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Disclaimer

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

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

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

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

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

"ok "ok "o "o "o LT

intend,” “may,

LT LT

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

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

from any future results, performance, achievements or financial position expressed or implied by such forward-looking information.

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

regarding, such information.

Notes for this entire material

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

2. Revenue and operating profit of each segment and region are shown using figures before elimination of inter-segment offsets, and the total amount of revenue and operating
profit of both segments or regions do not match the consolidated revenue and operating profit (the difference is the amount of intersegment / interregional elimination)

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

Q1 (3 months)
FY6/2022 Q1 FY6/2023 Q1

1Euro= 130.18 139.59
1 KRW = 0.0955 0.1033



FY6/2023 Q1 Key Takeaways

Q1 (3 months) Actual
Consolidated
Performance Revenue : 12.43 bnJPY Yoy +14% OP : 0.81bnJPY Yoy -28%

(+11% in CFX) (-29% in CFX)

Consolidated Revenue achieved double-digit growth as strong demand for our services continued
from the previous fiscal year

Operating Profit decreased due to the impact of increased Total Employee Expenses caused by the
expansion of operational capacity

Q1 results are progressing as expected against full-year guidance, and we will continue to aim
for double-digit Revenue and Profit growth on the full-year basis

We made steady progress in improving productivity and expanding operational capacity as planned

To achieve the Mid-term Business Plan (MTBP), we will continue to promote the expansion of
operational capacity by centered on improving productivity

We are aiming for continuous Revenue growth and steady improvement in Profit margins




FY6/2023 Q1 Financial Update



FY6/2023 Q1: Consolidated Results - Summary

Q1 Revenue achieved double-digit growth as strong demand for our services continued from the previous fiscal year
Operating Profit decreased YoY due to an increase in costs associated with the expansion of operational capacity, but

improved significantly from FY6/2022 Q4
Q1 results are progressing as expected against full-year guidance

Revenue Operating Profit (OP)
Consolidated (IFRS) Consolidated (IFRS)
(JPY in Millions) Company (JPY in Millions)
Numbers, which are written under the Guidance Numbers, which are written under the
full-year results, in parentheses are YoY 56.000 full-year results, in parentheses are YoY
growth rate 4 growth rate
(+12%)
49,810 Company
(+15%) 7,751 Guidance
43,175 Q4 927 &S%P
44,279 41,270 (+5%) FY6/2020 5,814 (+13%)
(-7%) e / 11,858 w/o Impairment loss Q Breakdown 5362 (+8%)
5,676 ’
Q4 10,025 s 10,070 (+1,251%)
! Q3 2,809 215
43,565
13,521 2,441 2,405
Q3 12,072 11,784 12,068 5,734

Impairment
loss of
Goodwill

Q2
Q2

YoY Growth (5,280)

Ql Ql
FY6/2019  FY6/2020  FY6/2021  FY6/2022  FY6/2023 FY6/2019  FY6/2020

Q1
OP Margin  15.3%

Q4
~ s

w/o Impairment
Loss

(373)

12.3%

FY6/2021

7.5%

FY6/2022

10.4%

YoY Growth

FY6/2023



Consolidated Statement of Operations (P/L)

YTD (3 months)

Revenue grew in both the Japan and Korea Business segment and the Overseas (ex-Korea) business segment

Operating Profit decreased in both segments due to an increase in Operating Expenses to expand operational capacity

Notes

Consolidated IFRS (JPY in Millions)

3 months

FY6/2022 FY6/2023 YoY YoY
Q1 Actual Q1 Actual Variance Growth
Revenue 10,890 +1,545 +14 %
Japan and Korea Business 8,149 8,909 +759 +9 9%
Segment
Overseas (ex-Korea) 2,781 3,575 +794 +29%
Business Segment
EBITDA 1,823 1,536 - 286 -16%
Operating Profit 1,131 815 -316 -28%
Japan and Korea Business 939 802 137 -15%
Segment
ngrseas (ex-Korea) 191 9 182 - 95%
Business Segment
Operating Profit Margin 10.4% 6.6% - 3.8pt
Profit Attributable to 518 204 -313 -61%

Owners of the Parent

1.  Revenue and operating profit of each segment and region are shown using figures before elimination of inter-segment offsets. Please see the common footnote on p.2 for more detail.



FY6/2023 Q1: Operating Profit Waterfall

YTD (3 months)

Both segments delivered a significant increase in Revenue, but OP declined due to the rise in expenses, such as Total

Employee Expenses, etc

Other Expenses increased due to the revival of sales activities from easing of Covid-19 restrictions on movements and

an increase in IT Expenses

Operating Profit (OP) Waterfall Analysis(?)

Consolidated (IFRS)

[ Overseas (ex-Korea) | Breakdown of Consl. YoY Growth -16% ]

(JPYiin Millions) Japan and Korea | Breakdown of Consl. YoY Growth -12%
15
5
26
OopP Revenue Panel and Employee D&A Other Revenue Panel and Employee D&A Other OopP
Actual Expansion / | Outsourcing Expenses Operating Expansion / | Outsourcing Expenses Operating Actual
(Decrease) Expenses Expenses® | (Decrease) Expenses Expenses @

FY6/2022 Q1 Japan and Korea Business Segment

Notes
1.

