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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

” o« ” ” ” o« ” o« ”

intend,” “may,

” o« ” ” o« ” o«

“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.

Unless otherwise indicated, financial information for Macromill contained herein for the fiscal year ended June 30, 2015 and subsequent fiscal years has been presented in accordance with
IFRS and that for the fiscal years ended June 30, 2014 or earlier has been presented in accordance with Japanese GAAP (“J-GAAP”). J-GAAP financial information and IFRS financial
information are prepared on the basis of different accounting principles and are not directly comparable. On October 24, 2014, Macromill completed the acquisition of MetrixLab, and
MetrixLab became a wholly owned subsidiary of Siebold Intermediate B.V., a wholly owned subsidiary of Macromill, as of the same date. Macromill’s consolidated results of operations for
the year ended June 30, 2015 reflect MetrixLab’s results of operations for the period of approximately nine months, whereas Macromill’s consolidated results of operations for the year
ended June 30, 2016 reflect MetrixLab’s results of operations for the full twelve months. This impacts the comparability of Macromill’s consolidated results of operations for the years ended
June 30, 2015 and 2016.

These materials contain non-GAAP financial measures, including adjusted EBITDA, EBITDA and adjusted net income attributable to owners of the parent. These non-GAAP financial
measures should not be considered in isolation or as a substitute for the most directly comparable financial measures presented in accordance with J-GAAP or IFRS, as the case may be.
Please refer to reconciliation tables for details.



FY6/2020 Q2 Key Takeaways

Q2 standalone (3 Months) Revenue and OP deliver consistent performance over prior year results
- Revenue 11.88 B JPY (YoY +1% / +3% in CFX) and Operating Profit 2.39 B JPY (YoY -1% / +0% in CFX)

Revenue and OP improved across each Segment in Q2
- Q2 Japan & Korea Segment Revenue rebounded from a decline of -6% in Q1 to a similar level as prior year

- Overseas Segment Revenue increased +12% YoY with good momentum over Q1 revenue growth of +8%
YoY in CFX

YTD Revenue (6 Months) is lower than initial expectation but OP is in-line with guidance
assumptions achieved through active cost management

- Q2 YTD Revenue 21.76 B JPY (YoY -2% / +1% in CFX), OP 3.60 B JPY (YoY -10% / -9% in CFX)

- Working to balance cost control and investments for future growth

With this first half results, revenue is challenging but we believe we can achieve initial guidance
targets especially in terms of Profit. Initial guidance remains unchanged

Continued commitment to the Mid-term Plan and accelerating strategic initiatives
Expanding into new domains through the creation of the Macromill Consortium
New solution development in Japan and Overseas
Expanded global footprint with a new office in Delhi
Uniquely positioned for continued Digital growth in an increasingly regulated market
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FY6/2020 Q2: Consolidated Results - Summary

Q2 standalone Revenue turned to positive growth and OP negative growth is shrinking
Although YTD Revenue and OP underperformed, OP is in-line with our guidance assumptions

Revenue Operating Profit (OP)

Consolidated (IFRS)

Consolidated (IFRS)
(JPY in Millions)

(JPY in Millions)

YoY Growth Fullyear: +9% +13% +11% +4% YoY Growth Full year: +19% +11% +2% -2%
Q2 YTD: +8% +9% +17% -2% Q2 YTD: +32% -7% +9% -10%
Company
Guidance
46,000
44,279
Company
Guidance
40,024 7,607 7751 7,600
10,025
35,514 6,825 927
9,542 L2822
32,504 24,233
973
B Actual 5,730

Q4 7,415 4 3,993
12,072 Q 482 2,809 Actual

11,578 22,181*21'757

9,992

FY6/2016 FY6/2017 FY6/2018 FY6/2019 FY6/2020 FY6/2016 FY6/2017 FY6/2018 FY6/2019 FY6/2020

o7 Margin IR 22.8% 19.5% 18.1% 16.6%



Consolidated Statements of Operations (P/L)

Summary of Consolidated Statements of Operations

FY6/2020 Q2 YTD P/L Commentary

IFRS
6 Months
(JPYin Million) 6/2019 Q2YTD 6/2020 Q2YTD Variance YoY Growth
Revenue 22,181 21,767 (414) (2%)
Japan and Korea Business Segment(” 17,539 16,995 (544) (3%)
Owerseas (ex-Korea) Business Segment" 4,709 4,816 107 2%
Total Employee Expenses (8,131) (8,156) (25) 0%
Panel Expenses (3,119) (3,328) (209) 7%
Outsourcing Expenses (2,971) (2,727) 244 (8%)
Depreciation and Amortization (673) (1,361) (688) 102%
Others (3,269) (2,584) 685 (21%)
Operating Profit 4,015 3,608 (407) (10%)
Japan and Korea Business Segment 3,693 3,277 (416) (11%)
Owrseas (exKorea) Business Segment - 3 21 330 VVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVVV 93%
Finance Income and Costs (262) (127) 135 (52%)
Profit before Tax 3,753 3,480 (273) (7%)
Income Tax Expenses (1,063) (1,140) (77) 7%
Profit attributable to non-controlling interest (376) (262) 114 (30%)
Profit Attributable to Owners of the Parent 2,313 2,078 (235) (10%)
EBITDA? 4,689 4,969 280 6%
Japan and Korea Business Segment 4,146 4,293 147 4%
Overseas (ex-Korea) Business Segment 541 676 135 25%
EPS (Basic Earnings per Share) (Yen) 58.12 51.69 (6.43) (11%)
Operating Profit Margin 18.1% 16.6% -1.5pt
 Japan and Korea Business Segment S 211%  193% 18t
Owerseas (ex-Korea) Business Segment 6.8% 6.9% Opt
EBITDA Margin 21.1% 22.8% +1.7pt
Japan and Korea Business Segment 23.6% 25.3% +1.6pt
Owerseas (ex-Korea) Business Segment 11.5% 14.0% +2.5pt

Notes

Variance Factors
m Revenue:
- Japan and Korean Business Segment continued to decrease due to slower
research demand in Japan and a delay in revenue timing in Korea
- Overseas Business (ex-Korea) steadily grew as planned

Total Employee Expenses:
- Number of the total group employees increased by 223, from 2,281
(FY6/2019 Q2) to 2,504 (FY6/2020 Q2)
- Japan and Korean Business Segment +151 (mainly due to new graduates)
- Overseas Business (ex-Korea) Segment +72 (due to business expansion)

Panel Expenses:

- Reclassification in Overseas Business Segment from Operating Expenses -
Others to Panel Expenses in Q1 195

- Noimpact in Q2 variance

Outsourcing Expenses:
- Improved due to continued development of in-house research capability

Depreciation and Amortization:
- Impact of IFRS16 664

Finance Income/Cost :
- Mainly due to one time refinance cost in FY2019Q1 158

Profit attributable to non-controlling interest:

- Mainly due to decrease in Operating Profit from JV with ad-agencies and
Korea business

Operating Profit Margin and EBITDA Margin:
- Operating Profit Margin decreased due to lower revenue in Japan and
Korea Business Segment
- EBITDA Margin improved mainly due to IFRS16
¢ EBITDA increase due to IFRS16 in Japan and Korea Segment 535
¢ EBITDA increase due to IFRS16 in Overseas business (ex-Korea)
Segment 139

1.  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)

2.  EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss




FY6/2020 Q2: Operating Profit Waterfall

QZ YTD (6 Months)

Operating Profit decline is attributable to the decrease in Japan Revenue

Operating Profit (OP) Waterfall Analysis'*) — FY6/2019 Q2 YTD vs. FY6/2020 Q2 YTD

Consolidated (IFRS)

(JPY in Millions)

Japan and Korea Business Segment N

Overseas (ex-Korea) Business Segment N

Actual Actual
Actual
360 40
8
______________ 83 Cost Reclassification in Q1(2)
562" 187
65 ..............
381" @
126 304 ®
Actual Revenue Panel and Employee D&A other “ Revenue Panel and Employee D&A Other ¥ Actual
Expansion / Outsourcoing Expenses Operating Expansion / Outsourcoing Expenses Operating
(Decrease) Expenses Expenses (Decrease) Expenses Expenses
FY6/2019 Q2 YTD‘ Japan and Korea Business Segment Overseas (ex-Korea) Business Segment FY6/2020 Q2 YTD

16.6%

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

MACROMILL, INC. and its consolidated subsidiaries implemented IFRS 16 Leases at the beginning of Q1. Under the former standard, IAS 17, lease payments for operating leases used to be expensed as rent, but under IFRS 16, the

lessee recognizes the depreciation of right-of-use assets and interest costs for lease liabilities. As a result, with the adoption of IFRS 16, rents decrease while the depreciation of right-of-use assets increases, so EBITDA will rise. The

OP
Margin 18.1(70
Notes
1.
Operating Expenses” are shown using actual differences from the same period of the previous year.
2. Cost reclassification between “Panel Expenses” and “Other Operating Expenses” in Overseas Business (ex-Korea) Segment due to group-unified cost definition
3.
effects of the implementation of IFRS 16 were negligible on each line of our consolidated statements of operations, namely revenue, operating profit, profit before tax and profit for the period.
4.

