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An Internet retailer, netprice, Itd. uses the special
features of the Internet to build new relationships
between consumers and product suppliers by making
shopping fun, intelligent and convenient. Through the
creation of our shopping framework, our aim is to
establish new markets as a driving force in the retail
industry and drive our own growth.
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Notes: 1. In July 2004, the Company established consolidated subsidiary
Median, Ltd. and netprice finance, Itd. in December 2004. Accord-
ingly, results for the period ended September 30, 2004 and quarterly
figures from the fourth quarter of the September 2004 fiscal year in
this investors’ guide are all shown on a consolidated basis.

2. Opinions, forecasts and other statements in this investors’ guide are
the Company’s judgment at the time of preparation. The Company
does not provide a guarantee or warranty of the accuracy of such
information. Please be aware that actual results may differ materially
from forecasts due to changes in various factors.
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HE-HERDAHLEETEN TO OUR SHAREHOLDERS

Since its establishment in 1999, netprice has striven to
create a new retailing paradigm for the Internet age. We have
built a unique online retail business model using a group-
buying structure we call “Gathering” that is grounded on the
participation of consumers.

The growing popularity of third-generation (3G) mobile
phones, such as NTT DoCoMo’s FOMA service, and the
increasing provision of packet communications at fixed rates
have created an environment in which people are no longer
tied to their computers when shopping online. Now they can
just as easily shop using their mobile phones, too. As | write
this letter, a veritable sea change is taking place in how
people shop in Japan. Seeing opportunity in this change, we
are actively broadening the products and services on offer
as well as forging alliances with various leading media
partners to drive an increase in customer numbers. These
efforts have spurred healthy growth in our operating results.
In the fiscal year ended September 30, 2004, both sales
and earnings were sharply higher year on year. Consolidated
net sales climbed 67.2% to ¥7,249 million, while operating
income surged 86.3% to ¥563 million and net income was
up 65.5% at ¥486 million.

In July 2004, we listed on the Tokyo Stock Exchange’s
Mothers market and in January 2005 we joined the Japan
Business Federation. Looking ahead, our goal is to firmly
capture customer needs to add to the appeal of “Gathering,”
and in doing so grow steadily into a main player in Japan’s
¥130 trillion retail market.

| thank our shareholders for their continuous trust

and support.

May 2005

=7 %
Teruhide Sato f_'CWM/jﬁZé

President and CEO
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“GATHERING”—NETPRICE’S UNIQUE

NEW SHOPPING PARADIGM

netprice is developing an online retail business, which is acces-
sible either via an Internet-enabled mobile phone or PC. But
what makes netprice unique is “Gathering.”

“Gathering” is essentially a means of enjoying the benefits of
group buying through the Internet. Here’s how it works. The sales
price is set in accordance with the number of orders to buy a
particular product. Typically there are three to four pricing tiers.

The price drops every time a set number of orders is exceeded.

Example of Price Reduction Through “Gathering”

= N REDEABHLAZE ......... 48 Current No. of Purchase Orders
ARSEflitE BARLRAZH
Sales Price No. of Parchase REDORGMEE .............. ¥8,800 Current Sales Price
Orders cHALABBN B & 20EE 2 NI MEII¥7,8001-53
¥9,800 1~9 With two more orders the price will fall to ¥7,800.
8,800 10~49 X¥9,800TH LAAR S L BIHIC T A DI THATE 2,
7,800 50~100 *People who applied at ¥9,800 can also purchase at the lower final sales price.
[F+ YU TIDESRZXT7O— “Gathering” Business Flow
1 1
BRIBHRDRH FrHFUUIDBRM
Provide product information Provide group buying
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NoF— Secure inventory , EmDEET
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Wholesale ’
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(Manufacturers Order ;rnoducts Participate in group buying CONSUMER
and wholesalers) N—GTTFAVITF=H &, netprice, Itd. BROBA
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Provide marketing =
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A RETAIL MODEL FREE FROM INVENTORY RISK

Under this system, the sales period is normally one week and the number
of units of a particular product is decided beforehand in consultation with
vendors, who are responsible for securing inventory. Therefore, there is no
inventory risk for netprice because we order and purchase from vendors
only what customers order.

MARKETING DATA SHARED WITH VENDORS

Vendors are provided free of charge with product requests from customers
as well as other information, including purchasing trends and traits. This
facilitates highly efficient sales by selecting merchandise that customers
want with a high degree of accuracy.

XDV OIWDEHLETIZET. Fr YUV ITOMRITEEGHICIEAL . HBE-—XDSVEREEMETCRIEIDEFINDHELELENET,
*The benefits of “Gathering” increase continuously as this cycle gathers momentum, enabling goods that are in high demand by consumers to

be sold at low prices.
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In principle, products are selected and updated on a weekly
basis. There are around 500 different products on offer every
week, mainly beauty and cosmetics products, fashion apparel
and accessories, top brand products, electronics, kitchenware
and household goods, foods, liquor and travel. Products are
rigorously chosen based on requests from consumers and other
marketing information so that we select and sell products in
high demand. Information on available products is carried on
our “Chibi-Gather” (“Chibi” means small in Japanese) site for
mobile phone users and our website (“Shopping and Gathering
netprice”), as well as our co-branded shopping sites with around
80 different media partners, including magazines, radio, mobile
phone sites and the Internet. Consumers can make purchase
orders 24 hours a day.

The difference between “Gathering” and ordinary Internet shop-
ping sites lies in what we do between the sourcing of products
and shipping. Our strength is that we cast our net wide to gather
information on customers’ product needs through Internet sites
that we operate as well as various media partners, and select
and sell products based on that information. Other major Inter-
net shopping sites in Japan operate differently; in many cases,
they simply offer a place (the media) to sell goods to participat-
ing stores without having any involvement in securing product
inventory or delivery.

So, rather than just providing the media for retailing on the

Internet, we retail on the Internet.

SOURCING PRODUCTS WITHOUT

HOLDING INVENTORY

As a rule, products sold through “Gathering” are ordered and
procured from vendors only after purchase orders have been
received from customers. The maximum number of items of a
particular product to sell is decided in advance with vendors,
who are then responsible for securing this quantity during the
week-long “Gathering” period. Because of this, in principle, we

assume no inventory risk in relation to products. There’s also
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little risk for vendors because they hold inventory for only one
week, a short period compared with the time that inventory
usually takes to move in the retail industry.

We order products from vendors when the quantity ordered
by purchasers has been set. Vendors then deliver the products
ordered to our designated warehouses by the specified date.
On arrival, we inspect the products, bundle them where the same
consumer has ordered more than one product and perform other
work before shipping the goods. The delivery charge is borne by
consumers. Where several orders can be bundled and delivered
together, the delivery charge, in principle, is free from the second
item onward. In recent years, the number of products handled
has increased due to business expansion. But the cost of delivery
has been reduced by making the system more efficient and
obtaining volume discounts from delivery firms.

Customers pay either by credit card or cash on delivery of the
merchandise. We plan to allow for payment in other ways as
other new systems such as the i-mode FeliCa service, which
allows a mobile phone to be used as e-money, gain in popularity

with customers.

“GATHERING”—ADVANTAGES FOR CONSUMERS,
VENDORS AND NETPRICE ALIKE

Benefits for Consumers

Consumers can purchase products they like at a lower price.
Should a product they want to buy not be available through
“Gathering,” consumers can send a product request via e-mail
or other means to us. What's more we make shopping a fun,
game-like experience—when accessing our sites, consumers
can see the number of products ordered at that time, sales
prices, comments from customers who have ordered products

and other information, all of which are displayed in real time.
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Benefits for netprice

netprice assumes no risk associated with holding inventory
because orders are placed with vendors after the number of
products applied for during the “Gathering” period has been
fixed. Furthermore, due to the power of the system, orders can
be gathered instantaneously over the short period of one week.
Moreover, we have been able to source products at lower prices
and our profit margins and sales power have improved. This is
the result of a broader lineup of products in line with a steady
increase in the number of vendors since our initial public offer-
ing and the greater buying power of consumers due to the
expansion of sales channels. And, since we are able to obtain
feedback directly from consumers, such as through product

requests, we can fashion a lineup of popular products that sells.

Benefits for Vendors (Manufacturers and Wholesalers)

netprice provides vendors with information on product requests
and marketing data, including consumer purchasing trends and
traits, free of charge. Based on this information, vendors can
choose and develop products that accurately reflect latent needs.
Furthermore, they can utilize the special nature of “Gathering”
according to the three stages of a product’s lifecycle: for test
marketing in the promotional stage just after a product launch;
for concentrated selling in a short timeframe during the growth
and mature stages when the product is well known and popular
with consumers; and for instantly clearing inventory when a
product’s popularity has peaked and started to decline, a period

of inventory risk.
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Now that we have established the foundations of the
“Gathering” business model, we have turned our attention
to expansion with the goal of more growth. In fact, we are
aiming to achieve net sales of ¥100.0 billion over the medium
to long term. To realize this goal, we will push ahead with
business development without being shackled by the status
quo. We have devised a growth strategy that consists of two
main pillars: expansion of product domains, and expansion

of the number of customers and customer base.