Operating Expenses” are shown using actual differences from the same period of the previous year.
2. Other Operating Expenses includes Other Operating Income, Other Operating Expenses, and Share of the Profit on Investments Accounted for Using the Equity Method in addition to Other in Operating Expenses

Overseas (ex-Korea) Business Segment FY6/2023 Q1

The impact of “Revenue Expansion/(Decrease)” effects and “Panel and Outsourcing Expenses” on “Operating Profit” is calculated and described based on margin improvement/deterioration. “Employee Expenses”, “D&A”, and “Other



FY6/2023 Q1: Operating Expenses

Total Employee Expenses increased due to increased headcounts from recruitment initiatives in the previous fiscal
year and additional recent hires

YTD (3 months)

In addition, Other Expenses for expanding sales activities and Outsourcing Expenses for expanding Operational
capacity increased at greater rates than the rate of Revenue growth

Notes

3 months
Consolidated IFRS (JPY in Millions) 2(165:?5; Variance YoY Growth (%)
Revenue 10,890 12,435 +1,545 +14 %
Operating Expenses Total 9,759 11,620 +1,861 +19 %
 beelbpeses s | 2008 | s %
Outsourcing Expenses 1,433 1,698 +265 +18 %
Others™ 1,228 1,485 +257 +21 %
D&A 686 718 +32 +5%
Employee Expenses 4,657 5,711 +1,054 +23 %

1.  Othersincludes Other Operating Income, Other Operating Expenses, and Share of the Profit on Investments Accounted for using the Equity Method in addition to Other in Operating Expenses



Quarterly Operating Cost Trend

Q1 Total Operating Expenses decreased compared to FY22 Q4

This was due to decrease in bonuses in Total Employee Expenses and M&A-related expenses in Other Expenses

Quarterly Operating Cost Trend

Consolidated (IFRS)

(JPY in Millions) 13,539 13,521
12,435
11,858
10,890
12,161
11,620
10,959 11,116
1,845
9,759 ' 2,008
1,953 2,050

FY6/2022

Notes

1.  Othersincludes Other Operating Income, Other Operating Expenses, and Share of the Profit on Investments Accounted for using the Equity Method in addition to Other in Operating Expenses

Revenue

Operating
Exp. Total

Panel Exp.

Outsourcing Exp.

Others®
D&A

Employee
Exp.

Q2 Q3
FY6/2023

Q4



Trend in Employee/Outsourcing Expenses & Headcount

We made steady progress in improving productivity and expanding operational capacity as planned

The number of consolidated employees in Q1 increased by 321 YoY, and recently it has risen significantly in the
Overseas (ex-Korea) Business Segment

Trend in Total Employee Expenses and Outsourcing Expenses Headcount Trend(?)
Consolidated (IFRS) Consolidated
(JPY in Millions) YoY Growth Revenue: +14% (Person) YoY Increase Consolidated:
Overseas (ex-Korea): +170
Employee Exp.:
Japan and Korea: +151

Outsourcing Exp.:

Employee
Exp.

2,970 3,007 Consolidated
2,774 2,788

2,686
Overseas
(ex-Korea)
Outsourcing 2,048 Japan
Exp. and Korea
Q2 Q3 Q2 Qa3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
FY6/2022 FY6/2023 FY6/2022 FY6/2023

Notes
1. Headcount figures do not include temporary employees



Outlook for OP Margin expansion

In FY6/2023, we will proceed the OP Margin improve through the following steps

In FY6/2024, we will aim to achieve the Operating Profit target in the MTBP based on the profit margin improvement
in this fiscal year

Anticipated steps to improve OP Margin

1St

Step

an

Step

3rd

Step

FY6/2022

Outsourcing Expenses ) _TotalEmployee xpenses | keypoms |

Material Increase
(Exceeds Revenue Growth)

Material Increase
(Exceeds Revenue Growth)

Material Increase
(Exceeds Revenue Growth)

Material Increase
(Exceeds Revenue Growth)

FY6/2023 -lllllllllllllllllv.llllllllllllllllllllllvllllllllllll

FY6/2024

Suppress increase trend
(However, exceeds
Revenue Growth)

4

Compressed
to the original level

(Slower than Revenue growth,
in this fiscal year)

Increase in normal pace
(Slower than Revenue Growth)

Increase in normal pace

(Slower than Revenue Growth)

m Respond to the current increase in client demand by leveraging
Outsourcing Expenses and rapidly hiring new talent to fill the
demand/supply gap

m Significantly increased due to headcount uplift in the last year

m Expand the internal capacity by pursuing operational efficiency
with increased proficiency of the new employees

m Leverage Outsourcing until internal capacity increases

® Gradually control the Total Employee Expenses increase to a
pace below the Revenue growth including added value
improvement and automation

m Leverage the expanded internal operational capacity and
suppress outsourcing

m  Maximize the expanded internal operational capacity and
suppress Outsourcing Expenses to their original level. Manage
the growth in Outsourcing Expenses down to less than Revenue
increase on a YoY basis




Consolidated Statements of Financial Position (B/S)

M&A conducted on July 1, 2022 caused goodwill increase and transfer of items from equity to liability

Q1 profit YoY decrease resulted in the rise of Net Debt/EBITDA ratio and the decrease in ROE

FY6/2022

Consolidated IFRS (JPY in Millions) as of June 30, 2022 of Sep. 30, 20 Variance
Total Current Asset 27,759 26,671 (1,088)
Cash and cash equivalents 14,756 11,605 (3,150)
Trades and Other Receivables 7,966 8,823 857

TotalNon-currentAsset ss874 | sse04 | (179)

Goodwill 42,928 43,055 127
Japan and Korea Business Segment 39,957 40,069 112
Overseas (ex-Korea) Business Segment 2,970 2,985 14
Total Liabilities 47,806 47,662 (143)
Borrowings and Bonds(%) 31,555 31,441 (113)
Total Equity 35,827 34,703 (1,124)

