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Presentation 

 

Moderator: Thank you very much for your patience. Time has come, and we will now begin a briefing of 
financial results for FY2024 and its mid-term management plan of BuySell Technologies Co. 

Thank you very much for taking time out of your busy schedule to join us today. This briefing will be followed 
by a Q&A session. Please note that we may not be able to answer all the questions we receive and that 
questions are limited to analysts and institutional investors. 

Let me begin by introducing our attendees. We have Kyohei Iwata, Chairman and Representative Director. 

Iwata: My name is Iwata. Thank you. 

Moderator: Kosuke Tokushige, President, Representative Director and CEO. 

Tokushige: My name is Tokushige. Thank you. 

Moderator: Koji Ono, Director, CFO. 

Ono: My name is Ono. Thank you. 

Moderator: Today, Iwata and Tokushige will give an overview of the full-year financial results and the newly 
formulated Three-year Mid-term Management Plan. We will begin now. 

 

Tokushige: I am President, Representative Director and CEO, and will now present the financial results. I will 
explain the financial results, and Iwata, Chairman, will explain the Mid-term Management Plan 2027. 

First, I will talk about the overall executive summary. As to the results for FY2024, sales were JPY59.9 billion 
or about JPY60 billion, up 40% from the previous year. 
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Operating income was JPY4.7 billion, and adjusted EBITDA was JPY6.39 billion or about JPY6.4billion. Net 
income was JPY2.4 billion, and the profit grew by more than 60%. 

In addition to the success of turnaround of the home-visit purchase business, the existing group store 
purchase business has continued to grow and new consolidated companies have also performed well, 
resulting in the highest profits. As I mentioned previously, we are strategically carrying inventory into FY2025, 
and we achieved the profit target as we planned. 

We have also been promoting our business with an emphasis on profitability on an operating income basis, 
not just gross profit. Sales to operating income ratio has also improved significantly, rising 1.3 percentage 
points from the previous year to 7.9%. 

 

Next, I will explain the forecast for FY2025. 

Sales will be approximately JPY100 billion, 66% increase compared to last year. Operating income is projected 
to be JPY6.5 billion. Operating income before amortization of goodwill is projected to be JPY7.89 billion, and 
operating margin will be 6.5%. 

We have formulated a new Three-year Mid-term Management Plan, and in FY2027, the final year of the plan, 
we aim to achieve sales of JPY140 billion and operating income of JPY11 billion, with a CAGR of more than 
30%. 

It does not include new M&A, and we would like to execute the management with a CAGR of 30% by achieving 
organic growth. 

For FY2025, we plan to achieve high growth of JPY99.8 billion in sales and JPY6.5 billion in operating income 
by making strategic investments for medium- and long-term growth while adding solid organic growth and 
the consolidation of Rext from this fiscal year. 

As for the dividend for FY2025, we plan to increase the dividend by JPY5 to JPY20 per share. 
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This is the consolidated statement of income for FY2024. 

As I mentioned earlier, both the home-visit purchase business and the group store purchase business have 
been successful in improving the unit price and in strategically repeating customers, resulting in an operating 
income of JPY4.7 billion, exceeding the plan. 

We believe we were able to control the situation well, and although sales were slightly down from the plan, 
this is not a major problem since we have strategically controlled inventory sales and carry-over to the next 
fiscal year. 
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Regarding consolidated quarterly transaction, in Q4, we implemented strategic inventory management to 
achieve the target profit for the full year, and the results were as expected with sales of JPY15 billion and 
operating income of JPY1 billion. 

 

For sales by group company, this strategic stock carry has affected sales of BuySell alone and TIMELESS, and 
this is expected to be recorded in Q1 of the current fiscal year. 

Sales of both FOUR-NINE and MUSUBI have exceeded the plan, so we consider this to be a favorable result 
overall. 
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This chart shows operating income by group company. 

As I mentioned earlier, the decrease in sales due to stock carry has had an impact on the BuySell and TIMELESS 
businesses, and as a result, it has affected operating income. However, as for BuySell, advertising operations 
have been quite successful, and that has helped to offset some of the decrease in sales. Operating income 
was almost the same as last year. 

FOUR-NINE and MUSUBI operating income also is on track as planned, so I think they are doing well as a whole. 

 

Next is the consolidated balance sheet. 

