E7) T &R
(#KClear EEaXREFHF{XCEO)



clear

Clear Inc.

NEREm®R £EE



[ RFlCHDBNZ(ME] Zz8IHL.
HBXRBETANEZENICT S,

H B H - R ED
£ HH :1986F2H28H

2013F 2B Icir et Clearz %3, HRBEOY 7 X7 U7
>avaAv—REZRE, HEREBEZA =V IN—0DRIEZEZRT,
2014F (CHAXBA T4 7 [SAKETIMES| #0—>F, 2018
FTRICER=/IEEmEZEINL, BREZ7 7 F

[SAKELI00(U /"> KLy R)] #XRZ—F, INEFTRY
Fr—FyERILEDIO I ERAOERREZEN, IPO%ZRIE
Z. SAKELI00m 7' B —/NILER % BT,

Clear Inc. XFE % CEO
HBa =
5 REE s8Rl E, [Forbes Japan] ICTHHEZEFKS & it 'SAKEA

INETHRELOBEBEIE300L 2B R . BRAC$81RI33,000

I/ N—X—E LTEH, ABRVCERT > oBH#E & LTHEE
SNDGE EFROBE-AFLLTHLEHIND,






HZBDOREEE ICHREL L .
AHMOMIZEY)Y) #h<




HOW ?



SAKE100

Luxury Sake Brand
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Media Coverage
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Appendix

Market Opportunity

EAATE XS, SfEEFENDHEE

(FKL /&)

80 -

40 -

HAH, BEAHNT IV —EERTHERENS.,
BN ILOFERTHRER, BMHEL Y BEMAMRRLTE Y. SEMERICHRERES,



Appendix

Market Opportunity

729227V —-7 7 FhigORE

245 244

161 159 |
150 127 D)
45 "0
128

122 122 120

17-18EYoY

o
)

Personal Y4
Luxury Goods
Out-of-home
% Luxury Experiences
Sy

Luxury Toys

7 At-home Luxury
Experiences

'17-'18 YoY growth @K (%)

'10-'17 CAGR (%)



Appendix

Market Opportunity

e
S
(-
T
—
b |

RN L EREE

fiqure 5. Global Number of Individualsﬁper Wealth Band (2017) and Growth (2016-2017)

Figure 1. HNWI Population, 2010-2017 (by Region)
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