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Q&A on the Financial Results for
the Third Quarter of the Fiscal Year Ending December 2025

We appreciate your continued interest in our company.

Below, we have disclosed the main questions received recently from investors along with our responses.

This disclosure is intended to enhance information transparency and ensure fair disclosure for all investors.

Please note that some discrepancies may arise due to timing differences in the information provided.



Q1: Please explain the sustainability of the expanded shareholder benefit program.

The shareholder benefit program announced on November 7, 2025, is not intended as a one-
time initiative, but is designed to be continued in subsequent fiscal years. In order to enhance
the investment appeal of our shares and increase corporate value, we will continue to flexibly

consider shareholder return measures, including shareholder benefit programs, going forward.
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Enhanced shareholder returns (expanded benefits and higher dividends)

» To enhance investment appeal and promote medium- to long-term shareholding, the Company decided to expand
shareholder benefits and raise the year-end dividend. The benefit yield is 8.1%* and the total yield including
dividends is 9.3%*

Shareholder benefit Year-end dividend

Before the enhancement After the enhancement Initial plan Post-dividend increase
¥2 000 worth of points
100 to 499 valid for use on ¥10,000 worth of ¥135per share  ¥15.0per share

shares “and Habit" official online Digital-gift® points \_}
store
¥14,000 worth of points »
500 or more valid for use on ¥20,000 worth of Yield

shares “and Habit” official online Digital-gift® points
store

Shareholder
benefit yield*

8.1%

Divident
yield*

1.2%

Total yield*
You can exchange the points you have been awarded with the following point exchange v

partners. Mote that the point exchange partners are subject to change
and Habit Point / Rakuten Point Gift / Amazon Gift Card / QUO CARD Pay / PayPay
Meney Light/ d POINT / au PAY Gift Card / Visa eGift vanilla, etc

9.3%

Vesting date: End of December; Record date: December 31; Dispatch of Notification: Early March

* Calculated based on the assumption that the closing share price as of November 8, 2025 is ¥1,233 and the number of shares owned is 100.

Q2: What was the reason for expanding the shareholder benefit program?

At the time of the public offering conducted concurrently with our market transition to the
Prime Market, the allocation was limited to institutional investors. As a result, the proportion
of individual shareholders has remained lower compared with peers in the same industry. With
the aim of encouraging a greater number of individual investors to become our shareholders
and improving the liquidity of our shares, we decided to implement the expansion of the

shareholder benefit program.




Q3: What were the factors behind the decline in revenue in the beauty appliances category, and what

measures are being taken?

There were two main factors behind the revenue decline in the beauty appliances category in
the third quarter. First, there were no new product launches during the quarter. Second, sales
of core products declined more than initially anticipated. Regarding the first factor, new
product launches such as a cordless hair iron and an I-shaped hair dryer are scheduled for the
fourth quarter, and we expect a significant revenue increase compared with the third quarter.
(Planned number of new and planned product launches in FY2025: cumulative total for 1Q—
3Q: 5 products; 4Q alone: 7 products.) As for the second factor, the decline was attributable to
a reduction in advertising investment for core products as part of a strategic shift toward mid-
to high-priced products. At present, we are reviewing the balance of our investments with the
aim of restoring sales of core products.
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Progress in Beauty Devices Category

+  The medium- to high-price-end items! recorded a 16.8% year-on-year increase in revenue, with its share of total
sales within SALONIA rising to 45% (from 33% in the previous year). On the other hand, sales of staple items?
decreased more than expected, adversely affected by the reduction of investments.

+ Q4 quarterly sales are expected to increase significantly compared to Q3 quarterly sales by strengthenin
investments in the staple items™2and launching new products (Q1-Q3: 5 products = Q4 alone: 7 products™ (plan)).

Net sales I Topics
Expected to grow ¥ Medium- to high-end items: Sales of the Smoocth Shine Dryer
in Q4 alone increased by 121.4% YoY, whereas the Glossy Care Dryer
Q4 performed strongly with sales increased 143.1% Yo, driving
¥2 .84 bn Q4 the growth of medium- to high-end items.

