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A leading company in thmarriagehuntingindustry, whose mission is to sol

the problem of the falling birthrate. The number of members registetbd
Institution Bridal ofJapar(IBJ Arranged Marriage System), which is the larg

Business network in Japanis about 60,000. With the aim @fFoducing3% of the
marriages in Japan, the company will strengthen its existing busines
Shigeru Ishizaka, CEO proceed with the creation of new markets for seniaternational marriage, et
Yearend End of December
URL https://www.ibjgl.com/

Stock Information

ROE
Share Price Number of shares issued Total market cag Trading Unit
(Actual)

41,277,90Ghares| ¥29,348million 40.1% 100shares|

Dividend yield
DPS (Est.) EPS (Est.) PER (Est.) BPS (Actual) PBR (Actual)

To be determinec - ¥32.08 22.2times ¥77.75 9.1times
*The share price is the closing priceamel3. The number of shares issued and BPS were taken from the brief financial régpdfof
FY 12/18. ROE is the values for the previous term.

Earnings Trends (Unit: Million yen or yen)
Fiscal Year Net Sales Operating Income  Ordinarylncome Net Income EPS DPS
Dec. 2014 (Actual) 3,317 643 630 404 10.84 4.17
Dec. 2015 (Actual) 4,123 843 836 567 15.24 5.67
Dec. 2016 (Actual) 5,268 1,111 1,106 725 19.91 6.00
Dec. 2017 (Actual) 9,461 1,493 1,493 1,036 28.17 9.00
Dec. 2018 (Forecast 10,620 1,750 1,749 1,180 32.08| To be determined

*The forecasted values were provided bydbmpany Consolidated results from the term ended Dec. 2016.
This report outlines IBJ Inc., describes its growth strategies, and includes the intervi@nesident Ishizaka.
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Key Points

IBJ is a leading company in thenarriage-hunting industry, whose mission is to solve the problem of the declinin
birthrate. The number of members registered in thdnstitution Bridal of Japan (IBJ Arranged Marriage System),
which i s Japan @evelopea arg eperated myetheveampday, is about 60,000. Its characteristics or
strengths aret he r obust position supported byumame ReEs®Diumees
outstanding member base for enhancing the rate of successful business,¢aegeful follow-up system for affiliated
marriageagenci es, and s o praducing 3Wioftthema hei agens of nAJapanod ajnd
30 billion yen and anoperatingincomeo f 5 b i | R022tme compamywillistrengthen its existig business,
and create new markets for seniors, international marriage, etc.

The sales for the term ending Dec. 2@ are estimated to be 10,620 million yen, up 12.3% year on ye@perating
income is projected to rise 17.2% year on year to 1,750 million yen. Although the company will conduct active
investment in human resourcesppeningshops, advertisements, etc. for growth, its cost will be offset by sales growth,
and profit is projected to growth by double digits andoperating incomerate is forecasted to increase 0.@oints.
Both sales and profit are expected to mark a record high consecutively.

We interviewed President Ishizaka about the background fothe rapid growth of IBJ, its growth strategies, etc.
He said, towar d ikeepimmoviraous corpdiat¥ealup by meeting @broad range of social needs
to solve the decreasing population, the falling birthrate, the aging society, isolation, eteith marriage-hunting at
the core We would appreciate your support from the medium/longterm viewpoint.0

In the first quarter, sales grew, but profit declined. This is because the company implemented the strategy of
securing good locationgo have an advantage over competitors, as memned in the interview with President
Ishizaka. Investors need to understand itWe would like to pay attention to whether the company can achieve sales
of over 10 billion yen increasing sales and profit by double digits in thenarriage-hunting field, whose vibrancy
seems to have subsided somewhat, in the short term, and the progress of creation of new markets for seniors an
i nternati onalprodocing 3 %oagé fmarrified couplesodo and #fAachi
operating incomeof5hili on yeno6 in the medium/ |l ong term.

1. Company Overview

IBJ is a leading company in thearriagehuntingindustry, whose mission is to solve the problem of the declining birthrate.
The number of members registered in ligitution Bridal of Japag | BJ Arranged Marriage S
largest network developed and operated by the company, is about 60,000. Its characteristics or strengths are the rok
position supported by the busi ness mgrtharber loase foil éhlyascing ms
the rate of successful business, the careful felipveystem for affiliatednarriageagencies, and so on. With the aim of
fiproducing3% ofthemar ri ages i n Japanodo and i aapératimincomgf sal leisl loif o
in 2022, the company will strengthen its existing business, and create new markets for seniors, international marriage, €

1-1 Corporate history
Shigeru Ishizaka (the current president and representative director of IBJ Inc.), who had been concerned about tl
combination of the obvious trend of declining birthrate and the lack of measures to counter this trend, believed that in Jap:
there would beno real point offering the platforms for simple meeting up unless the couples ended up marrying, and
developed and managed tharriagehuntingwebsitesarlyandwith a great success.

