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What is our Culture Book?

WOVN exists to transform society and create markets through
its mission of creating a world where all people can access
all data in their native language. Everyone who is a WOVN
employee shares this great ambition and has chosen to embark
on the same journey.

WOVN has established very strict hiring criteria because
we believe that to realize this mission, we must have highly
motivated and very talented colleagues. You might not realize it
as you successfully made it through the recruitment process,
but WOVN's acceptance rate is actually only around 1%. |
feel that many people at WOVN are talented, hardworking,
and respectful of others, and also have a burning passion
within them.

However, the mission cannot be accomplished through
recruitment alone. Our diverse and multi-talented members
must work together to maximize our strength as an organization
and produce results. If we are to accomplish our grand mission,
disparate thinking and an under-focusing of effort are not things
that we can afford. Everyone must have a common vision, a
shared way of thinking in their daily actions, and a common set
of values. These shared values are an important part of WOVN's
culture and make WOVN what it is.

What happens when there are no shared values? Suppose
there is a company of 100 people who aspire to become the

best car manufacturer. Without common values, the definition
of “best car manufacturer” is vague and people may become
divided into two groups of those who want to mass produce
cars and those who want to make fast cars.

Then some engineers might create a mechanical manufacturing
line for mass production, while other engineers might refine the
features by hand to create the fastest car in the world. It is even
possible that some people will try to make commercials with
broad appeal and others will undertake PR activities for a very
small group of enthusiasts. If each person acts under disparate
values, team strength will be halved in this way.

In this scenario, for example, if the company operated under the
shared value of “for the good of society,” then everyone would
aim for the mass production of cars. The development team
would build an efficient production line rather than focusing on
artisanal manual labor, and the sales team would create a large
sales network. That's because they dovetail with the shared
value of “for the good of society.”

We have created this Culture Book to help us once again
recognize our shared values in order to accomplish our grand
mission. In daily work, there are always times when you are not
sure whether to go right or left. This goes for me, too. At such
times, | hope that you will come back to this book and read it.
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Create a world where all people can access
all data in their native language
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Internet space hosts vast amounts of data. 41 ZB
(zettabytes) of new data were created in 2019, 59 ZB in
2020, and 74 ZB in 2021, and that number is growing
by the day. Expressed in more familiar units, 1 ZB equals
1 trillion GB. This is obviously a volume that a human
being could not read in a lifetime. The Internet emerged
in the 1970s and fostered the idea that openness and
universal equality are desirable, and generated so
much data.

However, if you only speak Japanese, you only have
access to 3% of this information. There is perhaps
no greater lost opportunity than this. Because of the
language barrier, the Internet has not yet fully achieved
openness.

Nowadays, the Internet has become an infrastructure
and is an entity similar to water, electricity, and trains.
And if it is indeed infrastructure, it must be equally
available to all. Just as it would be unacceptable for
people to have no access to the water supply or only
partial access to electricity just because they do not
understand Japanese, users of any language must be
able to use the Internet equally.

In short, what we want to do is create a truly open and
equal society by helping people, regardless of the
language they speak, to access all data on the planet
and overcome the challenges of language disparity.
This is why we are here, and it is our mission. Through
this mission, WOVN exists to achieve social change.

Mission
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Localize the web and become a global
actor behind the scenes.
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We are tackling the challenge to localize the Internet
and make the Internet, in a real sense, an infrastructure
open to all.

There are actually still very few IT products originating
in Japan that have become part of global infrastructure.
Japan is a unique market in terms of laws, culture,
business customs, and language, and it is difficult to
deploy a model that is successful in Japan without
modification in other countries, especially when it
comes to B2B SaaS.

However, in terms of Localization of the Internet, it is
this unique market that forms a strength. Because it is a
unique market, Localization and globalization are both
social challenges, and thus in Japan there are many
needs and large budgets for Localization.

Furthermore, given that the Localization of the Internet
is in itself a new concept, it is not yet bounded by laws
or business practices. This means that it is possible for

us to lead this new market, and define what constitutes
best practice.
It is this advantageous position that we now leverage in
our daily work.

