
Thank you very much for gathering here today.

I am Ishihara, President and CEO of Komehyo Holdings Co., Ltd.
Now, I will explain our financial results for the fiscal year ending March 2026.



First, let me explain the highlights of our financial results.

In the fiscal year ending March 2026, our individual purchase business, the source of our 
growth, exceeded 100 billion yen for the first time.

As a result, we achieved record-high sales and profits at all stages, resulting in a 
significant increase in both revenue and profit.

During the fiscal year, the reuse industry faced unstable conditions, including greater-
than-expected market fluctuations.

However, based on our commitment to "putting our customers first," we implemented 
operational improvements, such as prioritizing the allocation of goods to retail, and 
strengthened our retail operations. 
This, particularly in the second half of the year, significantly improved our profit margins.

We believe this was due to our successful implementation of sales activities aligned with 
external trends such as rising gold prices and increased demand for luxury goods.



Next, let's look at the evaluation for the fourth quarter (three months).

Regarding purchasing and sales,Individual purchases increased by 137.6% year-on-year, 
setting a new quarterly record.
This was due to the surge in gold prices and the success of strengthened purchasing 
efforts at existing stores,securing ample high-quality inventory to support growth in the 
next fiscal year and beyond.

Sales also significantly exceeded plans, increasing by 136.1% year-on-year.
This was driven by a further increase in demand for high-value items emphasizing asset 
value,and the revitalization of inbound tourism due to the weaker yen.

To meet this strong demand,in the previous fiscal year, we thoroughly implemented a 
"retail-first" inventory supply strategy.
Even products that would have traditionally been allocated to corporate sales for early 
monetization were prioritized for sales at stores and online, strengthening supply.

This embodies the "relay use" philosophy, which emphasizes building relationships 
through real-world interactions,and we believe it has been well-received by many 
customers.

Gross profit margin improved by 1.1 percentage points compared to the same period last 
year, due to growth in high-margin retail sales, but still fell short of the initial plan.

This is because, due to strong purchasing, the proportion of corporate sales of relatively 
low-margin items such as gold bullion increased more than expected.



However, due to a significant increase in revenue, the accumulated profit amount 
significantly exceeded the plan.

Selling, general, and administrative expenses (SG&A) increased in total due to continued 
store openings and hiring investments as planned, but the SG&A ratio decreased due to 
the effect of increased revenue.

As a result, operating profit increased significantly by 326.6% compared to the same 
period last year.



Here are the main topics we will be discussing today.
Today, we will be explaining points 1 through 5.



First, let me explain our business model.



Our group's mission is 

tocreate a sense of shared purpose in a circular economy by showing respect to those 
who create, expressing gratitude to those who connect, and providing inspiration to 
those who use our products.

Our vision is to transform relay use from an ideology to a culture.



This page outlines key indicators as of the end of the previous fiscal year to provide an 
overview of our group.

Founded in 1947, our company is now in its 79th year of operation. 
Our workforce has grown to approximately 2,000 employees domestically and 
internationally, an increase of 200 from the previous fiscal year.

In particular, more than half of our employees are active "appraisers." 
We have been able to promote the recruitment and training of such highly specialized 
personnel in line with our store expansion speed.

Furthermore, our number of stores has expanded to 334 globally.
Each of these locations serves as a real point of contact with our customers and plays a 
vital role in spreading the culture of relay use.



This summarizes our business structure.

We operate three businesses: brand fashion, tires and wheels, and real estate leasing. 
We support "relay use"—the transmission and effective utilization of goods from person 
to person—both domestically and internationally.

In particular, our brand fashion business is our main business, accounting for 
approximately 97% of our total sales.



Now, let me explain earnings results for the fiscal year ended March 31, 2026.



Here is the status of the consolidated income statement. 

For the full year, sales and profits at each stage reached record highs.



This chart shows the trend in individual purchase amounts.

In order to meet the active demand,we have focused on expanding individual purchases 
through the continuous opening of new specialty purchase stores and strengthened 
promotions, aiming to provide a product lineup that satisfies both in quality and quantity.

As a result, the fourth quarter saw a significant increase of 137.6% compared to the 
same period last year.



This chart shows the trends in consolidated sales and gross profit margin.

The quarterly trends are as shown.
We achieved significant increases in sales and improvements in the gross profit margin.

In the fourth quarter, both the retail sales ratio and the tax-free sales ratio showed an 
upward trend.



This is a breakdown of consolidated sales.

The retail sales ratio and the domestic duty-free sales ratio decreased in the previous 
period due to the inclusion of a company with a high proportion of corporate sales into 
the group and the utilization of corporate sales in line with the business environment. 
However, sales volume increased significantly, contributing greatly to this period's 
performance.

