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Full-Year Review of FY2024/12

Consolidated Earnings Highlights

Revenue

¥28,284 million

Non-GAAP operating profit

¥3, 1 9 7 million

Profit attributable to
owners of parent

¥5,526 million

Basic earnings per share (EPS)

¥26.65

Year-end dividend per share

¥31.35

Net sales (reference)

¥145,996 million

Consolidated earnings

Net sales increased by 5.8% year-over-year, and revenue
grew by 2.2% year-over-year, both reaching record
highs*. Non-GAAP operating profit decreased by
20.4% year-over-year, due to revenue conversion from
increased headcount lagging behind plan. Profit
attributable to owners of parent increased significantly
by 47.9% year-over-year due to factors such as the sale
of subsidiary shares, and EPS also expanded.
Meanwhile, recognizing the decline in revenue to net
sales ratio and productivity as short-term challenges,
we have been working on improvements. The revenue
to net sales ratio has been steadily improving each
quarter, having bottomed out in the first quarter of the
fiscal year ended December 2024. As there is still room
for improvement in productivity, we are planning and
implementing measures such as utilizing generative Al,
adjusting hiring numbers, and internal staff reallocation
to convert our increased headcount into revenue growth.

*For comparison, figures 2021 and prior years represent the simple sum of
the January-December periods before the discontinued operations
reclassification, while figures for 2022-2023 represent the simple sum of the
January-December periods after the reclassification.

Consolidated Earnings (after the reclassification
of discontinued operations)
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Digital Marketing Business overview

Starting from the fiscal year ended December 2024, we
have categorized the Digital Marketing Business into
three areas. This fiscal year, the Marketing Communication
Area, which handles digital advertising sales and
operations, as well as online and offline integrated
marketing support, led the business. Revenue
increased by 3.5% year-over-year, while Non-GAAP
operating profit decreased by 6.4% year-over-year.

Media Platform Business overview

Beginning in the fiscal year ended December 2024, we
enforced stricter discipline in business management
based on our newly implemented business continuity
criteria. This resulted in the deconsolidation of three
companies and the optimization of costs. Having
reached a milestone in our business portfolio review, in
the fiscal year ending December 2025, we reclassified
the business units previously categorized under this
segment into Marketing Communication Segment and
Other Business.

Significant enhancement of
shareholder returns

Driven by organic business growth and the deepening
of our collaboration with the Dentsu Group since
January 2022, our capital structure has transformed
significantly, leading to a strengthened financial
foundation. As a result, we have updated our
shareholder return policy. To enhance shareholder
returns in our capital allocation strategy, we significantly
increased our target payout ratio to 100% for the fiscal
year ended December 2024. Further contributing to
this, gains from the sale of subsidiary shares resulted in
the annual dividend per share of ¥31.35.
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Mid- to Long-Term Vision

We aim to build a business portfolio
that provides comprehensive support
centered around digital marketing.

Due to the rapidly changing business environment and
high uncertainty in making a medium-term outlook for
the digital marketing industry in which we operate, we
have decided to discontinue the publication of our
rolling medium-term business policies, effective from
the fiscal year ending December 2025.

Instead, we have established a new mid- to
long-term vision: to generate net profit of ¥10 billion
by 2030, creating a company that achieves both high
growth and high shareholder returns.

Furthermore, we will focus on acquiring and
strengthening capabilities, including those in areas
adjacent to digital marketing, and promoting alliances.
This will enable us to achieve our long-term vision, to
build a business portfolio that provides comprehensive
support, from strategy planning to execution, centered
around digital marketing to solve client challenges.

Our focus is on maintaining continuity of
focus and generating synergies.

We will continue to pursue our medium-term theme of
“Focus & Synergy” established in the fiscal year ended
December 2024. This involves refining our existing
businesses (=Focus) through organizational
restructuring and rigorous portfolio management, while
simultaneously working to create synergies.

We will create synergies across four layers: within
business segments, between business segments, with
the Dentsu Group, and with external partners. This will
allow us to enhance the value we provide to clients, while
also acquiring broader capabilities centered around
digital marketing, thereby advancing our operations
toward achieving our medium- and long-term visions.

