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FY2024 3Q Financial Results Briefing
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BEENOS Group Mission
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BEENOS Groupʼs Mission
Creating the “Next Standard” that will increase the 
potential throughout the world through ambition 

and technology

Sold segment in
FY2024/Q2

Global 
Commerce

Making products 
throughout the world 
available to everyone

Helping Japanese 
artists with their 
global penetration 
and maximize profits

Entertainment

Incubation
Assist the growth 
of promising 
startups around 
the world

Other 
Businesses

Creating standard 
raising services

Value 
Cycle
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Group Summary

※Excluding Value Cycle

Consolidated

Market Value: 9.1 Bil JPY

GMV

- FY2023(Results)：99.9 Bil JPY 

- FY2024(Forecast)：107.0Bil JPY

Operating Income

・ Transferred shares of Value Cycle 
Segment. Deconsolidated in 2H FY2024.

・ GMV for Global Commerce expected 
to increase 18% YoY to 83 Bil in 
FY2024

・ Buyee maintains its pole position 
among domestic businesses with  
the 5,000 partnered sites

Book Value: 4.0 Bil JPY

・ Book value and market value increased due 
to depreciation of yen

・ Expected to sell investments to offset 
appraised losses

As of June 2024

- FY2023(Results)：3.5 Bil JPY

- FY2024 (Forecast)：4.10 Bil JPY

Midterm Goal:

Consolidated OP: 5 Bil JPY

FY2024 (Forecast): 2.1 Bil JPY

・ Reached midterm goal set in FY2021 of 
100 Bil JPY in GMV in FY2023. New 
operating income goal set in its place.

As of June 2024

Investments: 15 Domestic, 43 Int’l

E-Com
m

erce
Incubation



5

3Q Financial Results
APR 2024〜JUN 2024
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FY2024 3Q Highlights

Global Commerce contributed in GMV and OP growth
Sales decreased due to deconsolidation of Value Cycle

Consolidated

% 

% 

YoY

YoY

% 

% 

%

11.4% GMV growth due to strong performance in Global Commerce
Sales and OP decrease due to deconsolidation of Value Cycle and no sales of investments

% 26.8
4.2

0.75

+11.4
▲42.4
▲19.2

+11.226.6
4.1

1.12
▲37.9
+54.6

E-Commerce Business

GMV

Net Sales

Operating Income

GMV

Net Sales

Operating Income

Results

Results

Bil JPY

Bil JPY

Bil JPY

Bil JPY

Bil JPY

Bil JPY
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16,559 16,464 16,843 

20,821 21,309 21,917 
23,497 

2,779 3,145 
3,721 

4,785 3,189 
3,881 

3,153 

369 365 
207 

172 
213 

194 
181 

3,279 3,746 3,366 

4,491 
4,116 

4,151 

22,899 
23,590 24,069 

30,200 
28,770 

30,092 

26,807 

Global Commerce at the forefront of 11.4% YoY growth
29.5% YoY growth if Value Cycle is excluded

YoY +39.5％

YoY ▲15.3％
Decrease due to lack of 
notable events

Strong growth in GMV 
due to continued 
aggressive campaigns

YoY ▲12.6％

FY2023FY2020 FY2021 FY2022 FY2024

Other Businesses

Entertainment

Global Commerce

Value Cycle

Decrease due to 
withdrawal from a  service 
in the Travel Business

Consolidated

YoY +11.4％

（Unit: million JPY）

*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 

*The amounts represent the total of the merchandise of the Group companies. For businesses recording merchandise prices as sales, the GMV is the 
total amount of sales. For businesses recording only commissions as sales, the sum of merchandise and shipping charge are recorded as GMV.

Consolidated GMV
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3,002 2,964 2,928 3,192 3,380 3,557 3,849 

318 265 329 
542 330 362 

282 
262 554 758 

2,133 

0 2 
83 

189 221 155 

160 

173 160 
224 

3,311 
3,760 3,400 

4,558 

4,181 4,206 

6,975 

7,656 7,443 

10,433 

7,927 8,149 

4,290 

YoY +31.5％

YoY ▲14.4％

Global Commerce sales up 31.5% YoY
Decreased on a consolidated basis but up 6.1% YoY if Value Cycle is excluded

No sales of 
investments. 
Dividends received.

