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Summary of financial results for the third quarter of the fiscal year ending March 31, 2025

Sales increased and profits decreased compared to the same period last year.
Strive to secure gross profit amid weak market trends

- Continuing from the second quarter, the market environment for corporate transactions remains unstable.

* Increase inventory liquidity, strengthen corporate purchasing and corporate sales, and focus on securing gross profit

- Although the retail business remained steady, the gross profit margin decreased due to changes in the channel composition ratio, product composition ratio, etc.
* In the tire and wheel business, inventory control was successful, and winter tires and in-house designed wheels performed well.

Store openings in domestic and overseas are progressing smoothly

[Domestic store openings for three months in the third quarter ]

Komehyo purchase centers: 8 stores BRAND OFF purchase centers: One franchised store
KOMEHYO VINTAGE TOKYO (opened on November 30, 2024) ~ BRAND OFF Osaka Umeda Store (Opened on October 4)

[Overseas store openings for three months in the third quarter]
KOMEHYO Plaza Singapura store (Singapore) . BRAND OFF Hang Hau East Point City store (Hong Kong)

Continued investment for sustainable growth

+ Continue aiming to expand share in growing markets

* Continue to make advance investment in inventory with an emphasis on quality in preparation for continued growth from April 2025
and the opening of KOMEHYO SHINSAIBASHI OSAKA (tentative) in June

+ Conducted M&A of three companies: RK Enterprises, RODEO DRIVE JAPAN Co. LIMITED, and Rs-JAPAN

- Established joint venture "JFR & KOMEHYO PARTNERS" with J. Front Retailing Co., Ltd. on March 3, 2025

Revised full-year forecasts based on performance progress and current situation
In order to achieve the medium-term management plan, we will strive to expand market share and improve profitability

©Komehyo Holdings Co .,Ltd. 2



Contents

1. Our business model and
Medium-term management plan

2. Revisions to full-year earnings forecasts

3. Consolidated results for the Second Quarter
of the Fiscal Year Ending March 31, 2025

4. Segment overview for the Third Quarter
of the Fiscal Year Ending March 31, 2025

5. Initiatives to achieve
the medium-term management plan

6. Appendix

P.4

P.12

P18

p.29

P.40

p.44

KOMEHYO —

H O L D I N G S

©Komehyo Holdings Co .,Ltd. 3



KOMEHYDO

H O L D I N G S

1. Our business model and Medium-term management plan
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From reuse to relay use We will inherit that "value”.

Vision Mission Value

We develop a concept of We respect people for making We listen and empathize with
environmentally and products, thank people for what others say.

socially conscious providing products for use We value the importance of
recycling into a culture by other people, and make people talking.

who reuse such products happy, We take action proactively.

and by doing so, create an We are not afraid of creating
empathy-based recycling society. change.

EF A Our unique concept is that ““things fulfill their mission only when they are passed down from person to person (relay) and put to

H; Y effective use (use).” Our group does not simply provide products, but instead plays a role in proposing value to customers and
.. co-creating value with them. We value the thoughts of the people who create things and the thoughts of those who connect

L, things ““for someone else,"” and make the next person who uses them smile, happy, and enriched. The entire group will work to

-

create a society where such thoughts and efforts are commonplace.

@ https://komehyohds.com/mission_vision_value/
©Komehyo Holdings Co .,Ltd.



Company Highlights (Consolidated)

A leading player in the reuse industry, which operates KOMEHYO, BRAND OFF, and other brands in Japan and other countries

EECTTTE TN W
Al 1947. 119,459 61,2050

( Growth achieved in three consecutive terms )

Number of employees ™ Talent retention rate ™
1,405people 92.0%

Breakdown : appraisers in the brand fashion business 699peop|e

- * Number of overseas * Number of operating
2 3
Number of stores in Japan <tores 2 Market share companies %2

Brands and
stores stores 2 1 )
companies
Breakdown: 10 sales stores, 199 purchase centers, ( T ) N O _ 1

and 53 stores annexed with purchase facilities

*1 Results for the fiscal year ending March 2024 *2 As of the end of December 2024  *3 The Japan Journal of Remodeling Source: Reuse Market Databook 2023. ©Komehyo Holdings Co .,Ltd. 6
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Brand Fashion Business (General): Aim to be No. 1 in sales volume.
Primary Secondary
distribution distribution
Purchase Product evaluation/commercialization sale
© KOMEHYO
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Business Domains of Komehyo Holdings Group
Brand Fashion Business (Specialized): Aim to be one-of-a-kind with core fans.
Primary Secondary
distribution distribution
sale Purchase Product evaluation/commercialization sale
W _}R M _ Real store _—F
{’_ General —_— Home delivery purchase —_— Product — Rl St — 4 General
o customer i commercialization EC customer
== E—_ On-site purchase —_—
overseas , Domestic
Shell[!lo'n - ndependent agency s'tgreepa“'"e"‘
.‘I-m:_ o watchmaker = Real store Coperal
= - Watch o customer
';-' maison
General E—
Qll customer Product Jochaitnent General
Simce 1971 Real store —F commercialization —_— s.toRr:al store —*  Ccustomer
= R .
I"E." ff_i Bigis:ess —* —* =
1 General . Real store » General
' H I I “ \ customer Product Real Store customer
o commercialization —_ EC
%f Reuse ol live commerce Reuse
g‘“‘ Business Business
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Business Domains of Komehyo Holdings Group

Tire and Wheel Business

Primary Secondary
distribution distribution
prOdUCtion sale Purchase sale

()
@
>
-y o
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— @ —; T
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roduction . : N
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— Overseas
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Position of the Medium-term Management Plan
We aim to achieve sales of 250 billion yen by the 80th anniversary of the company's founding, which is
the final year of the Medium-term Management Plan, with a view to becoming the world's No. 1 the world's NO_ 1 company
company in sales of brand goods for reuse (net sales of 500 billion yen). in sales of brand goods for reuse
Medium-term Management Plan (rolling method) 500
billion yen

[Beyond the 80th year milestone |

80th anniversary
FY2025—FY2028

Achieved record profit for 3 consecutive years billion yen

* Overseas sales ratio: 30%

100

KOMEHYO Shinjuku store (at the time)

*« CAGR : 20%

opened in 2005 and contributed to growth billion yen
First time in Tokyo. 30 * Number of group stores:
Proposed "Relay Use" o 420 stores
. . billion yen
in the previous year
10 » Overseas sales ratio: 15%
billion yen
1996 2007 2024 2028 future

¥ For details on the medium-term management plan, please see the "Notice regarding the formulation of the medium-term management plan 'Beyond the 80th year milestone™ published on May 13, 2024.
©Komehyo Holdings Co .,Ltd. 10



Basic Policies for the Medium-term Management Plan "Beyond the 80th year milestone™”

Strive to achieve business growth and higher social value under a policy based on the business environment and competitive

advantages.

1 Achieving business growth

Increasing domestic and overseas market shares through

Brand multi-branding
Fashion Implementing measures based on the characteristics! Strengthen ability to
business of each business respond to market
(BF) (1) Trading business (Japan and other countries) @ G‘I’w“?:i&’“s ”””””
(2) Business that contributes to distribution .
_ , strategies
(3) Business that contributes to market growth
Tire Wheel Stable increase in sales and profit
business e H achioved by | ?ﬁﬁ
rowth achieved by leveraging . 5
(TW) the power of the Group Area strategies §3®

2 Deepening sustainable management

Contribution to a carbon-neutral society
Aggressive investment in human resources

Strengthening governance

>

Advancing

management with an
awareness of capital

Achieving ROE and
ROIC exceeding capital
cost

>%
==
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2. Revisions to full-year earnings forecasts
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Revised full-year earnings forecast for the fiscal year ending March 2025

Net sales remained higher than expected on the back of ample inventories.
Gross profit margins remained lower than expected, reflecting increases in (i) the ratio of corporate sales, (ii) ratio of corporate
purchases to in-store inventories, (iii) sales share of products and items with relatively low gross profit margins, respectively,

due to responsive actions taken to deal with the weak market trend.
The variable expenses portion of SG&A expense rose in line with an increase in sales. In addition, necessary investments

continued to be made for growth.

