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Presentation

Niki: Thank you for participating in our financial results briefing for Q2 of the fiscal year ended April 30, 2023,
of Smaregi, Inc.

Today's procedure. First, Representative Yamamoto will give an explanation of the financial results disclosed
yesterday, followed by a Q&A session.

This financial results briefing will feature a special guest, Mr. Daisuke Aiba, Senior Analyst, Investment
Research Department, IwaiCosmo Securities Co. We will invite him to participate in the Q&A session in the
second half of the briefing, where he will ask various questions from an analyst's perspective. Please see to
the end.

Now, Mr. Yamamoto, please begin.

Yamamoto: Hello, everyone. I'm Yamamoto, Representative Director of Smaregi, Inc. Thank you very much
for participating in our financial results briefing today.

Today, after explaining our business performance for the fiscal year ended April 30, 2023, and our business
performance plan for the following fiscal year, | will explain our long-term vision and medium-term
management plan. Thank you.

First, here are the full-year financial highlights.

FY4/23 Financial Highlights FY4/23 Financial Summary 4

Changes in Net Sales

(million yen)

FY4/23 8,000
o e RCYPENEENEN FY4/22 results YoY 5\/42{2223 E|a2,;;31 e
((EFLr B YTR LV (May 2021 - Apr. 2022) change (May - Apr. ) (o EREE s 2
4,000
5593 5914
Net sales 5,914 4,296 +37.6% 5,816 101.7% 3,324 4,296
0
Fya/21 FY4/22 FYa/23
Operating 65%
) 636 +40.4% 850 105.1%
profit 893 Changes in Operating/Ordinary Profit
M Operating M Ordinary  (million yen)
1,000
Ordinar 65t
. y 896 592 +51.2% 853 105.0%
profit
500 846 896
—463
Profit 887 557 +59.1% 843 105.3%
0
FyYa/21 FY4/22 FYa/23
*The results for FY4/22 was the figures based on a consolidated accounting. Amounts are rounded down to the nearest million yen.
*1 The full-year earnings forecast was revised upward on March 15, 2023.

Compared to the previous year, net sales increased 37.6% to JPY5,914 million, operating profit increased
40.4% to JPY893 million, ordinary profit increased 51.2% to JPY896 million, and net income increased 59.1%
to JPY887 million.
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As for the sharp increase in net income, this is only for the current fiscal year, since it is due to the
extraordinary gain resulting from the absorption of the subsidiary Royal Gate, Inc.

For the current fiscal year, we revised our full-year earnings forecast in March 2023, and results were largely

in line with that plan.

Statement of Income

FY4/23 Financial Summary &

Net sales grew by 37.6% YoY due to the increase in subscription sales accompanying the absorption merger of a subsidiary and increase in the number
of new customers acquired. Even as we continued to invest in S&M based on the Medium-term Management Plan, operating profit grew 40.4% YoY.

(million yen)
1Q
Net sales 1,228
Cost of sales 456
Gross profit 172
SG&A expenses 585
Operating profit 186
Ordinary profit 188
Profit 362

2Q
1,413
570
842
631
211
211
143

s

3Q 4Q

1526 1,745
609 708
917 1,036
675 782
241 254
201 254
169 211

*The results for FY4/22 was the figures based on a consolidated accounting.

Balance Sheet

Total

5,914
2,345
3,569
2,675
893
896
887

FY4/22
results

(May 2021-Apr. 2022)

4,296
1,654
2,642
2,005
636
592
557

YoY
change

+37.6%

+41.8%

+35.1%

+33.4%

+40.4%

+51.2%

+59.1%

Earnings structure

(million yen)

39.6%

Cost of sales
2,345

Net sales
5,914
45.2%

SG&A expenses
2,675

15.1%
Operating profit
893

FY4/23 Financial Summary 6

Non-current assets increased 67.1% YoY and current liabilities increased 44.2% YoY, due to the absorption merger of a subsidiary and business
expansion. Although equity ratio fell due to the acquisition of treasury shares, the financial foundation remained stable with equity ratio at 76.0%.

FY4/23
(million yen) results
(May 2022 - Apr. 2023)
Current assets 5, 160
 Cashand
deposits 3"9 57
Non-current
assets 99 6
Total assets 6,1 56
Current liabilities 1,388
Non-current
liabilities 87
Total liabilities 1,475
Total net assets 4,681
Total liabilities
and net assets 6'156

FY4/22

res
(May 2021

ez
4,760
3,766
596
5,356
962
84
1,046
4,309
5,356

*The results for FY4/22 was the figures based on a consolidated accounting.

YoY
change

+8.4%
+5.1%
+67.1%
+14.9%
+44.2%
+3.5%
+41.0%
+8.6%

+14.9%

S
(May 2022 - Jan. 2023)
4,741
3,773
992
5,733
1,178
86
1,264
4,469
5,733

QoQ

change

+8.8%

+4.9%
+0.4%
+7.4%
+17.8%
+1.0%
+16.7%
+4.7%

+7.4%

Equity Ratio
76.0%

Liabilities/Net Assets

(million yen)

Assets

Current liabilities
’

Non-current liabilities

Cash and deposits

Total net assets

4,681

Other current assets

1,203

Non-current assets

996
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CaSh FIOWS FY4/23 Financial Summary 7

Net cash provided by operating activities increased significantly by 344.1% YoY due to steady business growth. Net
cash used in financing activities was 447 million yen due to acquisition of treasury shares.

M OperatingCF In(\:lgsting CF

YoY change 1000 Financing CF @ F (milin yer)
P IDCVPENCCTIEN FY4/22 results
((VEYL v R YT )l (May 2021 - Apr. 2022)
Amount % 669 676
Gash flows from 986 222 4764 +3441% 50 986
operating activities '
772
Cash flows from
investing activities -310 -84 -226  +269.0% 38
Free cash flows 676 138 +538  +389.9% 0 e 1
Cash flows f i =0
asn Tlows rrom _ -447
financing activities -447 17 -464 -2,729.4%
Cash and cash equivalents 3.957 3.766
; s , +191 +5.1%
at the end of period FY4/21 Fya/22 FYa/23
*The results for FY4/22 was the figures based on a consolidated accounting.

The income statement, balance sheet, and cash flow statement are shown on pages five through seven of the
explanatory materials.

ROE ROA FY4/23 Financial Summary 8

Although equity ratio fell due to the acquisition of treasury shares, we maintained stable capital efficiency and
profitability with ROE at 20.0% and ROA at 14.4%.

Changes in ROE and equity ratio Changes in ROA and total assets

@ Equity ratic @ ROE M Total assets @ ROA (million yen)

.\\‘
85.4% . °
81.9% 81.7% 80.5%

76.0%
17.9% 18.0% 16.7% 20.0%
12.9%
FY4/19 FY4/20 Fya/21 Fya/22 FY4/23 FY4/19 FY4/20 Fya/21 Fya/22 Fya/23
*The results for FY4/22 was the figures based on a consolidated accounting. ROE: Return on Equity, ROA: Return on Asset X?lri"

Please take a look at page eight, where we have newly added ROE and ROA from this fiscal year. ROE and ROA
for the current fiscal year were 20% and 14.4%, respectively, maintaining a certain level of capital efficiency
and profitability.
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Changes in Net Sales, Operating Profit, and Operating Margin FY4/23 Financial Summary 9

Net sales for FY4/23 increased 37.6% YoY and operating profit increased 40.4% YoY, marking significant growth from the plans at the
beginning of the fiscal year. Operating margin landed at 15.1% due to S&M investments based on the Medium-term Management Plan.

(millionyen) [l Netsales [ Operating profit ® OP margin

6,000 40.0% FY4/23

(May 2022 - Apr. 2023)
5-years
sales CAGR 3 1 .5%

2500 s00% Net sales
YoY
37.6¢
3,000 20.0% + = A)
15.1%
Operating profit
1,500 10.0% YOY
[v)
f [ - +40.4%
0.0%
FY4/19 FY4/20 Fya/21 FY4/22 FY4/23
*4Q FY4/22 includes the results of a consolidated former subsidiary (ROYAL GATE INC.).

*On July 1, 2022, an absorption merger with ROYAL GATE INC. as the dissolved company was implemented and it transitioned to non-consolidated accounting.

Next, | would like to show you the five-year trend of our business performance. In the fiscal year ended April
2021, the Company's performance stagnated once due to the COVID-19 pandemic, but it is back on a growth
path in the last and current fiscal years.

The five-year average CAGR is 31.5%. In addition, operating profit reached a record high.

Quarterly Changes in Net Sales, Operating Profit and Operating Margin FY4/23 Financial Summary 10

In FY4/23, we invested efficiently in S&M across all four quarters of the year.

