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I'm Ishihara, President and CEO of Komehyo Holdings Co., Ltd.
I'll now report on our results for the second quarter of the fiscal year
ending March 2026.
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Summary of financial results for the second quarter of the fiscal year ending March 31, 2026

Revenue increased but profits decreased compared to the same period last year

Net sales reached a record high, but issues remain in profitability improvement
- Net sales : Exceeded the plan on the back of strong purchases
- Gross profit : Fell short of the plan due to the lower retail ratio and higher corporate sales ratio
- SG&A expenses : Increased significantly due to continued store openings, strengthening of personnel hiring and training associated with the openings, and
increases in expenses pertaining to sales
- Operating profit : Decreased because SG&A expenses exceeded the increase in gross profit
- Ordinary profit : Decreased due to much higher-than-planned non-operating expenses such as interest expenses and foreign exchange losses

Store openings in domestic and overseas are progressing smoothly
[Domestic store openings]

Purchasing centers : Komehyo 3 stores
Purchase and sales stores : KOMEHYO YOKOHAMA / BRAND OFF Shinjuku store

[Overseas store openings]
Purchasing centers : 2 stores (Thailand, Malaysia), Sales stores : 1 store (Thailand)

Aggressive investments were made to reinforce the foundations for sustainable growth

- On August 1, 2025, first overseas purchasing center was opened in Malaysia, and on August 27 of the same year, first purchasing center was opened in
Thailand.

- On September 12, 2025, KOMEHYO YOKOHAMA was opened. Accelerating retail expansion with the opening of our second flagship store this year.

- JFR & KOMEHYO PARTNERS, a joint venture with J. Front Retailing (shareholding ratio: 49%), opened four new purchasing centers by September, 2025.

We steadily expanded market share both domestically and internationally
In the fiscal year ending March 31, 2026, we will aim to achieve our plan by improving profitability while responding to
the external environment and market fluctuations.
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First of all, I'd like to provide an overview of today’s financial results.

First, for the second quarter of the fiscal year ending March 31, 2026,
revenue increased but profit decreased compared to the same period
last year.

While net sales exceeded expectations due to strong purchases,
issues remain regarding improving profitability.

I will explain the details later.

Second, we are making steady progress with store openings both
domestically and overseas.

Third, we strive to secure profits and lay the foundation for
sustainable growth by investing in retail stores and buyback specialty
stores.

This fiscal year, while responding to the external environment,

we will continue to actively open new stores both domestically and
overseas,

and will prioritize improving our profit structure, aiming to increase
both revenue and profits.
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Here are the main topics.
I'll be talking about today.



1. Our Business Model and Medium-term
Management Plan

First, let me talk about our business model and medium-term
management plan.
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From reuse to relay use We will inherit that "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.

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

=\,
e e A

LW v == co-creating value with them. We value the thoughts of the people who create things and the thoughts of those who connect
.% .’F‘.t’o things ““for someone else,"” and make the next person who uses them smile, happy, and enriched. The entire group will work to

effective use (use).” Our group does not simply provide products but instead plays a role in proposing value to customers and

= create a society where such thoughts and efforts are commonplace.

@ https://komehyohds.com/mission_vision_value/
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First, I would like to talk about our group’s Mission, Vision, and Values.

Our group’s mission is to "respect those who create, express gratitude
to those who connect,

and inspire those who use our products, thereby building empathy for
a recycling-oriented society.”

Our vision is to transform relay reuse from an "idea” to a "culture.”
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Company Highlights (consolidated) (As of March 2025)

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

| Founding M Netsales |
Al 1947 158,99 e 78,83 o

( Growth achieved in four consecutive terms )

Number of employees Talent retention rate
>y QA A
éé 1 ,895people 93.4%

Breakdown : appraisers in the brand fashion business 9 people

o Number of overseas * Number of operating
Number of stores in Japan Market share Somonles

Brands and

; stores stores 1 9 )
companies

Breakdown: 10 sales stores, 209 purchase centers, ( Sleounties realons ) N O a 1
and 54 stores annexed with purchase facilities 9

: “ Reuse Market Data Book 2025” Reform Industry Newspaper, October 2025
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On this page, we have listed the indicators as of the end of the
previous fiscal year to help you get an idea of our Group.
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Position of the Medium-term Management Plan
We aim to achieve sales of 260 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
[Beyond the 80th year milestone | billion yen

80th anniversary
260

Achieved record profit for 3 consecutive years billion yen
* Overseas sales ratio: 30%

KOMEHYO Shinjuku store (at the time) ) 1 00
opened in 2005 and contributed to growth billion yen
* Number of group stores:
420 stores
First time in Tokyo. Proposed 30
"RelayUse" in the previous year billionyen .
» Overseas sales ratio: 15%
10
billionyen
1996 2007 2024 2028 future
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The medium-term management plan announced on May 14, 2025 is
shown below.

The final year of this medium-term management plan is set for the
fiscal year ending March 2028, which marks our 80th anniversary.
We aim to achieve sales of 260 billion yen, an overseas sales ratio of
15%, and a group store network of 420 stores.
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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 Advancing
3 management with an
Increasing domestic and overseas market shares through awareness of capital
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"’w“‘ztx’“s """"" >
(2) Business that contributes to distribution i .
) ) strategies
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, (3) Business that contributes to marketgrowth T Achieving ROE and
ROIC exceeding capital
Tire Wheel Stable increase in sales and profit cost
business Growth achieved by | ) ?ﬁﬂ
rowth achieved by leveraging : . : o
(W) the power of the Group i  Area strategies §® ﬁ F /o
2 Deepening sustainable management i %
Contribution to a carbon-neutral society .
0.0
Aggressive investment in human resources @
Strengthening governance
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The three basic principles of our medium-term management plan are:

-Achieving business growth
-Deepening sustainability management
-Advancing management with an awareness of capital.
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Concept for business growth (BF business)

Based on market trends and competitive advantages, we will set key investment items, supporting management platforms, and
tactical options. For the mainstay Brand Fashion business, we aim to expand sales and GMV globally by defining three businesses:
@ trading business, @ business that contributes to distribution, and 3 business that contributes to market growth.

