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Frequently Asked Questions and Answers (September 2026)

We appreciate your ongoing support and interest to HUMAN MADE Inc. Below is a summary of recent key inquiries
from our investors and our corresponding updates.

The purpose of this disclosure is to strengthen communication and maintain fair disclosure practices. While responses
may vary slightly depending on when they were recorded, the information provided reflects our latest official positions
and policies.



Q1. Regarding HUMAN MADE's store opening strategy

Could you elaborate on the pace of store openings for both domestic and overseas?

In overseas markets, we intend to proactively expand our footprint, particularly in mainland China.

For a comprehensive overview of our overall store expansion strategy, please refer to pages 46—54 of our document titled
"Matters Concerning Business Plan and Growth Potential,"” disclosed on May 19, 2026.

1) Domestic Store Expansion

As previously announced, we plan to open a flagship store in the Kansai region in Umeda, Osaka, during the fiscal year
ending January 2028. Furthermore, we intend to open a brand-wide concept store in Aoyama, Tokyo, a premier district
home to numerous luxury brands. Additionally, to address an unpenetrated market in the Chubu region, we plan to
establish a location in Nagoya during the fiscal year ending January 2027.

Together with HUMAN MADE TOKYO, which is scheduled to open in September 2026, these openings will bring
together our flagship and concept stores across Tokyo and Osaka, driving further expansion into major metropolitan cities.

Regarding subsequent openings. while we see significant market potential in key areas such as Ginza and Shinsaibashi
and are actively seeking suitable properties, no specific decisions have been finalized at this point.

2) Overseas Store Expansion

As for China, we plan to open our first flagship store in the Jing'an District, located in central Shanghai, in the first half
of the fiscal year ending January 2027, with preparations for the launch progressing smoothly. In terms of floor space and
projected revenue scale, this store will be on par with our flagship locations in Japan. Following the successful
stabilization of this flagship store's operations, we intend to open a standard-sized store in Shanghai as well.

If this multi-format strategy—combining a flagship store and a standard-sized store (and potentially an additional concept
store)—proves successful in Shanghai, we plan to sequentially expand into other Tier 1 cities such as Beijing, Shenzhen,
and Guangzhou. While we initially anticipate maintaining an opening pace of 1 to 2 stores per year for the time being,
we expect to accelerate this pace to approximately 2 to 3 stores annually once strong customer demand in China is
confirmed.

Ass for the United States, we plan to open a standard-sized store in New York in the second half of the fiscal year ending
January 2027. Because U.S. market dynamics—including sizing and price positioning—differ from those in Asia, we
recognize the need to tailor our product offerings to achieve product-market fit. Consequently, we expect it will take at
least 1 to 2 years before initiating a full-scale commercial rollout.
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Q2. Regarding new brands
What is the planned execution pace for expanding new brands through future M&A or in-house
launches?

We have not set a specific annual numerical target; our immediate focus is on Buffer and UNDERCOVER.

Our medium- to long-term objective is to expand our brand portfolio and cultivate second and third growth pillars
alongside HUMAN MADE. During the fiscal year ending January 2027, we launched the new brand "Buffer" and
executed a share purchase agreement with UNDERCOVER CO., LTD. For the time being, we will concentrate our
resources on driving the growth of Buffer and successfully managing the PMI of UNDERCOVER CO., LTD.

We have not established fixed annual quantitative goals for new brand launches or M&A transactions. Because these
initiatives require substantial management resources and we remain committed to maintaining high investment efficiency
across the consolidated group, it is unlikely that we will execute multiple transactions simultaneously. Instead, we believe
a disciplined approach, focusing exclusively on carefully selected, high-value projects, is the most practical path forward.

Q3. Regarding the foreign exchange risks

How should we view the impact of the depreciating yen on HUMAN MADE'’s financial performance?

While the impact is currently minor, foreign exchange risks will become more relevant from the fiscal year ending
January 2028 as overseas business expands, and we will take appropriate mitigating measures.

Because our business is currently centered in Japan with the majority of transactions denominated in Japanese yen, direct
foreign exchange impacts on our financial results remain minimal. While we do not report a quantitative sensitivity to
currency fluctuations, we believe the weaker yen continues to support purchasing demand among international customers.

However, from the fiscal year ending January 2028 onward, we anticipate an increase in yuan- and dollar-denominated
transactions as our operations in China and the United States gain full momentum. In response, we will strengthen our
monitoring of foreign exchange risks and implement timely, appropriate mitigation measures, including forward exchange
contracts.



(Reference) Disclosed on March 26, 2026

* Please note that there may be slight discrepancies in the answers due to the timing of inquiries.

Q1. Geopolitical Risks in China
Since tensions between Japan and China have been rising recently, how do you view the risks
associated with business expansion into China?

Addressing risks through geographic diversification and a profit structure resilient to downside risks

We believe that geopolitical risks are always present when expanding overseas, not just in China. On the other hand, we
recognize that overseas markets offer significant growth potential for our business, and our policy is to expand into these
markets while implementing appropriate risk management.

