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Awaji: Good afternoon, everyone. My name is Awaji. | will now discuss our growth strategy, focusing on our
Digital Transformation (DX) strategy, which is a key component.

Il Chibagin DX Strategy

Creating maximum customer value through DX strategy

To create a local community better suited

t bringing each persan’s hope to life

Chibagin DX [1.0]
Digital Banking Strategy

®m Operation of TSUBASA FinTech
joint platform

m Development of banking and
banknote apps that utilize the
FT joint platform
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Please turn to page three.

2020

First, an overview of our DX strategy.

Chibagin DX [2.0]
Improved CX and productivity

m Establish moonshot targets
= Promotion of app, portal, data

usage, paper/seal-less
® Implement DX personnel
development system

Achieve drastic DX

Chibagin DX [3.0]

The optimal customer experience

m Deliver proposals personalized to
customers

m Develop ecosystem that promotes
regional engagement

ﬁ Creating the optimal &
.. cuRguamsmee 2
.t

Since 2017, we have initiated our DX strategy as Chibagin DX 1.0. In 1.0, we built a fintech joint platform, a
digital service provision foundation in collaboration with banks participating TSUBASA Alliance, laying the

groundwork.

Then, in our medium-term plan starting from 2020, Chibagin DX 2.0 introduced digital infrastructure such as
apps and a corporate portal, advancing paperless and seal-less processes, and we began to focus on
developing digital talent to carry forward our DX efforts.

Our new DX strategy, Chibagin DX 3.0, is based on maximizing the use of the digital infrastructure we have
developed so far to provide our customers with the best Chibagin experience, that is, the creation of the best

customer experience as our basic policy.



To create a local community bcttcr suited

Il Chibagin DX [3.0] - Creating Maximum Customer Value - w bringing each persan’s hope t lif

Evolution of the customer-focused business model
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Please turn to page four.

There are two main pillars of our strategy for creating the best customer experience. The first is the
personalization strategy. This involves delivering the most suitable proposals to each individual customer.

The second is the regional ecosystem strategy. This connects our corporate and individual customers within
the region, revitalizing the local economic cycle.

Over the past year, we have been advancing our core financial business and creating new non-financial
businesses across our group. In financial operations, we have improved the functions of our digital
infrastructure, such as apps and the corporate portal. In non-financial operations, we have expanded into the
advertising business, which was fully launched last October, and have been advancing the business domain of
the Chibagin Market.

As shown at the bottom of the diagram, digital marketing is a fundamental measure supporting the creation
of the best customer experience in both financial and non-financial aspects. Similarly, by continuing the
development of DX talent, we will accelerate the overall strategy.



To create a local community bcrtcr suited

Il Personalization Strategy (One-to-One Marketing) t bringing cach persan's hope to lf

Utilize data to make proposals that that address each customers’ issues in order to build a fanbase
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In our personalization strategy, we aim to make timely proposals through the optimal real or digital channels,
including non-financial services, by utilizing the data of our customers who use our services.

On the left side of the diagram, analysis of data is becoming capable of inferring each customer’s background
and situation. This enables us to predict customers’ needs and their future life plans, allowing for proposals

that are optimized for their life stages, as shown at the top of the diagram.

We believe that by getting customers to understand and accept these approaches and proposals, thereby
broadening their usage, we can turn them into fans.



To create a local community better suited

to bringing each persan’s hope to life

II Regional Ecosystem Strategy

Connect local customers and businesses to build an economic cycle
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The other pillar is our regional ecosystem strategy, which aims to revitalize the local economy by connecting
local customers and businesses through our services. We believe that our efforts in cashless transactions,
advertising business, Chibagin Market’s crowdfunding, and the provision of ecommerce sites are elements of

the regional ecosystem.

Additionally, these initiatives accumulate data. By leveraging these data, we believe we can further accelerate
our personalization strategy and lead to the creation of the best customer experience.



