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\@ Cautionary Statement

LINKBAL

M |n addition to our business and industry trends, this material refers to future prospects based on our current

schedule, estimates, expectations, or predictions.
B Announcements regarding these future prospects are accompanied by various risks and uncertainties.

M Risks, uncertainties and other factors already known or unknown may cause results to vary from the future

prospects.

B We can not promise that our announcements and forecasts for future prospects are correct and the results

may differ significantly from our future prospects.

B The announcements on future prospects in this material was made by the Company as of Aug 2, 2019 based
on available information. We are not updating and changing any statement on future prospects based on

future events and circumstances.
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© Company Profile
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&) About “ LINKBAL “

LINKBAL

LINKBAL

&machicon & CoupLink < KOIGAKU

JAPAN

Mission Mission Statement

Creating new value with "idea x technology"

Connect the world pursuing customer satisfaction and growth.

Note (1) : Consumption to "activities" such as experiencing various services
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@ Event E-commerce Website Management Service

LINKBAL

Providing the largest domestic experiential consumption e-commerce website , informing more than
180,000 events annually.

Customer base in the 20s and 30s, and various contents for “experience, "friendship” and "love life".

Experiential consumption e-commerce website I'machicon JAPAN | Event participants

Participants —O=Event ads posted
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3Q FY2016/09 3Q FY2017/09 3Q FY2018/09 3Q FY2019/09
[Overview and features])

B More than 180,000 events annually throughout Japan Event ad ratio of machicon JAPAN

(Japan's largest)

B Membership (Linkbal ID ") mainly in the 20s and 30s

B Expanding variation contents External event
ad ratio

e
. 0

(3Q FY2019/09)

. . o Looking for love
Offline meeting Self-refining Marriage hunting TS

Note (1) : Linkbal ID is the name of a user ID that can use "machicon JAPAN", "CoupLink", "KOIGAKU"
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\@ Website Management Service

LINKBAL
Aiming at constructing a profit base beyond existing business by acquiring potential membership
through customer exchange with “Experiential consumption e-commerce website" machicon JAPAN ".

Online application MCoupLink ] Love specialty media TKOIGAKUJ

Japan's first dating application to . __________ S

|
KOIGAKU ]

match event participants online

KOIGAKU
& CoupLink

(128ESV] BLEOEEEIESH
<?20185MD3NREFIV Y
s _— ™
] PP Store

P
| cooat

B Provide diverse contents including column articles for
women having trouble building a good relationship

B Provide matching service to look for love/marriage on line
B Free membership registration (LinkballD*1)

B Free membership registration (LinkballD*t)

B Subscription business model
B Advertisement revenue

[Feature]
B High security and safety that event participants use

B Event participants can exchange messages through the
application

Note (1) Linkbal ID is the name of a user ID that can use "machicon JAPAN", "CoupLink", "KOIGAKU":
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@ Member Base as Event E-commerce Website

LINKBAL

Our main websites annual UU : “overwhelming” about 40 million a highly experiential consumer-oriented
membership mainly in the 20s and 30s.

Our presence by population structure Membership base mainly in the 20s and 30s
Under 50-60
. 0.3%
66@l"ﬂclcbIACF,C;\FI,1 Annual UU number* Under 40-50
) 5.4% \
&CoupLink <xorcaku Around 40 mn people

LINKBAL ID

age 20-24

1
1
Age 20-40 single i age 25-29 Our core user
1
1

Under 20-30

27.15mn || sges0as — s 02%¢ | Under 30.40 179 57.1%
- r n . mn
age 35-39 37 204 ound
age 40-44 912
Age 40-60 single age 45-49 965
34.76mn | 292 50-54
age 55-59
age 60-64 Gender ratio
Age 60-80 single age 65-69 941 .
32.11 mn age 70-74 Female | Male
age 75-79 1
age 80-84

55.7%  44.34

Annotation (1): Annual UU number includes inter-site duplication:

Source: Statistics Bureau, Ministry of Internal Affairs and Communications "Population Estimate September 30, 2018"
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Our Business Model

LINKBAL

(----------

Event e-commerce website
Customer guiding/listing fee Management Service Event participation fee

Ad and Other fee

EI Other companies event information
) .
S
8 Sending customers - Participation fee ™ JAPAN
- Event participation fee
(@)
o
E 2 y N
2 2
E’ @ > _ Our event information
O c
3 Usage fee . c
Customers referral by Linkbal ID g
7
> <" KOIGAKU Ad charge . < CoupLink Usage fee
2 < KOIGAKU <" CoupLink
W Advertising slot Providing services

Website Management Service ’
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© FY2019/09 Third Quarter Summary

S

LINKBAL




&) 30 FY2019/09 Result Summary

LINKBAL

By increasing other company events, event participants increased by 11.0%

In addition, due to cost efficiency, we achieved 52.0% increase in operating income.

