SEGA SAMMY

Management Meeting 2025

Jun. 18, 2025




Today’s Agenda SEGASamMmMy

Scheduled time Presentation Speaker

N | |
@ 15:00-15:30 Initiatives of SEGA SAMMY Group Haruki Satomi

® Q&A

® Entertainment Contents Business . .
(2 15:30-16:20 ® Q&A Shuji Utsumi

A . : . : .
3 16:30-17:10 Pachislot & Pachinko Machines Business Ayumu Hoshino

® Q&A

o . : L
@ 17:10-17:50 Gaming Business Koichi Fukazawa

® Q&A



SEGASamMMy

Initiatives of SEGA SAMMY Group

SEGA SAMMY HOLDINGS INC.
President and Group CEO, Representative Director

Haruki Satomi

*This document will be uploaded on website of the Company at a later date
*Please do not take pictures of the presentation document during the meeting session

*If you wish to quate any of the information contained in this material in your report or other publication, please contact SEGA
SAMMY IR in advance. Contact to SEGA SAMMY IR: hd_ir@home.segasammy.co.jp -3-
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Group Mission Pyramid SEGASanMy

Group Value (Mindset and DNA) -u[o} Missia /Pur 0Se (Rais

Creativity is Genesis
X

AlwayS ProaCtiVE, Group Vision (deal self)
Always Pioneering Be a Game Changer

Making Life More Colorful

Pachislot & Gaming SUStalnab|||ty

Pachinko Machines

. Business
Business
. Establishment of (ele] Srai
Establishment of business which (Q%@\ B <
‘No.1 position can be the third i

in the industry pillar of the Group
Human ACLEESEUTRRIV" - | Addiction Governance
Resources Services

Entertainment
Contents Business

Enhancement of SEGA
brand value




Value Maximization Cycle SEGASanMy

Cycle of Four Strengths for Value Maximization

Ability to create Abil.ity to devglop
Captivating Experience Captivating Experience (1)

Versatile Game Changers Uni_qug business
(human capital) portfolio/financial base

Common values (mindset and DNA) for value creation

Creativity is Genesis
X
Always Proactive,

Source of Captivating Always Pioneering Ability to develop
Experience Captivating Experience (2)

Multichannel/

Brand/IP transmedia




Value Creation Process SEGASamy

Offering the Group’s contents and services as entertainment suited to the times

Common values (mindset and DNA) for value creation

Creativity is Genesis Expansion of business areas Enhancement of
_ X _ _ and geographic expansion O
Always Proactive, Always Pioneering corporate value o
Ability to E
create Captivating Experience Games % Q::
Versatile Game Changers g’r <
(human capital) . . = 0O
=)

Animation _ Q g
Ability to develop Social Value .
Captivating Experience (1) o =
. . . Q

Unique business Amusement Machine = -

portfolio/financial base

Ability to develop
Captivating Experience (2)

Merchandise/Toy

Economic

Multichannel/transmedia

Pachislot & Pachinko
Machines

Value

Source of Captivating Experience

Brand/IP .
ran Gaming




Number of Employees, Brands, Medium-Term Targets, etc. by Business Segment SEGASaMMy

Number of employees Mainstay Medium-Term Plan/
(End of Mar. 2025) IPs/Brands Adjusted EBITDA Target

SONIC Implementation of aggressive Investment

. ' and significant growth
Entertainment Like a Dragon g g
6,391 people

ATLUS
Contents Football Manager BESCal 113.2 bition yer acul  Over 180.0
Total War, etc. 202713 billion yen

Pachislot & e Stable contribution to profit

Pachinko 1’127 people Kabaneri of N — EY2025 over 90.0
: - . . ver 90.
\ETITES S LTI RO 2024/3 202713 billion yen

Tokyo Revengers, etc.

S To establish business
allroa Iches

Gaming 104 people GAN/Coolbet FY2022- AV Adjusted EBITDA
Stakelogic, etc. Loy 2Vl -171.3 billion yen - 2027/3 Positive

*Not including temporary employees
*As for Gaming business, in addition to the No. of employees above, there are 580 people in GAN and 490 people in Stakelogic (current reference figures, including temporary employees)




Performance Trend (Sales)

SEGASamMy

Center of sales shifted to Entertainment Contents Business

® Entertainment Contents
(Excl. Amusement Center ops)

FY05/3 FY06/3 FYO07/3 FY08/3 FY09/3 FY10/3 FY11/3 FY12/3 FY13/3 FY14/3 FY15/3 FY16/3 FY17/3 FY18/3 FY19/3

(Billion yen)

280.1

Amusement Center Operations m Pachislot & Pachinko Machines

*Entertainment Contents business consists of the simple sum of consumer game, amusement machine, animation and toys.

m Resort

m Gaming

FY20/3 FY21/3 FY22/3

Other / Elimination

(o}
~
[N

(@0)

36.0

FY23/3 FY24/3

FY25/3 FY26/3
(forecast)
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Performance Trend (Operating income) SEGASanMy

In terms of profit, the Company shifted away from excessive dependence on Pachislot &
Pachinko Machines, and Entertainment Contents Business recorded the highest profit.

(Billion yen)

® Entertainment Contents Amusement Center Operations = Pachislot & Pachinko Machines ®Resort ®=Gaming Other / Elimination
(Excl. Amusement Center ops)

Profit of Entertainment

Contents hit a record
high (FY2025/3)
For the first time, profit —
of Entertainment
103.9 Contents exceeded
Pachislot & Pachinko 28.5
Machines (FY2018/3) .
i I o

W
0
(&)

2 N —
S

I
| )

-1.4

FYO5/3 FYO08/3 FYO07/3 FY08/3 FY09/3 FY10/3 FY11/3 FY12/3 FY13/3 FY14/3 FY15/3 FY16/3 FY17/3 FY18/3 FY19/3 FY20/3 FY21/3 FY22/3 FY23/3 FY24/3 FY25/3 FY26/3 |
(forecast)

*Entertainment Contents business consists of the simple sum of consumer game, amusement machine, animation and toys.



Trend of Cumulative Free Cash Flows Since Integration SEGASamMy

Pachislot & Pachinko ability to generate CF is a source of investment in growth and sharehold
Aim for growth through investments in the Consumer area and Gaming area

(Billion yen) 470.3

er returns

Pachislot &

L]
- *e
e e oo . TRsssssssse,,,
- o 0000000080088 TTTTTESTTVTVVVEETy
-—oa .