In particular, the number of customers in the United States increased significantly, in 
addition to customers in East Asia.
This diversification of the customer base has led to stable performance.

The overseas sales composition ratio remained strong at 12.1%, even as domestic sales 
grew, due to store openings mainly in Asia and business expansion in the United States.



This shows the trend in selling, general, and administrative expenses.

Selling, general, and administrative expenses increased due to proactive and continued 
investment in opening new stores that will lead to future growth, and in recruiting and 
training personnel.



This is an analysis of consolidated operating profit.
Details are as follows:

The strong acquisition of high-quality inventory and the capture of active domestic and 
international retail demand drove the increase in profits.

The increase in gross profit due to the rise in sales significantly boosted profits, and by 
absorbing the increase in selling, general, and administrative expenses, operating profit 
reached a record high.

On the other hand, the profit margin fell short of the plan due to the increased proportion 
of corporate sales of gold bullion and watches, but in the most recent fourth quarter, the 
decline narrowed due to the growth in retail sales.



This section covers non-operating income and expenses, and extraordinary income and 
expenses.

While interest payments increased due to increased borrowing to secure inventory, and 
impairment losses were recorded at some stores, these were absorbed by higher-than-
expected profits at each stage due to strong performance in our core business.

Furthermore, the record-high net income attributable to parent company shareholders, 
exceeding initial plans, includes one-time factors such as the occurrence of land 
expropriation compensation payments and a decrease in the tax burden rate.



This is an overview of our balance sheet.

Total assets increased by approximately 32 billion yen from the end of the previous fiscal 
year, expanding to 109.1 billion yen.
In particular, we were able to secure 50 billion yen in high-quality inventory, which will 
serve as a source of future sales and directly contribute to growth.

Furthermore, our group's inventory is highly liquid, and our upfront investment in fresh, 
abundant inventory provides a competitive advantage.

In addition, since the sum of cash and deposits and readily convertible inventory 
exceeds interest-bearing debt, we believe our risks are limited.

Regarding liabilities, interest-bearing debt has increased to meet the increased demand 
for working capital, such as inventory.

While we anticipate that borrowing will continue to increase with business growth, we will 
strive to maintain financial soundness.



This is an inventory turnover.

To support future growth, we have strengthened our procurement and continued to build 
up high-quality inventory for retail.

At the same time, we control inventory by appropriately selecting products that should be 
converted into cash quickly and by flexibly utilizing corporate sales.

As a result, our cross-trading ratio for this period is 82.5%, reflecting our continued 
proactive increase in inventory assets.

Going forward, we will continue to provide flexible inventory in response to changes in 
market conditions and supply and demand, aiming to improve our cross-trading ratio in 
the medium to long term through maximizing profits and optimizing inventory turnover.



Here is the cash flow situation.

Cash flow from operating activities and cash flow from investing activities resulted in 
cash outflows due to inventory acquisition and accelerated new store openings.



The trend in consolidated gross merchandise volume (GMV) is as shown.

GMV for this consolidated fiscal year increased significantly by 146.3% compared to the 
previous year, setting a new record high.
This growth is attributed to maximizing the volume of goods sold in both retail and 
corporate channels, starting with strengthening our purchasing capabilities.

Expanding GMV (General Merchandise Volume) will result in the accumulation of vast 
amounts of product and customer data, as well as authenticity data, due to the increase 
in transactions.

This will further enhance business efficiency, such as improving the accuracy of AI-
based authenticity and model number determination, and optimizing marketing.

By accelerating the accumulation of this data, we will strengthen our presence within the 
industry.



Next, let's look at our main initiatives for the fiscal year ended March 2026.



This shows the performance of Komehyo, the core business company in the brand and 
fashion business, broken down by sales channel.

First, regarding purchase, the ratio of individual purchases reached a high level of 72%, 
driven by the growth of existing stores, aggressive store openings, and historically high 
gold prices.

In terms of the breakdown of individual purchases by product category, jewelry and 
precious metals accounted for 47%, with 69% of that being bullion, showing significant 
growth along with watches.
Furthermore, a positive cycle has been created where gold product purchases serve as 
a hook, leading to customers bringing in other products.

Also, starting with this document, we have newly included an image of the gross profit 
margin in the center right.
The profit margin image for highly profitable retail and agile corporate sales is 
approximately 3 for retail and 1 for corporate sales.
By selecting appropriate sales channels according to demand, we aim to achieve both 
profit maximization and inventory control.



