETE Selggrgﬁigﬁs?;?\l/: &
| venu [ [
°e @ o In charge of fan = ®F  General Manager/in expenses
club m expenses
M charge of top team
management . ~
Retail revenue In charge of @ g Top team operating Womends team
Fans & merchandise v\_’ Team doctor expenses operating expenses
supporters i In charge of m® Equipment manager
° In charge of facilities Academy operatin
T Academy-related academy/schools 4/ In charge of administration exp)énses g Other
revenue
® In charge of In charge of volunteers
Players hometown

In charge of support organisation

J.LEAGUE [

LEALS Community and social partners
distribution

Retl)at_ilgnship A Public authorities/local governments/schools
uiaing A Shopping streets

D ° q
A Chambers of commerce and industry
I ANPOs, etc.

@ ‘*' ‘*' ‘.‘.‘.‘!"
él 9\ 4%‘ @4_

Revenue Operating Expenses / Investments

Ticket revenue h\a Football Match operation _Youth development

Membership fees strategy investments,

area expenses, etc.
(host matches) etc. Video
? Digital media production
& § Sponsorship fees Merchandising Distribution 1o C Area PRexpenses, etc.  gateqy, etc. costs
w (League) rights fees to clubs —
Partners (im

Business Enhancement area
Public transmission m H
rights fees il Management base & other areas .al

t
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J.Club Economic a
J.Club Sales Structure

E Sales in FY2024 was heavily influenced by changes in sponsor revenue, with J1 and J3 achieving

recordchi gh sales due to increased revenue, while J2
" J.Club Sales
(mi 'O”;’gg)o (FY2019i FY2024, Category Averages)
1 1
1 1
6000 5924 i |
1 1
5201 : :
4950
5000 4864 l ! i
1 1
4159 : :
3836 I
4000 [ m . . |
1 1
1 1
1
3000 N ! :
1
: :
: 2048 :
2000 | 1655 1728 928 |
: 1504 1508 - e
A 1
1000 : ! — 865
I I I I I : 5B -
1 1 ——
| = s BEE
. | mmamnml
S S D D DD S DD DS D SRS D D
[7 [Z 0. 0. 0. 0. ! [7 0. 0. 0. [2 [Z] I [7) o o 0. . [Z]
202 % R BTN S
J1 : J2 : J3
® Sponsor Revenue m Ticket Revenue . m J.| EAGUE Distribution
= Transfer compensation revenue, etc. Academy Revenue Women's Team Revenue
m Retail Revenue Other Revenue
Note: From FY2024, ATransfer compensation revenue, etc.0 has been separated fr

Source: Produced by SHC based on club management information disclosure (FY2019 i FY2024) 38



o J.Club Economic a
J.Club Sales Composition Structure

E The dependency on sponsor revenue remains unchanged, accounting for around 50% of the total. In
recent years, in J1 and J3, this dependency had been decreasing, but it rose again in FY2024.

J.Club Sales Composition
(FY2019 1 FY2024, Per-category average composition)

100% : ;
1 1
1 1
1 1
LR Hngn C
1 1
o | i S iE
80% N ] Bt N : I
: :
1 1
1 1
1 1
60% ! !
: |
1 1
1 1
1 1
1 1
40% ! !
1 1
1 1
44.7% (| 51.0% || 47.2% || 46.9% || 42.8% || 45.0% | [ 56.1% || 58.4% | | 56.2% | | 48.9% || 52.5% || 52.5% || 54.3% || 60.7% || 59.9% | [ 53.6% [ | 53.0% | | 56.9%
20% | |
| |
1 1
1 1
1 1
1 1
0%
O Ry % % % R G G 0 0 0 0 G, 0 0 0 0
9 7, 7 < > v 9 [7 7 < > v 9 7 7 < > v
J1 J2 J3
H Sponsor Revenue m Ticket Revenue m J.| EAGUE Distribution u Transfer compensation revenue, etc.
Academy Revenue Women's Team Revenue m Retail Revenue Other Revenue
Note: From FY2024, fATransfer compensation revenue, etc. 0 has been

Source: Produced by SHC based on club management information disclosure (FY2019 i FY2024)
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J.Club Economic

J.Club Sales Details
Structure

E In understanding the economic structure of a club, it is necessary to have a good understanding of the
contents of each item.

million yen

J1 Average J2 Average J3 Average

Content

2019 2020 2021 2022 2023 2024 2020 2021 2022 2023 2024 2019 2020 2021 2022 2023 2024

(1) Sponsorship fee for advertisements

Sponsor on top team uniforms
(2) Other sponsorship fees (training 2,213 ] 1,950 |1962 | 2,283 | 2,228 | 2,447 | 928 839 846 846 | 1,076 | 937 | 252 281 303 358 347 484
Revenue wear, billboards, other promotional
materials, mission statement)
Ticket (1) Season tickets
(2) Others (single tickets, complimentary | 926 324 399 704 961 | 1,086 | 199 117 153 175 246 268 35 21 23 52 56 86
Revenue tickets, etc.)
(1) Club support funds (academy
support, business cooperation, ACL
J.LEAGUE | participation subsidy, relegation relief, | 54 | 59 | 489 | 489 | 344 | 394 157 |150 |160 | 185 | 135 | 112 | 40 | 30 |20 | 51 | 36 | 24
Distribution | etc)
(2) Public transmission rights fees
(3) Merchandising rights fees
(1) Transfer compensation, loan transfer
Transfer compensation (revenues from domestic
compensation | 21 foreign clubs) 0 0 0 0 o |49 | o 0 0 0 o [140 ] 0 0 0 0 0o | 14
p (2) Training compensation, solidarity
revenue, etC. | contribution (revenues from domestic
and foreign clubs)
Academy (1) School revenue
(2) Other academy-related revenue 163 135 126 136 148 152 | 87 60 72 69 7 76 38 21 27 40 46 58
Revenue (one-off clinics, tournament-related, etc.)
Wo me n §[s
Team (1) Sponsor revenue, ticket revenue, etc. 19 36 73 38 36 13 13 13 26
Revenue
Retail (1) Revenue from merchandise sales,
Revenue consignment fees, royalties?, etc. 436 412 364 417 556 593 97 86 108 117 151 156 25 24 32 51 53 69
(1) Prize money
(2) Transfer fee revenue [Recorded as a
oth separate item from FY2024]
ther (3) Supplier contract revenue
Revenue (4) Fan club/support organisation 688 540 819 815 928 689 | 187 172 169 298 327 223 74 77 92 103 104 104

Note 1: Usage fees for patent rights, trademark rights, copyrights, and other rights
Source: Produced by SHC based on club management information disclosure (FY2019 i

revenue
(5) Event appearance fees
(6) Other

Total revenue

4,951 3,890 4,159 4,864 5,201 5,924

FY2024)

1,655 1,433 1,509 1,728 2,048 1,926
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J.Club Cost of Sales and a
Selling, General and Administrative Expenses Structure

E In FY2024, the cost of sales and selling, general and administrative expenses continue to show an increasing
trend. J1 and J3 have kept expense increases within the range of revenue increases, while J2 has reduced
expenses in line with the decrease in revenue, demonstrating that financial controls are functioning.

J.Club Cost of Sales and Selling, General and Administrative Expenses
(million yen) (FY20191 FY2024, Per-category averages)

7000

6000 5744

5000 4972 2223

>000 4582 4407

4000

3000

20731984

2000 1701 1 1556 1735

1000 476 501 526

= Team Personnel Expenses m Match-related Expenses = Top Team Operating Expenses
Transfer-related Expenses Academy Operating Expenses Womends Team Operati
Retail-related Expenses

Note: From FY20l4dagt ddrfamesed®rhas been separated from ATeam personnel ex|
Source: Produced by SHC based on club management information disclosure (FY2019 i FY2024) 41



J.Club Cost of Sales and J.Club Economic a
Selling, General and Administrative Expenses Composition Structure

E While the breakdown varies by category, overall, team personnel expenses and top team-related expenses
make up the greatest portion. The newly established transfer-related expenses account for a large proportion in
J1 but remain minimal in J2 and J3.

J.Club Expense Composition
(FY2019 1 FY2024, Per-category average composition)

100%

80%

60%
T
- — n
[ 7% | -
: 2]
40% % [ 8% |
N [8% ] [10%] 1
( 59%) N 8% f'/49(y\w
7Y | 58% N

\17 .
20%

0% = =
9 o PO [ 14 9 o [ F'4 9 o 7 % [ 4
J1 J2 J3
= Team Personnel Expenses m Match-related Expenses u Top Team Operating Expenses
Transfer-related Expenses Academy Operating Expenses Womends Team Operating E:
Retail-related Expenses Selling, General and Administrative Expenses
Note: From FY20l4dagt ddrfamesed®rhas been separated from ATeam personnel ex|

Source: Produced by SHC based on club management information disclosure (FY2019 1 FY2024) 42



J.Club Cost of Sales and
Selling, General and Administrative Expenses Details

In understanding the economic structure of a club, it is necessary to have a good understanding of the

E

contents of each item.

J.Club Economic

Structure

(million yen)

J1 Average J2 Average J3 Average
Content
2019 2020 2021 2022 2023 2024 2019 2020 2021 2022 2023 2024 2019 2020 2021 2022 2023 2024
(1) Head coaches, coaches and other
team staff remuneration, player
Team remunera_tion (basic salary)
Personnel | ) oecitve pyents (appearance fees: | 2,500 | 2,484 | 2,340 | 2,436 | 2,347 | 2,086 | 765 | 698 | 663 | 675 | 806 | 674 | 169 | 186 | 195 | 215 | 235 | 265
Expenses (3) Transfer-related fees [Recorded as a
separate item from FY24]
(4) Other
Match lated (1) Stadium usage fees
atcn -relate (2) Security and operation consignment
Expenses | tees for home games 353 | 207 | 224 | 311 | 341 | 425 | 127 | 110 | 121 | 121 | 163 | 158 | 33 39 36 55 73 73
(3) Other home game operation costs
(1) Travel expenses
Top Team (2) Training camp expenses
Operating (3) Rent and related expenses for 381 354 372 396 385 435 203 167 166 189 218 203 67 66 70 82 98 87
Expenses training centre and clubhouse
(4) Other top team operation expenses
(1) Amortisation of transfer compensation
Transfer - (expenses related to transfers from
related domestic and foreign clubs) 0 0 0 0 0 484 0 0 0 0 0 94 0 0 0 0 0 10
Expenses (2) Other (expenses related to transfers
from domestic and foreign clubs)
Academy (1) Match-related expenses
Operating | 4o e e e " 126 | 98 | 94 | 263 | 278 | 286 | 69 | 45 | 54 | 134 | 161 | 144 | 23 | 13 | 17 | 57 | 64 | 101
Expenses (3) Other expenses
W? me n o6 3(1) Match-related expenses
eam (2) Rent and related expenses for
Operating | raining centre and chubnocee 12 11 11 33 51 83 7 4 10 32 34 17 3 2 3 10 12 25
Expenses (3) Other expenses
Retail -related | (1) Cost of merchandise, sales
Expenses | commisions, and consignment s 309 | 293 | 257 | 291 | 396 | 429 | 73 68 84 82 | 101 | 112 | 18 20 22 31 35 45
(1) Designated management project
Other Cost of expenditure 216 229 255 75 88 106 27 24 32
Sales (2) Other
(1) Personnel expenses (executive
Selling, compensation, employee salaries,
General and miscellaneous wages, etc.)
L . (2) Advertising expenses (including 1,319 | 1,135 | 1,109 | 1,101 | 1,197 | 1,261 | 457 430 458 428 503 476 163 175 183 224 229 280
Administrative | website and web-related costs)
Expenses (3) Depreciation expenses
(4) Other

5,000 4,582 4,409 5,048 5,222 5,744 1,701 1,522 1,555 1,735 2,074 1,984 475

Total expenses

Source: Produced by SHC based on club management information disclosure (FY2019 i FY2024)
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Correlation between J.Club Economic a
J.Club Competitive Results & Team Personnel Expenses Structure

E Based on data from the past 13 years (20121 2024), there is a high correlation in all
categories between competitive results and team personnel expenses.

Correlation Analysis of Competitive Results and Team Personnel Expenses
(Total points vs Total team personnel expenses 1)

J1 J2 J3
(2012-2024) (2012-2024) (2014-20242)

High High High
s et .
‘. [ J " [ J J.'".
" * . be
e -® e _.-
®e ° e e ° ., .®
S P o : ® 3 e O .
5 e 5 0% 5 s e
3 S ° S -
2 ° o, %o = o ® o o = " 0% e
¢ @ 4 ® i)
® o °
) )
e ° .
)
)
Low Low Low L4
¢ Total Team > Hi 2 Total Team > Hi 2 Total Team > Hi
Low Personnel Expenses High Low Personnel Expenses High Low Personnel Expenses High
Correlation = 0.82 Correlation = 0.73

Correlation = 0.92

The correlation number represents the strength of the relationship between the two sets of data,
and a number closer to 1 indicates a higher relationship.

Note 1: The total points and total team personnel expenses within the analysis period in the same category
Note 2: For J3 only, 11 years of data from the 2014 season, when the league was established, are used

Source: Produced by SHC based on internal J.LEAGUE data



Correlation between J.Club Economic
J.Club Sales and Front Office Personnel Expenses Structure

E Based on data from the past six years (20191 2024), there is a high correlation in all
categories between sales and front office personnel expenses.

Correlation Analysis of Sales and Front Office Personnel Expenses
(Total sales vs Total front office personnel expenses D)

J1 J2 J3
(2019-2024) (2019-2024) (2019-2024)
High High e  High
A &* A f ol A ‘o
. . 3
e ° ‘. .
g o® 3 .~ ° g o %%
& @ o = s
Y °. £ o .o L ‘
2 cee  ° 2 ¢ ° 2 ol
s * ¢ °
° s e
\4 \4 ° \4
Low Low Low
Total Front Office . Total Front Office : Total Front Office .
Low €= Personnel Expenses —> High Low €= Personnel Expenses —> High Low €= Personnel Expenses —> High
— Correlation = 0.96 Correlation = 0.93 Correlation = 0.90
. The correlation number represents the strength of the relationship between the two sets of data,
and a number closer to 1 indicates a higher relationship.

Note 1: The total sales and total front office personnel expenses within the analysis period in the same category

Source: Produced by SHC based on internal J.LEAGUE data 45
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Content of Core Principles in Club Management J

In an environment of increasing uncertainty due to complex international situations, climate change, and disasters
from earthquakes, to embody J. LEAGUEGs mission and ach
promote our two growth themes while advancing initiat:@
Happier Nation through Sportso by enhancing the value
national industry, we must approach club management with determination. Each club is required to implement its

unique approach while anchoring itself to the Core Principles in Club Management.

Ve

E Formulate management plans consistent with the philosophy and implement
management by working through the PDCA cycle.

E Enhance the competitiveness of football, our greatest content, and deliver it to
society as an attractive artwork.

E Work together with fans & supporters and partners, who are the most important
stakeholders, and strive to expand and enhance their engagement.

E Ensure awareness and behaviour as a Apubli
the local community, and work to solve social issues.

E Establish financial foundations and make continuous investments in competition and
business with awareness of the relationship between competitiveness and financial
scale.

E See the organisation and human resources as the foundation of management and
work on organisational design, human resource development, and the strengthening
of governance.

Core principles and adaptation to change

a7



Core Principles in Club Management

E Formulate management plans consistent with the philosophy and implement
management by working through the PDCA cycle.

i I tos

essenti al

to cl ari

fy a cl

ub

phil osophy,

composed

unchanging, as the axis of management to prevent inconsistency in management, and to disseminate it inside and

outside the

club.

J

of

i Establish a football philosophy for the top team and academy that aligns with club growth. Create a system according to
the desired football style, including head coaches and squad composition. Encourage sharing and understanding with
fans & supporters.

I To manage from a medium- to long-term perspective without getting caught up in immediate situations, it is essential to
formulate medium-term and annual plans consistent with the philosophy and thoroughly implement the PDCA cycle
based on implementation status checks at all club levels.