................. (78.3)

Pachinko
Cumulative FCF

Consolidation

/\/\_____ e
Cumulative FCF

Entertainment

— Gaming FCF

— Contents
R /\‘/ 51, Cumulative FCF
S

Investment and loan
in Resort

— Share buyback

_________ (116.9)

(210.1)

FYO06/3 FYO7/3 FY08/3 FY09/3 FY10/3 FY11/3 FY12/3 FY13/3 FY14/3 FY15/3 FY16/3 FY17/3 FY18/3 FY19/3 FY20/3 FY21/3 FY22/3 FY23/3 FY24/3 FY25/3*

*Approximate value
*Pachislot & Pachinko: Consolidation of Sammy, Entertainment Contents: Cons

Dividends

olidation of SEGA _10-



Free Cash Flows Trend (Entertainment Contents, Pachislot & Pachinko Machines) s@m‘y

(Billion yen)

Pachislot & Pachinko Machines

«=@=Entertainment Contents

31.8
19.7
k

19.2 23.7

-52.0

FY2021/3 FY2022/3 FY2023/3 FY2024/3 FY2025/3

*Approximate calculation
*Pachislot & Pachinko machines: Sammy consolidated, Entertainment Contents: SEGA consolidated

B Entertainment Contents
FCF, which was negative in FY2024/3 due to the
acquisition of Rovio, was positive in FY2025/3.

FCF for FY2025/3 was negative due to payment
of unpaid consumption tax, income tax payment
resulted from the strong performance in
FY2024/3, etc.

-11-



Equity Spread Expansion: FY2025/3 Results SEGASamMy

[Trend of ROE, COE, and Equity Spread]

=@=ROE

COE 14.7%

8- Equity Spread » Recent equity spread has been positive

» ROE improved from FY2024/3 due to an
Increase in net income

-4.9pt

-11.0pt

FY2018/3 FY2019/3 FY2020/3 FY2021/3 FY2022/3 FY2023/3 FY2024/3 FY2025/3
*ROE: Return on equity

*COE: Cost of Equity (Source: Bloomberg)

*Equity spread: ROE-COE -12-



Promotion of Business Portfolio Management SEGASamMy

Promote business portfolio reshuffling and enhance corporate value

- A
Acquisition = -
2ROVIO STRKELOGIC
GAN :
_@ @ @ @ > Enhancing
corpor ate
- o value
Transfer SE@/A
Entertainment S
& e
\_ J
®©

AMPLITUDE

STUDIOS

13-



Recognition of Challenges Regarding Our Stock Price SEGASamMy

While the stock price has been performing above the TOPIX, valuation
Improvement is a continues challenge

( )
Trend of Percentage Change in Stock Price Valuation (PER) Comparison
16 - -
Game companies: 25 to 40 times
1.4
12 S SEGA SAMMY:
Approx. 18 times (as of Jun. 17)
1 oY -y
08
Pachislot & Pachinko Machines
086 . .
RN companies: 10to 12 times
5 @ @ 98 T o8 o o P
Stock price has outperformed the market during the Our performance lags behind
period of this medium-term plan th :
(Apr. 1, 2024 - Jun. 17, 2025) other game companies

-14-



Engaging with the Capital Markets

SecaSammy

Enhancing corporate value through proactive engagement with
capital markets and fostering internal communications

g

Number of IR MTG

[Top Management]

50
43

FY2021/3 FY2022/3 FY2023/3 FY2024/3 FY2025/3

[TOTAL]

FY2021/3 FY2022/3 FY2023/3 FY2024/3 FY2025/3

~N

Initiatives for Internal
Permeation

[Engagement Session]

Engagement sessions with
institutional investors and senior
management (Mar. 2025)

Feedback to Group Management
Committee: 4 times (FY2025/3)

[Employee Stock Ownership
Association participation rate]

24.7% P 81.7%

(After Special
Incentive Program)

(Before Special
Incentive Program)

Initiatives for FY2026/3 (Plan)

SR meetings (Mar. — Apr.)
Large MTG (today)

Overseas IR (scheduled to be
conducted 5 times a year)

Engagement sessions with
institutional investors and
senior management

Perception study, etc.

-15-



Entertainment Contents Business
Progress of Medium-term Plan Strategies

Representative Director, President and COO
of SEGA CORPORATION

Shuji Utsumi

*This document will be uploaded on website of the Company at a later date

*Please do not take pictures of the presentation document during the meeting session

*If you wish to quate any of the information contained in this material in your report or other publication, please contact SEGA

SAMMY IR in advance. Contact to SEGA SAMMY IR: hd_ir@home.segasammy.co.jp -16-



mailto:hd_ir@home.segasammy.co.jp

e

~ -
AN e - Tl

SEEA

Be a solid and influential

that reaches 3 billion game

7 - 4 o

i v_-' d;; .‘,.

-:A: B 3
- %‘ t -

Pt 2 v
. ‘.’.;' '." (P "9 ey y - 3
7, »zj e
’ > . - N/ ’
2 e, o S o

el

=g Dwering s
Purpose
."'.} ¥ (e ’ N‘ 4/;}{/

olobal brand

SWorldwide




Medium-Term Plan Focus Points SEGASamy

Qualgltitative ® AdeStEd EBITDA 180.0 biliion yen (three-year cumulative)
an

Further expansion of e Transmedia
major pillars e Global Gaas (Rovio, etc.)

Investments to strengthen | | -
e Pillars e Legacy IP (mid- to long-term initiatives)

development and product
capabilities

e Super Game (mid- to long-term initiatives) ® Animation IPs

Regrowth of the e Football Manager
European business e Total War

18-



Entertainment Contents Business: Performance Trend SEGASamMMy

Steady growth in business performance

Current Medium Initial (Billion yen)
Term Plan Plan 410.0
I Sales Sales 3,730
—&— Ordinary Ordina
Y 3,350 336.0 60.0

Income 321.5

Income

Current Medium-term Plan

Previous Medium-term Plan (Results)

FY2022/3 FY2023/3 FY2024/3 FY2025/3 FY2026/3 FY2027/3
(Forecast) (Forecast)

400
30.8

-10-



Review of Previous Fiscal Year: Qualitative

Expansion of major IPs
No.1 video game publisher
In 2024, at Metacritic

2.3 million units 2 million units
‘ e SONIC STADIUM c .
l Transmedia strategy (Opened in Dec. 2024@Hong Kong) m Like a Dragon .
' e SEGA Li ing Kick-Off rerEwrrry
AC h levements roagressed (Held on Ilg:g.szlg%@;mkyo) Worldwide Box Office o Yakuza _
prog o SEGA STORE SHANGHAI Revenue Distributed at Amazon Prime
(Opened in May 2025@Shanghai) $492 million in more than 240 countries
Structural reforms TOTAL e MBO of Relic Entertainment

e MBO of Amplitude Studios
e Strong performance of Total War DLC

l eiﬁfa,w,ﬁ,,

A PANT O X g

completed WAR

Slip of 2 titles in F2P

Challenges Cancellation of the development of FOOTBALL
Football Manager 25 MANAGER

-20-



Transmedia Strategy SEGASamMy

Multifaceted global IP portfolio starting with Sonic

LBE/ Video

adoption

License-out /
Collaboratio

Merchandise

O©SEGA

O©ATLUS. ©SEGA.