Important investment I Expansion of the Brand Fashion business domain (for illustration purposes only)

+ Human resource recruitment
and development
- Stores
- IT (reuse technologies) Businesses based on
- Marketing support for or cooperation
- Sustainability (2Business that contribute to with users and business
distribution operators in the reuse

(3Business that contribute to
market growth

_ market provided and made
Supporting mé"agemem Increasing GMV with by using our own assets,
foundations . - o
> businesses linked with core which lead to the expansion
« Organizational DTrading business businesses, such as of the reuse market of brand
operation of B2B auctions d
development JOOoCS

Achieving growth by

* HR development expanding networks with + Auction market

* New entry

customers, such as purchasing « C2C market '
Tactics options and selling goods in Japan and * New services etc.
other countries
« M&A
« Purchase market
« Capital / Business il whol |
alliances « Retail wholesale markets
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By defining key investment targets, supporting management
platforms, and tactical options,

we aim to expand sales and GMV globally and improve corporate value
through three main business areas for our core brand and fashion
business:

(Dsales and purchases,
@distribution involvement,
®@market growth involvement.
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Operating the Medium-term Management Plan Based on Competitive Advantages

Since its founding, the Group has been consistently engaged in reuse and has established competitive advantages based on its human
resources, channels, and market share. The Medium-term Management Plan will be based on the business environment and competitive
advantages, and we will pursue constant growth.

human resources i Annual GMV Share
Securing and developing salespeople by With well-developed channel, we are increasing We also demonstrate high competitiveness
capitalizing on high retention rate ! the number of items handled by expanding sales | globally, based on the trust and confidence
Capable of providing high value-added i and purchases. We also implement CRM, SCM, | of being the No. 1* company in brand
services ! and marketing activities based on data. !

goods for reuse.

5
o, = -
. o o

abejueape
aAnnadwoo

\ / - Increase in number of professional
personnel, including appraisers

= i |
< tr:isicnuswghegznasir(r)]notr;?t‘gz::sg:ir:razs“icr)indof Pursuing the best possible services by ! Increasing market shares by deepening

§ grofessionals T o? hi ghl P leveraging a wealth of data and loyalty with overwhelming brand power and

@ P L ) 9 any technologies I through multi-brand strategy

5 specialized appraisers and salespeople 3

= &\ /% - Improved retention rate - Expanded purchasing - Expansion of overseas business
'g - Auction growth - Growth of each brand

H

B

H

LBl ue|d JuswaBeuew wial-wWNIP3W 3Y3 4O,

"Reuse Market Data Book 2025" Reform Industry Newspaper, October 2025
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We believe that our Group’s competitive advantages lie in our human
resources, annual product distribution volume, and our share in the
brand reuse market.

Our medium-term management plan takes into account the business
environment and these competitive advantages,
and aims to achieve business growth and improve corporate value.
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Quantitative targets of the medium-term management plan (FY2025 to FY2028)

For the fiscal year ending March 2026, the company aims to achieve business growth through increased profits compared to net income
attributable to parent company shareholders excluding gains on Gain on bargain purchase in the fiscal year ending March 2025. In the final
fiscal year ending March 2028, the company aims to achieve sales of 260 billion yen and operating profit of 13 billion yen.

Medium-term management plan >

FY2024 FY2025 FY2026 FY2027
(Millions of yen) (results) (results) (forecast) *1 (forecast) *2 (forefaosf)s'z
Net Sales 119,459 158,994 201,600 230,000 260,000
Operating income 7,452 6,176 7,470 10,300 13,000
Operating margin 6.2% 3.9% 3.7% 4.5% 5.0%
Ordinary profit 7,479 6,046 6,740
Net income attributable
to owners of parent 5’025 4’777 3’980
ROE 19.2% 15.6% More than 12% More than 15%
?aatri)(i)tal adequacy 44.4% 37.0% Approximate 35% Approximate 35%
EPS (yen) 458.7 435.9 362.9
Dividend payout 19.2% 23.9% 29.2% About 20%
*1 Earnings forecast revised on November 7, 2025 However, if revisions are found to be necessary after a careful examination of changes in the business environment, etc., the Company will promptly
announce them.*2 Revision planned for May 2026 ©Komehyo Holdings Co .,Ltd. 11

Our numerical targets through the fiscal year ending March 2028 are
as shown below.

We revised our full-year plan for this fiscal year in early November.
We will provide more details later.
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Dividend forecast

The annual dividend forecast is set to be 106 yen, an increase of 2 yen from the previous fiscal year. We will continue to focus on

maintaining stable dividends and increasing dividends based on increased revenue and profits.
Medium-term Management
Plan

ratio(%)

(yen)
161
m interim dividend(yen) m Year-end dividend(yen)
141
(forecast)
L2 < 17— :
104 106 7777777
101 ]
81
Sﬁ'lve for stable
61 dividend
increases
41
32
26
FY2010 FY2014 FY2019  FY2020  FY2021  FY2022  FY2023  FY2024  FY2025  FY2026  FY2027  FY2028
Dividend
payout 248 | ... | 1865 | .. | 347 | 250 { — | 155 | 177 | 19.2 | 239 | 29.2 |
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Regarding dividend forecasts:

There will be no revisions to our dividend forecasts in conjunction
with this revision to our earnings forecasts.

For the fiscal year ending March 31, 2026, we plan to pay an interim
dividend of 53 yen and a year-end dividend of 53 yen,

an increase of 2 yen, for a total annual dividend of 106 yen.

With a dividend payout ratio of 20%, we will strive to continue
maintaining stable dividends and increasing dividends based on
increased revenue and profits.



Next, I will explain the revision of earnings and second half outlook.



Revised of full-year earnings forecast for the fiscal year ending March 2026
On November 7, 2025, the Company disclosed revisions to consolidated financial results forecasts for the first six months.

Regarding the full-year forecast, the forecast for the second half is kept unchanged at present, reflecting the uncertainty of
future economic conditions and market trends.
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However, if revisions are found to be necessary after a careful examination of changes in the business environment, etc., the
Company will promptly announce them.

(Millions of yen)

Consolidated net

Consolidated

Consolidated

Profit attributable to

Consolidated
earnings per

sales operating profit ordinary profit owners of parent share(yen)
Forecasts
released previously 200,000 8,000 (4.0%) 7,400 (3.7%) 4,600 (2.3%) 419.74
0, 0, 0,
FY2026 201,600 7,470 (3.7%) 6,730 (3.3%) 3,980 (2.0%) 362.95
Change 1,600 530 670 620 -
Rate of change 0.8% \6.6% A9.1% A13.5% -
(Milli Consolidated net Consolidated Consolidated ordinary  Profit attributable to
illions of yen) "
sales operating profit profit owners of parent
2025.3-2H 89,547 3,049 (3.4%) 2,976 (3.3%) 2,815 (3.1%)
Second half 105,953 5,710 (5.4%) 5,394 (5.1%) 3,302 (3.1%)
only Change 16,406 2,660 2,417 486
YoY 18.3% 87.2% 81.2% 17.3%

*This is a revision to the earnings forecast announced on May 14, 2025. For details, please refer to the "Notice Regarding Revision of Earnings Forecast" announced on November 7, 2025
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We recently revised our full-year performance targets for the fiscal year ending

March 2026.

