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Macbee
FY4/24 summary M sisnet
B As well as significantly exceeding medium-term plan targets in FY4/24,
we also laid the groundwork for future growth

Base for growth

Market initiatives

IFRS adoption,
move to Prime market
(Study underway)

R&D Capital tie-ups

Ad optimization L Lh D 550 Proiect
technology development e rojec
(Utilize AI) @ FIEINTSR Holdings

v

Public offering Become Holding Company 8th anniversary dividend
(Strengthen financial base) (Speed up decision making) (Completed)

Set up “LLM Lab”
(Utilize large language models)

Largely exceeded MTP targets Inclusion in indices, won awards (selected)

Sales v B ¥39.4 S
OP* w2000 N ¥4.4,

*before allowance for doubtful accounts
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FY4/24 financial results highlights M Fianet
B Sales more than doubled YoY due to subsidiarization of All Ads and growth at MAVEL

(Units: ¥mn) Sales growth driven by finance industry.
Sales Steady acquisition of new clients for growth next year and out.

FY4/23 FY4/24 YoY »>Sales
« Sharp sales growth to all industries. Sales for “Medical” and
19,589 39,405 + 10 10/0 “Human talent” have increased after acquisition of All Ads.
« Growth in Q4 in life insurance (“Other (Finance)”) and online
treatment (“Medical”)

FY4/23 FY4/24 YoY Q4 sales +88% YoY, +4% QoQ
EBITDA* 4,904 +112%
2 308 (net of allowance for ~ (net of allowance > EBITDA/OP/OPM
! doubiful accounts 4,157) +80%) - Alpha goodwill amortization ¥166mn
» All Ads goodwill amortization ¥212mn
E 3
OP 4,4 1 8 + 1 040/0 « All Ads customer-related asset amortization ¥65mn
2162 (net of allowance for ~ (net Ofa”i\’\;aor(‘)/ce « Margins improved thanks to efficiencies (curbing growth in
! doubtful accounts 3,670) ) SGR&A relative to sales growth), which more than offset goodwill
OPM* 1 1 2% _|_0 2pt and client asset amortization from All Ads acquisition.
(net of allowance for  (net of allowance - Booked allowance for doubtful accounts due to repayment
11.0% doubtful accounts 9.3%) -1.7pt) delays —(see later for details)

on

*before allowance for doubtful accounts



FY4/24: Overview
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B Achieved growth, with synergies seen at both MAVEL and All Ads

FY4/24 overview

All Ads sales have grown 30% to around ¥15bn vs. prior to

Sales M maveL acquisition of ¥11.7bn (FY6/22)
00 AlIAdS n Achieved over 20% YoY growth, even excluding All Ads
. More inquiries for life insurance after project with large compan
New clients ) _ Prol 9¢ compary
More human talent projects after leveraging knowledge within the group
LT |5
: = a: - Sharp sales growth, helped by steady growth from securities and
marketing Existing clients online medical treatment

OP M maveL Profits and margins improved due to sales growth, exceeding rise in

A AlIALS .

Technology /o AllAdS.

amortization from the acquisition of All Ads

While gradually introducing Macbee Planet's technology into
All Ads, we prioritize sales growth (steady improvement planned)

«  MR&A: Acquired performance-based PR firm (PR Cloud Tech), which will be a future growth driver

« New subsidiaries: Following shift to holding structure, we established MacbeeX, which provides
comprehensive proposals using group assets and Macbeev will provides business development and
DX support. Business is progressing steadily
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Booking of allowance for doubtful accounts Planet

B Recorded allowance of ¥0.74bn on loans to a client group

B As allowance was made for all the remaining balance, there will be no additional
allowance and it would be reversed based on collection

« Overview of allowance for doubtful accounts booked in FY4/24

As of the end of March 2024, there have been delays in the repayment of loans to a client group
(hereinafter "the Client"). Although we see a high likelihood of recovery due to the Client
continuing its business, the existence of several financially strong partners providing joint
guarantees, and the receipt of a deposit that can be applied to repayment, we have decided to
record allowance for doubtful accounts in light of the repayment delays.