Going forward, we want to become a company whose
products work behind the scenes to enable people to
enjoy the Internet in their native language despite the
fact that almost no one in the world has heard the name
WOVN. Our purpose is to be the stagehands working
in the background to support a world in which people
around the globe can access data in their most familiar
language.

This is the background to our vision of becoming a
global actor that works behind the scenes to localize
the Internet.

Vision
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Carrying on, let us take a look at values. Up until 2021,
WOVN focused on three values. We have decided to
add two important ways of thinking that we would like to
incorporate from 2022, bringing the values to five.

It is not enough to have only one of these values.
The greatest impact can only be brought about by
embodying all of the values and incorporating them into
our daily actions.

Values are the basis of our daily work. It is important
to make decisions based on values when undertaking
important project design or when unsure about which
way to go in a phase of work. Keep these values in
mind every day so that you can act on them.

Values
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Vital Work

The word “Vital” means essential to life or extremely important, among
other things.

We chose the value of “Vital Work” because we believe that in a start-
up company, you need to be able to identify what is vitally important in
daily work.

We are taking on the challenge of creating a new, global IT infrastructure
to Localize Internet space.

To achieve this, we must create new value in a market that no one
has yet stepped into. There are no rules or laws made by forebearers,
so we must be the ones to make them. We are in a very chaotic and
uncertain place.

In such a place, the ability to identify what really matters is important.
We must determine what is necessary now to realize our mission,
and then push forward toward it. If we forget that, our daily tasks will
consume all of our time and we will never be able to do what we really
want to do.

Sometimes we receive advice from people around us telling us what we
should do and what a normal company would do. If we wanted to be
a normal company, all we would need to do is work on following each
piece of advice. However, our goal is to be a global player behind the
scenes. We are trying to create a new market. We must deliver high
value to our customers as quickly as possible.

Against a backdrop of uncertainty, | hope that you will continue to focus
on vital work by carefully identifying and prioritizing what we need now
in order to realize our mission.
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Go Beyond

In Vital Work, | talked about the approach of identifying what really
matters.

On the other hand, we cannot become a global behind-the-scenes
company by simply working hard on the important work we have
chosen to do in the normal way. Let's keep going, push the boundaries,
and take one step further in focusing on the result, setting ambitious
goals, seeing things through, and seeking even higher quality. Let's
get past the scope of what we feel able to commit to, break out of our
shells, and take on the challenge of achieving moonshot goals. We
must take this approach in all our work and in all situations.

On the other hand, however, the reality of start-up companies is that
even though they may be challenging themselves to achieve grand
goals, their everyday work is actually quite run-of-the-mill. We cannot
deliver value to our customers unless we are prepared to see the low-
key, low profile work through. And that leads to speedy repetition of
many hypothesis verifications.

In a situation with a lot of uncertainty, simply discussing things in theory
will not result in any progress. It is important to take action. This does
not mean just acting in the dark and with any idea that comes to you.
We must establish goals and come up with hypotheses, and then
take action on them while at the same time going through the cycle of
analyzing and verifying the causes of any problems that may arise.

Failure is an inevitable part of taking on challenges in this way. So let us
challenge ourselves without fear of failure, and welcome learning from
our mistakes. And a speedy hypothesis verification cycle is essential
when it comes to learning from failures.

By speedily repeating the cycle of hypothesis verification, we can take
on many challenges, learn from them and grow, and link them to our
actions going forward. | believe that Go Beyond is about breaking out
of our shell and taking a step forward through hypothesis verification.
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Boost the Team

In a company like WOVN where the goal is to realize a grand mission,
there is actually very little a person can do by themselves.
Furthermore, we are an in-house product company. We make the
products we sell ourselves, and provide them to our customers. Things
do not end when we deliver a product; we have to learn from it and link
it to future developments. What this means is that everyone is expected
to work together to improve products while leveraging their own
expertise.

An attitude of mutual respect is important when it comes to members
with different professions and specialties to work together.

Respecting and trusting the people you work with makes it possible to
maximize each other's performance. On the other hand, you yourself
should try to complete your daily work so that you can earn the trust
and respect of others.