Others 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



Quarterly Revenue Trends

In a seasonally strong Q2, Japan and Korea recovered to flat and Overseas achieved double-digit
growth results in positive growth in Consolidated YTD base in CFX

Q2 YTD Revenue (6 Months)?) Q2 YTD Quarterly Revenue Trends — By Segment(?)

[ Q2 Standalone ]

Consolidated (IFRS) Consolidated (IFRS) YoY Growth Total: +18% +16% +4%
(JPY in Millions) (JPY in Millions) Overseas: +37% +19% -20%
Japan&Korea: +14% +16% +12%
2
Constant FX?) A +yal
Consolidation of Consolidation of
0,
@ ------------ > Acturus e » H.M.Marketing Research
12,072
22,181 11,578
21,643 21,767 Constant FX(2)
(2)\(/_eKr§'%aas) R %8 ﬁ 4,816 Actual 2,881 9,542
+2% 8,779
Overseas
(ex-Korea)
Constant FX(2
_20
Japan 17,539

and Actual Japan

Korea and

Korea

@
Constant FX Q1 Q2 Q3 Q4 Q1 Q2 | Q3
FY6/2019 Q2 YTD FY6/2018 FY6/2019

Notes

+5% -5% +1%
-9% +0% +4%
+10% -6% -0%
2
Constant FX) A 4 a1
=) .
11,885 (onstant Fx2
10 025 Actual
Constant FX(2
Actual
Q4 Q1 Q2 | Q3 | Q4
FY6/2020

1. 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)

2. The actual YTD financials for 6/19 Q2 and financials for 6/20 Q2 are presented by using the period-average rate of €1 = ¥129.40 and €1 = ¥120.24, 1KRW = ¥0.1003 and 1KRW = ¥0.0919 respectively. The actual Standalone financials for
6/19 Q2 and financials for 6/20 Q2 are presented by using the period-average rate of €1 = ¥129.26 and €1 = ¥120.75, 1KRW = ¥0.1008 and 1KRW = ¥0.0925 respectively. Furthermore, Constant FX figures are calculated by using the rate
of the current fiscal year. Each exchange rate is used to translate results of overseas’ operations for each of the 6-months periods ended December 31, 2019 and 2020 into yen, as applicable, in connection with the consolidation into our
consolidated financial statements. We present financials for 6/19 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).



Quarterly Operating Cost Trends

Seasonal revenue and relatively stable operating cost result in predictable Operating Profit

Working to balance cost control and investments for future growth

Q2 YTD Operating Cost (6 Months) | Q2 YTD | Quarterly Operating Cost Trends [ Q2 Standalone ]
Consolidated (IFRS) Consolidated (IFRS) YoY Growth Total OP Cost: +19% +19% +4% +10% -1% +1%
(JPY in Millions) (JPY in Millions) Others: +20% +3% 20% 6% 29%@ 12%@
D&A: +32%  +34%  +27%  +43%  +103%° +101%"
Employee: +23% +19% +3% +7% -1% +2%
Consolidation of Consolidation of
Actual e > Acturus = e » H.M.Marketing Research
12,072
11,578 11,792 11,885  Actyal
Operatin
Cost Total 18,166 —Jp- 18,159 10,124 m
Panel Z 9,364 9,261 9,101 2,490
Expense 3,119 3,328 Revenue 8,779 8,884 8,802 LEELELY 8,670
8,311 ] |
Operating 7,841 1364 P 1,755 1,680
Outsourcing Cost Total 7,381 ! o 3 :
Expense | 2,971 2,727 2 : :
Panel 1,347 1 :
Expense 1235 1,428 1175 3 1644 - 1,694
Others™ Outsourcing 1,318 ]
Expense 1,168
1,896 1,740
D&A
Others™
Employee D&A
Expense
Employee
Expense
Q2 YTD Q2 YTD Q2 | Q3 | Q4
FY6/2019 FY6/2020 FY6/2018 FY6/2019 FY6/2020

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

2. MACROMILL, INC. and its consolidated subsidiaries implemented IFRS 16 Leases at the beginning of Q1. Under the former standard, IAS 17, lease payments for operating leases used to be expensed as rent, but under IFRS 16, the lessee
recognizes the depreciation of right-of-use assets and interest costs for lease liabilities. As a result, with the adoption of IFRS 16, rents decrease while the depreciation of right-of-use assets increases, so EBITDA will rise. The effects of

the implementation of IFRS 16 were negligible on each line of our consolidated statements of operations, namely revenue, operating profit, profit before tax and profit for the period.



Quarterly Headcount Trends

Increase in headcount attributable to “work style reform compliance” in Japan and to support
Overseas business expansion

New Graduate class of 2020 in Japan will be “normalized” and planned to be half the size of prior year

Q2 Headcount™ (As of the end of the Quarter) Quarterly Headcount") Trends — By Segment

Consolidated Consolidated YoY Variance Total: +357 +335 +207 +325 +188 +223
(Person) (Person) Overseas: +113 +78 -23 +9 +28 +72
Japan&Korea: +244 +257 +230 +316 +160 +151
voy lid f lid f
L » Consolidation of :---» Consolidation o
Variance Acturus H.M.Marketing Research
1 2,504 2,463 2,464 2,504
YoY
2,281 Variance 2,276 2,281 2,290
2,138
731 1946 21083 673 731
Overseas 1,919 !
(ex-Korea)
Overseas 684
(ex-Korea)
YoY
Variance
+151 1,773
Japan 1,622
and
Korea
Q Q ai | Q2 a3 Q4 a1 | Q2 | a3 | Q4 a1 | Q2 | a3 Q4
FY6/2019 FY6/2020 FY6/2018 FY6/2019 FY6/2020

Notes
1. Headcount figures are not including temporary employees



Consolidated Statements of Financial Position (B/S)

Summary of Consolidated Statements of Financial Position

IFRS
FY6/2019 FY6/2020 Q2
(JPY in Mion) (6/30/2019) (12/31/2019) Variance FY6/2020 Q2 B/S Commentary
Total Assets 78,321 81,666 3,345
Cash and Cash Equivalents 10,102 8,861 (1241) | ™ Working capital:
- Accounts Receivable turnover: 90.8days
Trade and Other Receivables 9,577 10,977 1,400 - Accounts Payable and Provision for panel points turnover: 51.6days
P ty, Plant and Equi t 1,370 3,940 2,570 . . . R
opery, A s adpmen ’ ’ ’ m Financing cost (excluding lease liabilities):
Goodwiill 46,886 46,894 8 - Q2 average interest rate: 0.92% (FY6/2019 Q2 1.07%)
¢ Borrowings : 1.28%
Other Intangible Assets 7,244 7171 (73) & Bond: 0.50%
Other Assets 3140 3.820 680 - Commitment line: (undrawn) JPY 4,500 million
- Credit rating (from R&I): BBB+ (Outlook: Stable) - Maintained
Total Liabilities 46,039 47,583 1,544
. m Leverage related:
Borrowings and Bonds 35614 34,863 (751) - Net Debt/EBITDA : Progressing steadily toward to the annual target, 2.0x—2.5x
Trade and Other Payables 4105 3.911 (194) though EBITDA (LTM base) that consisted of results before and after IFRS16
application distorted net debt/EBITDA
Other Liabilities 6,318 8,808 2,490 - Interest Coverage Ratio: 18.77x (FY6/2019 10.41x)
Total Equity 32,282 34,083 1,801

m Capital efficiency related:
- ROE (LTM base): 15.2% (down 3.5pt YoY)




Consolidated Statements of Cash Flows (C/F)