For the first half of the fiscal year ending March 2026,we were unable to achieve our
initial plans for each profit level due to factors such as a decrease in the retail sales
ratio and an increase in the sales composition ratio of merchandise and products
with low gross profit margins.

This full-year forecast reflects only the results for the first half, while the forecast for
the second half remains unchanged.

For the full fiscal year ending March 2026,we are targeting net sales of 201.6 billion
yen, operating profit of 7.47 billion yen,

ordinary profit of 6.73 billion yen, and net profit attributable to owners of parent of
3.98 billion yen.
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Brand and Fashion Business Assumptions for the second half

Reflecting the external environment including commodity prices and foreign exchange rates, the Company aims to achieve
net sales and other results for the second half that exceed the year-ago levels.

Forecasting market trends for main products

©

JEWELRY

[

FASHION

The domestic retail gold price will remain stable at a high level.
Brand-name jewelry is also expected to trend upward due to

the revision of list prices and the surge in retail gold price. Net sales

Although the market prices for diamonds will remain flat, high-

quality items, especially colored stones, are expected to remain

in high demand and be traded at high prices.

Market prices are expected to remain high until mid-December Gross

due to growing demand toward the year-end sales season, profit

despite currency risks from Fed rate cuts, BOJ rate hikes, and margin

exchange rate fluctuations caused by U.S.-China trade war.

The market tends to be weak at the end of the year and at the

end of March every year, and the same is expected for this

fiscal year. SG&A
expenses

to sales

Market prices rose gradually for some items in 2Q, but ratio

are expected to rise toward the year-end sales season,

especially for popular and standard items. If retail sales

are weak in the early stages of the year-end sales season, Operating

the market may experience rapid fluctuations. profit

Luxury brands as a whole will be trending lower due to the

cooling of the Chinese market. Market prices for some items

are expected to increase due to a decrease in the number of Purchase

good items for corporate auctions.
A shift to more affordable brands is likely.

« Inventory replacement proceeded smoothly, shortening inventory periods

- Securing operating profit by increasing the amount of profit through

« Taking measures such as setting appropriate purchase prices and
- Purchases from individuals will remain strong with the opening of

« Gold bullion purchases will be continued due to high and stable retail

YoY
comparison

Outlook for second half

« Net sales will grow steadily with abundant inventory and steady purchasing
+ Retail sales will grow, driven by tax-free sales
« Inventories with low profit margins will be rotated as soon as possible

through corporate sales.

«  Strengthening high-margin purchases from individuals and retail sales

including tax-free sales

and improving mark-up rates

A

« Continuing investment for growth, including hiring and training

personnel for new store openings

+ Holding down SG&A expenses that can be controlled

strengthened purchases from individuals and retail sales and by
controlling costs appropriately

reviewing inventory valuation

purchase centers. /

gold price.
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Our forecasts for the second half of the year for the Brand &

Fashion business are as shown below.

Based on forecasts for market trends for our main products, we
expect sales to progress smoothly thanks to abundant inventory and
steady purchasing. We will improve our gross profit margin by
strengthening highly profitable individual purchases and retail.
Currently, inventory replacement is progressing, inventory periods

are shortening, and mark-up rates are

improving.

With regard to selling, general and administrative expenses, our
policy is to continue investing in growth while keeping costs down

where possible.

As a result, we aim to achieve results that exceed those of the same
period last year, including operating profit.



3. Earnings Results for the Second Quarter
of the Fiscal Year Ending March 31, 2026

Now, I would like to talk about earnings results for the second quarter
of the fiscal year ending March 31, 2026.
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Highlights of cumulative financial results for the second quarter

of the fiscal year ending March 31, 2026

Consolidated financial results for the second quarter of the fiscal year ending March 2026

Individual purchase c lidated | Consolidated Consolidated Profit attributable to
amount (consolidated) UEOLIEELEE SELES

operating profit ordinary profit owners of parent

45,028 95,646 1,759 1,335 677

millions of yen millions of yen millions of yen millions of yen

millions of yen
YoY 124.9% YoY 137.7% YoY 56.3%

YoY 43.5% YoY 34.5%

Breakdown of consolidated sales Number of stores

Domestic

Overseas
i stores
Retail ratio Overseas ratio [XEmEEHE e

stores

exemption rafio 287stores 31 stores (five countries /regions)
43.1+, 13.9%» 13.1« |

Sales stores 10 Sales stores 8
YOYA6.7pt YoY+0.3pt YOYA4.0pt Purchasing centers 218 Purchasing centers 2
Purchase and sales stores 59 Purchase and sales stores 21

©Komehyo Holdings Co .,Ltd. 17

The highlights of our second quarter financial results are as follows.

Consolidated individual purchase amounts and sales reached record
highs.

I will explain the details later.
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Evaluation of the second quarter (three months) of the fiscal year ending March 2026

Net sales grew significantly with the conversion of RK Enterprises and three other companies into Group companies in the fiscal year ended March 31, 2025,
while also reflecting an increase in purchases from individuals and corporate sales of gold bullion, etc. attributed to soaring retail gold price. On the other hand,
gross profit margin and operating profit margin are on a downward trend due to a decline in the retail ratio.

I S O S

+ Retail sales ratio: 43.4% (YoY : /\6.4pt)
Net sales + Tax-free sales ratio: YoY: 111.5%

Although the retail ratio declined due to a slowdown in tax-free . . i B
sales, retail and corporate sales remained strong chiefly due to YoY : 137.8% Sales Incroased due to the effect ofaddition of Group:companios

f ﬁ f fhe anening of flaens stores and opening of retail stores in the previous fiscal year.
P! g gship - + Corporate sales of gold bullion with low gross profit margins also

increased.
+ Gross profit margin : 19.9%
N N N + Inventory replacement was continued from 1Q.
SJ::S profit margin declined, but gross profit was the highest YoY : A1.7pt + Tax-free sales fell short of the plan and the retail ratio declined,
*** : resulting in a lower gross profit margin.

+ Record-high quarterly trade volume in auctions for corporate clients

Gross profit margin

SG&A expensesto salesratio  gGgp expenses increased signi y due to i for * SG&A expenses to sales ratio : 18.1%

growth, but SG&A to sales ratio remained on a par with the YoY : /\0.8pt + Continuing to invest in growth, including hiring and
W year-ago level. + Ancillary costs associated with sales also increased.

