March 31, 2025

Company name: Direct Marketing MiX Inc.

Name of representative: Daisuke Uehara, President and CEO,
Representative Executive Officer
(Securities code: 7354; Prime Market of the
Tokyo Stock Exchange)

Inquiries: Motoyoshi Doi, Executive Officer and
CFO
(Telephone: +81-6-6809-1615)

Notice Concerning Establishment of Medium- to Long-term Management Vision

Direct Marketing MiX Inc. announces that it formulated DmMiX Vision 500 (“Vision 500”) covering the
period from the current fiscal year to FY12/2030.

For details concerning Vision 500, see the separate materials.



Medium- to Long-term Management Vision
(DmMIX Vision 500)
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DmMmMiX Vision 500

The Company’s shares were listed in 2020, and we seek to achieve sales revenue of 50 billion yen

and operating profit in 5 billion yen in FY12/2030, ten years after the initial listing
(See p. 24 for information on dividends and the payout ratio)

Sales revenue Operating profit
(¥ mm) (¥ mm)

50,000 10,000

50,000 B Sales revenue
B Operating profit

8,000
40,000
Five years later
30,000 Sales revenue: 2.3 times higher 6,000
Operating profit: 2.8 times higher
20,952 22,000
20,000 4,000
10,000 2,000
0 0
FY12/2024 FY12/2025 FY12/2030*!
(Previous fiscal year)  (Current fiscal year)
DmMiX

*1 Target values as of March 2025 © Direct Marketing MiX Inc.
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DmMiX Group Overview

v' As an organization of sales and marketing professionals, we are committed to our clients’ sales reforms

v We are expanding the scope of business by solving universal problems that companies are facing, such as
labor shortages and improving sales performance

President and CEO, Positioning of the DmMiX Group

Representative Executive Officer
Daisuke Uehara

- Shortage of human resources (decline in working
. . . 0 population)
1981 Born in Shizuoka Pref. Japan Clients « Cutting costs (higher personnel expenses, inefficient
2007 Joined Customer Relation i work)
Issue . i -
Telemarketing Co., Ltd. . ;mproylng performan;e (bplsterlng sales capabilities,
2019 Appointed as CEO improving customer satisfaction)

2019 Appointed as Member of the Board of

Directors of DmMiX (formerly, CRTMHD)
2022 Appointed as Member of the Board of

Directors, Executive Officer and COO Solutions to problems require considerable resources

2024 Member of the Board of Directors, These problems are difficult for companies to solve
President and CEO, Representative on their own

Executive Officer (current position)

Corporate Philosophy

r K A A .
vg Thake DmMiX
As a company that solves problems

\_D\Zii (-g T U 3% } P2 relating to corporate sales and marketing,

we provide high-value-added sales

_ _ solution services
Deliver What Society Needs Now

DmMiX

© Direct Marketing MiX Inc.



Organization of Sales and Marketing Professionals

v Since the Company’s foundation, we have focused on direct marketing centered on outbound calls, handling
contacts with end users on behalf of client companies

v Recently, we have comprehensively handled operations ranging from sales and marketing to consulting and
back-office operations according to client needs

N
Client . : ] ]
companies DmMiX ; @ Direct marketing
| Our core business and refers to sales and marketing activities
. involving direct communication with end users
Business o i
A consignmentf ; + Outbound call + Outside sales
< . : i « Inbound call « Events and promotional
ﬁ Direct marketing i « Chat, SNS, Email activities
’@ ~ [& otherBPO
Other BPO i . . . .
. We provide diverse BPO services ranging from sales and

Sales/ marketing strategy formulation to back-office operations tailored

Provision of services Customer success: L0 client issues and objectives

« Marketing and sales enhancement

°

Sales personnel training

=

End users i consulting o - Back-office operations
o o | « Operational support and substitution « Market research and secret
M | + Call center creation shopper research
III III ] - Dispatch of personnel and teams + Influencer marketing
] « Dispatch of sales personnel and event staff
to C toB :‘

_________________________________________________________________________________________________________

m © Direct Marketing MiX Inc.