Summary of Consolidated Statements of Cash Flows

IFRS
6 Months
Y i Vilon) FY6/2019 Q2YTD FY6/2020 Q2YTD FY6/2020 Q2 YTD C/F Commentary
Cash Flows from Operating Activities 1,459 2,114 m Cash flows from operating activities +655 (up 44.9% YoY)
Profit (Loss) before Tax 3.753 3.480 - Decrease in income before tax 273
Depreciation and Amortization 673 1361 - Increase in depreciation and amortization 688
S v ppe (Impact of IFRS16 appllcatlop 664 )
. . . - Decrease in corporate tax paid 632
Change in Working Capital " (1,431) (1,318)
Others® 83 (412) m Cash flows from investing activities -453 (up 55.5% YoY)
Sub Total 3,340 3,238 - Capex such as IT investments in-line with those in the same period in
Interest and Dividends Received 12 5 pFEViOUS year
Interest Paid (246) (113) - Decrease in funds due to settlement of deferred consideration for
[ (1.649) (1.016) acquisition of US subsidiary 279
Cash Flows from Investing Activities (816) (1,269) m Free cash flows 958 (Up 7.8% YOY)
Capex® . . s
S - (1,095) (1,046) m Cash flows from financing activities -105 (up 5.3 % YoY)
Acquisition of Subsidiaries 265 (279) - Increase in funds due to issue of corporate bonds and early redemption of
Others'® 14 56 a part of the existing loans in FY2019 Q1 803
Free Cash Flows 889 958 - Decr‘eas‘e in funds due to repayment of lease liabilities upon IFRS16
application 683
Cash Flows form Financing Activities (1,995) (2,100)
Proceeds from Borrowings® and Bonds 9.097 5 m Increase in cash and cash equivalents 1,157
Repayment of Borrowings® (11,625) (825)
Repayment of Lease Liabilities 0 (683)
Proceeds from Issue of Shares 151 138 IFRS
Others® (519) (729) 6 Months
FY6/2019 Q2YTD FY6/2020 Q2YTD
Increase in Cash Equivalents (1,353) (1,255)
Cash and Cash Equivalents at the beginning of the period 9,124 10,102
Not Effect of Exchange Rate Changes on Cash and Cash Equivalents (66) 14
otes
1.  The sum of Decrease (Increase) in Trade and Other Receivables and Increase (Decrease) in Trade and Other Payables Cash and Cash Equivalents at the end of the period 7,704 8,861
2. Othersin Cash Flows from Operating Activities are the sum of Share of the Profit on Investments Accounted for

>

using the Equity Method and Other. Others in Cash Flows from Investing Activities are the sum of Proceeds from

sale of property, plant and equipment, Proceeds from Acquisition of Investments, Proceeds from Sale of Investments

and Other. Others in Cash Flows from Financing Activities are the sum of Dividends paid, Dividends Paid to Non-controlling Interests and Other
The sum of Purchase of Property, Plant and Equipment and Purchase of Intangible Assets

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

The sum of Long-term Borrowings and Short-term Borrowings



FY6/2020 Q2 Results: % of Achievement vs. Guidance

With this first half results, revenue is challenging but we believe we can achieve initial guidance
targets especially in terms of Profit

FY6/2020 Q2 YTD Actual Results vs. FY6/2020 Company Guidance

Consolidated (IFRS)

(JPY in Millions)
Progressive FY6/2020
Company
FY6/2020 Q1 FY6/2020 Q2 Rate Guidance®
Actual Actual 49% : 1H achievement target in FY6/2020 guidance

Revenue 47-3% 46,000

(YoY +4%)
(Guidance FX(1) 21,714  47.2%)
46%

EBITDA” 47.8% 10,400

(YoY +13%)
(Guidance FX®) 4,957  47.7%)
46%

Operating Profit 47. 5% 7,600

(YoY -2%)
(Guidance FX(1) 3,597 47.3%)
44,
Profit attributable

to Owners 47 .2% 4’400

of the Parent (YoY -6%)

(Guidance FX(1) 2,070 47.1%)

0% 50% 100%

Notes

m Revenue: "Headwind"
- Slow research demand from key accounts in
Japan both in Q1 and Q2
- Revenue timing delay and withdrawal from low-
margin projects in Korea
- Steady growth in Overseas Business

m EBITDA / Operating Profit / Profit Attributable to
Owners of the Parent: "In-line with expectation"
- While Revenue remained weak in Q2 , cost
control continued in Q2

® FX: "In-line with expectation"
- Both EUR and KRW were almost in-line with
guidance rates

1. Please refer to footnote 2. on p.8 for the FX rate and calculation method of the Constant FX and its significance. Company guidance for FY6/2020 are based on FX rate of 1Euro = JPY 120.00 and 1KRW = ¥0.0900.

2. EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss




Japan and Korea Business

Segment Update



FY6/2020 Q2: Segment Performance Summary

Both Japan and Korea were slow in Q1 but recovered in Q2

Q2 YTD Seg. Revenue (6 Months)®? | Q2 YTD | Quarterly Segment Revenue Trends" [ Q2 Standalone ]
(JPY in Millions) Constant Fx@ (JPY in Millions)  YoY Growth  Actual: +14% +16% +12% +10% -6% -0%
Actual Constant FX?:  +13% +16% +13% +11% -5%  +1% Constant FX
=2 | PSR 00 e » Consolidation of H.M.Marketing Research Actual
9,433 9,402
17,335 17,539 \* 8726 M
) , , 8,144
. 16,995 = 7,669 Korea
b 2200 | 200 | ol Korea 730 ey 6,946 =
@, I3
’«._,-.’ 874
Japan
!I/ Japan ® P
iy
Constant F)((2)| Actual Actual Ql | Q2 | Q3 | Q4 Q1 Q2 | Q3 | Q4 Q1 Q2 | Q3 | Q4
FY6/2019 Q2 YTD FY6/2020 Q2 FY6/2018 FY6/2019 FY6/2020
YTD .
Q2 YTD Segment EBITDA and Profit (6 Months) Quarterly Segment EBITDA and Profit Trends
“Englr'gli:)nA 23.7% | 2539, (JPY in Millions)  YoY Growth EBITDA: +6% +10% +3% -0% -3% +8%
Profit (Actual Base) Segment Profit: +1%  +7% +1% -13% -24% 4% onstant EX@ Actual
Margin 313% e » Consolidation of H.M.Marketing Research )
0 o, (4) (4)
(JPY in Millions) e e EBITDA
Constant FX®@ Actual Segment
21. i
EBITDA EBITDA Margin ﬂ Profit
Segment 3)
“ D&A
4,111 4,147 a 4,293 EBITDA 10.5%
D&A
s ; Segment
\* egmen Profit
Profit m
Constant FX Actual Actual
Q | a3 | a4
FY6/2019 Q2 YTD FY6/2020 Q2
Notes YTD FY6/2018 FY6/2019 FY6/2020

1.  Revenue of each region is shown using gross value including inter-regional revenue, and the total amount of revenue of both regions does not match the segment revenue (the difference is inter-regional revenue)

2. Please refer to footnote 2. on p.8 for the calculation method of the Constant FX and its significance 3.

Please refer footnote 1. on p.6 for definition of EBITDA 4,

EBITDA improved mainly due to IFRS16



FY6/2020 Q2: Japan Business - Summary

)

Digital Revenue remains steady but Online Marketing Research has underperformed
Q2 standalone Revenue improved to flat YOY growth but has not yet reached the full recovery

Q2 YTD Japan Revenue (6 Months)

Q2 YTD | Quarterly Japan Revenue Trends [

Q2 Standalone

(JPY in Millions) (JPY in Millions) YoY Growth Japan Total:  +13% +13% +13% +12% -4% +0%
Non-Digital:  +11% +10% +7% +4% -10% -4%
Digital: +36% +38% +77% +84% +50% +27%

Actual

—=3p~ 14,3861 Japan Total

7,999
Online, Offline
12,487 ¥} Database, etc.

15,100

N/A ..
/ o Digital
Constant FX | Actual Actual
FY6/2019 Q2 YTD FY6/2020 Q2 FY6/2018
YTD

------------ » Consolidation of H.M.Marketing Research Actual

9,070 m

7,936 7,960 Japan Total

Online, Offline
& Database, etc.

Digital

Q | a3 | Q4
FY6/2020

FY6/2019

~ Our Growth Driver: “Digital” Revenue

“AccessMill”

- Avresearch service that provides targeted research based on actual log data to online
advertisement exposures or a specific website visitor based on the log data of Macromill panels

who share cookie information or mobile ad ID.

m Vast majority of our “Digital” Revenue in Japan comes from 2 solution sets, “AccessMill” and “DMP Solution”. Brief summary of each solution as in below:

“DMP Solution”

- Support for building Data Management Platform (DMP), link data with DMP by giving
demographic information, conducting surveys, and other information on Macromill panels
synchronized with customer IDs in a corporate DMP or users in an advertising agency DMP.




FY6/2020 Q2: Japan - What is happening? [Reprint] ()

Consistent with Q1, changes in market and client requirements are accelerating

Change in Clients’ Requirements Change in Market / Comp.

