2nd Quarter, Business Results for the
Fiscal Year Ended December 31, 2013

July 29, 2013
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FY2013 Q2 (April-June)
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Consolidated Results Summary

*k Unstated amounts are rounded down to the nearest one million yen unit, and percentages are rounded to the nea unit.




FY2013 Q2 Performance
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Operating income rises 2.5times YoY.
Net sales decreased due to
changes to business alliance with Dentsu.

Net Sales

(-14.0% YoY)

Operating Income 469
(2.5times YoY)

15,919




FY2013 Q2 Performance opt3/<

Advertising & Solution Business

Net Sales 13,132 (-23.9% YoY)
Operating Income 191 (-47.7% YoY)

v Excluding the impact of changes to business alliance with
Dentsu, gross profits rises 10% YoY.

v"Around 100 new hires YoY, due to business refocusing and
organizational reinforcement (transfers from S&C and
Overseas businesses, new graduates and mid-career hires).




FY2013 Q2 Performance opt3/<

Database Business
Net Sales 694 (+12.3% YoY)
Operating Income 42 (+18.7% YoY)

v'Solid performance by Xrost DSP.

v'Accelerating investment (DMP,C-Finder, etc.).




FY2013 Q2 Performance opt3/<

S & C Business Overseas Business
Net Sales 575 Net Sales 1,149
(+10.0% YoY) (Strong increase YoY)

Operating Income 56 Operating Loss 46
(improve YoY)

Investment and Value Creation Business

Net Sales 444
Operating Income 224




20,000 -

15,000 -

10,000 -

5,000 -

O .

Consolidated Net Sales
—
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Q1

Q2

Q3

FY2011
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Q1

Q2
FY2

Q3
012

Q4

Q1
FY2

Q2
013

Consolidated
Net Sales

16,085

13,321

15,175

17,678

19,003

18,513

19,896

21,495

22,329

15,915
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Net Sales and Operating Income by Segment opt:,&
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2010 2011 2012 2013
12Q2
Comparison
FY FY Q1 Q2 Q3 Q4 Q1 Q2
Advertising & Solution
Business Net sales 55,352 59,325 17,727 17,253 17,909 18,850 20,134 13,132 (23.9%)
Operating
income 1,377 1,305 465 367 547 606 436 191 (47.7%)
Database Business Net sales 1,465 1,636 636 618 692 760 738 694 +12.3%
Operating
income (8) 55 56 35 69 126 104 42 +18.7%
Social &Consumer
Business Net sales 954 789 511 523 577 553 575 575 +10.0%
(S&C Business)
Operating
income 42 (102) (162) (175) (142) (109) (19) 56 Improve
Overseas Business  Net sales 528 654 201 185 838 1,401 948 1,149 |n<§rt¢:ggg
Operating _
income (20) (152) (43) (32) (83) (2) (52) (46)
Investment and Value _
Creation Business Net sales 444
Operating _
income 224
Total Net sales 58,132 62,260 19,003 18,513 19,896 21,495 22,329 15,915 (14.0%)
Oiﬂ‘;gar;igg 1,391 1,107 314 187 380 623 471 469  2.5times
Operating Income
(Excluding the Investment and Value Creation Business) 245 +30.6%
9
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Consolidated Sales Costs opt-,&
2,500 -
2,000 -
1,500 -
1,000 -
500 -
0 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
FY2010 FY2011 FY2012 FY2013
Total SGA 1,602 | 1,583 | 1,581 | 1,749 | 1,671 | 1,811 | 1,832 | 1,904 | 2,241 | 2,301 | 2,439 | 2,479 | 2,604 | 2,609
®Ppersonal expenses 1,008 | 998 | 1,008 | 1,057 (1,009 (1,146 |1,137 | 1,197 | 1,273 | 1,385 | 1,477 | 1,483 | 1,509 | 1,546
“Rents 99 99 98 93 96 99 97 97 120 | 134 | 137 | 174 | 161 161
® Advertising expenses 59 57 59 75 42 35 29 65 85 96 97 109 94 88
= Amortization of goodwill/
Depreciation and amortization 47 52 54 51 47 53 67 72 109 | 107 | 124 | 121 105 | 103
M Others 386 | 374 | 361 472 | 474 | 476 | 501 471 652 | 576 | 602 | 591 732 | 708
10




