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Presentation 

 

Endo: It’s time, and we will now begin. Thank you for participating in the financial results meeting for the third 
quarter of the fiscal year ending April 30, 2022 of Smaregi, Inc. 

Let me introduce the speakers. 

Yamamoto: I am Yamamoto, the Representative Director. Thank you for your cooperation today. I would like 
to proceed with this briefing with myself and Vice President Minato. This is Mr. Minato. 

Minato: Hi, I’m Minato. Thank you for your cooperation.  

 

Endo: Here is today's flow. Q&A will be scheduled after the financial results briefing. 

Now, let me move on to the financial summary. Mr. Yamamoto, please. 

Yamamoto: Thank you for watching. Once again, please accept my best regards. 
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The first step is to provide an overview of the financial results. The accounts are consolidated from this time 
on, but there is a note of caution: only the balance sheet is consolidated. As for the P/L, please note that the 
results for the third quarter do not include Royal Gate's results, as we will start recording sales from the fourth 
quarter. 

Please note that from then on, this notation will be used for all materials on the slides. 
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First, let us talk about the impact of the coronavirus. 

As I tell you every time, this graph on the left side shows the impact on the number of transactions, or how 
many customers using Smaregi used the cash register. 

As for December, it is the peak season for retail and restaurant businesses, so transactions was raised, but in 
January, the situation has calmed down a bit. We think this is more of a seasonal factor than the coronavirus. 
I think you can see that the economy is gradually recovering as the year progresses, since the number of 
transactions is gradually rising. 

The graph on the right shows the number of business negotiations for our Smaregi. There was a period of 
considerable dip when the state of emergency was declared at the first time and such, but I think we are now 
in a phase of considerable recovery, or rather, a phase of gradual growth. 
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This will be followed by highlights of the third quarter. 

To review briefly, the number of pay stores increased steadily during the pandemic, and the net sales landed 
at JPY2,910 million, an increase of 26.2% YoY. 

Due to increased S&M investment based on the medium-term management plan, operating income increased 
by 5.3% YoY to JPY620 million, and the operating income margin landed at 21.3%. 

The third on the topics, a gain on negative goodwill of JPY160 million was recorded as a result of Royal Gate 
becoming a consolidated subsidiary. We reported this as an extraordinary gain. 

ARR was JPY2,470 million, an increase of 28.8% YoY. 

The number of employees increased by 63.3%, due to aggressive recruiting activities and the Royal Gate M&A. 
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Next is the performance highlights. 

Net sales were JPY2,919 million, and operating income was JPY622 million. Net income for the quarter was 
JPY576 million. 

The full-year plan from the second right in this table shows that we now expect to land at JPY4,135 million on 
a consolidated basis. Operating income is expected to land at JPY523 million, ordinary income at JPY524 
million, and net income at JPY511 million. 
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Next is the balance sheet. 

The results include Royal Gate's B/S. 
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This is P/L. This is Smaregi alone. 

This is the stand-alone result, although the extraordinary gain is included. Sales for the third quarter totaled 
JPY998 million. The second quarter was JPY1,001 million, which is slightly negative compared to the previous 
quarter, but there are some seasonal factors, so I think the growth is expected to come in waves. Compared 
to the third quarter of last fiscal year, we are at about plus 19%. 
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Next is the operating income ratio and sales. 

In the fiscal year before last and last year, sales were almost flat due to the coronavirus, but it has changed to 
be in a growth path this fiscal year. 

We think we are on track to achieve JPY4,100 million on a consolidated basis, which is now at JPY2,919 million. 
The operating profit margin is down slightly, but we expect it to be even lower this year due to a slight increase 
in advertising expenses. 
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Next is by the quarter. 

I repeat here that the third quarter was JPY998 million. The operating profit margin has been declining each 
quarter, and we expect it to decline a little more in the fourth quarter as well, since we will spend a little more 
on advertising and publicity. 
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The following is the breakdown of the sales trend. 

The dark blue in the graph represents subscription sales, i.e., monthly usage fees, etc. It is going well. The light 
blue in the graph represents the initial cost, or sales of equipment and cash register peripherals. 

This one is down a bit. It says this is because of the shortage of major printers and other products. I’d like Mr. 
Minato to explain. 

Minato: Due to the shortage of semiconductors, there is still a shortage of major receipt printers from Epson 
and Star Micronics. 

