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Executive Summary for 2024

Financial Results

* Net sales: 17,739 million yen (up 0.5% YoY), operating profit: 2,579 million yen (up 15.6% YoY)
* Net sales fell short of the full-year forecast, but
operating profit showed a strong trend, exceeding the forecast by 111.0%

KPIs

 The number of IBJ marriage agencies rose steadily to 4,502 (up 9.1% YoY).

e The number of new members enrolled in the IBJ marriage agencies achieved a record high of
64,305 (up 25.2% YoY).

* We redefined the number of married couples, the top KPI, and succeeded in helping 7,918
couples get married in the fiscal year ended December 31, 2024.

e Partial revision of the Medium-Term Management Plan(upward revision of operating income and
revision of each definition)

Market Environment

* O-net joined the IBJ group, further boosting the market share of IBJ.

* The widespread use of matching apps further increased the number of those who used marriage
agencies.

 More and more municipalities are supporting marriage activities, and the perception that
measures to combat declining birthrates = support for marriage activities is spreading. 9
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Outline of FY12/24 Full-Year Financial Results (1) Financial Results Summary

Net sales and operating profit both exceeded the previous year’s levels.

The business grew steadily in 2024, offsetting the impact of the sale of
REITs (about 1.7 billion yen) in 2023

(Million yen) 2023 results 2024 results Change Change (%)

Net sales 17,649 17,739 +90 +0.5%

Operating o
i 2,230 2,579 +349  +15.7%

Ordinary profit 2,292 +269 +11.7%

Net income 1,629

attributable to owners of
parent

/105 /\6.5%
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FY12/24 Consolidated Financial Results Against Forecast (1) Financial Results Summary

Net sales fell short of the full-year forecast, while operating profit exceeded
the forecast by 11.0%.

(Million yen) 2024 forecast Difference Achievement rate

Net sales 18,200 /\460 N2.5%

Operating profit 2,323 +255 +11.0%

Reasons for net sales falling short of the forecast
- The M&A planned at the beginning of the fiscal year were not carried out.

Reasons for operating profit exceeding the forecast

- Affects of O-Net membership (mainly system registration fees due to increased number of new members)

- Increase in profit in the franchise store business due to reassessment of pricing

- In the ZWEI business, net sales and divisional profit both saw a shaper increase than expected, thanks to a
successful advertising strategy.

- In the K Village business, net sales and divisional profit both increased, boosted by a rise in franchise school
openings in the music community business.
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FY12/25 Full-Year Performance Forecast U] el [Resli ShiEy

Net sales are expected to increase by 9.4% YoY, while operating profit is
expected to increase by 21.1% YoY.

(Million yen) 2024 results Change Growth rate

Net sales 17,739 + 1,666 +9.4%

Operating profit 2,579 +545 +21.1%

Key growth drivers for 2025

* Price increase of some products in the Member Shop Business

* Increase in the number of new members by strengthening party collaboration between IBJ Members and Sunmarie

- Implement marketing measures such as revamping the websites of the three directly managed brands
Attract new customers by reforming party service content

- Reform of service offerings at parties to attract new customers

- Enter new areas of business in the application business, aiming to collaborate with local governments.

* Increase in the number of customers in the insurance and wedding businesses by establishing a route to send
customers from IBJ member marriage agencies.

* Increase earnings by promoting franchise development in the music community business within K Village.
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FY12/25 Full-Year Net sales Forecast by Business Segment (1) Financial Results Summary

Business growth forecast to continue in 2025,
with the marriage agency business leading the way

2025 Net sales

(Million yen) 2024 Net sales forecast Change Change (%)
Affiliate Business 3,365 3,906 +541 +16.1%
Directly-M d
Directly-Managed 8,999 9,465 +466  +5.2%

Matching Business 1,634 1,555 AT9 A4.9%

Forecasted YoY sales decline due to the termination
of “IBJ Gohan Dating” service, etc

Life Design Business 3,740 4,338 +598 +16.0%

KlInternal transaction adjustments already accounted for
XThe difference of xx million yen from the projected full-year sales 2024 on page 6 will be accounted for as the sales of functional divisions.
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Trends in Financial Results (1) Financial Results Summary

Operating profit has remained robust since 2021, and
we aim to further enhance profitability in 2025.

. . _ Trend in recent consolidated financial results
Net sales mmmOperating profit —e=Profit rate

Tempor, 16%
(MiIIion yen) the sal (o
(o)
25,000 13.5% 14%
10.8% 12%
20,000
10%
15,000 8%
6%
10,000 4%
2%
5,000 3.124 3,500
1.516 1.993 2,230 2,579 = ” 0
O — ] ] | . -
2021 2022 2023 2024 2025 forecast 2027 forecast
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Summary for Market Environment and Growth (2) Market Environment and Growth

(1) Marital status in modern society

- The number of marriages and births in Japan have been declining year after year,
each decreasing by more than 30% over the past 20 years.
On the other hand, the number of people between the ages of 18 and 34 who want
to get married (needs) remains high at over 80%.

In today's society, the number of people who “want to get married but cannot” is
Increasing.

(2) Marketability of Matching Services

- The marriage activity market is expected to be further revitalized by the
combination of universalization of services by consumers, evolution of services by
businesses, and support for marriage activity by the national government.

Copyright © IBJ,Inc. All rights reserved. 1 1



Number of Marriages and Births in Japan

The number of marriages and births in Japan has been declining year by year,
with each declining by more than 30% in about 20 years.

number of births B number of marriages

Number of Marriages and Births in Japan

12

( 100,000/paym

10
8 730,973couples 127,288 people
~33.49, >

6 First 500,000 pairs broken

474,74lcouples
- 0 7w oy

4 35.1% % % % %
7 7
- 7 7
- -
- 2

z ="
- -
- -

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

*Number of marriages and births are based on the Ministry of Health, Labour and Welfare's “Preliminary Report on Vital Statistics (December 2023).

N
o
N
3

2027
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Marketability of Matching Services - Market Background - (2) Market Environment and Growth

While the number of marriages declined significantly, the intention of men and women to
marry remained high at over 80%.

Marriage intention and number of marriages among never-married persons aged 18-34

number of marriages —e—Intend to marry someday (male) The proportion of both men and
10000 Intend to marry someday (Female) (couples) s .
S o0 s o P women who “intend to get married
" % 88% 0 % % . .
W~ — — 8w P someday” remained high at over 80%.
%

— = .
80% 86%  87%  87%  86% 2;%\.

