
Achieve EPS of ¥130 or more, ROE of 10% or more, and ROIC of 4% or more

Retailing
Segment

Stores
Improve capital productivity by completing transition from prior department stores to  
a business structure focused on shopping centers and fixed-term rental contracts and 
deploying next-generation lifestyle-oriented shopping centers

Omni-channel  
retailing

Develop business focused on Internet sales while expanding scope of unique business 
models that combine Group expertise 

Facility management 
and distribution

Utilize store renovation, distribution, building management, and other retailing expertise  
in an integrated manner and advance business-to-business operations

FinTech
Segment

Credit cards
Increase number of EPOS card fans across Japan and reinforce collaboration with 
commercial facilities and content companies while maintaining high profit margins and 
simultaneously expanding business scale

Financial services
Expand revenues from rent guarantee, insurance, and other services utilizing credit know-
how to improve ROIC through business requiring minimal invested capital

IT
Support expansion of Group business scope by utilizing new technologies to improve cus-
tomer convenience

Optimal capital structure
Create structure in which ROIC consistently exceeds capital costs by improving ROIC 
through income growth and establishing optimal capital structure suited to Group business 
structure  P101 Target Balance Sheet

Growth investments

Develop commercial facilities utilizing shopping center and fixed-term rental know-how, 
invest in venture companies to acquire new technologies, and execute other growth  
investments for improving corporate value　　  P88  Growth Investment for Improving 

Future Group Value

Productivity improvement
Utilize human resources as necessitated by business portfolio as a united MARUI GROUP  
to further improve Group productivity

Specific Initiatives

Plan Framework

MARUI GROUP’s Three Focus KPIs for the Fiscal Year Ending March 31, 2021

Improvement of corporate  
value through integrated  

Group operations

Development of optimal  
capital structure and further  
improvement of productivity

Creation of new businesses  
through transformation  

of Group businesses

Based on its concept of co-creation management, 
MARUI GROUP views all of its business assets as being 
borrowed from society. We believe that this view will help 
clarify our efforts to achieve harmony between stake-
holder interests and improve corporate value.  
The Company is committed to effectively utilizing these 
“borrowings” and then returning them to stakeholders 
with “interest.” In line with this belief, MARUI GROUP 
identified three key performance indicators (KPIs) for 
gauging Groupwide performance beginning with the 
fiscal year ended March 31, 2017. These KPIs include 
earnings per share (EPS) and return on equity (ROE), 
which are both indicators that have been selected based 
on the Company’s emphasis on improvements to 
medium-to-long-term corporate value, as well as return 
on invested capital (ROIC), which is an indicator of profit-
ability in the Company’s main business.
 In the fiscal year ended March 31, 2019, EPS rose 
24.5%, to ¥115.99, setting a new record for the first 
time in 28 years. ROE rose 1.5 percentage points, reach-
ing 9.1% and exceeding cost of shareholders’ equity, 
while ROIC increased 0.4 percentage point, coming to 
3.7% and surpassing weighted average cost of capital for 
the third consecutive year. By transforming our business 
and capital structures to create corporate value, we 

Return on Equity (ROE)

FY2021
(Target)

FY2009 FY2019

9.1%

10%
or more

6.7
7.6

–2.7

1.6

–7.9

1.8

4.5
5.0 5.2

6.0

Earnings per Share (EPS)

¥115.99

80.24

93.18

¥130
or more

–31.90

18.65

–86.36

19.19

48.43
56.29

58.87
70.68

FY2021
(Target)

FY2009 FY2019

Return on Invested Capital (ROIC)*

3.7%

3.1
3.3

4%
or more

1.0
1.1

1.7

2.1

3.0 3.0

3.3 3.3

FY2021
(Target)

FY2009 FY2019

Medium-Term Management Plan

achieved our targets for all three KPIs as well as for oper-
ating income in the third year of the five-year medium-
term management plan, placing the targets for the fiscal 
year ending March 31, 2021, well within reach.