YoY +44.0%

Strong growth in sales 
due to continued 
aggressive campaigns

YoY ▲89.0％

Decrease due to lack of 
notable events

FY2023FY2020 FY2021 FY2022 FY2024

Other Businesses

Entertainment

Global Commerce

Value Cycle

Incubation

Consolidated

YoY ▲42.4%

Consolidated Net Sales

（Unit: million JPY）

*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 
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1,052 1,048 1,122 1,151 1,159 1,155 

758 

210 200 
239 198 188 165 

109 

1,133 
1,146 

1,260 

1,241 

1,241 1,209 

920 

353 393 

324 392 378 
350 

77 

2,750 2,788 

2,947 2,984 2,967 
2,880 

1,866 

39.4%
36.4%

39.6%

28.6%

37.4% 35.3%

43.5%

33.4%

31.7%

36.0%

29.0%
30.4% 28.8%

34.3%

QoQ ▲34.3％

QoQ ▲33.4％

QoQ ▲23.8％

QoQ ▲78.0％

QoQ ▲35.2％

Selling, General & Administrative Expenses (Ratio)

SG&A decreased due to deconsolidation of Value Cycle
but SG&A ratio increased due to Value Cycleʼs contribution to sales

FY2023FY2020 FY2021 FY2022 FY2024

SG&A

Variable Costs

Other Fixed Costs

Advertising + 
Promotions

Labor Costs

（SG&A Excluding Value Cycle）

（1,669）（1,735）

（1,794）（1,816）（1,815）（1,806）
（Unit: million JPY）

※ Bonuses and Provision for Bonuses are included in other fixed costs instead of labor costs on a quarterly basis to avoid sudden fluctuation in labor costs
※ Reclassification of the E-Commerce Business in FY2023 have been applied to FY2022 which subsequently affects the E-Commerce SG&A Ratio

SG&A Ratio (E-Commerce Business)SG&A Ratio

Labor Costs Advertising + Sales 
Promotion Expenses Other Fixed Costs Variable Costs
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995 908
730 871 818

1,158 1,129

209 527 718

1,517

△ 221
△ 23

58

△ 224△ 221△ 244△ 328
△ 264

△ 255△ 176

△ 216△ 241△ 274△ 226
△ 283

△ 256
△ 260

764

973 930

1,834

49

623 751 YoY +54.6％
Global Commerce 
was main contributor

No sales of 
investments. 
Dividends received.

YoY ▲19.2％

Revisions in costs led 
to decrease in losses

FY2023FY2020 FY2021 FY2022 FY2024

Other Businesses

E-Commerce

Incubation

Consolidated

Adjustments
(Corporate Costs)

Consolidated Operating Income

（Unit: million JPY）

*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 

E-commerce business increased YoY
Sale of investments recorded in Incubation last year
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1,021
947

847 846
976

1,100
1,199

△ 39 △ 86 △ 39

60

△ 39

4

△ 69

13
46

△ 77
△ 36

△ 117

53
995 

908 

730 
871 

818 

1,158 
1,129 

E-Commerce Business Operating Income (Segment Breakdown)

YoY +41.5％

Increased profitability in Global Commerce led to 54.6% YoY growth
39.8% YoY growth if Value Cycle is excluded

Increase in losses due 
to decrease in sales

Growth led by GMV 
expansion and 
optimization of 
campaigns

FY2023FY2020 FY2021 FY2022 FY2024

Entertainment

Global Commerce

Value Cycle

E-Commerce

YoY +54.6％

（Unit: million JPY）

*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 
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Sale of Value Cycle Segment (FY2024 Q2)

▶ Transfer price 2.9 billion yen. 800 million yen in extraordinary income to be booked*
▶ Profits expected to go to M&A that will help reach our midterm goal

▶ Signed share transfer agreement with AUCNET on 14 February
▶ Value Cycle businesses are part of the Group until the end of March (not 
included from 3Q results)
▶ Transfer completed at the end of April 
▶ Currently in discussion regarding price adjustments stipulated in the contract

Share Transfer of Defactostandard and JOYLAB

▶ We continue to handle reused items in Global Commerce and will cooperate with a 
wide range of partners in the industry through our platform

Share Transfer Price and Booking

Timeline

Future of Reuse Business

※ Final transfer price will be adjusted according to the share purchase agreement
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GMV and sales progressing well. OP is expected to reach forecast with 
sales of investment securities. Net income is left as is due to the recording 
adjustment of taxes from last yearʼs sale of investment securities.