Intrigued by his success, Yahoo Japan Corporation bought the Bridal Net stocks in 2003 but Ishizaka, who was al:
convinced that offering redife opportunities helped by real humans was indispensable to generate married couples as
opposed to the onlirenly services, carried out MBO with the current management team in 2006 to become independent

2


http://www.bridge-salon.jp/

h
Bridge Report b Sy Sl

from the Yahoo Japan Corporation Group and established IBJ Inc. to expakthrtiegeHunting Businessnore
dynamically.
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The company already had a base and twvhow for attracting customemmnline At the same time as expanding its
MarriageHunting Businessnline, the company opened the directip lounges in Ginza and Shinjuku in 2007, where

the counselors were available to offer support, as the stariimgopds Marriage Consulting Agencies Business

As Ishizaka anticipated, the company managed to generate more married couples than its competitors due to the hun
support offered at the point of matching. This encouraged the company to further thélchefwork of marriage agencies.

Back then, there were more than 3,000 marriage agencies throughoubdapiaey were still mostly using telephones,
mails and fax for communication with the members and setting up appoinforamiariage meetingshizaka saw this

as a significant obstacle as it was costing an unnecessary amount of time and effort as well as causing mistakes to
operation of the agencies. So he built a system to h
and proposed this system to the key matchmakers throughout the country.

At first there was no understanding for this system and the company had a difficult time, so it offered this system as
platform to attract new members. This worked out and the agaragencies were able to attract new customers every
month constantly, making this platform an essential tool for them. The company then offered the use of the system to the
again: this time, its advantage of significantly improving the administratjmarcitees was appreciated and the number of
member agencies started to grow nationally.

Alongside the growing number of member agencies as well as the membeesridgehuntingwelbs i t e fABr i da
became the largest socmhrriagehuntingmedia in Japan and the company experienced a rapid expansion, enabling it to
be listed on JASDAQ (standard) of the Osaka Securities Exchaggé2

In 2014, it changed the markets to th&Section of Tokyo Stock Exchange and then moved onto*tBection of Tokyo

Stock Exchange in 2015.

1-2 Management philosophy

The companyo6s ma n atgteasdea dnngctiomvith allstakeholgesi anfil i ts credo (
reflects its desire as a o@mgEarsy ofimeds PEradvisdecg e rowi. ®e
Management Bringing happiness to all the people who share a connectior]

Philosophy

Credo O0Customer First

(Code of Conduct) | We listen to our customers and keep pursuing their satisfact

0Team Wor k
We will boost ourindividual strengths and find solutions wi
teamwork.

00pen Mind
We will remain humble and listen to the opinions of others \
open mind.

Additionally, the companyds brand st at e menwhichitdriedsta n i |
use in tandem with its management philosophy.
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1-3 Market environment
<Situation Surrounding Unmarried People>
* Rising percentage of unmarried people. The percentage of those unmarried people who do not have a partner is
on the rise too.
According to the research carried out by the Ministry of Internal Affairs and Communications, the percentage of unmarrie
people (aged®34) continues to rise.

2o (%) Variation in the percentage of unmarried people by age group

71.4 71.8
69.4

70

60

48.3
50 46.1 457 465 —

10 103 Eo]

1960 1965 1970 1975 1980 1985 1990 1995 2000 2005 2010

== Male 25-29 years old ==#==Male 30-34 years old ==M==Female 25-29 years old =< Female 30-34 years old

Produced by Investment Bridge based on the National Census Report published by the Statistics
Department of Ministry of Internal Affairs and Communications

According to the fAl15th Basic Survey oGChidgat)inl2el®i r tamo g
the unmarried people aged-38, the percentage of those without a partner is also rising year after year.