(million yen) [l Netsales M Operating profit @ OP margin

1,800
25.2%
4Q FY4/23
1,350 H -
Operating margin
9%
1 4 ] 6 o
900
YoY QoQ
- +13.5pt $1.2pt
. *On July 1, 2022, an absorption merger with ROYAL GATE
INC. as the dissolved company was implemented, and as
1 2 3 A 1 21 3 it a result the earnings contribution from ROYAL GATE
Q Q Q Q DL Q Q Q Q ' (former consolidated subsidiary) in 1Q FY4/23 are only for
FY4/22 FY4/23 the one month after July 1, the effective date of the
absorption merger.
*4Q FY4/22 includes the results of a consolidated former subsidiary (ROYAL GATE INC.).

Quarterly progress. Sales increased significantly in Q4 due to the accumulation of monthly fees and the fact
that March is a busy season every year.
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Operating profit fell sharply in Q4 of the last fiscal year. This was due to an increase in advertising expenses
and the closing bonus.

Analysis of Changes in Operating Profit (YoY change) FY4/23 Financial Summary 11

Higher Higher cost ngher sales

sales  of sales .
¢ Number of fee-based contracts increased.

(milli )
million yen * Growth of consistent sales (monthly fees)

due to low churn rate.
-690 « Synergy through M&A with a payment company.

Personnel ¢ Price revision of monthly fees for cloud services
expenses (New prices were applied from January 2023)

Logistics .
366 costo Higher cost of sales
Advertising

-2 expenses  pont - Higher server expenses and equipment purchases

Depreciation because of the growth in sales
-166 -27 -9 Others £ )

1,617

82 * Higher personnel expenses
due to the increased number of engineers.
« Increase in data center usage costs, etc.
accompanying the operation of payment systems.

SG&A expenses
-670 Higher SG&A expenses

* Advertising expenses increased 31.6% YoY due to planned
marketing activities.

« Higher personnel expenses

Fya/22 Fy4/23 due to the increased number of employees.

Operating profit Operating profit
(May 2021 - Apr. 2022) (May 2022 - Apr. 2023) * Increase in other expenses due to M&A.

*The results for FY4/22 was the figures based on a consolidated accounting.

Regarding this fiscal year, we were able to generate a profit in Q4 as well due to better pacing of advertising
expenses throughout the year and also due to the impact of price increases.

Now, here is a brief explanation of the components of sales, although it is not included in the material.

1. 2023 F4 IR EMZE
RERAZER DP9

s LENERDEXR

ANL < ( POS)

EREEOMELE T B AN C

AREIZT BRI S5HRK R—2DFHL LY FRRIGRFFEICHIGL 1=
POSL L RT A Ty alLRAREFY—ER

24 LH—k

HEEED

¥ @A T-=HRth
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Our business mainly consists of three main services: Smaregi, a cloud-based POS cash register service;
PAYGATE, a cashless payment service; and TimeCard, an employee attendance management service.

ST EERNROEBELLFR XEREISHLZTORETT 1. 20234 A MAEHE

REBBEH REAL

AXL T ( POS) PAYGATE

80%

(RF)

Roughly 80% of sales are accounted for by Smaregi, 10% by PAYGATE, and 6% to 7% by TimeCard.

- 1. 2023F4 A HREHIE
ﬁi%ﬂﬁ@é*ﬂ'ﬁ REBAEN THLGL

PAYGATE
( Settlement) TimeCard
1 O% (HR) Others

6% 4y
L (e

Monthly fees and others

Monthly fees and others

Merchant fees

l Sales of products I

and others

l Monthly fees and others

l Sales of products and others

Then, from each classification, Smaregi is further divided into two categories: monthly usage fees and
equipment sales. The monthly fee is MRR. PAYGATE also has the same monthly usage fee and settlement fee
divided into two categories: MRR and equipment sales. There is no initial cost or equipment sales for the
TimeCard, only a monthly fee.
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Changes in Sales Composition FY4/23 Financial Summary 12

Subscription sales (monthly fees and others) grew significantly by 44.1% YoY due to the increase in the number of fee-
paying stores and the impact of price revisions. *Price revisions were implemented from January 2023.

Quarterly changes Annual changes
(million yen) = ?ﬂa(:?l:h?; ?;ggl;sntg ‘a)m:ie:»;hevs @ Subscription sales ratio (%) (million yen)
2,000 6,000 FY4/23
60.8% 59
59.3% 58.8% 56 o 577% 5 57.0% 57 799 52:9% 60-1% 9 (Annual average)
.s% Lo
1,500 Subscription
4,000 sales ratio
o,

1,000 5 9 L] 0 /o
' 433 i

311 2000 Initial expense SaaS

- gross margin gross margin
500 475 Sales of products Monthly fees
449 and others and others
0 0 37.4%  76.6%
]-Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q lQ 2Q 3Q 4Q FY4/21 FY4/22 FY4/23
Fy4/21 FYa/22 FY4/23
*Thi h d t includs I I th tem devel t =
“The carmings eantrbution from ROVAL GATE (Tormer consa rastod sube diens m 1 FY4/23 s only for the one month after July 1, the offectve date of the absorption merger.

Based on these factors, | will return to the financial results presentation. Then, please take a look at the
quarterly performance overview on page 12. Quarterly and full-year changes in net sales are shown.

The breakdown is divided into MRR, such as monthly usage fees, and one-shot sales, such as equipment sales,
with subscription sales ratio, or MRR, accounting for 59% of total sales.

Monthly subscription fees and other sales have been accumulating nicely, and equipment sales have been
growing, although there are fluctuations.

Changes in Advertising Expenses FY4/23 Financial Summary 14

Advertising expenses increased 31.6% YoY. We are continuing with efficient investments while optimizing spending with a focus on
strategies for increasing recognition and lead acquisition, as well as utilizing exhibitions and other advertising channels.

Breakdown of M Lead acquisition - Web ads (listing, affiliate), event exhibit fees
Advertlsmg Expenses I Increasing recognition - TV commercials. Radio Annual changes
(Quarterly changes) Others - Smaregi App Contest and events such as food festivals, stc,
which are the branding activities that are not directly affected
(million yen) by lead acquisitions or increasing recognitions. (million yen)
300 800
266 693
64
81 205 600
527
200
45
118 345
400
114
9
100
324
46 86 200
77 12 26 g8 54 e
o i i mim [ 19

22
32 85

JQ 20 30 4 10 30 o 20 % FY4/21  FY4/22  Y4/23
FY4/21 FY4/22 FY4/23
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Moving on to page 14, here are the advertising expenses. We continued to conduct promotional activities
throughout the year. Advertising for direct lead acquisition purposes amounted to JPY284 million, and
advertising for TV, radio, and other media for the purpose of gaining recognition amounted to JPY345 million.

Growth in Number of Employees FY4/23 Financial Summary 15

We implemented the recruitment plan based on our growth strategy and strengthened the workforce across all departments. We achieved the target set
out in the full-year recruitment plan for FY4/23 (50 additional employees), with the total number increasing by 52 employees YoY to 262 employees.

[/ ROYAL GATE INC. B Corporate [ Customer success
[ Sales/Marketing Engineer/Designer 262 FY4/23
Recruitment plan and
250 number of employees

(As of the end of April 2023)

200
Corporate g';iii;:/
150 129 124
12
13
100 X 262
Target 260
* Customer
35
’ success
Sales/Marketing
FY4/19 FYa/20 FY4/21 FY4/22 FYa/23
temporary employees and part-time employees. —

Page 15, employees. The number of employees was 262, almost in line with the recruitment plans.

Impact of price revisions Business Summary 20

Cloud service prices were revised from January 2023 with the aim of strengthening the operational system. Although there were
some downgrades, thorough steps were taken to support individual cases. As a result, there was hardly any negative impact.

Impact to date (As of Aptil 30, 2023) Price revisions (applying from January 1, 2023)
Smaregi
Main service plans Pravious price New price
Premium ¥4,000 —>  ¥5,000
Churn rate No notable changes
Premium Plus ¥7,000 —>  ¥8,000
Food Business ¥10,000 —> ¥11,000
Customer unit price  ARPA +17.4% ARPU +17.7% Retall Business 12000 ¥14.000
(Comparison of 4Q FY23 after price revisions and 2Q FY23 before price revisions)
Food Retail ¥15,000 —> ¥17,000
Number of inquiries 48 —
Smaregi TimeCard
Main service plans Precious price New price
Main contents of inquiries No. of inquiries Standard ¥1,000
Wish to know the billing amount from January 22 Additonsl e per person Ya00/persen
Requests to review the start date for the application of price revisions (While the Premium ¥2,000
price increase is acceptable, would ke to request for adjustment to the start date 6 Additonslfee per person ¥00/persen
as internal procedures take time, and the timing for notification was too late, etc.) Premium Plus ¥4.000
Questions about the background to the price increase 4 Additional fee per person ¥400/person
Premium Plus (POS combination) ¥2,000
*Inquiry information obtained through the dedicated inquiry form was categorized by type of inquiry Additional fee per person ¥400/person
Enterprise ¥6,000
Additional fee per person ¥600/person
*All prices above are excluding tax.
*ARPA (Average Revenue Per Account): Customer unit price per contract ID (only for paid plan contracts),
z

*ARPU(Average Revenue Per User): Customer unit price per store (only for paid plan contracts). Both are NOT include sales from Smaregi TimeCard, Smaregi App Market, or the payment service.

| will continue with a report on business activities.
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Prices were revised in January 2023, with an average increase of about 13%. Some downgrades occurred, but
they were handled thoroughly on an individual basis, and no major complaints or cancellations occurred.