THE FUTURE DIRECTION OF “GATHERING”
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Travel services

use per customer
(Increase amount
spent per customer)
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netprice formed an equity-based
alliance with COOCOM Co., Ltd. in
December 2004. Travel booking
services have started through
netprice’s sites.

Original products

Exclusive products

Products are developed jointly with
manufacturers based on requests
from consumers and marketing data

BEH-BEEEOLK
EXPANSION OF NO. OF CUSTOMERS
AND CUSTOMER BASE
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Tie-ups with various media
Due to the unique nature of
e-Commerce, retailing alliances are
possible that match all types of
media, including magazines, radio
and television.

MEHIBICEITD
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Diversification of contact
points with customers
in the retail market.

NETPRICE

INVESTORS’ GUIDE 2005

and sold first on the Internet.
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Financial Services Start
Shopping convenience will be improved with the option to pay by credit card, installments or
revolving payment. This will be a new fee-based earnings model for netprice.

CRM(BEEBEY—T7T120)/>avEVJHEDEL

1BICS R T L% Z21—7 ). CRMa1LIC K DREERE M - 8. Rt BmBEDBEE[ LZH S X
KAV KNDRT LR 23V EYTH— MDBAICLDHEEE EICK DT —EXFIEHEAEILK,
CRM (Customer Relationship Management)/Enhanced Shopping Functions
The system was updated in January with the aim of improving CRM marketing to increase the
accuracy of product selection and identification of customer traits. Service convenience is
being enhanced with the introduction of new functions such as an incentive point system and
shopping cart.
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In terms of the expansion of product domains, we plan to increase
contact with customers by adding product categories, augment-
ing the existing categories of fashion apparel and accessories,
top brand goods, beauty, health, electronics, kitchenware, house-
hold goods, food, and baby and children’s goods. This approach
targets an increase in the amount spent per customer.
Regarding expansion of the number of customers and cus-
tomer base, we will raise the penetration rate of “Gathering” by
increasing alliances with major mediums such as TV, radio,
magazines and the Internet. Efforts are also ongoing to develop
shopping functions that are easier to use for potential custom-
ers visiting our sites and repeat customers. This includes pro-
viding financial services and the introduction of an incentive point
system. We will continue to implement various measures that
lead to an increase in the repeater rate as we work to expand

the number of customers and customer base.

1. EXPANSION OF PRODUCT DOMAINS

Start of Travel Services

In December 2004, we acquired a 20.1% equity interest in
COOCOM Co., Ltd., which operates a site offering discounts on
last-minute travel over the Internet. In the B-to-C Internet market,
it’s not just the sale of goods that is recording remarkable growth.
The rate of growth in the travel field is also staggering. Japan’s
Ministry of Economy, Trade and Industry estimates that the B-
to-C Internet market will expand by around four times over the
four-year period from 2003 to 2007 to be worth ¥1,800 billion.

NETPRICE INVESTORS’ GUIDE 2005
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The equity-based alliance with COOCOM has broadened
netprice’s product domains, adding travel services to the goods
that are presently on offer. netprice started selling travel prod-
ucts on its website at the end of 2004. In June 2005, we plan
to begin selling travel packages using our “Gathering” system.
In the future, we are also planning to sell original tours and

other products through our shopping media.

Expanding Original and Exclusive Products

netprice sells original products planned and developed with
vendors, mainly in the categories of beauty, cosmetics and fashion
apparel and accessories, as well as exclusive products sourced
directly from overseas manufacturers as the sales agent in Japan.
Our original products differ from the private-brand products of
major retailers. For instance, we develop products with vendors
that match customer needs based on marketing data such as
requests from customers and are the first to sell these products.
By not pushing the company name to the fore, vendors can pro-
gressively wholesale these products to other retailers, enabling
the development of business without inventory risk just as with
the “Gathering” system for existing products. Furthermore, com-
pared to existing products, original products have a high gross
margin, and are therefore expected to boost earnings. For these
reasons, we plan to increase the number of original and exclu-
sive products handled in various categories with the dual goals of

increasing customer satisfaction and profitability.
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2. EXPANSION OF THE NUMBER OF CUSTOMERS
AND CUSTOMER BASE

A Stronger Media Mix Strategy

To expand sales channels with “Gathering,” we are strengthen-
ing alliances with various magazines, radio, mobile phone sites,
Internet websites and bricks-and-mortar stores, as we work to
increase points of contact with customers.

In September 2004, together with our wholly owned subsid-
iary Median, we entered into a business alliance with Nippon
Broadcasting System, Inc. Under this alliance, products are in-
troduced through a Nippon Broadcasting System radio program,
with listeners able to purchase products from a program site
designed for mobile phones.

We’ve also forged alliances with credit card companies. In
October 2004, we agreed to an alliance with JCB Co., Ltd.,
followed by tie-ups with OMC Card, Inc. last November and Orient
Corporation (Orico Card) and Aplus Co., Ltd. (Aplus Card) in
March 2005. Special sections of each company’s websites sell
products using the “Gathering” system. The main users of the
JCB Card are people in their 20s to 40s, whereas people in
their 30s to 50s are the main users of OMC Cards. These
alliances will help to increase the number of customers and our
customer base. At the same time, they will promote greater
credit card use and increased customer satisfaction for users,
benefiting the credit card companies.

In another recent move, we formed an alliance in January
2005 with E¥TRADE SECURITIES CO., LTD. This alliance offers
the potential to reach more than 500,000 users of the top com-
pany in the Japanese online securities industry, which has a
customer base centered on high net worth individuals in their

30s and 40s.
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Another alliance was agreed in March 2005 with Lotteria Co.,
Ltd., a major fast-food franchiser, that targets the teen to thirty-
something crowd that visits these fast-food stores. The idea is
to attract customers from bricks-and-mortar stores to mobile
phone sites by introducing products on tray mats.

In the aforementioned ways, netprice has developed shop-
ping services through links with the powerful media of other
companies since 2001. By selecting and selling products
matched to the characteristics of each type of media and
customer traits, netprice has continued to expand channels for
attracting customers in a way that does not incur fixed advertis-
ing expenses as we pay each medium a margin according to the
sales amount.

What makes these alliances possible is that we carry out
both merchandising and sales using the Internet. This is both a
strength and a distinguishing feature of our operations.

Looking ahead, we plan to collaborate with other influential

media, including TV.

The Start of Financial Services

In December 2004, we established wholly owned subsidiary
netprice finance, Itd. with the goal of providing personal finan-
cial services. This move is part of actions to broaden shopping
functions offered to customers who purchase products.

By expanding product genres and services, we now handle an
increasingly diverse array of products in terms of monetary value,
ranging from ¥1,000 up to as high as ¥800,000. When pur-
chasing high-ticket items in particular, many customers have
expressed the need for the ability to pay by installments or
revolving payment. To respond to those needs, we will strengthen
shopping functions by issuing a credit card and, at the same
time, we are providing financial services to individuals that match
the product whether it be a trip or something else. We also have
plans in hand to offer corporate financial services for vendors

with the aims of strengthening our ability to source and supply



FNIET, IHADRE L IcBROMHIE YT
ANDEIEZENE LT AU T—ER/HELE
J—RL—=hrT7A4F 2V RT—EXDEREFE
LTWET, BH. ChoDEMY —EXREDE
BICHE DT REHDEEEDEFREDT
T.EDRRV AV ZMATRBZITOTNE
ATY,

D27 LI K SCRMIEREDE L

LHTII. BPEEOBRDEBMEFBEE DK
[N FYHFU U IZRNBLE v EY T
BEDFIEMZSH. SOBDIRFTREICDRITD
N<, 2005F1B. KigE TR T LDEEZITLY
F Ll

BHEMICIE. EHERE CBANE<BRICE
MigoavEYITND— b2 RTLDEAY,
a3y EY I —EXFRBIZIREORH U ICF)
FARTBRIERA > hMF—EZTERA > M DiRH
A HEEDOBEREPEMHICEDEHEEN
ZIOZETHEBBETBISEU DI HD
CRMEBEDSRL G EAEDHTINE T,

BRBALOOMIIDELRA V M5 L. RA
Y hEEOHTLRA Y MAELTERTDZEN
TED[ESRA Y M DRI, 2005F1B LW
HHDEETDENSIYA MBUFvH] &
WEBOIV—XHA MMavEYTFrHF I
J 2y N TSA 21D BHORIET DM
D7 -F/NA )L -WEBZG EFETHIG0T 1 M TEHAIA
AIRET Y,

SEDT AT LBIETIE R AEICKDHAEE
BZDOBHM3RAZKEL. TLESTOERIC
FRBERNBT OEINDRIG. RUSHETES
HI300EBAMIEX TOWICHAREICIEY & LTz,

products in a stable manner. Our approach in offering financial
services is to develop them under alliances with companies
having a proven track record in the field, thereby mitigating busi-

ness risk.

