PABLO

The Cheesecake Revolution
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DOROQUIA HOLATHETA

About the Operating Company
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loved worldwide —
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“Odoro-Gashi” (surprising confections), headquartered in Nishi-ku, Osaka. The company operates PABLO along
with multiple other brands in Japan and overseas, under the vision of “bringing new excitement and inspiration to
the world.”
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Freshly Baked Cheese Tart
Specialty Store PABLO
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THE CHEESE TART b akenry
Freshly Baked Cheese Tart SAKImoto Premium
Specialty Store PABLO mini Shokupan .
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Information is current as of June 2026.



About PABLO
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Bornin Osakain 2011, PABLO is a specialty store dedicated to freshly
baked cheese tarts. Made with carefully selected cream cheese, each
tart combines a crisp tart crust with rich, melt-in-your-mouth cheese
cream — delivering the excitement of “fresh from the oven” in every
bite. With cumulative sales of approximately 40 million tarts since its
founding, PABLO has grown into a global brand loved across 15 coun-
tries and regions and 40+ overseas stores, including South Korea,
Taiwan, Singapore, Vietnam, Thailand, Malaysia, Indonesia, the
Philippines, Macau, Shanghai, Australia, Canada, Mexico, France,
and Qatar.
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An Abundant Menu Backed by Over a Decade of Product Development
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PABLO's true strength lies in its ever-evolving product develop-
ment. Beyond the signature Melty Cheese Tart and Premium
Cheese Tarts and the bite-sized PABLO mini, over 10+ years
PABLO has developed 100+ flavors worldwide through seasonal
and regional limited editions. The lineup also extends to café
drinks, baked sweets, and frozen desserts, with flavors that can

be localized to match each market's taste.

REGULAR LINEUP
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PABLO Melty Cheese Tart / Premium Cheese Tart (a
premium-grade tart made with luxuriously selected

ingredients) / PABLO mini
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Another Strength —

Uji Matcha, Naruto Kintoki sweet potato, Mont Blanc,
Strawberry, Yuzu, Pumpkin, and more — offering a range of
products made with an abundance of seasonal ingredients
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Okinawan Purple Sweet Potato, Shizuoka Hojicha,

Kanazawa Sweet Potato, and other local flavors
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PR Power and Social Media Buzz That Creates Lines Out the Door
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PABLO's strength isn't only in its products. Eye-catching, share-worthy visuals and
irresistible in-store “moments” are designed to spread naturally through word of
mouth and social media. Frequently featured on TV programs and in magazines,
PABLO's strong media presence and buzz-generating power are what drive custom-
er footfall — and the lines that form outside its stores.
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Expanding Possibilities Through Trademark Collaborations
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PABLO's strength goes beyond product development — it has a proven track record of collaborations with major partners, including
7-Eleven (Taiwan/Hong Kong), Mister Donut, Lotte’s “Choco Pie,” and Black Thunder. PABLO's trademark has also been applied well

beyond food, spanning bath products, cosmetics, alcohol, and pet products — proof of the brand's exceptional versatility.
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Mister Donut x PABLO 7-Eleven x PABLO

Collaboration Highlights
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7-Eleven (Taiwan/Hong Kong) x PABLO /
Mister Donut x PABLO (since 2018) / Lotte
Choco Pie - PABLO Cheese Cake flavor /
PPIH (DON DON DONKI) Best-Seller Top 3
/ Beyond food: bath balls, cosmetics, alcohol,

pet products, and more
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PPIH (Don Quijote) x PABLO

Sales Performance
55 LRE  HElS

PPIH (DON DON DONKD cumulative,
as of end of June 2026:

#1 PABLO Langue de Chat —

approx. 245,928 units

#2 “Dodonto” Cheese Pudding —
approx. 101,102 units

#3 Baked Cream Cheese Ball —

approx. 95,875 units
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PABLO, Loved Around the World — Global Footprint
HANZFITSIPABLO — HEERE  RZLIKEZEMNPABLO — BIMARES
PABLO has expanded into 15 countries and regions worldwide, including South Korea, the Philippines, Indonesia, Thailand, Vietnam,