To create a local community better suited
II Digltal Mal“keting (€)) to bringing each person’s hope to life

Digital marketing by specialized division in headquarters x cross-use proposals made from sales representative at branch for each person using analysis results
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Please turn to page eight.
| will explain about individual strategies.

First, our vision for digital marketing. This diagram represents the goal of our sales activities utilizing data. The
number of touchpoints with customers and digital transactions has increased through our DX strategy,
allowing us to accumulate more data.

Traditionally, data accumulation for customers with accounts was limited to simple demographic data.
However, as transactions through digital tools increase, we can accumulate behavioral information about
customers. By analyzing these data, we can more clearly understand customers’ lifestyles and interests,
increasing the resolution with which we view our customers.

Based on these, the headquarters will promote personalized digital marketing to all account holders.
Moreover, branches will establish a system to make proposals at the optimal timing to customers, based on
the analysis results returned from the headquarters.



To create a local community better suited

to bringing each persan’s hope to life

II Digital Marketing @

By centrailized management of all data, accelerate the marketing PDCA cycle from analysis to effectiveness measurement
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Please turn to page nine.
| will explain about the analysis and marketing infrastructure.

Traditional one-to-one marketing analyzed customer attributes and transaction data to infer needs and send
suitable guidance via email. This was a uniform marketing approach where behavioral data from
advertisements and apps were not integrated.

By establishing this marketing infrastructure, we can now centrally manage and analyze data that couldn’t be
linked before. This also enables us to approach customers not uniformly but through the most frequently used
tools by the customers.

Furthermore, by utilizing Al, we can accelerate the PDCA cycle, from analyzing data with enhanced customer
resolution, creating strategies from this analysis, and measuring the effectiveness of these strategies.



To create a local community better suited

II Digital Marketing ® ) to bringing each persan’s hope to life

Transforming customer experience by achieving proposals that meet customer needs in a timely manner in all channels
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Please turn to page 10.

Timely proposals utilizing this analysis and marketing foundation can also transform customer experiences.

As President Yonemoto explained earlier, we have already achieved the capability to approach customers at
just the right time based on their interests, and we recognize that we are steadily working toward the
envisioned state of sales activities utilizing data.

When customers have something they are interested in, Chibagin proposes timely suggestions during visits or
through app notifications. We aim to increase such customer experiences and thereby increase the number

of fans of our group.



To create a local community bcrtcr suited
II Chibagin App ©® t bringing each pcrsonsuopc to life

Developing an app that can solve any problem
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In the app, as of February this year, we have added functionality such as applications for fixed-rate mortgages
and inquiries into transaction details, and we intend to further enhance the app’s functionalities.

As of the end of March, the number of registrants is 970 thousand, with approximately 150 thousand users
utilizing the app daily. Our medium-term goal of 1.5 million registrants would mean one in four Chiba
Prefecture residents uses our service, and we are on track to achieve this plan.

Moving forward, we aim to expand personalized features that can be used according to each individual
customer, such as household account book diagnostics and life plan simulations, creating a world where we
can have conversations with customers on the app.



To create a local community better suited

to bringing each person’s hope to life
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As President Yonemoto also mentioned earlier, currently, we have 3 million active account customers, with
970 thousand app registrants, which is a 33% penetration rate. Additionally, 30% to 40% of transactions have
shifted to digital, and we believe that as this penetration increases, costs will be concurrently reduced.



Il Corporate Portal

To create a local community better suited

to bringing each person’s hope to life
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Regarding the corporate portal, we are working toward creating a functional portal site that is easy to
understand for all customers. By providing banking services that can be completed through the portal, such
as deposits, loans, foreign exchange, and various notifications, we aim to be a bank that is close to customers

not just in real life but also digitally.

The number of contracts has reached 45 thousand. The penetration rate to loan customers is 65%, and we
are aiming for 70% in the final year of the medium-term plan. We are making steady progress.