Target Financial KPls

Net Debt/ EBITDA 2.21x 2.62 x
Net Debt 19,228 22,005 2,777
EBITDAR 8,697 8,410 (287)
ROE® 10.3% 9.4% -0.9pt

Note
1. The sum of Short-term Borrowings, Long-term Borrowings, and Bonds
2. Calculated in the last twelve months



Consolidated Statements of Cash Flows (C/F)

Cash flow from Financing Activities improved from last year, due to regular payment decrease from refinancing in
March 2022 and the absence of 5 billion yen bond redemption in this fiscal year

Cash flow from Operating Activities in Q1 is negative as in previous years

Consolidated IFRS (JPY in Millions) 3 Months

FY6/2022 FY6/2023 Variance

Q1Actual Q1Actual
Cash Flows from Operating Activities -1,526 -1,641 -114
Cash Flows from Investing Activities 20 - 352 -372
Free Cash Flows'™ -1,435 -1,960 -525
Cash Flows from Financing Activities -6,911 - 1,065 +5,845
Increase/(decrease) in Cash and Cash Equivalents -8,417 - 3,059 +5,357
Cash and Cash Equivalents at the end of the period 10,588 11,605 +1,016

Note
1. Free cash flow = Cash flows from operating activities £ cash flows from investing activities - interest paid



FY6/2023 Q1 Results: % of Achievement vs. Guidance

We made steady progress as planned against the Q1 assumption in the full-year guidance

We aim to achieve double-digit growth in line with the full-year guidance

FY6/2023 Q1 Actual vs. FY6/2023 Company Guidance

Consolidated (IFRS)
(JPY in Millions)

Revenue

EBITDA

Operating Profit

Profit
attributable
to Owners
of the Parent

Note

1. Company guidance for FY6/2023 are based on FX rate of 1Euro = JPY 135.00 and 1KRW = JPY 0.1000

0%

FY6/2023 Q1
Actual @

1H Company Guidance
(Anticipated achievement progress rate)

27,000
(48%)

4,100
(43%)

2,700
(42%)

1,500
(41%)

50%

100%

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

FY6/2023
Company Guidance()

56,000
(YoY +12.4%)

9,550
(YoY +9.8% )

6,550
(YoY +12.7% )

3,720
(YoY +18.2% )



Japan and Korea Business

Segment Update



FY6/2023 Q1: Segment Performance Summary

Mainly driven by the Japan business, Q1 Segment Revenue increased by +9% YoY

Q1 Segment Profit decreased by 15% YoY mainly due to a rise in Total Employee Expenses in the Japan business

3 Months
FY6/2022 FY6/2023 . YoY Growth
QiActual Q1Actual Variance YoY Growth (%) Constant FX(1)
(JPY in Millions)
Japan and Korea
. 8,149 8,909 +759 +9 % +8 %
Business Segment
Japan 7,177 7,770 +593 +8 % +8 %
Korea 975 1,141 +165 +17 % +8 %
Segment Profit 939 802 - 137 -15% -15%

Note

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



FY6/2023 Q1: Segment Performance Summary

Q3 in Japan and Q2 in South Korea are the strongest quarters, and Q1 is a slow season in both regions, but Segment
Revenue continued a steady growth trend

Segment profit in Q1 decreased YoY due to an increase in Total Employee Expenses, but it improved significantly from
FY6/2022 Q4, which was in deficit

Quarterly Segment Revenue Trend Quarterly Segment Profit and Profit Margin Trend
(JPY in Millions) (JPY in Millions)
YoY Growth Actual: YoY Growth Actual:
Constant FX®: Constant FX():

10,629 10,537

8,909

8,418 22.1%
8,149 ’ 21.3%
1,141 mGI{T]

11.5%
9.0%
Segment

Profit Margin

a0l Japan -5.8%

Segment
(492) m Profit
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
FY6/2022 FY6/2023 FY6/2022 FY6/2023

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



FY6/2023 Q1: Japan Business Summary

Operational capacity in the Research business expanded as expected

However, demand for our services continues to exceed our operational capacity, and opportunity losses still occured

Q1 Japan Revenue (3 months) Quarterly Japan Revenue Trends

(JPY in Millions) (JPY in Millions)
YoY Growth Japan Total:

Research:

7,770 Japan Total
7,177 9’532

8,670

7,770  Japan Total

(LM Research

(J LM Research

N/A

Constant FX Actual Actual Ql Q2 Q3 Q4 Q1 Q2 Q3 Q4
FY6/2022 Q1 FY6/2023 Q1 FYG/ZOZZ

FY6/2023

Note
1. Please refer to the solution portfolio page (p.[35]) for each solution



FY6/2023 Q1: Japan Business — Business Performance @

Q1 Research business exceeded the MTBP target growth rate, but Digital and Other New businesses missed the target

We will continue to aim for 20% growth in Digital and Other New businesses after Q2 with the growth led by New

Business Initiatives

Q1 Research Business Revenue (3months)

Q1 Business Performance Commentary

(PY in Millions) YoY Growth

6,098
5,663

FY6/2022 Q1 FY6/2023 Q1

7~ Research Business

Target Growth m Client demand is continuing to be strong and exceeds our expectations
Rate in MTBP:
P B |[nitiatives to partner with clients (Sales and delivery structure, Macromill Consortium,
- - etc.) succeeded and the size of the project continues to expand
6% ® Online Research maintains its growth. However, opportunity loss due to the
operational capacity shortage remains, so we will focus on operational capacity
expansion

m Offline Research increased significantly in reaction to the resume of services due to the
removal of the restrictions imposed by the state of emergency in FY22 Q1

.

