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Presentation 

 

Moderator: Thank you very much for attending Smaregi, Inc.'s full-year financial results briefing for the fiscal 
year ended April 30, 2024. Now, let me explain today's flow. This financial results presentation will be 
presented in two parts, the first half and the second half. In the first 30 minutes, Mr. Miyazaki, Director and 
CTO, will give an overview of the Company, followed by a Q&A session. In the first half of the Q&A, we will 
only accept questions regarding the Company profile. Please note that questions regarding the financial 
results will be answered in the second half of the Q&A session. 

Now, Mr. Miyazaki, please begin. 

Miyazaki: Good morning, everyone. I am Miyazaki, Development Department Director. Thank you very much 
for participating in our financial results briefing today. In the first part of the presentation, I would like to focus 
mainly on providing an overview to first-time participants to get them acquainted with Smaregi. 

Again, I would like to briefly introduce myself. I am Miyazaki, CTO and in charge of products. I joined our 
company in 2011 and have been involved in development planning since the launch of Smaregi. I have been 
a member of the Board of Directors since 2019. Thank you in advance. 

Smaregi is an iPad cash register company. In plain terms, we deal with cashiers of the store, but our cash 
registers are a bit different from the traditional ones. That is, while cash registers have been made by 
electronics manufacturers such as Toshiba and Sharp, Smaregi was born to specialize in the software and data 
that are inside them. 

I said iPad cash register, but I actually think it doesn't have to be an iPad. There will be no issue if it’s replaced 
with mobile ordering, ticket machines, or e-commerce sites. This is because we believe that the era of data 
management will come, in which data such as who bought what, when, where, how many, and at what price 
will be collected, analyzed, and utilized. 

Our management philosophy is open data and open science. Data is very important in management. It is much 
more advantageous to walk with a map or other data in hand than to groping around in the dark. We would 
like to be the kind of company that shines a flashlight on store operators walking in the dark. 

The Company was founded in 2005 and is in its 19th year of operation. Initially, we were engaged in website 
development and system development. In 2010, we began developing our own in-house service, the POS 
system Smaregi, and released it the following year in 2011, marking our 13th year this year. 

We currently have five office locations in Osaka, Tokyo, Sapporo, and Fukuoka, and Vietnam; plus six 
showrooms in Osaka; three in Tokyo, Ebisu, Shinagawa, and Shinjuku; Nagoya; and Fukuoka. We have 322 
employees as of the end of April 2024, and we are actively recruiting more. 

Mr. Yamamoto, the President, and Mr. Minato, the Vice President, are both former engineers. Our veteran 
members of the Company, including the President and the Vice President, had experience in developing POS 
systems for drugstores on contract in the past, and came up with the idea of Smaregi. Therefore, one of our 
strengths has been the abundance of full-fledged, retail-oriented features since the beginning of our release. 

Our founders, Mr. Tokuda and Mr. Mochizuki, are still involved in the Company as advisors and auditors. Our 
main service offering is a highly functional cloud-based POS cash register used by restaurants and retailers to 
manage and analyze sales information. Conventional POS cash registers seen in convenience stores consist of 
a large, dedicated machine and software. 
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Smaregi can be used as long as you have an iOS device such as an iPad or iPhone and Wi-Fi. The service was 
released in September 2011, and as of the end of May 2024, there were 36,303 stores on paid plans and 
44,348 active stores including paid and free plans. 

Other services include the attendance management service Smaregi Time Card, a cashless payment service, 
and an app market. Among peripheral services, cashless payment services have grown significantly in the past 
few years. In December 2021, we acquired payment processing company Royal Gate and are selling the 
company's multi-payment service PAYGATE in combination with Smaregi as a set. 

POS cash registers and cashless payments are highly compatible and are growing as a major revenue driver 
for our company. In addition, one of our unique initiatives that we are strengthening is the App Market, which 
was released in 2020. It is a platform that provides extended functions to Smaregi and Time Card as Smaregi 
and is inspired by Salesforce's AppExchange and Cybozu's kintone. 

The apps in the App Market are mainly developed by third-party development partners, and the revenue 
sharing model is 30% for us and 70% for the developers. So far, apps have been created that are specific to 
niche industries, such as dry cleaners, direct sales outlets, and hair salons. These apps create touchpoints into 
industries that would be difficult for Smaregi to develop on its own and play a role in expanding the base of 
Smaregi users. 

The revenue structure is shown in the graph and is mainly divided into two categories: monthly usage fees 
and equipment sales. Monthly usage fees consist of monthly usage fees for our cloud services such as Smaregi 
and Time Card payment. Equipment sales are initial costs and consist of the sale of equipment such as iPads 
purchased at the installation, cash drawers to store cash, receipt printers, barcode readers, and so on. 

Since this is a subscription service, monthly usage fees and other charges are structured to accumulate with 
each acquisition. In contrast, equipment sales, etc., tend to rise and fall depending on the number of 
acquisitions and seasonality. 

