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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: First of all, I would like to give an overview of the FY2025 financial results and explain the FY2026 
forecast.  

 
The highlights of the FY2025 financial results are shown here. 
Net sales and gross profit both reached record highs as the second-hand online business grew steadily, and 
the mobile and telecommunications business significantly drove revenue growth. Net sales increased by 
30.3% YoY to JPY24,771 million. Gross profit increased by 22.9% YoY to JPY8,532 million. 
Despite the recording of JPY55 million in expenses related to shareholder benefits, the SG&A ratio improved 
significantly from 34.9% to 31.9%, and operating profit doubled YoY. Operating profit increased by 109.4% 
YoY to JPY625 million. 
Ordinary profit and profit attributable to owners of the parent both reached record highs, partly due to a gain 
of JPY143 million from the cancellation of derivatives, which was recorded as non-operating income. Ordinary 
profit increased by 1,593% YoY to JPY684 million, and profit attributable to owners of the parent was JPY484 
million, a significant turnaround from the negative figure of the previous year. 



 

 
Here is our consolidated statement of income. 
Net sales, gross profit, ordinary profit, and profit attributable to owners of the parent all reached record highs. 
In terms of operating profit, although it fell short of our forecast, it improved significantly and doubled. 



 

 
This is the result of progress in performance. 
As revenue growth was driven by the mobile communications business, net sales exceeded the plan. The 
second-hand business was also doing well, but the growth of the mobile communications business was 
greater. 
As for operating profit, as I mentioned earlier, we made steady progress in improving the SG&A ratio.  
In the second-hand business, the gross profit margin tends to be higher for lower-priced products and lower 
for higher-priced products, but the ratio of higher-priced products has increased, and the gross profit margin 
for mobile communications tends to be lower than that of second-hand. The gross profit margin declined 
slightly, but gross profit is growing steadily. 
Ordinary profit was almost in line with the plan, partly due to a gain from the cancellation of derivatives. 
Profit attributable to owners of the parent exceeded our forecast due to the recognition of deferred tax assets 
associated with the transition to a profitable business environment. 



 

 
This chart shows net sales growth since our establishment. 
Considering the startup period, the sales ratio has increased since last year, with a CAGR of 45.2%. Even from 
the time of our listing on the Tokyo Stock Exchange Mothers ten years ago, sales have continued to increase 
by 20% YoY, so we are making progress while maintaining high growth. 



 

 
This shows net sales by business segment. 
Our core business, the second-hand online business, continued to grow steadily and saw a YoY increase of 
13%. We look to restructure the media business to promote further growth in other businesses. I will explain 
this later.  
As for the mobile and telecommunications business, the acquisition of new lines continues to be strong, and 
ARPU is also growing, with a significant YoY increase in sales of 60.2%. 



 

 
Here is the analysis of changes in operating profit for the full year.  
Our productivity improvement measures have progressed, and operating profit doubled as a result of revenue 
increases and improvement in the SG&A ratio. 



 

 
This shows our FY2026 full-year forecast. 
We expect net sales to increase by 121% YoY to JPY30 billion. 
Operating profit is expected to increase, owing to continued revenue growth and a reduction in the SG&A 
ratio. It is projected at JPY1.1 billion, a YoY increase of 175.8%.  
Since all the valuation gains and losses on derivatives, which had fluctuated widely over the past several years, 
were recorded in FY2025, the volatility is expected to be significantly reduced. The volatility in the difference 
between our forecast and actual results is also expected to decrease significantly. So, we expect ordinary 
profit to be JPY1,050 million, a YoY increase of 153.4%. 
Profit attributable to owners of the parent also returned to profitability in FY2025 and is expected to continue 
to increase significantly. 



 

 
This slide shows our basic approach to the forecast. 
In terms of net sales, the media business will be reorganized and split, and integrated into two businesses: 
the second-hand online business and the mobile and communications business. As our two main businesses, 
we would like to promote further growth in these businesses. We will also aim for more than 20% sales growth. 
Operating profit is expected to increase consecutively through revenue growth and a decrease in the SG&A 
ratio. 
As to ordinary profit, the volatility of derivatives has been eliminated. We are now in a position to ensure that 
an increase in operating profit is directly linked to an increase in ordinary profit. 
Profit attributable to owners of the parent is considered in the same way.  



 

 
This slide shows the trends in net sales by segment. 
Some elements of the media business will be integrated into the second-hand business for individuals, 
OIKURA, mobile and telecommunications, and others. We have reorganized the media business to be more 
closely aligned with the second-hand online business and the mobile and telecommunications businesses in 
order to provide information relevant to customers in these domains.  



 

 
Here are the changes in SG&A expenses. 
We expect high sales growth and a relatively low SG&A ratio again this year. In particular, SG&A expenses 
improved last year when we strengthened recruitment, invested in systems, opened many new offices, 
improved productivity, and made progress in the systemization and control of SG&A expenses. As a result, 
the ratio declined from 34.9% to 31.9% last year. 
We are firmly committed to this and expect to further improve productivity in FY2026 to reach a ratio of 
30.5%. 