10



II To create a local community bcrtcr suited
Cashless to bringing cach person’s uopc to life
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Regarding cashless transactions, as mentioned earlier, the number of members has exceeded 900 thousand,
the number of franchise locations has surpassed 50 thousand, and the annual transaction volume has reached
JPY750 billion. In the final year, we aim for 1.18 million members, 68 thousand franchise locations, and a
transaction volume of JPY1 trillion.

We completed the reorganization of group companies in April, and we will proceed with the consolidation of
overlapping functions to improve back-office efficiency.

Additionally, regarding sales to franchise locations, proposals were previously made by separate
representatives for JCB and other brands. After the reorganization, it will be possible to make one-stop
proposals for all brands, which we believe will improve customer convenience.

Furthermore, we plan to aggressively expand functionalities, including new collaborations with POS register
vendors and strengthening integration with Visa debit cards through the app.

Looking at Japan as a whole, the government aims to increase the cashless payment ratio from 36% in 2022

to 40% by 2025, and eventually to 80%. The transaction volume of credit cards is also growing, and we believe
cashless transactions are a sector expected to see further growth.

11



II Metaverse / BaaS / Anti-Money Laundering

To create a local community better suited

to bringing each persan’s hope to life

Continue to enter new business fields to enhance non-financial services and diversify profits
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This page is about new businesses.

TSUBASA-AML Center Co., Ltd.

TSUBASA banks TSUBASA-AML Center Co., Ltd.
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-
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\J//TSUBASA @ Collaboration
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TSUBASA Alliance, Co., Ltd.
(TSUBASA alliance 10 banks participated)
AML Center

For the metaverse, as shown in the top left, we conducted a trial of a housing exhibition in collaboration with
local housing businesses. This was the first initiative by a financial institution, attracting over 1,000 visitors.

The metaverse is not only familiar to younger generations but we consider it a communication tool that can
appeal to customers interested in digital technologies across all age groups. We have been accumulating
know-how on using this metaverse space as a venue for gathering customers. Going forward, we aim to move
from proof of concept to the introduction phase, increasing the situations where it can be utilized.

Regarding Baas$ at the bottom, we aim to form a regional ecosystem by providing platforms such as apps and

cashless services.

12
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II Chibagin Market w bnngmg cach pcrson s hope to life

Continue to enter new business fields to enhance non-financial services and diversify profits
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On the left side, regarding the regional trading company, Chibagin Market, we continue to promote and
discover Chiba’s attractions through our crowdfunding and ecommerce site platforms. As step 2, we are
moving forward with a small start on concierge services related to housing purchases. This concierge service
utilizes data to identify customers who are highly likely to purchase a home and provides them with
information. When these customers’ needs become apparent, we offer a series of services including home
loans.

In step 2, not only housing but also concierge services in the automotive sector are being considered. We
started providing services to group employees as a small start, aiming to identify needs and issues to refine
the service before offering it to a broader range of customers.
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II Advertising to bringing each persan’s hope to life

Providing services at every stage, from brand recognition to purchase of products and services by consumers

Brand awareness and response media

Advertising media business

¥ATM corner signage

¥ Digital signage in front of Chiba  ¥lobby signage
Stati

recognition stz?e';y

iz | pore
a Station) i
(Wihin the (Chigin app)

Interested
and concerned

a

hibagin app _recommendation ¥ATM top display Ye-mail*

Bl

Lead ( \ - Gieh o= =
generate O‘s’grr:;'r:’" dvertising
-on Listis =
i [ 59
E-mail ad I - Under consideration
delivery 7
= Digital Signage in Chiba Station One place 12 spaces
Consumer situations Branch lobby signage 152 stores 270 spaces As of the end of
March 2024
ATM signage 93 stores PYORLEE R 1otio of contract
: e - . ATM top disj 12 stores 108 spaces o)
Advertising consulting services pdtply . About 34%
App (Number of Registrants) 0.94 million 3 spaces

)h‘ I T Y

u [

Marketing support in

Collaborati ith Z H 2023/10~ FY2023 FY2025
a CHIBA BANK s @ ONION _ onionnews Inc. Full-scale development g : (Annualized figures) (plon)
2 (20% owned by the Bank) = ‘ ¥0.15 billion ¥0.3 billion
: " = - 3
Support for business issues — Advertising planning, [ﬂ [
Financial consultancy production, and operation (won-ven) ) m i
support oct. Nov. Dec. Jan. Feb.
Copyright © 2024 The Chiba Bank, Ltd. All Rights Reserved. FY2023 2H

Please turn to page 17.