Operating profit « Operating profit margin : 1.8% (YoY : /A1.0pt)

:":S;‘::;’;;‘s':n"i“"'c:;‘;ii’:f”r::: i"r:"g&" expenses, more Yo :88.5% - BF business ratio: YoY: 86.0%
9 9 P B « Tire and Wheel business: YoY: 66.6 %

« New purchase center openings were steady.

Purchase Individual purchases: + Gold bullion purchases were strong due to a sharp rise in retail gold

I - . price in Japan.
Sales of purchases from individuals remained strong due to 125.9% YoY . Market prices for high-end watches, bags, and fashion items
steady openings of purchase centers. Record results fora = 3 s
uarter remained relatively weak and flat as in 1Q.
a + We made sure to set appropriate purchase prices in light of market
prices.
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These are our evaluation and performance for the three months of the
second quarter.

In addition to the conversion of four companies in the previous fiscal
year, the second quarter saw significant growth in both individual
purchases of gold bullion and other products and corporate sales.

While duty-free sales recovered compared to the first quarter, the
retail sales ratio declined compared to the same period last year,
and both the gross profit margin and operating profit margin declined.



KOMEHYO ]

H 0 L D I N G S

Performance

Net sales reached record highs.
Operating profit and subsequent profit levels decreased due to a decline in the gross profit margin and higher SG&A expenses.

(Millions of yen) 2026.3-1Q YoY 2026.3-2Q 2026.3-1H Plan Ratio3
Net sales 46120  137.7% 49,526  137.8% 95646  137.7%  47.4%
Gross profit 9,841  1147% 9,847  1268% 19,689  120.4% -
Gross profit margin 21.3%  A43pt  19.9%  A1T7pt  20.6%  /2.9pt -
SG&A expenses 8,958  139.1% 8972  1324% 17,930  135.6% -
Operating profit 883  41.3% 875  88.5% 1,759  56.3%  23.6%
DBeLFting profit 1.9%  /\4.5pt 1.8%  /\1.0pt 1.8%  A\2.7pt -
Ordinary profit 652  20.8% 683  77.4% 1,335  435%  19.8%
PR ent 353 25.0% 323 59.0% 677  345%  17.0%

*Progress rate against the full-year plan for the fiscal year ending March 2026 in the “Notice of Revision of Earnings Forecasts” disclosed on November 7, 2025
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This is the status of the consolidated income statement.

During the second quarter, sales reached a record high, but operating
profit and subsequent profit levels decreased due to a decline in
gross profit margin and a significant increase in selling, general and
administrative expenses.
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Trends in Consolidated Net Sales and Gross Profit Margin

In addition to strong purchases from individuals, net sales increased .
Gross profit margin declined YoY but increased by 1.7pt compared to the same period.

Consolidated sales

49,526 (Millions of yen)
47,179 46,120
42,368
35,318 35,947
33,499
31,377
27,667
= 23,475 23,417 .06
19,237 18,753 20466
16,472
14,162
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
Gross
profit 28.1% | 256% @ 26.3% | 24.2% 25.2% | 25.0% | 27.6% | 26.7% 26.3% | 242% | 249% @ 24.0% 256% | 21.6% | 22.1% | 20.3% 21.3% | 19.9%
margin
FY2022 FY2023 FY2024 FY2025 FY2026
Internal Factors behind - Varies depending on product composition ratio (fashion > jewelry/precious metals > bags > watches)*

fluctuations - Varies depending on the composition ratio of individual purchases and corporate purchases (individual purchases > corporate purchases)*
in gross profit margin - Varies depending on the composition ratio of retail and corporate sales (Retail > Corporate sales)*

*ltems in parentheses are in descending order of generally estimated profit margin, and do not indicate the factors behind the fluctuation in results for the period under review.
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These are trends in consolidated sales and gross profit margin.

Due to the rise in gold retail prices, purchases of gold bullion by
individuals also performed well during the second quarter.

Gold bullion is often sold to corporations as a raw material, so it is a
low-profit margin product.

As a result, although this contributed to increased sales, gross profit
margin declined by 1.7 points compared to the same period last year.
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Analysis of consolidated operating income

Net sales increased in both retail and corporate sales due to enhanced inventory.

On the other hand, the gross profit margin remained low due to a decrease in the retail ratio and an increase in the corporate sales
ratio, as well as an increase in the composition ratio of merchandise and products with relatively low profit margins.

Operating profit decreased because of the lower gross profit margin and higher SG&A expenses that resulted from continued
investment in growth.

Net Sales

- Purchasing is strong and inventory is substantial.

(ml|||0nS of yen) - Corporate purchases and corporate sales were utilized
to increase inventory liquidity.

« Growth in both retail and corporate sales

/2,050

Increase in personnel costs such as
salaries and allowances /.2,131
Increase in general administrative

Gross profit

* Down 1.7pt YoY due to response to market

expenses such as ground rent
/1,613

Increase in selling expenses such as
advertising expenses

/\965
3,126
N4 710 1,759
2025.3-1H Sales Decrease in SG&A 2026.3-1H
increase gross profit expenses
margin increase

fluctuations, increase in purchase of gold bullion, and
change in product mix (higher proportion of watches)

following the consolidation of four companies into the
Group in the fiscal year ended March 31, 2025

SG&A expenses

- Increase in salary allowances due to base increase and
increase in employees
« Increase in ground rent, etc. due to store openings

« Increase in sales commissions, etc. due to higher net
sales

©Komehyo Holdings Co .,Ltd. 21

This is the analysis of consolidated operating profit.

Net sales increased significantly due to strong retail and corporate
sales.

However, operating profit decreased due to a low gross profit margin
and increased selling and administrative expenses due to growth
investments.
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Changes in selling, general and administrative expenses

Selling, general and administrative expenses increased significantly due to the opening of new stores, and the

associated increases in the hiring and training of personnel.

(Millions of yen)

17,930
(YoY135.6%)
3,887 Selling
13.220 (YoY133.0%) expenses
)
2,922
10,080 :
s 6,2860 = G8A
7089 8,066 2,078 [ROTEISS) expenses
)
1,143 1,553
= Personnel
expenses
3471 4,440 p
2022.3-1H 2023.3-1H 2024.3-1H 2025.3-1H 2026.3-1H
SG&A expenses to
23.1% 20.6% 19.1% 19.0% 19.4%

sales ratio(%)

- Advertising expenses for new store openings,

» Increase in ground rent and software

« Increase in salaries and allowances, welfare

H 0 L D I N G S

Selling expenses

sales commissions, credit card fees, and
other expenses increased.

