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Q3 FY04/23 Results Summary

® In addition to synergies between AC and MT businesses, improved accuracy of analysis using
data acquisition technology led to growth.

Net sales UESISREDR VT business rapidly grew due to proprietary data acquisition
technology developed in December 2022. AC business also
Q3 FY04/22 Q3 FY04/23 Change (%) grew significantly due to synergy effects.

10,795 14,087 +30°/o »AC business +27% YoY

» Growth of existing customers in Finance and Wellness (brick & mortar)
Analytics Consulting (AC)

10,170 12,876 +27%

Marketing Technology (MT) * Improved accuracy of analysis and increased results through the using of

625 1.210 +94., proprietary data acquisition technology
/4 (v

* Promote Robee to large customers

« Steady progress with newly acquired clients

»MT business +94% YoY

Operating profit _ _
» Operating profit +69% YoY

Q3 FY04/22 Q3 FY04/23 Change (%)  Profitincrease due to business growth
» Gross profit margin improvement through the above technologies (from

891 1’ 506 +690, 17.5% in 3QFY2010 to 21.2% in 3QFY2011)

» Operating margin +2.4pp

Operating margin

8.3% 10.7% +2.4pt

* Growth of MT business with higher gross margin than AC business
* Increased labor productivity




| Revision to FY04/23 Earnings Forecast

B Revised full-year forecast for FY4/2023 due to improved accuracy of analysis.

FY04/22 FY04/23
(Millions of yen) Actual | Previous | Revised * | Change
Forecast Lorecast Reasons for Revision of Earnings Forecast
Sales 14,425 17,000 19,000 | +2,000 +12%
0] 0, 0 -— -— - -
(YoY) +48% +18% +32% »Sales - Operating Profit
gr%%rf‘ting 1,237 1,600 2,050 +450 +28% Growth beyond special demand in FY4/2022
(OP margin) 8.6% 9.4% 10.8% - -
Growth of existing customers through
% % 0 - - : .
(YoY) o8 29 66% improved analysis accuracy
Ordinary Profit 1,233 1,600 2,050 +450 +28%
Net.Income
Atributable to 760 1,000 1,400 +400  +40%
Barart Developing new clients by leveraging
existing clients' performance
(YoY) +39% +32% +849% - -
EPS 235.76/  310.08M |431.40M - -

* The impact of the consolidation of Net Marketing PL on FY4/2023 is negligible since the consolidation
of Net Marketing PL is scheduled to begin in May 2023.



I Our purpose: Turning point in the industry

W As the market leader in LTV marketing, we will provide solutions to overcome challenges in the industry and lead the
transition of the 3-trillion-yen online advertising market to LTV marketing.

Client Needs: Increase LTV and Optimize Marketing ROI

Current challenges facing the
online advertising market

Advertising costs do not necessarily lead to
increased sales

Cost: Charging system based on ad delivery and clicks
KPI: Number of leads, user acquisition costs

Lower data accuracy due to cookie
regulations
Higher acquisition cost and lower ROI due to less

accurate ad targeting

Ad management depends on individual skills

Results vary depending on the skill of the person in
charge

o

macbee

planet

LTV marketing

Performance-based compensation
directly linked to long-term sales

Cost: Performance-based compensation based
on sales/LTV

KPI: Number of recurring users, LTV & ROI

Proprietary data acquisition technology

Because our data acquisition does not rely on
3rd party cookies, we can generate stable results
even after the cookie regulation comes into force.

Optimization through Al

Instantly turns employees into team assets and
increases productivity

High service quality independent of the
experience of the person in charge



Progress with Medium-term Management Strategy

B Gross profit margin improved due to improved LTV forecasting accuracy and advertising efficiency.
Headcount is increasing steadily, laying the groundwork for growth in FY04/2024 and beyond.

