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Disclaimer

This document has been prepared solely for the purpose of presenting relevant information regarding Macromill, Inc. (“Macromill”). This document does not constitute an offer to sell or the
solicitation of an offer to buy any security in the United States, Japan or any other jurisdiction. The securities of Macromill have not been and will not be registered under the U.S. Securities

Act of 1933, as amended, and may not be offered or sold in the United States absent registration or an applicable exemption from registration requirements.

This presentation is based on the economic, regulatory, market and other conditions as in effect on the date hereof, and Macromill does not guarantee that the information contained in
this presentation is true, accurate or complete. It should be understood that subsequent developments may affect the information contained in this presentation, which neither Macromill
nor its advisors or representatives are under an obligation to update, revise or affirm. The information in this presentation is subject to change without prior notice and such information

may change materially. Neither this presentation nor any of its contents may be disclosed to or used by any other party for any purpose without the prior written consent of Macromill.

This presentation contains statements that constitute forward-looking statements within the meaning of the U.S. Private Securities Litigation Reform Act of 1995, including estimations,
forecasts, targets and plans. Such forward-looking statements do not represent any guarantee by management of future performance. In many cases, but not all, we use such words as

"ok "ok "o "o "o LT

intend,” “may,

LT LT "o

“aim,” “anticipate,” “believe,” “continue,” “endeavor,” “estimate,” “expect,” “initiative, plan,” “potential,” “probability,” “project,” “risk,” “seek,” “should,” “strive,” “target,”

“will” and similar expressions to identify forward-looking statements. You can also identify forward-looking statements by discussions of strategy, plans or intentions. Any forward-looking
statements in this document are based on the current assumptions and beliefs of Macromill in light of the information currently available to it, and involve known and unknown risks,
uncertainties and other factors. Such risks, uncertainties and other factors may cause Macromill’s actual results, performance, achievements or financial position to be materially different
from any future results, performance, achievements or financial position expressed or implied by such forward-looking information.

Except as otherwise indicated, the views, statements and outlook indicated herein are those of Macromill. The information related to or prepared by companies or parties other than
Macromill is based on publicly available and other information as cited, and Macromill has not independently verified the accuracy and appropriateness of, nor makes any warranties
regarding, such information.

Notes for this entire material

1. EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss (For Segment EBITDA, applied Segment Profit instead
of Operating Profit)

2. Revenue of each segment and region is shown using gross value including intersegment / interregional revenue, and the total amount of revenue of both segments or regions
does not match the consolidated revenue (the difference is the amount of intersegment / interregional elimination)

3. Constant FX figures are calculated by applying the rate of the current fiscal year to the financial results of the same period of the previous fiscal year. We present financials results
on a constant currency basis because we believe that this provides a framework for assessing how Macromill’s business and, in particular, overseas businesses including
MetrixLab and Macromill EMBRAIN, performed without taking into account the effect of the fluctuations between the euro and the yen since the same period in the prior year,
but please note, it only excludes the effect of currency exchange between the Euro/Yen and the Won/Yen, but not exclude the effects of currency exchange on all local
currencies (for example, between the Euro/USD). Please see the following table for the actual exchange rate applied.

Full-Year (12 Months) Q4 Standalone (3 Months)
FY6/2020 FY6/2021 FY6/2020 Q4 FY6/2021 Q4
1Euro= 119.88 127.06 117.65 131.65

1 KRW = 0.0909 0.0940 0.0879 0.1002



FY6/2021 Key Takeaways

B Q4 Standalone (3 Months) Revenue grew significantly YoY and Operating Profit (OP) resulted in surplus
- Q4 Revenue 10.07bn JPY (YoY +30% / +25% in CFX), a significant YoY growth since Covid-19 impact on last Q4 was the most significant

- While Outsourcing and Total Employee Expenses increased YoY due to recognition of paycheck protection subsidies related to Covid-
19, OP was positive 0.21bn JPY (Last Q4 OP: -5.65bn due to the Impairment loss of Goodwill / -0.37bn excl. the impairment loss)

m Full-year Revenue growth turned to positive YoY, and OP grew significantly YoY since we recognized
the Impairment loss of Goodwill in the last fiscal year
- Revenue 43.17bn JPY ( +5% YoY / +3% in CFX), OP 5.36bn JPY ( +1,251% / + 5,752% in CFX)
- OP was -6% YoY excluding the Impairment charge (-6% in CFX)

B Both Revenue and Profits overachieved the upwardly revised guidance announced in Q3

- Strengthened shareholder return, including a dividend increase (Dividend per share guidance in FY6/2021 11.0 JPY = 13.0JPY / +2.0
JPY YoY) and completion of total amount of 0.8bn JPY share buyback program (Started May 14 and ended up July 8, 2021., Equivalent
to 2.3% of the total number of shares outstanding)

m FY6/2022 Guidance is a turning period from the recovery phase from Covid-19 to the growth phase
- FY6/2022 Revenue 47.40bn JPY (+10% YoY), OP 5.10bn JPY (+2% YoY, excludes the impact of paycheck protection subsidies)

- With the policy to strengthen shareholder return, we have increased the expected dividend per share to 16.0 JPY (introduce half year
dividend payout, an increase of +3.0 JPY YoY).

m Formulated a new Mid-Term Business Plan (MTBP) that extends to FY6/2024 in response changes in
our business performance and the economic environment due to impact from Covid-19, and will
pursue further growth based on this MTBP




FY6/2021 Full Year Financial Update



FY6/2021: Consolidated Results - Summary

Q4 Revenue increased significantly YoY and YTD Revenue growth turned to positive YoY

In addition to the effect of the Revenue increase, the paycheck protection subsidies (340M JPY) helped Q4
OP to be positive. As a result, the impact of Covid-19 to OP was within a single-digit minus in the YTD base

Revenue

Operating Profit (OP)

Consolidated (IFRS)

(JPY in Millions)

YoY Growth Full year :

FY6/2017

+13%

FY6/2018

+11%

44,279

FY6/2019

Consolidated (IFRS)
(JPY in Millions)

-7% @ YoY Growth YoY Growth Full year :+11% +2% -95%

FY6/2020

FY6/2021

Full Year o
OP Margin 19.2%

+1,251%

YoY Growth | +1,251 % (Nominal)

(w/o
Impairment
loss)

(w/o Impairment loss) FY6/2020

Q Breakdown
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19.0% 17.5%
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Consolidated Statements of Operations (P/L)

Summary of Consolidated Statements of Operations

FY6/2021 Full Year P/L Commentary

IFRS
Full Year
(JPY in Millions) FY6/2020 FY6/2021 Variance YoY Growth
Revenue 41,270 43,175 1,904 4.6%
Japan and Korea Business Segment™” 33,025 34,088 1,063 3.2%
Overseas (ex-Korea) Business Segment™® 8,380 9,221 841 10.0%
Total Employee Expenses (16,044) (17,397) (1,352) 8.4%
Panel Expenses (6,448) (6,766) (318) 4.9%
Qutsourcing Expenses (5,212) (5,764) (552) 10.6%
Depreciation and Amortization (2,783) (3,016) (232) 8.4%
Others (10,385) (4,868) 5,517 (53.1%)
Operating Profit (Loss) 396 5,362 4,965 1,251.0%
Japan and Korea Business Segment 5,712 5,076 (636) (11.1%)
Overseas (ex-Korea) Business Segment (5,315) 286 5,602 105.4%
Finance Income and Costs (388) (474) (86) 22.3%
Profit before Tax 8 4,887 4,879 -
Income Tax Expenses (1,694) (1,394) 300 (17.7%)
Profit attributable to non-controlling interest (445) (671) (226) 50.8%
Profit Attributable to Owners of the Parent (2,131) 2,822 4,953 232.4%
EBITDA 8,651 8,680 28 0.3%
Japan and Korea Business Segment 8,006 7,660 (345) (4.3%)
Overseas (ex-Korea) Business Segment 645 1,020 374 58.0%
EPS (Basic Earnings per Share) (Yen) (52.94) 70.08 123.02 232.4%
Operating Profit Margin 1.0% 12.4% 11.5%
Japan and Korea Business Segment 17.3% 14.9% (2.4%)
Overseas (ex-Korea) Business Segment (63.4%) 3.1% 66.5%
EBITDA Margin 21.0% 20.1% (0.9%)
Japan and Korea Business Segment 24.2% 22.5% (1.8%)
Overseas (ex-Korea) Business Segment 7.7% 11.1% 3.4%

Notes

1.

Revenue of each segment is shown using gross value including intersegment revenue.

(Variance Factors)
m Revenue:
- Japan and Korea Business Segment: the online survey business and digital

business continued to lead the recovery. Revenue has significantly increased from
prior year Q4 which was damaged by Covid-19

- Overseas Business (ex-Korea) Segment: it struggled in Q1 due to Covid-19 but
started to recover in Q2. The recovery momentum continued in Q4 for the same
reason as Japan and Korea Business Segment

Total Employee Expenses:
- Increased due to hiring to improve capacity shortage and for future growth

Panel Expenses:
- Overall panel expenses increased in line with revenue growth

- Panel expenses decreased due to discontinuation of service in one external panel
provider in Japan and Korea Business Segment, while increasing in Oversea
Business Segment due to price pressure of external panel

Outsourcing Expenses:
- Continued to increase in order to deal with higher-than-projected revenue

m Depreciation and Amortization:

- Mainly due to investment in software assets in previous years as well as one-off
cost due to cancellation of a part of office rent planned in 2H

Other Expense:

- Others remained almost the same from prior year except impairment loss of
goodwill of JPY 5,280 million as well as Covid-19 related subsidy programs

Profit attributable to non-controlling interest:
- Mainly due to an increase in Operating Profit from the Korea business

Operating Profit Margin and EBITDA Margin:

- Operating profit recovered significantly from prior year due to impairment loss of
goodwill

- EBITDA margin decreased due to outsourcing expenses and employee expenses in
Japan and Korea Business Segment but it improved in Oversea Business Segment
driven by revenue recovery and by paycheck protection subsidies recognized

Please see the common footnote on p.2 for more detail.




FY6/2021 : Operating Profit Waterfall Full Year (12 Months)

Outsourcing and Total Employee Expenses increased to meet the client demand recovery

YTD Revenue growth turned to positive, but it was not able to cover all the increases in above Expenses

Operating Profit (OP) Waterfall Analysis(*) — FY6/2020 Full Year vs. FY6/2021 Full Year

Consolidated (IFRS) r
(IPYin Millions) Japan and Korea Business Segment Overseas (ex-Korea) Business Segment
,,,,,,,,,,,,,,, Breakdown
16 of Consl. -1 1% +5%
YoY Growth Actual Actual
(w/o Impairment loss)
752 Actual
(w/o Impairment loss)
1,047 Actual
............... YoY Growth (w/o Impairment loss &
Paycheck protection program)
211
609 T a—
--------------- 306 281
341
291 66
: : 1 |
:_'?pa(':rr:“e?t Paycheck protection I 1
bss Lharge Paycheck protection subsidies +297M I 1
of Goodwill .
: : subsidies +44M 1 1
! |
! I
! I
15,021 |
! 1
! I
! 1
! |
! |
! [
opP Pro forma Revenue Panel and Outsourcin Employee D&A Other Revenue Panel and Outsourcin| Employee D&A Other Paycheck Protection Adjusted
Actual opP Expansion / Expenses Expenses Operating Expansion / Expenses Expenses Operating Actual Program opP
Actual (Decrease) Expenses (3 (Decrease) Expenses (3 Actual
FY6/2020 Japan and Korea Business Segment Overseas (ex-Korea) Business Segment FY6/2021
oP o o
el 10% 13.8% 12.4% 11.6%

Notes

1. Theimpact of “Revenue Expansion/(Decrease)” effects and “Panel and Outsourcing Expenses” on “Operating Profit” is calculated and described based on margin improvement/deterioration. “Employee Expenses”, “D&A”, and “Other
Operating Expenses” are shown using actual differences from the same period of the previous year.

