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Highlights J]oPENDOCR

B Key Strategies for FY2018 March

Choosing the “recognition rate” as the most important performance indicator for FY2018 March, we aim to achieve a
recognition rate of 25% or higher mainly through the use of commercials. In the current fiscal year, the impact of
commercials will be measured on a simultaneous basis, and the amounts spent will be adjusted flexibly within a
targeted range of 300 million-1,000 million yen. Since it remains unclear how much money will be spent on
advertising, the full-year projections for sales and operating profit are expressed as a range (sales: 3,700-4,000
million yen; operating profit: 800 million-1,200 million yen).

B Results for 1Q FY2018 March

« Mass media advertising, including TV commercials implemented in 4Q of the previous year, has continued into 1Q
of the current fiscal year.

« Quarterly sales hit an all-time high.
« Sales: 886 million yen (up 36.8% year on year); operating profit: 240 million yen (up 6.3% year on year)

« In FY2018 March, the highest quarterly sales are likely to be achieved in 2Q, followed by 4Q, 3Q and 1Q as usual.
Nevertheless, the achievement rate of 1Q sales against the initial full-year sales projection was solid at 22.2-
24.0% (compared with the corresponding figure of 21.6% in the previous year).

B TV Commercials

« As 1Q was the TV commercial airing period, we did not conduct a recognition rate survey. However, taking sales
growth rates and other indicators into account, we will continue to air TV commercials in and after 2Q.

« We started airing a new commercial on August 11, 2017.
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Results / Profit and Loss Statement for 1Q FY2018 March [Jorenboor

® Sales hit an all-time high on a quarterly basis (up 36.8% year on year).

® Absorbing the increase in TV commercial costs, operating profit advanced 6.3% from the same period of the previous

year.
Unit: millions of yen
1Q S :
FY2018/3
QPINWIEE FY2018/3 | Amount | Percentage | > —
from original Projection
Results Results tof change| of change | -
projection
Sales 648} 886 +238 +36.8% 22.2% ~ 24.0% 3,700 ~ 4,000
___________________________ L)
Cost of sales 128 138 +9 +7.2%; 20.3% ~ 20.3% 680 ~ 680
Profit margin on sales 519 748 +229 +44.2%: 22.5% ~ 24.8% 3,020~ 3,320
Distribution costs and general 292 507 +214)  +73.5% 20.1%~ 27.9%| | 1,820~ 2,520
and administrative costs i
Operating profit 226 240 +14 +6.3%E 20.1% ~ 30.1% 800~ 1,200
Ordinary profit 229 243 +14 +6.2%; 20.3% ~ 30.4% 800~ 1,200
Quarterly profit 146 137 * -8 -5.8% 19.1% ~ 28.7% 480 ~ 720
Operating margin 35.0% 27.2% -7.8P - - - 20.0% ~ 32.4%

* Calculation result of tax effect accounting associated with the relocation of the Tokyo head office.
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Results / Trends in Quarterly Results for 1Q FY2018 March [Jorenboor

® Quarterly sales hit an all-time high.

® In FY2017 March, a change of billing system for main products to measured rate billing in 3Q resulted in
4Q recording the highest quarterly sales of the year, followed by 2Q, 3Q and 1Q. In FY2018 March, 2Q
sales are forecast to be the highest of the year, followed by 4Q, 3Q and 1Q sales as usual.

® Mass media advertising, including TV commercials implemented in 4Q of the previous year, has continued
into 1Q of the current year.

Unit: millions of yen Sales

m Operating profit
4,%00

875 886 3,700

768

687 o 704
590 648

544
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800
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1Q 20  3Q  4Q

1Q 2Q 3Q 4Q 1Q Full-year
FY2015 FY2016 FY2017

projections
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FY2018 March — Projection/ Profit and Loss Statement  [Jorenboor

® No changes have been made to the initial projections at the beginning of the current fiscal year.

® Choosing the “recognition rate” as the most important performance indicator for FY2018 March, we aim to achieve a
recognition rate of 25% or higher mainly through the use of commercials. In the current fiscal year, the impact of
commercials will be measured on a simultaneous basis, and the amounts spent will be adjusted flexibly within a
targeted range of 300 million-1,000 million yen. Since it remains unclear how much money will be spent on
advertising, the projections for sales and operating profit are expressed as a range.

