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Executive Summary

- Q1 (July to September) FY2026/6 revenue of 6.71 billion yen (down

Summar
1 ' 1% YoY) and operating profit of 290 million yen (down 19% YoY)
- Accelerated investment in high-growth areas and AI utilization
- Reorganized the business into two segments starting from Q1
FY2026/6
summary . Digital Marketing Business: Revenue increased 5% owing to the
2 strong performance of Marketing HR
- Research and Insight Business: Revenue declined 6%, mainly due to
a decrease overseas, despite growth in Japan
- FY2026/6 earnings are weighted toward 2H
summary - Full-year earnings forecast remains unchanged
3 - Aiming for revenue of 32 billion yen and operating profit of 2.8 billion

yen



FY6/2025 Q1 Financial Results Outline




Financial Results for FY2026/6 Q1

Revenue of 6.71 billion yen (down 1% YoY) and
operating profit of 290 million yen (down 19%)

FY2025/6 Q1 FY2026/6 Q1
YoY
(JPY 100 Million) Al m Growth Rate

Revenue 67.6 67.1 -1%
Digital Marketing Business 30.8 32.5 +5%
Research and Insight Business 36.8 34.6 -6%

Gross Profit 25.2 24.7 -2%

(Gross Profit Margin) (37.3%) (36.8%) (-0.5pt)

SG&A 21.7 21.8 +1%

Operating Profit 3.6 2.9 -19%

(Operating Profit Margin) (5.3%) (4.3%) (-1.0pt)

EBITDA*1 5.3 4.3 -19%

(EBITDA margin) (7.9%) (6.4%) (-1.5pt)

Ordinary Profit 3.0 2.9 -2%

Net Income Attributable to Owners 1.4 1.2 -14%

of the Parent

*1 : EBITDA: Operating profit + Depreciation + Amortization



Change in Business Segments

Consolidate business segments into two—Digital Marketing and Research Insight
— Reorganize and integrate the former Data Marketing Business and Insight Business —

FY2025/6 Revenue
Current status (JPY 100 Million)

Digital Marketing
Business

Media and promotion
IT solutions

Data Marketing
Business

Japan

Overseas

Insight Business

Japan
Overseas

125

New segment/Breakdown

Digital Marketing Business 125
__|—> Social & digital promotion

99

65

ﬁ

ﬁ

—” SI/DX consulting

—” Marketing HR

Research Insight Business 164

Japan

Overseas

FY2025/6 Revenue
(JPY 100 Million) | Business overview

IP/Influencer marketing
Sampling media
Third party logistics

System/App development,
maintenance and operations,
DX consulting

Marketing/IT/Human
resources services in the DX
domain, BPO services

Consumer research
Market data collection and
analysis
Marketing/Consulting

Major subsidiaries

Excrie, REECH, TOKYO
GETS, PathCrie

Cross Communication,
COUM

Alterna Ex, Creative
Resource Institute

Cross Marketing, Medilead

Kadence Group companies



Factors Behind Fluctuations in Operating Profit (YoY)

Operating profit declined by 70 million yen, mainly due to a decrease in gross
profit in the Digital Marketing Business

(JPY 100 Million)

Operating profit: Down 0.7 / Down 19%

SG&A SG&A
Digital Research (excluding new (for new

Marketing and Insight consolidated consolidated
companies) companies)
-1.0 +0.5 +0l2 _0l4

Operating
Profit

SGR&A decreased SG&A increased

|

Decline in
depreciation, other

Increase in SG&A
expenses at newly

Operating
Profit

Gross profit decline Gross profit increase expenses, etc. consolidated Coum
due to a decrease in due to improvement in 2 9
gross profit margin gross profit margin .

FY2025/6 Q1 FY2026/6 Q1



Digital Marketing Business

Revenue of 3.25 billion yen (up 5% YoY) and segment profit of 200 million yen
(down 5% YoY)
Segment profit declined due to a decrease in gross profit even as Marketing HR
drove revenue growth

Highlights N
(JPY 100 Million)
- Social & digital promotion: Revenue was little
changed YoY. While high-growth areas such as
influencer marketing and IP promotion expanded, YoY
PathCrie, which engages in 3PL*!, saw a revenue 32.5 - [ +5°% J
decline. 30.8
- Marketing HR: Revenue increased 35% YoY due 5000 20.0
to the strong performance of digital-personnel :
dispatch and BPO services.
g 22.0
Lowlights
Revenue of Segment
P . ; : - fit YoY
- SI/DX consulting: Revenue declined 3%. The social & digital . 15.0 21 profit 2.0 oo { 506 J
existing system development business and other promerien
operations saw a revenue decline even though
Coum was newly consolidated. 0.0 5.4
. ) ) ) Revenue of - 5_6
- Segment profit declined 5%. This was mainly SI/DX consulting
due to a decline in gross profit associated with a Revenue of — 5.0
decrease in gross profit margin. Marketing HR 20
FY2024/6 FY2025/6 FY2026/6

*1 Refers to third-party logistics, which is a logistics service that intermediates
between the shipper and the delivery company for goods and cargo Q1 Q1 Q 1



Research and Insight Business

Revenue of 3.46 billion yen (down 6% YoY) and segment profit of 620 million

ven (down 11% YoY)

Revenue declined overseas even though performance remained solid in Japan

Highlights

- In Japan, revenue increased 2%. Online research
performed well, while the health-care field showed
signs of recovery.