Percentage of unmarried people without a partner
80.0%

69.8%
70.0%

60.0%

52.8% 52.2% 59.1%

48.6%
50.0%

40.0%

41.9% o
39.5% 38.9% 40.3%

30.0%

20.0%
1987 1992 1997 2002 2005 2010 2015

=—e—Do not have a partner of opposite sex (male) —e=Do not have a partner of opposite sex (female)

Compiled by our company from the “15th Basic Survey on Childbirth Trend (National Survey on Marriage and Childbirth) in 2015”
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*Marrying intentions of the unmarried: Aintention to
On the other hand, of timmarried people aged-B&, 85.7% of males and 89.3% of females say they want to get married,
meaning the percentage of the unmarried who want to eventually get married is still high.

Intention to marry among unmarried people

(%) (%)
100.0 30.0
95.0 92.9 25.0
20.0
5.9 : : 86.3 15.0
12.0
9.4
80.0 / 10.0
. 4 80
45 4.9
75.0 = n 6.8 5.0
46 5.2 4.9 5.0 >-6
70.0 T T T T T T 0.0
1987 1992 1997 2002 2005 2010 2015
== Will marry one day (Male) ~M—Will marry one day (Fmale)
—&—Will never marry (Male) A—Will never marry (Female)

Produced by Investment Bridge Co., Ltd. based on “2015 National Institute of Population and Social Security
Research <National Survey on Marriage and Childbirth>, the 15th Basic Survey on Childbirth Trend”.

While the percentage of those unmarried people who said théymidt i ntend to get marri e
mal es and females, the percentage of those who al so
eventuallyo in the future was mal e saniagnhdlf of tee demographica t
currently not intending to get married can also potentially shift towards marrying in the future.

*Reasons for remaining single: ficandédt find an approp
When asked why they would remain single, thoseagainmarried aged 134 listed many reasons for not having positive
motives such as being Atoo youngo and 0 M4 thepereentagkafe |l i
those who say they fAcandét me eing tha meeda fprpneating mnd @harces poanedt n ¢
someone are significant.

From 18 to 24 years of age

Parents or others do not agree.

From 25 to 34 years of

Reason for not Parents or others do not agree.
being able to

marry

Reason for not
being able to
marry

There s no palce to live after.. There is no palce to live after...
There is not enough money to marry. There is not enough money to...
| cannot relate to the opposite sex... | cannot relate to the opposite sex...

| cannot meet with an appropriate... | cannot meet with an appropriate...

| do not want to lose freedom and...

Reason for not interested | do not want to lose freedom and...

in marriage

| want to enjoy hobbies and have fun. | want to enjoy hobbies and have...

Reason for not interested

| want to focus on work/study. in marriage

| want to focus on work/study.

I do not feel the need. | do not feel the need.

| am too young.

| am too young.

00 10.0 20.0 30.0 40.0 500 60.0 ' . . . X .
00 100 200 300 400 500 60.0

0
M Female ® Male (%) mFemale ®m Male (%)

Developed by Investment Bridge Co., Ltd. based on “2015 National Institute of Population and Social Security Research
<National Survey on Marriage and Childbirth>, the 15th Basic Survey on Childbirth Trend”
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From the above data, it becomes clear that, although the percentage of the unmarried people as well as the unmarried pe
without a partner are on the rise, it does not meanhbgtare not interested in marriage, but rather they do not have the
chances to meet the potential match.

However, while there are clear market needs, it has also become clear from the user surveys that simply offering su
opportunities (matching) is noheugh to generate actual marriages, and it is essential that they be supported by the
matchmaking support of the marriage agencies.

Percentage of people who got married using marriage-hunting services

Marriage agencies 25 3%
.

Marriage-hunting

websites/apps

m 2013

Marriage-hunting

parties/events m 2016

Introduction from
acquaintances

Attended
matchmaking parties

Various lessons (%)

0 5 10 15 20 25 30

*Samples: 50,000 males and females aged 20-49 from all over Japan

*Marriage-hunting services: four services, i.e. marriage agencies, marriage-hunting websites/apps,
matchmaking sites/apps, and marriage-hunting parties/events

*Marriage-hunting: Conscious actions towards marriage in a broad sense. Something used or did in the past
(used or did before getting married).

Source: Marriage-hunting Survey 2017 (Recruit Bridal Souken) (F th dat )
rom the company data

In such a market environment, the company is leadinghireagehuntingmarket with its strertgs such as the largest
member sd network in Japan-tneecanseoesdi cated support from

1-4 Businesssegments
There are two MarageHuntmgBusness mé o p e martiagebuntingsifes, and planning and
hosting marriagehuntinge v e n t sL)fe Dasignl Buginess ( ai med at expanding the &
member base constructed throughNtaeriageHunting Businegs Each segment in turn comprises multiple businesses.

