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Agenda

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

join us.

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

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

This is today’s agenda.

I will start by giving you an outline of the company and some business highlights, after

which I will discuss our financial results for the year ended March 31, 2023 and our

earnings forecasts for the year ending March 31, 2024.

Finally, I will review our growth strategy.



Mission

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

Here is a summary of our services and target markets. It has been updated this time, so

I 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: Positioning of Our BNPL
Services versus Overseas BNPL Services



Competitive Advantages: High Credit Approval Rate
and Low Delinquency Rate

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

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. I once again feel confident in our business.



Competitive Advantages: Balance Sheet with Low
Working Capital

Receivables and payables as of March 31, 2023 remain balanced and favorable in the short

term.



Business Highlights

Moving on, let me share with you the key highlights of our financial results.



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

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

These are the key highlights of our full-year financial results.

The actual figure of each metric is as shown here. I 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)

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)

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

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 I 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. I will explain this later in the

earnings forecast.



BtoB Full-year GMV

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

Now I 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

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

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, I 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

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. I will go into the

details in the next slide.



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

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

Next, I will discuss our earnings forecasts for the fiscal year ending March 2024.



Earnings Forecasts for the Fiscal Year Ending March
31, 2024

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.



GMV Estimates for the Fiscal Year Ending March 31,
2024

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)

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
enables us to acquire first-time users)

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
one)

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 now 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

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

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

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

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

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)

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)

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)

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

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 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

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

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 I 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. I 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, I 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. I 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 I 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 Q4?

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 I 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) I 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: I 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.
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Disclaimer
● 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.

● 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.

● Please note that significant differences between the forecasts and other

forward-looking statements and actual results may arise due to various factors.

● Accordingly, readers are cautioned against placing undue reliance on any such

forward-looking statements.

● 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.


