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Presentation 
 

Moderator: The scheduled time has come, so let us begin. Thank you very much for participating in the Q4 
FY2026 financial results briefing of Smaregi, Inc.  

Let me start by outlining today’s agenda. First, we will explain the summary of our full-year financial results. 
Next, we will discuss our earnings outlook, followed by a Q&A session.  

Mr. Miyazaki, you may now have the floor. 

Miyazaki: Thank you very much for joining our financial results briefing today. I am Miyazaki, Representative 
Director.  

Late last week, we announced our full-year financial results for the fiscal year ended April 2026. To make the 
most of your valuable time today, I will focus my presentation on the highlights and keep the first half of this 
briefing to just under 20 minutes. I will skip the details regarding our specific business operations and KPIs 
and instead focus on our financial results for the fiscal year ended April 2026, the changes in our earnings 
structure, and our earnings outlook for the fiscal year ending April 2027. 

We will use the remaining time for the Q&A session and discussion. Three members of our Board of Directors 
will be available to answer questions today. Please feel free to ask a wide range of questions, not only about 
our overall business strategy, but also about the situation on the ground and our payment sector strategy. 
We expect to move on to the Q&A session at around 10:50 AM. 

All right, I will now explain our financial results for the fiscal year ended April 2026 and our business plan for 
the fiscal year ending April 2027. 
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First, please turn to page two of the presentation material.  

Following the acquisition of Netshop Supporters Co., Ltd. as a subsidiary, we have transitioned to consolidated 
financial reporting starting Q3 of the fiscal year ended April 2025.  

In addition, as the accounting treatment associated with the acquisition of the subsidiary has been finalized, 
we have retroactively adjusted certain past figures. Please keep this in mind as you read the subsequent 
explanations. 
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Continuing on, please turn to the highlights of our financial results on page three.  

For the fiscal year ended April 2026, ARR, which is our most important metric, reached JPY11,055 million, up 
27.4% YoY.  

Both net sales and operating profit grew significantly, with both figures reaching all-time highs.  

The number of our employees also increased, as we continued to strengthen our organization to support 
future growth. 
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Continuing on, please turn to page four.  

For the fiscal year ended April 2026, we achieved our 13th consecutive year of revenue growth and our fourth 
consecutive year of profit increase, with both net sales and profits exceeding our full-year targets.  

The highlight of our financial results is that, in addition to the surge in sales, profit growth driven by the change 
in our earnings structure exceeded revenue growth.  

With regard to POS peripheral devices, the shift from onetime sales to a subscription-based model gained 
momentum, resulting in significant growth in monthly recurring revenue. This shift will lead to improvements 
in the gross profit margin and operating profit margin going forward. 
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Page five shows our statement of income.  

Net sales increased by 20.6% YoY to JPY13,345 million, driven by growth in recurring revenue.  

Surge in cost of sales was limited to 6.2%, while gross profit rose 29.8% YoY, outpacing revenue growth.  

Although SG&A expenses went up due to expanded hiring and marketing investments, these were offset by 
growth in gross profit, resulting in a 35.2% YoY jump in operating profit.  

In other words, we view this as a year in which we were able to achieve profit growth through improved 
profitability, even as we continued to invest in growth. 
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I will provide additional details regarding the changes in cost of sales and gross profit margin on page six.  

The reason for the restrained growth in cost of sales is the shift in the revenue mix. As the shift from onetime 
sales to a subscription-based model in the area of POS peripheral devices progressed, the proportion of 
revenue obtained from MRR went up.  

As a result, our gross profit margin improved to 65.7%. We are not only seeing higher sales, but we are also 
shifting toward a more profitable revenue mix. 
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In relation to this, please turn to page 10.  

MRR continued to grow at a high rate, rising 31.7% YoY.  

Although the subscription sales ratio decreased from the previous quarter due to a temporary increase in 
hardware sales and other factors in Q4, the full-year average still climbed to 75.6%.  

As shown on the right, the gross margin for MRR stood at 78.6%, higher than the sales of products and other 
items. The increase in the proportion of MRR also led to an improvement in our overall gross profit margin. 
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Page 11 shows the trends in SG&A expenses.  

