Presentation

Moderator: Thank you very much for joining us today for the financial results briefing for the fiscal year ended
March 31, 2026 of ARTNATURE INC. The financial results briefing will be held from now.

| would now like to introduce the attendees from the Company side. Yoshikata Igarashi, Chairman and
President.

Igarashi: | am Igarashi. Thank you.

Moderator: Toshio Honda, Senior Corporate Officer, General Manager of Management Planning Division.
Honda: This is Honda. Thank you.

Moderator: Next, Hiroaki Inoue, Senior Corporate Officer, General Manager, Finance & Accounting Division.
Inoue: | am Inoue. Thank you.

Moderator: Atsushi Senkoshi, General Manager, IR Office, Corporate Planning Department.

Senkoshi: | am Senkoshi. Thank you.

Moderator: That is all. Thank you.

We have the following documents at your disposal today. Please confirm them. The following materials are
included in the report: slide presentation of the financial results meeting, financial summary, data sheet 2026,
notice of difference between non-consolidated financial results and those of the previous period, notice of
revision of dividend forecast, and preliminary monthly sales report. In addition, we have also distributed a
survey form to you. This questionnaire will be used as a reference for future IR activities. Please take a moment
to fill out the form before you leave.

Today's briefing will begin with an explanation by Chairman Igarashi, followed by an explanation by Senior
Corporate Officer Honda. A question-and-answer session will follow, and the scheduled closing time is exactly
at 5:00 p.m.

We will now move on to the financial results presentation. First, Chairman Igarashi, please go ahead.

Igarashi: This is Igarashi from ARTNATURE. Thank you very much for taking the time today to participate in
the financial results briefing. Today, | would like to present an overview of the financial results for the fiscal
year ended March 31, 2026, and an outline of our long-term management plan, ARTNATURE 2.0, which begins
in fiscal 2026, and our new medium-term management plan, the ARTNATURE Frontier Plan. After that, Honda,
General Manager of Management Planning Division, will explain specific strategies and measures. Now to the
explanation.

First, here is an overview of the financial results for the fiscal year ending March 31, 2026.

Consolidated net sales for the period were JPY44.6 billion, up 2.9% from the previous year, and operating
income was JPY3.2 billion, up 47.6%, a significant increase from the previous year.

In terms of sales by category, men's sales increased for the second consecutive year, while ladies' sales
reached a record high for the fourth consecutive year. Operating income also exceeded the plan by JPY400



million. On the other hand, sales fell short of the plan by 6.3%. The main reason was the failure to acquire
new business areas. The improvement in operating income is the result of increased revenue as well as
reduction of SG&A expenses through efficient cost management.

Please refer to the performance trends for the past 10 fiscal years. Net sales reached the highest level since
the Company's listing and operating income reached the level before the COVID-19 pandemic.

We will now give an overview of our medium-term management plan, ARTNATURE 2.0, and our new medium-
term management plan, the ARTNATURE Frontier Plan.

First, a review of the previous medium-term plan. In the current fiscal year, the final year of the previous
medium-term management plan, we achieved net sales of JPY44.6 billion, the highest since the Company was
listed on the stock exchange. On the other hand, the initial plan of JPY52.3 billion, ordinary income margin of
10%, and ROE of 10.3% were not reached. The main reason was a decline in the number of customers visiting
stores and the inability to acquire new business in new areas. As a result, the management team, including
myself, takes the responsibility of not achieving this goal very seriously.

This chart shows sales of major products and the number of customers who visited our stores during the
previous medium-term plan period. Sales of major products increased YoY for both men and women during
the period under review, with women in particular experiencing a significant increase of 108.8%. On the other
hand, the number of male customers who visited the store was 99%, almost the same as the previous year,
while the number of female customers was 95.9%, indicating that the Company struggled to attract new
customers.

We recognize that the biggest reason for the sales plan not being achieved was our inability to appeal to new
female customers. Behind the scenes, there was a delay in responding to digital sales channels, particularly
social media. In the new medium-term plan, we will redesign our new acquisition model to strengthen our
customer base.