5 Nz
Consolidated Number of Employees opt>,&
—

1,500 - *Excludes temporary staff and dispatch workers

1,200 -
900 -
600 -
300 -

0 Ql Q2 Q3 Q4 Ql Q2 Q3 Q4 Ql Q2

FY2011 FY20124F FY2013

Consolidated 823 | 924 | 926 | 944 | 1008 | 1,239 | 1,266 | 1,261 | 1,259 | 1,434

Number of employees
1




Status of Businesses
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Advertising & Solution Business:OPT opt 3/~
NN\ S iH D SDSD o

Tailwind from “Abenomics” policies continues.

3/ Customers Status

. . Solid performance overall, notably in securities, insurance

Financial and other fields.

Sales dip as leasing companies and others hold back on ad
Real Estate placements due to seasonal factors.
Human Performance remains strong due to buoyant career—-change
Resources market, etc.

: Ad placements robust mainly from major customers due

Cosmetics partly to seasonal factors.

='2 Organizational Structure
Around 100 people taken on (consolidated basis) including transfers from
the S&C Business, to strengthen organization and for new product

development and marketing.
13




/4

Advertising & Solution Business:OPT opt: &
N ~~—ANANANANANA™D] DS S A S S§SL D

Leading market expansion centered on
Operational Advertisements.

>'2 Media Status

«OPT wins top prize in the YDN Awards (Oct.
2012-Mar.2013) and continues to show
strengthen afterwards, growing three times YoY.

*Volume of Criteo transactions continues to grow,
with strong performances from GDN and other

Operational major networks.

Advertisements Strong performance from both Yahoo!JAPAN and

Search-linked ads | Google.

-Smart devices build traction.

Strong performance from customers connected

Affiliate ads with finance.

*Net sales double YoY.

Growth in Facebook and twitter. Consulting Social Networking
Services also increase.

[YDN=Yahoo! Display Ad Network] [ GDN=Google Display Ad Network] 14

Ad-networks

Social ads




2 Devices
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Advertising & Solution Business:OPT opt: &
N ~~—ANANANANANA™D] DS S A S S§SL D

PCs

*Slightly increasing trend continues.

Feature phones

Already low transaction volume also continues to

decrease.

Smartphones

Quarterly growth continues with a 60% increase YoY,

centered on search-linked ads.

«Further growth expected in take up (units) .

15




Advertising & Solution Business:OPT

New initiatives in progress.

/
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Expansion of product lineups through
new development and handling of
omni-channel advertising, etc

Attracting people to 020 marketing
Retailigence

Products for companies with point reward programs

DIGI GACHA

Video Ads

Formed a project team

Local government advertising networks

Mamafre

Performance

(MAcquisition of major

advertisers
(other than direct type)

@)In addition to conventional
advertising fees, we are
increasing capture of
marketing and promotion fees

@Development of new sectors
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Advertising & Solution Business:Consolidated Subsidiaries ©Pt=<

Strong earnings at consolidated subsidiaries.

’(} CLASSIFIED

v" Condominium and single family units fare well, especially with major
developers.

v" YoY surge in smartphone information enquiries.

v Quarterly net sales increase 33.4% YoY.

Crossfinity

v’ Establishment of subsidiary in Taiwan, progress in SEO overseas
sales growth.

v Sharp increase in affiliate ads mainly in the financial sector.

v Quarterly net sales increase four times YoY.

SOLDOUT

v" Subsidiary Search LIFE ,Inc. receives investment from Yahoo Japan
Corporation, and accelerates opening of local agencies.

v' Establishment of TechLoCo, Inc. for strengthening of marketing
technology business model.

v Quarterly net sales increases 47.3% YoY.

v" FreakOut Inc. becomes the first certified partner of the company.
v Number of customers for trading desk outsourcing services growing.
v" Quarterly net sales increases 41.8% YoY.

