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Business Description



LOWYABusiness  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
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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

Seller The Company Users

companies Orders Displayed in 5 languages,

with a choice of delivery options

::::::::

Welcome to
Japanese Online Store
Oelvering Japars Best Wordwide

Provide the system,

— including administration ) ©)
- screens, etc.
I € i & O
nnn Welcome to
H 9 > onine store_ Payment for goods
+ 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

GMV

Lom Gross —_— FOMENEN — Net Sales

TRENDIS HERE. Merchandise EXpenseS*
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.

GMV
DOKODEMO Gross

Take Rate
— Net Sales

Merchandise Commission Rate

Value

* 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. All Rights Reserved
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Overview of Quarterly Financial Results
for the Three Months Ended June 30, 2022



Financial Highlight

Steady progress was made in increasing members, raising the repeat rate and other efforts to
achieve growth, despite demand in the LOWYA business experiencing a reactionary decline due

to an increase in outings.
DOKODEMO business results rose 210.4% YoY for a major expansion in transactions,

achieving a profit for the first time.

Company-wide GMV (LOWYA) 4,264 million yen 88.6%
Results

GMV (DOKODEMO) 1,573 million yen 210.4%

Net sales 4,200 miliion yen 93.0%

Operating profit 62 million yen 25.2%

» Sales fell short of last year’s levels due to the suppression of large sales events at the flagship store, in addition to the
impact of a decline in stay-at-home demand resulting from an increase in outings, but progressed within the initially

LOWYA business forecast range.

Overview » Adeterioration in costs associated with yen depreciation started to become apparent, and controlling profits will be
challenging from the 2Q onwards.

DOKODEMO business + GMV grew with constant new and repeat customers, achieving a profit for the first time.
Overview

* GMV: Gross Merchandise Value -
* Results for the first quarter of the fiscal year ended March 31, 2022 have been calculated using the current accounting treatment for comparison purposes. SRS R EEET S ‘



Financial Results for the Three Months Ended June 30, 2022

Net sales: 4,200 million yen, Operating profit: 62 million yen

Net sales

Gross profit

SG&A expenses

Operating profit

Ordinary profit

Profit

(Million yen)
Fiscal year ended Fiscal year ending
Mar. 31, 2022 Mar. 31, 2023

. ) 93.0%

4,514 100.0% 4,200 100.0% (314)
. ) 87.1%

2,530 56.1% 2,205 52.5% (:325)
. ) 93.8%

2,284 50.6% 2,143 51.0% (141)
) ) 25.2%

245 5.4% 62 1.5% 163)
) ) 26.6%

252 5.6% 67 1.6% (185)
) ) 26.0%

157 3.5% 40 1.0% (116)

* Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this document.
* Results for the first quarter of the fiscal year ended March 31, 2022 have been calculated using the current accounting treatment for comparison purposes.



Quarterly Net Sales and Operating Profit

Sales and profit both progressed within the range initially anticipated in the full-year financial results forecast, despite a
reactionary decline from the previous year’s levels.

m Net sales (left) Operating profit (right)

(Million yen)
8,000 748 800
6,000 600
5,166
4,737
4,372 4,514 a36  |4,200
409 4,094 417 4,072 3.868
4,000 3,572 ; 400
3,230 3,257 3,069
245
249
2,000 146 200
102 99 104
62
7 20 (14)
0 / 0
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q
FY2020 FY2021 FY2022 FY2023

* 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.
* Results for the first quarter of the fiscal year ended March 31, 2022 have been calculated using the current accounting treatment for comparison purposes.

Copyright 2022 VEGA corporation. All Rights Reserved
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Quarterly SG&A Expenses Ratio (against Net Sales)

Overall, the SG&A expenses ratio fell year on year, contributing to profit control.

(%)
54.4 54.2 55.3 .
. m Advertising expenses
— 48.7 51.0 48.1 49.8 >19 °15 50.5 48.6
' ' » Fixed costs
12.9 13.0 43.0 [4.7] : .
12.2 11.0 - = Personnel expenses !
[3.1] 11.3 117 12.7
o 10.7 9.9 10.3 14.0 s = Delivery expenses

m Selling expenses *2

u R&D expenses, etc. *3

*1 Includes salaries and
allowances.

*2 Includes sales
commissions.

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

FY2020 FY2021 FY2022 FY2023

* 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 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. Copyright 2022 VEGA corporation. All Rights Reserved
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Balance Sheet

Inventory has begun to decrease, and there are no concerns about financial soundness.