It is only when we ensure total mutual respect that we become able
to provide better products and services to our customers. What is
required is an approach where rather than prioritizing our personal
need for approval and our own interests, we have a deep-seated desire
to see the team succeed, we support its growth, and we feel happiness
in our hearts at the results achieved by our colleagues. It is important to
take responsibility in our actions, be proactive, and to support the team.

Take an interest in the success of those beside you and your team, and
try to work in a way that can boost your team's success.
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Sync our Thinking

WOVN has grown into an organization with over 100 people. Our
members come from more than 25 countries and regions, with
backgrounds ranging from development to planning, marketing,
services, localization, corporate, and more.

When people from different professions, cultures, and experiences work
together, there will be moments when they do not agree with another
person's opinion. But is this because of the other party's ability?

At WOVN, where we set strict hiring criteria and bring people together
to pursue a grand mission together, another person's ability can never
be a factor when work is not going well.

In many cases, regardless of the other person's position, title, or
experience, the reason this happens is not due to a lack of competence
on the part of the other person, but because information was not
“synced” properly.

Be open with all information and always give the background
information when expressing an opinion. If you have any concerns, tell
the person next to you immediately and provide detailed feedback. Be
interested in what other teams have to say, and seek information from
them yourself.

As a result of syncing the purpose and background of why you feel
the way you do and what you want to do, mutual understanding and
mutual respect will follow. If many people have the same basis on
which to make decisions, this enables work to be done faster and value
provided to customers more quickly.

You should be open with information, talk about your background, and
sync your thinking with others.
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Customer Centricity

Up to now, | have talked about values, but we have not examined what
these values are for; they are there to help us realize our mission and to
deliver value to our customers as quickly as possible.

To deliver maximum value to the customer, we need to start with what
is ideal for the customer.

What | mean is that we must think carefully about what our customers
truly want, and then envision what is ideal for them.

What | am not trying to say is that we should be at the beck and call
of our customers. We are a company that is taking on the challenge of
creating a new market, so rather than the customers themselves, it is
we who know what they really want.

In the past, a company called Ford developed a car for people who
rode horses. At that time, cars were still a luxury item for a few rich
people, and horses and carriages were the main means of long-distance
transportation in daily life. If you asked a customer in those days what
they wanted, they would have said, “a horse that runs faster.” However,
after thoroughly considering what the ideal would be for the customer,
Ford realized that what customers really wanted was a car that was
inexpensive and easily available for many people, which led to Ford's
innovation of mass production of cars.

Thus, companies that have in the past innovated and created new
markets have always started with what would be ideal for the customer,
gained a high-resolution understanding of their customers, envisioned a
future that their customers could not yet see, and transformed society.

In the same way, as we aim to be a global company that quietly provides
support in the background, we must also always ensure we have a
high-resolution understanding of our customers and start everything we
do from the perspective of what is ideal for them.
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Products that create the future of localization
and are always best practice

As a market leader, the products that WOVN creates must
meet customer demands while at the same time leading
customers and creating the future of localization.

We aim to create products of a standard that, when people
around the world are localizing their products and service,
presents WOVN as the right choice.
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Two types of functions are needed: future-oriented functions
that WOVN defines as new values, and present-oriented
functions that resolve issues that have been identified

and are much needed by customers.
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Things for which customer needs
do not yet exist, but WOVN has
determined are necessary

Customers do not know everything they want.
As the market leader, WOVN must illustrate the
future of localization and lead its customers
going forward. Creating value through these
features and delivering it to customers will
ensure that using WOVN is always best practice.

BE=—X
Customer needs

[ 2]

ZLOBEE=—XDHD.
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Things that
many customers need and
are highly common

WOVN products should be able to provide
solutions for and fulfill many customer needs.
Requirements vary for each customer, but it is
important to find commonality and recurrences
among them and refine products so that they
can be used by many customers.
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Things that some customers say
they want, but not many
customers need

WOVN is a SaaS. Therefore, fundamentally, we
do not undertake special development for only a
small subset of customers whose needs are not
shared with other customers.
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Easiest to integrate, and provides nice
and localization through simple integration

In terms of how to implement these functions,
| think it is necessary to present our products
as having many functions but being easy for
anyone to use rather than as products that have
many functions but are difficult to get to grips
with.