Q1 Digital & Other New Business Revenue (3m)

(JPY in Millions)

YoY Growth m

1,671

1,514

FY6/2022 Q1 FY6/2023 Q1

r Digital and Other New Business

m Client companies are considering alternative measurement methods for third-party

Target Growth cookies, which are scheduled to be phased out in the second half of 2024

Rate in MTBP: ) ) o

m As a result, Revenue of the DMP Sync service decreased. The impact on the digital
measurement service is minimal, and Revenue continued to grow. However, overall

ZO Digital Revenue declined in Q1, and this trend is expected to continue during the
% transition period

Per Annum

m Among Other New Businesses, the data utilization support (consulting) business
continued to perform well

m Revenue in the Life Science business declined in Q1 due to the large scale of projects and
\_ volatility, but is expected to grow from Q2 onwards

J




FY6/2023 Q1: Korea Business Summary .9,

Due to the impact of Covid-19, Online Research is spreading in the Korean marketing research sector

In Q1, the digital field and projects with strategic clients performed well, and Revenue increased by double digits,
partly due to the positive impact of FX rates

Q1 Korea Revenue (3 Months) Quarterly Korea Revenue Trends
JPY in Millions JPY in Millions
( ) ( ) YoY Growth Actual : +17%
Constant FX (1)
YoY Growth [ WAZSN Actual 2,106
1,963
Constant I
i
Constant !
1,141 FX(@) i
Actual | 1,141
975 1055 1,007 1070 1,07 8 1,062
oo-- ! QT i
! ! 1 1
i i : !
. : : :
! ! 1 1
i i i i
! i i i
Constant FX Actual Actual Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
FY6/2022 Q1 FY6/2023 Q1 FY6/2022 FY6/2023
~ Korea Business Q1 Performance Commentary N\

m Online Research Revenue, which grew significantly in the previous fiscal year, has been able to maintain its scale and is trending upwards steadily

Target Growth
Rate in MTBP: m Digital solutions, including Data related services, grew +14% YoY in Q1. In addition, Revenue from our strategic client, an electronics company,

expanded

Zﬁ:'lum 16%

m  Macromill Group is the only research company that owns a proprietary consumer panel in Korea. We aim to further expand digital Revenue by
leveraging this asset. We launched a new subscription-type purchase data service in FY6/2023 Q1, which is already operational in Japan

. m Digital will continue to be our growth driver this year and beyond. This will include the expansion of new digital services rooted in our panel data )

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



Overseas (ex-Korea) Business

Segment Update



FY6/2023 Q1: Segment Performance Summary =

ROW

Achieved double-digit Revenue growth in all regions with the growth in Europe leading the rest of regions

Segment Profit materially decreased due to increase in Total Employee Expenses from employee retention and

increased capacity

YTD (3 Months)

FY6/2022 FY6/2023 . Variance
Q1 Actual Q1 Actual YoY Growth Variance Constant FX(®)
(JPY in Millions)
Overseas (ex-Korea) Revenue 2,781 3,575 +794 +29 % +20 %
us 1,096 1,376 +280 +26 % +17 %
Europe 1,096 1,482 +385 +35 % +26 %
ROW 589 717 +127 +22 % +14 %
Segment Profit 191 9 - 182 -95% -95%

Notes

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




ROW

FY6/2023 Q1: Overseas Business Summary

FY6/2022 was an irregular year, but in the pre-Covid periods, Q2 was the strongest quarter, and we anticipate Q2 to
be the strongest season in this fiscal year

From Q2 onward, we anticipate Segment Profit will improve along with Revenue growth

Quarterly Segment Revenue Trend Quarterly Segment Profit and OP Margin Trend
(JPY in Millions) (JPY in Millions)

YoY Growth Actual : YoY Growth Actual :

Constant FX(1): Constant FX(1);
3,534 3,575
2053 3023 ROW
2,781
Europe 6.9% 0.9 7.2%
/\/\ Segment
o, OP Margin
2.4% 0.3%
sy US
9 Segment Profit
Q1 Q2 Q3 Q4 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
FY6/2022 FY6/2023 FY6/2022 FY6/2023

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



FY6/2023 Q1: Overseas Business Summary o
We achieved double-digit growth in Q1 Revenue in all regions, even on a Constant FX basis
Q1 Overseas (ex-Korea) Revenue (3 Months) Quarterly Overseas (ex-Korea) business Revenue trends in Constant FX
(JPY in Millions) (JPY in Millions)
YoY Growth Actual :
Constant FX):
3,575 3,600 3,575
3,233
2,982 ArAN ROW 2,982 3160 ROW
Europe Europe
us us
Constant FX Actual ‘ Constant FX Q1 Q2 Q3 Q4 Q2 Q3 Q4
FY6/2022 Q1 FY6/2023 Q1 FY6/2022 FY6/2023
~ Overseas (ex-Korea) Business Q1 Performance Commentary
Target Growth B In Europe and ROW, we delivered on ‘the share of wallet’ strategy with several existing clients, as well as expanding with recent new customer wins

Rate in MTBP: . . .
B New customer wins for Revenue growth: FMCG, OTC/Healthcare, and Travel industries

Per
Annum 9% B We are investing in Talent retention to increase operational capacity to meet the growing demand for our services