As a result, in terms of full-year financial results, we expect to record an increase in sales and decrease in profit.

Profit attributable Basic earnings

(Millions of yen) Net sales Operating profit  Ordinary profit to ?ov;’:leer:ts of S e
Forecasts released
previously 144,500 8,470 8,400 5,560 507.47
Revised forecasts
announced on this 158,500 6,000 5,860 4,280 390.58
FY2025 occasion
Change 14,000 AN2,470 A\2,540 A\1,280 —
Rate of change 9.7% N\29.2% /A\30.2% A\23.0% -

*Revised results forecasts announced on August 13, 2024. For details, please see the Notice Concerning Revision of Earnings Forecasts released on February 13, 2025.
©Komehyo Holdings Co .,Ltd. 13
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Purchasing customer unit price trends/retail ratio] { KOMEHYO

Since early August 2024, the effects of rapid exchange rate fluctuations and the prolonged slowdown in the Chinese economy have continued, and
the market prices of watches and bags, especially high-end items, have been weak, and the average purchase price per customer has generally
been similar. Based on the purchasing situation, we will strengthen corporate purchasing and corporate sales to secure gross profit. As a result,
the retail ratio will decline, impacting gross profit margin.

| Watch - Bag Purchasing customer unit price trends (= Image of market price fluctuations)

(YoY) —a—\Watch —e—Bag . . .

150% The decline continued in Al_Jgust
and September. After that, it
remained flat, and there were
signs of recovery in December.

A
100% "¢ -~
&—/ W‘ It continued to decline in
August and September and
ro remained flat thereafter.
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
2024
| Trends in retail ratio over the past three years
45.0%
43.7% 43.6% In normal times, the third

retail ratio (%) guarter is when the retail ratio
increases.
38.1% ' 38.0% 3rd quarter retail sales

(compared to the same period last year)
FY2023 : 6,798 millions of yen (105.8%)
FY2024 : 9,584 millions of yen (141.0%)

Q 2Q o 4Q 1Q 2Q - 4Q 1Q 2Q o FY2025 : 10,954 millions of yen (110.5%)

FY2023 FY2024 FY2025

% All KOMEHYO Achievements
©Komehyo Holdings Co .,Ltd. 14
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Brand and Fashion Business 4th Quarter Assumptions

Based on market trend forecasts for mainstay products, we aim to secure gross profit by growing retail sales, although
improvement in gross profit margin will be limited.

Outlook for 4th Quarter

b tic retail aold bri d branded iewel ted « Given the market conditions for high-value items, we expect the average
omestic retal’ golc prices anc brandec jewelry are expecte purchase price of watches and bags to be weak or flat. While continuing

Forecasting market trends for main products

to continue their moderate upward trend. Although the market

e (e e e A e T el e to strengthen individual purchasing, we will maintain a well-balanced

setting of prices and utilize corporate purchasing. Through these efforts,

remain on a gradual downward trend overall, high-quality Purchase . . . :
items, especially colored stones, are expected to remain in we aim to create at.tractlve_: stores that will lead to retail growth and
IEWELRY " high demand and be traded at high prices. increase gross profit margins.

« Domestic retail gold prices continue to rise, and purchases of bullion are
expected to continue to increase

Due to the planned price increases of popular brands, prices

quarter, mainly for popular items such as luxury sports goods shipped to stores, create attractive stores, and strengthen
models. The market tends to be weak at the end of March domestic sales by leveraging our customer base. Regarding corporate
every year, and the same is expected for this fiscal year. Net sales sales, by strengthening our group's auction listings, we will ensure

inventory liquidity and improve the appeal of each auction.
+ Recorded sales of three companies acquired through M&A from the

Currently, although there are signs of an increase in some fourth quarter

brands, overall sales, especially for high-priced items, have

gepeedideclnlnsaudicmaitat i hiclpimavAdistbaton « In addition to the unstable trading market between corporations, the

prices are expected to rise, the impact on market prices will be R . . . . .

limited. It is expected that the movement will continue to be purchase of bullion is increasing, so if retail sales, including individual

divided into items for which the market price is appropriate Gross purchases and tax-free sales, continue at the current situation, the gross
oAe now and items for which the market price is rising. profit profit margin is expected to be at the same level as the 3rd quarter.

margin « Aim to improve gross profit margin by continuing to strengthen individual
purchasing and retail operations and increasing the ratio of individual

Used and vintage clothing continues to be popular among purchasing of in-store inventory

young people and foreign visitors to Japan, and prices of

luxury items are rising. Market prices are expected to continue « Although gross profit will increase due to increased sales, SG&A

rising due to price increases in primary distribution and an SG&A expenses will also increase as necessary growth investments continue,
FASHION increase in the number of stores that carry luxury brands. expenses and operating income is expected to decrease.

©Komehyo Holdings Co .,Ltd. 15
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Dividend forecast revision

Annual dividend forecast is maintained at 104 yen, an increase of 4 yen from the initial plan.
We will continue to focus on stable dividends and increasing dividends based on increased sales and profits.

New Medium-term Management
Plan

(yen)

» m interim dividend(yen) m Year-end dividend(yen)
(forecast)

L e

1__9_4

81

Strlve for stable d|V|dend

o1 I mcreases

41
26 32 o 32

242 l l 16 .

2010.3 2014.3 2019.3 2020.3 2021.3 2022.3 2023.3 2024.3 2025.3 2026.3 2027.3 2028.3

Dividend s s s s s s s s s
TN 248 | .. | 155 | .. | 347 | 250 | — | 155 | 17.7 | 19.2 | 26.6

ratio(%)
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Mediumterm managementplan QU antitative Targets (FY2025 to FY2028)

During the period for the current Medium-term Management Plan, we will achieve business growth *that exceeds market growth
through aggressive investment, aiming to achieve net sales of 250 billion yen and operating profit of 15 billion yen in the fiscal year
ending March 31, 2028, which is the final year of the plan.

<€ Medium-term management plan >
FY2025 (plan)

FY2024 August 13,2024 February 13, 2025 FY2026 FY2027 FY2028

(Millions of yen) (results) plan revision plan revision (plan) (plan) (p|an)
CAGR

Net Sales 119,459 144,500 158,500 170,000 200,000 250,000 200/
Operating profit 7,452 8,470 6,000 9,800 12,000 15,000
Operating margin 6.2% 5.9% 3.8% 5.8% 6.0% 6.0%
Ordinary profit 7,479 8,400 5,860
Profit attributable hedu
to owners of parent 5’025 5’560 4’280
ROE 19.2% 18.1% 20 18% or more
Capital adequacy ratio 44.4% Approximzztg(l)/z I Approximzztg(l;;
EPS (yen) 458.65 507.34 390.58
Dividend payout ratio 19.2% 20.5% 26.6% ApprOXimazth%

*Reuse market performance in 2021 Average annual growth rate 7.5% Reform Sangyo Shimbun “Reuse Market Data 2023”
©Komehyo Holdings Co .,Ltd. 17
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3. Consolidated results for the Third Quarter
of the Fiscal Year Ending March 31, 2025



Highlights of cumulative 3rd quarter financial results for the fiscal year ending March 31, 2025

Consolidated financial results for the third quarter of the fiscal year ending March 2025

Individual purchase . Consolidated Consolidated Profit attributable to
. Consolidated sales . . . .
amount (consolidated) operating profit ordinary profit owners of parent
56,950 111,815 5,086 4,976 3,780
millions of yen millions of yen millions of yen millions of yen millions of yen
YoY 122.1% YoY 132.9% YoY 99.3% YoY 96.5% YoY 102.9%
Plan ratio*' 70.5% Plan ratio™ 84.8% Plan ratio*' 84.9% Plan ratio*' 88.3%

Breakdown of consolidated sales Number of stores opened

. . . Domestic tax 47
Retail ratio Overseas ratio T stores

51.0- 12.3 16.1- * Retail stores 4stores

* Purchase specialty stores 363tores

YoY+0.2pt * Purchasing stores*2 7 stores

*1 Progress rate of the full-year plan for the fiscal year ending March 31, 2025 stated in "Notice Concerning Revision of Earnings Forecasts" published on February 13, 2025.
*2 Including overseas ©Komehyo Holdings Co .,Ltd. 19



Overview of income statement

In the third quarter (three months) under review, both sales and profits increased year on year. In terms of results for the
first three quarters under review, net income attributable to owners of parent increased.