Sales composition ratio of each segment
(FY'12/2017)

5,850
(61.8%)

m Marriage-Hunting Business m Life Design Business

Unit: million yen



http://www.bridge-salon.jp/

http://www.bridgesalon.jp/

Bridge Report P Luicge Sadon

(1) Marriage -Hunting Business
The company supportaarriagehuntingthrough the following businesses.

n Community Business

The company o withelargednariiagehuntingservicé® website in Japan with 17 years of track records.

Its monthly fee is 3,000 yen for both sexes. Compared to the gersragehuntingapps and matching services, it tends

to attract the members who are more serious about marriage and naturally it is more likely that more serious encounters
generated

The number of successful message exchanges per month is in excess of 58,000 and about 20,000 couples are formed e
month.

Main Services
Profile search & contact detail Searchable by age group, address, etc. then filtered down by lookiregpkiotos
exchange and the selflescriptions. There is a high assessment standard for the photos
photo is checked by staff members and unclear face shots are not acceptec
correspondence can be carried out with confidence.
With the matched member, ssages and photos can be exchanged within the
Diary view & posting Apart from the profile search, the members can look for a potential partner
ndiaries. 0
From the photos and comments much like those on Twitter and Faceboc
members can pigre a more realistic image of the other members like the persot
making this a popular function that can lead to unexpected encounters that ca
found through filtering searches.
Joining communities Enables the members to jointhe communitieatt t hey are i nt
|l overso and Al oves travelso where
comments to the ot her sd nmoiaehsntingvhilesg
enjoying the communications based on hobbies and thiegsate interested in.
The function that are useful to locate a partner with whom the members car
similar values.

From the term ending December 2018, the company started enaisgehuntingsupport service with the dedicated
staff me mmariage coocelgdde d A

Themarriage conciergeprovide finetuned supports to the members that can only be given by humans even though the
services are provided onliilee n ot her of t Ilgthsi suchmphawty virite the grafilespand how to arrange
the first date.

Its earnings model is (monthly chargeable members x monthly fees: 3,000 yen).

o Event Business

The company organizes numerous events to which the members can attend with-mamtingen mind. The website
APARTPYARTYO i s used to attract customers and the even
own lounges both directlgwned and franchisees nationwide, and the events held outdoors are plannedefrantirtig

Every month, about 4,000 parties are organized and about 60,000 members attend.

Characteristics of PARTY PARTY

At own venues The companyés own venues around t
chattingd in mind.
A great attention habeen paid to seating so that the conversations will
easily, creating the most suitable atmosphere for parties, thiso/enues ar
located all within a 43 minute$walk from stations.



http://www.bridge-salon.jp/

http://www.bridgesalon.jp/

Bridge Report P Luicge Sadon

Quality of staff members Staff members who are responsible fonning the parties are given regu
trainings with the intention of improving their customer service abilities.
More than 100 types of parte Every month, more than 100 types
organized tosimilaragegrgn 6 and fAsport | ov,dhe si@mbeasrca
select from the ways they meet t}
Awant to meet many new peopl e, 0 4

and lifestyle.
Maleto-female ratd of the| The company insists on the male/female ratio withirB#Bembers attendin
attendees each party. Also the percentage of fully booked parties run at 85% on a

providing the attendees with balanced meeting opportunities, and in turn a
coupling generating ratio can be expected.

Additionally, the fact that these parties are run by a company listed on the First Section of Tokyo Stock Exchange make
the attendees feel more secure.
Its earnings model is (event attendance fee 4,000 yen g@yeréhe number of attendees).

9 Marriage Consulting Agencies Business

The company offermarriagehuntings uppor t t o i tMsrriagedlumbnglr su rag e st hleBJi Me mb e
marriage counseling lounges located around the codtteynumber of their members is approximately 60,000, making
the company the industry leader. This number includes the registrants of the roughly 1,700 marriage agencies affiliate
with thelnstitution Bridal of JapaiBJ Marriage Arranging System), run thye company and also the largest of its kind

in Japan.

The largest member base in the industry as well as the strict joining assessment policy enable the company to offer higl
quality meeting experiences to its members and the matching is carrieihgutaicuttingedge search system.

Additionally, the service is characterized by the hasmdsupport given by the dedicated professional counselors to make
marriage a reality.

