Valuence

Circular Design Company

FY26 Fina

Valuence Holdings Inc.
(Securities Code: TSE Gra




Summary of Financial Financial Results Key Strategies
Results for FY26 for FY26 for FY27
and Forecasts for FY27

35 38 40

Assumptions of the Return to Shareholders Appendix
Forecasts for FY27

Valuence




— IRy —

Vall.lel‘l ce © Valuence Holdings Inc.



Summary for FY26

Operating profit reached a record high of 5.7 billion
yen, 4.0 times the previous fiscal year’s level.

» Auction consignment transaction value remained strong, increasing 32.3% YoY
to 27.6 billion yen. The auction consignment ratio rose to 44.8%, achieving the
Medium-Term Management Plan target ahead of schedule. GMV increased
27.1% YoY to 129.6 billion yen.

* Investments made to date in retail operations continued to deliver results, with
net sales at domestic stores and through e-commerce remaining strong. Retail
net sales increased 47.8% YoY to 25.8 billion yen, while the retail net sales ratio
rose 3.6 pts YoY to 24.3%. In addition, despite a softening in bullion prices
toward the end of the fiscal year, prices remained at high levels throughout the
year, contributing to a 25.7% YoY increase in net sales to 106.6 billion yen.

 Profitability improved, driven by continued purchasing focused on gross profit
margin, a higher retail net sales ratio, and increased commission revenue from
in-house auctions, among other factors. As a result, the gross profit margin
increased 1.2 pts YoY to 26.3%.

*  While continuing to invest in future business growth, including proactive hiring to
support the opening of new buying offices and initiatives to enhance brand
awareness, the Company maintained its focus on operational efficiency.
Operating profit increased 4.0 times YoY to a record high of 5.7 billion yen.

Valuence
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Financial Results for FY26

» Taking into account purchasing conditions in Q4 FY26, the Company secured inventory for FY27 while selling the bullion inventory accumulated
through Q3 FY26 as planned. By selecting appropriate sales channels based on seasonality, sales trends, and product characteristics, net sales in Q4
FY26 increased 22.8% YoY to 26.7 billion yen.

+ The Company continued its purchasing strategy focused on gross profit margin. Supported by a higher share of retail sales and increased commission
revenue from its in-house auctions, gross profit margin increased 0.1 pts YoY to 24.6% in Q4 FY26, despite the reclassification of a portion of full-year
sales promotion expenses to cost of sales in Q4 FY26.

» While continuing to focus on operational efficiency, the Company made investments aimed at medium- to long-term growth, as well as upfront
investments for FY27. As a result, operating profit increased 3.0x YoY to 0.5 billion ven.

Revised FY26 i
(Announced on April 10) ate

Net sales 21,742 26,700 +22.8% 84,841 106,656 +25.7% 106,000 100.6%
Cost of sales 16,417 20,138 +22.7% 63,532 78,591 +23.7% 78,050 100.7%
Gross profit 5,324 6,562 +23.2% 21,308 28,064 +31.7% 27,950 100.4%
Gross profit margin 24.5% 24.6% +0.1pts 25.1% 26.3% +1.2pts 26.4% -
SG&A expenses 5,155 6,055 +17.5% 19,854 22,283 +12.2% 22,450 99.3%
Operating profit (loss) 168 506 3.0x 1,453 5,780 4.0x 5,500 105.1%
Operating profit margin 0.8% 1.9% +1.1pts 1.7% 5.4% +3.7pts 5.2% -
Ordinary profit (loss) 91 268 2.9x 1,315 5,399 4.1x 5,260 102.7%
Ordinary profit margin 0.4% 1.0% +0.6pts 1.6% 5.1% +3.5pts 5.0% -

Profit (loss) attributable to 149 (241) - 681 3,073 4.5x 3,000 102.4%
owners of parent

* All amounts are rounded down to the nearest million yen; all percentages are rounded to one decimal place. (The same hereinafter)

Valuel‘lce © Valuence Holdings Inc. 5




» Days inventory outstanding (DIO): 56 days

Balance Sheet « Sufficient inventory has been secured for FY27. The bullion
inventory held as of Q3 FY26 was sold, accounting for the

. decrease in merchandise inventory from the end of Q3 FY26
(Million yen) s s to the end of FY26.

Current assets 20,043 26,040 +5,997 * Inventory remains at a healthy level as a result of purchasing
focused on gross profit margin.
Cash and deposits 5,304 7,227 +1,922 <Merchandise (brand name products, precious metals, etc.)>
. FY25: 9.8 billion yen
Merchandise 10,405 13,935 +3,529 — Q1 FY26: 11.9 billion yen — Q2 FY26: 13.1 billion yen
— Q3 FY26: 15.2 billion yen — FY26: 13.1 billion yen
Other 4,332 4,877 +544
Non-current assets 10.894 10.768 (126) * Increase in accounts receivable associated with retail
’ ’ expansion.
Total assets 30,938 36,808 +5,870 * Increase due to warehouse expansion to support the opening
. of buying offices, as well as an increase in in-house
Liabilities 23,262 26,264 +3,002 merchandise and consigned items. This was partially offset by
- a decrease resulting from the recognition of impairment losses
Interest-bearing debt gz;;ua‘::gg;;’ase 18,502 20,148 +1,645 on fixed assets related to the automotive business.
Short-term 8.475 4.835 (3,640) * Increase in borrowings to fund procurement.
H ’ ’

+ Shifted the debt maturity profile toward longer-term
borrowings by repaying short-term borrowings with proceeds

Long-term f::;;e:;:zr;i:dns<:)fal;>:é;|:;erm 10,027 15,313 +5,285 from newly raised long-term borrowings.

Other 4,759 6,116 +1,357 « Increase due to the recognition of income taxes payable and

bonus provisions.
Net assets 7,676 10,544 +2,867

e g e * Increase due to the recognition of profit attributable to owners
Total liabilities and net assets 30,938 36,808 +5,870 of parent, partially offset by dividend payments and the

acquisition of treasury shares, among other factors.
Equity ratio 23.8% 27.9% +4 1pts

ROE 9.8% 34.99 +25.1pt * Equity ratio recovered to 27.9%, driven by record-high profit.
.0/ .J/0 1pts

Valuel‘lce © Valuence Holdings Inc. 6




Cash Flows

With.major.investments.largely. completed.and. profitability.improving,.free.cash
flow.turned. positive, marking.a.transition.to.the investment recovery phase.

(Million yen)

= Goch flows from imvosting sctvitios ion yen

Cash flows from financing activities Cash flows from operating activities 226 (555) 2,467

FCF FCF FCF Profit (loss) before income taxes (1,562) 1,119 4,947

(1,878) (3,518) +866 Depreciation expenses 1,182 1,440 1,434

2 467 Decrease (increase) in inventories 512 (3,274) (3,529)

1.913 Other 94 159 (385)

Cash flows from investing activities (2,105) (2,963) (1,601)

1,009 Purchase of property, plant and equipment (887) (2,170) (648)

464 Purchase of intangible assets (753) (656) (665)

ﬁ Payments for guarantee deposits (487) (163) (292)

- Other 23 26 5

(555) Free cash flow (1,878) (3,518) 866

Cash flows from financing activities 464 1,913 1,009

(1 601 ) Increase (decrease) in loans payable 1,065 2,140 1,635

(2,105) Cash dividends paid (387) - (131)

Other (213) (227) (494)

(2,963) g;?l?‘llr;?elr)‘a:slance of cash and cash 6,915 5,303 7,227

FY24 FY25 FY26

Valuel‘lce © Valuence Holdings Inc. 7




Forecasts for FY27
* In the final year of the current Medium-Term Management Plan, the Group will continue to execute its Circular Platform Strategy and focus on

initiatives aimed at enhancing profitability, particularly the expansion of retail sales and overseas purchasing. For FY27, the Group plans net sales of
115.0 billion yen, up 7.8% YoY, and operating profit of 6.75 billion yen, up 16.8% YoY (see pp. 35-37 for details).

(Million yen) FY25 FY26 FY27 YoY
Results Results Plan Amount Percentage

Net sales 84,841 106,656 115,000 +8,343 +7.8%
Cost of sales 63,532 78,591 84,500 +5,908 +7.5%
Gross profit 21,308 28,064 30,500 +2,435 +8.7%

Gross profit margin 25.1% 26.3% 26.5% - +0.2pts
SG&A expenses 19,854 22,283 23,750 +1,466 +6.6%
Operating profit 1,453 5,780 6,750 +969 +16.8%

Operating profit margin 1.7% 5.4% 5.9% - +0.4pts
Ordinary profit 1,315 5,399 6,190 +790 +14.6%

Ordinary profit margin 1.6% 5.1% 5.4% - +0.3pts
Profit attributable to

681 3,073 4,000 +926 +30.2%
owners of parent

Valuel‘lce © Valuence Holdings Inc. 8
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Valuence

Topics for Q4 FY26 (Jun. — Aug.)

L

Purchases

- Continued purchasing with an emphasis on gross profit
margin and efficient buying office operations, with
purchasing of branded goods such as watches and
bags remaining strong. Meanwhile, due in part to
weaker bullion market prices, purchase value increased
1.0% YoY to 17.7 billion yen™.

- Overseas, in addition to an increase in the number of buying
offices, purchase value per buying office also grew strongly.
Overseas purchase value in Q4 FY26 increased approximately
80% YoY, reaching a record high.

- Based on our strategy of carefully selecting locations and
maximizing efficiency per buying office, we accelerated the
opening of profitability-focused buying offices. In Q4 FY26,
we opened two buying offices in Japan, one directly operated
office overseas, and three partner offices overseas. As of the
end of FY26, the total number of buying offices was 143 in
Japan™ and 62 overseas.

*1 Excludes purchases related to the automotive and real estate businesses.
*2 Excluding Collaborative Offices.

=]
Sales

- While securing inventory of branded goods for FY27, the

Company selected appropriate sales channels based on
product characteristics. As a result, in-house auction sales
increased 0.3% YoY to 8.8 billion yen, while retail sales

exceeded the plan, increasing 49.6% YoY to 6.1 billion yen.

Continued to allocate in-house purchased merchandise to
the strong-performing retail channel. The Company also
focused on exFanding consignment sales at its in-house
auctions, resulting in a 31.1% YoY increase in the value of
successful bids for consigned items to 7.6 billion yen. The
auction consignment ratio remained high at 46.3%.

- As the Company proceeded with the sale of bullion

inventory secured in Q3 FY26, wholesale (bullion) sales
increased 43.9% YoY to 8.3 billion yen.

- In addition to continuedfpurchasing with an emphasis on

gross profit margin, profitability improved due to growth
in retail sales and commission revenue. Despite the
reclassification of a portion of full-year sales promotion
expenses to cost of sales and the r$alacement of certain
inventory items in preparation for FY27, gross profit margin
increased 0.1 pts YoY to 24.6%.

© Valuence Holdings Inc.
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Purchases and Buying Offices

» Continued purchasing with an emphasis on gross profit margin and efficient buying office operations. New buying office openings also progressed
steadily, while purchasing of branded goods, particularly watches and bags, remained strong.

» Overseas, new buying office openings also progressed well, while purchasing at existing buying offices continued to grow strongly.
+ Meanwhile, total purchases rose a modest 1.0% YoY to 17.7 billion yen, partly due to softer bullion prices.

22,547
21,181

(Million yen)

Purchases™
N E—

Q1FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)
Domestic buying offices" 139 138 138 139 141 139 141 143
Overseas buying offices 45 46 46 49 53 53 58 62

*1 Excludes purchases related to the automotive and real estate businesses.
*2 Excluding Collaborative Offices.

Valuence

© Valuence Holdings Inc.




Net Sales and Gross Profit Margin

» Taking market conditions into account, we sold the bullion inventory secured in Q3 FY26. Meanwhile, supported by strong purchasing of branded
goods, we continued to secure inventory for FY27 and replace existing inventory, while allocating inventory to appropriate sales channels based on
seasonality. As a result, net sales in Q4 FY26 increased 22.8% YoY to 26.7 billion yen.