FY2025

(Millions of yen) FY20251Q YoY FY2025 2Q YoY FY2025 3Q YoY 9months YoY Plan ratio*
Net sales 33,499 133.5% 35,947 129.9% 42,368 135.0% 111,815 132.9% 70.5%
Gross profit 8,579 130.1% 7,767 115.9% 9,343 119.5% 25,690 121.7%

Gross profit

25.6% A0.7pt 21.6% A\2.6pt 22.1% A\2.8pt 23.0% A2.1pt

margin
SG&A expenses 6,442  132.3% 6,777  130.0% 7,383 125.0% 20,603  128.9%
Operating profit 2137  123.9% 989 66.6% 1,959  102.6% 5,086 99.3% 84.8%
n?gfgr;“"g profit 64%  /\0.5pt 28%  /\2.6pt 46%  /1.5pt 45%  /\.6pt
Ordinary profit 2,186  124.1% 882 58.5% 1,907  101.0% 4,976 96.5% 84.9%
Profit aftributable 1,412 119.3% 548 57.6% 1,819  118.4% 3,780  102.9% 88.3%

to owners of parent

*Progress rate of the full-year plan for the fiscal year ending March 31, 2025 stated in "Notice Concerning Revision of Earnings Forecasts" published on February 13, 2025.

©Komehyo Holdings Co .,Ltd. 20



Trends in Consolidated Net Sales and Gross Profit Margin

In addition to individual purchases remaining strong, we strengthened corporate purchases to seize sales opportunities with

customers in Japan and overseas.

The gross profit margin declined 2.8 points year on year in Q3. However, the enhanced product lineup at stores contributed to the

increase in sales.

42,368

. 35,947
Con'_sc_)hdated sales 35,318 33 499
(Millions of yen) 31,377

27.667
23,475 23417 25,096
20,466
18,753
Gross 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
profit  25.2%  24.9% @ 27.6%  26.7% 26.3% 24.2%  24.9%  24.0% \25.6% \ 21.6% \ 22.1%\
margin
FY2023 FY2024 FY2025

Factors behind fluctuations in gross profit

* Varies depending on product composition ratio (fashion > jewelry/precious metals > bags > watches)
* Varies depending on the composition ratio of individual purchases and corporate purchases (individual purchases > corporate purchases)
* Varies depending on the composition ratio of retail and corporate sales (Retail > Corporate sales)

©Komehyo Holdings Co .,Ltd. 21



Analysis of consolidated operating profit

Purchases remained strong, which resulted in sufficient in-store inventories.
Regarding net sales, both retail sales and corporate sales increased significantly.
Profit decreased 0.7% year on year, reflecting higher SG&A expenses linked to growth investments and the low gross profit margin.

Net Sales

Operating * Purchasing is strong and inventory is substantial.

A1,775

income * Growth in both retail and corporate sales

» Corporate purchases and corporate sales were utilized
to increase inventory liquidity

(Millions of yen)

N\4,617 Gross profit margin

+ A decline of 2.1 points was recorded, largely reflecting
measures to respond to market price fluctuations, as
well as increased purchases of gold and bullion.

Personal expenses increased due to
normal business operation. /\1,685
Increase in general and administrative

5,121 expenses such as land rent ~ /A1,595
Increase in selling expenses such as SG&A expenses
advertising expenses /1,336
* Increase in salary allowances due to base increase and
Sales Gross Profit SG&A InEraee W emplerees
amount margin Expenses * Increase in ground rent, etc. due to store openings
FY2024.3-3Q increase decrease increase FY2025.3-3Q 0 eeast I salos Germmlss e, Gl CHe U e e o

sales

©Komehyo Holdings Co .,Ltd. 22



Breakdown of consolidated Net sales
(Retail / Overseas/Domestic tax-free sales)

[Retail] Strengthening of retailing has increased the retail ratio, maintaining an ideal composition ratio (Retail: Corporate = 50:50).
[Overseas] Overseas sales remained strong due to store openings, etc. in Hong Kong and ASEAN countries.
[Domestic tax-free sales] Maintaining strong sales by keeping stores well stocked

Retail ratio YoY Overseas ratio Domestic tax-free sale ratio
+0.3pt

FY2025-3Q
Net sales

FY2025-3Q
Net sales

FY2025-3Q
Net sales

111,815

Millions of yen

111,815

Millions of yen

111,815

Millions of yen

*The ratio of overseas business does not include domestic tax-free sales, etc.

*"Corporate sales" includes auction fees. *From March 2025-1Q, the overseas ratio will be calculated as (sales of overseas group o )
companies + overseas export sales) / consolidated net sales. *According to the *Calculated before eliminating internal transactions.
conventional formula (sales of overseas group companies/consolidated sales), the ratio *Calculated from domestic tax-free sales/ consolidated sales
of overseas sales is 9.8%. from 2025.3-1Q *Conventional formula (Domestic tax-free
*The figures have not been audited by an auditing firm, and there may be differences sales /((Consolidated sales) -Overseas group company
from the figures at the time of final settlement. sales)): 16.9%

©Komehyo Holdings Co .,Ltd. 23



Breakdown of domestic duty-free sales

Due to the effect of the opening of KOMEHYO SHIBUYA, the proportion of customers from the United States increased.
They are younger than the domestic customer base, with the volume zone being customers in their 30s to 40s.

Composition ratio by country/region

Others
23.8%

Thailand Domestic duty-

free sales

(o]
3.2% (FY2025-3Q)

Philippines
8.2%

America

14.0%

*Aggregated by issuing country/region from passports

Percentage of purchasers by age group

(FY2025 3Q)
30.9%
28.5%
19.0%
12.1%
9.1%
0.4% 0.0%
10s 20s 30s 40s 50s 60s uncertain

©Komehyo Holdings Co .,Ltd. 24
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Purchase from individual customers (Group total)

Both the number of customers and the purchase amount per customer remained strong and reached a record high,

reflecting the continued opening of purchase centers and growth at existing stores.

118.3% YoY in 3 months of 3rd quarter

Individual purchase amount
(Millions of yen)

11,740
11,052 40,552 10,268

1Q 2Q 3Q 4Q
FY2023

Balanced pricing in
response to market
fluctuations

Increase in purchases
of gold and bullion

17,666

15,4
5465 14,549

13,519

1Q 2Q 3Q 4Q
FY2024

* The individual purchase amount is the amount purchased from an individual customer through the following route.

+ Purchasing at stores - Purchasing at visited sites  + Purchasing at events

+ Purchasing using home delivery services

Increase in purchases
of gold and bullion

Balanced pricing

20,898

18,017 18,034

1Q 2Q 3Q
FY2025

©Komehyo Holdings Co .,Ltd. 25
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Changes in selling, general and administrative expenses

Due to new store openings and the resultant stepped-up efforts for the recruiting and training of human resources, general and
administrative expenses, such as ground rent, and personnel expenses, such as salaries and allowances, increased. On top that,
selling expenses climbed due to growth in sales. Despite that, the ratio of SG&A expenses to net sales declined.

20,603 (Millions of yen )

(YoY128.9%)
Selling
4,797
15,986 (YoY138.6%) expenses
12,576 3,461 can
7,330
S (YoY127.8%) expenses
5,735
4,509
m Personnel
n
expenses
FY2023-3Q FY2024-3Q FY2025-3Q
20.1% 19.0% tBan, S8 swersesto

Selling expenses

* Advertising expenses when opening new
stores, sales commissions due to increased
sales, etc. increased.