Consolidated

0％ 25％ 50％ 75％ 100％

Progress
79.3% 108.0Bil

24.50Bil

2.10Bil
Progress
67.8%

85.6Bil

20.3Bil
Progress
83.1%

1.56Bil

Progress
108.0%

1.4Bil

1.68Bil

Forecast reflects the adjustments made in Q2

FY2024 Forecast Progress Update

GMV

Net Sales

Operating Income

Net Income attributable
to owners of parent
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Operating Income

0％ 25％ 50％ 75％ 100％

Progress 
79.4% 84.0Bil

4.12Bil

Operating Income ▲0.06Bil

10.2Bil

0％ 25％ 50％ 75％ 100％

15.4Bil

0.05Bil

Progress
79.5%

Progress
66.4%

66.7Bil

3.27Bil

GMV

GMV 8.26Bil

▲0.10Bil

▲1.1億円

Negative Earnings

⾚字

Progress
100%

Progress
100%

First half results only as Value Cycle is now deconsolidated

FY2024 Forecast Progress Update

Operating Income

GMV
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ob
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Unit: million JPY 2Q/FY2024
（Mar 2023）

3Q/FY2024
（Jun 2023） QoQ

Current Assets 24,139 25,839 1,700
Cash and Deposit 12,073 16,172 4,099
Account Receivable-trade 848 442 △406
Operational Investment 
Securities 3,854 4,014 159
Products 2,128 347 △1,781
Fixed Assets 5,361 4,565 △795
Tangible Assets 455 90 △364
Intangible Assets 339 240 △98
Investment etc. 3,109 3,043 △66
Current Liabilities 15,691 14,840 △850
Account Payables 27 76 48
Short-term Loans 4,250 3,050 △1,200
Current portion of long-
term loans payable 400 540 140
Fixed Liabilities 623 697 74
Long-term Loans 200 585 385
Total Assets 13,186 14,867 1,680
Treasury Stock △1,509 △1,478 31
Current Assets 29,500 30,405 904

Decrease due to sale of Value Cycle

Increase due to FX Fluctuation

Increase due to sale of Value Cycle

Consolidated Balance Sheet
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Business Highlights by Segment
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Global Commerce
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6,377 

7,716 

9,352 9,577 9,695 9,779 

11,470 
12,575 

13,654 13,471 
14,085 

17,906 18,111 
18,862 

20,382 

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q

FY2021 FY2022 FY2023 FY2024

15％ 14％

12％

13％

13％

12％ 12％

11％

12％

Buyee achieves record high with 44.7％ YoY growth

Major 
Campaign

10％

12％

15％

14％

FY2024

11％

10％
Ratio of Purchases by 

New Users

Buyee GMV Chart
（Shipment Base, Unit: Million JPY）

Main Global Commerce Service: Buyee

Increased 
Shipping 

Rates

Increased 
Shipping 

Rates

Decreased 
Shipping 
Rates to 

North 
America
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Increase in both GMV and profit QoQ due to the optimization of campaign efforts

- GMV continues strong YoY and QoQ growth
▶ Continue to aggressively carry out campaigns leading to strong YoY growth in GMV
▶ US sees over 50% YoY growth and Hong Kong had over 40% YoY growth
▶ Yen continues to depreciate making it easier for users to buy from Japan
▶ Service continues to expand through increase in shipping methods and opening of 

new warehouses

- Commenced service of golfware EC site Golfdo Online Shop（25APR）

- Significant increase in Operating Income
▶ Increase in GMV led to increase in profits
▶ OP improved due to the optimization of campaign efforts, including the 

distribution of coupons according to user attributes

- Delivery service ECMS Express increases service area to Malaysia and Australia（15MAY）

3Q Highlights

Notable Announcements

Main Global Commerce Service: Buyee
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15,428 15,190 15,690 

19,728 20,227 
20,842 

22,489 

2,737 2,688 2,663 2,930 3,133 3,299 3,607 

17.7%17.7%17.0%

14.9%15.5%15.8%16.0%

YoY +35.5％

QoQ +0.2pts

Improved QoQ Take Rate through controlled campaign content

FY2023FY2020 FY2021 FY2022 FY2024

GMV

Take Rate

Net Sales

YoY +43.3％

（Unit: million JPY）

(Buyee・tenso.com）From Japan GMV and Take Rate

Take Rate
(Sales÷GMV)
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Entertainment
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Entertainment