Increase of consumer Intensifie:d f:ompe.:titio’n Competitive lines are blurring
touchpoints to take limited clients N I )
budget or wallet share Sometime “Business Consultant”,

v _ \ 4 “Sler”, "Ad Agency”,
Mo;e cog\qpllcated e celeahe e cedh Marketing Tool vendo.r , etc.
ypotheses project based on ROI become our competitors

Marketing research alone Use G_FOWth in pure
is not enough to understand “variety of data” Marketing Research market
markets & consumers beyond research data is limited

A4 v 2.0%

Expansion to usage of Big Data, Al, Marketing Tool, etc. (JMRA New Stats)

Effects on Macromill Business Performance

Organic Revenue growth rate decline (Low Single digit growth YoY)

Revenue decline (YoY -2%)



FY6/2020 Q2: Japan - Short-term action plan |Reprint| ()

Completed short-term action plans and expect to regain revenue growth and increase productivity
from Q3 forward

Effects on Macromill Business Performance in Q2YTD

O
(1]
o
=
(2]
=
5
<
X
4]
<
(1]
=)
c
(]
()]
=
o
<
-
=

By Client
Category

# of
projects
or price

By Solution

By Client
Industry

Short-term Action Plan

m Decline mainly in our top clients (Top 100) m For top 100, reconsider sales mgmt, coverage team,
(Usually dealing with many # of projects ) education plan, etc. to improve performance
< The Revenue growth of our clients m Cultivate growth potential in clients under 101st
under 101st is relatively healthy - Reallocate sales force resource in this category
m Decline in # of research projects m Partnership with outside Data Consultants
(More complicated and advanced level projects) - Accelerate Macromill Consortium initiative through
& Average price continues to increase business alliance with multiple partners
(Expands project size and Digital revenue) - Now collaborating on current projects
m Decline mainly in “Online Research” field m Direct coverage by Digital / Global sales team
(Relatively easy, quick and inexpensive) ~ For the Top 100 clients with high digital/global
< “Digital”, “Global” and “Offline revenue ratio
Research” are growing respectively - Provide higher value added solution directly
m Ad agencies, as an industry, are weak m Accelerate strategic initiative with Ad agencies
(Ad agencies are in the same situation w/their Th h . £ # of stationed |
end cIients) - rougn expansion o OT stationed empiloyee
& No specific trend in other industries m Strengthen imp.leme’nting “Client Planning“ to
(Mix of increasing and decreasing clients) capture each clients’ needs accurately and properly




FY6/2020 Q2: Japan Business - Results of the action @

T

In response to changing market and client requirements, established “Macromill Consortium (MC)”
with partners having unique expertise in the data and marketing consulting

Macromill Consortium conceptual diagram of the initiatives Member Companies!”)
I > e
» Y3t
E (Est. October 2012)
Client companies Macromill’s client companies (More than 4,000 companies globally) | = rrrrmrmmmemmsmemmesesmesess
P — N i — ~ Bloom&Co. InC. '===sssssnssannunnns
[ 1 1 :
ocus on Focus on One-stop support for client companies to address their marketing issues :
: Consulting : : research : .p PP L. P ) ) & : Bloom & Co.
[ issues I 1 jssues | (without a distinction between consulting and research issues) :
- - - 4 | JE— — . (Est. April, 2015)
In5|ght Peaks, INC. "===sssasanannanasy
i i i i i i i i ) (2)
Ihdividuallapproach fto Mo oint _ Cc.)llaboratlng.lr: |nc.||V|duaI prou?cts : :
Client|companies olding joint seminars with Macromill’s client companies ] oM Pt (Bt January, 2013)
had LI' LI' LI' I I ----------------------------------------------------------------------------------- . » Penguin Tokyo Co., Ltd. =======z==ss, 3
- = | o :
o | Penguin
) P
HIHIE K Tokyo
. roq Est. May,2018
SIELEIE MACROMILL KA Member companies of the MACROM”—L Rz P Y (st My 2008);
aacromiicroumcomars LN . . aMacromill Group compan i
2 2 2 2 Macromill Consortium (MC) : up pany ZN i .+ Marketing Force, Inc. sessessansanss, .
>||l=||n]l]o P
3) B O M-Force
Temporary transfer of Macromill E ....................... st .J.a.n.”.a.rl’.z.o.l.g.)
employees to MC member companies : Continuously discussing a new
. . ,: membership with other candidate
Macromill Consortium (MC) companies

Macromill Consortium is a new initiative providing one-stop support for solving the marketing issues of client companies

Aim to expand Macromill’s capabilities and be a partner for client companies that leads them to succeed in marketing

Note
1. Asof Feb.12,2020. Listed in order of establishment date



FY6/2020 Q2: Japan - Business environment in Digital @,

Digital will continue to be a growth driver for Macromill despite changes in regulation and privacy

Trend of Global Platformers and public regulations

Impact on our business and counteraction to provision for the future

E. (Trend of GIObaI PlatformerS) -----------------------------------------------------------

m  Chrome will cease providing the Internet
browsing data externally through (3rd

‘. ’ Party) Cookies by 2022

Google

m (3rd Party) Cookies for Ads in Safari
deleted immediately and their policy
prohibits to provide the data externally

%o

. m |E also follows the similar trend
1= Microsoftg

g

’- (Trend ofPublicRegulations) \------------------------------------"----"-"-"-"-"-: i

m General Data Protection Regulation (GDPR) has enforced
(from May, 2018)

m California Consumer Privacy Act (CCPA) has enforced
(from January, 2020)

®m InJapan, Japan Fair Trade Commission has announced
“Guidelines Concerning Abuse of a Superior Bargaining
Position” under the Anti-Monopoly Act (on August, 2019)

Notes

1.  Obtain Internet browsing data from proprietary panels with their permission through the 1st Party Cookie uniquely give by us

MACROMILL RA
aMacromill Group company ZN

Nikkei (January 15, 2020) &

(Short'term outlook) ...-....................-....................-....................-.:

® InJapan, we have permission from
the 0.9M proprietary panelists ( 3/4
of total Macromill Panel ) and think
the impact on our measurement
technology!! is limited

Not constrained by enforcement of
platformers’ voluntary regulations

Impact on Macromill business likely to be limited

m  Continuing to acquire the proprietary panels’ Ad IDs

(Unique IDs for each mobile devices):
In Japan, already acquired 0.7 M and more



FY6/2020 Q2: Korea Business - Summary

Q2 standalone Revenue turned positive in CFX due to an increase in research projects for the
public sector with a favorable the full-year outlook

Q2 YTD Korea Revenue (6 Months) Q2 YTD | Quarterly Korea Revenue Trends [ Q2 Standalone ]
(JPY in Millions) (JPY in Millions)  YoY Growth Actual: +15% +36% +3% -4% -27% -4%
1 Actual Constant FX(2): +13% +37% +6% +4% -20% +5%

8 Constant FX®)

Constant FX(Y)  Actual Constant FX()  Actual

2,444 ,
H 1

2,240 \

Korea Korea

o | =

FY6/2020 Q2 FY6/2018 FY6/2019 FY6/2020
YTD

~ Q2 Korea Business Performance Commentary

Actual

@)
Constant FX | Actual

FY6/2019 Q2 YTD

m Q2 revenue returned to growth due to an increase in research projects for the public sector reversing the Q1 revenue decline
primarily driven by the termination of large scale projects with a major automobile company and a delay in revenue recognition

Q2 Digital Revenue grew 40% YoY, continuing to perform well with the proportion of total Digital Revenue in Korea now at 19%
After Q3, election-related and other projects are expected to increase with favorable performance expected

Only marketing research firm in Korea utilizing in-house consumer panel and expect the digital revenue to accelerate even further
in 2H by strengthening the Big Data Solutions

Notes
1.  Please refer to footnote 2. on p.8 for the calculation method of the Constant FX and its significance



Overseas (ex-Korea) Business

Segment Update



FY6/2020 Q2: Segment Performance Summary 5.