B We opened new offices in South Africa and Poland

\

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



Appendix

i, Mid-term Business Plan (FY6/2021~FY6/2024)

ii.  Summary of our Company



Big Market Opportunity and Our New Mid-term Business Plan

Our Market Opportunity® New Mid-term Business Plan (3 years) Target: FY6/2024
Market Research Digital Marketing® Market We aspire to be “GIObaI Top 10” and
Actust CAGR or YOVGR: (Sl 2017A S020E anan) S020A-2021A  Actue) CAGH: 2015A-2021A ALl No.1 in Japan and No.1 in Asia

Total MR Total Ad

$109.1= $827.8e
(CAGR: 10.5%) 1 o (CAGR: 9.0%)" Revenue JPY 57-0bn

Revenue

Going
Global

Implied Annual Growth Rate: 9.7% (3Y CAGR)

Online MR

$71.0en

(CAGR: 15.1%)*%

Digital Ad $522 ) 5Bn

(CAGR: 22.2%)"

Profit OP Margin 15% ROE 10%

Global
MACROMILL KA New Demand :
GROUP ("] from Digital or hlg her
Japan
506w
YGR: 7.9%) . . . .
- : Maintain credit rating Net Debt / EBITDA
Leverage +
$1.8o" o BBB+.n 2.0x-2.5
1'8 Further Expansion + or h|gher ] x ™ x
(YoYGR: 7.0%)® .
in Japan
S
Global Market Research spending: ESOMAR - Global Market Research (9/2022) Consclidated
Japan Market Research spending: Japan Marketing Research Association (6/2022) Shareholder dividend payout ratio Share Buyback

Ad spending: eMarketer - Worldwide Ad Spending (9/2017, 10/2022)

Return 20% ~ 30% * in a timely manner
Notes

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

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

Historical or YoYGR for (Global) 2017A-2022E (Japan) 2020A-2021A

Historical CAGR for 2016A-2021A

Exchange rate: USD/JPY = 130

Source: ESOMAR Global Market Research 2022, announced by the European Society for Opinion and Marketing Research (ESOMAR] in September 2022, ESOMAR has expanded the definition of the global marketing research market since the 2020 report.
From last year, we state a global market size according to the new definition, which includes Marketing Research and related sectors as an Insight industry, provided by ESOMAR. (Since ESOMAR report 2021 and 2022 do not disclose Scenario 2, which is
described in the report 2020, the closest definition to the former market size).

[olre e v ] Ny



Outlook for Next 3 Years

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

Regarding the Overseas business, we aim to demonstrate its strength corresponding to each market. As a result, we
aim to achieve the following target growth rate and Revenue, respectively

Target Revenue and Growth Rate by Business Entities

Business
Entities

FY6/2021
Revenue
Actual

Target
Growth
Rate

FY6/2024
Target
Revenue

3 Years
Variance

Research Business

DENTSU

M/\CH?OMlLL RA Piachom INA

aMacromill Group company “ INSIGHT ZN
aMacromillGro

mill Group company

(Joint Venture with Dentsu)

24.1bn

(Composition Ratio : 56%)

Per Annum: 6%
(3Y CAGR)

28.5bn

(Composition Ratio : 50%)

+4.40n

(Composition Ratio : -6%)

Korea Business
Business

Japan Business
Overseas (ex-Korea)

Ninnkerne  INA1 EMBRAIN RA METRIXLAB RA
rﬁ?fﬁ{}gﬁﬁ”}w ZN etc. aMacromill Group company ZN aMacromill Group company ZN
(Joint Venture with Hakuhodo)
4. 1bn 9.2bn
(Composition Ratio : 10%) (Composition Ratio : 21%)

Per Annum: 16% Per Annum: 9%
(3Y CAGR) (3Y CAGR)

6.5bn 12.0bn

(Composition Ratio : 11%) (Composition Ratio : 21%)

+2.4bn +2.8bn

(Composition Ratio : +1%) (Composition Ratio : +0%)



Our Targeted Business Model

Set the next 3 years as the business model transformation period

Japan Business: The Road to Transformation

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

FY6/2021

FY6/2022 FY6/2023

FY6/2024

FY6/2025 onward

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

1. Research & Data

(Awareness, Behavioral, Biological, & Other Data)

2. Data Utilization Support

(Data Consulting)

3. Marketing Activation Support

(solution)

4. Automation, Tools, and Platform

(Subscription Service, etc.)

4

rMarketing Research
Company

\ S

T

Business Model Transformation Period

X

rofessional Marketing
Services Company

y

[ Revenue increase )

through share
expansion & Profit
increase by
pursuing

(  optimization

7

Lo

.

Revenue and Profit increase through the business field expansion

Lower Profit due to the up-front large scale investment

during the transformation period

Increase Revenue
and maximize Profit
by developing the
ecosystem

Although the investment will impact the profit margin,

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



Capital Allocation

“Growth investment” remains our top priority going forward

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

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

conduct share buyback in a timely manner

Priority in Capital Allocation

GrOWth E EEEEEEEEEEEEETRN
Investment

Balance Debt Repayment and Shareholder Return
to pursue Continuous Growth

Shareholder
Return

Debt o

The same
priority

Repayment

~ Specific plan for “Debt Repayment”

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

m The Group will not actively pursue a net-cash position

after reaching the target leverage ratio

~ Specific plan for “Growth Investment”

®  Growth Investment remains our Top Priority

m Strategic up-front investment in talent is in progress

\

/f' Specific plan for “Shareholder Return”

m Setting shareholder return and debt repayment at the
same priority

Maintain the dividend increase momentum, and
aim to achieve 20 - 30% dividend payout ratio at the
consolidated level

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




Appendix

Mid-term Business Plan (FY6/2021~FY6/2024)

Summary of our Company



We are Fast Growing Market Research Company

Consolidated Revenue!”

