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Presentation

Moderator: The time has arrived, so we will begin. Thank you for participating in the financial results briefing
for Q2 of the fiscal year ending April 30, 2025, of Smaregi, Inc.

Let me quickly explain today's schedule. First of all, we will talk about the acquisition of a subsidiary and the
revision of our dividend forecast that were announced on December 13. It will be followed by an explanation
of our Q2 financial results and a Q&A session at the end of the meeting.

To ask questions during the Q&A, please use the Q&A button on the viewing screen or send us an email. When
sending an email, please indicate in the subject line that your question is about the financial results briefing.
We look forward to receiving your many questions. Now, Mr. Miyazaki, you may have the floor.

Miyazaki: Good morning, everyone. | am Miyazaki, Representative Director. Thank you very much for
attending today's financial results briefing. First of all, | would like to talk about the acquisition of the
subsidiary and the revision of our dividend forecast that were announced on the same day as our financial
results.

Acquisition of Netshop Supporters Co., Ltd.: Now a Wholly Owned Subsidiary 3

Acquired 100% of shares in Netshop Supporters Co., Ltd., a provider of EC support services, including inventory and
order management systems and BtoB cart systems.

Overview

Founded : 2013 Representative : Yoichi Takezawa
Employees : 66 ( i ive officers and contract workers) Financials: Operates debt-free with consistent profitability.
Core Offering: SaaS solutions exclusively for EC operations, with approximately 90%
of revenue derived from subscription-based models.
Key Metric: ARR (Annual Recurring Revenue) reached ¥620 million as of the fiscal
Assist Tencho year ending September 2024.
v " - _— -~ . Through flagship services such as Assist Tencho, Rakuraku B2B, and Rakuraku
A comprehensive EC platform with built-in CRM functionality. Provides . —
PIRNEE  unified foF aider e iventon sl Repeat, the company supports operational efficiency and revenue growth for EC
i and i i Reduces businesses.
operational hours significantly while driving revenue growth.

Net sales and Operating Profit Trends (Million JPY)  ARR Trends (Million JPY)

M Netsales M Operating profit

4/ Rakuraku B2B

BtoB Cart System. Enables BtoB transactions such as ordering,

FKFKBZB  shipping, invoicing, and payments.
677 713 626
12
4/ Rakuraku Repeat 541 396 g
D2C Repeat C Cart System. Specializes in repeat sales with 28 39 38
e — —

FFUE-N features like step mail, customer analysis, and tailored response functions. FY2022 FY2023 FY2024 FY2022 FY2023 FY2024

Others:Additional SaaS-based solutions tailored for EC operators.

*FY2024 figures are preliminary. ARR is calculated by the company based on Netshop Supporters Co., Ltd.'s revenue composition.

We have decided to make Netshop Supporters a company that provides services to support e-commerce, or
EC, such as inventory and order management systems tailored to EC and B-to-B cart systems, into a wholly
owned subsidiary.

In addition to cash registers and sales analysis, we have been providing systems to support back-office
operations in retail stores, including product ordering, purchasing, inventory management, and customer
information management. However, we have not been able to fully strengthen our services for EC. We are
actively considering M&A based on whether it is faster to develop in-house or to acquire, and in the process,
we were able to make a connection with a company that specializes in EC store support and we decided to
turn it into our subsidiary.
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Business Synergies and Future Timeline 4

Addressing Retail Management Challenges by Bridging the Online and Offline Divide
Accelerating Smaregi's EC strategy to enhance competitive advantage in the retail market.

Solutions Connecting Physical Stores and E-Commerce Strengthening Smaregi's EC Strategy

Initiatives targeting the "Approach to EC Businesses" a key measure in the
second medium-term management plan through FY24. This M&A represents a
significant step forward and holds the potential to deliver highly effective

solutions for our core customer base in the retail sector. Continued focus will be « Enhanced Services: Integration of physical stores and EC platforms
placed on this area.

« Unified EC Management System: Support for various marketplaces

Acquisition Details and Future Schedule

Acquisition Price ¥1.1 billion Synergy Effects

Stock Transfer Execution Date December 27, 2024 (scheduled)

) « Accelerated expansion of sales ch Is for EC operators
Consolidted Parformance FY2025 Q3 (January 2025, reflecting one month of

Reflection Start performance; within the quarter. Subsequent results will be * Enhanced development capabilities through the integration of
fully consolidated moving forward.) y i :
offline and online expertise

The acquisition price was calculated within the appropriate range of ARR multiples according to
dard: llowing th gh due dili includi by external experts.

(1.49x after net cash adjustment)

The impact of this M&A on our consolidated performance for FY2025 is currently under review.
Any material updates requiring disclosure will be promptly announced.

*The "Approach to EC Businesses" was a key measure in the second medium-term management plan through FY24 and remains unchanged in the revised plan starting FY25. For details, please refer to ZILZ
the second medium-term management plan. -

There are two main synergies expected from this M&A. The first is the acceleration of the expansion of sales
channels to EC businesses, and the second is the strengthening of our development capabilities by integrating
real store and online know-how.

Netshop Supporters, which will become our subsidiary, is an all-in-one provider of inventory management,
order management systems, B-to-B cart systems, and other systems necessary in EC operations. We believe
that we can help boost the sales of stores developing EC sales and develop better systems by combining our
respective know-how.

EC and brick-and-mortar stores each have their own advantages and disadvantages, but by leveraging the
strengths of both of our companies, we can achieve greater results. Since solutions in this field are still in their
infancy, we will take this subsidiary acquisition as an opportunity to continue strengthening our development
capabilities and creating new value.

This acquisition, however, is related to our approach to EC businesses, which was one of the strategies under
our second medium-term management plan through the fiscal year ended April 2024. Through this M&A, we
believe that we will be able to provide new value to our major customers in the retail industry, and it will also
serve as an opportunity for us to significantly accelerate our expansion in the EC domain.

