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Disclaimer:  
This is an English translation of the captioned release. This translation is prepared and provided for the purpose of the reader’s 
convenience. All readers are recommended to refer to the original version in Japanese of the release for complete information. 



 

 
Kobayashi: I am Kobayashi, President and CEO of MarketEnterprise. Thank you for participating in the Q2 
financial results briefing for the fiscal year ending June 30, 2025. I will begin the presentation right away. 
Today's agenda is as shown on the slide. 



 

 
First, I will explain the summary of the financial results for Q2.  
First, here are the highlights.  
Net sales and gross profit were both record highs, with the second-hand online business and mobile and 
telecommunications business continuing to drive revenue, with the Q2 sales topping JPY10 billion. Net sales 
were JPY11,475 million, up 34.6% from the same period last year, and gross profit was JPY3,994 million, up 
28.3% from the same period last year. 
In addition, despite the onetime head office relocation expense of JPY68 million in Q1, productivity continued 
to improve steadily, and operating profit improved by JPY290 million YoY, compared to the loss of JPY41 
million in the previous year. As a result, operating profit was JPY249 million in Q2 this year.  
Ordinary profit and profit attributable to owners of the parent also improved significantly, as non-operating 
income included JPY113 million in gains on valuation of derivatives due to rising stock prices, resulting in an 
ordinary profit of JPY313 million, a significant improvement from the JPY282 million loss recorded in the 
previous fiscal year. Profit attributable to owners of the parent was JPY153 million, a significant improvement 
from the JPY627 million loss recorded in the same period of the previous year, due to the recording of JPY97 
million in income taxes and income tax adjustments. 



 

 
Here is the earnings forecast for the fiscal year ending June 30, 2025.  
Net sales are expected to increase steadily toward the end of the fiscal year due to the seasonality of demand, 
and as our busy season is starting soon, the progress rate is already at 49.9% in the last six months. 
As for operating profit, the Company had a record-high profit and a significantly improved rate of progress in 
Q2. The progress rate in Q1 was 9.9%, but in Q2, it was 35.6%, so we hope to capture the demand period and 
expect to contribute to profits from the increased revenues. 
Regarding ordinary profit and others, there is no change in the policy of aiming to achieve the organic target, 
with no valuation gains or losses on derivatives expected in the full-year forecast. 



 

 
Here is a graph showing the changes.  
Net sales are progressing well.  
An operating profit of JPY180 million in the Q2 accounting period was a record high, so we expect to achieve 
a record high operating profit in this fiscal year as well, and we recognize that we are on track to do so. 



 

 
Here are the changes in sales by business segment. 
Second-hand online continued to grow steadily, increasing 15.9% YoY.  
Media is in a period of renewed growth by diversifying its revenue sources while maintaining a high profit 
structure.  
In mobile and telecommunications, new line acquisitions remained strong, and ARPU also trended upward, 
resulting in a significant increase in revenues. 



 

 
Here is the analysis of the changes in operating profit.  
Sales growth and an improvement in the SG&A ratio due to measures to improve operational efficiency, such 
as optimization of purchasing channels, resulted in a significant JPY290 million increase YoY. 



 

 
I will now explain the business overview by segment.  
The first is the second-hand online business. This market for reuse of second-hand products continues to 
grow steadily. 
With an increase of roughly 7.8% over the previous year and a market size of JPY3.1 trillion, the need for 
second-hand products continues to grow, as consumers become more and more interested in second-hand 
products each year in response to inflation. 



 

 
With this situation, here are the changes in our second-hand online business.  
Net sales totaled JPY3,116 million, up 15.2% YoY, growing much faster than the market growth rate. 
The gross profit margin was JPY1,173 million, up 6.1% YoY, and segment profit was JPY227 million, up 59.6% 
YoY, indicating that the Company has become significantly more profitable. 



 

 
Here is second-hand products for individuals.  
As I mentioned earlier, the apparent market is said to be JPY3.1 trillion, but the potential hidden asset market 
is said to be JPY66.7 trillion in Japan.  
The situation is that there continues to be a very large market, with second-hand products for sale worth 
JPY7.6 trillion being added each year, which are no longer needed by the owners of the products. 
Among them, we are aware that there is still a potential market for hidden assets held by seniors in their 50s 
and above, and the situation is still very much the same. 