G&A expenses

depreciation expenses associated with store
openings

Personnel expenses

expenses, etc. due to an increase in the
number of hires

©Komehyo Holdings Co .,Ltd. 22

These are trends in selling, general and administrative expenses.

Selling, general and administrative expenses increased significantly
due to the conversion of four companies into the group in the
previous fiscal year, the opening of new stores, and the associated
increases in the hiring and training of personnel.



Non-operating
Income 75

Interest income 14
Dividend income 18
Commission income 1
Insurance claim

income 3
Other 37

Interest expenses 262
Share of loss of entities
accounted for using

equity method 60
Foreign exchange
losses 135
Rent expenses

on store 1
Other 40

Non-operating
expenses 499

Extraordinary
income 0

Gain on sale of non-

current assets 0

Non-operating income and expenses/extraordinary income and losses

Loss on retirement of
non-current assets 33
Loss on cancellation of
rental contracts 7
Impairment losses 89

Extraordinary
losses 129

KOMEHYO ]
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Ordinary profit and profits indicated below declined due to an increase in non-operating expenses such as interest
expenses, foreign exchange losses, and impairment loss.

(Millions of yen)

Komehyo Holdings C
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Ordinary profit and profits indicated below declined due to an

increase in non-operating expenses such as interest expenses and
foreign exchange losses.
Of these, the increase in foreign exchange losses was mainly due to a
temporary valuation difference in cash management.

These are on-operating income and expenses/extraordinary income
and losses.
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Balance sheet overview

In addition to strong individual purchases, we purchased from corporations with the aim of expanding our business
scale and strengthening our retail presence, and secure ample inventory.
The substantial product lineup at the store contributed to the increase in sales.

(Millions of yen)

March 2025 September 2025 Change

- The Group's inventories are highly liquid, and the
fresh and plentiful inventory acquired through upfront

Current assets 68,457 75,518 7,061 investment is a source of competitive advantage.
- Cash and deposits + Inventories are greater than
Cash and deposits 15,535 18,611 3,076 interest-bearing debt, limiting risk.
Inventories 39,994 44,387 4,393 Inventories
Other current assets 12,927 12,519 407 Inventory assets, which are the source of sales,
increased due to strong individual purchases
Non-current assets 20,168 21,585 1,417 and strengthened corporate purchasing.
Assets 88,625 97,104 8,478 Interest-bearing liabilities
Liabilities 55,426 64,302 8,875 Increase in inventories were financed with short-term
_ and long-term borrowings
I'.“‘e.'.‘.s“’e"""g 47,395 54,729 7,334
iabilities
Other liabilities 8,031 9,572 1,541 Net assets
Net assets 33,199 32,802 A397 Decrease due to foreign currency translation
T d adjustment and dividends from retained earnings
HullliEsar 88,625 97,104 8,478

net Assets
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This is the overview of the balance sheet.

Inventory assets, which directly contribute to growth and are a source
of funds for sales expansion, continued to increase steadily during
the interim period.

Our group’s inventory assets are highly liquid, and our abundant, fresh
inventory, which we have invested in upfront, provides us with a
competitive advantage.
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Inventory Turnover (Brand and Fashion Business)

Due to the conversion of RK Enterprises and three other companies into Group companies in the fiscal year ended
March 31, inventories increased significantly. (Inventory write-downs among them remained low*1).

Inventory turnover declined as a result of temporary inventory buildup for retail stores to strengthen retailing, but

2022.3-1H  2023.3-1H  2024.3-1H  2025.3-1H M

there is room for improvement from the third quarter onwards.

Inventories
(Millions of yen)
Cross-

. . I I Ratio 86.8% 88.2% 89.3% 80.9% 66.7%

2022.3-1H 2023.3-1H 2024.3-1H 2025.3-1H 2026.3-1H *3

Gross
profit 26.3% 24.5% 24.8% 23.1% 20.2%
margin

inventory 3.3 3.6 3.6 3.5 3.3

turnover

110.3days 102.4days 100.4days 105.3days 109.8days

Inventory turnover period*2

*1 Deleted from the table because its impact is minor *2 Inventories / Cost of sales *3 An indicator that is emphasized within the group, calculated as gross profit margin x inventory turnover rate.
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This is the inventory turnover in the Brand & Fashion business.

Inventory assets increased significantly due to the conversion of
group companies in the previous fiscal year, but inventory valuation
losses have remained low.

For the reasons explained above, gross profit margins declined and we
accumulated more retail-friendly products as in-store inventory, which
led to a decline in inventory turnover and, as a result, a decline in the
crossover ratio.

Furthermore, we were able to dispose of low-profit margin inventory
as planned.
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Consolidated cash flow

Cash was used in operating activities, mainly reflecting an increase in inventories in preparation for business scale
expansion and new store openings, as well as an increase in income taxes. There were significant cash inflows
from financing activities due in part to strong purchases from individuals and increased borrowings.

mmm Cash flows from operating activities Cash flows from investing activities

Cash flows from financing activities e-e— Cash and cash equivalents 21 ,609

Cash flows from operating activities
(Millions of yen) 18,091 18,273 18,M . -
° Increase in inventories and

- corporate tax payments, etc.
14,121

11,907
9,425 Cash flows from investing activities

7,565 Increase in tangible and intangible
Bs12 6,264 fixed assets due to store openings,
etc.

— T Cash flows from financing activities
I'_ 1,138 4 548 l 1841 I An increase in short-term

A 3,215 A 4208 8 2,480 borrowings to cover strong
A 4,779 7 A 5.180 purchases from individuals.
/\ 6,712
2024.3-1H FY2024 2025.3-1H FY2025 2026.3-1H
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This is the Consolidated cash flow.

Operating cash flow was an outflow due to an increase in inventory in
preparation for new store openings, an increase in income taxes, etc.
We have been able to secure ample inventory ahead of the busiest
sales period, the year-end and New Year period.

Furthermore, strong individual purchases and an increase in
borrowings resulted in an inflow of funds from financing cash flow.
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Changes in gross merchandise value

GMV*, which indicates the scale of our business, is an indicator for the promotion of relay use. 146.9% compared to

the same period last year, the highest ever. The growth of GMV leads to the growth of the business and the
improvement of profitability on a medium-to long-term basis.

