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Kobayashi: Thank you. I am Mr. Kobayashi, President and CEO of MarketEnterprise. Thank you very much for 
watching our financial results presentation today. I will now begin the presentation of the financial results for 
the fiscal year ended June 30, 2024. 

 
 
Here is today's agenda. I will proceed with a summary of the financial results for FY2024, the forecast for the 
next fiscal year, a summary of business by segment, a summary of consolidated results, and the appendix. 



 

 
First, I will give an overview of the financial results for the fiscal year and the forecast for the next fiscal year. 
The first is the financial highlights for the full year, with net sales of JPY19,008 million, up by 24.6% YoY. Gross 
profit was JPY6,941 million, up by 19.3% YoY. Both quarterly net sales and gross profit continued to reach 
record highs, driven by the expansion of revenues of the second-hand online business and the mobile and 
telecommunications business.  
Operating income bounced back after a decrease in Q1, making a turnaround in Q2. In the end, operating 
income was JPY298 million, up by 215.7% YoY. 
Next, ordinary income and net income. Although a loss on valuation of derivatives of JPY197 million was 
posted as non-operating expenses at the end of the period, ordinary income returned to profitability. On the 
other hand, net income decreased by JPY476 million due to an extraordinary loss of JPY190 million posted 
for impairment in Q2.  



 

 
Now, I will explain the result of progress in performance.  
Net sales continued to increase due to rapid productivity improvements after a downward revision in Q2.  
Operating income increased by nearly 20% from the forecast announced in June due to the effect of increased 
sales. Ordinary income and following returned to profitability on an ordinary basis due to a reduction in loss 
on valuation of derivatives resulting from rising stock prices. 
Although a downward revision was issued at one point, two subsequent upward revisions have resulted in a 
further upward revision, and productivity has been improving rapidly and firmly through H2 of the fiscal year. 



 

 
Turn to page five. The sales growth trend since the establishment of the company is shown here.  
After listing on the Tokyo Stock Exchange Mothers, we have continued to increase sales by an average of 
18.9% per year. 



 

 
Page six shows sales by segment.  
The core business, secondhand online business, continued to grow at a high rate, increasing by 31.4% YoY to 
over JPY11 billion. As for the media business, sales declined due to the impact of the algorithm update, but 
are now showing signs of recovery.  
In mobile services, the acquisition of new lines was strong, and revenues increased by 19.2% YoY, so 
consolidated sales were JPY19 billion. 



 

 
Here is the analysis of changes in operating income. See page seven. 
We have also accelerated investments for growth, such as increasing the number of employees, opening a 
new office in Minami Osaka, opening an office in Hiroshima, expanding the call center in Kinshicho, and some 
expenses for the relocation of the head office. 
The increase in operating income was due to an increase of JPY1,120 million from the effect of higher sales, 
and the decrease in operating income was due to a decrease of JPY916 million from an increase in SG&A 
expenses resulting mainly from upfront investments for business expansion.  
Although we will continue to emphasize investment in systems and human resources, we expect the overall 
SG&A ratio to decrease from the next fiscal year onward. 



 

 
Here is the forecast for the fiscal year ending June 30, 2025.  
The sales of the ongoing fiscal year are JPY23 billion, up by 21% from JPY19 billion in FY2024.  
As for operating income, it ranges from JPY298 million to JPY700 million, up by 134.3%.  
Ordinary income is expected to increase by 1,525% to JPY650 million, and net income is expected to return 
to profitability for the full year. 



 

 
As our basic take on the forecast, sales have been growing at a CAGR of 18.9% since listing, exceeding the 
growth rate of each segment and market, and we expect it to continue to grow at this rate. 
We plan to achieve a record-high operating income of JPY700 million for the fiscal year ending June 30, 2025, 
and aim for consecutive increases in operating income thereafter, by the effect of increased sales and a 
corresponding reduction in the ratio of SG&A expenses. 
With regard to ordinary income, we will gradually review our current derivative contracts on the assumption 
that the share price will move toward a stable upward trend through growth in business performance and 
shareholder returns in line with such growth. 
Net income is expected to return to profitability on a final income basis due to an increase in operating income 
and stabilization of ordinary income as described above. 
Our basic policy regarding stock price and shareholder returns is to aim to increase corporate value in line 
with business growth, and we will continue to discuss the enhancement of shareholder benefits and the 
timing of dividend payments at each milestone in our business performance.  