Philosophy ,
mission, vision,
values PDCA PDCA
Clarification Football pnderstand ) Setting Formulgtlon Specific
. ing the Gap _ Strategy of Medium -
of Club Philosophy : Medium -term ; Measures
Philosoph Formulation with the Goal Formulation term and and Actions
Phy Desired State 0als Annual Plans

E Clarify
unigue philosophy,
ideal state and
desire state, and the
guiding principles on
which it bases its
actions and thinking.

t hee Farrhulate & s E

football philosophy
for the top team
and academy
based on the club
philosophy

Understand the gap E
between the desired
state (vision), long-
term goals
(approximately 10
years), and the
clubds

cCur r @isidn.

Based on the gap,
set specific goals
for about 3-5 years
that are consistent
with club
philosophy and

state.

E Establishissuesto E Formulation of

fill the gap and
formulate
strategies as

policies to solve
these issues to

achieve goals.

plans including
measures,
personnel,
organisation,

E Apply to specifi
measures and

Cc

actions based on

the formulated
plans.

figures, etc., based

on the strategy.
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Core Principles in Club Management J

E Enhance the competitiveness of football, our greatest content, and deliver it to
society as an attractive artwork.
i A clubés foundation and greatest content is football cor
levels and improving competitive results leads to increased sales and enhanced club management capabilities.

T While competitive enhancement is an essential factor, expansion based on dependence on highly uncertain team
investment carries high management risk, so top team management, youth development, and grassroots must be
approached from a medium to long-term perspective.

i1t is important to view football as an fAartworko andtydel
on the pitch, stadium specifications, the passion of fans & supporters, and stakeholder efforts.

—

Delivering the
football broadly to society

Enhancing the
competitiveness of football
our greatest content

Top Team
Management

Spreading football and
Player development from making sport more

Itonhg (teermcpler:pgcfi)\tz UG G ¢ accessible
- Development rassroots
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Core Principles in Club Management J

E Work together with fans & supporters and partners, who are the most important
stakeholders, and strive to expand and enhance their engagement.

T For clubs, the most important stakeholders are fans & supporters and partners, and it is crucial for clubs to collaborate with
these stakeholders to pursue the competitive, business, and social dimensions of football.

T To expand club business and improve management capabilities, it is crucial to increase the number of attendance, viewers,
merchandise sales, and sponsors. For this purpose, efforts must be made to grow the base of fans & supporters and
partners.

T Itis important not only to expand the base of fans & supporters and partners, but also to enrich their activities, increase the
popularity and value of football and sport, and develop sport into Japanese culture and a national industry.

Stadium viewing
Match viewing
Merchandise purchases

Club support
Collaboration

Club

Attractive club
Attractive football
Various activations

[
(4
‘W“ Fans & Supporters Partners q
- Making sport EH
a culture and an industry
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Core Principles in Club Management J

ya

EEnsure awareness and behaviour as a fApublic
the local community, and work to solve social issues.
i Clubs play the role of HApublic goodsodo with the understar

in the local community. High integrity and accountability are also required, and it is crucial to maintain thorough
awareness and conduct.

T Clubs must attend to the well-being of local people, inspire dreams and hope, and serve as a source of vitality for local
communities. Simultaneously, club managers must devote maximum attention to compliance and scandal prevention.

T Activities rooted in the community, social cooperation and contributions, and activities to enhance environmental health
are fundamental to clubsdé existence, and by promoting st

issues in the local community.
% Business growth through ]
creation of various
business opportunities

Significant advertising and
publicity effect

A Increased sales contacts ]

Pilot testing

Human resource development

SDGs practice

Feel the contribution
to the cnty pride

= f““,“

Create a vibrant and b | 161 Realise your dream to
comfortable community B b = ; f oo Q become a football player

: respected as a person
Shared experiences with family
and friends

and active in the world

Engage with football and
embrace dreams

Grow as a person through
football

Sharing time with family and friends
Emotional experiences and relieve stress

Main Activities of J.LEAGUE and J.Clubs

Grassroots, School business Attracting customers, promotion, public Sponsorship W partner sales rights / Support organisation management,
Academy (youth development) business / relations, marketing, etc. activity management volunteer management

school collaboration Video production and distribution Overseas business Facilities management

Top team operation (management) Events Sustainability -related activities

Running matches Merchandise Hometown activities, SHAREN!
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Core Principles in Club Management

J

E Establish financial foundations and make continuous investments in competition and
business with awareness of the relationship between competitiveness and financial

scale.

a There is a correlation between competitive performance and team personnel expenses. Expansion of financial scale is
essential for improving competitiveness, and it is important to focus on business activities such as acquiring new fans
and sponsor sales and obtaining transfer fees through youth development.

a4 While Clubs are entities premised on long-term survival, they generally have a profit-and-loss structure vulnerable to
risks. In many cases, it is difficult to raise funds flexibly. Therefore, establishing a financial base that can withstand risks
iS a necessary condition for management.

a Shareholders, sponsors, and fans & supporters do not necessarily prioritise club profits above all else. Therefore, it is

important to enable continuous investment in top team management and business initiatives without being solely bound

to the pursuit of profits.

Expand Financial Scale

Hig
Team strengthening
Business investment

Fan expansion
Sponsor sales
Transfer fee

acquisition, etc.

Establish
Financial Base

E 4 SJUIOd |BIOL ——

Enhance
ompetitiveness

h
R
H‘"-
*,
L
. ™ ."":‘.
.
B
.
Low <€ Total Team 3 High

Personnel Expenses

Correlation = 0.92
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Core Principles in Club Management a

E

See the organisation and human resources as the foundation of management and

work on organisational design, human resource development, and the strengthening

of governance.

i Organisational design significantly impacts management; therefore, shareholder composition, corporate scheme, Board

of Directors, club business execution system, and other elements of organisational design, as well as the placement of
the right people in the right places, are essential, all consistent with goals and policies.

T Human resources are the foundation of management in Clubs, and managers should focus on strengthening personnel
in key positions that are directly linked to results, such as Sporting Director and business managers, and developing club
staff capabilities, as their top priority.

T Interms of the organisational scale of J.Clubs, ultimately, the capabilities of club managers are greatly reflected in the
results, so it is essential to appoint managers with the right mindset and skills and to establish autonomous governance,
including an appropriate supervisory system.

L

(2]
/= < o 8.6

Human [ Strengthening personnel
Shareholder composition Org anisational Resources in key positions
Corporate scheme Design Development Developing club staff
Board of Directors capabilities

Business execution system \

Club

manager

Appointment, dismissal, and
supervision of club managers

Decision-making processes

Governan ce Internal controls

Risk management

J 53
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Core Principles and Adaptation to Change J

E These principles are important, but it is also important for club managers to be able to adapt flexibly to

changes in trends and the environment.
Promotion/
Relegation

International
affairs

Climate change
Disasters

Technological
change

9 o
»

JUSWUOIIAUST |eulalXd
JUSWUOJIAUT |eulalu]|

Adaptati change

Club
manager

Core principles
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Overview of Management Areas

J

Football

X Area related to football,
including top team
management and
youth development

Faclilities

X Area related to the
development and
utilisation of stadia and
training facilities

X Area related to
monetisation of the

to C

X Area related to
attracting spectators,
ticket sales,
expansion of fans
and supporters
through paid viewer
acquisition, and
stakeholder
management

Business -
clubds asse
Enhancement sponsor sales,
merchandising, etc.

X Area related to the
management
systems that form the

Management foundation of club
Base management, such

as governance,
finance, and human
resources

Sustainability

X Area related to climate action, realising an inclusive society, and fostering local communities
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Details of Management Areas

Football

Top Team Management

Youth Development

Grassroots

Competition Management

Business
Enhancement

Sponsor Sales

Merchandising

New Businesses

International Strategy

Facilities

Stadia Development
and Utilisation

|| Training Facilities Development

and Utilisation

to C

Fan Engagement

Attracting Spectators,
Ticket Sales

Match-day Production and
Event Management

Paid Viewer Acquisition

Promotion

Public Relations

Digital Platform Development

Stakeholder Management

Brand Management

Management
Base

Executive Supervision
(Governance)

Decision Making (Governance)

Internal Controls (Governance)

Capital Policy

Plan-based Management

Organisational Design

Human Resources

Finance

Legal Affairs

Compliance

Crisis Management

Sustainability

Climate Action

Inclusive

1

Local Community
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Structure of Guidelines by Management Area

. A
Guidelines Gwdelmes (guiding principles) that club managers should be aware

of for this management area

- J
The state to be achieved through the implementation of the guidelines

Target State : .

in this management area

4 N

Rationale The basis for the guidelines and the target state

S J

Key Initiatives

4 N

Specific initiatives that are important from the perspective of club
managers in implementing the guidelines

- J
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Details of Management Areas

Football Facilities

Business Manageme
toC

Enhancement nt Base SR

Football

Facilities

Top Team Management

Youth Development

Grassroots

Competition Management

Business
Enhancement

Sponsor Sales

Merchandising

New Businesses

International Strategy

Stadia Development
and Utilisation

|| Training Facilities Development

and Utilisation

to C

Fan Engagement

Attracting Spectators,
Ticket Sales

Match-day Production and
Event Management

Paid Viewer Acquisition

Promotion

Public Relations

Digital Platform Development

Stakeholder Management

Brand Management

Management
Base

Executive Supervision
(Governance)

Decision Making (Governance)

Internal Controls (Governance)

Capital Policy

Plan-based Management

Organisational Design

Human Resources

Finance

Legal Affairs

Compliance

Crisis Management

Sustainability

Climate Action

Inclusive

1

Local Community
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Top Team Management

Business Manageme | |
Football Facilities to C E\‘haﬂ[;\'ﬂ?ﬁi HLB;'J\:»':- Sustainabilty

Guidelines

EClarify the clubo6és football +em |

top team management plan and various standards, and build the
team around these, with the aim of ensuring top team
management over the medium to long term.

0S

Target State

Football that aligns with the clubbés footba

and understanding of activity policies in management and top team management, and the top

teamdbs competitiveness and performance are

SDepending on the clubds policy, players fr
the top team, or generating revenue through transfer fees.

i N
D m

Rationale

Top team management requires medium- to long-term efforts, and ad-hoc team management driven only
by short-term results should be avoided.

For this, it is important that the top teamds ph
which acts as a fAbasis. o

Activities such as team composition tend to rely on intuition and experience, but it is important to clarify the
top team management plans and criteria for player recruitment and evaluation in order to ensure
consistency with the clubbés football phil osophy

Key Initiatives

Establi shment of the fAGolden Consistencyo = Shar
those involved in the club (especially management, top team management, and youth development)

Establishing an optimal top team management department (especially SD/GM) and setting up a technical
committee (where management, top team management, and youth development personnel regularly
discuss)

Clarification of the clubbés football phil osophy
progress management, and review of medium- to long-term top team management plans based thereon

Nurturing of players, staff, and coaches based on medium- to long-term top team management plans and
phases of team growth, as well as concretisation of evaluation and recruitment criteria and nurturing and
recruitment of personnel who can do so

Elimination of reliance on intuition, experience, and randomness in team composition, setting of guidelines
for dealing with intermediaries, transparency of processes, and sharing of risks with club managers

A n d
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Golden Consistency Top Team Management a

E The key is to build fAiGolden Consistencybo, i .e., a sh
involved in a J.Club (especially management, top team management, and youth development). It is important
that the c¢clubds football philosophy, priorities, and
turn unites the c¢clubbés players and staff and all ows

Club
Executives

01 Leaders in the football community
President
Head of Top Team Management / 0 1
Sporting Director

GeneralManager oo e WCl ubos

philosophy

03 Leaders in youth
development age groups

Academy Director
Head of Operations
Head of Coaching

02 Leaders Of the top team |ntegrat|0n ofh CUN
Head Coach - leadership

Coach within the

Staff .~ club

___________________ 02 03

Top team Academy
philosophy philosophy

Club
Executives

[ Each personds mission]

Club Manager (President) Sporting Director Top Team Head Coach Academy Director
E Establishment of tHe c|lE Grovehiroxdral dub comgettiveness E Team performance E Discovery, growth, and
E Giving back to stakeholders E Improvement of ROI (Return on Investment) E Demonstration of production
E Management stability and growth E Creation, preservation, and permeation of competitiveness E Education in football
E Review of football philosophy the football philosophy E Embodiment of the hilosobh
E Setting goals for the Sporting Director E Recruitment and development of top team P pny

and appointment/dismissal management staff football philosophy
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Football Philosophy Top Team Management a

E Under the J.LEAGUEGs philosophy, in Japan, a cl ubds
just football but also the overall scope of activities and interactions with the community. It is important to
formulate a Club Football Philosophy (CFP), which is based on particular ideas, and define the direction of the
club, centred on football as the clubb6s main focus.

Foot ball phil osophy becomes the Omanual 6 on ho
Club Identity DNA Cluboés Playing/ Coachi Youth Development/Recruitment
This is composed of the unique values and This indicates what playing style the club Policy for the Clubfos
activity culture that have embedded strongly desires for its teams, e.g.: In order to be able to assign the right staff in the
themselves alongsi de t aggressive, technical, exciting, possession- right positions, the characteristics required of
. . based, high-intensity, pressing, counter- them must be clear. Recruitment based on
The CFP is determined | g cen)':ricrz). g clearly defined characteristics will enable the
leaders and embraced by the fans. club to sign staff and
The CEFP articul ates t he ltpresentsastrongimage,bothonandoff | DNA and promote the CFP. The CFP makes
sets common goals that all stakeholders work the pitch, of how the team is expected to these elements clear.
towards, and provides all members of the play and represent the club. The CFP emphasises the importance of
club with a clear and meaningful purpose. homegrown players and i

recruitment and squad management! strategies.

The extent to which the CFP is established and fixed varies greatly from club to club.

Some clubs have a clear vision regarding the teamds way otibonobei ng, pl ay
academy players, while others leave a lot to the manager and staff they have hired to establish and lead these aspects.
The situations in which a club findsitselfd such as facing relegation, having a Beam owner, fin

sometimes be factors for a change in direction.

Note 1: Managing the composition of contracted players 62



Club Case Studies: @ootball Philosophy of Fukuoka

VISION

We aim to become one
community clubs, competing in the ACL, at
the 10-billion-yen scale in the future, with
Ayouth devel opment o
management o as our
striving to give dreams and inspiration to
children and bring pride and vitality to the
region through sports.

Club Name Origin

AVI S means fdbirdo or
embodying the wish for sports culture to take
root in the communi't
towards the worl d. o
from the behavioural characteristics of
beesd collective action and agilityd the team
features nimbleness, control, and diverse
group attacks.

Slogan

a

t wd

y
A

q

Football Philosophy

APl ay
strong

aggressively
uni t vy,

In both attack and defence, continuously
take the initiative, overflow with dynamism,
move in coordination, and execute attack
and defence with intent. Additionally, exert
al |l onebs strength
teammates and always fight to the end,
believing in victory.

Playing Philosophy

An aggressive style with constant
awareness of attack and defence priorities
and quick transitions

Keywords

Aggressive, Speedy, Unity, Winning
mindset

Hard work in both attack and defence,
Strong focus on the ball, Quick transitions

arn
al ways

f

(¢

Top Team Management a

E Many clubs in Japan have established club philosophies consisting of principles, vision, mission, values, etc.
Several clubs have also developed football philosophies, which focus on football itself, including playing style,
staff and player development, and scouting. They share these with fans & supporters to promote understanding.

Staff Development

ifGood

pl ayers are d

coacheso

Create individual development plans (IDP) for
each coach, intentionally creating learning
opportunities through continuous professional
development (CPD) programmes throughout
the year.

Player Development &
Scouting

- Fusion of homegrown players and world-class
talent -

For junior youth, consider membership mainly
from Fukuoka Prefecture, and for youth, mainly
from the Kyushu region, scouting excellent
players and integrating internal and external
players, and creating an IDP-centred culture
under a consistent coaching system
specialising in individual development based
on team activities.