I Changes in gross merchandise value (Consolidated)

(Millions of yen) [ ]
1H = 2H
83,340
83,340
59,424
51,077 130,285
88,672
e 51673 67,614
FY2022 FY2023 FY2024 FY2025 FY2026

*GMV is calculated simply by adding and subtracting the sales and volume of auctions by group companies, the volume of inspection business, and commission sales, etc. based on consolidated sales.
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Trends in gross merchandise value are shown below.

In the first half of the year, it increased significantly by 146.9%
compared to the same period last year, reaching a record high.

One factor contributing to this is the addition of two companies that
host corporate auctions to the Group in the previous period.

The growth of GMV leads to the growth of the business and the
improvement of profitability on a medium-to long-term basis.



Purchase from individual customers (Group total)

Factors including the continued opening of purchasing centers, growth at existing stores, and an increase in items brought in due

to the soaring price of gold bullion produced a boom in individual purchases.
This resulted in a record purchase amount for the full year at 125.9% compared to the pr

Respond to market fluctuations
Balanced pricing in response
to market fluctuations

Individual purchase amount
(Millions of yen)

Increase in
purchases of gold
and bullion 21,883 22,32422,703
20,898
Increasein 17,666 18,01718,034
purchases of gold 15 465
and bullion ; 14,549
13,519
11,740
11,052 ’
9.858 10,552 10,268
8,983
7,574 7,728
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FY2022 FY2023 FY2024 FY2025 FY2026

* 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 (KOMEHYO) - Purchasing using home delivery services (KOMEHYO)

KOMEHYO ]
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evious fiscal year.

Increase in purchases of gold and bullion
Balanced pricing in response to market

fluctuations

Kome
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These are trends in purchase from individual customers (Group total)

Due to the rise in gold retail prices, purchases of gold bullion were

stronag.

In addition, while continuing to conduct well-balanced purchases

linked to commodity market prices,

we also opened new specialized purchase stores, strengthened
promotions, and strengthened existing stores through campaigns.
As a result, individual purchase amounts reached a record high,

125.9% higher than the same period last year.
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Breakdown of consolidated Net sales (Retail / Overseas /Domestic tax-free sales)

[Retail] Ratio of retail sales declined 6.7pt YoY due to low-margin inventory of gold bullion, watches, and bags being shifted to
corporate sales. On the other hand, retail ratio in 2Q rose 0.6 pt from 1Q due to aggressive efforts to strengthen retailing.

[Overseas] Overseas sales increased steadily due to the opening of new stores in Hong Kong, Singapore, and Malaysia and
business expansion in the U.S.

[Domestic tax-free sales ] Sales decreased, mainly among Chinese customers, and the domestic duty-free ratio fell 4.0 points
below expectations.

Retail ratio Overseas ratio Domestic tax-free sales ratio
YoY YoY YoY
/\6.7pt +0.3pt /A\4.0pt
2026.3-1H 2026.3-1H 2026.3-1H
Net sales Net sales Net sales
95,646 95,646 95,646
Millions of yen Millions of yen Millions of yen

Corporate sales

56.9% Domestic Taxation
86.1% 86.9%
*"Corporate sales" includes auction fees. * "Overseas" does not include domestic duty-free sales, etc. % Calculated as domestic duty-free sales/consolidated sales

*Calculated as (overseas group company sales + overseas export
sales) / consolidated sales.
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This is the breakdown of consolidated sales.

Ratio of retail sales declined 6.7pt YoY due to low-margin inventory of
gold bullion, watches, and bags being shifted to corporate sales.

On the other hand, retail ratio in 2Q rose 0.6 pt from 1Q due to
aggressive efforts to strengthen retailing.

The overseas sales ratio expanded steadily, mainly in Hong Kong, and
remained at the same level as previous years.

The domestic tax-free sales ratio decreased by 4 points year-on-year
due to a decline in both the number of tourists visiting Japan and
average customer spending

due to the appreciation of the yen and the impact of the Chinese
economy.
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coporateProfie Breakdown of domestic duty-free sales

Because of the opening of KOMEHYO SHIBUYA and KOMEHYO OSAKA SHINSAIBASHI, the proportion of customers
from the United States increased. The proportion of Chinese customers increased by 5.3 points from the first quarter.
They are younger than the domestic customer base, with the volume zone being customers in their 30s to 40s.

Composition ratio by country/region Purchaser ratio by age group
(FY2026-1H)

29.3% 29.5%
Others
26.0%
19.8%

Domestic duty-free
Canada 2.3% sales

(FY2026-1H)
Indonesia 2.6%
Thailand

2.8% Philippines
8.9% / Taiwan

10.4%

12.6%

6.9%

OGDA) 1.20/0 0.10/0

10s 20s 30s 40s 50s 60s 70s 80s

*Counted by passport issuing country/region
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The breakdown of domestic duty-free sales is as shown below.

The number of customers from the United States increased by 5.1
points compared to the same period last year due to changes in the
external environment and the opening of KOMEHYO SHIBUYA and
KOMEHYO OSAKA SHINSAIBASHI.

In addition, the proportion of Chinese customers, which had
decreased significantly in the first quarter, increased by 5.3 points
compared to the first quarter.

Furthermore, the customer demographic is younger than that of Japan,
with the majority being in their 30s and 40s.



4. Segment overview for the Second Quarter
of the Fiscal Year Ending March 31, 2026
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Next, I will explain the segment overview for the Second Quarter of
the Fiscal Year Ending March 31, 2026.
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Summary by segment for the second quarter of the fiscal year ending March 31, 2026

Brand Fashion business (BF)

Individual
purchase amount

44,906

millions of yen

YoY 124.8%

I Sales composition ratio

Real estate
leasing \

Net sales

93,001

millions of yen

YoY 138.3%

Operating profit

1,915

millions of yen

YoY 51.2%

I BF business performance trends compared to the

same period in the last three years
Net Sales(BF) m Operating profit(BF)

(millions of yen)

93,001
onsolidated sal BF 67,229
95,646 B 97.2% 50,800
millions of yen 3,125 2,962
(2026.3-1H) . . 1,515
|
2024.3-1H  2025.3-1H  2026.3-1H

* There is a difference from monthly sales due to the effects of currency translation, etc.
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Tire and wheel business (TW)

Net Sales

2,625

millions of yen

YoY 119.7%

Operating profit

61

millions of yen

YoY 206.3%

I Progress of store openings specializing in
purchasing

progress rate _

\
65.0%

BRAND OFF
TokYo

store opening
target

205tores
1 25tores

[ )

', progress rate
\

© 0%
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A summary of the financial results by segment is shown below.