I would like to explain our fee structure. Although you need to purchase the equipment that makes up the 
cash register, there is no up-front cost for the software itself, just monthly usage fees. 

Monthly usage fees range from the free Standard Plan with basic cash register functions to four paid plans 
depending on the functions required by the user. Premium plans and above are paid plans, and in principle, 
paid plans are promoted in business negotiations. 

From Premium Plus and above, you can access telephone support, and our specialized operators will be 
available to assist you 365 days a year, from 9:00 AM to 10:00 PM. The food business and retail business are 
industry-specific plans and are higher-end plans with advanced functions tailored to the food and beverage 
and retail industries, respectively. 

In terms of number of stores, Premium Plus has the most, followed by retail businesses. Looking at the user 
industries for Smaregi POS, 40% are in general retail including apparel, and just under 30% are in food and 
beverage, making the retail and food and beverage industries account for 70% of the total. 

It is also used in a variety of other industries, including beauty salons, clinics, event venues, events and pop-
up shops. 

There are two main sales strategies: direct sales and partner sales. The ratio is 80% direct sales and 20% 
partners. Direct sales have grown significantly and so have partner sales. 
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Direct sales are an old-fashioned sales style centered on sales activities at showrooms where customers visit 
by appointment. Thankfully, the number of inquiries continues to increase, so we rarely make push sales visits. 

Customers who inquire online are either taken directly to an online business meeting or to one of our six 
showrooms located throughout Japan, where they are guided through a business meeting with actual 
equipment demonstration. In addition, users themselves can sign online contracts on our website without 
having to negotiate. 

Our partners include approximately 450 companies with expertise in the industry, such as Otsuka Shokai, OBC, 
and TSI. They sell a combination of their own products and Smaregi to customers. It is characterized by its 
ability to reach a customer base that is difficult to approach with Smaregi alone, such as companies with 
multiple stores, e.g., more than 100 stores or customer bases in regional areas. 

As for the timing of the approach to stores, it is difficult to make a proposal to existing stores one by one with 
a proposal to replace their cash registers. Rather, major business opportunities arise when they are 
considering switching to a different system, such as when a new store opens, or when an existing cash register 
contract expires or when hardware depreciation is completed. In fact, the introduction of Smaregi is divided 
between the two. 

As for market size and share, there are approximately 2.2 million stores and outlets throughout Japan, 
including retail and food and beverage, which are the main user groups of Smaregi, as well as service and 
medical. Our main target is about 800,000 medium-sized stores with roughly 2 to 40 storefronts. 

The current number of active stores is about 44,000, so the market share is still about 5.5% relative to the 
target. Therefore, there is still a lot of growth ahead. Our goal is to exceed 300,000 active stores, 38% market 
share, and 30% market share in the cash register industry in eight years, in FY2031, and to be number one in 
Japan. 

As to why we are focusing on the medium-scale segment, in the case of small-scale operations with only one 
storefront, the store owner can grasp the status of the store to some extent in his/her mind, so a proper 
system is not really necessary. In addition, if the system is too large, the lead time to go-live will be 
overwhelmingly long due to the complexity of the system requirements. A lot of individual customization will 
be required. For these reasons, we are targeting medium-sized businesses that can easily adopt a paid plan 
without customization. 

As for the future of Smaregi, as indicated in our long-term vision, VISION 2031, we aim to capture the top 
share of the POS market in Japan by 2031. As a specific number, we have set a goal of 300,000 active stores. 
As the second phase of the plan, the second medium-term management plan has started this fiscal year. 

In addition to strengthening business investments centered on advertising expenses and cross-selling of 
payment and Time Card, which were set forth in the first medium-term plan, we will achieve ARR growth by 
promoting the market segmentation strategy and approach to e-commerce businesses, which were newly 
added in the second medium-term management plan. 

We have set ARR as our most important KPI, not sales targets. That would mean that monthly usage fees, 
rather than equipment sales, would be the most important component of the sales mix. Specifically, we aim 
to achieve an ARR of JPY9.46 billion by the end of the fiscal year ending April 30, 2026, and an average annual 
growth rate of over 30% in ARR over the three-year period beginning in the fiscal year ending April 2024. 

To achieve ARR, it is necessary not only to increase the number of customers, but also to increase the average 
spending per customer. We will increase customer numbers through our market segmentation strategy, 
approaching EC businesses, and continuing S&M investments, while we will increase average customer 
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spending through cross-selling of strengthening payment services, strengthening the app market, and 
strengthening Smaregi Time Card. 

The first measure to increase the number of customers is a market segmentation strategy. Smaregi mainly 
targets the retail and restaurant industries, but as you can see, both the retail and restaurant industries are 
actually very fragmented. Because of this, while the sales department is trying to target bookstores, the 
marketing department is trying to focus on cosmetics stores. On the other hand, the development department 
is trying to create self-checkouts, and things tend to get disoriented. It would be a waste if the power was 
dispersed, so we are trying to unify the areas of target throughout the Company. 