© 2024 PARAMOUNT PICTURES AND SEGA OF AMERICA, INC.

©2024 Amazon Content Services LLC or its Affiliates. -21-



IP Value Enhancement Cycle SEGASaMMy

Creating IP value enhancement and accumulation cycle by producing IP globally

1  source of value 2 E)xupca;]nps;?nnt: f

Leverage

High-quality IP portfolio J0p  Transmedia development in
(Major IPs / Legacy / Europe, etc.) line with the IP roadmap

Further evolution

through Creating buzz

reinvestment in IP

_ Maximization of
4 Receipt of revenue 3 Exposure

Earn revenue from new ~ Establishment and utilization of

title and repeat sales of Maximizing strategic relationships with

momentum major platform providers, etc.
Full Game and F2P (GAFAM, Netflix, The Game Awards, etc.)

-22-



Transmedia Strategy: Examples of Sonic IP Development = SEGASammy

TERROR = DECEPTION

©SEGA

BBUSH/HOAD m
: CREATIVF

EEEEEEERggEY

gSZEéiPARAMOUNT PICTURES AND SEGA OF AMERICA, INC.

-23-



Targeted Earnings Base (image of Profit)

Image of
earnings trend

New Titles for Despite volatility, a source
Full Game driving business expansion

Continuous earnings source through
F2P service operation. Aiming to increase
revenue with new releases.

SEIEEIRSESET 0l Stable, large-scale, and highly
Full Game efficient source of earnings

4

- - Solid earnings base unique to
Llcensmg an IP company

Other earnings (TMS ENTERTAINMENT, Rovio, etc.)

-24-



Full Game: Unit Sales of Major IPs SEGASamMmMy

Stably launch titles utilizing major IP

Some content is currently under adjustment.

Certain numbers of units continue to be sold in subsequent
years and keep contributing

-25-



Full Game: Channel Expansion of Football Manager SEGASamMy

Expanding the supported platforms with the introduction of each new title

Playstation |, 19 | Apple = ] Xbox Game | PlayStation | yeyfijy
o
e
Manager2022
anager2023
Vanager2024

Expanding player base through deployment including multiple subscription service and the
total number of worldwide players of Football Manager 2024 has exceeded 17 million

*Football Manager 2020 was also released on Google Stadia -26-



Full Game (Medium-term Pipeline) SEGASamMy

FY2028/3

FY2027/3

4 mainstay titles and more 4 mainstay titles and more
(Including European IP title) (Including European IP title)

FY2026/3

Plan to release several new title of Plan to release several new title of
Major IPs Major IPs

Plan to release several new title of Plan to release several new title of
European IP and Legacy IP European IP and Legacy IP
Football

'\(/'Filrl‘gggr Announced titles to be released in or after FY2027/3 *Rrelease timing TBD

e —
—

RAIDOU Remastered: The Mystery of
the Soulless Army (Jun. 19. 2025)

Plan to release several titles including titles

compatible for Nintendo Switch™ 2

©SEGA
©ATLUS. ©SEGA. 27-



Trend of Full Game Repeat Sales Units

I Repeat (Thousand unit)
New Titles

—®— Ratio of download sales
78.2%

72.5%
69.5% 69.7% 69.8%

FY2022/3 FY2023/3 FY2024/3 FY2025/3 FY2026/3
(Forecast)

e Repeat sales increase along with
rise in download sales ratio

e Plan to further increase download

sales ratio in FY2026/3

-28-



Strategies to Strengthen Digital Sales

Localization
by region

Management
of titles
In repeat sales

e Language
(Text, Voice Over)
e Sales Price

e Promotion

e Promotion through
sales

e Bundle

e Lineup
optimization

SEGASamMMy

China

Emerging countries

(Latin America,
Southeast Asia, etc.)

Strategic IP
management

-20-



Trend of Licensing Revenue

FY2022/3 FY2023/3 FY2024/3

*Not including the revenue related to Sonic’s cinematic works

(Billion yen)

e Expansion continues, led by Sonic and
the US
Expect further expansion in Sonic IP-
related revenue in the future

e Strengthen initiatives for major IPs other
than Sonic in Japan and Asia

FY2025/3

-30-



Transmedia Strategy: Reinforcement of Licensing-out Business SEGASammMy

IP development (3elTId  LIKEADRAGON y
both in Japan and B M Yakiza

coa.onfug 579%*
overseas /ZATLUS Legacy

----------------

Strengthening the
relationship with
agents and licensors

e SEGA Licensing Kick-off (Japan) \
e Licensing Expo (Las Vegas)

‘CI'NSINO KICK OFF

e Supervision —
Driving force behind IP expansion
e Promote creation and utilization of style guide

Strengthen

the supervision

© SEGA / © Colorful Palette Inc. / © Crypton Future Media, INC. www.piapro.net piapro All rights reserved.

-31-



Transmedia Strategy: Reinforcement of Merchandise Business SEGASammMy

SEGA official real store Planning the next measure
“SEGA STORE SHANGHAI” to expand touchpoints

-32-



Transmedia Strategy: Reinforcement of Video Adaption Development SEGASamMmy

Sonic
Production the Hedgehog

decided 4

Sonic 4 The Angry Birds Movie 3
(2027) (2027)

Golden Axe

Golden Axe
(TBD)

Eternal THE HOUSE OF

Planning phase
gp OutRun SHINOBI Streets of Rage Champions THE DEAD

started

*Release timing, region, etc. TBD, *Publication TBD

Angry BirdsTM & © 2025 Rovio Entertainment Ltd. All Rights Reserved.

-33-



Initiatives for Animation area SEGASamy

e |P utilization is progressing in the Animation area through strengthening efforts in produced works

e Works of “UNLIMITED PRODUCE project”, a collaboration with external production studios is also increasing

©Kome Studio, Boichi/SHUEISHA, Dr.STONE Project

© Yuto Suzuki/SHUEISHA, SAKAMOTO DAYS PROJECT

© Keisuke Itagaki(AKITASHOTEN)/Baki Hanma Film Partners

© Kouji Miura/SHUEISHA, Blue Box Film Partners

Original comic books created by Monkey Punch

© Monkey Punch All rights reserved.