GMV decreased due to lack of notable events

- Pre-sales of merch for large events to take place in Q4 begins 
(will be recorded in Q4)

▶ Groobee users exceed 750k
▶ Improve efficiency by systemizing operations

- Commenced support of MASEKI GEINOSHA’s “MASEKI OFFICIAL GOODS SHOP” （12APR）

- Commenced support of singer “Arai Maju Official Store”（12APR）

- Groobee usage steadily increasing

- Favorite designs newly available for “Music Keyholders”

- A new "Music Keyholder" that allows you to carry your favorite music with you now features designs for fan 
acKviKes, and sales have begun through online loMery（1MAY）

3Q Highlights

Notable Announcements

Current Business
(Artist Merchandise 

Sales)

Entertainment 
EC Platform

Groobee

- GMV and sales decreased as few live events take 
place seasonally
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Other Businesses
（New Businesses）
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Losses decreased YoY and QoQ

▶ Other Businesses: Cross Border HR Business recorded profits which contributed to the 
reduction of losses

▶ Cross Border EC Support Business: Losses decreased due to increase in 
sales▶ Travel Business: Withdrew from one of its services

New Businesses：Development status

（Unit: million JPY）

Other Businesses

※The Other Business segment excludes costs from the Development sector

Other Businesses

Travel Business

Cross Border EC 
Support Business

▲ 116 ▲ 125 ▲ 116 ▲ 116

▲ 72

▲ 44

▲ 72
▲ 56 ▲ 58

▲ 46

▲ 59

▲ 69

▲ 44 ▲ 32

▲ 25

▲ 219

▲ 267

▲ 216
▲ 207

▲ 144

FY2023 3Q FY2023 4Q FY2024 1Q FY2024 2Q FY2024 3Q
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Supplemental Materials
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1. Midterm Goal

2. Capital Policy

Capital Policy

▶ 5 Bil JPY in Operating Income by FY2028
Will achieve through combination of growth of existing businesses, 
new endeavors and M&A

a. Investment Policy
▶Maintain ROE of 10% or more over the medium term

(Mid-term goals TBA)

b. Return Policy
▶ Progressive dividends 

(increase or maintain dividends without reducing them)
▶ Will conduct buybacks if stock price is drastically undervalued
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Grow E-Commerce Business to

5 Bil JPY
in Consolidated Operating Income

by FY2028
※Excluding Incubation Business
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Growth Outlook

Setting the Next Standard in 
Cross-Border E-Commerce by 
Shifting from C2C to B2B 
Markets
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1,169 1,188 841
1,698

3,048 3,205 3,505
4,106

737 788 1,402

2,475

△ 494 △ 917

2,972

△ 399 △ 500 △ 536 △ 797
△ 868

△ 1,959

△ 1,976 △ 2,010

1,507 1,476 1,707

3,376

1,685 328

4,501

2,100

FY2021

5,000

FY2020FY2019FY2018FY2017 FY2022 FY2023

（Unit: million JPY）

BEENOS Group Midterm Goal

Midterm Focus：
5 bil in Consolidated Operating Income

Excluding Sales of 
Investm

ents

Midterm
Goal

FY2024 
(Revised 
Forecast)

E-Commerce

Investments

Other
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Dividend Policy

Dividend per Share (JPY) Total 
Dividend

Payout 
Ratio

End of 2Q Year-end Total

FY2020 00.00 20.00 20.00 252 M 13.2%

FY2021 00.00 25.00 25.00 321 M 46.5%

FY2022 00.00 25.00 25.00 309 M -

FY2023 00.00 27.00 27.00 325 M 14.9%

FY2024
（Forecast） 00.00 27.00 27.00 325 M 21.1%

Dividends will be distributed through proceeds on a consolidated basis
We view the distribution of profits to shareholders through dividends as a paramount managerial 
commitment. Our policy is to continue to incrementally increase dividends on a long-term basis 

without being overly influenced by financial results.