17
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Database Business opt: &
NN\ S iH D SDSD o

Implement various growth drivers for
business expansion and for profit increase.

platformio

v’ Strong sales performance by Xrost DSP.
v" Xrost DMP earmarked as second growth driver.

Consumer
First

v" Anhouncement of joint research results into Big Data
analysis of online election campaigning arranged by
Macromill, Inc. and Hottolink, Inc.

v’ Large-scale orders for analysis tool C-Finder.

v" Online campaigning provides tailwind.

v’ Investment from Hitachi Systems, Ltd. and
strengthened collaboration.

v Aim to expand marketing channels through social
media data analysis.

18
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S&C Business and Overseas Business opt: <

Smooth progress in profitability plans.

» a
0 »

Full-scale development of the Southeast
Asian market in alliance with subsidiary
Catcha Digital Asia Pte Ltd.

opt-,"’\‘ Mobile Fattory Cf§Qne \/\/ %’\'ICEZE'SALED'A
Completion of | Apps perform Focus on Continue with
liquidation in well cultivating new policies for
OPT customers profitability
Overseas Business
/4 /
opt-,,\. OPT rrerica 7\'\‘

Conversion into consolidated subsidiary for
development of US market and more

effective data collection.

19




Entry into Investment and Value Creation Business.

Nz

Investment and Value Creation Business opt >

Investment in online service venture companies,
mainly in Japan and Asia Pacific areas.

Priority investment areas

Commerce Crowdsourcing | [EducationXTech| | Ad-technology

—,‘,’.4 Investment Criteria

Target growth stage : principally early and middle stage
Size of investment : ¥ 30million- ¥ 100million
Average period of investment : 3years (2-5years)

Number of employees : 5

20




Aim for new enterprise value creation,
using our strengths.

. ° _\"
Investment and Value Creation Business opt >

Al o Tooe | o [ oo BT 60 bon of new
us |2 I enterprises value
=
market| |3 Wide range of industry networks :
= I v'Create new business
D
@ W i v'Product development
. g.. | v Cultivate advanced domains
m § Advantage of : v Cultivate new sectors
Pl 5 - v'Cultivate major new
S ease of investment | ,
) advertisers
A | i L
=4 [ ;
J = I Past investment
maapﬁgt 2 Rich e-marketing know-how : performance
r = | o . Retailigence | Sumally | PAPYLESS
= roiorcs || e B R
® ormoron [ WA
¥ICT:Information and Communication Technology

L ¥ & § § B B B B B B B B B B B BN B
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Growth Strategy
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The Macro Environment for the

Online Advertising Market
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Macro Environment opt -
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The Internet and TV to dominate the advertising market.
Continues growth of Online ad into a % 2 trillion market.

Forecast advertising spending (by medium)

[Advertising spending by _ [Overall advertising
medium] TV Radio[Reference] expenditure]
unit: 100million yen Newspaper Magazine unit: 100million yen
e Online e» e» Qverall advertising expenditure
20,000 = o e 60,000
a & ae» e
G G G G ab &GP & & -
16,000 TV —~ 50,000
"
14,000 Online | 40,000
12,000
10,000 30,000
8,000 20,000
6,000 = i '
4,000 - 10,000
2,000 —
O [ I | | | | I I I I I 0
o i N o™ < LN O N~ (00) (@)} o
— — — — — — — — — — (V]
o o o o o o o o o o o
(Q\ (@ (@ (@ (@ (@ Q] Q] Q] Q] (@
X Earning results for 2010-2012, estimates for 2013-2020. Y¢Estimates on Online advertising based on “Advertising Expenditures in Japan 2012”,
Y¢Estimates based on “Advertising Expenditures in Japan 2012”, by DENTSU INC., and “Outlook for by DENTSU INC. and OPT estimates.
advertising expenditure by medium,” by Japan Commercial Broadcasters Association. X Figures for radio are reference values and do not include digital radio.

24
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In the segment in their 20s, online time already
exceeds time spent on other mass media.