 

 
This is an overview of the business by segment: the second-hand online business. 
First of all, the market environment: the market is approximately JPY3.25 trillion in 2025 and is expected to 
become a JPY4 trillion market in 2030, with a YoY growth rate of about 7.8%. 
Naturally, the younger generation has become less reluctant to second-hand, and the use of second-hand 
products is continuing to grow, while the use of the second-hand business by the elderly is also increasing 
through decluttering and end-of-life planning. 
Inflation is a factor, but sales of second-hand products were also strong during the deflationary period. People 
use them to maintain their standard of living. We recognize that this is a market that is not so much affected 
by the economy and see significant market growth. 



 

 
The potential market is said to be about JPY3.1 trillion now, but there are still many hidden assets, with 
JPY66.7 trillion of unused items lying around in ordinary households. In addition, in this market, older people 
tend to have more hidden assets.  
However, this market data does not include agricultural equipment and vehicles, so the actual potential is 
much greater in this second-hand market. Recently, the term "tertiary distribution" has been used, and this 
kind of reuse is also sustainable, and the market is expanding as people try to secure their lifestyle. 



 

 
In this environment, our second-hand online business saw sales growth of 12.6% in Q4. Gross profit also saw 
a YoY increase of 8.8%. Segment profit increased by 50.8%, which is a significant increase. Its quarterly profit 
is expected to be over JPY300 million for FY2026. 
Sales of used agricultural equipment fell short of the plan, but overall, the situation is favorable. 



 

 
This is about the second-hand business for individuals. It is a second-hand business where we first attract 
customers online, buy items, and then sell them online. 
First of all, with 430,000 requests to buy per year, we are a company that receives a very large number of 
requests to buy, mainly through digital marketing. We would like to increase this area firmly. 
We have also received a large number of offers, and we are working to improve the efficiency of our contact 
center, which receives inquiries from customers by scoring customer requests to determine whether to buy 
onsite, in-store, or by delivery. 
In addition, there is a background where the combination of DX in the contact center has made the most 
efficient channel for buying, and the efficiency of the system is now progressing more and more. 



 

 
As a result, Q4 results for the second-hand business for individuals saw a YoY increase of 18.6% in sales and 
a YoY increase of 10.6% in gross profit, with both sales and gross profit reaching record highs on a quarterly 
basis. 



 

 
As an overview of the most recent actions, among others, systemization in the area of contact center has 
progressed. 
In particular, an auto-call system, which systematically and automatically connects calls rather than having an 
operator make each call one by one, has been implemented to prioritize calls to those customers who are 
more likely to be connected. 
We have also started what we internally call "smart buying" operations. Among a certain number of requests 
we receive from customers, some require human intervention, and others are easier for customers to handle 
if they proceed automatically from the initial response to the assessment page, etc. To some extent, we are 
in the process of starting hybrid operations. 
In addition, we have renewed our smartphone-specialized buying site and are making a fresh start in the 
smartphone market, which is one of the fastest-growing markets for second-hand merchandise. 
In our case, we are attracting sellers online, so we are in a situation where we are implementing these 
commercial strengths to further increase buying requests, where each is in good shape. 



 

 
As for the most recent action, to make use of AI, we are internally using RAG chat to search and operate our 
business manuals to improve business efficiency. This makes it easy to check the manuals for each product 
without asking someone. 
We have also implemented an AI role-playing system for training, which has reduced the training burden by 
about 30% compared to the training that used to be conducted by managers on a case-by-case basis. 
Also, development using AI agents has started to analyze the know-how of high-scoring operators in order to 
improve the conversion rate. 
In addition, as for the company-wide use of generative AI, more than 95% of employees are now using this 
generative AI at least once a month, and it is now estimated that about 75,000 hours of business efficiency 
could be achieved in a year. We hope to further penetrate the use of AI. 



 

 
You can see change in the total number of buying requests. 
As demand increases, the total number of buying requests exceeded 120,000 in Q4. We are pleased to state 
here that we are making progress in discovering buyable offers. Gross profit is growing steadily, and the 
number of requests is on the rise. 



 

 
This slide shows the changes in buying by channel. 
At that time, we too focused on home collection service, but our strength is that we receive many buying 
requests and buy items through appropriate channels. For items with a higher unit price, we will visit sellers 
to buy them, and for items that are more efficient to buy using parcel service or in-store, we will do so, which 
leads to optimization and efficiency improvement. 



 

 
As a result, looking at the charts for gross profit and the total number of buying, the number of buying has 
been rising steadily. Both the number of buying and gross profit have reached record highs. The situation is 
now firmly in a positive spiral, as segment profits are improving. 



 

 
As for the inventory situation, the sales promotion measures taken at the end of the fiscal year were effective. 
Although the inventory temporarily decreased, it is expected to increase again from Q1. 
  