Roles Performed by DmMiX

v In the past, the Company rapidly expanded the scope of business in conjunction with the maturation of the mobile carrier market

v As the opportunities for acquiring new users have become increasingly limited, the Company has taken on unique roles regarding
outbound calls such as improving ARPU of existing users and enhancing loyalty

v As a result, the Company accumulated a massive amount of data and expertise relating to sales and marketing, which has
become the source of the Company’s competitive advantage

Positioning of sales channels in the mobile carrier market

- Existing mobile carrier sales channels N

Clients’ issue: As adoption reaches a peak, shifting from acquiring new users to improving the ARPU of existing users

Mobile stores DmMiX Outbound call
\ Y,
p End users )
Active users Passive users
(Mainly new users) (Mainly existing users)
/\
(o) . Needs are clear f% * Have potential needs .
| | | . o o o » OQutreach by the company is
III - Takes action on own initiative mJII_m essential
» becrease in conjunction with JII— JII— - Increase in conjunction with
market maturation market maturation
L As the market matures, passive users who can be accessed only through outbound calls increase )

[ ]
Dm MIK © Direct Marketing MiX Inc. 7



DmMmMiX’s Overwhelming Presence

v Consistent outbound call center operation since founding

v Unrivaled and overwhelming performance in Japan in terms of number of outbound calls and number of
outbound personnel

Overwhelming outbound performance

Number of outbound
Number of outbound personnel*! engaged Number of personnel
calls annually in continuous hired annually
operations per day

More than

80 million calls More than 2,500 More than 8,500

m *1 Including personnel in hybrid business © Direct Marketing MiX Inc. 8



Competitive Advantage in Outbound Operations

v In the outbound domain, which is the Company’s founding business, we established a “sales mechanism” that
achieves both high productivity and high quality

Creation of a “sales mechanism” by 1. Human resource management
« Restriction-free recruitment »See p. 30
« Human resource matching »See p. 30

standardizing highly-personalized sales
processes

2. Knowledge
roil‘-iltlgll;ilit X High quality  Quality control »Seep. 32
P y « Overwhelming numbers of calls and
contacts
3. 0rganizational culture of
3. getting things accomplished
1. Human Organizational .
resource 2. Knowledge culture of « Evaluation systems »See p. 31 and 33
t tting thi ...
renegEmen accomplished « System of division of labor

m © Direct Marketing MiX Inc. 9



Overwhelming Support from Clients

v We acquire approximately 30 new clients each year and have a contract renewal rate that exceeds 95%

v' Making progress in acquiring new clients in areas other than telecom. and infrastructure and steadily adding
new business areas

Changes in the number of clients by sector*!

(Number of
companies) 26 1 ( N
252 N New areas
250 New areas Areas that will become
Public drivers of long-term growth
> = .
200 EC 196 [+] Finance ¢y Mobility
Web/IT g g Real ]
) EHH estate |;| Media
B Telecom. and infrastructure etc.
155 - o
150 r — \
127 J Existing areas
110 l Areas where we will pursue
higher market share by
100 accumulating knowledge
60 Telecom. and
50 S infrastructure
Areas where we will leap
forward by transitioning to a
hybrid channel*2
0 * The number of transacting companies
decreased in conjunction with
FY03/2015 FY12/2019 FY12/2020 FY12/2021 FY12/2022 FY12/2023 FY12/2024 integration of trade flows by some
\ clients J

*1 Counted on a contract basis with each group company. Excludes clients with annual transaction
. amount of less than 1 million yen. In addition, on-site business (temporary staffing) is excluded after FY12/2019
D m M I X *2 A sales and support channel that integrates the real (brick-and-mortar stores) and online (web shops) including online customer
service at stores and manned support for digital channels © Direct Marketing MiX Inc.