Lowlights

- Overseas, revenue declined 21%. In North America,
performance remained on par with the same period of
the previous fiscal year. However, revenue declined
in the UK, India, Indonesia, and other regions
because projects were prolonged due to the impact of
U.S. tariffs and political uncertainty.

- Segment profit declined 11%. This was mainly due
to the revenue decline overseas.

Exchange rate impact

- The foreign exchange effect*! increased revenue by 25
million yen, but had minimal impact on profit.

*1 Compared to the actual exchange rate in Q1 of the fiscal year ended in June 2025.

(JPY 100 Million)

Revenue

368 @ a4 a. Yoy
34-3 34'6 _60/0
Overseas -7% when
-------------------- 12.4 excluding the
~~~~ 10.7 9.8 impact of
exchange rates
24.8
Japan 24.4
~~~~~~ 23.6
Segment
7.0 profit 6.2 YoY
3.8 ——— Y B -11%
o~ -11% when
excluding the
impact of
FY2024/6 FY2025/6 FY2026/6 cxchange rates
Q1 Q1 Q1
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Topics: Accelerating Growth in the Influencer Marketing Domain (.1) i

REECH has partnered with CARTA ZERO to launch a collaborative advertising
solution called “Store Sales Ads,” which utilizes in-store purchase data

By combining influencer marketing with purchase data, the two
companies will provide end-to-end support for consumers from
initial interest to the point of purchase

‘ Three features of the Store Sales Ads collaboration package l

—® Creates initial interest through the most suitable
influencers
R REECH (> CARTA ZERO Selects the most suitable influencers for the product and target
x Store Sales Ads consumers using Al and data analysis
X —o Distributes highly targeted ads based on in-store
Selects the most suitable Provides advertising purchase data
influencers and creates solutions leveraging Distributes content created by influencers to third parties
content in-store purchase data through Store Sales Ads
Delivers ads accurately based on purchase data

— Measures the impact of store visits and purchases,

and optimizes the next action
Reports on sales lift and measures the sales contribution of
each initiative



Topics: Accelerating Growth in the Influencer Marketing Domaih (2) _

REECH has formed a business alliance with iKala
The two companies will support the global expansion of Japanese companies
through influencer marketing

v Growing demand for influencer marketing by native English and Chinese speakers
Background due to a rise in tourism

Customer needs v' Growing demand for stronger local influencer marketing in target overseas markets
There is a surge in inquiries from Japanese brand operators seeking
overseas influencers

4 ) .
R REECH ¢ Kolr

DATABASE X

Operates Kolr, one of the world’s
largest influencer marketing platforms,
linkage which holds data on more than 300

: . million influencers and more than
with businesses

\ / \ 6 billion data points /

REECH DATABASE users can discover and analyze
influencers worldwide by purchasing the Kolr plan

Holds one of Japan’s largest influencer m
databases, with at least 600,000 entries Syste
Database platform that links influencers




Topics: Introducing the Group’s Al initiatives

Cross Marketing, with support from SAPEET, launched a project to strengthen
organizational sales capabilities using an Al sales agent

ﬂCross Marketing > SN sapeeT

$&” Maximizes organizational sales capabilities

EXDNAZERLAINELT S

) Establish a framework in which an AI sales agent STEP  sasapan (e | f STEP ALz &EmIc& D
Project ‘ provides support tailored to th% roles of saI?s 01 sss—sznm 07 saxsrans i
: representatives, managers, and operationa
overview supervisors
WL RELT S BBOEILICHR o7
B 7 — 2tk BN LBIRT v 75— b
o Le\c/leragles AIfto enhance both the quantity =
and quality of actions il ket F—2 KUT U BARER
Sa_les . ® The more Al is used, the more data is AL RO
organization accu?ulated, enabling Al to learn company-
rei specific insights
envisioned ® Human employees will focus on customer BRTIL 30 B5 ARV BSVL

engagement and creative work AT LA b BRTHRAL




Applied to change our listing to the Tokyo Stock Exchange Standard Market

Our current » We do not meet the criteria for tradable share market capitalization
status » Improvement period until the end of June 2026
Number of Number of Tradable share Tradable share Daily average
shareholders tradable shares market capitalization ratio trading volume
June 30, 2024 4,715 85,369 units 4.62 billion yen 42.7% 56 million yen
June 30, 2025 4,555 78,671 units 5.43 billion yen 39.3% 63 million yen
Prime Market : - o .
Continued Listing Criteria 800 20,000 units 10.0 billion yen 35.0% 20 million yen
Conformance status Conforms Conforms Does not conform Conforms Conforms
Improvement period - - Until June 30, 2026 -

On October 8, 2025, we applied to change
our listing to the Standard Market

> We will promptly disclose any matters that require disclosure as they arise.

