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1. Overview of Quarterly Financial Results
for the Three Months Ended June 30, 2018
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1.

Summary of Financial Results

(Million yen)
Three months Three months
ended June 30, Sales ratio ended June 30, Sales ratio Change YoY
2017 2018

Net sales 3,203 100.0% 3,371 100.0% +168 | 105.2%
Gross profit 1,651 51.6% 1,828 54.2% +177 | 110.7%
mses 1,507 |  47.1% 1,756 | 521%| +249| 116.5%
e 144 4.5% 71 2.1% (72)| 49.8%
Ordinary profit 146 4.6% 75 2.2% (70) 51.8%
Profit 89 2.8% 46 1.4% (43) 52.1%

(*) Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this

document.
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Quarterly Sales

Net sales increased by 5.4% Yoy
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Quarterly Operating Profit

Operating profit decreased by 50.2% YoY
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1.

Quarterly SG&A Expenses <Ratio> (R&D on a net basis)
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B Advertising expenses [ R&D expenses (Note 1)

. Personnel expenses
(Note 2)

[] Selling expenses (Note 3)

Fixed costs

(Note 1) Presented as the net amount of revenue and

expenditures.

(Note 2) Includes salarie

(Note 3) Includes sales co
shipping costs.

s and allowances.

mmissions and packing and

(*) The SG&A expense ratio shows the ratio against net sales.

Furthermore, revenue related to research and development expenses is excluded from net sales used as the basis for the calculation of the SG&A expense ratio, an
therefore this data does not match the SG&A expense ratio on the statement of income.
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Balance Sheet

(Million yen)

Previous fiscal
year

Three months
ended June 30,

Previous fiscal
year

Three months
ended June 30,

(as of March 31, 2018) 2018 (as of March 31, 2018) 2018
Current assets 5,309 5,141 | Current liabilities 2,107 1,817
Cash and deposits 1,656 2,185 SSI?Sations 820 820
A t Non-current
reCcCe?\l/J;bISe - trade 1,801 1 ’478 liabilities 27 33
Merchandise 1,750 1,334 | Total liabilities 2,135 1,851
Non-current assets 604 583 ggi@hdders’ 3,788 3,845
Propert}_/, plant
223 ﬁstg'npgrrbelgt’ 270 2671 | Total net assets 3,779 3,874
assets
Total liabilities
Total assets 5914 5,725 | _/ 4 net assets 5914 5,725

(*) Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this

document.
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2. Report on LOWYA Business

2-1. Quarterly Report
<Overall LOWYA Business, Flagship store >

2-2. Initiatives for Resolving Issues

2-3. Future Development
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2-1. Quarterly Report <Overall LOWYA Business>

(Million yen)
Three months Three months
ended June Sales ratio ended June 30, Sales ratio Change YoY
30, 2017 2018
Net sales 3,189 100.0% 3,342 100.0% +153 | 104.8%
Gross profit 1,637 51.3% 1,800 53.8% +162 | 109.9%
SG&A
xpenses 1,409 | 44.2% 1,647 | 493%| +237| 116.9%
operating 227 | 7% 152  46% (75)| 66.8%

(*) The LOWYA business is the sum of the mainstay “LOWYA” brand and all stores excluding DOKODEMO and Laig
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2-1. Quarterly Report_Management Indicators <Overall LOWYA Business>

Number of visitors grew as expected due to the growth of the flagship store,

while the decrease in CVR resulting from stock-out became an issue

Fiscal year
. ending
Fiscal year ended March 31, 2018 March 31.
[tem 2019
1Q 2Q 3Q 4Q 1Q
(Apr. - Jun.) (Jul. - Sep.) (Oct. - Dec.) (Jan. - Mar.) (Apr. = Jun.)
Numb f visit
N Ser ot visttors 127.2 128.0 105.3 122.8 125.1
A t d
rerage customer spen 95.4 94.3 97.1 102.7 109.9
CVR
A 111.9 106.3 107.7 88.9 75.2
Number of products 1,442 1,594 1,795 1,958 2,070
Number of new products
dmeer o 131 152 201 163 112
Average settlement rate (yen) 110.60 109.87 109.87 110.17 107.58
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2-1. Quarterly Report_Management Indicators <Flagship store>