Bolstering Systems to Improve CRM Functions

In January 2005, we carried out a major system upgrade to en-
hance the convenience of shopping functions using “Gathering”
due to an increase in the number of customers and frequency of
use. We believe this added convenience will promote higher sales.

In specific terms, we introduced a shopping cart system,
making it more convenient for customers who purchase more
than one item. We also started providing an incentive point
system called “Toku Point,” which allows customers to pay with
accumulated points instead of cash when using our shopping
service. And we hope to spur new purchases by also introducing
products based on a consumer’s purchasing history and char-
acteristics. These are just some of the actions we have taken
to bolster CRM.

Regarding “Toku Point,” customers receive 1 point for every
¥100 spent on products. Customers accumulate these points
and can use them in making additional purchases, with 1 point
worth ¥1. Since January 2005, customers have been able to
use points on around 60 sites, including our “Chibi-Gather”
mobile site and “Shopping & Gathering netprice” website, as
well as the sites of magazine, radio, mobile phone, Internet and
other alliance partners.

To upgrade our systems, we invested approximately ¥300
million of the funds raised from our initial public offering. This
investment has given us the capacity to respond to a surge in
site access spurred by exposure on TV and through other media,

and to handle sales of around ¥30 billion in the future.
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MOBILE COMMERCE BUSINESS

The Mobile Commerce (m-Commerce) business uses the
“Gathering” system to conduct sales through mobile Internet
channels such as NTT DoCoMo’s i-mode service for mobile
phones. We introduce and sell around 500 different products
every week through our own mobile shopping site called “Chibi-
Gather” as well as magazines, radio, mobile Internet sites and
other media partners. Customers can experience the joy of shop-
ping with their mobile phone by participating in “Gathering” from
anywhere at any time 24 hours of the day.

The convenience of being able to easily shop from anywhere,
anytime—a feature of mobile communications—and the grow-
ing popularity of the mobile Internet with a wide range of users
thanks to lower communications charges, have spurred a
dramatic increase in access to our “Chibi-Gather” site. At present,
“Chibi-Gather” has been adopted as an official site of all carri-
ers offering mobile services in Japan, including NTT DoCoMo’s
i-mode, KDDI's EZweb and Vodafone’s Vodafone live! Access
numbers rank us in the top echelon of the industry.

Mobile Commerce is a core business of netprice, accounting
for roughly 60% of total sales in the fiscal year ended September
30, 2004. We harbor expectations for more growth in this busi-
ness based on the major expansion that is evident in the market

for goods sold via mobile phones in Japan.
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WEB COMMERCE BUSINESS

The Web Commerce business uses the “Gathering” system to
conduct sales through Internet websites designed for PC users.
Products are sold in various categories, including fashion ap-
parel and accessories, top brand goods, beauty and cosmetics,
household goods, men’s fashion, gourmet and baby, through
our own “Shopping & Gathering netprice” website as well as
media partners. The websites communicate the appeal of prod-
ucts using photographs and explanations to encourage more
customers to purchase.

Through our accumulated experience and know-how we have
assembled the three essential elements for any Internet retailer:
(1) the ability to attract customers on the Internet, (2) the ability
to procure products, and (3) the ability to develop systems. These
are some of our greatest strengths. With the online retail market
in Japan forecast to continue to grow rapidly, our Web Com-

merce business is de-
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hiziRRD#EE MARKET SIZE

HHDEHEJE®L/NY OSSP IERXTSDA  Our online retail business, accessed either by Internet-

v—2v b ETOBERRESEIS.—RICBtoC ' enabled mobile phone or PC, is part of the general B-to-C e-

(Business to Consumer: —fi¢HEZMIF)D Commerce market. This market has grown at a staggering

ECTHIZICELE T, annual rate of close to 50% in recent years. netprice’s
HHiImIE EFFRFN50%IENDTEELIVE | operating environment is primed to experience more growth

WTHERRL TS HitzR)E<IBIEIESEE  in the coming years.

—BREIDICEIEESNET,

B&IC$H173B to C ECTHIZDZE L
The Changing Size of Japan’s B-to-C e-Commerce Market (101&F/Billions of yen)

15,000 2000 2001 2002 2003 2004 2005 2006 2007
HARIZHITS
ECTHISHRIEDZEAL
The changing size of
Japan’s B-to-C

9,000 e-Commerce market 824 1,484 2,685 4,424 4,935 6,691 9,072 12,300
(S BYIR™IS)
6,000 *RENE - BBEIIFR<
I (Goods sales market)

12,000

*Excl. real estate
and automobiles 251 450 771 1,245 1,411 1,908 2,582 3,493

* 03F & CTOHMEITEEE. O4FEUERDHBIFO2FEXRDEEICEDEDTY,
0O 00 0L 02 03 04 05 06 07 * Figures through 2003 are actual. The figures from 2004 are based on estimates announced in 2002.

3,000

BAICEIFSE/NTIB to C ECTHIZEDZE1L

The Changing Size of Japan’s B-to-C m-Commerce Market (101&F/Billions of yen)
2,000 2000 2001 2002 2003 2004 2005 2006 2007
HRICHITDENA IV
1,600 AV —ATIGREDZEL
The changing size of
Japan’s B-to-C
1,200 m-Commerce market 59 121 321 777 636 896 1,261 1,776
(D B5MRM1E)
800 *RENE - BBEIIFR<
(Goods sales market)
*Excl. real estate
400 I and automobiles 7 16 80 155 182 274 412 620
* 034 F TORMBIIEHEE, 04EURDOKEIZ02EREDIEICED DT, ZDIH0IENEEMIEII0AEDHRERIESE T TIC
0 00 01 02 03 04 05 06 07 RELLES>TNET,

* Figures through 2003 are actual. The figures from 2004 are based on estimates announced in 2002. Consequently, the actual
figure for 2003 is already far above the estimate for 2004.

MEFRZET D ML 22004 (RBEEZ) LW

20045 h' 520064 & TOHIEIS, EHEME (2002FEHF 2007 EF ) ZEICHHHETE

Source: Information Economy Outlook 2004 (Ministry of Economy, Trade and Industry)

Figures from 2004 to 2006 are netprice estimates based on figures from this outlook (2002 actual results and 2007 forecasts)
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ECTHiZ£1EMMAER Breakdown of the e-Commerce Market (101 -%/Billions of yen, %)

ECHIBRMIBR1R 2000 2001 2002 2003 2007
Goods e-Commerce Market Size  poiigsmia e-Commerce market size 824 1,484 2,685 4,424 12,300
4,000 BREH—E2 Various services 3.8 4.7 5.8 14.4 4.9
@t Financial 5.3 4.2 4.3 4.9 3.2
Z DAY AR5 Sales of other goods 7.0 7.1 5.2 5.6 5.7
3,000 RENE Real estate 21.4 22.0 22.7 20.6 20.2
EEJE:D Automotive 24.5 23.4 21.5 13.6 18.7
Wk -HE-RE Hobbies, miscellaneous
and furniture 2.7 3.3 4.1 5.6 6.3
2,000 B gkt Food products and beverages 4.0 3.8 4.8 5.0 5.0
K®E- 7o) —  Clothing and accessories 3.3 3.9 5.0 3.7 4.2
EE = Books and music 2.4 2.3 2.3 3.0 3.2
1,000 IV5T5T4 A2~  Entertainment 7.2 7.3 7.2 7.6 10.0
IR1T Travel 7.4 8.0 9.9 10.7 14.6
PCR U BSER i PC and related goods 11.0 10.0 7.3 5.3 4.0
ECYERTHIZMRE*?  Goods e-Commerce
e market size*! 251 450 771 1,245 3,493
MARLEER (%) *2 Share of total e-Commerce
market (%)*2 305 303 287 281 284
O3FE X TOHIEITEIEE, O4FELABRDIMEIFO2ERRDHEEICEDSEDTTY,
X1 ZELITSTETSRTEN,
X2 [MIAR]ICISARENE. BENEITEATHY B A MIRLER=YRHIZRE - HISRE
Figures through 2003 are actual. Figures from 2004 are based on estimates announced in 2002.
*1 Refer to graph on left
*2 Goods excludes real estate and automotive, Goods e-Commerce market size/e-Commerce market size
ENAINAY—ATHIBDOAER Breakdown of the m-Commerce Market (108 -%/Billions of yen, %)
ENA IV —RAYERTHIZIAIER ) 2000 2001 2002 2003 2007
Goods m-Commerce Market Size  x,y1),0v—2#8#1#8 m-Commerce market size 59 121 321 777 1,776
800 IVETA AN Entertainment 71.2 71.4 40.5 26.0 21.4
IR1T Travel 8.5 10.0 12.5 7.1 28.2
g —EX Various services 3.4 2.1 9.3 39.8 8.4
600 et Financial 5.1 3.3 3.1 2.2 2.0
Z DAt mARTE Sales of other goods 5.9 2.9 4.7 3.2 4.3
RENE Real estate - - 5.0 2.3 2.6
=EIES Automotive - - 4.7 2.6 2.4
400 W ME -RE Hobbies, miscellaneous
and furniture - 2.1 6.5 5.8 8.4
B gk Food products and
200 beverages - - 4.4 3.6 9.0
r®’E-T7oEY) — Clothing and accessories - 2.5 3.1 2.4 6.8
% =S Books and music 4.2 4.1 4.7 4.1 5.6
PCRUBERM PC and related goods 1.7 1.7 1.6 0.9 0.8
o o o1 02 007 ENAILOAVY—R Goods m-Commerce
YER T G AR AR market size*1 7 16 80 155 620
AR EEER (%) *2 Share of total m-Commerce
market (%)*2 11.9 13.3 25.0 20.0 34.9

O03F Z TOHIBITEIENE, O4FELEDHBIFO2ZFERKRDEEICEDICEDTT,

X1 EERITZT7EISRES 0.