Next, | would like to discuss the acquisition of business in new areas. The Company has considered several
M&As and new business deals since 2020 but has not been successful in obtaining them. In the new medium-
term business plan, we will add the challenge of new areas as one of our priority issues and make progress
toward acquiring projects that satisfy synergies with existing businesses and capital profitability in the
medium to long term.

This is an initiative related to the sustainable enhancement of corporate value. A new Bangladesh plant
started operation at the end of last year, enabling us to decentralize our production bases. On the other hand,
challenges remained in the sales and administrative structure in terms of staff sufficiency and the
development of digital human resources. These will be resolved in the new medium-term plan.

To achieve a sustainable society, we have been promoting the use of LEDs in all our stores and the introduction
of renewable energy sources. We also introduced a medical wig support system for employees and their
relatives suffering from hair problems due to medical treatment. Continuing, we will engage in various
business activities under the motto of “What we want to increase is the number of smiles”.

Here are the stock price and PBR. While stock prices have improved, PBR has generally remained between
0.9x and 1.0x since 2022 and was 0.98x at the end of March 2026. We take this as a market assessment of our
growth potential and return on capital. In the new medium-term plan, we aim to establish a P/B ratio of over
1x through ROE improvement and dialogue with the market.

In the previous medium-term plan, we also worked to increase shareholder returns. In FY2023, we introduced
a dividend policy with a minimum annual dividend of JPY28 per share, based on a consolidated payout ratio
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of at least 40%, and decided to increase the dividend by JPY2 per share for the current fiscal year. In addition,
we have introduced a shareholder special benefit plan in FY2025.

We will summarize our review to this point. What became clear throughout the previous medium-term plan
was the decline in the number of customers, the rise in the cost of goods, the lack of efficiency improvements,
the failure to win new territories, and the human capital challenge. Based on this, we have set five priority
issues in the new medium-term business plan: strengthening our customer base, reinforcing our production
base, improving efficiency, taking on the challenge of entering new fields, and enhancing our human capital.
The success of the new medium-term plan will depend on its ability to effectively resolve these five issues.

Here is the business environment. The domestic hair market is in a structural contraction trend, shrinking
from JPY140.2 billion in FY2016 to JPY119.5 billion in FY2025, a decline of approximately 15% over the past
decade. Therefore, it is necessary to simultaneously dig deeper into existing markets and develop new areas.

Meanwhile, our share of the domestic hair market has increased from 28.9% in FY2016 to 36.2% in FY2025.
We accept this because our products and services have continued to be selected even in a shrinking market.
In the new medium-term plan, we will further strengthen this competitive advantage.

There are opportunities and risks in the business environment. Opportunities include firm domestic demand,
an increase in the number of active seniors, the proliferation of social networking services, and progress in
the use of Al. On the other hand, there are risks such as unstable exchange rates, high prices, declining
birthrates, and increased competition from neighboring industries.

Given the future business environment, it will be important to capture potential customers and increase
lifetime value in the men's market, and to develop new sales channels in the ladies' market. We believe that
it is important to expand our support beyond hair care to include all aspects of life.

We have positioned the 10-year period from FY2026 to FY2035 as our long-term management plan,
ARTNATURE 2.0, and have set our long-term vision as “Aiming to be a World-Leading Wig Lifestyle Solutions
Provider”. Being the best in the world here does not mean mere size. It means to provide not only hair care,
but also the comprehensive range of goods and services necessary to enrich our customers' lives, and to be
the most preferred provider. First, during the four years of the new medium-term plan, we will strengthen
the foundation of our domestic business and take on the concrete challenge of entering new areas.

Here is an overview of the new medium-term management plan, the ARTNATURE Frontier Plan. Our main
numerical targets are net sales of JPY59.9 billion, ordinary income margin of 6.7%, and ROE of 9.2% for the
fiscal year ending March 31, 2030.

During the four years of the new medium-term plan, we will proceed in three phases: the preparation phase,
a cultivation phase, and a reward-reaping phase. The first year is a period of preparation in which we make
upfront investments to strengthen our business foundation and take on challenges in new areas.
Subsequently, we will establish measures to expand sales and improve profitability. First, we will build a
winning position domestically, and then prepare for overseas expansion.