» We continued purchasing with an emphasis on gross profit margin. Supported by a higher retail sales ratio compared with the same period of the
previous year and growth in commission revenue, gross profit margin increased 0.1 pts YoY to 24.6%. In Q4 FY26, a portion of full-year sales
promotion expenses was reclassified to cost of sales. Excluding this reclassification, gross profit margin would have been 25.4%, up 0.9 pts YoY.

(Million yen) o 2720/0 2700/0 2650/
25.1%  260% o4 9% o459 — . .. 24.6%
Gross profit margin ./\ \

Net sales
Cost of sales dl
27,442 27,984 26700

Q1 FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

Valuence
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SG&A Expenses

* We continued to make investments to support future business expansion, including proactive hiring. In Q4 FY26, we also shared the benefits of our
strong performance with employees, including through the payment of performance bonuses. Advertising expenses increased as we implemented
initiatives to enhance brand awareness of NANBOYA, including TV commercials, as well as initiatives to enhance brand awareness of ALLU through
the “Original Birkin” exhibition. In Q4 FY26, a portion of full-year sales promotion expenses was reclassified to cost of sales. Excluding this
reclassification, advertising expenses would have been 879 million yen, up 57.6% YoY.

* While maintaining disciplined and efficient business operations, we also made upfront investments to support further business expansion in the next
fiscal year. As a result, SG&A expenses increased by 17.5% YoY to 6.0 billion yen. 6 055
)

5,688

5,155 5.173 5,366

(Million yen) 4,808 4 936 4,953

Other

Other

Rent expenses Rent expenses
LN ]

Advertising / Advertising,
Sales promotion 674 664 693 Sales promotion
Personnel 593 653 644

expenses Personnel
I

expenses

O
1,801 1,922 1,951 ,289
Q1 FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)
Domestic buying offices™ 139 138 138 139 141 139 141 143
Overseas buying offices 45 46 46 49 53 53 58 62
Retail Stores 5 5 5 5 5 5 5 5
Employees™ 1,061 1,074 1,117 1,124 1,121 1,133 1,183 1,209

*1 Excluding Collaborative Offices.
*2 Figures represent the total number of full-time employees on a consolidated basis.

Valuence

© Valuence Holdings Inc.




Operating Profit

» Supported by strong purchasing of branded goods, we secured inventory for FY27 while also replacing existing inventory. While continuing to
operate the business with a focus on efficiency, we maintained proactive hiring in anticipation of future business expansion and made investments
in initiatives to enhance brand awareness, as well as upfront investments for FY27. As a result, operating profit increased 3.0x YoY to 0.5 billion yen.

2,048

(Million yen)

Operating Profit 1 ,71 9

Q1 FY25
(Sept. - Nov.)
Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(80) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

Valuence 14
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Valuence * Sales of automotive business included in wholesale, other (excl. bullion) .

Net Sales by Channel (toB, toC)

» Taking into account seasonality and sales trends, we selected appropriate sales channels based on product characteristics while securing inventory
for FY27. As a result, in-house auction sales increased 0.3% YoY to 8.8 billion yen. Retail sales also remained strong, particularly among domestic
customers, increasing 49.6% YoY to 6.1 billion yen.

+ While in-house auction sales were broadly flat YoY, auction consignment transaction value at our in-house auctions grew strongly, increasing 31.1%
YoY. Together with increases in auction membership and participation fees, this drove a 24.1% YoY increase in commission revenue from in-house
auctions to 1.1 billion yen.

* In Q4 FY26, bullion purchasing decreased, partly due to weaker market prices. However, as we proceeded with the sale of bullion inventory secured
in Q3 FY26, wholesale (bullion) sales increased 43.9% YoY to 8.3 billion yen.

27,442 27,984 26,700
3 i N

(Sales composition ratio)

(Million yen)

Retail Retail

Wholesale, other 22,007 22,267 r22.8%

(excl. bullion) - 9 Wholesale, other
18,823 L 18.8% ; (excl. bullion)

Wholesale (bullion) ~ ~23.4% } 8.0%

Wholesale

Auction commissions 21.8% .
(bullion)
— ;- 0,
Auction L o5 59, 31.4%
’ 26.8% .
Auction
commissions

- 4.5% - 4.4%

918

Auction

7,539

Q1 FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

© Valuence Holdings Inc. 1 5



Net Sales by Channel (Domestic, Overseas)

» Supported by growth in retail net sales to domestic customers and wholesale (bullion) net sales, domestic net sales increased by 20.0% YoY to 20.9
billion yen.

» Despite the yen appreciating in the foreign exchange market, retail sales to inbound customers remained solid, while overseas partners continued to
show strong buying interest at our auctions. As a result, overseas sales increased 34.3% YoY to 5.7 billion yen.

Overseas

(Million yen) YoY 27,442 27,984 26 y 700
N

+34.39, 7 N
24,528 J»Zm% J»zme%

WA -21.3%

Overseas 22’007 22,267 21 ,742 5,78 21.7%

Domestic

—— 18,823

4,548 }24.2%

4,845 =PI }20-0% 4,308 JREEA

Q1 FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

Valuence * Overseas net sales include sales to inbound customers. © Valuence Holdings Inc.



Auction Results

+ We continued to select appropriate sales channels based on product characteristics, taking into account seasonality and sales trends. We
continued to offer items that matched partner demand while maintaining purchasing with an emphasis on gross profit margin, resulting in the toB
auction sell-through rate remaining high at 97.7%.

* ALLU AUCTION held in July 2026 achieved record-high net sales, supported by the shift to an annual event format, which enabled us to offer a

broader selection of attractive items.

97.3% 96.9%

97.7% 96.9% 97.8%

97.7%

(Million yen) 95.6% 96.0%

toB Auction Sell-through Rate
 —

Other auctions™
I

toB auctions™ 8,549 8,310

*1 ALLU AUCTION
HATTRICK AUCTION 24

*2 STAR BUYERS AUCTION
SBA Hong Kong (Diamond auction)
THE EIGHT AUCTION

Q1 FY25 Q2 FY25
(Sept. - Nov.)

Valuence

(Dec. - Feb.)

—0—

10,396

9,808

13
203

Q3 FY25 Q4 FY25
(Mar. - May)

(Jun. - Aug.)

\ 4

oo 10,069
724

9,784
41 8,457 22

60

Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

© Valuence Holdings Inc.



GMV Trends

» Supported by growth in retail net sales and wholesale (bullion) net sales, GMV increased by 24.6% YoY to 33.0 billion yen.

* Auction consignment transaction value grew strongly, increasing 31.1% YoY to 7.6 billion yen and reaching a new record high, while the auction

consignment ratio rose to 46.3%. Despite securing inventory for FY27, supported by solid purchasing of branded goods, in-house auction GMV
increased 12.6% YoY to 16.5 billion yen.

34,388

V
33,060

32,613

(Million yen)

29,613

Wholesale and Retail
" 26,019 26,466 26,526

Auction

(merchandise sale) 23 007

Wholesale and Retail

Auction
(winning bids on

consignments) Auction GMV
N S
Auction consignment
ratio .
Auction
(merchandise sale)
Auction Consignment Ratio Ao
o Auction ) (winning bids on
(winning bids on consignments) consignments)
; Auction
Auction
i
merchandise sale)” (Winning bids on I
( ) consignments) 6 227 7’575 46.2% ’65 .’1 46.3%
) 45.29

PRYA 300 VIEYR] 301, (PR 356+ GICEE 30.8.  CEUNAY 413

Q1 FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

Valuence * From Q1 FY26, automotive business net sales are added to wholesale and retail GMV. The same addition was also applied to FY25 © Valuence Holdings Inc. 1 8
results.



Domestic/Overseas Ratio of STAR BUYERS AUCTION (SBA) Winning Bids

+ Demand from overseas partners showed signs of recovery ahead of the year-end retail sales season, with the overseas ratio rising to 24.9%

ARV 21.5%

Overseas
N B

Domestic
I ——

78.2% 78.5%

Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26
(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

Q1 FY25
(Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

(Sept. - Nov.)

© Valuence Holdings Inc. 1 9
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Distribution of Buying Offices

+ In Japan, we continued to expand our buying office network with a focus on efficiency per buying office. We opened two buying offices in Q4 FY26.
» Overseas, we continued to open new buying offices, primarily in Southeast Asia, adding four buying offices in Q4 FY26 (one directly operated office

and three partner offices).
+ As of the end of FY26, the number of buying offices, including partner offices, reached 210, a net increase of 17 across Japan and overseas. With the

scrap-and-build program now complete, we will accelerate new buying office openings from FY27 onward.
Japan

205 buying offices

Collaborative Offices
N

Nanboya, Hakkoudo,

across 18 countries worldwide*
BRAND CONCIER

145

144

148

FY24 FY25 FY26

Europe Open 5 4 9

5 offices Close 0 5 5

Middle *Numbers of openings and closures exclude Collaborative Offices.
East
9 offices Glob 49 62
Asia obal 46
46 offices 46
Africa Partner Offices 33 37
2 offices Directly Operated Offices 1 1 6
FY24 FY25 FY26

Open 13 8 18
Close 5 5 5

*As of August 31, 2026; excludes five Collaborative Offices in Japan.

Valuence

© Valuence Holdings Inc.
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Initiatives to Strengthen Purchasing in Japan and Overseas

» As an upfront investment for FY27, we are strengthening marketing activities and accelerating new buying office openings both in Japan and

overseas.

» Overseas, our purchasing business footprint continues to expand steadily, including entry into new countries through new buying offices opened

by partners.

Japan

O To further establish awareness of the NANBOYA <« i >
brand, we launched an additional TV commercial Campaign Results
campaign in August following the campaign in May,
steadily increasing brand awareness. “Pre-Campaign: n=38,500
Post-May Campaign: n=38,000

O By advertising across a wide range of media, fgrE
3 A z . 5 aq Post-Aug. Campaign: n=39,300
including social media and taxi advertising, we are
reaching multiple target segments while maximizing
the effectiveness of our TV commercials.

O Through these brand awareness initiatives, we aim to
reach potential customers and drive branded
searches, thereby expanding customer acquisition
over the medium to long term.

21.6%

17.2%

Pre-Campaign Post-May Post-Aug.
Campaign Campaign

Brand Awareness Among Customers
Who Sold Items Within the Past Year

*Pre-Campaign: n= 3,251

“Ey'sé*“' Post-May Campaign: n=3,345
12=VRxII%= Post-Aug. Campaign: n=3,563 35.2%,
HMiE
) 24.8%
TSR BIR
PhiEp ¢
= Pre-Campaign Post-May Post-Aug.
Campaign Campaign

* Source: INTAGE Inc., Internet survey (Survey periods: May 1-20, 2026 and August 31-September 3, 2026)

Valuence

Overseas

O Entered Taiwan and Malaysia for the first
time, further expanding our purchasing
business footprint.

O Strengthened digital marketing in
Singapore, where purchasing remains
strong.