However, because Smaregi is compatible with other receipt printers, and we moved quickly to secure 
inventory, we believe we have avoided lost opportunities that would have prevented us from acquiring new 
users. 
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Yamamoto: Thank you very much. 

Next is the ARR trend. 

Now, ARR has gone to JPY2,470 million as of the end of January. Our target is JPY2,700 million for the current 
fiscal year, so we are in the situation where we need to build up quite a bit in the final quarter. 

ARR is the most important indicator of our mid-term plan, so we are taking various measures with 
considerable emphasis. Our components of ARR fall into four categories: monthly revenue from Smaregi, 
monthly revenue from the attendance management service called Smaregi TimeCard, revenue from the 
Smaregi App Market, and payment-related revenue. 

I would like to explain each of these in detail later when we’ll talk about the progress of the mid-term plan, in 
the second half of the briefing. 
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Minato: Quarterly changes in selling, general, and administrative expenses. 

SG&A expenses increased in this fiscal year due to higher advertising expenses. 
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This is the quarterly trend and breakdown of advertising expenses. A breakdown of advertising expenses is 
included from this report. 

The bottom blue part is the cost used in lead acquisition. Lead acquisition is the cost of listing and affiliate 
advertising on the web. The largest area in light blue above is the cost used to expand recognition, which 
mainly includes TV commercials and radio. The others in gray are the costs used for branding and advertising 
in the Smaregi App Market. 
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Yamamoto: Next, the number of employees. 

Last year we stopped hiring altogether due to the pandemic, but this year we have resumed active hiring in 
all departments. In addition, the number of members of the subsidiary company, which I am writing about 
here in green, has increased by about 40, which is a significant increase. We will continue to actively promote 
recruitment activities. 
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Minato: This is a quarterly trend of the number of registered and paid stores. 

The number of paying outlets has also been growing steadily, reaching 22,931 outlets at the end of the third 
quarter. 
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Here is the active storefront rate. 

There are 28,348 active stores, 26.5% of the total number of active stores. As for the criteria for determining 
active stores, only customers and stores that have transactions during the month are counted as active. 
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Continuing on, here is the churn rate. 

The churn rate is the MRR churn rate based on Smaregi’s monthly fees. In the pandemic, the third quarter 
remained low at 0.63%. 
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Next, we look at the cost of sales per customer. 

The cost per customer listed here is for the monthly fee of Smaregi only and does not include the monthly fee 
for using Smaregi TimeCard or the settlement fee. 

The unit price per contract is JPY17,777, or JPY7,520 per store, which is a stable unit price per customer. 
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Yamamoto: Continuing on to the medium-term management plan progress. 

Again, the goal of this ARR is stated. We are now in the fourth quarter of the current fiscal year, and we are 
taking various measures to achieve the goal of JPY2,700 million. As I mentioned earlier, there are four 
components. 

One is monthly sales revenue from Smaregi, and the other one is the time and attendance management 
service called Smaregi TimeCard, a cross-selling product. Third one is the revenue from Smaregi App Market, 
and the last one is payment-related revenue. 

Basically, revenue from the monthly fee of Smaregi accounts for the majority of sales. As for the monthly fee 
of Smaregi, the third quarter includes the end of the year holiday season in December, and there are not many 
people who open new stores in this time of year. This is a somewhat quiet season for Smaregi, as everyone is 
focused on how to make as many sales as possible at the stores that are already open. Therefore, it is a difficult 
season to increase revenue. 

Conversely, the fourth quarter would normally be the busy season, but I think there is a slight influence from 
the Omicron variant and also a slight breakdown in seasonal factors because of it. We are seeing a slight 
increase in inquiries at the moment, and we would like to carefully build up each case one by one. The first 
one is the Smaregi monthly fee. 

The second one is monthly sales from the attendance management service called Smaregi TimeCard. We are 
currently working to add new functions to this service, and in particular, since the customer segments for 
Smaregi and Smaregi TimeCard were slightly divided, we are trying to bring them closer together. The number 
of these is also steadily increasing. 
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The third one is revenue from SmaregiApp Market, which is still very small in terms of sales, so it has little 
contribution on sales. We are focusing on the development with the developers to create a competitive 
advantage, but the impact on the amount of money spent is very small. 

The fourth is payment-related revenues, and this is where we have focused a great deal of our efforts on 
improving earnings. We originally offered a service called the Smaregi Payments, but after successful 
negotiations to improve the profitability of this service, in other words, to improve procurement terms and 
conditions, we are taking measures to propose a new Smaregi Payments service. 