This chart shows the trend in auction volume.

Including the two operating companies that joined our group in the fiscal year ending 
March 2025, we currently operate a total of four corporate auctions.

In the previous fiscal year, we maximized the frequency of auctions, primarily through 
online bidding, to capture the selling needs of reuse businesses.

Furthermore, in addition to our sales activities, we have steadily increased our 
membership base, supported by the trust and brand strength placed upon us, and have 
been able to steadily increase the total number of member companies.
As a result, our volume exceeded 100 billion yen for the first time, and commission 
income has also remained strong.

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



This section concerns new store openings and growth of existing stores in Japan.

While digital is the main battleground in retail, physical store touchpoints remain 
essential for improving the customer experience in the reuse market.
Therefore, we continued our aggressive store opening strategy, which progressed 
smoothly as planned.

In particular, we opened two flagship KOMEHYO stores, exceeding our plan.
"OSAKA SHINSAIBASHI," which opened in June, has captured active demand, 
mainly from inbound tourists, and is progressing according to plan towards its annual 
sales target of 2.5 billion yen.

Furthermore, "KOMEHYO YOKOHAMA," which opened in September, also aims for 
annual sales of 2.5 billion yen.
While we have received support from local customers, particularly for high-priced 
items, the number of customers is slightly below plan, indicating room for expanding 
customer touchpoints.
Going forward, we will focus on strengthening promotions and expanding our 
attractive product range.

In addition, at our existing stores, we have focused on further improving the quality of 
communication in customer service and increasing the frequency of customer visits, 
which has been successful and contributed to the growth of our business performance.



This is about Komehyo's e-commerce sales.

"E-commerce sales," which represent sales conducted online, grew significantly by 
132.7% compared to the same period last year.

To cope with the strong purchasing activity, we have increased our staff and 
strengthened our operations, while also revamping our cross-border e-commerce 
infrastructure to maximize sales opportunities.



This is about the progress of our overseas business.

As you can see, we were able to expand our overseas stores at a pace exceeding our 
plan, opening 13 stores annually, primarily in Asian countries.
This has led to increased brand awareness and the acquisition of new customers in 
each area.

In North America, we have fully launched our buying and selling business.
Individual purchases in the area are strong, confirming that the service and reliability 
of the KOMEHYO brand, cultivated in Japan, are well-received in North America.

Currently, while keeping future retail store openings in mind, we are proactively 
conducting corporate sales to efficiently sell and monetize our acquired inventory.

Furthermore, regarding "iShopShops," which became a subsidiary in December of last 
year, we are prioritizing market share expansion by investing in it, including deploying 
the group's high-quality inventory, and promoting the construction of a foundation for 
expanding our sales channels.



This is an update on our alliances providing our "discerning eye" to external parties.

Our joint venture with J. Front Retailing, JFR & KOMEHYO PARTNERS, is 
progressing ahead of schedule with the opening of nine MEGRÜS stores, a specialty 
buyback shop.

Approximately half of our customers are first-time buyback customers, and the 
synergistic effect of the sense of security offered by department stores and our 
appraisal capabilities has successfully created a new customer base.

KOMEHYO provides inspection services for Rakuten Rakuma's "Ultimate Appraisal" 
service.
We have been able to double the number of target brands to over 850, and the 
convenience of appraisal-based transactions has improved, resulting in a steady 
increase in the number of items inspected by KOMEHYO.

Furthermore, over 90% of users of the inspection service have expressed an intention 
to continue using it, indicating that it is highly valued as a function that enhances the 
reliability of the C2C market.

Going forward, we will continue to expand the scale of each business and challenge 
ourselves with new alliances that leverage our assets.



This is an overview of our tire and wheel business.

In this consolidated fiscal year, driven by used tire procurement, summer tire sales, and 
the overseas expansion of our own-designed wheels, both sales and profits reached 
record highs, achieving four consecutive years of increased revenue and profit.

We will continue to aim for stable growth, focusing on overseas sales and used tire sales 
as key indicators.



Next, let's look at the progress of medium-term management plan.



The current state and outlook of the domestic reuse market are as follows:

The market size is steadily expanding and is expected to reach 5 trillion yen by 2040.

Furthermore, the domestic potential market, or so-called "hidden assets," is estimated to 
be approximately 91 trillion yen. The current visible market accounts for only 3.6% of this, 
and our role is to bring this enormous potential market to light.



To flexibly respond to changes in the business environment, our company publishes its 
plans annually using a rolling approach.
This outlines the new medium-term management plan we have formulated, covering the 
period from March 2027 to March 2029.