2. Others Operating Expenses includes Other Operating Income, Other Operating Expenses, and Share of the Profit on Investments Accounted for Using the Equity Method in addition to Other in Operating Expenses



Quarterly Revenue Trends

Q2 and Q3 have consistently been our strongest quarters, and this trend continues this year
After Q2, the quarterly Revenue recovered to the pre-Covid-19 (FY6/2019) level

Revenue growth of both segments turned into positive YoY due to a material increase in Q4 YoY

Revenue (12 Months)®)

Quarterly Revenue Trends — By Segment(?)

Consolidated (IFRS)
(JPY in Millions)

Consolidated (IFRS)
(JPY in Millions) YOY Growth  Total:

(Actual) Overseas:
Japan & Korea:
YoY Growth Actual
! +39 | constant Fx®
QS v V
41,894 41,270 12,072
’ 11,792 ’
Overseas 9,221
(ex-Korea) WAt 5300 [ 10,388
Overseas
(ex-Korea)
Japan
and - 9,811
Japan 9,433 v
+3%
Korea ’
Constant FSZ() Actual Q1 Q2 Q3 Q4
FY6/2020 FY6/2021 FY6/2019

Notes

-5% +1% -2% -23%
+0% +4% -6% -41%
-6% -0% -1% -17%

9,685

9,402

7,593
6,345

Q1 Q2 Q3 Q4
FY6/2020

1.  Revenue of each segment is shown using gross value including intersegment revenue. Please see the common footnote on p.2 for more detail.
2.  Please see the common footnote on p.2 for the calculation method and the significance of constant FX figures.

-8%
-17%
-5%

+0%
-3%
+2%

Actual  Constant
Fx@

12,068
2,321 10,070
2,571
9,558 9,789
7’220 7,5 19
a1 Q2 Q3 Q4
FY6/2021



Quarterly Operating Cost Trends

Q4 Outsourcing and Total Employee Expenses increased significantly due to the aforementioned reason

The increase in Total Employee Expenses is an initiative to increase internal capacity and reduce future
Outsourcing Expenses, but we anticipate no immediate change in this trend

Operating Cost (12 Months) Quarterly Operating Cost Trends
Consolidated (IFRS) Consolidated (IFRS) ~ YoY Growth Total OP Cost: -2% +1% +1% +47% -3% +3% +5% -26%
JPY in Milli JPY in Milli . wet iy
upYin wilions) upYinwilions) Outsourcing Exp:-13%  -4%  -10%  -27%  -13%  +23%  -1% % +38%.+
Yggun®
Others: -29%%?  -12% % -11%% -29% @ +0% -13% -5% -0%
YoY Growth Actual D&A: +103% "7 +102% " +100%"” +86% ©  +9% +8% +12% +4%
puEEE,y
) Employee Exp.: -1% +2% +0% -8% -1% +3% +5% % +27% %
+6% | w/oImpairment loss AT
Operating
Cost Total 40,874 11,792 12,072 11,885 11,784 11,939 12,068
37,813
5,280
smEmEEmEE: Revenue
> 359 e 10070 Actual
Panel 6.448 10,388 10,025
Expenses ! 9,882 YoY '267
9,097 Growth ©
Outsourcing 5,764 F ’
Expenses | 2212 i V7,718 +22%
Operating 0364 0263 9490 0313 | £5,280: 9,775 9,768 0,855 / w/o
’ N ’ » t .
Others® Cost Total g g 9,098 8,670 LrErs):Ig?g'lg;e sa1s Impairment
Panel 1755 1 680 ) 1732 1727 ofEGoodwiIEU 4 1,637 1,923 1,717 loss
DE&A [BIEE! Expenses 1,363 ' ’ — 1,596 ' i P 1488 1,31
Outsourcing 1644 1307 Tk ’ Y
Expenses 1327 ’ 1,694 5
Others®

Employee
Expenses EYSVA

D&A

Employee
Expenses

FY6/2020 FY6/2021

FY6/2019 FY6/2020 FY6/2021

Notes

1.  Others includes Other Operating Income, Other Operating Expenses, and Share of the Profit on Investments Accounted for using the Equity Method in addition to Other in Operating Expenses. For FY6/2020 Q4, the impairment Loss
Charge of Goodwill is illustrated in the figure separately.

2. MACROMILL, INC. and its consolidated subsidiaries implemented IFRS 16 Leases at the beginning of Q1 of FY6/2020. Under the former standard, IAS 17, lease payments for operating leases used to be expensed as rent, but under IFRS
16, the lessee recognizes the depreciation of right-of-use assets and interest costs for lease liabilities. As a result, with the adoption of IFRS 16, rents decrease while the depreciation of right-of-use assets increases, so EBITDA will rise.
The effects of the implementation of IFRS 16 were negligible on each line of our consolidated statements of operations, namely revenue, operating profit, profit before tax and profit for the period.



Quarterly Headcount Trends

To meet the recovery in client demand, we increased headcount in both business segments

In addition, building a new operations team structure to promote work-style reform in Japan is essential

80% of the headcount increase in Q4 in the Japan and Korea Business segment is new graduates (71 people)

Headcount(?) (As of the end of the Quarter)

Quarterly Headcount(? Trends — By Segment

Consolidated
(Person)

YoY
Variance

157

2,637
2,470 1
q

YoY
Variance
768
+79

YoY
Variance

Japan
P 1,781 s A 15 +88

Korea

Overseas
(ex-Korea) [

FY6/2020 FY6/2021

Note
1. Headcount figures do not include temporary employees

Consolidated YoY Variance Consl. Total: +188 +223 +155 +7 -13 -23 +68 +167
(Person) Overseas: +28 +72 +52 +16 -3 -15 +19 +79
Japan & Korea: +160 +151 +103 -9 -10 -8 +49 +88
2,637
2,463 2,464 2,504 2,445 2,470 2,451 2,481 2,513
2,276 2,281 2,290
768
731 713 689 716 732

Japan 1,765 1,781
and 1,622 1,629

Korea

Q1 Q2 Q3 Q4 Ql Q2 Q3 Q4 Q1 Q2 Q3 Q4

FY6/2019 FY6/2020 FY6/2021




Consolidated Statements of Financial Position (B/S)

Summary of Consolidated Statements of Financial Position

FY6/2021 B/S Commentary

IFRS
FY6/2020 FY6/2021

(IPY in Millions) (6/30/2020) (6/30/2021) Variance

Total Assets 77,150 84,041 6,890
Cash and Cash Equivalents 13,310 19,079 5,769
Trade and Other Receivables 7,524 9,515 1,990
Property, Plant and Equipment 4,114 2,703 (1,411)
Goodwill 41,541 41,701 160
Japan and Korea Business Segment 39,137 39,144 6
Overseas (ex-Korea) Business Segment 2,403 2,556 f1i58
Other Intangible Assets 7,241 6,948 (293)
Other Assets 3,418 4,093 675
Total Liabilities 46,414 51,107 4,693
Borrowings and Bonds 34,385 37,587 3,201
Current portion of Borrowings and Bonds 1,651 17,652 16,000
Long-term bowwoings and Bonds 32,733 19,934 (12,798)
Trade and Other Payables 3,066 4,266 1,199
Other Liabilities 8,962 9,254 291
Total Equity 30,736 32,933 2,197

m  Working capital:
- Accounts Receivable turnover 78.4 days
- Accounts Payable and Provision for panel points turnover 54.6 days

m Goodwill:
- Slight fluctuation is due to FX valuation

m Borrowings and Bonds
- Issued Domestic Straight Corporate Bonds totaling 15 billion yen in June 2021
(3-year bond in 5 billion yen and 5-year bond in 10 billion yen)
- 10 billion yen was allocated to some prepayment of existing bank loan in June
2021 and 5 billion yen was allocated to redeem the first bond (3-year bond)
maturing in July 2021

m Financing cost (excluding lease liabilities):
- Q4 average interest rate 0.81% (FY6/2020 Q4 0.89%)
& Borrowings 1.16%
4 Bonds 0.50%
- Credit rating (from R&l): BBB+ (Outlook: Stable)
- R&I has announced to maintain the credit rating in December 2020

m Leverage related (LTM base):
- Net Debt/EBITDA: 2.33x (FY6/2020 2.76x)
& Net Debt: 20,237 million yen
& LTM EBITDA: 8,680 million yen
- Interest Coverage Ratio:
-12.92x (FY6/2020 Q4 14.56x*)
(*excluding the impairment loss on goodwill recognized in the previous
fiscal year)

m Capital efficiency related (LTM base) :
- ROE: 9.94% (down 0.13pt YoY*)
(*excluding the impairment loss on goodwill recognized in the previous
fiscal year)




Consolidated Statements of Cash Flows (C/F)