Unit: millions of yen Results Projection for
FI\\/(IzZa?c1h7 FY2018 March | Yearonyear
Sales 2,996 3,700 ~ 4,000 +703 ~ +1,003+23.5% ~ +33.5%
Cost of sales 540 680 ~ 680 +139~  +139 +25.7% ~ +25.7%
Profit margin on sales 2,455 3,020 ~ 3,320 +564 ~ +864 +23.0% ~ +35.2%

Distribution costs and general

o ) 1,456 1,820 ~ 2,520 +363 ~ +1,063 +24.9% ~ +73.0%
and administrative costs

Operating profit 999 800 ~ 1,200 -199 ~ +200 -19.9% ~ 4+20.1%
Non-operating profit/loss 6 0~ 0 -6 ~ -6 - ~ -
Ordinary profit 1,006 800 ~ 1,200 -206 ~ +193 -20.5% ~ +19.3%
Extraordinary profit/loss -2 0~ 0 +2 ~ +2 - ~ -
Current profit 632 480 ~ 720 -152 ~ +87 -24.1% ~ +13.8%

Current net profit per share (yen) 61.6 46.54 ~ 69.81
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Balance Sheet / 1Q FY2018 March [J]oPENDOOR

® Financial results show steady performance, with a 138 million yen increase in net assets.

Unit: millions of yen 2017/3 2017/6 A-mount of
Results Results increase
Current assets 3,591 3,679 +87
Cash and deposits 2,993 3,034 +41
Other 598 644 +45
Fixed assets 458 500 +41
Total assets 4,050 4,179 +129
Current liabilities 702 640 -61
Fixed liabilities 2 54 +52
Total liabilities 704 695 =g
Total equity 3,345 3,484 +138
Capital 648 648 -
Capital reserves 475 475 -0
Earned surplus 2,236 2,374 +137
Other -14 -13 +1
Total liabilities and equity 4,050 4,179 +129
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1Q FY2018 March/ Recognition Rate from TV Commercials [Jorenpoor

® Based on verification of the effectiveness of TV commercials aired in 1Q, we will continue to actively broadcast TV
commercials in 2Q, with the aim of achieving a recognition rate of 25% or higher within the current fiscal year.

® Since August 11, 2017, a new commercial has been aired to cover not only Tokyo, Nagoya and Osaka but also other

major cities throughout Japan.

B r3A13

“““““““““ HeiT 41+ 500 5Lk @.+3<r3

IEI*J 59#

sut-onromxZ{Es
RolrELs

Images from the new commercial

10

25.0%
17.6%" ==~ A
Recognition
rate
13.6%"
|

2016.9 2017.3 2018.3

*Source: OpenDoor’s own survey (April 2017)
Survey respondents: Male and female respondents from
across Japan aged 18 to 59 who have been on a trip
that involved an accommodation, for either private or
business purposes, from a sample of 10,000.

(© Open Door Inc.



Press Releases / Initiatives for 1Q FY2018 March ] oPENDOOR

4/03

4/06

4/06

6/29

(Japan site)

(Japan site )

(Global site)

(Japan site)

Launch of domestic dynamic packages provided by Rurubu Travel. Route and flight selection further enhanced.

Affiliate with Viator in marketing overseas optional tours. A sharp increase in the number of products posted, mainly those covering
North America and Oceania.

Affiliate with Lion Travel, the largest travel agency in Taiwan. An increase in the number of hotels and plans posted further boosts
convenience for users in Taiwan.

Launch new service for comparing overseas Wi-Fi rental services, making it possible to conduct a comprehensive search of mobile
Wi-Fi router rental services available overseas.

Start cooperating in domestic dynamic Start cooperating with the largest Launch new service to search for
package marketing travel agency in Taiwan overseas Wi-Fi rental services

TRAVELKO — T
| oo P
e o S P

.....