10



Current Business Domains

v In addition to outbound business, the Company’s founding business, the hybrid and DX fulfillment businesses
have expanded rapidly since 2020 as a result of diversifying client needs

v Our core domains are outbound, hybrid, and DX fulfillment, which combined account for approximately 80%
of total sales

Sales revenue by business domain*! (FY12/2024) Marketing business

1. Outbound

FOCLI_S + Sales solutions with a focus on outbound calls
6.0n-site domains
5 R h 9.9% (m————-- Markets established since around 2020 ---------
(',t,?Zf?;;o/ i 2.Hybrid »See p. 14 and 15
3.99 i « Monetization of all types of customer contacts in all channels
iy i such as online customer contact
1
Hinpound | 3.DX fulfillment »See p. 17 and 18
6.0% I « From the perspective of social implementation of new digital
i services, provision of not only sales and marketing services, but
1.0utbound i also comprehensive business process outsourcing (BPO)
37.10 y operations
3.DX fulfillment I T -
4. Inbound

10.9%

+ Receipt of incoming calls and administrative processing
operations (in principle, the Company handles only the public
sector and related areas)

5. Research/other BPO
» Market research, monitoring, dispatch of marketing personnel
teams

On-site business

6. On-site
» Dispatch to call center businesses
« Dispatch of SE

DmMiX

*1 See p. 24 for sales revenue by each business domain © Direct Marketing MiX Inc.
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Rapidly-expanding Hybrid Market
v The era when sales channels were clearly defined has progressed to a time when channel integration is

advancing, dispersing revenue opportunities to all types of customer contact

v Demand for our “sales mechanism” is expanding across all channels in which users are involved, transforming
all channels into profit sources

Changes in the roles performed by customer channels

The channel in which Monetization of all types of customer contacts
DmMiX specialized in

the past

Outbound

Customer support

channels > 0
Sales mechanism k

is needed in all

channels Outbound
center

nlan
118

End users

Inbound
center

Inbound
center

© Direct Marketing MiX Inc. 12



Room for Growth in the Hybrid Business

v In response to the monetization of non-call channels and the transformation of inbound centers to profit
centers, the hybrid business is growing rapidly

v Our business portfolio, which specialized in high-value-added outbound calls, is expected to transform
substantially in response to changing market needs

Added value

A

b Customer contacts

DmMiX'’s areas of specialization

Past Present Future e A
X X Profit centers

Outbound

Web, shops,
SNS etc.

Outbound
business

-_———
- -

Diversification
. of customer
contacts

Hybrid
business

N ———

Cost centers

Administrative
processing

- ———————— -

4
1
1
1
1
1
Al substitution :
1
1
1
1
1
\

i

DmMiXX

© Direct Marketing MiX Inc. 13



Hybrid Business Example 1.:

Transforming Inbound Centers to Profit Centers

v Demand is growing for transforming channels in which sales were not performed in the past, such as inquiry

desks, into profit centers through upselling and cross-selling

v Initially, the process is a toss up from the inbound center to our communicators (Step 1), but there is growing
demand for more efficient comprehensive outsourcing of inbound center operations (Step 2)

Step 1: Toss up

DmMiX'’s

Client’s inbound o

Cross-

Upselling selling

center o

—

« Administrative processing when
responding to an inquiry
« Sales responses are difficult

-
,‘
4

Toss
up

outbound center /. )

R

« Monetization of customer

contacts
« Improved outcomes by staff
with outbound experience

without know-how

Step 2: Comprehensive provision of services

We perform inbound center operations on a contract basis
with our communicators handling incoming calls
(establishing a profit center through hybridization)

G-

« Our communicators receive calls, and when the response to the inquiry is

completed, perform upselling and cross-selling
« We create a “call center that makes sales” that cannot be achieved by client

communicators
J

DmMiX

Transforming cost centers

into profit centers

Sales through
social media,
email, and
other channels

)