At the end of the year, we had an M&A of payment settlement company called Royal Gate, and we are working 
on this as a positive factor. We have received many questions that we may not reach JPY2,700 million, but we 
will work until the end of the fourth quarter to achieve JPY2,700 million on a non-consolidated basis, Smaregi 
alone. 

We are also planning to add the MRR of Royal Gate's original customers, so we would like to work toward 
exceeding JPY2,700 million on a consolidated basis as well. 

In addition, we are now considering and implementing various measures to achieve JPY3,670 million in the 
next fiscal year, and JPY5,000 million in the following year, and we are working to achieve these goals at any 
cost. 

This is a bit long, but this is all about ARR. 

 

We have picked up two points in the area as specific measures. 
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The first one is advertising expenses. This is mainly the breakdown of advertising expenses for acquiring new 
customers for Smaregi that we report from this time. We are working hard to expand recognition, not only 
through very high-probability leads, but also by using mass advertising quite extensively. Sales and marketing 
expenses are now digested to JPY439 million, compared to the planned JPY692 million for the current fiscal 
year. 

We had announced that we would gradually increase the amount toward the second half of the year, and we 
plan to further increase the amount in the fourth quarter, so we will fully digest this JPY692 million. We do 
not intend to spend it in vain, but since we have never done advertising before, we would like to challenge 
various measures, testing which ads are effective and to what extent. 

 

Next is the progress of the Smaregi App Market. 

Although the contribution to the sales is very small, we are putting a lot of effort into this initiative because 
we believe it is unique and one which other competitors do not have and will result in a very high level of 
customer satisfaction. 

The basic cash register functions are covered by Smaregi, but there are many different types of stores, such 
as dry cleaners, karaoke boxes, etc.  If we are to provide very convenient functions for each of these types of 
businesses, we will need to provide a new type of cash register. Therefore, we are working with our partners 
to create functions for various industries and business categories, including niche functions, by opening APIs 
and using Smaregi as a platform. 

We now have 493 corporate partners and 257 individual development partners. The number of published 
applications has increased to 59. Our initial goal is to manage to increase the number to about 300. 
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We are holding the app contest again this year just like the last year. The grand prize is JPY10 million, and the 
deadline for submissions is the end of this month. We look forward to receiving many submissions and seeing 
more useful features and applications. 

As I mentioned earlier, this is a very strong product, and I think it will be a very unique feature that other 
companies do not have. 

That is all. 
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Question & Answer 

 

Endo [M]: Okay, we will now move on to the question & answers. 

Please send your questions via sli.do. We would like to answer as much as possible while time permits. 

Yamamoto [Q]: Here is one already. The first question. 

What is the progress of PMI at Royal Gate? We have been asked if there would be any impact on ARR in the 
future. 

May I have a brief PMI of Royal Gate Corporation, Mr. Minato? There is something like a 100-day plan. 

Minato [A]: Yes, that's right. Since this is the first time for us to do this, some things are not going well, and 
both Royal Gate and Smaregi have to run own business at the same time, so I honestly don't think we are 
progressing at a very good pace, but we are making steady progress. 

We are now preparing to sell Royal Gate's PAYGATE terminals and payments as Smaregi as soon as possible, 
and Royal Gate is also preparing to sell Smaregi as soon as possible. 

There is an ARR impact. 

Yamamoto [A]: Yes, there is. There are quite a few. 

Minato [A]: There is quite a bit. We consider this a positive impact. 

Yamamoto [A]: One big thing was that Royal Gate was a company that was running a rather large deficit every 
month, so we first declared that we would try to stop the deficit as soon as possible, in this moment, and 
make the Company profitable. I think that the combination with Smaregi will become the strongest product, 
so I think it would be best to realize the linkage with Smaregi as soon as possible and sell the product as a set. 

We have about 30,000 active customers and stores, so we are trying to purchase products with our 
negotiation ability with credit card companies at a great deal and sell customers at a fair and competitive 
price. 

In the area of deficit, when it comes to cutting costs, it is difficult to further cut labor and cost expenses since 
they have been doing so with a minimal number of employees. So, we would like to focus on increasing sales 
to maximum rather than cutting the cost, which is already minimal. 

Thank you for your many questions. 

What is the reason for the delay in PMI, and what are you doing about it? 

Minato [A]: Delay. Since this is our first time, there are many and large areas that I could not see until when I 
actually went through.  We are just trying to solve each one that comes up, where efforts are also being made 
to respond as quickly as possible, which is what we are doing now. 

