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Business Description



LOWYA Business  Business Model

In addition to offering private brand (PB) products at the flagship store (the Company’s e-commerce website) and
other e-commerce marketplace stores, products of other companies’ brands are offered at the flagship store

The Company

Flagship store
Users
Manufacturing .
Delivery The
cotractors 9 ) Company’s
( PB -.O‘ p: m SNAP
mmm Payment products ﬁv m
Sales
Manufacturers, Delivery ) ) o
wholesalers, etc. Other e ( m
T € O companies’ [ wy "y I\/Iercha?dise fee
Payment brandsE = . :
o Entrust delivery E&
[ Rakuten Delivery of
the Company’s PB

products of other
companies’ brands

PayPay

=5 @pirect delivery



DOKODEMO Business  Business Model

Operate a cross-border e-commerce platform with all functions including settlement, logistics and CS, which

enables seller companies to offer Japanese products to overseas users

»>
=4 Japan

Seller The Company Users
companies Orders Displayed in 5 languages,
B e et with a choice of delivery options
PrOVide the SyStem: ﬁﬂge\:;i%)nline Store )

— including administration O

- screens, etc.

T € € O m

nnn

L Payment for goods

ngn

1 9 ) +Overseas postage

Sales commissions
Inquiries/support

DOKODEMO

== Direct delivery



Difference in Sales Recognition Methods

LOWYA business is a D2C business of furniture and interior sundries*

DOKODEMO business is a cross-border e-commerce platform business that has a model that earns commissions
according to the value of merchandise sold

LOWYA

TRENDIS HERE.

DOKODEMO

GMV

Promotion —_—

Gross — . — Net Sales
Expenses

Merchandise
Value

* In the current trial phase, the above calculation formula is used to recognize sales of products of other companies’ brands as well, in principle,
though the method for recognizing sales of products of other companies’ brands may be changed.

el Take Rate

Gross
Merchandise
Value

— Net Sales

Commission Rate

* D2C (Direct to Consumer) is a format of business that involves direct sales exclusively online.
* Due to the application of a new Revenue Recognition Standard, starting in the fiscal year ended March 31, 2022, net sales are recognized at a value obtained by subtracting the value of coupons used, marketplace points granted, etc.

from the value of merchandise sold (For an overview of the impact of the new Revenue Recognition Standard, please see Appendix.).

Copyright 2022 VEGA corporation. Al Rights Reserve:
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Overview of Financial Results
for the Fiscal Year Ended March 31, 2022



Financial Highlight

Steady progress made in increasing members, raising the repeat rate, enhancing product lineup
and other efforts to achieve growth, despite demand in the LOWYA business experiencing a
reactionary decline against the surge in growth of the previous fiscal year

DOKODEMO business full-year results rose 183.3% YoY for a major expansion in transactions

Overview of
Company-wide “ U O
Results GMV (LOWYA) 4,531 milion yen 91.3% 17,607 milion yen 92.6%
GMV (DOKODEMO) 1,056 miliion yen 166.1% 3,598 million yen 183.3%
Net sales  rcomion saniar ton 4,376 millon yen %" 16,832 milion yen (%

current period

Operating profit 146 million yen 35.1% 596 million yen 32.7%

» Flagship store memberships grew, with GMV on par with the prior year and confirmation of firm demand

» The number of items from other companies’ brands at the flagship store increased about tenfold in one year to
Overview significantly enhance selection for users

* Lowering the delivery expenses ratio, even with faced with rising costs, mitigated the impact on overall variable expenses

* GMV grew with constant new and repeat customers, breaking through the 1,000 million-yen mark in two consecutive
quarters in 3Q and 4Q

Overview

*GMV: Gross Merchandise Value Copyright 2022 VEC . Rights Re



Financial Results for the Fourth Quarter for the Fiscal Year Ended March 31, 2022

Net sales: 4,376 million yen, Operating profit: 146 million yen

Net sales

Gross profit

SG&A
expenses

Operating
profit

Ordinary
profit

Profit

Fiscal year ended
Mar. 31, 2021
(New Revenue Recognition Standard
retrospectively applied)