Promotion

l’
A~y
\é

© Direct Marketing MiX Inc.
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Hybrid Business Example 2:

Online Customer Service at Stores and Counters

v As services become more complex, services that are difficult for shop staff to handle is increasing

v Online customer service makes possible high-added value that cannot be provided through traditional
customer service methods

responses

Speedy

Quality

Conventional Online customer : )
h ; Online helpers
customer service service
Direct sales Provision of customer Our communicators
itches in shobs service using a tablet or respond to customers
P P PC located in the shop _
Online
_ provision of
4™ customer Service and added value that could
not be provided in the past
_/ 7
n —m
\ Highly- 24-hour,
_specializ_ed 365-day
\ \/ ) \ \/ ) mforn'watlon service

[
“es Examples of services provided
_ Electricity ;i:;gilgiagi Internet ~ Subscription

& gas services lines services
Shops DmMiX

DmMiX

© Direct Marketing MiX Inc. 15



What Is DX Fulfillment?

v' DX fulfillment refers to the comprehensive handling of back-office operations, including administrative tasks and provision of
human resources, as well as sales and marketing, and daily operations on behalf of digital service providers with limited human
resources. In recent years, demand from startup companies has been particularly high, leading to a rapid increase in transactions

v" We provide operational excellence in sales and marketing across all aspects of BPO operations

.

Digital service providers

DmMiX

Know-how centered on
L G sales and marketing
Need for excellent . .
operations o—— e Qutstanding operations
Flexible human
resources

Rapid increase in
business volume

Solve problems through BPO rather than hiring

Provision of DmMiX’s operational excellence

Examples of past initiatives

mmmmmm—-———= LACIITIPIICS O PASU IHHHHUUALUIVES = e e e o o o o o e

* QR code payment services < Online payment services

- Deferred payment services -« Food delivery services

e —

f
1
1
1
1
1
1
1
1
1
1
1
\

 Ridesharing services

DmMiX

(sao1A43s Jeuonelado)
S9ssauIsn( 2402-UON

sassauisng

P> e e e e e s e e e e e e e e e

240>

)
!
)
!
]
!
!
]
(]
(]
!
([} |

Comprehensive implementation
of non-core operations on a
contract basis

Interviewing
Our:business domains have expanded

>~ in conjunction with the development of
N digital service providers

N
N
b3
N\
N
N

Operations N

N\
\
\
bS
Event \
support ¥
\
\

Administrative
processing

Store
development

Business
strategy

Service
develop

ment Store

operations

Marketing
planning

System
develop

Digital service providers
ment

16
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DX Fulfillment Example 1: Ridesharing Service

v When launching a new business, various processes are needed

v We provide one-stop support for business launch processes that require human involvement, thereby facilitating the
social implementation of new services

Ridesharing service H
DmMi3

* Launching a new service
requires a large number of
personnel

« Want to consult with
professionals who pursue
results

+ Want the service provider to
handle everything other than
service development

DmMiX

Operational strengths and ability to provide all processes

Human resource
provision and
acquisition
Briefings,
interviews, etc.

Driving
preparation
Driver registration,
training, etc.

Day-to-day
operational

management
Start of driving

.

.

Online

Hiring media consulting
Briefings

Document screening
Identity verification

Screening for organized
crime groups

Service provision items

In-person

Field marketing

Interviews

Vehicle and driving skill
checks

Client issues

Responses are difficult in cases
of highly-specialized jobs or
when mass recruiting is needed

It is necessary to comply with
the Personal Information
Protection Act and other laws
and regulations

.

.

Notice of provisional hiring

Aptitude test and course
information

Driver registration

Pre-driving support (roll
call, confirmation of
health status)

.