The full-year SG&A expenses jumped by 26.8% YoY due to advertising and promotional expenses, personnel 
costs, and amortization of goodwill. Although the SG&A ratio rose to 41.6%, it was the result of our continued 
investment in sales growth.  

In Q4, SG&A expenses increased compared to the previous quarter owing to higher advertising and 
promotional expenses and other costs. However, this figure has decreased compared to the previous quarter 
owing to reductions in personnel expenses, bonuses, stock-based compensation, and recruitment and training 
costs. 
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Please turn back a few pages and look at page eight.  

As explained earlier, this chart shows the quarterly trends in net sales, operating profit, and operating profit 
margin, taking into account changes in the revenue mix and movements in SG&A expenses. 

Net sales grew steadily in each quarter, while operating profit also enjoyed an upward trend.  

The operating profit margin for Q4 declined slightly on a QoQ basis owing to increases in cost of sales and 
advertising expenses associated with initiatives targeting existing customers. The full-year operating profit 
margin stood at 24.1%, an improvement from the previous year.  

Furthermore, the expansion in recurring revenue led to even higher profitability on a full-year basis. 
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Page 14 shows our balance sheet.  

Although current assets and current liabilities increased due to changes in the operating structure of our 
payment business, this is attributable to the flow of funds arising from operations.  

Thanks to our consistent accumulation of profits, we kept our equity ratio at a high 68.3% level.  

We believe that we have maintained a sound financial foundation. 
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Please turn to page 16.  

Leveraging our operating cash flow and sound balance sheet, our policy is to prioritize growth investments 
while also ensuring disciplined shareholder returns.  

Operating cash flow stood at JPY3,120 million, and cash and cash equivalents totaled JPY8,138 million, 
enabling us to secure sufficient liquidity on hand to support future growth investments. 

When making investment decisions, we put importance on profitability that exceeds the cost of capital. In 
addition to investing in organic growth, we will also consider M&A opportunities in accordance with the 
guidelines outlined in our third medium-term management plan, targeting a budget of up to approximately 
JPY10 billion and an ARR multiple of 2 times or less.  

With regard to shareholder returns, while aiming for a dividend payout ratio of around 20%, we also intend 
to flexibly consider share buybacks, taking into account stock price levels and capital efficiency.  

We will continue to manage our business with an awareness of capital efficiency and shareholder returns, 
even as we prioritize investments. 
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Please turn to the page 22, ARR trends.  

ARR is a metric that indicates the growth potential of recurring revenue, and it is the KPI we prioritize above 
all else.  

ARR at the end of the fiscal year ended April 2026 reached JPY11,055 million, up 27.4% YoY.  

With our POS system as the foundation, cross-selling of payment services is gaining momentum, and the 
number of customers using our other services is steadily increasing. 
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Now, I will explain our full-year earnings forecast for the fiscal year ending April 2027. Please turn to page 36.  

The fiscal year ending April 2027 will mark the first year of our third medium-term management plan.  

We are projecting a 15.3% YoY increase in net sales and a 24.5% YoY jump in operating profit.  

By continuing to implement our growth strategy based on the “Store OS” concept, we anticipate growth in 
both revenue and profit. 

As I have explained thus far, our earnings structure is steadily improving thanks to the increase in the 
proportion of recurring revenue. We intend to maintain this trend into the next fiscal year and envision strong 
growth in terms of operating profit as well.  

Furthermore, we expect a dividend of JPY29 per share, with a dividend payout ratio of 20.1%. 
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Page 37 shows our ARR guidance.  

For the fiscal year ending April 2027, we project ARR to reach JPY14,200 million, up 28.4% YoY.  

Growth will continue to be driven by the integrated provision of post-payment services. We will further 
accelerate our shift from onetime hardware sales to recurring revenue from equipment subscriptions. 

In the payments sector, we are also working to improve the value chain and increase our take rate.  

Furthermore, we view changes in the external environment, such as the transition to a tax-free refund system 
and revisions to consumption tax, as opportunities for positive growth.  

We will steadily build on our growth from the very first fiscal year to achieve the target ARR of JPY22.2 billion 
set forth in our third medium-term management plan. 

That concludes my presentation of our financial results for the fiscal year ended April 2026 and our business 
plan for the fiscal year ending April 2027. 