 

 
The second item in the basic concept of the earnings forecast is that in the last fiscal year, there was JPY107 
million in SG&A expenses for the opening of new offices, including offices in Hiroshima, Minami Osaka, and 
the call center in Kinshicho branch, the opening of a machinery yard in Yuki City, and some expenses for the 
relocation of the head office.  
In addition, we recorded an impairment loss of JPY190 million as an extraordinary loss during the period, but 
this total of JPY297 million will not be recorded for the current fiscal year. 



 

 
Next page, please. 
The extraordinary loss of JPY190 million that I just mentioned, as I explained last time, is the result of a 
deviation from the plan in Q2, but productivity in the secondhand online business has improved rapidly since 
then. 



 

 
I will now explain the business overview by segment. First, I would like to discuss the secondhand online 
business. 
The reuse market as a whole has been increasing year by year, with an average industry growth rate of 6.2%. 
Indeed, the industry as a whole has seen a decline in consumer resistance to reuse, including the SDGs, and 
reuse as a form of consumer defense against inflation.  
The market is an apparent market that is expected to be growing significantly year by year, exceeding JPY3 
trillion as of 2022 and hoping for JPY4 trillion as of 2030. 



 

 
Under this circumstance, we have three segments in the secondhand online business: individual customers, 
machinery, and Oikura. Overall sales for Q4 were up by 37.8% compared to last year, which is significantly 
higher than the industry average and a new record high.  
Gross profit also reached a record high, increasing 19.8% compared to last year. 
Segment profit for Q4 was up by 75.7% compared to last year, segment profit for Q3 and Q4 is expected to 
reach JPY400 million for the half year, and that shows significant increase from the previous period. 



 

 
Next, page 16. 
As for the quarterly trend of segment income from the secondhand online business, the average annual 
growth rate of sales has been high at around 30% since the fiscal year ended June 30, 2022.  
Profitability is also recovering after the decrease in Q1 of the fiscal year ended June 30, 2024, and is now 
continuing to grow. 



 

 
We have these three businesses, and I would like to start explaining with reuse for individuals. See page 18. 
As a secondhand online business company, we receive requests from customers to visit their homes, bring in 
items for sale to our offices , or sell them via home delivery. The market I mentioned earlier is JPY3 trillion as 
a apparent market, but it is said that there is a huge potential need for over JPY66 trillion in unused goods 
that are lying around in ordinary households and that will be sold in the future. 
In addition, it is said that JPY7.6 trillion of products that are no longer needed are generated every year as 
new products are bought and sold every year. Hence, although the reuse market is still growing at an annual 
rate of over 6%, it is said that there is a vast amount of hidden assets. Among them, 65.2% of those hidden 
asset are owned by people in their 50s and older, which means that there is a large potential market. 



 

 
Next page, please. 
Like the tip of the iceberg, we consider that there are the apparent market of JPY3 trillion and the hidden 
asset market of JPY67 trillion. We have always been good at uncovering the needs of this latent market, so 
we have developed a priority strategy to target seniors by strengthening our contact center's ability to listen 
to their needs and by visiting them at their homes.  
We have been developing this business as a priority strategy by strengthening the interviewing capabilities of 
our contact centers and visiting individual homes to strengthen on-site purchases as an important point for 
business growth. 



 

 
With these reasons, as shown on page 20, Q4 sales of reuse products to individuals increased by 35.2% 
compared to the previous year. 
Meanwhile, gross profit also increased by 21.7%. 



 

 
As mentioned earlier, we have expanded the area for on-site purchases to include Hiroshima and Osaka, and 
we have also added our contact center in Kinshicho in order to increase the number of contact center 
locations where we can communicate with customers by phone or email.  
In addition, we have received an increasing number of requests from our clients to sell their cars at the time 
of other sales, so we have started handling used cars during the term. Within the last fiscal year, the situation 
is such that sales of vehicles amounted to about JPY665 million. 



