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Good afternoon, everyone, and thank you for taking time out of your busy schedules to

join us.

| am Shin Shibata, CEO of Net Protections Holdings. | would like to begin the financial

results presentation for the fiscal year ended March 31, 2023.

This is today’ s agenda.

| will start by giving you an outline of the company and some business highlights, after
which | will discuss our financial results for the year ended March 31, 2023 and our

earnings forecasts for the year ending March 31, 2024.

Finally, | will review our growth strategy.



Mission

Create New Standard

With our mission “Create New Standard,”

we aim to create and spread an innovative structure for both our business and organization.
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This page is placed at the beginning of the material at every meeting.

We truly respect our management philosophy, and has set up the mission to “Create

New Standard.”

What makes us unique is that we also want to create a new standard not only for our
business, but also for our organization,and as part of that, we have adopted “teal

organization,” which is quite unusual for a listed company.



Business Overview: Service Lineup and Target
Markets

| Business Overview: Service Lineup and Target Markets

EC merchandise
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JNPiEILL E-commerce

merchandise
Market size

Overseas BtoC
(Taiwan, Vietnam)
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C)AFTEE
BNPL service for e-commerce
merchandise with

Market size

Localized BNPL service for

No. 1 market share™! JPY 11.9tn JPY9.8tn overseas
P
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non-merchandise
Market size

JPY 10.5 tn

Smartphone-based BNPL service.
Available not only for e-commerce
merchandise and e-commerce
non-merchandise, but also for physical
stores by downloading an app.

Market size

JPY 180 tn

BtoB BMPL service with the No. 1
track record ? in BtoB PSP service
market

Physical stores On-site services
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BNPL service optimized for on-site
services such as house renovation,
housekeeping, moving, and cram
of Yana Research Institute “Online Payment/Settlement Service Providers 2022 schools
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Here is a summary of our services and target markets. It has been updated this time, so

| would like to explain it.

We provide services in three fields: domestic BtoC, overseas BtoC, and domestic BtoB.

In addition, we aim to establish our position as a comprehensive BNPL service provider
by developing and branding features that meet the needs of merchants and users in

each of these markets.

In the Japan BtoC market, we are expanding the market through three services: NP
Atobarai for merchandise e-commerce, with which we started; “atone” available not
only for merchandise e-commerce but also for non-merchandise e-commerce and
offline stores; and NP Atobarai air for on-site services. In particular, the target markets
of atone and NP Atobarai air have a large white space yet to be developed. We expect

these markets to grow with high potential.

Next is NP Kakebarai for the domestic BtoB market.



Payment methods for BtoB transactions are still dominated by bank transfer and
promissory note, which require a lot of time and effort on both the buyer and seller. The

market is in a pressing need for digital transformation.

NP Kakebarai, our BtoB service, is capable of handling billing processes for all types of
businesses, including e-commerce, wholesale, and SaaS. We have established our

position as the No. 1 BtoB payment service provider with a proven track record.

Lastly, our overseas operations. We have been providing AFTEE in Taiwan since 2018.
Having gained confidence through its success, we established the second overseas
subsidiary in Vietnam last year. Expanding into the fast-growing Asian market is an

important strategy for us, as we consider it essential to achieve long-term growth.



Business Overview: Value Proposition of Each BNPL
Service

| Business Overview: Value Proposition of Each BNPL Service

We provide various types of value: secure, convenient, beneficial shopping experience to users and reduced burden of in-house

Atobaral Reduce burden of

No credit card as) b i
is required =L NP#3ILL Atobaral in-house resources

atone /DNP#E1LLair

resources and growing sales opportunities to merchants.

Grow sales
opportunities

Receive goods/
services first
Satisfy merchants’ Increase customer

demands satisfaction

Satisfy users’

demands

Earn and accumulate

points

No cash collection
is required

&) NPENFILL)
Risk-free

Pay anytime
guaranteed™

and anywhere

*1 The guarantee only covers transactions approved by our credit screening system. In the event that a dispute between a merchant and a customer or a merchant client over a transaction arises and it cannot be immediately resolved,
or Net Protections deems there is a risk of such a dispute, or the transaction otherwise falls under any of the graunds set forth in the merchant agreement for services offered by Net Protections, such a transaction will not be 5

guaranteed, even though it has been approved.
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Business Overview: Positioning of Our BNPL
Services versus Overseas BNPL Services

| Business Overview: Positioning of Our BNPL Services versus Overseas BNPL Services

Unlike the BNPL service providers overseas, who adopt the installment payment model, our business model is based on the lump sum payment model,

giving us a unique positioning in the market.
As such, our model helps limit risks of deteriorating earnings as a result of higher interest rates and of tightening regulations driven by concern that

BNPL services may lead to excessive debt.

Seniors
i

Lump sum payment
model

%{/:D Net Protections ‘Want to use money safely
- and securely
’ — 2

(Mainstream BNPL model in Japan
including Net Protections)

Want to improve cash flow
by paying in installments

Installment
payment model

— (Mainstream BNPL
model overseas) A
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Young adults



Competitive Advantages: High Credit Approval Rate
and Low Delinquency Rate

| Competitive Advantages: High Credit Approval Rate and Low Delinquency Rate

We have achieved one of the industry’s highest credit approval rate at 95% by utilizing our big data and knowhow accumulated over 20 years.
Maximizing credit approval rate prevents user abandonment and contributes to merchants’ sales increase.

Approval
Rate'!

Denied transactions

k

95%

Transactions whose risk is
difficult to assess

%D / \
' /
440mn+ proprietary transaction data™ /-‘ \
[{T-M D1 - Jl Effective utilization of merchant / \
information / \
Automated credit screening system / Low risk transactions \
Enhanced Al (ARSI . / \
icro-services architecture / \

/ \

*1 The ratio of approved transactions to transactions denied by our credit screening system for NP Atobarai during FY3/2023 (limited to unique users).
*2 Asof March 31, 2023 7
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Our approval rate is the biggest source of competitive advantage for our services.

We believe we were able to maintain one of the industry’ s top-ranked approval rates at
95% for the fiscal year ended March 31, 2023.

The 2% decrease from the previous fiscal year is the result of tightening credit for users

who fail to pay within the due date and are frequently late in making payments.



Competitive Advantages: High Credit Approval Rate
and Low Delinquency Rate

| Competitive Advantages: High Credit Approval Rate and Low Delinquency Rate

We have achieved low delinquency rates of 0.59% for BtoC and 0.49% for BtoB.

| Delinquency rate in BtoC (NP Atobarai) 1 | Delinquency rate in BtoB (NP Kakebarai) +2
(JPY in 100 million) (JPY in 100 million)
4,000 1000
3,500 GMV
. GMV y Delinquency
5,000 Delinquency / 800 rate
rate S
/
2,500
/ 600
2.000 /
/ 0

1,500 400
1,000 /

0 / 0.59% o

ol T 0 o —
3/04 3/07 3/10 3/13 3/16 3/18 322 3/12 3/14 3/16 3/18 3/20 322

for NP Atobaraiin excess of 18 months to total transactions recorded during such fiscal period on 3 GMV basis, The ratio for FY3/2022 is based on unpaid transactions as of the end of March 2023 [including

uent debt).

for NP Kakebarai in excess of 14 months to total wransactions recarded during such fiscal period ona GMV basis. The ratio for FY3/2022 is based on unpaid transactions as of the end of March 2023 (including

nd writing off of delinquent debt} 8
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We have also updated delinquency rates to the latest values.

The latest delinquency rates came in at 0.59% for BtoC and at 0.49% for BtoB, both
staying at a low level.

Although the macro environment has been uncertain in the past year due to such factors
as COVID-19 and inflation, we have managed to keep the delinquency rates under

control. | once again feel confident in our business.