The second measure to increase the number of customers is to approach e-commerce businesses. Most of 
Smaregi customers who are in the retail industry probably also operate an e-commerce business. Since EC is 
now an inseparable and important measure for retailers, we recognize that it is absolutely necessary to make 
the linkage with EC easier and more seamless. Ultimately, we will make Smaregi available to e-commerce-
only retailers who do not have a storefront. 

The third measure to increase the number of customers is to continue S&M investment. This means increasing 
leads through TV commercials and other advertising efforts. In the previous mid-term plan, we had made this 
our top priority, but this time we have downgraded it to the third priority. We used to make this a top priority 
because we did not know how to do it, but now that we have accumulated some know-how, we have reduced 
the importance of this. Therefore, we have lowered the level of importance. 

In the future, we also want to improve our product appeal so that we can receive inquiries without having to 
rely on advertising. Therefore, we are shifting our focus to research and development expenses while 
adjusting the base for increasing advertising expenses. 

There are also three measures to increase the average customer’s spending. We will focus on increasing the 
compatibility of the app market, cashless payments, attendance and HR services with Smaregi, and selling 
them as a set with Smaregi. By increasing both the number of customers and the average spending per 
customer, we aim to maximize business performance. 

Finally, regarding M&A, companies that are an extension of the strategies we discussed today are targeted 
for M&A. We will consider M&A based on whether it would be faster for us to make the product or to buy it. 

We are committed to supporting stores by promoting data management through the sale of Smaregi. We 
believe that when stores are energized, the town will be energized, and in turn, society will be energized. That 
is why we are committed to be the new standard and to create an era in which anyone can easily and naturally 
manage data. That is all from me. 
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Question & Answer 

 

Moderator [M]: We will now proceed with the Q&A. We will answer as many as the time permits. Please note 
that similar questions will be answered together. Once again, please note that if you have any questions 
regarding our financial results, we will answer them in the second half of the Q&A session. Mr. Miyazaki, 
please begin. 

Miyazaki [M]: I will answer the questions we have received in advance. 

Participant [Q]: There is a discrepancy between the Company's performance and its stock price valuation. Are 
there doubts about the Company's growth potential from the current fund? 

Miyazaki [A]: The answer is that there are many opinions regarding stock prices, but we refrain from 
commenting on stock prices regardless of the market or trends. We will continue to work hard to achieve our 
goals. 

Participant [Q]: Is it possible to create a special benefit point for Smaregi? 

Miyazaki [A]: I assume you are asking whether Smaregi may add something like T-points. Let's see. I will 
answer assuming that this refers to a points system for Smaregi users, i.e. the stores that use the service. Let's 
see. Currently, there are not many requests for such a system, so there are no plans to develop one. 

Participant [Q]: Next question. What are the names and market shares of your competitors that currently 
have a high market share in the mid-size store segment, which is your main target? 

Miyazaki [A]: In the mid-sized market, I think that in areas where a certain degree of customization is likely 
to occur, large companies such as Toshiba Tec and NEC have some shares of the market. 

Participant [Q]: Next question. I understand the superiority of Toshiba and other electrical manufacturers 
over POS systems, but there are many cloud POS systems similar to yours. What are your company's points 
of differentiation against them? 

Miyazaki [A]: Yes, as you say, there are many cloud POS systems, but there are various sales methods, such 
as industry-specific sales methods, discount methods, etc. We have been dealing with these for 13 years, so I 
think our ability to deal with a variety of things is a point of comparison when competing with other cloud 
POS registers. 

To give a simple example, there is a sock shop that offers bundle sales, such as JPY1,000 if you buy three socks. 
I think this is a key point of differentiation. I think what differentiates us is that we have added various 
functions, such as responding to such detailed sales methods. 

Participant [Q]: Please explain the aim of the amendment to the Articles of Incorporation. 

Miyazaki [A]: Sure. We acquired a donut shop called Tsubame Donuts as announced in the June 7 press 
release, and the Articles of Incorporation were amended to reflect the acquisition of that business. 

Miyazaki [M]: As there are no further questions, this concludes the question-and-answer session. 
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Moderator [M]: This concludes the first half of the presentation, the Company overview. After this, from 
11:00 AM, we will explain the financial results disclosed yesterday. We will prepare, so please wait for a while 
until we start. 
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Presentation 

 

Moderator: Once again, thank you for attending Smaregi Inc.'s full-year financial results briefing for the fiscal 
year ended April 2024. I now will explain the flow for the second half of the presentation. In the last 30 minutes, 
Mr. Yamamoto, Representative Director, and Mr. Takamadate, Director and CSO, will explain the financial 
results disclosed yesterday, followed by a Q&A session. 

In the Q&A session in the second half of the briefing, we will only accept questions related to the contents of 
the financial results. The first half of the Q&A regarding the Company profile has been completed. If you have 
any additional questions, please send them via the inquiry form on our IR website. We look forward to your 
questions. We also encourage you to use our chat function for non-question related inquiries. Now, Mr. 
Yamamoto and Mr. Takamadate, please go ahead. 

