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01. Corporate Overview

Company Profile

Name Premier Anti-Aging Co., Ltd.
Established December 2009
Head office Toranomon Hills Station Tower 34F, 2-6-1 Toranomon, Minato-ku, Tokyo
Kiyoshi Matsuura, President and Representative Director
Yoichiro Ito, Representative Director and Vice President Executive Officer
Takuyuki Fukumoto, Independent Outside Director
Sakiko Sakai, Independent Outside Director
Motoyasu Ishihara, Independent Audit and Supervisory Board Member
Board Akira Ide, Independent Audit and Supervisory Board Member
members Yosuke Kondo, Independent Audit and Supervisory Board Member

Keigo Uemura, Executive Officer

Yuka Uehara, Executive Officer
Masahiro Noda, Executive Officer
Hirotaka Mukubayashi, Executive Officer
Masaki Moriya, Executive Officer

Consolidated

(%4

e

number of 228 (as of July 31, 2026)

employees

Line of Planning, development, import/export, mail-order/EC, wholesale
business and retail business of cosmetics, health food products and recovery wear
Group Premier Anti-Aging (Shanghai) Co., Ltd.

companies Venex Co., Ltd.

’
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01. Corporate Overview

A Corporate Identity

v In 2023, we redefined our slogan, purpose and promises

Purpose

Forever vivid

AQBREE BB,

Untether time.

Corporate Logo

':::* PREMIER ANTI-AGING

Wonder Watch

BREEREHD, Z0OL S AERBOHEEZLHS,

Untether time. For the time of your life.

3:5* PREMIER ANTI-AGING

UniqueG R BETEHHLERRPY —ERT.
TRTOANZFHRHNCREMNE. HLGMERTEIES.

Create original products and services of unique value that untether

people from their age and brighten their lives.

| Promises WA

707zv2aF)leLT . BEDEZBIBRULEITS,

Be a professional, pushing your boundaries and seeking growth.

Never boring
REVESLHRER LD BSEREEEHNT,

Question the status quo and welcome surprising new ideas.

Always true
Bl M AR BB AECAES S,

Be sincere and honest with everyone—including yourself.

Copyright©2026 Premier Anti-Aging Co.,Ltd.
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01. Corporate Overview

A Corporate ldentity

nt

L)

Message from the President
and Representative Director

OUR STORY

Delivering opportunities
to make lives shine ever brighter
— that Is our enduring promise.

E all began with o question from someone whe had st furned

“Wa ars 3340 10 ba Wing Inths ags of 100-year IFsapara. ¢
A5 human longevty ncranses, the meanhg of gs ke Is chang
How can we sxtend our time we spend In 9ood healh, even ¥
£nd with Tt tima, how shaudd wa a? What shauld wa vakis?

What sxperiences should we croate?”

At Premier Anti-Aging, our concept of anti-aging goes beyond maintalning
youthiurass or appsarance.

As Hespans grow, Imsspectihve of actudl ags, we belwve everyons shoud be
able to Ive He on ther own terms and shine brightly: Feakhlr, more corfident,
mare curious, and aways ready to smbrcs new dhalkngss.

Trat ls what artl-aging means to us.

Forever vivid. Untather time.

This Is the slogan guides our work and defines how we comtribute o sockty

Kiyoshi Matsuura
through cur predhucts and sarvicea In tha artl-agng fiid. By offedng calal=ts  progiient and Reprassmiative Diroctor

that halp INGa ghing ever brighter, we empower Indviduals 1o ING healhier Ives

1hey tndy valie —slevating thair qualty of He, contributing 1o the well-bsing and ? -A )l? o‘/ ﬁ

happiness of socksty a3 8 whok.

2374 PREMIER ANTIAGING

In February 2026, as part of our "OUR STORY," we redefined our concept of "anti-aging" and articulated the
vision we aim to achieve

OUR STORY
It all began with a question from someone who had just turned 40.

“We are said to be living in the age of 100-year lifespans.

As human longevity increases, the meaning of age itself is changing.

How can we extend our time we spend in good health, even if only a little?
And with that time, how should we live? What should we value?

What experiences should we create?“

At Premier Anti-Aging, our concept of anti-aging goes beyond maintaining
youthfulness or appearance.

As lifespans grow, irrespective of actual age, we believe everyone should be
able to live life on their own terms and shine brightly: healthier, more confident,
more curious, and always ready to embrace new challenges.

That is what anti-aging means to us.

Forever vivid. Untether time.

This is the slogan guides our work and defines how we contribute to society
through our products and services in the anti-aging field. By offering catalysts
that help lives shine ever brighter, we empower individuals to live healthier
lives they truly value —elevating their quality of life, contributing to the well-
being and happiness of society as a whole.

Copyright©2026 Premier Anti-Aging Co.,Ltd.
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01. Corporate Overview

A Corporate ldentity

v

In July 2026, we announced a full-scale expansion into the skincare field under the concept of

“Skin for Longevity”

TSkin for Longevity (X¥> + 7x—OYJTEFv))

~EBRD 12XV T7 - 5147) £XHZ3~

Bicrshbnd. SDRRET. LDBEENS, &0
Pl 3 T S
S CEEMUT, HRICHEHRT 3.

Ba. &DFLWVWIL
¥ TOLT. 1PUFITASVY) O .
IPYFIASVT) RRTOV—F1 YT hY
CRBO—DON THAOIYFTray) THHRERZ
&
TRODIAVFA2aVEZXBZETEN. AFY
BHBEWELTVET.