In Q4, inventory has increased due to the consolidation of Rext Holdings' B/S from Q4 of the current fiscal 
year, including the strategic stock carry of BuySell alone and TIMELESS, which I just mentioned. 

The turnover period has also been increased, but since this is a strategy, I do not see any major problems. 
Rext also has a goodwill amount of JPY9 billion, and the amortization period is fixed at 18 years, so the annual 
amortization amount is expected to be JPY500 million. 
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This is a major KPIs for the home-visit purchase business. 

First of all, the basic number of visits decreased 11% YoY. This is also the result of strategically controlled 
advertising that is profitable, so I think the results were in line with the strategy. 

The purchase volume is the multiplication of the number of visits and the unit price. First of all, situation for 
unit price has been favorable. The increase in strategic revisits and steady results of enablement have resulted 
in a significant increase in gross profit per unit. 

As a result, gross profit per home-visit purchase business exceeded the full-year plan. Although advertising 
expenses per home-visit purchase have remained at a slightly higher level, gross profit per home-visit 
purchase has increased due to higher unit prices. The variable profit per visit has been as planned, so I think 
we have done a good job of controlling profit per visit. 
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This is the revisit rate for the business KPI I just mentioned. 

Although for reference only, this is also approximately double the level of the beginning of the year. We tend 
to purchase more merchandise from satisfied customers who have used our services and did not ask for it at 
the initial appraisal. The unit cost per revisit is relatively higher than the unit cost per new visit and contributes 
to the improvement of gross profit per visit in the current period. 

Therefore, I would like to strengthen our efforts to increase the value of the customer experience and raise 
our unit price on a daily basis. 
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This is also a reference. The table shows a steady increase in gross profit per unit as a result of our efforts. 

 

This is the purchase volume. 

The most important KPI for us is how to increase the amount of purchase volume, and the improvement in 
unit price has contributed to a 23% YoY increase in purchase volume for home-visit in 2024. 

I hope you will take a look at the other KPIs for reference. 
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Next, let's move on to the group store purchase business. 

It is very important to increase the number of stores anyway, and the number of stores as a KPI is shown here. 
As for 2024, we have exceeded our plan and have successfully achieved 418 stores in total, a significant 
increase. I think we are making good progress, including new store openings and all group stores. 

 

The purchase volume of group's store has continued to grow at a high rate due to the acquisition of repeat 
customers, higher unit prices, and an increase in the number of new stores, resulting in a 76% increase YoY. 
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Based on these factors, this is our forecast for the current FY2025. 

For FY2025, we plan to increase profit by more than 20%, even in organic terms, after strategically 
incorporating investments for medium- and long-term growth. 

However, we are planning a 38% increase YoY in consolidated operating income to JPY6.5 billion, partly due 
to the fact that Rext Holdings has been contributing to our profits even after amortization of goodwill, 
although the operating margin is expected to decease a bit. 

The dividend is increased by JPY5 to JPY20 per share. 

The Company is executing a discontinuous growth strategy through roll-up M&A. We have newly established 
operating income before amortization of goodwill as a new indicator for you to see the actual profits or 
organic growth. 

 

This KPI is helpful, but I think the change is that we used to look at home-visit purchase business by BuySell 
alone, but from now on we will look at the KPI with the combined value of BuySell and Fuku-chan, which we 
did M&A, together. 
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Group stores are also planned to grow by approximately 500 stores, although this will be organic growth 
without M&A. 

That is all I have for the financial results. 

Iwata: Next, I would like to explain mid-term management plan and its initiatives from 2025 to 2027. 

First of all, there are two points that we would like to bring to your attention. Since we have a lot of slides 
here, I might skip some slides. We would very much appreciate it if you could take a look in details at a later 
date. 

The second point is about the three-year plan. We would like you to imagine how we will spend the next three 
years, keeping in mind what we are aiming for in the long term, from 5 to 10 years. 
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First is a review of the previous three years. 

In terms of home-visit purchase business, the business environment has deteriorated considerably due to 
external factors such as the widespread robberies and the extreme heat, and we had struggled. 

The store business, including group companies consolidated through M&A, had performed extremely well, 
and I think we were able to establish another major pillar of business, rather than turning to home-visit 
purchase business alone. 