Product Incubation / Market Creation

Consolidated (IFRS)
(JPY in Billions)

FY6/2022
Revenue Breakdown

Overseas (ex-Korea)
Business Segment

TesmssiEREEINREtsane

Embrain
(Korea)

Macromill
(Japan)

Japan and Korea
Business Segment

171
Y_j;l—lool’wue Insight ——1— I

/01 6/02 6/03 6/04 6/05 6/08 6/07
TSE Listing

Notes

Leading

Domestic Presence Global Expansion

Company Guidance

560

Joint Venture
w/ Hakuhedo

TOKYO SURVEY RESEARCH INC. 49.8
_| Covid-19 effects

-

Acquired
/ Overseas (ex-Korea)
acturus i
Acquired 40.0 Hm?l ness Sagment
LEbe LAB .
Acquired
émbrain | @ |
Joint Venture i
w/ Dentsu i i
BEYZO=SN 213 o
(Dentsu Macromill) -
Japan and Korea
Business Segment
6/11 6/12 613 - 614 k 6/15 6/16 617 618 6/19 620 621 6/22 6/23

(IFRS)

TSE Delisting TSE Relisting

1. J-GAAP based financials for FY6/2001-6/2014 and IFRS-based financials for FY&/2015 onwards. J-GAAP and IFRS financial information are prepared based on different accounting principles and are not directly comparable. Macromill believes, however, that the presentation
of consolidated revenues on a J-GAAP basis as compared to IFRS would only require immaterial adjustments and that the presentation above appropriately and accurately reflects the consolidated revenue trends for the four fiscal years ended June 30, 2017

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



Who we work with

m Serving a diversified set of clients, but Revenue concentrated with long-term clients and high retention

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

Highlights FY6/2022 Revenue Breakdown by Client Industries

Consolidated (IFRS) Ad agency / Consultant

/ Research Agency

~ Number of Clients

Below 301

Total __--- DMI (Dentsu Macromill Insight)

-
-
-

——————— ---- HMM (Hakuhodo Macromill
Marketing Research)

C. 4,400 clients, 90+ countries

28%

Top 300

c. 2,500 clients Total: 72%

in Japan

c. 1,900 clients

in Overseas FMCG® / CPG@

&
"z / Food / Beverage

Others in Top 300

(CTTTTTTTTETT T Y 1

: : : : Financial Institution @e é

i 96.6x i 89.7% | Auto

I . (2) 1 . (3) 1 Electronics / Tech

- in Japan Iy in Global :

e 1y (exc.apan) ] Well diversified client portfolio

% .
Case i i (PR ASAHIBREWERIES, LTD.: One-stop support As dhi 2 PR  CAPCOM CO., LTD.: :
Studies T from product development to sales (*Japanese Only) : : Concept creation support @&L_f m :

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

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

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

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


https://www.macromill.com/press/case/20210512.html
https://group.macromill.com/case_stories/capcom.html

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

Clients’ Marketing Process

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

Understanding Testing Marketing Effectiveness

Markets Concepts Planning Measurement

Macromill Group Solutions

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

Market Exploration ProdUCt DeveOpMENnt — ooiistirirsseeres sttt st sttt sttt e

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

Brand Assessment

Global network of MACROMILL RA
"

50 offices in 21 countries GROUP

V.

Total 110M Global Consumer Research Panel

10M 100M

Global Panel
Network

Proprietary
Panel




Japan Business: Our service history

B We expanded our service by acquiring various data leveraging our proprietary panel

B We grew mainly in Online Research business, started Digital Research in 2014 and a new business
beyond the Research field in 2021

&

Service Expansion History

Start Digital Research

Established :

Biological Data
Start Online Research

Digital Behavior Data

Purchase Data

Attribution/Awareness Data

—

Data Acquisition Expansion

2001~ 2014~

Created a new market with growth engine, Online Research
- Online Research

- 8Tﬂt|3ne| RResearC: Provide Digital Ad Effectiveness Research based on
—Globa eSGarC' digital log data
- Database Service

Expanded business by a growth driver,
Digital Research

“Marketing Research Company” to “Professional Marketing Services Company”



Japan Business: Our Services

B Online research-related services have been our core business since its founding and account

for the majority of Revenue

m Most of the Ad-hoc type projects have high retention rate for continuity perspective in research/analysis

m Digital and Other New Business are a growth driver

Research Business

Revenue composition ratio

Research Business

RA
A

MACROMILL

Digital and
Other New
Business

As of end of June 2022

Ad-hoc

Subscription

Internet Research

Internet-based quantitative
research. Conduct an online
survey for our panel

Visiting type research

Qualitative research, such as Central
Location Test (CLT), in which
panelists visit a venue and evaluate
mockup products.

This research also Includes Focus

Group Interview =
‘@
»

(FGI) and 1on1 interview I

Data selling

Selling a database of consumer
purchase histories, etc. of some
panelists who agree to share their
data

Awareness Data etc.

(Depth Interview)
Awareness Data, Biological info etc.

Purchase, TV viewership etc.

(" Growth 1

] .
Driver

- Digital and Other New Business

Digital Measurement

Ad effectiveness measurement

based on Digital behavior E

Data (AccessMill etc.)