*Regarding the market change, the final decision will be made based on the examination and approval of the Tokyo Stock Exchange.
If, for any reason, the requirements for the change are not met, approval may not be granted.
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FY2026/6 Full-year Earnings Forecast

Revenue of 32 billion yen (+11%) and operating profit of 2.8 billion yen (+11%)
Forecast dividend per share of 15.0 yen, an increase of 1 yen YoY (First half: 7.5 yen,
second half: 7.5 yen)

(IPY 100 Million)
FY2025/6 FY2026/6 YoY
s Revenue . Actual Forecast
=O-Operating Profit 320_0 (JPY 100 Million)

* The ratio is the operating profit margin. 289.0 Revenue 289.0 320.0 +11%
249.0 250.9 e ating 125.2 148.0 +18%
Research
Insight 163.8 172.0 +5%
Operatin
profit 0 25.2 28.0 +11%
Ordinar
profit 24.0 27.0 +12%
Niributai to. 13.6 15.5  +14%
Owners of the Parent
EPS 70.5 81.7 +14%
Dividends Per 14.0 15.0 +1.0

Share (yen)

FY2020/6 FY2021/6 FY2022/6 FY2023/6 FY2024/6 FY2025/6 FY2026/6
forecast



Dividend Forecast

Dividend policy: Continue to increase dividends (progressive dividends) with a target dividend
payout ratio of approximately 15%
We expect to pay 15.0 yen per share in the fiscal year ending June 2026 (Interim dividend: 7.5

ven, year-end dividend: 7.5 yen)
Annual

15.0 yen
14.0 yen
13.0 yen
12.0 yen
7. n dividend
9.6 yen 7.0 yen > ye
6.5 yen
6.0 yen
6.2 yen 5.3 yen
(1 teri
3.1 yen 7.5 dir:/igrelmzl
6.0 yen 6.5 yen n =S
3.1 yen 4.0 yen 4.3 yen
FY2020/12 FY2021/6 FY2022/6 FY2023/6 FY2024/6 FY2025/6 FY2026/6

(Short fiscal year) (forecast)
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Company profile

Company name Cross Marketing Group Inc. (ticker : 3675, TSE Prime)
President & CEO Miki Igarashi

Established April 1, 2003

Key financial

T R ) Total Sales 28.9bn Operating Profit 2.5on  ROE 18.0%

-FY2025/6- Total Assets 16.4bn Net Equity 8.0bn Capital 647mn
Business Digital Marketing Business, Research Insight Business
Segments

Affiliated Consolidated subsidiaries : 31 companies
Companies Equity method affiliates : 1 companies

Consolidated

Employees 1,753(Incl. 186 temporary staff)



Introducing Representative Director, President and CEO

Miki Igarashi

Profile
1973 Born in Tokyo

1996 Graduated from the Faculty of Economics of Keio University

1996 Joined Japan Asia Investment (a VC)

2000 Established an Internet company and was appointed as
director

2003 Established Cross Marketing

2008 Cross Marketing was listed on the Mothers section of the
Tokyo Stock Exchange

2018 Listing changed to First Section of the Tokyo Stock
Exchange

2022 Listing moved to Prime Section of the Tokyo
Stock Exchange

External Positions

RareJob, Inc. Outside director
OZVISION Inc. Outside director
Japan Marketing Research Association Chairman




Company Philosophy

, scover
- Something
New.

Our wish is for customers’ success.

In identifying issues, in planning solutions, and in presenting proposals.
Everything is to achieve the customer’s dream. To approach the envisioned future.
The process is exciting. The goals make the heart pump.

Clear the path, lead the way to tomorrow, and create the future.

That is the Cross Marketing Group’s mission.



Primary Business Development & Earnings Records

Expand business fields by establishing subsidiaries and M&A,

and extend further into areas of expertise

Executed 25 M&A transactions for 39 companies in Japan and abroad

400 (JPY 100 Million)

I Revenue

= Operating Profit
300 -O-MktCap

Jun. 2013

Change to holding
company structure
began aggressively
pursuing M&A to expand
business fields

200 Oct. 2008
Listed on the
Mothers section
of the Tokyo
100 Stock Exr:hange

09/6 10/6 11/6

2022 to 2024 Further expansion of business areas
Executed 10 M&As, including REECH, TOKYO GETS, and CRI

2021~ Changes of business segmentation 3
Support for DX transformation in client companies’ 320.0
marketing, with a focus on the digital marketing business 289.0 ]
January 2021: Current excrie made a subsidiary 261.8
Strengthened media and promotion business

Mar. 2018
Market change to
First Section of TSE

Nov. 2014
Acquired Kadence Group

28.0

o B
12/6 13/6 14/6 15/6 16/6 17/6 18/6 19/6 20/6 21/6 22/6 23/6 24/6 25/6 26/6
(Plan)

Marketing solutions (acquisition of current excrie) >

Overseas expansion (establishment of local companies in China and Singapore, acquisition of Kadence International) >

IT Solutions (acquisition of business for Cross Communication, acquisition of current Alterna Ex Inc.) >

Marketing Research (Started marketing consulting, acquisition of R&D, establishment of Medilead Inc., acquisition of Shoppers Eye) >




Group-wide Strengths

Panel network
consisting of

14.2 millon
people®
Detailed profiles in
a maximum of

2, 500 categories

=

*As of June 30, 2025

Data analytics
technology and

organization of

about 300

analysts

Internet research
system and
organization of

over 250

engineers

$8¢%,
o

Extensive customer
base across

a wide range
of industries




Group-wide Strength

Utilization of a large-scale network in a wide range of services
tailored to client needs