In addition, as I mentioned earlier, we have completed four roll-up M&As in the resale industry over the past 
three years, and last year, the number two company in the industry in the home-visit purchase business, Fuku-
chan, joined our company, which I think was a very significant topic. 

As for business performance, for the fiscal year that ended last year, consolidated sales were JPY59.9 billion 
and consolidated operating income was JPY4.73 billion. 

With these, the four points at the bottom of the slide show what the theme will be for the next three years. 

The first theme is a strategic planning based on the assumption that the external conditions such as 
widespread robberies and extreme heat constantly occur. 

Secondly, since Fuku-chan will be joining us this fiscal year, we hope to build an overwhelming competitive 
advantage in the area of home-visit purchase business. 

Third, as I explained earlier, the store purchase business which was created after the listing of the Company 
has grown. Therefore, even though the external environment has changed somewhat, I believe that we have 
the base to achieve a solid business performance, and we will continue to advance the evolution in this area. 

Lastly, we would like to further accelerate management options, M&A, that we have implemented over the 
past three years, and we will continue to achieve this in the next three years. 
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This is our vision and mission. 

Our mission is “We are a bridge that transcends people, transcends time, and connects important things,” 
and vision is "We lead a recycling-oriented society with our excellent people and new technologies.”  

First and foremost, we are a resale company, and our major mission is to contribute to the formation of a 
recycling-oriented society, which is being called for globally, through the revitalization of the secondary 
distribution market. 

As a company that co-creates value with its various stakeholders, including customers, shareholders, 
employees, and society, we will pursue sustainable growth. 
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This is the first point I would like to mention. The bottom part shows our goal for the next three years until 
2027, and I have qualitatively described what we are aiming for in the long term. 

Our first goal is to improve the essential customer value and customer experience over the long term. 

Secondly, we have been getting a very good response within the past year through revisits and other activities, 
and we would like to establish a three-way business model toward growth, profitability, and sustainability by 
rebuilding our business model with a focus on maximizing LTV while properly increasing customer retention. 

Then, we have resale market industry restructuring. We are specializing in roll-up M&As in this industry, and 
we would like to be a dominant and leading company in the resale market. 

The following five points are what we hope to accomplish in the next three years. 

The first point is to establish a strong position in the home-visit purchase business. We believe that we already 
have a large share of the market, but we would like to make a strong move in this business of home-visit 
purchase to exclude the competitors. 

We are currently operating less than 420 group stores, but over the next three years, we would like to increase 
the number of stores by more than 200 and expand it to more than 650. We assume that, to this point, we 
will be in a very dominant upper position in the industry in the area of the store purchase business. 

Also, we have a global expansion centered on overseas sales channels. In other words, we will sell our 
merchandise at the highest price possible, and intend to create a new profit base not only domestically but 
also globally. 

Then, fourth point is people and technology. We are working hard to strengthen our organization and human 
resources. As for technology, Cosmos is already in full-scale operation, as previously announced, and we will 
work hard over the next three years to improve productivity and profitability. 
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The last point is the execution of continuous M&A. Of course, we will grow organically, but one of our 
aspirations is to become a leading company in the resale market, so we will use M&A to grow organically and 
achieve a dominant position in the market. We would like to achieve this goal by taking advantage of this 
M&A. 

We have a breakdown of what we are aiming for in the long term. We will not go into the details here, but we 
hope you will take time to look through it. 

 

Next, we have the quantitative goals. This is a milestone in the long-term growth of the Company, and this is 
a passing point as of 2027. 

We are aiming to achieve an operating profit margin of 7.9% with sales of JPY140 billion, operating income of 
JPY11 billion, and operating income before amortization of goodwill of JPY12.3 billion. 

We expect a CAGR of more than 30% for each segment, which is a relatively high growth rate for this scale of 
figures. One point I would like to mention here is that I just mentioned an operating income plan of JPY11 
billion, and as to profit margin target of 10%, our goal is based on our actual ability. 

With regards to what this JPY3 billion is for, we would like to use it as a strategic investment budget for 
branding and overseas development in order to capture the overwhelming number one position in the resale 
industry. 

Therefore, we have eliminated these costs and set the target of JPY11 billion with operating profit margin of 
7.9%. Our long-term vision for the next five to seven years is to refine our business management to achieve a 
profit margin of 10% or more. 

I skip this slide. 
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Looking at the past trends, we had a J-curve shape increase so hope to increase both sales and profits with 
this way. 