Summary of Consolidated Statements of Cash Flows

IFRS
FY6/2021 Full Year C/F Commentary
Full Year
e FY6/2020 FY6/2021 m Cash flows from operating activities 6,023 (down 22% YoY )
n ilions,
- Increase in income before tax 4,879
Cash Flows from Operating Activities 7,785 6,023 . . .
- Impairment loss recognized in FY6/2020 5,280
Profit (Loss) before Tax 8 4,887 . .
— — - Decrease due to net of an increase in
Depreciation and Amortization 2,783 3,016 accounts receivable and accounts payables
Impairment Loss 5,280 - in line with higher sales 1,851
Finance Income and Costs 388 474 . X .
- - — m Cash flows from investing activities -1,133 (down 47% YoY)
Change in Working Capital 994 (856) ] h . 20
others® 572 143 - D'ecr('ease in capex such as IT mvestmeths . -7
Sub Total 10,027 7,665 - Dlsm'ls's ’of settlement'of deferred consideration for
acquisition of US subsidiary in FY6/2020 -279
Interest and Dividends Received 12 14
Interest Paid (295) (237) ®m Free cash flows 5,128 (down 13% YoY)
Income Taxes Paid (1,958) (1,418) . . L .
m Cash flows from financing activities 631 (2,395 spending YoY)
Cash Flows from Investing Activities (2,157) (1,133) - Increase in early repayment of bank loan 10,000
Capex” (1,922) (1,142) - Increase in issuance of Straight Corporate Bonds 14,939
Acquisition of Subsidiaries (279) - - Increase in purchase of treasury stocks 727
Others®? 44 )
®m Increase in cash and cash equivalents 5,769
Free Cash Flows® 5,923 5,128
Cash Flows form Financing Activities (2,395) 631
IFRS
Proceeds from Borrowings and Bonds® 273 14,990
Repayment of Borrowings® (1,651) (11,652) Full Year
Repayment of Lease Liabilities (1,290) (1,302) FY6/2020 FY6/2021
Proceeds from Issue of Shares 155 27
Proceeds from share issuance to non-controlling shareholders 850 - Increase/(decrease) in Cash Equivalents 3,232 5,521
Purchase of treasury stock — (727) Cash and Cash Equivalents at the beginning of the period 10,102 13,310
Others®? (732) (703) Effect of Exchange Rate Changes on Cash and Cash Equivalents (24) 247
Cash and Cash Equivalents at the end of the period 13,310 19,079
Notes
1.  The sum of Decrease (Increase) in Trade and Other Receivables and Increase (Decrease) in Trade and Other Payables
2. Othersin Cash Flows from Operating Activities are the sum of Share of the Profit or Loss on Investments Accounted for
using the Equity Method and Other. Others in Cash Flows from Investing Activities are the sum of Proceeds from
the sale of property, plant and equipment, Proceeds from Sale of Investments and Other.
Others in Cash Flows from Financing Activities are the sum of Dividends paid, Dividends Paid to Non-controlling Interests and Other.
3. The sum of Purchase of Property, Plant and Equipment and Purchase of Intangible Assets
4.  Free cash flow = Cash flows from operating activities % cash flows from investing activities - interest paid
5. The sum of Long-term Borrowings and Short-term Borrowings




FY6/2021 Results: % of Achievement vs. Guidance

Both Revenue and Profits overachieved the upwardly revised guidance in Q3

The paycheck protection subsidies for Covid-19 were the main reasons for the overshoots in profits

Total shareholder return hit 46.8% due to increase in dividend (JPY 13.0/Share) and JPY 800M share buyback

FY6/2021 Actual vs. FY6/2021 Revised Guidance (Disclosed May 13, 2021)

Consolidated (IFRS) HI Pa . P : FY6/2021
S : 1 Paycheck protection rogressive . . )
(JPY in Millions) ff subsidies for Covid-19 Revised Guidance
Q1 QZ Q3 vaul Rate (YoY Growth)

Revenue

43,175 101.6+ 42,500

(YoY +3.0%)

(Revised Guidance FX (1) 43,100 101.4%)

EBITDA

8,680 109.9- 7,900

(YoY -8.7%)

opP

| 5362 114.1% 470

YoY +1,084.0%
( ) )

(Revised Guidance FX) 5,353 113.9%)

Profit attributable

2,822 122.7% 2,300

to
Owners of the
Parent (YoY n/m)
(Revised Guidance FX\!) 2,814 122.4%)
R .
Note 100% Adjusted Numbers Amount of adjustment (%) =
1.  Company revised guidance for FY6/2021 are based on FX rate of 1Euro = JPY 126.40 = EBITDA: 8,339 341 (3.9%)
and 1KRW = JPY 0.0935 . OP: 5,021 341 (6.4%)
2. The ratio of the paycheck protection subsidies to each unadjusted profits . Net Income®: 2,495 327 (11.6%)

3. Profit Attributable to Owners of the Parent

B Revenue “Exceeded expectation”

- Both Segments achieved the
guidance assumptions

m EBITDA/Operating Profit/ Profit
Attributable to Owners of the
Parent: “Outperformed expectation”

- In addition to revenue, costs
were in-line with expectation

- Covid-19 related subsidies of JPY
340 million in Oversea Business
Segment contributed to the
outperformance of profit

m FX: “Slightly tailwind”

- JPY is weaker against Euro and
KRW than the guidance rate




FY6/2022 Guidance

Close to 10% Revenue growth is anticipated with continued recovery of strong client demand in global bases

Aim to achieve positive OP & Net Income(?) growth on an adjusted basis (excl. paycheck protection subsidies)

Due to the completion of the share buyback program, we anticipate double-digit growth in EPS(2)

FY6/2022 Guidance Main premises
Consolidated (IFRS) FY6/2021 I Fv6/2022 | Nominal Base ! Adjusted Base -
(PYin Millions) FY6/2021 Fv6/2021 | Fvej2022 | 1 I m Revenue
Actual Adjusted | Forecast : Variance YoY Growth | Variance YoY Growth 1 - Even though some prOdUCtS may Continue to be
(a) o V@ e /) 1 (cn) (/o) 0 -
: - 1 : affected by Covid-19, the demand recovery of main
! duct, online survey, is expected. In addition
1 1 ol o/ 1 proauct, Y, p 0 ’
Revenue 43,175 43'175| 47,400 : +4,225 +9.8% 1 +4,225 +9.8% 1 revenue is expected to grow in new businesses
1 1 1
[ 1 1 1 ; :
ERITDA 8,680 83391 7,900 : (780) (9.0%)1 (439) (5.3%)! m EBITDA, Operating Profit and Net Income
1 i 1 1 - Outsourcing and employee expenses are expected
I 1 I 1 to increase faster than revenue growth. Although
Operating Profit 5,362 5,021 : 5,100 : (263) (4.9%)1 +79 +1.6% : we continue to hire to deal with capacity shortage,
1 I : i it takes some time to ensure enough resources
Profit attributable to 2,822 2494] 2,700 : (122) @3%)1  +205  +8.2% | - The office rent related costs are expected to
owners of the parent [ 1 1 I decrease by total of JPY 400 million with JPY 180
- 1 | - million reduction of annual office rent from FY2022
(Per Share Data) I ! 1 I and JPY 220 miII‘ion one-off cost in_curred in FY2021
: 1 : ; due to cancellation of a part of office
EPs™) (Yen) +70.08 +61.96] +68.47 ! (1.61) (23%) +6.51 +10.5% 1 - The profit is still expected to decrease since the
: i : : increase in outsourcing and employee expenses is
Divident per share (Yen) 2300  +13.00) +16.001 +3.00  +231%! +3.00 +23.1% | greater than the decrease in office rent
1 1 ]
: : I
1 ..
(FX Assumptions) 1 1 m Dividend per share
: 1 - EPSis expected to grow at a double-digit pace,
IPY/EUR ~ {Ven) Ll -1 130.00 : exceeding the growth of net income, due to the
: 1 share buyback in FY2021
JPY/KRW  (Yen) 0.0940 - : 0.0960 : - Interim dividend is newly planned in FY2022.
[ I 1 JPY 8.0 per share is planned in 1H and 2H,
respectively (3.0 yen increase in dividend which is
Note 1.0 yen higher than the conventional pace)
1. Basic Earnings per Share

2. Profit Attributable to Owners of the Parent



FY6/2022 Guidance: Half year Breakdown

Guidance and YoY Growth Rate (* Growth rate and commentary are after adjusting paycheck protection subsidies)

47.4bn JPY 23.3bn JPY 24.1bn JPY

(YoY Growth +9.8%) (YoY Growth +10.8%) : (YoY Growth +8.9%)

Revenue

EBITDA 7.9bn JPY 3.4bn JPY 4.5bn JPY

(YoY Growth -5.3%) (YoY Growth -21.1%) : (YoY Growth +11.7%)

op 5.1bn JPY 2.0bn JPY 3.1bn JPY

(YoY Growth +1.6%) (YoY Growth -29.2%) : (YoY Growth +41.2%)
Net 2.7bn JPY 0.9bn JPY 1.8bn JPY
Income(?) (YoY Growth +8.2%) (YoY Growth -32.1%) : (YoY Growth +53.9%)
® Revenue

- Revenue in both 1H and 2H are expected to grow. Some businesses such as off-line survey business may continue to struggle with Covid-19, but the revenue
from online survey and digital businesses are expected to increase as well as revenue from new businesses

m EBITDA/OP/Net Income
- Expense assumptions

& Outsourcing and Panel expenses: outsourcing expenses are expected to grow faster than revenue growth since the capacity shortage will not be
resolved in 1H. Outsourcing expense ratio is expected to improve in FY23 and onwards though it is expected to improve gradually from 2H in FY22

& Total employee expenses: the number of employees is expected to increase due to hiring for resolving capacity shortage issue and accelerating new
businesses
- EBITDA/OP/Net Income assumption

& EBITDA/OP/Net Income are assumed to decrease in 1H due to outsourcing and employee expenses in 1H but they are expected to improve
significantly in 2H as investment in capacity will start to pay off

Note
1. Profit Attributable to Owners of Parent



Capital Allocation

“Growth investment” remains our top priority going forward

Both “Debt Repayment” and “Shareholder Return” are set at the same priority level ( = Enhance

shareholder return)

Maintain the dividend increase momentum to achieve 20 - 30% of the Consolidated Dividend Payout Ratio,

and conduct share buyback in a timely manner

Priority in Capital Allocation

GrOWth E EEEEEEEEEEEEETRN
Investment

Balance Debt Repayment and Shareholder Return
to pursue Continuous Growth

Shareholder

Debt

Repayment < Return
The same "
™ iorit 0.
: priority 0,.
~ Specific plan for “Debt Repayment” 1

B Repay existing debt as planned, and aim to control the
leverage ratio within the target level (Net Debt / EBITDA
ratio target: 2.0x — 2.5x)

m The Group will not actively pursue a net-cash position
after reaching the target leverage ratio

~ Specific plan for “Growth Investment”

®  Growth Investment remains our Top Priority

m Strategic up-front investment in talent is in progress

\

~ Specific plan for “Shareholder Return”

m Setting shareholder return and debt repayment at the
same priority
- Maintain the dividend increase momentum, and

aim to achieve 20 - 30% dividend payout ratio at the
consolidated level

® Conduct share buyback in a timely manner based on the
stock price level if there are cash surpluses




Japan and Korea Business

Segment Update



FY6/2021: Segment Performance Summary

Q4 Revenue increased significantly YoY and YTD Revenue growth turned to positive YoY

The decrease in OP continued due to increase in outsourcing expense and investment in talent to meet
rapid recovery of client demand

Segment Revenue (12 Months)

Quarterly Segment Revenue Trends

(JPY in Millions)

33,147 33,05 el 34,088
=3 Korea

Japan

29,447 29,447

Constant FX Actual
FY6/2020 FY6/2021

Segment EBITDA and Profit (12 Months)

YoY Growth Actual (PYiin Millions)  yoy Growth

Constant
FX

+1%

Actual: -6% -0% -1% -17% -5% +2%
ConstantFX:  -5% +1% 1% -17% 5%  +2% +1%
0,433 9,811 9,402 9,685 9,558 9,789

8,105

m
7,220

7,593
| 693 |

FY6/2021

FY6/2019

Quarterly Segment EBITDA and Profit Trends

FY6/2020

(JPY in Millions) (JPY'in Millions) yoY Growth  EBITDA: -3% +8%  +6% -36% -14% 2%
EBITD_A 2420  24.20 YoY Growth (Actual Base) Segment Profit:  -24% -4% 6% -101% -25% 6%  -6%
Margln ---——-—M-S%
i CYS Actual 31.1% 31.1%
28.8% 28.8%
-4 Constant ggITDA
FX Margin
20.2%
8,024 8006 =3 7660 EBITDA

Segment
Profit

Constant FX Actual

FY6/2020

FY6/2021

D&A,

8.0%

600

4

1% (R -16%]
n/m -n/m

D&A, etc.