Growth of panel
Dlgltal Marketing | Research and IﬂSIght | (million people) foundation

Business Business 1600 14.21

14.1
Use of panels in Use of panels in internet 1400

promotion projects research projects, or interviews

Panel network of 14.21 million* people
Detailed profiles in a maximum of 2,500 categories e

Tie-up with about 30 companies 200

@ YUY —=F)I)\V2JL 7",. Loyalty Marketing, Inc. dyaj 0

End of End of End of End of End of End of End of
Jun. 2020 Jun. 2021 Jun. 2022 Jun. 2023 Jun. 2024 Jun. 2025 Sep. 2025

*As of September 30, 2025



Group-wide Strength

Expansion of human resource base: steady growth in the number of analysts and engineers
Strengthening our ability to support diversifying customer needs
through M&As and internal development

Number of analysts Number of engineers

300 264

218

126

FY21/6 FY22/6 FY23/6 FY24/6 FY25/6 FY21/6 Fy22/6 Fy23/6 FY24/6 FY25/6



Group-wide Strengths

Customer base across a wide range of industries :Avg. number of clients per quarter was 1,953,
with a cumulative total of 7,812 for the fiscal year (up 9% from the previous f.y.)

Engaged in a business that is not heavily dependent on specific customers

Revenue composition by customer industry

Other

Other servicés Other
30

12% Advertising and

Overview of major customers and
revenue composition (FY2025/6)

Industries of major Revenue Composition of
customers (Million yen) total revenue

— 1 Communication indust 438 1.5%
mOther services — I information services _ _ Y
i 2 Other services industry 415 1.4%
inanc
Finance, 4% 3 Other services industry 378 1.3%
securities, and
insurance Cumulative 4 Information services industry 372 1.3%
Wholesale and Wholesale e e
retail oo o
and retail 7,800 5 Wholesale and retail industry 343 1.2%
Education, H
learning, and 12% companies
academic research / Veal‘
Information and
communication Ed ti I . .
ucation, learning, Top 10 companies total 3,131 10.7%
® Manufacturing and academic research
industry 10% Manufacturing
Information a industry
m Advertising and L. i .39
information communicatia - Top 100 companies total 9,899 34.3%
services 99,
FY2023/6 FY2024/6 FY2025/6 .
Top 300 companies total 13,980 48.4%



Business Model

By combining research (understanding consumers)
with marketing implementation support,
we can provide added value that leads directly to business promotion and growth
for client companies.

Research Function / Marketing implementation supportj

r

&

N/

a”. 2D ><

Providing insights Providing DX solutions,

through massive data collection and analysis, optimal promotions, and sales support
in-depth target research, and consulting based on research results

Comprehensive marketing solutions
based on data and understanding



(Reference) Digital Marketing Business: Revenue Base Expandihg

(JPY 100 Million) W Pathcrie 125.2
TOKYO GETS /
IR REECH
106.6
2021- 100.8
| Bxpansion of the digital > 90.4
domains

-Viral media marketing
-Social media and influencer marketing

2015-

Expansion of system
development and
entry into IT human
resources field

-IP licensing promotion
-3PL
L]
)< excrie

2011- -Software design/development and engineer dispatch
ERTEVATREONRERIEIaIor -Dispatch of personnel in the web/EC field
system development and
operation 40.3 40.1
-Acquisition of app development business

32.0

26.0

14.8 LA

8.3 8.9
3.1

2011 2012 2013 2014 2015 2016

2018 2019 2020 2022 2023

2024

2025



Overview of High-growth Business Domains - Profile 6f:REECH j

REECH Inc.
Provides database tools that connect influencers and companies

R R E E C H Business (1): Database marketing

v' Proprietary database, “REECH Data Base,” built with data obtained from social media

. . platforms Instagram, YouTube, TikTok, and X, amasses huge volumes of post data.
Business operatlons v' From this data, it is possible to gauge performance and trends, and then propose ways
(1) Marketing support using “REECH Data Base,” a of boosting the topicality and reach of social media campaigns.

proprietary database built with data obtained from

social media ‘ ) Social media
(2) Promotion support using influencers @ platforms
B Acquired shares in March 2022 and started

consolidating profit and loss in April 2022

B Expected to continue expanding due to growth of social
media platform advertising and increases in numbers of

social media users and influencers i i Tools to submit N n
] Eiti R advertisements from
9 7 REECH matching based on
u L

CASTING

BNGE

(JPY 100 Million) Client open recruitment
. Database tools for Influencers
companies finding influencers, R
analysis, and reporting [ioe
Revenue
(non-consolidated) 2 7 3.6X in
" Two years
- 00 00 ooooo C'ooo 00 00

ATR ATR ATR ATR ATH ATR

FY2023/6 FY2025/6



Overview of High-growth Business Domains - Excerpt from REECH

Marketing Material

Business (2): Influencer promotion support

4 N\ ( . )
o ] Insourcing
Utilization of influencer data from over Reducing costs through the insourcing
400,000 accounts/over 250 million posts (bringing in-house), streamlining, and automation of

influencer marketing

\ L J

i 4 )
Number of followers # level of influence
Based on attributes, past posts, and engagement Able to provide casting and direction technology

data, based on track d of PR i
_ suggest influencers who can deliver results | { ased on track record of numerous PR campaigns y