Here are the numerical targets for the new medium-term plan. For the fiscal year ending March 31, 2027, the
first year of the plan, we expect sales to increase to JPY48.4 billion, but we also plan a temporary decrease in
profits. This is to concentrate upfront investment as a preparation period. We believe that a temporary
decrease in profit despite an increase in revenue is inevitable as we build a winning position in Japan. The key
is to translate this investment into sales growth and improved profitability in the second year and beyond.

We plan to announce the numerical targets for the second and subsequent years in May of next year, based
on the application of the new lease accounting standards.
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Finally, we have the shareholder return policy. The Company will pay a minimum annual dividend of JPY28
per share, with a consolidated dividend payout ratio of at least 50% until the Company achieves a ROE of over
10%. We intend to maintain the minimum dividend of JPY28 in the first year of the new medium-term plan.
We will strive to increase corporate value while maintaining a balance between investment in growth and
shareholder returns.

That is all | have to say. Thank you.
Moderator: Next, we will hear from Senior Corporate Officer Honda. Thank you for your time, Honda.

Honda: This is Honda from ARTNATURE. | will supplement the financial results for the fiscal year ended March
31, 2026, from a numerical standpoint, and then explain the specific measures of the new medium-term
management plan, the ARTNATURE Frontier Plan, and finally the financial plan for the fiscal year ending March
31, 2027.

Please see the summary of the consolidated statement of income for the fiscal year ending March 31, 2026
on page 23 of the document.

For the fiscal year ending March 31, 2026, sales were JPY44.6 billion, up 2.9% from the previous year, the
highest since the Company was listed on the stock exchange. The breakdown was JPY23.2 billion for men's
business and JPY19.7 billion for ladies' business, with growth in ladies' business in particular contributing to
the overall increase in sales.

In terms of profit, the cost to sales ratio was 33.2%, an improvement of 0.6 percentage points from the
previous year. The SG&A expenses ratio was also 59.6%, down 1.6 percentage points from the previous year.
Profitability improved because of a review of cost management, particularly advertising expenses. As a result,
operating income was JPY3.2 billion, up 47.6% from the previous year, and ordinary income was JPY3.4 billion,
up 53.4%. We view this fiscal year's results as one in which sales growth and cost containment led to higher
profits.

CAPEX in the bottom line was approximately JPY2.4 billion, which was executed mainly for store facilities,
systems, and the new Bangladesh plant. We are also systematically developing the infrastructure for future
growth.

Page 24 of the document shows sales by product and service, with non-consolidated totals for men and ladies.
The figures by product and service are presented on a non-consolidated basis from this page.

The total of all products and services in the bottom line was JPY42.7 billion, up 3.1% from the previous year.
Overall, new sales weakened slightly, while repeat sales and growth in JULLIA OLGER supported sales.

New sales of custom-made wigs, a mainstay product, declined 5.4% from the previous fiscal year, but repeat
sales rose 3.5%, for a total of JPY22.5 billion, up 1.9% year on year.

Hair addition products were also solid at JPY4.3 billion, up 11.2% YoY, and JULLIA OLGER at JPY5 billion, up
4.5% YoY.

On the other hand, overall new sales were down 1% from the previous year, and the key issue for future
growth will be how to increase contacts with new customers.

Page 25 of the document shows the status of the men's business. The men's business totaled JPY23.2 billion,
up 0.5% from the previous year, marking the second consecutive year of growth. By product, sales of custom-
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made wigs decreased 1% YoY, while sales of hair addition products increased 5.7%. In particular, new sales of
hair addition products grew significantly, up 17.5% from the previous year, supporting the overall growth.

The men's business is our stable revenue base. Going forward, we will maintain the strong performance of
our hair addition products and utilize social media and the Web to attract new customers and encourage
existing customers to continue using our products.

Page 26 of the document shows the status of the ladies' business. Business for women totaled JPY18.5 billion,
up 6.7% from the previous year. New sales remained a challenge, down 3.8%, but repeat sales rose 11.6% YoY,
and JULLIA OLGER boosted overall sales with a 4.5% YoY increase. Repeat sales of custom-made wigs grew
particularly strongly, up 14.2% from the previous quarter.