 

In order to determine how we can achieve this kind of significant growth, I would like to explain our analysis 
of the markets we have selected, which we consider to be very superior. 

More than 80% of the customers who apply for our home-visit purchase service are seniors aged 50 or older, 
indicating that Japan's aging society is actually a tailwind for us. 
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Estimates have been obtained that the population over 65 years will only increase, while the population in 
other age groups will decrease. As you are probably aware, the senior customer segment that we are targeting 
will be a very favorable tailwind for us. 

 

Then, as for macro-structural changes, inflation has been basically continuing. We believe that inflation will 
continue to rise in the future, and we have shown here evidence that this inflation is a very favorable tailwind 
for the resale market. 

The chart on the right side shows consumer attitudes toward the purchase and sale of resale goods. 
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Next, this is a slide that we have been posting, and it is about how many hidden assets there are. 

The figure on the left shows an estimate of JPY66.6 trillion in total hidden assets. Hidden assets are defined 
as the estimated value of unused items at home that have not been used for more than one year. We visit 
customers’ homes and find people say something like, “I don't remember having this at home,” or “This is a 
wreck, but does anyone purchase it?” They do not notice the value in it. 

Since it is difficult to bring these items to a store or sell them via a web application, we believe that it is a very 
good sense for us to visit them to purchase these items. 

 

This shows the core business strategy about how we access these hidden assets. 

It is need of use, or rather, sorting out the belongings of deceased, and we capture the needs of sorting. 
Customers want to take the load off their shoulders as soon as possible with the sorting. 

Our target, as you can see in the lower right-hand corner, is the over 50 years old, and since 86% of our current 
customers are in their 50s or older, we believe that this strategy makes sense for an aging society. 

The bottom left shows the commodity strategy. Many of our customers have trouble disposing of kimono, 
stamps, and other items that are heavy and difficult to carry around when they want to organize their homes. 
Therefore, we would like to reach out to these hidden assets by focusing our marketing efforts on these areas. 
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Here is a new slide. We have been saying that hidden assets potentially total to JPY66.6 trillion, and from this, 
we have calculated the estimated value of the products we handle and the products customers intend to sell. 

The SOM on the far right is our target and it is about JPY1.5 trillion. The actual sales of BuySell, Fuku-chan, 
and Rext Holdings in FY2024 were JPY46.2 billion, which indicates that there is still a large room for growth. 

 

In terms of the number of households, we believe that there is still a great deal of potential. 
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On the left side is the number of target households, and we have the result of the visits we made. There are 
approximately 52 million households in Japan, and the number of households worth for visit for us is 
approximately 36 million. I hope you understand that there are still many more households in Japan that we 
can visit. 

 

Here is the outlook for the resale market. 

Although various industries are declining steadily in Japan, the resale market is expected to grow very strongly. 
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This is the market that is emerging, and we have shown on page 59 how much of the market share we can 
capture through store purchases in this emerging market. 

As I mentioned earlier, TAM is emerging and the scale is JPY3.1 trillion, but if you look at the sales of 
merchandise that we can purchase at our stores and the sales of merchandise handled at our group stores, 
the figure is about JPY1 trillion or JPY0.9 trillion. The actual sales of merchandise that we purchase at our 
stores is JPY34.8 billion. 

I think there is still a lot of room for growth here as well. 

 

We have included a summary of our strategic policy, which we hope you will take a look at a later date. 
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The market is very vast in this way. Now, I would like to explain the strategy of how we are going to take 
initiatives for the next three years. 

There are four major points. A describes what are we going to do for the home-visit purchase business over 
the next three years. B is how we see our strategy for the store purchase business. C describes how we 
enhance the strategy and how we sell by handling the inventory centrally in a situation where the various 
companies joined us. The last is to brush up the efficiency of management, and that is how much cost can be 
cut in the area of technology and human resources. 
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As to the business summary of home-visit purchase, we have four points that we would like to focus on. The 
first point is revisits, the second is optimizing the marketing costs, the third is, as we have done in the past, 
group development of sales enablement, and the fourth is to improve the unit price per visit by expanding 
purchase merchandise.  

The third and fourth points are where we can exercise synergies since Fuku-chan joined our company. 

 

The first point is to improve profitability, which means strengthening revisits. 