To make sure we have as much time as possible for our discussion today, I have limited my presentation to 
the highlights. We will address any business KPIs, specific initiatives, or other topics of interest that we were 
unable to cover in our presentation during the Q&A session that follows. 
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Question & Answer 

 

Moderator [M]: Okay, we will now begin the Q&A session.  

Today, three officers from our company will be answering your questions. We have Mr. Miyazaki, 
Representative Director; Mr. Takamadate, Director; and Mr. Takahashi, Director.  

Please note that we may provide a consolidated response to similar questions. We will do our best to answer 
as many of your questions as possible within the time we have, so thank you for your cooperation. 

All right, without further ado, Mr. Miyazaki, please proceed. 

Miyazaki [M]: We will now begin to answer your questions. First, we would like to address the questions we 
received through the advance registration form. 

Participant [Q]: Stock prices have been sluggish. While the impact of the overall SaaS sector may be a factor, 
I also believe that a lack of transparency when it comes to information is contributing to this situation. Please 
disclose key KPI trends, such as ARR on a YoY basis, on a monthly basis using preliminary data. 

Miyazaki [A]: Let me answer that question.  

We acknowledge your point. However, we believe that monthly figures are heavily influenced by seasonal 
and temporary fluctuations and that short-term noise can actually obscure the underlying trends of the 
business. Our company’s policy is to standardize our disclosures to a quarterly basis, and through those 
disclosures, we will consistently report on key KPIs, including ARR. 

Participant [Q]: Despite such strong business performance, your stock price continues to drift lower. What do 
you think is causing investor anxiety? Also, are there any discussions on a solution to this problem? 

Miyazaki [A]: Let me answer that question.  

We view the current stock price as a reflection of the overall market sentiment toward the SaaS and software 
sectors rather than being driven by factors specific to our company. Even within the same SaaS segment, 
performance varies significantly from company to company, and we recognize that the industry as a whole 
has entered a correction phase. Given that there is little our company can control in terms of broader market 
sentiment, we intend to focus on the aspects of our performance that we can control and deliver results 
accordingly. 

Participant [Q]: In the most recent revision to your earnings forecast, you announced an increase in recurring 
revenue and a corresponding decline in sales. Will this have an impact on your financial results for the fiscal 
year ending in 2027? If so, to what extent do you expect the impact to be?  

Also, regarding the guidance, net sales appear to be lower than the target ARR. Is it correct to say that we are 
seeing an acceleration in the shift from hardware sales to a subscription-based model? 

Miyazaki [M]: Mr. Takamadate, please respond. 

Takamadate [A]: Yes. In our earnings forecast, we announced that sales would decline due to an increase in 
recurring revenue. As to whether or not this will affect our financial results for the fiscal year ending April 
2027, as indicated in our guidance, we believe that as recurring revenue rises, we will see growth in net sales 
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appear relatively modest compared to growth in ARR and profit. This is a result of the ongoing shift toward 
an earnings structure centered on recurring revenue, and we believe profit growth will remain robust, as it 
has in the past. 

Specifically, we expect the proportion of subscription plans within closed deals to increase compared to the 
previous fiscal year. Although we are not disclosing the breakdown, we expect revenue from initial hardware 
sales and net sales from hardware sales to decline compared to the previous fiscal year. As a result, I believe 
we will see a situation where net sales growth appears weak compared to ARR growth. 

Participant [Q]: How do you view the current competitive landscape and the improvement in advertising 
efficiency? 

Miyazaki [M]: Mr. Takamadate, please go ahead. 

Takamadate [A]: With regard to advertising, companies are still aggressive, and that is making the competitive 
environment quite intense. While we get that, we manage each individual ad placement in great detail, 
measuring and controlling cost-effectiveness through unit economics. Within that framework, we undertake 
payments and other cross-selling initiatives.  

We believe that our unit economics, or the profitability per customer, are superior compared to those of our 
competitors. As cross-selling of payment and other products increases, advertising efficiency also improves. 
Therefore, we intend to continue monitoring and managing our cost-effectiveness while leveraging this 
structure. 

Participant [Q]: I have two questions.  

First, regarding your future growth strategy, could you please explain the current contribution of increasing 
average revenue per existing customer and acquiring new customers, as well as your key priorities for each 
aspect moving forward?  