Annual Recurring Revenue (Subscription Sales) Business Summary 21

Due to the increase in number of fee-paying stores and the impact of price revisions, ARR exceeded the ARR plan after the upward revision (4.1 billion
yen) by 4.9% to reach 4.3 billion yen. ARR for payment services grew 63.8% YoY to 624 million yen on the back of enhanced cross-selling efforts.

M Smaregi (POS) M PAYGATE (Payment) I TimeCard (HR)

ARR* (million yen) Pnce Revisions

4,500 4,303
4 007

4 3 0 4,000 ROYAL GATE
1L acnulsmon
. billion yen 3,500 3328
3 119
3,000
2500 o 247 -
' 2,168 2 204
YoY QoQ 1845 ve20 2077 s
47 .4¢ 7.4 2000 1,634 1704 g 5g5 1722
+47.4%  +7.4% -
1,500 1.346 B8 33 3,064
2,518
1,000 Lo g2 1138220 B
) 1,854
 sosffaasl seoffacolf sooff o7
500 [
* Based on 12 times the MRR at the end of each quarter.
ARR: Annual Recurring Revenue 0
1Q

MRR: Monthly Recurring Revenue

436

624
3,243

4Q

*Payment service: monthly fees, member store fees/processing fees (From 4Q FY4/23, calculated based on quarterly averages, taking into account the effect of seasonal fluctuations),
payment terminal linkage costs, kickbacks. *Smaergi TimeCard: Time management monthly fees, member-limit addition

FY4/ 20 Fy4/21 Fy4/22 FY4/23

*Smaregi: POS monthly fees, equipment subscription, additional options (terminal addition fees, self-checkout fees, member-limit additional fees etc), App Market.

This is the transition of ARR, which is our most important KPI. ARR was JPY4.3 billion due to customer growth
and price revisions. From cross-selling reinforcement, payment services in particular grew significantly, up
63.8% from the previous year.

The ARR is calculated by multiplying the MRR at the end of the period by 12. Since settlement fees are subject
to GMV, quarterly changes and quarterly averages are used to account for seasonal fluctuations. This will start
this year.
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ZX Smaregi KPI (May 2022 - April 2023)

ARPA ARPU
18,851 yen 8,044 yen
YoY +6.4% YoY +7.6%
CAC LTV
252,094 yen 719,741 yen
YoY +10.3% YoY +3.3%
No. of fee-paying stores MAU

29,410 stores

YoY +20.3%

36,375 stores

YoY +19.8%

Business Summary 22

Avg. stores per contract MRR churn
234 stores 058%
YoY -2.1% YoY -0.02%
Unit economics No. of apps
LTV/CAC )
2.86 106
YoY -6.2% YoY +27 apps

No. Of registered stores

126,620 stores

YoY +14.4%

GMV
163 trillion yen

YoY +44.0%

ARPA: revenue per customer for each fee-based contract, ARPU: revenue per customer for each fee-paying store, MRR churn: the attrition rate calculated by using Smaregi monthly recurring revenue, CAC: the customer
acquisition cost per contract, LTV(customer lifetime value): the lifetime value per customer for each contract (excluding product sales for cloud services), calculated on a gross profit basis using account churn by contract,
rather than MRR churn, Unit economics: profitability per customer obtained by dividing LTV by CAC, No. of apps: total number of public apps available on the Smaregi App Market, MAU: active stores with transactions in

the current month, GMV: total value of distribution transactions processed by Smaregi

A KPI summary of the Smaregi KPl summary is provided on page 22. Various KPI figures are shown in the

material.

X Average Revenue per Account and User (ARPA/ARPU)

Business Summary 23

Customer unit price increased significantly due to the impact of price revisions *1 (compared to 2Q FY4/23 before
the price revisions, ARPA increased 17.4% and ARPU increased 17.7%). *Price revisions were implemented from January 2023

ARPA YoY Q00

+2,988yen t+1,774yen

23,000 20,845 yen
Price Revisions

e
17,500 '//-/‘\-._. —o—e =/

Avg. in FY4/23
12,000 18,851 yen
YoY 11,126yen

6,5

00
10 20 3Q 40 10 20 30 40 1Q 20 30 4Q 10 20 30 4Q

FY4/20 FY4/21 FY4/22 FY4/23

*ARPA(Average Revenue Per Account): Customer unit price per contract ID (only for paid plan contracts),

*ARPU(Average Revenue Per User): Customer unit price per store (only for paid plan contracts). Both are NOT include sales from Smaregi TimeCard, Smaregi App Market, or the payment service.

ARPU YoY Q00

1+1,417yen +816yen

9,500 8,949 yen

Price Revisions

7,500

Avg. in FY4/23
8,044 yen
YoY 1568yen

5,500

3,500
10 20 30 40 10 20 30 40 10 20 30 40 1Q 2Q 3Q 40

FY4/20 FY4/21 FY4/22 FY4/23

The impact of the price revision led to a significant increase in the unit price per customer. Compared to Q2
before the price revision, ARPA and ARPU increased by 17.4% and 17.7%, respectively.
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m ChangeS in Churn Rate Business Summary 24

There have been no noticeable effects from the price revisions, and average churn rate for FY4/23 reached a record
low of 0.58%. We have continued with measures to strengthen onboarding and improve service quality.

5%

FY4/23
4% Churn rate Churn rate
FY4/20 Churn rate (May 2022 - Apr. 2023)
0-73% FYhel Ehumlisto Churn rate
% 0.66% OFYé/Sz FY4/23
oo ; 0.58¢
0.58% - A)
2%
YoY QoQ
1.06%
- 0.89% ¥+ 0.02pt ¥ 0.02pt
0.58%2-67%0.6 61%0,53%0-62%0 549, 0-61%0.63%0.61% . , ... 0.58% 0-65%0.63%

(Churn rate: MRR churn rate)
The percentage of decrease in existing customer
monthly fees caused by cancellations.

1Q 20 3Q 4 1Q 20 3Q 4Q 10 20 3 4 1Q 20 3@ 4N

FY4/20 FY4/21 FY4/22 FY4/23

On the other hand, there was no significant change in churn rates.
IZH Quarterly Progress in Number of Registered Stores and Fee-paying Stores Business Summary 25

Store numbers continued to grow steadily even after the price revisions.
The ratio of fee-paying stores also increased 1.1 points YoY to 23.2%.

M Fee-paying store Free plan store @ Pct. of fee-paying store
22.8%¢232%

s Fee-paying stores*
122,62

} : 19 19, ) X ol g 18631
9% 06,961
- 100,192103’4761 7

86,656
81,457 83,898

78,179 YoY QoQ

71557 97,210

94,632
20.3% +5.19
, 81682 4030 + . A) + . A)

+4,962stores +1,417stores

79,31
o Taass 10745

72,18
70,019 72

Go,ga7 65334 67895

58763

*Monthly disclosure of the latest information on the

number of fee-paying stores
[27,993129,410| - . .
5 352016.123h6.003 6 3773720 e a1 o sss 20,880[21.794] 22,931 24 448]25,742 26,684, Smaregi discloses information on the number of fee-
12,794 paying stores every month. As of May 31, 2023, the

1Q 20 30 4Q 20 3Q 4Q 20 30 4Q num.ber of fee-paying stores is.29,961 stores. For
details, please refer to the IR site.
FY4/20 FYa/21 FY4/22 FY4/23
The number of stores subscribing to paid plans increased by 4,962 during the year to 29,410.
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28 Composition of Plan Categories with Fees Business Summary 26

Even after the price revisions, the increasing trend has been sustained through steady growth for each plan.

(stores)

30,000

YoY QoQ

| Food Retail +43.9% +17.2%

17,000 yen/store

20,000

Retail Business
14,000 yen/store +14'2% +2'4%

15,000

Food Business
I 11,000 yen/store +21-9% +5-0%
10,000

Premium Plus
8,000 yen/store +19'5% +7-6%

5,000
Premium
+30.0% +4.5%

20 30 40 10 20 3Q 40 10 20 30 4Q 10 20 3Q 40Q 5,000 yen/store

FY4/20 FY4/21 FY4/22 FY4/23
*F | t i fee due to th. f tional i t included in thi h. *Th ice f hpl th ithl i fter the J 2023 =
*Ploase refer to the (% ste for the atest number of stores per plan (a5 of May 31, 2023),  — I s g, o A CHER G- EES

Contracts increased steadily for all plans.

I3 Monthly Fees by Quarter of Start of Services Business Summary 29

MRR increased due to the price revisions. We are achieving sustainable growth through the steady growth of MRR
brought about by new contracts and the stable, continuous use of services by customers due to a low churn rate.