Inability to respond to the latest
laws and regulations relating to
driver registration and pre-
driving support

The more the nhumber of drivers
increases, the more complex
administrative tasks, such as
registration and training,
become

Open driver support desk
Post-ride follow-up calls

Shift request collection and
processing

Inquiry desk

» Ride-along support

Lack of personnel and know-how
to open and operate an in-house,
24-hour driver support desk

Want to outsource services to a
specialized service provider,
increase business efficiency, and
focus on core business

© Direct Marketing MiX Inc.
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DX Fulfillment Example 2: QR Code Payment (Financial Services)

v" In the case of digital services including financial products, not only customer acquisition, but also subsequent processes, such
as customer service and identity verification, are key aspects

v We contribute to enhancement of customer satisfaction and business expansion through efficient operations made possible
by seamless collaboration in all processes from customer contact to back-office operations

DM

Contribute to higher customer satisfaction and business expansion
through efficient operations
large number of personnel with

specialized knowledge Service provision items
+ Want to consult on strategy Online In-person Client issues

development with professionals Member store

- Developing member stores and
providing user support require a

WZO h?ve etxtbelpsrl‘ve eXPetr_ltt?nce in ) o development sales * Acquiring a wide range of
o;vel;‘to establish competitive . Onllne_advertlsmg . Planning and operation of Member stores and users
advantage operation sales promotion events requires knowledge and
Sales and » Social media marketing and campaigns human resources and is
WENGHLT I - Website production and + Briefings for member ellifellic i Ea it iy
Store and user planning stores + Lack of specialized
acquisition . Distribution of email - Store sales promotion knowledge and know-how
; : material (posters & POP) for proposing and executin
magazines and in-app ducti d prop g an 9
notifications P"Ot llllct'_O“ ai effective marketing
; instafiation strategies

Field marketing

» Inquiry desk for

Lack of personnel and know-

member stores and * On-site support for how to open and operate an
Day-to-day users . member stores in-house, 24-hour inquiry
g - Information system - Payment terminal desk
Dol monitoring and installation and - Lack of the resources
LLETELRLT: troubleshooting explanation of necessary to respond
Re;poqs_es © - Data analysis and operation promptly and appropriately
Inquiries report production - On-site response in the to diverse inquiries and to
- Improper use detection  event of problems maintain customer
and response satisfaction

[ ]
Dm M IX © Direct Marketing MiX Inc.
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Changes in Sales by Core Domain: Outbound

v' The outbound business is expected to remain a core business, but with hybridization and the expansion of the
scope of the DX fulfillment business, modest growth will be pursued

v High growth is expected when collaboration with the financial sector can be achieved, but is not included in the
current plan

Changes in sales Strategies and sales outlook
Sales revenue
(¥ mm) Others CAGR Sector Sales outlook Strategies
[l Telecom. and infrastructure 5.909,
10,000 « Seek growth by
deepening existing
7,764 8'200 ---------- 4 + As partial hybridization is projects _ _
8,000 R projected to progress, * Asan upside, we will
2,000 Telecdom. slight growth in the seek to develop business
1,746 infra:tl:ucture telecom. and in the collaboration
infrastructure sectors is between telecom. and
6,000 expected the financial sector, and
expand into strategic and
non-telecom areas, such
as electricity and gas
4,000 «  We will establish new
business development
teams focused on
2,000 + We will seek growth with companies with high LTV
Others overall CAGR in excess of products that require
5% as a result of growth high sales quality as well
in other sectors as universal service
0 providers to drive
FY12/2024 FY12/2025 FY12/2026*! expansion of the sales
(Previous fiscal year) (Current fiscal year) (Next fiscal year) BPO market

DmMiX

*1 Target values as of March 2025 © Direct Marketing MiX Inc. 20



Changes in Sales by Core Domain: Hybrid

v The domain with the greatest growth potential against a backdrop of integration of sales channels and the
transformation of call centers to profit centers

v We seek sales revenue CAGR of approximately 17%

Changes in sales Strategies and sales outlook
Sales revenue
¥ mm CAGR .
( ) Others 16.9% Sector Sales outlook Strategies
[l Telecom. and infrastructure -
10,000
. Accelerate the + Expand and enhance the
o transformation of solution lineup in
existing customer anticipation of future
81000 Telecdom' Contacts to Sales eXpanSion Of pI’OdUCtS
an ..
3,600 infrastructure channels, anticipate and channels

strong demand, and seek | . Capture future growth in

6,000 double-digit growth in demand with a focus on
CAGR online customer service

« Capture needs for

4,000 « As the transformation of increased creation of

call centers to profit new profit-generating
Others centers becomes even call centers