Once again, this is what revisiting is all about. As you can see in the figure on the left, as Tokushige also 
explained earlier, the gross profit per visit means how much gross profit can be earned from a single visit. The 
data shows that the engagement with the customer is actually stronger on a revisit than on an initial visit, and 
the gross profit per visit tends to increase.  

As to advertising expenses, of course, we do not spend any money on advertising because we make 
appointments without advertisement. Therefore, our key KPI, variable profit, is overwhelmingly higher for 
return visits than for initial visits. 

On the right side is the ratio of revisits. The reason we start this revisit is because of the impact of widespread 
robberies, and we struggle to get an appointment with the customers. We have been working hard on the 
revisit retention marketing to see if we could somehow create these appointments internally.  

As a result, the revisit rate was only 2% by 2023, but by 2024, the overall revisit rate increased to 9%, and the 
current rate is well over 10%. We believe that the increase in the revisit rate, including enablement, will 
continue to grow, and we are aiming for 20% by 2027. 

As for Fuku-chan, since it has not been able to revisit often, the percentage of revisit was only 1% as of 2024. 
We believe that by sharing the know-how that BuySell have developed over the years, we will be able to firmly 
increase the percentage of return visits to 10% by 2027. 
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Secondly, we will optimize marketing costs, which is one of the synergies we are targeting. 

First, on the left side, if we spend money on the same media with the same timing and areas for BuySell, Fuku-
chan, and NIKKOU-DOU, the response rate of inquiries will decrease or even compete with each other. We 
would like to reduce marketing costs by carefully analyzing the marketing plans of both companies. On the 
right side, I would like to talk about brand equity investment. In the resale market, competition is becoming 
more and more severe, but we want to gain brand equity, in other words, trust, so that people will say, “If it's 
BuySell, I feel safe,” or “I'll ask Fuku-chan.” We want to earn this kind of trust. As I mentioned earlier, we have 
a strategic investment budget of JPY3 billion, and we would like to invest not only in acquiring needs but also 
in branding.  

As to the introduction of sales enablement, it has been one of the growth drivers for BuySell Technologies in 
the past. The blue part in the chart on the left side shows the results of the sales enablement initiatives by 
BuySell. If we take the gross profit per visit in 2020 as 100, it was almost 140% in 2024. There is still room to 
increase competitiveness, including for BuySell alone, through enablement. As for Fuku-chan, we are not 
implementing this sales enablement initiative but we would like to improve the gross profit per visit of Fuku-
chan by applying this method that we have cultivated.  
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On the right side is segment expansion of purchased merchandise, which includes strengthening of products, 
advanced pricing, and expansion of new merchandise, but there is a slight difference in the merchandise that 
BuySell and Fuku-chan specialize in. Therefore, we would like to optimize and enhance by taking advantage 
of the strengths of both companies. 

I will skip this slide, but I hope you will take a look at our sales enablement method and what we do, which 
we always show. 

 

Next is B section for what strategy we have for the group store business. 
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First of all, the group stores are also undergoing repeated M&As, which has led to the establishment of various 
trade names in disarray. In this context, we would like to develop our stores by dividing them into two levels: 
a mass market strategy and a differentiation strategy. 

The mass market strategy is to develop our stores for the mass market. The multi-channel strategy is store 
purchase business strategy that emphasizes marketing and customer connections with the core home-visit 
purchase business for BuySell and Fuku-chan. 

We also have a mass store that is widely used by the general public, and it applies to MUSUBI and WAKABA. 

On the other hand, as a differentiation strategy, we have the TIMELESS Salon permanently located in 
department stores, which has a very sharp target and product strategy. We would like to consider this as a 
separate strategy from the mass market strategy.  

The bottom right is THIERRY, which is the former Brand Piece, but it specializes in for example, Hermes. 
NIKKOU-DOU is specializing in antiques. We would like to consider future store development in this area 
separately from the mass market strategy. 

 

I believe that each store has its own strengths. Therefore, we would like to revitalize our store business by 
developing these strengths horizontally as much as possible. 

The major items on the left side are marketing, operations, appraisal and authenticity, and enablement, that 
is training. We would also like to improve our profit margin by combining the best of each of our store, which 
have various characteristics. 