LABPMCEEZSHME. A<ERTVHOER
PS5 L<H<HMERSESST L) L5 longevity) ORRE, ¥
EEZATLET

He AEDIAI 2= —2a P LVHBAOE

DB E. HiiE Skin for Longevity (%> + 74— OYI U7
1)) 2O ETRELT fEL. BB T sLYIVIRE
CESTEOERDRAFVITDAT Yy 7ETE—RBLTRAZBECES HROLE - MIRELOMEL T
\DET

NDAYT1>3av) EBATHEL

4z, SBE BFET. JL VI VI N~ LTEHR
@ TCANADEL (h+FI)) %

7o TDUO (FaA)) PA—NI VI VRER
DUniqueZBRBREFRITT

>
FB9ICIZ19M LA (2028518 XK) FTIC. 63

TSkin for Longevity) ®ERICAITTIE. RRULICEFROUTLL

¥ TDRHOBMMAHZD LT OHEHTHLD 3

EEARORLHE - MRICRETIC

F L7 20259108 IC(4PA
YF7ELT TSALON (H#OY)) HMH N, — A BT TREVSERCOMEII 2
=r—va TWET

L T202656H. v:—vuusmrr LRELTVELECRNRED (TLIFFYFIASYY
O—) EHEBVELELL, BUDPED LY, BEHRO MRALV ENZFIETELHOMHLULRA /S
Sy 7TY
UHEFTNET, BEY T FERLD. FSYTRRTRNASITFASa3yTBEDOYTF—LF ¥R, EC

3 LTHEERLBY o SOLETRTOSEROY 7L AN

31 - BIRICRBR L. TSkin for Longevity) OFREICE

YHBSTROSIFv7
HTHEHDTSVF -1
LEDFEL KDRIBHDES

ARTOEEBRNDOBHERRLL, SRLEEH

SIEME I,
ETEHHLLERSEY
DBE. (TUOFIAST) WHICH

I 1 "Q()L OELEEBLEHE
LHEOFLORAEZEHEL. BERCLHICHEMCETRTEVDET

::zo PREMIER ANTI-AGING

Concept

[Skin for Longevity ]

° From “Starting Point” to
“Overall Steps”

Face washing
Lotion & Serum
Cream & Moisturizer
UV & Special Care

Taking cleansing as the
starting point, adopt a
consistent perspective

° Expansion of the
product lineup

approx.

Plan and develop new
products

Start of End of FY2028
FY2027 1st half

August 2026 — January 2028

To us, “Longevity” means more than just living a long life;
it means living a long life where you shine as your true self

Our role is to support the realization of this “Longevity”
through skincare

= We aim to support our customers' entire “skincare life”

“Co-creative” product
@ development with
customers

PA STATION

Crew

Customer Physical
Center Stores
Customer feedback gathered
across all sales channels —
Product development
Sustain and strengthen active
engagement

Salon

Copyright©2026 Premier Anti-Aging Co.,Ltd.



01. Corporate Overview

A Corporate History

Since our founding in 2009, we have forwarded to our vision of a future that untethers people from their
age, harnessing the power of anti-aging so they may always and continue to shine. We have thus far
fecused on skin care areas of the anti-aging business through a media mix strategy combining digital and
mass media as we target the unmet needs of the market and our customers. We expanded into hair care
in 2022 and inner care and the recovery business in 2023. We will continue to pursue ocur transformation as

an anti-aging company.

2009
+ Established Premier Anti-Aging Co.,
Ltd.

2010

+ Started mail-orderfe-commerce
sales of “DUO The Cleansing Balm™

= *DLI0 The Cleansing Balm® won the Monde
Selection Gold Quality Award

= *DUC The Cleansing Balm™ won firet place in
the Other cleansing categary at Japan's largest
cosmeatica and beauty review websits (and held
thes top apot for 10 corsecutive years)

2011

+ Started salse to varisty storea and other
retailars.

2012

* The number of retal storee handling our
products excesdsd 1,000

2016

* Cumnulative sales of the *“DUO The Claansing
Balm" series exceadsd 1 milion units

:‘:o PREMIER ANTI-AGING

2010~ Anti-aging business.

Skin care

2018

* Tha number of retail stores handing our
products sxcesdsd 5,000

# The first TV commarcial for *DUC" aired

2019
* Launched *CANADEL,"” an aging care
brand for mature consumars

* Renawead the "DUQ" brand

« Curnulative sales of the DO The Cleansing
Balm" series exceadad 10 milion units

2020
* Launched the *sitrana” brand for
sensitive skin

# Thefirst TV commercial for “CANADEL™ aired
# Listed on the Tokyo Stock Exchangs Mothers

2021

« Established Premisr Anti-Aging (Shanphal) Ca., Lid,

2022- Hair care

2022

* Launched the “clayence” hair care
brand

T

» Launched the "DUO MEN"
skin cara brand for men

+ Launched the "Reinca” skin care
brand

* Cumulative salee of the “CANADEL" all-Hn-one
beauty serum series sxcesdad 5 million unite

* The first TV commarecial for “elayence™ aired

* The number of retail storss handling owr
products excesded 18,000

2023—- Recovery business

2023- Inner care

2023

+ Launched the "SINTO" inner
care brand

= =

-

* Venex Co., Lid. became a
consolidated subsidiary
Developed the recovery business

&

Wwvenex

# Established & basic sustainabilty policy
and identified materality

= Established a new corporats idantity (C)

.+..' PREMIER
"‘ = ANTIAGING

+ Launched the *C+mania”
vitamin skin care brand

ﬂ ,a%'h-‘

2024

+ Cumulative sales of the *DUC The
Cleansing Balm® series excesaded 50
milion units

+ Gumulative sales of the SCAMADEL" all-
irrone beauty sarum sefies excesdad 3
millicn units

= *Duo The Cleansing Balm® seriss launched
in the genaral Chiness markst

2025

= “DUO The Cleansing Balm™
saries has achieved the No. 1
selling cleansing balm for seven
consecutive years”.

s

-

= Cume
[ —

= N

e

“Ful Kelzal C:a, Ll “Cosmetios Markating Hardbook
2025 o2, 2022 K1, 2021 No.1® Cleansing Baim
Erand Markat Shars @01 2024, Valus)

+ Launched the “Lalaskin” skin
care brand

+ *DUD The Cleansing Bam Black Aepair” won
two awards® for Best New Cosmetica in the
first half of 2025 at the @coame Best
Cosmetice Awards,

*Bast Cheansing Awarnt 15t Placa, Price Cabagony Awvard,
Middia Prica Division, Clsarsng Award: 15t Macs

+ “Aecovery beauty*” is the redefined brand

coneept for Reinca.

*A skincars traatmant that providses molsturs and
frmngss to recovsr @ beautiful appsarancs b the
skin.