Product strategy

@ Raise LTV improvement capability @ Implement Al for data analytics and

Y]

= R

— R

even further consulting

Strengthen Strengthen

SRS mash NZNL

‘Robee

(=

L

Improved acquisition

efficiency and gross ! PoC is progressing well
margin through ® and is being introduced to
collaboration with AC PATAHIVE  several companies
business

Improved accuracy of analysis by utilizing developed technology
to acquire data

Sales strategy

© Accelerate expansion into other
industries

Strengthen sales and increase
personnel

Growth of new industries

Expand (e.g., human resources)

into other
industries . Expansion to customers
in various (M&A)

The number of personnel
increased by 16

of Acquire employees for

person

nel “«| advertising business
+63A(M&A)

number




Acquired the advertising
business of Net Marketing




I Overview of the Net Marketing Advertising Business

B Became wholly owned subsidiary on March 6th, 2023. PL consolidation is scheduled
to begin in May 2023 and BS consolidation at the end of April 2023.

o] 1o 12\ Net Marketing Co, Ltd.

Acquisition
equity

100%

Internet advertising agency

Business

% The media business operated by the company is scheduled to be
spun off and is not subject to acquisition.

N
M Sl Nt Sales : JPY 11.7 billion (FY22.6)
Acquisition i
Price JPY 5.37 billion
Amount 1 ) 3oy 2 0 billion* | @ JPY 1.87 billon | ® IPY 1.5 billion
borrowed
financing
Borro_WIng 1 month 84 months 12 months
Pe r|0d (Scheduled to continue for 7 years)

*Scheduled to be repaid from a portion of Net Marketing's excess cash.



I Contribution to consolidated results for the FY04/24

m Collaboration with Net Marketing will begin in March 2023.
Synergies are expected from the next fiscal year.

Will be disclosed at the time of announcement of full-year financial results for the FY04/23,
considering progress on goodwill and PMI

. . . . Goodwill Consolidated results
Debt financing Integration costs Goodwiill amortization period (Plan)
o Scheduled to be
Borrowed from recorded in 4Q _ .
bank in full FY4/2023 and Around 2 billion Around 7 years 55:' ,Epodmofvl’:‘l';”z'ozz??’

FY4/2024



| Purpose of acquisition of Net Marketing

B Increase the speed of our growth and industry turnaround by acquiring clients and personnel.

Diversify Customer Organizational Market share Growth
portfolio Expansion

0, H B

Eliminate client industry bias andReduced Inc;gsrizgt?ounn}gfqooggeI;;'?L?ygegswiﬂd @ Sales(millions of yen)
. ; - " %4
volatility in business performance 72 *1 1+ 63 *2 170,000 3_|_ 114’000

D 4
Become a Leading Company of LTV Marketing

*1 Number of full-time employees of Macbee Planet as of 3Q FY4/11 *2  Number of full-time employees in Net Marketing as of March 31st, 2023
*3  Our Forecast for the FY04/23 *4  Net sales of the Internet Marketing and Advertising Business for the FY06/22



I Positioning

m Achieve high growth by providing our know-how and technology to online marketing
same as AC business and converting it to high growth LTV marketing.

LTV Marketing

MT Business Comps. High-Sales Growth
High-Profit Growth
High-Sales Growth

Low Profit Macbee

30%~

AC Business Comps.

Low-Sales Growth
Low-Profit Growth

Average growth rate of sales

//
// // 0 |
deficit turning to profit 10%~ 40%~

Average growth rate of operating income 0



I Similarities and Differences Between Net Marketing and Our Company

B There are similarities between Net Marketing's advertising business and our AC business.
We will improve Net Marketing’s value through our technology.