© TMS All rights reserved. -34-



New Titles in FY2026/3 (F2P)

A PERSONAS S
THEPHANTON A gme

Sonic Rumble Persona5: The Phantom X
(Service launch: 2025) (Service launch: Jun. 26, 2025 *Global except China, traditional Chinese area and
Korea)

JOYM-957%)(35F
2025

SEGA FOOTBALL CLUB CHAMPIONS 2025
1 (Service launch: 2025)

©SEGA

©Perfect World Adapted from Persona5 ©ATLUS. OSEGA. _35_
© 2025 Manchester City Football Club / LICENSED BY J.LEAGUE / K LEAGUE property used under license from K LEAGUE / The use of images and names of the football players in this game is under license from FIFPro Commercial i
Enterprises BV. FIFPro is a registered trademark of FIFPro Commercial Enterprises BV. / ©2024 adidas Japan K.K. adidas, the 3-Bars logo and the 3-Stripes mark are trademarks of the adidas Group / ©SEGA



Initiatives at Rovio SEGASamy

e Reinforce the operation of catalogue titles, with enlarging release regions,
etc.

e Soft launch of titles for smartphone, Sonic Blitz, started (Jun. 2025)
e Responsible for global marketing of Sonic Rumble

e Development of original smartphone game, Bloom City Match, in

I z progress
‘ OV I O e Global release of The Angry Birds Movie 3 (Jan. 29, 2027)

Sonic Blitz Bloom City Match

(Hard launch timing: TBD) (Hard launch timing: TBD)

O©SEGA.
© 2025 Rovio Entertainment Ltd. All Rights Reserved. -36-



Initiatives at European Studios

FOOTBALL
MANAGER

e Significant improvement of the quality compared
to the previous titles in the series by taking over
the development assets of Football Manager 25

e Scheduled to be released on fall 2025

e Previous title in the series, Football Manager
2024 (releases in 2023), surpassed 17 million
accumulated players worldwide

SecaSammy

o
[ S WMWAAINT A VALY » o AN

P d g G

e Tentpole sales of Total War increased, triggered

by high review of downloadable content for Total
War: WARHAMMER Il and Total War:
PHARAOH released in FY2025/3

e Turnaround of Total War brand

© Copyright Games Workshop Limited 2022. All rights reserved. Warhammer, the Warhammer logo, GW, Games Workshop, The Game of Fantasy Battles, the twin-tailed comet logo, and all associated logos, illustrations, images, names,
creatures, races, vehicles, locations, weapons, characters, and the distinctive likeness thereof, are either ® or TM, and/or © Games Workshop Limited, variably registered around the world, and used under licence. Developed by Creative

Assembly and published by SEGA. Creative Assembly, the Creative Assembly logo, Total War and the Total War logo are either registered trademarks or trademarks of The Creative Assembly Limited. SEGA and the SEGA logo are either
registered trademarks or trademarks of SEGA CORPORATION. SEGA is registered in the U.S. Patent and Trademark Office. All other trademarks, logos and copyrights are property of their respective owners.

-37-



Proactive Use of Information Dissemination Opportunities SEGASanMy

® Game Developers ®Bilibili World

Conference China (Jul.)

U.S. (Mar.)

® Gamescom

® Licensing Expo Germany (Aug.)

U.S. (M

= ® TOKYO GAME SHOW

® Summer Game Fest Japan (Sep.)

U.S. (Jun.)

® The Game Awards

® Anime EXpo U.S. (Dec.)

U.S. (Jul.)

-38-



From Expansion of Game Sales to Improvement of IP Value Itself SEGASammy

Next phase of evolution

' Next level of digital,
Transmed;a Strategy transmedia and F2P

= Regional Expansion Utilization of Al

_ Maximization of
Strategies FOCUSed) IP and product value
on Global

Normalization of
Multi-platform
X
Simultaneous worl




Pachislot & Pachinko Machines Business
Progress of Medium-term Plan

President and COO, Representative Director
of Sammy Corporation

Ayumu Hoshino

*This document will be uploaded on website of the Company at a later date

*Please do not take pictures of the presentation document during the meeting session

*If you wish to quate any of the information contained in this material in your report or other publication, please contact SEGA

SAMMY IR in advance. Contact to SEGA SAMMY IR: hd_ir@home.segasammy.co.jp -40-
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(Repost) Medium-term Plan

“No.1 in total utilization” of Cumulative Adjusted EBITDA
pachislot & pachinko Over 90.0 billion yen

(FY2025/3-FY2027/3)




Pachislot & Pachinko Machines Business: Performance Trend SEGASammy

Business performance remains steady

(Billion yen)

Current Initial

Medium-term Plan Plan 1332 1300

] Sales Sales

=== Ordinary Ordinary
Income Income

10.2

Previous Medium-term Plan (Results)
I I

FY2022/3 FY2023/3 FY2024/3 FY2025/3

FY2026/3 FY2027/3
(Forecast)

-43-



Medium-Term Plan: Review of the First Year SEGASaNMy

¢ g “ e Hokuto No Ken 10 (nstallation: Aug. 2024)
35,000 units sold

No. 1 unit sales in 2024
In the entire pachislot & pachinko market

(In-house estimate*)

Achievement

» Weak sales of the titles released in the second half
Challenge o Improvement of product competitiveness

*Collection period: Unit sales between Jan. 2024- Dec. 2024
©Buronson & Tetsuo Hara,/COAMIX 1983, ©COAMIX 2007 Approved No.YSS-324 ©Sammy -44-



Medium-Term Plan: Review of the First Year

Trend of Total utilization share of our Group & competitors

30.0%

25.0%

20.0% Company S

Company K
15.0%

Sammy
Company S

10.0%

Beginning of installation

Beginning of installation of of e Hokuto No Ken 10

Smart Pachislot Hokuto No Ken

5.0%
Jan. Apr. Jul. Oct. Jan. Apr. Jul. Oct. Jan.

CY2023 CY2024 CY2025

*In-house estimation based on DK-SIS data (Data for 4 yen Pachinko and 20 yen Pachislot) of Daikoku Denki Co., Ltd, Listed period: Jan. 2023 — Mar. 2025
*Utilization Share = Ratio of Sammy machine’s utilization out of total number of installed machines for each title x utilization of each title (Pachislot: Numbers of inserted medals, Pachinko: Numbers of shot balls)

SEGASamMy

FY2025/3: Background of

weak performance

e Gap between specifications of launched models
and market needs

e Unable to create hit titles that contribute to
utilization of pachinko halls over the long term
other than the mainstay Hokuto No Ken series

Measures to increase total
utilization share

e |nitiatives to respond market needs, including
prompt response to regulatory changes

e Launch of multiple mainstay series

e Creation of new mainstay series by new use of
popular IP

-45-



Current Efforts: Prompt Response at the Development SEGASamMy

Early response to market needs

Equipped with “Dodeka START’

Quickly developed for early launch to meet the growing need
of the models with the specs that enable to shorten play time

Unit Sales: 13,777 units

Contribution in utilization: 11 weeks ongoing (as of Jun. 10, 2025)

©Buronson & Tetsuo Hara,” COAMIX1983, Approved No.KOW-225 ©2010-2013 Koei Tecmo Games Co., Ltd. ©Sammy -46-



Current Efforts: Prompt Response at the Development SEGASamMy

Prompt response to regulatory review

Plan to launch at the fastest on the market as a
model equipped with “Lucky Trigger 3.0 Plus”