» Products to be launched in Q4: We will roll out collaboration
products with a nine-member girl group NiziU, in addition to
releasing products with further added value, including a compact
metal Gua Sha comb, a codeless hair iron equipped with a

Q1-Q3 YoY change: Q1-Q3 smartphone charging function, and a I-shaped hair dryer

¥7.81on 4% RONLTS
|.
i
e

7
b 3
Q1-Q3 Q1-Q3 ( |
FY2024 FY2025
Refe: SALONIA items pricet

1

aher

X included). 2 less than ¥6,000 (tax included
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Challenges Identified and Actions Taken in the Beauty Devices Category

The domestic beauty devices market is showing a significant growth in medium-to high-end products, and we see this situation as
a business opportunity.

Against a backdrop of the above market trends and the progressively weaker yen, we have achieved a certain level of success by
making strategic investments in medium- to high-end items. On the other hand, however, the lower-than-expected sales of
staple items and decreased brand equity are challenges we are currently facing. With these in mind, we aim to achieve
the regrowth of this category by drastically reviewing our organizational structure and investment policy.

N . Approach to the identified challenges
Major environmental (Currently dealing with some of the challenges.

changes Current Good and More Details will be announced in MTMP in Feb 2026)

See

Expansion of medium- to Review our development and following
) high-end items and their investment decision-making process Il
Growth of the medium- revenue contribution (Updating IPTOS / Re-enhancing decision-making
to hig h-end produm based on the balance between arts and science)
market Revenue improvement and
Asr,ttabwlizatigr}through th?] acquwsitiotn of‘ Strengthen investment
emis and forward exchange contracts in staple items
Progressively Lower-than-expected sales
weaker yen resulting from reduced investments in )
staple items with low gross margins Strengthen investment to
(A decline in brand equity improve brand equity
as a result of ROAS*-driven investments)

* - Abbreviation for Return On Adve A calculation index tha

ed in relation to advertising expenses.




Q4: What is the outlook for full-year results?

While the skincare and other categories are progressing ahead of plan, there is a risk that
overall company performance may fall short of the initial plan due to factors such as delays in
building market awareness following the renewal of YOLU, as well as the impact of declining
sales of core products in the beauty appliances category described in Q2.

On the profit side, we plan to implement advertising investments at approximately the level
initially planned at the beginning of the fiscal year in order to support future sales growth. In
addition, the tax expense reduction effect associated with the absorption-type merger of our
subsidiary Endeavour, which was expected at the time of the third-quarter financial results
announcement on November 7, 2025, is now scheduled to be recognized in FY2026 due to a
postponement of the merger date, as disclosed on November 19, 2025. (https:/contents.xj-
storage.jp/xcontents/AS03869/b279f8c0/06e6/4a45/8f82/6b2dbb03aa4c/140120251119506212.p
df.)
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Latest Forecast

* Adelay in adapting to changes in the external environment and other factors may pose a risk to the achievement
of the full-year targets.

« Despite increased strategic investments for future regrowth, net profit for the year is projected to be in line with

the target.
Net sales EBITDA / Operating profit
+ Although COGS and fixed cost reductions progressed

+ While the Skincare and Others category is expected to

record higher net sales than the target, the following factors
may lead to overall net sales falling below the target:
# A delay in building recognition of the revamping of YOLU
# A delay in sales promotion of new haircare products
> Excessive reduction of investments in staple items™
resulting from the concentration of investments in medium-
to high-end beauty device items™.
Skincare and Others ~ Haircare
Upside risk Downside risk

Beauty Devices
Downside nisk

Initial Plan
¥52 0bn

Full-year plan
Downside risk

better then the initial targets, EBITDA and operating profit
are at rnisk of falling below their targets due to the impact of
progress toward achieving the net sales target and
strategic investments in advertising and promotion
expenses to achieve the medium- to long-term strategy.

Net profit for the year

+ het profit for the year™ is projected to be in line with the
target as the above-mentioned risk for EBITDA and
operating profit will be absorbed by the effects of a
reduction in tax expenses resulting from the absorption-
type merger of a subsidiary announced on October 22 and
the tax system for promoting wage increase.