Number of visitors to the flagship store

increased 296.6% YoY, growing largely as expected

Fiscal year
. ending
Fiscal year ended March 31, 2018 March 31.
[tem 2019
1Q 2Q 3Q 4Q 1Q
(Apr. - Jun.) (Jul. - Sep.) (Oct. - Dec.) (Jan. - Mar.) (Apr. - Jun.)
[Flagship store] | | ettt
Number of visitors 2449 513.6 326.2 3499 + 396.6
(YoY: %) G e v A P
[Flagship store]
Average customer spend 105.0 100.9 120.4 97.7 100.3
(YoY: %)
[Flagship store]
CVR /5.8 65.5 63.0 83.6 94.6
(YoY: %)

Copyright 2018 VEGA corporation. All Rights Reserved.
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2-1. Quarterly Report_Access <Flagship store>

Flagship store access is expected to accelerate
as planned in the future

(Million unique users (UU))

LOWYA Flagship Store Access

8.00
6.00

4.00

2.00

Approx. 4 times

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FY2017 FY2018 FY2019
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rly Report_Net Sales <Flagship store>
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2-1. Quarterly Report_Sales Ratio by Sales Channel

Flagship store ratio increased
from 6.3% in the previous 1Q to 22.7%

Net sales
(Million yen)
25.0%
wwss Flagship store
Malls . %
3,000 .
=O=Flagship store ratio Approx 22'7%: 20.0%
3.6 times et
15.0%
2,000
10.0%
1,000 757
4.1% 655 ﬁ 5.0%
368 ?”/ /
223 %
101 w2 20 ;O] %// %/ / /
o Ly w7 7. 0 o . oo
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q ‘ 1Q
FY2017 FY2018 FY2019

14
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2-2. Initiatives for Resolving Issues

@ Initiatives for resolving|short-term issues

Development of environment to accommodate the
growth of the flagship store

* Restructuring ordering systems and operational structure

* Holding proper inventory, renting new warehouses, and
expanding warehouse spaces

@ Initiatives for resolving|medium- to long-term issues

- Reduction of warehouse storage expense ratio

Reduction of delivery expenses

-~ Expansion of recognition

15
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2-2. @ |Initiatives for Resolving Short-term Issues
Development of environment to accommodate the growth of the flagship store

HIGH What led to opportunity loss due to stock-out?
—  Malls
Net sales/
Sales quantity |  \  eeeeees Flagship store .

Long-tail inventory was not secured although a wider
range of products were sold at the flagship store
compared to malls.

Cart Occupancy Rate (*) had decreased due to opportunity
loss resulting from stock-out

(*) Cart Occupancy Rate: Rate of purchasable products with empty
carts

v

Top-selling
products : Long tail

LOW .

““““ » Number of
products

Analyzing an adequacy of inventory for each » Improve inventory accuracy with
sales channel and timing of order placement systemization

FY2019: Inventory to gradually recover from around August to September

Copyright 2018 VEGA corporation. All Rights Reserved.
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2-2. @ Initiatives for Resolving|Short-term Issues
Development of environment to accommodate the growth of the flagship store

Holding proper inventory that factors in the growth of the flagship store,
and raising net sales by further increasing access to the store e

== Number of access (results)
LOWYA business net sales

##% | ost sales opportunities due to
stock-out (assumption)

Renting new warehouses and

1 ' 20 ' 30 ' 4q 1Q 20 ' 30 | 4q 1 ' 20 ' 32 | 4q

FY2017 FY2018 FY2019
Copyright 2018 VEGA corporation. All Rights Reserved.

Net sales
without
stock-out

expanding warehouse spaces in line
with the growth of the flagship store.
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2-2.