Sales status: Performing well which exceeding
initial plan

©Ken Wakui, KODANSHA / TOKYO REVENGERS Anime Production Committee. ©Sammy -47-



Existing Mainstay Series SEGASamMMy

Multiple well-performing series

_ Number of Cumulative _ Number of Cumulative
Series titles in series*  unit sales* Series titles in series*  unit sales*
Hokuto No Ken 42 Approx. 3,190 Uil s 15 Approx. 320

thousand units thousand units
ALADDIN 15 Approx. 980 Syl Gy 11 Approx. 200
thousand units thousand units
Beast King 16 Approx. 510 (quogatari) 14 Approx. 170
thousand units Series thousand units
SOUTEN-NO-KEN 17 Approx. 900 Code Geass 6 Approx. 9_0
thousand units thousand units

©Buronson & Tetsuo Hara,” COAMIX 1983, ©COAMIX 2007 Approved No.YRA-114 ©Sammy -48-
*Total number of titles and unit sales for pachislot & pachinko machines *Number of titles and unit sales includes specification changed titles *As of March 31, 2025



Titles to Be Launched in or after FY2026/3 SEGASamMMy

Aim to create new mainstay series in addition to existing mainstay series
through new use of popular IP

4 TIPAC TS L0 TH

Qe

KABANERI OF THE lRON FORTRESS
»
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(b)
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>
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- 229257341
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Newly used IP

©Buronson & Tetsuo Hara,”COAMIX 1983, ©COAMIX 2007 Approved No.YJN-815 ©Sammy

©Ken Wakui, KODANSHA / TOKYO REVENGERS Anime Production Committee. ©Sammy -49-
©Kabaneri Committee ©Sammy

©Spider Lily/Aniplex, ABC ANIMATION, BS11 ©Sammy



Medium- to Long-term Initiatives




Market Environment: Long-term Trend SEGASanMy

The market continues to see shrink trend

Total number of . No. of
15,617 stores - unit installed - Total Unit Sales Turnover rate Pachinko halls
114.5%
5,690K units
4 960K units

6,706 stores

46.7%
3,330K units
1,550K units

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

*Turnover rate = No. of units sold / No. of units installed Sources: National Police Agency and Yano Research Institute Ltd. “Pachinko Manufacturer Trends 2024” (Research of Japanese Market) (Unit sales for 2024 are in-house estimations) -51-



Current Status and Challenges in the Pachislot & Pachinko Industry SEGASammy

Negative spiral continues amid shrinking trend in the market

o

Manufacturer

Decrease in unit sales

Passing costs onto
the selling price

Decrease in the
number of players

Increase in expenses for the purchase
of pachislot & pachinko machines

Decrease in “winning” experiences

FiEh

Pachinko
Hall

Increase in burden on
business management

Decrease in return rate

-52-



Current Status and Challenges in the Pachislot & Pachinko Industry SEGASammy

The selling price of Sammy’s pachislot & pachinko machines also continues to rise

—o— Average selling price
(Total of pachislot & pachinko)

B Unit sales
(Total of pachislot & pachinko, Thousand units) 463,000 yen

FY2016/3 FY2017/3 FY2018/3 FY2019/3 FY2020/3 FY2021/3 FY2022/3 FY2023/3 FY2024/3 FY2025/3

For the long-term coexistence and co-prosperity of the industry,
Sammy will take the lead in driving change

-53-



(Repost) New Pachislot Cabinet SEGASanMy

Image of new pachislot cabinet

Revitalize the industry by launching new cabinet

When replacing products in pachinko halls, the process
completes by replacing some parts only instead of the
entire cabinet

Pachinko halls: Cost reduction at the replacement
Sammy: Maintain previous per-unit gross profit level

©Buronson & Tetsuo Hara,” COAMIX 1983, ©COAMIX 2007 Approved No.YRA-114 ©Sammy -54-



Introduction of New Pachislot Cabinet: Replacement Scheme SEGASammy

Replacement can be completed with some parts only
due to the minimization of parts

Previously purchased machine Set into main cabinet New title

Finished product Finished product (image)

(No image)

©Buronson & Tetsuo Hara,” COAMIX 1983, ©COAMIX 2007 -55-



Comparison of Current Cabinet and New Cabinet SEGASamMy

Reducing the work burden on pachinko halls when replacing product as well as contributing to
Improvement in transportation efficiency

Current Cabinet New Cabinet
(When replacing title)
Weight of
Caginet Approx. 40-50 kg/unit Approx. 5kg/unit
Time taken for : :
replacement Approx. 24 IMINS/unit Approx. 8 IMINSunit
Transportation 700 280unit

Efficiency*

* Number of units that can be loaded onto one 4-ton truck -56-



Image of Impacts After Introducing New Pachislot Cabinet SEGASamMy

(Reference) e Plan to introduce from FY2026/3
Transition of the ratio of board sales of Pachinko

o Sell as a whole cabinet at the initial introduction

100%
90% o Like the board sales of Pachinko, the spread
80% of the cabinet enable the pachinko hall to
70% . L. . : i
replace existing title to new title by replacing
60%
e some parts only
0
40% , -
30% Refer.e.nce: | | |
Transition of the ratio of board sales in Pachinko
20%
’ 1st year after introduction: 0 to over 10%
10%
0% - . 2"d to 34 year after introduction: 30 to 70%
1st year introduction . .
4t year onward after introduction: over 90%

-57-



Toward Mutual Coexistence and Prosperity Across the Entire Industry SEGASammy

Transforming the pachislot & pachinko industry structure to a
“win-win-win” industry

Realizing high profitability and
stable revenue

Sales to pachinko
halls at fair prices

Virtuous

\ cycle

Decrease expenses for the purchase
of pachislot & pachinko machines

Increase in “winning” experiences

FiEh

Pachinko
Hall

Increase in the Increase in
number of users return rate to users

-58-



Future Vision of Pachislot & Pachinko Industry (Long-term) SEGASammy

Promoting DX in the industry to improve convenience and efficiency

Some initiatives have already been realized
Hold discussion at manufacturers’ association toward further vitalization of the industry

Digitization of various documents

: Earphones connection function
and operations

) (Manufaoture) ( )
Potential for (oe)
" ' i lace software
industr and pachinko machines rep
y (Manufacture)( User ) (Manufacture)( )CUser)

(Benefit from each
perspective) Electronic payment support

( ) CUserD

-50-



Gaming Business Growth Strategy

Senior Executive Vice President and Group CFO of
SEGA SAMMY HOLDINGS INC.

Koichi Fukazawa

*This document will be uploaded on website of the Company at a later date

*Please do not take pictures of the presentation document during the meeting session

*If you wish to quate any of the information contained in this material in your report or other publication, please contact SEGA

SAMMY IR in advance. Contact to SEGA SAMMY IR: hd_ir@home.segasammy.co.jp -60-
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SEGA SAMMY's Gaming Business Capabilities



The History of Gaming Business

SEGASamMy

Aiming to realize Japan'’s first IR*, SEGA SAMMY mobilized the entire group to take on its biggest challenge

Jun. 2013

Established
SEGA SAMMY
CREATION INC.