X2 [MERIICISAEE. BEEITSATEY I A MRIER=ARHISHER - HISRE

Figures through 2003 are actual. Figures from 2004 are based on estimates announced in 2002.

*1 Refer to graph on left

*2 Goods excludes real estate and automotive, Goods m-Commerce market size/m-Commerce market size

[EEFT D MLy 22004 RBEZESR) LW

2004F 1 52006F & TOMIEIT. EFREE (2002FXEE 2007FTFH) 2B ICHHHETE

Source: Information Economy Outlook 2004 (Ministry of Economy, Trade and Industry)

Figures from 2004 to 2006 are netprice estimates based on figures from this outlook (2002 actual results and 2007 forecasts)
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BELSHDIXY TSI ADMEAY NETPRICE’S UNIQUENESS IN FIGURES
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The distinguishing feature of our “Gathering”-centered
business model is that sales are conducted efficiently and
without assuming product inventory risk or fixed expense
risk for shops or store staff. This allows us to develop a
unique retail business whereby we can sell products at

affordable prices while still making a profit.

MERERLLE Comparisons in the Goods Sales Industry

*YbTSL4R

netprice
AN F1RADVE  Level of discount
B M Em# No. of products
Cc l FfEM Convenience
D [ iR Newness
EN 7S5V KRN Brand power
F| BEmEME Product specialization
G/ MmEAY Uniqueness
H' BERHE Growth potential

R2—/\— ave= BEiE

Convenience stores Department stores

SPERIE BE7Z:E AR ECA1>205
Specialty large-volume retailers Existing mail-order businesses e-Commerce media companies

FEREDERIIZREREDEBERLICEDT, HHERICEDEDTT,

The above indicators, showing the special features of each business model, were prepared by netprice.
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EZEFRISTES Sales by Business (B75M/Millions of yen)

2,500

2,000

1,500
1,000
500 I I I

0
03/2002 06/2002 09/2002 12/2002 03/2003 06/2003 09/2003 12/2003 03/2004 06/2004 09/2004 12/2004
B ENA)IOV—RBETLES
Mobile Commerce sales 221 293 327 452 569 704 792 942 1,019 1,034 1,278 1,283
WEBIV—RAE#T LS
Web Commerce sales 73 104 241 293 440 528 502 574 677 855 833 862

FLEDSBH60%%E/NA VIV —BADFTENEDTNE T HEEL S IH%E, MRAEDRIOENTNE/NAIIN AV —Z2DFHEEN LIRTERBALTNET .
Around 60% of sales come through m-Commerce. m-Commerce is a good fit for magazines, radio and other mediums. Sales are conducted taking full advantage of this feature
of m-Commerce.

HXBHESLUFIBERERER

No. of Employees and Average Number of Temporary Workers (A/People)
150 2000 2001 2002 2003 2004
L=
120 No. of employees 19 38 22 S9 68
THERISERE
0 Average number of
temporary workers 19 18 20 43 60

2004FEDHEIFORI0BREDEDTY ,
TIVNA FEEOIREEEH. RBEDERICDEHLTUIIBR—JETSB TS0,
LHONFETINSA 5 —2y NaSERUERERH T, 20D EDIKRICHEDEESDASDEMIFENAD I ENTEETT,
2004 figures are as of September 30, 2004
30 I Please refer to page 35 for the number of employees, including parttimers, and management.
netprice’s retail model is Internet based and has no stores. Consequently, the Company can restrict the increase in staff to a
low level as sales expand.
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RIEX VI —HEABBRERERBOHS

No. of Partner Vendors and No. of Different Products Offered Monthly (4t -{8/No. of companies, Items)
2,000
463
1,500 396
324
1,000 257
222
189
142
500 116
78
56

11

(0]
03/2002 06/2002 09/2002 12/2002 03/2003 06/2003 09/2003 12/2003 03/2004 06/2004 09/2004 12/2004

B B EEREmE (F1)
No. of different products
offered monthly (Average) 231 314 472 615 688 752 953 1,134 1,408 1,621 1,650 41,831
= RENVI—H
No. of partner vendors 11 56 78 116 142 189 222 257 324 396 463 523

A-—VBAZHEFIIFBOEDHET No. of Unique Shoppers and Average Use (T A-[E/Thousand people, Times)

200 2.8 2.8

150

100

50

03/2002 06/2002 09/2002 12/2002 03/2003 06/2003 09/2003 12/2003 03/2004 06/2004 09/2004 12/2004

B 1 —UBAEH(TA)
No. of unique shoppers

(Thousand people) 37 42 42 60 91 107 99 111 127 139 145 154
= TFIAEEL (@)
Average use (Times) 1.7 1.9 2.1 2.0 2.2 2.3 2.4 2.4 2.5 2.7 2.8 2.8

A= —VBAER BEPICEREZBA LI BEROEBRDE. 2004510-128 85 (37 B) DHEHRII. 154F ADHERICFH2.8EBATENTNE T,
The number of unique shoppers is the actual number of customers that purchased products during a particular period. During the three-month period from October through December
2004, 154 thousand people made purchases and the average use was 2.8 times.
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MBEELIOSHDRY FTSLADEERE FINANCIAL INDICATORS—GROWTH

ST LESII.ECHIZORRPREN A X
T4 7 EDRBICE DIRTTF ¥ VLK T.50%
RRZHITTHIT . SHE.CORROERLE
BDIIRATLPAMECTOMEEZRY ELDHRE
HBXRICHDBEHET,

55EE Net Sales

8,000,000

6,000,000

4,000,000

2,000,000

00

netprice’s net sales continue to grow at a rate of 50% due
to growth in the e-Commerce market and expansion of sales
channels, the result of active efforts to form alliances.
netprice is working to grow business more by bolstering its

human resources and systems, the foundations of this growth.

(FM/Thousands of yen)

St L#Fl&™ Gross Profit

4,000,000

3,000,000

2,000,000

1,000,000

00

2000 2001 2002 2003 2004
TES
Net sales 287,934 1,207,830 1,620,636 4,336,462 7,249,489
01 02 03 04

(FM/Thousands of yen)
2000 2001 2002 2003 2004

Dl v e
Gross profit 211,193 995,129 825,938 1,718,193 2,878,931

01 02 03 04
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E%FI&8 Operating Income (Loss)

(M /Thousands of yen)

800,000 2000 2001 2002 2003 2004
R 2
600,000 Operating
income (752,878) (303,324) 106,094 302,374 563,374

400,000

200,000

-800,000 00 01 02 03 04

LHAMEFIZ  Net Income (Loss)

600,000 2000 2001 2002

(FF/Thousands of yen)

2003 2004

L ERAER 28
400,000 Net income (764,841) (309,598) 228,026

294,189 486,764

200,000

-400,000

-800,000 00 01 02 03 04

BRESIU—RERE Selling, General and Administrative (SG&A) Expenses

(FF/Thousands of yen)

3,000,000 2000 2001 2002 2003 2004
REES IV
—MREIRE
SG&A
2,000,000 expenses 964,072 1,298,454 719,843 1,415,818 2,315,556
1,000,000
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SRTESSIVU—REEEDTELLEDIHTE SG&A Expenses to Net Sales %)

100
84.8

S

45.9
50
37.6
[ | 335 33.0 33.5 32.8 31.7 32.1 32.2 33.2 36
- = - H = : 29.7 - |
0]
12/2001 03/2002 06/2002 09/2002 12/2002 03/2003 06/2003 09/2003 12/2003 03/2004 06/2004 09/2004 12/2004
Z At
Other expenses 4.3 4.3 4.0 2.3 2.8 4.1 3.5 2.5 2.5 3.3 2.5 4.4 3.3
nOREERE
Depreciation
expenses 2.1 0.8 0.8 0.8 0.6 0.7 0.6 0.6 0.4 0.4 0.4 0.4 0.3