« Impact on earnings

We believe the impact on business will be limited as this is related to loans to a business partner
and we do not provide loans to other companies. Regarding impact on earnings, as allowance for
the remaining account balance have been recorded as an allowance for doubtful accounts, there
will be no additional allowance and SG&A will be adjusted based on the loan recovery status from
this quarter onwards. Although business is still ongoing, the amount is within the scope of
guarantees deposited so no losses are expected on the transaction.

« Counterparty

As the loans in question are to a company that is still in business, we will not disclose its name or
other details in light of any impact on business continuity of the counterparty.



Mmacbee
FY4/25 forecasts M Bianet
B Expect rising sales and profits due to market growth of LTV marketing

B Raise investment in PR to promote higher awareness and recruitment to accelerate growth

Assumptions in forecasts

: * % %
(Units: ¥mn) Actual Forecast Existing clients New clients
Sales 39,405 48,000
Finance
con 101 +22x .
m——

OP 3,670 4’500~5,000 Sales —— Other (life insurance)

(YoY) +709% +230,~369% Other (life insurance)
RP 3,668 4,470~4,970 Wellness - Medical (apps)

(online treatment)
NP attributable to

owners of parent 2,282 2,720~3,070
(YoY) +46 +19~35¢, Labor costs Advertising
Invest up to ¥0.5bn to
EPS ¥158.77 187.57~211.70H Costs Step up hiring raise client awareness
due to sales growth / recrt_litment after
DPS ¥14.00 Undetermined acquiring PR firm

* Net of allowance for doubtful accounts ** Does not include recovery of allowance for doubtful accounts (maximum ¥0.74bn)
*** Dividend split was conducted after the issue of anniversary dividend, so post-split figures are shown
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Medium-term growth picture M Fisnet
B Continued annual sales and profit growth of 20-30% in the medium term without

considering major M&A
B This growth excludes PR investment of up to ¥0.5bn planned for FY4/25
(Units: ¥mn)
Il Sales Annual growth rate
I OP 48,000 without considering
major M&A

+20-30%

L

4,500~
5,000

FY4/23 FY4/24 FY4/25 FY4/27*
actual actual forecast

Invest up to ¥0.5bn in PR-related investments within OP of ¥5bn
to raise awareness and strengthen sales and recruitment

*The earnings plan through FY4/27 will be announced when mid-term management plan is released
(after mid-September when FY4/25 Q1 results are announced)
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Future initiatives Planet

B Medium-term focus is on
1.Acquiring and integrating PR 2. Shift to Next-gen internet advertising 3. Stepping up M&A

Targets
FY4/25 Medium-term sales & profits
Sales: ¥48bn
OP: S ¥ . Annual 20-30% growth

Key focus for enhancement of LTV marketing
(1) (2) (3)

Optimizing marketing via Transform market via
acquisition and shift to next-gen

integration of PR internet ad model

Disruptive growth from
stepping up M&A
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Corporate data
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Company overview

Company name
Established

Capital

Business description
Head office address

No. of employees

Macbee Planet, Inc. (7095)

August 25, 2015

¥2,635mn (as of end-April 2024)
LTV marketing services

3-11-11 Shibuya, Shibuya-ku, Tokyo

159 (as of end-April 2024)

Aug 2015
Aug 2015
Nov 2017
Mar 2020
Mar 2021
Aug 2021
Mar 2023
Nov 2023
May 2024

Established Macbee Planet, Inc.