The counselors are also there t malitdand characen thatttheanenbersnb e
themselves may not be aware of, and they recommend potential matches to the members utilizing their experiences.
creating the encounters with a human touch and not just relying on the systeomnpla@y isable to enhance the
possibility of generating more marriages.

An | BJ membersdé marriage formation is defined as the
Many major marriage agencies define the point at which the members start agtdfatioith marriage in mind as
O6marriage formation.d But the reason why the members
and the company is also keen to contribute to solving the problem of lowering birthrate in Japanialsé@spmtsibility:

this is why the company defines the point of engagement as marriage formation.

For these reasons, the counselors offer themselves tirelessly to assist the members even to the initial meeting with e
ot her 6s p a rmarragesfornsation is fleached sedurely.

As a result, the number of members who reached marriage formation in thentediDecember 2017 was 1,269, up
18.4% year on year, and the percentage of marriage formation was 51.5% (actual results from thesaswittdn the

half year period between July and December 2017) achieving an extremely high success rate amongst the competitc
even though the companyés definition of marriage for
It is quite normal that the members andrgelors become fairly close given such a personal support relationship. This
helps the councilors introduce the memberstothewesd di ng services offered as p:
Business such as honeymoon and insurances.

Its earning modask the annual fee (approximately 180,0@20,000 yen per year) x the number of members. At the point
of marriage formation, a marriage formation fee 200,000 yen is chargeable separately.
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~ Corporate Business

As well as supplying its systems to roughlya) marriage agencies (individual & corporate) affiliated witHrikgtution

Bridal of JaparflBJ Marriage Arranging System), the largest network of its kind in Japan as mentioned above, the compan
also offers support in setting up new businesses andgitesfor new affiliate members.

In its Mid-term Management PlaiBJ is aiming tgroduce3% of all marriage formation in Japan from its own services.

To achieve this, gaining new affiliateshrriageagencies and training the existing affiliate agermiesndispensable, and

the company is increasing the sales personnel as well as supplying the business methods to help the agencies to succe

Its earning model is (affiliate fee 1,500,000 yen for newly affiliatedriageagency + system usage fee 20,§en x the
number of affiliatedmarriageagencies) (in case of corporate affiliates, an affiliate fee starting fi@®9,300 yen is
payable).

(2) Life Design Business
The company offers diverse services that arise frimrriagehunting to the memberdse built up through itslarriage
Hunting Business

n Wedding Business

Wind & Sun I nc., a subsidiary since 2016, publishes
years of history and also operates a website, both of whictadffertisement services to the weddiatated corporations.
Using its website AWedding Navi o and through t-tpe we
wedding parlors.

° Travel Business
KAMOME CORPORATION a subsidiary since 2016, gt honeymoons and overseas package holidays, and also sells
the tours to major tour agencies and arranging custom made holidays.

Additionally in 2017, IBJ Life Design Support Corporation was set up together with Sony Life Insurance Co., Ltd to offer
support at wvari ous mariagghrrdgingodwly owad oshid rdising.e, fr om

1-5 Characteristics and strengths
(1) Solid position sHumg ®estuead My stime sisS ymotderhs |
The Institution Bridal of JapariiBJ Marriage Arranging System) operated by the company boasts over 1,700 affiliate
marriage agencies and about 60,000 members, making it the largest of its kind in Japan. On top of this, the custor
attraction capability and the service level of the goenn mairiegehuntingwebsites and matchmaking parties make the
company the undisputed industry leader and it occupies an extremely firm positiomarilgehuntingindustry.

What brought about this position is the compahundns bu
resources

The highly skilledteamofinous e engineers develops and operates t he
Because of this, the compais able to make rapid improvements to its Ul (user interface) such as the screen visibility and

operability reacting to the customer needs accurately, and UX (user experiences) such as improved matching accuracy
the effective utilization of customelatabase. This helps boost the satisfaction rates among the members as well as the
affiliate agencies.

As the companydés brand statement says, the company be
when it comes to its marriag@rmation policies. This is why the company uses its own training program to train its own
counselors who eventually will become indispensable in assisting each member personally and lead them to marria
formation.
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The companyds ovel wheat oSystans pHuman Résaumesb wis i ne s s
high entry barrier to a potential new comer.

"“éﬁ‘ Cj_:?éw,

model i

(2) Overwhelming member base that helps businesses succeed = customer asset

With the 60,000 IBJ Marriage Arranging System members, 60,000 monéniagehuntingparty attendees and 28,000
mont hly matchmaking meeting attendees, the companyods
The company is poisedtotakevad nt age of this fAliving member baseo to
Life Design Business. Because it is operational nonstop, the company believes that the key is to raise the success rate t
itself apart significantly from the competit.

