May 19, 2026

Company name: HUMAN MADE Inc.
Name of representative: ~ Rei Matsunuma, Representative Director,
CEO and COO
(Securities code: 456A; Growth Market)
Inquiries: Junichi Yanagisawa, Director, CFO

(Telephone: +81-3-6823-7801)

(Correction) Partial Correction of “Matters Concerning Business Plan and Growth Potential”

HUMAN MADE Inc. (the “Company”’) hereby announces that some corrections have been made to “Matters Concerning
Business Plan and Growth Potential” which was disclosed on March 26, 2026.

1. Reason for the corrections

After the release of “Matters Concerning Business Plan and Growth Potential”, errors were identified in the disclosed

content. Therefore, the Company issues the corrections.

2. Details of corrections

Please refer to the attached reference. The corrected sections are indicated with underlines. The corrected " Matters
Concerning Business Plan and Growth Potential " will be available on our website at (https://contents.xj-
storage.jp/xcontents/AS04974/bede5647/7a12/4141/8f63/7eb1b732222a2/20260519155046954s.pdf).



https://contents.xj-storage.jp/xcontents/AS04974/be4e5647/7a12/4141/8f63/7eb1b73222a2/20260519155046954s.pdf
https://contents.xj-storage.jp/xcontents/AS04974/be4e5647/7a12/4141/8f63/7eb1b73222a2/20260519155046954s.pdf
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[Before Correction]

2. Promotion Principle
Achieving Effective Promotion at Low Cost

Without relying on premium store locations or extensive advertising, we deliver product value directly to
customers at optimal prices without price promotion
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Global Strategy: Japan

Internal standards

Lack of Flagship Stores to Meet Growing Domestic Demand Acted as Bottleneck

Clarifying standards with 4 store formats to realize business expansion without damaging value of our brand
Lack of floor area has acted as a bottleneck

Existing store Info*

concept rather than products
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