Our future goal is to become the world's No. 1 brand reuse retailer.

We have set a high target of 500 billion yen in sales.

We consider this three-year plan to be an important step towards achieving that goal.



These are the quantitative targets for our medium-term management plan.

Yesterday, May 14th, we announced our medium-term management plan, which is 
enclosed in a dark orange box, covering the period up to the fiscal year ending March 
2029.

By the fiscal year ending March 2029, we aim for sales of 310 billion yen and operating 
profit of 14.5 billion yen.

We will continue to expand our market share through domestic store openings and 
aggressive investments, and work to improve our profitability, focusing on individual 
purchases and retail.

The planned figures presented at this time are based on the steady growth of our 
existing businesses.
Going forward, we aim for even greater heights through initiatives to achieve 
discontinuous growth, such as M&A.



As a basic policy to achieve this, we have set forth the following three pillars:

• Achieving business growth
• Deepening sustainable management
• Advancing management with an awareness of capital 



We believe our competitive advantage lies in three key areas: "human resources," 
"annual transaction volume," and "market share," which we have established through our 
consistent commitment to reuse since our founding.

As our business grows, we will further strengthen these advantages and pursue 
sustainable improvements in corporate value.



In our core brand and fashion business, we have defined three areas—'Buying and 
Selling,' 'Distribution Involvement,' and 'Market Growth Involvement'—and have focused 
on expanding these areas.

This time, we would like to reiterate how these three areas are interconnected and 
collaborative, and how their expansion drives the growth of our group.

The foundation of our growth lies in the group assets—human resources, data, and 
trust—that we have built since our founding in 1947, as shown on the left of this 
document.
We have over 1,000 appraisers and a vast amount of product, market, authenticity, and 
customer data gathered from diverse contact points.

Simply possessing these assets does not realize their true value.
We have the knowledge and execution capabilities to utilize these assets in sales 
activities and technology development, and to develop them into high-value-added 
services.
Based on these group assets, we have created opportunities for buying and selling and 
distribution, and expanded each of our businesses.

Furthermore, this expansion of business areas has led to diversification of our revenue 
streams.



In our trading business, we maximize profits from sales by expanding our customer 
base both domestically and internationally through multi-brand strategies.

In our distribution involvement business, we provide auctions and other platforms for 
corporate clients, accumulating stable commission income as GMV (Gross Merchandise 
Volume) expands.

In our market growth involvement business, we generate profits from service provision 
by offering our expertise and assets to other companies, supporting the overall expansion 
of the market.

Currently, we are in a phase of expanding our business domains while simultaneously 
refining our existing buying and selling and distribution involvement businesses.

The expansion of our distribution involvement and market growth involvement businesses 
will, as a result, create a synergistic effect that further increases our core buying and 
selling business, including procurement and sales. 
The results obtained from these businesses will be reinvested as data and know-how, 
enriching our assets.

In this way, as our group assets grow, we will further enhance the competitiveness of all 
our businesses.

We will strive for long-term growth and increased corporate value by continuously driving 
this cycle of mutual cooperation and complementarity among our businesses, and "self-
enhancement" through domain expansion using data.



Currently, global demand for luxury goods remains strong, and major brands are 
successively revising their primary market prices.
Against this backdrop, we anticipate that the prices of branded goods in the reuse 
market will continue their upward trend in the medium to long term.

Our company has enhanced its ability to respond to market fluctuations by expanding 
three business foundations: "stable individual purchasing," "overwhelming retail scale," 
and "precise inventory control" cultivated over many years.

Going forward, we will further refine these strengths and thoroughly implement strategies 
to turn market fluctuations into profits as needed.

Specifically, in periods of rising market prices, we will prioritize supplying inventory 
primarily to retailers to secure upside potential in our performance.

Conversely, even if market prices turn weak, we can accelerate inventory turnover and 
optimize prices through corporate sales, enabling us to realize profits early and minimize 
downside risk to our performance.



Regarding future M&A strategies in our brand and fashion business, we will continue to 
consider areas such as entering global markets with significant growth potential, areas 
that will lead to improved customer value, and areas that will lead to the expansion of our 
existing businesses.



This concerns our resource allocation policy.
The image of fundraising and resource allocation is as follows:

We will prioritize proactive inventory acquisition and capital investment to gain market 
share in the growing brand reuse market.

Furthermore, while maintaining a certain level of financial discipline, we will actively 
invest in discontinuous growth such as M&A.



This document outlines our current situation and assessment regarding our cost of 
capital.