Released data analytics platform “Honeycomb”

Released web customer service tool “Robee”

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

Made Alpha Inc (absorbed into current MAVEL) a wholly-owned subsidiary

Made Net Marketing (current All Ads) a wholly-owned subsidiary

Macbee Planet becomes holding company (with MAVEL the operating company)

Made PR Cloud Tech a wholly-owned subsidiary 12



New users
(consumers)
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Pay for
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i
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Web customer
service

Web
customer
service tool

Cancellation
prevention
chatbot

Approval of results
Performance compensation
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Approval of results

Performance compensation
(unit pricexno. of results generated)
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Referral of
recurring

v

users

cancellation

v

Prevent

\ 4

(unit price x no. of cancellations prevented)
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Business overview: What is LTV marketing D
W Digital marketing that utilizes data to maximize user expenditure and duration

S Data >3 Technology iy Consulting

Zero Party Data Analysis

Data Technology usage

Performance-based fee

Al structure

Zero~3 Party Data tie-ups

Data Platform Digital communication Use of cancellations data

o Internet @ Advertiser
Identify possible o Send to company

high LTV users and i ;n« ﬁ /provide support

ma'gsi;gg;‘;ach to raise LTV

(®Fees received on a performance basis

Mmacbee
Planet
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Target market: Internet advertising market Planet

B The size of the internet advertising market has already surpassed that of mass
advertising and become mainstream advertising

B The future is a performance-based fee era with the expansion of LTV marketing

~2019 2020~ The future~
Mass advertising era Internet advertising era Performance-based fee era

Estimates

15%

23% Other

gti‘;/: Other flyers/DM etc. 25%
o (flyers/DM etc.) 10% Mass
Gradual

[ expansion

— 4%

Internet (Other than Internet (Other than
Internet performance-based) performance-based)

30% Internet 42% Internet 50%
(performance-based fee) (performance-based fee)

Source: Dentsu “Advertising Expenditures in Japan” 2019-2023. 2030 and performance-based model are our estimates. 15



Background to performance-based market growth® M Hsoec

W Digital advertising budgets have been squandered on targets that will never become customers.
“Performance-based fee” era will eliminate these wastes

Challenges in the internet ad industry

Nearly 40% of digital ad budgets are wasted
on the wrong audience, leaving ample scope
for ROI improvement

0000000 Trends toward reducing waste
000000 0O0CO 630 as much as possible will
000000000 Yo

00000000 O (“ii lead to an era of
Sece cecae “Performance-
900000000 2 based fee”
000000000 Yo

000000000 (ioiic

000000000 .

Source: Nielsen Digital Ad Ratings, U.S.
Benchmarks Report - Q2 2019-Q1 2020
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Background to performance-based market growth@ M 'Fianet

B Performance-based model is also expanding rapidly in marketing services.
Macbee Planet will drive this trend as the market leader

“Performance-based fee model”
with low risks and high efficiency

Ad
placed

hd

Commiss
ions

Performa
nce-
based

Ad Find Consider Contract Service
clicks out usage

vV vV vV VvV Vv

Advertiser’s risk =
sales/profit contribution unclear,
optimization difficult

Results

Our risk =
We ensure optimization

v Vv

Results Results
Direct
contribution to
sales & profits

Many marketing services turning

to performance-based fee model

(4

Affiliate ”;?ac,-t,’eete Programmatic

We will turn
more services to
PR performance-based Rewarded

fee model as the
market leader

Digital Influencer

communication



FY4/24 Q1-Q4
results




Summary of full-year FY4/24 earnings

B Achieved more than 100% YoY growth in sales thanks to making All Ads a subsidiary and

organic growth at MAVEL

Sales

+654

22—24CAGR

(Units:¥mn)

FY4/24

initial plan

FY4/24

guidance

(revised)

VS

revised
plan

FY4/24
Actual

(n Mmacbee
Planet

FY4/23
actual

Sales 35,000 113%| 39,000 101%|39,405| 19,589 | +101%
FY4/22 FY4/23 FY4/24
4,904
oP EBITDA* - - = - (net of 2 308 +112%
+89., allowances ! (+80%)
22-524CAGR 4,157)
@ 4.418
4,418 ! +104-
OP* 2,850 155%| 4,100 108% (netof 2 162 fo
2,162 allowance (+70%)
1,237 3,670)
FY4/22 FY4/23 FY4/24 *excluding of allowance for doubtful accounts

19




Productivity

B Unit prices, per-consultant productivity improving even after consolidation of All Ads