 

 
In terms of an overview of the most recent actions, we have made steady progress in improving measures 
since Q2, as we have been moving through Q1 and Q2. We are now in a situation where productivity has been 
improving and profits have continued to increase after a quick recovery from a decrease. 
We have continued to utilize DX and other technologies, and have reoptimized purchase channels, such as 
business trip, home delivery, and in-store, where we had been a little too much focused on business trip. 
We have also strengthened the areas where we hear from customers about optimizing the allocation of 
personnel and reviewing the logic for reaching high-unit-price products. We are also raising gross profit 
margins by reviewing sales channels by product. 



 

 
This area of DX, which I will explain in some detail, is the overall promotion of DX measures. See page 23. 
In terms of scoring at the time of purchase, we conducted scoring at the timing of interviews with customers 
for each customer data and attribute, and then matched and statistically processed it with the purchase data 
accumulated to date. The aim was to improve the accuracy of estimating the expected purchase price and 
identify the attributes of good customers, thereby improving the productivity of the purchase process.  
The Company has implemented these measures to improve the productivity of the purchase process. 
In addition, by introducing a route arrangement tool, we have improved the system to maximize the expected 
gross profit per route by visualizing the optimization of the daily visit route when visiting the customer. We 
have also improved various daily reporting systems and other systems to promote operational efficiency. 



 

 
As an overview of our most recent actions, we continued to promote further DX in Q4, first introducing an 
auto-call system at the contact center, which is the point of contact with customers. By monitoring the 
number of operators in real time, the total number of calls can be controlled and the idle time until a call is 
answered can be shortened, which has improved the operation time of the contact center and further 
increased productivity. 
In addition, as a customer message tool, in our CRM measures with customers, we used to send customer 
messages when we visited customers on business trips, but now we also send SMS messages to customers in 
our overall channels, such as purchases using delivery services and in-store purchases. Thus, we are able to 
prevent unintentional cancellation of business negotiations or cancellations. 



 

 
As a result, the number of purchase requests remains at the same level, and the gross profit per request tends 
to rise, and the purchase contract rate is gradually improving.  
Moreover, the total sales gross profit is rising steadily and productivity is improving rapidly. 



 

 
Turn to page 26. This chart shows the number of purchases by channel.  
We reviewed our strategy that leaned too much to on-site purchases, and we improved our profit rate per 
one route. We were able to increase purchases using delivery services and in-store purchases.  
As a result, the total number of transactions increased by 11.1% in the current fiscal year. 



 

 
Next, page 27. 
The improvement of the contact center's interviewing capabilities and the progress of measures to optimize 
the purchase channels have resulted in a situation where the total number of purchases per quarter has 
remained above 22,000. As a result, the gross profit amount continues to increase and productivity also 
continues to improve. 



 

 
Please turn to page 28.  
As you can see in this graph, inventory is also growing steadily. 

 



 

I will now explain the area of machinery and agricultural equipment. See page 30. 
The average age of farmers in Japan as a whole is 67 years old. Although the number of farmers who are 
leaving farming is increasing, the number of new farmers is also increasing. That makes this market very active 
as new farmers are increasing to buy used items and reuse them. 
While there are many inquiries of machinery also in overseas, in the six years since we entered the field of 
machinery, including agricultural machinery, our sales have increased by more than 20 times, which is a 
significant growth. 
We started out in the same way, with the purchase and sale of individual customers in Japan and our 
secondhand online business, but we have also conducted two M&As, one in overseas sales and the other in 
the area of purchasing from domestic corporations.  
We have finally returned to profitability and are now seeing a steady growth. 

 
In the current fiscal year, a new yard was opened near the Kita-Kanto Reuse Center in Yuki City, Ibaraki 
Prefecture, to expand inventory storage. 
You can see pictures of the yard on page 31. 



 

 
I will now explain the purchasing. See page 32. 
In order to increase sales, we made it a priority to secure stable inventory, and strengthened corporate 
purchases with large purchase lots per transaction. As a result, the number of our corporate suppliers has 
increased to over 850. We had purchased a large number of agricultural machinery from private households, 
and corporate purchases made significant progress in the current fiscal year. 
In terms of sales, the strengthening of overseas sales has reduced the impact of the off-season in the domestic 
agricultural season, and this strengthening has been successful in the current fiscal year. This is also 
characterized by a large increase in the ratio of overseas sales to net sales. 