Mid- to Long-Term Vision and Milestones

FY2024

¢ Reorganization for
segment changes

*Divestment and
withdrawal from
multiple business lines

e Creation of synergies
within business areas
(business segments)

Medium-Term Theme

FY2025

®Reorganization and segment
changes to refine existing
businesses

e Rigorous portfolio management

*Growth investment in each
business and strengthening of
alliances

¢ Enhancement of synergies
between business segments

¢ Further development of
collaboration with
the Dentsu Group

sl

> SYNERGY 4

FY2026- FY2030

Mid- to Long-Term Vision

* Driving the transformation *Generating a net profit of
of the business portfolio ¥10 billion

* Expansion of each e Achieving both high
business following growth growth and high
investment shareholder returns

 Realization of synergies ¢ Aiming to form a business
both within and outside portfolio that provides
the Group comprehensive support,
from strategy planning to
execution, centered on
digital marketing to solve
client challenges

lllustrative Synergies

. Dentsu
Synergies Group
Synergies between ' collaboration
within business
business segments
segments
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Mid- to Long-Term Vision

We aim to achieve a net profit of
¥10 billion.

By combining the strengthening of each business
segment’s strengths, growth through synergy creation,
and growth investments including alliances with
external partners and M&A, we continue aiming to
outperform market growth and have set a target of
achieving ¥10 billion in operating profit by 2030.
Further incorporating equity in earnings of affiliates, we
aim to achieve a net profit of ¥10 billion by 2030.

Balancing high growth and high returns

We aim to balance proactive growth investments to
achieve high growth with strong shareholder returns. In
the fiscal year ended December 2024, we positioned
this as a preparatory period for advancing strategic
growth investments, optimizing resource allocation
toward our growth strategy while maintaining an
appropriate cash position.

From the fiscal year ending December 2025 onward,
we aim to expand our shareholder base and increase
shareholder and corporate value while maintaining an
appropriate balance between stability in shareholder
returns and growth investments. Our dividend policy
sets a minimum annual dividend per share of ¥18. If 50%
of the profit attributable to owners of parent per share
(EPS) exceeds the minimum dividend of ¥18, we will pay
a dividend based on 50% of the profit attributable to
owners of parent per share. We will also continuously
evaluate and flexibly execute share repurchases, taking
into comprehensive consideration factors such as the
tradable share ratio and market conditions.

In line with our goal of achieving ¥10 billion in net
profit by 2030, we will steadily increase EPS and
progressively improve ROE.

Segment Profit

I Marketing Communication Segment [l Direct Business Segment Il Data & Solutions Segment

Other Business, elimination, corporate

(unit: ¥bn)
15

12

9

FY2025
6 (Forecast)

Annual Dividend Per Share
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Gain on sales of shares of subsidiaries
-®- Dividend payout ratio
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Mid- to Long-Term Vision

Policy for the fiscal year ending
December 2025 based on
the mid- to long-term vision

To achieve our mid- to long-term vision, starting in the
fiscal year ended December 2025, we changed our
reportable segments to match our organizational
structure, thus further promoting area management.

To accelerate synergy creation in line with our
medium-term theme of “Focus & Synergy,” we have
established four focus points. While implementing these
initiatives, we will strive to improve profitability and
productivity, which are short-term challenges. Our goal
is to continue revenue growth through the expansion of
each business segment and achieve a V-shaped
recovery by returning to operating profit growth.

Within our core Marketing Communication
Segment, we have identified three areas for strategic
reinforcement: Sports & Entertainment Area,
Consulting Area, and Content & IP Area. We will
strengthen our capabilities in these areas by leveraging
existing assets.

Our policy for M&A and alliances is to actively
explore and pursue them with a primary focus on
strengthening our existing businesses, including
segments other than the Marketing Communication
Segment. In line with this, we have already begun
collaborating with external partners.

P> Please refer to the following for more details on
the reportable segment changes.
https://www.septeni-holdings.co.jp/en/ir/irmews/Sc_241224_
en.pdf

New Business Area Topics

Consulting Area

Entered into a capital and business alliance agreement
with beBit, Inc.