+ Launched new DUGS line,

Cleansing serum *Cleanse Serum
Peal & Boost”

Copyright©2026 Premier Anti-Aging Co.,Ltd.



01. Corporate Overview

A Value Creation Process

Management philosophy FO

Management capital Strengths and advantages

Business areas

Value offered

Financial capital

Oversaas

Financial fourdation that Expansion

aupports the business Additional
strengths

= OUC brand = clayence brand
* CANADEL bramd 1
Wholesale + Cmanis brand f\\ Expanding the
distribution « Risinca brand Skin care / 2 \
\

Brand capital

Brands that utilize the Subscription sales model
know-how accumulated at

i foundation of the
s Lalaskin brand

each business area

-
Delivering products with

Hair care

antl-aglng business
) . N - s SINTO brand
Figh customer satisfaction
to achieve & high epeat Sustainable gI'O'.ch
rate, Genersts stock salea
Human capital by establishing a
aubazription aakes model H H
An organizational culture Mail-order/| Cleansing Antl-Aglng Soclal value
that espects the unique EC sales balm
valuas and the peopls PI athI’m Pursuit of
who are striving to grow to Product planning capabilities Marketing capability
create value prosperlty that
A fablees aystam that enables Unique marketing powsr
apasdy developrment. Product o differsn tiste brand

planning capabilities that
supply products that
accuratety tamgst the unmet

Social and relational
capital

valus through a media
i strategry combining
digital and mazs media

anti-aging brings

=N P [
o= |nx
HEE

A customer basze of 3.0
million thmugh the
mail-order’e-commerce

buzinsas

Materiality izauss in sustainakbility

Whem | Bl 'Ii:_.="‘
w | |
it
Alliances with partner =3
. Confributions Pursuing en
companiss

to global amganizational cutrs Irmproving Providing Strengthening
envimmnmmantal whess membars wall-baing unique valus JoVEmancs
conssrvation oW up together

Corporate foundations that support growth

1]
P\

27 PREMIER ANTIAGING

e

Copyright©2026 Premier Anti-Aging Co.,Ltd.



01. Corporate Overview

A& Key Brands and Sales Composition Ratio

v In the anti-aging business, skin care brands "DUO" and “CANADEL" and hair care brand “clayence" drive

sales

v The recovery business operated through subsidiary Venex Co., Ltd. is steadily growing

Anti-aging Business

Skin Care
CANADEL

:

CANADLL ]
fuada/ g
2)3 Pr— . -

ANADEL
-

HDUO

v" Main brand since our founding.
Has driven sales for our company
as a pioneer in the cleansing balm
market

v' Launched February 2010

v' Offering 19 SKUs*1 (==

v Being nurtured as the second key
brand after DUO Addresses needs of
contemporary women by saving time

v' Launched April 2019.
v' Offering 7 SKUs*1

¥ Sales W
composition §
ratio*2

11

*1: SKU refers to the number of regular products as of July 31, 2026, excluding limited editions and different sizes *2: Calculated based on FY2026 4Q net sales. Decimals are rounded off.

1]

{::{:- PREMIER ANTI-AGING

)

v Applying brand nurturing know-how
gained through DUO and CANADEL

v" Home hair care brand that focuses on
young generation with graying hair

v Launched March 2022
v' Offering 12 SKUs*1 &
Sales

& composition ¥}
-11' ratio*2

4o

Recovery Business

Nvenex

THE RECOVERY BRAND

v As a pioneer in the recovery field,
Venex has developed products
using fabrics made with its
unique patented technology

v Joined the Group in January 2023

Sales %
composition
ratio*2

25%

Copyright©2026 Premier Anti-Aging Co.,Ltd.



01. Corporate Overview

A&y Net sales by channel

v' Our mainstay mail order sales, which we have been engaged in since our founding, account for approximately
49% of sales in FY2026

v Wholesale sales, which are responsible for sales to retail stores such as variety shops, account for approximately
18% of sales in FY2026

(Millions of yen) Mail order
40,000 m Wholesale
35.000 m Others (including subsidiaries and EC
. mall)
30,000
25,000
20,000
15,000
71%
10,000 69%
65% 18%
5,000 59%
49%
0
FY2021 FY2022 FY2023 FY2024 FY2025

Note: The “Advertising Expenses," which was included on the following page until last year, has been omitted as it is no longer considered material.

(%4

g
<:2% PREMIER ANTI-AGING Copyright©2026 Premier Anti-Aging Co.Ltd. 11
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02. Market Environment

A& Market Size of the Domestic Cosmetics Market

v The domestic market size for skincare, a sector where the Company is accelerating full-scale expansion under the
“Skin for Longevity” concept, reached a size of 1,447.1 billion yen in 2025

Cosmetics

Makeup

Hair care/
hair makeup ~~
market 713.0

4

Hair care

Shampoo

Color treatment

Face wash

Cleansing

Powder

Foam Balm

Solid soap Toner

Moisturizer

Moisturizing Booster

Whitening Whitening
Moisturizing

Essence

UV whitening
Emulsion

-

Skincare

billion yen*"

Cosmetics market

-“[ 3,311.3 billion yen*'

(of which the
men’s market is
162.2 billion yen*")

Skincare market
1,447 .1 billion yen*

Cleansing market
144.6 billion yen**

Face wash market
133.1 billion yen*'

All-in-one market
130.0 billion yen**

(%4

;:::::- PREMIER ANTI-AGING

)

Source: "Cosmetics Marketing Handbook 2026 No. 1, No. 3” by Fuji Keizai

*1 The figure for cosmetics market, skincare market, cleansing market, face wash market, all-in-one market, men's market and hair care/hair makeup market are actual figures for 2025.

Note: Gray circles indicate the markets, and red boxes represents our products.