Previous fiscal year

(as of Mar. 31, 2022)

Current fiscal year

1Q
(as of June 30, 2022)

Previous fiscal year

(as of Mar. 31, 2022)

(Million yen)

Current fiscal year

1Q

(as of June 30, 2022)

Current assets 6,676 6,677 Current liabilities 2,701 2,678
Cash and deposits 1,070 1,815 Debt obligations 1,000 1,000
Accounts receivable—trade 1,870 1,344 Non-current liabilities 50 56
Merchandise 2.990 2,732 Total liabilities 2,751 2,734

Non-current assets 1,344 1,305 Shareholders’ equity 5,254 5,191
Fropert. ;ggt;“s‘i equipment. 500 494 Total net assets 5,269 5,248

Total assets 8,020 7,983 Total iabilities and 8,020 7,983

net assets

* 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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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, but
GMYV fell short of last year’s levels.

Scope

Company-
wide

Flagship
store

Item

Company-wide GMV (million yen)

Flagship store GMV (million yen)

Membership (thousand people)

Ratio of repeat customers
(based on GMV) (%)

Members:
Average basket value (yen)

Guests:
Average basket value (yen)

Timeframe used
for calculation

Quarter

Quarter

As of the end of
the quarter

LTM

LTM

LTM

Three months ended

June 30, 2021

4,811
2,591
931
20.0
23,091

20,374

Three months ended
June 30, 2022

4,264
2,168
1,190
23.5
22,787

19,839

(Million yen)

YoY

88.6%
(-547)

83.7%
(-422)

127.8%
(+258)

117.6%
(+3.5)

98.7%
(-304)

97.4%
(-535)

14



LOWYABusiness  Quarterly GMV and Net Sales

We fell short of the previous year’s 1Q results, which were a high hurdle with the impact of the declaration of a state of
emergency, as a result of suppressing of large sales events at the flagship store, in addition to the impact of a decline in
stay-at-home demand resulting from an increase in outings.

(Million yen) " GMV Net sales
0
6000 GMV Yoy 88.6%
5,312 Net sales Yoy 90.49%
5138 4,963
5 000 4,811 '
' 4,474 4,655 4,531
4,428 4,246
4,326 4,263 4,267 4,264 001
4,013 3,978 3,996 =
4,000 3,678 3,737
550
3,287 3326 o 213
3,045

3,000
2,000
1,000

0

2Q 3Q 4Q 1Q
FY2020 FY2021 FY2022 FY2023

* 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 V|

EGA corporation. All Rights Reserved. 15



LOWYABusiness  Quarterly GMV by Sales Channel

The flagship store accounted for approximately half of quarterly GMV, down slightly from the previous year due to a
strong overall performance from marketplace stores, in addition to the suppression of large sales events at the flagship
store.

(Million yen) mmm Flagship store Marketplace stores  ==O==F|agship store ratio
Down 3 . Opt
53.9%
51.9% o 50.9%
5,000 - e Om— ===
52.8% 51.4% 51.8%

4,000

2,219

2,184
2,016 2,095
3,000 1,943
2,213
2,000 2,318
2,444 2,056
2,574 2,591
1,000 B 2,214 2,251 2,053 2,347
j I I ~ l
1,007 1,076
0
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q

FY2020 FY2021 FY2022 FY2023



LOWYABusiness  Monthly GMV at Flagship Store

With economic activity beginning to normalize and turnouts increasing, GMV for April increased year on year. There was
a reactionary decline in May and June, in addition to our decision to suppress discounts at large sales events in June,
prioritizing profit control and medium- to long-term branding.

(Million yen) FY2021 mm FY2022 =OmY oY
1,100 1,036
1,000 o7t
900
808 814 784
800
729 736
711 1 700
700 660 68 674

600

500

400

300

200

100

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



LOWYABusiness ~ Company-wide Monthly GMV

1Q for the overall LOWYA business (flagship store + marketplace stores) was generally within the forecast range, despite
the impact of a decline in stay-at-home resulting from an increase in outings.

(Million yen) FY2021 mm FY2022 =OmY oY
2,500
2,000 1,917
1,756
1,575542 LT 1,518
’ 1,416 1.4
1,500 1,401 1,346 1,367 09 1.341 s
1,218 '

1,000

500

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 persistently high costs for marine container transportation and raw
material procurement, coupled with the rapid depreciation of the yen. The delivery expense ratio was kept largely
unchanged, but the impact of the rising cost of sales ratio pushed the total of the two ratios higher.