Shanghai, Singapore, Canada, Mexico, Paris (France), Taiwan, Malaysia, Australia, Macau, and Qatar. By localizing store operations and

menus to match each market's business practices and tastes, PABLO continues to build a solid international track record.
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PABLO

Overseas Stores
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South Korea Thailand Singapore Paris, France Australia
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Store Format — Two Flagship Models
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Model -1

Approx. floor area: 25 tsubo (~82.6m’). Total opening cost: approx. JPY 40.61
million. Annual operating profit: prime location approx. JPY 124.2 million (27.2%
margin) / standard approx. JPY 38.4 million (21.3% margin). Payback period: prime
location approx. 0.4 years / standard approx. 1.1 years.

SEMER: N251F (4982.6m) ., SFFLZEA: 94,0615 Hit. FEWFHE:
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1. PABLO Investment Plan

Store Overview

Store Type PABLO Flagship Store & Workshop Location

Model -2

Approx. floor area: 90 tsubo (~297.5m?). Total opening cost: approx. JPY 61.16
million. Annual operating profit: prime location approx. JPY109.5 million (26%
margin) / standard approx. JPY 41.8 million (19.3% margin). Payback period: prime
location approx. 0.6 years / standard approx. 1.5 years.

SEM|R: N0 (£9297.5m¢) , SFFERA: 296,116 BT, FEWLAE:
MEBHERZ1.09512Hot (FEZE26%) / tofEMERZ94,185 7 Bt (FiE=E
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1. PABLO Investment Plan

Store Overview

Store Type PABLO Flagship Store & Workshop Location

Store area 25 tsubo (~82.6m?)

Store area 90 tsubo (~297.5m2).

Investment

@ Interior and exterior renovation work | 23,000,000
15,000,000

Equipment cost

P Investment i
Investment items amount (JYP) Remarks Investment items amount (JYP) Remarks
Store construction costs 24,200,000 Store construction costs 41,500,000
@ Store Design 1,200,000 @ Store Design 1,500,000

@ Interior and exterior renovation work | 40,000,000
18,000,000

Equipment cost

Ovens, refrigerators/freezers, mixers,

Complete Set of Kitchen Equipment soft-serve ice cream machines, etc.

15,000,000

@ Complete set of kitchen equipment
@ furniture

18,000,000 | gvens, refrigerators/freezers, mixers,
3.000,000 | SOft-serve ice cream machines, etc.

Manufacturing equipment, tableware, etc.

Total opening costs 40,610,000

Equipment cost 1,500,000 Equipment cost 1,500,000
@ Cash register, monitor,others 1,500,000 ) o @ Cash register, monitor,others 1,500,000 . . .
Sales supplies, promotional items, etc. Sales supplies, promotional items, etc.

Others 1,410,000 Others 1,660,000
@ Training expenses 760,000 Actual are hotel. meal @ Training expenses 760,000 Actual tare hotel. meal

1 i , hotel,  ete, - 1 i , hotel, , etc.
@ Uniform 150,000 ctual expenses (airfare, hotel, meals, etc.) @ Uniform 200,000 ctual expenses (airfare, hotel, meals, etc.)
© Kitchen equipment 500,000 © Kitchen equipment 700,000

Manufacturing equipment, tableware, etc.

Total opening costs 61,160,000

Total opening costs PABLO Flagship Store Payback (JPY) Total opening costs PABLO Flagship Store Payback (JPY)
for the flagship store Good location Annuglxt'i)eé)r;esrgation Standard Annuglxtliaeélr;esceiatiun for the flagship store Good location Annuglx%eé)rqgceiation Standard Annug\x%eeprgesceiaﬂon
40,610,000 124,288,488 0.4| 38,488,488 11 61,160,000/ 109,536,000 0.6| 41,856,000 1.5

2. PABLO Annual Profit and Loss Plan

Good location Standard

2. PABLO Annual Profit and Loss Plan

Good location Standard

Support Collaboration

PABLO Flagsh'ip Store | Monthly Sales | Annual Sales % Monthly Sales | Annual Sales % PABLO Flagsh'ip Store | Monthly Sales | Annual Sales % Monthly Sales | Annual Sales %
& Café (JPY) (JPY) (JPY) (JPY) & Café PY) PY) PY) PY)