ALLU Nanjing Fuxing (Taiwan)
Opened August 1, 2026

T —

© Valuence Holdings Inc.
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Business Strategy and KPls

Multiple FY27 targets.achieved ahead.of schedule,

positioning us to further accelerate business growth in FY27

FY25 FY26 FY27
Key strategies of medium-term management plan KPI Results Results Targets
m Strengthen the Purchasing Base for Sustainable Growth and Expand the Purchasing Ratio of purchases (inc. 25% or
(]
. Network overseas) other than from 18.4% 19.6%
O Diversify Marketing Methods and Increase Repeat Customers more
O Achieving efficient purchasing at buying offices and expanding the purchasing network Nanboya
O Expansion of overseas purchasing 0
. . o o 50% or
Ratio of repeat customers 49.3% 49.6%
Strengthen the Auction Platform to Become the Undisputed No. 1 more
O Increase participation of overseas partners by reviewing SBA auction frequency and timing
O Expansion of Consignment GMV by expanding new SaaS functions Number of repair About Over 50,000 or
O Expansion of retail consignment through fulfillment services services provided 45,000 50,000 more
m Build Competitive Advantage by Leveraging Our Strengths in toB Sales . . 40%
O Creating retail sales opportunities through seamless listings Auction Cor.15|gnment 38.3% 44.8% o OoF
O Domestic store development aimed at differentiation from other companies Ratio more
O Improve e-commerce sales capabilities by strengthening marketing (SEO/listing)
. ) - . . . o o 25% or
Expand the Purchasing Market by Leveraging Cost Efficiency and Achieve Steady Retail Net Sales Ratio 20.6% 24.3%
Sales Growth in the Affluent Market more
O Efficient expansion of purchase market in areas with low store investment costs and
low labor costs CAGR
O Continue to Develop Overseas SBA Partners Overseas Purchase Value 12.2% CAGR 259,
O Pursue Steady Sales Growth Opportunities in the Affluent Market Growth Rate L/0 28.3% or moreo
m Provide One-Stop Solutions to Customer Needs and Increase LTV (From FY24)
Xpansio 0
O Strengthening the TWISTED business Growth Rate in the Number of 31.7% 23.6% 10% or
0O Expansion of real estate brokerage Overseas Partners L7 970 more
O Strengthen repair business per year

Valuence * Ratio of repeat customers = Number of unique users who completed purchases after their second visit / Number of unique users who completed purchases.

© Valuence Holdings Inc. 22
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From “Luxury Market Growth” to “Structural Transformation of the Value Circulation Model”

P The adjustment in the new luxury market reflects not a disappearance of demand, but a shift in the criteria consumers use
to assess value.

New Luxury Market Luxury Resale Market

The new luxury market remains at a Demand Remains, but Consumer 2021 2024
high level. Choices Are Changing 5.9 trillion yen ) 8.6 trillion yen

However, repeated price increases and shifts in
perceptions of value are driving customer attrition,

Owning New Luxury Goods Calculated at an exchange rate of 1 euro = 180 yen.

particularly among entry-level luxury consumers. w Watches and Jewelry Account for 80-85%
B Choosing valuable products at . .
2022 — 2025 prices cg?sumers consider The global luxury resale market is expanding
reasonabple. (1)
Global Luxury Consumer Base - B Reselling them when the time is ata CAGR of +13%, even as the new luxury
\_ Decreased by Approx. 70 Million ) right. \_ market experiences customer attrition. )

Source: Prepared by the Company based on Bain & Company, Finding a New Longevity for Luxury and Luxury in Transition: Securing Future Growth.

Valuence Group’s Position in the Structural Transformation
An integrated platform that sources valuable products from around the world, connects them with
buyers worldwide at optimal prices, and recirculates them into the market

Global Purchasing Global Price Discovery Value-Adding
Capabilities Capabilities @ Retail Sales Capabilities Capabilities
Source valuable products from Achieve optimal price discovery Sell directly to consumers in Enhance product value and
. . and connect products with the right . .
18 countries worldwide, buyers through SBA*, one of the Japan and overseas through expand services through repairs,
including Japan. largest auctions of its kind, with ALLU stores and e-commerce. authentication, data utilization,
approximately 5,900 participating and other capabilities.

companies in Japan and overseas.

Valuence *SBA: STAR BUYERS AUCTION (same hereinafter) © Valuence Holdings Inc. 24




Valuence Group’s Circular Platform ~Enhancing Profitability and Capital Efficiency~

efioct satting prices i T T . & e Girculation
Purchase Offers Multiple Purchasing Channels Overseas Alliances Through In-Store Purchasing
Buying Offices / In-home / Delivery / Online ExpanS|on

Strengthen Product Sourcing Capabilities and Optimally Allocate Products Across Sales
Channels Based on Demand

Product Supply
Auction Sales Retail Sales

Extensive Product Listings Participation by

Jn-house Numerous Partners in Sell products alobally th h Reach affluent cust inJ
urchase » Sell products globally throug » Reach affluent customers in Japan
Merchandise items Japan and Overseas cross-border e-commerce. as well as inbound customers.
) . . . ] » Enable products to circulate within » Enable customers to order

» An auction platform that enables transactions at attractive prices, supported by extensive

product listings and participation by numerous partners in Japan and overseas. %ﬂﬁc‘?ilghgﬁ@ through CtoC gﬁ%dfg?tﬁ]fg?geobji;%%%mmerce
+ Sell products to reuse businesses with a short inventory turnover cycle. « Further expand retail consignment « Launched in-store purchasing
* Increase commission revenue by expanding consignment transactions and enhancing listings from reuse businesses. services.

services.

Enhance Profitability Through Attractive Selling Prices and Commission Revenue < Expand Sales Opportunities While Balancing Gross Profit and Inventory Turnover

Through Seamless Listing, Products Listed on E-commerce Are Promptly Sold at Auction After a Set Period

Drivers of Profitability and Capital Efficiency

Improve Capital Efficiency Expand Platform
@ Maximize Selling Prices Through Consignment Commission Revenue @ Cash Generation
Build mechanisms to maximize selling Expand GMV and commission Create new commission revenue Leverage the strength of our auction
prices by expanding retail sales . . . opportunities, including auction ; ;
opportunities and optimizing retail IEVELE without relying on in- membership fees, Auction Pay fees, Iplatf;)r:'m to elxpan? ret:tall sales without
repricing. house inventory. and transaction fees from CtoC sales. g AEITING] ISR WITHENE:

Valuence © Valuence Holdings Inc. 25




Purchasing Strategy

» The scrap-and-build program for domestic buying offices was completed by FY26, and we plan to reaccelerate new buying office openings from FY27
onward. Overseas, we will also continue to expand our network, primarily through partner offices.

» While taking into account the possibility of lower bullion purchasing depending on market conditions, we plan to increase purchasing of branded goods
such as watches and bags by expanding our buying office network and implementing brand awareness initiatives, while continuing to operate buying

offices with a focus on efficiency and profitability.

Purchase Value 81,263

(Million yen)

66,014
60,518

+2:3%1 o,
56,168
49,410 I I

FY22 FY23 FY24 FY25 FY26

Valuence

FY27 Plan
B New Buying Office Openings

Overseas

More han | 5 Ein3

10-15 Ceee

FY27 Initiatives

@ Profitability .o Continue our purchasing policy wit.h an gmphasis on gro§s profit m'al"gin.
» Reaccelerate the pace of new buying office openings while maintaining
our focus on operational efficiency.

Product . Offset potential declines in bullion purchasing due to market conditions
Mix " and strengthened compliance with relevant laws and regulations by
expanding purchasing in other product categories.
— Growth in purchasing supported by an increase in the number of buying
offices and enhanced brand awareness.

Purchasing .+ Diversify marketing initiatives based on target customer segments,
Channels ' converting increased brand awareness into branded searches and new

customer acquisition.
» Continue to focus on purchasing through alliances.

+ Increase overseas purchasing through new buying office openings and
enhanced marketing initiatives.

© Valuence Holdings Inc. 26




Auction Strategy

» We will continue to strengthen and expand the functionality of SBA, which represents our greatest competitive advantage.

+ Consignment transactions continued to grow, supported by broad industry recognition of our auctions as a platform that delivers attractive selling prices.
While continuing to allocate in-house purchased merchandise to retail, we will maintain and enhance the appeal of our platform by increasing the volume
of consigned items.

FY27 Pl
N Auction GMV Trends an

B Auction Consignment Ratio Achieved medium-
Auction term plan target

(merchandise sale) 61.668 ahead of schedule
Auction 54 543 >
e bid gnments) ’
winning bids on consignments 51 ’944 537303 44 . 8‘%, 400/0 g{ore
37 478 34,029 FY27 Initiatives
33,648 (E:°"5i9'_‘me“t :  Continue sales activities to develop new partners, while
y A 38,031 Xpansion further expanding our SaaS-based auction services.
@ Product : Prioritize the allocation of in-house .. commissions Trend
33.913 purchased merchandise to retail. 4.161
, égf]tsl?gnnment — Expanded auction listing capacity ~(Milionyen) 3416
:Zt';o/ will enable further growth in 3,079 3,176

consignment transactions.

@ Profitability  Further enhance platform

functionality, including winning-bid
fees and membership fees, to
expand commission revenue. FY22 FY23 FY24 FY25 FY26

27

Membership
Fee

Introduction
(2nd half ~)

B

FY22 FY23 FY24 FY25 FY26

© Valuence Holdings Inc.
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Retail Strategy

+ Continue to prioritize merchandise allocation to retail channels, while leveraging our strengths in toB sales to drive further retail growth.
+ Strengthen our retail platform capabilities by expanding cross-border e-commerce and increasing consignment listings from reuse businesses.

(Million yen)

Retail net sales

20.6%

Retail net sales ratio
e

24.3%

e-commerce net sales
—

25,884

Store (Inbound customers)
net sales

Store (Domestic customers)
net sales
— 10.6%
17514 _ga7 8y,
12,860
7,988 .
6,722
FY22 FY23 FY24 FY25 FY26

Valuence

FY27 Plan

B Retail Net Sales Ratio

2434 | »

2 5% g1rore

FY27 Initiatives

@ E-commerce -

Expansion of
consignment -

@ Profitability :

» Expand global retail net sales by strengthening cross-
border e-commerce.

» Continue to enhance the value of our e-commerce platform
by increasing the number of product listings through
seamless listing.

Expand retail consignments to increase commission revenue.

» Maximize selling prices through timely repricing.
» Expand commission revenue through the CtoC platform.

 Strengthen in-store purchasing at ALLU to create a cycle
between retail purchases and customer selling, thereby
maximizing profitability.

28
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Overseas Strategy

» On the purchasing side, open 15+ new buying offices, primarily in Southeast Asia and the Middle East, while strengthening marketing to improve
customer acquisition efficiency.

* On the sales side, continue to focus on acquiring new SBA partners while increasing retail brand awareness to expand the use of cross-border e-

commerce.
. Purchases . Sales
Expand the Buying Office Network Through New Openings Accelerate Global Sales Across Both toB and toC
v Plan to open 15+ new buying offices in total, primarily partner offices
Sg)\rfvell asi several directly operated offices, expanding our presence to v Continue to focus on overseas  (iionyen) ales

countries. sales through auctions. 22,567
. - o : LA 18,165 @

v/ Continue to focus on new buying office openings in Southeast Asia .

v Accelerate global retail sales 1+24.2%

and the Middle East, where purchasing remains strong. th h bord
rough cross-border e- Declined due to the

Improve Customer Acquisition Efficiency Through commerce by increasing brand impact of U.S. tariff
Enhanced Marketing awareness in local markets. peasuies

In.addltlon to Iopal social media advertising, Whl(':h. has been our Fy24 FY25 FY26
primary marketing channel to date, strengthen digital marketing

initiatives such as SEO by leveraging expertise developed in Japan. . .
Expand Auction Membership
\ um ber of Overseas

[ Overseas Purchase Vaiue SN Wt
Overseas Purchase Value toward the Medium-Term SBA Partners

Management Plan target of v' Continue to focus on acquiring

CAGR 28.3% 25%+ CAGR. new SBA partners across our
+ Growth driven by global locations.
accelerated new buying
office openings and higher v' Expand ALLU AUCTION }
purchase value per buying membership with the aim of +23.6%
office. developing it into a leading

global toC auction.
FY24 FY25 FY26

Valuel‘lce © Valuence Holdings Inc. 29




Repair Business Strategy

+ Contribute to the development of a circular society through repair services.

+ In addition to generating revenue from the repair business, contribute to customer referrals to our purchasing and sales channels, as well as
enhancing the value of in-house purchased merchandise and consigned items.