Fiscal year ended
Mar. 31, 2021

4Q results Sales ratio 4Q results Sales ratio
5,066 100.0% 4,737 100.0%
3,063 60.5% 2,734 57.7%
2,646 52.2% 2,317 48.9%
417 8.2% 417 8.8%
423 8.4% 423 8.9%
291 5.8% 291 6.1%

(Million yen)

Fiscal year ended

Mar. 31, 2022
4Q results Sales ratio

4,376 100.0% -

2,420 55.3% ;

2,273 52.0% -
146 3.3% 3;;”2-710;/"
148 3.4% 3o
73 1.7% %";13;)/

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



Financial Results for the Fiscal Year Ended March 31, 2022 (Full-year)

Net sales: 16,832 million yen, Operating profit: 596 million yen

(Million yen)

Fiscal year ended

Fiscal year ended Mar. 31, 2021 Fiscal year ended
Mar. 31, 2021 (New Revenue Recognition Standard Mar. 31, 2022
retrospectively applied)
Previous FY Previous FY Previous FY

results Sales ratio results Sales ratio results Sales ratio

(GEURYEED) (Full year) (GURYEED)
Net sales 19,313 100.0% 18,371 100.0% 16,832 100.0% -
Gross profit 11,597 60.1% 10,655 58.0% 9,371 55.7% -
SG&A
oxponses 9,772 50.6% 8,830 48.1% 8,775 52.1% .
Operating . . . 32.7%
oot 1,824 9.5% 1,824 9.9% 596 3.5% 1928,
Ordinary profit 1,851 9.6% 1,851 10.1% 621 3.7% (3132%
Profit 1,159 6.0% 1,159 6.3% 382 2.3% ?;37706)/

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



Net Sales / Full Year & Quarterly

Full year: 1 6,832 million yen, a YoY decline, although up +28.2% from pre-pandemic results of two years earlier

Full year

(Million yen)

2 years earlier

+28.29 18,371

\ / 16,832

12,884 13,128

FY2019 FY2020 FY2021 FY2022

Quarterly

(Million yen)

5,166

3,572

3,413
3,270 ’ 3,333
3,230 3,257 3,069

2,868

1@ 2@ 3@ 4Q 1@ 2@ 3@ 4Q 1Q

FY2019 FY2020

4,737
4,372
4,004
2Q 3@ 4Q

FY2021

4,514 4,376

4,072
3,868

1@ 2Q 3Q| 4Q

— FY2022 —

11



Operating Profit / Full Year & Quarterly

Full year: 596 million yen, a YoY decline, although up +413.8% compared to pre-pandemic results of two years earlier

Full Year Quarterly
(Million yen) (Million yen)
1,824
748
2 years earlier
+41 3 8°/ 409 41 7
5 249 245
\ o 146
o 102 99 104
116 7 I
|| i (14)
(85) (142) (129)
(296) 1@ 2@ 3@ 4Q 1Q 2@ 3Q 4Q 1@ 2@ 3@ 4Q 1Q 2 3Q 4Q

— FY2022 —
FY2019 FY2020 FY2021 FY2022 FY2019 FY2020 FY2021 0



Quarterly SG&A Expenses Ratio (against Net Sales)

The SG&A expenses ratio progressed steadily overall due to a decrease in both the selling expenses ratio and delivery expenses ratio,

despite a rising fixed costs ratio and advertising expenses ratio resulting mainly from investment in the flagship store, compared to pre-
COVID-19 pandemic levels

55.3 55.6 56.1
2 E g

12.2 12.9 151 12.9

54.2

12.2

55.3

52.2
m 48.7

13.0 - 43.0
11.0

10.7

48.1

2Q

3Q

50.5

14.0

4Q

® Advertising expenses

= R&D expenses, etc. *1
Fixed costs

u Personnel expenses *2

u Delivery expense

u Selling expenses *3

*1 Net expenditure of
DOKODEMO
Business and other
R&D expenses.

*2 Includes salaries and
allowances.

*3 Includes sales
commissions.