Client Needs: Increase LTV and Optimize Marketing ROI

Net Marketing advertising business LTV Marketing

Affiliate advertising Performance-based compensation
directly linked to long-term sales

Affected by cookie regulations

Proprietary data acquisition
% technology
macbee >>»>
Optimization
@ by AI and technology

planet
(Under development)

Optimization by people

11



I Improve advertising efficiency and profitability through MT business

B Providing our technology and products to Net Marketing’s clients in the advertising business will
add to the sales of the MT business.

macbee

pla et

e

Synergies with AC business through MT business
and data acquisition technology improve
advertising efficiency and profitability

21%

business

:R bee
Q
.‘

DATAHIVE

AC business

FY04/19 FY04/22

Gross Profit Trends

== GP margin
B MT business GP
Il AC business GP

NET
MARKETING
CO. LTD.

e

Providing our technology to clients in the advertising business
Sales from the MT business will be added, and the advertising
business will also grow through synergy effects

GP
CAGR

+ 1 %

Advertising business
(same as AC business)
FY06/19

FY06/22

Gross Profit Trends 12



Q3 FY04/23
Financial Results




I Q3 FY04/23 Results Summary

B Compared to FY4/2022, we maintained a high operating profit growth rate through measures utilizing data
technology. High profitability is expected to continue in the future.

Sales

CAGR

+4509
GROWTH

(Millions of yen)

FY04/23 | FY04/23 Q3 Q3 Progress | Progress
Previous | Revised | FY04/22 | FY04/23 = aevs. | ratevs.

Previous | Revised
Forecast | Forecast | Actual Actual plan (%) | plan (%)

Q3 FY04/21 Q3 FY04/22 Q3 FY04/23 Sales

10,795 § 14,087

Operating Profit Op;r?ftiitng 1,600 | 2,050 891 04, 73% +699

CAGR

+68%
GROWTH

op 9.4% | 10.8% | 8.3%

margin

_______________

- - | +2.4pt

Q3 FY04/21 Q3 FY04/22 Q3 FY04/23

14



I Breakdown of YoY

B Sales and operating income grew, and operating margin improved while investing in growth.

Q3 FY04/22 Q3 FY04/23 YoY YoY
(Millions of yen) Actual Actual Change Change (%)
Sales 10,795 14,087 +3,291 +30%
Gross Profit 1,892 2,983 +1,091 +58%
e 1,286 1,774 +487 +38%
" 605 1,208 +603 |  +100%
SG&A
e 1,000 1,477 +476 | +48%
Personnel 404 545 +140 +35%
Recruiting &
education 31 52 +21 +70%
expenses
System use;gg 30 96 + 65 + 220%
land and buidings 30 54 +23 +80%
Others 505 /30 +225 +45%
Operating Profit 891 1,506 +614 +69%
OP margin 8.3% 10.7% +2.4% -

Both businesses grew more than planned due to technological advancements

» AC Gross Profit YoY +38%

- Wellness (brick and mortar) industry continues to grow steadily
- Newly acquired customers grew steadily
New projects in industries with proven track records,
such as securities and banking, contributed to sales.
New industry projects such as human resources, personal gyms,
and education also remained strong.

»MT Gross Profit +100%

- Growth due to synergies with AC business as a result of
Robee's reorganization

- Improved accuracy of analysis and increased results through
the use of proprietary data acquisition technology

»SG&A

- Personnel : increase in number of employees +140M
- System usage fee: DATA infrastructure construction +65M
- Rent expenses : Increased floor space in anticipation of
headcount expansion +23M
- Others : M&A acquisition-related expenses, etc. (including one-time
items)

» Operating Profit YoY +69%

- Profit grew through business growth
- Synergies between AC x Robee have improved gross profit margin

15



I Breakdown of QonQ Change in Operating Profit

m In addition to growth in new customers in the AC business, gross profit in the MT
business increased due to improved accuracy of data analysis.