SEGASamMMmy

CREATION

May. 2012

Established a joint venture
PARADISE SEGA SAMMY Co., Ltd. (PSS)
with PARADISE GROUP

*Integrated Resort

° ®

Apr. 2014

Started dispatching personnel
to PSS (approx. 70 people in total)
Launch of project toward Japan IR

(No image)

Opened PARADISE CITY,
one of the largest IR facilities

Northeast Asia
- o

Jul. 2018

Act on Development of
Specified Integrated Resort Districts passed

Dec. 2017

Obtained
U.S. Nevada license

® @ e

Apr. 2017

Submission / acceptance of RFP

@

GENTING gTAKENAKA in IEE

SINGAPORE

SEGASammy

ALSOK

Jan. 2020

Collaboration with Katana Inc.
Production agreement signed with KYOTO KITCHO

NEWS RELEASE

NEWS RELEASE Senusornry

Jun. 2021

to Yokohama city

A
OBAYASHI

Sep. 2021

With the cancellation

of the Yokohama IR,

we withdrew from

the Japan IR business

and began considering entry
into the overseas

online gaming business

OX ]

-62-



The History of Gaming Business

© SEGA SAMMY HOLDINGS INC. All Rights Reserved.

A plan to realize Japanese IR which
can be a world’s leading entertainment
at Yokohama was finalized

Although the IR bid was withdrawn,

the Nevada license acquisition and
casino operation know-how gained

at that time have become the foundation
of our current Gaming Business

-63-



Capabilities of Existing Business SEGASamMMy

Sales, manufacturing, and development

Integrated resorts including casino

of casino machines

PARADISE SEGASaMMy

SEGASAMMY CREATION

.
rMAXIMLN FORTUREL

SRR R S

AELAN L 2000
i b by

© PARADISE SEGASAMMY Co., Ltd. All rights reserved. © SEGA SAMMY CREATION INC.
© SANYO BUSSAN CO., LTD. -64-



PARADISE SEGA SAMMY: Performance Trend Crenaamy  OEGASAMMY

Reached record-high sales of 539.3 billion won (approx. 56.0 billion yen) In 2024
Casino sales accounts for 77% of total sales (casino area accounts for less than 5% of total area)

(Billion won)

P Casino sales PARADISE SEGA SAMMY Sales Trend O
539.3

T Hotel sales, etc.

463.3

- COVID-19 period

415.0

(77%)

CY2017 CY2018 Y2019 CY2020 CY2021 CY2022 CY2023 CY2024

-65-



PARADISE SEGA SAMMY: Performance Trend ey DEGASAMTY

The driving force behind the achievement of record-high performance is
“Japanese casino users” both in terms of number of users and sales

CY2024 CY2024 Number of personnel dispatched
Percentage of casino users Percentage of casino sales from SEGA SAMMY (stationed)
Others
Others . .
Japan chna JAPan

o 5 Approximately
China >3% S(% 70 people in total

* *
»

-66-



PARADISE SEGA SAMMY: Capabilities ctansany  OEGASAMMY

Evolving into a stage that goes beyond casino operations that can realize
“Casino Gaming Change” that transforms the system itself

AML Addiction = Original Option Growth /
detection Counter Bonus Bet%esi n withdrawal MABIEY WENE VS AONE o WHBIER, QAL VS DA
system -measures  Game 9" prediction
Etticient’ | (Fraud o Understanding 9 o)l
Surveillance Detection (No Digital  Player Type users deepl i
Operations =~ system image) ~Marketing Analysis Ply ) | R
casino | pealer . SWM I
Operation NN Management
Planning 9 Decisions
NN N WENICHEERNETS
. T EILAT 5T B BBLANEEONT —_— —_ S
Optimal Mass User (15808 ST RIS ID3BT27 0 X 38 TIINI—=TT12Y
Protection Staff Marketin Under- T —— —
Allocation MY standing
" NN \\ Data S ";
Table User i
game @ Communi- anaIySIS
\> v » D97 EADBRE, 75T 5—- SIEEC. AR THMyS-E0, [ R TR I SARERMIL. They S ECEENE
Proper  Understanding R T
Machine  of the Asian Marketi ACHT BRMOFIH NI — 77 1 YT HMIAD T
| Operation Market arketing
™, N >A>>_ / \\\;”’/r“ \~\_
Event Floor =
DX solution

-67-



SEGA SAMMY CREATION: Performance Trend Secpsammy - SEGASaMy

Created hit by utilizing the planning, development, and manufacturing know-how
cultivated through video game, etc.

Unit sales trend in North America Utilization ranking of Genesis Atmos® cabinet*

(Unit) GENESIS
ATNICS.M » Top Indexing Cabinets — Portrait Slant
N Year-end utilization of leased units
Unit sales .
@® Annual units e
2
Genesis Atmos®
—a— Cabinet A
3
—=Te= —&— Cabinet B
—#— Cabinet C
4
—»— Cabinet D
5 X

May. Jun. Jul. Aug. Sep. Oct. Nov. Dec.|Jan. Feb. Mar. Apr. May.

153 e -
() - - - 2024 | 2025

FY2021/3 FY2022/3 FY2023/3 FY2024/3 FY2025/3 FY2026/3
Forecast

*According to “Top Indexing Cabinets-Portrait Slant” ranking in the “U.S. & Canada Cabinet Performance Report” published by Eilers & Krejcik Gaming, LLC, a U.S. gaming research company. The months in the graph indicate the report issuance month.
© SEGA SAMMY CREATION INC. -68-



SEGA SAMMY CREATION: Expansion of Sales Area ssssamy  SEGASammy

~2020 First, obtained licenses in Nevada, then began expansion

Peppermill Reno

Nevada

135 unis

California Oklahoma

16 units Val 28 units — :'tﬁ,,;:"

Yaamava’' Resort /
& Casino at San
Manuel

Pechanga
Resort Casino

Station Casinos Boyd

Choctaw Casinos
& Resorts *As of 2020

© SEGA SAMMY CREATION INC.



SEGA SAMMY CREATION: Expansion of Sales Area ssamy SEGASammMy

~2022 Expansion of sales regions centered on mid-tier casino operators and leading tribal casinos

e e =
T SSKiar L -

Peppermill Reno

Red Hawk /
Casino ° Nevada
2 9 9 units
Thunder Valley
Casino Resort K. { 32 & °®
[ ]
.. .
California ° Oklahoma

LS/ unis SN0 g '

[
=gy ° o ‘. L= ===

Yaamava’ Resort / - o R = =1
& Casino at San ¢ ®

Manuel

Pechanga . .
: Station Casinos
Resort Casino Boyd Seminole
Hard Rock
Choctaw Casinos Hotel and |
& Resorts Casino *As of 2022
Tampa

© SEGA SAMMY CREATION INC. -70-



SEGA SAMMY CREATION: Expansion of Sales Area <==samy

SEGASamMy

CREATION

~2024 Created hit titles and built strong customer network

Peppermill Reno

Red Hawk o

Casino o Nevada

617 uni
pp X!
California ..?: J
407 wis

@ L0 ..
Yaamava’' Resort / ‘

& Casino at San
Manuel

Thunder Valley
Casino Resort

Pechanga

Resort Casino Station Casinos

© SEGA SAMMY CREATION INC.