FY2019 FY2020 FY2021 FY2022

* The SG&A expenses ratio shows the ratio against net sales. Due to the application of the new Revenue Recognition Standard from the fiscal year ended March 31, 2022, net sales for the fiscal year ended
March 31, 2021 and prior periods have been restated by retrospectively applying the new Revenue Recognition Standard. Furthermore, revenue related to DOKODEMO Business and to research and Copyright 2022 VEGA corporation. All Rights Reserved 13
development expenses is excluded from net sales used as the basis for the calculation of the SG&A expense ratio, and therefore this data does not match the SG&A expense ratio on the statement of income. ' )



Balance Sheet

While inventory is increasing, there are still no concerns about financial soundness

(Million yen)

Previous fiscal year Current fiscal year Previous fiscal year Current fiscal year

(as of Mar. 31, 2021) (as of Mar. 31, 2022) (as of Mar. 31, 2021) (as of Mar. 31, 2022)

Current assets 6,892 6,676 Current liabilities 3,023 2,701
Cash and deposits 3,028 1,070 Debt obligations 500 1,000
Accounts receivable—trade 1,897 1,870 Non-current liabilities 61 50
Merchandise 1,521 2,990 Total liabilities 3,084 2,751

Non-current assets 1,331 1,344 Shareholders’ equity 5,091 5,254
:;zr’iﬁ;yr;;gzt :S”S‘ltiq“ipme”t’ 520 500 Total net assets 5,138 5,269

Total assets 8,223 8,020 Total llabilities and 8,223 8,020

* Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this document. Copyright 2022 VEC oration. Al Rights Reserve



Report on LOWYA Business
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LOWYA Business  Management Indicators

Membership of the flagship store has grown steadily, and the ratio of sales to repeat customers has increased solidly,
indicating progress in our efforts to accelerate GMV growth

(Million yen)
Scope ltem Timeframe used Three months ended Three months ended Yoy
P for calculation Mar. 31, 2021 Mar. 31, 2022
Company- . . 91.3%
wide Company-wide GMV (million yen) Quarter 4,963 4, 531 (431}
0,
Flagship store GMV (miliion yen) Quarter 2,574 2,347 9(12227)/0
0,
Membership (thousand people) As of tgjaerg: of the 845 1 , 127 1(?-:2;8:1;)A’
Flagship Ratio of repeat customers 124.2%
store (based on GMV) (%) LTM 1 8'6 23'1 (+4.5)
Members: 99.0%
Average basket value (yen) LT™ 23’1 68 22’946 (-222)
Guests: 100.6%
Average basket value (yen) L™ 19,978 20,091 (+113)




LOWYABusiness  Quarterly GMV and Net Sales

Although we confirmed growth in our capacity for attracting customers, we fell short of the previous year’s 4Q results,
which were a high hurdle with the impact of the declaration of a state of emergency

(Milionyen) ~ ® GMV Net sales GMV Yoy 91.3%
Net sales Yoy 91.2%

5,312 '

5,138 963
5,000 4 555 4,811
4,428 4,531
4 326 4,263 4,267 4246
4,013 3,978 3,996
4,000 3,678 3,737
35! 3,532
3,342 3 391 3:408 33
3,249 3,308 3,287 )0 3326 5 533 5134
2,940 3,045

3,000 2,845
2,000
1,000

0

4Q

6,000

FY2019 FY2020 FY2021 — FY2022 ——

* Due to the application of the new Revenue Recognition Standard from the fiscal year ended March 31, 2022,

net sales for the fiscal year ended March 31, 2021 and prior periods have been restated by retrospectively applying the new Revenue Recognition Standard. Copyright 2022 VEGA corporation. All Rights Reservec



LOWYABusiness  Quarterly GMV by Sales Channel

Marketplace stores in 4Q demonstrated relatively strong performance, keeping the flagship store ratio on par with the
previous year

(Million yen) m Flagship store Marketplace stores  e=O=sFlagship store ratio

51.9% =i 51.8%

5,000 49.5% 48.7%

52.8% 51.4%

4,000
2,219

2,184

2,016
1,943

H H
1Q 2Q 3Q

FY2019 FY2020 FY2021 — FY2022 ———

3,000

22.7%
2,000

2,584 2,234 2,757

1,464
j 704 753 835 1,007 1,076
0
1Q 2Q

1Q 2Q 3Q 4Q 3Q 4Q 1Q 2Q 3Q 4Q




LOWYA Business  Monthly GMV at Flagship Store

Up until 3Q, the flagship store cleared the high hurdle of the previous year, confirming strong demand, although in 4Q
GMV was buffeted by a reactionary decline in stay-at-home demand on account of the previous year’s declaration of a

state of emergency

(Million yen)

1,100
1,000

900

FY2021 mm FY2022

1,036

891 865

820 gpg

800

700

600

500 98.