We started two pillars of the advertising business—advertising media business and advertising consulting
services—in all stores from last October.

Regarding the advertising media business on the top right, this involves offering the bank’s digital signage and
app media for advertising. In total, we have 663 advertising slots across various locations. While we are
gradually expanding our media offerings, there has been more interest from customers than expected since
the start, with a current contract rate of 34%, which is very favorable.

Also, as the app serves as an advertising medium, we believe its appeal will increase as more customers use
it. We will strengthen the structure of our advertising business to further expand our media offerings.

On the bottom left is our advertising consulting service. Onionnews Inc., in which we hold a 20% stake,

specializes in web advertising. By supporting customers’ web advertising operations, we believe this can lead
to support for financing and other management challenges.

14



. . To create a local ity better suited
II on Ad/ Joint Busin Plan reate a local community better suite:

to bringing each person’s hope to life

Remote financial consulting service: On Ad Joint Business Plan (JBP) with Google Cloud

Agreed in January 2024 (2

Oon Ad
ona J i@ cHeaBank | Google Cloud

A7 I-: Utilization of Google's marketing tool, Google Cloud
E @ Q) Pr- g Marketing with online advertising and video
Y .' NOA\U RA Data analysis technology with Google Cloud's AI and machine learning
Completed Specialized a CHIBABANK <& CHUGOKU BANK ’
Online advice = DAISHI HOKUETSU BANK Development of cloud data environment

Enhancing One-to-One marketing
Contribution to “Financial Corporate

" Individual
Wellness Accelerating the accumulation of know-how through
JBP by strengthening the system

Different advertising companies and individual Organize into two working groups and
budgets for each product str the systel

Service

High rated by paying interviewees

"y Each Unsecured
ack of roduct loans
98% of users are 95% of users cordination App Card NISA ... pWo,ki,,g Working
A satisfied with the intend to reuse the Group Group
Satisfied content of the service
0 interview l l
27% \ \ Bid tender  Advertising  Advertising  Advertising -
competition company A company B companyC * * * Advertising Advertising
T T T company X company Y
I I
Searnihg Budget Budget Budget ... Establishment of 8P Strategic Budget
efficiency
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Please turn to page 18.

On the left side, we have the On Ad remote financial consulting service.

In an effort to strengthen our approach to financial wellness, we have started contracting corporate services.
In paid consultations, 98% are satisfied with the content, and 95% intend to use it again, showing high

satisfaction levels.

On the right side, we have a joint business plan with Google Cloud. This involves enhancing one-to-one
marketing through the use of Google’s marketing tools and Google Cloud.
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To create a local community better suited
to bringing each person’s hope to life

|| operational Efficiency

Improving Efficiency of store operations to promote channel optimization and personnel reployment in both directions

Efficiency of store operations Curtailment of business operations
= ®m  Store operations without tellers and Reallocation of human resources
Branch lightweighting internal inspection seal Volume of business reduction