DIALOGUE WITH PARTNER

D
== =
tTF-ztin—7 BRRHE—Ey
Fn~7 W RRAEN A fhé 80 1)
AK 2R /] =W mR

P Please refer to the following for more details on
the capital and business alliance.
https://note.com/septeni_group/n/ncécfcccfa312
(Only available in Japanese)

Consolidated Revenue Composition*

Marketing
Direct Business Communication
Segment Segment

5,175 20,271
18.3% 71.7%

Data &
Solutions
Segment

3,195
11.3%

28,284

(unit: ¥mn)

IFRS, fiscal year ended December 2024

*Figures for Other Business and elimination/corporate are not shown.

N
w

Sports & Entertainment Area

Established SEPTENI SPORTS & ENTERTAINMENT, Inc.
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P Please refer to the following for more details on its founding.
https://note.com/septeni_group/n/nc68266738015
(Only available in Japanese)

FY2025 Focus Points

e Strengthening focus through group
reorganization and intra-business synergies

e Creating inter-business synergies by
strengthening sales functions

e Further development of collaboration with
the Dentsu Group

* Preparation and promotion of alliances with
external partners


https://www.septeni-holdings.co.jp/en/ir/irnews/Sc_241224_en.pdf

Yusuke Shimizu

Director, Group Vice President and
Executive Officer
Septeni Holdings Co., Ltd.

Establishing a foundation for growth
beyond 2025 through organizational
restructuring and operational
enhancement

Shimizu: Since 2018, | have served as representative
director and president of SEPTENI CO., LTD. and
Septeni Japan Inc., a core company of the Septeni
Group. Until now, | have been in overall charge of the
internet advertising business, but going forward, | will
also be responsible for acquiring new capabilities and
providing strategic support for business growth more
than before.

Suefuji: So far | have been mainly in charge of overseas
operations, but in April 2025, | was appointed as

Daisuke Suefu;ji

Group Senior Executive Officer

representative director of SEPTENI CO., LTD. and
Septeni Japan Inc. | am mainly responsible for
front-line areas such as building relationships with
clients and understanding their needs, as well as
supporting executives in the Marketing
Communication Segment. As Mr. Shimizu commits
himself to new areas, | will cover existing areas, and
together we will contribute to the expansion of the
Marketing Communication Segment as a whole.
Shimizu: With the restructuring of the Group's
management structure in 2024, young talent has been
added to the ranks of the executive officers in charge
of the Marketing Communication Area and the
executive officers of operating companies. As our
internet advertising business is now in its 25th year, the

Executive Officer Di

(Marketing Commu

The key to further growth:
Delivering integrated marketing
that drives the growth of
clients’ businesses

In today’s world, with increasingly diverse client needs and rapid
technological advances, there is a pressing need for companies to reinvent
their marketing activities. Here, Yusuke Shimizu and Daisuke Suefuji, the
executive officers in charge of our Marketing Communication Segment, the
Group's core business, talk about the outlook and strategy for enhancing
the value we provide to clients, as well as specific initiatives.

Group boasts a wealth of human resources with great
potential and a wide range of skills. On the other hand,
managing an entire organization requires not only
specialized knowledge but also varied levels of
experience. As we enter the second year of the new
management structure and begin to implement the
plans we prepared in 2024, | hope to work with Mr.
Suefuji to create an environment where every member
of the Group can perform to the best of their abilities
and where the new management team can grow as
leaders for the next generation.

Suefuji: One of our strengths as a Group is a culture
that encourages young employees to play an active
role, but when dealing with clients and other
stakeholders, it is sometimes necessary to have a

N
»

ABojouyos] pue Aaieas) ybnoay) A1e100g ,exeiswep, e jo uonezijesy



multifaceted perspective and management experience.
Therefore, | take on the role of connecting the older
and younger generations, filling in any shortcomings |
see in the team as a whole, collaborating with the next
generation of management, and working hard to
further energize the organization.