This nonstopperation member base and its volume will never be shown on the balance sheets, but nevertheless form p
of the companyds significant customer asset.

(3) Follow-up System for the Member Agencies

The company prides itself in being alib offer finetunedmarriagehuntingsupport to its members via its counselors.
Likewise, the company gives a strong support to its affiliate marriage agencies to help them succeed with their busine
operations.

Since 2007, the company has been tnand testing the numerous methods at its own direatilounges at various
phases of matchmaking to marriage formation, such as customer attractionti@eeson sales operations (member
recruiting) and orientations for the new members. The mostieffexf these methods were put together and are being
offered to the affiliatetharriageagencies. Because this is not a manual but a collection of successful methods, the agencie
are able to take the direct shortcuts towards succeeding in their magemées businesses.

1-6 ROE analysis

FY 12/13 FY 12/14 FY 12/15 FY 12/16 FY 12/17

ROE (%) 25.8 31.2 36.5 394 40.1
Net income margin [%] 10.45 12.20 13.77 13.78 10.96
Total asset turnover [times] 1.37 1.36 1.45 1.35 1.70
Leverage [times] 1.81 1.87 1.82 2.14 2.15

The company did not set a tar§E, but its ROE is high, because of high profit rate.

1-7 Shareholder return

The dividend amount has been raised for 5 consecutive terms till the term end2@ieand payout ratio is over 30%.
In addition, the company set the following shareholder benefit progmmpresent complimentary cards and tickets
according the number of shares held and the shareholding period.

Record date: Jun. 30 every yeaJ
Special QUO card worth 500 yen

Recorddate: Dec. 31 every year

500(inclusive) to 1,000 (exclusive) shar A 30,000yenoff coupon for marriage agenci
(excluding some) affiliated with tHastitution Bridal of

Japan

1,0000r more shares Special QUO card wortg,000 yen

Ten 100,008/en travel coupons that can be used at
consolidated subsidiatlAMOME CORPORATION
(by lot)

Holding 100 or more shares for 1 year
longer
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Dividend and payout ratio

38.5% 38.4% 37.0%

10.00 40.0%

8.00
30.0%

6.00
20.0%
4.00
10.0%
2.00
0.00 0.0%
FY12/13 FY12/14 FY12/15 FY12/16 FY12/17
m=m Dividend [left axis, yen/share] ——Payout ratio [%]

2. Earnings Trend

(1) 1Q of Fiscal Year endng December2018 Earnings Results

N Earnings Results (Unit: Million yen)

FY 12/17 1Q Ratio to sales| FY 12/181Q Ratio to sales YOY
Sales 2,343 100.0% 2,457 100.0% +4.9%
Gross profit 1,352 57.7% 1,447 58.9% +7.0%
SG&A expenses 1,011 43.1% 1,120 45.6% +10.8%
Operating income 341 14.6% 327 13.3% -4.2%
Ordinary income 345 14.7% 325 13.2% -5.8%
Net income 224 9.6% 215 8.8% -3.8%

Sales grew, but profit dropped due to active investment for growth.

Sales were 2,457 million yen, up 4.9% yearyear.Both businesses sasales growth. Gross profit rate increased 1.2
points and gross profit rose 7.0% at a higher rate than sales growth.

Operating incomeeclined 4.2% year on year to 327 million yB@&& A augmented 10.8% year on year, as the company
conducted active investment in personapEningshops, advertisements, etc. for growth.

*Segment trend (Unit: Million yen)
Composition Composition
FY 12/17 1Q . FY 12/181Q . YOY
ratio ratio
Sales
MarriageHunting Business 1,333 56.9% 1,414 57.6% +6.1%
Life Design Business 1,009 43.1% 1,042 42.4% +3.2%
Total 2,343 100.0% 2,457 100.0% +4.9%
Segment profit
MarriageHunting Business 597 44.8% 584 41.3% -2.1%
Life Design Business 10 1.0% 27 2.7% +172.3%
Adjustment -265 - -285 - -
Total 341 14.6% 327 13.3% -4.2%

*The composition ratio of segment profit means profit rate.

(2) Trend in each business

1. Community business

The marriage concierge system began. Each marriage concierge supports 1,000 members.