In the ladies' business, we are steadily capturing replacement demand from existing customers. Meanwhile,
the recovery of new acquisitions continues to be a challenge. We will seek to expand our customer base by
proposing new sales channels, products, and services.

Next, page 27 of the document shows the reasons for changes in consolidated ordinary income. Consolidated
ordinary income was JPY3.4 billion, an increase of JPY1.2 billion or 53.4% from the previous year.

The main reason for the increase in profit is the rise in gross profit due to the increase in sales and the curbing
of advertising expenses. Non-operating income also improved, contributing to the boost in profits. On the
other hand, there are also necessary costs such as the revision of company-wide salary levels, system
amortization costs associated with DX promotion, and expenses related to the new Bangladesh plant and
shareholder benefits. The fact that we were able to achieve a significant increase in profit while managing
these cost increases is a major achievement for the current fiscal year. Going forward, it will be important to
sustain the trend of profit improvement while promoting investment for growth.

Overall monthly sales of major products were 103.2% of the previous year's level, as shown on page 28 of the
document. Men's sales recovered to almost the same level as the previous year at 100.1%, while ladies' sales
increased significantly to 108.8%. Particularly strong movement toward the end of the period was seen in the
ladies' segment, which drove revenue growth in the period under review. A recovery trend is also seen for
men, particularly for hair addition products.

Going forward, it is important to ensure that this sales recovery is not a one-time event but leads to continued
growth. To this end, in addition to our product capabilities, we will promote initiatives to expand our points
of contact with customers.

On the other hand, as shown on page 29 of the document, the overall number of customers who visited the
store was 98% of the previous year's level, with 99% of male customers and 95.9% of female customers, down
from the previous year. Although sales are growing, we recognize that the decline in the number of customers
visiting our stores is an important issue for us. While repeat sales and higher unit prices currently support
sales, we believe there is room to broaden the base of the number of customers visiting the store. For this
reason, the new medium-term management plan places the enhancement of the customer base as one of the
priority issues, and we will redesign our new acquisition model and strengthen relationships with existing
customers.

We will now explain the specific measures of the new medium-term management plan, the ARTNATURE
Frontier Plan. Regarding the five priority issues as explained by the Chairman, | will focus on the
implementation aspect.

Please see the value creation story on page 31 of the document. Here is the value creation story of this
medium-term plan. We aim to be a world-leading wig lifestyle solutions provider by leveraging the quality,
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technology, and customer contacts we have cultivated over the years. This is the concept of expanding the
scope of our offerings to include products and services that support the enrichment of our customers' lives,
with a focus on hair care. In this medium-term business plan, we will address five key issues as the first phase
of the plan, which will lead to both expansion of business performance and enhancement of corporate value.

The five priority tasks listed in the document, strengthening the customer base, reinforcing the production
base, improving efficiency, taking on challenges in new areas, and enhancing human capital, will be pursued
step by step over the next four years.

The first is to strengthen the customer base, as shown on page 32 of the document. We will work on three
initiatives: redesigning the new acquisition model, shortening the repeat cycle, and maximizing lifetime value.

As | mentioned earlier, the decline in the number of customers visiting our stores is a major challenge. In
addition to traditional customer contact points, we will also utilize digital contact points such as the Web and
social media to strengthen leads that lead to consultations and store visits. We also seek to maximize lifetime
value by deepening relationships with existing customers and increasing opportunities for replacement and
additional proposals.

One of our efforts to strengthen relationships with existing customers is our lifestyle concierge service. This is
an initiative to leverage contacts with existing customers and expand proposals to include products and
services that are not limited to hair-related products and services.

We have a relationship of trust with our customers that we have cultivated over the years. We aim to improve
customer satisfaction and lifetime value by leveraging this point of contact with our customers to meet a wide
range of needs related to their lives.

The second, as shown on page 34 of the document, is to strengthen the production base. Central here is our
effort to develop our new Bangladesh plant as the main base for the next generation. Strengthening the
production base will help stabilize costs, improve supply capacity, and address supply chain risks. We intend
to maintain quality while stabilizing operations at the new plant and establishing a production system that
will support our company's growth.