3
. ] e m
v L} e L m
e —
Start posting domestic dynamic packages Start cooperating with Lion Travel, the Launch new, overseas Wi-Fi rental
(airline tickets + hotels) provided by Rurubu largest travel agency in Taiwan, on the comparison service, making it possible to
Travel website: Travelko.com conduct a comprehensive search of mobile
Wi-Fi router rental services available
overseas
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Main Planned Initiatives / 2Q FY2018 March ] oPENDOOR
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v Start airing new commercial! Coverage areas will
expand from Tokyo, Nagoya and Osaka to major
cities across the nation.

v Following on from the domestic hotel menu, turn
other main menus, such as international tours and
domestic air tickets, into an application.

v Renew highway bus and overnight bus menus

v Establish services enabling users to compare
domestic train and hotel packages

Coming Soon
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Company Overview (As of June 2017)

[J]OPENDOOR

Company name
Date of establishment
Representative

Capital

Description of business

Consolidated subsidiaries

Number of employees

OpenDoor Inc.

April 1997

Daisuke Sekine, President and Representative Director
648 million yen

Travel comparison site “Travelko”

Multi-language travel comparison site “Travelko”
Traditional crafts information site “GALLERY JAPAN"
100% equity in Hotel Skip Inc.

Reservation, arrangement, and sales for international

and domestic hotels

A total of 150 employees

15
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Progress and Sales Trends [J]oPENDOOR
By reviewing all our genres and expanding our insufficient products,
our aim has been to allow customers to “find the cheapest trip
that meets their requirements”
(Millions of yen)
Sales

7 Operation of travel business and
mobile phone-related business

Concentrated resources
from mobile phone-

related business into « I
. The majority
travel business

PN of sales are

T Establi

shed
1997

Began i-mode in Feb. 1999

I from Travelko

iPhone went on sale in July 2008

0 T T T T T

FY1997 FY1998 FY1999 FY2000 FY2001 FY2002 FY2003 FY2004 FY2005 FY2006 FY2007 FY2008 FY2009 FY2010 FY2011 FY2012 FY2013 FY2014 FY2015 FY2016
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Travel Comparison Site “Travelko” / Services of Our Company

[J]OPENDOOR

A travel comparison site that allows you to search and compare products from more than 500 booking

websites
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Multi-language Travel Comparison Site “Travelko” / Services of Our Compafypenpoor

The global version of Travelko, targeted at foreign and inbound markets

English v | USD v | #Zi My viewed Hotels ~ + e )
T R AV E LK 0 Aboutus | Enquiy | Feedvack | [ ED Lo
Flights  Activities  Restaurants /2 All Japan | TRAVELKO @Feedback ==

mrilighls(PC) Activities(PC) Restaurar

Search Hotels
Compare and find the best deals

| Destination,
N Hotel name

Q

e.g. City, Hotel name

2017/ 2017/
Does 09116 " 09117 1Nights) 3

Check-in Check-out Rooms Guests 7| Rooms 1 Room v

e.g. city, district or specific hotel | | yyyy-mm-dd [f]|- | yyyy-mm-dd 1 v| Aduts|2 v| Chidren|0 |
[Z] 1 don't have specific dates yet '

Children

Guests Adults

Why Travelko is your best travel partner

Why Travelko is your best travel partner

Over 50 Travel Agencies 700,000 Hotels Worldwide Catch the Best Price ‘
Find the best hotel deals by comparing over Select your ideal hotel from more than Find and realize your dream stay by Over 50 Travel AgenCIes
50 travel agencies worldwide! 700,000 hotels over the world! searching the lowest rate instantly!

@ (Y TR o

agoda.com
mrguoee & 1B
‘©Rakuten  JAPANICAN.com i

Travel

.

Started in October 2014

Supported Languages

English

Chinese Simplified

Chinese Traditional (Taiwan)
Chinese Traditional (Hong
Kong)

Korean

...and more!
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Traditional Crafts Information Site “GALLERY JAPAN" / Services of Our Company[J|openpooR

A site targeted at international and inbound markets, that introduces traditional crafts of Japan to the

rest of the world

% GALLERY JAPAN WORK / /5183

Best Japanese beauty to the world
BAORE, #RA

CERAMICS /m=

oERi
FE R

EmE-RA

ARTIST /5%

TECHNIQUE /=58

s US.FL

B8 English

EXHIBITION s

— |

' & GALLERY JAPAN

’ Best Japanese beauty to the world
BEORE. ERA

CERAMICS /93

SRS
B RET
mE—HA

Started in October 2014

Supported Languages

English
Japanese
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Travelko / Business Model [J]oPENDOOR

A business model that allows the majority of travel products to be compared

Domestic hotels International hotels Airline companies Overseas tours Domestic tours All other travel
approx. 20,000 approx. 800,000 approx. 500 approx. 500,000 plans approx. 300,000 plans products