Competitive Advantages: Balance Sheet with Low
Working Capital

| Competitive Advantages: Balance Sheet with Low Working Capital

We do not need to borrow money or take other funding measures to raise working capital because our trade receivables and payables are
well-balanced over the short term.

We therefore have limited financial risk even in the current phase of rising interest rates.

Balance Sheet (as of March 31, 2023)

. P it Cycle*1
Collection Cycle*1 Trade and other receivables*2 Trade payables

_I—b v Three payment options are
' Due in 14 days from the

AR IPY 30,144 million JPY 27,233 million ity montg or

weekly, monthly, or
semimonthly payment

Total liabilities: JPY 36,936 million

Total assets: JPY 55,467 million Total equity: JPY 18,531 million

(JPY in 100 million)
35,000

30,000 @ Trade and other
Quarterly changes 25 000 receivables
in 20,000

(before deduction

Trade payables

trade receivables 13900 of allowance for
,000 . L - doubtful accounts)
& payables 5.000 Hovering within a certain range
o Difference
-5,000

Fr Fr Fr Fr FY FY Fr Fr Fr Fr Fr Fr Fr
W10 32 ywIQ M4Q WA AW ¥HN 32140 w10 y@ 32230 32240 XBIQ

*1 In case of NP Atobaroi
*2 Trade and other receivables represent the figures befare deduction of allowance for doubtful accounts
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Receivables and payables as of March 31, 2023 remain balanced and favorable in the short

term.



Business Highlights

Business Highlights

* Executive Summary
+ Highlights
- GMV
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Moving on, let me share with you the key highlights of our financial results.

10



Results of Fiscal Year Ended March 31, 2023:
Executive Summary

| Results of Fiscal Year Ended March 31, 2023: Executive Summary

Domestic BtoC (NP Atobarai, NP Atobarai air, atone)

While the amendments to the PMD Act affected the beauty and health category, which accounts for about 60% of the GMV
of NP Atobarai, the monthly GMV of the BtoC business turned positive year on year for the month of March 2023, up 1.4%.
In addition, the fundamentals are in good shape, as the number of new large projects is increasing rapidly.

The GMV of NP Atobarai air and atone both achieved double-digit growth.
Confident of high growth in the future, as the number of stores introducing BNPL is increasing in the e-commerce of
non-merchandise such as digital contents.

Domestic BtoB (NP Kakebarai)

By strengthening mass advertising, our brand awareness increased from 10.4% to 15.5%, and the number of leads grew by
+75% year on year, exceeding expectations.

With the tailwind from the resumption of economic activity after COVID-19, full-year GMV achieved high growth of +39.8%
year on year.

Overseas (AFTEE)

In Taiwan, GMV achieved high growth of +80.7% year on year thanks to the introduction of our service by a series of
major malls, such as Yahoo!
Established a subsidiary in Vietnam, steadily expanding our service into the Asian market.

11
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This is an executive summary of the fiscal year ended March 31, 2023.
We can summarize the results as follows: “domestic BtoC business has returned to
growth momentum,”  “domestic BtoB business has made a further leap forward,” and

“overseas business has brought confidence in success.”

The domestic BtoC business has been suffering from the impact of the amendments to
the Pharmaceutical and Medical Device (PMD) Act for the past year, but monthly GMV
finally turned positive year on year for the month of March.

In addition, NP Atobarai air and atone are growing at double-digit rates, and given the
current strong inflow of new projects, we expect these new services to become new
growth drivers for the BtoC business.

In particular, atone, though still small in terms of GMV, is a BNPL service available not
only for merchandise e-commerce and non-merchandise e-commerce, but also for
offline stores. We believe its potential is very high.

Since atone is the core of our BtoC strategy, we have started disclosing the progress

and forecasts of atone’ s stand-alone business performance from this earnings report.



In the domestic BtoB business, NP Kakebarai achieved 39.8% growth, exceeding the
target.

We took on the challenge of full-scale marketing, including the airing of our first TV
commercial, and we are pleased with the results, both in terms of awareness building
and lead acquisition.

We believe that this success was due to the fact that we were able to hire highly
professional and talented people, and that our recommended teal organization helped
young employees to become work-ready at an early stage.

Of course, sales activities will become more important to convert the increased leads
into adoption of our service, but we believe it is quite possible to maintain high growth
by recruiting mid-career employees and training younger employees in parallel, just as

we have done in marketing.

And AFTEE, our overseas business, is a service that started operations in Taiwan in
2018.

Of course, we believe that domestic BNPL will still grow, but from the long-term,
decade by decade, perspective, it is inevitable that we will expand into Asian countries

with high economic growth rates.

We considered Taiwan to be a touchstone for such overseas expansion. With GMV up
80% year on year and gross profit generated, we are becoming more confident that our
BNPL business can work overseas as well.

Last year we established our second subsidiary in Vietnam, and we intend to steadily

expand our business into Asia, though gradually.

The following pages will report on each business metric.



Results of Fiscal Year Ended March 31, 2023: Full
Year Highlights

| Results of Fiscal Year Ended March 31, 2023: Full Year Highlights

FY3/23 GMV (non-Gaap) " Number of Merchants -
+5.6% YoY +58.0% YoY
JPY499.0bn 579,000
BtoC EC and others 211,000 (+7.4% YoY)
BtoC JPY362.0bn (-3.3% YoY) BtoC physical stores 365,000  (+118.3% YoY)
BtoB IPY136.9bn (+39.8% YoY) S0 3000 (+B5%YoY)
Total Operating Revenue Gross Profit (non-caap) Number of NP Members *

+3.6% YoY -0.5% YoY +13.5% YoY

JPY19.33bn JPY7.43bn 6.00mn

*1 GMV: The total ar
*2 Tatal number of
*3 Gross profit: Reve
*4 Number of NP Poi

axes) made through services provided by the Group, such as NP Atabarai , atone, NP Kakebarai , and AFTEE
s of March 31, 2023
ense + Allowance for doubtful accounts [addition) + Bad debt expense + Loss on sale of trade receivables + Credit screening expense + NP point expense + Other payment related expenses)

se the NP points that they accumulate by using NP Atobaral and atone when they make purchases from merchant clients) as of March 31, 2023 1 2
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These are the key highlights of our full-year financial results.

The actual figure of each metric is as shown here. | will go into the details of our
financial results later. But before that, let me add a supplementary explanation on the
number of merchants as we have shown the number of offline store merchants from

this earnings report.

Payments for purchase at all physical stores with atone service can be made later at
convenience stores and drugstores across the nation by downloading an app on mobile

phones.

Payments for physical stores have been available since July 2019, and the number of
merchants has been increasing year after year, but we have refrained from actively
announcing this service because we believe that the risks associated with offline stores

are higher than those associated with e-commerce.



Through repeated trial and error, we have determined that it is possible to control the
risks depending on how we do it, so we are considering to release the service in stages,

starting from users with a proven payment track record.

GMV (Group Total)

| GMV (Group Total)

Full-year total GMV for the fiscal year ended March 31, 2023 of the services provided by
the Group increased 5.6% year on year to 499.0 billion yen.

+5.6%

® BtoC atone™ « BtoC NP Atobarai and others™ » BtoB NP Kakebarai™

PY499.0bn
IPYAT2.5bn (/) JPY499.0bn (rva/23) |
T ]
1,326
(JPY in 100 million} 1,280 1,262
L pas ME2 g 1ase IR s
§ IS 55,
1.200 1,037 1,080 1,081 . 52, M
983 eds iy M3 pioy niln B4
895 920 45 pdSs adda
823 w2lm L
900 11 w29
~8
gop 682 744 802 731 838 82 92 834 854 882 072 (88| 841 835 oM 831
300

10 2Q 3Q 4 10 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

*1 Total amount of payments (including consumption tax) made through atone provided by the Group
*2 Total amount of payments {including consumption tax) made through NP Atobarol, AFTEE, and NP Card provided by the Group
*3 Total amount of payments (including consumption tax) made through NP Kakebarai provided by the Group 1 3
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Full-year total GMV of the services provided by the Group increased 5.6% year on year

to 499.0 billion yen, but we are not satisfied with this figure itself.