81% \/
775,661 757 33 800,000

714,265 700 222 .
However, the number of marriages
600,000 is declining.
50% 01,138

40% \/
400,000

o “want to get married but cannot”

754,44

70%

60% 635,225

o 200,000 is increasing.
10%
0% 0
1992 1997 2002 2005 2010 2015 2021
Reference: National Institute of Population and Social Security Research, “The 16th Basic Survey on Fertility Trends (Singles Survey)” (2021)) 1 3
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Market size of matching services (2) Market Environment and Growth

Needs for matching services continue to grow, and the market size is increasing year by year.

Expected market size for dating/marriage matching services in Japan and

Bl trend in IBJ’s consolidated net sales
(Billionyen) Market size (forecast)

90
80
70
60
50
40
30
20

10

2020 2021 2022 2023 2024 2025 (forecast)

(Source) A matching app dubbed “tapple” conducted a survey on online dating/marriage matching services in Japan: https: imes.jp/main/html/r 2. 44116.htm
Survey method: holding interviews with companies in the industry such as IBJ, Inc., ange, Tameny Inc., Bachelor Date, marrish Co., Ltd.; collecting data from research subjects and research
institutes; gathering publicly available information

Copyright © I1BJ,Inc. All rights reserved. 14
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Matching Service Market —3 Key Players— (2) Market Environment and Growth

The marriage-hunting market is expected to be further revitalized with 3 key players of
consumers, businesses, and the central government joining hands.

Consumers Businesses Central and local
Improvement of governments
Generalization of service in response Collaboration in
matching service to changing user marriage support
needs Iinitiatives
* Increase in marriages among » Broader service offerings to make the service * Increase in marriage support
consumers using services accessible to everyone programs led by local
« Change in recognition of * Online arranged marriages increasing governments
marriage among customers and opportunities to meet people even acrosslong + State budget allocation for
potential customers distances marriage-hunting support
* Meeting people using the metaverse, Al, etc. initiatives

15



Generalization of Matching Service(1) (2) Market Environment and Growth

Marriages through domestic matching services have increased 2.3 times in 10 years,
and 1 in 6 couples use the service.

N Correlation diagram of the proportion of marriages resulting from service use among
umber of
couples) . . (%)
total marriages in Japan
800,000 Number of married couples «g@mRatio of people who got married through matching services 16.5%
15.3%
700,000 660,622 couples == —

586,481 couples (72,635 couples)

600,000
525,507 couples

500,000 474741 couples

400,000

300,000

4.7%

200,000
(31,049 couples)

100,000

0
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

* The number of married couples was compiled based on the preliminary data of “Vital Statistics for December 2023” released by the Ministry of Health, Labour and Welfare.
* Quoted from the “Marriage-Hunting Activity Survey 2024” released by Recruit Co., Ltd.: https://www.recruit.co.jp/newsroom/pressrelease/assets/20240924 marriage_02.pdf 16
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Generalization of Matching Service(2)

(HE) AT 70— b [EEREAE2024 | &LV

(2) Market Environment and Growth

In the past few years, the threshold for service use has been lowered,

and a positive change in attitude has been observed.

Embarrassment if people know you use marriage services

46.2 46.8 451
34.7

-11.5%

2019 2020 2021 2022 2023 2024

| think can be happy through
marriage activity services 16.6

14
118 12.8

8.2 ' +8.4%

2019 2020 2021 2022 2023 2024

%
60

50
40
30
20
10

0

%
25

20
15
10

Marriage activity service users have an image of
being in a hurry.

554
49.8 16.8

43.1 42.8

-12.6%

40.

2019 2020 2021 2022 2023 2024

| think can meet your ideal partner through
marriage activity services

22
18.8 19.8

A +9.8%

12.2

2019 2020 2021 2022 2023 2024

¢ https://www.recruit.co.jp/newsroom/pressrelease/assets /20240924 _marriage 02.pdf

The threshold for
service use is declining.

Increased positive
impressions are seen
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Evolution of services in line with changing times(1) (2) Market Environment and Growth

Over the past few years, many forms of service have emerged to meet the needs of users.

(1) Partner Search Type (2) Swipe type (3) Matchmaker Proposal
Type

- 2= =laa
S Uy,
¢

Users enter their criteria and Random matches are displayed Matchmaking with compatible

apply for matching with and you are matched with a partners from the

members who have hit the partner based on your intuition.  management with

right match. suggestions from
matchmakers.

Service Examples Service Examples Service Examples

- Pairs - Tinder - Dine

* Omiai - Tantan, etc. - Hitoshi, etc.

- With, eftc.

Copyright © IBJ,Inc. All rights reserved.

(4) Auto matching type
Al

= & =
s

Automatically introduces and
matches partners using Al
and other technologies.

Service Examples
- Bachelor dating
- Knew, etc.

18



Evolution of services in line with changing times(2) (2) Market Environment and Growth

IBJ also achieved unique service development and function development

F—HAF

2006 : T ]
Traditional “Marriage Agency” iy matching 7 | 2024 ; o
Buildi latf A ¢ 2022 _ _ In cooperation with local governments
Clrjelzatlgg i?lr?oa\l/a’i)iz)n;s ?nc,:ﬁ: i?ldustr Matchmaking Proposal by Ai ” Metaverse Marriage Activity” in

Y- Release of “Ai Matching* cooperation with local governments

/

/
2020. '
With the spread of COVID-19
Expansion of online matchmaking

2023
You can view yourself objectively with data
Release of “Matchmaking Analytics®

penmmEn

T | BEBESER
| #LWHRWE
10 B<
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Growing as a National Policy Company with Public-Private Collaboration

(2) Market Environment and Growth

Local governments and other government agencies begin to recognize the importance of marriage activity support

Kinki

Hyogo 17 Shiga 1

Tohoku

Yamagata 4
Wakayama 3 Osaka 1 Miy agi 1
Kyoto 1
Ibaraki 27 Chiba 2
ChUgOkU Gunma 4 Tochigi 2
Shimane 6  Tottori 1 Saitama 3 Tokyo 1
Hiroshima 4 Okayama 1

13 Aichi 1
Saga 8 Fukui 1

Fukuoka 1

Kyushu e Q (G:i:LIbu

Nagano
i 7 Yamanashi 1

Q.Q @ e | e
Q Q\Shikoku

Kochi 8
Tokushima 5
Ehime 1

“Workation in Pursuit of Relationships in Himeji’

—NM arriage-hunting event based on the theme of “Encounters, Tourism, and Work”—

Achieved a matching rate of 50%®

The number of applications received
exceeded the capacity by more than four
times.