§ Segment Profit

/ Loss

FY6/2020 FY6/2021

FY6/2019



FY6/2021: Japan Business - Summary

&

Despite the partial Offline service suspension due to the redeclaration of the State of Emergency in Japan,
Q4 Revenue achieved double-digit growth led by the growth of Online research and Digital revenue

Based on that, Full-Year Revenue turned into positive growth

Japan Revenue (12 Months)

Quarterly Japan Revenue Trends

(JPY in Millions) (JPY in Millions) YoY Growth Japan Total: -4% +0% 1% 18% 7% 1% 1%
ﬂ Non-Digital: -10% -4% -5% -17% -7% -2% +0%
YoY Growth Actual Digital: +50% +27% +20% -19% -5% +5% +3%
20447 =9 29,978 Japan Total
9,070 8,955 0,017

24,796 Online,
Offline
& Database,
etc.

N/A 4,828 Digital
Constant FX | Actual Actual
FY6/2020 FY6/2021

~ Our Growth Driver: “Digital” Revenue

“AccessMill”

who share cookie information or mobile ad ID.

7,864

7,164
Japan Total

Online,
Offline

& Database,
etc.

Digital

FY6/2021

FY6/2020

FY6/2019

® Vast majority of our “Digital” Revenue in Japan comes from two solution sets, “AccessMill” and “DMP Solution”. Brief summary of each solution below:

- Avresearch service that provides targeted research based on actual log data from online -
advertisement exposures or a specific website visitor based on the log data of Macromill panels

“DMP Solution”

Support for building Data Management Platform (DMP), link data with DMP by providing
demographic information, conducting surveys, and other information on Macromill panels
synchronized with customer IDs in a corporate DMP or users in an advertising agency DMP.




M
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FY6/2021 : Korea Business Summary 9

Achieved the double-digit Revenue growth in Full-Year base led by the shift from Offline Research to
Online Research

Korea Revenue (12 Months) Quarterly Korea Revenue Trends
(JPY in Millions) vovorowth PR A (JPY in Millons) Yoy Growth Actual: 27% 4% 2% -14%  +15%  +18%  +6%
7} Actual Constant FX®  -20% +5%  +5% 8%  +17%  +18% -0%

I constant FX®

Constant
+11% FX(1)

4,127

4

1,844

1,498 1,489

946 952

Korea o 855

Korea

Constant F)'(l) Actual
FY6/2020 FY6/2021

~ Q4 Korea Business Performance Commentary

m  Some of the employees were infected with Covid-19 in Q4 which partially closed the office for three weeks, and Q4 Revenue growth
remained in single-digit YoY

®  However, we have continuously achieved over 20% growth in Online Research in both Q4 and YTD with our clear competitive advantage.
As the shift from Offline Research to Online Research accelerates, we captured the business opportunity and grew in the Korean market

m  The Macromill Group is the only research company that owns a proprietary consumer panel in Korea. We aim to further expand digital
Revenue by leveraging this asset. We are preparing to launch a new purchase data service similar to the Japan purchase panel, QPR

m  Digital will continue to be our growth driver this year and beyond, including expansion of new digital services around our panel data

FY6/2021

FY6/2019 FY6/2020

Notes

1.  Please refer to the common footnotes on p.2 for the calculation method of the Constant FX and its significance

2. The Macromill Group's business entity in Korea, Macromill Embrain shifted a part of the Revenue, from which Macromill Group has recorded in FY6/2019 Q4 at the consolidated level, to FY6/2020 Q1 as a result of the discussion for the
listing on the KOSDAQ market of Korea Exchange in July 2020 with an auditory corporation. As a result, please be aware that the Group consolidated financial disclosure and Embrain's financial disclosure has some misalignment of
timing between the concerned quarters.



Overseas (ex-Korea) Business

Segment Update



FY6/2021 : Segment Performance Summary =1 I

Q4 standalone Revenue recovered significantly, and the YTD Revenue turned to positive growth YoY

Further OP recovery continues, bolstered by approx. 300M JPY paycheck protection subsidies in Q4

Segment Revenue (12 Months) Quarterly Segment Revenue Trends
(JPY in Milions) (JPYin Millions)  yoy Growth Actual: W0%  +4% 6%  -41%  -17% 3%  +8%
YoY Growth EENIYE Actual
Constant FX: +8% +12%  -2%  -38% -20%  -6% +1%

Constant
FX

9,221 2,571
8,882 ¢ 2,502 ’
8,380 _———y 2,419
L B v
H Europe

uUs

Actual

Constant FX

FY6/2020 FY6/2021 FY6/2019 FY6/2020 FY6/2021
Segment EBITDA and Profit (12 Months) Quarterly Segment EBITDA and Profit Trends
(JPY in Millions) 11.1%  YoY Growth (JPY in Millions) YoY Growth  EBITDA: +7%  +44%  -51% -185%  -83%  -30%  +13% WA
EBITDA L. _990, B o B 0 _CEo
Margin / +58% et (ACtUaI BaSe) Segment Profit: -22% +32% 100% n/m 193% 55% +83% n/m

7.7%

Constant

FX

0
EBITDAMargin 122% 190  ‘4%% 131y 9% 10.7%
1,020 EBITDA \/\%%/’-\75% 7.8%
1 \/9;ry\/\ 2-7%/.\./5%
o 7.8%

;
7.4% 6.2% 519% 5.8% 3.6% 525 EBITDA

D&A, etc. 326 372 0.0% 0.0%
283 258 26 304 259 D&A, etc.
110 s [ 108 | 169 176 161 182
Segment Profit/Loss B 52 Segment Profit
; ! o [Loss
(35) FY6/2021 Q1 Q2 Q3 Q4 Q1 Q2 Q3
\ FY6/2019 FY6/2020
367 h
(5,315) e
(5,647)

FY6/2020



FY6/2021 : US Business Summary

Similar to the entire Overseas segment performance, Q4 US Revenue recovered significantly YoY, and the
YTD Revenue turned to positive growth

The result was supported by share of wallet expansion in existing clients and the enhanced approach in

strategic accounts

US Revenue (12 Months)

Quarterly US Revenue Trends

(JPY in Millions) (PY'in Millions) yoy Growth  Actual: -5% +4% 9% -37%  -19%  +1%  +4%
YoY Growth (Rl Actual -1 actual Constant FXW: +3%  +11% 5% -34% 2% 1% 2%

l Constant
'0% FX®)

4,263 4,246

———y

us

1
Constant FX( ' Actual

FY6/2020 FY6/2021

I constant FX®

1,233 1,271
1,166 1,213 66 1,254
1,140 1,112 1,1

-
I

1,1801,199 1,121

1,120
1

Q1 Q2 Q3 Q2 Q3 Q2 Q3
FY6/2019 FY6/2020 FY6/2021

— Q4 YTD US Business Commentary

m Q4 Revenue recovered significantly YoY. It was -9%(CFX) in Q3, but YTD Revenue turned to positive growth YoY

m  The US YTD Revenue is at a similar level to the previous year, and some industries are still affected by Covid-19
Compared to the pre-Covid-19 performance, the US business is in the recovery phase

B Revenue in some strategic accounts has exceeded YoY and share of wallet expansion continues

Note

1.  Please refer to the common footnotes on p.2 for the calculation method of the Constant FX and its significance



FY6/2021 : Europe Business - Summary 0

Q4 Revenue significantly recovered to the pre-Covid-19 level and YTD Revenue turned to positive growth YoY

Winning cross-regional and global mandates supported this recovery

Europe Revenue (12 Months) Quarterly Europe Revenue Trends
e (JPY'in Millions) - yoy Growth Actual: +2% 1% -19%  -41%  -20% -10% +17% +82%
YoY Growth +10% Actual "1 Actual Constant FX(:  +11% 6% e o 20 0% s o
Constant I constant FX®
+4% | o)

3,513

3,380 1

1,045 1,051 1,042

977 995 949 995 9? 969 964
362 876 [ - T 881 ==
1 1 ! -

Europe

(1)
Constant FX Actual Q2 Q3 Q2 Q3 Q2 Q3

FY€/2020 FY6/2021 FY6/2019 FY6/2020 FY6/2021

— Q4 YTD Europe Business Performance Commentary
m Q4 Revenue significantly recovered to a level comparable to the pre-Covid-19 level

m  The UK recovery led the Revenue growth of Europe Business

B Asaresult, YTD Revenue turned to +4% growth versus -9% (CFX) YoY in Q3

m Food and FMCG industries are in a growth trend and winning global competitions in some strategic accounts led this recovery

Note
1.  Please refer to the common footnotes on p.2 for the calculation method of the Constant FX and its significance



FY6/2021 : ROW Business - Summary &

Q4 Revenue significantly recovered beyond the pre-Covid-19 level and achieved double-digit growth YTD

Global expansion from winning mandates led Q4 Revenue growth recovery

ROW Revenue (12 Months) Quarterly ROW Revenue Trends
(IPY in Millions) (JPYin Millions) yoY Growth Actual: +15%  +25% +60% 57% -4% -1% 2% +274%
"1 Actual Constant FX @: +24%  +33% +66% -55% 7% -4% -7% +234%

M constant Fx @

YoY Growth EEPATE Actual

Constant
l +18% FX(@)

/ 1,463
430

406

ROW® 272 277 299305 - 2 | ROW®
(ROW, F | o : : | : ' : (ROW,
Rest of the World) ! Rest of
the World)

(2)
Constant FX Actual

FY6/2020 FY6/2021

FY6/2019 FY6/2020 FY6/2021

— Q4 YTD ROW Business Performance Commentary

® Q4 Revenue recovered beyond the pre-Covid-19 level due to global expansion from winning mandates as well as share of wallet
expansion with FMCG clients

m The Q4 recovery turned the YTD Revenue to +18% positive growth. The YTD Revenue was -6% YoY in Q3
m The outlook forecast is a continuous recovery trend, and enhancing research operation talents through our integration in India

Notes
1. ROW consists of subsidiaries in Latin America, Middle East and Asian sales territories, excluding Japan and Korea
2. Please refer to the common footnotes on p.2 for the calculation method of the Constant FX and its significance



Mid-Term Business Plan
(up to FY6/2024 for 3 years)

& FY6/2022 Guidance



Revenue

Profits

Leverage

Shareholder
Return

FY6/2021 (Actual)

Revenue JPY 43 . 1bn

OP Margin 12%

Consolidated ROE(?) 9 - 9%

27

New MTBP Target FY6/2024 (in 3 years)

Revenue JPY 57 . Obn
Implied Annual Growth Rate: 9.7% (3Y CAGR)

> OP Margin 15%

1 Consolidated ROE(1) 10% +

Credit Rating (R&I) Net Debt/EBITDA Maintain credit rating Net Debt/EBITDA
BBB'I' (Stable) 2.3)( 1 BBB+ or higher Z.OX = 2.5X
Consolidated dividend h B k Consolidated dividend
payout ratio Share Buybac NSO payout ratio + Share Buyback
Vs . .
18.14 ey 0. 8bn[ > 39 . ] 205~30 in a timely manner



Mid-Term Business Plan (Cont’): Establishing New Vision

In advance of MTBP update, we renewed our corporate vision based on future outlook of

surrounding business environment

Going forward, we will pursue further business growth with the new group vision, "Build your

Data Culture"

New Macromill Group Vision

MACROMILL KA
GROUP I

Mission is to create innovative data and insights
__hat drive clients’ smarter decxsmns

jto solve today's marketmg challenges
‘and support business success.