Media contact time, by age group

TV mmRadio == Newspaper =mMagazine mmOnline e=s0nline Proportion
(PC+Mobile)

Unit: minutes

- Online proportion likely to rise as general change progresses -

53.6% - 60.0%
700
600 - 50.0%
500 - 40.0%
400 - 30.0%
300 0
200 —so0] = 20:0%
100 | B 10-00/0
0 T T T T T 0-00/0

15-19% 201K 304 404 508 601%

Source:Based on “Fixed—point Media Survey 2013”(Tokyo area), Institute of Media Environment, Hakuhodo DY Media Partners Inc. 25




Nz

Macro Environment opt:;

Big Data market (software and services) is
expected to exceed ¥ 50 billion by 2016.

Trends in the Big Data technology and services market in Japan

Unit:100million yen
BOO

B Server
-| % Strage

Network
600

o |Software
Services

400

700

300
zm.... T ap——

100 - B . . .

Source: IDC Japan (2012.0October.3rd)
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Focus areas of OPT
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Focus Areas of OPT

Management level

Advertising
and
Promotional
section

Margin model of
CPA center

Banner ads,
search-linked
ads, etc.

Initial Stage
[ Online advertising ]

/
opt- =

Development stage
[integrated e-marketing ] 28




@Omni-channel op

Establishment of hew omni-channel support organization at OPT.
-Trial launch of Retailigence from July.
Companies adopting the service: KITAMURA Co., Ltd and Sports
Authority.
DIGI GACHA, four companies joint development.
Company adopting the service: Yamada Denki Co., Ltd.

Example “DIGI GACHA™

Example “Retailigence”

Shared database for certain products’

. BEER G AR 5
inventory status Outlet data = l celetsii ' A5 129 —ER

opt'e oronmEERy—2 " i i i ’
T‘ A ML EIOSFARA
1 E§ﬁ$_’5’ 2 ‘7:—9’\—7. : n . : w
B 5 REBROEL
h JW I w
HAID i & A : .
L ft il 48 Sretailigence B ' -y ;u - :

JLELRR EMem e A TA ZE

4 [EfRE 3 LERRIE

W £
d "FEHF" .J J:l.—..fEI..-f
2A5D ;;; AT—hIx 2 j i e
FLS i T ERY hI—4
/ EF £ . oe

EHREERAQEEEIZ AASOFSLI) @
IRBERML., B8RS -BREREE, Y=z .'!r:lr-r? { acebook, mikiE)

md A i H S\ IR

[ s e S A

£ \'/

I'\
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[ Reference ] Omni-channel Market

-channel marketing.

[Reference data)

Unit:100  Expected size of 020 market in Japan(2012-2017) Unit:100

Trends in advertising expenses

/
opt:,&

By 2017 the market will have more than doubled compared with 2017.
Likely sales increase with distribution and retailing as main target sectors.
*Forecast of budget shift away from paper—insert advertising to omni

Source :ROA Holdings

million yen million yen (paper insert-advertising)
o 7,000
Online |ocal advertising agency conm ssions ] 6,649
1 | pTRETSSIETE — % | L 6,549 D9wnward_ tl_-end to _
= Online pre-purchasing, settlenent conm ssion continue as dlgltal media
2000 [ | permeate other media
6,000 6,156
2500 |
o —1 I 5,165
0..
1500 +— 5,000 e..
L 4
e
" ‘A
500
4,000
“ © AY S N &) ~ v m \4 v ©
. : . : v Q O O O O N N N N N N N
’ iz 013 2014 s w18 17 ,.9 S ,\Q/ ,.9 8 f\Q/ % 8 ‘\Q/ r\? 8 f\Q/
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2Video-ad opt:

Set up professional project team providing one-stop advertising,
production and consulting services, create supply framework to respond
to future demand increases.

*Win important new clients, leading to strong order books

«Sales double from the same half of FY2012.