Copyright © IBJ, Inc. All rights reserved.
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Comprehensive services that include event
planning, customer attraction, event
management, and post-matching support

Various seminars for unmarried men and
women, and for local governments

“Result-oriented marriage support” for local

» Marriage-hunting and workation tour governments
» Marriage-hunting in the metaverse « “Skill enhancement and training programs” for
* Marriage-hunting and community matchmakers

revitalization party

“Workshop on how to dress appropriately to
increase the chance of getting married” for
unmarried people

» Seminar to prevent problems related to
etc. personal information etc.

Tochigi “Riddle-Solving Game and Marriage-Hunting for 250 Participants”

—Promoting attractions in Tochigi Prefecture through local events—

The number of applicants for the riddle-solving
game and marriage-hunting event totaled 553,
exceeding the capacity.

(Y‘\ t} T ; L"‘

AN\ 2a¥z 2t
On BDe Ma
IB @t = f Organized a marriage-hunting bus tour
oo featuring local attractions
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The national government (Administration for Children and Families)
also has a positive attitude toward marriage support.

The Children and Families Agency's grants for
priority promotion of regional fertility measures increase year by year.

Grants for Priority Promotion of Regional Fertility Reduction

(2) Market Environment and Growth

(billion yen)

12 mGrant Budget Main contents of the Priority Promotion Project for Local

10 Marriage Activity Support
10 To address the
declining birthrate,
The Budget increased

- |nitiatives involving collaboration among municipalities
- Improvement of matching systems including Al

8 c g - Improvement of marriage support services by utilizing local
significantly marriage support volunteers and businesses, etc.
. - Model projects to promote marriage support based on analysis
of regional issues using objective data, etc.
- Comprehensive life design seminars for the younger generation
3.6
4 [ L] [
Accompanying marriage support = marriage agency
2.1 2.1 business is The importance of marriage activity support
2 I I is now recognized as a subsidized project
0
2020 2021 2022 2023 2024

(As of May 31)

21
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Summary for IBJ's market share and profitability

(1) IBJ's market share

- The number of marriage agencies using the IBJ platform increases every year.

|IBJ has become the largest marriage agency platform in Japan with 4,502 agencies and
15,000 matchmakers nationwide.

- |BJ accounts for an estimated 69.5% of all successful marriages in Japan.

- |IBJ has grown and established a strong position in the industry in terms of the overall market
size of matching services.

(2) IBJ's profitability

- |IBJ's core platform business is growing year after year as its market share expands,
and its most significant feature is its extremely high profit margin.

- Profit margins are also high at member marriage agencies operating within the 1BJ platform,
and the marriage agency business is also a very profitable business model

Copyright © IBJ,Inc. All rights reserved.
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Expansion of Platform (3)IBJ's market share and profitability

We have a franchise network rooted in local communities and the largest
marriage-hunting platform in Japan

Our number of franchises in Japan is the fourth highest
in the country.
Here's how we rank compared with major companies:*

Rank Brand Franchises 4,502 Hokkaido: 64
1 7-Eleven 21,170 § |
’ N n
2 Family Mart 14,765 J apa
3 Lawson 14,439
Tohoku: 150
4 |IBJ 4,502
5 McDonald’s 2,102
Chubu: 739
Supporting marriage-huntin i Kanto: 2,195
PP g - 9 . 9 Chugoku/Shikoku:
across Japan using IBJ's platform 229
_Kansai: 777

Kyushu/Okinawa
*The numbers of franchises at other companies are quoted from "Business .
Chance October 2024 Edition" by Business Chance Co., Ltd. Iovers eas: 348
The numbers of IBJ franchises are based on data as of December 31, 2024. 24
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Number of marriage agencies and matchmakers (3)IBJ's market share and profitability

The number of IBJ marriage agencies has increased in proportion to the increase in the number
of marriage activity support providers in Japan
Steadily increasing market share

Number of marriage agencies and matchmakers belonging to IBJ

7,000 mmm \Number of marriag agencies Number of Matchmaker
14,000
6,000
12,000
5,000
4’502 10,000
4,125
4,000 3,653 8,000
3,000 5,039
’ 6,000
2,000 4,000
1,000 2,000
0 0
2020 2021 2022 2023 2024
*Refer to the number of accounts in the IBJ management system for the number of IBJ matches.
25
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Industry Share of Married Couples in 2024 approximationy  (3)IBJ's market share and profitability

69.5% share in marriages, IBJ is the leading player in
the marriage agency industry.

Number of each marriage service used in Share of IBJ marriages in 2024 (approximate)

marriages in 2023
Q1BJ

Industry share of
marriages: 69.5%

matching application

54,212 marriage agencies 7,918 Cguples

11,393 ‘
couples couples

marriage hunting party

7,121

3,475 couples

couples
Matching apps Marriage agencies Marriage-hunting parties/events Marriage agencies operated by other companies . ‘
@ Number of married couples among members of IBJ and its group firms
* The number of couples who got married in 2023 is quoted from the estimates of the “Vital Statistics for June 2024" released by * Share is 2.4% of 474,741 marriages in 2023 (11,393 couples) vs. the number of IBJ marriages in 2024
the Ministry of Health, Labour and Welfare. * The number of married couples refer to the combined total of couples who got married on the IBM platform
* Ratio of couples who used marriage-hunting support services were calculated and prepared based on the related ratio in the (7,687) and couples who were both Sunmarie members and got married (232).

“Marriage-Hunting Activity Survey 2023 conducted by Recruit Bridal Research Institute.

Copyright © I1BJ,Inc. All rights reserved. 2 6



Comparison with the Size of the Matching Service Market (3)IBJ's market share and profitability

IBJ has continued to grow steadily, while the market expands only gradually.