DMP Sync
Provide/analyze various data by
identifying
Macromill e

s -—r
panels in our -—r'
clients’ DMP

New Business

Data Utilization (Data Consulting),
Marketing Activation Support, Life
Science and Southeast Asia
Business

Awareness Data x Behavior Data (Web exposure history) etc.

Awareness Data / Biological info etc.




Historical Trends - Global Market vs. Our Revenue

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

Market Trends — Global Marketing Research Market

Revenue Trends — Macromill Consolidated Group All

ESOMAR®
(USD in Millions)
YoY Growth Total: +6% +10% +9%
Others: +4% +5% -12%
Online: +8% +14% +26%
Marketing
Research 66,345
Market Total

Other
Research
(Offline, etc.)
Online®
Research
Penetration

Online®
Research
Market

2017 2018 2019 2020

Notes

Consolidated (IFRS)

(JPY in Billions)
+16% +11% YoY Growth Consolidated: +13%
+15% n/m Overseas: +29%
+17% n/m Japan & Korea: +9%

5Y CAGR

GROUP

+4.1% 40.0

Consolidated
Total(3) 35-5

Overseas

(ex-Korea)
Business 7.1
Segment

+15.19 | Japanand
Korea

Business 28.5
Segment

2021 2021E FY6/2017

+11%
+2%
+13%

MACROMILL KA
£l

44.2

FY6/2018

FY6/2019

-7%
-11%
-6%

41.2

FY6/2020

FY6/2021

+5% +15%
+10% +33%
+3% +11%

5Y CAGR

49.8 | A

43.1

9.2

+5.7%

FY6/2022

1.  Source: ESOMAR Global Market Research 2022, announced by the European Society for Opinion and Marketing Research (ESOMAR) in September 2022. ESOMAR has expanded the definition of the global marketing research market
since the 2020 report. From last year, we state a global market size according to the new definition, which includes Marketing Research and related sectors as an Insight industry, provided by ESOMAR. (Since ESOMAR report 2021 and
2022 do not disclose Scenario 2, which is described in the report 2020, the closest definition to the former market size).

2. Online research consists Online / Mobile quantitative, Audience measurement, Online Traffic / Web Analytics, Automated digital / Electronic, Social Media Monitoring, Online / Mobile Qual qualitative (Group / Depth Interview, etc.) and
Online Research Communities (incl. Blogging). To calculate the size of 2021 Online Marketing Research Market figure, multiplying the 2021 Estimated total Marketing Research Market by 2020 Actual % of Online Marketing Research

3. Revenue of each segment is shown using gross value including intersegment revenue, and the total amount of revenue of both segments does not match the consolidated revenue (the difference is intersegment revenue)



Historical Trends — Japanese Market vs. Revenue in Japan

®m Macromill Japan market share in the online research market is stable at No.1

m Digital and Other New Business is our growth driver in Japan Business

Market Trends — Japanese Marketing Research Market

Revenue Trends — Macromill Group Revenue in Japan

JMRA® Consolidated (IFRS)
(JPY in Billions) (JPY in Billions)
YoY Growth Total: +2% +2% +5% n/m +7% YoY Growth Japan Total:  +7% +13%
Others: +1% +1% +3% n/m +6% Research Biz®: +4% +8%
Online: +4% +5% +8% n/m +8% Digitaland : +47% +59%
Other New Biz®
OLD Definiti NEW Definiti
ermnition erinition 20202021 MACROMILL Rz
YoY Growth a Macromill Group company
KN 559
235.7
219.0 229.1 220.3
Marketing . .
Research 209.9 214.7 27.4
Market Total Japan 25.6
Total
134.3 +5.7%
153.0 127.0

Other
Marketing
Research

Online
Research
Market

Macromill
Market Share
(Online Mkt)®

Notes

1.  Source: Japan Marketing Research Association (JMRA) - Management statistics (2017/7,2018/7,2019/7,2020/9, 2022/6) The Ad-hoc internet survey is described as Ad-hoc Online
2. Macromill's market share is estimated by the Company

148.5
145.4 147.5

2016 2017 2018

New Area
(under NEW definition)

Research
Business

+11.8%

+7.9%

Digital and Other
New Business 1.8
— s

4.2

2019 >> 2020 2021

FY6/2017 FY6/2018 FY6/2019

-5% +2% +9%
-9% -0% +5%
+24% +11% +28%
5Y CAGR
32.7
+5.0%
roa  29.9 =3

+1.2%

+32.5%

FY6/2020 FY6/2021 FY6/2022

3. Priorto FY6/2019, the items disclosed under the categories of “Digital” and “Non-digital” have been applied to “Digital and Other New Businesses” and “Research Business,” respectively.



Historical Trend — Cost structure and headcount trend

m With a stable cost structure, we generate a steady cashflow
® The number of consolidated employees increases as business grows

Breakdown of Key Cost Items Headcount Trend()
Consolidated (IFRS) Consolidated (Person)
(JPY in Millions)

Revenue 35,514 40,024 44,279 41,270 43,175 49,810

2,970 Consolidated

Panel Exp.

13% 13% 14% 16% 16% 15%

2,637
Outsourcing 2,448 2,470 Overseas
Exp. (ex-Korea)

2,138 768

1,890

Total Employee
Exp.