Copyright©2026 Premier Anti-Aging Co.,Ltd.
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02. Market Environment
A& Domestic Market Size for Cosmetics and Skincare
v The domestic cosmetics market, which declined significantly due to the COVID-19 outbreak, has been
recovering moderately since 2020

Trends in the domestic market size
for cosmetics and skincare

100 million yen . . . .
( ilion yen) m Skincare © Cosmetics excluding skincare

35,000
30,000

25,000 Cosmetics market excluding skin care

20,000 CAGR 3.77%
(2020-2027 Forecast)

15,000

10,000

Skincare market
5,000 CAGR 2.26%

(2020-2027 Forecast)

0

2019 2020 2021 2022 2023 2024 2025 2026 2027

(Estimate) (Forecast)

Source: “Cosmetics Market Handbook 2026 No. 3” by Fuji Keizai

N

)

4y
<:2% PREMIER ANTI-AGING Copyright©2026 Premier Anti-Aging Co.,Ltd.
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02. Market Environment

A Domestic Market Size for Cleansing and All-in-one Cosmetics
v The cleansing market has been slowly expanding after 2021 due to the change in its position as a skin care product
during the COVID-19 outbreak

v The all-in-one market, which expanded mainly due to mail-order manufacturers responding to the need for time-
saving measures, is currently trending flat

Domestic Market Size for Cleansing Domestic Market Size for All-in-one Cosmetics

(100 million yen) (100 million yen)

1,600 1,600
1,400
1,450 1,200
1,000
1,300 800
600
1,150 . -
128.2 billion yen —144.6 billion yen 400
13%UP 135.0 billion yen —130.0 billion yen
(2020-2025) 200 (2021-2025)
1,000 0
2019 2020 2021 2022 2023 2024 2025 2026 2027 2028
(Estimate) (Forecast) 2020 2021 2022 2023 2024 2025 2026
(Forecast) (Estimate)

nt

2374 PREMIER ANTIAGING

e

Source: “Cosmetics Marketing Handbook 2026 No. 1” by Fuji Keizai

Source: “Cosmetics Marketing Handbook 2023 No. 1 and 2026 No. 1 Moisture All-in-one” by Fuji Keizai
Copyright©2026 Premier Anti-Aging Co.,Ltd.



02. Market Environment

A& Brand Share for Cleansing (Balm type) and All-in-one Cosmetics

v Established a competitive position with cleansing (balm type) by DUO

Cleansing (Balm type) All-in-one
Premier Anti- o A 15.1%
: 39.1%
Aging B
C
A D
E
B F
G
C H
I
J
D
K
L
E M
N
F Premier Anti-Aging
O
G P
Q
Source: “Cosmetics Marketing Handbook 2026 No. 1” Cleansing (Balm: Brand Share) 2025 by Fuji Keizai Source: “Cosmetics Marketing Handbook 2026 No. 1” Moisture (All-in-one: Brand Share) 2025 by Fuji Keizai

(%4

’
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02. Market Environment

A Domestic Market Size for Hair Color and Female Scalp Care

v ;I'he hairrcI:o_Ior market remains strong from 2021 onwards, with the entry of highly convenient color treatments
or gray hair

v The female scalp care market has expanded rapidly during the COVID-19 outbreak, but has since leveled off

. Trends in the domestic market size for hair color . Trend in the domestic market size for female scalp care
(100 million yen) (100 million yen)

1,750 700

—

1,600 500
1,450 300
159.2 billion yen —166.8billion yen 57.1 billion yen — 53.0 billion yen
5%UP 8%DOWN
(2021-2026 estimate) (2021-2026 estimate)
1,300 100
2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028
(Estimate)(Forecast)(Forecast) (Estimate) (Forecast) (Forecast)
., Source: “Cosmetics Marketing Handbook 2026 No. 2” by Fuji Keizai

[
<:2% PREMIER ANTI-AGING Copyright©2026 Premier Anti-Aging Co.,Ltd. 17
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02. Market Environment

A& Domestic Market Size for Recovery Wear

v Recovery (rest and anti-fatigue) market estimated to reach 7.6 trillion yen in 2025, 1.27 times the size of 6.0

trillion yen in 2024

v The rest solutions (clothing) market is estimated to reach 270.8 billion yen in 2025, accounting for 3.7% of

the entire recovery market

(100 million yen)

250,000
200,000
150,000

100,000

4.0 trillion
50,000

2019 estimate

¢
337 PREMIER ANTIAGING

)

Recovery (rest/anti-fatigue) market

5.4 trillion

2023 estimate

6.0 trillion

2024 estimate

7.6 trillion

2025 estimate

21.1 trillion

14.3 trillion

2030 future estimate 2035 future estimate

Source: Japan Recovery Association website

Copyright©2026 Premier Anti-Aging Co.,Ltd. 18
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03. Characteristics and Strengths
e Management Assets

In the process of growth, we have built some assets that will serve as the foundation of our business going forward

1. Brand Portfolio

DUO , CANADEL and clayence leading the way, we’ve launched numerous new brands
Sales from brands other than DUO represent about 42%

2. Diverse Channels Centered on Mail Order Sales
Achieved a multi-faceted channel combining both online sales and wholesale
Provide channels tailored to customer attributes, such as mail order, e-commerce malls, and physical stores,
enabling high-quality and seamless information delivery

3. Membership Assets
A foundation supporting our sustainable growth. We are grateful to our over 3.9 million members, enabling
continuous dialogue with highly responsive customers for new product development and improvements to
existing products

4. Platform Evolution (Entry into New Area & Cross-branding)
Acquired the recovery wear brand Venex
Launched new skincare brand, Lalaskin, inspired by the fast beauty medical concept
Continue to promote cross-brand and cross-category use, and enter new fields

¢y
<32 PREMIER ANTI-AGING Copyright©2026 Premier Anti-Aging Co.Ltd. 20
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03. Characteristics and Strengths

e Management Assets: Brand Portfolio
We have proposed various Unique Values and solutions in the field of Anti-Aging

DUO CANADEL (gclayence

Lalaskin Nvenex

Recovery
Wear

Skin Care

(%4

A Y "
*,2:5.: PREMIER ANTI-AGING Copyright©2026 Premier Anti-Aging Co.,Ltd. 21
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03. Characteristics and Strengths
Management Assets: Diverse Channel, Membership, and Platform