400

300

200

100

752746 729

9 116
84.

==Y oY

736
696

105

818
784 783

71 700

652 664 660 .

120

85.

1,035
971

720
674

93. 93.

Apr.

May Jun. Jul.

Aug.

Sep. Oct. Nov. Dec. Jan.

Feb. Mar.
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LOWYABusiness ~ Company-wide Monthly GMV

4Q for the overall LOWYA business (flagship store + marketplace stores) saw a reactionary decline that caused a major
impact at the flagship store, although in March when demand rose, results were close to the previous year—a high
hurdle - confirming the capacity to attract customers

(Million yen) FY2021 m FY2022 =O=Y0oY

1,988
2,000 1,915 1,917

1,756
1,800 1,677 1,719 1,725

1,600 1,573

1,402
1,272

1,400 1,341
1,200

1,000

90.
800 85.

600
400

200

0
Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb. Mar.



LOWYABusiness  Cost of Sales Ratio and Delivery Expense Ratio (vs. GMV)

Cost of sales ratio increased due to a combination of rising costs for marine container transportation and raw material
procurement, coupled with yen depreciation. However, further reduction in delivery expenses continued to offset the
impact, minimizing the rise in the total of the cost of sales ratio and the delivery expense ratio

(Million yen) «=OmDelivery expense ratio «=0=»Cost of sales ratio =0==Delivery expense ratio + Cost of sales ratio

64.1 64.0 up 1.0 pt.

0
13.2
—0

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

FY2019 FY2020 FY2021 — FY2022 ———

* Due to the application of the new Revenue Recognition Standard from the fiscal year ended March 31, 2022, the ratios are those of cost of sales and shipping costs relative to net sales
under the previous accounting standard for the periods prior to the fiscal year ended March 31, 2021, while those are relative to GMV for the fiscal year ended March 31, 2022 onward. Copyright 2022 VEGA corporation. Al Rights Reservec

21



LOWYA Business  Profit Structure by Sales Channel

The average value per order and the contribution margin (before marketing expenses)* are 1.3 times and 1.6 times larger at the
flagship store than at marketplace stores

The business structure is designed to improve profit margin by expanding GMV through the concentration of resources
on the flagship store

Average basket value and contribution margin by sales channel (4Q resuits)

(Yen) Average basket value ® Contribution margin (before marketing expenses)
30,000

22,311

20,000

16,632

10,000

Contribution Contribution
margin ratio margin ratio
(before marketing (before marketing
expenses) \\ expenses)
34.6% 9,753 42.4+,
0

Marketplace stores Flagship store

* Contribution margin (before marketingf(expenses) is defined as: Average basket value — (Cost of sales + Delivery expenses + Selling expenses)
Contribution margin ratio (before marketing expenses) is defined as: Contribution margin (before marketing expenses) / Average basket value »
Average basket value is order value before promotion expenses (defined as a difference between GMV and net sales under the new Revenue Recognition Standard). Copyright 2022 VEGA corporation. Al Rights Reservec
Marketing expenses include promotion expenses and advertising expenses. i



LOWYABusiness  Marketing Investment Ratio (vs. Flagship Store GMV)

At present, our focus is on GMV growth by acquiring and energizing members at our flagship stores, and continuing to invest
aggressively in marketing while being careful to not invest excessively

=0=s Advertising expense ratio (Advertising expenses of LOWYA business/Flagship store GMV)

%
) ==O==Promotional expense ratio (Promotional expenses of the flagship store/Flagship store GMV)

13.4

0__-0\ O —O— 23

1.6 1.8 o

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

FY2019 FY2020 FY2021 —  FY2022

* Promotion expenses are defined as a difference between the flagship store’s GMV and net sales under the new Revenue Recognition Standard.