 

 
Next, page 33.  
As a recent action, we have created a variety of landing pages to support multilingual sales overseas, and we 
are now receiving many inquiries from overseas as well. 
We also have a cross-border e-commerce site, FARMMART, where we sell our products, and we have video 
explanations to make it easier to understand the condition of the products and improve the efficiency of 
getting inquiries. 



 

 
As a result, sales increased by 45.9% YoY, and overseas sales were strong. See page 34. 
Meanwhile, the gross profit margin has been declining due to increased purchases from corporate customers, 
but the total gross profit has been increasing, and the efficiency has been improving.  
The segment profit increased by 47% compared to the previous year, and is now in profitability. 



 

 
The number of purchases has been shifting this way, as can be seen in the graph on page 35. 
Inventory is also on a steady increase. 

 



 

I will now explain about Oikura. See page 37. 
Oikura is a platform that matches people who want to sell with businesses that want to purchase the products, 
and the profit increased by 17.6% compared to the previous year. On the other hand, on a profit basis, the 
cost of acquiring the number of requests has decreased due to the expansion of the number of municipal 
collaborations, and the profit structure is being strengthened. 
The number of franchisees is increasing significantly, and is expected to contribute to earnings from this fiscal 
year onward. 

 
Page 38 shows that the number of municipalities with which this partnership was established increased from 
50 to 142 last year, with a population coverage rate of approximately 30%. 



 

 
Please see page 39. 
In these various municipalities, we are seeing more and more cooperative agreements whereby we do not 
just throw away products, but first try to reuse them, and if that does not work, we can dispose of them in 
the garbage.  
We expect to accelerate our collaboration with municipalities in the future, and we expect to make great 
strides in obtaining the number of requests we receive. 



 

 
Continuing on, I will explain about the media business.  
Sales and profits were affected by search engine algorithm updates, but as a result of our previous efforts to 
diversify media, they have since bottomed out, and we continue to maintain a high profit margin. 



 

 
I will now explain about the mobile telecommunications business. See page 43. 
We have been developing a WiMAX mobile communication business called “Kashimo,” which is a smart 
mobile service. Since the start of Kashimo, we now have over 100,000 lines in service, and we are aiming to 
provide to more customers year after year. 



 

 
Next page, please. 
The strategy of coordinating cognitive advertising was successful this time, resulting in a significant increase 
in the number of new line subscriptions acquired.  
In terms of profits, we accelerated investment in advertising in Q4, and based on the results of the Q4 
acquisitions, we expect the number of acquisitions to increase in the next fiscal year and beyond. As such, we 
recognize that we are now in a phase of regrowth on a profit basis. 



 

 
I will now explain about the consolidated summary of results. Please refer to page 46. 
First, sales for the last fiscal year increased by 24% from the previous year, from JPY15,257 million to JPY19 
billion, and gross profit increased by 19.3%, from JPY5.8 billion to JPY6,941 million.  
Operating income also increased significantly, to JPY298 million, resulting in 215.7% increase. The company 
made a major recovery after a decrease of profit, with ordinary income also returning to profitability. 



 

 
Turn to page 47. 
The breakdown of the full-year results is as shown. 

 



 

Page 48. Here is a consolidated balance sheet.  
Our secondhand online business has a product turnover rate of 17.6%, one of the highest in the industry. This 
means that we rotate a large amount of inventory each year, and that makes the inventories we have stay 
low all the time. 

 
Continue to page 47. 
Consolidated cash flows are as shown here. 



 

 
Lastly, I would like to show the SG&A expenses in the appendix on the screen just a little while. Here it is.  
Sales increased from JPY15 billion to JPY19 billion in FY2024, and are expected to reach JPY23 billion in FY2025. 
The situation is such that SG&A expenses are declining relative to the base of sales growth, and we have 
become a system that allows us to maintain a solid operating profit. We expect operating income to reach a 
record high level in the current ongoing fiscal year, due to both the expansion of our business performance 
and the relative decline in the SG&A ratio. We will continue to make solid progress in this area. 
This concludes my explanation. Thank you very much. 