Mission

Our Mission is to create innovative data and insights
that drive clients’ smarter decisions.

We focus on creating an environment where
employees can maximize their potential while
building a profitable and valuable company.

New Vision

Build your Data Culture

We aspire to be the driving force

in helping our clients build data cultures

by utilizing our data-native approach to solve today’s
marketing challenges and support business success.




Mid-Term Business Plan (Cont’)

The trends until FY6/2024 for Revenue, Operating Profit, and OP Margin are anticipated as below

For the Japan business, we aim to achieve the target with the mixture of "Research Business" and "Digital
and Other New Business" described on the next page

Anticipated Consolidated Revenue Trend Anticipated Consolidated Operating Profit (OP) and OP Margin Trend

(JPY in Billions) 3YearCAGR  (JPY in Billions)
during the MTBP

+9.7°o
15.0%

5 7 e 0 Consolidated 13.8%

OP Margin

Consolidated 43.1

Revenue 41.3
Consolidated
Operating Profit 5.7
Korea m Korea (1)
5.0
Japan Japan
.0) 0.0)
FY6/2020 FY6/2021 FY6/2022 FY6/2023 FY6/2024 FY6/2020 FY6/2021 FY6/2022 FY6/2023 FY6/2024
Note

1.  FY6/2021 Consolidated OP Margin, Consolidated OP and its breakdown are adjusted base, excluding the impact of paycheck protection subsidies related to Covid-19



Japan Business: Outlook for Next 3 Years o

Aim to achieve target Revenue with higher growth in "Digital and Other New Business"
and maintain stable growth in "Research Business" co-working with all group companies in Japan

Japan Business Breakdown

. DENTSU H. M.
Business MACROM ILL Kz + MACROMILL Rz + MARKETING + other consolidated
L. a Macromill Group company ZN INSIGHT ZN RESEARCH KN
Entltles a Macromill Group company aMacromill Group company su bSidIarles
(Joint venture with Dentsu) (Joint venture with Hakuhodo)
4 N
B Online Research Business (Market share 32%, 1%t position) W Digital Business
R B Conventional Research Business (Market share 10%+) B Data Utilization Support (Data Consulting)
Classification
B Database business: Purchase data (QPR, MHS, etc.) sales, etc. B Other new business (Life Science, Southeast Asia, etc.)
\ J

Target
Growth
Rate

Annual Growth Rate: 0% (3Y CAGR) Annual Growth Rate: 20% (3Y CAGR)

Ta rget Composition Ratio Composition Ratio
in Consl. Revenue in Consl. Revenue
Revenue FY6/2021 JPY 24.1bn EEmp JpY 28.5un (56% = 50%) FY6/2021 JPY 5.8 bn EEEp JpPY 10.0on (13% = 18%)

in FY6/2024

Note
1. FGI: Focus Group Interview; DI: Depth Interview; CLT: Central Location Test; HUT: Home Use Test (For more information, please refer to solution portfolio page in Appendix)



4

Overseas Business: Outlook for Next 3 Years @0

Regarding the Overseas business, we aim to demonstrate its strength corresponding to each market

As a result, we aim to achieve the following target growth rate and Revenue, respectively

Business
Entities

Market size
and Market
growth®

Market
position
and
strength

Target
Growth
Rate

Target
Revenue
in FY6/2024

Note

Korea Business

Overseas (ex-Korea) Business

EMBRAIN A
a Macromill Group company ZN

METRIXLAB RA
a Macromill Group company ZN

B Market size: Total JPY 55.0bn / Online Research JPY 18.2bn
B Growth rate (5Y CAGR): Total 1.4% / Online Research 5.6%

B Market size: Total USD 46.5bn / Online Research USD 20.2bn
B Growth rate (5Y CAGR): Total 1.2% / Online Research 10.8%

B No.1 in Korean Online Research Market
- Continue to leverage the strengths of Online and Digital

B Moved up to 4" place in overall Marketing Research

B Disruptor/ Challenger against the Big 4 firms
- Capable of competing for global client shares even as an
emerging player

B Market share is still limited in outside of Japan and Korea

Annual Growth Rate: 16% (3Y CAGR)

Composition Ratio
in Consl. Revenue

FY6/2021 JPY 4.1bn =y jpy 6.50bn (10% = 11%)

1. Market size in 2019, Market growth rate (5Y CAGR) between 2014 and 2019 (Source: ESOMAR, Global Market Research (2020/9, 2019/9, 2015/9)); FX Assumption 1 USD = JPY 110 and 1KRW = 0.0940




Outlook for Expenses and Profits

The increasing pace of Operating Expenses slows after building a new operations team structure

Aim to expand OP Margin by achieving Revenue increase at a faster pace than Operating Expenses
increase (Operating leverage)

Anticipated steps to expand OP Margin

Increase Outsourcing Expenses and Total
15t Step Material Increase Material Increase Employee Expenses to build a new operations
team structure for demand growth, etc.
A4
M Utilize internal capacity from Total Employee
2nd Increase slower than Material | Expense increase and suppress the pace
Step Revenue growth AL LIS A of Outsourcing Expenses increase
(Note: Total Employee Expenses will continue to increase as the increase in Total
Employee Expenses in the previous year will make a full contribution)
N4
A4
d Increase slower than Increase slower than AR G increase of Total Employee Expenses
3 Step R th R th to ensure the pace is slower than the Revenue
Sl LS e SIS 3 eh growth by achieving the following initiatives

Initiatives to decrease Operating Expenses

Higher quality in deliver Increase internal capacit Improve workflow and
gherq y y pacity productivity by automation
) N/ N/ N/ ’
( v Vv \Y4 N\
Rebuilding the value chain




Build your Data Culture

DATA &
INSIGHTS

Macromill discloses approaches and me
to utilize diverse data and a point'ef d@w of
thinking about the value of marketmg resgafch

< [FREE] Market research report: Market research report (Self-study report) conducted by
Macromill, analysis report, and know-how book are available for free (1apanese only)

MACROMILL KA
£

a Macromill Group company

o

Macromill discloses a weekly fixed-point study data
conducted through an internet survey. It delivers

MaCFOITlI” WEEHU Index consumers' behavioral trends, economic trends, and more

) A related to the latest consumers' real circumstances with
| . -
[ timely data disclosure.
S * g =
/Mwwmllwnny Index ( Macromill Weekly Index ASIA )
- L Z
BEEXN 7% TITSHETF—%
| ~ A
®
~ : p4 t e : . o
s % ° 3 o o o—*
| =
L 4
- =

Macromill Weekly Index, fixed-point survey data is referred to in "Documents for Cabinet Committee on Monthly
Economic Report and Other Relative Issues" provided by the Cabinet Office. (Japanese only)


https://www.macromill.com/data_and_insights/
https://www.macromill.com/data_and_insights/weeklyindex_asia/
https://www.macromill.com/data_and_insights/weeklyindex/
https://www.macromill.com/contact/ja/reports.php
https://www.macromill.com/press/info/20201110.html
https://www.macromill.com/data_and_insights/
https://www.macromill.com/data_and_insights/
https://www.macromill.com/data_and_insights/

Appendix

i. FY6/2021 Full Year Financial Results & FY6/2022 Guidance Supplemental Material
ii. Historical Revenue Trends, Market Size and our Mid-term Business Plan

ii. Summary of our Company



FY6/2021: Net Income™ Waterfall Chart

The trend is in line with OP, excluding the Impairment loss of Goodwill

[ Full Year (12 Months) ]

Due to refinancing activity through Straight Bond issuance, related cost and early redemption cost were
recognized. As a result, the amount of finance cost reduction is limited compared to the last fiscal year

Profit Attributable to Owners of the Parent Waterfall Analysis — FY6/2020 vs. FY6/2021

Consolidated (IFRS)

Constant
FX

(JPY in Millions)
YoY Growth Actual
Impairment 20
Loss Charge 225 - o
of Goodwill 186 s 10A’
..................... 18
"""""""""" =) 226
I e e
1 1 514
| |
| |
FY6/2020 1 1
Profit | 3148 4
Attribute to 1 1
Owner of the I
Parent I
Actual 5,280 I 1
| |
@ @ @ @
Pro-forma Profit Changein Operating Finance Cost FX Gain Changein Others FY6/2021
Attributable to Tax Rates Profit (OP) Reduction Minority Profit
Owners Expansion Interest Attributable to
of the Parent / (Decrease) Owners of the
FY6/2020 Parent
Actual Actual

Net
Margin

Notes
1.  Profit Attributable to Owners of the Parent
2. Figures including Tax effect




Historical Goodwill Trends by Segment

‘ Reprint ‘

Recognized impairment loss of goodwill in the Overseas (ex-Korea) Business Segment in FY6/2020 Q4

Given the size of loss of goodwill, the risk of additional impairment is minimal

Japan and Korea Business Segment - Historical trends of the goodwill amount

Consolidated (IFRS)
(JPY in Millions) From the

Consolidation of
H.M. Marketing Research

execution of LBO 38,815 38,815 38,815 38,908 39,072 39,137 FY6/2019 FY6/2020
Composition
Ratio
(v) 0,
(in Consolidated 83% 94%
Total Amount)
Allowance for
) reqognizing
impairment loss -68.0% -41.8%
(Trigger threshold
vs. Est. Future CF)
Initial Book Value FY6/2015 FY6/2016 FY6/2017 FY6/2018 FY6/2019 FY6/2020
Overseas (ex-Korea) Business Segment - Historical trends of the goodwill amount
Consolidated (IFRS) 1™~ Armount of the |
(IPYin Millions) i_ impairment loss !
"""""""" o FY6/2019 FY6/2020
From Consolidation of
MetrixLab Acturus
acquisition Composition
12,100 Ratio
0, 0,
(in Consolidated 17% 6%
¢ 04 Total Amount)
7,252 ’ 7,813
6,475 ===
! | Allowance for
(o recognizing
| 2,403 i impairment loss -32.2% n/a
(Trigger threshold
vs. Est. Future CF)
Initial Book Value FYe/2015 FYe/2016 FYe/2017 FY6/2018 FY6,/2019 FY6/2020
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Historical Trends - Global Market vs. Our Revenue

m Global Marketing Research Market growth is led by Online Marketing Research Market growth
B Macromill Group's revenue growth exceeds overall market growth