 

 
Next, the used agricultural equipment. 
In the used agricultural equipment business, more farmers in Japan are giving up farming. Due to the aging 
population, we are receiving many requests from farmers who have quit farming. About 90% of purchase 
requests we received in a year are from those who have quit farming. 
Many people in Japan are satisfied with used agricultural equipment, and those that are no longer being used 
in Japan are sent overseas. This business has grown over the past years. 
Recently, however, freight rates have remained a little high in the area of overseas transportation, but they 
are about to normalize. As a result of our measures for inventory turnover improvement in Japan, we are now 
back in the black, and we intend to make solid progress from this point forward. 



 

 
Stricter standards for merchandise buying have shortened the sales cycle, and inventories at the end of Q4 
temporarily decreased but are expected to increase again. 
  



 

 
Ocean freight.  
As I mentioned earlier, the rates had risen considerably at one point but have now settled. 
  



 

 
As to our recent actions, we have made overseas cross-border e-commerce business negotiations easier and 
are seeing a significant increase in new registrants for the business. 
In addition, to reduce overseas volatility and risk a little, we have been taking measures such as re-
strengthening domestic sales and determining how to sell domestically when ocean freight rates rise. Now 
business is as usual.  



 

 
This is about the OIKURA business.  
OIKURA is a matching platform that connects second-hand shops for selling and buying, and it has been going 
well. 
Sales saw a YoY increase of 27.7%. The number of participating shops that want to receive buying requests is 
1,122, showing a significant increase. The segment's profit margin has been increasing steadily because of 
accelerated collaboration with local governments, and when we receive requests from such places, many of 
them do not require advertising costs. 



 

 
The number of partner municipalities in collaboration also increased significantly, from 142 last year to 263 
in one year. When people want to dispose of bulky garbage, many of them go to their local government's 
website and buy a sticker for disposal. But before doing so, they should think of reuse. 
We are working with 263 of the 1,741 municipalities in Japan, and we are asking people to dispose of bulky 
garbage only if its reuse is not possible. Since cooperation has been progressing in areas with large 
populations, the population coverage rate is now 42.6%, and further expansion is expected. 



 

 
The media business.  
In the media business, in order to respond to the highly influential risk of Google's search algorithm updates, 
we grew our overall portfolio, including WiFi and Car-Ultra. Overall, the situation has bottomed out, and 
segment profits are improving firmly. 
Overall, Google's evaluation and overall search volume, as well as what is known as the AIO of generative AI, 
are well addressed, and we are also moving to secure volume that is not dependent on search, such as 
through video. 
This is one of the reasons why we have divided the media business into segments and allocated them to other 
businesses. We are now working hard to address these issues. 



 

 
This shows our video channels.  
Motorz has 270,000 subscribers. We are currently increasing our efforts to attract customers without relying 
on search engines. 



 

 
The mobile and telecommunications business: here are the quarterly results. 
Since Q4 FY2024, awareness of our service has increased, and the number of new line subscriptions has risen 
significantly. We are now strategically expanding awareness advertising to uncover latent needs in line with 
the period of demand, with the aim of achieving the full-year revenue forecast in advance and further 
increasing sales and profits in the next fiscal year and beyond. 
Segment profit declined significantly due to an increase in advertising, but I hope you will recognize this as 
an investment for further growth. 



 

 
In terms of revenue per line, ARPU, the LTV per subscription is also increasing. We are also taking measures 
to reduce churn and add options, etc., to improve the attributes of our customers, so the earning capacity 
per line is increasing. 



 

 
Here is the chart showing the number of lines owned since the start of the service. 
The market for mobile communications itself is also growing, and we are seeing strong growth in this area. 
  



 

 
This is a summary of the consolidated financial results. 
We saw this slide before. As a result, net sales YoY change was 130%, that of gross profit was 122%, and that 
of operating profit doubled to 209%. As ordinary profit saw a significant improvement and net profit became 
profitable, they achieved record highs. We believe that we are about to once again demonstrate significant 
and strong growth. 



 

 
Here are the highlights. 
In the second-hand business, operating profit increased as a result of progress in various productivity 
improvement measures, which continued to boost sales and profits and improve the SG&A ratio. 
In the media business, we split and reorganized the business to maximize the value provided and further 
strengthen the ability to attract customers, thereby increasing customers’ lifetime value. 
With regard to the mobile business, the number of new line subscriptions continues to increase significantly, 
and we intend to continue our aggressive measures to acquire new lines while firmly building up future 
earnings. 



 

 
Here is our consolidated balance sheet. 
The turnover rate of the second-hand online business: the turnover rate from purchase to sale is said to be 
approximately 4 to 6 turns a year for ordinary reuse and recycle stores, but our rate is significantly higher, as 
our main focus is on online customer attraction and online sales from our 15 distribution centers in Japan. 
For FY2025, the inventory turnover was 23.5 turns, which is a very efficient [inaudible] inventory turnover. 
The capital adequacy ratio for FY2025 improved significantly from 16.5% to 21.8% as profit attributable to 
owners of the parent was recorded, and is also expected to improve significantly for FY2026. 



 

 
Here is the consolidated statement of cash flows. 
Cash flows from operating activities improved significantly to JPY482 million. As a result, free cash flow 
increased significantly to JPY431 million. 
That is all for me. 
 