(million yen)
300
Implementation of price revisions
Price revisions were implemented for Q /
various cloud services from January 2023, 4 FY4 23
Details of the revisions are provided on P15.
200
Impact of COVID-19 M RR
The MRR decreased for the first time since
Smaregi services started because of a reduction in i
monthly fees in February 2020. Growth of MRR (POS service only)
resumed shortly afterward.
100

,_E 268 million yen

1Q 2Q 3Q 4Q 1Q 2Q 30 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 20 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

FY4/13 FY4/14 FY4/15 FY4/16 FY4/17 FY4/18 FY4/19 FY4/20 FY4/21 FY4/22 FY4/23

*Although monthly fees for Smaregi were reduced in March - April 2020 in consideration of the impact of the COVID-19 pandemic,
the impact of this reduction measure has not been included in the graph above. =

MRR trends by service start date. MRR grew significantly due to steady new acquisitions and the
implementation of price revisions for all users.

In addition, graphs are accumulating as long-time customers continue to use the service without canceling
their contracts.
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Smaregi TimeCard KPI (May 2022 - April 2023) Business Summary 30

ARR ARPA
436 million yen 5,992 yen
YoY +41.2% YoY +5.6%
Registered locations Registered employees Usage ratio by POS users

(Cross-selling rate)

132,900 2,567,868 12 10

YoY +14.8% YoY +19.8% YoY +0.2pt

ARR (annual recurring revenue from monthly Smaregi TimeCard utilization fees): April 2023 MRR multiplied by 12, ARPA: revenue per customer for each fee-based contract,
Usage ratio by POS users: combined usage rate of TimeCard among POS register users is calculated based on contract ID.

Smaregi Timecard Business Summary 31

We are strengthening cross-selling measures for TimeCard (HR) to POS register users, based on the Medium-term Management Plan. The cross-
selling rate for POS register users increased by 0.2 points YoY to 12.1% as a result of thorough onboarding efforts and enhanced functions.

ARR Registered locations Registered employees
% 14.8¢ 19.8¢
Yoy +41.2% vov +14.8% vov¥ +19.8%
450 (million yen) 150,000 (locations) 3 million (employee)
132,900 2,567,868
115,790
2,143,629
300 100,000 100,273 2 million
85,013 1,760,775
436 66,913 1,341,455
150 50,000 1 million 896 442
247
FY4/21 FY4/22 FY4/23 FY4/19 FY4/20 FY4/21 FY4/22 FY4/23 FY4/19 FY4/20 FY4/21 FY4/22 FY4/23

The performance of TimeCard, an employee attendance management service, is summarized on pages 30 and
31 of the material.

ARR was JPY436 million, up 41.2% from last year, thanks to an increase in customers and price revisions. The
cross-sell rate with POS users was 12.1%.
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Forecast of the FY4/24 (Plan) Business Plan for FY4/24 34

We plan to invest actively with a view to increasing earnings while maintaining sales and profit growth. We aim to
achieve the goals of the Medium-term Management Plan, and to increase ARR by increasing the number of contracts
as well as customer unit price.

FY4/24 FY4/23
(May 2023 - Apr. 2024) (May 2022 - Apr. 2023)
(million yen)

Plan YoY changes Results
Net sales 7,688 +30.0% 5,914
Operating profit 914 +2.4% 893
Ordinary profit 914 +2.1% 896
Profit 636 -28.3% 887

Next, | will explain our outlook for the fiscal year ending April 30, 2024.

This is the plan for the fiscal year ending April 2024. While maintaining increased sales and profits, we plan to
make aggressive investments to expand earnings.

Sales are projected at JPY7,688 million, up 30% YoY. Based on the trend of past performance, we expect
organic growth in the current fiscal year as well. In addition, we expect that the current situation, in which
the number of inbound travelers to the city has increased dramatically since the COVID-19 pandemic, will lead
to the opening of new stores and the streamlining of operations at existing stores.

Operating income was JPY914 million, up 2.4%. We have already received several questions about the decline
in the operating margin. We are taking on more SG&A expenses to ensure that we will achieve the ARR target
set in our medium-term management plan.

This includes personnel, advertising, and R&D expenses. Of course, we do not use them in a wasteful manner,
but our first two priorities are to obtain ARR and to increase sales linked to ARR.
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Ahead of the July shareholders' meeting, we selected yesterday our nominees for the new year's Board of
Directors. Ms. Saki Igawa, who was in charge of the launch of Blue Bottle Coffee Japan, has been added as an
outside director. We look forward to utilizing her expertise in store management and corporate branding for
our company.

We are also pleased to report here that Mr. Shugo Suzuki, who was the General Manager of the Partner
Promotion Department until last year, has been promoted to the position of Executive Officer, strengthening
our executive management structure.
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Long'term Vision - VISION2031 Long-term Vision and Medium-term Management Plan 37

To become the top company in the POS market, we first

VISION 2031 aim to be the top in the mid-size business category in Japan.

The target has been enlarged from the core midsize business category to include

big businesses and small businesses.
Active Store Number of active stores Market share in JP
300,000 14% ot
¥ Stores Big business  The market

300,000

(40 stores or more) In Japan
. 100,000 stores
Up about * Goal
10 times in OUR MAIN TARGET . fgm;thegnmint .
| TR Midsize business JERSPY-<-/atie
Share in the mid-sized category : 2-39 stores) 38%
770,000 stores
3 8 (y 24, 000 Small business
Y St:)res . 1 240(10?;3&)
,240,000 stores
mn I

FY4/21 Fya/23 FY4/25 FY4/21 FYa/29 FY4/31 Prepared by Smaregi *1

*1 Based on 2016 Economic Census conducted by the Ministry of Economy, Trade and Industry and the Ministry of Internal Affairs and Communications.

| will continue by explaining our long-term vision, medium-term management plan, and our growth strategy.

Two years have passed since we started the plan called VISION 2031. The plan is to acquire 300,000 active
stores and become Japan's leading POS company.

| will deviate from the material a little about why we want to be the best in Japan, but | will briefly talk about
it.

. CEHIECa V& st
“)U)EEH:E< . Ei&)‘ _jJ —037'515 ;gz‘a’:;ﬁﬂ REsL )

5|A: Wikipedia
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As you may know, cash registers have existed for more than 100 years, and almost all stores in Japan have
them. Therefore, it can be said that the market has been saturated, and in Japan, Toshiba TEC and other

electronics manufacturers have created the market.

AILPRY Iz 7ET—2I2HE

4 BHE T3 Y& DR E
REBHAS BRLL

HARDWARE

SOFTWARE & DATA

In contrast, Smaregi was created to specialize in its contents, software and data. We use iPads for our smart
cash registers, but we see no problem with that being replaced by mobile ordering, ticket vending machines,

and e-commerce sites.
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This is because we believe that the era of data management will come, in which data such as who bought
what, when, where, how many, and at what price will be collected, analyzed, and utilized.

Si%d REES

OPEN DATA,
OPEN SCIENCE!!

This is our management philosophy, OPEN DATA, OPEN SCIENCE. The POS data of a store is the customer's
own, and our goal is to make it easy for customers to easily access and use that data. That has become the
most important feature of the current Smaregi.

4 BHE D3 L L PHE
REBBAN BHEL

AL PIET—2 OHL AhDEE

CSVA 2Tk

BRI
WA EHIC
Rxd

b= {0)
YILAARE

A LSRG
csv _s dilly

FTI)R—=7rv b

KEDT—2 % FREEMIT, REHOE FRRIZRFE~NDZHEHY
CSViEXTTw 7+ BURTLE, ity B77o—F L FIESE
Ay 00—k a[EE —E R & DEENTTHE DA L% EH
fth#1CRM XERP#: £ B EE LK

We have three mechanisms for moving data in and out of the system. The first, CSV, is simply a mechanism
for uploading and downloading as an Excel file. The second one, API, is a function for developers to directly
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integrate with other systems and services. For example, sales data can be developed to be directly connected
to an accounting system or accounting software. The third one, application market, is a platform. In other
words, Smaregi is the basic platform, on top of which various additional functions and additional applications
can be added or removed.

SHEHTERRBLSFETS

There are two major types of businesses among Smaregi users: retail and restaurant, but even within the
retail industry, there are, for example, glasses store, clothing stores, cake shops, etc., and the business systems
everyone wants are quite different. If you were a cake shop, you would have to manage expiration dates and
production processes, and it would be impossible for us to handle and pick up all of their requests.

_ 4 ENE D3 © & UM E
FCTTP7ITY—4HyhrEY—X s paL

AILY +FTYR—TI AT,
BACASKMEEROPEL LS.

AXLZ
AppMarket
20201 1) —R
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Therefore, three years ago, in 2020, we created a system called the App Market. Basic functions are provided

by Smaregi. Niche functions and special operations for each type of business can be added or removed as
needed.