Achieved double-digit YTD Revenue and Profit growth in CFX but volatility of Overseas Segment

remains a risk
Q2 YTD Seg. Revenue (6 Months) Q2 YTD | Quarterly Segment Revenue Trends [ Q2 Standalone ]
(JPY in Millions) (JPY in Millions) ~ YoY Growth  Actual: +37% 7% 0% 9%  +0% +4%
2
Constant FX? | Constant FX?: +37% 5%  +6% 4%  +8%  +12% Constant Fx?”
------------ » Consolidation of Acturus (1)
+10%! o o ﬁ +129| Actual
: 2,396 2,382 2,502 m
: 816 m 2,298 E 2,313 ’ 2,293 ’ ROW
4,376 4709 ’ 173 272 2od m
571 I row
@ 531 1,694
[ 145 | 977 Europe
. Europe
@
= . e s
(2)|
Constant FX Actual Actual
£¥6/2019 Q2YTD (62020 00 ai Q | a3 | a4 ai @ | a3 | a4 ai Q | a3 | Q4
/YTD a FY6/2018 FY6/2019 FY6/2020
Q2 YTD Segment EBITDA and Profit (6 Months) Quarterly Segment EBITDA and Profit Trends
“EAE:L%A 11.5% | IR 14.0% (JPY in Millions) - YoY Growth ~ EBITDA: +175% -17%  +92% -45%  +7% +44%
Profit (Actual Base) Segment Profit: +4200% -29% +262% -60% -22% +32%
Margin Consolidation of Acturus(¥ Constant FX@ Actual
. S e » Consolidation of Acturus onstan ctua
(IPY in Millions) constant FX@  Actual - 4y
@ @) 15.6% +54ty EBITDA
EBITDA (4349, | IEWLTA - R 6 6
Segment 12.0% 12.2% 10.8% 270 70 +41% Segment
profit |+ 11% . 61% 4% o Profit
6% EBITDA®  EBITDA Margin =~ > - o5% -
an 6.2% 51% 5.8% o
504 >42 1 0.2% oo 408
D&A ' 372 EBITDA”
311 n 326 304
2
Segment 103 Segment
Profit
? Profit
Constant FX! Actual Ql Q2 | Q3 | Q4
Notes FY6/2019 Q2 YTD FY6/2020 Q2 FY6/2018 FY6/2019 FY6/2020
2. Constant FX, Please refer to footnote 2. on p.8

YTD
1.  Timing of Acturus Consolidation, please refer to footnote 2. on p.24
3. EBITDA = Segment Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss

4. EBITDA Margin improved mainly due to IFRS16



FY6/2020 Q2: US Business - Summary

US achieves Q2 double-digit revenue growth in CFX

Q2 YTD US Revenue (6 Months) Q2 YTD | Quarterly US Revenue Trends [ Q2 Standalone ]
(JPY in Millions) (JPY in Millions) YoY Growth Actual: +74% -14% -1% -13% -5% +4%
Constant FX)  Actual T3 Actual Constant FX(W: +75%  -11%  +4%  -8%  +3%  +11%

[ Constant FX®)
+7 o, 1
Q ------------ » Consolidation of Acturus? Constant FX(! Actual
2299 —lPm 2,286 :+ 11 ‘yg m
2,137 1,298 1,305

T ik L2100 10 1,112 1y e 1,166
- ltago 1120

71,024

us

(€}
Constant FX | Actual ‘ Actual Q2 | Q3 | Q4

FY6/2019 Q2 YTD FYG/%QI)_ZDO Q2 FY6/2018 FY6/2019 FY6/2020

_ Q2 US Business Performance Commentary

B Q2 US Revenue growth is led by Alcohol Beverage clients

B The new leadership team and organizational structure accelerating growth

m Launched Act Instant is US generating excitement with clients and internal teams
|

Continuing to enhance research quality as a top priority

Notes

1.  Please refer to footnote 2. on p.8 for the calculation method of the Constant FX and its significance

2. Regarding the consolidation of Acturus (which we acquired at the beginning of FY6/2018 Q2), in the last fiscal year, we had consolidated (Q2 & Q3) 6 months' accumulated performance in Q3. In order to make fair quarterly
comparison, we are subtracting down Q2 portion from of Acturus revenue in FY6/2018 Q3 revenue, and adding it up to FY6/2018 Q2.



FY6/2020 Q2: Europe Business - Summary

Steady YTD Revenue growth of +8% in CFX driven by our two largest European countries

Q2 YTD Europe Revenue (3 Months) Q2 YTD | Quarterly Europe Revenue Trends [ Q2 Standalone
(JPY in Millions) (JPY in Millions)  YoY Growth Actual: -1% -6% -5% 7% +2% -1%
1 Actual Constant FX(1): -1% -3% +1% 2%  +11% +6%

- Constant FX(%)

(1)
Constant FX Actual

+8% Constant FX(1)
Actual
+6% |
1,839 ) 1,845
1,709 1,054
808 i

Europe Europe

Actual

@ | @ |

(1)
Constant FX | Actual
FY6/2020 Q2 FY6/2018 FY6/2019 FY6/2020
YTD

FY6/2019 Q2 YTD

~ Q2 Europe Business Performance Commentary

Q2 European Revenue continues to be led by the UK and NL, our two largest European countries

B Agency, Consumer Electronics and FMCG sectors are strong
B New logo wins contributing to revenue growth
|

Recognized as one of the top three fastest growing research agencies in the UK for two consecutive years?

Notes

1.  Please refer to footnote 2. on p.8 for the calculation method of the Constant FX and its significance
2. The Research Live Industry Report 2020



FY6/2020 Q2: ROW® Business - Summary

Strong Revenue performance continues YTD with +33% YoY growth in CFX

Q2 YTD ROW Revenue (6 Months) Q2 YTD | Quarterly ROW Revenue Trends [ Q2 Standalone ]
(JPY in Millions) (JPY in Millions)  YoY Growth Actual: +88% +16% +34% +4%  +15% +25%
{1 Actual Constant FX2: +90%  +20%  +41%  +10%  +24% +33%

[ Constant FX®

(1)
Constant FX Actual

531 571

rROWW

Actual
FY6/2Y§|)_2DO Q2 FY6/2018 FY6/2019 FY6/2020

@)
Constant FX | Actual ‘

FY6/2019 Q2 YTD

— Q2 ROW Business Performance Commentary
B Q2 ROW Revenue led by China, United Arab Emirates (UAE) and Mexico
Consumer and FMCG sectors perform well

|
m New office in Delhi based upon the growth in India
|

Two awards from Market Research Society of India for “The best researcher under 30” and “Best Client Servicing
Team of the year”

Notes
1.  ROW consists of subsidiaries in North America, Europe, Latin America, Middle East and Asian sales territories, excluding Japan and Korea
2. Please refer to footnote 2. on p.8 for the calculation method of the Constant FX and its significance
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FY6/2020 Guidance — Growth Rate Half Year Breakdown

YoY Growth Rate
o

+3.9%

Revenue

EBITDA
vt -2.0%
Inc':?r:e“) - 6 . 4%

+13.4%

+1.0%
+3.0%
-13.4 9

-17.5%

[Reprint]

+6.8%
+24 . (%
+10.0%

+2.2%

B Expecting a negative FX effect, especially in the 1H. In the constant currency base, revenue +3.8% in the 1H, +8.0% in the 2H.
(Reference: FY6/2019 1H: EUR1 = JPY129.40, KRW1 = JPY0.1003, FY6/2019 2H: EUR1 = JPY124.46, KRW1 = JPY0.0959)

B Investments in digital and global are expected to start realizing in the revenue growth from 2H

B On the other hand, as described below, from the FY6/2019 Q4, system-related expenses and depreciation and
amortization expenses have increased (associated with CAPEX investment in FY6/2019) and labor costs have also
increased (due to an increase in hiring of new graduates in April). These impact will remain in the FY6/2020

Ve

2019/6 2019/6  2019/6
Q1 Q3 Q4
Depreciation and Amortization 333 343 395
QoQ Variance +3 +52
QoQ Growth +0.9% +15.2%

Employee Cost
QoQ Variance
QoQ Growth

2019/6 2019/6 2019/6 2019/6
Q1 Q2 Q3 Q4

4,061 4,070 4,026 4,166

+9 -44 +140

+02%  -1.1%  +3.5%

J

Note
1. Profit Attributable to Owners of Parent



wreerenc BUSTNESS €NViIronment in Digital Marketing field [Repri“t] &

We are uniquely positioned to provide digital marketing services in an increasingly regulated market

Emergence of Big Platformers “ Risk of personal information leakage

Global regulation becomes “tighter”

Japan Fair Trade Commission recently released a DRAFT of New guidelines!!), which describes 4 types of violations:

~ 1. Insufficient safety management ~ 2. Not clearly communicating purpose

(Examples) m A list of technical terms that are difficult in term of use

m Collecting location information without specifying which
service it will be used for

m Collect audio data from Al speakers without explanation

B Personal information such as email addresses leaked

~ 3. Acquiring data not covered in the agreement and == ¢~ 4. Request more than the price of the service
providing it to third parties

m  Making browsing data acquisition a condition for continued use of

B Obtain “occupation” and “personality” data on EC site the service, etc.