LOWYA Business ~ Enhance Product Lineup (i)

Significantly expanded handling of other companys’ brand products in the fiscal year ended March 31, 2022, which was
positioned as a trial phase. While positioning the development of a strong product lineup as a key measure, plans for the
fiscal year ending March 31, 2023 are to continue to introduce new brands

KARE Mé“ ﬁA_B_I % LaForma CUHPO] @ﬁg%ﬁll jggggﬂ @ %}? Wpe. R

cores SINGE 1872

]
oo 1t i e 2
grwineire CQJO ﬂll' SORI YANAGI ;ﬁi@ UJ uprown x ZipTop W@roodsaver (Bster

L kameyama
nishikawa candle house. be worth style

0
B-comPANY T&O ~2zOuRusH @ Qroma %@ % HERMOSA  Hinala life  «GEZD  CRASH GATE AEES

MOKKOU ZINUS

STAN. u KOKUYO Style ;%: HARIO MOBILE GRANDE  COLL-ND

by ZOJIRUSHI
umbra

Q)FRONTIER  /Zealita  Cielob IO LEKUNT @balans  £7. . POSTGENERALY  HOUSMALL
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LOWYA Business ~ Enhance Product Lineup (ii)

In the past year, the number of items we handle from other companies’ brands has grown by approximately tenfold
In the fiscal year ending March 31, 2023, together with boosting the number of items, our policy is to further boost access
gained

Net sales and number of items of other companies’ brands

mmm Net sales  =OmsNumber of items

By approx. 10X — 1,519
in 1 year /O
1,221
597
261
155
i
3Q FY2021 4Q FY2021 1Q FY2022 2Q FY2022 3Q FY2022
4Q FY2022

Trial phase



LOWYA Business  Enhance Product Lineup (iii)

Add design- and trend-conscious new products while expanding product categories primarily of other companies’ brands

Products of the Company’s PB Products of other companies’ brands

26



LOWYA Business  “L OWNYA,” Furniture Just for Cats

We searched nationwide for a “Nyanbassador,” and on Cat Day, February 22, 2022, launched this jointly developed ideal
furniture for cats

1005c oy ap PO L&WNYA

1E0

CAT ISHERE.

HELCEAL
WEERRRL.
AEOEHE S

LrEBice!

wonIqryxe
Ansjewopu

2022 219 - . 27

>11300-20300 Z5EPARCO FafE 7F 1xpRAX—Z

TS R Atetnvans BROECSR): WE.LCEos mofuwa REEE. waneco, LOWYA #

L

R
LEWNYA :.,,m_j%gi“ﬁf mﬂ .}” | —
18 0 MR E o A~
SERLELT: ‘
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LOWYA Business ~ App and Social Media Measures

With the number of app downloads and registered social media users constantly rising, we are making steady progress
with initiatives to build a solid customer base

Official apps

Download on the

[ ¢ App Store

GETITON
® Google Play

LOWYA

Over 600 thousand downloads

(As of Mar. 31, 2022)

YoY
200% 600 thousand DL

-~

300 thousand DL

Fiscal year ended Mar. 31,2021 Fiscal year ended Mar. 31, 2022

Instagram

@lowya_official

Over 81 0 thousand followers

(As of Mar. 31, 2022)

YoY
120.9% fgngs

670 thousand \
followers /

Fiscal year ended Mar. 31,2021 Fiscal year ended Mar. 31, 2022

28



LOWYA Business  Recognition Rate

The LOWYA logo recognition rate continues to rise steadily, standing at 15.4% nationwide
With the potential for growth still largely expected, we continue to consider various measures for improvement

(%) =0=| OWYA logo recognition rate

14.4
9.1
8.0
63 gg e
53 e
4.4
[0

1H 2H 1H 2H 1H 2H 1H 2H ” -
FY2018 FY2019 FY2020 FY2021 —— FY2022 ——

*Segment Details Nationwide: All survey subjects (n=30,000). No survey was conducted in the second half of the fiscal year ended March 31, 2020. S - 29