Expected market size for dating/marriage matching services in Japan and

(Billion yen) trend in IBJ’s consolidated net sales

Market size (forecast)
Growth rate

90  mNet sales at IBJ (consolidated)
78.8 goa +t31.7% 819

79

80 74.2

70
62.2

60
50

40
Growth rate

30 +49.2 %

20 7.6 17.7
13 = 14.7
) . . .
0

2020 2021 2022 2023 2024 2025

v
—
©
N

(Source) A matching app dubbed “tapple” conducted a survey on online dating/marriage matching services in Japan:
Survey method: holding interviews with companies in the industry such as IBJ, Inc., ange, Tameny Inc., Bachelor Date, marrish Co., Ltd.; collecting data from research subjects and research

institutes; gathering publicly available information
Copyright © I1BJ,Inc. All rights reserved. 2 7
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Profita biIity of Affiliate Business (3)IBJ's market share and profitability

Platform business is the most profitable of IBJ's businesses and achieves earnings growth every year
High profitability with a profit margin of approximately 70% on average over the past 3 years (2022-2024)

Vil - :
(Million yen) Performance of Affiliate Business

2,000 80%
Net sales mm Divisional profit —e=Profit rate 1819 ’

1,800 4.73_6cy 75%
69.4% 69.5% 0

1,600 ° — 70%
1,473

1,400 1,338 65%

1,280

1,200 60%

1,024

1,000 55%

887

800 50%

600 45%
400 40%

200 35%

0 30%

2022 2023 2024

Copyright © IBJ,Inc. All rights reserved. 28



Profitability in the Agency Business (3)IBJ’s market share and profitability

Profit margins are also high at IBJ's member agencies, and the marriage agency business
has excellent profitability

Example of IBJ Marriage Agency's revenue model (50 members scale)
Annual revenue

10.8 Million yen
0.9 Million yen IBJ Platform
2.4 Million yen Breakdown of usage cost image
(DData registration fees
48,000 yen (2,000 yen x 24 members)
2.4 Million yen Account usage fees
Annual growth 45,600 yen (3,800 yen x 12 months)
margin ®Member activity fees
“rye 450,000 yen (750 yen x 50members x 12 months)
Monthly membership 990 MI”IO“ yen
9 B @ Monthly membership fees
6.0 Million yen 360,000 yen (30,000 yen x 12 months)

(50members x 10,000 yen
x 12 months)

FERI% L £E RAR) 29
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Summary for Review of KPl and Mid-term Management Plan

(1) Change KPI from [Number of registered members] to [Number of IBJ paying members]

- To enable more realistic calculation of unit price by disclosing figures excluding members who are
not billed due to membership suspension, etc., and using them as KPI.

- To enhance the transparency and soundness of IBJ Marriage Counseling Center and to distinguish
it from other companies.

(2) “Number of Marriages” will be newly set as ‘Number of Married Couples’.

- KPIs are defined as KPIs with a high degree of certainty, excluding values that are estimates due to
apps, parties, etc.

- The number of marriage confirmations (check-ups) between marriage counseling agencies will be
used as a key indicator.

(3) Partial revision of the medium-term management plan (2027)

- Operating income was revised upward from 3.5 billion yen to 4.0 billion yen in light of the recent
iImprovement in operating income margin.

- Revised the number of members and the number of marriages in accordance with the change in the
definition of key indicators.

Copyright © IBJ,Inc. All rights reserved. 3 1



Number of IBJ Paylng Members (4) Review of KPI and Mid-term Management Plan

We will replace the “number of arranged marriage members” with the “number of IBJ
paying members” to visualize the actual profitability situation.

Breakdown of the “number of arranged marriage members” as of the end of December 2024

m Number of IBJ paying members Number of IBJ non-paying members

Possibility for further profit increase

Number of

arranged

marriage 0 69

(person) >

We aim to encourage more members
to become paying members in stages.

Number of IBJ paying members
Refers to the number of members who pay system registration and other fees to IBJ’s
affiliates and from whom IBJ receives revenue

Number of IBJ non-paying members
Refers to the number of members who are not charged due to reasons such as being in serious
relationships or on leave of absence

32
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Trends in IBJ Registered Members and IBJ Paying Members (4) Review of KPI and Mid-term Management Plan

The number of paying members has steadily increased from the beginning of the fiscal
year, contributing to enhanced profitability.

(Person)
100,000 Trends in registered members and paying members

95000 Number of registered members  ==s==sNumber of paying members

90,000
85,000
80,000

75,000
70,697

__®

70,000

65,000 60,466 61,695 62,999
58,681 99,249 —
0000 57142 57,375 e e

e E——

55,000

50,000
January February March April May June July August September October November  December
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Number of Married Couples

(4) Review of KPI and Mid-term Management Plan

Parties, apps, and other items that are estimates are excluded.
The number of married couples is the sum of the two definitions in the marriage agency business.

Engagement confirmation cases

The number of married couples to whom the agencies provided
support in the entire process from engagement to proposal, and who
the agencies on both sides confirmed to be engaged.

Process of engagement confirmation

Agencies for A and B confirm that they are engaged

| A B }

Informthat QO Q Inform that
Ais engaged T B is engaged
with B m Engaged i ; with A
w +—
Agency Agency
(matchmaker) (matchmaker)

Copyright © IBJ, Inc. All rights reserved.

The number of married couples who their agencies did not confirm to
have proposed marriage or been engaged, but

Process of
A B
T
Agency Agency
(matchmaker) (matchmaker)
34



Number of Married Cou ples (4) Review of KPI and Mid-term Management Plan

The number of couples who get married in the IBJ marriage agency business has been
increasing every year.

(Number of 1 6 398
| . . . . .
f;”ggg) Trend in the number of couples who get married in the IBJ marriage agency business ’
14,985
Engagement notification cases
14,000 m Engagement confirmation cases 1 3 ,752
12,000
11,240

10,000

8,000 +13.8%

+8.4%

6,000 +15.2%

4,000

2000

0
2021 2022 2023 2024

* The engagement confirmation base is the total of successful marriages within the IBJ platform (7,687 couples) and successful marriages between Sanmarie's own members (231 couples).
* The number of engagement offers is the total of marriages of IBJ platform members through other services or introductions by friends (6,959 couples) and marriages between ZWEI original
members and marriages through other services or introductions by friends (1,501 couples).
* The number of marriages from 2021 to 2023 is calculated retroactively according to the new definition. 35
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Partial Revision of the Medium-Term Management Plan for 2027

(4) Review of KPIl and Mid-term Management Plan

Revised operating income target upward in line with recent profit margin improvement
Changed the “number of matchmaking members” to “IBJ billing members,”

which is more directly related to revenue.