2,000 more active, we will seek | . Establish new business
CAGR growth in excess development teams that
of 20% can participate from the

planning stages
0

FY12/2024 FY12/2025 FY12/2026*!

(Previous fiscal year) (Current fiscal year) (Next fiscal year)

DmMiX

*1 Target values as of March 2025 © Direct Marketing MiX Inc. 21



Changes in Sales by Core Domain: DX Fulfillment

v Continued high growth in sales is expected due to the steady expansion of existing DX services (financial

settlement, identity verification, mobility, etc.)

v Promote information gathering and network building to enable participation in the planning stages of

promising new DX services

Changes in sales

Strategies and sales outlook

(¥ mm)
4.000 Sales revenue
’ CAGR
14.5%
3,000
3,000 >
2,650 .
2,288 .7
2,000
1,000
0
FY12/2024 FY12/2025 FY12/2026*1
(Previous fiscal year) (Current fiscal year) (Next fiscal year)

DmMiX

*1 Target values as of March 2025

Sector

Overall

Sales outlook

Seek growth of CAGR in
excess of 14% by
steadily expanding
existing digital services
and capturing new
demand

Strategies

Expand and enhance the
solution lineup in
preparation for the
expansion of needs in
other BPO areas in the
future

Collaborate as a partner
from the early stages of
new DX services. Take
full responsibility for
meeting the demand
during the service
expansion phase

© Direct Marketing MiX Inc.
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Business Performance Trends by Domain and Sector

v We will seek the sales revenue indicated below in each domain and sector in FY12/2026

Sales revenue

Business
T IEIES FY12/2024 FY12/2026
Results Targets
Telecom. and infrastructure 6,019 6,400
Outbound
others 1,746 2,300
»
Telecom. and infrastructure A 4,329 5,600
Others 2,407 3,600
»
DX fulfillment Web/IT A 2,288 3,000
Inbound ’
Others On-site 4,165 3,600
Research and others
New areas New business and M&A - - 2,500
DmMiX

© Direct Marketing MiX Inc.
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Vision 500 Quantitative Summary

v In FY12/2026, we will seek sales revenue of 27 billion yen and operating profit of 2.3 billion yen

v In FY12/2030, we will seek sales revenue of 50 billion yen, operating profit of 5 billion yen, ROE of 15%-20%,
and a payout ratio in excess of 40%

Sales revenue Operating profit
(¥ mm) (¥ mm)

50,000 10,000

50,000 B Sales revenue
B Operating profit

8,000
40,000 Four years later
Sales revenue: 1.9 times higher
Operating profit: 2.2 times higher 6,000
30,000 27.000
20,952 22,000
20,000 4,000
10,000 2,000
FY12/2024 FY12/2025 FY12/2026*! FY12/2030*!
(Previous fiscal year) (Current fiscal year) (Next fiscal year)
Dividends 4.5 yen 6.0 yen Approx. 12.0 yen Over 27.0 yen
Payout ratio 24.9% 25.3% Approx. 30% Over 40%
Strive to achieve a
ROE 6.2% 7.7% 9.0% [P A

15.0%-20.0%

DmMiX

*1 Target values as of March 2025 © Direct Marketing MiX Inc.
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Business Portfolio Operation

v We will create new business in areas where we can fully leverage our strengths in operational capabilities and human
resources. We will also pursue flexible strategies that include M&A as an option to enable rapid business launches

v We will investigate M&A to reinforce our marketing functions, acquire new client segments, and generate synergies with
existing clients. We will seek to optimize our business portfolio and enhance corporate value