*  From the fiscal year ended March 31, 2019, gain on bad debt recovered, which 
has previously been recorded at net value under non-operating income, will be 
recorded at total value under revenue, and expenses on bad debt recovered will 
be recorded at total value under selling, general and administrative expenses. 
Figures for the fiscal year ended March 31, 2018, have been restated to reflect 
this change.
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It is stated in MARUI GROUP’s corporate philosophy that 
we should “continue evolving to better aid our custom-
ers” and “equate the development of our people with the 
development of our company.” Based on this philosophy, 
our mission is to help build a flourishing and inclusive 
society that offers happiness to all together with all of our 

stakeholders, including our customers, investors, com-
munities and society, business partners, employees, and 
future generations. Seeking to heighten the corporate value 
that will arise from this process, we are moving ahead with a 
five-year medium-term management plan with the fiscal 
year ending March 31, 2021, as its final year.

Basic Policy of the Medium-Term Management Plan MARUI GROUP’s Three Focus KPIs



Company Business overview

Money Design Co., Ltd.

Asset management services using 
automated asset management advisors, 
financial planner and independent financial 
advisor matching services, etc.

Laxus Technologies Inc.

Provision of consumer-to-consumer platform 
allowing unlimited use (lending and borrow-
ing) of brand-name handbags

giftee, Inc.

Planning, development, and operation of 
e-gift services for individuals, corporations, 
and municipal bodies

sitateru Inc.

Provision of platform for compiling 
databases of apparel factories in Japan and 
overseas and offering online support for all 
garment production processes

Company Business overview

BASE, Inc.

Production of Internet shopping sites,  
provision of online payment services

Global Trust Networks Co., Ltd.

Rent guarantee, mobile phone, and other 
services for non-Japanese individuals

Minna-denryoku, Inc.

Power sales centered on renewable energy 
with visibility of producers

FABRIC TOKYO Inc.

Operation of FABRIC TOKYO made-to-
order suit brand

Breakdown of Human Resource Investments

Breakdown of New Business Investments (FY2017–FY2019)

tsumiki Co., Ltd.

¥1.9 billion

Start-up 
companies

¥3.3 billion

Investment funds

¥1.8 billion

Three-year total

¥7.0 billion

Training-related  
personnel expenses

¥240 million

External training / 
education fees 

¥280 million
Training center 
expenses

¥80 million

Recruitment and  
other human resource  
development expenses

¥450 million FY2019

¥1,050 million

Power of People Driving MARUI GROUP
The current era is said to be one of volatility, uncertainty, complexity, and ambiguity. In this era, the 

ability to identify changes in the tides and predict what will become the mainstream is more important 

than ever. It is the power of people that makes it possible to identify change and formulate and enact 

hypotheses in response. This is part of the basis for our corporate philosophy of “equate the develop-

ment of our people with the development of our company.” Accordingly, human resource investments 

have an important role to play in MARUI GROUP’s sustainable growth. We are currently developing 

human resources from a variety of angles, including conventional training and education as well as 

secondment to start-up companies. Investments for these purposes are progressing as planned. 

These initiatives have made me realize that the most effective way for people to grow is for them to 

act in a forward-looking and autonomous manner, tackling any challenges that appear head on. 

Human resource investments do not often produce returns in the short term. An extensive bottom-up 

approach is important, but I have high aspirations to deploy effective initiatives that inspire as many 

people as possible to tackle new challenges.

Tomoo Ishii
Senior Managing Executive Officer  
and CHO 
In charge of Audit, General Affairs, 
Personnel, and Health Promotion 
Director of MARUI GROUP’s  
Health Insurance Union

Message from a Personnel Representative  

Human Resource Investments and R&D Expenditures

FY2015 FY2019FY2016 FY2018FY2017

0.1%

¥300 million ¥400 million

¥600 million

¥1,400 million

1.0%

Human resource 
investments and 

R&D 
expenditures

¥2,400 million

% of revenue 0.6%

Human resource development

Anime business

Investment in and collaboration  
with start-up companies

Securities business

New business projects

FY2015 FY2018FY2017FY2016 FY2019 FY2020–
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Expansion of Human Resource and R&D Investments 
to Create Wellsprings of Future Corporate Value
Human resource investments are recorded as expenses 
for accounting purposes, causing short-term declines in 
profit. However, ongoing human resource investments 
are essential to carrying out our philosophy: “equate the 
development of our people with the development of our 
company.” More importantly, MARUI GROUP emphasizes 
the importance of human resource investments to accu-
mulate the intangible assets that are a wellspring of 