Opened NANBOYA Yokohama West Exit

v' With a dedicated repair team of approximately 50 specialists, : . : .
provide highly precise, high-quality repair services for watches and in July 2926’ the flr§t NANB_OYA buying office
bags to both toB and toC customers. Our watch repair operations, with an on-site repair workshop

in particular, are among the largest in the industry in terms of both
facilities and number of technicians.

v' Enhance the value of in-house purchased merchandise through
repairs, contributing to higher selling prices at STAR BUYERS
AUCTION and ALLU.

v The repair business continues to expand steadily, and we are
strengthening marketing and other initiatives to further increase its
contribution to earnings.

Number of repair
services provided

Achieved medium-
term plan target
ahead of schedule

Valuel‘lce © Valuence Holdings Inc. 30



Sustainability and KPI

Key strategies of medium- FY26 Fya7 FY30
term management plan KPI Results Targets Targets
Employee engagement score 3.8 4.0 4.2
DEIB: Ratio of Female Directors 20.0% - 30%
Sustainability

DEIB: Ratio of Female Managers 15.3% 25% 30%

Further Integrate Business and

Sustainability DEIB: Paternity Leave Uptake Rate 94.7% 80% 100%

O Climate Action (initiatives towards achieving . ,
carbon neutra"ty) DEIB. Goendel' paly ratIO (Women S 70_8% 80% 85%
e pay as % of men's)

O Human capital initiatives

O Improving the effectiveness of the Board of Corporate Goven_'!ance Code — — . Full
Directors and strengthening the *TSE Prime Market Criteria Compliance

sustainability management system
y g y Ratio of Electricity from Renewable

O Community revitalization through sports Energy Sources Scheduled 50% 100%
business promotion for
GHG Emnssu:ns Reduction Rate disclosure 20% 73%
(Scope 1, 2) in January
ieai i 2027
GHG Emissions Reduction Rate — 25%

(Scope 3) *

* Following SBT validation, the base year for the GHG emissions reduction targets has been changed to FY24, and the target figures have been revised accordingly. In addition, the target item “GHG Emissions Reduction
Rate (Scopes 1, 2 and 3)” has been changed to “GHG Emissions Reduction Rate (Scope 3).”

Va'uel‘l ce © Valuence Holdings Inc. 3 1




Sustainability Initiatives

« In October 2026, our near-term, long-term and net-zero™ targets (base year FY24) were validated by the SBTi"2.

+ Following the validation, we reviewed our existing GHG emissions reduction targets and calculation methodology and recalculated GHG emissions
retroactively from FY24. The recalculated GHG emissions results are scheduled to be disclosed in January 2027.

» Toward achieving net zero, we will promote energy conservation, transition to electricity from renewable energy sources, improve the measurement
and accuracy of Scope 3 emissions, and strengthen collaboration across the value chain.

SBT-Validated GHG Emissions Reduction and Net-Zero Targets

SC' EN C E Target Category T;\;g(:t Scope Reduction Target (vs. FY24)
0, . .
BAS ED Near-Term Target  FY30 Scopes 1 and 2 73@ :_absolute reduction in GHG
emissions
0, . .
TARG ETS Near-Term Target FY30  Scope 3 25@ :_absolute reduction in GHG
emissions

90% absolute reduction in GHG
emissions

DRIVING AMBITIOUS CORPORATE CLIMATE AGTION Long-Term Target  FY50  Scopes 1,2 and 3

Net-Zero Target FY50  Entire value chain Net-zero GHG emissions

*1 Net zero means reducing GHG emissions by at least 90% and neutralizing residual emissions through carbon removal or other measures to achieve net-zero emissions.

*2 An international organization that develops and provides standards, tools, and guidance to support companies and financial institutions in setting science-based GHG
emissions reduction targets.
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Sustainability Initiatives

* Enhance corporate value by creating a new circular economy that connects goods and the value people attach to them.
* We will continue our initiatives on human capital and climate change.

Critical Review of the Resale Impact Calculation
Methodology by an Independent Third Party

Employee engagement score

Resale Impact for FY26

GHG emissions
reduction contribution

w 7,690 t.coze

<Resale Impact> :
lan target i An indicator that quantifies the contribution of brand resale to reducing
P 9 i environmental impact based on the concept of avoided emissions. i
: As a proprietary initiative, we have calculated and disclosed Resale

i Impact since 2021.

medium-term

v" The employee engagement score increased to 3.8. Supported by v" To enhance the transparency and reliability of the calculation
various initiatives to enhance employee satisfaction and the methodology, we underwent a critical review conducted by TUV
workplace environment, the score has steadily improved toward SUD Japan Ltd.
the target set in the Medium-Term Management Plan. v The review confirmed that the basic calculation framework is

v" eNPS, an indicator that measures employees’ loyalty to and trust generally aligned with the LCA principles set forth in ISO
in the Company, also improved significantly from the previous year. 14044:2006.

*For details, please refer to the “Resale Impact” page on our corporate website.
https://www.valuence.inc/sustainability/resale-impact/

Valuel‘lce © Valuence Holdings Inc. 33
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Enhancing Board Effectiveness and Strengthening the Sustainability Management Framework

+ Half of the Board members are outside directors, strengthening the Company’s governance structure. The ratio of female directors will

increase to 30%.

2

Outside Directors

D da

Internal/External
[}
-
S
2 Independence
£
<
Gender
Corporate
- Management
Q
(=)
g Finance, Accounting
ER-] :
o9 Legal affairs,
IS 8,)' Risk management
E’;g Human Resource
c o Development
2 X
5 © ;
- Global Business
X
w

Sustainability

Valuence

Shinsuke Susumu Shinichiro  Mitsutoshi Kenta Ibun Masahide Takashi Goto Mina Shinobu
Sakimoto  Muguruma Sato Tomita Takami Hirahara Kamachi Kobayashi Amagoshi
0 Director (Full Diregtor (Audit - Director (Audit  Director (Audit ~ Director (Audit
epresentative . . : . . and Supervisory and Supervisory and Supervisory and Supervisory
Director Director Director Director %‘gﬁmf&g Director Committee Committee Committee Committee
Member) Member) Member) Member) Member)
Internal Internal Internal Internal Internal External External External External External
Independent Independent Independent Independent Independent
Male Male Male Male Male Female Male Male Female Female
2 L 2 L 4
* * * *
L 4 L 4 L 2 L 4
* *
* 2 4
L 4 L 4 2 4

*Above director structure is tentative and will be in place after the conclusion of the 15th Regular General Meeting of Shareholders scheduled for November 25, 2026.
Kenji Fuma will retire as an outside director upon expiration of his term. Shinobu Amagoshi will be newly appointed as an outside director.

© Valuence Holdings Inc.
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Assumptions of the Forecasts for FY27
In the Final Year of the Medium-Term Management Plan, Aim_to Achieve All KPIs and Deliver 16.8% Growth in Operating Profit

External Environment Assumptions

B While FY26 benefited to some extent from rising bullion prices, the FY27 plan assumes current price
levels will continue.

B Given the volatility in foreign exchange markets, the FY27 plan also takes into account potential
impacts on market prices for watches and bags.

| Purchases | | sales | — Operating Profit Trends —

B Continue to expand consignment transactions and 6 750
’

B Plan to open 10—15 new buying offices

. row commission revenue by further enhancin
in Japan and 15+ overseas. g y 9

auction platform functionality.

® Continue to focus on purchasing through B Continue to prioritize the allocation of in-house (Million yen)
alliances and overseas, driving overall merchandise to retail. In addition to improving
purchasing growth alongside accelerated profitability through retail repricing, strengthen sales

of in-house merchandise through the retail platform,
. ) including cross-border e-commerce, while also
B Strengthen in-store purchasing at ALLU. expanding consignment transactions.

B Take into account a certain decline in B Set the gross profit margin target taking into account

bullion purchase value. the impact of the external environment, while aiming
to improve profitability.

Investment & Expenses 1,433

B Plan investments to enhance website functionality to expand purchasing in Japan and overseas, as well
as to strengthen our auction and retail platforms. We also plan to accelerate new buying office openings, FY24
primarily in Japan. I

B Factor in additional personnel and salary increases associated with the expansion of our buying office 426 FY25 FY26 Fy27
network. ( )

B Continue to operate digital marketing efficiently while reallocating a portion of the budget to brand
awareness initiatives, enabling us to continuously enhance brand awareness without a significant
increase in overall marketing expenses.

buying office openings.

36
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Forecast for FY27

» By capturing the structural changes we see in the luxury market and executing the Group’s Circular Platform Strategy, we will strengthen our global
purchasing and price discovery capabilities. We will continue to focus on initiatives aimed at enhancing profitability, particularly the expansion of retail
sales and overseas purchasing. For FY27, we plan net sales of 115.0 billion yen, up 7.8% YoY; operating profit of 6.75 billion yen, up 16.8% YoY;
ordinary profit of 6.19 billion yen, up 14.6% YoY; and profit attributable to owners of parent of 4.0 billion yen, up 30.2% YoY.

FY25 FY26 FY27 YoY YoY
(Million yen) Results Results Plan Amount Percentage

Net sales 84,841 106,656 115,000 +8,343 +7.8%
Cost of sales 63,532 78,591 84,500 +5,908 +7.5%
Gross profit 21,308 28,064 30,500 +2,435 +8.7%

Gross profit margin 25.1% 26.3% 26.5% - +0.2pts
SG&A expenses 19,854 22,283 23,750 +1,466 +6.6%
Operating profit 1,453 5,780 6,750 +969 +16.8%

Operating profit margin 1.7% 5.4% 5.9% - +0.4pts
Ordinary profit 1,315 5,399 6,190 +790 +14.6%

Ordinary profit margin 1.6% 5.1% 5.4% - +0.3pts
Profit attributable to 681 3,073 4,000 +926 +30.2%

owners of parent

Valuel‘lce © Valuence Holdings Inc. 3 7
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Dividend Forecast

Basic Policy

The Company regards returning profits to shareholders as an important management
priority as it seeks to enhance corporate value sustainably over the medium to long
term. In addition, our basic policy is to pay a stable dividend to shareholders after
taking into consideration such factors as the funding needs for strategic investments
with a view to future growth. Going forward, the Company will continue to improve
capital efficiency through various investments that contribute to enhancing corporate
value while ensuring financial soundness.

(Yen) mmmmm EPS

Dividend ==e==Dividend payout ratio
106.3%

107.09
81.42

23.53 25.00

FY18 FY19 FY20 FY21 FY22 FY23

Valuence * A 2-for-1 stock split of common shares was conducted effective September 1, 2019. Dividend amounts for FY18 and FY19 are presented on a pre-split basis.

The year-end dividend for FY27 is
forecast at 95.00 yen per share.

EPS

Y

303.44

19.2% 18.1%

55.00

FY25 FY27

(Forecast)
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Corporate Profile

Company Name  Valuence Holdings Inc. Group Business and Brands

Purchasing (Domestic) Purchasing (Overseas)
Representative Shinsuke Sakimoto N1
* . 3N
{ V), iNAT  ALLU
Head Office 5-chome Minami-Aoyama, Minato-ku, Tokyo BRAND CONCIER
Auctions
Founded Dec. 2011 STAR A U
THE LL
B, | AEL  [Eremed | aSdmon
Capital 1,457 million yen (as of August 31, 2026)
Employees 1,209 (as of August 31, 2026) Retail
*Consolidated basis; full-time employees only A
LLU
Business Reuse business involving luxury brand items,
antiques, art, and other goods
Affiliates 10 consolidated subsidiaries Automotive Real estate Repair
1 equity-method affiliate Valuence
(as of August 31, 2026) AUTOMOTIVE

Valuel‘lce © Valuence Holdings Inc. 4 1




Our Business

» Business centered on the purchase and sale of luxury brand items, antiques, art, and other goods.

Purchasing

General
Consumers

Valuence

Luxury brand

—>| items, antiques, —

art, and others

Purchasing

Buying
Offices

In-home /
Delivery /
Online

Alliance

Sales

Sales

Luxury brand

Auction —> | items, antiques,
art, and others
Reuse
Businesses
Pl
Wholesale Mal_nly
gold items
. Luxury brand General
Retail .
items and others Consumers

© Valuence Holdings Inc.
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Earnings Structure

* Net sales and profits are primarily generated through sales of in-house purchased merchandise, mainly via auctions and other sales channels.