2027 (before review)

2027 (after review)

Review Details

Net sales 24 Obillion 24 Obillion No change
. . A - T t ting i ised
Operating profit 35nillion 40villion A pwrard by o billion yon
Number of married 20 OOO 207OOOCOUpIeS Revision of accounting and
couples ’ couples (10,000 couples based on calculation methods
internal confirmation)
Ma:?ar;:ea;zi‘cy 7,000 7,000 Names and unification
Number of IBJ _ 140.000 Establish new indicators
paying members ’ as key indicators
Number of matching Exclude from key indicators in the
members 2507000 : mid-term management plan

Copyright © IBJ,Inc. All rights reserved.
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Progress of the Medium-Term Management Plan for 2027 (4) Review of KPI and Mid-term Management Plan

Steady progress, although the target is more stretched than initially expected.

Actual 2024 2027 (after review)  rate of achievement
Net sales 17 Ibillion 24 Ovillion 73.8%
Operating profit 25 billion A0billion 62.5%
Number of married 16,3 79couples 20,000couples 81.9%
couples ntemal confirmation . intemal confirmation (79.2%)
Marriage aqency 4,502 7,000 64.3%
Number of I8 70,697 140,000 50.5%

paying members

37
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Overview of Affiliate Business and Growth Strategy (5) Summary by Segment

Strong growth compared to last year due to the effect of O-Net membership

(Million yen) 2023 results 2024 results Change Growth rate . L. .
2973 3.365 301 13.2% Quarterly trends in net sales and divisional profit
Net sal . illi ) - .
¢ sales i ; + + 0| {Mtonven for the Affiliate Business
Divisional 0 1,000 90%
profit 1’827 2’227 +400 +21.9% mmm Net sales mmmm Divisional profit —s=Profit rate
Profit rate 61.4% 66.2% - - 200 85%
*Divisional profit is operating income plus internal transaction adjustments, plus depreciation + amortization of 300 30%
goodwill + amortization of long-term prepaid expenses.
Affiliate Business 700 75%
Net sales and operating income were strong due to the expansion of the 600 0%
membership base through the addition of O-Net and an increase in the 69.9%
number of marriages due to strengthened cooperation among member £00 65%
; 66.7% ’
agencies. 65.7%
The company aims to further improve profit margins in the next fiscal 200
year by revising pricing, which was done at the end of the fiscal year.

o

o

o

65.7% 66.0%
Agency Opening Support Business 00 98.2% by |
A review of marketing and the training of sales staff have resulted in a 1}
steady increase in the cumulative number of openings to 964. 20
In the next fiscal year, the company will continue to improve advertising
efficiency and staff training,In the next fiscal year, we will continue to 10
improve advertising efficiency and staff training, while strengthening our

approach to regional areas and raising franchise fees to further improve

results.
Copyright © IBJ,Inc. All rights reserved.

62.7% 0%
55%
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45%
40%
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Overview of Directly-Managed Lounge Business and Growth Strategy (5) Summary by Segment

All 3 brands achieved YoY growth, led by ZWEI

(Million yen) 2023 results 2024 results Change Growth rate . Lo .
3 379 3 999 619 7 4% Quarterly trends in net sales and divisional profit
Net sales + + /. . .
’ ’ ® | (wiion yen) for the Directly-Managed Lounge Business
Di\gf;;::'a' 1’850 2’062 +211 +11.4% 2,500 mm Net sales mmm Divisional profit —s=Profit rate 50.0%
2.249 2,310 2,299

Profit rate 22.1% 22.9% - - 2 051 2,106 2,118 2103 2,138 45.0%
*Divisional profit is operating income plus internal transaction adjustments, plus depreciation + amortization of !
goodwill + amortization of long-term prepaid expenses. 2,000 40.0%

IBJ Members 35.0%

Option sales have increased the unit price per customer, while the number of

enrollments has remained mostly unchanged. 2025 will be a year in which the 1,500 30.0%

company aims to strengthen its ability to acquire customers, with its top priorities 28| 29

being to strengthen cooperation with parties and human resource development. 13 ° %
20s 6% 0% 225% 0% 225% 9l99, 25.0%

Marketing measures were successful and enrollment remained steady. In the next

fiscal year, in addition to continuing to strengthen marketing,In the next fiscal year, 15.0%

the company aims to achieve further business growth by aggressively opening new 06 06 b 78

stores in addition to continuing to strengthen marketing. 0 135 155 1386 473 169 - - 0%

5.0%

The number of enroliments increased significantly from the party due to the

expansion of sales branches and the training of sales personnel. In the next fiscal

year, the company aims to build a profitable organization by improving advertising 0 0.0%

efficiency while continuing to enhance its sales force. 2023Q1 2023Q2 2023Q3 2023Q4 2024Q1 2024Q2 2024Q3 2024Q4

40
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Overview of Matching Business and Growth Strategy (5) Summary by Segment

The company aims to maximize growth in the directly-managed store business through a change in
services,However, the directly-managed store business performed well and the measures were successful.

Quarterly trends in net sales and divisional profit

(Million yen) 2023 results 2024 results Change Growth rate e for the Matching Business
Net sales 1,838 1,634 A203 Alll % Net sales mmm Divisional profit == Profit rate
500 40%
o 335 224 A110 | A33.0%
450
Profit rate 18.2% 13.7% - - 35%
*Divisional profit is operating income plus internal transaction adjustments, plus depreciation + amortization of 10
goodwill + amortization of long-term prepaid expenses. 30%
o 24.8%_ 2%-6%
25%
300
In 2024, strengthen the role of IBJ Members and Sanmarie as gateway
services in their directly managed business. 250 20%
Furthermore, the service name was changed to “IBJ Matching”. Going
forward, the company will continue to develop services that leverage the 200 ] 16.7% .
strengths of both marriage activity parties and matching applications. ) o
150 13.8% 14.6%
10.2%0%
100
Financial results were mostly unchanged. Both sales and profits 8 %
declined temporarily due to the termination of the “IBJ Gohan Dating” 50 “
service. I I I I
In 2025, the company aims to achieve earnings growth by strengthening 0 %
its approach to municipalities and new areas and developing services. 2023Q1 2023Q2 2023Q3 2023Q4 2024Q1 2024Q2 2024Q3 2024Q4

Copyright © IBJ,Inc. All rights reserved. 4 1



Overview of Life Design Business and Growth Strategy (5) Summary by Segment

Steady business growth in both the marriage activity peripheral business and K Village

Quarterly trends in net sales and divisional profit

(Million yen) 2023 results 2024 results Change Growth rate
o for the Life Design Business
Net sales 4,457 3,740 ANT17 Alﬁl/}
— mm Net sales mmm Divisional profit =s=Profit rate 109,
o 509 622 +112 | +22.0% | (viionyen) -
Profit rate 11.4% 16.6% - - o0 35%
*Divisional profit is operating income plus internal transaction adjustments, plus depreciation + amortization of
goodwill + amortization of long-term prepaid expenses. 30%
2,000
Peripheral areas of marriage activity -
5%
(insurance, real estate, weddings, photography)
Steady performance growth in line with the increase in the number of 1,500

) ) : : 20%
marriages in the marriage agency business.