On the other hand, the fourth quarter saw a 9.4% year-on-year increase, indicating a

return to the growth trend.

There are two reasons behind this: “BtoC is returning to positive year-on-year

growth,” and “BtoB is accelerating its growth even further.”

Please see the next page.



4Q: Monthly GMV Trend (Year on Year)

| 4Q: Monthly GMV Trend (Year on Year)
Total GMV achieved double-digit growth in February (+10.4% YoY) and March (+11.1% YoY).
The monthly GMV of the BtoC business turned positive year on year for the month of March, up 1.4%, partly because the impact of
the amendments to the PMD Act almost subsided.

| Monthly GMV Year-on-Year Trend (January 2023 to March 2023)

140%

130%

120%

110% 106.5%’/‘ (eiz]
101.4%
100% —= BtoC business
— 8%
90% 95.7%
1/2023 2/2023 3/2023
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This is a year-on-year comparison of monthly GMV for the fourth quarter.

Both BtoC and BtoB are rising steadily, and total GMV has achieved double-digit growth

since February.

What are the drivers behind this?

First, BtoC turned positive year on year, up 1.4%, for the month of March, as the impact

of the amendments to the PMD Act almost subsided.

Second, BtoB accelerated its growth rate to nearly 50% year on year. From these facts,

you can see that we have regained our growth potential.

Although we are not satisfied with our performance over the past year, we are
confident that we will be able to achieve growth that meets your expectations in the

future.



BtoC Full-year GMV

| BtoC Full-year GMV

GMV of the BtoC business for the fourth quarter decreased 1.0% year on year.
GMV of the BtoC business for the full year decreased 3.3% year on year to 362.0 billion yen.

| BtoC GMV Trend

(1PY in 100 million] Impact of the amendments to the

1,200 PMD Act gradually eased. =

-55.9 [
-98.1 -83.8
-30.6

®  The negative impact of the amendments to the PMD
Act has almost subsided, easing from 9.81 billion yen
for the first quarter to 3.06 billion yen for the fourth
quarter.

900

600

®  GMV for the month of March 2023 turned positive
year on year, up 1.4%, due to the addition of new
merchants.

3,746 | 3,620 (-3.3%)

902 928 1,020 895

300
L] The contribution of atone increased 18.6% year on

year to 5.5 billion yen in the fourth quarter.

1Q 20 3Q aQ 1Q 2Q 3Q aQ
FY3/22 ETEE]
*1 Calculated by Net Protections. 1 5
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This is the breakdown of full-year GMV of the BtoC business by quarter.

During the past year, the beauty and health category suffered from the negative impact
of the amendments to the PMD Act, but the impact has been easing in stages, and we

can finally say that it has almost subsided.

To reiterate what | said earlier, BtoC turned positive year on year for the month of
March.

Looking ahead, we intend to expand atone in order to achieve both the growth of BtoC

and the diversification of merchandise categories.

We believe it is possible, as the GMV growth rate of atone for the fourth quarter was
18.6%, and the companies that have recently adopted atone cover a wide range of

merchandise, such as apparel and tickets.

We expect atone’ s growth rate to be high this fiscal year. | will explain this later in the

earnings forecast.



BtoB Full-year GMV

| BtoB Full-year GMV
GMV of the BtoB business for the fourth quarter increased 45.1% year on year.
GMV of the BtoB business for the full year increased 39.8% year on year to 136.9 billion yen.

| BtoB GMV Trend

(JPY in 100 million) +39 8%

400
hcl Factors

High growth was achieved, driven by businesses related to the
food and beverage industry thanks to the resumption of
economic activity.

300

[YoY changes of top GMV categories]

200 O Related to the food and beverage industry

979 m Advertising and advertising production: +274.3%

m  Food wholesale: +78.0%

226 233

100 o Others
m  ASP, Software: +18.9%
®  Printing:+5.7%
o m  Construction and other materials: + 64.5%
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FY3/22 RETEE]
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This slide shows the trend of quarterly GMV in BtoB. Full-year GMV was 136.9 billion
yen, up 39.8% year on year.

Although the full-year GMV slightly fell short of 40% growth, it exceeded the target of
130.0 billion yen,

Looking at the fourth quarter alone, we achieved high growth of 45.1%, which is a

satisfactory figure.

This GMV growth was driven by the strong performance of restaurant-related
businesses, specifically job advertisements and food wholesale, reflecting the
resumption of economic activity.

Other categories also achieved positive growth in general, though at different levels.
This is evidence that our BtoB payment services are supported by a wide variety of

industries.



Financial Results for the Fiscal Year Ended March
31, 2023

L\

Financial Results for the Fiscal
A Year Ended March 31, 2023

* Financial Results for the Fiscal Year Ended March 31, 2023
+ Breakdown of Total Operating Revenue/Gross Profit by BtoC/BtoB

* Total Operating Revenue/Gross Profit/Adjusted EBITDA
* Analysis of Year-on-Year Increase in SG&A Expenses

17

COPYRIGHT {C) Met Protections Holdings, Inc. All Rights Reserved.

Now | will hand over to CFO Watanabe, who will talk in more detail on our full-year
financial results for the year ended March 2023 and earnings forecasts for the fiscal

year ending March 31, 2024.



Financial Results: Summary for Fiscal Year Ended

March 31, 2023

| Financial Results: Summary for Fiscal Year Ended March 31, 2023

Total operating revenue was 19,330 million yen (+3.6% YoY), achieving 99.7% of the earnings forecast.
Gross profit (non-GAAP) was 7,433 million yen (-0.5% YoY), achieving 102.0% of the earnings forecast.

| Results Summary

FY3/23 Results

YoY (FY3/22)

(Reference)

Full-year forecast for FY3/23™

N m ==ty Progress rate
(IPY in millions) change forecast

GMV (non-GAAP) 499,035 472,589 +5.6% 496,200 100.6%
Total operating revenue 19,330 18,665 +3.6% 19,390 99.7%
Revenue 18,840 18,224 +3.4% 18,886 99.8%
Gross profit (non-GAAP) 7,433 7,469 -0.5% 7,290 102.0%
Operating profit (loss) (404) 897 (730) L?::nn?;::xi:
EBITDA (non-GAAP)"? 1,045 2,246 -53.5% 756 138.1%
Marketing expenses > 813 481 +69.2% 993 81.9%

IPO-related expenses 272
Adjusted EBITDA (non-GAAP)™* 1,859 3,000 -38.0% 1,750 106.2%

lowance for doubtful accaunts (addition) + Bad debi expense + Loss on sale of trade receivables + Credit screening expense + NP polnt expense + Gther payment related expenses)
n disposal of property, plan t and equipment + Impairment lass Gain from reversal of impairment losses)

EBITDA: EBITDA + (PO related
igures disclosed in the “Motice Concern|
released on November 14, 2022

ens

es)
‘ariance between Consolidated Financial Farecasts and Actual Results for Six Months Ended September 30, 2022 and Revision te Full-Year Consolidated Financial Forecasts for Fiscal Year Ending March 31, 2023" 18
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Total operating revenue for the fiscal year ended March 31, 2023 increased 3.6% year
on year to 19,330 million yen, achieving 99.7% of the earnings forecast.
Gross profit also decreased 0.5% year on year to 7,433 million yen, achieving 102.0% of

the earnings forecast, largely in line with the plan.

Operating profit ended in the red with a provisional operating loss of 404 million yen,
compared to the projected operating loss of 730 million yen. The narrowing of the loss
resulted from the efforts to reduce costs and marketing expenses.