® Member registration and site activity analyses sold to 3™
parties

m Serving targeting ads without permission

Nikkei (August 29, 2019)

Macromill’s privacy compliant business model is NOT the target of these regulations,

but it could impact other digital marketing companies in Japan

Notes
1. Japan Fair Trade Commission “Guidelines Concerning Abuse of a Superior Bargaining Position in Transactions between Digital Platform Operators and Consumers that Provide Personal Information, etc.(draft)” (August 29, 2019)



FY6/2020 Q2: Net Income(® Waterfall Chart | Q2 YTD (s wonths) |

Net Income(?) decline is mainly due to the decrease in Operating Profit, but partially offset by

Finance Cost Reduction

Net Income Waterfall Analysis? — FY6/2019 Q2 YTD vs. FY6/2020 Q2 YTD

Consolidated (IFRS)
(JPY in Millions)

Actual
114
274 36
149
FY6/2019 Q2 YTD Change in Operating Finance Cost®” Loss ofm Change in Others? FY6/2020 Q2 YTD
Profit Attributable to Tax Rates Profit (OP)(Z) Reduction FX Gain Minority Profit Attributable to
Owners of the Parent Expantion Interest Owners of the Parent

/ (Decrease)

Actual

Net Income(
Margin 10.4%

Notes
1.  Profit Attributable to Owners of the Parent
2. Figures including Tax effect

Actual



\We are the Fastest Growing Market Research Company!

Consolidated Revenue®

Product Incubation / Market Creation

Consolidated (IFRS)
(JPY in Billions)

FY6/2019
Revenue Breakdown

Domestic Presence

Leading

Global Expansion

Joint Venture
w/ Hakuhodo

TOKYO SURVEY RESEARCH INC. *‘

442

5-Year CAGR®
(6/14-6/19)

Overseas (ex-Korea) Acquired
Business Segment
° Yo U
acturus
Overseas (ex-Korea)
Acquired .
Business Segment
metrix @EN=] 355
32.5
E(mbralr; Acquired ‘
Korea] mucromll
fMmbrain 287
Joint Venture
w/ Dentsu
Macromill
(Japan) BEVYOIO=) 21.3
(Dentsu Macromill)
Japan and Korea Acquired Japan and Korea
LTI S Business Segment
YAHCTESN" Value@ 14.2 g
12 2 I
6/01 6/02 6/03 N 6/04 6/05 6/06 6/07 6/08 6/09 6/10¢ 6/11 6/12 6/13 . 6/14 k 6/15 6/16 6/17 6/18 6/19
: : : (FRS)
TSE Listing TSE Delisting TSE Relisting

Notes

1. Source: ESOMAR Global Market Research 2013/2014/2018, Macromill’s revenue CAGR growth between 2012 & 2013 and 2017 (4yr & 5yr CAGR) are highest among the largest 25 global marketing research companies (excluding IQVIA (ex-QuintilesIMS), a health care IT service provider)
2. J-GAAP based financials for FY6/2001-6/2014 and IFRS-based financials for FY6/2015 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
3. 5-Year revenue CAGR for FY6/2014-6/2019 (Compound average annual growth rate based on the figures for FY6/2015-6/2019 (IFRS) and FY6/2014 (J-GAAP)). 5-year CAGR has been calculated using J-GAAP and IFRS financials, which are not directly comparable

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



Who we work with

m Serving more than 4,000 blue-chip clients globally across a diversified set of brands, agencies and industries
B Revenue concentrated with long-term clients and high retention

m Majority or revenue from direct relationships with brands

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

Highlights FY6/2019 Revenue Breakdown by Client Industries
. Consolidated (IFRS)
r # Of C|IentS (JPY in Millions)

. . Ad agency / Consultant

C. 4,200 clients, 90+ countries Below 301 / Research Agency

________________________________ Total 24% T 72, -~ DM (Dentsu Macromill Insight)
|{ \I |{ \I __________ _--- HMIM (Hakuhodo Macromill
: : : : Marketing Research)
I ¢.3,600clients |! c.600clients | Top 300

. 1 . 1 e

! inJapan & Korea 1} in Overseas I Total: 76% :
1 : 1 (ex-Korea) :
i K I
N e I N - ’ Others in Top 300

FMCG® / CPG

i i i / Food / B
~ Client Retention Rate of Large Clients(t) —— @ ood / Beverage
Financial Institution

S Y S—— *. &)
1 I 1 I Auto
: ¥ - L8
| | Electronics / Tech A9
1 1
' in Japan(? ¥ in Global® i
1 : 1 (excl. Japan) :
O L ) Well diversified client portfolio
Notes

1.  Large Accounts with annual revenue of > JPYIOMM 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 FY6/15 to FY6/19

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). 4 year average from FY6/16 to FY6/19

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



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

Clients’ Marketing Process

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

Understanding Testing Marketing Effectiveness

Markets Concepts Planning Measurement

Macromill Group Solutions

...ooocccoooo..oooo. ooooooo Ad_related AreQq ccccccccccccccccccccccces .
Optimize : Ad Pretesting Ad Effectiveness

Product Development Pricing Evaluation o5

Concept Test Product & Package Test _
Sales Activation Brand Lift

Market Exploration

Brand Assessment

Global network of MACROMILL RA
i

50 offices in 20 countries GROUP

V. v

Total 110M Global Consumer Research Panel

10M 100M

Global Panel
Network

Proprietary
Panel




Industry-Leading One-Stop Solution Portfolio in Japan

®m Our solution portfolio allows one-stop full-service to clients
®m Focus on high growth “Digital” area that is differentiated and difficult to imitate
® Simultaneously conduct investment and R&D in “Next-generation area” that drives next growth with Group Companies

Ad-hoc Base Subscription Base
Qualitative Research (Why?) Quantitative (How many ? ) Database / Data provision etc.
e N s N
Attribution Data Awareness Data (Purchase data)
(TS T T T T T s T m T A (TTTTTTT ST E s T N N .
Offline : Who ' X i How they think | ﬁ' arPR ﬁ* MHS
N . ) N e ) Offline Behavior Data
ResearCh ! Attribution Data (Purchasing * Consumption)
(Face-to-Face) (Interview)  (Visiting survey) (TTTTTTTTTTT i p
, ! ' Who . X ! What they bu '
%> FGI %5 DI . 45 CLT et .\ P YO
..................... Next-generatmn area. i (TV viewing data)
: (Online interview research) i (Online survey) 1‘i oTs
: : . P , . Offline Behavior Data
Onhne Immerse Solution by mEmBLﬁhﬁa\n? g : 0 QuickMill 0 OrderMill etc. Attribution Data (TV viewership)
Resea rCh Online interviews for lar in di i ¥ T i '! _________________ i
: ge groups in different location o \ | h |
“Al” supports questions that moderators should ask i ! Who ' X ! What they watch '
€ P etc) || {_ etc.)
(Neuro research) High Growth/ Focus-areas
CENTAN >—<i>—<ﬁ:ﬁ- Research using non-awareness "‘l AccessMill DMP SOIUtlon
2 Macromill Groupcompany d?ta such as FEG/heartbest Digital Attribution Awareness LT S VEES A ClRE STl
o o :Non-Awareness Data Attribution Awareness : havior D Dat Dat (Attribution, Behavior,
Digital !(Biologicalinfoetc.) ~ Data Data_ i E? navior ! _a_te‘ . @ o 2 = Awareness, etc.)
i f What kind ‘, i ‘, f How they ‘, i : What kind : : : : How they : .On Macrqmill panels
‘1 ofemotion X ! Who : X ! think : ' ofaction ! X: Who ' X : think ' included in DmP
N N e mmmmmme Mmoo : y o e I N ! Qe ! operated by clients etc.
etc etc, etc,




Big Market Opportunity and Our Mid-term Business Plan

Our Market Opportunity®

Macromill Group Mid-term Business Plan

Market Research Digital Marketing®

Market Research Spending Size: 2018A
Actual CAGR: 2013A-2018A

Ad Spending Size: 2018A
Forecast CAGR: 2018A-2023E

Total MR Total Ad

$47.4+ $622.1=r

(CAGR: 1.9%) e (CAGR: 6.2%)“
Going
Global

Online MR

$19.4en

(CAGR: 11.6%)®

Digital Ad $285. 3Bn

(CAGR: 11.9%)“

Global
MACROMILL RA New Demand
GROUP ["4] from Digital
Japan
(]
$0.6en
(CAGR: 4.2%)®
$2 Qert @
(CAGR: 3.6%)" Further Ex.pansmn
in Japan
Source

Global Market Research spending: ESOMAR - Global Market Research (9/2018)
Japan Market Research spending: Japan Marketing Research Association (7/2014, 7/2019)
Ad spending: eMarketer - Worldwide Ad Spending (9/2019)

Notes

Market Position

We aspire to be “Global Top 10” and
“No.1 in Japan and No.1 in Asia” by 2024

Revenue

Continue to grow faster than the market

Profit
Realize continuous profit growth

Maintain cost growth® below revenue growth
— Utilize Technology & Innovation (Al, RPA etc.)