Growth investments have been positioned as a priority 
measure in the five-year medium-term management plan 
set to conclude with the fiscal year ending March 31, 2021. 
MARUI GROUP will thus be conducting growth investments 
over the period of the plan in order to fund future improve-
ments in corporate value. These investments will be 
directed at developing new businesses that utilize our shop-
ping center and fixed-term rental know-how and investing 
in start-up companies to acquire new technologies. 
 MARUI GROUP believes the businesses that will 
drive its growth and contribute to improved corporate 
value going forward are those that go beyond the bound-
aries of retailing and FinTech to utilize the Company’s 
strengths and expertise in order to resolve social issues. 
The first such business was the securities business 
launched in August 2018 in order to contribute to finan-
cial inclusion. Meanwhile, our new business projects are 
moving ahead with the development of new businesses 
that are both sustainable and profitable.

 Future investment in new businesses will be focused on 
the development of businesses that utilize MARUI GROUP’s 
unique business model to resolve social issues. We will 
also aggressively invest in start-up companies with which 
we can co-create such businesses.

Progress in New Business Investments
Over the three-year period beginning with the fiscal year 
ended March 31, 2017, MARUI GROUP has invested 
¥7.0 billion in growth investments for the creation of 
new businesses. Of this amount, ¥3.3 billion was used 
to invest in nine start-up companies, and these compa-
nies are currently collaborating with the Retailing and 
FinTech segments.
 A total of ¥30.0 billion was earmarked for growth 
investments to be conducted by the fiscal year ending 
March 31, 2021. However, progress toward this goal is 
currently low. Accordingly, we have decided to extend the 
period for this target by two years, making for an 

Major Start-Up Company Investees (as of August 2019)

Growth Investment for Improving Future Corporate Value

future corporate value. This belief has prompted us to 
disclose human resource investment and R&D expendi-
ture amounts along with a breakdown of human resource 
investments. In the fiscal year ended March 31, 2019, 
the combined total of human resource investments and 
R&D expenditures was ¥2,400 million, up ¥1,000 mil-
lion year on year and representing 1% of revenue. 
Furthermore, we intend to conduct approximately 
¥1,000 million worth of human resource investments 
each year going forward.

investment plan leading up to the fiscal year ending March 
31, 2023. MARUI GROUP intends to steadily engage in 
open innovation activities to accomplish this plan.



Completion of Transition to Shopping Centers  
and Fixed-Term Rental Contracts
In the fiscal year ended March 31, 2019, operating 
income in the Retailing segment rose ¥2.6 billion, to 
¥11.4 billion, and ROIC was up 1.0 percentage point, to 
3.8%. It was during this year that we completed the transi-
tion to shopping centers and fixed-term rental contracts 
meant to center our business model on shopping centers 
that generate rent revenues from fixed-term rental con-
tracts. The ratio of fixed-term rental contracts reached 
106% during this year. Going forward, we intend to con-
vert an additional 16,500 m2 to fixed-term rental con-
tracts by transforming storage space into sales floors 
(see Figure 1).
 Following the completion of the transition to shop-
ping centers and fixed-term rental contracts, the ratio of 
total floor space at stores on fixed-term rental contracts 
reached 76%, compared with 12% in the fiscal year 
ended March 31, 2014, prior to the transition. At the 
same time, apparel products came to represent 29% of 
floor space, a decrease from 44%, while the ratio of floor 
space occupied by food vendors and service providers 
rose from 18% to 29%. The gross profit margin 
increased from 20.6% to 21.2% over the same period. 
This transition thus improved store value and enabled us 

to attract a record-breaking 210 million customers to 
our stores in the fiscal year ended March 31, 2019,  
1.3 times higher than a decade ago.