Yamamoto: Hello, everyone. I am Yamamoto, Representative Director. Thank you very much for taking time 
out of your busy schedule to participate in our financial results briefing today. We would like to begin the 
second part of the briefing now. Mr. Takamadate, please go ahead. 

 

Takamadate: Hello. I am Takamadate, Director of Smaregi, Inc. Thank you very much for participating in our 
financial results briefing today. I now explain our full-year financial results for the fiscal year ended April 30, 
2024. Thank you.  

Here are the performance highlights. Compared to the same period last year, sales increased 41.8% to 
JPY8,385 million, operating profit increased 94% to JPY1,735 million, ARR increased 37.9% to JPY5,932 million, 
and the number of employees was 322, a net increase of 23 from Q3, bringing the net increase to 60 for the 
full year. 
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We have revised our forecast twice this fiscal year, and as a result, we have achieved this result for the full 
year. The ARR target of JPY5,590 million, which was stated in the mid-term management plan, was also greatly 
exceeded. 

 

This shows the comparison with the previous year’s figures and the second-term plan. 

The full-year plan shown here on the far right is based on the figures we revised when we announced Q3 
results of this year. Sales were up over 40% from the previous year, and operating profit was up 94%, reaching 
a record high. 
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The income statement and balance sheet are as stated on pages five to six of the material. 

Income statements for each quarter and the previous full year are shown side by side. Regarding net profit 
for the previous fiscal year, there was a special factor of over JPY200 million associated with the merger of a 
subsidiary, so it is displayed a little higher. 

 

The balance sheet shows that cash and deposits have accumulated and exceeded JPY5 billion as the business 
expanded.  

Current assets and current liabilities increased, mainly due to an increase in advances received in conjunction 
with business expansion and response to special demand, as well as an increase in income taxes. The equity 
ratio stood at 75%. 
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Next, this is the cash flow. Investment cash flow is negative at approximately JPY400 million, which is due to 
the acquisition of fixed assets resulting from the relocation of showrooms in Ebisu and Nagoya. 

 

ROE and ROA are as stated. These are the ratio of net profit divided by net assets and total assets, respectively, 
and are indicators of profit efficiency relative to assets. They are 22.8% and 15.2%, both of which remain high. 



 
 

 

Support 
Japan 050.5212.7790    North America  1.800.674.8375  

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
12 

 

 

Five-year performance trends. The profit margin itself has fallen a little due to accelerated investment for 
expansion starting in the fiscal year ended April 2022, but the growth curve has been gradually improving. In 
the previous fiscal year, YoY growth was over 40%, and the operating profit margin exceeded 20%, so I believe 
we are now able to make profits while continuing to expand. 

 

This slide shows the quarterly changes. There isn't much fluctuation between quarters, so generally Q3, which 
includes the New Year holidays, is a slightly slower period, followed by Q4 which tends to be a slightly busier 
period. 
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The next is the YoY comparison, which shows an increase in sales of JPY2,471 million, while cost of sales and 
personnel expenses are listed as negative, which means that the increase in costs will be a factor in the 
decrease in profits. 

There have been fluctuations in costs due to increased sales and labor costs due to an increase in personnel, 
but other than that, there have been no major changes compared to the same period last year. 

The other negative JPY171 million is for research and development and other costs. 
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Please take a look at the quarterly changes. This shows the quarterly performance trend in sales. The quarterly 
sales figures are broken down into subscriptions such as monthly usage fees, the darker portion at the bottom, 
and initials such as sales of equipment related to implementation, with the subscription ratio being 62%. 

The gross profit margin on initial costs has declined slightly, but this is due in part to the special demand for 
new banknotes in the fiscal year ended April 2024. Although subscriptions grew due to price revisions, initial 
costs also grew due to special demand, resulting in a moderate increase in the subscriptions ratio. 

 

Next page shows SG&A expenses. Q4 totaled JPY965 million, an increase of about JPY80 million from Q3, due 
in part to the food festival held every year in Q4 and the impact of increased advertising through TV 
commercials and other means. 

Personnel expenses are a little uneven, but I explained that the amount increased in Q2 due to an increase in 
bonuses and the revaluation of stock compensation due to fluctuations in stock prices. In Q3, the figures were 
almost normal, but in Q4, there was a reversal of bonus provisions, so the amount recorded was slightly lower. 

Q2 and Q4 have slightly unusual shapes, so it may look strange that labor costs have not increased, but I think 
you can see the trend by looking at the years and approximation lines. 
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Advertising expenses. This shows the trend in advertising expenses. 

We continued our advertising activities from the previous fiscal year. The quarterly total was JPY290 million, 
and the full year total was JPY821 million. In Q4, we spent JPY81 million on ads aimed at directly acquiring 
leads, and JPY157 million on ads aimed at raising awareness through television, radio, etc. 