Market Trends — Global Marketing Research Market

Revenue Trends — Macromill Consolidated Group All

ESOMAR® Consolidated (IFRS)
(USD in Millions) (JPY in Billions)
YoY Growth Total: +1% +0% +3% +3% -2% YoY Growth Consolidated +9% +13% +11% -7% +5%
Other: -3% -10% +1% -0% -7% Overseas +5% +29% +2% -11% +10%
Online: +12% +23% +6% +9% +6% Japan & Korea +11% +9% +13% -6% +3%
44%
41% 5Y CAGR SY CAGR
44.2
Research 40.0 41.2
Market Total
35.5 = +6.3%
] Consolidated
@)
Penetration Overseas 7.1
-3.9% (ex-Korea) 6.7
Business
Other Segment
Research
(Offline, etc.)
35.0
Japan and 30.9 +5.7%
Korea
Business
+10.8% Segment
Online®
Research
Market
2014 2015 2016 2017 2018 2019 FY6/2016 FY6/2017 FY6/2018 FY6/2019 FY6/2020 FY6/2021
Notes

1.  Source: ESOMAR, Global Market Research (9/2020, 9/2019)

2. Online quantitative marketing research only, not including online qualitative marketing research
3. Revenue of each segment is shown using gross value including intersegment revenue, and the total amount of revenue of both segments does not match the consolidated revenue (the difference is intersegment revenue)



Historical Trends — Japanese Market vs. Revenue in Japan

m Overall Japan marketing research market growth of 3.2% (5Y CAGR)

B  Macromill Japan revenue growth exceeds that of the overall marketing research growth in Japan, strongly
driven by Digital revenue which is a growth driver for Macromill Japan

Market Trends — Japanese Marketing Research Market

Revenue Trends — Macromill Group Revenue in Japan

JMRA®
(JPY in Billions)
YoY Growth Total: +8% +2% +2% +5%
Others:  +9% +1% +1% +3%
Online:  +6% +4% +5% +8%
229.1
219.0
. 209.9 214.7
Marketing
Research  194.7
Market Total
153.0
148.5
Other 145.4 147.5
Marketing | 134.0
Research

Online
Research
Market

Macromill
Market Share
(Online Mkt)@

2015 2016 2017 2018 2019

Notes

-4%
-9%
+6%

220.2

139.5

2020

5Y CAGR

+1.5%

+6.5%

Consolidated (IFRS)

(JPY in Billions)
YoY Growth Japan Total: +10% +7% +13% -5% +2%
Others: +7% +4% +8% -8% +1%
Digital: +63% +47% +59% +16% +7%

MACROMILL RA

a Macromill Group company 27.4

Japan
Total

Others
(Online,
Offline &
Database,
etc.)

Digital

FY6/2016

FY6/2017 FY6/2018 FY6/2019

FY6/2020

FY6/2021

1.  Source: Japan Marketing Research Association (JMRA) - Management statistics (2021/6) The Ad-hoc internet survey is described as Ad-hoc Online

2. Macromill's market share is estimated by the Company

5Y CAGR

+2.2%

+36.5%




Further Growth Opportunity —Japan

Japanese Marketing Research market has continued potential for growth

In addition, the overall market for Digital Marketing-Related services are ALSO expected to grow dramatically,
in the next 5 years, creating additional opportunities to accelerate growth

Size of Marketing Research Market by Country (Absolute and Relative Size) Size of Japanese Digital Marketing-Related Markets — Actual and Forecasts
ESOMARW B Absolute Base (USD in Million) Yano Research Institute® Market Size Multiple: Total Japanese DMP/MA market size against
(Usbin Millions) M Relative Base - % to Total Ad Spending (%) (JPY in Billions) Domestic Online Marketing Research Market (in 2020) @
2018 2020
#1
20,231

&I%
Notes i

1.
2.
3.
4

5.

—.

1.1x

5Y CAGR
72.8
63.2
55.0
49.7 49.9

+10%
MA
Market®

DMP +10%
Market®)

2018 2019 2020 2021 2022 2023

Source: ESOMAR, Global Market Research (9/2020)
Source: Yano Research Institute, Size of DMP / MA Market Historical Trends and Forecasts (Actual result in 2018, an Estimated value in 2019, Forecasts from 2020 and after) (2019/11/12)
Market size multiple against 70.5 B JPY ad-hoc internet marketing research market size of 2018 in a survey of Management statistics(2019/7) by Japan Marketing Research Association (JMRA)

MA (Marketing Automation) is a system/service that aims to create high accuracy business negotiations by developing clients individually through the unification of the potential client and existing client data, auto evaluation, and
execute scenarios based on the designed scenario.

DMP (Data Management Platform) is a system/service that optimizes marketing plans such as advertisement/mail/DM by clarifying the characteristics of consumers through aggregating and analyzing consumer behavior in various

sales channels. DMP includes two types of DMPs: public DMP that use consumer data held by third parties other than the company's owned web site, and private DMP that uses consumer data on the company's web site. Private DMP
includes CDP (Customer Data Platform) that manages individual consumers.




Further Growth Opportunity — Overseas Business

m In Overseas business, Online Marketing Research will continue to be a growth driver

m Our strength is online marketing and digital research, and we are uniquely positioned as a emerging player
with a global franchise

m Continuing to expand market share by disrupting and challenging the Big 4

Online Marketing Research Penetration(?) in Total Market Research Spending  Global Marketing Research Market - Market Share

ESOMAR®@ ESOMAR®
CY2019 CY2019

51%
50%
37%
25%

Japan France China Germany

* ] LA
101 il == V:I—_w
#5 #Ha #3 #2

Marketing Research

Global Big 4
Total Market Share: C-290/°

(CY19)

nielsen

it
Toluna.
Universal i
WSSl i ,
; . @ ant :
Bilendi v e KANTAR
BORDEALESS
) my P’Emms X
ey Tespondi
N ELOSE TO PLOPLE
NORSTaT
\\EHPEICIIBIIE)B:I ey et B
h CAMORLELARLI
Qu:mkmusnrneeds Lrw
akute
D 99t @ Maritz
COMSCTORE

wiacpamL 3 rewmds harris .-

ngr ° ' @IPUHE"DH'IHE m ”

npd \  J.D.Power imshealth

{4 intage

KadenceZSl o mpe  saffinnova \ You

y
Westat 7 Cross Marketing

\\
Maritz) R oo E \\\
71 % ] LlSa_‘[ni)‘ DRG | Tediametrie

(CY19) S & N
IBOPE »_....... kS

c.40%

(CY09)

Marketing ()
Research
Market Size: #6

Notes
1.  Source ESOMAR, Global Market Research (9/2020, 9/2010)
2. Online Marketing Research Presentation = spending on online quantitative market research (PC Online + Mobile / Smartphone Online) / spending on total market research in each country



Big Market Opportunity and Our New Mid-term Business Plan

Our Market Opportunity™ Macromill Group New Mid-term Business Plan
. N .
Market Research Digital Marketing Market We asp”-e to be “Global Top 10" and
Market Research Spending Size: (Global) 20194 (Japan) 20204 Ad Spending Size: 2019A Position i 1 1 19"
Actual CAGR: (Global) 2014A-2018A (Japan) 2015A-2020A Forecast CAGR: 2019A-2024E N°'1 ln Japan and N0'1 ln ASIa
Total MR Total Ad
$46.5¢ $646.5¢=
(CAGR: 12957 (CAGR: 5.4%)

(2} Revenue Revenue JPY 57.0bn

Digital Ad $325_03n

(CAGR: 10.1%)

Going
Global

Online MR

$20.5en

(CAGR: 10.8%)7

Profit OP Margin 15% ROE 10%

Global
MACROMILL KA New Demand :
GROUP [+ ] from Digital or hlgher
Japan
$0 7Bn[5l
CAGR: 5.9%)" C . .
S Maintain credit rating Net Debt / EBITDA
Leverage L
$20s" @ BBB+on 2.0x-2.5
2'0 Further Expansion + or higher - x - x
(CAGR: 2.5%)"
in Japan
s
G?oug:IeMarket Research spending: ESOMAR - Global Market Research (9/2015, 9/2020) Consolidated
Japan Market Research spending: Japan Marketing Research Association (7/2016, 6/2021) Shareholder dividend payout ratio Share Buyback

Ad spending: eMarketer - Worldwide Ad Spending (9/2020)

Return 20% » 30% T ina timely manner
Notes

1.The diagram is for illustrative purpose only and is not intended to depict relative market size to scale, or to show the current or future revenue or profit of Macromill group in each market

2. The market size includes solutions which Macromill group does not offer currently, and shows the size of the digital ad market as a sub-component of the total ad market. We generally do not plan to expand our business to cover all of this market, but believe it is
helpful to show because we believe that there is a correlation betweean the growth of this market and the growth of sales of our digital marketing solutions.

3. Historical CAGR for (Global) 2014A-2019A (Japan) 2015A-20204A

4.Future estimate CAGR for 2019A-2024E

5.Exchange rate: USD/AJPY =110

6.Excluding New Business (such as M&A) Contribution

7. Source: ESOMAR Global Market Research 2020, published in September 2020, Please note the size of global marketing research market of 2019 in the 2020 Report has three scenarios; Scenario 1: Approximately 1.6x larger market size YoY due to expansion of the market
definition; Scenario 3: Approximately 1.9x larger market size YoY due to the same reason as the Scenario 1; We chose Scenario 2, the closest market size to the previous year to illustrate the chart in above.



Japan Business: Research Business

Anticipating a stable growth backed by market growth of around 5%

[ New | @

The further shift from Offline Research to Online Research has accelerated due to Covid-19, acting as a

tailwind for our market share expansion

Revenue Trend and Future Expected Growth Rate in this Business Field

(JPY in Millions)

Expected Growth Rate
During the MTBP

Ad-hoc Online

YoY Growth
Research 28.5bn
Business Total: -8% 2% T +6%
“““““ Annual
""" Growth Rate
24.1bn .- o eaen)
Research
Business  pIF:VE!}
Total 24,619
FY6/2019 FY6/2020 FY6/2021 FY6/2022 FY6/2023 FY6/2024
Notes

Japanese Marketing Research Market

JMRA @)
(JPY in Billions)

YoY Growth Total:

-----------------------------------------------------------------------------

Others:

Online
Marketing
Research

Market 1'947
Total
Other

Marketing | 1,340

Research

Research

ol
..
..
---
.
..
-

2015

1. Source: Japan Marketing Research Association (JMRA) - Management statistics (2021/6) The Ad-hoc internet survey is described as Ad-hoc Online

2. Macromill's market share is estimated by the Company

2,099

1,454

2016

2,147

1,475

2017

Macromill Market Share (Online Market)®

+2% +5%
+1% +3%
+5% +8%
2,291
2,190
1,530
1,485

2018 2019

5Y CAGR

2,202 -

[ +4.0% )

= Pre CDV|d—19E
5, 2014-2019 .

_—

| +3.4%

: Pre Covid-19 :
%, 2014-2019 .