00 (tax included). *2 Refer to SALOI

cts priced at or higher than ¥6,000 (ta



https://contents.xj-storage.jp/xcontents/AS03869/b279f8c0/06e6/4a45/8f82/6b2dbb03aa4c/140120251119506212.pdf
https://contents.xj-storage.jp/xcontents/AS03869/b279f8c0/06e6/4a45/8f82/6b2dbb03aa4c/140120251119506212.pdf
https://contents.xj-storage.jp/xcontents/AS03869/b279f8c0/06e6/4a45/8f82/6b2dbb03aa4c/140120251119506212.pdf

QS5: What are the reasons behind the strong performance of the skincare and other categories, and

conversely, the slowdown in the haircare and beauty appliances categories?

The strong performance of the skincare and other categories is attributable to the acquisition
of Tvert Co., Ltd. and the steady progress of PMI following the acquisition, as well as the
emergence of multiple promising hit brands within the New Business Development Office
under the direct supervision of the President and our subsidiary Endeavour.

In order to build new pillars of growth, management resources were allocated to the skincare
and other categories, and authority was delegated in the haircare and beauty appliances
categories from the perspective of developing next-generation leaders. As a result, however,
decision-making processes in the haircare and beauty appliances categories became more
complex, leading to issues where IPTOS did not function sufficiently. Based on this recognition,
we will promote organizational reforms during 2025, and new product launches under the new

organizational structure are scheduled from the second half of 2026 onward.
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Progress in Transforming Our Business Portfolio and Actions to Address Challenges

The “Skincare and Others” category is showing substantial growth at a higher pace than the target (about 1.5

billion yen above the full-year plan is expected), resulting in steady progress in the construction of a new
business pillar toward transforming our business portfolio.

We are currently implementing an organizational reform to solve the challenge of a slowdown of growth of
the “Haircare” and “Beauty Devices” categories.

Net sales mix by category Progress toward achieving ¥100 bn in net sales

Category Actual results Factors
FY2025 forecast ..o
Beauty Devices « The acquisition of Tout Vert and steady
M Skincare and Otners Now . _ progress in its PMI
: SiEFing « Multiple potential hit products created by a
businesses substantially ata H

Net sales mix — eb. . team directly reporting to the President “New

Approx. 20% = Skincare and higher pace than B Devel t Office” and

Full-year net sales forecast: Others thejtarget usiness bevelopment LICe and a

ve tayr ¢ Annrok. +¥15 b subsidiary Endeavour” (ReWear, SKN

et Approx. 1. REMED, TeaFlex, Collatein, etc.)
FY2023 actual results Slower than
Existing core the initial forecast
| businesses L .
= Hai Implanting an (See next page for details)
Net sales mix. = Haircare, organizational
Approx. 5% Beauty Devices | reform to achieve
regrowth
*Resolved to be absorbed by I-ne on October 22, 2025,
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Review of Development and Investment Decision-making Process (Re-enhancement of IPTOS)

A reorganization carried out in 2024 caused a problem where our proprietary brand management system “IPTOS"
did not work properly in our existing core businesses——i.e., Haircare and Beauty Devices.

As a result of measures we have taken to solve the problem since 2025, we have been withessing sings of
recovery in newly launched haircare products. We will release new products under a new organizational structure

developed through a structural reform in H2 2026.

o . WA - -
o "y Review of a part of _¢ Y. Organizational streamlining, The launch of a new
&Reorqamzatuon Q . decision-making process @ absorption of a subsidiary organization

We carried out the

reorganization from - Failure of a new haircare brand - A good start shown by new + Release of many new products
a perspective of - A POS" issue arose during the roducts of our mainsta under the completely new
developing revamping of YOLU haircare brands*? organization structure (H2
pextosilleaders> = Our decision-making process + We streamlined some of our
became more complex after the organizations.

reorganization in 2024. + Endeavour was merged

= IPTOS did not work as usual through an absorption-type

merger (the company’s success

we reviewed a part of our model has been transferred to
the headquarters).

decision-making process.

= After recognizing this problem

onsumer purchases the product at 8 drugstare. POS revenus serves as an indicator for the sales and cansumption performance to the brands.
(GHT REPAIR 9