Over 500 reservation sites «asoriuy 2017

Product i Listing fees and
information Sending customers commission fees
(reservations and inquiries)
) L : L )

l-éﬁ.‘ﬁﬁ
@ Travelko

International travel comparison Domestic travel comparison

Air and Hotel Air and Hotel

Hotels packages Air tickets Hotels packages Air tickets
Local tours Package tours NEW Local tours Package tours Highway buses
9 Wi-Fi rental 9 9 y
Rental cars
N J

Provide product
Use “Travelko” information

I \ 4
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Travelko / Revenue Model [J]oPENDOOR

Shift from flat rate billing to measured rate based on results

Trends by billing type

(%)

Other
100 -

Advertising Commission rates corresponding to results from
purchases, etc., of travel products via “Travelko”
Listing fees corresponding to the number of courses
that can be registered in the travel product listings of
“Travelko”

Eammgs. from Listing fees for advertisements spaces on “Travelko”
advertising
0

2014/3 2015/3 2016/3 2017/3
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Travelko / Trends in the Ratio Between International and Domestic Sales [7openpoor

Both international and domestic sales increasing; a well-balanced risk-resilient sales structure.

Trends in the ratio between
international and domestic sales

(Millions of yen)
3,000 -

Advertising Flexibly corresponds to changes in

and other

market trends
due to changes in international or domestic popularity, or
because of sudden events such as terrorist attacks, etc.

A structure that is resistant against
exchange fluctuations

2013/3 2014/3 2015/3 2016/3 2017/3
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Travelko / Number of Unique Users and User Attributes

[J]OPENDOOR

There has been a steady rise in the number of unique users*!. Of particular note is the fact that price-
and quality-conscious F1 users (females aged 20-34) account for a large proportion.

Changes in the monthly averages of

the number of unique users

(10,000's of (fiscal-year basis)

persons)

+21.0%

300 -

308
220 |
0 ] T I T I T T

373

2013/3 2014/3 2015/3 2016/3

*1 A unit for counting the amount of access via the web by using a
method of counting a specific user as one user even if the user in
question has visited the site multiple times on the same device

within a period of one month

2017/3

Device
PC
33%
Mobile
67%

*The majority of genres
are now supported on
smartphones.

User attributes+

Gender Age

55
and Up 18.24

45-54 8%
Male 13% 20%

34%
Female
66%

We are favored by
price- and quality-
conscious F1 users.

*2 2016/7 - 2017/6 access analysis data of our company

23
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Travelko / Summary of Strengths and Characteristics [JJoPENDOOR

v Coverage of the majority of genres*, and price comparison connected with inventory
Top-class domestic information
product v/ Comparison possible of over 500 reservation sites, and overwhelming price

competitiveness competitiveness

*Product genres such as package tours, hotels, air tickets, dynamic packages, etc.

+ Supported by high price competitiveness, reviews alone able to boost the number of users
v A structure in which profitability increases as sales increase, thanks to slower

High profitabilit : . : .
gnp Y increases in variable costs and fixed costs compared to sales growth
(Excluding cases where large investments and promotion activities are implemented**)

**Mass advertising including TV commercials to be implemented in FY2018 March in order to secure new users and
accelerate growth

High growth in the ., Constant high growth in the number of unique users

number of unique . . .
users v Growth in the number of unique users in all genres

(© Open Door Inc.



Image of Mid-term Growth in Travelko Business [JJoPENDOCR

® The recognition rate of the top brand in the travel industry is approximately 70%. Travelko aims to achieve a
recognition rate of 50% over the next three years (FY2020 March).

® The number of unique users that has a direct impact on sales is considered to grow at a rate proportional to the

recognition rate and brand awareness. Accordingly, an increase in the recognition rate is expected to be followed by
an increase in the number of unique users and sales.

A certain level of investment in mass advertising is expected to continue to maintain brand awareness.

For sales to grow in proportion to the recognition rate, in addition to the above, it is important that products are price competitive. This is
one of the company’s strengths and is likely to be maintained in the future as well.