Net Sales 38,000,000| 456,000,000 100 15,000,000, 180,000,000/ 100 Net Sales 35,000,000/ 420,000,000 100 18,000,000| 216,000,000, 100
Cost price 11,780,000, 141,360,000 31 4,650,000, 55,800,000 31 Cost price 11,900,000 142,800,000 34 6,120,000 73,440,000 34
Personnel costs 3,420,000 41,040,000 9 1,800,000, 21,600,000 12 Personnel costs 5,600,000, 67,200,000 16 2,520,000, 30,240,000 14
Rent 10,000,000/ 120,000,000| 26.32 4,000,000, 48,000,000(26.67 Rent 5,000,000/ 60,000,000 14.29 2,500,000/ 30,000,000 13.89
Water and utility costs 300,000 3,600,000/ 0.79 300,000 3,600,000 2 Water and utility costs 520,000 6,240,000 1.49 520,000 6,240,000| 2.89
Depreciation expense 342,626 4,111,512 0.9 342,626 4,111,512| 2.28 Depreciation expense 452,000 5,424,000 1.29 452,000 5,424,000| 2.51
General expenses 1,800,000, 21,600,000 4.74 700,000 8,400,000 4.67 General expenses 2,400,000/ 28,800,000, 6.86 2,400,000/ 28,800,000| 13.33
Operating profit 10,357,374| 124,288,488 27.26 3,207,374| 38,488,488| 21.38 Operating profit 9,128,000/ 109,536,000 26.08 3,488,000, 41,856,000 19.38

3. PABLO Support System 3. PABLO Support System

Opening Support PABLO Operations Support PABLO Wholesale Expansion Opening Support PABLO Operations Support PA%';]%,%’:?E:;:;%E:&?::'“"

Store Design and | © Store operations support by Information Sharing and Planning

Store Design and | © Store operations support by Information Sharing and Planning

Full Head-Office Support, From Opening to Ongoing Operations
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PABLO provides comprehensive support even after joining — pre-opening training, on-site operational support from Supervisors (SVs),
assistance introducing new products, marketing support, and supplier introductions. PABLO's head office also supports trademark-based

wholesale expansion (collaboration and supervised product development) from the planning stage.
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Company Name DOROQUIA HOLATHETA Co., Ltd.
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Established March 2012 (predecessor MKS Corporation founded June 2004)
RIIA/MIIAH 20124E38 (AFS  HRARHMKS I —RL — 3> 2004565 11)

20124F3 8 (A& MKS Corporationf{iz F200446/3)
Capital JPY 10 million
BEXe EAMAEER 1,0005M 1,000 BT
Representative  President & CEO: Masamitsu Sakimoto
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Executives President & CEO: Masamitsu Sakimoto
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Business +Planning, manufacturing and sales of Western confectionery

ITHREERES -Café and restaurant management

FEWSE +Consulting on store/commercial facility planning, development and operation
+Consulting on product development, store development, branding and marketing strategy
-Consulting on commercial/architectural/interior design planning and production
+Event planning
+Real Estate Development, Sales, Brokerage and Leasing Services
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Supervision supervisors Support for Domestic and
Pre-opening Operational Support for New Product| ~International Collaborations and
training Introduction (Post-Opening Training) Supervised Projects

Pre-opening Review and feedback Support for Collaborative and
support on new product designvs Supervised Product Development

Wholesale Business Development
Support

New Product Design Review and
Feedback

Supervision supervisors Support for Domestic and
Pre-opening Operational Support for New Product| ~ International Collaborations and
training Introduction (Post-Opening Training) Supervised Projects

Pre-opening Review and feedback Support for Collaborative and
support on new product designvs Supervised Product Development

Wholesale Business Development
Support

New Product Design Review and
Feedback

*Figures above are illustrative estimates based on a Japanese market model. Detailed financial models and investment terms will be provided individually via a dedicated business plan.
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Head Office 1-16-22 Edobori, Nishi-ku, Osaka 550-0002, Japan TEL: +81-6-6479-3000
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URL http://www.drg.co.jp