The cost reduction was mainly driven by the increased use of electronic invoicing in NP
Atobarai, which successfully reduced the cost of invoicing. We will continue promoting
paperless through transition from paper to digital to improve profitability and preserve

the environment.



Financial Results: Breakdown of Total Operating
Revenue and Gross Profit

| Financial Results: Breakdown of Total Operating Revenue and Gross Profit

| Total Operating Revenue | Gross Profit (non-Gaap)
» BtoC atone = BtoC NP Atobarai and others » BtoC atone © BtoC NP Atobarai and others
» BtoB NP Kakebarai » BtoB NP Kakebarai
UPY in millians) BtoB ratio: {IPYin millions) BtoB ratio: BtoB ratio:
BtoB ratio:
20,000 BtoB ratio: ;2.:'}‘: 15.2% 8,000 BtoB ratio: 19.0% 23.2%

10.6% 1000 18.2%
o m ﬂ ﬂ | “le o M 1‘722
0B ratio:
15,000 10.7% 6,000 16.1%

10,000 4,000
3,000
5,000 13,207 15,176 15,262 15,202 2,000 4,553 5,741 5,691 5,317
1,000
0 ° -131 -217
FY3/20 FY3/21 FY3/22 FY3/23 FY3/20 FY3/21 FY3/22 FY3/23

*1 Grass profit: Revenue —|Collection expense + Invoicing expense + Allawance for doubtful accounts {addition) + Bad debt expense + Lass on sale of trade receivables + Credit screening expense + NP point expense + Other payment related expenses) 19
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Here are total operating revenue and gross profit by business segment.
Our total operating revenue includes invoicing and collection fees, and we receive 225

yen per invoice.

In BtoC transactions, we issue an invoice per purchase. In contrast, BtoB payments are
on a monthly basis, so invoices are issued only once per month.

As a result, the ratio of total operating revenue to GMV is higher for BtoC and lower for
BtoB.

BtoB’ s share of GMV for the fiscal year ended March 31, 2023 was 27.4%, but its
share of total operating revenue was 15.2% due to the invoicing and collection fees.
However, since invoicing and collection fees are offset against their costs, the impact
on gross profit is limited.

BtoB is lower than BtoC in terms of the gross profit margin. Nevertheless, BtoB is, in

essence, profitable enough, so we intend to continue building up GMV.

Next, | would like to talk about atone, which has been separately presented from this

earnings announcement. The gross profit of atone was 392 million yen for the fiscal



year ended March 31, 2023, which represents a gross profit margin to GMV is
approximately 1.9%. As the gross profit margin of NP Atobarai, which is also a BtoC
service, is approximately 1.6%, atone is a more profitable business model. This is
because atone’ s model is centered on paperless payment methods, such as electronic

barcodes and bank transfers, thereby reducing costs compared to NP Atobarai.

In addition, there is room for atone to further increase its profitability. As mentioned on
slide 5, the delinquency rate for NP Atobarai is 0.59%, but atone is expanding its
services to new markets and users, and the current delinquency rate is over 1%. We are
confident that we can still lower the delinquency rate for atone and expect its
profitability to improve. Atone’ s gross profit has turned positive since the fiscal year

ended March 31, 2022. This is certainly backed by the decline in the delinquency rate.



Financial Results: Total Operating Revenue, Gross
Profit, and Adjusted EBITDA

| Financial Results: Total Operating Revenue, Gross Profit, and Adjusted EBITDA

Total Operating Revenue Gross Profit Adjusted EBITDA
(non-GAAP!™ (non-GAAP)?
8,000 {UBY in millians)
20,000 15330 7,469 7,433 3000 3000
18,665 i
2,769 307
1,641
a,473[ +-893 6,000 2,500 398
15000 58
' 5270
902
3832 917 2,028 2,000 1,859
- 4,978[Jl5,202 1,189 213
4Q 4,000
10,000 1.500
4,053 1,555 » 1,249 552
| |
3Q 1000 U
2,000
- 5,000 ,
2 e 500 852
3508 4374 4604 4586 1424 1637 1888 1833 s 8 572
1qQ 0 0 - — — | — 0 o | | -
-97
FY3/20 FY3/21 FY3j22 FY3/23 FY3/20 FY3/21 FY3/22 FY3/23 FY3/20 FY3/21 FY3/22 FY3/23

*1 Gross profit: Revenue —{Collection e
*2 Adjusted EBITDA: EBITDA + {IPO rela
*3 Marketing expenses: Sales promatior

ance for doubtful accounts (addition] + Bad debt expense + Loss on sale of trade recehables + Credit screening expense + NP point expense + Other payment related expenses]

e
issions) + Advertising expenses 20
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Moving on, we will look at the trend of total operating revenue, gross profit, and
adjusted EBITDA.

The decrease in adjusted EBITDA was due to increased investments to strengthen the

sales and IT structure.

Meanwhile, selling, general and administrative expenses increased. | will go into the

details in the next slide.



Financial Results: Analysis of Year-on-Year
Increase in SG&A Expenses (Full-year)

| Financial Results: Analysis of Year-on-Year Increase in SG&A Expenses (Full-year)

FY3/22 FY3/23
Total SG&A expenses +1,544  (+23.1%)
(IPY in millions) 61588 8,232
+332 _
. 1 - - . . oy
Marketing expenses “ 382 2,149 o  Marketing expenses: +332 million yen
(+21.7%) o Mass advertising for BtoB
::Eg::;ns-related 1,766
p oo 1,393 e Outsourcing expenses: +305 million yen
(+5.3%) o System development
Amortization 1,323 o Sales consignment
+305 o i i i
Pt 1,826 o Design and marketing operations
Outsourcing expenses 1,520

e Personnel expenses: +453 million yen
(;‘;‘5&} o 41 mid career recruits
Personnel expenses”? 1,597 o 32 new graduate recruits

+1,211 (+19.5%)

Subtotal of SG&A expenses
excl. marketing expenses

and advertising expenses excluding agenc
jand other officers), payrall and allowances,

s, provision for bonuses, co
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These are the factors behind the increase in SG&A expenses.
During the fiscal year ended March 31, 2023, we mainly invested in marketing and

reinforcing our sales structure.

Marketing expenses increased by 332 million yen year on year, most of which was
spent on mass advertising for NP Kakebarai, a BtoB business.

However, the amount of marketing expenses was about 180 million yen less than the
forecast.

This is mainly due to the fact that some of the campaign expenses for the BtoC
businesses, AFTEE and atone, to promote user usage were pushed back to the fiscal
year ending March 31, 2024.

The total of outsourcing and personnel expenses, which increased by about 758 million
yen year on year, is the cost of strengthening our sales structure.

We hire about 30 new graduates every year, and while we have not actively recruited
mid-career workers in the past, we hired over 40 mid-career workers in the fiscal year
ended March 31, 2023.



This move is in response to the growing scale of member merchants and companies
currently under consideration, as well as the rising level of service quality and sales

support required.

In addition, since feature development and sales activities for small and medium-sized
customers cannot be covered by internal staff alone, consignment is being used,

resulting in an increase in outsourcing expenses.



Earnings Forecasts for the Fiscal Year Ending March
31, 2024

S bW, Y

£ Earnings Forecasts for the Fiscal
N,_ " Year Ending March 31, 2024

* Earnings Forecasts

* GMV Estimates

* Estimates of SG&A Expenses
* BtoC: Key measures for atone
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Next, | will discuss our earnings forecasts for the fiscal year ending March 2024.