G&A expenses
* Increase in ground rent and software
depreciation expenses associated with store
openings
Personnel expenses

* Increase in salaries and allowances, welfare
expenses, etc. due to an increase in the number
of hires

©Komehyo Holdings Co .,Ltd. 26



Balance sheet overview

Cash and deposits, non-current assets and interest-bearing liabilities increased significantly due partly to conversion of RK
Enterprise Co., Ltd. and two other companies into group companies. Inventories, which are the source of sales growth and are

directly linked to growth, increased favorably.

March 2024 December 2024 Change

(Millions of yen)

* In the reuse business, the quality and quantity of
inventory, which is the source of sales, is important

* Large and fresh inventory is a competitive advantage.

Current assets 49,926 72,402 22,475
Cash and deposits 15,208 18,813 3,604
Inventories 24,353 39,253 14,900
Other current assets 10,364 14,335 3,970

Non-current assets 14,112 18,977 4,864

Assets 64,039 91,379 27,340

Liabilities 35,269 59,825 24,555
erest bearing 27,733 51,864 24,130
Other liabilities 7,535 7,960 425

Net assets 28,770 31,554 2,784

s and 64,039 91,379 27,340

Inventories
Inventory assets, which are the source of sales,

increased due to strong individual purchases
and strengthened corporate purchasing

Interest-bearing liabilities

Both short-term borrowings and long-term

borrowings increased due to higher inventories.

Net assets

Increase in retained earnings, etc.

*The three companies that were converted to group companies in the third quarter under review, namely, RK Enterprise Co., Ltd, Rodeo Drive Japan Co., Ltd. and Rs-JAPAN Co., Ltd., have been

reflected in the consolidated balance sheets, starting from the accounting period under review. They will be reflected in income statements in the fourth quarter and thereafter.

©Komehyo Holdings Co .,Ltd. 27



Inventory Turnover

While keeping in mind turnover rates, we worked to leverage ample inventories secured through individual purchases and
corporate purchases for retail and corporate sales. The effort contributed to further increasing gross profit. The cross-ratio rose
significantly as a result of increased inventory liquidity.

Inventories
(Millions of yen )

19,893

FY2023-3Q
106.5days

*1 Inventories/Net sales

29,279

FY2024-3Q
114.0days

Inventory turnover period*1

38,327

FY2025-3Q
91.7days

Gross profit
margin

inventory
turnover*2

Cross-Ratio
*3

Inventory
write-down

FY2023-3Q

25.3%

3.4turn over

86.0%

*2 An indicator that is emphasized within the group, calculated as gross profit margin x inventory turnover rate

*3 The figures have not been audited by an auditing firm, and there may be differences from the figures at the time of final settlement.

FY2024-3Q

24.6%

3.2turn over

18.71%

FY2025-3Q

22.4%

4.0turn over

89.6%

97 Millions of yen

©Komehyo Holdings Co .,Ltd. 28
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4. Segment overview for the Third Quarter
of the Fiscal Year Ending March 31, 2025



Summary by segment for the third quarter of the fiscal year ending March 31, 2025

Brand Fashion business (BF) Tire and wheel business (TW)

Individual purchase

amount Net sales Operating profit Net Sales Operating profit

56,849 107,120 4,579 4,661 386
millions of yen millions of yen millions of yen millions of yen millions of yen
YoY 122.0% YoY 133.7% YoY 98.0% YoY 116.8% Yoy 143.8%

I Sales composition ratio I BF business performance trends compared to the [| Progress of store openings specializing in
same period in the last three years purchasing

Real estate - Net Sales(BF) m Operating profit progress rate P

leasing \ (BF) (millions of yen) 76 7% ™ store opening

target 2

O KOMEHYO 30stores
80,115
wonon [NKENI 17w
i TOKYO

107,120

°
progress rate

76.5%

millions of yen
(FY2025 3Q)

FY23-3Q FY24-3Q FY25-3Q

*1 There is a difference from monthly sales due to the effects of currency translation, etc.

*2 By the end of March 2027, KOMEHYO plans to open 90 stores specializing in purchasing, and BRAND OFF plans to open 50 stores specializing in purchasing. ©Komehyo Holdings Co .,Ltd. 30



Overview by segment

In the Brand Fashion business, individual purchases and retail/corporate sales were strong.
In the Tire and Wheel business, sales of winter and summer tires remained strong. The profit margin increased due to an increase

in sales of used products.

FY2025

R, FY2025 1Q YoY FY2025 2Q YoY FY2025 3Q YoY 9months YoY
Net sales 32,377 134.5% 34,852 130.4% 39,890  136.1% 107,120 133.7%
g m .
g Operating 2,106 125.1% 855 59.3% 1,616 104.6% 4,579 98.0%
Sa profit
Operaine 6.5% A1.0pt 25%  /\2.9pt 41%  A1.2pt 43%  /\1.5pt
= Netsales 1,111 110.1% 1,083 116.3% 2,467  120.3% 4,661 116.8%
m -
e T A3 : 33 - 356  129.6% 386 143.8%
8 Operati
2 harEin - - 3.1% - 14.5% 1.1pt 8.3% 1.6pt
o Netsales 82 115.0% 93 130.1% 92  128.8% 267 124.6%
- D
o 9 .
g P 27 125.9% 30 144.3% 29 138.5% 87 136.2%
Q o
ot .
ngrfgti':g 33.2% 2.9pt 33.2% 3.2pt 32.2% 2.2pt 32.9% 2.8pt

©Komehyo Holdings Co .,Ltd. 31



Stores | 288 stores in total for the Group (as of December 2024)

During the first nine months under review, we opened 47 stores (13 stores during the third quarter), mainly
purchase centers, on a Group-wide basis.

Brand Fashion

© KOMEHYO BRAND OFF  RodeoDrive  Shellmon W{RM W SELBY. % U-ICHIBAN
flagship store 6 3 1 1
Sales Stores 2 (1) 6 2 (-1)
SR 20 4 (1) 4 2 10 g
Pllomeoe 149 (8) 10 3
purchasing center 37 (1)
Overseas 7 (1) 18 (1) 1

4% i 'wn n
ML‘MH M“

|

. T
' IJ’ \] ‘-1 | 2 = ™ -
KOMEHYO BRAND OFF Rodeo Drive Shellman SELBY Craft

Nagoya main store KANAZAWA store Yokohama Kannai store GINZA store WORM OSAKA OKACHIMACHI store NAKAGAWA store

* The figure in parentheses () represents the increase during the third quarter.

©Komehyo Holdings Co .,Ltd. 32



© KOMEHYO | Purchasing and sales status by route *

H O L D I N G S

Domestic retail gold prices remain high in terms of the composition of products purchased by individuals. As a result, jewelry and precious

metals account for about 40%.

The composition ratio of corporate purchases, which was strengthened to seize sales opportunities from customers in Japan and overseas,

increased 6 points year on year.

Purchase

Y £7

Purchase from individual custome
YoY A6pt

Stores/Home delivery Purchasing/Purchasing at

events/Purchasing at visited sites
Y @ &
BAG FASHION

43% 24% 25% T%

(+4pt) (A2pt) (Adpt) (+1pt)

Composition
ratio*2

YoY

Corporate purchasing

Purchase from reuse businesses
(used and new items)

33

YoY +6pt

Supplementing individual purchases
mainly to maintain store appeal

*1 Third quarter cumulative total for fiscal year ending March 2025

Product center

The product center collects products
purchased from all over the country.
Authenticity checks are performed
by experienced appraisers and
maintenance is carried out as
necessary.

Supply products to optimal sales
destinations while controlling
inventory risk

*2 Composition ratio of each product to individual purchase amount

Sale

41

YoY+0pt

- Store
+ WEB (Own EC site , EC mall , Live commerce)

Corporate sales

59

YoY = 0pt

Sales to reuse businesses

+ Auction (in-house, other companies)
° Events, wholesale (domestic/overseas)
* Live commerce

We sell products that are suitable for
corporations (antiques, unsuitable for
retail, etc.), and products that have high
inventory or high risk. It also helps
revitalize your own auctions.