■Dividend



31

Buybacks Total number of 
shares repurchased

Percentage of 
issued shares

(excluding treasury stock)

Total repurchased 
cost Total return ratio

FY2020 373,800 2.9％ 286 M 28.5%

FY2021 224,200 1.8％ 799 M 162.3%

FY2022 499,700 4.1％ 969 M -

FY2023 459,000 3.8% 793 M 50.9%

Buybacks

Status of Treasury Shares

as of FY2024 Q3
Issuable Shares (Stock Optino)： 1,157,220 shares
Treasury Shares： 775,062 shares

※Percentage of issued shares for FY2023 is calculated after disposal of treasury shares
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FY2024

Strategies in Global Commerce

Midterm

- Make Buyee a regularly used service for users abroad

- Improve operations and services through AI
▶ Recruited personnel and created a team dedicated to AI in FY2023
▶ Improved search function, UX and product recommendation feature
▶ Create a powerful automated operation scheme that will be able to handle 

increase in volume
- Expand business in Korea

▶ Further approach the Korean market through our partnership with 
Delivered Korea
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Strategies in Entertainment

FY2024

Midterm

▶Increase service value, monetization points and improve Take Rate
▶Improve efficiency by systemizing major parts of EC operations

- Create a comprehensive infrastructure for entertainment that will support all 
entertainment related functions such as merchandise sales (online and offline) and 
improve UX to the highest level in the industry

- Further expand Groobee
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29,735 

43,379 

54,546 

70,689 

84,000 

12,180 

12,026 

15,080 

14,883 

8,267 

8,226 

8,130 

9,941 

14,432 

15,400 

329 

604 

1,216 

1,114 

1,000 

50,472 

64,141 

80,785 

100,759 

108,000 

Consolidated GMV

FY2022 FY2023FY2020 FY2021

Incubation

Entertainment

Value Cycle

Global Commerce

Other Businesses

（Unit: million JPY）

FY2024

(Revised 
Forecast)*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 
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5,925 
8,287 

10,110 
12,087 

13,900 

12,180 

12,026 

15,080 

15,031 
8,270 

4,011 

4,163 

4,222 1,456 

1,660 
3,841 

762 

296 
3,709 

350 

0 
0 

825 

727 

1,590 

25,872 
25,008 

29,846 

32,508 

24,500 

Consolidated Net Sales

FY2022 FY2023FY2020 FY2021

Incubation

Entertainment

Value Cycle

Global Commerce

Other Businesses

（Unit: million JPY）

FY2024

(Revised 
Forecast)*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 
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1,686

2,811
3,308 3,663

4,120
103

68

199

△ 53 △ 64△ 91

167

△ 303 △ 104

50

2,475

△ 494
△ 917

2,972

00

0

△ 1,022

△ 1,018 △ 880△ 797
△ 868

△ 936

△ 958 △ 1,130

3,376

1,685
328

4,501

2,100

Consolidated Operating Income

FY2022 FY2023FY2020 FY2021

Incubation

Entertainment

Value Cycle

Global Commerce

Other Businesses

Adjustments
(Corporate Costs)

（Unit: million JPY）

FY2024
(Revised Forecast)

*FY2022 results have been reclassified into the new segments due to the restructuring of segments in FY2023 
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1,011 

1,177 

1,055 
1,008 984 1,005 

906 

249 262 251 248 232 243 251 

24.7%
22.3%

23.9%
24.6%

23.6%
24.2%

27.8%

YoY ▲0.1％

YoY ▲14.1％
GMV

Take Rate

Net Sales

FY2022 FY2023FY2020 FY2021 FY2024

（Unit: million JPY）

(Sekaimon）To Japan GMV and Take Rate

GMV decrease due to depreciation of the yen

Take Rate
(Sales÷GMV)

※Charge back from credit card sales were recorded as SG&A costs but now are being deducted from sales
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15,428 15,190 15,690 

19,728 20,227 
20,842 

22,489 

1,011 1,177 1,055 1,008 984 1,005 906 

141.3 
132.4 

137.5 
144.6 147.8 148.4 

155.8 

FY2023FY2020 FY2021 FY2022 FY2024

From Japan To Japan

（Unit: million JPY）

Global Commerce: GMV and FX Rate Chart

FX Rate (USD/JPY)
Quarterly Average Rate
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Emerging Countries Other

India Southeast Asia, etc. Japan

+10％

5〜10％

0.5〜5％

The PhilippinesTurkey

Vietnam

Indonesia

Bangladesh

List of Main Investments

Hong Kong
(※)

Korea
(※)

（formerly Sure Cash）

as of June 2024

※Booked under investment securities

Investment
Ratio

Investment
Region
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E-Commerce Business Incubation Business

Other Business (New Businesses)

BeeCruise

BEENOS Asia

BEENOS Partners

BEENOS Marketing Asia

BEENOS HR Link

BEENOS Group Overview

Investment in startup companies in USA

Investment in emerging countries. A Singapore 
based subsidiary.