Boyd

Oklahoma

382

V

GENESIS

: o /ATI\ ce”

Seminole
) Hard Rock
WinStar World Choctaw Casinos  Hotel and
Casino & Resorts Casino *As of Sep. 2024
Tampa
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SEGA SAMMY CREATION: Development Capability ssesamy  SeGASammy

From Game Development Capability to Gaming Development Capability
The hit model Railroad Riches ™ is the culmination

A mechanism to make people sit down

An ingenious design and cabinet that catches the eye from afar

Stress-free mechanisms

Carefully consider which visual effect are important e _1',
and what can be skipped o

Mechanism that minimizes user stress

®s

Mechanisms that keep players coming back

Optimal balance of RTP for each player
Game design with clear goals and various ways to win

© SEGA SAMMY CREATION INC. -72-




Performance of Mainstay Titles SEpsammy - SEGASaMMy

The Railroad Riches ™ series continues high utilization, won awards in the industry

Top Indexing Games-Core, Parent Theme Won two awards at 2025 EKG Slot Awards

Top Performing New Core Cabinet

1
Railroad Riches™ Top Performing Game from an
2 A A A A A A o ) . .
T TilleA Emerging Supplier
3 h— 4 . 4—Title B
—=—Title C / The
: - EKG 777
—»—Title D
5 x x Slot Awards Show
Sep. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May

2024 | 2025

**Top Indexing Games-Core, Parent Theme” ranking” in "U.S. & Canada Cabinet Performance Report”
issued by Eilers & Krejcik Gaming, LLC, a US gaming research company.

The months in the graph indicate the report issuance months.

© SEGA SAMMY CREATION INC.
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SEGA SAMMY CREATION: Capability

CREATION N

Math logic from the thorough customer's point of view x Sensitivity development capability based on experience

Established trusted relationship with casino operators beyond business partnership and global network

YAOIYYJ - SSCORSTAUTADERE

Logic x L R ey
Experience x
Ability to develop .-Ii:ﬁ- ll L

sensibility
b7 JH Low~M|d{tH|‘] 7 7iliE : High~S (o]
EHICMMHRITAUTA IED DO TS

CHYI-DUIA 3> _FRSEHISDIEA

~2024%F Eyhoqhatis BHGHEINI-IENE

|
H

£
i

Understanding of the
market tailored to
each country/region

g

»
o
N

i

i
i
]
i

Customer base

© SEGA SAMMY CREATION INC.
© SEGA

Volatility
Strategy .
AU “\lorth Amerlca Cabinet
s
Land Reel Machine Sales
Slots De5|gn Strategy
Contlnuous
Graphics Game High Utilization
P Design Deployment
\/ Strategies /
SEGASamMMy | Lease
CREATION Participation

nderstanding
of North Production
America  Outsourcing

Repeated

\/@W

Hold &  Manufacturing
Spin Purchasing

RTP Cash on Factory
Balance Reel Audit

System
to be
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2

Market Outlook / What are SEGA SAMMY's Winning Opportunities?

-75-



Online Gaming Market Sales Trend

SEGASamMy

Rapid growth in Sports Betting and iGaming with the legalization of online gaming

o Europe Online Sports Betting/iGaming

miGaming

m Online Sports Betting

39,603
34,675

29,794

24,525 S

21,551 55%

59%

56%
57%

44%
45%
43% 44% 4%

2018 2019 2020 2021 2022

CAGR 8.3%

62,848

57,959

53,464
= 49,436

54%
54%
54%
55%
56%

47%
46% 46%

45%
44%

2025e

2023 2024e 2026e  2027e

Source : H2 Global Flat Detailed Data (US$) 05-09-24-1725549294

» North America Online Sports Betting

(USm$)

CAGR 11.9%

=\Wyoming West Virginia Virginia
Tennessee = Rhode Island u Pennsylvania
= Oregon = Ohio = New York
= New Jersey ®New Hampshire u Nevada
= Michigan m Massachusetts Maryland
= Maine ® Louisiana u Kentucky
mKansas Howa ® Indiana
u|llinois = Hawaii u Florida
m District of Columbia = Connecticut Colorado 14,928
= Arkansas = Arizona 12,835
10,036
3,352 -
- m BN
146 I ! | S— S S S
2018 2019 2020 2021 2022 2023 2024e 2025e 2026e 2027e

® North America iGaming

CAGR 10.9%

m Connecticut m Delaware Michigan
= Nevada m New Jersey ® Pennsylvania
m Rhode Island m West Virginia 11,541
8,458 9,384
6,536
5,324
3,888
531 1,711 - .
308 S— - I— J— S I
2018 2019 2020 2021 2022 2023 2024e 2025e 2026e 2027e
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Land Casino Market Sales Trend

SEGASamMy

Huge land casino industry continues to grow steadily as online gaming grows

e Europe Land Casino

CAGR 2.7%

m Gaming Machines

ETable
Toreat AT EE e o
10,052 10,312 10,331
9,609
65%
66%
61% 63% 6,061 66% 66% <

67%
5,353

37% 34%
40%

27%

11,470

65%

2018 2019 2020 2021 2022 2023 2024e  2025e  2026e

Source : H2 Global Casino Summary 05-09-24-1725550378

2027e

o North America Land Casino

m Gaming Machines

H Table
79,710
77,479 R
63,335
74% 75%

78%

75%

2018 2019 2020 2021

(USm$)

CAGR 2.6%

104,445
101,482

98,860

96,566

0,
75% (50 & =
0
0,
250, I 75%

25% 26% Aekin

2022 2023 2024e  2025e  2026e  2027e



Tribal Casino in North America SEGASamMMy

In North America, there are two types of casinos with different
operators, regulations, tax systems, etc.

521 Tribal Casino

Ownership Private companies, corporates Sovereign Native American tribes

Regulated by state gaming authorities and

Regulation IRt state laws Indian Gaming Regulatory Act (IGRA)
‘ Exempt from taxes
Taxation State and federal taxation on revenue Instead, they often enter into revenue sharing agreements with state
governments.
Similar game types, but some restrictions on table games such as roulette, craps
Types of games  Slots, table games, poker, etc. (authorized by the state)

Use for tribal government operations, economic development, and tribal

Use of revenue Distribute to shareholders and owners community welfare.