1) —ZAhn 2 X TI00EZBAR S 4 BME V3 ¥ & RHE

REFAEH EBGL

AppMarket s+z7s7

/et —5—
- — = —t
; _ \ - Mr. r
@m L e 0 B = Q" & S
; GNE  MenuMe  TakeMe Drder yroe Gaoge sheets
SHOPCARD ~ F7Uhifi=X  BH#7U  OneStack  Easyblosile T mtm 23Dtk AL MMens LOTHERCA ] o
A .
or1 ] L Toyo
= - Packs
wenzes || grorsr ATLRITH pumcam  Lscewd EAIT-5- CHUMO w7 J——
! w 1 2 B = | @
mscrem Bodisa camel —
N Marster o s Chony
imachia  kitonco WFELp—k MOy s werksts ik I voveames  came SOTEX Reserve Cake Yaom

l@!lé’ 2 A @R

Smoly  Omitb wopiym  Guss  mascammm o BE { ?'I; smmezs- 2755 survesse aiE s

Eceel ~> o= S0€
ECza- a3 R K- . az-k 5<  MEREE

A g i &R L) T D LHAR fiwg TAE eidiann e (o

3;2 oomm | B g |"ee

BT odantd Mokeshon P . HANZD L tEa
ol gt manaR T mEmn SUSPA0CN g . et

e - | g P s WA 0 oo v T
:
a Tl tr=Ze@
) | B sl [

In the two and a half years since we started this App Market system, the number of apps has exceeded 100.
The combination of the basic functionality of a highly functional Smaregi with the ease of connectivity is now
a key feature. Now, Smaregi is based on this platform strategy.

Long-tel’m Vision - Vlslo N2031 Long-term Vision and Medium-term Management Plan 37

To become the top company in the POS market, we first
VISION 2031 aim to be the top in the mid-size business category in Japan.

The target has been enlarged from the core midsize business category to include
big businesses and small businesses.

Active Store Number of active stores Market share in JP

300,000 14% o
Big business  The market
3 0 O O 0 0 v o (40 sglares or more) In Japan
’ i

100,000 stores Goal
Up about ° oa
1(11(';|mes in OUR MAIN TARGET mfg':t '::g':.:m is
) - yeers Midsize business
Share in the mid-sized category (2-39 stores) 38%
. 770,000 stores
3 8 A, 24’000. Small business
Stores 1,240,000 stores
|

FYa/21 FYa4/23 FY4/25 FYa/21 FYa/29 FY4/31 Prepared by Smaregi *1
*1 Based on 2016 Economic Census conducted by the Ministry of Economy, Trade and Industry and the Ministry of Internal Affairs and Communications.
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Now, back to the mid-term plan. Please see page 37 of the material. Software and data are important, not
hardware sales, and so the most important KPI is ARR accordingly.

Toward the Plan for Increasing ARR - Aiming for Annual Growth of 30% or More 40

(billion yen) CAGR

W 91 [ Goal J

. <0 B ARR

535 . i i
. 43 gy b
= .

billion yen

25

Aim to achieve growth

: ' : : : exceeding CAGR 30%
b ] [, | over the three-year period from FY4/24
FY4/22 FY4/23 FY4/24 FYa/25 FY4/26
Second Medium-t M Plan I
@——— Medium-term Management Plan= = = = = = = = = >
ARR : Annual Recurring Revenue CAGR : Compound Annual Growth Rate

ARR for the fiscal year ended April 2023 was JPY4.3 billion, compared to the plan of JPY4.1 billion. Three years
from now, in the fiscal year ending April 2026, we aim to achieve an ARR of JPY9.1 billion.

In our medium-term plan, we have left next year's plan unchanged at JPY5.35 billion, but we have also set an
average annual growth rate of 30%, which we will continue to work toward achieving this year.

Basic Strategy for the Second Medium-term Management Plan  tone-term vision and Medium-term Management Plan ~ 41

We have carried forward measures from the First Medium-term Management Plan. We aim to maximize ARR by
increasing the number of contracts as well as customer unit price.

Increase the number of contracts Increase customer unit price
Marketing, Sales strategy Customer success, Upselling/cross-selling measures

Expand usage b
x p ge by

Acquire new users ..
existing customers

Cross-sell

Strengthen targets through NEW Enhance payment services Continue
market segmentation strategy

Approach EC businesses NEW Strengthen App Market Continue
Continue with S&M investment Continue Strengthen Smaregi TimeCard Continue
\_ J \_ J
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Now, | will explain specific measures on how to obtain an ARR. ARR can be expressed as the number of
customers, here multiplied by the number of stores per customer. We need to increase both the number of
customers and the unit price per customer.

There are three measures to increase the number of customers: strengthening targets through market
segmentation strategies, approaching e-commerce businesses, and continuing S&M investments. There are
also three measures to increase the cost per customer: strengthening payment services, reinforcing the App
Market, and reinforcing the Smaregi TimeCard.

Toward the Plan for Increasing ARR - Market Segmentation Strategy New 42

Strengthen targets through market segmentation and enhance marketing efficiency

Market segmentation

strategy Food and drinks Cars/Bicycles Macl_linely & A ion: Bars
280,000 : 89,000 : 44,000 45,000 181,000
Break down the broad target ................ EEEEEE R PR eeeanes e
W@ . Apparel* : Daily N Me_dmal/ Specialty restaurants Cafes
segments of “retail stores” and :  Cosmetic p
“ " oy & 99,000 : 30,000 : 85,000 198,000 60,000
restaurants” by “type of T SO TP
industry/ business” and “scale," Sﬁggﬁ:'s‘/“;:él Entertainment Furniture & fittings Takeaway/ Delivery Other
and strengthen the approach to 59,000 : 40,000 : 33,000 52,000 72,000
specific industries. | oo e
Books/Stationery : Non-store retailers Other
Strive to enhance sales and market 33,000 : 34,000 : 98,000
efficiency through the detailed \L : : “*’i’g;ﬁrg& Lifestyle
Through the App Market, provide niche Clinics/Therapeutic ental clinics or Entertainment or
functions that the target industries/ 1";;”83650 : DG:;, IOIOO : 2::)00 ;6:"3'30 890‘:)00
businesses demand. \_ ’ ’ : ’ ) ’ ’
*Clothing, drapery, fabric, bedding, etc. (stores)
Prepared by Smaregi based on the "2016 Economic Census for Business Activity." Ministry of Economic, Trade and Industry/Ministry of Internal Affairs and Communications

The first is a market segmentation strategy. This is a step forward from the platform strategy explained earlier.

We will segment retailers and restaurants, which are the main targets of Smaregi, more finely and precisely.
We will provide solutions that properly fit each type of business. We are currently conducting interviews in
each of these industries to find out the issues while deepening our industry knowledge.

Support
Japan 050.5212.7790 North America 1.800.674.8375 _ SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com S Asia’s Meetings, Globally

23



Toward the Plan for Increasing ARR - Approach EC Businesses

NEW 43

Expand sales channels to EC businesses by strengthening EC functions

Enabling use of Smaregi
by EC stores through EC-EC
linkage and EC-store linkage

EC functions were updated in August 2022.
This made it possible for EC businesses that
do not have physical stores to make use of
all Smaregi functions.

Inventory linkage had been the greatest issue
for EC businesses. However, by using
Smaregi, it is now possible to link inventory
in physical stores and EC stores easily. We
will promote the use of Smaregi among EC
businesses as a store tool for the EC era that
moves beyond the POS register mechanism.

*We plan to update the functions successively, such as compatibility with mall EC carts, etc.

Smaregi's full functionality

EC-EC linkage and

Store-EC linkage

= N =

Use by
EC stores only

Use by
stores + EC

——
COLORME

MakeShop®

Centralized
management of EC sites

Order management
features

Real stores

The next strategy is to approach EC businesses. We see this as essential for the retail industry in general, even

before segmentation.

| believe that the majority of companies are now operating several e-commerce sites at the same time, not
one e-commerce site. Users will find it overwhelmingly easier to link store and e-commerce management,
including sales, inventory, and customer management. Therefore, we will concentrate on strengthening this

area and expand its introduction to retailers.

We have already made some progress in implementing this functionality through the App Market, but we are

still working on improving it.
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Increase Customer Unit Price - Continue with S&M investment

Implement measures tailored to each marketing funnel and increase CVR at each stage.

* Advertising and publicity (Programs and
commercials on mass media, social media advertising,
specialized magazines, food fair sponsorship, etc.)

o Lead nurturing

* Online marketing (Listing, affiliates, ovned media, otc.)
* Holding events such as exhibitions,
seminars, etc.

Interest/Concern

Comparison/

Review

Inside sales, field sales

+ Attracting customers from comparison sites and

media with cash register demand (Restaurant, retail,
medical sector, etc.)

Purchase

* Showroom expansion/extension
+ Increasing the number of online business
meeting points

+ Continue with advertising and publicity, as well as
online marketing
+ Launch marketing activities in the payments domain

+ Launch marketing activities in the payments domain

+ Conduct webinars for store operators and participate
in offline exhibitions

+ Create user communities

« Increase S&M personnel by 70.7% YoY

« Conduct reviews of sales education system aimed at
improving conversion rate

« Increase the number of online business negotiation
slots. Conduct 42.5% of all business negotiations
online.