Introduced at (from Apr. 2020 to cumulative) clerical work, etc. } Planning, sales, etc.
and Mito Branch Achievement of previous 0.73 E
(Opened in 2023) mid-term plan o3 Aabout 10 Aabout 200
(Target: S
0.40 illion hours) e - &5 Headquarters i :a:aul 60 A:b::l 100
Customer By the headquarters operator By the person in charge of the Targets of current. [T =P SERINES, oautze PRI
visits to stores remote reception official seal check remotely (Cumuiative total mid-term plan N o= About: 80 About 370
: Remote approval million hours)
Customer Remote reception seall,p Planning (new business, DX, etc.) +about 30
(zeller) (internal inspection seal) . 043 Sales (Headquarters) FabOUE 0
' v;se:gl;ziv:nmo-u :rece PRI PL infrastructure 0.23 Sales (Branches and overseas +about 110
i Subsequent affairs complete paperless 0.00 branches)
@ Tele-Presence System “Mado” FY2020 FY2021 FY2022 FY2023 FY2025 Group companies +about 60
Experience as if the other person were there (Plan) =/
Expansion of remote channels Suggestion system
m  Expanding remote channels to create a branch-front system that does not allow m  Continue to improve operations by untilizing the suggestion system
customers to wait 3,000
l Number of inheritance applications : :
‘ I 1
15.0
Entry menu (thousand /case ) 13.7 Proposal (example) (case) E i
1
n o 15 1
Tnheritance Links between Okane no basket (Money o 1,147 ; :
- Educational fundin. 78 Hasket) and app [
Vari tificati 9 + Improvement and expansion of 420 ! 1
*Varous nodtications . functions within branch loan system [
- Loan/asset management, etc. 3.1 — [ S
I_ -
- FY2021 FY2022 FY2023 FY2025
Plan)
FY2020 FY2021 FY2022 FY2023 (p';;u'"rg‘)a'y (6lan)
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Please turn to page 19.
This page is about operational efficiency.

In terms of store operations, the newly opened Hamamatsucho and Mito branches have achieved operations
without teller counters or internal inspection staffs.

Specifically, we use a tele-presence system called “Mado,” a monitor that allows procedures with
headquarters staff through remote transactions with high-quality imagery as if the person is actually there.
The development of TSUBASA smile for paperless procedures and the introduction of a remote authentication
platform have enabled us to realize stores without teller counters or internal staff seats.

For remote channels, especially for time-consuming inheritance procedures, we are currently accepting
reservations for remote visits. As the number of cases increases, we are expanding our acceptance structure.

Our efforts in operational efficiency have resulted in a cumulative reduction of 550 thousand hours since 2020.

We aim for a target of 730 thousand hours in the final year of the medium-term plan and will continue with
various efficiency measures and business improvement efforts using the proposal system.
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To create a local community better suited

II DX Personnel to bringing each person’s hope to life

Developing DX personnel resources including sales branches

DX certification system

/training plan DX specialist training 5("'“5;'_‘“'
(2026/3 Plan) course career)
Specialists candidates are selected A A
o from Core Personnel and given order- {
* made trainig as b
@ As of DX P (4 A
E Compared to Specialist Lol ¥
(5 mid-+ 2023/3 r‘f. O 4
o +5
: P S
¢ Plan
H 30
Progress
47%
o
x
As of i i
9 Ftunye haseline Experience at DX related divisions
F ‘Compored & number of contracts
2 2‘1213? +ICT consulting
| -Cashless franchises Personnel with a certain level of knowledge
§ e GO D \ +Advertising who focus on promoting DX DX Core
s B Plan DX trainees/  mmy Personnel
Y 150 AAAAAAAAAAA Job openings training course
Achieve Achieve 020
baseline . o baseline °
o score Experience Results Knowledge Motivation score o0 ® Acquire necessary DX
g knowledge and skills
o through on-demand
o learning, training,
2 qualification acquisition,etc.
o Compared to DX trainees
: DX Base Personnel ot | j———
E +142 . ) 60 people
S PR Personnel with a certain level of DX literacy
| Plan (szlm muh] aese
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e e e
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Please proceed to page 21.
Regarding organizational transformation, first is the development of DX talent.

In October 2021, we introduced a DX certification system, as shown on the left. We are systematically
developing personnel in three stages. At the start of the medium-term plan, we set a goal for the number of
personnel to be trained, and for DX base personnel, we are currently making steady progress at about 80%
toward the goal of 2,000 people.

Regarding DX trainees on the bottom right, we plan to have a total of 60 people during the medium-term
period, aiming to increase our core personnel.