B E=PREEER

Office-related

expenses 8.3 6.0 2.7 2.0 1.4 1.0 0.9 1.0 1.1 1.1 0.4 1.3 1.8

A&

Personnel

expenses 28.7 13.9 10.4 9.5 8.4 6.8 6.9 7.4 7.1 7.2 8.2 8.0 9.3
B LAEERRE

Advertising

expenses 13.9 4.5 4.1 2.8 3.3 2.5 2.8 2.4 2.6 2.6 3.4 2.8 2.9
B [R5EREEE

Sales-related

expenses 27.4 16.3 5.5 16.1 16.5 18.4 18.0 17.8 16.0 17.4 17.3 16.4 18.0

12/2001 03/2002 06/2002 09/2002 12/2002 03/2003 06/2003 09/2003 12/2003 03/2004 06/2004 09/2004 12/2004

IRFTES KU
—REEEE (%)
Ratio of SG&A
expenses to

net sales 84.8 45.9 37.6 8.5 33.0 8.5 32.8 31.7 29.7 32.1 32.2 33.2 35.6
Z0At : 04 /09T HBICISFREE Y —AND L5 (7/8) ICfES LISEEERAA S EFNE T,
SIEPARDEEF © 04/09MHEHBICIE. BEEFEADT 7 4 ZABERICHEDHNREDREE., 04/12M9FHBICIF BEICKDH 71 ZIBRICE O TORBESDRESNSENE T,
A& 1 04/12MHHAICIS. EIBROBERERED—RE L TAMDRBICHES AGHEENZENET .
Other expenses : the 09/2004 quarter includes listing-related expenses accompanying netprice’s listing on the Tokyo Stock Exchange’s Mothers market on July 8, 2004.

Office-related expenses : the 09/2004 quarter includes rent arising from the transfer of offices to Ebisu; the 12/2004 quarter includes additional office common-benefit fees following
an increase in office floor space to accommodate more employees.
Personnel expenses : the 12/2004 quarter includes an increase in personnel expenses due to the hiring of staff for further expansion of business.
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HBERENSHDIRY b TS5 2D

FINANCIAL INDICATORS—PROFITABILITY

L3 s—LHBEAESHADHEICLD IV
=2 MRITFHESRZADEAR . FE1T
BRASHRY TSI RTPA4F 2V ADERILIC
SoT. ChETOMERICMAY—EXD@ED D
HRBOLENDIHEORNEEZICRUEAT
&9,

REHKUVFEE Cash and Deposits

3,000,000

2,400,000

1,800,000

1,200,000

600,000

00

netprice has entered the Internet travel booking business
by investing in COOCOM Co., Ltd. and established subsidiary
netprice finance, Itd. As a result of these and other moves,
netprice is engaging in efficient operations that generate

earnings from services now as well as the sale of goods.

(FF/Thousands of yen)

2000 2001 2002 2003 2004

REHLUEE
Cash and deposits

633,667 116,308 468,395 1,020,204 2,541,865

01 02 03 04

HBEE Total Assets

4,000,000

3,200,000

2,400,000

1,600,000

800,000

00

(FF/Thousands of yen)

2000 2001 2002 2003 2004

Total assets

993,927 523,813 975,785 1,614,368 3,789,033

01 02 03 04
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#EERE Shareholders’ Equity

3,000,000
2,400,000
1,800,000
1,200,000

600,000

BA® Common Stock

1,500,000
1,200,000
900,000
600,000

300,000

%EEXRLLE Equity Ratio

100

- N

50

25

(FM/Thousands of yen)

2000 2001 2002 2003 2004

WEE
Shareholders’ equity 730,158 420,559 648,585 1,082,235 2,864,644
(FM/Thousands of yen)
2000 2001 2002 2003 2004

=R
Common stock 762,500 762,500 470,000 539,730 1,112,434
(%)
2000 2001 2002 2003 2004

MREBEARLEER

Equity ratio 73.46 80.29 66.47 67.04 75.60
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HBEEXFIZIFE Return on Assets

40 2000 2001 2002 2003 2004
HWERZR
Return on assets (76.95) (40.80) 30.41 22.71 18.02
20 BEATRE= AR - M ER TR EE
Return on assets=Net income/Average total assets
0
-40
-80 00 01 02 03 04
HESERFEE Return on Equity %)
50 2000 2001 2002 2003 2004
HEEARFEER
Return on equity (104.75) (53.81) 42.66 33.99 24.67
25 HEEARRE= R B SR E B A
Return on equity=Net income/Average shareholders’ equity
0
-100
-200 00 01 02 03 04
SEESXHAMFIZRE Return on Sales (%)
20 2000 2001 2002 2003 2004
o LS HHEBRER R
Return on sales (265.63) (25.63) 14.07 6.78 6.71
10 F LSRR S R LS

Return on sales=Net income/Net sales

-150

-300 00 o1 02 03 04
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HBEXREEZFE Turnover of Total Assets (El/Times)

4.0 2000 2001 2002 2003 2004
HWEAR[OERER
Turnover of total assets 0.29* 2.31 1.66 2.69 1.91
3.0 BESEEE=5 LS REX

Turnover of total assets=Net sales/Total assets
* U3HI2000F R AN HEIHIE B D2, 2000FENEEE L EICHEHL THUET .
* The year ended September 30, 2000 was the Company’s first fiscal year. Consequently, the turnover is computed on the basis

2.0 of the 2000 balance only.

1.0

WENEERIEZE Inventory Turnover (I21/Times)
1,200 2000 2001 2002 2003 2004
R EN & ZE [ClEn 3R
Inventory turnover 45.62* 331.33 1,006.93 286.87 202.20
900 WE AR5 LS+ PR TR EE

Inventory turnover=Net sales/Average inventories
* 3 I2000F9R AN ELIHRE 15D 7D, 2000FEDHEB/ED LICBHLTHUE T,
* The year ended September 30, 2000 was the Company’s first fiscal year. Consequently, the turnover is computed on the basis

600 of the 2000 balance only.

300
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MBBENSHDIRY N TSALADEEY FINANCIAL INDICATORS—STABILITY

HtlZ. Y—EXZRBLE=20005F LI . BF]  Since services began in 2000, netprice has continued to
FEREODEEEZRITE W ETTED  operate with no interest-bearing liabilities. In fact, netprice
DROLEEADIEHI®IEE].ZLUTIAMEI  bears none of the three risks associated with a retail
DIDERFEBNZ EICKY . [#H=LU\sEAk]%Z  business, namely stores, inventory and debts from borrowing.
EhLERERETC. LEMMERLEICERYEA  We leverage this strength to operate a stable business as

TWh&7, we endeavor to raise our enterprise value.
1%V HIEE Net Assets per Share (F3/Yen)
100,000 2000 2001 2002 2003 2004
1k EE
80,000 Net assets per share 28,256.89 16,275.54 25,100.08 37,027.36 83,624.60

L111320015FE1 9B T AL D THR LMK ZE2MKICHEI L. 200451858 % £ D THRALKZ2HKICHEIL THY &9, 2T THEMA
DENCHSFEEMAL., LERTITMREEZTOIIBEDIMEL Y DEEERHL THUET,

60,000 The Company conducted 2-for-1 stock splits on January 9, 2001 and January 5, 2004. Accordingly, the above per share informa-
tion has been retroactively adjusted to take into account the effect of these stock splits.

40,000

20,000

1S/ ZHAMFIZE  Net Income per Share (F3/Yen)
18,000 2000 2001 2002 2003 2004
IR TV ZEBREF 25
12,000 Net income per share  (72,378.37) (13,883.15) 8,824.54 11,350.63 15,040.38
6,000
0
—-40,000

-80,000 00 01 02 03 04

A2 LR ALY  Interest Coverage (f&/Times)
2000 2001 2002 2003 2004

AL NRINLY D
Interest coverage (518.13) 0 0 0 0

A2ZLRMANLY D= (BEFBE+ZIFIR - BHE) I OFIR-BI514
Interest coverage=(Operating income +interest income and dividends) /Interest expenses +discounts
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EMFR-RaE

1,000
800
600
400

200

IR

FEN L

400

300

200

100

Interest Income and Dividends

(FM/Thousands of yen)

Interest Expenses

Current Ratio

fEHAfE AE Short-term Borrowings

BiFaRE

Interest-bearing Debts

2001 2002 2003 2004
SIS RYE
Interest income and dividends 729 69 6 165
(FM/Thousands of yen)
2001 2002 2003 2004
ZIFE
Interest expenses 0 0 0 0
(%)
2001 2002 2003 2004
TENLER
Current ratio 389.31 275.41 303.38 353.00
RELER=RBEE - RBEE
Current ratio=Current assets/Current liabilities
(FM/Thousands of yen)
2001 2002 2003 2004
5EHBfEAZE  Shortterm borrowings 0 0 0 0
(FM/Thousands of yen)
2001 2002 2003 2004
BHFEE Interest-bearing debts 0 0 0 0