Please also tell us about the potential for expansion in terms of sales structure and marketing, as you work to 
attract new customers. 

Takahashi [A]: Let me, Takahashi, answer that.  

In our future growth strategy, we consider both new customer acquisition and upselling and cross-selling to 
existing customers to be crucial. We believe that, in addition to increasing the number of customers, boosting 
ARPU is even more important for our growth. On top of POS payments, we deem it important to increase the 
average revenue per customer by cross-selling store-related services, such as TimeCard, reservation 
management, and CRM, as well as financial services. 

We started out as a POS business, but we have since expanded our operations to cover a wide range of areas, 
including payment processing, reservation management, and time and attendance management. However, 
some of our long-standing customers who have been with us for several years are not yet aware of these new 
services.  

While this is partly due to our own shortcomings, we intend to raise the average revenue per customer by 
making a wide range of proposals to our existing customers and encouraging them to use many of our new 
services. To that end, we are currently working to expand and strengthen our customer support department. 

Miyazaki [M]: We have finished all the questions that were submitted in advance. So, we are now going to 
read out the questions we have received via Zoom. 
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Participant [Q]: Regarding the Takaichi administration’s campaign pledge to reduce the consumption tax on 
food, I believe the government has recently been promoting the adoption of smart registers because 
traditional POS systems take too long to adjust to changes in tax rates.  

Just recently, on April 30, the Ministry of Economy, Trade and Industry released an overview of initiatives to 
promote the adoption of smart register systems, which can be viewed on its website. It states that, starting 
May, the government will kick off full-scale promotional initiatives toward the adoption of smart register 
systems in collaboration with industry organizations. 

First, have you factored this government initiative into your earnings forecast for the current fiscal year to 
some extent? Also, is that initiative actually moving forward, and will this have any impact on your company's 
sales? 

Takahashi [A]: To put it simply, we have not explicitly factored this into our financial results forecast for the 
current fiscal year ending April 2027. When the reduced tax rate was introduced in 2019, many businesses 
had already completed the replacement of cash registers to those that support multiple tax rates.  

Therefore, given the fact that it is difficult for us to predict how much demand for upgrades this change will 
generate, we have not factored it into our earnings forecast. However, we do expect some stimulation of 
demand, so we are hopeful that this will serve as a positive factor. 

Participant [Q]: I will go to the next question. Looking at the YoY quarterly trends in subscription revenue on 
page 10, we see that the growth rate was 37.8% in Q2, 30.5% in Q3, and 22.1% in Q4, so it looks like it is 
suffering from a sharp deceleration. Could you explain the situation and the underlying factors?  

Also, how will this growth rate trend in the future? Looking at the annualized QoQ growth rate, the rate has 
declined from 47.9% in Q4 of the fiscal year before last to around 10% since Q1 of the previous fiscal year. 
Were there any changes in Q1 of the previous fiscal year? 

Takamadate [A]: On page 10, we show the breakdown of net sales between subscription revenue, such as 
MRR, and hardware sales. In the previous fiscal year, Netshop Supporters became a subsidiary, and monthly 
revenue related to e-commerce got included in our consolidated results from Q3 and beyond, resulting in 
growth. Therefore, Q3 and Q4 of the current fiscal year are being compared against exceptionally high 
benchmarks from the previous year, so the YoY growth rate may appear lower. 

I apologize. I am afraid I am not sure which fiscal year your second question refers to, so we will take the time 
to analyze it and send you a separate response later. The amount of subscription revenue, such as MRR, has 
been steadily rising each quarter from Q1 through Q4. 

Participant [Q]: Why did you introduce shareholder returns at this point? Considering the scale and yield, it 
does not appear to be sufficient. If anything, we would prefer that you reinvest the funds into growth to boost 
the stock price, but did you determine that shareholder returns are more effective at raising the stock price 
than business investments? Or is it simply because your policy is not to place much emphasis on the steady 
rise in stock price? 

Takamadate [A]: I will answer that question.  

We receive feedback supporting both sides, so this is quite a tricky issue. However, in the presentation, we 
have included slide 16 to show our capital allocation, stating our priorities for allocating capital, including cash. 