For the development of specialists with higher expertise, from this H2 of the year, we are considering
implementing customized training tailored to each individual’s skills. Now that we have been able to increase
our base personnel, we will strengthen the development of personnel with more advanced skills toward
accelerating our DX strategy.
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To create a local community bcrtcr suited

II DX x Organizational Culture Change @

to bringing each person’s hope to life

Accelerate DX by strengthening career recruitment and creating a new personnel system

Specialist / Career recruitment

Professional courses

m  Establishment of a specialist-type personnel system to secure highly specialized
human resources

m  Reinforcing the hiring of personnel who will play a central role in DX

i cople Expansion of career recruitment and retention of existing bank employees
(people) looking for specialists
e FY2023 Cashless —| catures of the ;;Eﬂ _@m )-55 ﬁ
Sales 100 4 people TR v Data science
\ eople Humar‘1 resources with high-level v System planning and
Promotlon D P expertise systems engineering
Plannlng | e z v New businesses
sol ut| ns Spedialist type (&Generalist type) v Marketin
15 5 people g
Sales 19 péople e — e v Structure finance
- 10 P Spedializing in specialized work v MEA
17 DEOD|9 according to job descriptions v Private banking, etc.
FY2021 FY2022 FY2023 . .
Large variation by evaluation
(emphasis on results)

Examples of specialists in career recruitment

Carriers before entering the Bank

Final career before entering the Bank was
business manager of a digital innovation
division in a non-financial industry

Experience with multiple companies with a focus on
digital

Also serves as a director of the Web organization to
raise the DX level in the relevant industries in Japan

Carriers after entering the Bank g
Hiring of new graduates

In addition to the Open Course, recruitment is conducted in three courses to
secure specialist human resources

Currently, as Senior Deputy General Manager of
the Digital Strategy Division, overseeing a wide -
range of DX operations

> Joined the bank as the first managerial post from
non-financial industry
> focusing on raising the level of DX promotion by
developing DX human resources and providing
to related departments

+ Planning and development of content for each
digital device

+ Improved UI/UX, increased subscriptions, digital
marketing of web/app

+  Advertising planning and sales, ad-tech

+ Stationed in Silicon Valley, including systems
management

Digital course

Representative project teams etc. participated in <o far Open Market course
Application planning and development

+ Launch of advertising business as a new business Course Engineer course

* Formulation of the DX Strategy of the mid-term

plan

+ Introduction of new frameworks such as design (Engagement in the overall

(Specialized departments

+ DX Personnel development, company-wide DX thinking and marketing

and new business /
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banking business) from initial assignment)

Please proceed to page 22.
On the left side, we have specialist and career recruitment.

The number of mid-career hires for the fiscal year ending March 2024 has increased to 100, more than triple
that of the previous period, with DX and cashless, among others, accounting for a quarter of these hires.

Today, with us at the venue, is Ms. Ito, the Head of Digital Strategy. He joined Chiba Bank in 2021 through
mid-career recruitment. After gaining experience focusing on the digital field at several companies, he is
making a significant contribution as our first management position hire from a non-financial institution. He is
not only involved in formulating our medium-term DX strategy but also in leading the launch of the advertising
business introduced earlier and the joint business plan with Google Cloud, as well as sharing knowledge with
various related departments, elevating the overall DX consciousness and knowledge within the bank.

To expand mid-career recruitment, we have established a professional career track, and for new graduate
hiring, we are also implementing recruitment in three specialized tracks, including digital.
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Creating a culture of taking on challenges by holding an idea pitch contest and realizing the idea as a measure

Idea pitch contest

First held in Dec. 2021
A total of 324 ideas , 258 applicants

Organizational culture reform Pk e

m Permeation of the Purpose and Vision

m Creating a corporate culture that encourages DX and
its employees to take on challenges