Shimizu: We proceeded with organizational
restructuring in line with changes to our management
structure in the fiscal year ended December 2024,
which also involved some operating companies shifting
from other business areas to the Marketing
Communication Area. One of these companies,
Delight Tube, Inc., has developed FUKURO Al, which
enables the use of generative Al with high levels of
security and privacy protection, and this has been
rolled out to all of our Group companies in Japan. By
incorporating this tool into workflows in this area, we
have been able to improve operational efficiency and
lay the foundation for increased productivity.

Suefuji: With the use of generative Al in the Internet
industry expected to grow significantly, the fact that we
were able to introduce the same system throughout
the entire company, rather than having each Group
company work on it individually, will be a great asset
going forward. Such initiatives represent an
embodiment of the Group's theme of “Focus &
Synergy.” By establishing a foundation for 2025 and
beyond in terms of both frameworks, in the form of
organizational structure, and operations, including the
utilization of generative Al, we have put in place the
mechanisms to drive profit growth.

Becoming an organization that
delivers integrated marketing with
a focus on execution

Shimizu: The value we offer our clients is maximization
of advertising effectiveness and integrated marketing,

and these two elements form our competitive strategy.
Integrated marketing is a marketing approach that, in
response to increasingly complex client issues, unifies
fragmented parts of organizations and missions using
our unique digital-first approach. For example, there
are growing needs, both implicit and explicit, for
solutions that bridge the gap between acquiring new
users and CRM (customer relationship management) by
addressing fragmentation of personnel, departments,
business processes, and necessary data. The
integrated proposals we have been working on in
collaboration with Dentsu Group in the context of
online and offline media can also be considered an
important agenda item within integrated marketing.
Suefuji: Integrated marketing is one of our distinctive
strengths, and | believe that how we develop it further
to enhance its added value will be a key point going
forward. In addition to the knowledge and expertise
we have built up over more than 20 years since
launching our internet advertising business in 2000,

lllustration of Integrated Marketing

A

Attention &
Consideration

Maximization of

Advertising Acquisition

Effectiveness

Relation & Retention

joining the Dentsu Group has enabled us to incorporate
a wider range of capabilities into our proposals to
clients. By effectively combining the strengths of
Septeni and the Dentsu Group, we have the potential
to cover areas that other companies find difficult to
tackle. This will enable us to further develop potential
clients we have not yet reached.

Shimizu: One of the four layers of synergy creation that
our Group has set as a medium-term theme is further
advancement of collaboration with the Dentsu Group.
This is because we have become capable of pursuing
more diverse forms of synergy creation, not limited to
integrated online and offline proposals. So, what lies
at the heart of our competitive strategy is execution
power—or in other words, the maximization of advertising
effectiveness. We are also stepping up parallel initiatives
in this regard, such as the application of generative Al.

| believe that maximizing the effectiveness of digital
advertising while achieving integrated marketing is

what our clients fundamentally want from us.

Solutions for Integrated Marketing
(Example)

Offline Advertising

Realization of
Integrated
Marketing

Consulting A

Content & IP
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Synergy creation between business segments
can be also expected to make a significant contribution
to the maximization of advertising effectiveness. The
Direct Business Segment, centered on Dentsu Direct
Inc., differs in its capabilities from the Marketing
Communication Segment. For example, it handles
television and other offline advertising, as well as
working in the area of direct sales, delivering products
directly to users. In addition, the Data & Solutions
Segment, which includes engineering units, has been
developing marketing solutions that are sold and utilized
by the Marketing Communication Segment. Most
recently, collaboration between business segments has
begun, with engineers in the Data & Solutions Segment
building the infrastructure for utilizing client data for
generative Al, and the Marketing Communication
Segment providing support and coordination for using
that infrastructure to maximize advertising effectiveness.