©Komehyo Holdings Co .,Ltd. 33
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© KOMEHYO | Status of sales reinforcement

[Japan] We tried new store operation formats, experimenting with a range of factors including their sizes, location, and the items they offer.

[Overseas] In ASEAN, we continued to open new stores while simultaneously strengthening marketing at existing stores with an emphasis on
efficiency. Corporate transactions (purchases and sales) remained bullish in North America. Efforts were made to improve the structure in
preparation for the development of business for individual customers while also gaining insight into market characteristics.

| Japan | Overseas

KOMEHYO VINTAGE TOKYO KOMEHYO Plaza Singapura store Exhibitions held in North America

* We opened KOMEHYO'’s first store specializing in the sale of vintage items +  We opened the second sales store in Singapore in November 2024. With respect to
(approx. 167 square meters) in Omotesando, Tokyo in November 2024. It existing stores in ASEAN (Thailand, Singapore and Malaysia), we will build business
selects used products manufactured more than 20 years ago as vintage foundations and strengthen marketing while also emphasizing investment efficiency.

» Since the establishment of a company in North America, corporate sales, which are
conducted through corporate transactions, as well as exhibitions featuring domestic
inventories exported, have been strong. We will proceed with the development of new
markets while simultaneously continuing to improve the corporate structure with an
eye toward commencing individual purchases in the next fiscal year or thereafter.

items and sells them after providing them with added value. We will aim to
improve profitability by strengthening retail sales.

* The store made a good start due to increased popularity particularly among
foreign tourists visiting Japan, reflecting the rarity of vintage items and the
good quality of products "used in Japan.”

©Komehyo Holdings Co .,Ltd. 34
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© KOMEHYO | E-commerce-induced sales rate

Due to an increase in the number of customers and the unit price per person, EC sales increased by 102.4% compared to the same
period of the previous year in the 3 months of the second quarter. Due to an increase in the sales ratio of foreign visitors to Japan
at retail stores, the EC involvement rate*1 remains at over 30%

Due to the effects of the measures, sales at EC malls
are strong. In particular, eBay grew significantly by
147% compared to the same period last year.

3,621 3,603 3,552

EC induced sales
3,068 (Millions of yen) *2

Emall Back Orders =KOI\/IEHYOwebsite 3,448
3,064 .

2512 2,586 2,619 2,640 .
2,197 . . . .

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
E-commerce-
induced sales ‘ 43.6% 44.6% 38.0% 38.6% 38.0% 37.9% 36.2% 36.9% 30.8% 35.0% 32.0%
t

*1 EC-related sales/retail sales
*2 Sales that are the sum of sales from the company‘s own e-commerce site and e-commerce mall, and sales from customers purchasing products at stores via the company’s e-commerce site. Integration

with offline is essential for digital marketing strategies that leverage our strengths ©Komehyo Holdings Co .,Ltd. 35
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BRAND OFF Irr_lproving PI"Ofltablllty starting

TOKYO with Franchised Purchase Centers

Increase purchase volume by opening more franchised purchase centers and strengthen the flow of items to be sold on the company-
operated Japan Brand Auction (JBA). Increase JBA's GMV (trading volume) and improve profitability with auction fees.

|l Business model

| sotier BRAND OrF
TOKYO

reuse
business

Our company Sale

General 5 Japa P
. roduct
sell specialty store rQrQ 0o —" price/auction fee
reuse
Directly managed ’ An attractive platform with abundant I|st.|ngs business
L 5 store and support both face-to-face and online
\ J > General
Sale customers

| First store in Hokkaido area L J

Opening the first BRAND OFF Hokkaido store on November 8, 2024 Expanding the
domestic store network by opening stores in areas where directly managed stores are
not economically viable

BRAND OFF Franchise Business Future Initiatives

+ Strengthening sales to a major corporation that can operate multiple FC stores in the future
» After opening a store, while emphasizing sustainable growth, we will strengthen support to increase the
purchase price per store.

Brand purchase speclalty store BRAND OFF Clalre Hakodate Hitomi store (FC store)

©Komehyo Holdings Co .,Ltd. 36



KOMEHYDO
H O G S

L D I N

BRAND OFF | Status of retail sector

TOKYO
Tax-free sales, mainly at BRAND OFF Ginza Main Store, increased significantly by 155% year-on-year in the first
three months of the third quarter. We actively opened new stores with purchasing facilities and strengthened e -
commerce, creating points of contact with new customers. Continue to strengthen

| Store opening status

BRAND OFF Hang Hau East Point City store
(Hong Kong)

| Strengthen EC

Inventory Inventory
cooperation cooperatiop
BRAND OFF
TOKYQ

Strengthening EC contributes to improving
brand power

BRAND OFF inventory to EC “RECLO” *1 and “MIKE MUSEUM” *2
alignment. As the number of product listings increased
significantly by 1.6 times, EC sales for the third quarter three
months increased by 132% compared to the same period last year.
The increase in the number of products listed has also led to the
effect of attracting customers to stores.

Opened a purchasing stores in Hong Kong (13th store in Hong Kong).
There is room to open stores, and we will continue to actively expand.

*1 An EC site that buys and sells used brand products
*2 An EC site that sells new apparel, shoes, shoe care products, and accessories purchased domestically and overseas ©Komehyo Holdings Co .,Ltd. 37
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JBA KX:i.| Corporate auction GMV (volume) growth

Japan Brand Auction

The number of member companies and the number of listings have increased due to an increase in the need for sales between
corporations due to market fluctuations. Total GMV of the two companies was 132.2% compared to the same period of the previous
year in the 3 months of the third quarter, a record high

GMV volume
16,892  (Million of yen)

JBA

Japan Brand Auction

14,755 14,967
13,785

11,851 11,950
10,255 9,854 10,346 10,334

THTR. VVEVE,

KOMEHYO
A—=riia
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q
Number of
3,280 3,409 3573 3,659 3,864 4,060 4,332 4,522 4757 | 4994 | 5149 registered
members
FY2023 FY2024 FY2025

* The trading volume of RK Auction and Rs-Auction is scheduled to be recorded from the 4th quarter.
©Komehyo Holdings Co .,Ltd. 38



KOMEHYDO

H O L D I N G S

@D WK <======> | Overview of tire and wheel business

Sales of new winter and summer tires, as well as sales of our own manufactured wheels both domestically and overseas, were favorable.
In addition to favorable sales from individuals, the sales ratio of winter tires increased more than expected due to sufficient inventory
and an increase in used sales, which contributed to improved profitability.

L VITH EEARTY o

- dixilEngineering

Purchasing used

Purchasing and
selling new
products

items

Planning and
development

Sale of used items

Purchasing used

items
P . A P
u * Due to strengthened sales promotion activities, u . As aluminum prices rise. so do inter-
- purchase amounts from individuals increased 128% r u um p X "
. . . . @ compared to the same period last year, showing c company transacm_m prices. Purchase
. Salfzs of the hlf';hly profitable Bradley Series and Air/G h favorable trends. h costs rise and profit margins fall.
Series wheels increased a « Trade-in high-quality genuine tires and wheels when &
. . S
- We are focusing on developing wheels that fit models : installing on a new car e
with high demand. In particular, sales of products for
the high-priced new Land Cruiser 250 are strong. + Due to successful inventory management and . E-commerce sales were strong, with new sales
« In order to increase the proportion of overseas sales, promotions that gaptured seasonal demand, winter tire s up 33% and used sales up 14% compared to the
we have expanded the sizes of the Bradley series. S sale;iwere up 11% year-on-year, helping to secure a same period last year.
L . . a protit margins. »  Profit margins improved by reviewing EC sales
«  Our sales partners are 14 distributors in 12 countries | «  We purchased large quantities of summer tires, L promotiongmeasu':es y 9
in ASEAN, Europe, and the US, and are expanding e focusing on sizes with high demand. In parallel with +  The efficiency of "SASAGE" at the product
steadily. winter products, we strengthened sales promotions by center has led to an increase in the number of
holding events, etc., and the number of units sold second-hand goods listed on the EC mall

increased 119% year-on-year, driving sales.