Earnings Forecasts for the Fiscal Year Ending March
31, 2024

| Earnings Forecasts for the Fiscal Year Ending March 31, 2024

We are going to be committed to double-digit growth of GMV and total operating revenue. As we will continue to make investments,
operating loss is expected to increase year on year, but we will end a series of efforts necessary to strengthen our structure during the
fiscal year ending March 31, 2024. Afterward, we intend to increase the efficiency of SG&A expenses to improve profitability.

| Earnings Forecasts FY3/2024 forecasts Reference:

FY3/2023

GMV (non-GAAP) 267,342 306,657 574,000 +15.0% 499,035
BtoC 183,105 210,894 394,000 +8.8% 362,070
BtoB 84,237 95,762 180,000 +31.4% 136,964
Total operating revenue 10,097 11,478 21,576 +11.6% 19,330
Gross profit (non-GAAP) " 3,763 4,336 8,100 +9.0% 7,433
Operating profit (loss) (676) (203) (879) - (404)
EBITDA (non-GAAP) 3 61 566 627 -40.0% 1,045

*1 GMV: The total amaunt of paymer
*2 Gross profit: Total operating reve:
*3 EBITDA; Operating profit of loss +

including consumption tax) made through services provided by the Graup, such as NP Atobr:
perating expenses related to bad debt and invoi ding invoice

one, NP Kakeborai, and AFTEE
ess 0 v fee,
reciation and amortization + Share-based payment expe

g invoice issuing i e, and postal charges)
Less on disposal of fixed ass ment losses - Gain on reversal of impairment losses 2 3
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We are going to be committed to 15% growth of Group total GMV for the full year.

Looking at the current stock market, many companies emphasize profits. We also can
make ourselves profitable. On this premise, we had a series of dialogue with investors

and had discussions in the meetings of the Board of Directors.

As a result, we understand that investors expect us to achieve GMV growth to maximize

future profits and that the benchmark for growth is 20%.

BtoC is still on the way to recover because the business remains partially affected by
the Pharmaceutical and Medical Device Act, so considering this factor, we decided to
make a commitment to achieve 15% growth of Group total GMV for the fiscal year
ending March 31, 2024.

Furthermore, we will continue from the previous fiscal year to strengthen our sales and
IT structure, but it will be sufficiently staffed during the fiscal year ending March 31,
2024. Afterward, we will increase the efficiency of SG&A expenses and focus on the

balance between growth and profit.



Therefore, to allow shareholders and investors to analyze our earnings more easily in
the future, we have set operating profit or loss and EBITDA as key profit indicators,
where we previously disclosed adjusted EBITDA, which is calculated by adding

marketing expenses back to EBITDA.



GMYV Estimates for the Fiscal Year Ending March 31,
2024

| GMV Estimates for the Fiscal Year Ending March 31, 2024

The Group’s full-year GMV for the fiscal year ending March 31, 2024 is projected to be JPY 574.0 billion (BtoC atone: JPY 31.6
billion, BtoC NP Atobarai and others: JPY 362.3 billion, and BtoB: JPY 180.0 billion).

We aim to increase the full-year GMV by 15.0% year on year, backed by rapid growth in BtoC atone from the second half in
addition to solid growth in BtoB.

Py 1;0;0.\0; IPY 574.0 billion GMV growth rate forecasts (vs. FY3/2023)
IPY 499.0 billion 3,068 —_— e
3,000 2588 2.673 llg‘.l Group-wide +11.3%
2,401
2500 v 111 ‘122. 1H Full-year
-1
2,000 +_a:i/’/:-z'm
1,500 18 2,1 1H Full-year
17 1,
1,000 ./::u.m
+22.4%
N . . . l . =]
0 ._—_______————-
+34.6%
H 2H H 2H R
FY3/2023 FY3/2024 (Forecasts) 1H Full-year

® BtoC GMV (e BtoC atone = BtoC NP Atobarai and others) ® BtoB GMV
24
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Here are GMV estimates for the first half and full year.

As our services are recurring business, GMV grows more in the second half.

We estimated GMV by calculating the results and trends of existing transactions made
during the fiscal year ended March 31, 2023 and adding an underestimated amount of

transactions from new business deals to the calculated amount.

We expect the growth rate to be 3.1% for BtoC and 34.6% for BtoB in the first half. For
the full year, we expect the growth rate to be 8.8% for BtoC and 31.4% for BtoB.

For atone in BtoC, we expect high growth rate of 50% for the full year because large
merchants will adopt our services in the second half.

We also aim at a further uptick in the growth rate by successfully bringing the current
business deals to the adoption of our services at merchants.

In BtoB, we believe that we can maintain nearly 30% growth rate throughout the fiscal
year by keeping momentum in the previous fiscal year.

The marketing initiatives implemented during the previous fiscal year helped increase
potential business deals. We therefore believe that there may be more new merchants

adopting our services, which could further increase GMV.



Estimates of SG&A Expenses for the Fiscal Year
Ending March 31, 2024 (by Function)

| Estimates of SG&A Expenses for the Fiscal Year Ending March 31, 2024 (by Function)

Sales & Marketing (S&M) ™
m Tech & Development (T&D)

m Others ™
(PY in millions) 9,480
10,000 (+15.2%)
Factors
8,232 (f;g:;] e  S&M: + JPY 644 million (+19.9%)
8,000 o e o Expenses to be incurred in recruiting
¥ . .
e sales professionals and outsourcing
T expenses: 900 o Marketing expenses: + JPY 86 million
6,000 expenses: 813

e T&D:+JPY 462 million (+16.0%)
o Development expenses of atone and NP
4,000 .
Kakebarai
e Others: + JPY 140 million (+6.6%)
o Reduced increase from the previous
fiscal year through the streamlining of
back-office operations

2,000
2,110

FY3/2023 FY3/2024 (Forecast)

*1 Sales & Marketing; Personne
*2 Tech & Development: Persos
*3 Others: SGRA expenses othe

expenses related to sales. ting
s related to system develo) redit related operations, and other operations
enses related to back-offic s, outsourcing expenses af help desk for services, etc.) 2 5
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Here are the estimates of SG&A expenses.
We have invested in personnel and outsourcing, but the nature of these expenses is not

easily understandable, so they are categorized by divisional function.

The total amount of SG&A expenses is forecast to increase by approximately 1,248
million yen year on year.

A half of the increase is attributable to our proactive investment in sales & marketing,
especially for recruiting sales personnel and using more outsourcing services.

We consider such investment necessary because the number of sales deals increased by
1.5 times for the past year and is expected to continue to increase.

Sales collaboration with partners is also accelerating. We will finish the large-scale
structure strengthening during the fiscal year ending March 31, 2024. We will then take

thorough cost control measures.

In our approach to SG&A expenses, we consider system development is essential for

our business expansion in terms of our business characteristics, but we will curb SG&A



expenses by improving the efficiency of sales and marketing expenses and other SG&A

expenses in phases.

BtoC: Key Measures for atone (BNPL per purchase
enhables us to acquire first-time users)

| BtoC: Key Measures for atone (BNPL per purchase enables us to acquire first-time users)

The BNPL per purchase feature allows customers to use atone without sign-up. We aim to increase CVR of first-time users.
We prepare high value-added services and encourage first-time users to become our members to increase user LTV.

Attract first-time users to

become our members by Benefits for merchants that have
rewarding points adopted atone, which could lead to
[ Non-credit card users [ 6 million NP members ] P an increase in GMV \

1. Increased CVR
Users can choose their desired BNPL

option. This prevents shopping cart
Accessibility prevents shopping cart Point program and direct debit helps abandonment.

abandonment transfer repeat members to merchants -

's N

BNPL per purchase Next month payment 2. New customer acquisition

Additional features enable

Q’ It requires only SMS authentication and |Q’ It is easy to make additional purchases because merchants to appeal to their
. . . all payments in the month will be consolidated.
provides security and convenience, customers

Users can make a paperless payment at B Point program benefits users and makes it

. easier to ShOp at new stores. { N
convenience stores or banks. .
3. Increased retention rate

v

g Direct debit makes repeat payment convenient. ) i
Paint program and various payment

methods make it easier

dt 0 ﬂe to repeatedly use
. \, J/
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Let me additionally explain two things about our strategy because the importance of

atone in BtoC is increasing and this impacts our earnings forecasts.