The goal for 2027 is to expand to more than 650 stores in total. We also believe that gross profit per store will 
definitely improve. 
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The next is C section, which is the upgrading of sales strategies. In a nutshell, it means to sell products to the 
channel where we can sell at higher prices. 

On the left side, there are various products purchased from various companies, and we would like to integrate 
these products and manage them as a group inventory, rather than handling each individually. 

As this purchase volume increases, the number of data will go up and so will the sales volume. This will allow 
us to gather data such as which sales channel is selling this product at the highest price. By analyzing this data, 
we hope to make a contribution to the sales profit by placing products in a sales channel that can sell at higher 
price as even JPY1. 

The bottom part says that the current data shows that we will aim for an improvement of approximately 1% 
in operating profit margin by 2027, and we would like to develop the sales channel as planned. 
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As for new sales channels, we have already announced the establishment of a subsidiary in Hainan Island, 
China. What we are planning to do is to repair and remake mainly brand bags for the Chinese sales channel 
and sell them through live commerce. 

I just returned from China at the beginning of this week, and I have already tried it. I feel that it is a very 
promising sales channel, with a gross profit margin that is five times higher than when we sell purchased 
products in Japan without repairing or remaking them. Therefore, we would like to establish this sales channel 
as soon as possible as a sales channel that can supply a stable volume of goods, and we would like to repair 
and remake the target merchandise purchased by the Group for live commerce in China as much as possible. 

When we calculate based on the products we are currently handling, we believe that add-ons with an 
operating income will be approximately JPY1.5 billion level, which is quite possible, in case we succeed. 
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Next is D section for technology and human resources and is about how much we can brush up on 
management. I have already shown this slide, so I will skip it for now, but as far as the Cosmos implementation 
schedule is concerned, the remaining action is the introduction of stock and inventory management for 
BuySell, TIMELESS. We are hoping to complete these tasks by the end of this fiscal year. 

We would also like to introduce Cosmos products to MUSUBI and Rext, which joined us through M&A last 
year, starting around the middle of this fiscal year. We would like to improve cost efficiency by replacing as 
much of the complicated work that was previously done by people as possible with products that run on this 
platform. 
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I will skip this slide as it is very detailed about how each product makes contribution. We believe that this will 
have a great effect on both the offense, which will improve profitability, and the defense, which will reduce 
costs, so we will introduce it in phases and brush up the management. 

 

This is about building business operations using AI agents. In addition to Cosmos, as you all know, AI is evolving 
every day these days, and I believe that it can be utilized in our business operations. 

Although this section focuses on appraisal and authenticity check, there are many operations that can be 
replaced by AI, and we would like to improve productivity and cost efficiency in these areas. 
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Next, in the area of human resources strategy, we have prepared new measures focusing on human resources. 

We have three points: recruitment without mismatches, improved engagement to increase ownership in the 
business, and developing human resources to drive business growth. 

As you can see here, the aims of each are to improve the retention rate, to make early contribution of new 
hires, and to optimize the organizational structure. We would like to determine whether the investment is 
properly optimized in terms of labor costs. 

We are in a labor-intensive business model, which requires gross profit increase, cost reduction and others, 
so we believe that optimizing and maximizing the human resources will make a very significant contribution 
to our business performance. We will make our best efforts in this area as well. 
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Next is the M&A strategy. As part of our M&A strategy, we are pursuing industry-specific roll-up M&A, 
specializing in the resale business. 

We also specialize in specific industries, so I believe that our PMI framework has been well molded. We would 
like to continue to make good M&A deals in the future while taking advantage of these synergies. 

 

To date, we have executed five successive M&As in the past five years. 
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Here is a slide for recap of what the results of these efforts were. 

The right-hand side is the easiest to understand. While it excludes Rext Holdings because it has not yet been 
consolidated, the total EV at the time of investment of the four subsidiaries from TIMELESS to NISSO and the 
results these four companies generated in FY2024, in terms of EBITDA, are about three times. We estimate 
that even if we continue with our current business performance, the cash used for this M&A will be recovered 
in three years. I see this as a very high M&A investment efficiency. 

Of course, there are variations in hedging and new cash flows generated by PMI synergies, but we believe 
that this is now a fairly standardized model for us. 
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As you can see on this slide, there are areas of commonization, efficiency, and advancement. We have a sense 
that we have been able to implement this PMI, and we would like to continue to achieve significant growth 
by repeating this roll-up M&A process, specializing in the resale industry, as much as possible in the future. 