While maintaining strong profitability is, of course, our top priority, we have established clear internal criteria 
for determining how much cash to allocate to business growth. Although shareholder returns are at the 
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bottom, we ensure that we prioritize business growth and growth investments before providing returns to 
shareholders through dividends or share buybacks.  

We are operating at a level where we believe we have more than enough financial flexibility to make solid 
investments in S&M, R&D, and, of course, M&A while also returning value to shareholders through dividends. 
Please understand that this does not mean we are prioritizing this over business growth. 

Participant [Q]: It appears that the revenue growth rate has slightly slowed down. Is it correct to assume that 
this is due to changes in the revenue mix? How do you envision advertising and promotional expenses this 
fiscal year, and do you have a target range for the ratio going forward? 

Takamadate [A]: With regard to the slight 15% drop in the revenue growth rate, as I mentioned earlier, this 
is due to changes in our revenue mix. 

As for how we envision our advertising and promotional expenses for the current fiscal year in the latter part 
of your question, we have not disclosed our outlook in terms of future ratio. However, for the fiscal year 
ended April 2026, the ratio settled at over 10%.  

At this point, we do not plan to significantly increase that amount or raise the ratio substantially, so we intend 
to continue investing efficiently while ensuring cost-effectiveness. 

Participant [Q]: It seems that the number of high-performing POS stores increased to a certain extent in Q4. 
Was this due to any major acquisitions or similar factors? Given that you anticipate even stronger growth in 
the 22nd fiscal year, how do you plan to expand your POS network, which serves as the foundation for organic 
growth?  

Mr. Takahashi, could you please explain your initiatives and plans? 

Takahashi [A]: Let me, Takahashi, answer that.  

Q4 is a period when POS leads increase every fiscal year, and we believe this contributed to the steady growth. 
With regard to whether we secured any particularly large merchants in Q4, that was not really the case. The 
growth was driven, as usual, by the acquisition of SMBs, primarily a handful of stores. 

In particular, for the fiscal year ended April 2026, we focused intently on lead conversion and closing rates in 
the determination of our area of activity. This resulted in a significant increase in productivity and a rise in Q4 
performance, and we believe that contributed to the growth in the number of high-performing stores.  

Moving on to growth in the 22nd fiscal year, as you mentioned, POS growth is the most critical factor. We 
have already announced this, so I believe we are on the right track.  

Regarding the demand for POS system replacements from the Japan Cosmetic Industry Association, though, 
we are currently promoting our system as one of the recommended options. That is where we believe we can 
aim to service a major contract in face.  

That is all. 

Participant [Q]: It seems like you have a small handpicked team with just three people in the management 
team. I assume you have plans to reinforce your team, as you aim for Prime Market listing. What kind of talent 
and skills are you looking to add? 

Miyazaki [A]: We do not have any particular plans to bolster our team. To explain the backgrounds of our 
current board members, I oversee product development, Mr. Takahashi handles sales, and Mr. Takamadate 
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takes charge of M&A. Each of us has experienced serving as president or CEO of an operating company, so I 
believe we have a relatively deep understanding of each business area.  

In addition, we are gradually developing executive officers to complement our Board of Directors, so while 
we do have a shortage of personnel, we do not view that as a major problem at this time. 

Participant [Q]: I have two questions regarding the transition from hardware sales to hardware subscription 
plans. 

First, regarding the reason the subscription model is chosen, I understand the benefits of keeping initial costs 
low, but I also suspect that in many cases, the total amount paid under a subscription model actually exceeds 
that of the onetime purchase model. In addition, there are many instances where competitors provide 
equipment for free or at a significant discount. Given this market environment, could you please explain, to 
the extent possible, why customers are choosing your company’s subscription plan and what sets it apart 
from the competition? 

Second, regarding barriers to entry in the provision of equipment subscription services, it appears that few 
other companies currently offer such equipment subscription services. Are there any barriers to entry 
associated with providing equipment on a subscription basis, such as licensing requirements, registration as 
a leasing business, or credit assessment schemes? I would like to know if there are any factors that you 
consider to be the source of your company’s competitive advantage. 

Takahashi [A]: Let me, Takahashi, answer that.  