Changes in client business and the market
environment brought about by the rapid evolution of
technology create new opportunities for us, but also
entail risks. Given these circumstances, we are working

LN B

to ensure that we do not lose sight of the basic
premise of our business operations. This means
aligning our integrity with the client business
growth-focused approach we have long emphasized in
our internet advertising business. Looking at the
potential for future growth, | believe that we can still
identify many new opportunities by engaging diligently
with our clients and the advertising market. Particularly
as business conditions become more complex, the
importance of human resources who are not bound by
conventional ways of doing things and who can
actively facilitate business operations is increasing. For
our Group, which attracts a diverse range of human
resources under its mission “to inspire the world with
entrepreneurship,” this represents an advantageous
situation. In addition, as we search for new business
opportunities, there are more and more chances to
capture business in adjacent fields, starting with the
Marketing Communication Area. We are in the process
of thinking about and implementing ways to combine
existing marketing communications with generative Al,
consulting, content/IP, and other elements into new
initiatives that will be valuable to clients.

In the Sports & Entertainment Area, since
2020 we have been working on sports club
management and support for team growth by
providing support in the digital domain. To further
develop these initiatives, in January 2025 we
established a new company, Septeni Sports &
Entertainment, Inc. Our activities to date have shown
us that Japan has much room for further development
in this area compared to other countries. Many sports
clubs and other organizations are facing challenges in
promoting themselves and attracting audiences. By
combining user (fan) information with the power of
digital technology, it should be possible to create new
value for IP owned by each team as well as for
real-world matches and events.

In the Content & IP Area, a new trend has
emerged in which vertical, short-form videos are now
consumed as content by all age groups. To address
this, it is necessary to make use of vertical video, tie in
with platforms, and acquire new techniques of
expression. First, we will work with our partner
companies to acquire production expertise in short
dramas, which we will then deliver to users by crossing
over into the Marketing Communication Area.
Meanwhile, in the Consulting Area, we have also
launched a business collaboration with beBit, Inc., a
leading UX and data consulting company. Both of
these initiatives are in line with our goal of further
maximizing the effectiveness of advertising and
improving execution. A cross between the Marketing
Communication Area and adjacent areas is just what
integrated marketing represents, and | want to see us
implement this as one of our four layers of synergy,
“creating synergy with external partners.”
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Business Segment Overview Marketing Communication Segment

The Marketing Communication Segment provides comprehensive DX support through
integrated marketing services centered on digital advertising sales and operations.

N
N

Growth Strategies
Focus

° Enhancing value provided by maximizing
advertising performance

. .. Order marketing strategies across online and

¢ Re.f.mln'g competlt!vgness through the ————— offline, covering the full funnel from Media

utilization of specialized personnel and awareness to acquisition to retention buying . -

technology to realize integrated marketing * Planning and design of digital > = : deég‘tls"ﬂg H ‘

advertising and promotions etc. [ ] 'i‘;'sle‘;;’n' -

Svner Supporting the R —— >

y gy growth of client X Ad Int t 8 (E
* Promoting capability expansion in adjacent ; businesses S - space nterne

g cap AR ) Clients through Maximizing advertising performance | media Users
areas, both through vertical development comprehensive R — . . e
within the Group and alliances outside the DX support igital advertising operations an

Group, to establish a position that enables
the provision of a wide range of solutions to
client challenges

Strengths

* Knowledge and expertise in the digital
advertising area

* Support in solving challenges through

Business Model

Marketing Communication Segme|

Planning
* Planning and design of integrated

performance measurement
* Creative production

* Providing solutions leveraging data,
Al, and creative content

* Utilization of generative Al

* CRM service provision etc.

In the fiscal year ended December 2024, synergies
among the business companies, which were reorganized
into the Marketing Communication Segment, made

Revenue and Non-GAAP Operating Profit
M Revenue M Non-GAAP operating profit

"
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integrated marketing steady progress. This led to an increase in support for (unit: ¥mn)
* Expansion of capabilities through partnerships clients in the digital advertising area utilizing generative 25,000 21.600
with the Dentsu Group Al and the provision of CRM services. G 20,271 :
. In the fiscal year ending December 2025, we will '
EEECR ) focus on two key areas: enhancing the essential value 115,009
‘ ﬁﬂ‘:}i‘:;ﬁ?ent of DX across society and proposition of digital advertising by maximizing ad 10,000
performance, and strengthening our competitive 4,817 5,300

* Growing need for a wide range of solutions to

address increasingly complex client challenges advantage by realizing integrated marketing.