ARG

Recommended for people with

yellow-base, autumn-type @ New matte ||pstlck

skin tone

- — NS,

Increasing awareness of new product

More than 200 PR campaigns per year

Examples of use

Emphasizing appeal of original recipes Campaign announcement

. » Wanted to increase product awareness »  Wanted to boost awareness of new product
»  Wanted to suggest new ways of enjoying N . >  Wanted to hire influencer for key visual
pasta sauce » Wanted to publicize a campaign at the
Hired TikToker in the food and cooking same time From key visual shooting and
. Space Hired YouTuber who makes content production to posting by the
Went viral on social media for children and parents influencer
Some posts got over 4.8 million While raising product awareness, Key visual was also used for storefront

Views ) drew viewers to the campaign product promotion J




Overview of High-growth Business Domains - Profile of TOKYO GETS'

Tokyo Gets Co., Ltd.

Support for corporate promotions, events, and merchandising utilizing
entertainment content

TD KYD EETS ( Content-owning companies (publishers) )

Business operations

l Provision of merchandising rights
IP promotion support business

B Acquired shares in May 2023 and started
consolidating in July 2023

Digital
m Utilizes entertainment content for promotion, TD KYD EETS g

_ Marketing Business
etc. One-stop support from planning proposals
to negotiations with copyright holders

Entertainment

excrie
(JPY 100 Million) 8.8 content

REECH, etc.

utilization

/ know-how

Revenue 4 6 .
- lidated .

(non-consolidated) 2x in Collaboration proposals Examples:

Two years for customers’ promotions - Campaign management - Advertising

- Promotional material planning/production
( Clients (manufacturers, etc.) )

FY2023/6 FY2025/6



Overview of High-growth Business Domains - Excerpt from TOKYO

GETS Marketing Material

TOKYO GETS

Features/ v Facilitating tie-ups between promotion plans and IP content that has a high consumer focus and is closely related to the
product concerned

strengths v' Leveraging the topicality, attention-grabbing ability, and purchase-inducing power of content to enhance outcomes from
various strategies. Availability of one-stop support from planning proposals to negotiations with copyright holders
Track record of more than 1,100 tie-ups
Topicality Reach and purchase-inducing power
Creating a buzz thanks to the renown of Rapidly diffused via fan networks Campa  In-store/ Adverti
the content and the activities of the fans Offering of gifts and merchandise stimulates o, Prometo  Gifts Influen  semen
Also attractive to retailers the desire to buy ement  materials =

Examples of use

g
L &

4" ¥a ‘ ‘ |t . \‘ - O

Creating a buzz for a new product Generating sales instantaneously Support with negotiations for distribution
»  With a new product to be released, wanted to » Wanted to boost the percentage of consumers »  Was difficult to secure shelf space because product
create a buzz through collaboration with aware of the product, as it had been sagging > _Vlyr?sn’t \r/]vellllrnbownt_ h topical cont red t
. - - ) : rough collaboration with topical content, wanted to
content stited to the target of men in their 30s > Z\)/(?)rétseudretoinq::tnoer;asttianiigssler;stantaneouslv when obtain an advantage in negotiations for distribution to
40s. ) increase the percentage of stores carrying the product
20,000 reposts on social media in two Became a hot topic immediately after the Brushed major rivals aside and secured Six facings
months _ start of the campaign Greatly contributed to increasing store
Became a hot topic among fans Collaboration packaging proved so popular that penetration
y. additional production was needed Y
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Medium-term Theme and Vision

veaum-term | UNIte & Generate e Ravene S0 billonyen

theme Cross Marketing Group aims to become a company that generates Operating profit S'billion'yen

Medium-term vision

e With the goal of realizing the medium-term vision, we set
the theme as “Unite & Generate” )
Promote Group synergies actively (Unite) to create new ' ﬁ .
added value, and achieve high growth rates through these ‘ Cross MarketlngGroup
efforts A

e In its role as the Cross Marketing Group, overwhelmingly
enhance the management quality of each Group company
(Generate)

- Investment in human resource development (active recruitment . — .
of management personnel and development of existing employees) Research and Insight Digital Marketing

- Investment (improving productivity through Al investment, system Business Business
investment, and infrastructure development) Create new added value

+ M&A in peripheral areas through synergies
e Achieve consolidated revenue of 50 billion yen and

operating profit of 5 billion yen within 5 years (FY2030/6)



Medium-term Action Plan

vedum-term | UJNItE@ & Generate

L Cross Marketing Group aims to become a company that generates

Action plan - Business segment change -

] ) . Actions to achieve the medium-term vision
e Consolidate the former three business segments into

two segments, establishing a stronger foundation for
generating business synergies
Integrate the Insight Business and Data Marketing Business to form

the Research Insight Business. To respond to changes with (Integrate Insight Business and Data Marketing Business)
significant added value demanded by customers, this business will go