Forecasts for the US video market and actual OPT earnings performance

Online video advertising fees are expected to rise to 8 Strong sales performance of mainstream product

billion dollars by 2016 (average growth rate 134%) Google TrueView (two times YoY)

US Digital Ad Spending, by Format, 2010-2016 :

- - Google TrueView Sales trends
2000 2011 2012 2013 2014 2015 2016

Search $12.00 $15.10 S17.58 51976 $S21.73 523,32 52445

D-I.'lplar 5991 5113-:3 51498 517.67 S20.69 523.13 52521

—Banner ads $6.23 %755 58 4B $9.60 51027 $H1087 $71.29

—Rich media £1.54 $1.65 $1.82 $203 3238 5242 3303

—Sponsorships B0.72  $172 S1.55 E1.%0 F228 S2ER  E285
Classifieds and 5260 S2.58 $2.40 S271 S2.81 S2.88 5295

directories

Lead $1.34 S1.52 S1.71 5190 S20y 5217 52220

generation

Mobile 525 S025 5022 S023 SOIT 5021 020

messaging

Email S020 S021 S022 5022 S024 0 S024 SD.24

Total 2629 S31.99 S3731 54250 S4T 77 55195 S5525 H1 H1
Mote, inchudes advertising that appears on deskiop snd laptop computers

a5 well as mohile phones and taidels on all formats mantionsd, data

through 2071 is derived from IAB/PWE dats 2012 2013
Eource; eldarkater, Sep 2012 31

144427 wnoehlarketer. com
L |
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@Advertising Technology opt-,&

-Expansion of Xrost DSP with high rate of return (gross margin of 40-60%) .
«Strong sales growth in the Xrost series by Platform ID, Inc., a joint venture
with CCC.

Future targets —
Sales: ¥10.0 billion
Operating income:

¥3.0 billion =3
3,
o
=]
D
2012 results
Sales: ¥2.7 billion —
Operating income: TS
¥280 million I 3 g
ST D
— ~

Breakeven point }

$}500 paxid  WdoO[dAap

] ] ] ] ] —




@Ad-technology:DMP opt>'%

Data management platform integrate data stored by the company and PID-stored data (including off-line
data) using common IDs. This increases the extraction of user site data, which is understood only through
internal analysis and can be used in various types of advertising.

1st data 3rd data
Internal company data External data stored by PIDs
| | | | \

I’ \
| | :

Site viewing history || Customer affiliation, |
| | purchasing and user history ]
\

N I N S Ny

Ll 2

s — : | | Customer affiliation,
Site viewing history ] lpurchasing and user historyI
/

,_-_\

Integrated management via common IDs (based on cookies)

Private DMP

(Storage — Integration —
Analysis/ Clustering)

More advanced “digital marketing strategy” /Achieves “one-to-one marketing”

Link various tools

33




@Big Data opt: <

*Higher—earnings, higher—growth business model through providing a
Big Data one-stop marketing value chain.

*Higher earnings: Shift from margin model to fee model.

- Growth potential: the Big Data market (software, services) is
expected to grow to ¥50 billion by 2016.

34
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Value chain opt>,

B OPT group e—-marketing value chain

Data Sales
) Surve Analysis )Strate -
collectlon} y} y } g’}promotlon
35
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Revision of Earnings Forecasts

of FY2013




Earnings forecasts for FY2013 opt 3/~
NN\ S iH D SDSD o

Operating income forecast upwardly revised

to 215 million.

v’ Tailwind from operational advertising and Abenomics.
v'Launch of investment training business.

Jul.26 disclosure

Revised earnings Initial

Difference

forecasts forecasts

Net Sales
Operating Income
Ordinary Income

Net Income

37



Net Sales

Operating Income

Ordinary Income

Net Income

Results for

first half of
FY2013

38,244
941
888
312

Earnings forecasts for FY2013

e-marketing compary

Jul.26

disclosure:

Revised

earnings

forecast

75,000
2,150
2,050

900

Progress First half of

51.0%
43.8%
43.4%
34.7%

V4
opt- &~

Reference:

FY2012

37,917
502
351
311

38
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Sales Ratio
N ~~—ANANANANANA™D] DS S A S S§SL D

opt

FY2012 FY2013

Segments | Q1 Q2 Q3 Q4 Q1 Q2
Fancial | 22% 20% 21% 29% 31% 381%
Real Estate | 17% 14% 15% 15% 16% 13%
soucesa | 13% 9% 9% 9% 10% 9%

Education

cosmetics | 12% 26% 21% 17% 15% 21%
oo | 9% 6% 7% 7% 6% 5%
oters | 27% 25% 27% 23% 22% 21%
Totd | 100% 100% 100% 100% 100% 100%

/4

o
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advertising.
Ad placement (space)

‘ ¢ Xro St rz- ot SIS TR BRI L FE T T b

UJ)?‘S'MEF‘- L WEDE G -7 ORI,

o P TEERRITT EL

EADFPLAN
Al b e AR

Who views this site?