 

Finally, we have an overview of the capital allocation policy as investment and financial strategy. There are no 
special changes here either. 
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The newly added slides show how the Company will strategically invest in business and M&A over the next 
three years. We hope that you will take a look on what area and how we consider for the investment. The 
large investment in particular is for brand marketing strategies, which will total up to JPY4 billion by FY2027. 

We would like to incorporate brand equity, such as first recall, security, and trust, through these activities. 

 

As for the financial policy, there are actually a few changes that have been made. 
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The reason for this change is that the balance sheet situation has changed significantly over the past three 
years as a result of continuous M&A activities. I hope you will understand that we have redesigned our 
medium-term financial policy to take into account this temporary increase in leverage. 

In addition, as I have already mentioned, we expect that the balance sheet will see strong operating cash flow 
over the next three years, so basically, the natural [inaudible] balance sheet improvement will [inaudible] by 
the operating cash flow generated over the next three years. 

 

Here is shareholder return policy. We have not changed our policy of aiming for a consolidated dividend 
payout ratio of 20%. For the current fiscal year, we plan to pay a dividend of JPY20 per share, which is 
equivalent to a payout ratio of about 18%. 

Lastly, we have governance structure, but I would like to skip. Please take a look at later date. 

It was a long explanation and had a lot of information in the slide, but that is all from me. 
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Question & Answer 

 

Moderator [M]: I would now like to move to the Q&A session. 

Participant [Q]: The first question is about sales in the final year of the mid-term plan. You mentioned sales 
of JPY140 billion for FY2027, but what is the forecast by each operating company? 

Company Representative [A]: I will explain. Basically, we are considering a CAGR of 32.7% for sales, which is 
a three-year average. Therefore, it is basically not the case that one company will grow significantly and 
another company will not, and we are currently projecting a 30% growth in sales for all companies. 

Participant [Q]: To what extent have you factored in the contribution of China in your mid-term plan? 

Company Representative [A]: I will explain as well. I mentioned earlier that we can achieve an operating 
income growth of about JPY1.5 billion if we can sell our current inventory into this sales channel, but this does 
not mean that we have factored all of them into our mid-term plan. We have already included a few hundred 
million yen in performance add-ons and profit add-ons, but since this is a separate discussion, we will refrain 
from disclosing them here. 

Participant [Q]: Regarding the impact of external factors, the monthly figures for January, as announced today, 
show that both purchase volume and the number of visits have been favorable. Can I assume that the 
influence of the external environment has largely disappeared? 

Company Representative [A]: I really think that is a good way to look at it. As the monthly sales for home-
visit and store purchases are progressing steadily, we believe that we are off to a very good start for the next 
three years. 

Participant [Q]: What is the impact of implementation of the new human resources system? Do you see any 
signs of productivity improvement or turnover improvement? 

Company Representative [A]: I will explain. System was changed in January so there is not a big change yet. 
However, the turnover rate by rank and by business shows the signs of improvement, although there is not 
big change overall. We would like to continue to work on this throughout this year. 

Participant [Q]: As to [inaudible] of PMI with Rext, how is it factored in the mid-term management plan?  

Company Representative [A]: As I explained earlier on the business strategy page of home-visit purchase, 
there are four points to be addressed: strengthening revisits, optimizing the spending on advertising, and 
improving the skills of each salesperson as enablement. There are some products that we are good at and 
some that we are no, so we will level that and increase the number of handling products for each company. 

We have calculated KPIs for each of these in detail on an annual basis, but I would like to refrain from giving 
details on how this will affect to our business performance. 

Participant [Q]: This is a bit related to the last question, but it is about synergies with Fuku-chan. I understand 
that the aim is to expand enablement and merchandise, but would it be correct to say that the results will be 
achieved gradually over the next three years rather than immediately in one year? I would also like to know 
if there are any initiatives that you have already started working on together. 
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Company Representative [A]: We have already started working on all items, and some of the measures that 
will have a significant impact on business performance have already made a contribution, while others will 
take time to make their contribution. For example, in terms of advertising expenses in marketing, Fuku-chan 
and BuySell share the same management screen and proceed with purchases. Cost optimization can already 
be seen in these areas. 