©Komehyo Holdings Co .,Ltd. 39
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5. Initiatives to achieve the medium-term management plan

©Komehyo Holdings Co .,Ltd. 40



Outlook for the reuse market

The domestic reuse market is steadily expanding, with an average annual growth rate of 4.2% expected from 2025

onwards.

I Domestic reuse market size *

40 000
(billion of yen) 31,227 32,500
1 I I I I
J ////
2012 2020 2021 2022 2023 2025 2030
(prediction) prediction

**Reuse Market Data Book 2024” Reform Sangyo Shimbun, published in October 2024

As long as there is primary distribution,
resources for the reuse market will expand.

We expect to reuse items multiple times due
to the Japanese people's characteristic of
““taking care of things."

Rising prices and inbound demand are
tailwinds.

The number of new companies entering the
industry is increasing, and industry
reorganization is progressing.

©Komehyo Holdings Co .,Ltd. 41
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Continuing to open new stores aggressively

Amid intensifying competition in store openings, steady progress is being made in the opening of purchase centers at both
KOMEHYO and BRAND OFF. Going forward, we will continue to open stores in Japan and overseas by adopting new concepts
in terms of size and format with an eye toward strengthening individual purchases and retail trade.

FA BRAND OFF
€ KOMEHYO AND ¢
We plan to open KOMEHYO OSAKA SHINSAIBASHI (tentative name) Scheduled to open in early April 2025.
] ) ’ Sales and "BRAND OFF GINZA ANNEX" (Chuo-ku,
the seventh flagship store, in Japan. purchase store  Tokyo)
+ Scheduled to open in June 2025. A store annexed with purchase facilities that handles more Second store in ggi?fg grlm:l.:Jathuaryh21.,F2.02t5.
than 4,000 items with a focus on bags and accessories. Shanghai anghat Firs
Department Store

* Target customers are young people around the world and people highly conscious of fashion.
*  We will offer the appeal of reusing by leveraging the trust engendered by "Checked by
KOMEHYO," with a view toward expanding our customer base.

KOMEHYO OSAKA SHINSAIBASH]I(tentative name)

Location 1-3F, 2-1-23 Shinsaibashi-suji,
Chuo-ku, Osaka-shi, Osaka
Contracted approximately 747m
Area
Service Sale, Purchase
Main items Brand bags, Clothing, Jewelry - BRAND OFF Shanghai First Department Store
Handled accessories, Watches, etc.

©Komehyo Holdings Co .,Ltd. 42



Promoting growth in three areas to achieve the mid-term management plan

Investments such as M&A, partnerships with primary distributors, and joint ventures will lead to the expansion of
the company's growth areas in the expanding brand reuse market.

In March, we established a joint venture with JFR, "JFR & I |mage of expansion of brand fashion business area
KOMEHYO PARTNERS," and plan to open 23 stores over the next

three years from July. By utilizing the strengths of both our
company and new entrants, we will strengthen our purchasing
and increase our profitability.

JFR & KOMEHYO PARTNERS Rakuten Rakuma ®Business that contribute to

market growth

( From the medium-term management plan “Beyond the 80th year milestone” )

With the addition of RK Enterprise’'s "RK Auction” and Rs-
JAPAN's "Rs-Auction" to the group, the auction GMV has become
one of the largest in Japan. This will lead to improved
profitability, such as strengthening corporate sales by expanding @Business that cooperation with users
the options for listings and reducing sales commissions. contribute to distribution and business

operators in the reuse
@ RK AUCTION & Rs-Auetion Increasing GMV with market provided and

businesses linked made by using our own
. \ . @DTrading business with core businesses, assets, which lead to
The expansion of the group's scale not only contributes to sales

Businesses based on
support for or

and profit growth through the expansion of area and increased Achieving growth by such as 0|.)erat|on of the expansion of the
purchasing and sales volume, but also to strengthening expanding networks BtoB auctions reuse market of brand
competitiveness through inventory coordination and resource P g goods

with customers, such as

sharing within the group. Securing high-quality inventory and : :
maintaining liquidity are essential elements for expanding sales purchasing and selling
and improving profits both domestically and overseas. goods in Japan and

Rodeo Drive RECLO other countries

©Komehyo Holdings Co .,Ltd. 43
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6. Appendix

©Komehyo Holdings Co .,Ltd. 44



KOMEHYDO

H O L D I N G S

Appendix
1. Company Profile P.46
2. Global expansion p.55
3. Initiatives of each brand P.58

in the fiscal year ending March 2025
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Corporate Profile

Company name Komehyo Holdings Co., Ltd.

Established May 1979 *Transition to holding company system in October 2020

Head Office 3-25-31 Osu, Naka-ku, Nagoya
Representative President, Representative Director: Takuji Ishihara

Capital 1,803 million yen
No. of employees Consolidated: 1,886 Non-consolidated: 37 (As of December 2024)
Business activities Groupwide corporate planning, management and marketing, and real estate business
Fiscal year-end March
Stock Tokyo and Nagoya Stock Exchanges (Securities code: 2780; Unit: 100 shares)

©Komehyo Holdings Co .,Ltd. 46
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Business list

We operate three businesses: Brand Fashion, Tire and Wheel, and real estate leasing. We support "Relay Use," the handing down of
goods from person to person and their effective utilization, both in Japan and other countries.

Consolidated sales for the fiscal 1 1 9 459 1 o
year ending March 2024 y millions of yen

Sales ratio Business content Overseas sales ratio

n Purchasing used goods from Domestic ‘ Overseas*'
@ Brand individuals and businesses that 90 20/ 9 8°/
N F hi 95 5(y handle used goods Offering a wide aay e
_|_§ asnion u o range of products from popular 119,459
1= (BF) used products to regular new Millions of yen
products - individual
— Corporation

S accessories
(TW) Corporate Retail

sales*?
77777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777777 o 48.4v,
>16% 119,459

Real eState 0 30 Leasing and management of stores, ~  Corporation Millions of yen
leasing 9%

leasing of stores within the Group

e Tlre and Purchasing and selling tires,
Red Wheel 4 ; 20/0 aluminum wheels, and automotive Retail ratio

*1 "Overseas" does not include domestic duty-free sales, etc. *2 Including auction fee
©Komehyo Holdings Co .,Ltd. 47
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comporate Profie Transition of the reuse business and our history
Since founding in 1947 as Komehyo Shoten, a used kimono store, we have consistently engaged in the reuse
business while simultaneously moving forward with alliances and M&A. As a result, we have become a holding
company under which 21 group companies* currently operate. Changes In valuss dus 1 the COVID-13
Expansion of the reuse market following I::;etisfising?r:dgzludrcpi:-?::ss Growth i: th: ntuhmber Oflus.er:. of it‘:Tls for
the bursting of the bubble economy. after the Global Financial reuse que om:rlfeotp:p::_za fon ot fea
Crisis in 2008.
1947 1979 1987 1992 1996 2000 2003 2004 2012 2018 2020 2022 2024
Established 3 Expanding Expanding to : Listed on the 2nd Transition to a holding
KOMEHYO ! to Tokyo Kansai . sections of the Tokyo company structure
Co,Ltd. | i Started online |  Stock Exchange and  First overseas i
sales ' Nagoya Stock Exchange | ' company in Beijing, |75 years in
| 3 | 'China 'business
Company name | I y Launched the Tire and Wheel
‘changed to § .;Zslrl;)i;n o business (made Craft Co., Ltd.
' "Komehyo Co., § : § a group company)
Ltd." | | ‘
'Founded  Started dealing in
IR
IR

* As of the end of December 2024

777777777 Launched the Tire and Wheel business
(made Craft Co., Ltd. a group company)

©Komehyo Holdings Co .,Ltd. 48



coporate Profie HUmMan Capital Data

In the relay use business model, the roles played by people are wide-ranging (knowledge, skills, expertise, speed, connections with
customers, etc.), and promoting the development and retention of human resources leads to improvements in business performance
and corporate value.