 Meanwhile, e-commerce sales increased for the 
fourth consecutive year, rising 5% year on year, to ¥24.2 
billion. This increase was a result of our efforts to bolster 
our product lineup by sharing inventory information with 
business partners, expand listing of our products on 
KDDI CORPORATION’s au Wowma! and other external 
Internet shopping websites, and allow customers to pick 
up items ordered online in Marui and Modi stores.

Expansion of New Directly Operated Sales Floors 
Over the past four years, transactions in the anime busi-
ness have seen a six-fold increase in transactions, from 
¥1.2 billion to ¥7.5 billion. As for in-store events, we have 
been able to increase per m2 efficiency several fold by 
holding events on small sections of floor space. Through 
such events, we have been successful in increasing trans-
action volumes and EPOS card issuance numbers. Going 
forward, we look to leverage MARUI GROUP’s retailing 
expertise to expand sharing venues, in-store events, and 
other new directly operated sales floors.

New Digital Native Store Strategy
Although the completion of the transition to fixed-term 
rental contracts has contributed to income improvements 
and stabilization, net operating income (NOI) yield has 
been falling below the hurdle rate at both urban and sub-
urban stores (see Figure 2). To address this issue going 
forward, we will look to clear the hurdle rate by pursuing 
increases in value following contract renewals. At the same 
time, we plan to increase the hurdle rate itself through the 
implementation of the differentiation strategy of evolving 
our stores to digital native stores (see Figure 3).
 Today, the Internet has become more convenient 
than physical stores, and the act of going to stores is now 
becoming a source of stress as a result. As the younger 
digital native generation becomes the main proponent of 
consumption, the number of people who shop at stores 
will likely decrease. MARUI GROUP seeks to win the sup-
port of these new consumers by proactively inviting digi-
tal native brands into its stores to evolve these stores into 
venues for the type of experiences and close communi-
cation that cannot be provided via the Internet. We refer 
to stores based on this vision as “digital native stores.”
 Digital native brands include those developing direct-
to-consumer, sharing, and subscription businesses.  
An example would be FABRIC TOKYO, which has set up 
shop at Shinjuku Marui Main Building with a venue for its 
business prefaced on e-commerce in which only 

measurements are taken in stores, with orders being placed 
online. Another digital native brand would be Wacom a 
leading company in the pen tablet market. Wacom has 
opened a store in Shinjuku Marui Annex that does not 
have product inventories, serving purely as a venue for 
experiencing its products. MARUI GROUP has been con-
tracted to operate this store, and per customer sales 
through this experience-oriented store have been higher 
than those through e-commerce venues. Also in Shinjuku 
Marui Annex, a store has been opened by Suruga-Ya, 
Japan’s leading online seller of secondhand hobby items. 
The ratio of female customers at this location is higher 
than on Suruga-Ya Internet shopping site or at its other 
physical stores, and transaction volumes and customer 
numbers are top among Suruga-Ya stores. Suruga-Ya’s 
Marui location is thus functioning as an important touch-
point for acquiring new customers.

Value Provided by MARUI GROUP for Increasing 
Hurdle Rates
Under MARUI GROUP’s prior department store and 
shopping center business models, stores and e-commerce 
were completely separated. Accordingly, the only criteria 

Figure 3: Improvements in Retailing Segment Income

Invitation to Co-Create New Customer Experiences
It has been nearly two years since I assumed responsibility for the Retailing segment. Over this period, 

MARUI GROUP’s retailing business underwent a massive transformation to a model focused on shop-

ping centers, a transformation, I am proud to say, we were able to complete thanks to the cooperation 

of our business partners. I was previously responsible for the FinTech segment, and this experience 

enabled me to better sense the strong connection forged between the two segments through this 

transformation. Not much progress can be made in recruiting cardholders and encouraging them to 

upgrade to Gold cards through regular mail and email. Conversely, customers seem happy to sign up 

when guidance is provided by sales staff while they are shopping. However, I feel that we have not 

been sufficiently communicating the appeal of our e-commerce venues and of Marui and Modi stores 

to EPOS cardholders, and use has thus been limited. There is certainly a need for more thorough 

communication in this regard. Looking ahead, we can expect increases in tenant replacements at our 

stores as fixed-term rental contracts expire. I would like to invite any potential tenants that are inter-

ested in co-creating new customer experiences with us to use our stores as physical venues for pro-

viding valuable experiences to customers. Let’s shape our stores together.