AFrom Fukuoka to

This is the rallying cry for producing Japanese
national team players and players active
overseas, under Avispa Fukuoka i STVV
Dream Vision.

€

t




Youth Development

Business Manageme | |
Football Facilities to C E\‘haﬂ[;\'ﬂ?ﬁi HLB;'J\:»':- Sustainabilty

E
Guidelines

Position youth devel opment as on
activities, and develop players with not only technical skills but

also good character, based on a development policy (academy
philosophy) that is consistent with the top team.

Target State

The club has a consistent policy and continuously produces a certain number of professional
players from the academy, securing income commensurate with investment through training
compensation systems and domestic and inteHn
financial base as a profit centre.

Rationale

Youth development is a core activity of the J.LEAGUE and, from the perspective of embracing the
homegrown player system, building teams loved by the community, and acquisition of transfer fee income,
it is an activity that all clubs should prioritise.

As with top team management, medium- to long-term efforts, including environment preparation, are
essential. It is therefore necessary to clarify the philosophy and strategies/plans of the academy, a place to
come back to in the long-term, and to work on them while going through the PDCA (Plan, Do, Check, Act)
cycle.

Players belonging to the academy need to grow into people who can fulfil their social responsibilities,
equipped with life skills as well as football skills, and contribute to society in the future.

Key Initiatives £

Establishmentof t he AGol den Consi stencyo = Sharing alnd
those involved in the club (especially management, top team management and youth development)

Establishing an optimal youth development department (especially academy organisation) and setting up a
technical committee (where management, top team management, and youth development personnel
regularly discuss)

Clarifying the academyds philosophy, creating jo
management personnel, and developing, securing, and educating coaches who can promote not only
competitive aspects but also human character development

Theoretical decision-making in scouting for youth development

Promotion of safeguarding (ensuring the safety of all those involved in the activity)

unec
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Transfer Fee Business Youth Development J

E Transfer compensation, which occurs when releasing contracted players or acquiring them from other clubs, is
calculated by multiplying factors such as the number of matches played. Many transactions occur annually in
both domestic and international markets, and they significantly impact club management. In the transfer fee
busi ness, it i s necessary to strategically invest in
an essential cycle for club perpetuity, including enhancement of the academy and youth development.

ADevel op and sell pl ayerso Transf e
Player Trading

.

Youth Development «— Top Team Management

The global transfer market exceeds 1 trillion yen in the 6/1i 9/2 window. I'n FI'FAG6s annual transfer bal
The transfer market has been expanding year by year and recorded an Japanos balance shows a signi
all-time high in 2025, worl doés top levels.
, Annual Transfer Balance of Leagues in Top FIFA  -Ranked Countries
International transfer market Unit: USD bn 543 (100 million yen)
12 Unit: USD mn
9.76 327
10 274
220219
8 743 10
6.46 8 6 g
6 2923 18 10 10 10 9 5 4
4.95 _ MR RRN B AN e oo e i
385 ML T - T LR L
4 (63) (68)
2
2
O '
2021 2022 2023 2024 2025 !

Source: Produced by Management Base Div. based on FIFA #fAl nt er fieaRepod 2022 Transt%r



Business Manageme | |
Football Facilities to C E\‘haﬂ[;\'ﬂ?ﬁi HLB;'J\:»':- Sustainabilty

Grassroots
E Clarify the position of grassroots within the club, and provide
Guidelines programmes and operate schools b

philosophy while building strong connections with the local
community, town clubs, and schools.

E With the positioning of grassroots within the club clarified and school operations serving this role,

Target State the schools realised high member retention rates, continuous acquisition and development of

promising players, and the establishment of connections with the local community.

E The role that J.Clubs play in promoting the popularisation of football in each region is significant,
and, in addition, it is essential to provide
view to producing homegrown players.

SeoEle E Schools can take on various roles, so it is necessary to first clarify their positioning in management
(balancing grassroots and profitability), corporate scheme, form, size, etc.

E Itis also important to build good relationships with local registered teams, which can become
competitors or partners depending on the situation, and to engage in activities that lead to an
increase in the football population and the number of spectators.

E Clarification of positioning of grassroots and schools in management and business, and thoughts,
such as corporate scheme, form, and size

E Improvement of the quality of coaching (creation of a manual of coaching practices, elimination of
person-dependent coaching, etc.) and promotion of safeguarding (ensuring the safety of all those

Key Initiatives involved in the activity)

E Building relationships with local town clubs and schools (teams registered in Class 2, 3, and 4)

E Establishment of operational systems, including administrative staff

E Appropriate business evaluations according to positioning of grassroots and schools, and

management of profitability by location

as
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School Operation Types

Grassroots

E There are 24 clubs that have established an NPO and the like, separate from the J.Club operating company to
run their school and sports instruction businesses. NPOs have the advantage of making it easier to rent public
facilities but have the disadvantage of incurring management and operational costs for the separate entity.

List of Companies (Corporations) affiliated with

J.Clubs

*Light blue shading:
Clubs that operate school and sports classes businesses through separate legal entities

Club name

Affiliated company, etc.

Main business

Club name

Affiliated company, etc.

Main business

Kashima Antlers

Antlers HomeTown DMO

Sports-based tourism promotion

Urawa Reds

RedsLand

Sports facility management and school
operation

Mito Hollyhock

Mito Hollyhock IBARAKI Club

Sports club operation, etc.

MFA-B&S

Sports ground operation and
management

Tokyo Verdy

Tokyo Verdy Club/Sport Unit

Sports and culture promotion

Ventforet Kofu

Ventforet Sports Club

School, other sports event operation

FC Machida Zelvia

Athletic Club Machida

Academy and school operation

Renofa Yamaguchi FC

Renofa Yamaguchi Sports Club

Academy and school operation

Yokohama FbMarinos

General Incorporated Association
F.Marinos Sports Club

Academy, school, and community
engagement

J2

Tokushima Vortis

Tokushima Sports Village

Sports facility (training centre)
management

Yokohama FC

Yokohama FC Sports Club

School
facilities management

, womeno6s tea

PPirhaBdri’ © "

Imabari. Yume Village Inc.

Stadium construction

J1 [Shonan Bellmare Shonan Bellmare Sports Club Academy and other sports team operation Roasso Kumamoto Roasso Kumamoto Sports Club Academy operation
Albirex Niigata Albirex Niigata Ladies Womends team oper at|i|o n|Vanraure Hachinohe Clovers Net Academy and school operation
Cerezo Osaka Cerezo Osaka Sports Club Academy and school operation Fukushima United FC  |Fukushima United Sports Club School activities and event activities
Vissel Kobe Vissel Kobe Sports Club Sports classes Matsumoto Yamaga Sports Club Academy and school operation
Matsumoto Yamaga F.C||
Okayama Human Sports Club Sports event planning Matsumoto Yamaga SC Nanshin SChO_Ol activities, community
contribution activities
Fagiano Okayama F.H SPORTS CLUB, K.K. g?;:%r:jatsi management of Miyayama AC Nagano Parceiro AC Nagano Parceiro Academy and school operation
Fagiano Okayama Sports Club 322';::5 related to sports and health J3 |Zweigen Kanazawa Ishikawa Zweigen Sports Club School operation
. - Event planning and management, Academy and school operation,
. Machi no Mirai regional connected business, startup Azul Claro Numazu Azul Claro Sports Club sports classes
gokkaldo Consadole support, personnel dispatch, etc.
apporo .
EZODEN co. Ltd. Electricity retailer Kamatamare Sanuki NPO Kamatamare sports club Sports classes
J2 |Blaublitz Akita Blaublitz Akita Sports Network School operation Nara Club NPO Nara club Academy and school operation

Montedio Yamagata

Yamagata Prefecture Sports Promotion 21st Century

Association

Academy and school operation

Kagoshima United FC

KMP Co., Ltd.

Maintenance and operation of a club-
only training centre

Montedio Yamagata Football Park

Qe
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Competition Management

Business Manageme | |
Football Facilities to C E\‘haﬂ[;\'ﬂ?ﬁi HLB;'J\:»':- Sustainabilty

Guidelines

E Deliver competition, which is the most important element in the

artwork of football, to spectators and viewers by creating a match
together with respect for the opposing team and referees, and by
conducting fair, safe, and secure games.

Target State

With the AJ. LEAGUE Safety Philosophy dur i ng
best possible stage for players and the best possible experience for spectators and viewers.

Rationale

Competition management is the source of value in the football business and is indispensable for
realising the J.LEAGUEOGs philosophy.

Matches in stadia are a unique stage for teams and players.

For spectators and viewers, the match is the most important content, and to enhance loyalty to the
club, it is essential to prioritise safety and provide the best possible experience through smooth
competition management.

Key Initiatives

E

E
E

Understanding of critical issues related to match management (prevention of match-fixing,
securing stadia, schedule & kick-off time decisions, measuring the number of spectators,
procedures in the event of game cancellation or interruption, entry qualifications, etc.) and various
regulations and rules

Understanding of security issues (anticipate
misconduct, supporter control including cooperation with opposing teams, defamation on social
media, weather, etc.) and the establishment of security arrangements based on these risks

Creation of operation manuals, thorough preparation through information sharing and cooperation
with stakeholders, including fans & supporters

Establishment of processes for reflection and improvement after each match

Representing the club in dealings with fans, supporters, government officials, VIPs, sponsors, etc.

Note 1: Customer attachment, trust, and confidence in services, products, brands, etc.
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Details of Management Areas

Football

Business Manageme
toC

Enhancement nt Base SR

Football

Facilities

Top Team Management

Youth Development

Grassroots

Competition Management

Stadia Development
and Utilisation

Business
Enhancement

Sponsor Sales

Merchandising

New Businesses

International Strategy

|| Training Facilities Development

and Utilisation

to C

Fan Engagement

Attracting Spectators,
Ticket Sales

Match-day Production and
Event Management

Paid Viewer Acquisition

Promotion

Public Relations

Digital Platform Development

Stakeholder Management

Brand Management

Management
Base

Executive Supervision
(Governance)

Decision Making (Governance)

Internal Controls (Governance)

Capital Policy

Plan-based Management

Organisational Design

Human Resources

Finance

Legal Affairs

Compliance

Crisis Management

Sustainability

Climate Action

Inclusive

1

Local Community
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Stadia Development and Utilisation

Business Vianageme | |
Football Facilities toC Enhancement nt Base Sustainabilty

Guidelines

E Clarify the ideal stadium requirements and carry out development

while advocating the necessity to stakeholders. After the
maintenance, actively engage in the operational phase and pursue
integrated development with club management.

Target State

There Iis a stadium that meets the safety af

J.LEAGUE, and it is being effectively util
sustainable stadium operations in mind.

nd
S e (

Rationale

As a symbol of local culture, a stadium is a business site that needs to enhance the appeal of football
and improve spectator comfort. It is important to consider diversity according to the region, as well as
the environment and sustainability in light of the demands of the times.

Given the scale of investment, stadia are often constructed and maintained as public facility
investments by local governments. In realising this, it is crucial how to shape public opinion towards
stadium construction/renovation, while giving full consideration to the relevant entities.

It is important to consider the most appropriate operational scheme, including designated

administration, arrange systems inside and outside the club, and actively engage in maintenance and
utilisation. A profit-making stadium business can become one of the pillars of club income.

Key Initiatives

Organising the issues in the current stadium and considering medium- and long-term requirements
(such as fiThe |1 deal Stadiumdo and AThe Future

Formulation of a construction/renovation policy that takes into account the above and regional
situations, as well as the demands of the times (diversity, sustainability, etc.)

Appealing the necessity of construction/renovation to citizens and key stakeholders towards shaping
public opinion

Regular external engagement activities with the entity responsible for facility maintenance and various
stakeholders (administration, shareholders, sponsors)

Selection of the most appropriate operational scheme (including designated administration) for
maintenance and utilisation, and establishment of systems both inside and outside the club

o

Tl
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: ) - . Stadia Development a
Issues Regarding Stadia Development and Utilisation and Utilisation

E The fact that there are few football stadia that can
clubs that are fully involved in the stadium businessd which is important for club managementd are issues that
need to be resolved.

Country Top League Average Football Status Clubs

C it Stadi Rati . .
apacty SaEiRetio Club-owned* Kashiwa, Imabari
Germany Bundesliga 43,409 100% Parent company- | Tochigi SC, Iwata, Nagasaki
England Premier League 42,302 100% owned
. . o Designated Hachinohe, Yamagata, Sendai,
Spain Laliga 39,958 95.0% Administrator Kashima, Omiya, Chiba, Machida,
Italy Serie A 37.392 60.0% (including group) Kawasaki-F, Yokohama FM, Nagano,
! ' Niigata, Kanazawa, Shimizu, Kyoto,
France Ligue 1 32,941 94.4% G-Osaka, C-Osaka, FC Osaka, Kobe,
Okayama, Hiroshima, Miyazaki (21)
3 MEIJI YASUDA J1 31971 60.0%
apan LEAGUE ’ J70 *While not their home stadium, Tottori owns a stadium.
U.S. Major League Soccer 25,029 96.7% [Reference]
Netherlands Eredivisie 20,468 100% MEIJI YASUDA J2 LEAGUE 19.748 | 31.8%

*European data are for the 2025/26 season
*Japan and U.S. data are for the 2025 season
*Some MLS clubs use only the lower levels of massive stadia

MEIJI YASUDA J3 LEAGUE 11,460 | 50.0%

E Since the opening of J.LEAGUE, football stadia have been built in various locations, and currently, 30 out
of 60 clubs (50%) use them as their home stadium. However, compared with other leading countries, the
J1 Leagueds football stadium percentage (60%) is s

-

E With official matches that attract a large spectator attendance occurring only around 20 times a year, few
clubs are able to be fully involved in the stadium business, which is important for club management.
Currently, there are 2 club-owned facilities, 3 parent company-owned facilities, and 21 facilities where

clubs act as designated administrators.
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Facility Ownership Status and Designated Administration 1/4

Stadia Development
and Utilisation

J

E  While most stadia are owned by local governments, development by clubs and the private sector has risen in recent years.
Although many training facilities are also owned by local governments, roughly half feature buildings maintained by clubs

and private entities.

[Ownership Status of Stadia and Training Facilities]

_ Building
(Clubs/Private Sector)

Building
(Local Government)

UrEiiing [=eeliifes (Clubs/Private Sector)

Building Building

(Local Government)

Site o o N Site o o o
(Club/private sector) 3 Clubs 5% E clubs 0% (Club/private sector) 22 clubs 37% E clubs 0%
Site 2clubs | 3% | 55clubs | 92% | | S'® 8clubs | 13% | 30clubs | 50%
(Local government) (Local government)

[Clubs Designated as Administrators of
Facility

the Home Stadium]

Designated Administrator

Representative Corporation/Members

Hachinohe City Taga Playground Hachinohe City

Hachinohe Sports and

Community Development Group

Representative corporation: Vanraure Hachinohe Co., Ltd.
Member: Hachinohe Football Association
Member: TelWel East Japan Corporation

Part of Nanakita Park

(Sendai Stadium and Gymnasium) Sendai City

Sendai Izumi Sports Park
Consortium

Representative corporation: VEGALTA SENDAI CO., LTD.
Member: SHINKO SPORTS CO.LTD.

Member: Kinoshita Community

Member: MAEDA CORPORATION

Member: ES-CON JAPAN Ltd.

Yamagata Prefectural General
Sports Park

Yamagata Préfecture

Montedio Yamagata Ltd.

Montedio Yamagata Ltd.

Ibaraki Kashima Soccer Stadium

Ibaraki Préfecture

Kashima Antlers F.C. Co., Ltd.

Kashima Antlers F.C. Co., Ltd.

Omiya Park Soccer Stadium Saitama City

Management Consortium

NTT Group/Oriental Consultants
Omiya Park Football Stadium

Representative corporation: NTT FACILITIES, INC.
Member: NIPPON TELEGRAPH AND TELEPHONE EAST
CORPORATION, Saitama Division

Member: NTT EAST-KANSHINETSU CORPORATION
Member: TelWel East Japan Corporation

Member: RB Omiya Co., Ltd.