Steadily built up each asset as a foundation for growth

Providing channels tailored to
customer attributes, such as mail order,

e-commerce malls, and physical stores,

enabling high-quality and seamless

information delivery

Ratio of non-mail order sales to

total sales

2019

19
%

+168%

2374 PREMIER ANTIAGING

/ 2026

o1
%

Memberships for each brand have
accumulated and grown into a large
membership base for the Company as

a whole
Number of membership

2019 / 2026

1.41 2.8x 3.9

million / million

Continued to promote cross-use
among brands and categories. Entry

into new business areas
Ratio of cross-selling customers

2019 ’

53 | s7e0 | 2028
% " 11.1%

New business areas total sales

2026
2019
0 yen New approx. 3.5
billion yen
+\Nvenex

Copyright©2026 Premier Anti-Aging Co.,Ltd. 22
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04. FY2026 Results

A& FY2026 Results: Consolidated Statement of Income

v Company-wide sales lower than last year’s despite sales growth in the recovery business due to declines in
the anti-aging business, but in line with our revised projections

v Pursued new customer acquisition methods in the anti-aging business and conducted ad/promotion
spending close to planned levels for new products like DUO Cleanse Serum Peel & Boost and DUO
PORELESS. However, improved cost management, such as reduced fixed costs, led to higher-than-projected

operating profit

(Millions of yen)

Increase/

FY2026 YoY YoY (decrease) Percentage

FY2025 Revised FY2026 increase/ percentage cf. change cf.

Results Projection Results (decrease) change projection projection

Net sales 16,160 13,500 13,883 (2,2706) (14.1%) 383 2.8%
Operating profit 617 300 494 (122) (19.8%) 194 64.9%
:3/5”3“"9 profit margin 3.8% 2.2% 3.6% - (0.2pts) - 1.3pts
Ordinary profit 599 300 602 2 0.5% 302 100.9%
Profit attributable to 471 300 364 (107)  (22.8%) 64 21.4%

owners of parent
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04. FY2026 Results

A FY2026 Results: Consolidated Balance Sheet (comparison with end of FY2025)

v Equity ratio of 67.6% shows continued improvements in financial health

(Millions of yen)

FY2025 - Increase/ Percentage

4Q (decrease) change

Total assets 10,140 10,244 104 1.0%
L Current assets 8,073 8,297 224 2.8%

L Inventories x 1,460 1,657 197 13.5%

L Non-current assets 2,067 1,947 (120) (5.8%)

L Intangible assets 914 802 (111) (12.2%)
Total liabilities 3,530 3,287 (243) (6.9%)
L Current liabilities 2,997 2,865 (131) (4.4%)

L Non-current liabilities 533 421 (111) (21.0%)
Total net assets 6,610 6,957 347 5.3%
Total liabilities and net assets 10,140 10,244 104 1.0%
Equity ratio (%) 65.1% 67.6% — 2.5pts

+
237 PREMIER ANTIAGING
+

*Inventories = Products + Raw Materials and Supplies
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04. FY2026 Results

A& FY2026 Results: Initiatives in Each Business

v" In the anti-aging business, we will further strengthen collaboration between brand management and each
channel, aiming to turn around sales

v As a pioneer in the recovery business, we aim to further expand our business in growing markets

Anti-Aging Business

Brand v" Launch newl/limited-edition products to further improve brand value
Management v' Sustained communications/promotions to cultivate and embed brand value

v'Aim for new acquisitions by boosting outreach to people yet to trial products
Mail order v'Launch newl/limited-edition products and further expand CRM measures to
encourage cross-selling and improve customer spending

A \/Cultivate_the La_Iaskin branc_i v'Reinforce EC mall business
Strategies Wholesde v'Deepen links with wholesaling
businesses to gain growth potential

Overseas . . .
v'Strengthen links to inbound tourists

v' Expand business in growth markets while sharing recovery knowledge as a recovery pioneer

v' Strengthen connections to customers through branding, digital marketing, CRM, new product
development, and store expansion

v__Strengthen collaboration across the Premier Anti-Aging Group to create group synergies

Recovery Business

L
<:2% PREMIER ANTI-AGING Copyright©2026 Premier Anti-Aging Co.,Ltd. 26
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04. FY2026 Results

A& FY2026 Results: Results in Each Business

e

v Throughout FY2026, we achieved the following results through collaboration between brand management
and the various channels

Anti-Aging Business Launched the cleansing serum “DUO Cleanse Serum Peel & Boost,” new line from DUO

Brand Created the Group synergy. Launched the “Reinca Stem Treatment Recovery Mask,”
formulated with Reinca's proprietary ingredient ENGY Stem S® and Venex's proprietary
ingredient PHT (DPV576)®

v' Declared a full-scale expansion into the skincare field under the “Skin for Longevity” concept

< S

Management

v'Drove new customer acquisition through a trial set offer featuring three skincare products
Mail order v'Launched new products and implemented promotions to retain subscription customers
and increase average transaction value

Channel Whoesae  Actively launched new and limited-edition products with wholesale partners
Strategies v'Launched a promotion for products that won @cosme Best Cosmetics awards

v'Decision made to liquidate a subsidiary as part of
Overseas  structural reforms for the China business New
v'Rolled out promotions targeting inbound demand

v'Expanded business in
new sales channels

Sales grew by 9%, from 3.2 billion yen in the previous fiscal year to 3.5 billion yen
] Executed high-quality branding initiatives, including TV commercials featuring Ai Tominaga and
Recovery Business partnerships with Real Sociedad

v" Further expanded awareness through the continued opening of stores and our first-ever
introduction into luxury hotels

AN

¢y
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05. FY2027 Earnings Forecast

& FY2027 Earnings Forecast

v'Company-wide sales will remain at the same level as the previous fiscal year

v'Operating profit will decline due to increased investments in the brand as well as advertising and sales promotional investments associated with

the launch of new and limited-edition products for future growth

v'Aim to improve marketing efficiency. If pursues aggressive investment, operating profit may fall short of projections, even a possibility of a loss
(Millions of yen)