Investment criteria

1. Peripheral areas where creation of high-added value is
possible

2. Net present value is positive

3. Appropriate purchase price (with a target EBITDA ratio
of no more than eight times)

Value-up & monitoring

1. Increase efficiency by introducing DmMiX mechanisms

Investment
criteria

2. Monitoring using business plans and KPI
3. Sales growth rate, operating profit rate
4

Value-up & . Market share
monitoring
1. Contribution margin losses in three consecutive fiscal
years

2. Significant underperformance of business plan KPI

Dm M IH © Direct Marketing MiX Inc. 26
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Capital Allocations

v Prioritize growth investment while maintaining compliance with financial regulations and maintain an optimal
capital composition to pursue continuous improvement of corporate value

v During periods of business growth, determine capital allocation with a view to further enhancing shareholder
returns

Financial regulation

® Fundamental policy

Secure sufficient equity to cover goodwill and utilize leverage through
borrowing, a means of low-cost capital procurement, while appropriately
managing risks

Financial
regulation

Growth investment

B Fundamental policy

Our business structures have limited capital investment burdens, and the
greatest expected funding needs in the future will be for M&A and capital
alliances, and therefore, we will pursue M&A that enhance corporate
value in a disciplined manner by using cash on hand and loans

Organic investment: System investment, Al investment, etc.

Inorganic investment: M&A, capital alliances, etc.

mprovement of
corporate value

Shareholder ' Growth
returns investment

Shareholder returns

B Fundamental policy

We will seek to maximize shareholder returns by increasing EPS and
strive to achieve a consolidated payout ratio of 30% at an early stage
(the target for the total return ratio will be maintained at 40%)

We will flexibly implement stock repurchases while keeping in mind the
tradable shares ratio

DITI M IK © Direct Marketing MiX Inc.
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Diversity

1. Mechanism for matching Diverse Products with
Human Resources and making the most of them

B All sites are located in urban areas with high concentration of human resources. We provide opportunities for all types of
human resources as a “Multi-product centers"

B Thoroughly implement “Restriction-free recruitment,” including those with short working hours who are difficult to make into
a workforce, and secure ample human resources

B Create high productivity and scalability, a source of our competitiveness

“Multi-product centers” and “Restriction-free recruitment”

( \ N\
. Restriction-free
Multi-product centers i
recruitment
Located in urban areas Inclusion of diverse
to secure human resources
and-improve cost efficiency products and channels DmMiX’s talent pool
v" Products with diverse
characteristics, difficulty levels | ) Groups that Groups that
Inbound/ . Web and skill requirements, etc. U are difficult are easy to Other companies’
Outbound sales contact . Djverse channels such as contact to mobilize mobilize talent pool
center, outside sales and web .
contact, etc. Largeland dlvelrse
N talent poo
_ v Diversity of products and Sh(?rt Working hours Long P
Mobile - Electricity channels allows for shorter , |
phone Finance /gas EC )
L working hours

Matching products and human resources

Empowerment of all human resources

v Enabling human resources that would be difficult for
other companies to bring into the workforce

v  Human resource strategies to link diversity to
competitiveness

v Large-scale, flexible allocation of personnel is possible

© Direct Marketing MiX Inc.



Productivity

2. Mechanism for developing Highly Productive
Human Resources

B Our unique training and evaluation systems enable us to develop all employees into highly productive human resources.
Virtuous cycle of high profitability and high incentives

B Flexible career choices are also available by offering work styles best suited according to aptitudes, values and life stages,
regardless of the number of hours worked

Unique training and evaluation systems that continues to develop highly productive human resources

Productivity High productivity that can only be
! achieved and sustained by DmMiX