Annual revenue per customer @
e T10p 20 clients

523

New clients*

+ 133°/o

100
57 70

30 43 41
FY4/20 FY4/21 FY4/22 FY4/23 FY4/24
Top 20
annual sales 100 167 241 315 523
unit price
Top 20 share Cc.70% C.80% C.80% c.70% c.70%
New clients’
annual sales 30 43 41 57 70

unit price

*New clients: Annual sales in the following FY in which clients newly contracted
Note) Unit price is indexed to sales unit price of existing clients for FY4/20 at 100

(n Mmacbee
Planet

GP per person (¥mn)
87 94
68
34 47 +147°/o
No. of consultants
84
34 34 39 w7

FY4/20 FY4/21 FY4/22 FY4/23 FY4/24

oo of 34 34 39 47 84
Gross profit 1,173 1,597 2,649 4,067 7,953

GP per person 34 47 68 87 94

20



Balance sheet
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Planet

Current ratio

185%

Equity ratio

50%

(Units: ¥mn) End FY4/23 FY4/24 YoY (amount)
Assets 17,655 20,228 +2,572
Current assets 13,877 15,823 +1,946
(Cash & deposits) (9,663) (11,327) +1,664
Non-current assets 3,778 4,404 +626
Liabilities 9,488 10,197 +708
Current liabilities 7,409 8,553 +1,143
Non-current liabilities 2,078 1,644 -434
Net assets 8,167 10,031 +1,863
Shareholders’ equity 8,097 10,079 +1,981

21



Quarterly earnings trends

((

(Units: FY4/22 FY4/23 FY4/24
¥mn) Q2 Q3 Q2 Q3 Q2 Q3

Sales 4,150 3,244 3,400 3,630 4,521 4,354 5,211 5,502 9,169 9,945 9,927 10,362

(YoY) +134.2%  +39.8% +30.3% +18.0% +8.9% +34.2% +53.3% +51.6%  +102.8% +128% +90% +88%

Gross profit 575 664 652 757 915 893 1,173 1,084 1,950 1,835 1,946 2,220

(GPM) 13.9% 20.5% 19.2% 20.9% 20.3% 20.5% 22.5% 19.7% 21.3% 18.5% 19.6% 21.4%

(YoY)  +88.4% +77.7% +61.2% +47.5% +59.2% +34.5% +79.9% +43.1%  +113.0%  +105.4% +65.8%  +104.9%

SG&A 241 359 399 411 466 421 589 427 946 830 757 1,739

Personnel 118 131 155 160 173 175 195 178 312 307 330 363

Advertising 12 3 7 4 2 4 13 7 2 1 2 37

Recruiting, 5 11 13 21 13 24 15 8 41 23 17 31

education

R&D 9 5 3 3 3 3 1 1 18 32 36 79

outsgﬁzienn; ° 12 9 8 5 4 3 4 5 5 1 0

Other 85 195 210 213 268 209 259 224 570 464 368 1,226

oP 333 304 253 346 449 472 584 656 999 1,000 1,189 481

(OPM) 8.0% 9.4% 7.4% 9.5% 9.9% 10.8% 11.2% 11.9% 10.9% 10.1% 12.0% 4.6%

(YoY) +143.4% 53.5% +27.8%  +37.4% +34.8% +54.9%  +130.8%  +90.0%  +122.3% +111.9%  +103.6% -26.7%

Mmacbee
Planet

22



Sales trends by industry (R

FY4/23 FY4/24

(Units: ¥mn) Sales 9% of total Sales 9% of total Sales 9% of total Sales 9% of total Sales % of total Sales 9% of total Sales 9% of total Sales 9% of total

ALL 4,517 - 4,357 - 5,211 - 5,502 - 9,169 - 9,945 - 9,927 - 10,362 -
Finance 2,119 47% 2,123 49% 2,627 50% 3,172 58% 3,759 41% 4,752 48% 4,752 48% 5,409 52%
Consumer finance 697 15% 739 16% 891 17% 1,114 20% 1,350 15% 1,866 19% 1,260 13% 1,262 12%
Investment 1,413 31% 1,368 31% 1,693 32% 2,018 37% 2,217 24% 2,399 24% 2,776 28% 3,063 29%