Their careful support, including advice each registered member, is highly evaluated, curbing the decrease in the number
members, which was 14,100 in Jan., 13,300 m,Fad 13,500 in Mar.
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2. Event business

In 2018 the company plans to open shops actively. In the first quarter, the company opened new shops in Nanba, Ue
(Marui), and Dainagoya. Staff members were increased. In additidPAREY- PARTY app was released.
Although performance varies from season to season, the number of visitors is on an upward trend, and the growth in t
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3. Marriage Consulting Agencies Business

The personnel development division engaged in the development of personnel and the management of members.
The number of members who got married during a period from Jan. to Mar. was 352, up 64 year on year.
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4. Corporate business
The app of IBJ ArrangeMarriage System was renewed considerably.
The number of affiliated marriage agencies steadily increased 310 year on year to 1,691.

350 1,629 1,691 1.800

1,560
1,469 —
300 1,381 L
1,400
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1,200
200 1,000
150 800
600
100
400
50 200
0 0
3Q 4Q 181Q

171Q 2Q

s Sales [million yen)

No. of affiliated marriage agencies (as of the end of the term)

Internal sales are excluded from sales.

(2) Earnings forecast for the term ending Dec. 2018

(1) Overview of performance (Unit: Million yen)
Ratio to FY 12/18 Ratio to
FY 12/17 YOY
sales (Forecast) sales
Sales 9,461 100.0% 10,620 100.0% +12.3%
Operating income 1,493 15.8% 1,750 16.5% +17.2%
Ordinary income 1,493 15.8% 1,749 16.5% +17.1%
Net income 1,036 11.0% 1,180 11.1% +13.9%

Double-digit growth of sales and profit

Sales are estimated to increase 12.3% year on year to 10,620 million yen.

Operating incomes projected to rise 17.2% year on year to 1,750 millionTea.company will conduct active investment
in human resourcespeningshops, advertisements, etc. for grovatlitits cost will be offset by sales growthis expected
that profit will grow by double digits amaperating incomeate will increase 0.points

(2) Topics

U’ Reorganization ofDiverse, Inc., which supports marriage, into a subsidiary

On May 22,2018 IBJ concluded a contraftir acquiring all shares of Diverse, Inc., which is a consolidated subsidiary of
mixi, Inc. (Mothers of TSE; 2128nd offers marriage support business. The company is scheduled to complete the share
transfer on Jul. 2, 2018.

Diverse Inc. offers a variety of marriage support business with the aim of developing infrastructure for meeting future
spouses according to the changes in lifestyles and a society in which more people can find a partner via the Internet, ¢
then becoming a rolmodel for businesses that help people foster connections in the society plagued with the declining
birthrate and the aging population.

Through the comprehensive alliance between Diverse, Inc., which offers datirigrgpfed at relatively light usenst{o

would startmarriagehuntingactivities), and IBJ, which offers combinethrriagehuntingservices, it is possible to find
customers who would startarriagehuntingactivities and offer consistent services in the three fields: marriage support,
search for friends and boy/girlfriends, and romance media.

In addition, the company aims to enhance the value of the entire corporate group (= improve customer satisfBction |
by sharing the core business kabaw of each company and enhancing the synergy in the corporate group, through the
combination -emphaashezedoonl i hg servicesdo and freal se
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3. Mid -term Management Planand Growth Strategy

IBJ announced a{earMid-term Management Plawhose initial year is the term ending Dec. 2018.

Based on the previoldid-term Management Platihhe company plans to take ambitious measures for achieving new goals.

(1) Review of the previousMid -term Management Plan

As for business performance, the company is expected to achieve sales of 10 billion yen this term, thanks to the heall

growth of theMarriageHunting Busines&nd the expansion of tHefe Design Businss utilizing its customer base
(including marriage information magazines, travels, and insurances).

The annual average growth rate during the period from the listing in 2012 to 2017 is as high as 37% for sales, and 35% 1

operating incomeraising itsshare price about 9 times.

_ Variation in results since listing
(mll.yen)

10,000 9.413

8,000

6,000 5,268

3317 4,123
4,000 ’
2,150 2,574
2,000 I329 50 I643 111 A
0 -_— | ||

2012 2013 2014 2015 2016 2017

M Sales MW Operating income

The company pursues social contribution by increasing married couples) 288, itis expected to realize 6,000
marriages per yearhich is 1% of about 600,000 marriages in Japan.

(2) Regarding the newMid -term Management Plan(20182022)
Outline

The company set the following objectives.

IBJ will produce3% ofthemarriages in Japan.