Number of consolidated full-time employees *2 Talent retention rate *1 Sales per full-time employee **
1,405 92. .
J people %o 85mllllon of yen

Ratio of fem*ile Female employee ratio *2 Wage gap ratio*!
managers
@ 2 0 O‘V consolidated38.2% Full-time employee ; 3-9%
| o

BF business41.0% TwW businessD.7 % All workers D0.6%  part-timeffixed-term employee73.6%

g 8 2 1 2 3 2 7 0 Full-time employee6 1 - 4%
| % - (B-)

All worker566 .2 % Part-timeffixed-term employee78 . 3 %

*1 Results for the fiscal year ending March 2024 *2 As of the end of March 2024

*3 Abbreviation for Total Motivation, which quantifies the “overall motivation” that affects work performance. *4 Komehyo Co., Ltd. ©Komehyo Holdings Co .,Ltd. 49



Coporate Profie Store expansion for a fashion brand business

In the Brand Fashion business, we demonstrate our strength through the successful operation of retail stores on a large scale.
In addition, we engage in purchases through multiple channels such as stores annexed with sales, purchase centers, etc.

flagship store Purchasing Center Editorial store

We have medium- and large-sized stores We operate KOMEHYO, BRAND OFF and We operate stores annexed with purchase
annexed with purchase centers in major cities in Rodeo Drive that specialize in purchases. Setting facilities specializing in products on a category-
Japan (Shinjuku, Ginza, Shibuya, Nagoya, 100 million yen as a target of annual purchases by-category basis such as sneakers, bags,
Kanazawa and Umeda), featuring large-scale per store, KOMEHYO is accelerating store vintage items, etc. Going forward, we wil
physical stores that competitors usually don’t openings in commercial facilities with a strong continue be proactive in planning new store
have. customer base or roadside stores with high openings.

visibility.

iave WL H g

\/ _37 T I . § -~ 4 A KOMEHYO
A== | i & : |

KOMFHVUT‘
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coporate Pofle BUSiness/service introduction | © KOMEHYO BRAND OFF Rodeo Drive

The three brands, which engage in the sale and purchase of mainly second-hand brand name items, excel in the convenience of their stores,
the reliability of their appraisal and their name awareness. They seek to achieve sustained growth in the areas in which they can demonstrate
their respective strengths.

Overview

Stores in
Japan

Overseas
Store

Store
Format

Sales
Breakdown

© KOMEHYO

The core brand that the Group has been
promoting since its founding

177 stores (flagship stores are located mainly
in major cities)

5 stores in Thailand and 2 stores in Singapore
(mainly in ASEAN)

All stores are directly operated.

Jewelry >Watch >Bag > Fashion

* As of the end of December 2024

+ Converted to a group company in the fiscal
year ended March 31, 2020.

* The main brand with its customer base in
the Hokuriku area.

54 stores (headquarters in Kanazawa, Ishikawa
Prefecture)
17 stores in total in Hong Kong, Taiwan and

Shanghai (mainly in the Greater China area)

Directly-managed store and Franchise
store (Nearly 80% of domestic purchase-
specialty stores are franchises.)

Bag > Jewelry>Watch >Fashion

+ Converted to a group company in the fiscal
year ending March 31, 2025.
* The brand has its customer base in Kanto

(particularly, Yokohama)

8 stores (headquarters located in Yokohama,
Kanagawa Prefecture)

1 store in Hong Kong

All stores are directly operated.

Watch > Bag>Jewelry>Fashion

©Komehyo Holdings Co .,Ltd. 51
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KOMELYO JBA © Rk AucTION @ Rs-Auetion
rand Auction

coporateProfie BUSiness/service introduction | R )

We operate a B2B auction for reuse businesses. The inter-corporate transaction market price greatly influences
individual purchase prices and retail prices. Auction commissions %1 on transaction value (GMV) are revenue.

KOMEHYO Japan Brand RK
g—oﬂg{;{/oay AUCTION Jgag,ﬁj A(uctio)n @ RK AUCTION AUCTION & Rs-Auetion Rs-Auction
JBA

I O RK aucTION

& Rs-Axetion

Operating )

KOMEHYO Co., Ltd. K-Brand Off Co., Ltd. RK Enterprize Co., Ltd. KOMEHYO Co., Ltd.
company

Real Aucti Held i

Online only (International bidding (DReal Auctions to be Held in . .
Format . . Kanazawa, and Tokyo Online only Online only

is available.) .

Online

Products .
handled Jewelry - Watch - Bag - Apparel Jewelry - Watch - Bag * Apparel Jewelry - Watch * Bag Bag?

*1 Fee income from sellers or buyers  *2 The brand stopped dealing in jewelry and watches in January 2025.  *3 As of the end of March 2024
©Komehyo Holdings Co .,Ltd. 52
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Since 1971

Coporate Profie BUSiness/service introduction | WORM Shellmon W SELBY.

Brands specializing in particular products are constantly increasing the number of fans by tapping into core

demand.
A 7
Shellmon W SELBY.
Since 1971
SELBY ‘
B Ko WA - DEC - KLGDENVE=
WATCH & JEWELRN
. Purchase and sale of premium Consignment and sale of antique _
Overview , Purchase and sale of jewelry
sneakers watches and jewelry
Stores in Japan 2 stores 7 stores 2 stores
We also carry rare and highly sought- We also offer watches from We sell rare jewelry, primarily sourced from

after sneakers, some of which are
valued at tens of millions of yen and are
among the only pairs in existence.

independent watchmakers and unique,
original timepieces.

Sales features

* As of the end of December 2024

corporations, through our physical stores, live
commerce platforms, and e-commerce website.

©Komehyo Holdings Co .,Ltd.
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comorate Prfie BUsiness/service introduction |

In the Tire and Wheel business, we engage in the purchase and sale of tires and wheels, as well as the planning and
development of wheels.The supply chain is jointly maintained by the three group companies.

L

Planning and development
Comprehensive manufacturer of wheels

Overview )
and suspensions

Stores in Japan

We plan and develop wheels and other
products in-house.

We wholesale wheels and other products

Sales features both domestically and internationally.

We focus on raising brand awareness
through social media.

* As of the end of December 2024

LU

Purchasing and sales of new products

Purchasing used items

Buying and selling new tires and
wheels

10 stores

Our strength is the expertise of
our staff, who are skilled in
providing tailored proposals and
exceptional customer service.

JAPAN

Purchasing used items Selling used items

Buying and selling used tires and
wheels

2 stores

We sell products purchased from
individual customers or sourced from
corporations at our Craft stores.

©Komehyo Holdings Co .,Ltd. 54



Global Expansion: Business Phases by Country (Part 1)

KOMEHYO —
H o 6 s

Taking into account the situation in each country around the world, we will consider the possibility of deepening businesses to
provide further value and that of expanding businesses into a wide range of areas, taking a balanced approach on a country-by-

country basis.

Business
deepening

STEP2

¢

D
-1

Hong Kong

Thailand

STEP1

. g *
United States o *
of America

Malaysia

a

Shanghai

STEP3

Japan

v

Business exploration
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Global Expansion: Business Phases by Country (Part 2)

Based on the three-staged business phases, we will facilitate business expansion through each stage.
Global expansion will be made primarily through the deepening and expansion of businesses stage by stage.

Business Phases

STEP3

STEP2

STEP1

Additional
development

Number of stores
(sales only) and
stores (sales and
purchase
combined) *

Individual
purchase

BtoB

Purchasing and
sales

* As of the end of December 2024

H sh Si United
on . . an inga .
Japan Kong Thailand Taiwan hai g o?e States of Malaysia
9 P America
Business that
contribute to
market growth
auction
operation
65 14 5 4 1 2
Planned i
| expansion |
i Planned i
| expansion ! .
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Cormporate Profile
Global expansion| 26stores in total for the Group (as o ecember 2024)

We have expanded into 7 overseas locations with our three brands: KOMEHYO, BRAND OFF, and Rodeo Drive.