Third, as shown on page 35 of the document, is the improvement of efficiency. We will work to optimize and
effectively utilize store assets and improve operational efficiency using generative Al and DX. For future
growth, it is essential not only to increase sales, but also to use limited personnel and stores more efficiently.
We will also improve profitability by reviewing our stores, systems, and business processes to make them
more productive.

Fourth, as shown on page 36 of the document, is the challenge of entering new areas. We will acquire new
growth engines in Japan and prepare for future overseas expansion. In the previous medium-term plan, the
acquisition of business in new areas remained an issue. In this medium-term business plan, we will consider
new business opportunities while assessing their affinity with our core business, profitability, and future
growth potential. Rather than relying solely on existing businesses, we will seek to grow the Company as a
whole by expanding our business into peripheral areas, starting with hair.

Fifth, strengthen human capital. Through recruitment, training, and compensation improvements, we will
establish a human resource base to support business growth. The measures set forth in this medium-term
plan will ultimately be implemented on the ground. It is important to create a system in which every employee,
including stylists, salespeople, and administrative staff, can demonstrate their abilities. We will position our
investment in human resources as an investment in the foundation necessary for future growth and will
proceed systematically.
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For stylists, we will improve labor productivity through reskilling, as shown on page 38 of the document. As
customers' needs become more diverse, it is important to have not only technical skills but also proposal skills,
customer service skills, and the use of digital tools. We aim to both increase customer satisfaction and improve
profitability by establishing an education system and enhancing on-site responsiveness.

| will now explain our strategy by business, as shown on page 39 of the document. In this medium-term plan,
profits from the men's business will be reinvested in building a foundation, and then allocated to the ladies'
business and to investments to achieve both sales growth and profit improvement in the ready-made business
for women.

In this figure, the size of the circle indicates sales, the vertical axis indicates growth potential, and the
horizontal axis indicates profitability. The men's business will serve as a stable revenue base to generate
investment capacity for the entire company. On the other hand, the ladies' business and the ready-made
business for women are future growth areas. By investing management resources here, we will accelerate
company-wide growth by promoting sales growth and improving investment efficiency.

In the men's business, we aim to achieve stable and sustainable growth, as shown on page 40 of the document.
By developing high value-added products and expanding the subscription system, we will create a business
foundation that is less susceptible to price competition. In addition, by expanding contacts with new
customers through social media and the Web, we will continue to uncover potential customers and increase
the number of customers who will use our services for a long time.

The men's business will maintain a high profit margin despite low growth and will serve as a stable revenue
base for the Company to generate investment capacity for the entire company.

In the ladies' business, as shown on page 41 of the document, we aim to become No. 1 in Japan by
strengthening our foundation through an increase in new customers. Replacement demand from existing
customers is strong, but to grow further, we need to increase our contacts with new customers. In addition
to the introduction of high value-added products, we will accelerate the growth of our ladies' business through
new sales channels and linkages with beauty services.

In the ready-made business for women, we aim to achieve stable sales expansion and profit growth, centering
on JULLIA OLGER, as shown on page 42 of the document. The Company will strengthen its repeat-sales system
by reviewing store development and strengthening follow-up with existing customers. The ready-made
business is an important area that supports the growth of the overall ladies' business. We will enhance the
attractiveness of our stores and our ability to serve customers, leading to continued growth.

Finally, | will explain our plan for the fiscal year ending March 31, 2027. The fiscal year ending March 31, 2027
is the first year of the new medium-term management plan and is positioned as a preparation period. It is not
only about profit in a single year, but also about what investments will be made and what kind of foundation
will be built for re-growth.

On page 44 of the document, | will explain our full-year consolidated earnings plan for the fiscal year ending
March 31, 2027.

For the fiscal year ending March 31, 2027, we plan net sales of JPY48.4 billion, up 8.7% from the previous year.
Men's business is projected at JPY23.4 billion, ladies' business at JPY20.6 billion, and others at JPY4.3 billion.
This others of JPY4.3 billion is mainly due to contributions from new areas of business. Specific details will be
provided as soon as the projects are finalized.