Purchasing Sales R
Commission
revenue
Sales Operations Auction
B Commission
b Bidder
L (Auction Partners)
General Purchasing Winning bid
Consumers Operations amount
Wholesal R Busi Net sales
olesale < euse businesses
Purchase
Purchase payment

< - General Consumers
Purchase price|
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Relationship between Net Sales and GMV

Net sales GMV Auction GMV
a Consignment 7 Consignment
—> Transaction Tra\r)slaction

Consignment i ; B Becsressies Cridcgucssiee ‘.
Transaction I |
Value added : :
Wholesale and other Wholesale and other | !
> ! !
Wholesale Wholesale Wholesale i :
(bullion) (bullion) and retail . :
| GMV et

Auction
commissions

deducted ! '

Commissions
deducted

Auction

Auction
(merchandise
sales)

Auction

(merchandise
sales)

(merchandise
sales)

* Some commission revenue is included in “Wholesale and Other” and “Retail” net sales and is therefore
excluded when calculating GMV.
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Seamless listing

» Seamless listing expands retail sales opportunities without lengthening the inventory turnover period.

n /ﬁ
'.L- ALLU Listed on SBA
é ® Store/EC s q;fter the
- pecified period.
Products for retail Display/Listing
Period:

Approximately 90 days

™ Inventory turnover B STAR
jod: 45- BUYERS
'.'H period: 45-60 days BUYERS.
1 —
SBA products

Listing Period:

First listed on Approximately 2 weeks

e-commerce

site. i
ALLU Listed on SBA
EC after the

specified period. \ J
Seamless listing

}Leverage the lead time before auction listing to expand retail sales opportunities.

} Increasing the number of e-commerce listings also has a positive impact on SEO.

}Prioritizing merchandise allocation to ALLU not only expands retail sales opportunities but also creates additional capacity to
accept consigned items at SBA.
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Our Business <Purchasing>

ehilef

BRAND REUSE NANBOVYA

N
{ ) BRANDIGONCIER

- Buying offices for luxury brand items
and other reuse goods.

- Over 130 buying offices in Japan.

- Handling in-home buying, delivery, and
online buying.

Valuence

/\/{,f?

- Buying offices specializing in antiques,
art, and other items.

- Antique appraisers mainly handle in-
home buying.

. Also offers estate clearance and pre-
emptive downsizing (decluttering)
services.

* Partner offices: Buying offices operated in partnership with local companies.

ALLU

(overseas

- Expanding ALLU buying offices overseas.

- Directly operated and partner offices* worldwide.

Alliances

- A purchasing model operated in collaboration

with other companies rather than through our
own buying offices.

- In addition to “i’m green” with Isetan

Mitsukoshi Ltd., the Company also collaborates
with financial institutions and other partners.

© Valuence Holdings Inc. 46



Our Business <Auctions>

STAR BUYERS
AUCTION

- B2B auctions (SBA) for luxury brand items,
etc.

- Since going online in Mar. 2020, the auctions
have drawn numerous partners around the
world.

- Also operates an online auction specializing
in diamonds (SBA Hong Kong).

Valuence

THE

/ EIGHT
AR\ .. ron

- B2B auctions (8AC) for antiques and art.

- While in-person auctions remain the norm in

the antiques and art market, THE EIGHT
AUCTION moved online in July 2020.

AL
AUCTION
§

‘_\
\

* A live toC auction focused primarily on
luxury watches, launched in January 2023.
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Our Business <Retail>

ALLU

* Operate five stores in total: one each in Ginza, Omotesando, and Shinjuku, and two in"Shinsaibashi.
» Offer purchasing services at all stores.

+ Sell to customers in Japan and overseas through our own e-commerce site‘andipartner e-commerce
marketplaces.

» The Company also offers a CtoC service that enables customers to list\items for sale while continuing to
own and use them, promoting further circulation of goods. Valuence provides authentication and
facilitates matching at appropriate prices, creating a secure environment for transactions.
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Our Business <Repair>

. 7 : e o)
< N\ 1.

. (EQ L T ry.Ca .

+ mEn o
S —— é \’ >
2 Ly P o
£ o =W 20 |
g%f “.""'z:‘.‘\.u\'f"';\ o - / |
TN = S e ] :
* Repair séryicesifors 1és, bags; and Shoes are available af buying offices and retail storeSRationwide.
g ey S

. P b A oo ]
* The Company: ﬁ? pail irequests’from both individua ind corporate customers.
- + Inwatch repairs, the'Company operates one of the largest- éale facilities in the industry, supported by a ‘
g. large team of highly skilled watchmakers. ’

* Repairs and maintenance of purchased products enhance preduct value and contribute to enhancing the
appeal of our auction and retail platforms.

Valuence 49
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Our Business <Real Estate / Automotive business>

» Exclusive distributor in Japan of “TWISTED,” uniquely restored

. Started icelin Jun. 2020 and customized DEFENDER vehicles from JAGUAR LAND ROVER
' ' LIMITED. ’
* Attracti i existing customer resources of 2
i e “ * In addition to selling an ndhand cars
) N domestically and internationall offers

pporting customers

through [differe maintenance of high-end imported'carsy,
\\ L
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Reuse Market Size

» Japan's reuse market continues to expand, driven by the growth of CtoC marketplaces, increasing ESG awareness, and the global shift toward

sustainable consumption.
+ Strong growth is also expected in overseas reuse markets.

+ Japanese pre-owned goods are highly valued worldwide under the “Used in Japan” brand. Leveraging our proprietary auction platform and e-commerce

channels, the Company is building a leading global reuse platform.

Reuse Market Size in Japan (Billion yen)

Projection
Branded —
Items 494 3 Actual Result
) .9 billion yen —
-b (YoY+16.9%)
= 4,000

3,464

2021 2022 2023 2024 2025 2030

Overseas Reuse Market Size

(USD Billion)

Projection
I

Actual Result
Branded —

Items

w, $37.95 854.57
Q Billion :
(07.c] 33

535.03 49
475.19 S

2025 2026 2030

Accelerate Overseas Expansion, Where Growth Outpaces Japan

Source)

Japan: Reform Sangyo Shimbun Co., Ltd., Reuse Industry Market Size Estimates 2026 (2025 Edition) (September 2026)

© Valuence Holdings Inc. 5 1

Valuence

Overseas: The Business Research Company, Second-Hand Product Market Report 2026 and Luxury Resale Market Report 2026 (September 2026)
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New Medium-Term Management Plan “To the Next Stage: For 2030 Revival Vision” @amounced in oct. 2024)

» The Group formulated a new three-year Medium-Term Management Plan (FY25-FY27) to realize its vision for 2030, “Circular Design Company.”

New Medium-Term Management Plan

To the Next Stage :
Net Sales Growth For 2030 Revival Vision

v

(Million yen)

<Basic Policy>
< Expansion Phase — > <« Transformation Phase — » Implement structural reforms to
improve profitability and continue
to make carefully selected investments.
<Key Strategies>

81,468
76,130

Vision for 2030

Circular
Domestic: Expand Retail CDesngn
Overseas: Expand Purchasing ompany
37,799 37,932
31,529 - Redefined materialities (important issues) to
achieve our vision for 2030.
+ Formulated a three-year medium-term
management plan to resolve issues.
FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY27 FY30
& J
h'd
Proactively invest in business expansion through M&A, systems, and global
initiatives, while also investing in human capital and other non-financial areas.
Valuence
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Materiality Matrix

» The Group recognizes ESG as a key management strategy in realizing its purpose, “Circular Design for the Earth and Us.”
* In conjunction with the review of the Medium-Term Management Plan, the Group redefined its material issues (materiality).

(D Promotion of sustainable consumption
Coexistence and co-prosperity with 2 Providing Products and Services that Expand
communities Life Choices
3 Innovative and creative market design
@ Governance, Compliance and Business Ethics
(® Turning customers into fans and building
long-term relationships

-
=
]
o

E
=

o)

(7]

@ Climate Action ® Respect for human rights

@ Data privacy and cyber security

Occupational Health and Safety and
Employee Well-Being

@ Stakeholder engagement
@) Responsible marketing
and consumer awareness

DEIB

Impact on the Earth and Society
Large

@ Biodiversity @5 Waste management @ Talent Acquisition, Retention and Development
Water resource management

Moderate

Impact on our business
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Materiality

» The Group redefined its materialities and established four key themes and corresponding visions to guide its initiatives.

Key Theme Materialities Related Basic Strategies

Providing Value that
Expands Life Choices

A Global Circular
Economy Connecting
Goods and People’s
Values

Culture and Talent as
the Foundation of
Value Design

Responsible
Business Practices
for the Earth and
Society

Valuence

To create a future where people can focus on what matters most,
each individual needs the freedom to pursue a fulfilling life.
Valuence aims to support customers through the various choices
and stages of their lives by providing products and services that
enrich their lives and expand their options.

The Company believes that enabling people around the world to
focus on what matters most will contribute to lasting prosperity for
both people and the planet. Valuence aims to build and expand a
global economic ecosystem in which tangible assets circulate and
a sense of fulfillment spreads through coexistence and mutual
prosperity with communities, supported by a marketplace that
everyone can use with confidence.

Each employee’s pursuit of their dreams and career aspirations,
together with their continued efforts to realize their potential,
forms the foundation of Value Design and enables everyone
involved with Valuence to focus on what matters most. Valuence
aims to foster a culture where every employee feels a sense of
belonging and receives the support needed to remain physically
and mentally healthy while demonstrating their individuality and
talents.

To design sustainable circulation over the medium to long term, it
is essential to build a robust governance framework and achieve
sustainable corporate growth while preserving a prosperous
global environment and society. Valuence aims to conduct its
business ethically and fairly while engaging sincerely with all
stakeholders, including society and the global environment.

@ Promotion of sustainable consumption

@ Providing Products and Services that Expand Life
Choices

® Turning customers into fans and building
long-term relationships

@ Innovative and creative market design

@ Data privacy and cyber security

Coexistence and co-prosperity with
communities

@ Responsible marketing and consumer
awareness

Occupational Health and Safety and Employee
Well-Being

(© Talent Acquisition, Retention and Development

DEIB

@ Governance, Compliance and Business Ethics
® Respect for human rights

@ Climate Action

@ Stakeholder engagement

(1 Waste management

Water resource management

@ Biodiversity

Purchases: Strengthen the Purchasing Base for Sustainable Growth and Expand the
Purchasing Network

Auction: Strengthen the Auction Platform to Become the Undisputed No. 1
Retail: Build Competitive Advantage by Leveraging Our Strengths in toB Sales

Overseas: Expand the Purchasing Market Through Cost Efficiency and Achieve
Steady Sales Growth in the Affluent Market

Domain Expansion: Provide One-Stop Solutions to Customer Needs and Increase LTV
Further Integrate Business and Sustainability

Purchases: Strengthen the Purchasing Base for Sustainable Growth and Expand the
Purchasing Network

Auction: Strengthen the Auction Platform to Become the Undisputed No. 1

Retail: Build Competitive Advantage by Leveraging Our Strengths in toB Sales

Overseas: Expand the Purchasing Market Through Cost Efficiency and Achieve
Steady Sales Growth in the Affluent Market

Domain Expansion: Provide One-Stop Solutions to Customer Needs and Increase LTV
Further Integrate Business and Sustainability

Further Integrate Business and Sustainability

Domain Expansion: Provide One-Stop Solutions to Customer Needs and Increase LTV
Further Integrate Business and Sustainability

95
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Toward our vision of becoming a “Circular Design Company” in 2030
Vision

* The Group has incorporated its redefined materialities into six basic strategies with the aim of enhancing corporate value. for 2030