Business segments Foundation

- H f [
— Consolidate three segments into two segments Ot;ucsriiaet;gg

synergies

beyond traditional research services, deepening and expandin . . . . .
corZsuIting and insight fields. By crea,ting Ir?wore gproactivg synel%ies with el Bl iR s
the Digital Marketing Business, it aims to deliver new added value. . Deepen research operations and - Actively promote M&A and expand
The Digital Marketing Business actively promotes M&A, particularly expand domains lineup
focusing on IP/influencer marketing and the e-commerce business, and « Cross-business synergies and « Drive growth through Core-Dev.
it will expand its service lineup to drive business growth that better value-added offerings (strategic focus) domains
aligns with customer needs and market expansion. .

e Within the Digital Marketing Business, the marketing = >
HR and the IP/influencer marketing are designated as | ‘
strategic focus (Core-Development = Core-Dev.) - Sa
domains to drive the entire Group with approximately { /

CAGR+20% in revenue growth.



Target Market in the Core-Dev. Domain

Core-Dev.®
IP/influencer marketing business domain

Social media marketing market

The social media marketing market exceeded one trillion yen in 2023
and has been growing at an annual rate of approximately 14%.

Market size: . . . )
IPY 100 Million Social media marketing market size

18,000
16,000

14,000 cAGR 13 7%

12,000
10,000
8,000
6,000
4,000
2,000

0

2022 2023 2024 2025 2026
(prospect) (forecast) (forecast)

Source: Survey by CyberBuzz/Digital InFact

Core-Dev.®
Marketing HR business domain

Digital/IT human resources market

The digital human resources service market is valued at 1.5 trillion yen and
is steadily growing at an annual rate of 8%.

The shortage of IT human resources is estimated to continue at
approximately 400 thousand people.

Market size: Digital human resources service market size and

JPY 100 Million shortage of IT human resources Shortage:
Thousand people

0,
18,000 CAGR +8.1% 700
15,767
16,000 14,678 600

13,615
14,000 12,482
500
12,000 430
10,000 348 400
8,000 300
6,000
200
4,000
2,000 100
0 0
FY2022 FY2023 FY2024 FY2025
(prospect) (projected)
Digital human resources Shortage of IT human resources
service market (estimated, thousand people)

Source: Compiled by the Company based on the Ministry of Economy, Trade and Industry’s
Survey on IT Human Resource Supply, Estimated Shortage of IT Human Resources (Medium
Scenario), and Yano Research Institute Ltd.’s Market Size Trends and Forecast for Human
Resource Services Targeting Digital Talent



Value Provided to Society

Under the mission, “Discover Something New,” “Creating new value and delivering it to society”
constitutes the value that CMG provides to society

Origin of the Cross Combining various elements

‘ CrOSS Marketlng GfOUp Conn;rp])qaeny Marketi The process of spreading new ideas to ‘
| R TS theword |
Mission H . %%, | Vision E " w,,*\',v'
/)Lbf)o | \"\Y’\b"e B
Stance/ Through this challenge,
At deliver next-generation value ahead of others
|
/
Research Insight Business Digital Marketing Business

Business b T — )
domain o;:‘?)motilglz a SI/DX Marketing HR

Japan Overseas :

IP/influencer marketing

H Create added value that is unattainable through existing solutions by fully
Value leveraging each company’s strengths while mutually influencing one another

provided ithi
by the within the Group

business B Become an indispensable partner for our clients’ business growth by
delivering essential improvement proposals and services




Growth Guidelines

Achieve consolidated revenue of 50 billion yen and
operating profit of 5 billion yen within 5 years

Enhance the business value of Group companies as a marketing generation company, leading the improvement of CMG’s corporate value

DX partners Marketing generation company

Revenue CAGR FY2025 to FY2035
+13%

7 N

v

P

(PY 100 Milion) 2013 FY2022/6 FY2023/6 FY2024/6 FY2025/6 In 3 to 5 years In 10 years

Revenue 62.9 249.0 250.9 261.9 i 289.0 500 1,000 i

Operatlng Profit 7.3 25.2 19.6 18.4 25.2 Operat”']g proﬂt margin: 10% or more

Number of

consolidated 597 1,441 1,530 1,707 1,719

employees .
Number of Grow by utilizing M&A

business 18 33 35 34 35
companies




Initiatives for Utilizing Generative Al

Implement a new organizational setup adapted to the AI era

m Commence activities of the cross-Group Al utilization promotion organization, “CMG AI Working Group”
m Establish an “Al Technology Specialized Organization” with the mission of productizing business
operations and providing internal technical support

-
Develop a utilization base

Develop the foundational infrastructure for
utilization and promotion, including an
overall organizational culture of utilization

-
a Improve business efficiency

Reduce man-hours of existing operations
by utilizing generative Al while improving
productivity and service quality

-
B Apply to services

Update existing products utilizing
generative Al and develop new products

Implementation measures

Build an internal shared library for utilizing generative Al
Regularly monitor Al quantitative metrics (such as usage
rates) for each organization

Establish rules and guidelines for control and risk
mitigation

Execute business process reforms (BPR) in each
organization

Identify areas for utilizing generative Al (mainly for multi-
person tasks)

Develop Al tools tailored to each of the Company’s
organizations and operations

Collect information on new generative Al technologies and
conduct validation tests