We want to generate synergies as quickly as possible and turn Royal Gate's deficit into profit. This is our main 
focus. 

Sorry, I don't think I have a very correct answer. 
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Yamamoto [A]: The big thing is that we do not leave it to the subsidiary, but rather, Minato and I are on the 
Board of Directors of the subsidiary, and we have a firm grip to solve issues and move things forward. It is 
taking quite a bit of time. I think it is largely because we are trying to do this quite seamlessly, rather than 
separating the parent company and the subsidiary. 

Thank you for your question. We have received many. 

We feel that further intensification of the competitive environment is a risk. How should we look at the most 
recent competitors’ trends? 

Can you provide a slide of the competitive environment? Thank you very much. 

 

Cash registers and POS system have a long history. While there were originally existing players, new players 
like us have also emerged, creating a situation where there are many different manufacturers and software 
companies. 

As you see the screen we are sharing, we often use a pyramid picture, and it is clear that the requirements of 
cash registers for individual stores are different from those of large-scale cash registers, such as those of 
Uniqlo, for example. One thing we can say is that it depends on the size of stores.  Each store requires a 
different type of cash register. Our target market, or rather our specialty, is small and medium-sized stores 
ranging from one or two stores to 40 stores, and we provide convenient functions for them, so this is our main 
battleground. 

Another thing, in terms of industry and business type, we are quite specialized in retail and restaurants. So 
we are competing in small to medium sized areas in retail and restaurants. For example, Recruit's AirREGI is 
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often mentioned as a competitor, but I think their target is more towards food and beverage, beauty, and 
beauty salons, which are a bit smaller market than Smaregi, so I would say that the target group is a bit 
different from us. 

Our most direct competitor is USEN's U-Regi in the field of food and beverage. There is also a company called 
POS+, which can be our competitor. Then, of course, Toshiba Tec, the original player in the field, is our 
competitor. These companies are our competitors. 

There are many players in the industry, but when we look at them in segments and categories, the number of 
competitors is slightly decreasing. In fact, I think there is a good degree of segregation of each other in the big 
picture. There are many competitors for restaurants, but when it comes to POS system for retailers in 
particular, there are not as many clouds POS systems that can do inventory, inventory management, ordering 
and purchasing. So, there are not as many competitors, and I think we are the only one who provide the POS 
with inventory management. We would like to put considerable effort into the field of retail POS system. 

Move on to the next question. 

 

Operating income progress is 118%, but we have been asked if we are planning an operating loss for the fourth 
quarter, or if it is due to the deficit from Royal Gate, and how long that effect will last beyond the next fiscal 
year. 

We have already received many questions since yesterday as to whether the fourth quarter will be negative 
if the progress of operating income has exceeded the planned figures. 
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In terms of Smaregi alone, one factor that will reduce the deficit, or operating income, is that we have a plan 
to spend more on advertising at the end, so that will reduce the operating income. Also, there will be the 
closing bonus at the end of fiscal year that will also reduce the operating income. 

Those two factors raise SG&A expenses considerably. We spend quite a bit on SG&A expenses in the fourth 
quarter every year to spend the rest of budget remaining. So, the operating profit margin for Smaregi alone 
is expected to be relatively lower than that of the previous quarter. 

In addition, Royal Gate is still in the red on a monthly basis, so that will be added as negative amount, so I 
think we will be in quite negative. We have a policy that Royal Gate's is to return to profitability within two 
years, as short as possible, so I expect the impact of the deficit to continue for several years after next year. 

As for Smaregi, although the profit margin will drop in the fourth quarter, we expect the profit margin to 
return a little in the first quarter of the next fiscal year. We have been using a method of increasing the weight 
of SG&A expenses as the fiscal year progresses from the first to fourth quarter, so we expect SG&A expenses 
to be a little lighter in the first quarter. 

Move on to the next question. 

In terms of cost, we have asked to talk about the image of advertising expenses for the next year and beyond. 

We have a rough budget for next year and the year after as in the mid-term plan, so could you talk about that 
as much as possible Mr. Minato? 

Minato [A]: We plan to spend more on advertising from this quarter, but as I mentioned earlier, we are not 
currently planning to spend enough to incur a deficit. I hope I answered to the question. 

Yamamoto [A]: Does it mean that the plan is to raise the budget even more next year than this year? 