Member: Oriental Consultants Co., LTD.
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Facility Ownership Status and Designated Administration

[Clubs Designated as Administrators of the Home Stadium]

Facility

Owner

Designated Administrator

Stadia Development
and Utilisation

2/4

Representative Corporation/Members

Chiba City Soga Sports Park

Chiba City

SSP UNITED

Representative corporation: Chiba Marine Stadium Inc.
Member: JEFUNITED CORPORATION

Member: Nihon Meccs Co., Ltd.

Member: Nippon Taiiku Shisetu Co., Ltd.

Nozuta Park, etc.
(including Machida City Athletic Stadium)

Machida
City

NTS Sports Co., Ltd.

Machida Sports Park Partners Joint
Venture <Sports Park Partners
Machida>

Representative corporation: NTS Sports Co., Ltd.
Member: Machida Sport Association

Member: GION Co., Ltd.

Member: Zelvia Co., Ltd.

Kawasaki Todoroki Ryokuchi
(stadium for ball games, etc.)

Kawasaki
City

Kawasaki Todoroki Park Co., Ltd.

Representative corporation: TOKYU CORPORATION
Member: Fujitsu Limited

Member: Marubeni Corporation

Member: ORIX Corporation

Member: Kawasaki Frontale Co., Ltd.

Member: Global Infrastructure Management Co.,Ltd
Member: TAISEI CORPORATION

Member: Fujita Corporation

Member: TOKYU CONSTRUCTION CO., LTD.

Shin-Yokohama Park
(International Stadium Yokohama, etc.)

Yokohama
City

Yokohama Sport Association
F.Marinos Sports Club
Management JV Consortium

Representative corporation: Yokohama Sport Association
Member: General Incorporated Association F.Marinos Sports
Club

Member: HARIMA B.STEM CORPORATION

Member: TOKYO BUSINESS SERVICE CO.,LTD.

Member: Shintei Security Service Co.

Member: Nishida Soubi Co.,Ltd.

Member: KYOEI Corporation

Minami-Nagano Sports Park
(athletic field, public pool)

Nagano

City

Minami-nagano Sports Management
Entity

Representative corporation: Shinko Sports Co., Ltd.
Member: Nagano Kenmin Kyudan Co., Ltd.
Member: Nagano Parceiro Athletic Club Co., Ltd.
Member: NTT Facilities, Inc.

Niigata Prefectural Toyanogata Park
(Niigata Prefectural Sports Park) and
Seigoro World Cup Square

Niigata
Prefecture

ALBIREX NIIGATA
Niigata Urban Flowering and Greenery
Foundation Group

Representative corporation: Niigata Urban Flowering and Greenery
Foundation
Members: Albirex Niigata Inc.
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Facility Ownership Status and Designated Administration 3/4

[Clubs Designated as Administrators of the Home Stadium]

Facility

Kanazawa Stadium

Kanazawa City

Designated Administrator

Kanazawa Stadium Joint Venture

Stadia Development
and Utilisation

Representative Corporation/Members

Representative corporation: Ishikawa Zweigen co., Itd.
Member: KCS, Inc.
Member: Kanazawa Sports Project Corporation

IAl Stadium Nihondaira and Tennis Courts
(Shizuoka City National Training Centre

Representative corporation: Shizuoka City Urban

. e X . Shizuoka City | Shizuoka Sports Square Consortium Development Public Corporation
Sh|m|_zu, Sh|m|zq Nihondaira Sports Park Member: S-PULSE Co., Ltd.
(Stadium & Tennis Courts)), etc.
Kyoto Prefectural Kyoto Stadium . . Representative corporation: Viva Co., Ltd.
(Sanga Stadium by Kyocera) Kyoto City Viva & Sanga, LLC Member: KYOTO PURPLE SANGA Co., Ltd.
Suita City Football Stadium Suita City GAMBA OSAKA Co., Ltd. GAMBA OSAKA Co., Ltd.
(Panasonic Stadium Suita)
Nagai Ballgame Field Osaka City Cerezo Osaka Sports Club Cerezo Osaka Sports Club

(Yodoko Sakura Stadium)

Higashiosaka Hanazono Rugby Stadium
Higashiosaka Art Museum
Childrends CulCenter e a
(Dream 21)

Higashiosaka
City

Higashiosaka Hanazono Revitalization
Management Community HOS Co., Ltd.

Representative corporation: HOS., Ltd
Member: F.C.OSAKA Co., Ltd.

Kobe Misaki Stadium

. i i . Rakuten Vissel Kobe, Inc.
(NOEVIR Stadium Kobe) Kobe City Rakuten Vissel Kobe, Inc akuten Vissel Kobe, Inc
Representative corporation: Okayama Prefecture General
Cooperation Corporation
Okayama Prefectural Multipurpose Grounds |Okayama Okayama Prefectural Multipurpose Member: Okayama Sports Association
(excluding Okayama Budokan) Prefecture Grounds Consortium i Team Okayama | Member: Okayama Recreation Association

Member: Fagiano Okayama Sports Club
Member: Sanyo Shimbun Co., Ltd.

Hiroshima Football Stadium

Hiroshima City

Sanfrecce Hiroshima Co., Ltd

Sanfrecce Hiroshima Co., Ltd

Shintomi Tegeva Football Stadium

Shintomi Town

Lychee Park Co., Ltd.

Lychee Park Co., Ltd. (Tegevajaro Miyazaki)
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Stadia Development a

Facility Ownership Status and Designated Administration 4/4 vl UniTesitler

[Clubs that Own their Home Stadiums (including Ownership by Group Company)]

Facility Owner (J.Club)

CITY FOOTBALL STATION? NIPPON RIKA INDUSTRIES CORPORATION (TOCHIGI CITY)
Yamaha Stadium* Yamaha Motor Co., Ltd. (Jubilo Iwata)

ASICS SATOYAMA STADIUM? Imabari. Yume Village Inc. (FC Imabari)

PEACE STADIUM Connected by SoftBank® Regional Creation NAGASAKI CO., LTD. (V-Varen Nagasaki )
SANKYO FRONTIER Kashiwa Stadium? Hitachi Kashiwa Reysol Co., Ltd.

Note 1: Stadiums under private ownership and managed by clubs
Note 2: Stadiums owned by clubs 75
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The | deal Stadi umo
Il n the J. LEAGUE Statutes,
pamphl et AThe Future of

ﬁhe four requirements of the AThe | deal Stamumé

1. It is a football-specific stadium.
2. It is easily accessible.*
3. All spectator seating is covered by a roof.

*AEasily accessibleo

\_

means

The stadium is in a location that is within walking distance from a train station, or a bus stop (excluding
temporary services), or a large parking lot that is within approximately 20 minutes from the city centre of the
hometown. Or there is a concrete plan to make it possible to reach one of these in the near future.

Other than the above, it is recognised as easily accessible from the viewpoint of spectators.

4. 1t is equipped with multiple hospitality lounges, hospitality boxes, and a stable communication environment.

satisfying one of the f ol

/

/Eight phil osophies of fAThe Future of the St}i'

1. As culture [football stadium]

Closer to the pitch! No more athletics track
2. As a symbol [home stadium]

The stadium is the pride of the city.

The design philosophy
3. A space for creating a community [family stadium]

A space where everyone can enjoy themselves comfortably,
regardless of gender, age, or disability

i s

4. Hospitality [social stadium]

where peopl e

connect with others

KA soci al venue

C

consi st en envipnmgntabpplicyt h e

Transportation access, seating with a roof, night lighting, barrier-free

an

5. City visitor-attracting device [town centre stadium]
New centripetal force for revitalising the city centre

6. Environmentally friendly [green stadium]
Realising a balance between economic growth and

home. 0

7. Multi-functional complex [stadium business]

A space that attracts people even on non-match days,
every day of the year

8. Disaster prevention base [life stadium]
The Atown centre st astaleabase s €

s h eampand elaguatomsita for esidentsanfthe gvand aha o
disaster. /

N Stadia Development J
and AThe dndudisdlioh € |O
the | eague | ists four
the Stadium, 0 the | eague

rve
nd
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Future Vision for Stadia / Role of Stadia in Local Communities

E The league and clubs are reviewing future stadium development and utilisation in two directions:
AFuture Vision for Stadi

Stadium Standards Evolution of football entertainment

Four Ideal
Requirements

Disaster prevention,
medical/health,
commercial,
educationé

[Role of Stadia in Local Communities]

A The key to making a stadium a public asset in the
community is adding functions that are truly needed by
the community.

A Specifically, there is a trend towards requiring facilities
related to disaster risk reduction, medical care and health,
nursing care and welfare, education, etc.

A ltis necessary to consider local circumstances, and
communication with stakeholders is important.

ao and

Revision of Stadium
Standards
Addition of Ideal
Requirements

Sustainability
Diversity
Technology

é

Stadia Development
and Utilisation

nRol e of

[Future Vision for Stadia]

A The latest technologies are introduced

throughout, and it offers high entertainment

J

St adi

value for football events, in part because it is an
actual football stadium.

A ESG (environmental, social, and governance)

aspects are fully considered, and it is

sustainable, including in its management and

operations.

A It can appropriately consider regional needs and

contribute to the development of the local

community.
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Club Case Studies:

New Stadium Development
in Kanazawa, Hiroshima, and Nagasaki

Stadia Development
and Utilisation

E Below are case studies of clubs that have recently developed new stadia

QZWeigen Kanazawa

Kanazawa Go Go Curry Stadium

EDION PEACE WING HIROSHIMA

i .
% V-Varen Nagasaki
PEACE STADIUM Connected by SoftBank

Completed in February 2024, this is the first football
stadium in Hokuriku to meet J.LEAGUE standards.

The current capacity is 10,728, but the north side
stand is designed for possible expansion, allowing
future capacity to exceed 15,000.

It is located in Kanazawa Johoku Citizen Sports
Park, approximately 10 minutes by car from JR
Kanazawa Station, 15 minutes on foot from JR
Higashi-Kanazawa Station, and 5 minutes by car
from Kanazawa-Higashi IC.

The stadium is managed by a joint venture
comprising Zweigen Kanazawa, KCS, and
Kanazawa Sports Association.

It features distinctive hospitality facilities, including a
tunnel lounge where visitors can view behind-the-
scenes activities like player entry and interviews
through glass, field seats in the front row of the
main stand offering the same viewpoint as players,
and a premium lounge available for general
purchase in addition to VIP and business lounges.

This football stadium opened in February 2024.

It has a capacity of 28,347 and features 42 different
seat types, including table seats and party terraces,
the largest variety in the J.LEAGUE.

Located in Hiroshima Central Park on the extension of
the line connecting Peace Memorial Park and Atomic
Bomb Dome (Hiroshima Peace Line), near the
Chugoku-Shi koku regionés
(Kamiyacho-Hatchoboridi st ri ct ), it
stadiumdé in central Hiros

The stadium is managed and operated by Sanfrecce
Hiroshima as designated administrator.

I't features permanent f ac
with suspended net play equipment in the second to
third-floor atrium and a sensory room for people with
auditory/visual sensitivities and their families. It also
has a museum with hands-on content and a stadium
shop selling local products.

It aims to be an urban interaction-type stadium park
creating year-round vitality. The adjacent plaza
features commercial tenants around a lawn area and
is operated through Park-PFI (Park-Private Finance
Initiative).

Il arg

E This football stadium was completed in October
2024 in Nagasaki Stadium City, built by Japanet
Group.

E The site includes an arena with approximately
6,000 seats, a stadium-view hotel, various
commercial facil
office building.

t i |
SSE a h%#@raj%(/yﬁg:'mﬁ@s a gaba%i?y of gpproximately
i m2&0,000, features a structure emphasising the
experience, in
pitch, a

spectator

di stance to the

15 {tsexcgllent location ig abpyf § minuteg qn dogt fromy,

JR Urakami Station (about 10 minutes from
Nagasaki Station) and about 3 minutes from the
tram station.

E One feature is the back stand integrated with the
hotel building, which has many lounges.

E A playersd suite
central section of the main stand near the bench. A
dedicated lounge allows views of player entry and
manager interviews through the glass. 78
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. ) R Stadia Development
& Hi roshimabés 20214 and Utilisation

Club Case Studies:

E Sanfrecce Hiroshima achieved significant growth in club management during the 2024 season,
with Edion Peace Wing Hiroshima becoming their new home stadium.

2024 Season Key Figures
(1) Attendance: 486,579 people (capacity rate 90.3% 0 League No. 1)
(2) Visitors: approximately 1.18 million  people (107% of plan)
(3) Sanfrecce Club members: approximately 73,000 people (277% year-on-year)
(4) Stadium food sales: approximately 440 million yen (315% year-on-year)
(5) Official merchandise sales: approximately 920 million yen (224% year-on-year)
(6) Projected revenue: approximately 7.8 billion yen  (186% year-on-year)
(7) Estimated economic effect of Edion Peace Wing Hiroshima:
approximately 1.1 bilionyen ( per meno6s mat ch)
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i - i : Stadia Development
Stadia Development and Utilisation in the U.S. (MLS) and Utilisation

Eln October 2024, a fAJ.LEAGUE U.S. Stadia I
development and utilisation in MLS (Major League Soccer).

Design of stands e mph as icapacityg@tmosphere and sertseé u @0
of presence and immersion

The stadia visited had capacities ranging from 20,000 to 30,000, and all were sold out during
the 2024 season. Watching matches in a sold-out stadium not only offers visitors an

exhilarating viewing experience but also creates a synergistic effect, boosting player

motivation and improving play. Moreover, the stands are designed with attention to creating a
sense of fullness and presence, featuring single-slope standing areas with steep inclines (34i
37 degrees) behind the home goal, and positioning the pitch and stands closer together (4.61
4.9 metres).

Premium areas that cater to diverse customer needs and elevate visitor
experiences

Pitch-level club lounges are developed as tunnel clubs, offering visitors unique
experiences. Innovations to provide a more realistic experience are also made, such as !
eliminating glass partitions. Beyond developing suites and club lounges centred around
the main stand, there is significant flexibility, including creating multiple club lounges at |
pitch | evel and ficorner suites. o :

Food and beverage service initiatives (permanent food and drink outlets and
beer halls in concourses)

Large beer halls that can accommodate 150i 200 people are built in the concourses.
During matches, beer is served to all visitors, but after matches, in some cases, these
areas become exclusive fan-only beer halls, partitioned by glass walls that open and close
automatically. Many permanent food and drink outlets are established in the stadium
concourses, offering local cuisine. Large pantries are created, with the provision of food
and beverages within the stadium centralised. Sales from here also generate valuable
revenue for the stadium.

Inspection report and videos: https://aboutj.jleague.jp/corporate/activities/stadium_promotion/ 80
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Training Facilities Development and Utilisation

Business Manageme i
Football Facilities toC Erham:;meﬂi nt Base Sustainabilty

Guidelines

Position them as a base supporting overall club activities, including
not only top team management and youth development, but also fan
service and media response. Even after facility development, clubs
should be involved in operation and maintenance management to
maximise facility value.

Target State

A training facility (including clubhouse) that not only the top team but also the academy can
use at all times throughout the year is secured, appropriately maintained and managed as a
club base, while also functioning as a place for communication with local fans and media.

Rationale

These facilities are important infrastructure from the point of views of player development by high-quality
training and attracting talented players. Facilities that can also be used for football school activities, etc.,
can be said to be one of the key elements in club management, serving as a base for the club and
hometown activities.

Given the scale of investment, in some cases, these facilities are newly constructed and maintained as
public facility investments by local governments. In realising this, it is necessary to negotiate from a
medium- to long-term perspective, while giving full consideration to the entity responsible for facility
maintenance and relevant parties.

It is important to consider the best operation scheme, including designated administration, set up systems
inside and outside the club, and actively engage in maintenance management and utilisation. It is possible
to enhance facility value as a club base and contribute to local revitalisation.

Key Initiatives

Organising current issues with the training facilities and considering requirements in the medium to long
term

Formulation of a construction/renovation policy that takes into account the above and regional situations, as
well as the demands of the times (diversity, sustainability, etc.)