Add functions to existing services utilizing generative Al
Develop new products utilizing generative Al

Latest status

Launch the internal CMG AI
Portal

Open the AI information desk
and consultation desk
Develop plans for generative
AI-focused training

Promote utilization projects in
each organization

Implement a cycle of
information collection and case
development

Launch dedicated AI tools for
operations

Implement PoC of AI products
Release Al interview services
Develop next-generation AI
research systems
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https://www.cm-group.co.jp/ir/library/etcetera_data/
https://www.cm-group.co.jp/ir/library/etcetera_data/
https://www.cm-group.co.jp/ir/library/etcetera_data/
https://www.cm-group.co.jp/ir/library/etcetera_data/

Consolidated Profit and Loss

YoY
FY2025/6 Q1 FY2026/6 Q1

Revenue 67.6 67.1 -0.8% @) --~Revenue declined
Digital Marketing saw increased revenue,

Gross Profit 25.2 24.7 -2.1% but this was offset by decreased revenue
--------------------------------------------------------------------------------------------------- in Research and Insight

(Gross Profit Margin) (37.3%) (36.8%) (-0.5pt)

SG&A 21.7 21.9 +0.8% e ...... SG&A inCI‘-eased
___________________________________________________________________________________________________ Increased slightly YoY due to new

(SG&A RatIO) (32.1%) (32.6%) (+0.5pt) consolidation

Operating Profit 3.6 2.9 -19.5% @ Operating profit declined
--------------------------------------------------------------------------------------------------- This was mainly due to a decline in

(Operating Profit Margin) (5.3%) (4.3%) (-1.0pt) revenue and an increase in SG&A

Ordinary Profit 3.0 2.9 -1.9%

Extraordinary Gains 0.0 0.0 -

Income Taxes 1.5 1.7 +9.9%

Net Income Attributable to 1.4 1.2 _14.20/0

Owners of the Parent




Consolidated Balance Sheet

Cash & Deposits 76.3 70.9 -5.4 c -------- Cash and deposits of 7.09 billion yen
"""""""""""" S sy Secured a sufficient level for investment in
Notes & Accounts Receivable 375 348 "2.7_ business growth and repayment of debis

Other 14.8 18.9 +4.1

Non-current Assets 35.5 36.0 +4.6
oot T ws o g
‘Oother 23.8 24.9 +1.2
Total Assets 164.2 160.6 -3.6
Current Liabilities 54.2 52.3 -1.9
Accounts Payable 122 13.7 +1.4
Short-term Debt* 158 154 -0.5 @ Debts decreased
“O-t-f;éi: """""""""""""""""""""""" 2' é’l'l'""""""z'é:é """"""" ) '2'_'é' Repayments of short-and long-term debts
Non-current Liabilities 30.2 27.1 =31
long-termDebt 26,7 240 2.6 @
Other """"""""""""""""""""""" 35 """"""" 31 """"""" ) 04 Equity ratio of 50.5%
: Increased from the end of the previous period
Net Assets 799 81.2 = +1.3
EquityRato ~ 48.6% 50.5% +1.9% @

*Short-term Debt including Long-term Debt, returned within one year



Quarterly Fluctuations in Revenue and Operating Profit.

Seasonal factors continue to play a role, but our earnings base is steadily expanding
Typically, peak sales periods are Q2 (October to December) and Q3 (January to March)

(JPY 100 Million)

Revenue
79.9
—QOperating Profit 75.2
69.5 ] .
67.8 69.0 o c 68.9 68.3 68.5 67.6 66.2 67.1
58.2 61.0
) 56.3
55'0 52.6 53_5 54.4
46.2 46.1
36.7
30.8
9.9 10.2
9.5 3.6
6.8 7.6
4.3 \A 2.6
1.4 2 0.2 1.5 1.5

Jan.-Mar. Apr.-Jun. Jul.-Sep. Oct.-Dec.iJan.-Mar. Apr.-Jun.:Jul.-Sep. Oct.-Dec. Jan.-Mar. Apr.-Jun.: Jul.-Sep. Oct.-Dec. Jan.-Mar. Apr.-Jun.:Jul.-Sep. Oct.-Dec. Jan.-Mar. Apr.-Jun.i Jul.-Sep. Oct.-Dec. Jan.-Mar. Apr.-Jun., Jul.-Sep.

FY2020/12 FY2021/6 FY2022/6 FY2023/6 FY2024/6 FY2025/6 FY2026/6



(Reference) Revenue and Operating Profit for FY2025/6 and

FY2026/6 Based on the New Segment Classification

FY2025/6 FY2026/6
Cumulative Cumulative
total for the total for the
(JPY 100 Million) fiscal year fiscal year
Revenue 67.6 79.9 75.2 66.3 289.0 67.1
Digital Marketing
usiness 08 328 307 309 ws2  x@s
Social & digital
promotion et Il Ichtnsl WNRteiad NNl N aasnel AR AR A N
SI/DX consulting 5.6 4.9 5.3 5.3 21.2 5.4
Marketing HR 5.2 5.4 5.4 5.4 21.4 7.1
Research and Insight
Business 08 A4 A4S 94 18 ose o
Japan 24.4 33.1 33.9 23.1 114.5 24.8
Overseas 12.4 14.0 10.6 12.3 49.3 9.8
Operating Profit 3.6 9.9 10.2 1.5 25.2 2.9
Digital Marketing
Business PO Aol oot Aot AUl AU SRS AR S
Research and Insight
Business vt OO A Aot AUl NSNS AU N
Adjustments -5.5 -5.6 -5.4 -5.5 -22.0 -5.4

*The results for each new segment for FY2025/6 are for reference purposes only and have not been audited.