Leverage

Net Debt / EBITDA 2.0x - 2.5x
as a NEW target

Capital Allocation

Enhance Shareholders’ Return
Stable Dividend Growth + Share Buyback (New Addition as an option)

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

2. 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.

3. Historical CAGR for 2013A-2018A

4.Future estimate CAGR for 2018A-2023E
5.Exchange rate: USD/JPY = 110

6.Excluding New Business (such as M&A) Contribution



Mid-term Business Plan achieved through... ﬂ

Clients “Partner” Relationships

rather than Transactional Relationships

Strengthen and Expand “Proprietary Panels”

Maintain vertically integrated business model in Digital era

“Aggregated / Integrated” DATA utilization

as Consumer Touchpoints Explode

Sechnoloay “Utilize Innovation and Technology (Al, RPA etc.)”

in Advanced Analytics and New value addition to our products

Sustaining our commitment to the Mission, Vision, and Values
- Support for clients decision making to realize SDGs




Historical Trends - Global Market vs. Our Revenue

B Global Marketing Research Market growth is led by Online Marketing Research Market growth
B Macromill Group's revenue growth exceeds overall market growth and is at corresponding levels as Global

Online Marketing Research Market

Market Trends — Global Marketing Research Market

Revenue Trends — Macromill Consolidated Group All

ESOMAR(1)
(USD in Millions)
YoY Growth Total: +7% -5% +1% +3% +3%
Other: +4% -8% -9% +2% -0%
Online: +15% +6% +24% +6% +8%
41%
00
38% 39%

46,089 45,928 47,362
44,421

Total 43,197

Online®@
Research
Penetration

26%

Other
Research
(Offline, etc.)

17,912

Online® 16,880
Research

2017 2018

2015

2013 2014 2016

Notes
1.  Source: ESOMAR, Global Market Research (9/2019, 9/2018)
2. Online quantitative marketing research only, not including online qualitative marketing research

Consolidated (IFRS)
(JPY in Billions)

5Y CAGR

+11.6%

YoY Growth Consolidated +13% +9% +13% +11%
Overseas +44% +5% +29% +2%
Japan & Korea +7% +11% +9% +13%
GROUP " i oncn
44.2 +11.4%
40.0
9.3 | +18.8%
35.5
32.5 9.1
Consolidated 71
Total®)  28.7 :
Overseas (ex-Korea) 6.7
Business Segment |G
| +9.8%
30.9
Japan and Korea
Business Segment
FY6/2014 FY6/2015 FY6/2016 FY6/2017 FY6/2018 FY6/2019

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 Overall Japan marketing research market growth of 3.6% (5Y CAGR)

® Macromill Japan revenue growth exceeds that of the overall marketing research growth in Japan, strongly
driven by Digital revenue which is a growth driver for Macromill Japan

Market Trends — Japanese Marketing Research Market

Revenue Trends — Macromill Group Revenue in Japan

JMRA®)
(JPY in Billions)
YoY Growth Total: +3%
Others:  +3%
Online: +3%
188.5
Total 183.5
Other
Marketing  126.2 129.7
Research
Macromill
Market Share
(Online Mkt)®@
Ad-hoc
Online
Research
2013 2014
Notes

+3%
+3%
+3%

194.7

134.0

2015

+8%
+9%
+6%

209.9

145.4

2016

+2%
+1%
+4%

214.7

147.5

2017

Consolidated (IFRS)

(JPY in Billions)
+2% YoY Growth Japan Total:
+1% Others:
+5% Digital:

5Y CAGR

Japan

Total

Others
(Online, Offline
& Database, etc.)

+4.2%

Digital

2018 FY6/2014

1.  Source: Japan Marketing Research Association (JMRA) - Management statistics (2019/7) The Ad-hoc internet survey is described as Ad-hoc Online

2. Macromill's market share is estimated by the Company

21.3

+10%
+8%
+76%

+10%

+7%

+63%

MACROMILL RA

a Macromill Group company

A

256
233

239
223
) 17

+7%
+4%
+47%

FY6/2015

FY6/2016

FY6/2017

FY6/2018

+13%
+8%
+59%

30.9

FY6/2019

4Y CAGR

+6.7%

+60.7%




Further Growth Opportunity — Japan

m Japanese Marketing Research market has continued potential for growth

®m In addition, the overall market for Digital Marketing-Related services are ALSO expected to grow dramatically,
in the next 5 years, creating additional opportunities to accelerate growth

Size of Marketing Research Market by Country (Absolute and Relative Size) Size of Japanese Digital Marketing-Related Markets — Actual and Forecasts
ESOMAR®) Bl Absolute Base (UDS in Million) Yano Research Institute(? Market Size Multiple: Total Japanese DMP/MA market size against
(UDS in Million) M Relative Base - % to Total Ad Spending (%) 2018 Domestic Online Marketing Research Market (in 2018) ®)
2018
#1
20,750

l 1.7x

5Y CAGR
1,090
880 +18%
0.7x 820
497
MA
Market®
0,
- 270 325 +25%
Market®

Notes L= [N

- 2018 2019 2020 2021 2022 2023
1.  Source: ESOMAR, Global Market Research (9/2019)

2 Source: Yano Research Institute, Size of DMP / MA Market Historical Trends and Forecasts (Actual result in 2018, an Estimated value in 2019, Forecasts from 2020 and after) (2019/11/12)

3. Market size multiple against 70.5 B JPY ad-hoc internet marketing research market size of 2018 in a survey of Management statistics(2019/7) by Japan Marketing Research Association (JMRA)

4 MA (Marketing Automation) is a system/service that aims to create high accuracy business negotiations by developing clients individually through the unification of the potential client and existing client data, auto evaluation, and
execute scenarios based on the designed scenario.

5. DMP (Data Management Platform) is a system/service that optimizes marketing plans such as advertisement/mail/DM by clarifying the characteristics of consumers through aggregating and analyzing consumer behavior in various
sales channels. DMP includes two types of DMPs: public DMP that use consumer data held by third parties other than the company's owned web site, and private DMP that uses consumer data on the company's web site. Private DMP
includes CDP (Customer Data Platform) that manages individual consumers.




Further Growth Opportunity — Overseas Business

Overseas, Online Marketing Research will continue to be a growth driver

Our strength is online marketing and digital research and we are uniquely positioned as a emerging player

with a global franchise

m Continuing to expand market share by disrupting and challenging the Big 4

Online Marketing Research Penetration!!) in Total Market Research Spending  Global Marketing Research Market - Market Share

ESOMAR®)
CY2018

50%
44%
28%
22%

Japan China

France Germany

Marketing . - . l - ol L

Research | [ S

Market Size: #6 #5 #4 #3 #2
Notes

1.  Source ESOMAR, Global Market Research (9/2019, 9/2010)

=

#1

ESOMAR®
CY2018

Marketing Research

Global Big 4
Total Market Share: C'29°/°
(CY18)
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2. Online Marketing Research Presentation = spending on online quantitative market research (PC Online + Mobile / Smartphone Online) / spending on total market research in each country



Operating Leverage & Cost Reduction Initiative
Deliver Further Profit Expansion

Breakdown of Key Cost Items

S

Consolidated (IFRS)

(JPY in Millions)
Full Year
Revenue 32,504 35,514 40,024 38,344 44,279 41,803
Panel o
Expenses 13% 13% 13% 13% 14% (i
Outsourcing o
Expenses 13% 13% 13% 14% 13% 12%

Total
Employee
Expenses

Others

EBITDA®

FY6/2016 FY6/2017 FY6/2018 [FY6/201 8] FY6/2019 [FY6/201 9]

Organic Organic®

Notes
1. EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss

2. Acturus Inc. which we had acquired in the second quarter of FY6/2018 had completely merged with MetrixLab U.S. as of July 2, 2018. As a consequence, we will no longer be able to segregate and disclose the two entities separately, so the M&A contribution for FY6/2019 is sum of HMM

(Q1-Q4) and CENTAN (Q1-Q2, CENTAN has become 51% subsidiary since FY6/2018 Q3) only.