Our second medium-term management plan has been partially revised, so while it is not included in the
reinforcement strategies under our plan that has been announced, we plan to further strengthen our focus in
this area and develop more effective measures in the future to achieve our long-term plan, VISION 2031.
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Announcement of Dividend from Surplus (Year-End Dividend, First Dividend) 15

We have consistently upheld a fundamental policy of returning profits to our shareholders. However, as we have been in a growth
phase, we prioritized securing internal reserves necessary for future business expansion and strengthening our financial foundation,
which has resulted in no dividend payments since our founding.

Following our listing, revenue growth temporarily slowed during the COVID-19 pandemic. Nevertheless, we managed to secure stable
profitability. Furthermore, under our long-term plan "VISION2031," launched in 2021, we adopted a strategy of "prioritizing business
growth even at the expense of reduced profitability." This approach allowed us to achieve high growth rates without significant
declines in profitability. Taking into account that we now maintain sufficient internal reserves aligned with the current scale of our
business activities, we have decided to initiate shareholder returns.

Revision of the Dividend Forecast (from May 1, 2024 to April 30, 2025)

Our fundamental policy is to ensure shareholder returns with a focus
on stability and continuity, after securing sufficient funds for strategic
growth investments such as M&A. This approach also considers the End of 2nd Quarter End of Year Total
business growth results of the current fiscal year, financial position,

Annual Dividends (JPY)

. Previous Forecast 0.00 0.00 0.00
and external environment.
Revised Forecast - 15.00 15.00
FY2025 Result 0.00 = =
We plan to implement an annual year-end dividend with a target
payout ratio of approximately 20%. FY2024 Result 0.00 0.00 0.00

Next, | will discuss the revision of our dividend forecast. It is on page 15 of the financial results presentation
materials. The Company recognizes that returning profits to shareholders is an important management issue
and has made it our fundamental policy to realize the return of profits to shareholders. However, as we are
still in the process of growth, we prioritized securing internal reserves necessary for future business expansion
and strengthening our financial position, and this resulted in no dividend payments since our founding.

Going forward, we plan to pay a year-end dividend once a year with a payout ratio of approximately 20% in
accordance with our fundamental policy of returning profits to shareholders. We will do so after securing
sufficient funds for strategic growth investments such as M&A, while giving due consideration to stability and
continuity, taking into account our business performance for the current fiscal year, financial position, and
external environment.

Our director, Mr. Takamadate, will now discuss our business performance, so this concludes my explanation
regarding our timely disclosure. After his explanation, there will be time for questions and answers. Please
send us your questions at any time.

Takamadate: Hello. | am Takamadate, Director of Smaregi. Thank you for participating in our financial results
briefing. | will now explain our financial results for Q2 of the fiscal year ending April 30, 2025. Thank you.
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2Q FY2025 Highlights

Record
high

Net sales

YoY

+30.5%

5.152 billion yen

Record
profit

Operating profit

YoY

+43.1%

1.195 billion yen

Record
high

ARR

YoY

+37.5%

6.998 billion yen

2Q FY2025 Financial Summary 5

Number of
employees

YoY

+22.3%

351 employees

Now, let us go to the highlights of our business performance from page five of the financial results
presentation materials. Compared to the same period last year, net sales increased 30.5% to JPY5.152 billion,
operating profit rose 43.1% to JPY1.195 billion, and ARR jumped 37.5% to JPY6.998 billion. The number of

employees stood at 351, a net increase of 16 from Q1.

These are the semi-annual results for the fiscal year ending April 30, 2025, and net sales, operating profit, and
ARR were all record highs on a semi-annual basis. ARR is almost JPY7 billion, which is on track against the ARR
target we have set in our medium-term management plan.
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Statement of Income 2Q FY2025 Financial Summary 6
Strong Performance Drives Net Sales Growth of +30.5% YoY and Operating Profit Growth of +43.1% YoY

Earnings structure
(million yen) FY2025 2Q FY2024 2Q YoY kY2025 Fny (milli )
May - Oct. 2024 May - Oct. 2023 Plan % achieved el

Net sales b152 3,947 +30.5% 10,688 48.2% 39.0%
Cost of sales
Cost of sales 2,008 1,495 +34.3% - - 2,008
Gross profit 3,143 2,451 +28.3% - -
Net sales
SG&A expenses 1,948 1,615 +20.6% - - 5,152 37.8%
SG&A expenses
. ; 1,948
Operating profit 1,195 835 +43.1% 2,033 58.8%
Ordinary profit 1,184 835 +41.9% 2,033 58.3% 23.2%
Operati;g ;rofit
Profit 792 558 +41.9% 1,414 56.0% 1,195

Our statement of income and balance sheet are shown on pages six and seven of the presentation materials.
There were no significant special factors in the income statement. We are on track to achieve our full-year
plan of JPY10.7 billion in net sales and JPY2 billion in operating profit.

Balance Sheet 2Q FY2025 Financial Summary 7

Solid Performance Boosts Net Assets by +28.3% YoY, Maintaining a Stable Financial Base with an Equity Ratio of
74.0%

Equity Ratio
(million yen) FY2025 2Q FY2024 2Q YoY FY2025 1Q QoQ
’ 74.0%

Current assets 7,704 5,931 +29.9% 6,914 +11.4% Assets Eiabilitiag/Net Aasets
et 6,033 4,658 +29.5% 5,219 +15.6% Gurrentlisblitis
e 1,512 1,115 +35.5% 1,360 +11.1% .
Non-current liabilities

Total assets 9,216 7,047 +30.8% 8,275 +11.4% Cash and deposits 157
6,033

Current liabilities| 2,238 1,631 +37.2% 1,794 +24.8%

{?a‘,l;lil-i(’zil:ersrent 157 102 +54.0% 114 +37.3% Total net assets

Total liabilities 2,396 1,733 +38.2% 1,908 +25.5% Other current assets e
1,670

Total net assets 6,820 5,314 +28.3% 6,366 +7.1%

Total liabilities Rorscupentassets

Sinataicer 9,216 7,047 +30.8% 8,275 +11.4% 1,512

As for the balance sheet, our liabilities have been on a slight upward trend since Q1, but that is mainly due to
an increase in deposits received due to the expansion of the payment business and an increase in income tax
payable.
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Changes in Net Sales, Operating Profit, and Operating Margin 2Q FY2025 Financial Summary 8
2Q Progress Rates Against Full-Year Forecast: 48.2% for Revenue, 58.8% for Operating Profit