45.3% i

H -
%+ Pre Codiv-19 E
2020 . 2014-2019 S




Japan Business: Digital and Other New Business

The Digital field remains our strong growth driver

Entering the new business fields in full-scale

Revenue Trend and Future Expected Growth Rate in this Business Field

New Business Field Breakdown

(JPY in Millions)

YoY Growth
Digital: +16% +7%

Total 5.8bn

Digital EXEL

FY6/2019 FY6/2020 FY6/2021 FY6/2022

FY6/2023

Expected Growth Rate
During the MTBP

Annual
Growth Rate
(3Y CAGR)

FY6/2024

)
(1}
2
(7]
(7]
i}
;=
(72}
S
)
3
(1}
c
S
T}
<
=)
o
o3
©
=
o0
o

Digital

Field

AccessMill

(Includes YouTube advertisement measurement)

DMP Solution
(DMP sync research)

Others

‘ New ‘ o




Japan Business: Transforming Our Business Model o

—

Transform into a “Professional Marketing Services Company”

By entering “Data Utilization Support” and “Marketing Activation Support” businesses,
we are building a business model with a positive flywheel effect, putting us in a unique position
to provide a one-stop support to our clients on their marketing issues

Our Business Fields

/\

Existing
Business

Future
Challenges

\

Research
(Awareness Data)
Flagship Business

Domestic Marketing Research
Global Research

\ (
B

Provide universal insight essential for marketing
and for creating & verifgfing\aypothesis

.

Macromill

T <G ——

Data

(Behavidxal, Biological, and Other Data)

Growth Driver
Integra¥ed data (Digital field)
LXe Science Rusiness (New Business)

Prowde insighf\that is newly available
rom techhology innovation

Marketing Activition

(SolutioN)

pport

Da¥a Utiligation Support

(Daga Consulting)

ew Business
DX executjon partner (DMP utilization)
PO/BPR Consulting
MC (MAcromill Consortium) cooperation

Impgdve the value of client data by supporting
providing consulting work on data utilization

The proprietary panel will become the source of value creation and a differentiator in each business field



Initiatives (1): Life Science Business

‘ Reprint ‘ !/

Launching the "Life Science Business" with full use of our existing business assets to support
clients in the field of healthcare for health promotion and disease prevention)

To enter this new business, form business alliances with the following two companies

Business Field

m Enabling clients in this sector to acquire biological data, such as blood/saliva (including “human clinical studies”(?)) in addition to
the conventional research data produced from our domestic proprietary panels of 1.3 million people (1% of Japanese population)

m The service includes the development of health database and the support for utilization of the above mentioned biological data

(applying DMP development support experience and know-how)

Healthcare Market

Medical / Pharmaceutical
Drug Area

Health Promotion and
Disease Prevention Area

Nursing Care
Service Area

Health
Equipmen

Health
Machine

Travel
Leisure
Activitie

Finance
Insurance

IT devices

Apps

Business Alliances

r llllllllllllllllllllllllllllllllllllllllll . 1 r llllllllllllllllllllllllllllllllllllllllllllll 1
H . ' %
Healthcare : Alliance for providing support : HMT : Alliance to develop comprehensive :
S Vs tems : for various human clinical trials : : database and to provide data
: including online clinical trials  : : utilization support to the client
B Gain knowledge and know-how on various human clinical trials ® Our Business alliance partner, Human Metabolome Technologies,
including examination kits specialized for disease prevention field Inc., which has strength in Metabolome analysis®), will acquire and
from Healthcare Systems Co., Ltd. analyze metabolism data
\ J \ J
Note
1. Healthcare for health promotion and disease prevention area: health maintenance, improvement, or management at non-illness pre-symptomatic state
2. Human clinical study: an examination to prove effectiveness and safeness in the non-pharmaceutical areas such as food, cosmetics, supplements, etc.
3. Metabolome analysis (metabolomics): A research area that attempts to understand the overall vital phenomenon by comprehensively measuring metabolic substances present in cells or organisms. It is widely studied as one of the major analysis methods in

bioscience together with genomics which analyzes genes, and proteomics which analyzes protein, etc.



Initiatives (2): Data Utilization Support ‘ Reprint ‘ o

To support our clients' digital transformation (DX) in their marketing activity, fully enter
the Data Consulting Business field

Client Issues and our strength

. N\
Client Issues Our strength
m "Data utilization" is vital to turn digital transformation m “Data-native” specialist team accustomed to data handling with 100+ data
profitable solution
" E\Slgg Z?EL:ER glatian'n:i(gjrjﬂ%nefefgmrsﬁ]tfg; :':]ls not Macromill has been providing a hypothesis to solve marketing issues for more
. 'y inp P than 2,800 clients' by utilizing data
marketing activities
m Need a partner to consider a specific plan to make the Continuously train around 100 data specialists annually, and co-work with client
"data utilization" effective companies on the front line to satisfy our clients’ request
L J

The role that Macromill aims to take

DX Strategy Creation

Phase Company-wide
management strategy
and business development vision
creation by DX

= = om | The area that consulting firms and system
vV V V integrators are proceeding as DX
DX Implementation Development of DMP and
Phase planning for data utilization initiatives

in product development
or marketing activities

The role that Macromill aims to take

DX Execution MACROMILL RA
a Macromill Group compan
Phase Utilize data while running the PDCA cycle : crowpeomeany N

to instill measures suitable .
"DX Execution Partner”
1 to co-work with clients on data utilization

for clients’ work environment

> SCLITTETITTEIR CEEETTEYTER SEETTTTTTTTY




Initiatives (3): Marketing Activation Support ‘ New ‘ o

Launched "Macromill Ads" in full-scale, a solution suite that supports clients' Ad distribution in their
marketing activities by utilizing data from the consumer panel as a one-stop service

Clients’ Challenges and Our Strength

(.
Clients Issues

.

B Our clients are finding it harder to acquire data

B |t is more important than ever to work with experts in
processing and utilizing acquired data

B Regulations around the handling of personal data are =
tightened, more privacy-friendly data handling is essential

Series of Solutions we have launched and New Solution, Macromill Ads

Our Strength

we can provide more effective advertisement distribution service by
utilizing a massive amount of data from the proprietary panel, with the
necessary permissions to use it for clients' marketing activities

Macromill has started a digital advertisement business on a trial basis
since 2020. By designing and providing multiple solutions (see below),
we conducted a feasibility study

Based on feedback from clients, it turned out the service has sufficient
appealing power and we can provide this service leveraging our strength

(Launched July, 2020)

Consumer Insight-

Linked Delivery

® Automatically
optimizing
advertising
delivery while
sequentially
measuring the
results from
consumer
attitudinal
surveys.

(Launched Feb., 2021)

The Covid-19
Targeting Segment

m An ad distribution

service utilizes
the "Covid-19
segment" which
Macromill
originally
developed to
categorize
consumers in the
Covid-19 era

(Launched August, 2021)

Macromill Ads

m Support PDCA cycle from Ad distribution to operation as one-stop service

Macromill Ads Targeting

B A solution distributes digital

as purchase data.

Macromill Ads Brand Optimizer

B A solution optimizes the operations of digital advertisement

advertisements to clients' voluntary distribution while using real-time research, Macromill's

target segments sampled based on original research tool, as a key solution. It connects the output
research Macromill has conducted with sequentially measured awareness survey results,

and/or diverse behavioral data such including brand and advertisement awareness. This optimizes

and distributes digital advertisements based on brand indices

(New Service Logo)

MACROMILL [ A==




Japan Business: The Road to Transformation | Reprint [ @,

Set the next 3 years as the business model transformation period

Accelerate the strategic up-front investment in talent for existing and new business fields

Our Targeted Business Model

FY6/2021

FY6/2022

FY6/2023

FY6/2024

FY6/2025 onward

(Awareness, Behavioral, Biol

1. Research & Data

ogical, & Other Data)

2. Data Utilization Support

(Data Consulting)

3. Marketing Activation Support

(Solution)

Transform into “Professional Marketing Services Company” from "Marketing Research Company*“

4. Automation, Tools, and Platform

(Subscription Service, etc)

4

\

Marketing Resea rch)
Company

S

¢

Business Model Transformation Period

Ji¢

rofessional Marketiné
Services Company |

7

[ Revenue increase )

(__optimization

through share
expansion & Profit
increase by
pursuing

Lo

Revenue and Profit increase through the business field expansion

Lower Profit due to the up-front large scale investment

during the transformation period

[

>

Increase Revenue
and maximize Profit
by developing the
ecosystem

Although the investment will impact the profit margin,

we will proceed with a strong will in order to grow our Enterprise Value




Appendix

i. FY6/2021 Full Year Financial Results & FY6/2022 Guidance Supplemental Material
ii. Historical Revenue Trends, Market Size and our Mid-term Business Plan

ii. Summary of our Company



We are Fast Growing Market Research Company

Consolidated Revenue®

Product Incubation / Market Creation

Consolidated {IFRS)
(JPY in Billions)

FY6/2021
Revenue Breakdown

Overseas (ex-Korea)
Business Segment

Embrain
(Korea)

Macromill
(Japan)

Japan and Korea
Business Segment

Acquired

WIOO

OO! wahafinsight —| 14.2

601 6/02 6/03 . 6/04 6/05 B/06 6/07 6/08 6/09 B0
TSE Listing

Notes

1. J-GAAP based financials for FY8/2001-6/2014 and IFRS-based financials for FY6/2015 onwards. J-GAAP and IFRS financial information are prepared based on different accounting principles and are not directly comparable. Macromill believes, however, that the presentation

Leading

Domestic Presence Global Expansion

Joint Venture
w/ Hakuhodo

TOKYD SURVEY RESEARCH INC.
]

Acquired 442

/ —
acturus 4,

Acquired
metrix@=N=] 355

Acquired
wecromi .
embrain

Joint Venture

w/ Dentsu

ZEVIZO=N 21.3

{Dentsu Macromill)

611 612 613 614 615 616 6/17 6/18 6/19
N (IFRS)

TSE Delisting TSE Relisting

431

41.2
Overseas (ex-Korea)
Business Segment
Japan and Korea
Business Segment
6/20 6/21

of consclidated revenues on a J-GAAP basis as compared to IFRS would only require immaterial adjustments and that the presentation above appropriately and accurately reflects the consolidated revenue trends for the four fiscal years ended June 30, 2017

2. The dotted line indicates potential revenue contribution from the subsidiary (AIP) divested in this year.



Who we work with

m Serving more than 4,000 blue-chip clients globally across a diversified set of brands, agencies and industries
B Revenue concentrated with long-term clients and high retention

m Majority or revenue from direct relationships with brands

m Strategic agency relationships including jointly managed subsidiaries (Dentsu, Hakuhodo)

Highlights FY6/2021 Revenue Breakdown by Client Industries

Consolidated (IFRS)

~ Number of Clients

Ad agency / Consultant
/ Research Agency

c. 4,300 clients, 90+ countries Below 301

Total ) )
__-- DMI (Dentsu Macromill Insight)

_-- HMM (Hakuhodo Macromill
Marketing Research)

Top 300

in Overseas Total: 72%

¢
1

i

I ¢. 2,600 clients
- in Japan
1
1
1

¢
1
i
I c 1,700 clients
:
1
1
]

—— -
—— -

- P - -

FMCG / CPG@)

Others in Top 300
% / Food / Beverage

Financial Institution @

4 \v 1

1 11 1

: : : : Auto

: 95 ° 7% : : 90. 1% : Electronics / Tech

1 11 1

! in Japan(? I inGlobal® 1

1 11 (excl. Japan) 1

e I J Well diversified client portfolio

Notes
1. Large Accounts with annual revenue of > JPY10MM or Euro 0.1MM

2. Retention Rate in Japan = (No. of large clients of Macromill standalone providing over JPYI0MM in annual revenue for which Macromill’s solutions were rendered and invoiced in the previous year, and for which there were solutions
provided or invoiced in the current year) =+ (No. of large clients of Macromill (standalone) providing over JPY 10MM in the previous year). 5 year average from FY6/17 to FY6/21

3.  Retention Rate for Global (excl. Japan) = (No. of large clients of MetrixLab providing over 0.1MM Euro in annual revenue for which solutions were rendered and invoiced in the previous year, and for which there were solutions
provided or invoiced in the current year) = (No. of large clients of MetrixLab providing over 0.1MM Euro in the previous year). 5 year average from FY6/17 to FY6/21

4.  FMCG = Fast Moving Consumer Goods / CPG: Consumer packaged goods (incl. non-durable goods such as soft drinks, toiletries, etc.)