Minato [A]: Yes. 

Yamamoto [A]: The budget for advertising will be raised.  

Minato [A]: To the extent that the profit will not go down. 

Yamamoto [A]: The operating profit margin was originally intended to be lowered quite a bit, wasn’t it? 

Minato [A]: Yes. 

Yamamoto [A]: The operating profit margin was usually 22% to 23%, until last year. It was 25.4% last year 
because we were aware of the negative impact of the pandemic and cut costs as much as we could, and the 
profit margin was higher. We were originally planning to make it down in the 10% range in this fiscal year, and 
it will be going down and reaching that range in the fourth quarter. The plan is to keep it at that level for the 
next three years. This is the kind of image we are trying to achieve on a non-consolidated basis, although it 
will shift, especially if there is a big M&A. 

Move on to the next question. 

Minato [Q]: Effectiveness and response to advertising expenses. 
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Yamamoto [A]: Please tell us about the effectiveness, response, and feedback to the advertising campaign to 
expand awareness, which has been aggressive from this fiscal year. Also, advertising for lead acquisition has 
increased since the second quarter, but what about acquisition efficiency? Is competition intensifying? 

Thank you very much. What should we do about this one? Is it the SaaS metrics? 

Minato [A]: Yes, that's right. In terms of the effectiveness of advertising to gain recognition, the TV 
commercial aired in the Tokyo metropolitan area was not very effective at first. I think it is becoming 
somewhat effective. The effect in regional areas, such as Okinawa and Kyushu area, seems to have a fairly 
immediate response. We would also like to conduct a recognition survey at the timing of the full year. 

The increase in lead acquisition from the second quarter, it is not as large as the increase in acquisition 
efficiency, and the efficiency is slightly lower. Is competition intensifying? 

Yamamoto [A]: I don't really mind the competition. In terms of competition, the competition for Smaregi POS 
systems has not changed that much. When we look at Royal Gate's multi-payment terminals in the settlement 
category, there are terminals such as SMBC's Stera terminal and others such as pay something. There are 
many of them. So, I think the competition is quite fierce in terms of payments settlements alone in the future. 
If we compete on price, we will lose out to large capitalization companies, so we would like to sell payment 
services together as a set, with a competitive advantage over other companies, such as Smaregi App Market 
mentioned earlier, or by expanding the services of Smaregi itself. 

In terms of advertising, we have increased the number of advertisements and have been told in IR meetings 
that the numbers are not showing any results as they think it should be effective right away. We think POS 
product is not something you go and buy right away after seeing it on TV commercial. So, while we are trying 
to expand awareness of the product, we also need to take the approach of reminding potential customers 
when they have a business issue, need to replace their cash registers, or open a new store. I think it is a 
product that is not immediately effective even with the thick advertisement. 

Even so, we still don’t want to miss opportunities without exposing ourselves, so I would like to continue to 
do that recognition activity to remind people. 

Move on to the next question. 

You mentioned that you are building up toward the ARR goal.  What will you be working on? 

As I mentioned several times in the meeting, we are working on the four components to reach the ARR goal: 
the monthly fee of the Smaregi, Smaregi TimeCard, Smaregi App Market, and the settlement revenue. We 
would like to build up revenue from those four components. 

We would like to grow all of them, but the biggest impact in terms of numbers will be the monthly revenue 
from Smaregi. I would say it is about 60% to 70%. Sorry, that was a rough answer. Since it is the biggest pillar, 
we are trying to increase the number of customers and the sales per customer of Smaregi. 

The number of customers means acquiring new customers, so I think the biggest measure is to increase 
advertising expenses, which was mentioned earlier. Also, as I sent out the press release yesterday, we have a 
new showroom in Shibuya. We can increase contact opportunities in these showrooms, or online, and then 
through advertising. We are also vigorously increasing exposure at various trade shows. So, I think the biggest 
thing we can do is to increase the number of customers by investing our budget in gaining recognition and 
direct leads in these areas. 
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When it comes to raising the sales per customer, there are some difficulties here. It is difficult to say whether 
we should simply raise prices, but in terms of the price per customer, this means cross-selling payment 
services or introducing products such as Smaregi or Smaregi TimeCard to existing customers. Or sales other 
than the Smaregi itself, such as additional app purchases on Smaregi App Market, could increase the sales per 
customer. 