BN FaE=EHEAE+RBEAS

Interest-bearing debts=Short-term borrowings+Long-term borrowings
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MmENEZE Current Assets

(FH/Thousands of yen)

2000 2001 2002 2003 2004

828,562 401,980 901,154 1,449,223 3,263,071

4,000,000
TRENETFE
3,200,000 Current assets
2,400,000
1,600,000
800,000

RE)EfE Current Liabilities

(FF/Thousands of yen)

2000 2001 2002 2003 2004

263,769 103,253 327,199 532,133 924,388

1,000,000
RENEE
800,000 Current liabilities
600,000
400,000
200,000

B (MEEE) Goods for Shipping (Temporary Inventories)

(FF/Thousands of yen)

50,000 2000 2001 2002 2003 2004
Eon (HRENEE)
40,000 Goods for shipping
(Temporary inventories) 6,312 0 817 27,187 41,524
30,000
20,000
10,000
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BXEHICELDIFrya-70—

800,000

600,000

400,000

200,000

"ERBICEDF Y 1-70—

120,000

80,000

40,000

—-200,000

-400,000

MBERESICELDdF vy 1-70—

1,600,000

1,200,000

800,000

400,000

00

00

00

01

01

01

02

02

02

03

03

03

04

04

Operating Cash Flow

(FM/Thousands of yen)

2000 2001 2002 2003 2004
EBEERICLDSFTF Y- T0O—
Operating cash flow - - 108,028 529,053 617,023
Investing Cash Flow (FF/Thousands of yen)
2000 2001 2002 2003 2004
BREFEICKDF Yy 1- 70—
Investing cash flow = = 94,027 (116,057) (369,668)
Financing Cash Flow (FH/Thousands of yen)
2000 2001 2002 2003 2004

HESICLDF Y- 70—
Financing cash flow

= 0O 138,813 1,274,306
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HfgY¥#B& CONSOLIDATED BALANCE SHEETS

BREHRY TS 2BLVOZDEEFSH  netprice, Itd. and Consolidated Subsidiary

9H30H®KE As of September 30
2000F9F #A (551H8)
Sept. 30, 2000 (1st FY)
(BEDEP) (Assets)
REEE Current Assets
RERVES Cash and dePOSITS . . ..ottt ettt e e e e e e 633,667
S ACCOUNES rECEIVADIE . . . ottt e et e e e e e e e 145,329
BIfiEEsS Marketable SECUNMTIES . .. .o\ vttt ettt ettt e e e e e e e e e 0
an GOOAS TOr SNIPPING  « -« v o ettt ettt e e e e e e e e e e e 6,312
AT b B Promotional ProdUCTS . . . ..ottt et e e e e e e e e e =
(MENEESET) (TOtAl INVENTOMIES) -« . ottt ettt et e e e e e e e e e e e e e e e e e e e e e 6,312
RPCHE R Consumption taxes receivable . . .. .. .. ...ttt 37,006
BIhAER Prepaid @XPENSES . o ottt ettt e e e e e e e e =
TEE AQVANCES . . o v ettt et et e e e e e e e e =
REREERE DEferred taX @SSELS . . v v vt vttt et e e e e e e =
ZDAth Other CUIMENt @SSEES . . . .ottt it et e e e e e e e e 6,246
HEIEE Allowance for doubtful BCCOUNTS . . . .. v v vttt e et e e e e e e e e e e e e e e =
mENEESE Total Current ASSEtS . . ... ... .. ...ttt e 828,562
EE&E Fixed Assets
ERETEEE Tangible Fixed Assets
fELy)| ~ BUIIAINGS . . . . 4,307
CRUE{EXIRELER) (Accumulated depreciation) . . . .. ... vttt e e e (1,077)
/NET SUDTOTAl . . ottt e e e 3,230
TIEzREfRR Furniture, fixtures and €QUIPMENT . . . ...ttt ittt e e e e e e e e e 110,665
CRUMERIRETER) (Accumulated depreCiation) . . . ... .o vttt et e e e e e e e (4,487)
I\t SUDTOTAIL « .« o v o et et e e e e e e e e e e e e e e e e 96,178
EREEEESE Total Tangible Fixed ASSEtS . .. ... .. ... ...ttt et 99,408
BREEEEE Intangible Fixed Assets
VIhoT) SOIWANE . o ettt e 2,097
AR TrademMarkS . . ..ottt e e e e e 3,299
EEEMAKE Telephone SUDSCHPLION FIBNTS . . . . oo\ ittt et e e e e e e e e e e e e e e e e e 288
BREEEEESE Total Intangible Fixed ASSets . ... ... .... ... ... ... iuien ittt 5,685
REZOMDEE Investments and Other Assets
BEBMEES INVESTMENT SECUNTIES . . o\ vt vttt ettt e e e e e e e e e e e e e e e e e =
RS Affiliated COMPANY SNAIES . . .« .ottt et e e e e e e e e -
RERRIILER Long-term prepaid EXPENSES - . . .« v v vttt e et e e e e e e e e e e =
TR R B DEfErred TaX @SSELS . . . v vttt ettt e e e e e e =
& -RAfE DEPOSItS @Nd GUAANTEES . . o . vttt et et et e e e e e e e e e e 60,270
RIEFEILE Investments in iNSUrance fUNd ... ... ..ttt et et et e =
ZDAth (14 T=Y PSP =
BREZOMOEESE Total Investments and Other ASSets . . ... ...................oouuiimnmeeeaannnnnn. 60,270
EREESE Total FIXed ASSES . ... ... ...ttt ettt et e e e e e e e 165,364
BESH TOtal ASSEES . .. ... ..ttt 993,927
(&fEDEP) (Liabilities)
REAaE Current Liabilities
HilE ACCOUNTS PAYADIE . . oottt ettt e e 8,616
RihE ACCOUNES PAYADIE—O0TNEr . . .o\ttt ettt e 242,911
RILER UNPAIA BXPENSES .+« v et ettt e et et e e e e e e e e e 5,408
RIEANTEE INCOME taXES PAYADIE . . . oottt et et e e =
RUHERE Consumption tax payable .. ... ... ...t =
JEVY) & DEPOSITS rECEIVEA . . . o\ ittt ittt e e e e e e e e e e e e s =
RS |28 Stock subscription rights MoNies reCeiVEd . ... .. ...ttt ettt 2,600
ZDfth Other current labilitieSs . . .. ..ot ittt e et et e e e e 4,234
mEBESE Total Current Liabilities ... ...... ... ... .. . .. . . . . . 263,769
BfESEH Total Liabilities . . . . ... ... ... ...ttt e 263,769
(BEARDEP) (Shareholders’ Equity)
BAE Common Stock
BAXE COMMON STOCK . & ot et e et e e e e e e e e e e e e 762,500
EXFRE Capital Surplus
EREHE Additional paid-in CaPItal . .. ..ttt e 732,500
BAXRERESE Total capital SUIPIUS . . o oottt e e e e e e e e e e e e e 732,500
FlSBRE Retained Earnings
L ERR NS Kl 25 Unappropriated retained earnings (accumulated deficit) .. ..............ouueriennunenn.... (764,841)
MR RESET Total retain€d EarMINGES . . ..o vttt ettt ettt e e e e e e e e e e e (764,841)
B4 a5t Total Shareholders’ EQUItY . . . . .. ... ... oottt ettt ettt et e 730,158
BEEXSE Total Liabilities and Shareholders’ EqUIity . . ... ........... ... .. ..o emee .. 993,927

2004F7RICEREF R E LTHRABHAT 4 72 F/22004F12BIC3MASHRY NTSA T 7 A F U RERIBLF Uize DEE LTI, HA VNI —XH A REHD20045E95 1
SRHEIS (2004 F9 B HAsEAMTFEBLARR) £ TBIERIEE B O THIE T,
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2001598 # (55258)
Sept. 30, 2001 (2nd FY)

2002F9F # (5534A)
Sept. 30, 2002 (3rd FY)

2003498 H (55448)
Sept. 30, 2003 (4th FY)

20045 9B HA (35588 B 1K)
Sept. 30, 2004 (5th FY: Parent)

(FF /Thousands of yen)
200449 B HA (5550 & #E)

Sept. 30, 2004 (5th FY: Consolidated)

116,308 468,395 1,020,204 2,469,429 2,541,865
132,524 327,872 324,887 628,638 628,638
150,030 0 = = =
0 817 27,187 41,524 =

978 1,423 805 2,189 =
978 2,240 27,992 43,713 43,713
1,744 2,702 5,833 22,525 -
26 19,864 125 - =

- 75,943 65,947 15,158 15,158

367 7,466 4,232 9,462 33,957

- (3,331) - (262) (262)
401,980 901,154 1,449,223 3,188,665 3,263,071
1,637 3,247 14,496 37,695 40,025
(898) (1,667) (6,686) (3,114) (3,173)
738 1,580 7,809 34,580 36,852
107,537 66,351 95,208 208,513 210,354
(36,073) (25,902) (44.657) (57,652) (57,731)
71,463 40,448 50,551 150,860 152,622
72,202 42,028 58,360 185,441 189,474
1,844 10,926 13,326 60,863 =