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

62.1 61.9 61.8 y

60.1

44.2 43.9 43.9 431
41.0 40.4 40.3
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q
FY2020 FY2021 FY2022 FY2023

* 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
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LOWYABusiness  KPI of the Flagship Store (Membership)

Total membership* of the flagship store has topped 1.19 million people, and is continuing to rise steadily

Total membership of the flagship store

( People )

1,190,171

1,200,000
1,000,000
800,000
600,000
400,000

200,000

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

FY2020 FY2021 FY2022 FY2023

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

(Milion yen) — mmmm Repeat members

New members

Guest purchasers

GMV by member type (LTM¥)

=0==Repeat member order ratio

14,000 . 23.5%
a 0
12,000
0,
10,000 0 17.2% —17#9 2 9,458 9,495 9,468
; T 16.0% 16.2% 16.2% 16.5% D o= 9,390 ' : ’ 9,187 6726
O e O O - 8,309 :
' 2,133 1,985 Ly e 1,786
8,000 7,229 ' 1,702
2,005
6,139
6.000 1,864
1,625
4,442 ;
3,783 5,509 5,583 Bel gt EE0 4,972
4,000 3116 3,480 = 20
’ 1,115 4,118
994 1,055 3,503
=0 .- 1,867 2,053 2.489 [ s s o
' 1,748 1,891 , , ,
0 489 558 614 719 1,011 - R
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q
FY2020 FY2021 FY2022 FY2023

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

LTM: Last Twelve Months

Copyright 2022 VEGA corporation.

(%)

25.0%

20.0%

15.0%

10.0%

5.0%

0.0%

All Rights Reservec
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LOWYABusiness  KP| of the Flagship Store (Average Basket Value)

Average basket value remains stable.

The average basket value among members is gradually decreasing, but remains on forecast, due to contribution from
factors such as an increase in the proportion of low-value repeat orders.

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

(Yen)

«=0O==\embers =OmGuest purchasers

30,000

24,963 25,392 25,089
25,000 24’04_—-0—86 e O— O 241055

23,566 23349 23168 23,091 23061 23047 22946 | 22,787
=0
20,000 20574 20,799 20,743
15,000
10,000
5,000
0
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q
FY2020 FY2021 FY2022 FY2023

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

LTM: Last Twelve Months

Copyright 2022 VEGA corporation. All Rights Reservec 22



LOWYA Business  LOWYA Day (1)

For LOWYA Day (June 8~), when we hold large-scale promotional events each year,
we trialed a new marketing initiative, reducing the discount ratio to half of last year’s level.

2022.6.8 wep - 6.12 sun

LOWYA POPUPSHOP ©) w @ ¢

@HARAJUKU

PICK UP EVENT!

Featuring a variety of
special-feature events!

50% OFF

Special bargain prices for a limited time only,
with a new selection of products each day!

Coupons & Points

105+

COUPON 47 Base
L

10% off all products and triple points for purchases through

the app!

HMESIEAR
F17BREZTFE

©o

%v%vv\&j

VRDLITI FrIA—Y
e Love: W

Find the © and keywords hidden in the official LOWYA
website and various official social media sites!

Free Gift Campaign

Instagram B MF +r A=

| #LOWYAZ71ASERE

20%0FF COUPON 73!

: v
Introducing an Instagram posting campaign giving you the
chance to win a 20%-off coupon!

Free Gift Campaign

\ =R HErD/
70— ) J1—b
FroNn—y

Simultaneous launch of two campaigns giving —_
you the chance to win free gifts! N\

POP UP SHOP

A new pop-up shop in Harajuku, Tokyo

For alimited time only!

Copyright 2022 VEGA corporation. All Rights Reserved.
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LOWYA Business  LOWYA Day (2)

Despite unfavorable weather, the number of visitors to the limited-time-only store exceeded expectations, and enabled
us to confirm the existence of customer needs that cannot be satisfied through e-commerce alone.

We received many requests through social media to hold similar events in local areas across Japan.

In view of this success, we are considering trials of physical store-related initiatives from the 2Q onwards.

The limited-time-only store opened for two days only, Saturday and Sunday, Harajuku (Tokyo).
The interior of the store recreated the coordination ideas that are LOWYA's strength.

Customer feedback at the store

.
7
]
=
=
=
-
=
-

Thanks to your customer service, | was able to find the
right style to fit my new room!

~N

J/

I’ve been interested in your designs for a while, and |
was really happy to be able to see the real thing!

—

~N

J

Messages on social media

I’m heading over there on the first Shinkansen in the

~N

n 4{ morning!

Please open one over here in Kansai too!

, ﬁ I’'m so jealous that Tokyo gets a pop-up shop!