(million yen) Bl Net sales M Operating profit @ OP margin
12,000 40.0%

FY2025 2Q

May - Oct. 2024

9,000 30.0%
: i Net sales progress rate

48.2%

5,152 / 10,688 million yen

6,000

3,000 10.0% Operating profit progress rate
3,324 H i
, — 0
58.8%
i -
FY2021 FY2022 FY2023 FY2024 FY2025 ' 1,195/2,033 mition yen
May 2020 - Apr. 2021 May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024

Next, | would like to show you the five-year trend of our business performance. Net sales are 48.2% of the
full-year forecast of JPY10.7 billion. Likewise, the progress rate of our operating profit versus the planis 58.8%.

Quarterly Changes in Net Sales, Operating Profit and Operating Margin 2Q FY2025 Financial Summary 9

Solid Performance Delivers 2Q Operating Margin of 22.6%
Strategic S&M Investments Planned to Achieve Mid-Term ARR Targets While Monitoring Operating Margin

(million yen) [ Net sales M Operating profit - OP margin
3,000

FY2025 2Q

May - Oct. 2024
2,400

1,800 Operating margin

22.6%

15.0%  14.7%

1,200

600

YoY QoQ
12.6pt 41.2pt
JL JL ZQ
FY2023 FY2024 FY2025
May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024

Continuing on, these are the quarterly trends. Operating profit margin decline a little from Q1 at 22.6%, but
our gross margin fell owing to the slight impact of the rise in projects for coping with the printing of new
banknotes. This one is also to be discussed later, but there was no significant change in costs.
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Year-over-Year Change in Operating Profit for the Same Quarter

(million yen)

Higher Higher cost
sales  of sales

-512

Personnel Logistics Advertising
|expenses| costs  expenses

st

-332

2Q FY2024
Operating profit
May - Oct. 2023

Rent Depreciation Others
0

| -16

SG&A expenses

Higher sales
* Number of new fee-based contracts increased.

« Growth of consistent sales(monthly fees) due to low
churn rate.

* Expansion of Payment-Related Business.

Higher cost of sales

* Increase in equipment purchases because of the growth in
sales

« Increase in cost of production including labor costs

Higher SG&A expenses

Higher personal expenses due to the increased of
employees.

Increase in other expenditures associated with business
expansion.

* Recording of Goodwill Amortization from Business
Acquisitions (Other Expenses)

2Q FY2025 Financial Summary 10

Next, this is an analysis of the YoY changes in the operating profit base. It shows here that the increase in net
sales is JPY1,205 million, compared to a negative figure for cost of sales, personnel expenses and so on, which

means that costs have increased.

Cost of sales went up due to the jump in net sales, personnel expenses climbed owing to the increase in
personnel, and advertising expenses slightly rose, but other expenses have not changed significantly on a YoY
basis. The goodwill from the acquisition of the system for osteopathic clinics, which has been recorded since

Q1, is posted as an amortization expense in the other expenses.
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Quarterly Changes in Sales Composition

2Q FY2025 Financial Summary 11

Subscription Sales Grow +38.7% YoY, Driven by Growth in fee-paying stores and Strong Performance in Cashless
Payment Services. Subscription Sales Ratio Increases to 65.9%, Establishing a Stable and Robust Revenue Base.

FY2025 2Q

May - Oct. 2024

Subscription sales ratio

65.9%

Initial expense SaaS
gross margin gross margin

Sales of products Monthly fees
and others and others

26.8% 79.0%

B Monthly fees and others B Sales of products and others - Subscription sales ratio

(million yen)
3,000

57.9% 57.7%

2,400

1,800

1,200
) I
0

64.7%

62.4%
59 9% _ 60.1% 3.7

1,625l 1727
1,049

65.9%
62.0% 64.2%

QoQ QoQ
41.3pt $0.7pt 3Q
FY2023 FY2024 FY2025
May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024
*Sales from Other System Development Costs Not Included in the Graph *Special Demand for System Upgrades in 2Q FY24: The sales in "Equipment Sales, etc." for 2Q FY24 include a surge in demand for

system upgrades of automatic coin changers. This is due to the issuance of new banknotes in Japan in July 2024.

Please take a look at the quarterly breakdown. These are the quarterly changes in our net sales, and they are
broken down into subscriptions, such as monthly usage fees, and initial sales, such as equipment sales related
to installation. Subscriptions accounted for 65.9% of our total sales.

I mentioned earlier that our gross profit margin slightly decreased, but the decline in gross profit margin from
initial cost here is mainly due to the increase in low-margin reprinting. Incidentally, we have received a few
orders for new banknote printing during in H1, but we expect that these will be almost completely gone in H2.
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2Q FY2025 Financial Summary 12

Quarterly Changes in SG&A expenses
Expansion of Organization and Business Scale Drives SG&A Expenses Up by +16.1% YoY, While SG&A Ratio Declines
by 2.4pts YoY

I Personnel expenses M Advertising expenses M Logistics Il Rent M Depreciation ™ Others
* SG&A expenses

(million yen)
FY2025 2Q "800 R
May - Oct. 2024 ;
SG&A expenses
1,000 965

866 886

1,005mi|lion yen i

674

YoY +16.1% se5 OW

108

500 ‘:‘i}} e

152

S&M S&M ratio

466 17.8% “
million yen 10 20 3 20 3Q 10 20
FY2023 FY2024 FY2025

May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024

Next, SG&A expenses. In Q2, these expenses totaled JPY1,005 million. Although there was a slight jump from
Q1, the increase was mainly due to business expansion, such as higher personnel expenses. Advertising
expenses are discussed on the next page.