Number of
- 3521 5231
facilities
Revenue 53.0 billion (2021)*? 39.0 billion (2021)*2
Source: Exploring the Differences Between Tribal and Commercial Casinos (bristolassoc.com) 78

*1 See AGA State of the Industry: Excluding Riverboat Casino and Racinos *2 See AGA State of the Industry


https://www.bristolassoc.com/blog/exploring-the-differences-between-tribal-and-commercial-casinos/#:~:text=Commercial%20casinos%20are%20for-profit%2C%20private%20businesses%20and%20are,state%20government%20usually%20includes%20a%20revenue%20sharing%20agreement.

Customer Needs and Business Opportunities SEGASamMy

The voices and needs of land-based casino operators are, “We want to adapt to online but are unable to
do so,” or “We have entered the online market but cannot see any synergistic effects.”

.
Business Opportunities

Are we going to lose

V\Ile want t_o W . We want to attract customers to online
analyze casino e want to retain iGaming players to platforms?
customers both
online and offline... S i

data... A
“'V"—
Customer base of
SEGA SAMMY CREATION We want to introduce it without '

falling behind neighboring land- We want to . '
. i g based casinos... l ; We want an iGaming
PS d introduce Sports
Medium-sized casino operator ‘ Betting.... platform...
e Prominent tribal casino
How can we get
We want to
utilize the online
user pool

Addressing customers’ concerns and supporting both online and offline in B2B

started online?

ﬁ Land Casino
States where
commercial casinos

are legal
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Omnichannel Concept SEGASamMy

Know-how of SEGA and Sammy X Capabilities cultivated in the gaming field X Business opportunities s Omnichannel Strategy*

%l Sports Betting

Online / Mobile
Sports Betting

Omnichannel
Strategy

iIGaming

Online Casino
{ ( ) Functional areas
that SEGA SAMMY

wants to acquire

Social Casino ;E o

*Strategy to globally and integrally link all content in gaming field -80-




Complemented Capabilities SEGASamMmMy

The acquisition complements the capabilities of online
function necessary for our omnichannel strategy

Platform Provider Contents Provider
™

5 TAKELOGIC
m THINK BIGGER

OOLBET

*COOLBET is a group company of GAN -81-



GAN'’s Strengths SEGASaMMy

" o B2B: iGaming platform, sports betting system/online customer management
B2C: Providing iGaming and sports betting

~— B2B ~ B2C
G * Online
iGami ame End user
 oaming contents - Remote Gaming 019‘\0
Real Money
Gaming Server (RGS) H 41\ H
PAM NARMA
I I e Server containing many game Pl A 4.[\ H 4.} H 4.[\
]j = contents and RNG (Random Number M?:]e; e‘;ﬁg;‘t’“ 50000
= @ (No image) Generator) functions _ Sysgtem % NARMR
e Aggregate contents from various 41\ H 41\ H 41\
development companies and connect = 00000
to PAM @@@@@
e Development and operation of slots,
hybrid games and live casinos e Player wallet, transaction @D 00000
management, and play history Imimynymym
Dat tent management 41\ H 4'} H 41\
Sports atacontents m e Interface function with third- m 00 0 O O
b F;t' Odds data party tools OOLBET @@@@@
ettin - : L i
g Player/team data Spoétss?e?:]tmg o E&T)Ity verification function (KYC,
Sports News Y o User location verification function
P . . L o Payment function
e PC, mobile and kiosk applications :
Live Streaming . . . . o Marketing/CRM
etc... e Integration function with third-party tools (Bonus awarding, land-based
casino account linking)
\. J
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Stakelogic’'s Strengths

STAKELOGIG

THINK BIGGER

4 )
amm B2B
Game
contents
(No image) /
y

B2B: iGaming Contents

ANE R P = o LD
= g DIBGE HEE Ao

Development

-83-



Omnichannel Concept SEGASamMy

Providing an omnichannel solution that newly combines GAN's tech and Stakelogic's contents

Land Based Casino

B

Omnichannel
Strategy

IGaming
e (Online Casino)

-84-



Completion of Omnichannel SEGASamMy

Business Opportunities Omnichannel Strategy Complementary of Capabilities

AML Addiction i Online Volatility
: Original Optional Qrowth / Content Strate _
Detection Counter- Bonus Bet Design  Withdrawal Table b vider ETG gy_ Cabinet
System measures Game g prediction Content R North America
And Asia
e . g A Machine
Efficient Fraud (No Digital Player Type | Hybrid LOGIC Kl Land Reel
sunveillance, | RS image) Marketing  Analysis er el THINK BIGGER Slots Slots Design Sales
 Operations System RS ~ Strategy
Continuous
CaSIIjIO Dealer Swift Sports Understanding of _ Game _I-_Iigh_
Operations = on ~ Management PAM Betting the European RGS Graphics - Utilization
Planning 9 Decisions Market g Deploymem
& Strategies
imal
Protecti Ogiaffa Mass UU:er . e | tToucth B Sound ease
rotection : nder- nteraction onus oun SEGASanmmy I
. Marketin Participat
Allocation 9 standing Content Quality CREATION icipation
Table Customer .
1 Understanding of ;
Game ® Communi- AUy pegign UA Retention ~ Systemtobe " 7 Production
Design PARADISE CITY cation Linking Repeated ' Outsourcing
\/ American Market
Proper Understandin:
. g . Hold & Manufacturing
Machine i v COMPletion of complement . -
Operation Market
Event Floor : UX Elow — RTP Cash on Factory
Promotion Design Tutorial Icons Design Navigation ~ Metagame . Reel Audit
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Omnichannel Solutions

Comprehensive gaming services built on the acquisitions of GAN and Stakelogic

Land-based Casino Online Casino

: SEGASAMMY B

S - - -
Table - Slotmachines bethng 5 bethng

& T & !- m o

pation

GAN

Social

A Refinement through daily operations A

l—l
SEGASAMMY COOLBET

v

@ Land-based and online casino operators (utilizing the customer base built by SSC)

A 4

:

S22 Endusers

*SSC = SEGA SAMMY CREATION
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Roadmap SEGASanMy

B2B Omnichannel Solution Provider

Medium to Long-term

Completed

STEP 1 STEP 2 STEP 3

@ Further

business growth,

Acquisition of GAN } Start providing Establish Gaming including the
and Stakelogic B2B solutions Business .g
s q hnical foundati Through SSC's channels, start providing ex p ansion Of
ecured a technical foundation comprehensive gaming services with a Establishing a solid revenue .
centered on B2B platform and contents focus on land/online operators foundation and becoming the third service areas
as a source of competitive advantage _ _ pillar of the SEGA SAMMY Group
in the online gaming market Promoting planning and development of

B2B solutions

Medium-sized casino operator Prominent tribal casino
Major p : : : :
[ Yaamava’ Resort & Casino at San Manuel ] [ Seminole Hard Rock Hotel and Casino ] [ Penn Entertainment ]
Customers
[ Pechanga Resort Casino ] [ Gila River Indian Community ] [ Station Casinos ]
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