Other (finance) 9 0% 16 0% 42 1% 39 1% 191 2% 486 5% 715 7% 1,083 10%
Wellness 1,443 32% 1,530 35% 1,609 31% 1,205 22% 3,539 39% 3,232 33% 3,258 33% 2,511 24%
Bricks & mortar 1,145 25% 1,281 29% 1,429 27% 1,035 19% 1,825 20% 1,472 15% 1,621 16% 663 6%
Medical 3 0% 2 0% 1 0% 1 0% 1,395 15% 1,537 15% 1,403 14% 1,645 16%

EC 294 7% 246 5% 177 3% 166 3% 318 4% 222 2% 232 2% 203 2%

Human talent 91 2% 90 2% 136 3% 260 5% 873 10% 897 9% 1,025 10% 1,221 12%

Others 861 19% 613 14% 839 16% 863 16% 997 11% 1,071 11% 892 9% 1,219 12%
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Future initiatives (repost) Planet

B Medium-term focus is on
1.Acquiring and integrating PR 2. Shift to Next-gen internet advertising 3. Stepping up M&A

Targets
FY4/25 Medium-term sales & profits
Sales: ¥48bn
OP: S ¥ . Annual 20-30% growth

Key focus for enhancement of LTV marketing
(1) (2) (3)

Optimizing marketing via Transform market via Disruptive growth from

stepping up M&A

acquisition and shift to next-gen
integration of PR internet ad model




T . . . . Macbee
Key initiatives®: Acquiring and integrating PR M Fisnet
B Acquire key PR functionality through M&A.
Further promote efficiency in end user acquisition in LTV marketing business
Purpose of
subsidiarization Expected contribution
oR _
E|OLIC] PR Cloud Tech Acquire Awareness (Our new function)
ech performance-based :
PR function

- Acquired: May 2024
« Overview: Performance-based Aoplication
strategic PR company

« Founded: July 2021

Enhance

« CEO: Kenichiro Nakajima marketing efficiency m
(former CMO at Rakuten, former CSO at Vector) th rough
Earnings: FY6/23 rFaising awareness
Sales ¥1,072mn Expand target group

OP ¥190mn by raising awareness



Key initiatives®@ : Shift to next-gen internet ad
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B Aiming to adjust media compensation unit price according to expected LTV of end user.
Improvement of performance-based model will be a game changer for commission model

Current

Incentive to acquire high LTV customers No

Ease of . -
LTV scqueiton ) Low efficiency
o Media
Indicative compensation
. h 4
High LTV ¥10k
customer (¥10k/user)
e
Low LTV 'ﬂ‘ . ¥30k
customer)w (¥10k/user)

Macbee Planet’s strategy

Incentive to acquire high LTV customers @

> Bt ) High efficiency

Media
Indicative compensation
° A 4
High LTV 'H‘ . ¥45k
customer ﬂ (¥15k/user)
Low LTV g ¥5k
customer w (¥5k/user)

21
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Key initiatives ®: Stepping up M&A strategy
BmPrioritize projects that lead to expansion of LTV marketing such as

broadening service line-up, expansion of value chain Estimated range of
Objective Example investment amount
o Market share expansion - consulting firms
Existing area and up/downstream - internet ad agencies
(Existing services) integration of - ad distribution media
L the value chain ) etc
@ [ Acquisition of products | PR fi
soti cquisition of products . irms
= Existing area easily changeable to - SNS marketing firms several
o (New services) performance-based etc ¥bn
& \ J
3
S é e ) - marketing automation tools
~+ Acquisition of . CRM tools
S Other Related Areas ancillary services and ot
I margin enhancmenet
F \ J

__________________________________

\ ’
’
\‘ ,
7’
\ 7/
\ ’
_______________________________
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Disclaimer Planet

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

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

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

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

29
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