Appeal the necessity of construction/renovation to citizens and key stakeholders towards shaping public
opinion

Engagement in regular public relations activities with the entity responsible for facility
construction/renovation and various stakeholders (administration, shareholders, sponsors)

Selection of the most appropriate operational scheme (including designated administration) for
maintenance and utilisation, and establishment of systems both inside and outside the club
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Club Case Studies:

New Training Facilities of Akita,

Gunma, and Yokohama FM

Training Facilities
Development and Utilisation

E The following are examples of clubs that have recently developed new training facilities.

8- Blaublitz Akita

Clubdéds new base

Blaublitz Akita Club House

open

E The facility, which was completed in September
2024 within Akita Green Thumb no Mori in Tenno,
Katagami City, has one natural grass pitch and a
clubhouse.

E It was developed with a Japan Football
Association subsidy, corporate hometown tax
donations, and crowdfunding? from fans &
supporters.

E The training gym used by top team players is
open to the public on a membership basis and
features the latest training equipment, including
Pilates machines.

E A chil dr e nRubeplata éffers edaily a ,
changing menu supervise
dedicated nutritionist.

E Meeting rooms and coin laundry within the facility
are available for public use when not in use by
the club.

WThespa Gunma

q

f

o0r  p@perd contmunityp ®ricept:

GCC TheSpark

E It was completed in April 2024 in Tomita-machi
(Rose Town), Maebashi City, with support from
CAINZ Corporation.

E The facility has two natural grass pitches, one
artificial turf pitch, three futsal courts, a clubhouse,
and food truck space. The atrtificial turf pitch and
courts are available for public use.

E Head office functions also relocated to the
clubhouse.

E Itis a multi-function facility with multiple
restaurants, an official shop, and an after-school
day service called Thespa Kids.

E Restaurants offer the same menu as Thespa
unr’ﬁ Fbl%yerg alHu g%sbe a facility that
promotes food education and serves as a hub for
health promotion, loved by many people beyond
exercise and football.

Aiming to be a community hub where people
gather like in a park and to promote
community development through sports:

FBMarinos Sports Park

E The grand opening was in June 2023 in Kurihama,

Yokosuka City. Officially named FbMarinos
Sports Park ~ Tricolore Base Kurihama~, it aims
to be both an open sports park and a
foundational/hub base.

E The facility was developed by Yokosuka City, one
of the clubés
chome Park.

E The facility has two natural grass pitches, one
futsal court, and a clubhouse.

E The futsal court, meeting rooms in the clubhouse,
and restaurant are available for public use.

E It conducts various activities in coordination with
Kurihama town development.

Kurinaema 1o wn s |,

Note 1: Funding from unspecified multiple people through the internet, etc.
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Training Facilities
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Gymnasium
Six tennis courts

ground
Hospital
Nursery school
Café
Laundrette

Two artificial turf grounds

(3 indoor and 3 outdoor)

Park and multipurpose

Facility Concept

mh

Academy base
Development of grounds for U-12, U-15 and U-18 to train together
Creating an environment where participants can have a warm meal
immediately after training

A base for sporting activities that will be appreciated by citizens
Providing venues and content where anyone, from children to the elderly,
regardless of age, type and degree of disability, can easily engage in sports
Contributing to the promotion of a rich sports culture and the healthy
development of the physical and mental health of citizens

Place for developing business and philosophy, etc., in cooperation

with companies and organisations
Attracting sports after-school care and sports nurseries, and coordinating
with sports facilities to i mprove t
decline
Establishing an orthopaedic clinic within the facility and serving as a hub for
local sports medicine, devising schemes to help solve social security
problems through projects such as preventative care for the elderly
Ai ming to be Japands first joint J.
devel opment base by providing facil
Kawasaki Brave Thunders

E Utilisation as a temporary evacuation site in case of disaster
Centring around the adjacent Fureai Plaza and Multi Plaza, serving as a
temporary evacuation site and activity base for disaster response operations
to protect the safety and security of citizens

mh

m

Tenant Collaboration

Strengthening cooperation between
tenants to support value
enhancement and business stability

Content provision

Football
Basketball

Tennis, etc.

Community Cooperation
Solving community issues through
government -private -academic
cooperation

dr en

EAGUE andt LEAGUE vyo
'€ Support by v
registered dietitians

Community disaster
prevention
Meiji University and
local fire brigade

Community creation

Kawasaki City
Tama Ward Office
Local resi dent
Childcare support
organisation

Community
healthcare

Orthopaedic surgery
Day care and day services

ity
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Club Case Studies:

=3, The Concept of Turning the City into Training Faciliies g
%  Frontown by Util i sing KabhR¥PmgnangUgsaion g '

EUnder the base management Vi si on oFontowmeo fi C
bases of the club other than the stadium are utilised to interact with citizens. From there,
the brand and economic zones will spread, covering the entire city in the Frontale colours.

Shifting Value

. From nattract
lzonokucnl 0 S
School ., Todoroki o to

Sl at each

Key Drivers
bIStrengthening Frontale brand appeal at each base

bIProviding Frontale character according to the characteristics

of each base
Y Service and customer experi enc epmsysta

blEstablishing a Frontale economic zone at each base

Y Cooperation with | ocal economy (hori
Kosugi model) .
Y Utilising diSgicrolde) technol ogy ( From only 20 days to 365 days of business

- ( - — R (Y~ 4

et u o
e LI it W e S . S, 4

Frontown Saginuma
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Details of Management Areas

Football

s Business Manageme L
Facilities S e Sustainability

Top Team Management

Youth Development

Business
Enhancement

Sponsor Sales

Merchandising

New Businesses

International Strategy

Football
Grassroots
Competition Management
Stadia Development
ey and Utilisation
Facilities

|| Training Facilities Development

and Utilisation

Fan Engagement

Attracting Spectators,
Ticket Sales

Match-day Production and
Event Management

Paid Viewer Acquisition

Promotion

Public Relations

Digital Platform Development

Stakeholder Management

Brand Management

Management
Base

Executive Supervision
(Governance)

Decision Making (Governance)

Internal Controls (Governance)

Capital Policy

Plan-based Management

Organisational Design

Human Resources

Finance

Legal Affairs

Compliance

Crisis Management

Sustainability

Climate Action

Inclusive

1

Local Community
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Fan Engagement

Business Manageme N
Football Facilities toC Enhancement nt B;'-J\se Sustainability

Guidelines

E Emphasising a customer -centric ethos, enhance customer

satisfaction through service provision and inducement measures
appropriate to economic value and distinct features, aiming to
expand the fanbase and guide them to the higher spending
segments.

Target State

The characteristics of each category within the fanbase and the customer purchasing process
are correctly understood. Fanbase expansion in line with market size and a cycle of
implementing measures and verifying their effectiveness based on a fan development strategy
are well-established.

Rationale

Understanding the characteristics of each fanbase category leads to acquiring new fans and increasing
higher spending segments that bring greater economic impact.

Maintaining and increasing spending by each fan requires effectiveness verification and redesign of each
measure.

Expansion of the overall fanbase has a significant impact not only on ticket, merchandise, and
food/beverage revenue but also indirectly on increasing sponsor revenue, viewership, and broadcast rights
value through exposure effects.

Key Initiatives

Visualising customers and the market using customer behaviour history, surveys, market research, etc.
Organising and categorising each fanbase category based on factors such as revenue potential and
expectations for the club

Developing club-wide action guidelines that take into consideration the characteristics of customers and
economic fairness

Application of these to speci f i dernopmesyaanuadl manssplannng |
of merchandise and services to attract spectators, and inducement measures

Setting KPlIs (including J.LEAGUE fan indicators) for fanbase expansion and inducement to higher
spending segments, and managing them through the PDCA cycle

U di
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Fan Engagement

Fan Development Strategy

E The mar ket operations and customerso purcha

ng

J

S

Invitation/being invited, supporting, and recommending/encouraging have been added as stadium-specific
viewing processes. Additionally, the status of customers at each process has been defined. Based on this

o n

In charge of hometown

Web (advertisements)

Department in
charge

In charge of tickets

In charge of fan club

e B B B o B

Web, events (operations), merchandising 2, e-commerce 3

Note 1: Projects where companies with IP (intellectual property) cooperate to develop and sell products
Note 2: fAMerchandi se pol i cy 0 Naes3:Hearenictrdnsactidns ssingithe infednet n 0

process, J.LEAGUEOGs identified marketing operat.i
Prospect H Customer H Fan H Supporter Promoter
Awareness Interest Invitation Supportin Recommending
Attention Being invited PP 9 Encouraging
Aware of Ifnte{t()esl'tledniél People who Purchases tickets | o 1o ooqoo o Purchases season
. J.LEAGUE and ootbal a attended a match to watch 9 263, | tickets and even
Characteristics lubs but not J.LEAGUE but i vitai b t many of whom join [ | contributes through
c.u S L havenot R | f}rquh dﬂ\é’ ?i'on subsequen fan clubs recommending/recruit
interested matches or being invited matches ing new segments
. Py e idi Match Its,
Triggers to Media-based interest- I.Dlg.ltal' advert.lsmg, experli:;rr?::eds”t]r?r ough | |m erllﬂr?;?\r(]jicszn;?c;]jgcts merch%ﬁdi;zsgrosjects, Match results, player
incr isi - , . .
crease raising projects, IP invitation projects, tood. and ial medi player event projects, event projects,
engagement collaboration spectator guide events, food, an soclal media social media season ticket design,
(examples) projects _ entertainment; management, fan management, season club management
creation preferential projects club design ticket design
Public relations, social media Public relations, social media
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Clubés Situation: Fan Dat a el [EG R ETE J

Ve

Total attendance in 2024 was 12.54 million, with J1 average attendance at 20,335, exceeding
the pre-COVID 2019 levels and reaching an all-time high.

J1 average attendance (2024) *League matches only Attributes of Spectators (2025)
Gender Composition

12 54 10.4 million
. million people in 2019

J1 average attendance (2024) *League matches only

201335 people } 20,751 people

in 2019

X Male X Female

J.LEAGUE ID registrations (as of October 2025) Age Distribution

5 million people

J1 International Broadcasting Countries 1 (2024)

Worldwide

X 0-15 years X 16-22 years * 23-29 years * 30-39 years
40-49 years X 50-59 years X 60 years old and over

Note 1: Broadcast through local stations in 22 countries, other countries through J.LEAGUE Official YouTube channel for overseas viewers 88



(Fan Layer Definitions and Target Setting)

-

E Integration through J.LEAGUE ID of apps, tickets, EC, LINE mini-apps, and club-specific services has
been implemented, with total membership exceeding 5 million. Additionally, ID unification has enabled
more efficient fan development measures, maintaining over 1 million monthly active users.

E Fans are classified into six layers (categories) based on their attendance frequency and viewing
experience. Effective fan development is being pursued by clarifying the strategy and implementing body
for each layer.

Data as of 31 October 2025

Fanbase Potential Fans J'IZEQSSL:E Light Fan Core Fan Enthusiast Fan Mania
Layers FO £1 F2 F3 F4 F5
Number of
o Visits* 0 times 3i 7 times 8i 15 times 16+ times
@  |(in the past year)
=}
5] Viewin None
S ing (some J-ID Yes Yes Yes Yes Yes
Experience
holders)
Awareness Sharing match
Strat expansion through information and Measures _fotr Loyalty improvement (club points, etc.),
EUECD media, invitation events, preferential conversion into unit price improvement
projects projects the core fan layer
Marketing Body Club/League Club/League Club/League Club Club Club

J.LEAGUE ID
0,
Member Share 72.0%

*Visit count includes Ticket purchases (J.LEAGUE Ticket), Official app check-in, Stadium Wi-Fi check-in, One-touch pass attendance
history (season ticket/fan club members)
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Attracting Spectators, Ticket Sales

Business Manageme N
Football Facilities toC Enhancement nt B;'-J\se Sustainability

J

E After designing tickets based on the 4Ps ! of marketing, focus on

Guidelines acquiring new | ayers of customer
Al nviting others, 0 while al so ef
layers of customers through the use of digital technology.

E By investing in improving spectator satisfaction, increasing ticket unit prices, and maintaining

Target State high stadium capacity rates without being greatly affected by match results, ticket revenue
supports the clubdés financial stabilisati or

E High capacity rates and maximisation of ticket unit prices directly contribute to ticket revenue.

E Maintaining high capacity rates contributes to stadium food/beverage and merchandise

. revenue, increased sponsor revenue through increased exposure opportunities, and, in the
Rationale : ) . .

long term, increased viewership and broadcast rights value.

E Increased stadium attendance expands the fan base, indirectly contributing to increased
sponsor revenue and paid viewership.

E Understanding of fundamentals (such as the attendance and ticket situation of the club, hometown, etc.)

E Strategic ticket design combining price balance between ticket types such as season tickets and high-
priced seats, and various selling methods

E Development of marketing plans for each home game, considering match-ups, weather, and other factors,

Key Initiatives and working through the PDCA cycle

E Capturing new customer layers through media exposure, IP collaborations, invitation projects, and
encouragement of fAinviting othersbo

E Efficient approach to existing customer layers based on analysis of customer data accumulated through

J.LEAGUE ID and other means and digital advertising

Note 1: Marketing term derived from the initials of Product, Price, Place, and Promotion
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Ticket Sales

(Diverse Sales Methods with DX [Digital Transformation)) Ticket Sales

Attracting Spectators,

Reserved Seating

Selling seats with pre-assigned seat numbers allows for staggered arrivals and ensures seat spacing on
match days. It is even better if seat selection is offered, and it is essential for implementing dynamic pricing.

Web-based Sales

By selling tickets after user registration, data on who purchased which seats can be automatically collected.
This is essential for customer visualisation and for promoting CRM activity. League-wide average ticket
purchase rate via J.LEAGUE Ticket increased from

OR Ticketing

No need for store ticket issuance; purchase to entry is completed via smartphone. Arrival (attendance) data capture
available; contactless. *Reader installation is required. Large effect when introduced together with One-Touch Pass.
League-wi de average QR percentage within J.LEAGUE Ticket

One-Touch Pass

Covers authenticated entry for IC card-converted season tickets and attendance recording for fan club
membership cards. *Reader installation is required.

2 3¢

i nci

Paper Tickets
Barcode

Authentication

Similar to QR tickets, authenticated entry and arrival (attendance) data can be obtained (limited to tickets
issued from the Ticket Pia Network).
*Reader installation required. Large effect when introduced together with One-Touch Pass or QR Ticketing.

Member Priority/
Discount Sales

Member benefits representative of fan clubs and other programmes ahead of general sales.

Dynamic Pricing

Al determines appropriate prices based on data such as past performance, sales status, and inventory
levels for variable-pricing sales. Popular matches tend to have higher prices, which also has the effect of
increasing the value and benefit of holding season seats

Official Resale

It addresses situations |
within the same group, 0 en
It suppresses unauthorised resale.

ke AMy circumstances cti
abling I

buying and sel

S50
Q >

Seat Change

This function addresses requests such as #AAfter |
di fferent seat numbers or seat types with one moi
to the rain forecast. o

DuUur c

Sale as Specified
Show and Event
Tickets

With the enforcement of the Unauthorised Resale Prohibition Law (June 2019), crackdown on unauthorised
resellers is possible.
The sales channel must be restricted to the web and official resale must be introduced.
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.. . Attracting Spectators,
Inbound Visitor Attraction Ticket Sales

E As the number of visitors to Japan is increasing overall, implementing visitor attraction measures can affect not
only ticket revenue but also ancillary revenue from merchandise, food, and beverages, and is also significant in
promoting the appeal of J.LEAGUE to the world.

[Purpose of Inbound Visitor Attraction]
E The number of visitors to Japan has been rising in recent years and serves as a valuable lead for visitor attraction.
¢ Number of visitors to Japan 2023: 25,066,100 people!, 2024: 36,869,900 people!

E In addition to ticket revenue, ancillary revenue from merchandise, food, and beverages can also be expected.
¢ Ticket revenue: 4,842 yen?, Merchandise revenue: 7,574 yen?, Food and beverage revenue: 1,877 yen?