The Brand & Fashion business saw an increase in revenue but a

decrease in profit, while the Tire & Wheel business saw an increase in
revenue and profit.
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Segment overview for the Second Quarter of the Fiscal Year Ending March 31, 2026

[Brand Fashion business] Sales grew due to favorable purchasing activity, Net sales increased but profit decreased because of
lower gross profit that resulted from a lower retail ratio margin, as well as higher SG&A expenses.

[Tire and Wheel business] Sales of high- margin summer tires and wheels from in-house campaigns remained strong due to
strategic inventory adjustments and sales enhancement.

(Millions of yen) sriensl L2
Net sales 44,751 138.2% 48,250 138.4% 93,001 138.3%
S m
£
3 3 Operating profit 779 37.0% 736 86.0% 1,515 51.2%
3
Operating margin 1.7% /\4.8pt 1.5% /\1.0pt 1.6% /\2.8pt
= Net sales 1,359 122.3% 1,266 116.9% 2,625 119.7%
>
32 Operating profit 38 - 22 66.6% 61 206.3%
=
® Operating margin 2.9% - 1.8% A1.3pt 2.3% A1.0pt
2 Net sales 91 110.8% 91 97.9% 182 104.0%
g8
§ ?; Operating profit 31 114.0% 30 99.4% 61 116.2%
O
T
Operating margin 34.1% +0.9pt 33.7% +0.5pt 33.9% +0.7pt

* Adjustments: Sales /.163 millions of yen, Operating profit 120 millions of yen

This is the segment overview for the Second Quarter of the Fiscal
Year Ending March 31, 2026.

The Brand & Fashion business reported sales of 93,010 million yen
and operating profit of 1,515 million yen.

The Tire & Wheel business reported sales of 2,625 million yen and
operating profit of 61 million yen.

The Real Estate Leasing business reported sales of 182 million yen
and operating profit of 61 million yen.

The Brand & Fashion business saw sales increase on the back of
strong individual purchases, but a decline in gross profit due to a
lower retail sales ratio and increased selling, general and
administrative expenses resulted in increased sales but decreased
profit.

The Tire & Wheel business saw increased sales and profit thanks to
strong sales of high-margin summer tires.
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Stores | 318 stores in total for the Group (as of September 2025)H o

In August, the first purchasing center opened in Malaysia and Thailand, and in September, KOMEHYO YOKOHAMA was opened as the
eighth flagship store of KOMEHYO. In 1H, the Group opened 21 stores, mainly specializing in purchasing. (8 stores in the second

quarter)
© KOMEHYO BRAND OFF  RodeoDrive  Shellmon W{IRM W SELBY. @D 7 U-ICHIBAN

Flagship stores 8 (1) 3 1 1

Sales Stores 2 6 2
i 21 6 (1) 4 2 11 2

el 173 (3) 7 3
purchasing centers 35

Overseas 10 (3)
Total

KOMEHYO BRAND OFF Rodeo Drive Shellman WORM OSAKA SELBY Craft
Nagoya main store KANAZAWA store Yokohama Kannai store GINZA store OKACHIMACHI store NAKAGAWA store

* The figure in parentheses ( ) represents the increase during the second quarter of the fiscal year ending March,2026
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The group’s total store count now stands at 318.

During the second quarter, we opened eight stores both domestically
and overseas, including our flagship store, KOMEHYO YOKOHAMA,
which opened in September.
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Purchasing and sales status by route ' © KOMEHYO

[Ratio of purchases from individuals and composition of products purchased from individuals]

Purchases from individuals were strong, mainly reflecting the soaring retail gold price in Japan. Corporate purchases were made to expand business scale

and strengthen retailing, and the ratio of purchases from individuals declined by 5 pt year on year. The composition ratios of merch
growth of watches with low profit margins and gold bullion. (Gold bullion accounts for 60% of jewelry.)

[Ratio of retail sales]

Although there was a recovery in retail sales mainly due to the opening of flagship stores, corporate sales aimed at inventory liquidation increased

significantly on a larger scale than the recovery in retail sales. As a result, retail ratio remained lower than expected.

H 0O L D I N G S

andise are marked by the

— - Photo-shooting,
urchase from Experienced dimensions, and i
individual customers appraisers / descriptions / Supply Retal
H . products
g data
Home Visited accumulation Stores WEB
Stores Events delivery sites@
= & en §
@ nol 17 B A& ‘/:\'R
%
Composi Py s i
tion ratio & ,Q% d
= = FASHION
"""""""" Corporate sales
42 & 31 22 5 . Sales to reuse businesses
vor 4pt 7pt) (A10pt) (A1pt
= o Auction, Events, 65%
c . N oG Wholesale. vor + Tt
orporate purchasin The product center collects products purchased .
> > 9 P procucts p aaad Live commerce
Purchase from reuse businesses from all over the country. Authenticity checks are We sell products that Y,
- : : ‘e sell products that are suitable for
(l{sed_ an.d new items) per_formed by _experl_enced appraisers and corporations (antiques, unsuitable for retail,
Supplementing individual purchases maintenance is carried out as necessary. etc.), and products that have high inventory
mainly to maintain store appeal Supply products to optimal sales destinations while or high risk. It also helps revitalize your

controlling inventory risk own auctions.

*All percentages are actual results for second quarter cumulative total for fiscal year ending March 2026
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This section shows the purchasing and sales status by channel for

Komehyo, the core business of our Brand & Fashion business.

Regarding the ratio of individual purchases and the composition of
products, the amount purchased by individuals reached an all-time

high, driven by growth in existing stores, the active opening of

specialized purchase stores, and the soaring domestic retail price of

gold.

However, corporate purchases continued with the aim of expanding
business scale and strengthening retail sales, resulting in a 5-point

decrease compared to the same period last year.

The composition of products purchased by individuals showed growth

in watches and gold bullion, which have low profit margins.

The retail ratio decreased 7 points compared to the same period last

year.

While retail sales showed a recovery due to the opening of flagship
stores, etc., corporate sales for the purpose of inventory liquidation

increased significantly.
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BF business | Status of strengthening individual purchases and retail sales

In September, The flagship store "KOMEHYO YOKOHAMA" opened.
The aim is to attract customers in areas that could not be reached by existing stores in the Tokyo metropolitan area.
In 3Q and beyond, the Company will continue to open new stores and expand locations to strengthen purchases from individuals and retail sales.