First one is the implementation of the BNPL per purchase feature. We first reported
about this feature in the financial results briefing for the nine months ended December
31, 2022.

Customers were required to sign up to use atone before, but the new feature allows
customers to use atone instantly without sign-up.

Many customers want to use the BNPL service, but do not want to sign up. With the

new feature, we expect a rise in the usage rate.



We will use value-added services as hooks, such as rewarding points and suggesting the
direct debit payment method, to encourage BNPL per purchase users to become our
members.

A direct message and a push notification allow us to run a sales promotion targeted at
our members, and this enables us to help transfer our members to shops.

We currently consider evolving atone to become the BNPL service that can help drive

customers to shops.

We already released the BNPL per purchase feature, and there are first-time users.
We expect an increase in the number of first-time users, so hopefully, we can report

good results in the next or later financial results briefing.



BtoC: Key Measures for atone (the sales divisions of
atone and NP Atobarai have been integrated into
onhe)

| BtoC: Key Measures for atone (the sales divisions of atone and NP Atobarai have been integrated into one)

We have established a group that covers the functions of corporate customer sales, partner sales, and marketing
activities for atone and NP Atobarai. The previous divisions have transitioned to this group. This will enable us to both
further increase sales of atone and improve the efficiency of sales expenses.

atone Division Alliance & Partner Sales Division

TS
Consumer

Payment Sales

Group
NP Atobaraifatone

Marketing Division

BtoC Sales Division

(NP Atobarai)

Sales and marketing structure for atone: 10 professionals 0 40 professionals
27
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Second one is that our large-scale organizational change.

We previously allocated more resources to NP Atobarai than atone because NP Atobarai
accounted for a larger share of our sales.

However, from the fiscal year ending March 31, 2024, we have integrated the sales and
marketing divisions of these two services into one group for the purposes of further

increasing sales of atone and improving the efficiency of sales expenses.

30 professionals who engaged in NP Atobarai how focus on atone to improve quality in
all aspects of making sales negotiations successful, winning and executing new
contracts, and supporting operations.

While focusing on atone, these professionals will sell and support NP Atobarai because

inquiries about the service are still increasing.

Through these efforts, we will accelerate atone and put BtoC back on the track of

growth, aiming to achieve greater results than the earnings forecasts.



Review of Growth Strategy

Review of Growth Strategy

Key Measures
- Review of Marketing Activities
- Review of Alliances
- Key Measures to Be Taken during the
Fiscal Year Ending March 31, 2024

28
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The last part will be a review of key measures taken during the fiscal year ended March

31, 2023 and a policy in the following fiscal year.



Review of Key Measures Taken during the Fiscal
Year Ended March 31, 2023

| Review of Key Measures Taken during the Fiscal Year Ended March 31, 2023

Key measures aimed at growth of GMV and operating revenue.

Enhance marketing activities Seek alliance
L (0 —g= ' -
~ ) I |

R <Jo ™Y |

' Acquire merchants by raising our brand
awareness

v Implement a new function, BNPL without

sign-up

v Partnership with major platform
operators

v Promote digital transformation of billing V' Accelerate use of atone at physical stores

operations through alliance with regional v Enhance transfer of users for merchants
banks and shinkin banks

' Expand our share in the payment market in
Taiwan by improving penetration rate

Strengthen our structure to facilitate the implementation of the key measures
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We look back at the key measures taken during the last year.
As shown on this slide, we have focused on enhancing marketing activities and seeking

alliance to acquire new merchants.



Quarterly Changes in Lead Generation

| Quarterly Changes in Lead Generation

Number of leads™ grew steadily for each service, recording a year-on-year increase of 50.8% in FY3/2023.

Number of leads
) _ . +50.8%
I I . , o YoY

a1 Q2 a3 4 a1 a2 a3 a4
FY3/2022

BtoC (~ NP Atobarai = NP Atobarai air m atone) BtoB (m NP Kakebarai)

*1 Number of leads = Number of online requests for information materials + Number of sales negotiations referred by agencies 30
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As one of our marketing activities, we optimized our advertising campaigns. In seeking
alliance, we formed partnerships with other companies who refer potential customers to
us. These two measures worked successfully, increasing the number of leads by 1.5

times year on year.



Quarterly Changes in the Number of Sales
Negotiations

| Quarterly Changes in the Number of Sales Negotiations

Number of sales negotiations in FY3/2023 was up 56.9% year on year.

Q1 Q2 Q3 o4 a1 Q2 Q3 Q4
FY3/2022

BtoC (~ NP Atobarai = NP Atobarai air m atone) BtoB (» NP Kakebarai)

Number of sales
negotiations

+56.9%
YoY
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The number of sales negotiations increased by 56.9% year on year, achieving great
results.

We acquired new leads through responding to requests for information materials and
sales negotiations referred by agencies.

We allocated these new leads to sales professionals, and they worked on the leads
swiftly.

This workflow started to work well.



Review of Marketing Campaigns Launched in the
Fiscal Year Ended March 31, 2023

| Review of Marketing Campaigns Launched in the Fiscal Year Ended March 31, 2023

After mass advertising, NP Kakebarai's brand awareness and large sales negotiations increased significantly.

1 2

| NP Kakebarai brand awareness * | Number of large sales negotiations on NP Kakebarai *

After we took mass advertising campaigns in November 2022, Mass advertising, digital marketing campaigns, and the PDCA
brand awareness leaped in the areas that ads were aired. cycle generated synergies, increasing the number of large
sales negotiations in particular.

20% FY3/2022
W FY3/2023
15.5%
- /
10.4% I
0%

January 2022 December 2022 November December January February March

men and wemen aged 25-65 living in the Kanto and Kansai areas, whose positions are corporate managers, officers, and regular emplayees in sectors other than the
rs; M = 8,000

I\ of IP¥ 10 million ar more 3 2
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Here are the results of our marketing campaigns launched for NP Kakebarai.

We ran TV commercials to build brand awareness and used digital marketing to convert
inquiries into sales negotiations.

As a result, we succeeded in increasing both brand awareness and sales negotiations as
intended. The most commendable thing is an increasing number of large sales
negotiations.

We often heard of unsuccessful cases that mass advertising boosts number but not

quality. However, our marketing efforts boosted quality, too.

We consider factors behind this success to be not excessively depending on external
partners and hiring highly professional personnel.

We hired an executive who draws up an overall marketing strategy as well as designers
and advertising campaign staff. We were able to go through the PDCA cycle
successfully.

As we have accumulated know-how, we believe that we will continue to produce stable

outcomes.



Review of Alliances Formed in the Fiscal Year Ended
March 31, 2023 (1/2)

| Review of Alliances Formed in the Fiscal Year Ended March 31, 2023 (1/2)

We enabled sales and system coordination with top industrial players representing Japan.

Forming business alliances with partners who provide payment and financial services expanded our sales network,
enabling us to build a system for creating leads on an ongoing basis.

Going forward, we plan to consider service schemes with these partners.

| Alliance partners (excerpt)

Sales Promotion Support Sales System Development Finance
(Shopping cart and other platform providers) (Payment and finance)

Q o eCforce NEW pAYG E N T
W Ti-Stage A -
BtoC ) shopify / JEIHE SBI crouP
@ ucC CARD
EEE b @ Orico SB Payment Service
salesforce Aﬂpvpuﬁxch:::.
BtoB o
° E_I. JE,,OI,H,& < ‘s“k"."ﬁ Partners
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Here is our network of alliances that we succeeded in forming.

Particularly in the financial sector, we formed business alliances with famous companies
representing Japan, enabling us to build a system for creating leads on an ongoing
basis.