On the earnings front, however, the Company plans operating income of JPY2.5 billion, ordinary income of
JPY2.6 billion, and net income of JPY1.2 billion, which are decreases from the previous year. This decrease in
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profit is due to the fact that the Company is in a preparation phase and is making investments for re-growth
ahead of time. The plan is to give priority to stocking up in the first year, incorporating challenges in new areas,
investment in human resources, and response to high prices.

The numerical targets presented today are based on the current lease accounting standards. The new lease
accounting standard is expected to be applied during this medium term, and the impact on financial
statements, including the balance sheet and income statement, is expected after the application. The revised
numerical targets reflecting these changes will be announced again in May of next year.

As shown on page 45 of the document, we plan a total of JPY43.8 billion in non-consolidated products and
services, a 2.7% increase over the previous year. The Company expects sales of its mainstay custom-made
wigs to reach JPY22.7 billion, up 1.2% YoY; hair addition products, JPY4.4 billion, up 1.6% YoY; and JULLIA
OLGER, JPY5.4 billion, up 9.6% YoY. In addition to targeting growth centered on JULLIA OLGER, the Company
aims to achieve steady revenue growth in other product categories through redesigning the new acquisition
model and revamping the sales pipeline.

In the men's business, as shown on page 46 of the document, we plan a total of JPY23.4 billion, an increase of
0.7% over the previous year. Sales of custom-made wigs are expected to be JPY13.8 billion, up 0.4% from the
previous year, and sales of hair addition products are expected to be JPY3 billion, up 2.3% from the previous
year. Rather than aiming for a large increase in sales to men, we plan to steadily increase sales to men as a
stable revenue base. We will strengthen our appeal through social media and the Web to attract new
customers and promote continued use by existing customers.

In the ladies' business, as shown on page 47 of the document, we plan a total of JPY19.3 billion, an increase
of 4.5% over the previous year. We expect sales of custom-made wigs to be JPY8.9 billion, up 2.4% from the
previous year, and sales of JULLIA OLGER to be JPY5.4 billion, up 9.6% from the previous year. For women, we
will accelerate growth by strengthening JULLIA OLGER and developing new beauty services. We will recover
the acquisition of new customers and expand contacts with existing customers to strengthen the foundation
for achieving the No. 1 market share for women in Japan.

Finally, on page 48 of the document, | will explain the factors for changes in the consolidated ordinary income
plan for the fiscal year ending March 31, 2027.

Ordinary income for the fiscal year ending March 31, 2027 is projected at JPY2.6 billion, a decrease of slightly
more than JPY700 million from the previous year. In terms of profit, in addition to growth in existing
businesses, we expect an increase in other sales due to entry into new areas. On the other hand, expenses
associated with strengthening the business base and taking on challenges in new areas have been factored in,
and earnings from new areas of business have been offset in terms of profit.

The fiscal year ending March 31, 2027, | repeat, is positioned as a preparation period to secure future revenue
sources. We will steadily implement this preparation to lead to growth and improved profitability in the
second year and beyond.

This concludes my explanation. Thank you for your attention.

Moderator: Thank you very much for your explanation.
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Question & Answer

Moderator [M]: We will now move to the question-and-answer session. Please note that due to the
availability of materials, we will respond to your questions while seated.

First, the Company will answer the questions we received after last Friday's earnings announcement, as well
as the issues that we often receive from investors in advance of the announcement. We have three questions
today, so please answer one at a time. This will be the first question.

Participant [Q]: In the fiscal year ending March 31, 2026, sales reached a record high and operating income
exceeded the plan. On the other hand, sales fell short of the plan. How would you summarize the current
fiscal year? Please respond here.

Igarashi [M ]: Honda will answer your question now.

Honda [A]: | will answer you then. For the fiscal year ending March 31, 2026, we achieved record net sales of
JPY44.6 billion, and operating income also exceeded our plan. As explained earlier, this was due to solid repeat
sales and sales of ready-made products, including JULLIA OLGER, as well as a review of advertising and other
cost management, which also contributed to this result. On the other hand, sales fell short of the plan due to
a lack of business wins in new areas, as well as difficulties in attracting new customers. The Company
recognizes that these are important issues.