Q2 FY04/23 Q3 FY04/23 QonQ 0]6]4(0)
Actual Actual Change Change (%)

Sales 4354 | 5211 | +857 | +20%

Increased results due
to improved accuracy
of data analysis

. Factors boosting profit

Factors depressing profit

10 49 Gross 893 | 1173 | +279 | +31%

Profit

565 683 +117 | +21%

business

el 328 490 | +162 | +49%
sGaa 421 589 | +168 | +40%
0 120 | +120 -
oors | 421 470 | +49 | +12%
Sl 472 584 | +111 | +24%

o 10.8% | 11.2% | +0.4pt :

margin

Mainly M&A
acquisition-related
cost

In addition to existing clients,

new clients in the securities, retail,
and human resources industries
also contributed

Operating Profit +111

>

Q2 OP Increase GP Increase GP One-time Ongoing Q3 OP
In AC In MT cost cost



I Quarterly Net Sales

m High growth achieved through data utilization. Steady sales growth continues.

YonY +53%

[ Transient sales Sales oo ;
' QonQ +20% ,
Busy season for I
beauty industry v
Surge in demand in (brick-and-
securities industry mortar)
(Q1 FYO04/22)

\

Surge in demand in )
securities industry No busy season in
(Q1-Q2 FY04/20) beauty industry (brick-and-

\} \} mortar) due to COVID-19

4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q

Sales 1,346 2,015 1,627 1,321 1,501 1,772 2,320 2,609 3,076 4,150 3,244 3,400 3,630 4,521 4,354 5,211

*Consolidated financial statements were introduced at the end of FY04/21. Thus, figures before Q3 FY04/21 are non-consolidated. (Millions of yen) 1 7
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I Performance Trends

(Millions of yen)
Net sales
(Yoy)
Gross profit
(Gross profit margin)
(YoY)
SG&A expenses
Personnel expenses

Advertising expenses

Recruiting &
Education expenses

R&D expenses
Depreciation & amortization
M&A-related expenses

System outsourcing
expenses

Other Expenses
Operating profit

(Operating profit
margin)

(YoYy)

FY04/21 FY04/22 FY04/23

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
1,772 2,320 2,609 3,076 4,150 3,244 3,400 3,630 4,521 4,354 5,211
-12.1% +42.6% +97.5% +104.9% +134.2% +39.8% +30.3% +18.0% +8.9% +34.2% +53.3%
305 373 404 513 575 664 652 757 915 893 1,173
17.2% 16.1% 15.5% 16.7% 13.9% 20.5% 19.2% 20.9% 20.3% 20.5% 22.5%
-11.0% +26.1% +54.4% +89.2% +88.4% +77.7% +61.2% +47.5% +59.2% +34.5% +79.9%
168 175 206 261 241 359 399 411 466 421 589
109 108 115 95 118 131 155 160 173 175 195
6 9 14 9 12 3 7 4 2 4 13
9 11 8 18 5 11 13 21 13 24 15

- - - - 9 5 3 3

2 3 3 4 4 5 7 9 6 9 8
- - - - - 85 41 41 41 41 71
4 10 9 7 9 12 9 8 5 4 3
35 32 54 126 81 104 160 162 220 157 279
137 198 197 252 333 304 253 346 449 472 584
7.7% 8.6% 7.6% 8.2% 8.0% 9.4% 7.4% 9.5% 9.9% 10.8% 11.2%
-35.0% +72.6% +177.4% - +143.4% 53.5% +27.8% +37.4% +34.8% +54.9% +130.8%

*Consolidated financial statements were introduced at the end of FY04/21. Thus, figures before Q3 FY04/21 are non-consolidated.
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Financial Results by Segment