Japan

and Korea

Others 1,869

Operating
Profit )

FY6/2017 FY6/2018 FY6/2019 FY6/2020 FY6/2021 FY6/2022 FY6/2017 FY6/2018 FY6/2019 FY6/2020 FY6/2021 FY6/2022

Notes
1. Headcount figures do not include temporary employees
2. Othersincludes Other Operating Income, Other Operating Expenses, and Share of the Profit on Investments Accounted for using the Equity Method in addition to Other in Operating Expenses



3-Pillars M&A Strategy for Value Creation

Regional / Panel Access

Expansion

Wallet Share
Expansion

Technology /
Solution
Enhancement

Proven M&A Track Record

2010 Acquisition™ o

r .
'ﬁH?O Value[|nsight
_ Technology /
Panel Solution

Doubled Panel Access

embrain

Regional P I

B Access 1o Asian Client and Panels

2017 Strategic & Capital Alliance
2014 Acquisition — 9 P
| |

Cnetrix (N2

PREDICTING PEQPLE

Regional P | Technology /
so""tbn

Global Client & Panel Base Access

Technology/
Solution

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

2017 Strategic & Capital Alliance p— 2018 Joint Venture with Hakuhodo (51% Majority Acquisition)

2019 Acquisition —_— 1 X ’ ®
.‘-l‘ . :. W S - —
Cary ) Holdings TOKYO SURVEY RESEARCH INC.

Regional

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

Wallet Share Technology /
Expansion Solution
Seeking wallet share expansion and

enhancement of online/offline integrated solutions

2022 Acquisition .

O’ acclimate

Wallet Share Technology /
Expansion Solution

& Obtain human resource matching platform
that has many registered professionals

2022 Acquisition through a company split .

Technology /
Solution

SOUTH
@ Obtain 71% majority stake by integrating Macromill

Wallet Share
Expansion
Data Consulting Business through a company split

- PR
2012 Acquisition ‘ ‘., ‘

2018 Acquisition (]

2012 Joint Venture with Dentsu .
sBBvVIZ0=)L

(Dentsu Macromill)

Wallet Share Technology /
Expansion Solution

@ Securing earnings stability and improving
our ability to develop service in new domains

o

acturus

Regional Technology /
Expansion Solution

2017 Acquisition

IR

2019 Asset Purchase

DN Asia

— Data & Intelligence

Regional Panel
Expansion

Expand consumer panel in Southeast Asia
Succession/Acquisition of Online panel asset only

2008 sStrategic & Capital Alliance
2022 Additional Stake Acquisition ®

CITATION

Wallet Share Technology/
Expansion Solution

Strategic Alliance in Research Consulting Business field
8@ 15% minority investment > 40% minority investment

Note
1. Acquired market research business only



Our Business Model

m Workflow of our main business, Online Research is as in below

B Monetize scheme is mainly based on “sample size x number of questions”

Typical market research workflow

Clients Macromill Group Consumer Panels
Marketing Issues Planning / Design Survey Responses
New Product Price
Development Acceptability
Survey

Conduct
Research

® Request

Demand Research

Forecast

Survey Responses

Data Log Access

-Purchase Data
-Web Access

Ad
effectiveness

Decision Making

Tabulation / Analysis

Corporates
Ad Agencies
Consulting Firms

MACROMILL RA
GROUP

0

In-house / Third-party Panels®

Note
1.  Aconsumer panel that we access through panel vendors around the world when our proprietary panel does not secure a sufficient number of samples when conducting a research project for a client company of our group



Our commitment to Sustainability

The Group considers important issues for society and the Group to achieve sustainable growth from the perspective of
the foundation of its corporate activities and the impact on stakeholders, and also considers opportunities and risks in
light of changes in the business environment. Based on this, we have identified 9 material issues (<~ Next page)

g\.
= - Yo _ .
so J‘o Diverse societal
& [ 4 VISION ‘}é and consumer needs
Consumer Research Panel bo \0“ 7 (X Clients
To be
the driving force

in helping our clients N
build data cultures ’ N
- o,
Data on consumer - u
awareness, behavior, MACROMILL RA Invaluable consumer insights E ~

and biology GROUP m

Marketing Digital
Research Marketing

Provision of services that v

more closely match societal

and consumer needs / T \

Human Capital Partner Companies

g \II
g2 &



Our commitment to Sustainability: Materiality

Stakeholders Materiality m Detailed Information

£

Scane
anami
¥

17 Sases

Client
Companies

Consumer
Research
Panels

Human
Capital

Partner
Companies

All

1. Solving marketing issues

. Creation of new value through data

utilization

. Find more accurate consumer

insights

. Promote safe and secure data

handling

. Establishing an environment where

diversified people work together

. Provide an opportunity to

challenge new possibility

. Educating data native talent

. Open Innovation

. Governance

S2ATFEUTABEERT#

MACROMILL KA
srtroniGancorey (o

MACROMILL KA
GROUP 2 |

MACROMILL

GRoUP g

SUSTAINABILITY REPORT 2022

Macromill HP: Sustainability Report 2022 (*Japanese only)

For more details, please refer to Sustainability Report 2022


https://ssl4.eir-parts.net/doc/3978/ir_material_for_fiscal_ym1/125589/00.pdf

Blank Page



Build your Data Culture

MACROMILL RA
a Macromill Group company ZN

Contacts:

ir@macromill.com

Macromill IR Information:

Disclosed Documents Archive

Fixed-point Survey Data:

Macromill Weekly Index, etc.

(*Japanese Only)

Market Research Report:

Self-study Report Conducted by
Macromill (free) (+japanese only)



mailto:ir@macromill.com
https://www.macromill.com/ir/
https://www.macromill.com/press/info/20201110.html
https://www.macromill.com/data_and_insights/