Aim to acquire more customers by establishing and strengthening routes
to send customers from member marriage agencies in addition to 1,000
directly managed agencies.

K Village

The mainstay language community and music community businesses 500
achieved significant growth.

Growth was supported by a particularly strong increase in the opening of
franchise schools in the music community business. l .
In 2025, the company aims to expand its business by strengthening 2023 Q1 2023 Q2 2023 Q3 2023 Q4 2024 Q1 2024 Q2 2024 Q3 2024 Q4

marketing to further increase awareness.
Copyright © IBJ,Inc. All rights reserved. 42
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(6) References

Profit and Loss Statement (P/L)

to owners of parent

2023 2024

(Million yen) 10 20 30 40 10 2Q 3Q 4Q

Net sales 3,864| 3.861| 5830 4,093 4254 | 4311| 4,525| 4,647
Cost of sales 156|  158| 1,939 298 294 296| 317| 367
Gross prof 3,707| 3,702| 3,891| 3,795 3959 | 4,014| 4208 4,280
sG8A 3173| 3,272| 3,114| 3,305 3295| 3,408| 3,489 3,690
Operating income 534| 430  776| 489 663| 606| 719| 589
oo roperating 16 31 32| A0 3 51 Al 4
e operating 3 5 4 5 5 5 6 11
Ordinary income 547|  456|  804| 483 662| 606| 711 581
incoma. e 69| 248 82 - 82 1 = 1
Total extraordinary loss 0 31 4] 293 - 23 0| 345
0 cwmers of parent 365  440|  571| 252 481| 385|  450| 206

Copyright © IBJ,Inc. All rights reserved.

Full-year

17,739
1,276
16,463
13,884
2,579
11

28

YoY
(Change)

YoY
(Pct. change)

+90

+0.5%

N1,276

A\50.0%

+1,366

+9.1%

+1,018

+7.9%

+348

+15.6%

/A\69

AN85.7%

+9

+49.6%

+269

+11.7%

/315

NT8.7%

+38

+11.6%

A\105

\6.5%

Only major items are excerpted; for details, please refer to the financial statements. 44




Balance Sheet (B/S) (6) References

2023 2024
(Million yen) 10 20 30 10 20 30 Full-year
Current assets 7,471 1,122 3,109 6,170 7,035 7,310 8,918
Cash and deposits 3,141 3,052 3,887 2,489 2,830 2,743 4,198
Non-current assets 7,803 3,417 3,364 10,134 | 10,242 | 10,318 9,547
Total assets 15,275 | 16,140 | 16,473 16,305 | 17,277 | 17,629 EFNL
Current liabilities 4,036 4,569 h,464 5,426 b,126 4,709 5,220
Non-current liabilities 3,139 3,091 2,921 3,261 4,124 4,401 4,274
Total liabilities 7,175 7,661 3,386 3,687 9,250 9,111 9,495
Total net assets 3,099 3,478 3,086 7,617 3,027 3,518 8,970
Toallabiites andnet | 15 975 | 16,140 | 16,473 16,305 | 17,277 | 17,629 WEERTL

Copyright © IBJ,Inc. All rights reserved.

Prior year
throughput ratio
(fluctuation)

Prior year
throughput ratio
(Percentage)

+827

+10.2%

+409

+10.8%

N482

N4.8%

+345

+1.9%

/1,966

AN2T7.4%

+1,365

+47.0%

A601

AN6.0%

+946

+11.8%

+345

+1.9%

Only major items are excerpted; for details, please refer to the financial statements.
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Net sales and Divisional Profit by Business (6) References

o 2023 2024 YoY YoY
(Million yen) 0 20 30 20 10 20 30 10 [P (Change) | (Pet. change)
Net sales 780 711 75b 126 834 184 854 Syl 3,365 +391 | +13.2%
faeney Openng. 420 362 | 379| 336 419 | 344| 383| 392 EFL +45 | +3.1%
Affiliate Business 359 348 375 390 414 440 465 499 R +345 | +23.4%
Affiliate Business
Divisional profit 454 396 496 479 583 515 569 559 2,227 +400 +21.9%
Agency Opening. 218 | 171 217| 195 269 | 192 222 205 RN +86| +10.8%

B Platform 235 225 219 284 313 323 347 YN 1,338 +314 | +30.6%

Business

Net sales 2,051 2,106 | 2,118 | 2,103 2,138 2,249 | 2,310| 2,299 gE:RER] +619 +7.4%

Directly-Managed

Lounge Business Divisional profit 435 | 455 | 486 473 469 | 506 | 506 578 K]y +211| +11.4%
Net sales 452 464 470 450 413 400 414 fem 1,634 A203 | Al11.1%
Party Business 270 280 274 260 230 217 229 230 908 A176 | A16.3%
App Business 182 183 196 190 182 182 184 175 125 A26 /A\3.6%

Matching Business
Divisional profit 39 63 116 115 60 53 69 41 224 A110| A33.0%
Party Business 0 28 H2 b7 22 20 32 17 93 A4S | A32.7%
App Business 38 35 64 b7 37 33 36 23 130 ABS | A33.3%

Net sales 579 579 | 2,485 812 867 3876 946 | 1,049 meagil ATIT| A16.1%
Divisional profit 132 93 250 33 159 138 174 149 622 +112 | +22.0%

*Divisional profit is operating income plus internal transaction adjustments, plus depreciation + amortization of goodwill + amortization of long-term prepaid expenses. 4 6
Copyright © IBJ,Inc. All rights reserved.
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KPI by Business (Marriage Agency Business) (6) References