Trends in Audience Targeting

opt-

Audience targeting is a next—generation advertising method that analyzes
complex behavioral data from multiple sites (including content browsing,
search, conversion and access histories, and demographic data) . Such
analysis creates data clusters that enable the targeted delivery of

Person (audience)

A
fm ff',
1‘\ ]

b j

§ ,t

Ad delivery based on behavior history data

Nz

I'\
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Xrost: Targeted Advertising Delivery Tool

Xrost is a new data exchange platform that enables audience targeting.
Analyzing the behavior history of approx. 140 million unique browsers, Xrost

provides high—-precision, nhext—-generation audience targeting ads.

Data sources Open data platform Distribution
partners
b o0 °®
Xrost ssp
Distribute ]
ads/provide data E

Xrost DEX Media

[l
L

Bl P
Behavior Distribute L

m~
hist '
i Y Ad network
Ad Sponsor
site
-~
[ |

A

Ad exchange

Ad ® Other DSPs

sponsor
i P ® Other SSPs

Specialized
site

Other data

Cookie policy: http://www.xrost.ne.jp/contents/policy/privacy.html

/
opt:,&

42




Major Group Companies (2013 Q2)

Business

/
opt:,&

Ownership  Consolidation status

CLASSIFIED *€ . CLASSIFIED Planning and sales classifieds 66.01% Consolidated subsidiary
Crossfinity @ Crossfinity SEO and media consulting business 66.67% Consolidated subsidiary
SOLDOUT SOLD@UT Advertlsl_ng agency for mid-sized and venture 100.00% Consolidated subsidiary
RUF v BROXy HERY H—F companies
s1o interactive Trading desk business 100.00% Consolidated subsidiary
Hottolink @link Social media solution business 65.58% Consolidated subsidiary
Platform ID platformio Database business 51.00% Consolidated subsidiary
: _Consumer Data analysis business utilizing C-Finder data analysis . , .
Consumer first ¥ Eirst platform 100.00% Consolidated subsidiary
N
Mobile Factory Mob‘"e Factory Mobile contents business 40.84% Consolidated subsidiary
Development, consulting and training business for , .
Contents One Ct;m%ge web applications 100.00% Consolidated subsidiary
H H \ MULTIMEDIA
:\’nlultlmedla School \/\/ SCHOOL School for IT and web engineers (100.00%)| Consolidated subsidiary
ave WAVE
eMFORCE ?MEQRCE Internet advertising agency in South Korea 88.50% Consolidated subsidiary
ne 1askK rorce of eMar«ering
Chai Communication @ . Internet advertising agency in South Korea 40.00% Consolidated subsidiary
chai communication
OPT America, Inc OPT rerics .)"\‘ Consulting, investment and alliance business in US. 100.00% Consolidated subsidiary

Accounted for by the equity method

TAGGY, TradeSafe, MCN Asia Holdings,Pte.Ltd.

Other Group companies

Catcha Digital Asia PTE, OPT Beijing Information Technology, Inc., etc.

XxParentheses represent the percentage of indirect ownership




opt-

OPT, Inc.
JQ2389
http:/ /www.opt.ne.jp /

Contact for IR is below :
Monitoring Service dep. Accounting Services Div.
Mail: ir_info@opt.ne.jp

<Notice>

This document is based on information available and views held at the time of its preparation.
Statements contained in this document that are not historical facts (including but not limited to plans,
forecasts and strategies) are “forward-looking statements.” These forward—-looking statements,

both expressed and implied, may differ materially from actual results and future developments.
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