Fifth Idea Pitch Contest held Feb. 2024 . .
Uncovering ideas

- Theme
Ideas and services that contribute to an “Engagement Bank Group that works . .
closely with the community” mMeasures implemented based on the ideas
-Campaign to introduce friends to the Chibagin App e = °
e iavovecmar 100 aowi 0.000m 7 wrs
mMeasures currently under consideration
Engageme n with reference to ideas = .
< -Catalog gift (new service at Chibagin Market)
sﬁ Ban W5@ PoAFPEYFIZFAI -Life plan simulation function of app
Group zoz4"
VBTN =S XA NSI PN~ T I AT BPAFT Y —ER (case) 117
‘ ' ; ‘ Group companit
g 92 25 cases
. N 7
NEMERREEAL TRELET! WEADSRRESNELTHVET ! D BN /' Dec.2024
[ The 5% contest
41 35 39 117 cases
| ideas for all I Brandt

®  Soliciting ideas for all group employees

®  Chairman of the judging committee is President 26 cases

®  Providing audience seats at the final review venue and providing online viewing

1st 20d 3rd 4th Sth
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Please turn to page 23.

As an effort to raise the overall organization’s awareness of DX, I'd like to introduce the Idea Pitch Contest
that we’ve been conducting since 2021.

We held the fifth contest this February. Until now, | was the chair of the judging panel, but we changed the
chairperson to the President and expanded the participation to the entire Group. As a result, as you can see
in the bar graph the number of applications was the highest ever, with applications coming from various parts
of the Company including headquarters, branches, affiliated companies, and even part-time staff. The
proposals have become more sophisticated, growing into a company-wide initiative.

Now, let’s take a look at a video digest of the actual pitch event on the previous screen.
[Video Begins]

How was it? The friend referral campaign has already been implemented, and we are currently considering
the catalog gift service. These initiatives aim to permeate our purpose, vision, and medium-term plan, and to
cultivate a culture that is not afraid of failure and encourages challenges. | believe this is also leading to the
reform of our organizational culture.

19



To create a local community bcrtcr suited

Il DX x Organizational Culture Change ® to bringing cach persan’s hope to lfe

Creating an organization that encourages new ideas and challenges

DX Supporter System Chibagin Innovation Lounge

m  Before providing new services, collecting frank opinions from employees from the m  Experience and guidance on registering and operating Chibagin app, and organize
customer's viewpoint various events

Providing services from the customer's point of view, A campaign
and fostering a corporate culture at DX Disseminating the PP palg

Sz W \
More than 2,000 employees participated Bank Group's ne \  NISA campaign
initiatives i\ Smart payment campaign

Gemonstration experiment GUESUOHH&WG
® Chibagin Market Column
® Chibagin App Digital experience
Apple Watch/Passbook function ® Advertising, owned media, etc. In the f\:(ture US"(;gdaS ahteSt 9J P
matketingand dept /' VR event (Mt. NOKIGIRIYAMA and CHIBA-UIT)

interview place ,’/ Virtual cycling
Paint Aquarium

® Metaverse Housing Exhibition Hall, etc.
XInterviewers and one-on-one /.
qualitative survey 4

Reflection of voice to app passbook mode function

When the passbook is transferred to the previous and next
month's screens, tapping the button is hard if I hold it side by
side.

Ilml L T g

<'rr-. 2023%68 = '51)

N
BRELER swoem Pt s

Swipe function was added
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Please turn to page 24.

The DX Supporter system on the left is a scheme to gather feedback from employees, with over 2,000 staff
participating. Through surveys and proof-of-concept experiments, we collect frank feedback from a customer
perspective to improve our services.

On the right is the Innovation Lounge. We have provided digital experiences, including app campaigns and
virtual reality. Moving forward, we aim to use it as a space for connecting with the region and experiencing
our bank’s initiatives, as well as for test marketing purposes.