Macromill's comprehensive set of research solutions are
utilized at all phases of our clients' marketing value chain

Clients’ Marketing Process

—— Research & Innovation Phase 1 Marketing & Activation Phase — ]

Understanding Testing Marketing Effectiveness

Markets Concepts Planning Measurement

Macromill Group Solutions

srrrreeereeeaees sreneeee Ad_related Areq reerrescessssssssrsssssee .
Optimize : Ad Pretesting Ad Effectiveness

Market Exploration ProdUCt DeveOpMENnt — ooiistirirsseeres sttt st sttt sttt e

Pricing Evaluation cs
Concept Test Product & Package Test .
Sales Activation Brand Lift

Brand Assessment

Global network of MACROMILL RA
"

50 offices in 20 countries GROUP

V. v

Total 110M Global Consumer Research Panel

10M 100M

Global Panel
Network

Proprietary
Panel




Industry-Leading One-Stop Solution Portfolio in Japan

® Our solution portfolio allows one-stop full-service to clients
®m Focus on high growth “Digital” area that is differentiated and difficult to imitate

® Simultaneously conduct investment and R&D in “Next-generation area” that drives next growth with Group Companies

Ad-hoc Base

Qualitative Research (Why?)

7

Attribution Data

4 \ 4 1
Offline ! Who ' X | How they think |
Research oo T e ’
(Face-to-Face) (Interview) (Visiting survey)
‘:P FGI ‘:' DI etc. ‘:' CLT etc.
ereeeeeersseerenes NEXt-ENEIAtiON Ar@@msmemsemessmmsemenes |+

: (Online interview research)

Online
Research

Quantitative (How many ? )

Awareness Data

(Online survey)

(Purchase data)

& aPrR @ MHS

Attribution Data

=
=2
o

(TV viewing data)
Y oS

: Immerse Solution by METRIXLAG KA O QuickMill Q) OrderMill exc Attribution Data (TV viewership)
Online interviews for large groups in different location :I i '{ "
1 1 1
“Al” supports questions that moderators should ask | Who ' X ' What they watch '
N e e e e e o2 7 N e e e e e e e e e 1
L etc.) || etc.)

Offline Behavior Data
(Purchasing * Consumption)

Offline Behavior Data

(Neuro research)

<’* Research using non-awareness

CENTAN
2 Macromill Group company data such as EEG/heartbeat
e o :Non-Awareness Data Attribution Awareness
Dlgltal : (Biological info etc.) Data Data :
O A A T N
2 What kl!‘ld X! Who X! How'they ¥
i1 ofemotion ", ) 1 think e

___________________________________

......................................................................

High Growth / Focus areas High Growth / Focus areas
5:1 AccessMill DMP solution
; ; Clients’ DMP
Digital Attribution Awareness AT (@ M G
" (Attribution, Behavior,
Behavior Data Data Data Awareness, etc.)
' N i N STttt N ’. :
i Whatkind | o, l'<.1 How the 1 on Macromill panels
I f acti i x: Who i x: think y i included in DMP
" _o_ _a_c_ I_qu N oD IP _____ ! operated by clients etc.
etc, etc)




With a stable cost structure, generate a steady cashflow
Operating leverage deliver strong profit growth under Revenue expansion phase

Breakdown of Key Cost ltems

Consalidated (IFRS)
(JPY in Milligns)

Full Year
Revenue 32,504 35,514 40,024 38,344 44,279 41,803 41,270 43,175 Qverview of Cost Reduction Initiatives
Panel 149, 15%
Expenses 13% 13% 13% 13% 16% 16% Procurement cost of third-party panels
, Rewards paid to in-house panelists for
i Panel i
OU:ES;;L;::SI.I;E 13, 1an . 149% . . . answering surveys

13% 134 Expenses
- As calculated by number of questions
answered

Total
Employee Examples by key products:
Expenses
Global Research
Outsourcing ;
— Procurement costs of third-party panels
Expenses party p
CLT / Group Interviews
— Offsite meeting costs (e.g. room rentals)
Others
— Offshoring (Global - Utilize India Office) &

Nearshoring (Japan - Utilize Sendai Office)
Strategy on Research middle & back office

FY6/2016 FY6/2017 FYGJ"ZUIB{FYEJ'ZNS} FY6/2019 | FY6/2019 FY6/2020 FY6/2021
Organic Organic®

Notes
1. EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss

2. Acturus Inc. which we had acquired in the second guarter of FY6/2018 had completely merged with MetrixLab U.S. as of July 2, 2018. As a conseguence, we will no longer be able to segregate and disclose the two entities separately, so the M&A contribution for FY&/2019 is sum of HMM
(Q1-Q4) and CENTAN (Q1-Q2, CENTAN has become 51% subsidiary since FY8/2018 Q3) only.



Best-in-Class Operational Excellence and Profitability Continues

Revenue per Employee(? (2)

USD in Thousands, Last FY®)
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Source Company Information

Notes

1. Include temporary employees

2. Exchange rate: USD/EUR = 0.833, USD/JPY = 100.0

3. As of June 30, 2021

4. As of the end of each fiscal year as noted on the graph labels (Intage figures are LTM base as of 6/2020)
5. Consolidated figures for both the Revenue and number of employees

6. Macromill: EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-

current Assets + Impairment loss 7.
8.

EBITDA Margin'® (7)

Last FY®
21.7% 9
3 21.6% 20.7% 21.0% 20.1%
13.3% 12.9% 12.6%
7.7%
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Source Company Information

Nielsen (Connect Segment): EBITDA = Operating Income + (Restructuring Charge + Depreciation and Amortization + Impairment Loss of Goodwill
and Other Long-Lived Asset + Other Items).

Intage and Cross Marketing: EBITDA = Operating Income + (Depreciation and Amortization + Amortization of Goodwill + Impairment Loss)

Ipsos: EBITDA= Operating Income + (Depreciation and Amortization + Impairment Loss of Goodwill and Other Long-Lived Asset + Other Items)

Because of the adopted accounting principle and the definitions for EBITDA for each company differ, as well as other reasons, they may not be
directly comparable

EBITDA margin = EBITDA / Revenue

EBITDA of Nielsen’s “Connect Segment” is used for comparison purposes because it presents similarities with Macromill’s business.

EBITDA margin for Nielsen on a consolidated basis for the same period was 27.7%



3-Pillars M&A Strategy for Value Creation

Regional /
Wallet Share

Panel Access

Expansion

Technology /
Solution

Expansion

Proven M&A Track Record

Enhancement

2010 Acquisition® o 2011 Acquisition — 2012 Acquisition :.:
o ™Xym i
YarigQt i) yme embrain
m m
Solution Solution Expansion
@ Doubled Panel Access @ Acquired Social Analysis Capabilities @ Access to Asian Client and Panels
2012 Joint Venture with Dentsu ® 2013 Acquisition @ B 2014 Acquisition —
. — —_— . |
|;EVIO=N PRECISION metrix(@Eas]
(Dentsu Macromill) PREDICTING PEOPLE
Wallet Share Technology / Technology / Regional Technology/
Expansion Solution Solution Expansion Solution
Secun.n.g earmings stab|l|ty and improving & Access to US Panels @ Global Client & Panel Base Access
our ability to develop service in new domains
. ) 2017 Strategic & Capital Alliance .
2015 Strategic Alliance ® 2018  Acquisition ® 2017 Acquisition

NIKKEI-[Q

Technology /
Solution

B Access to Solutions for Government

Technology /
Solution

@ Access to Neuro / Biometric marketing Solutions
@ 10% minority investment > 51% majority acquisition

A

acturus

Regional Technology /
Expansion Solution

@ Expand experts, clients base and influencer

solutions in the US and UK

2017 Strategic & Capital Alliance —
2019 Acquisition S *

';“. ,’.' W& S Holdings

@ market research

Regional
Expansion

M Access to Southeast Asian Client and Panels
@ 10% minority investment > 51% majority acquisition

2018 Joint Venture with Hakuhodo (51% Majority Acquisition)

TOKYO SURVEY RESEARCH INC.

Wallet Share Techno!ogy/
Expansion Solution

@ Seeking wallet share expansion and

enhancement of online/offline integrated solutions

2019 Asset Purchase

— Data & Intelligence

Regional
Expansion

@ Expand consumer panel in Southeast Asia

@ Succession/Acquisition of Online panel asset only

Note
1. Acquired market research business only



Worldwide Sales & Research Delivery
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Sales and Research Breakdown for Selected Key Markets!
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As of end of June, 2021
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tersesestsrsiitstttststttitstttssstinssttsssinssescssssnesnese 2. 600+2 Employees in 50 Offices Worldwide reeeceeerrsrericiiiiiieiiiiiiiiieiiiiiiiiiiiiiiiiii.

Local x Global

Deeper Local Consumer Insights Coordinated Cross-Border Client Coverage
Sales Localized Sales Teams CEO-led Experienced Sales Professionals Deliver Coordinated GKA®
c. 630" professionals across 50 offices worldwide Coverage

Best Practice Sharing and Real-time Support from the Global
Research Seamless Coordination with Local Research Professionals Competence Center in India

Export Superior Japanese Kaizen Operational Quality

Notes

1. Sales and research professionals are defined as full-time employees committed to sales and research positions respectively

2. Mumber of full-time-equivalent employees

3. GKA (“Global Key Accounts”) are customers that typically are multinational companies with a large research and marketing spending budget of which they have purchased or we believe have the potential to purchase market research from us and for which we
have placed particular emphasis in our sales efforts



Our Business Model

Typical market research workflow

Clients Macromill Panels

Marketing Issues Planning / Design

@ Request i Conduct

Research — Research

Survey Responses

Data Log Access
-Purchase Data
-Web Access

Decision Making Tabulation / Analysis

A
KT
y
illi:
Corporates
Ad Agencies
Consulting Firms MACROM"—L
GROUP

In-house / Third-party Panelst

Note
1. Third-party panels are maintained by third-party panel suppliers worldwide and are used as our clients' research projects require
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