As for why the subscription model is chosen, I do agree with your point that, when looking at the total cost 
over five years, for example, a onetime purchase often ends up being cheaper than a subscription. However, 
since about half of our new business inquiries come from customers who are just starting their businesses, 
they are about to open their stores and want to keep them running for years to come but also face the 
uncertainty of not knowing exactly how things will turn out. 

Given that, even though subscription involves a monthly payment plan with an annual contract, we believe 
that more customers are still deciding to go with the subscription model because they have concluded that it 
offers a better balance of risk and return.  

On the other hand, since our enterprise customers with dozens or even hundreds of stores are already well-
established as companies and businesses, we believe most of them in this segment prefer onetime purchases 
over subscriptions.  

Therefore, we are seeing growth by allowing customers to choose the option that best suits their situation 
and by making appropriate recommendations. 

As for differentiation and barriers to entry, this business does not require any specific licenses or leasing 
business registration, and our credit assessment process is not particularly unique either. Costs are incurred 
upfront all at once, so while revenue comes in on a monthly basis, this is not something small businesses can 
easily undertake, nor does it qualify as a viable business for them. 

However, since we provide POS systems, we believe this gives us an advantage in terms of credit assessment, 
as it allows us to better monitor a customer’s operating conditions in real time than, say, a leasing company.  

That is all. 
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Participant [Q]: With the transition to the Prime Market, what is the current status of the 35% free-float ratio? 
As an existing shareholder, I am concerned about capital increases and public offerings aimed at reaching 50%. 

Takamadate [A]: Regarding the transition to the Prime Market, you mentioned the free-float ratio, but you 
might actually be referring to the tradable share ratio. Therefore, let me talk about that briefly.  

We received a similar question at the previous financial results briefing, and we responded that we meet the 
requirements. We have not explicitly disclosed which items are eligible for deduction, so it means that, for 
now, we are meeting the requirements.  

We do intend to consider capital increases or POs as appropriate, but as of now, nothing has been decided. 
We will evaluate the situation as it develops and aim to proceed in a way that causes as little inconvenience 
as possible to our shareholders. 

Participant [Q]: To what extent do you expect the tax-free refund business and replacement demand resulting 
from the consumption tax cut to contribute to next fiscal year’s budget? 

Takahashi [A]: Let me, Takahashi, answer that.  

Regarding the tax-free refund business, we have factored in a certain level of revenue in relation to customers 
who use both Smaregi's approval transmission service and PAYGATE. However, as stated in the financial 
results presentation material, the adoption rate of PAYGATE among POS merchants is still only 17%, which is 
not particularly high. Consequently, the majority of our customers are using terminals from other companies, 
and we have not factored this portion into our financial results and forecast.  

As for the contribution of the replacement demand brought about by the consumption tax cut, as I mentioned 
in my response to the previous question, it is difficult to predict this at this point in time, so we have not 
factored this into our earnings forecast.  

That is all. 

Participant [Q]: What are your hiring plans for the new fiscal year? As noted in your medium-term 
management plan material, efficiency is improving thanks to AI. However, will the rate of increase in hiring 
change compared to the previous fiscal year? 

Miyazaki [A]: Yes. We believe that AI will eventually take over tasks that are not particularly complex, but I 
don’t think the overall number of hires will change much.  

However, I think the breakdown is changing significantly, as when it comes to software engineers, we will 
likely reach a point where we will only hire senior-level engineers.  

Similarly, when it comes to customer support, we intend to limit hiring by using such technologies as 
automated voice response systems.  

On the other hand, in sales areas where a unique approach is required, or where human interaction is essential, 
we do anticipate hiring personnel to some extent.  

That is the gist of it, but does anyone have anything to add? 

Takamadate [A]: As for next fiscal year’s hiring plans, while we have incorporated recruitment and training 
costs as well as referral fees in our budget, as Mr. Miyazaki mentioned, we intend to proceed by making the 
most of our existing resources so that we can avoid increasing our workforce as much as possible. 
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Participant [Q]: It seems that hardware subscriptions are one of the factors contributing to the shift in the 
proportion of recurring revenue. What is the current adoption rate of this model in new deals? Is further 
expansion expected beyond the current levels? 

Takahashi [A]: Let me, Takahashi, answer that.  

We estimate that the current level is around 40% and believe there is still room for growth. Our forecast 
reflects our expectation that we will continue to increase the proportion of subscription revenue this fiscal 
year beyond the current levels. 