Key Theme

Materialities

Providing Value that
Expands Life Choices

A Global Circular Economy
Connecting Goods and
People’s Values

Culture and Talent as
the Foundation of Value
Design

Responsible Business
Practices for the Earth
and Society

Valuence

O Promotion of sustainable consumption
O Providing Products and Services that Expand

Life Choices

O Turning customers into fans and building long-

oooo

term relationships

Innovative and creative market design

Data privacy and cyber security

Coexistence and co-prosperity with communities
Responsible marketing and consumer awareness

O Occupational Health and Safety and Employee

oo

ooooooo

Well-Being
Talent Acquisition, Retention and Development
DEIB

Governance, Compliance and Business Ethics
Respect for human rights

Climate Action

Stakeholder engagement

Waste management

Water resource management

Biodiversity

Medium-Term Management Plan
Basic Strategies

(" Strategy 1 (Purchasing) )
Strengthen the Purchasing Base
for Sustainable Growth and Expand the
\_ Purchasing Network Y,
~N

4 .
Strategy 2 (Auction)
Strengthen the Auction Platform

to Become the Undisputed No. 1

\
Key

(Strate 3 (Retail strate
Build Competitive Advantage by Leveraging S
Our Strengths in toB Sales

Strategy 4 (Overseas

Expand the Purchasing Market Through
Cost Efficiency and Achieve Steady Sales Growth
\_ in the Affluent Market

(Strateqv 5 (Business Domain Expansion)
Provide One-Stop Solutions to Customer Needs
\_ and Increase LTV

-
Strategy 6

Further Integrate Business and Sustainability

© Valuence Holdings Inc.
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Six Basic Strategies of the Medium-Term Management Plan

Key
strate
gies

-

Strategy 1 (Purchasing)

Strengthen the Purchasing
Base for Sustainable Growth
and Expand the Purchasing

. Increase participation of overseas partners by

Strategy 2 (Auctlon) reviewing SBA*' auction frequency and timing

Strengthen the Auction O Expansion of Consignment GMV by expanding

Platform to Become Saa$ functions

the Undisputed No. 1 O Expansion of retail consignment through
fulfililment services

Strategy 4 (Overseas)

Expand the Purchasing Market
Through Cost Efficiency and
Achieve Steady Sales Growth

Key
strate

Network Strategy 3 (Retail) O Creating retail sales opportunities through in the Affluent Market

O Diversify Marketing Methods ) " seamless listings :
and Increase Repeat Build Competitive Advantage [ Domestic store development aimed at O Efficiently Expand the
Customers by Leveraging Our Strengths differentiation from other companies Purchasing Market in

O Achieving efficient in toB Sales O Strengthen e-commerce sales capabilities Regions with Low Store
purchasing at buying offices through enhanced marketing (SEOllisting ads) Investment and Labor Costs
and expanding the O Continue to Develop
purchasing network Strategy 5 (Domain Expansion) Overseas SBA Partners

m| Expa:5|?n of overseas Provide One-Stop Solutions O Strengthening the TWISTED business O Pursue St_e_ady_ Sales Growth
DUICHOSING to Customer Needs and O Expansion of real estate brokerage Opportunities in the Affluent

\_ Increase LTV O Strengthen repair business Market J

Initiatives to support
the sustainable growth of Valuence Group

N

~

4 Utilizing technology to support each strategy

Strategy 6 Further Integrate Business and
SUStalnablllty O Expanding and strengthening functions of customer information

O Climate Action (initiatives towards achieving carbon neutrality) collaboration and infrastructure systems o .
O Human capital initiatives O Improving the convenience and expanding the functionality of the auction
O Improving the effectiveness of the Board of Directors and strengthening the platform ) . . .

sustainability management system O Linkage and functional expansion of retail e-commerce and ALLU Fashion
O Community revitalization through sports business promotion Market*? -

\ / \EI Strengthen Overseas E-Commerce Capabilities /

*1 SBA:STAR BUYERS AUCTION (The same hereinafter) *2 Integrated into the ALLU online store in March 2025.
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A Global Circular
Providing Value that | Economy Connecting

Expands Life Choices| Goods and People’s

Values
Basic Strategy 1. Purchases O Promotion of sustainable consumption
O Providing Products and Services that Expand Life Choices
— Strengthen purchasing base for sustainable growth, O Turning customers into fans and building long-term relationships
Expansion of purchasing network O Responsible marketing and consumer awareness

» Focus on efficient buying office management and measures for repeat customers based on the buying office network expanded through
aggressive buying office openings and M&A to date.

Buying offices opening strategy _ Attracting customers _ - _
. v’ By strengthening One to One marketing, the Company will realize the optimal provision of services
focused on efficiency that capture the latent and apparent needs of each client, leading to the acquisition of repeat
customers.
v For directly operated buying offices, the Company will focus on
improving efficiency per office by allocating resources according to ¥ In addition to digital marketing, which had been one of our strengths, we will diversify our methods
fluctuations in customer traffic. The Company will also open buying and efficiently attract customers through optimal resource allocation.

offices in carefully selected areas.

v" The Company is considering expanding partner-operated buying
offices in Japan based on the overseas partner-office model, as well v It will also expand customer inflows from repair services and other peripheral services.

as rolling out the “i'm green” model nationwide.

v While acquiring new customers, the Company aims to achieve,arepeat,customer.ratio,of.over.50%.

Communication-oriented service Sustainable efforts
Number of Buying
Offices in Japan

I

v’ Uses sustainable materials such as scrap wood
for its interior, and introduces its initiatives
through in-store displays.

v Calculated Resale Impact and posted it on the
Nanboya website.

Comp
etitors

* Opening of directly
operated buying offices is

135 140 139 143 approximately 5 per year. Price
125 130 + Considering “'m green” e offered to
Inereaselb model and expansion of purchase
) y partner offices in Japan,
approximately etc. Maintaining hospitality service throughout the entire
1 00 blf.lfying process = providing an enjoyable reuse experience
offices
P Providing “high value” rather than simply
v offering a “hlgh price.” * Interior displays at Nanboya Himeji Festa

and Nanboya Granduo Tachikawa.

FY21 FY22 FY23 FY24 FY25 FY26 FY30
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A Global Circular
Providing Value that | Economy Connecting
Expands Life Choices| Goods and People’s
Values

Basic Strategy 1. Purchases O Promotion of sustainable consumption
. . O Providing Products and Services that Expand Life Choices
— Strengthen purchasing base for sustainable growth, O Turning customers into fans and building long-term relationships

Expansion of purchasing network
» Carefully selects areas for directly operated buying office openings by placing greater emphasis on improving efficiency.

By strengthening the purchasing network other than purchases at buying offices, the Company aims to grow domestic purchases in response to
intensifying purchase competition.

In-home, Delivery, Online Aim to improve efficiency KPI: Ratio of purchasing
» Strengthen the development of services that are highly convenient through optimization of other than from Nanboya

for customers. resource allocation *Including overseas
* A new specialized team has been established for online purchases. u 1on. 2
FY27 5% or more

The “i'm green” project with Isetan Mitsukoshi Ltd. The Company can reach
* 5 buying offices as of the end of FY26. ultra-high-net-worth .
» Nationwide expansion while holding events, etc. individuals and customers Focusing on
who do not use our buying measures to expand

Customer referrals from other industries

(financial institutions, etc.) offices. RuLchasingwithout

opening new offices

Other expansion of purchasing

» Expansion through alliances with other industries (examples
include the “i'm green” model and the development of partner
offices in Japan).

» Utilization of purchasing in line with retail product strategies.

+ Consideration of expansion through M&A, etc.

Covering purchases for sales
expansion, including retail.
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A Global Circular
Providing Value that | Economy Connecting
Expands Life Choices| Goods and People’s
Values

Basic strategy 1. Purchases O Promotion of sustainable consumption

. . O Providing Products and Services that Expand Life Choices
— Strengthen purchasing base for sustainable growth,

O Turning customers into fans and building long-term relationships
Expansion of purchasing network O Responsible marketing and consumer awareness

+ Aim to grow purchases by developing mainly in Asia/Middle East where store investment costs and labor costs are low, and particularly in regions
where GDP is growing at a high rate.

* Focus on customer acquisition through digital marketing overseas by leveraging expertise developed in Japan.

v' Through overseas investments to date, completed the opening of directly
205 buying offices operated buying offices, which will become the flagship in each region.

1 8 . . v/ Based on our experience in opening directly operated offices, focusing on
across countries worldwide purchasing in Asia, the Middle East, and other regions, rather than Europe

and the United States, where investment costs and personnel costs are high.

A v' Develop mainly in partner offices.
urope
5 offices Overseas
Partner Offices
Middle East —
9 offices Directly Operated
Asia
46 offices Approximately
. Triple the
Africa 34 38 Number of
A (o)
2 offices 21 Buyi‘r":;rsoef?isces
by FY30
[ S Il 10|
*As of August 31, 2026; excludes Collaborative Offices. FY21 FY22 FY23 FY24 FY25 FY26 FY27 FY30

Valuence
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Basic Strategy 2. Auction

— Strengthen the Auction Platform to Become the Undisputed No. 1

A Global Circular
Providing Value that | Economy Connecting
Expands Life Choices| Goods and People’s
Values

O Promotion of sustainable consumption
O Innovative and creative market design

» Continue to expand the functions of auction platform, which is our greatest strength.

» Aim for auctions that are easier to participate in from a global perspective, and focus on expanding consignments as a measure to expand the

auction GMV without relying on the amount of our own purchases.

Strengthening the B2B Platform

STAR BUYERS AUCTION

v" The number of both domestic and overseas partners continued to
grow steadily.

v" Aim to expand participation of overseas partners by increasing
auction frequency and optimizing auction times for overseas time
zones.

v As the No.1 platform, expand ancillary services such as repair
services to increase added value and differentiate our platform from
competing auctions.

5,868

5,274
Domestic 4,816
mQverseas 1,762

3518 {082 4%

2024 992
1239 g
576
109 ﬁ
1467

FY20 FY21 FY22 FY23 Fy24 FY25 FY26

Valuence

Consignments
v" GMV of winning bids on consignments grew steadily, and the auction
consignment ratio in FY26 was 44.8%.

v Provision of Saa$S functions is contributing to the growth in
consignment GMV, and the Company continues to focus on acquiring
users.

v With the increase in the allocation of inventory to retail, it is possible
to further expand consignment acceptance in auctions.

Auction Consignment
Transaction Value

27,638 KPI:

(Million yen) Auction Consignment
20,894 Ratio
15,272
10,565 FY27 40% or more
2,727 3:565 I
752
— m N

FY20 FY21 FY22 FY23 FY24 FY25 FY26

© Valuence Holdings Inc. 6 1




A Global Circular
Providing Value that | Economy Connecting
Expands Life Choices| Goods and People’s
Values

Basic Strategy 2. Auction O Promotion of sustainable consumption
O Innovative and creative market design
— Strengthen the Auction Platform to Become the Undisputed No. 1

+ By providing fulfillment services, the Company aims to offer partners a one-stop solution from procurement through sales, thereby enhancing the
value of the platform and expanding retail consignment.

Strengthening the toB Platform

Partner Benefits

Fulfillment service — A~ ~

v" Enhancing the convenience of partners and No need for inspection, A\?vli?htguiil:)gcrﬁrqzlgm??t) Shi;\:)?ngeiisfg;tg:gfv’ice

contributing to the securing of retail Partner photography, data entry, or - commercedriediing = Vet after sales are

products. Increasing the number of e- product storage SHEliEER Pl completed.

commerce listings also helps enhance the Participate Application

value of our e-commerce platform. & bid J Vforsfg'rfv”i'ge”t
v Contribute to improved profitability by inning bid Products

. P roducts sold at ALLU General

expanding commission revenue. R SBEA;}}_:RS rQ] @ ALLU yﬂy @  Seneral
v' Enhance added value as a platform by also AUCTION L @ - (E-commerce) & = (purchasers)

providing post-auction retail functions. © ©

v Products that are not listed on SBA* can be
handled. It is possible to sell at a higher
price than other companies' retail sales by
providing ancillary services such as our
repair service, while reducing the labor
involved in partner retail sales.