Overview of Cost Reduction Initiatives

Panel
Expenses

Outsourcing
Expenses

Procurement cost of third-party panels

Rewards paid to in-house panelists for
answering surveys

— As calculated by number of questions
answered

Examples by key products:
Global Research

— Procurement costs of third-party panels
CLT / Group Interviews

— Offsite meeting costs (e.g. room rentals)

Offshoring (Global - Utilize India Office) &
Nearshoring (Japan - Utilize Sendai Office)
Strategy on Research middle & back office




Best-in-Class Operational Excellence and Profitability Continues

Revenue per Employee®

USD in Thousands, Latest FY®

154 157 154

6/2016 6/2017 6/2018
MACROMILL §2

1,923 2,120 2,362

# of
(1)(4)
Employees™ 61168y (6/178)  (6/18A)

Source Company Information

Notes
Includes temporary employees

Exchange rate: USD/EUR = 0.83, USD/JPY = 109.8

As of June 30, 2019

151 142
133
117
78
6/2019 ]1iClSC1] ﬁH intage E ﬁCross Marketing
Consolidated®
2,666 46,000 3,710 17,987 2,045
(6/19A) (12/18A) (3/19A) (12/18A) (12/18A)

Consolidated figures for both the revenue and the number of employees

1.
2.
3.
4. As of the end of each fiscal year as noted on the graph labels
5.
6.

Macromill: EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets +

Impairment Loss

EBITDA Margin®®

Latest FY®

21.7% 21.6% 20.7%

20.3%
12.9%
11.2% 10.5%
7.5%
6/2016 6/2017 6/2018 6/2019 niclsen E ﬁﬁ intage 7 cros vang
MACROMILL B2 Buy Segment® “

EBITDA®6 60 69 79 83 398 236 52 12
(UsSh) (6/16A) (6/17A) (6/18A) (6/19A) (12/18A) (12/18A) (3/19A) (12/18A)

Source Company Information

Nielsen (Buy Segment): EBITDA = Operating Income + (Restructuring Charge + Depreciation and Amortization + Impairment Loss of
Goodwill and Other Long-Lived Asset + Other ltems).
Intage and Cross Marketing: EBITDA = Operating Income + (Depreciation and Amortization + Impairment Loss).
Ipsos: EBITDA = Operating Income + (Depreciation and Amortization + Impairment Loss of Goodwill and Other Long-Lived Asset +
Other ltems).
Because the adopted accounting principle and the definitions for EBITDA for each company differ, as well as other reasons, they may
not be directly comparable
EBITDA margin = EBITDA / Revenue

. EBITDA of Nielsen’s “Buy” segment is used for comparison purposes because it presents similarities with Macromill’s business.
EBITDA margin for Nielsen on a consolidated basis for the same period was 27.9%

© N



Strategic Capital Allocation

Solid Cash Flow Generation

Capital Allocation Priorities

Consolidated (IFRS)
(JPY in Millions) FROE .

5,733 P
\;5,6105 > 5,647

4,665
2,298

(821) (672) (609)
(1,657)
(2,036)
FY6/2015 FY6/2016 FY6/2017 FY6/2018 FY6/2019
NetDeot  7.0x® 5.0x9 3.6x 3.2x m
Ratio
AvgInterest 4.8% 3.7% 2.0% 1.8%
Interest Paid Net Cash Flows Provided by Operating Activities
| |
Notes

AN

refer to reconciliation tables on p.87 for details

EN

Growth Investment

Pursue investments to accelerate
global & digital growth

Debt Repayment

Create Balance
Pursue Further Deleveraging

for
— Net debt / EBITDA® ratio
: NEW Target 2.0x - 2.5x Continued Growth

Shareholder Return

@ Gradually ramp up dividend payout
(per share base)
JPY 9.0 / share (FY6/2019)
- JPY 11.0 / share (FY6/2020)
Share buy back in timely manner
(NEW Addition as an option)

. Net debt = interest-bearing debt (short-term borrowings + current portion of long-term borrowings + long-term borrowings + lease obligations) - cash and cash equivalents
EBITDA = Operating Profit + Depreciation and Amortization + Loss on Retirement of Non-current Assets + Impairment Loss

. Adjusted EBITDA base. Adjusted EBITDA = EBITDA + M&A Related Expenses + IPO Related Expenses + Expenses Related to Going Private Transaction + Management Fee + Refinancing Related Advisory Fees + Retirement Benefits for Retiring Officers. Please

. Avg. interest rate = (interest expense in P/L) / (average amount of borrowings at the end of current year and the previous year). Borrowings = short-term borrowings + current portion of long-term borrowings + long-term borrowings. However, since we had issued

JPY 10 BN corporate bonds on July 27, 2018, we had applied specific method to calculate avg. interest rate for this Q1 6/2019 as follows: Q1 6/2019 avg. interest rate = (interest expense paid in Q1 for the existing borrowings + interest expense paid in Q1 for bonds

o

issued on July 27, 2018) / (avg. amount of borrowings as of June 30, 2018 and September 26, 2018 (a day before early redemption)) + amount of bonds issued on July 27, 2018)
. Onetime extraordinary item adjusted base (Public filing figure 5,610M (FY6/2018) + No A/R factoring services in DMI 1,437M (FY6/2018)



3-Pillars M&A Strategy for Value Creation

Regional /
Wallet Share
Expansion

Panel Access
Expansion

Technology /
Solution
Enhancement

Proven M&A Track Record

2010 Acquisition® o 2011 Acquisition — 2012 Acquisition _}
e ° o>xXyme T mbra
YAHOQO! vae(insight U i
Technology / Technology / Regional
Solution Solution Expansion
Doubled Panel Access @ Acquired Social Analysis Capabilities @ Access to Asian Client and Panels
2012 Joint Venture with Dentsu 2013 Acquisition 9 BE— 2014 Acquisition I
] . |
=y =
(Dentsu Macromlll) PREDICTING PEOPLE
Wallet Share Technology / Technology / Regional Technology /
Expansion Solution Solution Expansion Solution
Securing earnings stability and improving @ Access to US Panels Global Client & Panel Base Access
our ability to develop service in new domains
: ; 2017 Strategic & Capital Alliance .
2015 Strategic Alliance 2018 Acquisition E 2017 Acquisition

NIKKET-[Q

Technology /
Solution

@ Access to Solutions for Government

Technology /
Solution

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

A

acturus

Regional Technology /
Expansion Solution

Expand experts, clients base and influencer
solutions in the US and UK

2017 Strategic & Capital Alliance
2019 Acquisition

..*.' .:.' W\' S Holdings

@4 market research

Regional
Expansion

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

]~ |

2018 Joint Venture with Hakuhodo (51% Majority Acquisition) o

TOKYO SURVEY RESEARCH INC.

Wallet Share Technol_ogy/
Expansion Solution

Seeking wallet share expansion and
enhancement of online/offline integrated solutions

2019 Asset Purchase

—
B Asia

= hats b Bandllpaies

Regional
Expansion

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

Note
1. Acquired market research business only



Worldwide Sales & Research Delivery

Sales and Research Breakdown for Selected Key Markets

As of end of December, 2019

e Offices
® No. of Sales Professionals
e No. of Research Professionals®

Europe

O
= = e
USA

Brazil Mexico Argentina

Thailand Vietnam Indonesia  Australia

Local x Global

Deeper Local Consumer Insights Coordinated Cross-Border Client Coverage
Sales Localized Sales Teams CEO-led Experienced Sales Professionals Deliver Coordinated GKA®
c. 600" professionals across 50 offices worldwide Coverage

Best Practice Sharing and Real-time Support from the Global
Research Seamless Coordination with Local Research Professionals Competence Center in India
Export Superior Japanese Kaizen Operational Quality

Notes

1. Sales and research professionals are defined as full-time employees committed to sales and research positions respectively

2. Number of full-time-equivalent employees

3. GKA (“Global Key Accounts”) are customers that typically are multinational companies with a large research and marketing spending budget of which they have purchased or we believe have the potential to purchase market research from us and for which we
have placed particular emphasis in our sales efforts



Our Business Model

Typical market research workflow

Clients Macromill Panels

Marketing Issues Planning / Design

Conduct

@ Request
Research

Research

Survey Responses

Data Log Access
-Purchase Data
-Web Access

Decision Making Tabulation / Analysis

Corporates
Ad Agencies
Consulting Firms

MACROMILL KA
GROUP i

In-house / Third-party Panels®

Note
1. Third-party panels are maintained by third-party panel suppliers worldwide and are used as our clients' research projects require



MACROMILL RA
a Macromill Group company ZN
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