. 2023 2024 YoY YoY
By period 10 20 30 4Q 1Q 2Q 3Q 4Q FN|BCET@ (Change) |(Pct. change
oo marmage 3,803| 3,883 4,050| 4,125 4,211 4317 4,428 4,502 g 377 +9.1%
Number of new
business openings 268 220 239 217 225 235 248 256 +20 +2.1%
Number °f."ew 12,225 13,087 13,496 12,554 13,639 16,280 17,161 17,225 +12,943 +25.2%
memberships
LAffiliate Business 7,317 7,910 8,526 8,208 8,624 10,649 11,352 12,275 +10,939 +34.2%
LDirectly-Managed o
Lounge Business 4908 5,177 4970 4.346 5,015 5,631 5,809 4.950 +2,004 +10.3%
Marriage |Number of 1B
9€  Regictorod Memberss | 82371| 84,360| 85,855| 85,854 87,297| 91,318| 94,763| 94,167 +8,313|  +9.7%
agency
Business | “Affiliate Business 58,461 | 59,633| 60,524| 60,581 60,915| 63,637 65,727 65,777 +5,196 +8.6%
(Affiliate -
Business LE”eC“y‘EZ”a.”aged 23910| 24727| 25331 25273 26,382 27.681| 29.036| 28390 +3,117  +12.3%
+DireCt|y- ounge usiness
Managed Number of IBJ Paying
Lounge members* 53,065 | 54,262 55,542| 55,850 58,681 61,695 66,476 70,697 +14,847 +26.6%
Business

LAffiliate Business 32,144 32,936 33,785 33,993 36,281 38,472 42,348 46,213 +12,220 +35.9%

LDirectly-Managed
Lounge Business

20,921 21,326 21,757 21,857 22,400 23,223 24,128 24,484 +2,627 +12.0%

Number of arranged | 178 179 | 192 070 | 197,754 | 196,819 205,706 | 220,157 | 230,081 | 232,026 LAY +123,155| +16.1%

marriage meetings

LAffiliate Business 108,110 | 118,079 120,472 | 122,527 125,561 | 135,712 | 143,265| 145,843 CLIUE YN 81,193 +17.3%

LDirectly-Managed
Lounge Business

70,062 73,991 71,282 14,292 30,145 34,445 86,816 36,183 KEYRN 41,962 +14.2%

Copyright © IBJ, Inc. Al rights reserved. *As of the end of each quarter 47



KPI by Business (Matching Business and Life Design Business)

(6) References

By period o w02 YoY YoY
Pct. ch
1Q 20 | 30 | 40 10 | 20 | 30 | 4o QIELEY Chonee) [Fetchaned
Number of party 95,715| 91,375 | 82,731 | 75,946 70,610 | 74,5525| 82,143 79,443 N NEAN /30,046 | /11.3%
participants
Matching Business [ Number of parties held 8,284 7,187 7,477 7,208 6,956 7,967 8,746 7,744 31,413 +657 +2.1%
g‘:}rg‘sb)ef of matches 289,162 | 313,518 | 312,258 | 279,486 312,308 | 318,044 | 310,124 | 256,394 FMEIRION 2,446 | +0.2%
2023 2024 Yoy Vo
. 0 0
By perlod (Change) |(Pct. change)
10 20 3Q 4Q 10 20 30 IOl Full-year
Number of signing a contract 420 382 432 466 607 571 570 606 [VIRYLY 645 | +37.9%
(insurance & wedding)
Life Desian The number of Selfit arranged
~eslg marriage meeting photos 930| 1,229 1,340 1,198 1,403 2,380 2,523 2,171 W yal +3,780 | +80.5%
Business taken
Kvillage
Number of students (Korean &| 12,450 13,118 [ 14,010 | 14,696 15,909| 17,423 18,888 | 19,816 +5,120 | +34.8%

voice training) *

Copyright © IBJ,Inc. All rights reserved.

*Number of insurance contracts per product contracted; if one customer contracts two products, it is counted as two contracts.

*K village Number of students As of the end of each quarter.
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Shareholder returns (dividends and treasury stock repurchases) (6) References

Aiming for proactive shareholder returns,
positively considering revisions based on performance trends

Dividends and Dividend Payout Ratio (%)

(yen)

10 25.0%
mem Dividends (yen) a@=Dividend payout ratio (%)

9 19.9%
16.1% +2yen

20.0%

14.7%

15.0%

10.0%

5.0%

0 0.0%

2022 2023 2024 2025

49
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Our Unique Business Model (6) References

Operating the largest marriage-hunting platform in Japan
with directly managed lounges and franchisees.

Life Design Business

Matching Business Marriage Agency Business (weddings)
(gateway service) VES I
(Marriage-hunting party) T

Q1BJ Matching m 5 P

(marriage-hunting apps) . . o - (I:\éiygy)www
” Bridal Net Dlrectly-;n:;zg:g Lounge Expsnd:)ng Affiliate Business ﬁ.ar. At
membper bpase i i
L e
youwbride [B]xv73-x ZWCEI oA

‘ ' URVANAY N u (language community)
® 1LwRUE50ANSDEBERY-IV

KVillage &ZEEE

The matching business is the gateway service for our marriage agency business,
and our life design business primarily targets the growing number of marriages between members

Copyright © IBJ, Inc. All rights reserved. 50



Business Model (Matching Business) (6) References

L1BJ Matching
Party members

Store-type parties
Participation fee per party Held in lounges exclusively for marriage-

: - Recommend joinin
Average for men and » hunting parties e IBJ |\/|embersJ ’ O O

women about 3,000 yen VTN
w .
m *Average price per person 5 : MatCh | ng m

- Entertainment party
Held at a wide variety of venues
e.g. aquarium, fireworks, etc

[B] #273—=x

Matching app members

O = oo™ g | @ Bridal Net

*Fluctuations such as additional options Q IB] MC'I 1.C h i n g
. Directly-M d
m Support offered from yowbrlde Sending marriage- Irectly-iianage

getting the membership hunting members | LOUNge agency

to meeting partner Wh? arte Qighly
candidates motivate

51
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Business Models (Marriage agency Business )

O
)

Members of directly
managed lounges

Initial cost: ¥90,000 to ¥ 300,000
Monthly membership feex: ¥ 15,000

Marriage fee: ¥ 200,000

*Price per capita

Marriage Supporting

Counselor

Initial cost: ¥ 100,000 .
Monthly membership fee: Franchised
¥ 10,000 lounge

Marriage fee: ¥ 200,000

O
)

*Pricing varies by lounge
*Price per capita

[l

IBJ affiliates

Marriage Supporting

member

Copyright © IBJ, Inc. All rights reserved.