1 Management
perf:!%hers*l < ﬁ’% Capitalization of earnings
Training system Evaluation system
. [dh
[E— v
A
Sales expertise for a variety Ranking

of industries and products v Daily disclosure and thorough
v Optimized sales scripts results-based awareness

v' Specialized department for . . .
thorough quality control Individual incentives

v" Achievement-based pay system

Expertise for managing a
variety of human resources

v' Motivation management
v Distribution based on data

Team incentives

v' Based on team evaluation and
promote horizontal coaching

B

Working hours

Assigning human resources to best suited products

DmMiX

*1 A general term for staff who have achieved a certain level of sales performance according to our standards © Direct Marketing MiX Inc. 31



“eomix | Rigorous Sales Quality Management

B Because we act as the client's own sales resource, we have built a compliance system that is as strict as or even

more rigorous than our client

s, and thoroughly eliminate risks

B In some cases, the services of the quality control department are provided independently

(‘ ‘ | Ordering
1 I : g
User - Sales d?partment
A
Sharing order
information
Re-checking
the order
information

DmMiX

------------------------- ; Quallty COntrO|

Confirming by re-calling the user
Intention to purchase / order

If the important matters were explained
Compliance

If it is a formal contract

Identification Confirming about 20 points

Monitoring

department department
Direct confirmation by quality - . .
control department Remote confirmation by monitoring

B Double check of confirmation contents of
quality control department

B Confirmation on customer satisfaction
Thorough judgment of smiles, voice tone,
call-ends, impressions, etc.

B Manner confirmation
Confirmation of speaking manner,
consideration, etc.

© Direct Marketing MiX Inc.
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Characteristics
of DmMiX

Reposted

Fee System That Can Comprehensively Pursue Upsides

B The main fee is performance-based that pursues upsides through incentives and other means. We can also respond
flexibly to conditions and requests from client companies and can support fixed-fee projects

B Maximize profits by optimizing the fee system at each stage of the sales process

Difference between fixed and
performance-based fee

Fee system for each sales process

Fixed Fee

fee + Unit price x number of seats; fixed rate
« Little margin for upsides
Example: Personnel unit price X
number of people x time

Potential

The Company'’s cost efficiency, such as
curtailing personnel expenses, becomes a
unique method of improving profitability

{ Can be modified

| flexibly in response |

| to conditions and
client requests

» Additional amounts provided based on
performance
» Considerable margin for upsides
Example: Base fee when targets are achieved
+
Additional fee according to the number
of contracts signed

¥
/ I Potential

Performance-

based fee

Upside fee can be acquired by pursuing maximum
performance with the smallest number of people
within the scope of the contract

CRM

After-
sales
service

DmMiX

Client
companies

Marketing

Meeting and
approach

Sales

Maximization of profit
over the medium- to
long-term by building
relationships with end-
users

Achieve both
improvements in the
topline and reductions

in costs

Marketing

B Fixed: Market surveys, customer analysis,
provision of materials

B Performance-based: Consulting
Sales

@ Attract customers

B Fixed: DM, social media, events, seminars,
booths, exhibits

B Performance-based: Lead acquisition, setting of
appointments

® Meeting and approach

B Performance-based: Cross-selling, up-selling and
closing

@ After-sales service

B Fixed: Customer support, technical support and
clerical work (sending documents, following up
on application procedures)

CRM

B Performance-based: Lead to sales (improve ARPU,
acquire repeat customers and loyal customers)

© Direct Marketing MiX Inc. 33



DmMIiX

This material has been prepared based on information currently available to the management of the Company and certain
assumptions that the Company considers reasonable, and the Company makes no assurances or warranty as to its
accuracy or completeness.

In addition, although forecast figures, forward-looking descriptions and statements regarding prospects are included,
actual results may differ materially from those expressed or implied due to various risks, uncertain factors and changes in
the external environment. We caution you not to place undue reliance on these forward-looking descriptions and
statements.

The Company does not guarantee, and is under no obligation to ensure, that it will always review and revise any forward-
looking descriptions and statements, regardless of new information, future events or any other results.

© Direct Marketing MiX Inc.
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