E I mplementing inbound visitor attraction can i mprove J.

E Ticket sales in English are important for realising an inclusive society that accepts people who cannot speak Japanese.

[Specific Measures]

J

L E

Ticket Sales E Implementation of an English ticket sales site (either QUICK Pia or Pia Inbound Ticket Sales Site)
Sites ¢ Implementing clubs: 30 clubs *As of 9 November 2025

E  For information gathering
¢ Production of websites in foreign languages+ For interested parties to gather information
¢ Operation of social media in foreign languages + Has the effect of enhancing fan engagement with ticket
information, match results, etc.

) E Visitor attraction measures (examples)

Promotion ¢ Digital advertising+ Stems from direct visitor attraction to interested parties

¢ Influencerst Can provide specific match viewing experiences through videos, etc.

¢ Placement in web media (including social media) + Mainly effective for those searching for Japan travel content
before their trip

¢ Grassroots campaigns such as flyer distribution + Effective as announcements just before matches at tourist spots,
hotels, etc.

E  2024: 20,885 tickets
E 2025: 32,693 tickets (year-on-year growth rate +56.5%) *As of 9 November 2025
*Although some are foreign residents in Japan, considering inbound visitors who purchased on Japanese sites, day-
of-match ticket sales, group tour customers, etc., the actual number is assumed to be much higher.

Sales Results 4
(League
Matches)

Notel Source: JNTO Alnbound Visitor Numberso (2023, 2024)

Note 2 Source: Calculated based on the average ticket unit price from sales on the QUICK Pia and the Pia Inbound Ticket Sales Site for 2025 league matches
Note 3 Source: Survey of foreign visitors to stadia conducted by J.LEAGUE (2025)

Note 4 Source: Calculated based on the number of sales on the QUICK Pia and the Pia Inbound Ticket Sales Site for 2025 league matches
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o : Attracting Spectators, J
Hospitality Ticket Sales Ticket Sales

E Further increases in ticket revenue can be expected by planning and selling hospitality tickets with
high added value, different from general tickets.

[What Are Hospitality Tickets?]

E Hospitality tickets are high-added-value match-viewing tickets that include exclusive access queues separate from general
queues, food and beverages in lounges or private rooms, gifts, and special experiences with stadium facilities and current
or former players.

E While stadium capacity rate is becoming tight and Japanb
be expected by selling high-priced tickets to wealthy individuals from Japan and abroad, as well as to corporations.

[Specific Action Items]

E Having lounges or private rooms in the stadium facilitates product design.

E  When renovating or constructing a stadium, it is necessary to consider developing hospitality
venues.

E Even if an existing stadium lacks lounges or private rooms, it is possible to establish venues by
using nearby restaurants or temporary tents.

Venue
Development

E Product planning is necessary to ensure total satisfaction from ticket purchase through pre-match
Product notification contact, reception, food and beverages, various activities, and to lead to repeat use.
planning E Pricing, as well as revenue and expense management, are necessary, taking into account total
costs, including food and beverages, gifts, and labour costs.

E A cross-organisational structure is essential, with staff from operations, corporate, ticketing,
Organisation promotion, merchandise, VIP reception, and facilities departments working together as a unified
team.

E Various promotional measures, such as awareness campaigns and dedicated websites, are also
necessary to accelerate sales.
Sales E Conducting surveys and interviews with those who have experienced it, along with using PDCA that
Promotion leads to improvement in the quality of the experience, are also important.
E In addition to sales to the general public, it is necessary to look into expanding sales channels, such
as corporate sales.
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Match -day Production and Event Management B Il e || I |

Ve

E To ensure that home game attendees are satisfied regardless of

the match result, provide a high -quality spectator experience,

Guidelines including entertainment, food, beverages, and events, starting

with communication before and after the match.

E By viewing football as an 6artworkoé that i
involved with the club, not only the on-the-pitch performance, but also including the passion of

Target State fans and supporters and cooperation with stakeholders, entertainment and events are an

important component of the whole experience, and regardless of the match result, provide a
level of satisfaction that makes people want to come back again.

E Since match results are uncertain, satisfying spectators to a certain degree, regardless of the
results, becomes a key factor in encouraging return visits.

etfamElE E Matc_h announce_ments, including entertainment and events, through both owned and external

media can contribute to attendance numbers.

E Entertainment and events that inspire attendees to post on social media can contribute to
expanding club awareness and increasing inte

E Designing and implementing base entertainment, food and beverages, events, etc. to increase
satisfaction independent of match results

E Designing and implementing entertainment and events for each home game, considering match-

Key Initiatives ~ups and weather conditions

E Planning and implementing owned media posts and external media exposure

E Review of each entertainment and event and continuous improvement

E Ensuring thorough hospitality awareness among club staff, volunteers, external partners, etc.
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Club Case Studies:

Shimizu S -Pulse (Continuous Hosting
of Matches Japan National Stadium)

Match -day Production
and Event Management

J

E Since the 2022 season, Shimizu S-Pulse has hosted a match at the Japan National Stadium every year. Using the

AiNati onal

catchphrase Stadium (this) is Shizuoka, 06 the c!
club, thereby boosting its national profile.
Hosting theme OOH advertising in Tokyo HT/FT player promotion projects
6 ’ 0 JRIEBYF—-X :' - —,7 ? { ~ *‘f
Promotion
Measures i
- | lii | Wpa .
eSS TN BN o N E il Qi i | B A
With the theme i Nat i onal St adi um To erhange clubh anding, OOH advertising was Player PR projects for the hometown (Shizuoka
S hi z u othe atteidance target is people with displayed at Shibuya Station in 2025 City) and family towns (surrounding cities) are
roots in Shizuoka. ' implemented in Tokyo.
J—
Match Day E %
Measures : : o kel . :
Special entertainment and Collaboration with a Shizuoka FUNKY MONKEY BAB Y d&sal Shizuoka key station
stadium decorations utilising City traditional craft experience . collaborative event
. R live performance
balloons and drones facility; distribution of 35,000 (KICK OFF! SHIZUOKA)
orange uniform shirts
Large-scale promotional activities are launched in conjunction with the once-a-year Japan National Stadium hosting. Severalevent s wi t h A Sh| z
themes are also organised to encourage attendance primarily among residents of the metropolitan area, aiming to make them want to visit the National
Stadium to watch an S-Pulse match once a year, which differs from matches at I1Al Stadium Nihondaira (Shizuoka).
Total attendance over 4 years Changes in _ Revenue per match
attendance demographic _
212,204 p60p|e AOver 40% of attendees at the National Stadium Approx. 3 times compa}red to matches
Results (4 matches total) match hosted by S-Pulse in the 2024 season also at IAl Stadium
* : attended in the 2025 season (expansion of National (Factors)
Of which 2 matches were . A ) -
2L tch Stadium repeat attendees). A significant increase in ticket revenue
eague matches AAttendance by fAShi zuoka P rA&fpansianofpatner spansorstépn t s 0
Average 53,051 people per match gxpand_ed each year (2025 season: over 25,000 Alncrease in merchandise/food and
tickets issued). beverage sales, etc.
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J.LEAGUE YBC Levain CUP Final

League Case Studies:

(1 November 2025)

Match -day Production
and Event Management

J

E Successfully attracted spectators through Japan National Stadium G Final key visuals, a dedicated LP?, and a promotional
movie, while enhancing visitor satisfaction by creating stadium unity and excitement through national anthem singing and
attendee giveaways.

Dedicated LP

Promotional Movie

® TEAMS, e
o — 0 A R ey BIZB e85
Announce - = N=2607570 1 .. Blar CopEs
ments ﬁﬁﬂ’?ﬁi % oy e L
A : ¢ L
1 RELZYECRZ 2700 & 2 2 Bf
Created match key visuals used in Created a dedicated LP compiling related Created a promotional video aimed at fans
various promotional measures information to increase interest in the match | &nd supporters of both clubs and J.LEAGUE
interest groups to build excitement
National anthem singing by Little Glee Monster
T Created stadium unity by staging national anthem singing before the match
Little Glee Monster Also helped to create buzz in the run-up to the match
Implement - ERXF 1S RE !
ation : Attendee Giveaway
Distributed cards of Kashiwa Reysol and Sanfrecce Hiroshima players and
head coaches who reached the final, along with commemorative stickers, to
attendees. Helped generate buzz on social media and boosted attendance.
Attendance
Results

62,466 people

Note 1: LP (Landing Page) refers to the first page visitors access via search results, web advertising, social media, email newsletters, etc.
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Paid Viewer Acquisition

Business ageme | |
Football Facilities toC Enhancement nt Base Sustainability

E Pursue the expansion of the fanbase, which forms the base for

paid viewers, and work with teams and players to enhance

idelin . ) T

Guidelines viewing methods and content, focusing on the viewing
experience, which is set to become a key element in the future.
The clubbés fans continually subscribe to pai

Target State that can be expected to produce high broadcasting value for the league as a whole as well.
As broadcasting rights fees account for a large proportion of the distribution funds, paid viewer
acquisition is a top priority not only for the league but also for the club.
Rationale Since the key factor for increasing paid viewers ultimately lies in increasing fans, it is imperative to

pursue fan expansion more than ever, keeping

It is crucial to work together with teams and players as the appeal of the content has a significant
impact alongside the innovation of viewing methods.

Key Initiatives

Understanding the significance of paid viewer acquisition in line with the growth perspective of the
J.LEAGUE as a whole

Setting it as an important KPI in fan indicators
Collaboration with the top team management department to enhance the viewing experience, reflecting

fansd perspectives in team composition, etc.
Exploring measures to improve viewing methods to enhance the viewing experience and strengthening
sales promotion of viewing passes (products linked to season tickets and fan club memberships, EC
promotion campaigns, etc.)

Implementation of basic cross-club measures to engage paid viewers (DAZN), such as match schedule
adjustments, content development & production, banner placement of the club official website, information
dissemination on social media, and invitation & referral

t
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Promotion

Business nageme | |
Football Facilities toC Enhancement nt Base Sustainability

E Increase the popularity and value of the club by clearly

D S

Guidelines identifying target audiences and working with the team to
actively use media to provide engaging content.
The club is able to continuously offer content tailored to the characteristics and objectives of
Target State the target audience, in |ine with the cl ub/{
loyalty to the club, thereby elevating its popularity and value.
Exposure is key to elevating the clubbés popu
attendees and sponsor revenue, and promotion is essential for achieving this.
Effective promotion requires understanding the characteristics of the three types of media that act
Rationale as information intermediaries (paid media, earned media, and owned media) and using the

optimal media after clearly identifying targets.

Collaboration with the teams and players, who are the biggest content of the football club, is key to
effective promotion.

Key Initiatives

Understanding the market and customers by utilising market research, and understanding the
media environment and its characteristics

Targeting and developing promotion strategies and annual plans with optimal media selection for
the target audience

Utilising local TV broadcasts and radio broadcasts to expand revenue from sales activities and
increase exposure

Building consensus within the club and establishing systems towards the active involvement of
players and staff in promotions

Planned execution and continuous verification of effectiveness based on data
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Types and Characteristics of Media

Promotion

E To conduct effective promotion, it is necessary to understand the characteristics of each
type of media and select the optimal media to reach the target audience.

: Main
Type Meaning Examples Strengths Weaknesses
Purpose
X Mass media (TV, _
radio, newspapers, X Reachis
- . : magazines) - somewhat
Paid Media X éi\r/]?(;téstlir:ger?rigl;ar ) advertising X Qc\:/virizir;ﬁ;s guaranteed X Costly
Y% Digital advertising a (reach can be
X Influencer marketing bought)
X Outdoor advertising
X Social media (word |X Improve X Effective for Iy nhigticult to
e . . attitude
Earned Media X Diffusion media ~ of mouth) ~ reputation change as it ~ control
(content spread) X Media exposure X Acquire ; X Risk of
(publicity) awareness comes from backlash
third parties
: cg)?gmunicate X Cannot
: . |X Corporate website |X Communicate . expect reach
X Self-managed media | Iy . . . detailed .
. ) X Official social media detailed . : expansion
Owned Media (self-published information :
accounts appeal : (not suited for
content) : that paid and
X Apps . new
earned media _—
acquisition)
cannot

J
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J.LEAGUE Customer Structure Promotion J

E J.LEAGUE has adopted 9segs based on viewing frequency and interest level to monitor customer structure.

*A characteristic of J.LEAGUE is that there are no significant differences in demographic attributes! when
comparing new, light, and core layers

Would you like to watch J.LEAGUE at a stadium within the coming

one year?
High Interest: Definitely want to watch, Want to watch
High Low Low I nterest: Not particularly,

tch at all
Interest Interest waichata

Core (Prospect) Layer

*Those who watched four or more times in 2024 or 2025,
or two or more times in both 2024 and 2025

Light Layer

*Those who donot me et cor e
three or fewer times in 2024 or 2025

Lapsed Layer
*Have viewing experience but no viewings in 20247 25

Aware Non -User Layer
*Know about J.LEAGUE but no viewing experience

Unaware Layer
*Donot know about J. LEAGUE

Note 1: Demographic attributes refer to population statistical attributes such as age, gender, family composition, income, occupation, education, residential area, etc. 100



League Case Studies: 2025 Season Opening Promotion Promotion

E For the 2025 season opening promotion, J.LEAGUE strived to select optimal media for
each segment and deliver content tailored to each target audience.

Optimal media

High _ . Low
N 7
Interest Interest
YOUHEEE sic}gg: 0s YouTube videos _
*Also reach  and  through Former player YouTube videos
advertising distribution roundtable discussions Cheer song release

Earned
Media

Opening event
Terrestrial TV exposure
(including local)

Earned
Media
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Public Relations

Business Manageme N
Football Facilities toC Enhancement nt B;'-J\se Sustainability

-

and through media communications that maintain a balance between mass and owned media (frequency, content,
and schedule tailored to media characteristics)

E Aim to enhance the clubbés visibililijy
broadly conveying to society the cilu
Guidelines i nformation, and the teamsd appeal]| a
communications from the club managers themselves, from
perspectives such as reporting, publicity, and organisational risk.
E A balance is achieved between mass media communications and owned media (such as social media)
Target State communications, whereby not only wins and | ossgs
g activities and team appeal are communicated in the hometown, and this fosters interest, contributing to
raising recognition and brand value, as well as risk management.
E The club managers themselves embody the clubods phil
in the hometown, and it is constantly exposed to the media, fans, and other external communications, with
high recognition and significant influence.
E There are constraints on internal resources allocated for public relations, and often a small number of staff
Rationale must handle cross-functional and concurrent duties across multiple departments (such as attracting
spectators, promotions) with different operational purposes (offensive/defensive, mass media/owned media,
etc.).
E Recently, as communication tools have diversified and digitalisation, globalisation, and sustainability
thinking have increased, there is a growing need to quickly and accurately understand the trends of such
environment al changes and Il ink them to the clubbds$ p
E Al ways responding calmly and sincerely, and communigat
club managers themselves (the club managers are a symbolic representation of the club)
E  Recognising that beyond each media, there are many stakeholders, including fans & supporters, partners, and
local governments
E  Building a cooperative framework with experts in case of emergencies, maintaining an appropriate distance with
e L the media (information provision, communication, etc.), maintaining an open communication stance as a club, and
Key Initiatives practicing regular risk management
E  Ensuring that external messages from management, top team management, and public relations are always
consistent and without deviation
E  Maximising exposure through reliable and smooth media operations at matches, which are the biggest content,
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Digital Platform Development Fontal. || Faties || 0.C i

Manageme
nt Base

Guidelines

E Based on a policy of using digital platforms, work in cooperation

with the J.LEAGUE to expand the customer database from both
online and offline approaches and prepare a system for its
effective use.

Target State

The database that underlies the platforms is well-maintained, and there is a certain number of
personnel within the club who can use data analysis and its results for marketing measures,
etc. This means that digital data is being used as an important management asset.

Rationale

There are inherent constraints based on the scale of management and environment, and it is difficult to
develop everything in-house, therefore, it is necessary to utilise internal and external resources.