2Q FY2025 Financial Summary 13

Quarterly Changes in Advertising Expenses and S&M

In lead acquisition initiatives, primarily through web marketing, we continued to pursue efficient advertising investments focused on
cost-effectiveness. This fiscal year, we also launched a year-round TV commercial campaign to reach potential customer segments.

Breakdown of M Lead acquisition Web ads (listing, affiliate), event exhibit fees S&M B SaM - S&M rate
Advertising Expenses W Increasing recognition TV commercials, Radio Ad. Salasand Markati .
Others Events such as food festivals, etc,
which are the branding activities that are not directly affected "
(million yen) by lead o increasing it (million yen)
300 600
52
480
205 212 210
200 194 18 v
181
173 162 45 13 360
152 18 155
8 157 e
18
80 74 73 1] = 240 2
116 58 439
100 59 390
354 @360
120
- 75 82 86 90 89 70 81 76 90
0 0
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 10 20 3Q 4Q 1Q 2Q
L 13 it ) L i
FY2023 FY2024 FY2025 FY2024 FY2025
May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024 May 2023 - Apr. 2024 May - Oct. 2024

Here are the changes in our advertising expenses. Continuing from the previous fiscal year, we carried out
advertising activities. S& M came to JPY466 million, or 17.8% against sales. In Q2, these expenses include JPY90
million in advertising for direct lead acquisition purposes and JPY113 million for TV, radio, and other means
to boost recognition of our brand.
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As for advertising expenses for acquiring leads, | mentioned at the last briefing that the scope of our
advertising would gradually expand due to better sales proficiency and other factors. Now, the amount of
such advertising expenses is on an upward trend owing to the rise in new advertising and initiatives. We would

like to capture more needs not only through mere acquisition efficiency improvement, but also through the
enhancement of our sales efficiency.

Growth in Number of Employees

2Q FY2025 Financial Summary 14

Focused Recruitment in Engineering, Design, Sales, and Marketing The number of employees increased by 16 QoQ,
bringing the total to 351.

ROYAL GATE INC. B Corporate B Customer success
I Sales/Marketing Engineer/Designer
400 FY2025 2Q "
351
Number of Employees
322
300
262 1
21
210
200 30 | =
17
124 48
%8 YoY QoQ -
100 n o
+22.3% +4.8%
35
+64 +16
FY2021 FY2022 FY2023 FY2024 FY2025 2Q
May 2020 - Apr. 2021 May 2021 - Apr.2022  May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024
*1 As of the end of October 2024, excluding d part-t | 5 -
2 As of the end of October 2023: 287 employees. As of the end of October 2024 : 335 employees.

This shows the number of our employees. On the left side, the figures shown are the figures as of the end of
the fiscal year, up until the previous fiscal year. The number of employees increased by 29 from the end of
the previous fiscal year and by 64 YoY to 351. We have not disclosed a net increase target for this fiscal year,
but we intend to continue to aggressively pursue this target as our business expands.
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FY2025 2Q TOpiCS Business Summary 17

mission

Dynamic stores ]
-bring about dynamic towns: " 0ct. 2024  + Refreshed PAYGATE logo

« Established MVV (Mission, Vision, Values)

* Received 2024 Awards for Excellence in Corporate

Developers e {1y : 3 Disclosure from SAAJ
Summit ~ ﬂ ‘.‘ .

Sep. 2024 « Sponsored "Developers Summit 2024 KANSAI"

* Relocated Osaka branch office to Osaka Center Building,
5th floor

Aug. 2024 « Launched a new TV commercial on August 1, 2024

I will now continue with a report on the status of our business. Please turn to page 17. The topics for Q2 are
listed here. In conjunction with the change of our representative, we have renewed our mission, vision, and
values. Please visit our corporate website for more information. Below, we have listed those topics, including
receiving an award for excellence in corporate disclosure, and sponsoring the Developers Summit, an event
for engineers, and our president, with our representative, Mr. Miyazaki, speaking at the event.

Annual Recurring Revenue (Subscription Sales) Business Summary 18

Smaregi usage fees grew by 31.9% YoY. Driven by the steady growth of Smaregi, supported by an increase in fee-paying stores and
sustained low churn rates, cashless payment services achieved strong growth of 68.5% YoY. As a result, ARR surpassed 6.99 billion yen.

(million yen) M Related to POS M Cashless payments M TimeCard(HR)
7,000

6,998
615

ARR:

6 a 99 billion yen 5,000

5,932

1,439

ROYAL GATE
acquisition
4,000
3,119
YoY QoQ 5066 2920

2,471 B

2,310
2,168
+37.5%  +5.9 ' #
37.5% 5.9% o e B

1,000 BRI BELN E2EE
* Based on 12 times the MRR at the end of each quarter
* ARR: Annual Recurring Revenue 0

1Q 2Q 3Q

381 4,944

2,230

* MRR: Monthly Recurring Revenue 4Q 2Q 3Q 2Q 3Q 1Q 2Q
s L L
FY2022 FY2023 FY2024 FY2025
May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024
POS: POS monthly fees, equipment subscription, additional options (terminal addition fees, self-checkout fees, member-limit additional fees, third-party payment terminal integrations fees* etc.), Smaregi App -
Market, etc Cashless payments: Consisting of fixed charges and usage-based charges. Breakdown: Fixed: 47% Usage-based: 53% (as of the end of October 2024)

*Starting from FY2025 1Q, we have reclassified expenses related to third-party payment terminal integrations from 'Cashless Payments' to 'Related POS.

Next, let us look at ARR, which is the most important KPI in our long-term vision. Due to the growth in the
number of customers, ARR almost hit JPY7 billion at JPY6.99 billion. This represented an increase of 37.5%
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YoY. Cross-selling of POS and payment services continues to be strong, with payment services maintaining
high growth of 68% YoY.