Participant [Q]: Could you please share your scenarios for future medium- to long-term stock price increases, 
as well as any key factors to consider? 

Miyazaki [A]: I cannot disclose all the key factors to consider, but in terms of how our stock is likely to rise, 
speaking strictly in macro terms, as I am sure you are all generally aware, SaaS stocks were trading at a P/R of 
around the 30-to-40 range. As things stand, I believe the figure is between 20 and 30.  

However, in the context of the SaaS-is-dead narrative, companies tend to have a short-term mind-set, or in 
cases where companies lack data, I believe the figure is actually below 20.  

From that perspective, our medium-term management plan is designed to generate robust profits while 
continuing to invest, so management believes this will likely result in profits driving up our stock price. 

Participant [Q]: Given the intensifying competition, if you achieve a CAGR of above 25% over the medium 
term, what level of operating profit do you anticipate relative to current levels? Also, what are your thoughts 
on the risk of price competition from competitors? 

Takamadate [A]: Regarding this fiscal year’s operating profit margin, as noted in the capital allocation slide 
on page 16, our base will be 24%, and management is actively focused on maintaining an operating profit 
margin of 20% or higher. We plan to proceed in a way that ensures we do not fall below that level. 

However, as a business model, while the ratio of subscription revenue continues to naturally increase, it is not 
a model where personnel costs, as mentioned earlier, and other expenses rise at the same rate as recurring 
revenue grows. Therefore, in theory, our operating profit margin should gradually go up. As mentioned in the 
section on capital allocation, events such as M&A can have a certain impact on our operating profit margin. 
Even taking these factors into account, we are committed to maintaining an operating profit margin of at least 
20%. 

Regarding price competition, Smaregi did adjust its prices a few years ago. I assume your question is whether 
this was due to AI or because competitors entered the market and offered cheaper plans, but as of now, we 
have not reached a point where we really need to take action. When Smaregi revised prices a few years ago, 
some competitors followed suit, so I think we need to be careful not to make any missteps in our response. 
In terms of risk, though, we believe it varies significantly depending on the industry. 

From the perspective of required functional specifications, it goes without saying that the lower the price, the 
greater the risk of getting caught up in price competition. To avoid that, we believe we need to develop our 
product strategy by enhancing our functional specifications and capabilities so that we can effectively 
communicate that our products offer value commensurate with their prices. 

Participant [Q]: I am aware that you aired TV commercials throughout the 21st fiscal year. Could you tell us 
what kind of results you have seen, such as increased brand awareness? 
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Takamadate [A]: We did air commercials. Thank you very much for watching them. 

We conduct brand awareness surveys on a regular basis. We prepare a large number of very detailed 
questions to measure awareness from multiple angles. For example, when we see an increase in the 
percentage of people who are familiar with the keyword “Smaregi,” we attribute that, in a sense, to the 
effectiveness of our TV commercials.  

At Smaregi, we link our capital investment in those TV commercials with the quantitative data from our 
awareness surveys and use that to determine our next steps toward improvement in those areas. To be honest, 
more and more people are telling us they saw our TV commercial. 

Participant [Q]: Are there any plans to expand your showrooms? Since you have already opened them in 
major cities, do you recognize that further expansion is not necessary anymore? 

Takahashi [A]: Let me, Takahashi, answer that.  

Although we have not decided on specific locations or timelines yet, we plan to continue expanding our 
network of showrooms in response to population growth and the resulting increase in the number of stores.  

We opened our Okinawa showroom a year ago, and since then, we have seen positive results in terms of lead 
generation and the number of sales deals. Given that we expect similar results in other cities, we are 
considering expanding to new locations in the future. 

Participant [Q]: By what percentage has the revenue of your subsidiary Netshop Supporters increased 
compared to before the acquisition? In addition, what are your plans for growth in the coming fiscal year? 

Takamadate [A]: We do not disclose individual figures, so my answer may be a bit vague, but growth is roughly 
on par with the rate seen prior to the acquisition. However, we do not place much emphasis on net sales, just 
like what we do at Smaregi. We prioritize ARR over net sales, so it is only natural that ARR should grow at a 
rate comparable to Smaregi’s.  