L
Q
™
A
Q
q

FY2026 FY2027 Increase/ Percentage

Results Forecast (decrease) change
Net sales 13,883 13,500 (383) (2.8%)
Operating profit 494 100 (394) (80.0%)
Operating profit margin (%) 3.6% 0.7% - (2.8pts)
Ordinary profit 602 100 (502) (83.4%)
e e utable o 364 100 (264) (72.5%)
Net sales 7,342 6,750 (592) (8.1%)
Operating profit 626 (50) (676) —
Operating profit margin (%) 8.5% (0.7%) - (9.3pts)
Ordinary profit 676 (50) (726) —
owners of parent 445 (50) (495) -

1]
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05. FY2027 Earnings Forecast

A& FY2027 Initiatives

v In the anti-aging business, we aim for a reversal in sales by strengthening our presence in the skincare field,
under the concept of “Skin for Longevity”

v' As a pioneer in the recovery business, we will pursue further business expansion in this growth market
A Leader in the Anti-Aging Field

“Anti-aging” means enabling everyone, irrespective of age, to live life on their own terms and shine brightly - healthier, more confident, more curious, and
always ready to embrace new challenges. We will contribute to society by offering unique products and services that support anti-aging, and by fully leveraging
our customer base in the process, we can elevate our customers’ quality of life and spread happiness across society as a whole.

Anti-Aging Business

“Skin for Longevity”
~Supporting our customers’ skincare lives~

Full-scale rollout in the skincare field Implement channel mix and media mix Coordinated utilization of customer base

retreat from single-item online sales .

( g ) v Adapt to structural changes in the v Gather, analyze and organize data on

: mail order and retail customers

v Contribute to each customer’s customer journey - .
skincare life v’ Establish a high-quality, end-to-end v Increase the probability of developing

e Sl e e ee reputation prod.uct.s that boost LTV ar!d enhance
T e T Erler v’ Create offline opportunities for the likelihood of c_reatlng hit products
customer LT\,I customers to learn about and th'rough the effective use of channel

experience our products mixes

As a recovery pioneer, continue to focus on building a strong brand and target sales growth
Further strengthen coordination and create synergies across the Premier Anti-Aging Group
Strengthen connection with customers through advertising/promotions, digital marketing, CRM,
new product development, and store openings

ANRNEN

Recovery Business

nt

[
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06. Growth Strategy

A& Premier Anti-Aging’s “Vision”

A Leader in the Anti-Aging Field

/ “Anti-aging” means enabling everyone, irrespective of age, to Iive\
life on their own terms and shine brightly - healthier, more confident,
more curious, and always ready to embrace new challenges. We
will contribute to society by offering unique products and services
that support anti-aging, and by fully leveraging our customer base in
the process, we can elevate our customers’ quality of life and
K spread happiness across society as a whole /

nby
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06. Growth Strategy

A Addressing challenges to achieve the “Vision”

Short-term key measures

Key measures (1) Key measures (2) Key measures (3)
Accelerating full-scale expansion Vigorous promotion of a channel Coordinated utilization of
into the skincare field, centered on and media mix strategy customer base
the “Skin for Longevity” concept = Establishing optimal communication . ,
= retreat from single-item online aligned with structural changes in the Gather, analyze and organize data on
sales customer journey mail order and retail customers
= Accelerating expansion into the "non- = Build reputation around quality and = LTV optimization through deepened
cleansing skincare" sector consistency (word-of-mouth and customer understanding
= Contributing to customers' skincare awareness) " Increase the probability of developing
lifestyles and expanding our business = Fully leverage "offline" channels prod.uct§ that boost L'!'V and enhance
scope (physical stores and events) as key the likelihood of c_reatlng hit products
m Maximize the increase in Customer venues for building awareness and through the effective use of channel
Lifetime Value (LTV) creating experiences mixes
, T ﬁ

Skin for Longevity

To us, “Longevity” means

more than just living a long life; it means living a long
life where you shine as your true self

¥ Our role is to support the realization of this “Longevity”

= . i '
through skincare, and we aim to support our customers
entire “skincare life”

L y

L
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06. Growth Strategy

A Basic Sustainability Policy

v In April 2023, we established the "Basic Sustainability Policy,"” which describes our group's basic approach to
sustainability

~Enabling unique pathways through life~

Forever vivid. Untether time.

As humanity approaches the era of 100-year live spans,
we aim to create a world where every individual can
pursue new challenges with confidence and curiosity,
free from preconceived notions of age and gender.

Working together with our stakeholders, we will think
outside the square to provide unique value that can

change the world, addressing social issues for a brighter,
sustainable future.

+
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06. Sustainability

y 4

B Scope: Premier Anti-Aging Group

Pursue
prosperity
through anti-aging

Materiality

Contributing to global
environment conservation

Focus Area

Initiatives/contributions for a
decarbonized society

Initiative

Reduce CO2 emissions

Initiatives for Each Materiality — Progress toward Goals

Scopel and 2 reduction rates

50% reduction
(cf. FY2025)

Target Year

FY2035

FY2025 Results

155.2t-CO2*

B Scope: Premier Anti-Aging Co. Ltd.
Engagement Score: Overall score of 3.54 (FY2026 results) / Target: 3.5 or higher annually
Since we established our materiality targets in September 2023, the business environment surrounding the Company has changed significantly, and the role expected of the organization has evolved from "expanding volume" to "enhancing quality"
(increasing productivity). We recognize the growing importance of translating our efforts into more precise improvement initiatives aimed at enhancing the engagement of each individual employee. To that end, we revamped our engagement survey in
March 2026 to enable more detailed and multifaceted analysis linked to personnel evaluation data and performance. Accordingly, we will redefine the measurement results from July 2026 as the new baseline and advance initiatives aimed at maintaining

and enhancing high levels of engagement, thereby driving further growth in corporate value.

Materiality

*Calculations are according to market standards in the domestic setting and location standards in overseas settings. Includes the impact of updates to emission factors and revisions to calculation methods. Store results include some estimates.