FY04/21 FY04/22 FY04/23

(Millions of yen) 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
Net Sales 1,772 2,320 2,609 3,076 4,150 3,244 3,400 3,630 4,521 4,354 5,211
AC business 1,702 2,237 2,535 3,003 4,044 2,992 3,132 3,329 4,129 4,025 4,744
MT business 69 83 73 72 105 251 267 300 391 328 490
Gros Profit 305 373 404 513 575 664 652 757 915 893 1,173
(GP margin) 17.2% 16.1% 15.5% 16.7% 13.9% 20.5% 19.2% 20.9% 20.3% 20.5% 22.5%
AC business 238 290 331 440 472 425 388 458 525 565 683
(AC GP margin) 14.0% 13.0% 13.1% 14.7% 11.7% 14.2% 12.4% 13.8% 12.7% 14.1% 13.8%
MT business 66 82 72 72 102 238 263 299 390 328 490
(MT GP margin) 96.1% 99.5% 98.6% 99.9% 97.2% 95.0% 98.5% 99.6% 99.6% 99.9% 100%
Operating Profit 137 198 197 252 333 304 253 346 449 472 584
(OP margin) 7.7% 8.6% 7.6% 8.2% 8.0% 9.4% 7.4% 9.5% 9.9% 10.8% 11.2%
AC business 192 232 283 364 388 338 310 348 397 465 544
(AC segment profit margin) 11.3% 10.4% 11.2% 12.1% 9.6% 11.3% 9.9% 10.5% 9.6% 11.6% 10.9%
MT business 45 51 21 6 67 74 157 189 279 233 397
(MT segment profit margin) 64.9% 62.3% 28.9% 8.6% 64.1% 29.5% 58.9% 62.9% 71.2% 71.0% 75.2%
Adjustments -100 -86 -106 -118 -122 -107 -215 -191 -226 -226 -358

*Consolidated financial statements were introduced at the end of FY04/21. Thus, figures before Q3 FY04/21 are non-consolidated.



Sales Ratio by Industry

FY04/21 FY04/22 FY04/23
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
(Millions of yen) (r:ﬁ\)( Ratio (#1':1\)( Ratio (#E\)( Ratio (r:ﬁ\)( Ratio (#1':1\)( Ratio (#E]\)( Ratio (r:ﬁ\)( Ratio (#1':1\)( Ratio (#E]\)( Ratio (r"rjwi\)( Ratio (#1':1\)( Ratio
ALL 1,772 - 2,320 - 2,609 - 3,076 - 4,150 - 3,244 - 3,400 - 3,630 - 4,521 - 4,354 - 5,211 =
Finance 581 33% 969 42% 1,240 48% 1,894 62% 2,935 71% 1,713 53% 1,540 45% 1,798 50% 2,118 47% 2,120 49% 2,624 50%

Banks 197 11w 256 11w 244 9% 382 12% 312 8% 461 14% 398 12% 606 17% 692 15% 734 17% 887 17%

Securities 352 20% 627 27% 910 35% 1,418 46% 2,567 62% 1,208 37% 1,094 32% 1,142 32% 1,375 30% 1,334 31% 1,667 32%

fi ngrfziea: 31 2% 85 4% 86 3% 94 3% 54 1% 43 1% 46 1% 50 1% 43 1% 48 1% 70 1%
Wellness 779 44% 1,083 47% 907 35% 685 22% 606 15% 519 16% 1,111 33% 1,049 29% 1,479 33% 1,527 35% 1,805 35%

?\Zigﬁj; 169 10% 181 8% 111 4% 144 5% 160 4% 199 6% 928 27% 819 23% 1,144 25% 1,280 29% 1,572 30%

Cosmetic

s EC 376 21% 591 26% 543 21% 379 12% 327 11% 220 7% 119 4% 178 5% 218 5% 157 4% 79 2%

%%thgé 420 13% 311 13% 251 10% 160 5% 119 3% 98 3% 62 2% 50 1% 74 1% 88 2% 152 3%

Others 410 23% 267 12% 461 18% 496 16% 607 15% 1,011 31% 749 22% 781 22% 923 20% 706 16% 782 15%
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I Balance Sheet

(millions of yen)

FY04/22 ‘ Q3 FY04/23 *‘ Change(amount) Current ratio

Assets 5,880 7,795 +1,914 167%

Current assets 4,119 5,774 +1,654

(Cash and deposits) (2,097 (3,339) +1,241 Equity ratio

Non-current assets 1,761 2,021 +260 49%
Liabilities 3,092 3,896 +803

Current liabilities 2,547 3,461 +914

Non-current liabilities 545 434 -111
Net assets 2,788 3,899 +1,111

Shareholders' equity 2,657 3,660 +1,003

* Impact of Net Marketing consolidation and borrowings expected at the end of April 2023