Given our scale, I believe we need to achieve an ARR growth rate that exceeds Smaregi’s YoY growth, so we 
are currently focusing our efforts on strengthening that area and are also in the process of conducting PMI. 

Participant [Q]: Regarding your company’s hiring activities, to what extent are you considering hiring recent 
graduates? Hiring mid-career employees for senior positions is also something your competitors are doing, so 
isn't it necessary to secure resources through new graduates? 

Miyazaki [A]: It is as you said. The situation is becoming such that companies are hardly hiring mid-level or 
senior staff at all, so I think it’s a tough market. On the other hand, we have been recruiting new graduates 
through our internship program for several years now, and I think that has contributed to some extent. While 
it may not be a radical solution, we will take it into consideration when we hire employees.  

Thank you. 

We will now conclude the Q&A session. Thank you very much for your many questions.  

Finally, I would like to offer some closing remarks. 

We started with a single POS register, but we hope to continue evolving into a store OS that integrates 
inventory, staff, and finances. Our theme is to transform from POS to OS, and we aim to develop fintech, 
starting with payment services, into our second pillar of business. We intend to evolve from being a provider 
of software that supports stores into a company that manages the finances of stores themselves.  
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Our goal remains the same, and that is: Dynamic stores bring about dynamic towns. We are determined to 
give it our all over the next three years of our medium-term management plan. 

Thank you very much for your participation today despite your busy schedules. 

Moderator [M]: We have an announcement from IR. Our company also shares our latest IR information via 
our newsletter and LINE. We send them out every month, so please be sure to register. 

And so, with that, we now conclude our financial results briefing for the fiscal year ended April 2026. Thank 
you very much for your participation today until the end.  

We look forward to your continued support. 

[END] 

______________ 

Document Notes 

1. Portions of the document where the audio is unclear are marked with [inaudible]. 
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Disclaimer 

JPX Market Innovation & Research, Inc. (“JPXI”) reserves the right to edit or modify, at its sole discretion and 
at any time, the contents of this document and any related materials, and in such case JPXI shall have no 
obligation to provide notification of such edits or modifications to any party. This event transcript is based on 
sources JPXI believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this 
transcript does not purport to be a complete or error-free statement or summary of the available data. 
Accordingly, JPXI does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness 
of the information contained in this event transcript. This event transcript is published solely for information 
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an 
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal. 

In the public meetings and conference calls upon which JPXI’s event transcripts are based, companies may 
make projections or other forward-looking statements regarding a variety of matters. Such forward-looking 
statements are based upon current expectations and involve risks and uncertainties. Actual results may differ 
materially from those stated in any forward-looking statement based on a number of important factors and 
risks, which are more specifically identified in the applicable company’s most recent public securities filings. 
Although the companies may indicate and believe that the assumptions underlying the forward-looking 
statements are accurate and reasonable, any of the assumptions could prove inaccurate or incorrect and, 
therefore, there can be no assurance that the anticipated outcome described in any forward-looking 
statements will be realized. 

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE 
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH JPXI ENDEAVORS TO PROVIDE ACCURATE 
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE 
TRANSCRIPTIONS. IN NO WAY DOES JPXI OR THE APPLICABLE COMPANY ASSUME ANY RESPONSIBILITY FOR 
ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT TRANSCRIPT OR 
OTHER CONTENT PROVIDED BY JPXI. USERS ARE ADVISED TO REVIEW THE APPLICABLE COMPANY'S PUBLIC 
SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER DECISIONS. THIS EVENT TRANSCRIPT IS 
PROVIDED ON AN "AS IS" BASIS. JPXI DISCLAIMS ANY AND ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, 
BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR 
USE, FREEDOM FROM BUGS, SOFTWARE ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-
INFRINGEMENT. 

None of JPXI’s content (including event transcript content) or any part thereof may be modified, reproduced 
or distributed in any form by any means, or stored in a database or retrieval system, without the prior written 
permission of JPXI. JPXI’s content may not be used for any unlawful or unauthorized purposes. 

The content of this document may be edited or revised by JPXI at any time without notice. 

Copyright © 2026 JPX Market Innovation & Research, Inc. (“JPXI”), except where explicitly indicated otherwise. 
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