Long-term Vision and Medium-term Management Plan 44

Changes of S&M and Leads

(million yen) [ S&M @ No. of leads
1,500

26,019

1,000

500
7,358

FY4/21 FY4/22 FY4/23

Third, we continue to invest in S&M. While we will not explosively increase our advertising budget, we will
continue to focus on more efficient and effective advertising.

In addition, we will increase the number of salespeople and at the same time provide training to improve the
quality of sales.

Increase Customer Unit Price - Enhance payment services

Long-term Vision and Medium-term Management Plan 45

Expand our earnings model in the payments domain with a focus on the cross-selling strategy with Smaregi POS.

Q Changes of ARR

p )
Payr!lent (million yen) YOY —I_ 6 3 - 8 A’
service o0

Achievements in FY4/23

480 * Sale launch of Smaregi PAYGATE in May 2022

* Build a revenue model with GMV as its
source.

* Released PAYGATE POS, an app for use with
payment terminals

320

+ Implemented cross-selling measures targeted at

« Continue to improve the business (PMI new and existing customers

and rebuilding) of ROYAL GATE INC.
which Smaregi absorbed through a 160 381  Significant improvements to equipment shipment
merger. flow, making it possible to ship in half the time

+ Expand cross-selling with Smaregi, compared to the initial sales launch period.
centred on sales as a package with POS
services.

FY4/21

Y4/22  Y4/23

« Take up the challenge of the online
payment domain. (advance booking,
advance orders, table orders, etc.)

This is a measure to increase the cost per customer. The first is to strengthen payment services. We brushed
up PAYGATE and were able to grow it significantly with a positive 63.8% YoY growth, but we feel there is still
a lot of potential.
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We will further improve the service and aim to increase revenue by acquiring new customers, selling the
service as a set with Smaregi, and promoting proposals to existing Smaregi users.

Increase Customer Unit Price - Strengthen App Market Long-term Vision and Medium-term Management Plan 46

Enhance customer satisfaction and increase customer unit price by providing niche functions through our developer partners.

a Changes of Apps App Development Partners
(As of April 30, 2023)

App Market

110 Corporate Individual

Improve customer
satisfaction customer Achievements in FY4/23
° Aim to increase custom?r unit price and + Released 27 apps in FY4/23, including apps linked
improve customer experience (CX) by 55 106 to EC sites such as Yahoo! Shopping and Rakuten
providing industry-specific niche
79

functions « Launched the “Small- and Medium-sized Stores DX
) ’ . ) Consortium” and became a business supporting
* Aim to strengthen collaboration with subsidies for introduction of IT. Promoted the use

development partners and increase the of apps in cooperation with developer partners.

number of apps. ) X
+ Enhanced web contents, such as improving and

« Strengthen EC cart and social media tie- expanding adoption case studies

up for retailers. Enhance the OMO/omni-

i FY4/21 FY4/22 FY4/23
channel domains.

The second is to strengthen the application market. This platform strategy with the App Market is very
important to us, as it is the foundation of our market segmentation strategy and our approach to e-commerce
businesses.

The CVC, Smaregi Ventures, also serves to strengthen this App Market. We will work to expand both the
number of applications and the number of users.

Increase Customer Unit Price - Strengthen Smaregi TimeCard Long-term Vision and Medium-term Management Plan ~ 47

Cross-sell with Smaregi POS by enhancing HR functions for stores, on top of the existing sales strategy.

Changes of ARR

s .
T:':lnaergg:'d - ‘ (million yen) YoY +4 1 n 2 %

450

atores and srngthen .
200 Achievements in FY4/23
. . . « Full-scale launch of dedicated TimeCard
+ Develop functionality for retail, apparel,
and F&B businesses, which is Smaregi’s 436 development and sales teams
strength. « Strengthened functions for stores to support
Strengthen employee management and 150 309 cross-selling (updates for variable work hour
247
0

overall work attendance and salary systems and shift creation function, etc.)
management as a means of acquiring CV
regardless of industry and preventing
cancellations resulting from scaling up.

¢ Implemented systematic onboarding at
customer touchpoint

Air commercials, participate in
exhibitions, and reinforce upselling FY4/21 FY4/22 FY4/23
efforts to existing customers.
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The third is TimeCard reinforcement. Originally, we did not have a dedicated team, and we have a history of

making proposals along the way when we sell Smaregi, but a dedicated sales team has started working on the
project.

In the future, we will further strengthen our overall structure, including development, marketing, sales, and
support.

Smaregi's M&A Strategy Business Outline 56

We are actively considering M&A with a focus on companies that have direct business synergies.
We are also considering acquiring IT engineers as well.

1 2 3

Increase

Revenue per Customer
(Full lineup of products/services)

Acquire
Customer Numbers

Acquire
IT Engineers

M&A to speed up M&A of companies that can Companies that have web engineers.
customer acquisition or functionally complement Smaregi. The companies don't have to
expand target areas. Aim for cross-selling and up-selling. own a product.
Target Companies Target Companies Target Companies
Companies that have software System development companies,
Cloud-based POS vendors. for stores and that likely have systems integrators, and
direct synergy with Smaregi. production companies.

Finally, M&A. We are actively considering M&As that will directly accelerate the speed of our future growth.

Our policy is as stated in the material, and we will continue to consider projects from time to time, focusing
on three areas that will directly contribute to the realization of our medium- to long-term plan: those that will
increase the number of Smaregi customers, those that will increase the unit cost per customer, or those that
will lead to the acquisition of IT engineers.
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VISION 2031

T0 BE THE

NEW STANDARD

oA BT Y AT —REATE BEEA

We aim to be the new standard and create an era in which anyone can easily utilize data as a matter of course
and aim to have 300,000 active stores by 2031 and the top class market share in Japan.

This was the explanation of our full-year financial results for the fiscal year ended April 30, 2023.
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Question & Answer

Niki [M]: We will proceed with the Q&A from here. We will answer as many as the time permits. Please note
that similar questions will be answered together.

Next, | would like to introduce our panelist. Mr. Daisuke Aiba, Senior Analyst, Investment Research
Department, IwaiCosmo Securities Co. In addition to your questions, Mr. Aiba will also ask questions. Mr. Aiba,
please go ahead.

Aiba [M]: My name is Daisuke Aiba, an analyst at IwaiCosmo Securities Co. Thank you. As moderator today, |
would like to pose various questions to Mr. Yamamoto.

First, please begin with the questions we received in advance.

Aiba [Q]: | was wondering what differentiates your system from other companies' systems. As an analyst, |
would also like to add to the question. If you have any specific examples of when you competed with other
companies in business negotiations in the previous year and you won.

Yamamoto [A]: Thank you for your question. It came up quite a bit in the first half of the explanation, but the
ability to link data is now the most important feature. The reason is that the cash register function and the
sales management part that manages cash register sales are not so different from those of our competitors.

Also, when thinking about what is convenient for stores and what is necessary for them to be able to do while
prices are not that different, | think it is very important to analyze store data and use it to make business
decisions.

As | mentioned earlier, CSV data can be uploaded and downloaded, and there is a full range of API tools for
system integration for developers, as well as an app market that allows customers to add and remove various
additional apps. This is a very important feature.

Nowadays, stores don't make membership cards, for example, and they often communicate with customers
by becoming LINE friends. In addition to Smaregi, our app allows them to easily link their LINE friends. Some
customers have introduced Smaregi because they found this attractive.

Also, a restaurant in Ehime Prefecture has a Bl tool, a system that uses Al to forecast demand, and since
Smaregi can be easily connected to such a tool, they chose Smaregi. We are gradually seeing an increase in
the number of customers who are installing not only Smaregi, but also some additional functions in
combination with it.

Aiba [Q]: You mean that the information collected by Smaregi will be able to be used by Al, etc., right?

Yamamoto [A]: Yes. Basic sales data can be collected by Smaregi, so it can be connected to an external system
and analyzed by Al.

Aiba [Q]: Thank you. Could you please continue with the results of your analysis of the impact of the price
increase and its effects, as well as your projections?

Yamamoto [A]: We weren't sure how the price increase would affect our business, but we did it carefully,
conducting interviews with customers in turn. | think cash registers and POS systems cannot be switched so
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quickly as switching costs are very high. So, if any of our customers are thinking about replacing their POS
system if we are going to raise their prices, they cannot replace it right away.

We were a little concerned that churn might occur roughly in six months to a year, but so far, six months after
the price increase, the churn rate has not changed much. That simply added to the MRR, and the impact was
that sales went up, or it's like they directly contributed to the increase in MRR and ARR.

We also worried that new inquiries might decrease, but there has been a steady growth in leads and business
negotiations, and | do not think there has been much of a negative impact.

Aiba [Q]: Thank you. When do you plan to start paying dividends? Why the Company does not pay dividends
even though it has increased profits?

Yamamoto [A]: Thank you for your question.

We recognize that we are still in the growth phase, and since we are at the stage of trying to capture the top
domestic market share with our long-term vision of VISION 2031, we are currently working in the style of
putting retained earnings into the next investment.