Initiatives for Resolving|Medium- to Long-term Issues

Reduction of warehouse storage expense ratio

Storage expense ratio

Focus on efficient management of logistics,
reduction of delivery lead times and other
efforts to reduce storage expenses over the
long term in order to accommodate the growth
of the flagship store.

— Reduction of warehouse storage expense ratio

Mobile racking system

Considering the introduction of a mobile racking system
in order to expand inventory storage space of the
warehouse area. Storage space is expected to double
with the introduction of this system.

- Reduction of
storage expenses

B Company-owned warehouses

Considering to purchase company-owned large
warehouses in order to reduce storage expenses
over the long term.

&

Warehouse automation

Considering the warehouse automation to improve
storage efficiency as in the case of the mobile
racking system, and also reduction in picking time

and fixed cost ratio is expected with this automation.

- From storage expenses to
depreciation expenses

-

Reduction of
storage expenses

Copyright 2018 VEGA corporation. All Rights Reserved.
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Initiatives for Resolving

2-2. O

Medium- to Long-term Issues

Reduction of delivery expenses

Delivery expenses

Tackle the industry-wide issue over the long-term by
reducing the delivery expense ratio through optimizing

inventory placement (establishing the shortest and
cheapest delivery routes), developing systems for
optimization and improving loading efficiency .

* Improving loading efficiency through the increase in Laig
load volume

Phase 1
Phase 2
: : 5
v
v

— Reduction of delivery expenses

Phase 1

placement

-9

-9

" Optimizing delivery routes and inventory

‘M service launched

Phase 2

increase in Laig load volume

Shorten delivery routes from warehouses to users by
conducting proper inventory management according to
the delivery volume of each region.

Reduction of delivery
expense ratio

Delivery

Building a logistics network

Focus on reducing delivery expenses over the long term
by increasing the number of partner carriers.

Increased
Laig load volume ..

expense
ratio

Reduction of delivery i

expense ratio ) Lowva %////////

£

Reduction of delivery
expenses per unit

.

P Improving loading efficiency through the

.,‘ Load

volume

Copyright 2018 VEGA corporation. All Rights Reserved.
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2-2. @ Initiatives for Resolving Medium- to Long-term Issues
Expansion of recognition

Accelerate sales promotion to maximize access
from the second half of FY2019

]

== Number of access (results)
LOWYA business net sales
W% | ost sales opportunity é:lue to
stock-out (assumption)§

N
x\\\\\\“
@I:I

///

Start sales promotion

Achieve accurate inventory control

1@ ' 2a ' 3 | 4 | 10 | 20 3 ' 4 | 1a ' 20 3 | 4 |
FY2017 FY2018 FY2019
Copyright 2018 VEGA corporation. All Rights Reserved.
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2-2. @ Initiatives for Resolving

Medium- to Long-term Issues

Expansion of recognition

Prove the correlation between recognition and sales, and enhance

recognition in the Tokyo metropolitan area in three years

(%)
100 T .
Brand building period
e Recognition in Tokyo
< > metropolitan area
e National
recognition
o
oo
......000° ...oo
c J)ooooooooooooooooob’""..... .o°..
joooooooooooo00000000000000000.'..0.
0 o— T
FY2018 FY2019 FY2020 FY2021

* According to an online survey of furniture, interior product, and sundries brands.

Copyright 2018 VEGA corporation. All Rights Reserved.
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2-2. Future Development_LOWYA Business

Recognition in Tokyo Low
metropolitan area

Brand building

Period of marketing
transformation

(Billion yen)
@ Solidify a Fan base
@ Creative integration
@ Social Media Branding
20.0

Brand recognition

[ Lowya 4

High 4

-~ .+"100.0

.o Billion yen

o
~

- Flagship store

100 ©

Storage expense
ratio .

Delivery expense
ratio

Systematization

FY2019
2018/3

\{

cccccccdocede ....o.°o.....