This photo shows customers wearing virtual reality headsets and playing games.
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Changes in Fanbase to bringing each person’s hope to life

Aim to increase the number of digital customers and increase the unit price of customers by promoting the use of products and services

Improvement process of retail business revenue
based on the DX Strategy ) .
I Change in customer composition

during the mid-term period 2026/3 (plan)

Two or more types of product users  [RCIE IR EUTINER S 2023/3 . ) 2024/2

-Residential loans

| Digital
Ui d o
Ivestment trosts {with balances) N 1.00 mil. D'g""i Digital
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= y . People 57%
o Target products are the same as 75% People
ﬁ cross-use products 70%
g -
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8 Customers who meet any of the
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& AGCOUNEUSE  -Payrall and pension receipts ) _+200,000 people
5 49% *Balance of 300,000 yen or more Alittle fan  [1.94 mil. people during the mid-term plan

¥5 thou. +Use of account transfer
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/
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Please turn to page 26.

Regarding fans, by creating the best customer experience, we categorize our relationships with customers
into those who just hold an account with us, which is somewhat unilateral but we aim to turn into fans.
Customers who utilize their accounts are considered slight fans. Customers using our products are fans, and
those using two or more products, engaging in cross-use, are called big fans, a unilateral naming but we aim
to gradually transition customers upward.

On the upper right, regarding the change in customer composition, the proportion of digital customers was
25% at the start of the medium-term plan and is currently at 30%. We aim to increase this to over 40% by the
end of the medium-term plan.

On the bottom right, the revenue structure. Digital and non-digital combined, we are targeting JPY43.9 billion
for the final year of the medium-term plan. We aim to increase it by JPY6 billion during the medium-term
period, and currently, it has already increased by JPY2 billion. The proportion of revenue from digital
customers has been increasing, from 46% at the start of the medium-term plan to over 50% currently.
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DX has increased revenues and reduced costs / further transforming customer experience

ife

Number of branch staff / Individual goss business profit

% Excluding new graduate employees

Effect on revenue and cost

43.9

P

1 1

With the digital transition of transactions, it is possible to 41.8 1 1

reduce the number of branch staff while increasing gross - 11

business profits for retail customers Individual : ! 3

Gross bt;ilinas i : I :

(m'?é‘,’. Vten) 39.9 1 1 1

1 1

1 1 1 1

v 11 |

e 11 i 1

Number of 1 1 1 1

,186 "'m"‘" 2,077 1 12,020 1 12,007

Further transforming customer experience | (people) | : I :

- . l

[ il

2023/3 2024/3 2025/3 2026/3
Using data obtained through digital transactions and (Estimate) (Plan) (Plan)

analyzing with Al to further transform customer experience

_Number of FY 2019 FY 2022 FY 2025 (Plan)

branch staff 2,484 people 2,186 people 2,007 people

(A4 298people /A11.99% in the previous mid-term plan) (A 179people / A8.1% in the current mid-term plan)
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Please turn to page 27.

The content on this page was already explained by Yonemoto.
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II Accelerating the DX Strategy ‘ to bringing each person’s hope to life

Creating the optimal

D customer experience
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Let’s move on.
Please turn to page 28.

Thisis an overview of the DX strategy. It encompasses digital channels, face-to-face channels, remote channels,
and non-financial businesses.

We believe the DX strategy will accelerate by creating a virtuous cycle of increasing transactions and
reallocating personnel to growth areas, and further advancing one-to-one marketing utilizing data. In the
financial business, we aim to enhance the functions of real, remote, and digital channels, and in the non-
financial business, we want to expand our lineup to meet a wide range of needs, including advertising and
regional trading companies.

We will continue to enhance the functions of apps and portals, aiming to create a situation where customers
can interact with us anytime, anywhere. Additionally, in face-to-face channels, by reallocating and training
personnel, we will strengthen our consulting functions for corporate and individual customers.

Furthermore, utilizing remote channels, which lie between real and digital, currently applied to inheritance
procedures, we believe we can establish a system that doesn’t keep customers waiting by handling specialized

procedures and consultations.

By enhancing the functions of each channel and making proposals through the optimal channels, we aim to
create the best customer experience and increase the number of Chibagin fans.

That concludes my presentation.

Thank you.
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