On the other hand, it will take some time to incorporate sales enablement and product expansion into 
operations, so we hope to gain significant benefits over the next three years. 

Participant [Q]: Regarding sales channels in China, I understand that the current economic situation in China 
is not so good, and we would like to know if there are any risks involved in expanding sales channels in China 
at this time, or if things will not go as expected. 

Company Representative [A]: I actually see this as a tremendous tailwind. As I mentioned earlier, I believe 
that the resale business is a business area where strong growth can be achieved and it will be even more 
effective in the face of recession, inflation, and other such factors. 

Chinese people are also suffering from a very bad economy, and it is difficult for them to purchase new brand 
goods, or they are trying to convert brand goods they have at home to money. If you want to do business in 
China at this moment, I believe that the resale business is the best business for you. 

In fact, I have traveled to China many times and have felt such things through my senses. 

Participant [Q]: I have a question about the reputation of your company for home-visit purchase. There have 
been reports of pushy buyers in the past, and we believe that some people have a high psychological hurdle 
for home-visit purchases. You mentioned that investing in the brand in this regard will increase the sense of 
security and trust, but are there any specific good ways to do this, such as broadcasting TV advertisement or 
handing out flyers? 

Company Representative [A]: Yes. As you say, there is still a lack of awareness among consumers as to what 
the home-visit purchase service is all about.  

Therefore, I think that the early majority tends to avoid us. So, we need to solve that issue and start from the 
point of making people aware that this home-visit purchase service itself has great value and is very safe and 
secure. Otherwise, it will be difficult to reach the point where people will choose us and we have access to 
hidden assets which totals to JPY66 trillion. 

Therefore, we would like to create a situation in which this home-visit purchase is very common, and if you 
want to use home-visit purchase service, there is no one else to turn to but BuySell and Fuku-chan. 

As for what exactly we will do, of course, we are still in the process of discussing and debating about it, so 
please stay tuned for more information. 

Participant [Q]: The question is about interest rates. Given that interest rates are now rising and borrowing 
rates are rising, how much impact does the interest rate hike cause to your business performance? 

Company Representative [A]: I will explain. The results borrowed partly through M&A in FY2024 has been 
slightly affected by an increase in interest rates, and we have partly factored that into our plan, taking into 
account future interest rate rises. 
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The most recent balance of interest-bearing debt is at a level of about JPY27 billion. We will need to keep an 
eye on how much this level will increase. If the interest rate is to rise by 1% in the future, we estimate that 
the impact on ordinary income would be approximately less than JPY300 million. 

Participant [Q]: Regarding Fuku-chan, please let us know whether or not you have already factored in 
synergies in terms of sales, profit and cost for Fuku-chan in your plan for this fiscal year. 

Company Representative [A]: Basically, Fuku-chan is a company that is growing organically, so we have not 
made a plan for this fiscal year based on the synergies with BuySell. 

Based on the stable performance of Fuku-chan on a stand-alone basis, as I mentioned earlier, some of the 
advertising expenditures are already undergoing reforms. We have incorporated these elements into our plan, 
but we have not factored in any upside or favorable scenarios. 

Participant [Q]: Regarding stock carry, for FY2024, you did stock carry to the next fiscal year, and I am 
wondering if there is any indication that you will do the same in the future if you see a path to exceed the 
Company's plan. 

Company Representative [A]: I think there is of course a good chance that we will. In that case, we would like 
to disclose such information properly. 

Participant [Q]: For the current FY2025, the plan is to add 80 stores. Please let me know how likely it will be 
achieved, and bottleneck to achieve it, if any.  

Company Representative [A]: This is the result of our calculations, taking into account the actual number of 
stores that will be built for sure, and the sources of new store openings that will be developed in the future. 
However, this is not an ambitious number of estimation but the number with certainty. We believe that we 
will be able to achieve our goals.  

Moderator [M]: Now it is just time. Thank you very much for taking time out of your busy schedules today to 
attend the briefing of the financial results and the mid-term management plan of BuySell Technologies. With 
this, we will conclude the briefing. 

Thank you very much for your participation today.  

[END] 

______________ 

Document Notes 

1. Portions of the document where the audio is unclear are marked with [inaudible]. 
2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD]. 
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answer from the Company, or [M] neither asks nor answers a question. 
4. (A) This document has been transcribed based on English language audio provided by the Company. 
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