Business description




I Company Overview

Company name Macbee Planet, Inc. (7095)
Establishment date August 25th, 2015

Capital 404 million yen (as of end-Mar 202)

Business description  Provision of data-driven marketing analytics services

Head office location 3-11-11 Shibuya, Shibuya-ku, Tokyo

No. of employees 72 (as of end-Mar 2023)

Aug. 2015 Established Macbee Planet, Inc.

Aug. 2015 Released data analytics platform “Honeycomb”

Nov. 2017 Released web customer service tool “Robee”

Mar. 2020 Listed on Mothers(Growth) section of the Tokyo Stock Exchange
Mar. 2021 Established Smash Co., Ltd.

Aug. 2021 Made Alpha, Inc. a wholly owned subsidiary

Mar. 2023 Made NetMarketing, Inc. a wholly owned subsidiary



macbee
%@plq et

-

*What is Lifetime V:

LTV refers to the profit that a user (c mer) brings to a
calculating the cost that can be spent to acquire one use

* What is Return On Investment (ROI;

A measure of how much profit can been made on an in !

y throughout their lifetime, and is a measure used in
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| Internet Advertising Market Size Trends

m The 3 trillion yen market continues to grow by double digits despite numerous
recessions. High growth is expected to continue.

(JPY billoon)
TV-AD B Ineternet-AD 30,912

COVlD-lQ\
CAGR
+11%
The
fnancial || ook
ol

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
Source: Dentsu, "Advertising Expenditures in Japan 26




I Challenges in the Internet Advertising Market

B There is significant room for improvement, as approximately 40% of the advertising budget is
distributed to people who do not become customers, wasting advertising dollars.

Directed to
Wrong audience

37%

Directed to
Right audience

63%

Source: Nielsen The2022 ROI Report For advertisers
27



I Positioning
Unlike traditional quantity-oriented marketing which other agencies offer, we focus on the quality of customer.
We will continue to achieve rapid growth by reshaping Japan’s marketing landscape.

Technology 4 Future
Growth rate Growth rate
+14% *3 +40%~ *4
Bl
CS tool
Mar-Tech Plaiorm
Marketing Marketing N
optimization oW OME =§‘
Online SFA Y
custqmer Chatbots mQCDee
Servicg
Growth rate Q"’ plﬂnet
+15% *2 Native ’2,0?'
ads
Ad-Tech DSP 0
_ L
User gathering Search sagns
. . . i S
optimization ad(\e/r;zgr]tlir;?ng Ad
Q'\Q networks
Affiliate ~* Video
ads ads
Growth rate
3% *1 000 Influencers
Pure -
Non-Tech ads .
Mass E-mail
media ads
ads
>
Mass media Prospectlve users Ongomg users Target

*1 Traditional market expenditures in “2021 Advertising Expenditures in Japan” (Dentsu) *3 “Movement in scale of online customer service market and forecasts” (ITR)
*2 Traditional market expenditures in “2021 Internet Advertising Expenditures in Japan” and “DMP (Data Management Platform) & MA (Marketing Automation) Market 2020” (Yano Research Institute)
(Dentsu) *4 Macbee Planet Sales CAGR (FY04/18 to FY04/22) 28



I Business Model

Attract high-LTV users with a pay-for-performance model

S Data =% Technology it Consulting

Unique data acquisition
technolog

Analysis Pay-for-performance

A Data-driven

Zero~3rd Party Data
Data Platform

Digital communication Utilization of Cancellation Data

| e
D 4

@® Internet @ Advertising Owners

Finding Potential Sending Users q

macbee over the Internet improvement
() [ ]
[ ]

high-LTV Users ,F 'ﬁ‘ ) ﬁ /Supporting LTV

TN T

® Fee for performance

29



Business process diagram

Internet
Ad delivery using advertlsmg

proprietary Al/3D Q [/w
P L]