Toshikazu Takimoto
Managing Executive Officer and CIO 
Responsible for Retailing Business 
President and Representative Director, 
M & C SYSTEMS CO., LTD.

Figure 1: Plan for and Increases in Ratio of Fixed-Term 
Rental Contracts and Income Improvements  

(As of end of each fiscal year)

YoY income 
improvements

—
¥0.9 

billion
¥2.0 

billion
¥3.2 

 billion
¥2.3 

billion

¥1.0 
 billion

(Forecast)

7%

62%

87%

FY2015 FY2016 FY2017 FY2018 FY2019 FY2020 
(Target)

FY2021 
(Target)

106% 
218,000 m2

Expansion of applicable floor space 
after accomplishment of 106% ratio

20%

Ratio of fixed-term rental contracts = Fixed-term rental contracted floor space ÷ Initial 
total floor space capable of being contracted as fixed-term rental (205,000 m2)
Sections not applicable for fixed-term rental contracts are based on requests of 
building owners, directly managed sales floors, event spaces, etc.

Message from Retailing Segment Representative  

Figure 2: NOI Yield (FY2019) 

Performance
Hurdle Rate  

(Anticipated NOI Yield)

Urban stores 3.9% 4.0%

Suburban stores 6.4% 7.0%

NOI yield = Net operating income (NOI) ÷ Facility market value

FY2015 FY2022FY2021FY2020FY2019FY2018FY2017FY2016

Differentiation 
strategies

Value increases

Income 
stabilization

Increased 
hurdle rate

Income improvement 
(¥6.0–¥7.0 billion)

FY2024FY2023

Progress and Future Strategies in the Retailing Segment

+16,500 m2

Retailing
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used by business partners to judge the appropriateness 
of rents was in-store sales. In our digital native stores, 
however, the experiences and communities provided will 
serve as catalysts for increasing e-commerce sales while 
also heightening engagement and consequently LTV.  
This situation will encourage business partners to add 
e-commerce sales and LTV based on a medium-to-long-
term timetable to their judgment criteria alongside in-store 
sales. MARUI GROUP’s future approach to store devel-
opment will thus be to provide to business partners in 
forms such as higher e-commerce sales and engagement.
 Digital native brands collect and utilize data on all of 
the purchasing behaviors of their customers to acquire 
new customers, improve engagement, and thereby maxi-
mize e-commerce sales and LTV. The structure of earn-
ings for these brands can be broken down into four 
categories: customer traffic, conversion ratios, customer 
spending amounts, and retention rates. MARUI GROUP 
stores see visits by as many as 210 million customers a 
year. In addition, the Company also boasts 6,880,000 
EPOS cardholders. Together with our contract operation 
services, these factors represent substantial points of 
differentiation for the Company (see Figure 4). By provid-
ing such value unique to MARUI GROUP, we aim to 
heighten the value of our real estate-model Marui and 
Modi stores and increase hurdle rates.
 Going forward, MARUI GROUP will look to expand 
the portion of total tenants represented by those who 
provide new value. We aim to raise the ratio of digital 
stores to total stores to 25% over the next five years, and 
then utilize the resulting customer numbers and ripple 

effects to push forward with the digitization of all Marui 
and Modi stores.

Expansion of E-Commerce Sales by Broadening 
Range of Categories, Evolving Size Matching 
Methods, and Transitioning to E-Commerce with 
Focus on Private Brands
MARUI GROUP’s e-commerce operations are currently 
centered on apparel and fashion accessories.  
Going forward, however, we plan to develop additional 
products in categories that feature high customer 
demand and frequent purchases, such as cosmetics  
and sporting goods, to increase the number of brands 
that we handle. At the same time, we are evolving our 
initiatives pertaining to product size, an area in which 
there are many complaints when it comes to 
e-commerce purchases. By displaying recommended 
sizes based on integrated purchase data from online 
venues and physical stores, we aim to match customers 
to sizes that they will subjectively judge to fit. 
Furthermore, we intend to transition to a focus on 
e-commerce for private brand products. To this end, 
we will use social media as a venue for expanding 
communication while transforming physical stores into 
venues for customers to try on products and experience 
purchases via e-commerce websites. With this as our 
approach, we will proceed to expand lifetime value with 
a digital focus.
 Through these initiatives, the Retailing segment will 
target a year-on-year increase in operating income of 14% 
in the fiscal year ending March 31, 2020, to ¥13.0 billion.