Focus Area

Initiative

Target Year

FY2026 Results

Contributing to global Contribute to resource recyclin . .
. gtog . ) ycling Use eco-friendly paper Eco-friendly paper usage rate*1 100% Every year 100%
environment conservation and circular economy
. i *
Improve employee engagement Engagement score R Cfve:'all Sct;re. 325 ey hlgr:er Every year Overall Score: 3.54
. . Develop human resources who A level generally considered satisfactory
fainegleoliboialiveland strive to create value and continue i i i ini
nurturing corporate culture Create a more SL{ppgrtlve environment Revise training system and -
to grow toward an organization where people grow programs and expand content Implement initiative on left Every year Promote and review expansion
together and nurture each other accordingly
. . Achieve physical and mental Acquire health management . . Certified as a Healthy Business
- Promote health support for employees P Continuous selection Every year
Pursue . Improving well-being health 4 Ay certification [ Enterprise in 2026
prosperity
through anti-aging Number of anti-aging 75 or more newly acquired End FY2027 Newly acquired qualifications: 59
qualifications held by employee qualifications (+10 to end FY2025)
Pursue the essence of Premier L Expand systems for facilitatin, o . .
S Spread anti-aging ideas among employees p' . 4 g Implement initiative on left End FY2027 Under consideration
Anti-Aging anti aging
Providing unique value . . . .
paieiesslnbecilgetion Ongoing implementation Every year Continued implementation
facilitating anti-aging EoINg IMmp vy ontinue plementatio
Formulate procurement policy incorporatin DTSR T (P22
Collaborate with suppliers o .p pocy P & | Procurement policy formulation Disclose procurement policy End FY2024 Conducted policy awareness
sustainability elements -
improvements and surveys
Improve and strengthen corporate | gphance disclosure and improve Consider and promote the items . _ .
governance systems transparency on corporate governance listed on the left
Corporate foundation . Thorough compliance and risk
Strengthening governance . -
to support growth management . Compliance training: 100%
Attendance rate for compliance and . . -
. . . . . . . S Attendance rate 100% Every year Information security training:
Protect information security and information security training sessions 100%
. 0
privacy

nt

L)
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*1Target is cosmetics boxes. * 2Excluding contracted and temporary employees.
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07. Risk Information

A& Risk Information
v" The major risk factors and countermeasures are listed below

. . . . - Occurrence
Major risk factors Maijor risks Likelihood Impact Countermeasures
Our Group's purpose is to “create original products and services of The Group is working to diversify its business portfolio by developing and
unique value that untether people from their age and brighten their nurturing new brands, while simultaneously maintaining and strengthening
Dependence on lives,” and we are engaged in a wide range of businesses, including the competitive advantage of the DUO brand through measures such as
S :cific brands and skin care, hair care, inner care, and recovery. However, most of its product renewals and the launch of new package sizes. At the same time,
inﬁensif in sales are dependent on the DUO brand, centered on its flagship High High we are focusing on continuous product improvement of existing brands
com etBi/tiogn cleansing balm. If the DUO brand loses support from customers due to and new product development and are strengthening our marketing
P the introduction of new products by competitors, changes in consumer activities to capture changes in customer needs. Furthermore, we are
tastes, damage to reputation, etc., the Group's business performance striving to maintain and improve our competitiveness by implementing
may be seriously affected. strategic advertising activities to enhance our brand value.
The Group's business must be conducted in compliance with various The Group strives to understand legal and regulatory trends by
laws and regulations, including the Act on Ensuring Quality, Efficacy strengthening our legal department and collaborating with external experts.
and Safety of Pharmaceuticals, Medical Devices, etc. We have implemented thorough company-wide compliance education and
Risks related to laws | (Pharmaceuticals and Medical Devices Act), the Food Sanitation Act, have established a strict screening system for product labeling and
and regulations and the Act against Unjustifiable Premiums and Misleading Medium Medium advertising content. We also strive to grasp regulatory trends at an early
Representations (Premiums and Representations Act). The Group's stage by exchanging information with industry associations, and to
business activities may be restricted due to amendments to these laws, respond promptly and appropriately. Through these initiatives, we aim to
the enactment of new laws and regulations, or changes in the ensure thorough compliance with laws and regulations and to minimize
interpretation of laws and regulations. legal risks.
The Group strives to measure the effectiveness of a variety of advertising
media and create an optimal media mix. We develop marketing strategies
. L - . based on detailed analysis of target customers and carry out effective
. Our Group actively conducts advertising activities for each of its . . S L
Risks related to . L oy . advertising and promotional activities. We are also strengthening risk
. brands. However, if our advertising activities do not achieve the . . . . . .
advertising and Medium Medium management by formulating and thoroughly implementing SNS operation

marketing

expected results, we may not be able to acquire customers, and this
may affect our Group's business performance.

guidelines. Furthermore, we are working to boost organic brand
awareness by strengthening word-of-mouth marketing. Through these
initiatives, we aim to achieve effective advertising activities that entail
minimal risk.

1]
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* Major risk factors are excerpts from the "Business Risks, etc." section of the Company's Annual Securities Report.
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08. Appendix

A Major Brands: Premier Anti-Aging

HDUO

v The core brand since inauguration, DUO continues
to drive sales as the pioneer in the cleansing balm
market

DUO is an aging care brand with the concept of “nourishing the skin from its
foundation,” created under the policy of developing highly effective products
by combining natural ingredients that are kind to the skin, body and nature
with advanced science based on dermatology.

We currently have 19 SKUs* centering on cleansing balm.

1]
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CANADEL

v Being fostered as the second brand following DUO,
CANADEL focuses on the busy modern women'’s
needs for spending less time on skin care

ANADEL

-

CANADEL
PREMIER WHITE

134V
spa
,
|

CANADEL

PREMIER LIFT

Based on the concept of “continuously pursuing beauty, being true to oneself,
and enjoying life,” CANADEL is a highly advanced aging care brand launched in
April 2019 to address the changing skin care needs of mature consumers. We
offer products that take in mind the lifestyles of modern women proactively living
busy daily lives.

We currently have 7 SKUs* centering on all-in-one cosmetics.