Copyright 2022 VEGA corporation. All Rights Reservec 24



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

Three months ended

Item

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

* Results for the first quarter of the fiscal year ended March 31, 2022 have been calculated using the current accounting treatment for comparison purposes.

June 30, 2021

147

86

760

1,232

11,631

41

980

101

Three months ended
June 30, 2022

1,573

198

924

1,375

13,351

45

1,139

110

210.4%
(+825)

228.8%
(+1112)

121.5%
(+163)

111.6%
(+142)

114.8%
(+1,720)

109.6%
(+3)

116.2%
(+159)

108.9%
(+9)



DOKODEMO Business ~ GMV and Net Business Income

GMV rose 110.4% year on year to reach its highest level ever, and we achieved a pl’Oﬁt on the back of this higher-

than-anticipated GMV growth. However, we have designated this as an investment phase focusing on GMV growth, and
we will not pursue profit contribution earlier than planned.

GMV Net Business Income
N N Profit |
(Million yen) (Million yen)
up 110.4% | )|
1,800 ‘ 30 24
1,600 1,573 20
10
1,400
0
1,200
1,021 1.056 (10)
1,000
(20)
800 747 173 22) (21) (21)
635 (30)
500 605 (30)
(40) 36
466 (39) (40) (36) (37)
400 345 (50) (43) (43)
195 255
200 L (60) (54)
. o 3
10 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q| 1Q 10 20 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q |1Q
FY2020 FY2021 FY2022 FY2023 FY2020 FY2021 FY2022 FY2023

*Net business income for FY2020 1Q-3Q includes some R&D expenses from other new businesses.




DOKODEMO Business

GMV

Repeat customer GMV increased further, accounting for 7 7 . 3%

(Million yen)
m Repeat customer GMV - == New customer GMV ~ =O==Ratio of repeat customers
1,600 1,573
1,400
75.1%
1.200 70.7% -
1,000 o= -
65.0% 64.7% 64N
800 56.2% o .
52.6% 49.9% 635
605
600 236 211
466 227
261
400 345
- 255 234
195
200 j 170 169 121
: W o
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q
FY2020 FY2021 FY2022 FY2023

Copyright 2022 VEGA corporation. All Rights Reserved.
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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
0.3%

Europe
0.7%

North America
2.4%

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

0.1%

By country

Korea
us

0.3
Hong Kong l% Taiwan ° 2.3%
0.1%

89.3%

Malaysia
0.3% j Philippines 0.3%
Singapore .
0.6%
Australia
0.5%
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LOWYABusiness  |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 (FY2021), which has created a difference between GMV and sales, the Company has

newly announced GMV as an important management indicator

Previous Standard (up to FY2020) New Revenue Recognition Standard (from FY2021)

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 8,000yen SG&A™ 0yen

GMV [ GMV - SG&A” equivalent |

Other expenses
7,000

Other expenses
7,000

Profit 1,000 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 2
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LOWYABusiness  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.

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

m Market scale (Billion yen)

328.9 Home

electrical
appliances,
Almost four times as PC;’(;:C'
much growth potential
Clothing,
fashion goods
19%
328.9 Furniture
Billion yen and interior
10%
E-commerce shift =

2016 2017 2018 2019 2020

* 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 Reserved 32



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
related domains,
including offline

Domestic market for furniture, interior, and peripheral domains

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; Figures fer.e-commerce shift for.home 33

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.



LOWYABusiness  Pgsitioning

Establishing a position in the “trendy & low price” space of the furniture and interior products market
High price

High-class % 7«
fradiond f“mit‘;;// | St sl %/////
miture

- Simple %
- furni

Low price

> On trend




LOWYA Business Purchaser Data

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

Age distribution Raltio of Area distribution
male vs. female

60 and older

2%

50 to 59

%

40 to 49 29 and
170, younger

0
30to 39 43%

31w

* Of those who made purchases at the flagship store in the past 12 months, data of members who answered their attributes. 35
The data source is different from that of Customer Data announced in and before the fiscal year ended March 31, 2021. Copyright2022\VEGA corporationfAllIRightsiReserved



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 )

Have never used mHave used before

48% 48%

6%

Middle East & Africa

= Mid-eastern Europe & Central Asia
Latin America

= North America

m \Western Europe
m Asia Pacific

94%
52% 52%
© 3% ° 48%  aay 38%
30%
g & 5 & & g = Z
) D 23 = 5 — a o
=] o @ > > % o ]
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Only around 6% of Japanese have experience using cross-boarder

B EEEsHoEEr & G ERD IS & Ele tllloi- el e e e-commerce, but in other regions it is used by more than half the population

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.”
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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.