The areas that our partners are excellent at differ between them, so they connect us
with various customers such as e-commerce companies, service providers, and BtoB

companies.

Going forward, we plan to consider new service schemes with these alliance partners, in

addition to sales negotiations referred them.



Review of Alliances Formed in the Fiscal Year Ended
March 31, 2023 (2/2)

| Review of Alliances Formed in the Fiscal Year Ended March 31, 2023 (2/2)

We formed business alliances with five regional financial institutions and established our regional office.
We met significantly increasing needs for the digital transformation of billing operations through NP Kakebarai and
NP Atobarai air.

Promote Business Alliance
i DR

North Pacific Bank
* Support digital transformation of o

billing operations
* Acquire new merchants

Hokkaido Area

A location established,
and sales have started

Fukuoka Area
Sales staff appointed ;ﬂ :'3 é:’U

Strengthen Domestic Sales pinibilisy’ “ ZEERSE
Office Network \ Tama Shinkin Bank

Allocate dedicated sales staff to the ) Chugoku & Shikoku Areas
office of partner banks to promote g f? % ﬁE ‘f? A location established,

merchant acquisition Iyo Bank and sales have started
= . P -
5 AR SR AT
Ehime Bank 34
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This slide shows alliances formed with regional financial institutions.
Our regional alliance strategy is aimed at promoting particularly NP Kakebarai and NP

Atobarai air.

Financial institutions in rural areas have less manpower than those in large cities in
Tokyo and other prefectures, so they need to implement operational reforms.

Among our services, NP Kakebarai and NP Atobarai air are Business Process
Outsourcing (BPO) services that allow companies to leave the entire billing process to
us.

We therefore believe that these services are helpful for companies in the digital
transformation of the billing process.

We are striving to make our services widely available by forming alliances with regional
banks and shinkin banks, establishing regional offices, and enhancing our sales support.
As many sales negotiations have started, hopefully, we can report good results in the

future.



Service Implementation Status for the Fiscal Year
Ended March 31, 2023 (Excerpt)

| service Implementation Status for the Fiscal Year Ended March 31, 2023 (Excerpt)

Major players have adopted our services one after another in target markets, including BtoB, BtoC, and overseas (Taiwan).
We are expanding the provision of our services in non-merchandise sales such as digital content.

T

Major companies Housing equipment manufacturers Beauty and health

Fasllas e #7579~ SHIKARI
[MAX B2

VITARXEH Japan Digital content Entertainment merchandise
ESAIUNDRCHERA Q ) W OO,-'\/-‘_ nnnu:.nnmua 54-4-1;2
22 KIRIN BEUSIURRSH hEDDI LT
Apparel
Ventures and startups G R L
g) YOLO JAPAN
: E-commerce 7
cookpad .o Tsunagu.al Taiwan mbainrla yaggo. E 1%@5]5
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Here are just some of the companies that have newly adopted our services for the past
year.

Until a few years ago, almost all companies who newly adopted our services were those
in the e-commerce and merchandise sales areas. However, companies in sectors other
than these two areas now account for a majority of our customers.

This suggests that categories are becoming diversified in both BtoB and BtoC.



Policy in the Fiscal Year Ending March 31, 2024

| Policy in the Fiscal Year Ending March 31, 2024

Making our brand presence stronger in the domestic BtoC market

We will shift our focus from NP Atobarai to atone. We aim to further increase the number of atone merchants to
approximately 360,000 and the number of our members to over 6 million.

We will develop new features and improve Ul and UX to increase the number of merchants of non-merchandise sales
stores and physical stores, which are white space for us.

We will provide sales promotion support, such as giving reward points to large shops, to acquire more merchants.

Expanding digital transformation business

We will facilitate digital transformation support through NP Kakebarai and NP Atobarai air.

We will strengthen our sales structure in regional sites to increase the number of merchants of leading companies
nationwide.

We will find and get collaborative partners to improve our service quality.

Progressing overseas business

We will drive business expansion into Asia with AFTEE.
We will acquire more merchants and strengthen risk control (credit screening) to make the service in Taiwan profitable.
We will build a service model tailored for emerging market Vietnam to have continuous growth.

36
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Our policy in the fiscal year ending March 31, 2024 consists of three main components.

First, we aim to make our brand presence stronger in the domestic BtoC market. To this
end, we will shift more resources of people, goods, and money from NP Atobarai to
atone.

Second, we will strengthen our sales structure by expanding our sales networks of NP
Kakebarai and NP Atobarai air across Japan, which are considered our digital
transformation business.

Third, we aim to make our overseas service AFTEE profitable. To this end, we will

conduct strict credit screening while increasing the number of merchants.

We will report the progress and outcome of these efforts in our upcoming quarterly
financial results briefings.
This is the end of our earnings report. As this briefing is for the full year, we also would

like to briefly explain our sustainability activities.



Our Sustainability

Our Sustainability

Basic Policy

Contributing to forming a smooth society where people can trust each other

Under the flat organization, we believe we can serve in achieving a sustainable society by materializing a smoother society where people
trust each other. In this way, we commit to our business from operational and organizational perspective.
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Aiming at both social development and Viewing our planet, where the stakeholders live, We will ensure the effectiveness and efficiency of
self-realization among members, we will assist as one of them, we intend to take a sincere our sustainability measures by establishing the
human resources equipped with integrity and attitude toward the global environment. innovation risk management committee and

innovation-driven wills, manage a teal organization
backed by self-control, fair distribution, and
collaboration, and generate an inclusive
environment that exploits everyone's potential. when necessary. 76
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Our basic sustainability policy is to contribute to the formation of a smooth society in

which we can trust each other.

By pursuing such policy with a base of our genuine organization, we believe that we can
contribute to the realization of a sustainable society in which we can trust each other. In
this regard, we intend to take initiatives from both the business and organizational

aspects.

Precisely, our principle in the BNPL business, is to raise credibility for both sellers and
buyers. So, by playing the role, we will be able to reduce frictions and inefficiencies

involved in business transactions.

If we succeed to achieve a flat and open corporate culture without hierarchy as a result
of our continuous effort to reduce organizational distortions in pursuing the BNPL
business, we can maximize each member’ s energy to create a business with high

social value.



Society

Society

We will contribute to societies by realizing and sustaining a genuine state in our services, relationships with our customers and partners, and the organization.
By cultivating human resources equipped with integrity and innovation-driven wills to have total optimization and long-term vision, we build an environment
and organization where each employee voluntarily think their roles and flexibly collaborate with others.

A teal organization realizing
members' self-control,
fair-distribution, and collaboration

Characteristics Characteristics Characteristics

Recruiting and Member
Assistance Program

Creating an inclusive environment
that exploit everyone’s potential

®  Recruitment of talents that have similar ®  AHR evaluation scheme "Natura" under *  Aflat organization where various
value to ours which manager positions were skilled talents deliver decent
®  Range of seminars for new joiners to abolished performance
obtain skills in about half a year as well e Fluid staff deployment that avoids silos e Flexible working styles to support
as ongoing training assistance and promate flexible collaboration diversity in lifestyles and working
®  "Vision Sheet” that realizes an e Interaction among employees that practice
environment where each assignment forms the basis of the organization e Information open to everyone 77

‘
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We believe these are essential in creating a genuine organization.

To this end, we are focusing on three major initiatives: recruiting and growth support
that aims career-development, fostering an organizational philosophy that consists of
self-control, fair-distribution, and collaboration, and creating an environment that can

exploit each member’ s potential.

Those three are core elements in a teal organization.

It is not an organization where hierarchical relation exists, but an organization where

everyone shares the same information as openly as possible and discusses agenda

under a flat situation.

We believe such approach allow us to enhance team-oriented productivity while

providing each individual with decent growth opportunity.



Teal Organization as the Starting Point for
Sustainable Growth

Teal Organization as the Starting Point for Sustainable Growth

Organizational power is key to creating “New Standard.”