FY2020

2019/3

v

FY2021

2020/3

2021/3 22



2-2. Synergy of Company-wide Businesses_L OWYA Business | ! LOWYA

(Trillion yen)

7.2 —

Aiming 100 billion yen sales in LOWYA business
by leading the 2.5 trillion yen industry

100%

E-commerce ratio .~

Leading the

: expanding shift to
o e-commerce

E-commerce ratio

20.40%

Sundries, furniture, and interior
product market scale

7.2 trillion yen

(*70% is sundries for housework and housework supplies)

Furniture and interior product
market scale

2.5 trillion YEN (*Expected market scale excluding
sundries for housework, etc. in (1))

Sundries, furniture, and interior products
BtoC-EC market scale

1.4 trillion yen (70% is sundries for housework
and housework supplies)

Furniture and interior products BtoC-
EC market scale

04 trillion YEN (*Expected market scale excluding
sundries for housework, etc. in (1))

* FY2017 E-Commerce Market Survey published by Ministry of Economy, Trade and Industry
* BtoC-EC ratio of 20.40% converted based on the market scale

Copyright 2018 VEGA corporation. All Rights Reserved.
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3. Synergy of Company-wide Businesses

Copyright 2018 VEGA corporation. All Rights Reserved.
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3. Synergy of Company-wide Businesses

Develop each system in LOWYA fulfillment service to new business
and aim for its maximization

<Past performance > *Experience in global marketing

DOKODEMO BtoBtoC (57 million DLs for game apps)

ecc0cccccccccccoe

Warehouse
sharing

e0c0cc0c00c000000

f ) f 1

Partial sharing ~ System sharing  Marketing know-how Kgﬁawr'izgw Sr{::fnrg

[ LOWYA BtoC l sh:lring l l

000000000000 000000000000000

Marketin
EC 1 o

ececccccccccccce eececccccccccoce

CS

eo e

Delivery

e0c0cccce

(Attracting customers) =

©ec0ccccse
e0c0cccce

eececcccee
®woeoococce
®eoccccose

e0c0c00c000000000000000000®

eecccecccccccoce eec0cccccccccoce

Product
Development

Import } Warehouse CS

)ooooloo

°
[ ]
— °
Online Marketing E .
sales (Attracting customers) Delivery
.
[ ]
[ ]
°

ccccoeWeeo

[ ]
[ ]
[ ]
. T
. i . ; Increase in load
d ® Trade know-how Eggi?;ige System sharing ~ Marketing know-how volume S%/st_em
[ ) .
‘M BtoBtoC . ‘l’ . ‘ sharing Warehouse sharing sharing
:,.................. aeaaceaaaaacaaaaae S ..........................,:...................: eescecsssccsssan,
Y ¢ . | 1 .
N : ¢ Warehouse :® EC Marketing ‘e K
o . E o
° 4 .

Import

(Attracting customers) :® Delivery : CS
: :

o
o o e
L ccccccsccesssssess®® R Ry RN s00cc0cc0cccccns

Reduce delivery expenses/Improve storage efficiency

sharing ::

®cececcoc,

eecccce
esccccce

%6 "
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4. New Businesses (R&D)

DOKODEMO
(oig

Copyright 2018 VEGA corporation. All Rights Reserved.
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4-1. DOKODEMO Business

Copyright 2018 VEGA corporation. All Rights Reserved.
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4-1. DOKODEMO Business Indicators

B Membership

264,000 (up 258% YoY)

*As of June 30, 2018 (the same applies hereinafter)

up 258%

/l

9OKODEMO

10.00

million
members

4Q [ 1Q
FY2018 FY2019
® Number of APP DLs
10.00
598,000 (up 135% YoY) million DL
up 135%

/l

B Purchase price per person Q20
8,905 yen (up 13% YoY) o

Copyright 2018 VEGA corporation. All Rights Reserved.
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4-1. DOKODEMO Business Indicators DOKODEMO