0 0 0 0 =

301 471 471 471 =
2,235 11,397 13,797 61,334 62,541

= = 9,600 86,880 86,880

- - - 100,000 =

- - - 12,460 =

- - - 13,752 13,752
47,394 21,204 56,778 90,439 =
= = 26,608 56,705 =

- - - 3,648 173,312
47,394 21,204 92,986 363,886 273,945
121,832 74,630 165,145 610,662 525,961
523,813 975,785 1,614,368 3,799,328 3,789,033
369 203,809 378,219 666,616 666,616
77,870 88,890 129,136 208,295 209,129
9,660 7.165 2619 9,742 =
950 935 950 2,289 2,319
4,880 16,986 13,811 28,058 =
6,383 3876 4,124 7,602 =
2,557 2,557 2,557 862 -
581 2,978 714 12 46,323
103,253 327,199 532,133 923,479 924,388
103,253 327,199 532,133 923,479 924,388
762,500 470,000 539,730 1,112,434 1,112,434
732,500 732,500 248,315 971,255 -
732,500 732,500 248,315 971,255 971,255
(1,074,440) (553,914) 294,189 792,158 -
(1,074,440) (553,914) 294,189 792,158 780,954
420,559 648,585 1,082,235 2,875,849 2,864,644
523,813 975,785 1,614,368 3,799,328 3,789,033

In July 2004, the Company established consolidated subsidiary Median, Ltd. and netprice finance, Itd. in December 2004. Accordingly, results for the period ended September 30,

2004 and quarterly figures from the fourth quarter of the September 2004 fiscal year in this investors’ guide are all shown on a consolidated basis.
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#HmEtHE CONSOLIDATED STATEMENTS OF INCOME

BREHRY TS 2BLVOZDEEFSH  netprice, Itd. and Consolidated Subsidiary

9H30BICHKT LEREHFE

For the year ended September 30

2000F9F #A (551H8)
Sept. 30, 2000 (1st FY)
GES Net Sales . ........... it 287,934
o b IR Cost of sales
HE B mES Product inventory, start of PEriOd . . ... ...ttt e 0
LEERTAS PUICNESES .« ottt e e e e e e e e 75,463
/Nt SUBLOTAL « o ot et et e e 75,463
ABREmE S Product inventory, end of PEIOd . ... ..ottt e 6,312
ait Total . 76,740
ballat il Gross Profit ... ... ... ... . 211,193
BRERU—REEE Selling, General and Administrative EXpenses . ..................couuieneeineannna.. 964,072
SRS Operating INCoOme (LOSS) . . .. ...\ttt e e e e e e (752,878)
EENNS Non-operating Income
TEARIR INEErEST INCOME . o v v ottt et e e e e e e e e e e e e e e e e e e e e 139
TELFHE COMMISSION INCOME . . .\t ottt et e e e e e e e e e e e e e e e e e e e e e e e e i e 0
kS| ZIER AL Gains on reversal of stock subSCrption HENS . .. oottt e e =
HEUIA MiSCEIIANEOUS INCOME . . . ottt et et e e e e e e e e e e e e e e e e 0
Bar L 1(c) 2= 140
EXNER Non-operating Expenses
TIFR INTEIEST EXPENSES . . o v ottt et e e e e e e e e e e e 1,437
MkFETE NEW ISSUANCE EXPENSES . . . oot ii it ettt ettt e ettt e e e e e e e et 7,209
MK MiISCEIIANEOUS I0SSES . . . ottt ettt et e e e e e e e e 3,456
=1 0o 7= 1 12,103
BEMNE Recurting Profit (LOSS) . . . .. ..ottt e et e e e (764,841)
4RI Fll Extraordinary Gains
EEEERA T Gains on sale of fiXed @SSELS . ... ...ttt et =
BEHER Gains 0N sale Of DUSINESS . . oottt et ettt e e =
=H L 1(o) 7= =
YERliESR Extraordinary Losses
EE BEPRAE Losses on disposal of fiXed @SSETS .. ...ttt it =
edin={z] TraNSTEr EXPENSES . . .« v vttt e et e e e e e e e e e =
Z D1t (01T -
=H L 1(o) 7= =
5| A 24 AR Fl 8 Income Before INCOME TAXES . ... ... i ittt ittt et et et (764,841)
EAR - ERR - BER INCOME TAXES -« o v ottt e et e e e e e e e e e e e e e e e e e =
BN AR DETEITEA TAXES « v v v ettt e et e e e e e e e e e e e e =
=H L 1(o) 7= =
ELEfad Net INCOME (LOSS) . .. ...ttt ettt e et et e e e e e e (764,841)
BUHBRR BRI 25 Retained earnings brought forward . . .. ......... ittt e e et =
B[ KD RIEFHE Transfer from capital surplus due to decrease in capital . ..............oouuierieneennn.. =
LERR NS F) 2k Unappropriated retained arnings . ... .. ...ttt e (764,841)

2004F7RICERBFEHE L THRAESHAT 4 7, F/22004F12BICIIHREHARY N TSART7A TV REBZTHLE Ufco DEZL T A UNRRY—XF A REFD2004FE9H H
i3 (2004 F9 B HISEAMFHR LURE) £ TEERBELOTHIE T,

In July 2004, the Company established consolidated subsidiary Median, Ltd. and netprice finance, Itd. in December 2004. Accordingly, results for the period ended September 30,
2004 and quarterly figures from the fourth quarter of the September 2004 fiscal year in this investors’ guide are all shown on a consolidated basis.
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200159 # (55248)
Sept. 30, 2001 (2nd FY)

2002F9F # (5534A)
Sept. 30, 2002 (3rd FY)

2003498 H (55448)
Sept. 30, 2003 (4th FY)

20045 9B HA (35588 B 1K)
Sept. 30, 2004 (5th FY: Parent)

(FF /Thousands of yen)

200449 B A (5587 : &%)
Sept. 30, 2004 (5th FY: Consolidated)

1,207,830 1,620,636 4,336,462 7,249,489 7,249,489
6,312 0 817 27,187 -
61,838 773,886 2,644,639 4,384,894 -
68,150 773,886 2,645,456 4,412,082 -

0 817 27,187 41,524 -
212,700 794,697 2,618,268 4,370,558 4,370,558
995,129 825,938 1,718,193 2,878,931 2,878,931
1,298,454 719,843 1,415,818 2,304,369 2,315,556
(303,324) 106,094 302,374 574,561 563,374
729 69 6 165 165

0 - 1,520 704 704

- - - 210 210

661 1,012 2,784 4,135 4,147
1,391 1,082 4,310 5,216 5,228
249 - 646 19,852 19,852

- 416 901 1,241 1,241

249 416 1,548 21,094 21,094
(302,182) 106,760 305,137 558,683 547,508
97 - - - -

- 51,562 - - -

97 51,562 - - -

5,045 - - 11,777 11,777

- 5,290 - 9,611 9,611

717 - - - -
5,763 5,290 - 21,388 21,388
(307,848) 153,032 305,137 537,294 526,120
1,749 950 951 2,290 2,320

- (75,943) 9,996 37,035 37,035

1,749 (74,993) 10,947 39,325 39,355
(309,598) 228,026 294,189 497,969 486,764
(764,841) (1,074,440) - 294,189 294,189
- 292,500 - - -
(1,074,440) (553,914) 294,189 792,158 780,954
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Frwva1-70—§HE CONSOLIDATED STATEMENTS OF CASH FLOWS

BRI R Y T RABLVZDEREF R
9H30BICHKT LEREHFE

netprice, Itd. and Consolidated Subsidiary
For the year ended September 30

20034F9F HA (55440)
Sept. 30, 2003 (4th FY)

(FM /Thousands of yen)

200459 # (58548)
Sept. 30, 2004 (5th FY)