Aiba [Q]: Thank you. Please tell me about your upfront investment.

Yamamoto [A]: Since there are no facilities, etc., the upfront investment is basically an increase in personnel
costs related to hiring. Then there is an increase in R&D and advertising expenses, which, roughly speaking,
are the three major factors.

Aiba [Q]: Thank you. Also in the profit margin area, the operating margin has dropped a little from 15.1% to
11.9%. Is this a temporary drop and will it eventually return to normal, and if so, when?

Yamamoto [A]: This fiscal year is about 15%. The plan for next year drops a bit to 11.9% or so. Is the question
regarding why that is?

We have just started anew with the renewed mid-term management plan. It says that we aim to achieve an
ARR of JPY9.1 billion or more in three years, and since we have set ARR as our most important KPI, we will
definitely achieve that first.

However, the top priority is to achieve sales that are linked to ARR, so the profit margin may decrease a little.
We do not believe in wasting money, but we would like to try to make as much room as possible for our SG&A
expenses and try to implement various measures and various initiatives, so the profit margin will decrease in
that area.

Aiba [Q]: Is the guidance conservatively estimated from the Company perspective?

Yamamoto [A]: | think that our disclosures, especially with regard to planned figures, are certainly
conservative, as | think that it is not good to go below the planned figures. It is our company's policy to always
disclose where we can go, as we could not have predicted that it would fall below, or rather our plan was
naive. | think it is not good to say that we can do this much on a gut feeling basis and disclose large target
values without any support, so we tend to be conservative.

Aiba [Q]: Please explain the breakdown of SG&A expenses in your full-year earnings plan for the fiscal year
ending April 2024, and in particular, to what extent do you expect to increase advertising expenses from the
previous year?
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Yamamoto [A]: We have been gradually increasing advertising expenses, and we expect to add a little more
in the next fiscal year, but not to the extent that we will spend more than JPY1 billion on advertising alone.

Aiba [Q]: Thank you. Could you please explain the details regarding net income? Final profit is expected to be
JPY636 million, a decrease of 28.3% from the current term.

Yamamoto [A]: | think the question is asking why the profit for next year will be lower where this year is over
JPY800 million and next year will be in the JPY600 million range.

The current fiscal year recorded an extraordinary profit and loss, as we merged with our subsidiary Royal Gate
Co. We did it last July, and that's where the extraordinary gain from the merger came from. More than JPY200
million has been posted as extraordinary profit, so net income has increased slightly this year only. This is for
this year only, so next year will be a bit lower.

Aiba [Q]: What do you think about today's stock price drop, which is contrary to expectations?

Yamamoto [A]: It is difficult for me to comment on the share price, since it is decided by the shareholders,
but | would like to concentrate on generating a certain level of solid profit and then maintaining a high growth
rate in the future, so please keep your expectations high.

Aiba [Q]: What is the time frame you envision for the effect of this fiscal year's investment to be reflected in
ARR and growth rate of number of customers?

Yamamoto [A]: Particularly in terms of advertising expenses, we are engaged in awareness activities, but we
are also increasing the weight of advertisements that directly lead to leads and business negotiations, so we
are now focusing on measures that will be effective in the shortest possible time. We have a three-year ARR
plan, and our priority is to reach an ARR of over JPY9.1 billion as quickly as possible, so we are focusing on
measures that will produce results within the next three years.

Aiba [Q]: Thank you. You seem to be taking a significant amount of SG&A expenses for a 30% increase in
revenue this fiscal year, and | was wondering if you could give me a rough breakdown. | would appreciate it if
you could give me a sense of what you think the percentage should be.

Yamamoto [A]: As for manufacturing costs and purchases, | don't think the ratio will change that much, just
a slight increase. Then again, we are a software company, so it is personnel costs for increasing the number
of development members. We have been chronically growing in sales, marketing, customer support, and
general back-office year after year, and we have always been short on staff, or rather, we have always been
on the edge of staffing, so we have a very large budget in the area of personnel expenses.

Then, to repeat what | said earlier, we will do advertising, so there will be a slight increase in that area. Then
there are R&D expenses. We want to do a variety of R&D to find the next seed, so we are also increasing our
R&D expenses a little.

Aiba [Q]: Thank you. Since you mentioned headcount, | understand that the headcount has increased
considerably, and you are planning to invest in human resources for the fiscal year ending April 2024. | would
also like to ask for your thoughts on the next fiscal year and beyond. In addition, | would like to know what
kind of human resources you would like to have.

Yamamoto [A]: We are currently hiring in all departments, sales, marketing, customer support, and
development, to repeat what | said earlier. The personnel we need change from time to time, but we also
need leaders, senior engineers, and young members, and we conduct total recruitment activities.
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Aiba [Q]: This fiscal year, you hired 52 people. | would also appreciate it if you could tell me how many more
you plan to hire this fiscal.

Yamamoto [A]: Recruitment is difficult to keep to plan, and it depends on whether we find good people, or
rather, matches, but we need to recruit at least 50 people like last year, and if we can, we would like to recruit
80 to 100 people.

Aiba [Q]: Thank you. Do you plan for the operating profit margin to basically decline until the achievement of
the medium-term management plan? Also, please give us an estimate of the operating profit margin after the
achievement of the medium-term management plan.

Yamamoto [A]: | don't think we want to unnecessarily lower the operating profit margin, and we should make
a profit every year. In this context, | hope to adjust while watching to see when and how fast ARR can build
up, and we would like to make a profit if we can.

Aiba [Q]: Thank you. Could you please explain the share buyback? Is it under consideration and if there are
any plans to implement it?

Yamamoto [A]: We have done two share buybacks in the past, most recently in June 2022, so just about a
year ago. There are two ways to do this: to allocate the Company's shares as incentives for employees and
directors, for example, and to stockpile them in case there is a stock swap in an M&A transaction. We just did
this a year ago, so we don't have any immediate plans, but we would like to keep an eye on the stock price
and consider it again if the use comes up, if it does.

Aiba [M]: Thank you. Your company's salary seems a bit low compared to other cloud providers. Do you have
any plans to raise wages this fiscal year? Also, at your current salary level, how do you perceive your
competitiveness in the labor market?

Yamamoto [A]: Salaries have actually been raised slightly this spring. We have not disclosed this, but we have
just implemented a base increase.

It is difficult to say how the salary level compares to other companies, but in our case, for example, all call
center operators are full-time employees. Compared to software engineers, for example, the labor costs for
call center operators are relatively low, and | think this pushes down the average salary of the Company as a
whole a bit. So, there is a possibility that the Company may look bad, but we are not losing employees because
the salary is low, so | think it should be about this much.

Aiba [Q]: Is the salary level still such that you can attract human resources?
Yamamoto [A]: Yes, that’s right.
Aiba [Q]: What is the current utilization rate of your sales force?

Yamamoto [A]: In terms of sales utilization and personnel, everyone is working at full capacity, and we have
three showrooms in Tokyo, and one each in Osaka, Nagoya, and Fukuoka. I'm sorry, | don't have the exact
numbers, but I'd say that in terms of the availability of rooms in the showroom there, about 50% are visited
by customers.

We are also putting a lot of effort into online business negotiations, and even to customers who cannot come
to our showrooms, we are now able to introduce our products through online business negotiations, so online
sales have increased considerably. | guess the rate of utilization there might be higher.
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Sorry, | don't have the exact numbers.

Aiba [Q]: Thank you. We recognize the reversal of deferred tax assets recorded last year as one of the factors
contributing to the decrease in after-tax income this year, but | would like to confirm that the reversal will not
occur at current earnings levels.

Yamamoto [A]: | have the finance and accounting manager in front of me now, so she will answer the question.
Shikichi [A]: Let me explain.

It is true that after-tax income is now declining, but since taxable income has remained steady without any
problems, we do not believe that the reduction in deferred tax assets will have any particular impact.
Therefore, we do not expect excessive reversals to occur at this time.

Yamamoto [M]: Thank you very much.

Aiba [Q]: With respect to the ARR growth forecast, what are the risks of not meeting it? Also, please tell us
how you see the medium- to long-term challenges here.

Yamamoto [A]: It is hard to tell if there is a possibility that we will not meet the ARR forecast, because it is in
the future. Of course, there is a possibility that we will not meet it, but that could be due to a change in major
external factors surrounding the stores, like the COVID-19 pandemic, which of course could eliminate the cash
register contract.

Although it has not happened so far, since Smaregi stores all of the sales data for each customer, there could
be a possibility where the server may go down, or some other fatal error, such as the loss of the entire data.

However, we have been conducting this business for about 10 years, even under the COVID-19 pandemic, and
the number of customers has always tended to increase, so | think it is unlikely that we will suddenly lose
customers. The rate of growth will depend on the efforts of salespeople, or rather, on how hard they work in
their sales activities.

Aiba [Q]: Thank you. You mentioned that manufacturing and procurement costs will increase. Am | correct in
understanding that the gross profit margin will decrease by that amount?