Increase the number of products and brands
to accelerate distribution

1.00
B Number of products oroducts
67,500 (up 11% YoY) /
*As of June 30, 2018 (the same applies hereinafter) %
up 11% %
i
Q20 30 4Q | 1Q
FY2018 FY2019
® Number of brands ﬂ;ugnd

738 (up 21% YoY)

up 21%
1Q 2Q  3Q 4Q l 1Q
FY2018 FY2019
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4-1. DOKODEMO Business Distribution DOKODEMO

Focused on efficient operation to reduce sales
promotion and advertising expenses.
(Milionyen) — As a result, Gross Merchandise Sales(GMS) was up 140% YoY

250
200
150
Approx. 2.4 times

100

50

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q
FY2017 FY2018 FY2019

30
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4-1. DOKODEMO Business Deliveries DOKODEMO

Deliveries increased to 84 countries and regions
(up 37% YoY)

Canada Proporgion of deliveries
y country
5.6%

China _ _
6 3 o South Korea Latin America
-O% 3.5% uUs 1.0%
T \ | Europe Middle East
5.1% / 12.3%
Malaysia Taiwan

6.4% \ e 3 1 . 6%
/ &
Singapore Oceania

289 A 14.0%

] ¢ New Zealand
Australia 1.99%

12.1%

* Proportion of deliveries by country is calculated based on the ratio of gross merchandise sales (GMS)
from April 2018 to June 2018.
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4-1. DOKODEMO Business_Future Development

Enhancing strategies to make people aware of DOKODEMO when visiting Japan,
and promoting contact and repeat purchase after their return

Sending information @@i" @ Consumption in Japan
Send information on shopping, leisure, trends and ()ll'@ d:b Promote good-value shopping through
25 0

topics of Japan, and build the service as a tool for DOKODEMO during their visit, and encourage
collecting information during and before visit consumption after their return

.

K Direct shipping to overseas j

Create interest in Japan, and encourage revisits

32
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4-2. ‘W Business

Copyright 2018 VEGA corporation. All Rights Reserved.
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4-2. Laig Business

(oig

To be launched in August to September 2018

An extensive lineup of interior lifestyle and other products will be provided, including those of popular brands.

*Website image

Brick and mortar
stores

mm:*

4— 620 =

Number of brands:
Approx.30

Number of products:
Approx. 2,000~3,000

.

Laig will become one of Japan’s top
EC platform in the interior lifestyle
industry in terms of both the
number of brands and products.

Laig is an interior lifestyle platform achieving EC + 020
(Online to Offline).

Copyright 2018 VEGA corporation. All Rights Reserved.
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4-2. Laig Business

Maximize Gross Merchandise Sales (GMS)
by increasing the number of
brands and products

(GMS: Million yen) + (Number of

brands)
“ ..... “
Gross Merchandise Sales (GMS)
NN mmm==  Number of brands | e
== Number of products
» Launch of service — 500
Number of products: 2,000~3,000
Number of brands: Approx. 30
100 —]
N N
N /
— 30
FY2019 FY2020 FY20XX

Copyright 2018 VEGA corporation. All Rights Reserved.
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Appendix
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Appendix LOWYA Business: Positioning

) LowYA

Establishing the fast interior category in the “trendy & low price”
space of the furniture and interior products market

High price
...O......... ) ‘.
T. High-class
High-class ® overseas
antique furniture
furniture High-quality :
" ?tan_dard Select .
Eﬁ?rﬂ%?g urniture fashionable A Trend
furniture ren area
T Simple .
e furniture °
Not on € y . > On trend

trend . o
o [ ]
[ ] [ ]
[ ) [ ]
[ ) { ]
[ ] [ ]
[ ] [ ]
[ ] ( ]
[ ) [ ]
[ ) (]

[ )

Low- 2

. Used
quality - Low-price

standarq  furniture overgeas .
furniture furniture .
l; .
[ (]
OO0 00 0000OCOGEOGOEOOOOOEOEOOOO

Low price

Copyright 2018 VEGA corporation. All Rights Reserved.
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Appendix LOWYA Business: Brand Promise I ! LOWYA

As a provider of “fast interior,”

Propose attractive lifestyles and products
with attractive prices and quality

Fullfill satisfaction and inspiration by creating design
that reflects a variety of tastes and trends.