At the previous briefing, I mentioned that from November, we began to seriously consider cost-effectiveness 
when it came to lead-seeking advertising expenses, and we have been selecting advertising spending 
accordingly. After a thorough scrutiny of the unit economics of each inflow, those that do not meet certain 
standards and those that cannot be improved are to be eliminated. 

We have increased the costs of awareness-increasing purpose ads significantly, but this is mainly due to an 
expansion of the area of television commercials. We conduct awareness surveys on a regular basis, with 
particular emphasis on areas where we are supporting TV commercials, and this year we saw a particularly 
marked increase in awareness in areas where the commercials are aired. 

We intend to continue to actively market our products in each area, in conjunction with our sales strategies. 
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This shows the number of employees. The figures are as of the end of each fiscal period. The number of 
employees increased by 60 from the end of the previous fiscal year to 322. In terms of net increase, we have 
fallen a little short of our target, but we have been hiring carefully and selectively based on our policy of hiring 
ahead of schedule in preparation for business expansion, and I think we have been able to hire at a good pace 
for the past three terms. We would like to continue to actively promote hiring as our business expands. 

 

Shareholder composition at the end of the fiscal year. Although not significantly different, there was a slight 
increase in the number of general corporations and individuals. 
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I would like to reiterate our dividend policy. We receive questions about this at shareholder meetings and 
other such events, but as we are in the process of growth and would like to use the proceeds to fund business 
expansion, we would like to forgo dividends this fiscal year. We hope you will support our company's growth 
and look forward to working with you. 

 

Next, we would like to provide a business summary. 
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First, the topics for the full fiscal year ended April 30, 2024, are listed. We hope you will take a look at our new 
executive appointments, showroom relocation, announcement of our new self-checkout ticket vending 
machine and new series of TV commercials. 

 

This is the ARR trend, which is our most important KPI. Due to the increase in customers, ARR was JPY5,930 
million, an increase of 37.9% YoY. Post-payment cross-selling was robust, with payment services growing 
significantly, up 88% YoY. 

Our target for the current fiscal year under our medium-term management plan is JPY7.2 billion, and we will 
steadily work toward that goal. 
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The slides from here onwards show the KPIs only for our main POS system, Smaregi POS. Various KPI figures 
are shown in the material, but ARPA/ARPU per customer improved, partly due to the impact of price revisions. 

And since the churn rate has also dropped slightly, LTV has increased significantly. As a result, we feel that 
unit economics has also improved. At the end of the previous fiscal year, we announced that unit economics 
were around 2.8, so combined with advertising controls, we have seen a significant improvement. 

 

Since this is the fiscal year after the price revision, the unit price per customer has improved by 12% to 14% 
from the fiscal year ended April 30, 2023. 
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Next is the churn rate. The churn rate is gradually decreasing. The fiscal year ended April 30, 2024, recorded 
the lowest figure ever. These figures are almost flat, so I don't really need to emphasize it that much, but I 
think it's a very good trend that the churn rate has not worsened even as the business has expanded. 

 

Next is the number of fee-paying stores. We track the number of fee-paying stores and the number of active 
stores as key indicators. The number of stores that signed up for paid plans was 36,006, an increase of 6,596 
stores from the same period last year. Although there are seasonal factors and there is a slight variation each 
month, there has been a steady increase. 
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Next is the number of active stores. This is the number of stores that actually used the service and includes 
free plan users in addition to the paid plans mentioned earlier. This is also an important indicator to measure 
whether the system is really being used, since it does not include stores that have only signed up for the free 
plan but are not using it. In the fiscal year ended April 2024, we exceeded 40,000 stores in Q2, bringing the 
total to 43,923 stores at the end of the fiscal year. 

 

Next is GMV, the number of transactions and sales by all POS register users. The total transaction amount was 
JPY22,2138 billion, an increase of 35% YoY, and the cumulative amount has now exceeded JPY8 trillion. 
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The cashless ratio is gradually increasing, and we believe that this is due to the spread of various QR payment 
methods, as well as the cross-selling of our payment service, PAYGATE 

 

This is a POS-only figure, but MRR at the end of the period was JPY341 million. After the price revision, the 
speed of MRR accumulation, which is the angle of this curve, has also increased. 

 

Since it is the end of the fiscal year, I will also briefly explain the KPIs for the Time Card business. The ARR was 
JPY548 million, and the number of registered establishments and businesses were 151,256 and 3 million, 
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respectively. Although the target of Time Card is slightly different from that of POS and other businesses, the 
cross-selling rate for POS remains unchanged from the previous fiscal year at 12%. 

 

The ARR for the past three years for Time Card are listed. The Company has been steadily acquiring users 
while making a series of minor improvements and updates, resulting in an ARR of plus 25% YoY. We have 
created a dedicated sales team and plan to continue to grow steadily while cross-selling POS payments where 
possible. 
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Lastly, I would like to talk about the status of the development. A total of 261 updates were made to all project 
projects. From large items such as self-checkout ticket vending machines to detailed requests for 
improvements such as those described, we believe that raising the satisfaction level of users will deter churn 
and attract new customers, so we will continue to understand detailed updates and make our products even 
better. This concludes my explanation of our financial results overview for Q4 and full year of the fiscal year 
ended April 2024. 