Operates global fashion EC site “FASBEE.” Sells
Japanese apparel products to foreign clients.

BeeCruise uses BEENOSʼs experience, network 
and data to create catalysts for existing 
businesses and new business opportunities

Operates “Travel Bar,” a travel media site for 
travelers to Japan

Assists in the digital transformation and global
penetration in the entertainment industry
through “Groobee”.

Operates “Bakumo,” a marketing platform that 
conducts marketing research and sampling 
research in Asia.

Operates “Sekaimon” a global shopping service
that is linked with the worldʼs largest online
marketplace “eBay”.

Operates a package forwarding business
(tenso.com) and a proxy purchasing business
(Buyee) to purchase and forward products from
Japan to foreign countries

tenso

Shop Airlines

FASBEE

BEENOS Travel

BEENOS Entertainment

Operates SaaS type HR Platform “Linkus” to support 
foreigners working in Japan
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Reference Materials
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エンターテインメント

Nov 2022：Purchased tracked non-fossil certificate. Shifted to renewable energy.

Nov 2022：Calculated GHG emissions for FY2022

Nov 2022：Endorsed TCFD

Dec 2022：Calculated GHG reduction impact of reused items within the Group

Mar 2023：Conducted internal Human Rights DD for the Group

ESG/Sustainability Measures

Continued to comprehend the Groupʼs situation on 
climate change and human rights

FY2023 Highlights
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エンターテインメント

Data protection and cybersecurity

Legal Compliance (Global)

Resolving consumer issues and innovation

Development of the Asian region

Creating an organization worth working for

Securing a diverse organization

The efficient use of resources

Countermeasures to climate change

G
Governance

S
Social

E
Environment

We surveyed stakeholders to identify the following 8 topics as the high-priority 
issues for BEENOS

ESG/Sustainability Measures

Identifying Material Sustainability Issues
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FY2020 FY2021 FY2022 FY2023

GHG Emissions (tCO2e) - 35,855 59,362 66,276

SCOPE 1 Direct Emissions - 0 0 0

SCOPE 2 Indirect Emissions - 442 549 480

SCOPE 3 - 35,414 58,813 65,796

Reuse Reduction(Apparel 
only/tCO2e) 7,560 9,592 12,365

ESG/Sustainability Measures

※Calculations for SCOPE1 and 2 include the entire BEENOS Group
※SCOPE2 includes the carbon dioxide emissions from the electricity used in offices, brick and 
mortar stores and warehouses
※Calculations for SCOPE3 in FY2021 are from BEENOS Inc., tenso, inc. and Defactostandard, Ltd. 
Calculation coverage for SCOPE3 expanded to the entire BEENOS Group beginning FY2022
※Category 15 in SCOPE3 calculation excludes "investments"

Data on Environment
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Data on Social

ESG/Sustainability Measures

FY2019 FY2020 FY2021 FY2022 FY2023

Number of Employees 322 364 504 848(※1) 943
Regular Employee (RE) Ratio (%) 51.9% 54.1% 60.1% 38.7% 38.3%
Non-RE Ratio (%) 48.1% 45.9% 39.9% 61.3% 61.7%
RE Turnover Ratio 15.7% 8.8% 6.5% 8.4% 9.8%
Disabled Employee Ratio 0.9% 1.1% 1.2% 1.6% 1.4%
Foreign Employees 45 62 69 86 115
Employees at foreign branches 80 86 117 110 89
New Graduate Hires 7 11 8 10 17
PTO Usage Ratio 67.6% 54.7% 53.9% 68.7% 54.9%
Paternity Leave Usage Ratio 25% 14% 0% 20% 13%
Employee Survey Response Rate 
(Annual Avg.) ※2 93% 97% 97% 96% 98%

Engagement Score※2 69 70 72 72 72
Health Score※2 60 62 64 65 66

※1 Increase due to Defactostandard employees being directly hired by BEENOS as of FY2022