LOWYA Business  KPI of the Flagship Store (Membership)

Total membership* of the flagship store topped the 1.12 million mark, and is rising steadily

Total membership of the flagship store

(People)

1,127,772

1,000,000

800,000

600,000

400,000

200,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

FY2020 FY2021 —_— FY2022

* All the members who enrolled at the flagship store. Copyright 2022 VEGA corporation. Al Rights Reservec



LOWYA Business

KPI of the Flagship Store (Repeat Members)

GMV* by repeat members has been on a rise as guest purchasers become members

and new members turn into repeat members

(Million yen)

14,000

12,000

10,000

8,000

6,000

4,000

2,000

0

mmm Repeat members

New members

GMV by member type (LTM*)

Guest purchasers

20.0%
18.6% °
0,
ez _J”'zi e 9,458 9,495 0,468
15.7% 16.0% 16.2% 16.2% 6.5% - ~ , ’ ‘ -
” - 8,309
2,133 1,985 1,917 1,874 1,786
7,229
2,005
6,139
1,864
1,625
. 5,583 5,617 5,532 5301
3,783 5,509 : ,
3116 3,480 1234 -
1,055 1,115 4,118
994 ’ 3,503
1.633 1,867 2,053 2,489
: 1,748
489 E | 614 | 719 m m 1,484
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 10 20 3Q 4Q
FY2020 FY2021 FY2022

=0==Repeat member order ratio

(%)

21.8%

22.9%

* Figures are based on orders and do not match the profit and loss figures based on shipments.

LTM: Last Twelve Months

25%

20%

15%

10%

5%

- 0%
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LOWYA Business

Average basket value remains stable

KPI of the Flagship Store (Average Basket Value)

Average basket value (exclusive of tax) (LTM*)

(Yen) =O=|lembers  ==O=mGuest purchasers
30,000
24,963 25,392 25,089
24,486 ’ - ’
25,000 O—— O 241035 23,566 23,349 23,168 23,001 23,061 23047 |22,946
20,000 == D —— —0 — —O
20,799 s -
]
15,000
10,000
5,000
0
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FY2020 FY2021 FY2022

* Figures are based on orders and do not match the profit and loss figures based on shipments.

LTM:

Last Twelve Months

32



Report on DOKODEMO Business
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DOKODEMO Business  Management Indicators

While memberships and the number of app DLs increased smoothly,

average basket value grew and GMV continued to show a high growth rate

ltem

GMV (million yen)

Net sales (million yen)

Membership (thousand people)

Number of app DLs (thousand)

Average basket value (yen)

Number of products (thousand)

Number of brands

Deliveries
* Number of countries and regions
to which deliveries were made

Three months ended

Mar. 31, 2021

635
102
725
1,187
10,749
44

1,120

100

Three months ended
Mar. 31, 2022

1,056
130
878

1,342

12,576
44

1,123

109

166.1%
(+420)

127.0%
(+27)

121.0%
(+152)

113.0%
(+154)

117.0%
(+1,827)

99.5%
(-0)
100.3%
(+3)

109.0%
(+9)

34



DOKODEMO Business  GMV

GMV grew by 66. 1 % YoY, topping 1 ,000 million yen again in 3Q
Repeat customer GMV increased further, accounting for 75.1 %

(Million yen) mm Repeat customer GMV mmm New customer GMV =0==Ratio of repeat customers

1,200 ‘

1,056|

1,021

1,000

800

600

~ ot
—— 9, 2 ® o

66.0% 64.8% 65.0% 64.7% 64.9%

0,
57.3% 61.2%
400

214
200 195 189 198 195 170 169
0

1Q 2Q 3Q 4Q 1Q

2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

FY2019 FY2020 FY2021 — FY2022 ———

Copyright 2022 VEGA corporation. All Rights Reserved 35



DOKODEMO Business  Upfront Investment Amount

GMV has been steadily expanding, keeping the upfront investment level (net expenditure of this business) under control
Transactions are projected to rise further by continuing to retain repeat customers while efficiently acquiring new customers