Net Protections has adopted a teal organization that realizes each member’s self-control, fair-distribution, and collaboration, striving to achieve both its
members’ self-actualization and social development.

NP was ranked

o
By establishing “Natura,” an HR evaluation program which TOP 1% " inthe
abolished manager positions, we have realized decision-making Openwork research

Natura respecting the opinions of all members, irrespective of their length "Seore of Company

of service and position at the company. b
Assessment by its

”
The “Vision Sheet” system allows each member to disclose their Employees

future vision, the area they hope ta work in, and whether they
Vision Sheet request a transfer to other departments, to all other members.

Based on the system, we have realized an environment where the

assignment of each member is made based on their orientation.

Retention rate of new

Talent We hold a range of seminars in which new joiners can obtain grad uates who joined
skills in about half a year. In these seminars, all members master NP duri R : "
i uring the last three etention rate o
Development IT skill. . 90.8%"2 new graduates
years: 90. e

*1 Based on OpenWork's word-of-mouth research on new graduates and job seekers’ “company by its emplayees” (https: 2 comy) as of May 1, 2023
*2 The retention rate of new graduates wha joined the Company from March 31, 2020 to March 31, 2023, as of March 31, 2023 78
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Under a teal organization, we have created unique systems and structures based on this

philosophy.

As a result, we believe that our members are becoming more motivated, making the

company as a whole more active.

In regard to these activities aimed at achieving both self-fulfillment and social
development of our members, we plan to publish a sustainability page on our corporate

website in the near future.

This is the end of my presentation for the fiscal year ended March 31, 2023.

Thank you very much for your attention.



Question & Answer

Moderator: Let me begin by introducing the questions we have prepared that we believe

will be of high interest to investors.

Q: Please explain how you factor in the macro environment, particularly the impact of

the Pharmaceutical Affairs Act and trends in EC consumption, in your GMV forecast.

A: (Shibata) First of all, we are designing based on the results and trends of the past
year. We assume that there will be no recovery in the impact of the Pharmaceutical

Affairs Act beyond Q4 of the fiscal year ended March 31, 2023.

We have also analyzed the growth rate of domestic e-commerce spending in the fiscal
year ended March 31, 2023, which was probably limited to 1% to 2% growth over the
previous fiscal year, and we have estimated the growth rate of existing stores based on
the assumption that the growth rate will remain at the same level in the fiscal year

ending March 31, 2024.

Q: Regarding the GMV in the earnings forecast, how is the order backlog disclosed in
Q2 of the fiscal year ended March 31, 2023 factored in? Please also explain how the

order backlog, which would have accumulated since October 2023, is being reflected.

A: (Shibata) The order backlog announced in Q2 of the fiscal year ended March 31,
2023 is reflected in the earnings forecast. On the other hand, the order backlog

accumulated since Q3 is not included in the forecast.

There are several stores scheduled to go into operation in the fiscal year ending March
31, 2024, but this is based on the possibility that the timing of operation may change as
we consider system development and operational adjustments. Therefore, we are

treating this one as an upside.



Q: The credit approval rate has decreased by 2% from the previous disclosure. Is there

any impact on merchant acquisition due to the decrease?

A: (Shibata) Rather than an overall decline, this is due to the fact that we have slightly
controlled credit approval rate at one large store, so we believe that this will have little

impact on sales.

Q: What is the reason for the increase in the BtoC delinquency rate from the previous

0.52% to 0.59%? Do you expect the uptrend to continue?

A: (Shibata) This is exactly the same as what | just mentioned. One of the major stores
had a large increase in the delinquency rate, resulting in this figure, but now that this
figure is under control. | do not expect the upward trend to continue. Therefore,
although there is inevitably a certain amount of fluctuation in the delinquency rate for
this business, | do not believe that this is a structure in which the delinquency rate will

continue to rise.

Q: BtoB is planned to slow down from the 1H to 2H. Can you expect to maintain and
accelerate the growth rate by taking advantage of business negotiations that have

increased due to the effects of last fiscal year's advertising?

A: (Shibata) Yes, that's right. First of all, the current growth rate is very strong, but one
of the reasons for this is that during the same period last year, BtoB was very weak
during the COVID-19 pandemic, and now we are seeing a growth rate that is a little
higher than our actual performance. | think that will naturally fade away as it gradually

slows down. So, we are reducing the growth rate a little considering the impact.

However, the current status of projects and acquisitions continues to get stronger all the

time, so | am hopeful that there is a good chance of touching the upside in that light.



Q: There was a large merchant withdrawal in Q3, but were there any major merchant

withdrawals in Q47

A: (Shibata) We did not have any.

Q: NP previously had cost containment as a forecast for this fiscal year. What expenses
were different from the previous forecast in the formulation of this fiscal year's
corporate plan? Also, do they fall under personnel costs, advertising costs, or

outsourcing costs?

A: (Watanabe) Let me explain. Yes. We continue to be in cost containment. In terms of
the current business forecast, first of all, we will spend nearly 1 billion yen on
marketing expenses, and compared to the previous fiscal year, the current fiscal year

appears to have increased because of the unspent funds from the previous fiscal year.

Also, as | explained earlier, in terms of personnel expenses, recruitment and mid-career
hiring will continue in 1H, and since we will have a certain structure in place there,

there will not be much increase in hiring expenses after that. That is all.

Q: What is the assumption of the delinquency rate or allowance rate for the current

period?

A: (Shibata) | don't see any significant changes. We are wondering if it has gone up

slightly.

Q: Regarding the partnerships with regional financial institutions, how many more

companies do you want to add? Please tell me more about the needs.

A: (Shibata) If we increase the number of partners, it will be necessary to keep the
number of personnel at the same level, so we will have to keep a good balance while

watching the results.



However, it is clear that once we have established a solid relationship and have sales
members assigned there, we will be able to be introduced to more and more influential
companies in the region, so we would like to gradually increase the number of people in

each region as we see results.

Q: The assumption of EBITDA has changed since the past mid-term plan, what is the

current target?

A: (Watanabe) The previous mid-term plan was issued around June about two years ago
before we went public. Since then, the business environment has changed, and our
services have been enhanced considerably. Therefore, we are currently in the process
of reviewing our services within the Company. We have high expectations for our
internal discussions, especially for atone this fiscal year. So, we would like to review the

mid-term plan while keeping an eye on the situation.

Q: | have the impression that atone's growth rate is not too high considering its size, but

what is the background behind your belief that the growth rate will accelerate in 2H?

A: (Shibata) We have been preparing for this all along, and we are anticipating the
operation of a large store, so we are factoring in the impact of that. However, with the
start of the full-fledged operation of BNPL per purchase and other positive factors, we

would like to do our best to improve the situation from here.



Subscribe to our IR Newsletter

The following information is delivered via email:

e Announcement of financial results presentation and IR seminars
® Notice of financial statements uploads
® News releases

If you would like to receive our newsletter, please register using
the form below or the QR code on the right.

https://share.hsforms.com/1hz-HTwhboSK2xYNgOTLIMswcwzcd
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Disclaimer
e This document was prepared by Net Protections Holdings, Inc. (referred to as the
“Company” or “we” herein) solely for informational purposes. This document
does not constitute an offer to sell or a solicitation of an offer to buy any security
of the Company in the United States, Japan or any other jurisdiction.

e This document contains forward-looking statements, which reflect the
Company's assumptions and outlook for the future and estimates based on
information available to the Company and the Company's plans and expectations
as of the date of this document or other date indicated.

e Please note that significant differences between the forecasts and other
forward-looking statements and actual results may arise due to various factors.

e Accordingly, readers are cautioned against placing undue reliance on any such
forward-looking statements.

e The Company has no obligation to update or revise any information contained in
this document based on any subsequent developments except as required by

applicable law or stock exchange rules and regulations.