Brands

Company Name

Company
Establishment Year

Business Route

Sales
Stores

Number Stores
of annexed

with sales

stores facilities

Total

*1 The figure in parentheses (

Hong Kong

BRAND OFF Rodeo Drive

TOKYO

KOMEHYO BRAND
OFF ASIA
LIMITED*?

2024

Purchase :
Purchase from individual
customers /Corporate
purchasing
sales : Retail /Corporate
sales

13 (1)

RODEO DRIVE
JAPAN CO.LIMITED

2010

Purchase :
Purchase from individual
customers /Corporate
purchasing
sales : Retail /Corporate
sales

Taiwan

Shanghai

BRAND OFF

TOKYO

2B SR
HRAF

2009

Purchase :
Purchase from individual
customers /Corporate
purchasing
sales : Retail /Corporate
sales

4

K LA

=1 %4
NG

2017

Purchase :
Purchase from individual
customers /Corporate
purchasing
sales : Retail /Corporate
sales

1

Thailand

SAHA KOMEHYO
COMPANY LIMITED

2019

Purchase : Purchase
from individual customers
ICorporate purchasing *°

sales : Retail /Corporate
sales

5

Singapore

Malaysia

€ KOMEHYO

KOMEHYO
SINGAPORE PTE.
LTD.

2022

Purchase : Purchase
from individual customers
ICorporate purchasing *°

sales : Retail /Corporate
sales

2 (1)

2

*3 Joined the group in 2019 *4 Established by absorbing and merging consolidated subsidiaries BRAND OFF LIMITED and KOMEHYO HONG KONG LIMITED.

*5 Purchased by individual at the office

KOMEHYO
MALAYSIA
SDN.BHD.

2024

Purchase : Purchase from

individual customers

ICorporate purchasing *
sales : Corporate sales

5

0

©Komehyo Holdings Co .,Ltd. 57

United States

of America

KOMEHYO USA inc.

2024

Purchase : Purchase
from individual customers
ICorporate purchasing 8

sales : Corporate sales

0

) represents the increase during the third quarter. *2 As of July 15, 2024, KOMEHYO USA inc. has already established a subsidiary, KOMEHYO USA inc., in the United States.
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FA Initiatives for the fiscal
Initiatives of each brand 87 KOMEHYO

Continue to strengthen purchases mainly through new store openings, while bolstering retail through new store openings
and e-commerce, in Japan and other countries.

Openlng a purchase | Strengthe_;nlng existing Opening a sales store Strengthen_global
specialty store § purchasing channels expansion
. : « Alliance i - New store opening i - Expansion of area and stores
Opening 3.0 t°.40 purchase -Department store | -Nagoya main store BAG+ | -Opening of 5th store in Thailand
centers, mainly in Tokyo, _Financial institutions 3 -Nihonbashi store § -Sales start in Singapore
Nagoya, and Osaka . On-site purchase 1 -LaLa port Aichi Togo § -Start purchasing in Malaysia
- Considering opening -Strengthen cross-border EC

+ Delivery purchase
yp a large store

- Considering opening
an editorial store

| Purchase center | Sales store

KOMEHYO

Aiming to increase pUrchases by 1.5 to 2 Opening of small and medium-sized
billion yen through new store openings retail stores with purchasing facilities

Store expansion in ASEAN

©Komehyo Holdings Co .,Ltd. 58



Initiatives of each brand BRAND OFF R E C |_ O L\ i<eMUSEUM Initiatives for the fiscal

TOKY O

year ending March 2025

BRAND OFF will strengthen domestic and overseas e-commerce sales by linking inventory with RECLO and MIKE
MUSEUM. Aggressive new store openings will be continued overseas, mainly in Hong Kong and Taiwan.

. : i . Cooperation with MIKE | Strengthen global
Strengthening retail | i :
g g | Expansion of RECLO MUSEUM | expansion
- Strengthen CRM \ * Promotion of PMI w ° Strengthen sales on w . Strengthening cooperation
* Incorporate global | * Strengthen cross-border e- | domestic platforms through " between Hong Kong and
generation Z ! commerce, which is our | inventory collaboration ! Shanghai

- Strengthening in-house EC strength, through inventory

collaboration * New store openings in

Hong Kong and Taiwan

“BRAND OFF* inventory will be linked with “RECLO"
and “MIKE MUSEUM" to strengthen online contact points.

I Strengthening EC I Retail expansion in Hong Kong I Retail expansion in Taiwan
AW
2 B
Increase the number of areas through Continuing to open new stores Maintained strong performance due
inventory collaboration backed by high recognition to relocation and store openings

©Komehyo Holdings Co .,Ltd. 59
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S . . Initiatives for the fiscal
Initiatives of each brand(3] Auction/Brands aiming to be the Only One year ending March 2025

Leverage the strengths of each of the two auctions to expand the number of members and trading volume by capturing a wide
range of needs Continue to refine the appeal of the brand to continue to be supported by fans as a unique brand

Corporate auction § A brand aiming to be the Only One
ZhTR.VOEVE, i i i
1 : : . h
wuiio  JBA - W{ORM Shellmon W SELBY.
vas } Japan Brand Auction ; } Since 1971 | .
. Acquisition of members in North i Openmg a store specializing i : $trengthening online contact i ‘ Stren_gthening purChaSing i ) c.:oni‘::'l’\lljé:tlon Of CRM
America . in FC purchase : pé)ént§ | - domestically and overseas . using N
* Increase in number of listings due to;| - Continuation of real events o —C?(IRIT Li?:gvleE i+ Interaction with overseas .+ Improve the ability to

improved productivity " _ Utilization of domestic and - independent watchmakersand | attract customers to your

Increase the number of members and trading volume " international SNS ' small maisons . own EC site
through collaboration . - Core system replacement

WORM Shellman

Working to expand GMV and improve productivity Strengthening purchase and sales at stores  Differentiation with products from overseas
; independent watchmakers
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Initiatives for the fiscal

Initiatives of each brand(4] Tire and wheel business year ending March 2025

Aim for record sales of 10 billion yen by leveraging the characteristics of the three companies.

Product development and expansion Expand sales and strengthen used Product management and online
of overseas sales channels purchasing enhancement
* New product - Promotion of store opening - Strengthening used
development plan mrm e purchasing
g MPllilet‘l‘ilﬂ D 2 Prodrl)lct branding -New store opening U-ICHIBAN s: -Corporation
. Acquisition of new -Change of business format ‘ ‘ S ps=w  -Individual
q « Strengthening customer - Used goods store
overseas partners contact points through events 3 development
« Strengthening trade-in : « Strengthen online

Hiring and training human resources to promote the tire and wheel business / Strengthening the supply chain within the group
(core system/market system)

artof wiwe| [

SN

Vig! \ ; » ."\‘n

) (R
Wi s\ ) S \j( v‘

1 -4 A A" '-.‘;‘»l’(—‘ ( \.y:
e GRS 2R e

Promote products domestically and Strengthen in-store sales Actively hold events that serve as
internationally at exhibitions, etc. and trade-ins points of contact with customers

©Komehyo Holdings Co .,Ltd. 61
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Disclaimer

This document is an English translation of a document prepared in Japanese.

Statements in this document that are not historical facts; statements concerning current plans, forecasts, strategies, and opinions of KOMEHYO Co., Ltd.
are forward-looking statements subject to various risks and uncertainties.

These statements are prepared based on assumptions of the management of Komehyo Holdings Co.,Ltd. using currently available i nformation.
Actual results may differ significantly from forecasts due to a variety of factors; therefore, investors should not place undue reliance upon them.

In addition, this document is not intended to solicit investments. Investors should make investment decisions at their own discretion.

IR contact

Komehyo Holdings Co.,Ltd.
IR - PR Department
Phone : +81-52-249-5366
E-mail : ir@komehyo.co.jp

This material was created by Komehyo Holdings Co., Ltd., and all rights to the content belong to us. Please refrain from any use beyond the scope permitted by law (copying, unauthorized reproduction, etc.).
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