1 The flagship store "KOMEHYO YOKOHAMA" opened (September 12) 1 Store openings and expansion of bases from 3Q and beyond*

Oct1 - Started private purchases in the United States

om F] Purchases from individuals began at the office in New York City, which

\ was opened in the previous fiscal year. An e-commerce site was also
launched in the same month for simultaneous purchase and retail
operations. Going forward, the Company will also consider opening new
stores by analyzing performance and market trends

3 | Oct2 [BRAND OFF Yuen Lung YOHO MALL store (Hongkong)

Q oct3 TKOMEHYO LOT10] (Malaysia)
Nov 6 TBRAND OFF Longfor Shanghai Minhang Tianjie store(China)
Nov 28 TKOMEHYO VINTAGE TOKYO atelier
Mid Dec TBRAND OFF CITYLINK Nanko store| (Taiwan)

Purchase and i ii
Late Dec BRAND OFF Tsim Sha Tsui iSQUARE store| (Hongkong)

Features Feb Established a subsidiary in the Philippines

. : . : i i This is the group's eighth overseas base. The main target is the rapidly
The store targets customers in their 30s to 50s from domestic regions. Aim to be the N e e e sl oo e e T 0 corpany ke (ol e el

first reuse brand to recall in priority areas where latent demand is strong. sales from summer 2027 onwards, with plans to begin individual
« The store is conveniently located in the basement of Yokohama Station. In honor of purchasing in advance.
Yokohama, "port of call" is the theme of its interior and exterior. More than 5,000 Early Feb [BRAND OFF Taichung Zhongyou Department Store” (Taiwan)

brand-name bags and jewelry items are offered in the luxurious space. TatalMar TKOMEHYO TKOMEHYO Fukuoka Tenjin Daimyo(tentative name))
sales store

Contract area : 447nf
Achievements Aiming to achieve annual sales of 1.2 billion yen and increase awareness

in the Kyushu area

>

« Progressing almost according to plan towards our first-year target of 2.5 billions of yen.

* In addition to the stores listed in the table, KOMEHYO plans to open 20 directly managed buy-back specialty stores per year, and BRAND OFF plans to open 12 franchised buy-back specialty stores
per year. A purchase center run by JFR & KOMEHYOPARTNERS, a joint venture between J. Front Retailing Co., Ltd. and KOMEHYO Co., Ltd. The company plans to open seven stores by the end of

the year and 23 stores over the next four years. ©Komehyo Holdings Co . Ltd. 36

This is the status of strengthening individual purchases and retail
sales.

In order to expand market share and secure profits, we are
strengthening our individual purchases and retail, and are actively
opening stores both domestically and overseas.

On September 12, we opened our KOMEHYO flagship store at the
west exit of Yokohama Station.

Sales are progressing generally according to plan, with our first-year
annual sales target of 2.5 billion yen.

In addition, we have continued to open stores and expand our bases
overseas, starting personal purchases in the United States in
October and opening stores with combined purchase and sales
capabilities in Hong Kong, Malaysia, China, and Taiwan.
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Corporate auction GMV (volume) growth

Corporate auction GMV reached a record quarterly high due to increased needs for inter-company sales reflecting
market fluctuations.

25,268
GMV volume 23,74 e ;
(Millions of yen) . IS & Rs-Axetion
© RK AUCTION
o JBA
1 1 Japan Brand Auction
l‘(’()iv“»;{;()
A= vav
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

Total number of
3,280 3,409 3,573 3,659 3,280 3,409 3,573 3,659 3,864 4,060 4,332 4,522 | 4,757 4,994 5149 7,413 6,040 6,229 member

companies:
FY2022 FY2023 FY2024 FY2025 FY2026 4 companies

The trends in auction volume are shown below.

Including the two auction management companies that became group
companies last term, we currently operate four corporate auctions.
Corporate auction GMV reached a record quarterly high due to
increased needs for inter-company sales reflecting market
fluctuations.

We will maintain this momentum and strengthen our leadership in the
auction market.



Overview of tire and wheel business

Net sales grew significantly (driven especially by summer tire sales and overseas sales of self-planned wheels) due to strategic
efforts to secure inventories and strengthen sales, despite the difficulty in securing inventories of new products. This offset the

increase in SG&A expenses, resulting in a significant increase in profit.

KOMEHYO ]
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< AxAEngineering >

Planning and
development

P
u

Driven by strong domestic and overseas sales and high- r
margin products c
While domestic sales grew strongly by 108% YoY, overseas sales :
increased significantly, up 254% YoY. s
Sales of the highly profitable Bradiey Series and Air/G Series e
wheels increased

- Sales network expanded steadily in overseas
markets
Efforts were made to strengthen social media marketing, especially S
in North America, to increase the ratio of overseas sales. Due to a
branding and strengthening of marketing, the number of |
distributors increased steadily, to 16 companies in 16 countries e

including ASEAN, Europe, and the U.S

“Actual results are for the second quarter of the fiscal year ending March 2026

new products

Purchasing used items

and selling

New inventory secured strategically

Efforts to expand purchases and strengthen relationships with
major manufacturers were driven for the purpose of ensuring a
stable supply of inventory and maximizing sales. This enabled
products to be secured at an early stage.

Purchases of used items were also steady thanks to the
stepped up sales promotion.

The Company purchased genuine, high-quality tires and wheels
installed on new cars. In addition, the amount of purchases from
individuals was also favorable due to the effect of sales
promotions. Purchases of used goods were strong, up 32% year
on year.

Strong sales of high-margin products

Sales promotions were bolstered by holding events for new
customers . Sales of strengthened brands progressed steadily
in line with the sales plan. Net sales of summer tires, which
have particularly high demand and profit margins, increased
significantly, rising 20% year on year and contributing to the
improvement of overall profit margins.

/ UHCHIBAN &

Online sales of new products

Purchasing used items
Sale of used items

P
u
r
c
h
a
s
e

o —nn

Strong performance of major suppliers and expansion of

new business partners

To ensure stable sales of used products, the Company has
expanded corpo(ate transactions with major business operalors
which has led to swgnmtam year-on-year growm of 50% and
enabled purchases leading to sales growth

E-commerce sales were up 124% for new products and 103%
for used products compared to the same period last year due

to the availability of inventory.

Strengthening listings on e-commerce malls, such as starting

to sell used wheels on Mercari

Auto parts Japan
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This is the overview of our tire and wheel business.

We have achieved significant growth in sales and profits through

strategic inventory management and strengthened sales.
In particular, sales of summer tires and overseas sales of self-planned
wheels have made a significant contribution.

That’s all I have to say.
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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 information.
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 Group, Financial Planning 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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This concludes my presentation.

Thank you very much for your attention.