Sales (Travelko business) 4

(Millions of yen) Operating profit (consolidated basis) (%)

Recognition rate
10,000 - 60
F 40
6,000 4
F 20
2,000 A
2017/3 2018/3 2019/3 2020/3 2021/3 2022/3
Results

@ Because almost all sales currently arise from the Travelko business.
@ ¢ The graph provides an image of future trends.
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Travelko (domestic market) / Future Initiatives J]oPENDOCR

v Enhance existing menus and turn them into an
application

v Establish services enabling users to compare train
and hotel packages

R SARILIDIRCMESS | CMF v S U—(CTARIH |
WIURET

v Renew highway bus and overnight bus menus

v Launch overseas Wi-Fi router rental comparison
service

v Provide a wider range of travel professionals’
reviews

(T-783] | 1 BEGOENEES0 #3AISHACEETT

BRI WY 7 — (i)

v Enhance the contents of “Travelko Map” application

v Expand system provision

v Make posting standards more rigorous, thereby
ensuring highly reliable services

BEINRTEE
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Travelko (Global and Japan Inbound Markets) / Future Initiatives/ [Jorenboor

TRAVELKO | i — v Strengthen ties with local travel agencies in other
. - tries
Flights  Activites  Restaurants &2 Al Japan coun

Start cooperating with the largest travel agency in Taiwan, Lion Travel, on April 6, 2017

v Begin product comparison for BnB rentals, package
tours and optional tours

v Increase travel reviews in multiple languages for
inbound travelers

Why Travelko is your best travel partner

Over 50 Travel Agencies 700,000 Hotels Worldwide Catch the Best Price q P rov i d e SySte m to i n b O u n d m e d i a

Select your ideal hotel from more than Find and realize your dream stay by
700,000 hotels over the world! searchir vest rate instantly!

& AR = { %T@
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Recognition of Market Environments

[J]OPENDOOR

Growth of online travel markets and inbound markets is expected to continue.

Online travel market scale

Total travel market scale: 9.7 trillion yen *1
Online market scale: 3.8 trillion yen (2015) *1
Average annual increase of 15% -

(100 millions of yen)
80,000 - Results

Our company’s estimate *2
70,000 -
60,000 -
50,000 -
40,000 -
30,000 -

20,000 -

10,000 -

0

)
« '
2013 2015 2016 2017 2018 2019 2020

*1 An abstract from PhoCusWright Japan's “Survey of Japan's Online Travel
Market, Third Edition”
* 2 A growth rate of the yearly average +10% is assumed

(10,000'’s of visitors)
4,000 -

Growing inbound market

2016 2020
24,030,000 ™= 40,000,000

visitors *3 visitors *4

Results Government’s goal

40,000,000

visitors

3,500 -
3,000 -
2,500 -
2,000 -
1,500
1,000
500 -

0

2013 2014 2015 2016 2017 2018 2019 2020

*3 An abstract from the number of foreign visitors to Japan by JNTO (Japan
National Tourism Organization)
*4 An abstract from “Tourism Vision to Support the Future of Japan”

28
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Image of Mid-term Growth [J]oPENDOOR

Aiming to become a site with the highest number of user selections in the global market

Becoming a site with
. the highest number of
TRAVELKO user selections in the

% GALLERY JAPAN Promotion of hew global market
business .

Promotion of Japan
inbound business

L]
\

Expansion
of sales

Sales of
10 billion
yen

w2} Travelko

Expansion of
domestic business
share

Py J

2015 2016 2017 2018
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How to Handle This Document [J]oPENDOOR

B This document contains prospects associated with our company, future plans, business
objectives, etc. The entries concerning these future prospects are based on our company's
assumptions concerning future events and trends as at the time of making this document, so
there is no guarantee that the assumptions made by our company are completely accurate.
Because of various factors, the actual results may differ drastically from those assumed in
this document.

B Unless otherwise stated, the financial data contained herein is shown based on accounting
principles generally recognized inside Japan.

B The occurrence of future events, etc., notwithstanding, our company will not necessarily
make revisions to publications, etc., regarding future prospects that have already been
published, except in cases where such revisions are requested because of bylaws concerning
disclosure of the revisions.

B Information concerning companies other than our company is based on public knowledge
that is generally known.
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[J]OPENDOOR

OpenDoor Inc.

For inquiries regarding this document or IR,

please contact the office listed below.

Administrative Division, OpenDoor Inc.
TEL: 03-5545-7215 FAX: 03-3586-8708
Homepage: https://www.opendoor.co.jp

31

(© Open Door Inc.