In terms of attracting spectators and promotion, it is efficient to implement measures according to customer
characteristics based on the data, therefore, each club needs to proceed with digital platform development
focused on expanding the database and engage in customer relationship management (CRM).

Even if customer data is collected, it will not function without personnel and organisational systems that can
analyse the data and connect it to actions, therefore, it is important to have personnel suitable for the
environment and stage as an essential element for platform development.

Key Initiatives

Clarify the positioning and policy of digital platforms as a key management mission
Clarifying the policy of wusing appropriate exter
formulating a platform development plan

Establishment of a system for utilising digital data assets and allocation of personnel who will serve as the
leaders (including in recruitment and development)

Expanding the database at both online and offline customer touchpoints (including the collection of
J.LEAGUE IDs)

Ef fectively utilise, coordinate with, cooperate

nal

Wi t

team
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e Digital Platform a
Structure of the Platform Utilising J.LEAGUE IDs Development

E Purchase, visit, and match viewing history visible from J.LEAGUE IDs is used for CRM activities such as
attracting spectators and viewing policies.

Customer Data Collection & Centralised Management, Analysis, Service Provision and Utilisation
Service Platforms Development and Use Support

& Partner customer information Improved Customer Experience
J ] . . Points can be used when
¥ @ Various Web log information ® purchasing

(League/Club) tickets/merchandise.
EEE/- Tickets and merchandise
s ~ Purchase are discounted for fan
: JLEAGUE : : 1
:TICKET history A LA @ club members.
Tickets Visit % Repeated visits lead to
history .. various benefits.
JLEAGUE :
.ONLINE STORE Browsing — Information on the
Online store history supported clubdos n
Marketing - Access to original videos,
Check-in » database etc.
) Club JLEAGUE history (MKDB)
Apps Campaign Expansion of Business Opportunities
participation J.LEAGUE I.D Promotion of OTT 5 use
(Open ID login) < Partner event
- announcements
LINE Mini app éet c.
@ FXM
Merchandise sales

o 0

Customer Support
@ Original data of clubs — data EEE Ticket sales

Note 1: DMP: Data Management Platform. A platform for accumulating and managing data on customer purchasing behaviour, departmental and other proprietary data, as well
as external data

Note 2: Bl: Business Intelligence. Systems or tools used to configure dashboards with features and displays that integrate, analyse, and visualise the vast amounts of data
accumulated within a company according to user needs

Note 3: MA: Marketing Automation. Software (tools) used for automating, streamlining, and making marketing activities more efficient

Note 4: FXM: Fan Experience Marketing. A marketing method aimed at creating fans and turning them into loyal customers by selling experiences and behaviour patterns

Note 5: OTT: Over The Top. Video streaming services t hr oaatept bréaticasting setvieerprowders, etb.)asuch i j u m|
as YouTube, DAZN, Netflix, etc. 104



Stakeholder Management

Business ageme | |
Football Facilities toC Enhancement nt Base Sustainability

Guidelines

E Identify various stakeholders associated with the club,

systematically understand them, and cooperate with club
affiliates with a view to increasing the overall value for all
stakeholders, considering a balanced approach without bias.

Target State

The expectations and engagement policies for each stakeholder are organised, and the
organisation can respond systematically and adequately, while considering sustainable
methods, and the overall value of all stakeholders is increasing.

Rationale

Clubs are public assets of the community and are able to exist with the support of various
stakeholders, including fans & supporters, local communities, and citizens, and this needs to be
systematically understood.

Since there are a wide range of stakeholders in all tasks, there can be inconsistencies or biases in
engagement, and it can easily become too dependent on specific individuals.

The satisfaction of each stakeholder is an important indicator parallel to various management
goals in club management; therefore, it is essential to work towards increasing the overall value
for all stakeholders while incorporating sustainable methods.

Key Initiatives

Identification of stakeholders for each functional department of the club, and systematic visualisation
for understanding

Vi sualisation of each stakeholdersdé expectatio
Systematic action plans (setting management goals for each functional department and parallel
stakeholder satisfaction) and PDCA management

Cross-departmental checks of engagement strategies (such as biases among stakeholders) and
revisions

Building relationships with key stakeholders and, depending on the situation, engaging appropriately

N S

with the club managers themselves at the forefront
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Stakeholders and J.Clubs
E J.Clubso

Stake-
holders

Expecta -
tions of
the club

Provision
to clubs

Provision
from
clubs

Club
response

policy

T

Stakeholder
Management

J

stakehol ders have varying expectations,
philosophy are required while incorporating sustainable methods.
Local Community & Citizen
Players,
Sp:jonsors & NPOS; Head Coaches & Suppliers Administration Others
artners Volunteers, etc. Coaches
Em_otlonal Advertising | Brand strength Contracts Cqmmunlty
excitement Club value Employment environmental
power Platform for Place for . . . L
Dreams o L News value || Embodiment | opportunities Business sustainability Other
. Shared contribution activities . ) o
Emotional . . .. of philosophy [ Work fulfilment Social issue
. philosophy [ Work fulfilment || Self-realisation .
involvement resolution
Cheering on the match || Sponsorship Club support | Competitions and Reporting & el PTIEESIETE. Products Administrative
Ticket revenue . Social activities results - Corporate contribution . Other
Merchandise purchases|  Cooperation collaboration | Transfer payments advertising philosophy Labour Services support
Match . _— Results i i i
X Results Social contribution ; Business Climate Action
em;;e\‘/'izgnsem Sponsor benefits activities gr hl;%?ga‘l)t?gn Club information g?;ﬁ execution Orders Inclusive St
) Activation Opportunities for 9 ) Salaries Compensation Local
Merchandise/supp T - pe—— Remuneration Management o .
orteros PP 929 information HR policies Community
Customer- M
: : . : anagement . .
Offerin Fostering a | Embodyin . : . Functionali . Shared
G 9 9 YIN9 | communicat| Ensuring | philosophy Y I cooperation _—
Ensuring marketing sense of the football | . . Cost-focused - mission &
faimess and . . ing correctly | commitment Plan _ as a citizen
. value belonging | philosophy realisation priority values
equity isatio

The expectations of each group and individual are unlimited.
It is important to nurture long-term supporters by facilitating a
proper understanding of club management, competition
operations and services through consistent actions and
attitudes with the right sense of distance and timing, without
opposition or pandering. Building relationships with opinion
leaders is also an important initiative.

Club Philosophy

ST~

By becoming an organisation that is loved, needed, and trusted by the
administration, through active cooperation in solving community issues,
it is possible to benefit from support that exceeds monetary value on a
priority and continuous basis, to this end, it is necessary to build close
relationships not only with specialised contacts but also with leaders and
chairpersons (contacts of ruling and opposition parties), politicians, etc.,
on a regular basis. Also, daily collaboration with the police and fire
departments is important for ensuring the safety of the club and players

and solving issues.
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Brand Management

Business nageme | |
Football Facilities toC Enhancement nt Base Sustainability

Sy

E Foster understanding of and permeate the importance of
T brand value across the club, and build a system to
Guidelines »

enhance brand recognition and attachment through a
consistent strategy.

E The clubdés brand is widel recognised i n s

Target State I.e., the brand value is high. ) k

E The brand is an essential management resource that influences not only the financial aspects such as
marketing, paid viewers, merchandise sales, etc., but also the relationship with stakeholders, therefore,
it is essential to maintain the brand value, which is the sum of various values, at a high level.

Rationale E  All activities of the club affgct _the improvement (or degradation) of brand value, so it is important to first

understand and permeate its importance across the club.

E Then, based on a consistent brand strategy, a wide range of management is needed, from organising
the clubds intellectual property to building a
development and merchandising.

E Understanding the importance of brand value

E Internal communication aimed at permeating the importance of the brand within the club (formulation of
behaviour guidelines)

E Definition of the desired brand value based on

Key Initiatives through regular survey results

E Formulation of a brand strategy that brings co
a part of the medium-term plan

E Building a system related to merchandising and trademark management (team names, designations,
emblems, logos, mascots, flags, etc.)

NS i
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J.Club Property Management and Process Brand Management J
for New, Additional, and Modified Properties

E J.Clubs can establish and own the following properties that embody their club identity. Before
using them as J.Club Properties (new, modified, or when joining J.LEAGUE), clubs must apply for
property use approval and obtain J.LEAGUEGS p

<Property Types>
(1) Team name/designation (2) Club emblem (3) Club logo (4) Club flag (5) Club mascot (optional)

Development Process for New, Additional, and Modified Properties

Stepl. JClubapplies for devel opment intenti o®d obtdins ilEAGUE n a me|c
(13 months beforg use = January) approval
Z
Step2. : ~ . ~
(12monthsbeforeuse:February)ConS| der theme and concept for Ateam nameo and Aprp
z
Step3. Register (apply for) trademark for Ateam name/team
(11 months before use = March)  *If issues arise in the trademark similarity search, make changes, adjust and reapply.
Z
Step4. Prepare designs for each property (emblem, logo, flag, mascot)
(9 months before use = May) P 9 property 1090, Tiag, ’
z
Step5. Register (apply for) figurative trademark for each property (emblem, mascot).
(7 months before use = July)  *If issues arise in figurative trademark similarity search, make changes, adjust and reapply.
z
Stepé. Set colours for each property (emblem, logo, flag, mascot).
(6 months before use = August)
z
Step7. Report final design decisions and trademark (registration) application status to J.LEAGUE for approval.

(5 months before use = September) Simultaneously proceed with graphic manual development.

*The J.LEAGUE brand team can provide support if you need help with colour settings or graphic manual production.
*The graphic manual must establish usage regulations needed for third parties, including property colour settings,
background colours, solid colours, and screentone usage methods.

Z

GOAL: Submit design data to the J.LEAGUE brand team to confirm various property settings

*The timing of each process may vary according to strategic plans for external announcements. 108



Club Case Studies: Rebranding of F.C. Tokyo and Nagoya Grampus Brand

Management
F.C. Tokyo New Emblem Concept Movie https://www.youtube.com/watch?v=9QqYPCmgSuE
<RebrandingPurpose > The 2023 season marked the clubo6s 2 e
guarter-century journey thus far, the aim is to create club properties befitting a club that strives to
become a symbol of Tokyo/TOKYO for the next quarter-century.
<Business Effects >
X Uniform sales: Increased from previous year due to new replacement demand
X Merchandise sales: New emblem merchandise selling well
<Awareness/Exposure Effects >
X Improved stadium experience with signage, etc. X Street flag displays in hometown
XMedia exposure: Previous seasondés unveiling event, new or ggewell seaeivédo al
' New Emblem Image Movie https://www.youtube.com/watch?v=xHtVXPgRgkl
l%' Nagoya Grampus New Emblem Concept Movie https://youtu.be/1TCCKWS-50k?si=qZm5SiF7nO3euXx8Gl
' 1\5 EL) NA;OYAGRAMPUS
naar ] ¥ 2024 UNIFORM
GRAMPUS \|
<Emblem Change Purpose > Reaching the clubds 30th annivers in
club that people can be proud ofo for the next 3 i n
thus far and future values determined through dialogue with the Grampus family. This is the first step in
cocreating the clubdés future with the family.
<Business Effects > ‘
X Overall, performing well compared to the previous year, with increased uniform sales, increased merchandlse sales amount, increased shop sales,
and increased stadium sales
<Awareness/Exposure Effects >
X Match venue/access decorations, station-front decorations renewed, venue decorations renewed, new decorations in hometown/support town
(shopping districts) spread on social media
X Emblem exposure X impressions: 2.78 million X New emblem video views: 26,000 X National newspaper coverage
X Project exposure (announcement event) participants: Over 500 X YouTube views: 59,000 X Publicity on Nagoya-based TV stations: 4 cases
*The announcement was held at Hisaya-o d o r i Park, the location of Chubu Electric Power | R/

Decorations were displayed for about two weeks after the announcement.
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https://www.youtube.com/watch?v=xHtVXPqRgkI
https://youtu.be/1TCCkWS-5Ok?si=qZm5SiF7nO3euX8GI
https://youtu.be/1TCCkWS-5Ok?si=qZm5SiF7nO3euX8GI
https://youtu.be/1TCCkWS-5Ok?si=qZm5SiF7nO3euX8GI
https://www.youtube.com/watch?v=9QqYPCmqSuE

Details of Management Areas

Football

Facilities

Business Manageme I
toC nt Base Sustainability

Football

Top Team Management

Youth Development

Grassroots

Competition Management

Business
Enhancement

Sponsor Sales

Merchandising

New Businesses

International Strategy

Facilities

Stadia Development
and Utilisation

|| Training Facilities Development

and Utilisation

to C

Fan Engagement

Attracting Spectators,
Ticket Sales

Match-day Production and
Event Management

Paid Viewer Acquisition

Promotion

Public Relations

Digital Platform Development

Stakeholder Management

Brand Management

Management
Base

Executive Supervision
(Governance)

Decision Making (Governance)

Internal Controls (Governance)

Capital Policy

Plan-based Management

Organisational Design

Human Resources

Finance

Legal Affairs

Compliance

Crisis Management

Sustainability

Climate Action

Inclusive

1

Local Community
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S p O n Sor S al eS Football Facilities toC En?:zic’f;zm Hﬂg:::w Sustainability J

E Establish goals and policies for achieving them based on
corporate needs and the market, build strong relationships with
sponsors, make proposals for activity value that goes beyond
wins and losses, and ensure the steady fulfilment of contracts.

Guidelines

E Understanding the changing role of sports sponsorship and steadily increasing sponsor
Target State revenue while responding to sponsorsd needg (
the composition and number of sponsors accord

E Sponsors revenue is an important source of income, accounting for the highest proportion of club revenue,
therefore, it is necessary to understand the market and clearly define goal achievement policies and targets
while taking into account social trends emphasising SDGs in society and changes in companies.

E It is essential not only to focus on the teambs Wwin

Rationale value of activities 365 days a year, including non-match days, and make proposals according to the
situation and needs of the other party.

E Contract termination or reduction is a possibility in the short term due to economic conditions and other
factors, therefore it is essential to build relationships as partners that enhance value together, and on that
basis, to steadily carry out sponsorship activations?, providing sponsor benefits, and other efforts.

E Clarification of goals achievement policies and targets based on market understanding (including trends
emphasising SDGs and changes in companies)

E Establishing a sales structure (personnel) and sales management processes and tools in line with goals
and targets

Key Initiatives E  Building mutual understanding and relationships with sponsors (and potential sponsors)
E Making appeals for the value of activities beyond m
|l osses and exposure, and making proposals tailored

E  Setting sponsorship activations and other activities considering cost-effectiveness and enhancement of
sponsor corporate value, and steadily fulfilling contractual items

Note 1: Actual rights utilisation occurring between partner companies and sports 11



Value to Sponsor Companies of Becoming a J.Club Partner SIpaEr SEEE a

e

E By presenting solutions thatonly J.Clubsc an provi de, based on sponsors
with a compelling story, the value for sponsor companies in partnering with J.Clubs can be increased.

WHY HOW
Expectations e - " : . .
f P JClub — _ Provision of exposure opportunities through signage, etc., inside stadia
rom J.Clu Offline Exposure U 41 prefectures nationwide, 60 clubs in total (J17 J3 total 1,140 matches/year), total 12.5 million attendees
Sponsors (2024) (average age 36.7 years, male 62.4%, female 37.6%)

Contribution to
brand recognition Provision of exposure opportunities through online media such as OTT, TV, and owned
and favourability media - - .
Online Exposure U DAZN viewer numbers/streaming time: total 90 million people/over 220 million hours (2022)
U TV exposure (advertising value equivalency): Key stations: 126 billion yen (2023) + local stations
U Owned media registrations/followers: YouTube = 790,000 people, X = 1.18 million people, LINE = 5.68
million people, etc. (2024)

Provision of a hub function to each clubbés spor
U Interaction with club sponsors through partner meetings and various events

U Strengthening relationships with existing customers and sales to new customers, utilising stadium hospitality

U Access to hometowns and local governments through clubs

Networking

Provision of

opportunities to
accelerate core Support for promoting business opportunities through the utilisation of club assets, regional
business Business and international channel_s _ _ o _ o _
Development and U Deployment and expansion of demonstration projects and existing businesses utilising stadia, club IDs, and
. spectator demographics
Expansion U Deployment of new businesses in collaboration with various clubs
U Enhancement of presence in countries of partner international clubs (ASEAN countries, etc.)