We are implementing the following specific risk management measures:

1) Portfolio management of operating regions

As part of our long-term management policy, we aim to limit our dependence on the regions surrounding China (China,
Hong Kong, and Taiwan) to a certain percentage of total sales.

For example, we are preparing to enter the U.S. market which is expected to be substantial through our own direct
operations. In the medium to long term, we aim to diversify our geographic footprint and achieve a revenue structure that
avoids excessive reliance on any single region.

2) Maintaining a financial structure capable of withstanding crises

Our break-even point sales ratio is estimated at 44% (FY26/1). Based on our current structure, we believe we have a
robust PL structure that is unlikely to result in a negative operating profit even if sales decline by approximately 40%.
For example, even if a conflict were to break out in the regions surrounding China, causing sales in those areas to drop to
zero in the short term, we believe we can withstand the financial impact by keeping the sales ratio relative to the total at
a constant level, and that we will be able to implement countermeasures during that period.

Q2. Decline in inbound tourism from China
There have been reports of a sharp decline in inbound Chinese tourists. What is the impact on your
business performance?

We do not rely on a single country, so the impact on our performance is virtually nonexistent

The reported decline in inbound tourism from China has virtually no impact on our business performance at present. As
stated on page 13 of the “Matters Concerning Business Plans and Growth Potential” disclosed at the timing of our IPO
(November 27, 2025), our customer base is distributed across multiple countries, and the proportion of Chinese customers
is relatively low. Furthermore, as part of our product supply policy, we keep supply volumes low relative to demand, so
any decline in purchases by Chinese customers is being offset by purchases from customers in other countries.

Q3. Risk of Share Sales by Major Shareholders

HUMAN MADE has two major shareholders: Mr. NIGO (Tomoaki Nagao and his asset management
company, NIGOLD Co., Ltd.) and Mr. Pharrell Williams (“Mr. Williams”). How do you assess the risk
that they might sell their shares immediately after the lock-up period expires and withdraw from
HUMAN MADE Co., Ltd.’s business?

Regarding Mr. NIGO: Policy of Long-Term Holding as a Stable Shareholder

As disclosed in the “Risks Related to Business, etc. (13) Major Shareholders” section of the Securities Registration
Statement (filed on October 23, 2025), we recognize Mr. NIGO as a stable shareholder, as he is the founder of the
HUMAN MADE brand, the founder of our company, and the current Creative Director.

We have been informed that Mr. NIGO wishes to expand our company’s corporate value over the medium to long term
and maintain a good relationship with us. As a stable shareholder, he intends to continue holding a certain number of
voting rights and, when exercising those rights, has a policy of pursuing the common interests of shareholders while also
taking into consideration the interests of minority shareholders.

Mr. Williams has been appointed as an advisor to our company and has a long-standing relationship of trust with both our
company and Mr. NIGO. Furthermore, as we have been informed that he wishes to maintain a good relationship with our
company, we recognize him as a stable shareholder.



Q4. Share Liquidity and Trading Volume
What is your view on stock liquidity and daily trading volume?

Aiming to Further Improve Liquidity

We believe that improving liquidity is extremely important from the perspective of enhancing the appeal of the stock as
a financial instrument and promoting appropriate stock price formation.

As of the end of January 2026, retail investors (shareholders other than major shareholders and directors) held 28.5% of
our company’s shares. As our market capitalization grows through medium- to long-term growth, we will continue to
promote the diversification of our shareholder base by strengthening our investor relations activities.

Furthermore, as disclosed in our timely disclosure dated March 16, 2026, the Board of Directors has resolved to
implement a 4-for-1 stock split to make trading more accessible for individual investors.

Q5. Regarding Shareholder Returns

What is your stance on shareholder returns?

The prospectus states that you will consider distributing profits to shareholders in the future. How
should we interpret this, including means other than dividends?

In the near term, we will prioritize growth investments while considering dividends and other measures at the
appropriate time.

Our business model is characterized by high ROIC and low CAPEX, and we recognize that we have strong cash
generation capabilities.

Therefore, we believe that growth investment and shareholder returns can coexist.

Going forward, we will first return medium- to long-term returns in the form of increased shareholder value through
business expansion, and we will consider shareholder returns such as dividends at the appropriate time after assessing
trends in capital efficiency.

Regarding share buybacks, while we recognize them as an effective method of shareholder returns, they also lead to a
decrease in the free-float ratio of our shares in the market. Therefore, we plan to carefully consider market conditions and
capital efficiency before implementing such measures.

Q6. Regarding shareholder benefits
Are you not considering shareholder benefits?

We recognize this as an important initiative and a topic for future consideration.

We believe that having our shareholders support us as fans is extremely important for enhancing brand value and
increasing corporate value over the medium to long term.

As the Company has only recently gone public, we are prioritizing business growth—such as opening new stores and
expanding overseas operations in order to meet the expectations of our shareholders.

At the same time, we recognize that a sharcholder benefits program offers a valuable opportunity for shareholders to
directly experience our products and services. Taking into account our current stage of business growth and shareholder
composition, we will explore various options including the balance between dividends and benefits, to ensure long-term
satisfaction for our shareholders.