Copyright 2018 VEGA corporation. All Rights Reserved.
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Chest ] 9 . 990yen (incl. tax)

1 2,990yen (incl. tax) 24,990yen (incl. tax)

Chair

7 y 990yen (incl. tax) 39
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[ LowyA

Lighting

3,990yen (incl. tax)

Storage shelves

113,990yn

99Q yen (incl. tax)

“‘

T Mattress (S)

] 2,990yen (incl. tax) 9,990yen (incl. tax)

Copyright 2018 VEGA corporation. All Rights Reserved.
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Appendix Business Model Characteristics I ! LOWYA

D2C business model
conducting the entire procedure inhouse

(Direct to Consumer)

o Product . Marketing . @
. > Development H Import } Warehouse } Online sales >Attracting customers)ﬂ Delivery } CS »
5 : : : : ; : \- Customers
5 o P P s : Views
: Designing, Manufacturing by Style coordination Order management :
o buying contracted Page content planning Inventory management : o
. manufacturer (Japan, : :
: overseas) Sales promotion, Inquiry support .
0 Advertising & marketing .
:...................0.................. Feedback ........0......0.......................
41
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Appendix LOWYA Business, Customer Data
(Male Vs. Female, Area Distribution, and Generation Distribution)

[ LowyA

Showing higher ratio of female in their 30’s,

mainly in the Tokyo metropolitan area

;’J//
e

.

aan

Ratio of male
vs. female

d

(April 1, 2018 to June 30, 2018)

Area distribution

% Male 335%

mFemale 66.5y%

%/////// ,,
B Kanto 38.1%
% Kinki 18.9%
Tokai 11.5%
M Kyusyu 9.5%
B Other 22.0%

Copyright 2018 VEGA corporation. All Rights Reserved.

Age distribution

M 29 and 18.6%
younger

M 30 to 39 40.0%

M 40 to 49 28.1%

M 50 to 59 9.8%
60 to 69 3.5%

42



Appendix

DOKODEMO Business: Market Scale (1)

DOKODEMO

O million

people visiting Japan®

Increasing foreign
tourists visiting Japan

*  Japan National Tourism Organization

Japan from January to December

Number of foreign tourists visiting

2017
\

40-00 million people

expected in 20200
Tokyo Olympics

*  Expected number of tourists visiting
Japan in 2020, based on target
established by the Japan Tourism
Agency of the Ministry of Land,
Infrastructure, Transport and

k Tourism )

\_

Expansion of
international
e-commerce market

Global international e-commerce is
expanding yearly, amid the rapid
spread of PCs and smartphones

J

Leading users that have actually tried and experienced Japanese products
and have a strong desire to purchase to DOKODEMO

Copyright 2018 VEGA corporation. All Rights Reserved.
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Appendix DOKODEMO Business: Market Scale (2) DOKODEMO

The size of the international e-commerce market is growing yearly,
and foreign tourists visiting Japan and their spending are also increasing