※2 BEENOS conducts a monthly engagement survey that is regulated by a third party
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ESG/Sustainability Measures

FY2019 FY2020 FY2021 FY2022 FY2023

Female Ratio among RE 34.9% 35.9% 39.9% 40.6% 40.6%
Female Ratio among Management 13.3% 11.4% 16.0% 15.8% 15.8%
Average Male Monthly Salary (JPY) 451,483 474,201 473,494 502,992 516,802
Average Female Monthly Salary 
(JPY) 346,070 365,980 365,910 408,500 421,497

Female/Male Salary Ratio 76.7% 77.2% 77.3% 81.2% 81.6%
RE Average Service Time 3 yrs 6 mos 3 yrs 10 mos 3 yrs 4 mos 3 yrs 7 mos 4 yrs 2 mos

Male 3 yrs 4 mos 3 yrs 8 mos 3 yrs 3 mos 3 yrs 7 mos 4 yrs 2 mos
Female 3 yrs 10 mos 4 yrs 4 mos 3 yrs 5 mos 3 yrs 7 mos 4 yrs 2 mos

RE Average Age 34 34 34 34 35
Male 34 34 35 35 35
Female 34 34 34 34 35

Data on Social
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Cross Border EC Market Trend Cross Border EC between Japan, China and the US

Reference: Facts & Factors

785 Billion
USD

2021 2030

7.938 Trillion
USD

Global Cross Border EC Market

Reference: Ministry of Economy, Trade and Industry Data (August 2023)

A ← B
A purchases from B

(YoY)

2.25T JPY
(5.6%)

Purchase from JP

Purchase from CN

Purchase from US

395B JPY
(6.1%)

5.68T JPY
(6.2%)

2.21T JPY
(8.3%)

39.2B JPY
(7.3%)

1.30T JPY
(6.8%)

356B JPY
(9.3%)

905B JPY
(10.6%)

2.74T JPY
(6.7%)
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Potential Growth of Global Cross Border EC Market

Foreign Business Reevaluation Policy and Points of Reevaluation

Of the Japanese companies using EC, 
36.8% are using Cross Border EC.

60% of Japanese businesses are reevaluating 
their foreign business strategy of which 45% 
want to reevaluate their sales strategy and 28% 
have Cross Border EC as a priority.

Revise Target Countries/Regions

Utilize virtual exhibitions and 
online business negotiations

Revise foreign sales network

Begin/expand use of cross 
border EC for products/services

Revise products/services sold abroad

Increase foreign sales

DX using digital marketing and AI

Mark down foreign prices

Revise other sales strategies

Unanswered

0 20 40 60

No Reevaluation Needed
Reevaluation Needed 

Procurement
Sales Strategy

Production

Unanswered

0 20 40 60 80

Reevaluation Points Below

Specific Sales Strategies

33.6
61.9

45.0
23.4
22.7

4.5

61.8
38.4

33.0
28.5
26.1

16.8
12.3

7.3
4.5

1.1

Reference: JETRO Report (February 2023)

Sell Domestically

Sell Internationally

Sell abroad from 
Japan (Cross 
Border EC)

Sell from Overseas

Sell overseas using 
Agent

Unanswered

Use of EC （Multiple choice, %）

74.0

53.6

17.8

14.3

36.8

2.6
2016 (n=1404)
2018 (n=1,527)

2020 (n=1,459)

2021 (n=1,065)
2022 (n=1,659)
2023 (n=2,001)

Reference: JETRO Report (March 2024)
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36.8%

50.2%

48.8%

61.2%

42.1%

16.9%

7.5%

11.3%

10.4%

18.9%

5.0%

8.2%

9.8%

5.3%

9.8%

5.4%

5.0%

6.3%

0.8%

8.1%

11.6%

16.6%

15.5%

14.0%

9.8%

24.4%

12.5%

8.5%

8.1%

11.2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

スーパーや百貨店の店舗で購⼊
家族・知⼈による買い付け
[ネットオークション等、個⼈間取引での購⼊]⽇本からの購⼊ではない
[その他通販サイトでの購⼊]⽇本からの購⼊ではない

Reference︓Survey of Japan Tourism Agency (2017)

Purchasing Trends of Inbound Tourists

How to Purchase Japanese Products

Purchase via Cross Border EC

China

USA

South
Korea

Hong
Kong

Taiwan