We launched WOVN in 2014 with the tagline
“welcome the world in one line of code,” and at
the time, | was really focused on the “one line”
part. | was conscious of making it feel and look
as simple as possible.
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80% of people can use it effortlessly and intuitively,
20% can take advantage of powerful advanced settings

Taking the example of a familiar product, the
iPhone can be used intuitively by anyone, but it
can also be used with advanced and amazing
settings from deep within the settings screen.
Excel is also easy for many people to use as
a spreadsheet, but it can also be used for
advanced automation of complicated tasks with
macros and VBA.

So successful products in the world can be
thought of as having in common the ability to

do many advanced things, but at the same
time having characteristics that make it easy for
anyone to start using them.

In other words, we want to create a product
that 80% of people can use intuitively without
thinking, while the remaining 20% can take
advantage of powerful advanced settings.
| believe that the use of such a product will
become best practice.
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A EICEERL.
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A company that produces human resources
that grow with the organization and create markets
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Famous companies such as Toyota, Nintendo, Apple
and Coca-Cola were all originally start-ups created by a
few people. In the process of transforming themselves
from a start-up company to a global corporation, they
created new value in markets that no one had yet
stepped into. In a “chaotic” situation with no rules or
laws made by their predecessors and with no idea what
the right answers were, they discovered them and put
their all into making progress.

| think that the experience of creating a new market is
very exciting. It entails the fun of being able to change
society through our own power, and working hard every
day on this offers us the opportunity to grow immensely
as people. And as things stand, WOVN is one of the few
companies that can do it.

However, just being in this position does not mean
we can experience the fun and growth. A company

Organization Policy

that is trying to create a new market will see its own
organization grow significantly on a daily basis. Those
who belong to the organization must keep growing so
as not to be left behind as the organization grows.

And to do this, we need to give our best in an extraordinary
way. We must practice the behaviors and actions
that are in our values on a daily basis, and engage in
friendly competition.

WOVN's organizational design policy is to create a
culture and structure that allows us to enjoy our daily
efforts for growth with the goal of creating a market
and becoming a global company that works behind
the scenes. We want to be a company that, as a result
of this, produces human resources that grow with the
organization and create markets.
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Postscript

The first Culture Book was published in 2020. This project
was launched in the summer of 2019, when we had just over
50 employees and were beginning to experience the growing
pains that come with gradual company expansion. Until just
before this, management communicated with all employees on
a daily basis. | could see clearly what kind of work each person
was currently doing and whether their performance was good
or bad. However, once we exceeded 50 people, it became
physically difficult to do this. This in itself is not a bad thing, but
the need to communicate important and core ideas to the entire
company, and this led to the creation of the “Culture Book.”

Initially, we were planning to publish this book at the start of
FY2020. We were planning a big farewell party for Jeff (co-
founder) in March 2020 and were preparing to distribute it
there.

And it was just then that the COVID-19 pandemic began. We
were looking for a way to conduct the party, but we had to
forego it due to measures to halt the spread of infection being
enacted by the Tokyo Metropolitan Government, and so we
distributed the first Culture Book by mail over the course of
March and April 2020.

Over the next two years, people began to work from home
and society as a whole changed dramatically. Besides the
way we work, the market to which WOVN belongs and the
circumstances surrounding our customers have also changed
dramatically. In order to respond to these changes, we felt that
communication based on the existing culture was not sufficient,
so we decided to update the culture and add values, which led
to the re-publication of the Culture Book.

What you see here is the culture of WOVN at the beginning of
2022. WOVN is a start-up company, so it will continue to grow
quickly and things will continue to change at a rapid pace. To
accomplish our grand mission, we must not be afraid of change
and we must continue to challenge ourselves. Some of the
things that change include the culture described here.

| believe a third and a fourth Culture Book will be made in the
future. | would like to work with all of you again to create new
culture that we can incorporate.
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