 

Yamamoto: Now, I will explain the performance plan for the fiscal year ending April 2025. Sales are projected 
at JPY10,688 million, up 27.5% YoY, and operating profit at JPY2,033 million, up 17.2% YoY. 

Finally, sales will surpass the 10 billion yen mark. Moreover, we are looking forward to a great deal of 
excitement as we celebrate the 20th anniversary of our founding. 

The operating profit margin is set at a relatively high 19%, but of course, this profit margin is based on a budget 
for advertising and R&D expenses, and we will continue to invest in future growth. 
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Next, I would like to discuss the progress of the medium-term plan. First, ARR, our most important KPI, got off 
to a good start in the first year of the three-year plan with an actual result of JPY5.93 billion compared to the 
target of JPY5.59 billion. Since the feasibility of JPY7.27 billion for the current fiscal year and JPY9.46 billion 
for the final year has considerably increased, we will make sure to achieve this goal and, without sticking to 
this planned figure, we will work to increase as much as we can. 

 

I will discuss specific measures in the mid-term plan. First, to recap, sales can be broken down into the number 
of customers multiplied by the average customer spending, and there are three measures to increase the 
number of customers: market segmentation strategy, approaching EC businesses, and S&M investment. The 
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three measures to increase the average customer spending: strengthening payment services, strengthening 
the app market, and strengthening Time Card. 

 

As for the first market segmentation strategy, one of the progresses is self-checkout ticket vending machines. 
We have developed and started selling a system ticket vending machine to improve the efficiency of order 
acceptance and accounting operations targeting specialty restaurants, such as Japanese fast food, including 
ramen stores, curry stores, and beef bowl restaurants, as well as coffee shops and cafes. We will continue to 
evolve and deepen the functionality of the system. 

The other is the management of patient information targeted at osteopathic clinics, and medical fee receipts. 
We acquired a software program called Rece ONE Plus, which combines receipt calculation and POS functions, 
from Ligua Inc. We are particularly encouraged by our partnership with Ligua, which has in-depth industry 
expertise. We expect that mutual synergies will be generated by our handling of the software and Ligua's 
handling of its sales. 
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Next, regarding our approach to e-commerce businesses, we have been making various efforts behind the 
scenes, but we have not yet had any progress to report. We believe that the linkage with e-commerce is very 
important for retail stores, so we will continue to focus on this area. 

 

The third is S&M investment. In terms of gaining recognition, we are conducting TV commercials, sponsorship 
of YouTube programs, and main sponsorship of food festivals. The lead nurturing phase included online 
marketing, such as listings, affiliate marketing, owned media, etc. We then set up booths at exhibitions and 
seminars, held events, and undertook word-of-mouth marketing through our user community. 
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In the areas of inside sales and field sales, we are attracting and sending customers from comparison sites and 
other media that already have demand for cash registers, expanding and adding showrooms, and increasing 
the number of online negotiation windows. 

 

Next, I will explain the measures to increase the average spending per customer. The first is to strengthen 
payment services. This one was able to significantly improve its performance, with a non-consolidated ARR of 
JPY1,175 million. The business successfully returned to profitability in a single month in August 2023. 
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The next step is to strengthen the application market. The number of applications exceeds 130 and an 
economic zone is being established here. Although the direct contribution to our business performance is still 
small, we will continue to focus on this app market system, which is becoming a major feature of Smaregi that 
other companies do not have. 

Also, the app market has made it possible to achieve a certain degree of linkage with e-commerce. 

 

The third and final factor is the strengthening of Time Card, which resulted in an ARR of JPY548 million, a 
25.7% increase YoY. We will continue to aim for cross-selling of Smaregi POST by strengthening the HR 
function for stores in addition to our existing sales strategy. Although it was brief, this concludes the progress 
of our medium-term management plan. 
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I would like to add one last thing and introduce the addition of one new executive officer. Mr. Takahashi, 
General Manager in charge of cashless payment services, has been promoted to Executive Officer. 

Although ARR is performing better than planned, our long-term plan is to reach 300,000 active stores, and we 
will continue to work to become a leading POS vendor in Japan. We appreciate your continued support. 

This is the end of the explanation of the financial results. Thank you. 
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Question & Answer 

 

Moderator [M]: We will now proceed with the Q&A session. We will answer as many questions as time 
permits, so please use the Q&A button at the bottom of the screen or send us your questions by e-mail. If you 
send your question by e-mail, please indicate in the subject line that your question is about the financial 
results briefing. 

Please note that similar questions will be answered together. We have already finished accepting questions 
regarding the Company profile in the first half. Please check the archived video to be released tomorrow or 
submit your questions using the inquiry form on our IR website. 

Mr. Yamamoto and Mr. Takamadate, please begin. 