We did not simply curb advertising expenses for a single fiscal year but rather reviewed our investment targets
based on the efficiency of the response and curbed the use of ineffective expenses. We intend to increase
both our advertising efficiency and our ability to acquire customers while making the necessary investments
in growth. This is the answer to the question.

Moderator [M]: Thank you very much. This is followed by the second question.

Participant [Q]: You are aiming for JPY59.9 billion in sales in the new medium-term plan. How do you plan to
build on the growth of existing businesses and the acquisition of new areas of business? Please answer this
question.

Honda [A]: | will answer this question as well. The overall concept of this medium-term business plan is that
the first year will be a period for strengthening the business base and preparing for the challenge of entering
new fields, and that the results will be realized in the second half of the medium-term business plan. We
believe that sales growth will be based on the growth of existing businesses, first by strengthening our
customer base. The introduction of the lifestyle concierge service is intended to deepen contact with existing
customers, increase lifetime value, and build up sales through cross-selling.

We also consider capturing demand in new areas as an important theme. However, we will not simply pursue
the scale of sales, but will be disciplined in our efforts, focusing on our customer base, affinity with our brand,
profitability, and the possibility of return on investment. This is the answer to the question.

Moderator [M]: Thank you very much. Now the last and third question.
Participant [Q]: In the previous year, the annual dividend was JPY30, an increase of JPY2, but this year, the

annual dividend is expected to be JPY28, a decrease of JPY2. What are your plans for shareholder returns in
the future? Please respond to this question.
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Igarashi [A]: | will answer your question now. Shareholder returns are an important management issue for
the Company. In the new medium-term management plan, we will continue our dividend policy of maintaining
stable and continuous dividends, with a minimum annual dividend of JPY 28 per share. For the fiscal year
ending March 31, 2026, we increased the annual dividend to JPY30, or by JPY2 per share, in accordance with
our dividend policy, as profits exceeded our plan due to a review of cost management in addition to increased
revenue. Meanwhile, in the fiscal year ending March 2027, as a preparation period for the first year of the
new medium-term plan, we plan to invest in strengthening our customer base, enhancing our production
base, improving efficiency, taking on the challenge of entering new areas, and investing in human resources.
Therefore, currently, the annual dividend is expected to be JPY28 per share. This is not a retreat from our
stance on shareholder returns, but rather a balance between maintaining the level of returns set forth in our
dividend policy and investing in future growth. We will continue to strive for both stable shareholder returns
and medium- to long-term improvements in corporate value. That is the answer to the question.

Moderator [M]: Thank you very much. Now, | would like to take your questions. The staff member will be
holding a microphone, and we would appreciate it if you would raise your hand and let us know. Please ask
your questions. Are there any questions? | will now turn the microphone over to the man on the left.

Tanabe [Q]: My name is Tanabe from TOYO KEIZAI INC. Thank you. So as far as expanding for ladies, | think
that you may have wanted to expand JULLIA OLGER's business a little more in the medium-term plan that you
completed. If you see something that you think “JULLIA OLGER has a little more potential in this area,” or if
you see something that you think “the service is rather good here,” please let us know.

The second point is related to the development of new customers. You mentioned digital measures, but could
you tell us about the progress you are making in the areas where you are seeing results, or if there are any
areas where you have seen success by doing things this way?

Igarashi [A]: | think you are asking about the first point, whether there are any factors to further develop
JULLIA OLGER. The customer base has become very diversified, and now, JULLIA OLGER is still growing steadily
year after year. As for this matter, the most important thing is reorganization in terms of marketability. We
are developing products that meet the tastes of our customers, and we take that in each instance, and this is
what we are good at, so we are making progress in this direction at this point, and we are in a situation where
we can steadily increase.

In terms of new customers, it is very important to have a strong product lineup, or in other words, to produce
a hit product. Our development department is always working on new products, which should be called “hit
products”, and we launch new products in the spring and fall of each year. As for that, after all, in the past,
we had a blockbuster product called FEELIN and others in our development capabilities. We will continue to
work on such matters based on new products and the ability to make announcements, and in this way, we
would like to continue to expand sales by launching such new products in the future.