Strengthening recruitment and improving internal engagement utilising J.LEAGUE club

Strengthening brand and assets
Personnel reC_rU”mef_\t and i Holding internal events that connect local love to company loyalty (employee invitations, public viewing
energisation improving projects, etc.)
engagement U J.Club-related personnel appearing at and attending recruitment events, internal events, training sessions,

internal media, etc.

Co-creation and dissemination of social contribution activities, such as sustainability and
regional revitalisation, linked to ~ J.Club activities

o Sustainability and i Support for sponsor companiesd® social contribution
Contribution to regional themes such as ESG
societal issues revitalisation U Dissemination of activity content through J.Club-owned media (social media, websites, programmes), etc.
activities (provision of third-party perspective)
U Expression of pure feelings of supporting the local club or a club with connections (support with donation
elements)
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Main Rights That J.Clubs Can Provide to Sponsors

Sponsor Sales J

E Organise the various assets (hard assets and soft assets) held by the club as rights that
can be provided, and present them as sponsor choices aligned with the proposal story.

WHAT

Rights Examples

Activation, business

[T T T [T

Property Exposure Hospitality rights, effect monitoring
-4 m A V- Lt —
v hd - - Al" :
. 23 °_iS ?Q Q- 2 >
2 A — =V
H

JLEAGUE ?

Club logo

Mascot
Name/designation

Still images/videos
¢Players

¢Head coaches/coaches
¢ President/staff
Merchandising rights

= Broadcasting/relay

¢Matches
¢Related programmes

= Digital/social

¢Earned media
¢Owned media

¢ Official

¢ Social media

= Wear-related

¢Uniforms
¢ Training wear

= Facility-related

¢ Stadium on-site
¢ Training ground/clubhouse

E Invitation tickets
¢Hospitality seats
¢General seats
¢ Priority purchase rights

E Event participation
¢Kick-off meetings
¢Fan appreciation events
¢Partner meetings

E Standard projects
¢ Title matches
¢Autographed merchandise
¢ Football clinics

E Original projects
CEvents
¢Giveaways

E Operation of club official
services

E Utilisation of club networks
(connections with companies
and local governments)

E Utilisation of club data
(customer data, purchase
data, attendance data)

E Monitoring and evaluation
reports
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Making Proposals to Sponsors

Sponsor Sales

E In sales, after demonstrating the value of basic rights provided by the club based on total reach numbers,
exposure value equivalents, etc., design original rights and activations for each sponsor. It is important to
conduct effect measurements across financial and non-financial value, and to build up actual results that

genuinely enhance sponsor value.

Financial Value

What is the return on investment
from sports sponsorship?

E Increase awareness and favorability of corporate
and service branding
E Contribution to promotional activities

o8

Non-Financial Value

Is sports sponsorship enriching employees,
the environment, and society?

E External evaluation of social contribution activities
E Enhancement of employee motivation

E Improvement of presence in recruitment market
[0

Match/Event Related: Total reach of XX thousand people or equivalent value of approx. XXXX thousand yen

E Signboard display rights G 19 matches
Approx. XX thousand people or XX yen

mh

Right to set up booth at match venue

mh

Right to use player group portraits

mh

Right to receive invitation tickets
XX tickets/match U 5,000 yen U 19 matches = XX
thousand yen

mh

Right to player appearances at events
&

E Other company name display on
uniforms/vision/backboard etc. 0 19 matches =
Approx. XX thousand people or XX yen

E Right to produce promotional materials using club
properties

E VIP invitation rights XX tickets/match 0 XX thousand yen
0 19 matches = XX thousand yen

E Others

Design of Original Rights and Activations for Each Sponsor
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Club Case Studies: YOI.(.Ohama .FM’ Nagoy?" and S'éthBF'SlaEyL
Provision Aligned with Sponsor Expectations

?ﬁ'éf«yhﬂaﬁ;xi' '_ﬁ-'v

*ﬁwtzbiﬂvﬂxo L

F- v/ R BT aneAS0is

| s o . Vot o c
. "5 Yokohama F BEMarinos ) Nagoya Grampus iz Giravanz Kitakyushu
Brand Value Enhancement > Online Exposure Strengthening Recruitment and Improving Engagement Provision of Opportunities to Accelerate Core Business
(Brand Value Enhancement Utilising Social Media) > Business Development and Expansion
E Yokohama FBMarinos has maintained its E Nagoya Grampus hosted a Iarge-scale event during E WingArcist Inc. (headquartered in Tokyo), a partner
oo : home matches at Toyota Stadium, where partner : . . . .
partnership with Money Forward, Inc., which offers : ; . of Giravanz Kitakyushu, established a relationship
household budgeting apps and cloud accounting companies set up booths for !Ob hunting. In the with Kitakyushu City as a result of its partnershi
. : initial project launched in April 2025, around 30 . y 'ty OT1IS p P
services, since 2020. companies took part, mainly focusing on those with the CIUb.’ and in July ?023.’ flnalls_ed a
E In addition to traditional sponsor choices such as headquartered in Aichi Prefecture. | comprehensive partnership with the city.
titte matches, they developed a YouTube E The aim was to go beyond the traditional rigid E Giravanz Kitakyushu and the company have
programmepr oj ect ti tl ed 0 Tep|c hfaMsvbrkd¥i8bthEn¥ing activities, connect collaboratively planned and managed projects in
Forward Sensei.o To easill|y compapiés@rdStuderis®pehlyttrdtigh8pdrt, O f data analysis anfi app development, which are the
fans and supporters, the format features current key reveal natural aspects that are hard to see in companyos core areas 0 fle
players and, through programme topics related to regular job-hunting activities, and create employees can actively engage. They have also
money, contributes to r e opportunities to foster mutual understanding carried out external (:Aommunlcatlons regarding both
corporate mission and services and to between participants. companies6 activities, i
improvements in usage intentions. In a supporter E The fact that securing talentd both new graduates E As relationships with local governments and
survey, over 80% reportg and mid-career hiresd js becoming more difficult universities naturally developed, prompted by
conscious of 6good ways 0 edéipyar, AN thé k! regdﬁéuonofrecruned GiravanzKi t akyushu and the
themselves, o which also e Salerﬁ Rave bBEBrhenjbr Esubs'fol tRe b fitite 2 the region, the company investigated deeper ways
literacy. region. to engage with the community. Consequently, the
E By digitalising rich communication that would be E On these days, in addition to the free university company o_IeC|ded t9 es_tabllsh a ba_se, the Regional
otherwise difficult through match-day methods student invitation project, student events were also EQewtahsahon_Lab, In Kitakyushu City. Branded as
alone (signage/LEDs, flyer distribution, booth organised. By prohibiting suits and encouraging n T.h e Kitakyushu Model, o ft
exhibits, etc.) and leveraging social media, they are participation in usual cheering styles or casual reg!onal .DX ar_ld G.X through over 20 co-created
increasing touchpoints with fans and supporters, as clothing, university, graduate, and vocational school pro;ects_mvolvmg industry, government, and
partners seek. students who were Grampus fans and supporters academia.
casually participated and were observed actively
visiting company booths.
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Merchandising

Business Manageme
Football || Facilities to C cnnancoment | | 1t Bélse Sustainability

Guidelines

Clearly define the positioning of merchandising in line with
management policies, and systematically implement the
merchandising strategy (forms of merchandising) from design to
product planning and merchandise sales.

Target State

Having clarified whether to position merchandising as a profit-seeking business, systematic
business operations are conducted as part of efforts to enhance the club brand, and goals that
align with the policy are achieved while considering sustainable methods.

Rationale

Merchandising has two aspects: a revenue-generating business for earning profits through
merchandise sales, and the provision of tools to enhance supporter satisfaction. Therefore, it is
essential for the club to clearly define how it positions merchandising and to operate it systematically
with set goals.

Especially when positioned as a revenue-generating business, it is essential to individually establish
structuresd whether in-house production or outsourcingd focused on expanding revenue across all
merchandising channels, including stadium merchandise, e-commerce, and club shop operations.
To steadily achieve goals aligned with this positioning, it is essential to operate the business
systematically from the same perspective as general merchandising and retail businesses, while also
incorporating sustainable methods.

Key Initiatives

Clarification of management policy regarding merchandising strategy (in-house production, outsourcing)
Transparency in the processes from product planning and production to promotion and merchandise sales,
and evaluation from a PDCA perspective

Appropriate progress and profitability management for set goals (such as sales targets)

In case of in-house development: setting an appropriate gross profit margin ratio, sales prices, sales
channels, etc., establishing an inventory management system (inventory function, disposal of defective
inventory), improving the stadium retail environment (improving sales floor visibility, reducing payment time
= cashless payment)

In case of merchandising through outsourcing: setting contract terms (royalties, sales conditions, etc.)
according to strategic objectives
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Merchandising (Revenue and Expenses by Sales Channel and

Sales Channel Considerations)

E In merchandising, club managers need to clarify the strategy (in-house production or outsourcing) and policy. The table
below shows revenue and expenses for each sales channel, along with a comparative consideration of sales channels.

1. Merchandising in Club Sales Channels

asnoy-uj

Buiainosino sajes

Buroinosino

ssauisng
anisusyaidwo)

Revenue/
Expenses

Stadium Sales

Club Shop

Merchandising

EC (E-commerce)

Revenue Product sales (retail price)
Product cost
. L Website production & operation costs
Stadium commission T
) ) Shop rent Logistics costs
Expenses Storage fees (outside the stadium)

Part-time staff labour costs

Shop staff labour costs

(storage fees, shipping and receiving fees,
freight, etc.)

Employee labour costs (max)

Inventory Risk

Have

REMENS

Gross profit excluding SG&A can be
maximised, but is subject to securing
internal resources. The burden of
product planning, production
management, and inventory
management tasks is not insignificant.

Product sales

Revenue Product sales (retail price) (wholesale price) Product sales (retail price)
Product cost
Commission on consignment : . .
sales S Commission on consignment sales
Expenses

Stadium commission

Employee labour costs (mid)

Gross profit is less compared to in-
house, but employee labour costs can
be saved. Tasks related to product
planning, production management, and
inventory management are still required.

*Depends on the type of sales to the
shop (purchasing or consignment).

Inventory Risk Have Have/None* Have
Revenue Royalty revenue
Expenses Employee labour costs (min)

Inventory Risk

None

Revenue is less than in-house and
sales outsourcing, but with minimal
internal resources. No tasks related to
product planning, production
management, and inventory
management. Some supervisory tasks
are required.

2. Merchandising in

C
(@]
@D
>
@,
>

«
o8}
c
.
>
(0]
wn

External Company (Licensee) Sales Channels

Revenue

Royalty revenue

Expenses

Employee labour costs (mid)

Inventory Risk

None

External companies (licensees) that have
entered into individual licensing agreements
with the club affix t
products they produce (mainly food and
beverages) and sell them through licensee
sales channels. The club receives royalty
income based on manufacturing volume
multiplied by sales price. Activities such as
sales, contract conclusion work, and
supervision are required.
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Merchandising (Basic Strategies for Sales Expansion) Merchandising

X Basic Strategies for Stadium Merchandise

Customer attraction effect through improved . Fan club member discounts . Expansion of high-unit-price

visibility . Size sample displays merchandise (limited, added value)
Expanding shop floor space/increasing , Information dissemination through . Uniform customisation, autographed
display fixtures social media player merchandise

Dispersed sales locations (increased . Data marketing (approaches based on . Immediate sales of

touchpoints) customer information) commemorative/victory merchandise
Cashless payment (improved convenience) . Sales of stadium-exclusive . Provision of attendee benefits (limited
Stadium pick-up service (advance ordering) merchandise novelties, coupons)

v v v

Customer
numbers 7 Conversion 7 Customer
u rate u unit price
Access (CVR)
numbers

A A A

X Basic Strategies for E -Commerce Sites

Expanding EC site awareness . Optimisation of user experience (UIY/UX2 . Expansion of high-unit-price merchandise
Information dissemination through social improvement) (limited, added value)

media . Clear product descriptions ., Recommendation of set sales and bulk
Securing navigation routes to e-commerce . Specification of dimensions purchases

sites . High-quality product images . Promotion of related product purchases
E-commerce deployment of new merchandise . Strengthening reviews and word-of-mouth . Provision of limited benefits (limited-time
Sales of e-commerce-exclusive merchandise . Implementation of campaigns novelties, coupons)

Implementation of customer attraction . Setting free shipping thresholds (e.g. XX
promotions yen more for free shipping)

Note 1: Abbreviation

User I nterface; it refers toactWitlke Aappearanceo
Note 2: Abbreviation [ nti

for
for User Experience,; t refers to the e re fnepxg



Club Case Studies: Iwaki, FC Tokyo, Kashima, Gunma, Merchandising a
Okayama, Niigata, and Sapporo
E Each club is advancing stadium retail environment improvements (rebranding), achieving increased sales
through (1) improved visibility, (2) expanded store space/enhanced display fixtures, and (3) the introduction of
cashless payments.

(1) Customer Attraction through (2) Expanded Store Space/ (3) Introduction of Cashless
Improved Visibility Enhanced Display Fixtures Payment

Japan National Stadium (SUPER CUP) é’Kashlma Antlers @T?ﬁ]iﬁ):ect;;?t;na ﬁlwaki FC (Cashless terminals)

Iwaki FC

FC Tokyo %Fagiano Okayama s Albirex Niigata % Hokkaido Consadole Sapporo
(Tent) =

(Tent) (Inside tent) % (Inside store) (Self-checkout)

E Improved customer flow pattern to

E ;‘(92 ;lé?jt%mizaﬂ:ailogtg?;s?s circulation type by securing ample | £ Ajm to increase turnover by
P y g up s _ store space and deylsmg dlsplay achieving labour savings and
open spaces and adopting highly fixtures to ensure display quantity duc 0 fime by tilisi
visible decorations to increase in a limited space. Aim to increase reducing waiting time by utiising
visitor attention. purchases through mechanisms cashless payment terminals and

installing self-checkout counters.

that extend customer dwell time.

119



Utilisation of J.League Online Store (J

J

Merchandising

0S)

E JOS implements the following initiatives, which contribute to e-commerce sales growth.

(1) E-commerce Consulting (Numerical Targets and Action
Plans)

Set shared e-commerce sales targets with clubs, and grew sales by
analysing sales data based on member attributes using J.LEAGUE ID,
then proposing product planning

(2) Stadium Pick -up (Stadium Merchandise Environment
Improvement)
Started addressing the growing merchandise waiting queues and improved
user satisfaction with the stadium p|ck up (advance ordenng) function

Merchandise
O woemmoen) (Y

waiting queues

29'.“7[-\5”'5!") 2 hours until
purchase

BERYIPLAEMEEIV?
(R EN—EE)
Ty ABREN - BRT -2

N

Queue elimination

Securing desired merchandise
Effective use of time

Improved match viewing
satisfaction

Demand forecast support

Stadium pick -up
1 minute to 15
minutes until
pick -up

(3) Promotional Campaigns (Access Numbers, Conversion
Rate)

Stimul ated supportersd purchasing
campaigns and large-scale sales aligned with J.LEAGUE Day

J J—7®Ei§b§?

515;

J.LEAGUE DAY

— €]

aJ. LEAGUE ONLINE STORE

JILEAGUE ONLINE STORE

2025
AUTUMN SALE

| 917400 17:00 - 9.30k016:59 |

@x 1,000 0FF 7—-#>ER#Hh!
@

//

(4) Cross -cutting Projects (Access Numbers, Conversion Rate)
Also, implemented collaboration projects with famous brands, and started

I b phetgaraphy of modgl-yyqrrbpnoéo% to %trgngtBeB merchandise promotion

JLEAGUEI)

JLEAGUE - WIND. /2

SEA
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