EXEHICEDFyYyva1-70—

Operating Cash Flow

#5055 = HRAE R i Income before income taxes 305,137 526,120
RTERE Depreciation and amortization 26,507 29,479
IS EEEARN NI Increase (decrease) in allowance for doubtful accounts (3,331) 262
FTRFABRUOTNEREE Interest and dividend income (6) (165)
kFESTER New issuance expenses 646 19,852
B EERIIE Losses on disposal of fixed assets - 11,777
kS| ZIER AL Gains on reversal of stock subscription rights - (210)
T EEEDR A EE Decrease in accounts receivable 2,984 303,751
HRENE E DI 88 Decrease in inventories (25,752) (15,720)
EABEFEDIENNEE Decrease in accounts payable 174,409 288,396
RILEDIBIMNEE Increase in payables—other 39,281 60,738
RIEERE DR ER Decrease in consumption taxes payable (3,175) (14,246)
Z D1t Other, net 13,281 (13,209)
N5t Subtotal 529,984 617,818
MERVEEEDZENE Interest and dividends received 6 155
EAEDZILER Income taxes paid (936) (950)
(BEAED Operating cash flow 529,053 617,023
BEREICEDFrya1-70— Investing Cash Flow
BREEEEEDIEZ Payments for purchase of tangible fixed assets (38,940) (156,851)
ERETEEEDIE Payments for purchase of intangible fixed assets (5,334) (45,019)
KEBIMEHDES Payments for purchase of investment securities (9,600) (77,280)
HE - RIEEOZIACN Payments of deposits and guarantees (35,574) (82,410)
HE - RIAZDREICKDINA Proceeds from return of deposits and guarantees = 30,824
RIFFEILEDZIAL Payments for investments in insurance fund (26,608) (30,096)
BYICEDEH Loans receivable - (15,500)
EOEYICKJIRA Proceeds from collection of loans receivable - 6,665
(‘EEFED Investing cash flow (116,057) (369,668)
BFEEESICEDIFry>a1-T70— Financing Cash Flow
HADETICEDINA Proceeds from issuance of shares 138,813 1,274,306
(BrEED Financing cash flow 138,813 1,274,306
RE - RBEREYDIEREE Net increase in cash and cash equivalents 551,809 1,521,660
HE%RS Cash and cash equivalents at beginning of year 468,395 1,020,204
RS Cash and cash equivalents at end of year 1,020,204 2,541,865

Frya1-TJO-EEFEANSHRLTEVET,
Cash flow statements have been prepared since the fourth fiscal year.
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fHiGEI#1= ORGANIZATIONAL CHART AND MANAGEMENT

20044128K1R7E As of December 31, 2004

RIS 0DEK DIRECTORS, OFFICERS AND EMPLOYEES

Lo ES
General
Shareholders’
Meeting

BB/
Board of Auditors

BREEIIL-T
Sales Group

Y TVRIAUR
Shop Management

MD (/XA +7—)
Merchandisers
(Buyers)

N=TTAT
Marketing

THA
TVIATAT
Design Creative

2004F128 7K As of December 31, 2004

BEBREIN-T
Business
Development
Group

R B R
New Business
Development

IR AT 1 7HEE
New Media
Development

PR
Board of Directors

HREY—=)L—
>avin—-7
Customer
Relations Group

#AXL—23>
> b~a-—Jb
Operational

Control

TNT LA b

Vi
Fulfillment
(Distribution)

NREZT—HR=k
Customer Support

#HE
President
BITRESR #HRE
Board of Office of the
Executives President
Yyyi—vay B Fait
IN—=7 Management Subsidiaries
| H N —
Solutions Group eadquarters BRI AT (T
Median, Ltd.
3 — J EL=
"o BE BRI £ TS
A e Accounting ART7 /(_T/Z
netprice
finance, Itd.
DR T LR i35
Systems ! ;
Development AT HEERE
Investees
C o— s s Hi‘t H=1—
25 LER wH AF el ey
Systems General Affairs & News Service
Operation Personnel Center Co., Ltd.

J—ALHMAFH
COOCOM Co., Ltd.

W5 SRH BEt13))

W EEEM &ita58)

W/ — 12011 &

HRFEEE 10(5) &

FEITE 5(2)&

kL W B RIfE (&Eta8®)

N . Lo

(incl. 71 on a contracted/ BIfE-THA 9(19)&
part-time basis)

AR5EEIE HEt338))

EnEl 4(1)&

N2 —HR—b 7(21)&

0 EI2ERPY BEt13R)

F&it aEt6R)

Managers and Directors (13)
Sales Division (45)
Buyers 12 (11)
Sales Planning 10 (5)
Business Planning 5(2)
Development & Production (48)
Technology 12 (8)
Production & Design 9 (19)
Sales Management (33)
Operations Management 4 (1)
Customer Support 7 (21)
Administrative Division (13)

Subsidiaries

(6)
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#*{fi15¥R/#4V15¥k SHARE INFORMATION

(FF/Thousand yen)
2,000

1,600

1,200

LTy

H¥S(F# 50,000

Volume (Thousand shares)

40,000
30,000
20,000
I I 10,000
07,/2004 08/2004 09/2004 10/2004 11/2004 12/2004 01/2005 02/2005 03/2005 0
LHF20045E7H8HICRIA VY — X EBLE LT,
20044F9RIZ. %RADE (L3R E1T O THWE T, ZDIcH. LEDHEIIHE A EE U BEEDOHMELETZHL THUET,
netprice listed on the Tokyo Stock Exchange’s Mothers market on July 8, 2004
A 3-for-1 stock split was conducted in September 2004
Accordingly, the above figures are shown after being adjusted to take into account the stock split.
A E (LE103) Major Shareholders (Top 10)
ER Shareholder R (H) Eﬁ?}a&ﬁj_:l:%(%)
No. of shares held (shares)  Voting rights (%)
M1 A/N—IT—T >~ Cyber Agent, Ltd. 18,280 53.4
ik HER Teruhide Sato 7,188 21.0
VI NN D-A 25—y~ Softbank Internet
TO/AT—T7 2 R25 Technology Fund No. 2 1,652 4.8
VI NN 425 =3y~ Softbank Internet
TU /A —-TJ 72 R35 Technology Fund No. 3 398 1.2
U NToA ZAREERF%S  netprice Employees’ Shareholding Association 250 0.7
=HMEMA= T Mitsui & Co., Ltd. 200 0.6
AT FF v EY KA S Mizuho Capital Co., Ltd. 160 0.5
HI FEE (RS Mizuho Securities Co., Ltd. 133 0.4
XIFE Arata Nagatsuka 100 0.3
He f@an Yusuke Hidaka 100 0.3

NETPRICE INVESTORS’ GUIDE 2005



Z=1i#1E CORPORATE DATA

200449H30HE%E As of September 30, 2004

ad] Company
BRIV N TSR netprice, Itd.
A1t PR7EH Head Office Address
T150-0013 17th Floor, Ebisu Business Tower
RRENEBXELEF1TEH19FE 195 1-19-19, Ebisu, Shibuya-ku,
BLEFEED AR YT 17 Tokyo 150-0013
PN 0 Osaka Office
T542-0083 8th Floor, Higashi-Shinsaibashi Building
RIRFARERHAHARXERELHFELT B5%E9S 1-5-9, Higashi-Shinsaibashi, Chuo-ku, Osaka-shi,
ROEBEILSKE Osaka 542-0083
A Established
1999118 November 1999
H—EXRK Start of Service
2000F1H January 2000
EEEH No. of Employees
128% (B¥IHE - 7ILINA b ZED) 128 (Incl. contract employees and part-timers)
BEXE Capital
11181,2435H ¥1,112,434 thousand
SUDNRTTIHADEE No. of Authorized Shares
51,680%%k 51,680
RITEHIDEE No. of Issued Shares
34,2561 34,256
HEH No. of Shareholders
3,107 3,107
i3 EnE Stock Exchange Listing
RiEvF—X Tokyo Stock Exchange, Mothers market
SEFI—F Stock Code
3328 3328
ZREBRNREA Transfer Agent
RRHATRHERAOA—TBH4EIS UFJ Trust Bank Limited
UFJ(EEEERRIT MR =4t 1-4-3, Marunouchi, Chiyoda-ku, Tokyo
BE=4 Affiliated Companies
KA T AT Median, Ltd.
TV SoHEENAINA =2y b & (Planning and development linking the mobile Internet
BEE) S B /- bl - FF) with TV and radio)
BREHRY N TSARTT7A 2R netprice finance, Itd.
(E@MY—EX) (Financial services)

HdDizE, A5oof#EFIEL 0,

‘ .

HOJOIRA New Corporate Logo
MR Y N TS 2. 2005F6B1BELY. FLLOd On June 1, 2005, netprice will unveil a new logo and corpo-
Y—ORUOOA—RL— A YE—%BIFET, rate message. Since its establishment, netprice has striven
UHABIEBR L CELI a3V EYIDRELS - FEO to bring fun and excitement to the shopping experience.
SIDAE. ZLCRELELTDOSEDELRDIREEZEF—T& The new logo and corporate message embody this spirit as
LiO0dv—2o&AYytE—ITY, well as netprice’s drive to grow further as a company.
BOEDIFE, AT O1EDIFEL, Shopping—What could be more fun?
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(V) netprice

R e i R R i L]

SEAWEbEE Contact Information
IRICEIT 2PB GBS FEEDERFETHEELY | Visit our website for the latest IR information at
BLEY, www.nhetprice.co.jp/ir

Fio. BHDIRICEE T D RMIEMIT
www.netprice.co.jp/ir TH ZEIAITE 9, For inquiries concerning investor relations:

¥Ry P TSI IR Team

HEE IRF—LA Office of the President

= 03-5739-3355 LT, i

jf P g Tel:  03-5739-3355
777 A D99139:9502 Fax: 03-5739-3802

Set ir@netprice.co.jp E-mail: ir@netprice.co.jp

Printed in Japan