Sales of 30 billion yen and aperating incomef 5 billion yen

Creation of new markets

n  Market using Al

o Senior market

5 International marriage market

Ot Or O

For attaining the objectives, the company has the following three policies:
i To c atnatdgic M&A of marriage hunting and ancillary businesses for accelerated growth
fiCommitment to successful match making (marriagel) actively invest ipeopleand systems for accounting for 3%
of the totalmarriagesn Japan
fi Thuild a solid network continuing to expand all over Japan

° Market environment

As mentioned -83nMahketseenvionoifirhent , 0 t he mpeacertageofthogee
unmarried people who do not have a par&erincreasing, but most of them have a willingness to get marriddchut
the opportunities to encounter a future spouse.
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Themarriagehuntingindustryhasmet such needand the ratio of marriages actualizednhgrriagehuntingserviceshas
increased 2.4 times in three years.

In addition, large companies entered tharket one after another, reeling in potential customers mainly in their 20s, and it
is expected thaharriagehuntingservices will be more commonly used.

Percentage of people who got married with
the help of marriage-hunting services 2016

11.3%

2 ° 4 times in 3 years

2013
4.7+

2000
1.4%

* Respondents: 50,000 males and females aged 20-49 sampled in Japan

* Marriage-hunting services: Four services--marriage servicer, marriage-hunting website/app,
koikatsu-encounter looking for matching website/app, and marriage-hunting party/event
services

* Percentage of people who got married with the help of marriage-hunting services

*Married people: Those who got married for the first time and those who got remarried are
included.

Source: 2017 Status of Marriage Hunting (Recruit Bridal Souken)

(Taken from the reference material of the company)

9 Measures from now on
Inthe abovementioned environment, the company will concentrate on the following measures and pursue further growth

“ 0 To brush up its strengths

As mentioned above, the position of IBJ inrteariagehuntingindustry has beemade solid by the support services based
onSyft ems BlumannReésouicesd The company will brush up respec
advantage further.

(Strengths of systems)

Japanb6s | argest arranged marriage network, which is c
members, is unrivaled.

The system for search, bookmarking, application for a meeting with a prospective marriage partner, anccabommuni
with a matchmaker in charge is very helpful to both members and affiliated marriage agencies.

This term, the company released FARTY+ PARTY app,making it easier for people to sterarriagehuntingactivities.

In addition, the company will upgta the user interfaces (Ul) of systems and user experience (UX), to increase user
satisfaction level.

(Strengths ofhuman resource$
The method for realizing marriagieveloped in 17 years ofiarriagehuntings uppor t i s t hleowforo mp a
success, and considerably helps affiliated marriage agencies solve problems.

In addition, the matchmaking network composed of about 1,700 agencies and about 3,000 matchmakers is a strong b
that supports the compan
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In order to cement the relationships with affiliated marriage agencies and matchmakers, the edinpasyate IBJ
Method Schools for diffusing the method for realizing marriage from directly managed shops to affiliated marriage agencie
pursue thdee structure that emphasizes support for marriage rather than just increasing members, and brush up the sk
of human resources by establishing a personnel development dairsied atecruiting and training sales staff, dedicated
counselors, and maage concierges.

ttp://www.bridgesalon.jp/

“ o Toexpand its business domalin

In addition to the business domainsn@drriagehuntingand marriage, the company will offer multifaceted services at
marital life stages in various scenes (including insurance, housing, childbirth, child rearing, travel, and second life).

In the current.ife Design Businesthe company has started produgogne results in transporting customers to wedding
centers, promoting insurance, offering honeymoon plandyated on its resources, that is, 6,000 married couples per year
and about 60,000 members registered in IBJ Arranged Marriage System. It ekit@rfarther results.

(Taken from the reference material of the company)

© 9 Application of artificial intelligence (Al) to marriage-hunting services

The company ado psizeddeskiof mhotawhioch can ceanmanicdte by gestures. Thisvaddeveloped

by Headwaters Co., Ltdwhich has developed and introduced robots and Al apps.

It will be linked with the app for thmarriagehuntingp ar t y RABTYWRARTY, i and engage in r
as the reception, guidance, and explanatiomatchmaking parties.

In the future, Al is expected to conduct a broad range of tasks, includiagahgement of meetings and the explanation

of contracts, at the marriage agency Al BJ Members. o
On the other hand, human resources will be allocated to the care for members, which requires manpower, to incree
customer satisfaction level.
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