(Million yen) GMV m Upfront investment (net expenditure of this business)
1,200
1,056
1,021
1,000
800 747 773
605 635
600
466
400 345
255
195 198 214 195
200 189 170 169
0
22 37 21
@ B) gy 2 6 G G @G @y @y @ e G en(21)
2200
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FY2019 FY2020 FY2021 — FY2022 ———
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DOKODEMO Business Ratio of GMV by Delivery Destination Area

Deliveries to Asia, mainly Taiwan, account for more than 90% of GMV

By region

Middle East

Oceania 0.2%

1.1%

Africa
0.02%

Latin America
0.019%

Europe

1.5% \
North America

3.3%

*Proportion of deliveries by country is calculated based on the ratio GMV from January 2022 to March 2022.

By country
Korea
0.4% b5
Hong Kong ) 3.1%
9 l Taiwan o
9%
81.8%
Malaysia
0.4% j Philippines 0.5%
Singapore o
0.8%
Australia
0.6%
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Financial Results Outlook
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FY 2023 Financial Results Outlook

While maintaining emphasis on GMV growth, in light of pressure on profits due to rising costs,
plans to make disciplined investments

(Million yen)

Results for fiscal year | Outlook for fiscal year
Stance on results outlook

ended Mar. 31, 2022 ending Mar. 31, 2023

LOWYA business

Assumption that there will be no declaration of a large-scale state of
emergency due to COVID-19, and no accompanying consumption stimulus
measures for tourism, dining out, etc.

Net sales 16,832 16,300 - 17,300 Although rising costs will limit investment, plans are for marketing investments
for both flagship store and marketplace stores, with emphasis on GMV growth.

DOKODEMO business

GMV growth and associated commissions income increases to continue

Op‘]f_:at'”g 596 0 - 200 LOWYA business
profi
Assumption that cost increase factors, chiefly a weak yen, will continue to put

pressure on profits.
Ordinary profit 621 30 - 230 Assumed exchange rate of 125 yen/USD.
DOKODEMO business

Upfront investment phase will continue, although assumptions are for no major
Profit 382 18 - 138 swings in investment amount compared to the previous fiscal year.

* Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this document. Copyright 2022 VEC
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LOWYA Business  |mpact of a New Revenue Recognition Standard

As a new accounting standard for revenue recognition (new Revenue Recognition Standard) has been applied from the
fiscal year ended March 31, 2022, which has created a difference between GMV and sales, the Company has newly
announced GMV as an important management indicator

Previous Standard New Revenue Recognition Standard

B Major change: Change in treatment at the time when coupons are used or marketplace points are granted

The value of coupons used or marketplace Net sales are recognized at a value obtained by subtracting the
points granted is recorded as selling, general value of coupons used or marketplace points granted from the
and administrative expenses value of merchandise sold

B |llustration for comparison: When a product priced 10,000 yen is sold at a 20% discount

GMV 10,000 yen GMV 10,000 yen
Sales 10,000 yen SG&A™ 2,000 yen Sales 8,000 yen SG&A™ 0yen

GMV [ S GMV [ ["'séar”equivalent |
10,000 | ’ 10,000 i 2,000 |

Other expenses
7,000

Other expenses

7,000

Profit 1,000

* Refers to SG&A expenses (promotion expenses) equivalent to a 20% discount, not all SG&A expenses, and SG&A expenses other than the said promotion expenses are recorded in both cases. Copyright 2022 VEGA corporation. Al Rights Reservec
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LOWYA Business  Market Scale (Past Trend)

The furniture and interior e-commerce market is a growth market, expanding with a CAGR of 5.51% (2016-2020)
The rate of e-commerce shift remains relatively low compared to other products, and the further progress of e-commerce
shift is forecast

) o Comparison of the rate of e-commerce shift by product
E-commerce market (furniture and interior) (2020, Japan)

Mark le (Billi
= Market scale (Billion yen) 328.9 Home
Clothing,

electrical
294.0 307.0 appliances,
265.4 278.9 Almost four times as PCs, etc.
I much growth potential 37%
fashion goods