EZH Quarterly Progress in the Number and Composition of Fee-paying Stores Business Summary 19

All plans demonstrated steady growth, with the number of fee-paying stores increasing by 19.1% YoY.

zsé"o'gg Premium Premium Plus | "Food Business | Retail Business Food Retail
g ¥5,000/store ¥8,000/store ¥11,000/store ¥14,000/store ¥17,000/store 37,301
3288 4o,

33,032

39,327

29,410

Fee-paying stores*

39,327

30,000 27,993
25,742 } o

24,448

22,931

20,880 21104

20,000

10,000 YOY QOQ
+19.1% +5.2%
+6,295stores +1,936stores
0 2Q 3Q 2Q 3Q 2Q 3Q 1Q 2Q
FY2022 . FY2023 FY2024 l FY2025
May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024

*Smaregi aims to realize more widespread use of its services and has set the number of fee-paying stores and active stores (instead of no-fee stores) as important KPls.
*Free plan stores paying a fee due to the use of an optional service are not included in this graph. *The price for each plan is the monthly price after the January 2023 revision (excluding tax). <

The slides from here will be KPIs only for the main Smaregi POS. The various KPI figures are as shown in the
materials. First, with regard to the number of fee-paying stores, we are tracking the number of fee-paying
stores and active stores as key indicators related to the target ARR. The number of stores subscribing to the
fee-based plan totaled 39,327, an increase of 6,295 YoY.
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ZH Active Stores (Including Free Plan Stores) Business Summary 20

Focusing on Monthly Active Users (MAU) rather than total registered stores, aiming to provide a service that users
continue to rely on. MAU grew by 15.6% YoY.

50,000 M AU

47,089

YoY QoQ
30,000
+15.6% +3.7%
I Ry +6,367 stores +1,702 stores
43,923 .
20,000 w20l 02 —
3321334333 Bt Other PPAIS
30,355 31,977 i =4
1 27,289 [§28:348 Cosmetics, 7
26,101 Pharmaceuticals 20%
10,000 \
Medical Retail
geauw Industry
related 3
0
10 20 3Q 4Q . 1Q 20 3Q 4Q 1Q 20 30 4Q 1Q 20

Restaurant

FY2022 FY2023 FY2024 FY2025
May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024
*The number of stores that recorded commercial transactions (sales) in the most recent one-month period using Smaregi's cash register function, irrespective of the type of plan. Even when the stores utilize =n
inventory management and other functions, if there are no commercial transactions then they are not counted.

Next is the number of active stores. This is the number of stores that actually used the service, and these
stores include those that are using the service as free users, in addition to the paid plans mentioned earlier.
This is also a key indicator for assessing whether or not the stores are really using the service, as it does not
include stores that have only registered for the free plan but are not using it. The number of stores exceeded
40,000 for the first time in the previous fiscal year, but in Q2, the number of stores reached 47,089.

X8 Average Revenue per Account and User (ARPA/ARPU) Business Summary. 24

Since the price revision in January 2023, growth has been steady, albeit gradual. ARPA increased by 4.1% YoY,
and ARPU grew by 8.1% YoY.

ARPA ARPU
YoY QoQ YoY QoQ
1867yen 1215yen 14735yen 1 87yen
22,000 10,000

19,000 9,000

Avg. in FY2025 2Q Avg. in FY2025 2Q
16,000 21,927 yen 8,000 9,806 yen
13,000 7,000
10,000 6,000
10 2Q 3Q 4Q 1Q 20 3Q 40 1Q 2Q 3Q 4Q 1Q 2Q 10 20 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 20
FY2022 FY2023 FY2024 FY2025 FY2022 FY2023 FY2024 FY2025
May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024 May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024

*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.

Next is the unit price per customer, or the ARPA/ARPU. Both indicators have been rising slightly since the turn
of this fiscal year. As we mentioned in the Q1 briefing, we have classified the increase in the cost of linking
with other companies' payment services as a POS category, and as you can seg, it rose sharply in Q1. The cost
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of linking with payment services will increase in the future, and the number of equipment rentals and
equipment subscription plans at the time of installation will also continue to grow, so we expect a slight jump
in the unit price per customer.

X8 Changes in Churn Rate Business Summary 22

Continued Initiatives to Strengthen Onboarding and Enhance Service Quality
Expanded Customer Success for Mid-to-Large Scale Accounts Helps Maintain Low Churn Rate in FY2025 2Q

Lowest
ever
; Churn rate
May - Oct. 2024
Churn rate Churnirate
FY2022 FY2023 Churn rate
FY2024
0.60% 0.58% Churn rate O 4 7 %
0.55% FY2025 &
0.47%
YoY QoQ
$0.1pt  40.03p
0.54% O61% 063% 061% 1o, 0.58% 006 063% g5, 063% 0520 0.50% .46 0.49% e
1Q 20 3Q 4Q 10 2Q 30 4Q 10 20 3Q 4Q 10 2Q (Churn rate: MRR churn rate)
The p ge of in existing
FY2022 FY2023 FY2024 FY2025 monthly fees caused by cancellations.
May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024

Next, we have here the churn rate. The churn rate did not change much, but in Q2, it was 0.49%, or 0.47% in
H1, so we have the lowest churn rate to date.

EZH Quarterly GMV (Gross Merchandise Value) Progress Blisiess Surmary’ 23
2Q GMV Expands to ¥650.2 Billion, Up +24.6% YoY, with Cashless Transaction Ratio Rising to 58.2%

Cumulative transaction totals M Transaction volume e Cashless Ratio

GMV growth ratio
YoY QoQ

+24.6% +2.9%

650.2
— 6047 631.6
, 527
443.9 454. 9 tCumuLa"tlv
ransactions
i 379.9 Exceed
Cumulative — 358.2 o
Transaction Amount —_ P
May - Oct. 2024 ot transactions
7 tnllmn yen
650.2
2Q

(billion yen) o 56.1% 57.5% 58.2%

5319 54.1% 55.1% 55.2

52.5%
51.3%
46.9% 47.8% 47.7% 488% 20k ==

billion yen 2 = = s
FY2022 FY2023 FY2024 FY2025
May 2021 - Apr. 2022 May 2022 - Apr. 2023 May 2023 - Apr. 2024 May - Oct. 2024
*Cashless transactions: Also includes credit cards, electronic money, QR code payments, and some tradable coupons, gift certificates, etc.