1
User referral LC]

1
New users LE] Ad delivery
(consumer) platform
° DSP* macbee
—
ADNW* pla et o
o Pay-for- = Referral of
i a [ N WA = recurring
o @ tiraction Q. Ad delivery . " markeTin =
— Q_J. ¢ ASP CO. LTD. o users
o
Bid Q)
Programmatic - q(-g
ad D
Search engine
S
Social media Advertisin Web customer
Influencers g expenses service
DSP/ADNW
9 0 Proprietary
Existing media Post . heprovalofresults
users partners ;_ __________________________________________________ Performance compensation
® Pay-for-performance (unit price X no. of results generated)

Prevent
cancellation

?8edu |
onejdue) B

Approval of results

Monthly fee + performance compensation
(unit price X no. of cancellations prevented)

[ ] [ J . : : o
'H‘ ) Handling of cancellations and promotion of continuation gmh

*DSP = Demand Side Platform, ADNW = Advertising Network, ASP = Affiliate Service Provider



I Analytics Consulting business

We attract users on a pay-for-performance basis using LTV predictions built with data analytics.

Use data to attract users

‘ LTV data analytics :
on a pay-for-performance basis

Data obtained from media and in-house Based on the data, our consultants plan and
tools are analyzed in order to identify the implement ways to attract new userson a
attributes of high-LTV users. fully pay-for-performance basis.

|I|I . NZhb 7 _ EE/-

. what what to attract
Media data

media/

high-LTV
advertising geee users

Beﬁ;aivioralﬂdiata

Pu;(izﬁasei ;jiata G
~ Cancellation

— TJ Unit price of performance compensation x

No. of results generated

Costs: Media publishing costs
LTV prediction Gross profit margin: Approx. 15%
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I Marketing Technology business

Improve LTV by raising the LTV of new customers and lowering the cancellation rate of existing
customers. Optimize ad delivery by using Al and 3D technology.

Convert attracted users e Prevent existing customers a Al-powered ad delivery
into customers from churning
Robee provides customer service to A chatbot is used to encourage existing Ad delivery using proprietary
attracted users and converts them into users considering canceling to continue, Al-powered delivery
high LTV customers. thereby reducing the churn rate and . .
improving LTV. algorithms and 3D creatives

Churn 0
Web customer Smash] | prevention B |
peice chatbot SDAD
=] (o T e Fixed monthly rate or .
@ L con);pensation Monthly fee + Pérformance @ Depends on ad delivery volume

compensation

Gross profit margin: Over 95%

32



I Business characteristics

We accelerate growth by increasing new customers and raising per-customer spending.

Continuous business model Raise per-customer spending
|
A A Upside from
Bl Customers acquired in 1st year g:;:"eear:lgef;sss:\:s —\

Il Customers acquired in 2nd year

Customers secured in 3rd year Increased

results from

gathering data N\

Customers acquired in 4th year

Customers acquired
in 5th year

Stable base for generating results
established in the first year

dulpuads Joawo3isnd-iad

S19WO03sNd JO "ON

1st 2nd 3rd 4th 5th year Time
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I Disclaimer

This document contains forward-looking statements based on information available to the
Company at the time it was prepared and involves risks and uncertainties. As such, these
statements do not guarantee future business results or outcomes.

Actual results may differ materially from the forward-looking statements in this document
due to changes in the business environment or other factors.

The above risks and uncertainties include, but are not limited to, factors such as economic
conditions in Japan and overseas, and trends in the industries in which the Company
operates.

The Company shall assume no obligation to update or revise any forward-looking statements
contained in this document, even if new information or events occur in the future. The
information contained herein, other than about the Company, is quoted from publicly
available information, and the Company does not guarantee the accuracy or appropriateness
of such information.
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