(6) References

Directly-Managed
Marriage agency

[B] #2038 =2%

AU~

LY Aol

Membership fee: ¥ 2,000,000
(individual)

|. Corporate: ¥ 4,000,000

Monthly membership fee: ¥ 30,000
(average spend)

'

Systems and know-how

(

Matchmaker

/

*Differ according to the number of members at each consultation center

[Affiliate Business]

Q1IB]J




Business Models (1) (Life design Business) (6) References

High engagement rates are achieved through a comprehensive service line that
extends to after marriage.

Marriage-hunting domain m
y Planner Supporting Married Couples
% °0

Matchmaker

@
Accompanied- m - -.

style service '_.‘ . \
‘ L_ | ]

Interviews with members who are engaged Proposals in line with customers' wishes
in marriage to hear their values and wishes based on the content of interviews

IBJ's Unique Advantages

High level of trust in matchmakers who stayed with them
until marriage, and high effectiveness in sending
customers to the life design area

Copyright © IBJ,Inc. All rights reserved. 53



(Sustainability) Promoting SDGs (6) References

Getting members married with IBJ services

V

Social issues Matters to be resolved KPI
(1) Aging society Increasing the number of franchisees and matchmakers .
prob|em (promoting the employment of senior citizens, measures against loneliness) 7,000 franchisees

Number of IBJ paying members:
Increasing the number of franchisees and regional members 140.000 members

(2) Reglonal Issues (regional revitalization and the issue of businesses lacking successors)

Increase the number of members and marriages between

members
(countermeasures to fewer people getting married, raising the number of births)

Number of marriages between
members: 20,000 couples

(3) Countermeasures to
the declining birthrate

S (Society)
Materiality Goal Target Materiality Target Materiality Goal Target
* Running business with * Providing a safe place to meet potential partners 4.4 » Code of conduct 16.3
attention to the environment 73 (data security, protection of personal information) 8.1 » Corporate governance 16.5
(environmental efficiency of our ) . . . ) )
business operations) Sgcurl_ng expgrt pe_rsonnglland developing personnel 8.2 Ensuring healthy and transparent 16.6
. (diversity and inclusion, training program) 85 business management with 16.7
Reducing power use . 13 B « Corporate citizenship activities (contributing to 10.3 dynamic and flexible
(Lrgc[ijulqr;]gt]_ overtime, introducing Rk 131 communities) 16.3 management, and enhanced
s .nlg mg)r O ' (Vitalizing marriage-hunting business through ' management monitoring functions
aving pape collaborations between regional corporations, banks and
(going paperless) municipalities)

Copyright © IBJ, Inc. All rights reserved.



Corporate History (6) References

- IBJ Inc. is established and the Japan Association of Marriage Agency Platform Business is launched

2006 - Took over the Bridal Net and Marriage hunting party business (IBJ Matching) from the predecessor company
2012 - Listed on the Osaka Stock Exchange JASDAQ Market (currently the Tokyo Stock Exchange)
2014  Changed to the Second Section of the Tokyo Stock Exchange
2015 - Listed on the First Section of the Tokyo Stock Exchange
- Selected as one of “Asia’s 200 Best Under A Billion” by Forbes Asia
2018 - Established IBJ Financial Advisory Co., Ltd. to operate real estate business
2019 - Made Sunmarie Co., Ltd. and K Village Co., Ltd. subsidiaries
2020 - Made ZWEI Co., Ltd. subsidiaries
2022 - Transitioned to the Tokyo Stock Exchange Prime Market
2023 - Capital and business alliance with O-Net Inc.
2024 - Number of marriage agencies exceeded 4,500 companies

- The number of new members enrolled in the IBJ marriage agencies achieved a record high of 64,305

Copyright © IBJ, Inc. All rights reserved. 55



Company Profile

Company name: IBJ, Inc.
Date of Establishment: February 2006

Location: Shinjuku First West 12 and 17F,
1-23-7 Nishi-Shinjuku, Shinjuku-ku, Tokyo

Number of Employees: 1,236 (December 2024)

Directors:

President and Representative Director: Shigeru Ishizaka
Executive Vice President: Kenjiro Tsuchiya

Director: Yasuyuki Yokogawa

Outside Director: Kohzoh Umezu

Outside Director: Megumu Murakami

Outside Director: Mai Satou

Full-time Auditor: Yuki Futatsuya

Corporate Auditor: Nobuyuki Teramura

Corporate Auditor: Syuhei Takahashi

Listing Market: Tokyo Stock Exchange Prime Market (6071)

Copyright © IBJ, Inc. All rights reserved.



TSE Prime Market: 6071

IBJ, Inc

12th &17t floor, Shinjuku First West 1-23-7 Nishi Shinjuku,
Shinjuku-ku, Tokyo 160-0023

These presentation materials are prepared as a reference for investors
to give them an understanding of the current status of IBJ, Inc. The
information contained in this presentation is based on a generally
accepted understanding of economic and social conditions as of August
2024 as well as certain assumptions considered to be rational. The
information contained herein may be altered without notice due to
changes in the business environment and other such reasons.

The updated information on IR is available on
our official LINE account.

Copyright © IBJ, Inc. All rights reserved.
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Q1B]

ANEANZODOREDIZ, NPFEERS,

An Interpersonal encounter is arranged only by a human.

58



	スライド 1
	スライド 2
	スライド 3
	スライド 4
	スライド 5
	スライド 6
	スライド 7
	スライド 8
	スライド 9
	スライド 10
	スライド 11
	スライド 12
	スライド 13
	スライド 14
	スライド 15
	スライド 16
	スライド 17
	スライド 18
	スライド 19
	スライド 20
	スライド 21
	スライド 22
	スライド 23
	スライド 24
	スライド 25
	スライド 26
	スライド 27
	スライド 28
	スライド 29
	スライド 30
	スライド 31
	スライド 32
	スライド 33
	スライド 34
	スライド 35
	スライド 36:  Partial Revision of the Medium-Term Management Plan for 2027
	スライド 37:  Progress of the Medium-Term Management Plan for 2027
	スライド 38
	スライド 39
	スライド 40
	スライド 41
	スライド 42
	スライド 43
	スライド 44
	スライド 45
	スライド 46
	スライド 47
	スライド 48
	スライド 49
	スライド 50
	スライド 51: Business Model (Matching Business) 
	スライド 52: Business Models (Marriage agency Business ) 
	スライド 53
	スライド 54
	スライド 55
	スライド 56
	スライド 57
	スライド 58