 

 
We leverage our digital marketing strength to obtain as many as 400,000 purchase orders per year. With this 
situation, we are strengthening interviews at the contact center, which has increased its capacity, and are 
making a firm effort to uncover qualified cases for purchase. 
The combination of the contact center and DX allows us to buy through the most efficient purchasing channels, 
door-to-door, home delivery, and in-store. 
In the past, we were mainly focusing on door-to-door purchasing, but now, we are firmly turning the wheel 
while taking advantage of our original strengths in home delivery and in-store purchasing. 



 

 
Here are the results for Q2.  
Net sales increased 18.5% YoY to JPY2,318 million, and gross profit increased 9.7% to JPY976 million, with a 
net increase in purchase volume due to progress in work to optimize purchasing channels.  
On the other hand, gross profit margins declined slightly but are expected to rise again after Q3. 



 

 
I will explain our most recent actions.  
Continuing from the previous fiscal year, we will further deepen DX measures aimed at improving productivity. 
We have continued to brush up the automatic calling system since Q1, and to improve the efficiency of the 
automatic calling system for making calls, we are making functional improvements, such as prioritizing calls 
from customers who are most likely to be connected, and we have gone from doing it manually to being able 
to respond to customers very efficiently and smoothly.  
In addition, regarding the trial of smart purchase, purchase patterns can be easily typified under the 
combination of certain product categories and customer attributes, so a hybrid response is under a trial 
operation that automatically proceeds without human intervention, from initial response to purchase 
requests to assessment presentation and selection of purchasing channels. More and more things that can 
be semi-automated are becoming available, expanding the realm of smart purchase. 
We have also begun selling to overseas customers, in consideration of the inflation and weak yen. 



 

 
Here is an overview of the most recent actions. I will explain the use of AI.  
In our company, as a way to improve operational efficiency through the introduction of generative AI, we 
have accumulated business manuals and our accumulated know-how in the RAG chat system, which can be 
used to easily search for the valuation of the product and the valuation points to be noted on a dedicated 
tablet terminal, etc. 
The Company also utilized AI role-playing for training, and where, previously, training was time-consuming 
and training involved high human costs and a heavy burden on managers, this generative AI role-playing have 
firmly improved the accuracy of training and hearing ability. 
On the right, here are the company-wide initiatives. We are actively using various types of generative AI within 
the Company and have so far spent 3,922 hours per month on it, and according to an internal survey, data 
shows that it has led to greater operational efficiency than in the past. 
When those hours are converted into annualized hours over a 12-month period, it equals to 47,064 hours per 
year. It shows that the Company has the structure in place and that we can utilize generative AI very efficiently. 



 

 
Here are the changes in the total number of purchase requests.  
Due to the improvement in the overall purchase rate, the number of purchase requests was at the level of 
100,000 in the quarter, and the total number of purchases neared 24,000, with the purchase rate gradually 
improving. 



 

 
Here are the changes in the number of purchases by channel.  
Measures to optimize the purchasing channels are progressing steadily, with the allocation of door-to-door 
purchasing, home delivery and in-store purchasing progressing according to purchase efficiency, starting with 
the identification of eligible projects for purchase. 
Door-to-door purchasing rather costs more because our visits are required, but with the growth of efficient 
home delivery and in-store purchasing, which do not require us to visit customers, the overall progress is 
being optimized. 
The total number of purchases also increased to 23,700 in Q2. 



 

 
Here are the changes in gross profit amount and total number of purchases.  
Progress in productivity improvement measures, including measures to optimize purchasing channels, has 
continued to increase the total number of purchases and to improve purchase efficiency.  
From Q3 and onward, we expect to increase profits by further increasing the number of cases and improving 
gross profit margins. 



 

 
Here is the status of the inventory.  
We are aware that the lead time from purchase to commercialization was properly controlled and sales 
promotion measures were taken toward the end of the year, resulting in a decrease compared to the 
inventory in Q1, but it showed an increase in Q2 YoY, which suggests that we are doing well. 



 

 
I will continue with an explanation of the agricultural machinery and equipment area.  
Here are the changes in quarterly performance.  
Net sales totaled JPY751 million, up 6.5% YoY. 
Last summer, ocean freight rates continued to soar, which led to widespread reluctance among overseas 
customers to buy, but we recognize that the recent trend has been a gradual recovery. 
As for the loss, it was JPY5 million, which was a JPY22 million profit in the previous year, so the situation has 
dropped, and inefficiencies caused by the reconsideration of internal and external ratios temporarily occurred, 
but from December, it was profitable again as a single month. 



 

 
Here are the number of purchases and inventory status.  
As ocean freight rates settle down, the pace of purchasing inventory for overseas markets is expected to 
accelerate again. 