Furthermore, by expanding our capabilities in adjacent
areas, we will contribute to achieving our mid- to
long-term vision.

5,000 .
0

FY2024 FY2025
(Results) (Forecast)



Feature

The evolution of Al has the potential to bring about major changes in various
areas of business. The Septeni Group is actively engaged in the use of
generative Al, exploring its possibilities while developing services for client
companies and improving the efficiency of internal operations.

Generative Al has been rapidly spreading around the world since the emergence of ChatGPT in November 2022.
However, according to the “2024 White Paper on Information and Communications in Japan” released by the Ministry

Th e Ra p | d S p = d O-F of Internal Affairs and Communications, the percentage of Japanese companies using generative Al for business
purposes is 46.8%, which is lower than the United States (84.7%), China (84.4%), and Germany (72.7%). Factors
G ene rat|ve Al an d |ts Use include a lack of understanding of the technology, implementation costs, resistance to changing business processes,
. and concerns about the risk of information leaks. On the other hand, there are expectations that harnessing the
by J a pa nese CO m pa nies potential of generative Al will improve operational efficiency and create new business models. With Delight Tube, Inc.,

a company engaged in Al-driven marketing, taking the lead, the Septeni Group is actively working to provide services
that utilize generative Al and improve the efficiency of internal operations.

[
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Nanase Eguchi

Business Production Department
Delight Tube, Inc.

Corporate Use Cases

Septeni Group Initiatives

Delight Tube supports business development through
content marketing, including the management of owned
media, YouTube channels, and social media accounts
for companies and brands. In January 2024, it launched
FUKURO Al, a generative Al business that works to
solve marketing issues faced by companies through
support for businesses and brands utilizing Al. Within
that team, | am responsible for both client support,
from sales to delivery of FUKURO Al, and internal
support, such as promoting its use within the Group.

Although many companies are interested in utilizing
generative Al, its introduction and utilization faces
three major obstacles.

To address these issues, Delight Tube provides
comprehensive, hands-on support to each company,
including assistance in establishing internal guidelines,
streamlining proposals based on consultations about
business operations, and training to promote utilization.

Concerns about security, such as data management
and leaks of confidential information

Lack of know-how on how to utilize generative Al

Generative Al is introduced, but does not catch on (no
progress in knowledge sharing, tools are not utilized)

Although some people have unrealistic expectations
of generative Al, believing that it can do anything, the
system is only capable of performing at most 90% of
tasks, so in order to make effective use of generative
Al, it is extremely important for humans to perform the
remaining 10% appropriately. | believe that, once this
point is understood, effectively incorporating
generative Al will lead to improved operational
efficiency and productivity.

Below are some examples of projects
Delight Tube has been involved in.

We offer solutions tailored to each
client, both independently and in
collaboration with group companies
such as Septeni Japan's Generative Al
Division and Dentsu Direct, harnessing
the strengths of each company.

N
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Promoting Utilization within the Septeni Group

Since the launch of the service, the Group has been
using FUKURO Al internally in some departments as a
pilot project. With Delight Tube's support in conducting
a proof of concept, we have accumulated knowledge
on how to utilize the service, which was rolled out to all
group companies in Japan in December 2024.
Group-wide guidance seminars are held to share
examples of how the service is being used by
employees. In addition, administrators from each
department are interviewed once a month to gather
information on specific work tasks, and the functionality
of the service is expanded to meet their needs.
Specifically, it is used for information gathering and
training young employees, and in front-office
departments such as sales, it is used for planning and
simulating client proposals. In the middle office, which

handles advertising operations, it is used to perform
data analysis and creative production. Then, in
back-office departments such as accounting, human
resources, business planning, and information systems,
it is used for creating and interpreting documents,
organizing information, and responding to inquiries.

Currently, the figure for weekly active users (WAUSs)
of FUKURO Al across the entire group stands around
50%, but in the corporate department, which handles
confidential information and therefore cannot easily
use external Al tools, the WAU rate is almost 100%.
Going forward, we hope to see even greater
utilization, with FUKURO acting a reliable business
assistant that people turn as a matter of course when
an issue comes up.