CAGR
19%
5.51% I

2016 2017 2018 2019 2020

328.9 Furniture
Billion yen and interior

10%

E-commerce shift >

* Source: Figures for furniture and interior products were prepared by the Company, based on “Home Furnishings in Japan, May 2021” issued by Euromonitor.
Figures for other products were prepared by the Company, based on “FY2020 E-Commerce Market Survey” issued by the Ministry of Economy, Trade and Industry. Copyright 2022 VEGA corporation. All Rights Reservec
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LOWYA Business Market Scale

Target market is set to expand, driven by a greater range of products offered and an increasing shift to e-commerce,

which presents significant room for growth

Field for further exploration
(Not only related fields, but merchandise in general acceptable to LOWYA users

in the fields of food, clothing and housing)

Domestic market in
Domestic market for furniture, interior, and peripheral domains / related domains,
including offline

Approx. 4- 3 trillion yen

Target e-commerce market in the medium term

Future e-commerce market in related domains
(at 40% e-commerce shift)

Approx. 1 -7 trillion yen+a

Current e-commerce market
in related domains

Approx. 730 " O billion yen

(of which furniture and interior comprise

328.9 billion yen)

* Source: Related domains include the furniture and interior market, home appliances excluding large home electric appliances, plastic goods for daily use and sundries. Figures for the furniture and interior market and e-commerce shift were estimated by the Company, based on “Home Furnishings in

Japan, May 2021” issued by Euromonitor. Figures for home electrical appliances were prepared based on “FY2020 Electrical Machinery Outlook” issued by the Japan Electrical Manufacturers' Association with the exception of room air-conditioners, electric refrigerators, and electric washing
machines. Figures for plastic goods for daily use and sundries were prepared based on “2019 Yearbook of Current Production Statistics - Paper, Printing, Plastics Products and Rubber Products Statistics” issued by the Ministry of Economy, Trade and Industry. ffigures fo e-commerce shift.fer.nome 43

electrical appliances, plastic goods for daily use and sundries were estimated by the Company, based on “FY2020 Industrial Economic Research Commissioned Project (E-Commerce Market Survey)” issued by the Ministry of Economy, Trade and Industry.



’ Establishing a position in the “trendy & low price” space of the furniture and interior products market
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LOWYA Business  Purchaser Data

Showing higher ratio of females in their 20’s to 30’s, and in the Kanto region by area

Ratio of
Age male vs Area
distribution ’ distribution
female

60 and older

2%

50 t0'59
7 %
40 to 49

17 %

Kyushu
Q9 —
Female Tokai

55 9% | Kinki
17 %

29 and

younger

409

30 to 39

344

* Of those who made purchases at the flagship store in the past 12 months, data of members who answered their attributes.

The data source is different from that of Customer Data announced in and before the fiscal year ended March 31, 2021. Copyright 2022 VEGA corporation. Al Rights Reservec



DOKODEMO Business Market Scale

Even with a platform specialized for seller companies in Japan,
massive markets present abundant opportunities

BtoC cross-border e-commerce market scale (billion dollars) * Cross-border e-commerce usage by region (2018 ) 2

Have never used mHave used before

Middle East & Africa 99 4 6%

. . [
= Mid-eastern Europe & Central Asia
Latin America - . 48% 57% 48% 52% A 62%
47 70% °
= North America
949
m Western Europe "
m Asia Pacific 52% 43% e 48% 44% 38%
. |
E_ 5

2014 2015 2016 2017 2018 2019 2020

J

uedep
eoLyY

olyloed eisy
adoung uia)sapp
eoaldWY YUoN
eolIaWYy upe]
adoung uia)seq
yse3 appIN

. . - Only around 6% of Japanese have experience using cross-boarder
BtoC cross-border e-commerce is a giant, trillion-dollar market . . s .
e-commerce, but in other regions it is used by more than half the population

\ corporation. All Rights Reserved

Sources: *1 Prepared by the Company, based on “Global Cross Border B2C e-commerce Market 2020: Report highlights & methodology sharing (2016)” issued by AliResearch
*2 Prepared by the Company, based on “PayPal Cross-Border Consumer Research 2018 Global Summary Report (2018).” Japan is included in “Asia Pacific.” Copyright 2022 \
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IR Inquiries vega_ir@vega-c.com

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.