For the fiscal year ending March 2026, our ROE was 15.7% and our ROIC was 7.3%.
We have maintained an ROE that exceeds our cost of equity and WACC, demonstrating 
our steady progress in highly capital-efficient management.

Going forward, we will continue to allocate the cash generated to inventory management 
and growth investments, and by precisely controlling inventory in accordance with the 
business environment, we will maintain profitability that exceeds our cost of capital and 
pursue sustainable improvements in corporate value.



Next, I will discuss our outlook and initiatives for the fiscal year ending March 2027.



The following is a summary of the factors affecting our performance for the fiscal year 
ending March 2027.

The brand reuse market is expected to continue to see stable prices and strong demand.
We will continue to focus on securing inventory, primarily through individual purchases, 
to expand our market share, improve our profitability, and develop our human resources 
and organization.

On the other hand, if market prices fluctuate due to geopolitical risks, we will strive to 
stabilize our performance by flexibly utilizing corporate sales.



The market forecast for our main products is as follows:

Overall, we expect prices to remain relatively stable, similar to the previous period.

However, uncertainties such as geopolitical risks remain, so we will closely monitor 
developments and strive for flexible operations.



This is our consolidated earnings forecast for the fiscal year ending March 2027.

This fiscal year, we aim to further expand both sales and profits by making maximum use 
of our diverse channels in both procurement and sales.
In addition, we plan to continue making proactive investments for sustainable future 
growth.

Our projected progress is to see growth in both sales and profits, particularly in the first 
half of the year, aiming for increased sales and profits for the full year, as well as 
achieving record-high sales and operating profits.



This is an analysis of our consolidated operating profit forecast for the fiscal year ending 
March 2027.

We aim for a consolidated operating profit of 10.8 billion yen for the fiscal year ending 
March 2027.

Regarding sales, we plan a 114% increase compared to the previous year by securing 
ample inventory through strengthened procurement and utilizing diverse sales channels.

In terms of profit, we will continue to prioritize allocating inventory to high-margin 
retailers, as we did in the previous year.
Furthermore, by improving our inventory management system, we aim to select and 
utilize the optimal sales channels, improving profitability by 1.9 percentage points to 
23.2% compared to the previous year.

Regarding the gross profit margin, there was an error in the figure presented yesterday, 
which has now been corrected.
We apologize for the error.

This fiscal year, we will continue to actively invest in human resources, IT, and AI for 
future growth.
Although selling, general, and administrative expenses are expected to increase 
significantly due to the difficulty of achieving profitability quickly for the companies 
acquired through M&A in the previous fiscal year,we will absorb these costs through a 
substantial increase in revenue and steadily translate them into profit growth.



Regarding our dividend forecast:

For the fiscal year ending March 2027, we plan to pay an interim dividend of 54 yen, a 
year-end dividend of 54 yen, and an annual dividend of 108 yen (an increase of 2 yen).

Our business is in a growth phase, and we will continue to secure inventory and invest in 
growth while striving to maintain stable dividend increases in line with profit growth.



Our focus for the fiscal year ending March 2027 is to simultaneously achieve "market 
share expansion" and "improvement of profitability.“
In an increasingly competitive market environment, boosting our top line and expanding 
our market share is essential for the sustainable growth of our group.

Therefore, by strengthening our individual purchasing and retail operations, and by 
approaching all market segments, including potential customers, we will further solidify 
our customer base, thereby pursuing both domestic market share expansion and global 
revenue growth.



In particular, our domestic focus points are as follows:

Domestically, we will maximize profits by strengthening our individual purchasing 
services and thoroughly implementing a "retail-first" approach.

For individual purchasing, we will continue to expand our contact points through the 
opening of specialized purchasing stores and on-site purchasing services.

In retail, we jointly opened "BRAND OFF" and "Rodeo Drive" in Shibuya in May, 
pursuing synergies between the two companies.

Furthermore, we will improve customer traffic and foot traffic through the opening of 
the first "Selby" flagship store at the end of May and the sequential renovation of the 
"KOMEHYO Nagoya Main Store" starting in late July.
We will also deepen the inventory coordination between stores and e-commerce to 
maximize sales opportunities.



Our overseas focus is on developing new areas and establishing a global growth 
foundation.

As you can see, we are accelerating our expansion, targeting ASEAN, the Greater 
Bay Area, and North America.

Most recently, in addition to the Philippines where we established a subsidiary in 
February, we plan to establish local subsidiaries in Macau in August and Indonesia in 
October.
Initially, we will secure inventory by starting local procurement by our subsidiaries and 
promote the expansion of our local production and consumption business model in 
each country, leading to local sales.



That concludes my explanation.
Thank you for your attention.