Internal Applications of FUKURO Al
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Business Segment Overview Direct Business Segment

The Direct Business Segment provides integrated client support by seamlessly executing everything from business strategy planning
to direct response promotions and CRM in both B2C and B2B areas, thereby unifying offline media and digital strategies.

Business Model

Growth Strategies Direct Business Segment
Focus
¢ Establishing a foundation for Business strategy planning Internet
sustainable growth * Integrated mass and digital media
Order communication strategy development
SRS etc. Advertising
Synergy distribution, =
X gy —
8 q . play L
* Refining new revenue models independent of . = = =\
o o Promotion ==
existing advertising models Eontributing ¢ N it TV ‘ 0O
. . . ontributing to * Media buying and advertising Eﬂ_j 8 %
* Promoting C°||abf’rat'°n with ) client revenue operations combining mass media, ¢ ’ ’ O
external companies Clients growth digital, and creative elements etc. Offline Users
— | .
X media
CRM )
e Business structure analysis utilizing user User analysis N
purchase, behavior, and awareness data !
Strengths ¢ Implementation of SRS to Direct-to-consumer (D2C) product sales
expand repeat business etc. >
* Established position in the TV shopping and

e-commerce domain
* Proposal capabilities and expertise integrating
mass media and digital

Despite external influences in the fiscal year ended
Revenue and Non-GAAP Operating Profit

Opportunities December 2024, progress was made in initiatives for
* Increasing need for product development and top-line growth, such as expanding business through new M Revenue M Non-GAAP operating profit
sales agency services that can leverage direct proposals to existing clients and synergies with other areas. (unit: ¥mn)
marketing expertise In the fiscal year ending December 2025, we will focus 8,000
on the direct TV shopping and e-commerce market, £.000 5,800
strengthening promotional support while enhancing ' 178
product development with clients, sales agency services, 4000
and new business development with partners. We have
already commenced proof-of-concept (PoC) projects for 2,000 1054 1,200
product development and sales agency services through [ ]
. . . . . 0
capital and business alliances with multiple partners FY2024 =
during the fiscal year ended December 2024, and will (Results) (Forecast)

further advance these initiatives.
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Business Segment Overview Data & Solutions Segment

The Data & Solutions Segment leverages long-standing expertise in digital marketing to provide data collection, integration, and utilization services,

develop and deliver data- and Al-driven solutions, support client development, and dispatch engineering personnel.

Growth Strategies
Focus

* Strengthening external sales by
expanding the front team

* Strengthening collaboration within the
engineering team

Synergy

° Promoting business development through
collaboration with external partners

Strengths

* Development expertise in the digital
marketing area

* Flexible allocation of engineering resources
based on development complexity

Opportunities

* Changes in demand for utilizing user data
held by clients

Business Model

DX development
and support,
engineer dispatch

Data & Solutions Segment

* Data and Al utilization support by in-house
engineers

* Development of marketing solution tools, etc.
* Engineer dispatch and training
* CRM platform development and provision

Campaign
implementation,
operation, and
performance
measurement

Clients

etc.

58+ 88

Solutions development,
ad performance
maximization support

Engineering training

Marketing data
connection

=
358

Users

Marketing Communication Segment, Direct Business Segment

In the fiscal year ended December 2024, we strengthened

our external sales structure by increasing the number

Revenue and Non-GAAP Operating Profit

of front-end (sales) staff through organizational M Revenue M Non-GAAP operating profit
restructuring, and made steady progress in collaborations (unit: ¥mn)
not only within our group but also with the Dentsu Group. 4,000 3400

In the fiscal year ending December 2025, we will 3,195 [
further enhance our front-end organizational structure 3000
and promote external sales even more aggressively, 2,000
while also strengthening collaboration within our
engineering organization across multiple locations. We 1,000 494 500
also plan to pursue business development, such as
launching new services, through collaboration with 0 FY2024 FY2025
external partners. (Results) (Forecast)
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