Expand products listed in ALLU through
consignment products not only through our own
products but also through fulfillment services.

Linked to
retail strategy

Valuel‘lce © Valuence Holdings Inc.

62




A Global Circular
Providing Value that | Economy Connecting

Expands Life Choices| Goods and People’s
Values

Basic Strategy 3. Retail O Promotion of sustainable consumption

. " . . O Providing Products and Services that Expand Life Choices
— Build Competitive Advantage by Leveraging Our Strengths in toB Sales O Tuming customers into fans and building long-term relationships
O Innovative and creative market design

+ Expand points of contact with general consumers by strengthening retail sales, and promote the cycle of retail sales and purchases.

» Promote a retail sales expansion strategy that leverages the strengths of toB sales. . .
KPI: Retail Net Sales Ratio

Expand contact points with customers,
particularly affluent customers, and realize a
cycle of retail sales & purchases

FY27 25% or more

Leveraging its strengths in toB sales, particularly in SBA, it prioritizes
supplying products to ALLU, thereby maximizing sales opportunities in
i retailing without worsening inventory turnover periods (seamless listing).

@ Purchases | Auction

1
|
Until now I I Reuse
. 1 _— C— -
(Mainly toB) i m . Businesses / Store E-commerce \
1 q L= P [
general I ® |t operates five stores: Ginza i f
I Pela . ’ Expand retail sales through synergies
Lc_o_nft_lrfirf________________: Shinsaibashi (two stores), Omotesando, between stores and e-commerce, such as
one-way relationship and Shinjuku. allowing customers to have e-commerce
® Target high-net-worth customers in Japan items sent to stores for viewing/pickup
) ¢ by creating stores that combine luxury and promoting the use of e-commerce by
and sustainability and are clearly store customers (including inbound
pTTTTE T TS EE e E e : differentiated from traditional reuse stores. customers).
: @ Purchases :Auction ® |n addition to regular product replacemept Increase the number of e-commerce
Going forward 1 Y 1 Reuse and repricing, also differentiate our istings through seamless listing to
RS : m /\/ ALLU :H e eeEeE product lineup from other companiesto nce SEO and customer acquisition.
: general - 1 \ ensure thorough branding. 1 j Functionality integrated into /
j consumers Retail sales ! — the “ALLU online store” in 3
] « Increase customer LTV Ve March 2025 —
two-way relationship * Retain customers across the . A system for storing products
entire Valuence Group S — ALLU Fashion Market on our platform - )
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A Global Circular
Economy Connecting
Goods and People’s

Values

Promotion of sustainable consumption

Basic Strategy 3. Retail O Promo _ .
Providing Products and Services that Expand Life Choices

(u]
— Build Competitive Advantage by Leveraging Our Strengths in toB Sales O Tuming customers into fans and building long-term relationships
O Innovative and creative market design

+ Expand retail sales opportunities through seamless listing without lengthening inventory turnover periods. Aim to improve the sell-through rate.

+ In addition to expanding retail sales, realize a system in which products are stocked on ALLU Fashion Market (now ALLU online store) after sales are
made. Furthermore, aim to complete collaboration between ALLU EC and ALLU Fashion Market at an early stage and further circulate products.

Functionality
integrated into the

Providing Value that

Expands Life Choices

) T\ ALLU Fashion Market “ALLU online store”
"'— ALLU Listed on in March 2025
@ Store/EC SBA after the . S « Matching at a fair price.
. — specified *» Receive purchase offers while using. (We mediate negotiations.)
ALLU products Display/Listing period. Retail consi oot 9 :
Period: gnment  « Authentication by Valuence . Sell if both parti . o Ty i
Approximately 90 days througgr&gg!mem ell if both parties agree on the price.
=) Purchase AN Transaction
._,_ Inventory turnover SB@ERS ALLU Offer 4 completed
5 ® period: 45-60 days EC &
© - Extended to two AUCTION AN @ &
SBA products ¥Veeks Zﬁf{'gg i Commission
Listling Period: rom Q 5 revenu
First listed on ArproXTE oy [ aek Listed on Things circulate through
the e- ALLU SBA afg;-,:r:‘he ) i ;
commerce site. EC SpECiie ALLU Fashion Market
period. \_____J
|
Seamless listing ; N @
Leverage the lead time before L
auction listing to expand retail

sales opportunities.

} Increasing the number of e-commerce listings also
has a positive impact on SEO.

+ Able to list products for sale automatically

* Products bought and sold on the ALLU Fashion
after purchasing them on ALLU.

Market can be automatically listed again.

S

Customer ) .
+ Corporations can also list products for sale.

» Customers can also list items not

purchased from ALLU. Products are stocked on ALLU Fashion

} By giving priority to ALLU, the Company can not
Market after retail sale.

only expand retail sales, but also secure the
capacity to accept consignments at SBA.

Valuence
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A Global Circular
Providing Value that | Economy Connecting
Expands Life Choices| Goods and People’s
Values

Basic Strategy 4. Overseas O Promotion of sustainable consumption
. L. O Providing Products and Services that Expand Life Choices
— Expand the Purchasing Market Through Cost Efficiency and O Innovative and creative market design

Achieve Steady Sales Growth in the Affluent Market

+ Accelerate buying office openings, centered on partner offices, in Asia and the Middle East, where store investment costs and labor costs are low
and GDP growth rates exceed the global average.
v' Making steady progress in expanding into areas with large
number of high-net-worth individuals from around the world.

Purchases Focus on Asia and the Middle East, Primarily
v' Especially in Asia, where store investment costs and labor costs

Through Partner Offices are low, both directly operated buying offices and partner offices
saw strong purchases.
KPI: Number of buying offices overseas v Going forward, the Company will expand actively in the Middle
|- 90 1 50 East as well as Asia, pljimarily through par.tner offices. '
-t FY27 I FY30 v" Focus on SEO to contribute to the expansion of purchasing
| - abroad.
Y
GDP growth rate (YoY)
] |-
L]
I World average 3.5% 3.0% 3.4%
Developed Asia-Pacific
y ~ LHong Kong, South Korea, 2.5% 31% 2.0%
KPI: | Location of base Taiwan, Singapore, etc.
Overseas Purchase Value Areas with High Concentrations  Developing Southeast Asia
q . Lindonesia, Malaysia, 4.8% 4.7% 4.9%
Growth Rate of High-Net-Worth Individuals the Philippines. etc.
Areas of focus for purchases
o
CAGR 2 5 /0 Source) Asian Development Bank (ADB) “Asian Development Outlook (ADO) September 2026”

International Monetary Fund (IMF) “World Economic Outlook (WEO) July 2026”
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A Global Circular
Providing Value that | Economy Connecting
Expands Life Choices] Goods and People’s
Values

Basic Strategy 4. Overseas O Promotion of sustainable consumption
. L. O Providing Products and Services that Expand Life Choices
— Expand the Purchasing Market Through Cost Efficiency and O Innovative and creative market design

Achieve Steady Sales Growth in the Affluent Market
» Continue to focus on expanding the number of SBA participating partners, and expand sales for overseas partners in auctions.
» Through cross-border e-commerce development, aim to expand overseas retail sales, including turning inbound customers into repeat customers.

Sales ° Focus on auction sales in Hong Kong, the United v Continue to focus on attracting overseas partners to participate
States, and Europe (development of partners, in auctions.
v" Focus on retail sales through cross-border e-commerce,

promotlon of winning bids, etc')' utilizing third-party e-commerce platforms while aiming to shift

« E-commerce sales in this region are also gradually to our own e-commerce platform in the future.
- expanding. ¥ Inbound customers acquired at domestic stores are turned into
|- repeat customers as ALLU customers through the strengthening
Il of overseas e-commerce.

|- |- Number of millionaires by city (2024) (Unit: people)

- |- New York I 384,500
Bay Area I 342,400
- Tokyo IS 292,300
| Singapore NN 242,400

Los Angeles NSNS 220,600
KPI: - _ London IS 215,700
Growth Rate in the Number ™ Location of base Paris E— 160,100
of Overseas Partners Areas with High Concentrations Hong Kong S 154,900
A - 3 |

of High-Net-Worth Individuals Sydney 152,900
1 0% or more per year Chicago TS 127,100

Areas of focus for sales Milan S 115,000

Source) Henley & Partners, New World Wealth
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Basic Strategy 5. Domain Expansion
— Provide One-Stop Solutions to Customer Needs and Increase LTV

+ Continue to expand into categories beyond branded goods, including
automotive business and real estate.

* Expand the repair business to promote sustainable consumption.

Sports

Other real assets

N
Real estate P

D

Automotive business

Repair Business

Price Appreciation Over the
Past 10 Years®
No.1 Rare whiskey (373%.")
No.2 Classic cars (185% ") Branded products, etc.
No.3 Wine (162%.") (Core business)
No.4 Watches (147%.")
No.5 Art (91% ")
Consistent with our expansion area
*Prepared by the Company based on Knight Frank data

Valuence

A Global Circular
Providing Value that Economy Connecting
Expands Life Choices| Goods and People’s
Values

oooooo

Responsible Business

Practices for the Earth and
Society

Promotion of sustainable consumption

Providing Products and Services that Expand Life Choices
Turning customers into fans and building long-term relationships
Innovative and creative market design

Coexistence and co-prosperity with communities

Stakeholder engagement

Expand business by offering emotional richness
as a value

» Contributing to corporate branding, recruitment, etc.
(non-financial value).

Expanding our business into areas with a high
affinity for brand products, etc.

* Improve customers' LTV and promote repeat customers
by providing one-stop solutions to real assets-related
issues.

» Expand real estate and automotive businesses by
sending customers from Nanboya and ALLU.

» Expand customer contact points by expanding the scope
of handling and contribute to brand reuse, which is the
core business.

* In addition to our watch repair services, which feature
some of the industry’s largest-scale facilities and
advanced technologies, the Company has also launched
a repair business for bags. The business also aims to
strengthen customer retention while promoting
sustainable consumption.

© Valuence Holdings Inc. 6 7
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Indicators and targets based on materialities

Key Theme

Materialities

Providing Value that
Expands Life Choices

A Global Circular
Economy Connecting
Goods and People’s
Values

Culture and Talent as
the Foundation of Value
Design

Responsible Business
Practices for the Earth
and Society

oo

O

O OoOo

ooooooo O O 0O

Promotion of sustainable consumption
Providing Products and Services that Expand
Life Choices

Turning customers into fans and building long-
term relationships

Innovative and creative market design
Data privacy and cyber security
Coexistence and co-prosperity with
communities

Responsible marketing and consumer
awareness

Occupational Health and Safety and Employee
Well-Being

Talent Acquisition, Retention and
Development

DEIB

Governance, Compliance and Business Ethics
Respect for human rights

Climate Action

Stakeholder engagement

Waste management

Water resource management

Biodiversity

*1 Ratio of repeat customers = Number of unique users who completed purchases after their second visit to
the store / Number of unique users who completed purchases

<

<

<

FY27

KPI Target

(" Ratio of purchases (inc. overseas)
other than from Nanboya

25% or more

Ratio of repeat customers*! 50% or more

Number of repair services provided 50,000 or
. more
P

Auction Consignment Ratio 40% or more

Retail Net Sales Ratio 25% or more

0,

Overseas Purchase Value Growth Rate CAGR 25%

. or more

( Employee engagement score 4.0
DEIB: Ratio of Female Directors -
DEIB: Ratio of Female Managers

DEIB: Paternity Leave Uptake Rate

\. DEIB: Gender pay ratio(women's pay as % of men's)

( Corporate Governance Code
*TSE Prime Market Criteria

Ratio of Electricity from Renewable Energy
Sources

GHG Emissions Reduction Rate (Scope 1, 2) *3

~ GHG Emissions Reduction Rate (Scope 3) *3

FY30
Target

NONN N NN

4.2
30%
30%

100%
85%

Full Compliance
100%
73%
25%

*2 For other KPIs, please refer to our corporate site (https://www.valuence.inc/en/sustainability/)

*3 Following SBT validation, the base year for the GHG emissions reduction targets has been changed to FY24, and the target figures have been revised accordingly.