To continue, this shows the GMV. This is the distribution value and sales value of all users of the POS cash
register. In Q2, the total amount was JPY650.2 billion, a 24% increase YoY. The cashless ratio continues to rise,
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but this is due to the widespread adoption of various types of electronic payments and the cross-selling of our
payment service, PAYGATE, to Smaregi POS users. We expect the ratio to increase as this progresses.

X8 Monthly Fees by Quarter of Start of Services Business Summary 24

Sustained growth has been achieved through a steady increase in new customers and a low churn rate, leading to
stable ongoing usage.

(million yen)

400

FY2025 2Q

Implementation of price revisions

Price revisions were implemented for

300

various cloud services from January 2023

MRR

P rvi nl
200 Impact of COVID-19 (POS service only)

383 million yen

The MRR decreased for the first time since
services started. Growth of MRR resumed shortly
afterward.

1Q ztiidw 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 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

—

FY2014 FY2015 FY2016 FY2017 FY2018 FY2019 FY2020 FY2021 FY2022 FY2023 FY2024 FY2025

This will be the last slide. This is a POS-only figure, but the MRR as of Q2 was JPY380 million. The speed at
which MRR has risen has increased since the price revision, and we hope to continue expanding without losing

this momentum. This is my presentation of our financial summary for Q2 of the fiscal year ending April 30,
2025.

As Mr. Miyazaki explained at the beginning of this briefing, our business domain is expanding through new
M&A, although it may be in a related area. We would like to carefully design a group of products centered on
POS and develop them so that each domain can grow toward our long-term ARR goal. That's all from me.
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Question & Answer

Moderator [M]: Okay, | would like to start the Q&A session now. We will try to answer as many questions as
time permits. Please use the Q&A button at the bottom of the screen or send us your questions by email. If
you send us an email, please indicate in the subject line that you have questions about the financial results
briefing. Similar questions may be answered together. Now, Mr. Miyazaki and Mr. Takamadate, please begin.

Takamadate [M]: All right. | would like to answer the questions you have asked. We will start by answering
the questions we received on the pre-registration form.

Participant [Q]: When do you plan to start paying dividends?

Miyazaki [A]: | will answer. As we have disclosed in the revision of dividend forecast that we announced on
December 13, for the fiscal year ending April 30, 2025, it will be a year-end dividend and it will be notified in
July 2025.

Participant [Q]: What are the features of your highly functional cloud POS system? What areas of your POS
system functionality or overall business model do you think still have room for improvement? | have a similar
guestion about your advantages over competitors, and a question | just received in real time, and that is what
do you consider to be your strengths and weaknesses compared to BASE, Shopify and so forth?

Takamadate [M]: This may be a bit too much of a summary, but may | ask Mr. Miyazaki to start? The question
about advantages over competitors.

Miyazaki [A]: Let me briefly explain our three advantages. First is high functionality, as we provide not only
sales operations, but also inventory management, customer management, sales analysis, and numerous other
functions necessary for store operations.

Second, confirmation coordination and ability to be linked. It can be linked to external systems through APIs,
and we think one of its strengths is its seamless integration with our own systems, such as CRM and ERP. Third,
we have a full 365-day support system. | believe other companies do not have it, but most of our employees
are in-house and can provide expert support to help you master the multifunctional Smaregi.

As for where there is room for improvement in our business model, running a store involves a variety of tasks
other than selling. Each of them can be a business system or a service, and the services we currently offer
include payment services and time and attendance management. Now, when it comes to retail stores, there
are many physical stores that have online stores behind them, so this is also an area we are paying attention
to.

Second, we believe that the market itself still has great potential. Our main target is 890,000 stores with two
to 99 stores, and we currently have 47,000 active stores, so | believe there is still room for further
development.

The question is, what are the strengths of Netshop Supporters' services compared to those of BASE, Shopify
and so forth? BASE and Shopify are companies that provide platforms for online stores, and Netshop
Supporters, which we acquired through the recent M&A, is a service that centrally manages inventory for
BASE, Shopify, Rakuten Mall, and Yahoo! Mall, and other companies, so | think it is a bit different. That is all.

Takamadate [M]: Thank you very much. Continuing on, here are the questions we have received in advance.
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Participant [Q]: Regarding the growth rate, is it slowing down or not?

Takamadate [A]: | will answer that question. As | explained earlier about the increase in the number of fee-
paying stores and active stores, and | think that the number of stores we acquire has roughly been the same
YoY.

Acquiring new stores is seasonal, and it also depends largely on such factors as whether the acquired users
have multiple stores or not, so this is an area where the numbers tend to fluctuate a little bit. | think we can
say that there has not been much of a slowdown in the acquisition of new stores, but such fluctuation factor
plays quite a large part, so | think that there has been a slight decrease in some quarters. If we look at the
previous quarter, we will see that there are some areas where the number of stores acquired is declining. |
don't think the trend is slowing down that much. Continuing on, we have received advance questions.

Participant [Q]: This is with regard to plans on the use of Al.

Miyazaki [A]: At this point, we are undecided, but | think there are many possibilities in the future, such as
sales forecasting and inventory optimization.

Takamadate [M]: Thank you very much. To continue, here is another advance question.

Participant [Q]: | understand that large customers need to be able to handle detailed POS orders to some
degree, but could you please explain, to the extent possible, your specific standards and internal structure for
handling those?

Miyazaki [A]: We would like to decide whether or not to respond based on whether or not the requested
functionality is versatile enough. Even if it cannot be incorporated into the core functionality, we believe we
can respond to detailed requests through the use of APIs and the app market. As for our internal structure,
we created a sales team for enterprises at the beginning of this year, and in October, we launched a
development team to provide API development support for enterprise customers.

Takamadate [M]: Thank you very much. All right, next question.

Participant [Q]: Can you please tell us the size of the market? Please tell us how the number of stores currently
covered by your services, multiplied by the adoption rate and market share, would equal 40,000 stores.