B International EC market scale (2017) B Survey of spending by foreign visitors to Japan
(Units: Billion yen) (Million
P h (Billion yen) people)
Country Purchase aur;(;Ua:te Purchase >000.0 1 Il Spending on travel (left, billion 2869 [
(Country of amount amount Total ! v » DI ot
consumption) from Japan froljnsthe from China yen) million people
—O- Number of foreign visitors to Japan - 30
1 ight, milli |
Japan 232.7 24.3 257.0 40000 (rignt, milion people) 24.04
(YoY) 25
7.2% 7.3% 7.3%
3,000.0 - 5
712.8 494.2 1,207.0 r 20
UusS
(YoY)
15.8% 16.0% 15.9% - 15
2,000.0 A
China | 1.297.8 | 1.457.8 2,755.6 10
(YoY)
25.2% 28.2% 26.8% 1.000.0 - I
’ -5
Total | 20106 | 1,6905 | 5186 | 4,219.6
(YoY) 0.0 : T T x 0
21.7% 24.8% 15.6% 22.1% 2013 2014 2015 2016 2017
Source: Ministry of Economy, Trade and Industry “FY2017 Survey of Source: Japan Tourism Agency “Consumption Trend Survey for Foreigners
Infrastructure Development Status for Data-driven Society in Visiting Japan” 2017 annual data (confirmed data) 44

Japan (E-Commerce Market Survey)” )
Copyright 2018 VEGA corporation. All Rights Reserved.



Appendix DOKODEMO Business: Business Model DOKODEMO

Delivering products directly from registered stores to customer
(Non-stock inventory)

o

JAPAN Overseas
JUEEEEEEEEEEEEEEEEEEEEER D"‘ectShipp]nga llllllllllllllllllllllllllllll:
. Available in 5 Languages, ;
O Order with delivery options
— >
[
e B E Purchase
Provides DOKODEMO’s ~ : T ——
management system Purchase Shipping
. Price + Cost
= — >
Reg!tStered Sales commission Inquiry support Customer
ore DOKODEMO

Combined Shipping

- Domestic

. Delivery

- [ 1 .
EEE % Dellvery
EEEE

. Deliver using customer's
Domestic preferred shipping
Warehouse method

45
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Appendix: DOKODEMO (Sales Ratio by User Data and Category)

Female users in their 30’s are increasing.
DOKODEMO will strengthen the “hobby” and “fashion” categories
going forward

Calculation period: April 1T, 2018 to June 30, 2018

<User data> <User data> Sales ratio by
Gender Age category

Food & Alcohol
- 4.2%
10 ° 5.9%

20-24 B 14.9%
Baby & Maternity
25-29 (D 21.2% 5.8% Healthcare
: (o)
30-39 (D 38.2% 30.1%
Female 40-49 [ 18.5% 3eauty 5
75.7% Medicine
50-59 2.7% 24.1%
60+ | 0.3%

* Calculated based on user data of registered members.
Members are not required to enter their gender when registering, and therefore the
above data does not represent the ratio for all members. 46
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Appendix Laig Business: Service Vision

SERVICE VISION

A world that offers various ways in which
“Lifestyle is Good”

(Lifestyle space)

Finding your own Lifestyle
> with no hurdle and stress!

Always focused on:

“Lifestyle”

Copyright 2018 VEGA corporation. All Rights Reserved.



Appendix Laig Business: Business Model ‘a/ig/

Online or Offline, _
users can choose whichever convenient

v
ONLINE e OFFLINE
| \\ Utilize purchase data
Location ° .
Information
‘IIIIIIIIIII '
I_’ Online to
Giving info. of the Offline
nearest store
U=y Product
N Search and o
Purchase shipping
Laig User Brick and Mortar Stores
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Earnings Forecasts for the Fiscal Year Ending March 31, 2019

3.37 billionyen (21.3%)

0.07 billion yen (9.7%)

Operating profit

\ﬁ
N

/7 0.07 billionyen (10.0%)

Ordinary profit

\ﬁ
A\

15.8 billion yen

0.7 3 billion yen

0.75 billion yen

0% 50%
%77 Progress Full-year earnings forecasts
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100%
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VEGA corporation

Views and forecasts in this document were prepared based on the judgment of the Company at the time of preparation.

These statements are based on current expectations, forecasts, and assumptions that are subject to risks, and contain uncertainties that
could cause actual outcomes to differ materially from these statements.

These risks and uncertainties include general economic conditions in Japan and overseas, namely general industry and market conditions.
The Company shall not bear any future obligation to update or revise the information contained in this document, even in the event of
new information, future events, etc.