*The SKU figure refers to the number of regular products as of July 31, 2026, excluding limited items and different sizes.
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08. Appendix

A Major Brands: Premier Anti-Aging

) clayence sitrana

v" A home hair care brand that focuses on young v" A cosmetics brand for sensitive skin with cica
generation with graying hair, clayence was developed substance in all products
by applying the brand nurturing know-how gained
through DUO and CANADEL

@

Ll 4
@ -
- o

clayence
- o oves covan |

A hair care brand inspired by a clay spa, clayence was created by combining
the power of clay and cutting-edge science to provide hair and scalp
treatment while coloring gray hair. With calming aroma on top of carefully
selected clay and beauty substances, the product transforms tedious hair

care into luxurious time at the spa.
We currently have 12 SKUs*. *The SKU figure refers to the number of regular products as of July 31, 2026, excluding limited items and different sizes.

Featuring a unique anti-pollution capability, the sitrana products protect the
skin from dryness that causes skin irritation and such external stimuli as air
pollution and dirt/grime. The cica substances under our original blending help
fix the damaged skin and facilitate users to attain their ideal skin.

et
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08. Appendix

A Major Brands: Premier Anti-Aging

Z)U%

v With DUO men, we newly entered the fast-growing
men’s cosmetics market by taking advantage of the
high awareness of DUO brand

While staying true to DUQO’s brand concept of “Beauty is reborn from skin
care,” we took a close look at skin problems and damage specific for men
from the viewpoint of ecological and biological science. DUO MEN offers
secure and effective skin care requiring only a few easy steps, allowing all
men living busy lives to continue skin care in an enjoyable way.

We currently have 4 SKUs*".

(%4

’
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Reinca

v "Recovery Beauty*2" born from cutting-edge skin
research

As a key ingredient in keratinocyte care, "Reinca" uses the proprietary ingredient
"ENGY Stem S (dental pulp stem cell conditioned medium)"*3, which was developed
through joint research with a research institute. We propose "Recovery Beauty*2" as an
anti-aging care*3 brand that restores the skin's natural beauty at the keratinocyte level.
We currently have 5 SKUs*".

*1 The SKU figure refers to the number of regular products as of July 31, 2026, excluding limited items and different sizes.
*2 A skincare treatment that provides moisture and firmness to restore a beautiful appearance to the skin.
*3 Human dental pulp cell conditioned culture medium (skin conditioning ingredient)

Copyright©2026 Premier Anti-Aging Co.,Ltd.
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A Major Brands: Premier Anti-Aging

SINTO

v Developing inner care brand based on the
development philosophy of “response with
results”

SINTO

' Liposomal NMN

Based on the idea that bodily sensations are the essence of supplements, we adopted
the same DDS technology as in the medical field. Sticking to the "experience" of the
ingredients, we aim to renew the relationship between the body and the ingredients from
the area of "penetration." It is a health care supplement for adults who enjoy aging that
pursues a high experience with a high amount of compounding (high compounding) and
high absorption and high penetration type (liposomes).

We currently have 2 SKUs*.

::zo PREMIER ANTI-AGING

C’mania

v" A high-concentration vitamin skin care brand for

“consumers with high beauty information literacy”
who pursue reliable effects

i

Q

m———
<
Iu:
’
|‘>\

3

ul ! /
An “aggressive” vitamin skin care brand that focuses on high purity, high
penetration, and high concentration, with carefully selected vitamin C from
over 70 types and add a that enhances C.
Based on the concept of "enjoying vitamin C for maniacs", we aim to
propose skin care products with high immediate effect in order to maximize
the power of vitamin C.
We currently have 2 SKUs*.

*The SKU figure refers to the number of regular products as of July 31, 2026, excluding limited items and different sizes.
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A Major Brands: Premier Anti-Aging

| alaskin

v New skincare brand, fast beauty medical concept of
“trends” x “cutting-edge ingredients” x “affordability”

As interest in beauty medicine grows among both men and women, this brand
aims to make it easier to incorporate beauty ingredients used in beauty medicine
into your everyday skin care routine, helping you achieve moisturized, radiant
skin at home, just like you would get after a beauty treatment*".

The Lalaskin brand aims to enable people to experience a change in the
appearance of their skin on a daily basis by incorporating beauty medical
concept*? into their daily home care.

We currently have 2 SKUs*3.

*1 Treatments at beauty salons *2 Maintaining healthy skin with cosmetics developed based on dermatology
*3 The SKU figure refers to the number of regular products as of July 31, 2026, excluding limited items and different sizes.

N
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08. Appendix

A Major Brands: VENEX

NveNnex

THE RECOVERY BRAND

RECOVERYWEAR

v' As a pioneer in the recovery field, Venex has
developed products using fabrics made with its
unique patented technology

Based on the concept of "maximizing the self-healing power that humans
have," we propose clothing for recovery. With our proprietary special fiber
"PHT (Platinum Harmonized Technology)" and a non-compression design that
does not constrict the body, it supports high-quality recovery just by wearing it.

1]
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VITALISE

v We propose recovery products other than clothing
that contain the "original nano-platinum-based
mineral material” used in recovery wear.

.\vllT,ﬂl{JSF
GEL :
VITALISE
GEL

| v

The VITALISE series was created with the aim of helping people improve their
vitality so that they can live each day in good health. We developed daily care
items that contain the nano-platinum-based mineral material DPV576* (PHT fiber-

containing ingredient) used in recovery wear and offer special recovery time.
* Colloidal diamond, platinum (skin conditioning ingredient)
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A Disclaimers and Notes on Forecasts and Projections

v' The materials and information provided in this disclosure include forward-looking statements, which are
based on our current expectations, forecasts and assumptions involving risks. As such, there are
uncertainties that may cause actual results to practically differ from what are described in such
statements

v These risks and uncertainties include general industry and market conditions as well as general
domestic and international economic conditions such as interest rate and currency exchange rate
fluctuations

v' The Company considers mail-order cosmetics market trends to be a major risk that may materially
impact its growth and execution of business plans. However, the Company endeavors to mitigate such
risks and maintain the competitive edge of its products by actively conducting promotions and
understanding customers’ potential needs to reflect on product planning. For other types of risks,
please refer to the “Business Risks, etc.” as highlighted in our Annual Securities Report

v This document will be updated and disclosed around September when the full-year financial results are
announced

Contact: Corporate Communication Division
E-mail :ir@p-antiaging.co.jp
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Forever vivid

ADEE%E  BEH.

Untether time.
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