Takamadate [A]: | will answer this one. In the latter part of the financial results presentation materials, there
is a section that describes the market. We are targeting 890,000 midsize stores. Our main target are those
with between two and 99 stores.

Currently, there are about 47,000 active stores, so | would say that our market share is about 5% of that. If
we talk about the size of the market, how big would it be if we were to capture all of it? If we assume JPY10,000
per month and there are 890,000 stores, then | think our monthly target would be JPY8.9 billion or JPY10
billion. Continuing on, the same person.

Participant [Q]: Can you please tell us about the changes in your competitive advantage? In particular, please
include the changes in the market share of your competing products. Is your company's competitive
advantage expanding or contracting? How are they measured and evaluated?

Takamadate [A]: There are many competing companies that offer similar services, but few of them disclose
the number of stores or other figures, so it is difficult to measure. Some of our competitors have already
disclosed their figures to the public, so of course they have resolved these issues, but looking at the pace at
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which we are acquiring stores, | feel that we are progressing at a relatively advantageous pace compared to
our competitors.

As for the reasons for this, | believe that Mr. Miyazaki mentioned our advantages earlier. | think one of the
reasons why we are being chosen is that we are highly regarded for our high functionality and our ability to
handle detailed functional requirements such as inventory management.

As for the M&A and strengthening of the EC domain that were discussed at the beginning, | believe that these
strategies will be effective in terms of demonstrating our advantage in the market, particularly in the retail
sector. Therefore, we will continue to refine these strategies to improve our competitive advantage and
usability from the user's point of view. Now, we will continue with the advance questions.

Participant [Q]: Why did the stock price plummet? We have received a timely question as to why the stock
price has plummeted. However, | think it is just today.

Miyazaki [A]: We often receive various opinions about stock prices, but we refrain from commenting on stock
prices regardless of market conditions and trends. We, the management team, will continue to focus on
improving our business performance.

Takamadate [M]: We will do our best so that they will appreciate. Continuing on, here is a question we are
receiving in real time.

Participant [Q]: How about linking your company's commercials with videos with Mr. Watanabe a little more?

Takamadate [A]: We are airing a program on YouTube with the support of Mr. Watanabe from Unjash. That
is Smaregi Presents. | think you're asking this question after watching that. We simply prioritize making the
show interesting, and we don't structure it in a way that would interrupt the flow of the show just to insert
Smaregi.

However, as you can see, we have included an introduction to Smaregi at the beginning and put images of the
Smaregi showroom and products in between, as we are trying to make the video as natural as possible to
watch. | hope you will all take a look at it, as it is very interesting. Thank you very much.

Participant [Q]: | think some stores still use old-fashioned cash registers. What is the adoption rate of the
cloud POS cash registers of your company and those of other companies among the 890,000 stores?

Takamadate [A]: This hasn't been made public, so | don't know, but Mr. Miyazaki, how much is it?
Miyazaki [A]: | don't know.

Takamadate [A]: Since only our figures have been made public, it may be a little difficult to say. But as | said
earlier, our market share of the 890,000 stores is roughly 5%, and if you include figures from other companies,
| imagine it's probably still around 10%. Therefore, a lot of customers are still using existing cash registers, and
we feel that there is a very strong demand from customers to switch to cloud POS, so we would like to
effectively capture this demand and expand our market share.

Participant [Q]: This is a continuation of the earlier question about strengths and weaknesses versus BASE
and Shopify. What are your plans at this stage to address this weakness? In addition, should we expect more
competition than ever with Recruit when it comes to real stores and EC services?
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Miyazaki [A]: I'm not sure which one you mean by that weakness, but first let me correct you, we did not buy
services like BASE or Shopify. As | explained earlier, we have made M&A mainly for software for centralized
management of mall inventory.

In fact, we had been developing a similar system for several years. Such system was a centralized mall
inventory management system for Amazon, Yahoo, and Rakuten. In addition, there are various other malls,
and if we count, there would 20 to 30 of them. We believe that our mall support has been significantly
enhanced through our M&A with Netshop Supporters.

As for the question about whether we should expect more competition than ever with Recruit when it comes
to real stores and EC services, | don't know much about Recruit's strategy, but | think they are mainly focused
onrestaurants. So, when it comes to whether we should anticipate it or not, | don't think we need to anticipate
it. However, we have now basically completed most of our real stores, so we are in a position where we are
confident that we are now ready to further strengthen our collaboration with EC.

Takamadate [M]: Thank you very much. This is a question we are receiving in real time.

Participant [Q]: How many of the new users you have acquired are transferring from other companies' cloud
POS?

Takamadate [A]: | will answer this one. Of the stores that have been acquired by Smaregi, roughly half are
existing stores and half are new stores. The ratio won't change much, but of this half are existing stores that
are already using cash registers, and we will be replacing them.

Although we do not disclose this information publicly, if we break down their numbers, they include
customers who are using conventional cash registers, and some customers who are already using cloud POS
but find their functions do match their needs, so they want upgraded functions or plans. These customers
sometimes contact Smaregi and switch over to us, but the number is not very large. Continuing on, here is a
guestion we received in real time.

Participant [Q]: | have read reviews saying that your products are highly functional and multi-functional, so
their initial adoption can be difficult. In addition to support by CS, please let us know if there is anything else
you are working on in this regard.

Miyazaki [A]: | will answer. As you say, they are highly functional. We have been developing POS for about 10
years and updating it every month, so it has hundreds of functions. We are aware that this is an issue that
needs to be addressed, and we are working to create a system that will allow us to focus more than ever
before on the success part, such as onboarding and setup on the operation side, and assisting with data
registration after sales has concluded the contract.

Takamadate [M]: Now, this is another question we have received in real time.
Participant [Q]: What are the most common questions asked in meetings with institutional investors?

Takamadate [A]: Okay, | will answer this one. | have quite a few opportunities to talk with institutional
investors, mainly during this IR period. As for what we talk about regarding Smaregi, it is about how much it
can grow, the growth rate including future prospects, and then the profitability in relation to that. We are
often asked to talk about how much profit we can generate by making growth investments that guarantee
growth.