RegardingSmaregi TimeCard, there are some competitions with HR-related services such as SmartHR, so we 
will first expand the function of it. We are also strongly conscious of cross-selling to existing customers of 
Smaregi and aim to create a suite-type system that will be very convenient when combined with Smaregi by 
linking attendance management services and POS system and between systems. I think it is the right way to 
go. 

As for the payment settlement, as I mentioned a couple of times, in addition to the existing Smaregi Payments, 
we are also planning to make good use of Royal Gate's resources to sell products in combination with Smaregi. 

Smaregi App Market, again, is a unique feature that our competitors do not have, and we expect it to become 
a large ecosystem involving our sales partners. We will work on these four measures as explained. With this, 
we hope to reach our goal of JPY5,000 million. 

Do you have any numerical targets associated with the Royal Gate acquisition, such as when and how much 
you plan to increase settlement fee income? 

Numerical targets have not yet been finalized. We are focusing on PMI right now, for example, making our 
products more attractive, integrating our brands, employee issues, or integrating our employees, labor, and 
management systems and such. We are focusing on integrating Royal Gate with Smaregi now. We are still in 
the process of preparing targets and sales plans, so we cannot disclose them at this time. 

The new fiscal year will begin in a few months, and we hope to have a firm sales and numerical plan for the 
next fiscal year and beyond by then so that we can disclose it again. At this time, sorry, we are not able to 
provide it yet. 

Let's go one more. 

I am joining from the middle of briefing. Thank you very much. I think the February was good. I am concerned 
with whether you can continue to keep the same level in the future. 
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Thank you very much. February is the most recent month.  

Do you have any comments on this? That's a tough one. Store count trends.  

When we look at the graph of the number of stores in the long run, there are quite a few waves on a monthly 
basis, but the trend has been and continues to be a gradual steady increase. The impact of the coronavirus is 
now fading considerably, so I think the trend is increasing. 

However, there is a seasonal factor. December is the worst month of the year, with a slowdown of the increase, 
and March is usually the best month for growth. Due to the coronavirus, many stores changed their opening 
plan. Since customers' plans have changed quite a bit, it is honestly difficult to see what is going on. 

Also, in terms of the scale of projects, the number of large-scale projects is gradually increasing, which is still 
the same. For the past one or two years, we have been gradually receiving larger and larger projects, such as 
for more than 50 stores.  Although our main target was originally set at 40 to 50 stores, the number of projects 
for bigger stores has been gradually increasing. It's a bit difficult because when we get a deal for 50 or more 
stores, the number of increases in a single month can jump up and down, making it even more difficult to say. 

We will continue to disclose monthly in IR, and we will also add commentary in note. We will disclose monthly 
onsite, including the status of the sales department, so I hope you will take a look. 

Next is about the related equipment sales. 
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Printer sales may be in the form of lower unit prices due to alternative equipment, but not much drop in 
volume? 

This is Minato-san, okay? 

Minato [A]: Yes. As you have written, the unit price has dropped a little, since the printer is less expensive, 
but the quantity, in fact, might also have changed some. Some customers say that they still need the Epson 
printer for its specific function and are willing to wait until they will be available. In such cases, there is a delay 
in introducing our products and such. 

On the contrary, since the unit price is lower, some customer may find an advantage, so I can't say for sure 
that the quantity has dropped, but there has been such a change. 

Yamamoto [A]: It's a little hard to see here, too. That is all. 

Any other questions? The briefing will be done in about five minutes, but if you have any more, please let me 
know. 

Anything else? Shall we end? 

Endo [M]: Well, we would like to end the Q&A session. Thank you for your many questions. 

Yamamoto [M]: We also provide IR information through newsletters and other means. We also distribute 
monthly store counts and other informative reports. We hope you will subscribe. 

As in the previous issue, this was delivered via live streaming. There are still many things we are not familiar 
with, and I am sure there were some parts that we shouldn’t show to you during the process, but thank you 
very much for watching this far. We also have a section for media interviews and additional questions. 

Now that we are finished for this briefing, but we are already approaching the middle of the fourth quarter. 
The fourth quarter is a busy season, and everyone is rather busy with their duties, as well as the end of the 
fiscal year operations. It is also time to boil down our plans for the coming year, so we will work carefully one 
by one. In addition, we would like to proceed carefully and boldly with the PMI of Royal Gate, as you 
mentioned today. 

We still have one quarter to go, so we will work hard again to achieve various results during this fiscal year, 
one measure at a time. Thank you for your continued support. Thank you very much for your time today. 

[END] 

______________ 
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