Valuence In addition, the target item “GHG Emissions Reduction Rate (Scopes 1, 2 and 3)” has been changed to “GHG Emissions Reduction Rate (Scope 3).”

© Valuence Holdings Inc.
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Our 2030 Vision: “Circular Design Company”

Valuence

Valuence

Circular Design Company

Customers Partners

Creating a world where goods circulate
through Valuence'’s relationships with
customers and partners.

Creating new earnings opportunities by offering a broader range of choices and
promoting the circulation of goods owned not only by Valuence, but also by
customers and partners.

© Valuence Holdings Inc.

69




{ & A |
. M A i
} ] :
- —— I y '
. 1] 1

. i
L ,
L cmm——

= 3 l F ——y -

Trends in FI_H?ncial-Results
-

Vall.lel‘l ce © Valuence Holdings Inc. 70



Trends in Financial Results (from FY24 to FY26)

FY24 FY25 FY26

et sales 19,689 19,738 21,959 20,080 81,468 18,823 22,007 22,267 21,742 84,841 24,528 27442 27,984 26,700 106,656
Cost of sales 15,262 15,323 16,356 15,001 61,944 14,094 16,292 16,727 16,417 63,532 17,849 20,026 20,577 20,138 78,591
Gross profit 4,426 4,415 5602 5079 19,523 4,728 5715 5540 5324 21,308 6,679 7415 7,407 6,562 28,064

(Million yen)

Gross profit margin 225% 224% 255% 253% 24.0% 251% 26.0% 24.9% 245% 251% 27.2% 27.0% 265% 24.6% 26.3%

SG&A expenses 4862 5031 5173 4883 19,950 4,808 4,936 4,953 5155 19,854 5173 5366 5688 6,055 22,283

Operating profit (loss) (436)  (616) 429 195  (426)  (80) 778 586 168 1,453 1,505 2,048 1,719 506 5,780
Operating profit margin - - 20% 1.0% = - 35% 26% 08% 17% 61% 75% 61% 1.9%  54%

Ordinary profit (loss) (474)  (686) 405 (9) (764)  (170) 840 554 91 1,315 1448 2,006 1,675 268 5,399

Profit (loss) attributable

to owners of parent (404)  (493) 237 (1,049) (1,709)  (260) 544 249 149 681 953 1,298 1,062 (241) 3,073

(Million yen)

Employees*! 1,046 1,039 1,077 1,074 1,074 1,061 1,074 1117 1,124 1124 1121 1,133 1,183 1,209 1,209

No. of Domestic 135 135 138 140 140 139 138 138 139 139 141 139 141 143 143

buying offices*?

No. of Overseas 38 44 44 46 46 45 46 46 49 49 53 53 58 62 62

buying offices

*1 Figures represent the total number of full-time employees on a consolidated basis.

Valuence *2 Excluding Collaborative Offices. © Valuence Holdings Inc. 7 1



Number of STAR BUYERS AUCTION (SBA) Partners

» The number of both domestic and overseas partners continued to increase, bringing the total number of SBA partners to 5,868.

5,868
5,645

5,410 5.451
5,163 5,316 5,274 5,345

Overseas partners
I

Domestic partners
I

1,168

Q1 FY25 Q2 FY25 Q3 FY25 Q4 FY25 Q1 FY26 Q2 FY26 Q3 FY26 Q4 FY26

(Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.) (Sept. - Nov.) (Dec. - Feb.) (Mar. - May) (Jun. - Aug.)

Valuence

© Valuence Holdings Inc.



Purchases and Buying Offices (Quarterly Trends)

22,547
21,181
(Million yen) 19,786
Purchases*1 17,524 16,885 17,573 17,749
15,270 15,479 15,507 1599
13.899 14,196 14,215 14‘581
I 11’519 | I I I
Q1 @ Q@ Q4 | Qf @2 @ Q4 @ af @ a3 Q4 @ Qf Q@2 Q3
FY23 : FY24 : FY25 :
Domestic buying offices? 134 135 133 135 135 135 138 140 139 138 138 139 141 139 141 143
Overseas buying offices 36 38 37 38 38 44 44 46 45 46 46 49 53 53 58 62

*1 Excludes purchases related to the automotive and real estate businesses.

Valuel‘lce *2 Excludes Collaborative Offices. © Valuence Holdings Inc.



Purchases and Buying Offices (Full-year)
81,263

(Million yen) 66,014

Purchases*1
I

FY21 FY22
Domestic buying offices? 63 74 84 125 130 135 140 139 143
Overseas buying offices - 1 2 21 34 38 46 49 62

Valuence *1 Excludes purchases related to the automotive and real estate businesses. © Valuence Holdings Inc.

*2 Excludes Collaborative Offices.



Net Sales and Gross Profit Margin (Quarterly Trends)

27.3%

27.2% 9
26.7% 26.5% 25,000 °21.0% o659,
(Million yen) 25.5% 0 e
25.0% A 24.9% 2459 /\N&VO
27,442 27984

26,700

Gross profit margin
e

24,528

22,456 21,959 22,007 22267 54 749

Cost of sales 18,823 & 849

5,844 0 356 16 292 5,727 WK 5,417
5,262 5,323 45,001
(K094

Net sales
I

Valuel‘lce © Valuence Holdings Inc.



Net Sales and Gross Profit Margin (Full-year)

27.2%

25.5% 24.6% 26.4% 25.7% 26.3% 04.0% 25 1% 26.3%
(Million yen) o 106,656
Gross profit margin
— 84,841
81,468
Net sales 76’130
Cost of sales 63,385

52,512
47,069

37,799 37,932
28,605

28,165

FY19 FY20 FY21 FY22 ] FY24 FY25

Valuel‘lce © Valuence Holdings Inc. 76



Net Sales by Channel (toB, toC) (Quarterly Trends)

27,442 27,984
26,700
(Million yen)
24,528
Retail Retail
22,456 21,959 22,007 22,267 21,742
Wholesale, other (excl. bullion)
— 20,044 19,689 19,738 20,080 Wholesale, other
Wholesale (bullion) 18,823 2,608 2138 (excl. bullion)
17,250 -
Auction commission: 16,378 4,003
uction co ssions s 2,509 2,473 2,013 b 025 2,431
2,447 13100 2,007 '
Auction > 051 2 315 Wholesale
— J 3,447 : . 1085 38,9203 392 (bullion)
2,110[4.097 ' B 5665 - o1 G, 3530, 106
2,923 869 [EN4 75 765 '
25300 788 ' Bl :
792 ) 856 4,180 Auction
698 724 768 826 947 958 991 1,062 1,189 commissions
745 764 918

Auction

Q1 Q2 Q3 Q4 af Q2 Q3 Q2 Q3 Q2 Q3 Q4
FY23 FY24 FY25 FY26

Val *1 Sales from the automotive business are included in Wholesale and Other (excl. bullion). © Val Holdings |
aluence *2 From Q1 FY25, ALLU AUCTION net sales reclassified from retail to auction and auction commissions. The same reclassification has been applied to FY24 and prior results. © Valuence Holdings Inc.




Net Sales by Channel (toB, toC) (Full-year) 106,656

(Sales composition ratio)

Retail
Milli " 24.3%
e 84,841
Retail 81,468 N
76.130 2 Wholesale, other
’ 1. bulli
Wholesale, other (excl. bullion) _ | 15 8% - 20.6% [0 - 9.2% (excl. bullion)
~10.5%
Wholesale (bullion) 63,385 |
- R L1400, EEHORISY - 11.1%
Auction commissions 1 10.6% URLE [ 14.0% ehiz Wholesale
52,512 - (bullion)
. L 1s a0 - 30.7%
—_ ;»7.5% 8’104 12.8% 3,0074guaki1 8 36 \»22.5% 139
SIETA 10.9% 199
37,799 37,932 - oo RIIET o IONL Auction
) - 3.9% commissions
31,529 Yy a 5w R 9,420 T 3.4% WAL - 20% EIEH - 3.9%
e 4,790 SEREA 5,357 |RIREY | 579 -3 .
4,096 IREXEA 7 741 [ W | 27.7%
r 6% ~2.9% .
6é4é%1 759006/0/ 1,097 = 1120 Y " 54 49 58031 Auction
31 48 4MNNR>3,913 ’ - 30.7%SUMOWIS) - 31.9%
TRRE - 0.0 R 504% RN - 51.7%

FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY25

*1 Sales from the automotive business are included in Wholesale and Other (excl. bullion). 78

Valuence *2 From Q1 FY25, ALLU AUCTION net sales reclassified from retail to auction and auction commissions. The same reclassification has been applied to FY24 and prior results. © Valuence Holdings Inc.



GMV (Quarterly Trends)

(Million yen)

Wholesale and Retail
I

Auction

(merchandise sale)
I

Auction

(winning bids on
consignments)
I

Valuence

25,619 26,019
24,563
23,645 . 53 007
21,706 22,122 21,999
19,216 0,63
17,882 410,15 : ;
ool ., 3,63
8,257 0,664 0,723 AN
6,433
6,580
0,394

9,176{7 804

2,281 2,786 2,718

Q1 Q2 Q3 Q4 af Q2 Q3 Q4 af Q2

FY23 FY24

*1 From Q1 FY25, ALLU AUCTION net sales reclassified from wholesale and retail to auction (merchandise sale).
The same reclassification was also applied retrospectively to results through FY24.
*2 From Q1 FY26, automotive business net sales are added to wholesale and retail GMV. The same addition was also applied to FY25 results.

32,613
29,613
26,466 26,526
8,84
414,64
1,759 1 833
9,449 8490E% O 7 539

Q3

FY25

34,388

1 7,994

8,816

© Valuence Holdings Inc.

33,060

Wholesale
and Retail

16,520

Auction
(merchandise
sale)
8,879

Auction
(winning bids
on
consignments)

7,659

79



GMV (Full-year) 129,675

Auction Consignment Ratio
(Million yen)

winni b.dAumion . )

(winning bids on consignment
Wholesale and Retail 102,020 Wholesale and
— . Auction Retail

Auction Fiecsiptri

(merchandise sale) * on(gzrs“ig%ggrﬁts) 93,386
Auction \ )
(merchandise sale)
Auction
(winning bids on
consignments)
I
64,546
éuct:_tion Consignment ’ Auction GMV
atio
53’229 Auction

(merchandise sale)

27,067

36,693 37,552

30,904
Auction
14,224 7,191 (winning bids on
11,967) consignments)

31,48 3913

| , 27,6358
15,27 28.7: SAEA 38.3x 44.8%

18,936 22,469 19,608

3.7% 8.0% 9.5 {6l 20.3%
750 AN D 707 mumllll 3,565

FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY25

*1 From Q1 FY25, ALLU AUCTION net sales reclassified from wholesale and retail to auction (merchandise sale).
Valuence The same reclassification was also applied retrospectively to results through FY24. © Valuence Holdings Inc. 80
*2 From Q1 FY26, automotive business net sales are added to wholesale and retail GMV. The same addition was also applied to FY25 results.



« Net sales by channel, auction results, and GMV trends contained herein are for reference purposes. The figures have not been audited Investor Rel

Valuence

Circular Design Company

Investor Rel
Valuence H
TEL: +81-3-4i

by independent auditors.

Financial results forecasts, etc. are based on information available at the time and certain assumptions deemed rati
and policies are subject to change due to various risks, uncertainties, and other factors, including changes i
conditions.

This document has been prepared based on the Consolidated Financial Results for the Fis

This document has been translated from the Japanese original for reference purp
between this translated document and the Japanese original, the original shall pre
this translation or for direct, indirect, or any other forms of damages arising fro
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