Yamamoto [A]: The gross profit margin may drop a little, but we have raised our prices, and the weak yen, or
the impact of the exchange rate, and the impact of servers and other factors were not so great, so | think we
can keep the gross profit margin at a certain level.

The other thing is that we are now allocating engineers to labor and cost of goods, and it is possible that the
cost of goods will go up a bit if the engineers' man-hours are taken. That's the only thing that might change a
bit.

Aiba [Q]: Thank you. Please tell us if you are considering a stock split.

Yamamoto [A]: As | recall, the TSE gives guidance on stock splits, generally saying to consider a split when the
price exceeds JPY5,000, but at the moment we have no plans to do so since the price has not exceeded
JPY5,000.

Aiba [Q]: Thank you. What are your thoughts on the decline in unit economics?

Yamamoto [A]: | think advertising costs probably have a big impact. | think it is a little bit declining as we are
trying different ads and different methods of advertising. These are the factors.
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As | recall, we also include advertising costs for awareness activities in customer acquisition costs. | think that
is a big part of it. If we stop awareness activities, it can go up a bit more if we focus only on things like Google
listing ads, for example, to get direct leads, but we are trying various things.

Aiba [Q]: Please tell us about the reasons for the decline in the gross profit margin in the previous year and
what level of gross profit margin is likely to be when the medium-term plan is achieved.

Yamamoto [A]: Is it about the monthly gross margin where the gross margin was higher for Smaregi alone?
In the financial results presentation, on page 12, bottom right, the initial cost gross profit margin is 37.4%,
which is from equipment sales. Since commercial equipment is relatively price-competitive, a gross profit
margin of 30% or more can be secured.

The gross profit margin for SaaS is 76.6%, and | don't have the trend data at hand, but | remember that it
seems to have been gradually decreasing from around 80%. The gross profit margin has changed a little in
such areas as the result of the addition of the PAYGATE service compared to Smaregi alone.

PAYGATE is also making progress on PMI, so | am hoping that we will be able to gradually increase our profit
margin. There are limits, and we cannot increase it indefinitely, but | think we can keep a certain line.

Aiba [Q]: Since you just mentioned Royal Gate, please tell us how the PMI for Royal Gate is going, if there are
any synergies being generated, and if you are going to focus on payment services, can you also tell us if this is
where you can make it work?

Yamamoto [A]: One of Royal Gate's PMlIs is to enhance product appeal, but | think a lot of time was spent on
culture fit of the workers, since it was originally a different company.

As for the way we work, we receive applications from customers for our payment services, and after the credit
card company reviews them, the customer opens them and starts using them. Royal Gate’s workflow for this
process was completely different from that of Smaregi, so we have been working on fundamentally changing
it, and we are still working on it to make it as efficient as possible.

We were lucky that it contributed quite so much to sales, or to the addition of MRRs, but we did not foresee
that much. We found that sales were quite good when combined with Smaregi, and we felt that we should
expand the sales of PAYGATE.

Of course, we will also sell the PAYGATE cashless payment service by itself, without combining with Smaregi,
and we will of course put considerable effort into selling Smaregi and the cashless payment service PAYGATE
as a set. We have also been going around informing existing Smaregi users of the new cashless payment
system.

| believe that these three points have allowed us to maintain a high growth rate now. Or rather, | think we are
achieving the growth rate, so | would like to focus on that.

Aiba [Q]: Thank you. Are there are any plans for products that match the declining population, such as
unmanned cash registers where customers can still purchase items even without a person to operate the
register?

Yamamoto [A]: Thank you for your question. The basic idea behind Smaregi is not to provide a very expensive
solution for large companies, but rather to make it easy and convenient, even with relatively dead technology.
Therefore, it is designed for small and medium-sized stores.
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There are many ways to operate unmanned stores, but if you want to operate them safely and properly, you
have to spend a lot of money to install them, so | think it's not quite fit for us.

| think we should rather focus on areas that are a bit simpler than unmanned stores, such as beef bowl
restaurants or ramen shops, where ticket vending machines are very widespread.

| would like to see PAYGATE used not only for ticket vending machines, but also for door-to-door sales, or
services where a salesperson makes a round of the store and settles payments on the spot, rather than at the
store. PAYGATE has the feature of being able to take the payment outside, rather than within a certain fixed
IP address, so we would like to put more effort into such outside sales.

We have many such projects in the Company, but we are not currently developing any very avant-garde
unmanned stores or anything like that.

Aiba [M]: Thank you very much. | understand that you are now exploring various directions.
Yamamoto [M]: Yes, that’s right.
Aiba [Q]: Are there any specific changes in advertising expenses to increase the number of customers?

Yamamoto [A]: The breakdown of advertising expenses is shown on page 14 of the financial results
presentation.

Itis natural that the budget for acquiring leads in the deep blue is being increased quite a bit, but on the other
hand, the budget for acquiring awareness, TV commercials, radio, etc., is reduced a bit and the breakdown is
being adjusted.

Aiba [Q]: Thank you. The monthly number of registered stores has exceeded 500 stores, and | think it is going
well, but can you please explain the factors here?

Yamamoto [A]: The number of registered stores, or rather, the number of stores with paid subscriptions has
been exceeding 500 stores on a monthly basis frequently. The reason for this is the increase in customers.

I think the advertising has been effective, and the number of leads has increased steadily. Also, due to seasonal
factors, March and April were rather busy months for us, so there was an increase in the last few months.

Sales are now divided into groups: those who do primary reception and those who conduct business meetings
and inside sales and field sales. For inside sales, we have always measured the negotiation turnover rate, and
for field sales, we have always measured the closing rate, which is now being measured in much greater detail.
We are actively working within the Company to improve our understanding of what kind of business
negotiations are conducted by those with high closing rates and what kind of business negotiations are
conducted by those with low closing rates. | think this is also contributing to increase the conversion rate.

| also think that the negative impact of COVID-19 has almost completely disappeared.

Aiba [Q]: | think you are in a situation where the COVID-19 pandemic is over and to some extent, the number
of stores is increasing, but is there a possibility that this could go down again a little bit?

Yamamoto [A]: No, | think the number will increase more.

Aiba [Q]: Thank you. In your previous answer, you did not answer about the operating margin after the
achievement of the mid-term management plan. Is it possible to ask about this again?
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Yamamoto [A]: We have not yet seen the operating profit margin after the achievement of the mid-term
management plan. We are running simulations, but they are still a bit inaccurate after three years, so we are
not in a position to disclose them easily.

Also, this time, there was a previous medium-term management plan, which was terminated early, and the
next medium-term management plan was started. Once the prospects of this medium-term management
plan are clear, we will create another plan. Then there is the possibility that we will invest to realize the next
plan; therefore, it is difficult to say that we will make a certain profit at the end of the final year of the medium-
term plan.

We want to continuously grow, especially plus 30%, etc., so | think we will prioritize high growth, but that
does not mean that we will go into the red or anything like that.

Aiba [M]: As the time is approaching, the next question will be the last one. | understand that you use ARR as
an indicator. Are you considering future plans regarding increasing shareholder value?

Yamamoto [M]: Increasing shareholder value?

Aiba [M]: It would be in the form of a share buyback, as you mentioned earlier. | would appreciate it if you
could explain the future outlook for these areas, such as dividends, etc. For example, whether you are thinking
of paying out a dividend if you get a certain level of profit.

Yamamoto [A]: | believe that both the Company and our business are currently in a growth phase, and | would
like to see continuous business development and solid growth, which will, for example, increase our stock
price and market capitalization, so our priority is the growth of the Company.

As a result, | had an image of increasing profits per share for our shareholders and paying dividends as a goal
much further down the road, but | would like to become a company that can pay dividends someday. Sorry, |
am being vague?

Aiba [M]: | asked you a lot of questions. Thank you.

Yamamoto [M]: Thank you. Did | not answer all of them? Were there a few more? Thank you for all your
guestions. That is all for the Q&A.

Niki [M]: Thank you very much for a lot of questions.

Now, finally, | would like to make an announcement from IR. We also provide IR information via our newsletter
and LINE. We also send out informative reports every month, including monthly registered store counts, so
please be sure to sign up.

We would like to conclude by asking for your cooperation in filling out the questionnaire. The questionnaire
will automatically appear on your screen after the meeting. It is a simple task that will take about 30 seconds
to complete, and we would appreciate your cooperation in answering the questions.

Yamamoto [M]: Thank you very much for your time today, Mr. Aiba. How did you feel about doing it today?

Aiba [M]: We received quite a lot of questions today, so | could not quite finish answering them, but | hope it
will help them to understand better. Thank you.

Yamamoto [M]: Thank you. We will work for one year in the new fiscal year to realize the six measures under
our medium-term management plan, and we ask for your continued support. Thank you very much for today.
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[END]

Document Notes

1. Portions of the document where the audio is unclear are marked with [Inaudible].

2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD].

3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an

answer from the Company, or [M] neither asks nor answers a question.

4. This document has been translated by SCRIPTS Asia.
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Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS Asia
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the
information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT
TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
unauthorized purposes.

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2023 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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