 

 
Here is the trend of ocean freight rates.  
Last summer, the price became so high that overseas customers were reluctant to buy, but ocean freight rates 
have recently settled down, and we expect the situation to gradually improve. 



 

 
As an overview of our actions, we continue to improve the usability of the e-commerce website for overseas 
customers, and we have implemented functions that enable efficient business negotiations.  
Also, the number of new overseas customers has increased by 15 companies since Q1, and we are receiving 
inquiries from a very large number of people. 
In addition, we are also trying out exhibitions for overseas and domestic sales in the event of a sharp rise in 
prices and are building a system that will enable us to respond in various ways in the future while securing 
such sales channels. 



 

 
Here is the annual change in sales.  
Once again, sales have increased more than 20 times in the last six years. Although there has been a 
temporary spike in ocean freight rates, there is solid demand in this market, and we hope that the market will 
be able to recover and move forward. 



 

 
Next, I will explain the Oikura business.  
Here are the changes in sales and the number of franchisees.  
Net sales increased 6.7% YoY, and on a profit basis, the Company is in the process of improving its profit 
structure due to lower request acquisition costs as a result of expanded collaboration with local governments. 
The number of franchisees has increased significantly since Q4 of the previous fiscal year as a result of the 
collaboration with local governments and sales activities that are conducted on both sides of the equation. 



 

 
Here is the municipal collaboration.  
The number of partnerships continues to increase steadily, and we are working with 214 municipalities in the 
form of public-private partnerships.  
Population coverage also reached 38%, covering approximately 40% of the total population. 



 

 
Next up is the media business.  
This is a summary of the quarterly results and our recent actions.  
In terms of profit on sales, we continue to restructure our media portfolio and review our content to address 
the risk of Google's search engine algorithm updates, which have a large impact, while at the same time 
ensuring profits by controlling SG&A expenses appropriately. 
We are also in the process of sequentially launching new media, and we recognize that we should be able to 
move forward from this point while firmly strengthening our profit structure. 



 

 
Here is the regrowth of the media business.  
As with the new media mentioned earlier, we are pursuing a policy of diversifying our revenue sources by 
securing new channels of inflow other than search, such as video media. 



 

 
Next, let's look at the mobile and telecommunications business.  
Here are the changes in the quarterly results.  
Net sales continued to increase significantly in the number of new line subscriptions acquired, as awareness 
of the service has increased since Q4 of the previous fiscal year. 
As for profits, advertising and promotion expenses are currently ahead of other expenses, prioritizing an 
increase in the volume of lines owned, but the profit margin is expected to improve, as measures to improve 
sales per line progress in the future. 



 

 
Here are the ARPU of lines and the number of lines held during the period.  
The ratio of stock income per line of this line system grew steadily, and 114,000 lines were used by customers. 

 



 

This is the cumulative number of lines used since the start of service.  
Firmly, the situation is beginning to grow again here. From this point on, Q3 and onward will be a busy period, 
and we hope to have a strong performance. 

 
Next, I will explain the summary of the consolidated results.  
Here is the consolidated profit and loss statement.  
Both net sales and gross profit on sales were record highs.  
The situation is also improving significantly on a profit basis, thanks to the transition from the investment 
phase to the recovery phase, which has resulted in a more profitable structure, and the benefit from 
derivative valuation gains due to the rise in stock price. 
 



 

 
This is a repost of the slide shown earlier. 
Sales were steady, and the operating profit of JPY180 million for the Q2 accounting period was a record high. 

 



 

Here are the highlights of the Q2 results by segment.  
In the second-hand online business, progress in optimizing purchasing channels led to a net increase in 
purchase volume, improved operational efficiency, and improved SG&A expenses, resulting in a situation 
where operating profit increased significantly. 
Regarding media, we are currently diversifying our video media channels, etc., in order to regrow sales while 
maintaining a high-profit structure. 
In mobile and telecommunications, the number of new lines acquired increased significantly, which led to an 
increase in advertising expenses, but stock income per line improved, so we are aware that we are well-
positioned for the future. 

 
Here is the consolidated balance sheet.  
Profit attributable to owners of the parent resulted in a 1.7% improvement in the equity ratio, which means 
that the equity ratio was 18.2%, up from 16.5%. 



 

 
Here is the consolidated statement of cash flow.  
The transition from the investment phase to the recovery phase resulted in a stable pretax income structure, 
which led to positive free cash flow and a downward trend in financial transactions. 
From here on, there is the appendix, which I hope you will take a look at later. 
This concludes my presentation. 
 