Yamamoto [M]: I would like to move on to the QA session, but we only have about five minutes left, and we 
have received so many questions that I would like to try to answer as many as possible. 

We have received six questions in advance, so I will address these questions first. 

Participant [Q]: First, can you please explain the background and the circumstances that led to the acquisition 
of the Rece ONE Plus business? In addition, about the settlement services business, please provide us with 
specific information on your future business strategy, taking into account the trends of your competitors. We 
received two questions. First, please explain some background and history of the M&A of Rece ONE Plus. 

Takamadate [A]: As someone in charge of M&A, I can explain that it was at the beginning of this year when 
we received an offer from Ligua and began considering the matter. Although it is a somewhat unique industry, 
dealing in medical receipt computers and CRM posts for osteopathic clinics, we have thoroughly examined 
the system requirements required of us as a market player, and as Mr. Yamamoto explained earlier, we found 
that it fits with our segmentation strategy. We also thought that we could partner with Ligua, who has 
knowledge of this industry, so we decided to acquire the company. 

Participant [Q]: Now, please answer the second half of the question regarding the settlement services 
business, including your future business strategy, etc., in light of the trends of the competition. 

Yamamoto [A]: I understand that there are many competitors in the cashless payment service business. The 
services we provide are simple, such as processing e-money, credit cards, QR code payments, etc., so it is 
difficult to differentiate our services from the rest. This is usually where price competition tends to occur. 

The main advantage of Smaregi is the linkage with POS, and I think the main thing we should do is to sell 
Smaregi, which is a fairly strong product, and payment service as a set. Then, if we go into detail, when you 
settle the payment, if it is not incredibly fast, you may have to wait for a long time, and we will try to eliminate 
this issue as much as possible. Then closing and payment. We would like to take steps to speed up payment 
processing for stores with affiliated stores. But in terms of differentiation from the competition, I think the 
biggest differentiator is the POS integration. 

Participant [Q]: The next question. Please tell us about the current progress and results of your market 
segmentation strategy and the approach to EC businesses. 

Yamamoto [A]: I will be quite brief since I explained it earlier. Regarding the market segmentation strategy, 
we are trying to sell ticket vending machines, then a POS system plus CRM for osteopathic clinics, and brush 
up and sell a set of software on receipts. 
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No progress has been made so far on the EC business approach, so we will continue to work on it under the 
surface. 

Participant [Q]: The next question. Will there be an increase in sales with the issuance of new banknotes in 
June? Can you answer this, Mr. Takamadate? 

Takamadate [A]: Sure. It is what is called special demand for the issuance of new paper money. Among the 
questions we are receiving in real time, there is a similar question asking whether the special demand for 
issuance of new paper money will subside in the previous term or whether we can expect a certain level of 
demand this term as well. We have explained that there was a special factor of about JPY180 million in the 
fiscal year ended April 2024, which was the response to the new paper money issuance. We expect some sales 
this fiscal year as well, but I think it will be a little less than the previous fiscal year. We are not certain yet. 
That is our estimate. 

Participant [Q]: Thank you. The next question is about the sales situation of the app market and its finances. 

Yamamoto [A]: Although sales from the app market are not that large, this system has become a major 
feature of Smaregi that our competitors do not have, and we will continue to focus on it. The number of apps 
is 130, but our initial target is 300, so we expect many more apps to come out. 

Moderator [Q]: There is a question for Representative Yamamoto. How do you perceive the current situation, 
where stock prices have been stagnant, and volume has been declining since 2024? Do you have any plans to 
implement stock price measures with immediate effect, such as dividends, share buybacks, stock splits, etc.? 

Yamamoto [A]: I think it would not be appropriate to talk about the current share price and our response to 
it or proposed countermeasures here, so I will refrain from doing so. In the past we have implemented share 
buybacks and stock splits, and we believe that we should take similar measures when necessary. 

From a medium- to long-term perspective, our basic premise is to increase corporate value by maintaining 
stable, high performance and high growth. First, we would like to focus on continuing to improve our business 
performance. 

Participant [Q]: I congratulate you on your excellent performance for the April 2024 fiscal year and your 
continued hard work. Thank you. Here is the question. You recently announced the acquisition of Tsubame 
Donuts. Could you please tell us specifically what results you have achieved and what functions have been 
created through your physical store operations so far? Also, are there any other aims for this acquisition? 

Yamamoto [A]: In the past, we had a food stall, and we are currently running a bar in Shinsaibashi, and now 
we are starting to operate this donut shop. So, we are doing this with the aim of actually embodying the 
customer's perspective. When things aren't going well, for example a bar in Shinsaibashi that is still in the red, 
this initiative aims to experience not only how store managers use their cash registers, but also what the 
difficulties are, what the staff find joy in their businesses, and so on. One result is that it is still useful in sales 
pitches, for example. 

In terms of functions, this is a bit geeky, but we have created kitchen monitors, vouchers, and in terms of the 
number of food festivals, we have brushed up on mobile ordering, which is a function that eases the large 
number of orders placed at the same time. We have achieved several functions like these, and we hope to 
continue incorporating more of these in the future. 