Linkbal IDs

Reached

1.79mn

Event participants

Increased by

11.0.

Events posted
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Increased by

43.8

Operating Profit

Increased by

52.0.

Net Profit

Increased by

49.2.




&) 30 FY2019/09 Outline of PL Statement

LINKBAL

Profitability improved from strategic changes of business structure.

Operating profit increased by 52.0%, exceeding the initial forecasts.

(¥ million)

- FY20L509 | Ry 2010100

estimates | Progress rate
|

Sales 1,980 ii 2,067 H +4.4% 2,720 76.0%
I I

Gross Profit 1,633 | 1842 +12.8% : :

margin(%o) 82.5% H 89.1% i! +6.6pt - -

Operating Profit 497 | 7551 +52.0% 1,030 73.3%

margin(%) 25.1% ii 36.5% H +11.4pt - -

Recurring Profit 499 | 758 H +51.9% 1,030 73.6%

margin(%) 25.2% ii 36.7% | +11.5pt - .

Net Profit 313 }: 467 | +49.2% 638 73.2%

margin(%) 15.8% l!_ __Ez;si/o_:: +6.8pt - -
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@ 3Q FY2019/09 Changes in Operating Profit

LINKBAL
Main factors
: - Main factors
B Steady expansion of event participants . . .
B mainly decrease in outsourcing cost
B expansion of Linkbal IDs
Main factors
B Changes in sales composition by strategic
changes in business structure
- Other companies event sales ratio : +17.8pt
- Our event sales ratio : A 18.3pt
(¥ million) L . \ .

3Q FY2018/09 Increased sales Changes in gross margin ~ Change in SG&A costs 3Q FY2019/09

Copyright © LINKBAL. INC. All Rights Reserved.



\@ 3Q FY2019/09 Sales Overview by Service

LINKBAL

With expansion of event participants, the strategic shift to other company events progresses.

Website management service is steadily growing along with expansion of Linkbal IDs

3QFY2017/09 3QFY2018/09 3QFY2019/09
Actual Actual Actual

(¥ million)

Composition ratio (%) 95.5% 93.5% i 91.2% : A2.3pt

Other company event sales 803 1,196 : 1,552 : +29.7%
Ratio in this service(%) 44.0% 64.6% i 82.4% i +17.8pt
In-house event sales ( *) 979 636 : 303 : A52.3%
Ratio in this service(%) 53.6% 34.4% i 16.1% i A 18.3pt

Other sales 44, 19 : 29 : +52.1%
Ratio in this service(%) 2.4% 1.0% i 1.5% i +0.5pt
Website management service 87 128 : 181 : +41.4%
Composition ratio(%o) 4.5% 6.5 % : 8.8% : +2.3pt

S — |

(*) Part of our bases have been closed.
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@ 3Q FY2019/09 Trends of Event Participants and Postings

LINKBAL

Increasing throughout the year, event participants surpassed 290,000, and event postings exceeded 60,000.

Event participants Events posted

FY2017/09 mFY2018/09 m=FY2019/09 FY2017/09 mFY2018/09 =FY2019/09

(Thousand people) (Thousand)
400 70 r

64
341

350 | 331 60 |

300 r
50 F

250 |
40 +
200 |
30 |
150 |

20 F
100 ~

50 10 |
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%) 30 FY2019/09 BS Summary

LINKBAL

Equity ratio rose to 78%, with a large increase in retained earnings due to the expansion of net profit.

(¥ million)
I I T
Current Assets 1,863 2,197 +333
Cash and deposits 1,661 1,903 +241
Fixed Assets 210 219 +8
Total Assets 2,074 2,416 +341
Current Liabilities 613 488 Al124
Fixed Liabilities 31 29 A2
Total Liabilities 644 518 A 126
Total net assets 1,430 1,898 +467
Total liabilities / net assets 2,074 2,416 +341
Equity ratio 68.9% 78.5% +9.6pt
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© FY2019/09 Forecast
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\@ FY2019/09 P/L Forecast

LINKBAL

We aim to operating income by 40%. It is owing to full launch of the application business (CoupLink), and
further expanding of the e-commerce website, supported by experiential consumption related contents
and external events.