Moderator [M]: Thank you very much for your question. How about a follow-up question? Please raise your
hand and let us know. Thank you.

Suzuki [Q]: Thank you for your explanation. My name is Suzuki from [inaudible] Japan. | wonder if you could
give us some idea of what this new area of business is all about.

Honda [A]: | will explain then. As for what we are calling new business areas, we are considering business
areas related to beauty and health in Japan, and since we are in the hair business, we are now looking for
areas adjacent to the hair business that can generate synergy effects.
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We have considered a considerable number, but no final agreement has been reached, and at this point, we
have yet to acquire any. As for the future, we are currently considering acting so that we can further broaden
the scope and securely make acquisitions. This concludes my explanation.

Suzuki [Q]: Is it definitely possible to acquire the new areas during the period of the medium-term plan? It is
a naive question, but I'm curious. You have been searching constantly, but in the end couldn't do anything.
Well, the new medium-term plan says you will do it, “definitely”. Naturally, there will be various partners, but
this is a simple question: will it be possible to do so as planned?

Honda [A]: As you asked, unfortunately, we have not achieved this goal for the past three years, so it is difficult
to say “definitely”. However, we consider it one of our most important tasks to acquire these, and we are
currently studying the possibility of acquiring them during the period of this medium-term management plan.
| am very sorry, and my response may not be very clear, but that is the way | would like to answer your
question.

Moderator [M]: Thank you for your question. How about a follow-up question? Any questions? If there are
no more questions, although there is some time remaining, | would like to conclude the question-and-answer
session, if | may.

We would appreciate your cooperation in filling out the questionnaire that we asked you to fill out at the
beginning of this presentation. Please feel free to leave your completed questionnaire at your seat. Also, this
is a great opportunity. If you would like to exchange business cards after the session, please come to the front
of the room.

This concludes today's financial results briefing. Thank you very much for your attendance today.

[END]

Document Notes

1. Portions of the document where the audio is unclear are marked with [inaudible].

2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD].

3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an
answer from the Company, or [M] neither asks nor answers a question.

4. This document has been translated by SCRIPTS Asia.
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Disclaimer

JPX Market Innovation & Research, Inc. (“JPXI”) reserves the right to edit or modify, at its sole discretion and
at any time, the contents of this document and any related materials, and in such case JPXI shall have no
obligation to provide notification of such edits or modifications to any party. This event transcript is based on
sources JPXI believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this
transcript does not purport to be a complete or error-free statement or summary of the available data.
Accordingly, JPXI does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness
of the information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which JPXI’s event transcripts are based, companies may
make projections or other forward-looking statements regarding a variety of matters. Such forward-looking
statements are based upon current expectations and involve risks and uncertainties. Actual results may differ
materially from those stated in any forward-looking statement based on a number of important factors and
risks, which are more specifically identified in the applicable company’s most recent public securities filings.
Although the companies may indicate and believe that the assumptions underlying the forward-looking
statements are accurate and reasonable, any of the assumptions could prove inaccurate or incorrect and,
therefore, there can be no assurance that the anticipated outcome described in any forward-looking
statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH JPXI ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES JPXI OR THE APPLICABLE COMPANY ASSUME ANY RESPONSIBILITY FOR
ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT TRANSCRIPT OR
OTHER CONTENT PROVIDED BY JPXI. USERS ARE ADVISED TO REVIEW THE APPLICABLE COMPANY'S PUBLIC
SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER DECISIONS. THIS EVENT TRANSCRIPT IS
PROVIDED ON AN "AS IS" BASIS. JPXI DISCLAIMS ANY AND ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING,
BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR
USE, FREEDOM FROM BUGS, SOFTWARE ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-
INFRINGEMENT.

None of JPXI’s content (including event transcript content) or any part thereof may be modified, reproduced
or distributed in any form by any means, or stored in a database or retrieval system, without the prior written
permission of JPXI. JPXI’s content may not be used for any unlawful or unauthorized purposes.

The content of this document may be edited or revised by JPXI at any time without notice.

Copyright © 2026 JPX Market Innovation & Research, Inc. (“JPXI”), except where explicitly indicated otherwise.
All rights reserved.
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