When we get into the details, we talk about how we are marketing, and also about CS, which partly overlaps
with what Mr. Miyazaki said earlier. How are we handling customer service? We are often asked to discuss in
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great detail field sales, inside sales, and what kind of strategies we are using to capture the needs of our
customers.

Participant [Q]: This is regarding the number of employees. The number is increasing every year, but in which
areas are you currently allocating people?

Miyazaki [A]: Is the ratio of job types generally disclosed?
Moderator [A]: Yes.

Miyazaki [A]: So, | guess we are increasing the number of jobs while maintaining the same ratio of job types.
If you ask us if there is a particular type of job that we focus on in terms of job types, the answer would be no.

Participant [Q]: Do you have any measures in place to ensure that your customers attract customers?

Takamadate [A]: | will answer this one. We naturally have customers who are highly influential and who have
a strong ability to communicate, so we call these customers the Smaregi Users Group. Although it is a relatively
closed group, we invite influential people who we think could become the core of users to give seminars. We
also create opportunities for users who are currently using Smaregi or thinking of using Smaregi in the future
to get together.

So, quite a lot of things have come out, including how they actually use it, bad points, and areas for
improvement. While Smaregi absorbs those inputs, | think it also provides a good opportunity for users who
participate in the event to actually introduce Smaregi.

Participant [Q]: Your target is from two to 99 stores, but what is the median number of your customers?

Takamadate [A]: Okay, I'll go. We have a large number of small-scale customers, such as those with five or
fewer stores. There are a lot of SMBs, and but that has led to the strengthening of management stability to
some degree. | am not saying that we're specifically targeting them, but they are a very large customer
demographic. We have many customers with one store, and many customers with five or fewer stores. So,
with that, | think it will probably be in the low single digits.

Participant [Q]: | think your company's sales policy has been mainly focused on inbound sales, but in the
future, will you be focusing on outbound sales too? What are you currently working on?

Miyazaki [A]: As you said, our main focus is on inbound sales, but we have talked about how we are going to
acquire medium- and large-scale projects in our new medium-term management plan. Accordingly, this year,
we have begun to work on outbound sales, although it is within enterprise sales.

Participant [Q]: There is a bit of overlap, but what is the user ratio between restaurants and retail stores?

Takamadate [A]: | would say that there are more retailers than restaurants, and in terms of a broad spectrum
of retailers, about 40% to 50% of them are using our services. In contrast, when it comes to restaurants, the
ratio is about 20% to 30%. These two industries make up the majority, at 70% or 80%.

Participant [Q]: Considering gross profit, if the number of employees rises sharply as the business expands,
sales will increase but profits will not, so | would like to ask about your strategies in that area.

Takamadate [A]: | believe what you're saying is that if you raise the number of employees as your business
expands your profit margins will not go up. As our sales grow, our business operations expand, and we do
have to hire people. At the moment, however, we have not been able to get more personnel in line with our
sales growth rate. So, there is a part of the operating profit margin that has increased a little accordingly.
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As to the question on whether the number of personnel needs to be increased in line with sales growth a
business model, there are some aspects where this is not the case. At Smaregi, we are hiring more personnel
ahead of schedule because we are planning to boost our workforce five to ten years down the line. That is
why we are hiring a little ahead of schedule in some areas.

So in terms of the pace of personnel increase, | think there probably won't be much more increase. In other
words, there is a slight discrepancy between the pace of sales growth and personnel increase, so | think the
profit margin is likely to increase slightly.

Participant [Q]: As the number of employees increases, | think it will become more difficult to unify the
decision-making process within the Company. What measures are you taking internally? Please tell us
whether you create a set of targets or not, what you want to happen in the future, and what your company
culture is like.

Miyazaki [A]: It will become more difficult to reach consensus. You are right. That is also why we changed the
Mission, Vision and Values section some time ago. The values part, in particular, was significantly changed. It
is almost a rephrasing, but the first is, going as far as we can! The second is, specifying requests instead of
defining requirements. And the third is, doing work that our families can be proud of. That’s how we changed
our values. Talking about our corporate culture, there are many executives who really adhere to these three
values, and | hope that even non-executives will do the same.

Let me explain each of them. Going as far as we can! Simply put, it is a challenge, and we take on the challenge
with passion. Each person has their own roles and responsibilities, but the goal is to surpass our own limits
and goals.

The second is specifying requests instead of defining requirements. This may be an unfamiliar phrase, but it
means that we should face the essential needs and issues that lie beyond what the other person says and try
to create fundamental solutions rather than temporary solutions if you are in development or propose such
solutions if you are in sales.

Third, doing work that our families can be proud of. When in doubt, make your decision based on whether
your actions would make your family proud or bring shame to them. This is also a temporary thing, and the
message that we are trying to send to each department is to engage in work that they can be proud of, so
rather than forcefully selling something to the customers in front of us, we should make sure that they are
happy. That is all.

Takamadate [M]: So, | think we have answered all of your questions. Thank you for all your questions. We
were a little worried that no one would ask any questions, but we received a lot. All right then, since there
seem to be no more questions, we will now conclude the question-and-answer session. Thank you very much.

Miyazaki [M]: As we have reported, we have embarked on M&A to significantly strengthen both of our EC
systems. Until now, it has been Smaregi for real stores, but with the seamless integration of Netshop, we
intend to make steady progress toward our long-term goal. Thank you for your time today.

Takamadate [M]: Thank you very much.

Moderator [M]: Here is an announcement from IR. We also provide the latest IR information via our
newsletter and online. We also send them out monthly, so please register with us. Finally, we ask for your
cooperation in filling out the survey. After this briefing, a survey form will appear at the bottom of the screen
you are viewing. It is a simple process that takes about 30 seconds to complete, so please send us your honest
opinions and impressions.
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This concludes the presentation of our financial results for Q2 of the fiscal year ending April 30, 2025. Thank
you very much for watching until the end. Thank you for your continued support.

[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].
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