Business Segments and Major Group Companies

" Cross Marketing Group

Digital Marketing

FY2025/6 Revenue ¥12.5bn
Revenue composition 43%

Social &
Digital Promotion

SI/DX
Consulting

Marketing HR

Providing digital promotion, marketing media
management, app development and maintenance,
digital/marketing human resources services

€ Cross Communication  ALTERN A =X

8

TOKYO GETS
W\' PathCrie

Norfre

(A TRAFFICS

;€ Cross Propworks

Research Insight

FY2025/6 Revenue ¥16.4bn
Revenue composition 57%

Domestic Overseas

Supporting customers' marketing activities and
decision-making through online data collection,
analytical reports, and consulting

£ Cross Marketing ad -
odence s

International

AMmedilead

A . -
7% MetaSite withwork ENEESELL



Segment Overview -

Digital Marketing

Digital Marketing
—Social & Digital
promotion—

Operation of sales
promotion support media,
and development of Internet
advertising services

r

i

o -

Total support from
planning to execution and
data measurement of
customers’ marketing
initiatives

Providing sales promotion services combining
data, technology, and the Internet

r . r A
)<excr|e R REECH
S:J‘:,Zﬁ:f 2:3;" Internet advertising Social media marketing
deENE B Gy > !
K 1‘""' Q?,‘Lii.lf’n"?"aa.'rfsiy. ,,Ezg‘ dT“’n;‘C / TDKYD EETS
[[ iV PathCrie  Third-party logistics A . IP collaboration y

/

Panel network consisting of 13.96 million affiliates



Segment Overview -

Digital Marketing
Business
—SI/DX Consulting—

Support for implementation
of customers’ marketing
strategies

ur—-h

&

o -

Providing DX consulting,
system and
application development,
operations, maintenances

Digital Marketing

Major Businesses

() Cross Communication cCOoOu

Planning, development, and
operation of mobile/smartphone
websites and systems

Comprehensive consulting,
customer contact DX, and
business process DX support

JAAR—T7G
375 MET L BRORR

th = v 135.00 & 5.9099.788 @
114 1,100,000
4 mcw F

(8 220,000+

Smartphone securities = Banking application
application development
development Sony Bank Inc.
Daiwa Connect Securities
Co., Ltd.




Segment Overview - Digital Marketing

Digital Marketing Major Businesses

Business
— Marketing HR —
: g
Support for implementation / U
of customers’ marketing AANLT EXRNL @>\ _
strategies Wﬂmum_ Inititute
V Recruitment support agency Director and engineer temporary
i for engineers, marketers, and staffing business
creators Brand planning
— Sales promotion

Advertising production business

Providing
Digital/IT employee
support/outsourcing




Segment Overview -

Research Insight

Online consumer
surveys and various
data collection

Internet-based
Questionnaire Surveys

~
By \I’I

—
thinil

| ———

Efficient data compilation
through Japan’s largest
network of panels

Largest in the industry
Panel network of 14.2 million* people
Detailed profiles in a maximum of 2,500 categories

Online survey- Data collection

& 2
olE] agM

- O

OO
|1

Fact Finding

*As of the end of September 2025



Segment Overview -

Research Insight

Offline/in-depth
research and
analysis reports

Analysing and
understanding consumer
insights based on
Fact Finding

Consulting to solve
customers' marketing
Issues

In-depth research and analytical
reporting based on consumer data/facts

_@ Group interviews incl. CLT carried out annually
- s About 1,000 projects

Data _/ Fact

\4

CLT room where cooking is possible
(Ningyocho
. T EISEl 7

Facilities in Japan
(Hatsudai area of Shinjuku;
Ningyocho)

Overseas fieldwork base
(India)



Segment Overview -

Kadence Group

Research centers in North
America, Europe, and Asia

Consumer data =k

is efficiently ',,,;:,..

compiled —

Analysis and
understanding
of consumer 2L AN

insights

Services provided by
Group companies with
expertise and bases in 10
countries around the
world

Research Insight /Overseas Expansion

UK

FY 25/6 Composition ratio of sales

Overseas
Subsidiaries
17%

e Japan

Chinae
Indiae

Vietnam.
Thailande ® Philippines
Singapore e :::
Indonesia® KQd e n Ce
o060

International



Cautionary Statement regarding the Material

The Purpose of this document is to provide information on business
performance and not to solicit investment in securities issued by the
company. The opinions and forecasts contained in this document are
based on the judgment of the Company at the time this document was

prepared, and it is subject to change in the future.

For inquiries regarding this document, please contact

Investor Relations Office, Cross Marketing Group Inc. Cross Marketing Group Inc.
Mail : ir@cm-group.co.jp https://www.cm-group.co.jp




	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
	スライド 37
	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
	スライド 52