(¥ million)

FY2018/09 FY2019/09

Actual Estimate

I [
I [

Sales 2,769 : 2,720 : A1.8%
1 I
I i

Operating Profit 735 | 1,030 | +40.1%
I I

Margin (%) 26.5% | 30.8% | +4.3pt
i 1

Recurring Profit 738 | 1,030 ! +39.6%
I I

Margin (%) 26.7% : 30.8% : +4.1pt
1 I

Net Profit 458 : 638 : +39.2%
I I

Margin (%) 16.6% L 19.1% 1 +2.5pt
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@ Towards the next growth stage

S

LINKBAL
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@ "Three Points" Towards Our Growth in the experiential
- consumption market

LINKBAL

“Experiential consumption”
>>>Much bigger market

"Membership base in the 20s and 30s"
>>>Introducing our over 1.5 million of members to the

experiential consumption market

“Ability to attract customers"”
>>>Around 40 million of annual UU number
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\@ Development into the Experiential Consumption Market

LINKBAL

From “dating / marriage hunting market” to “experiential consumption market” to expand our targeting
market drastically

Up to present = Market size From now on = Market size

--------------------------‘

Age 20-34 Experiential consumption market
Number of unmarried people
Around12.86 mn people _ Tourism Hobby
Entertainment Sports Excursion Creation

472 trillion yen 40 trillion yen 108 trillion yen 7.7tri|lion yen

v Expansion

Age 20-59
Number of unmarried people
]g [ Around 21.54mn
H@H Age 20-34 % % Age 35-59 @

Around 12.86mn Around 8.68mn

Domestic
tourism

Around52.40mm

Eating out Movies

Around39.80mm Around34.20mm

Zoo, Botanical gardens . .
Aquarium, Museum Walkmg Jogging, Marathon

Around30.90mn Around29.40 mn Around20.00mn

n

Source: Ministry of Internal Affairs "Census 2015" Source: Public Interest Incorporated Foundation Japan Productivity Center "Leisure White Paper 2018"
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@ Expanding Experiential Consumption Categories

LINKBAL

It is possible to expand the area to experiential consumption categories on the basis of the existing users.

Expanding the categories will result in getting more our users.

Foreigner -

Senior

Age 40~50s

Age 20~30s
Married

ase( lswoilsnd

Age 40~50s
(Single)

Age 30s
(Single)

Extensible area with existing users
Age 20s
(Single)

onst i Dating Hobbies / Experience / Lessons / Seminar / Travel / etc.

SN Vatching

Experiential Consumption Area
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@ Expanding Customer Attraction
- by Increasing Experiential Consumption Categories

LINKBAL

We have overwhelming user base acquired at our event e-commerce website, which increase our
customers in various experiential consumption categories.

Number of postings Attract customers
in experiential consumption categories in various experiential consumption categories

m Hobby, experience, self-improvement, etc.

“Kon-Katsu” Experiential
Consumption Event categories
m “Koi-Katsu” Categories
ber of posti :
100,000 ¢ (Looking for love)
-
80,000 - .
—
oons | ] 0 ( Making friends)
- —
4
0,000 - — S “Kon-Katsu”
(Marriage hunting )
20,000 - XXX
|
XXX
0 (. XXX

1H 2H 1H 2H 1H 2H

FY2016/09 FY2017/09 FY2018/09
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(«9 Medium and Long-term Growth Image

LINKBAL

Our mid- and long-term goal: Aiming to grow as the experiential consumption website

both in Japan and overseas

Growth in overseas
experiential consumption market

Growth
in dating/marriage hunting market

Growth in the Japan’s
experiential consumption market

Second growth period Third growth period

Founding period

B Growth in “Machicon” business
(differentiation by in-house event -
abundant event postings)

B Start full-fledged deployment to domestic
experiential consumption market

B Began full-fledged deployment to overseas
experiential consumption market

. i inly in Asi
B Accelerate growth by expanding contents (expansion mainly in Asia)

of neighboring categories

B The leading company in “Machicon”

industry B Establishment of website management @ Overseas
service as another pillar of revenue as
First Growth Period membership scale expands .
Website

B Increase posting of other company events B Establish domestic experiential

consumption e-commerce website management service

B Establish the event e-commerce website

I

Event e-commerce
website management
service

' Long'-term
goal

Foundation Current Mid-term goal Time
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