Participant [Q]: Next question. Which should we look at, ARPA or ARPU for Smaregi? 



 
 

 

Support 
Japan 050.5212.7790    North America  1.800.674.8375  

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
33 

 

Takamadate [A]: I will answer. I think the answer is that it is better to look at both ARPA and ARPU. Since 
ARPA is calculated per subscriber, if ARPA improves and there is a gap with ARPU, it means that there is a 
trend toward an increase in large customers with multiple stores. As Mr. Yamamoto explained, we are 
currently targeting small to medium-sized stores, so there is not much divergence in these two at this point. 

Participant [Q]: Thank you. Another similar question, what was the annualized growth rate of ARPA and ARPU 
for Smaregi, excluding the impact of price revisions? 

Takamadate [A]:  I think there is a slide in the explanatory material that describes ARPA and ARPU, so I think 
it would be very easy to understand if you take a look at that. Before and after the price revision, during the 
price revision, the curve goes up a lot and from there it is almost flat. In that sense, I would say that it has 
gone up slightly, but it is almost flat, so in percentage terms, it is probably 1% or something like that. 

Participant [Q]: By the way, this refers to the Smaregi Post alone, right? 

Takamadate [A]: Yes, that's right. 

Participant [Q]: So cross-selling of Time Card, cross-selling of payment services, and cross-selling of app 
market are not reflected here, correct? 

Takamadate [A]: Yes. 

Participant [Q]: Okay. This is the number. It has passed 35 minutes, but let's answer a little more. We have 
received about five more questions, so let's go as far as we can. The question is asking for a breakdown of the 
forecast for the fiscal year ending April 30, 2025. 

Takamadate [A]: Yes. It is not written down, but I think are explained that the subscription ratio shown in the 
presentation materials is growing gradually, and I think the ratio will be roughly around that level. As for ARPA 
and ARPU, the trend will be almost unchanged or slightly increased, so we would appreciate it if you could 
imagine that later. 

Participant [Q]: Okay. Would you like the questioner to imagine the answer to the question, which asked you 
to break down Smaregi sales into ARPU multiplied by the number of paying stores? 

Takamadate [A]: Yes. Thank you. 

Participant [Q]: The next question. Smaregi's LTV/CAC unit economics was 3.5x, but what do you think is an 
appropriate multiple? 

Takamadate [A]: I will also answer this. Generally, the guideline for SaaS UE is more than three times, so we 
are taking that into consideration. We would like to make slight adjustments, such as increasing or decreasing 
advertising depending on the situation and eliminate unprofitable advertising that does not generate UE as 
much as possible, so given the current situation, we are not really thinking about making it worse. We don't 
have a clear target for how many times is appropriate, but we are thinking of three times. That's all. 

Participant [Q]: Thank you. Now for the next question. Store growth of 10x in 10 years from April 2021 would 
require an annual growth rate of 26%. However, for the past three years, you have fallen short of your goals 
by 25%, 20%, and 22%, respectively. Please tell us your assessment of these points and the reasons why you 
are behind. 

Yamamoto [A]: Our long-term plan is to become number one in Japan in terms of store number share, and 
we have set a goal of actively operating 300,000 stores. Regarding the reason for the results and the number 
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of stores is not keeping up with this, although things are not always as we would like, the number of stores 
we have acquired is increasing year by year. In terms of progress toward the distant future of 10 years from 
now, we are certainly behind, but we are hoping to somehow make a comeback in a variety of ways. However, 
if you're asking if there are any projectiles, the answer is no. For example, it is possible to acquire a company 
in the same industry through M&A, but it is not very certain, so we have to take small, incremental steps one 
by one. I think it is important. What I can say now is that we will think carefully about each of the steps to 
achieve our goals and take on the challenge of implementing various measures. We will do our best. 

Participant [Q]: This is the last question. I think that the profit margin will improve as stock sales with high 
gross margins increase. I do not know if your growth investment will reach a plateau in 2031, but what is your 
outlook for operating profit in the medium to long term? 

Yamamoto [A]: In the medium term, the operating profit margin will be about 15% when we are a little 
aggressive. I think it is just under 20% now or about 19%, so I think that is roughly where I would expect it to 
be. In the long term, it will be difficult to answer the question because it is not yet visible. 

Yamamoto [M]: We have done all the above. Thank you. 

The new fiscal year has already begun, so we will continue to work hard this year to achieve good results, and 
we appreciate your continued support. Thank you very much for your participation. 

Moderator [M]: Here is an announcement from IR. We also provide IR information via our newsletter and 
LINE. We also send out informative reports every month, including monthly registered store counts, so please 
be sure to sign up. 

Now, we conclude the financial results briefing for the full fiscal year ended April 30, 2024. 

Thank you for your participation throughout the entire presentation. We ask you for your continued support. 

[END] 

______________ 
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