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n Service Concept

Real name-based Recommendation Search starts with
Review Without scores “people”
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Find a matching restaurant through trusted people

Restaurant review service with reviewers using real names
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End users

%1 FRM: Fan Relationship Management

n Business model

Retty
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Building customer base /
Customer Attraction

Monthly Fee Restaurants

Providing advertising and
umulated content utilizing Retty

Advertiser

Fee per advertisement etc




Full Year Results for the Fiscal Year Ended
September 2020



EJ Full Year Results Highlight

p Steady growth of net sales and profit until 1H20, achieving profit level equivalent to full year for FY19

In 1H20, FRM realized sales growth of +39.3% YoY
Operating income was 118 million yen in 1H20, a significant increase over the previous year's full-year
figure of 100 million yen

» Full year sales decreased by 2.3% YoY due to the impact of COVID-19, but latest KPI figures are
recovering sharply

Full year net sales for FY20 decreased by 2.3% to 2,215 million yen due to the decrease in FRM stocks and advertisement/contents
revenue

3Q20 net sales decreased to 72.0% of 3Q19, but 4Q20 figures have recovered to 82.6% of 4Q19 level

KPIZSE) t1h9at will affect sales growth such as the number of paying FRM member restaurants have already recovered to the level of

FY average

» Investment in growth promotion and agency support measures resulted in operating loss of 283 million yen

Promotions using various media in conjunction with the government’s “Go To” Eat Campaign to support growth
Invested in sales support for agencies to enhance sales force, which is the driving force for increasing top tier member
restaurants

Quickly launched products aligned with the market and client demand such as premium bookings and take-out menus



n Full Year Results Summary

Net sales decreased 2.3% YoY due to the impact of COVID-19

FY2019 FY2020
Full Year Results Full Year Results

Net sales 2,268 2,215 -2.3%
Gross Profit 1,474 1,416 -3.9%
Gross Profit Margin 65.0% 63.9% -1.1%
Operating income 100 (283) -
Operating Margin 4.4% - -
Ordinary Profit 99 (274) -

Net Profit 155 (324) -










n Number of Member Restaurants

The number of member restaurants bottomed out in June and returned to a net increase

from July onwards as the number of acquisitions recovered, reaching 9,730 by the end of
September 2020

Number of Member Restaurants
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n Advertisement/Contents Net Sales

Net sales decreased by 25.5% YoY due to temporary decrease in monthly users and fall in

advertisement unit price

Advertisement/Contents Net Sales (million yen)
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Advertisement/Contents Net Sales Structure

Monthly Users

Number of monthly users decreased temporarily due to
less people going out with the COVID-19 related

Declaration of State of Emergency. Figures recovered to
100% YoY since August 2020.

X

Advertisement Unit Price

Unit price decreased as advertisers were reluctant to
place ads.

Figures will fluctuate depending on the status of
economy.

14



a Investments for future growth

Total of 357 million yen investment made in 4Q20 for growth from FY21, resulting in full year

operating loss of 283 million yen.

FRM Contributed to reducing
Fee waivers*? membership cancellations

FRM | N
Expenses for supporting Contributed to acquiring new
member restaurants

agency operating framework

Products
Promotion expenses for GtE *2 Contributed to competitive
service/positioning

campaign

*1 Limited time fee waiver offered to paying restaurant members that met certain criteria
*2 GtE: Go To Eat Campaign

*3 Itis included in variable expenses (sales promotion).

*4 1t is recorded in fixed costs (advertising expenses).

1 05 million yen

91 million yen *3

1 60 million yen *#
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B3 FY2021 Full-year Earnings Outlook

For FY21, net sales growth will slow down temporarily due to the decrease in sales base for our
stock business from the impact of COVID-19, but new paying member acquisition is recovering.
Aiming for 35%+ net sales growth from FY22

FY2020 FY2021

Full Year Results Full Year Outlook

2,270 2.5%

*1
Net sales 2,215 t0 2.380 t0 7.4%

o . 50
2 -
Operating income (283) 0 200

*1 The upper limit of the net sales assumes recovery in the number of new acquisition and cancellation of FRM trial membership (format used for major restaurant corporations to accept a large number of group
restaurants as trial members at the same time at a lower fee), and unit price per user for advertisement/contents business to the level prior to the COVID-19 pandemic. The lower limit of the net sales assumes
delay in the recovery.

*2 For operating income, in addition to the assumptions of net sales estimates stated above, we are expecting active investment in development resources, in salespersons including for the agents and in new
businesses to realize medium- to long-term growth. The upper and lower limit of figures are calculated in accordance with these assumptions.
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n Operating income for full year earnings outlook

Operating loss reported for FY20 due to impact of COVID-19, but expected to return to
profitability in FY21

Operating Profit (million yen)

FY2016 FY2017 FY2018 FY2019 FY2020 FY2021

50

100

to 200
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-393

-588
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Platform enabling stable customer attraction
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Performance fee "premium booking" and "take-out plans”

Premium booking Take-out plans

Online booking Take-Out Customer Attraction & Reception System
Performance fee model Monthly Fixed 10,000 yen
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