Figure 4: Value Provided to Business Partners New Vision for Retailing to Communicate to External Stakeholders
Having completed the transition to shopping centers and fixed-term rental contracts and stabilized 

our earnings bases, our most pressing task is to evolve our stores to next-generation Marui stores.  

As the focus of consumption shifts from goods to experience, there is no clear answer, no goal, for the 

value we need to provide. We therefore must forget the past successes that have led Marui stores to 

generate massive profits by selling goods in physical stores. Our evolution to digital native stores will 

require that we move away from our previous focus on products and their sales to a focus on custom-

ers and the experience we sell them. Important to this transition will be our ability to locate and give 

form to customer needs. I am confident that this is the area in which MARUI GROUP employees are 

the most capable. 

 MARUI GROUP boasts strength in the form of its store staff, who are adept at customer service 

and communication, as well as its in-house IT and distribution systems. By building on these 

strengths and communicating our new vision for retailing to external stakeholders, and inviting them 

to join hands with us in realizing this vision, I believe we can attract numerous business partners that 

resonate with our ideals.

Masahisa Aoki
Director and Senior Executive Officer 
In charge of Anime Business 
President and Representative Director, 
MARUI CO., LTD.

Overview of Retailing Segment (Fiscal year ended March 31, 2019)

Distribution of Stores by Region*1 

■ Tokyo area  44%

■ Kanto region (excluding Tokyo)   36%

■ Tokai region   4%

■ Kansai region   12%

■ Kyushu   4%

Distribution of Purchases by Gender*2

■ Male   13%

■ Female   87%

Distribution of Floor Space by Product Category 

■ Apparel   29%

■ Sundries   42%

■ Food, services, etc.   29%

Distribution of Purchases by Age Group*2

■ 29 and below   12%

■ 30–39   19%

■ 40–49   23%

■ 50 and above   46%

Marui and Modi Stores

Name
Sales floor area 

(m2)
Transactions 

(billions of yen)

Tokyo

Kitasenju Marui 35,300 38.8

Shinjuku Marui 30,590 30.0

Yurakucho Marui 18,500 21.4

Machida Location 21,270 15.5

Kinshicho Marui 22,990 13.1

Ueno Marui 16,390 13.0

Shibuya Location 14,090 12.5

Kokubunji Marui 14,300 11.5

Nakano Marui 4,950 6.3

Ikebukuro Marui 12,170 5.9

Kichijoji Marui 11,950 5.3

Kanagawa

Marui Family Mizonokuchi 32,260 22.2

Totsuka Modi 16,580 9.2

Marui Family Ebina 19,500 8.3

Marui City Yokohama 16,770 8.1

Saitama

Marui Family Shiki 18,900 11.0

Omiya Marui 13,970 6.8

Soka Marui 16,530 4.6

Kawagoe Modi 7,850 1.7

Chiba Kashiwa Location 18,810 7.2

Shizuoka Shizuoka Location 13,460 2.8

Osaka Namba Marui 17,000 11.0

Kyoto Kyoto Marui 8,760 4.9

Hyogo Kobe Marui 6,940 4.5

Fukuoka Hakata Marui 15,000 8.5

Note:  “Shinjuku Marui” refers to Shinjuku Marui Main Building, Shinjuku Marui 
Annex, Shinjuku Marui Men. “Shibuya Location,” “Machida Location,” 
“Kashiwa Location,” and “Shizuoka Location” refer to both the Marui and 
Modi stores located at these sites.

R E TA I L I N G

Message from Retailing Segment Representative  

Business  
partner needs

(D2C, etc.)

Value  
provided by 

MARUI GROUP

Customer traffic

Point 1
210 million  

customers a year

Conversion ratios

Point 2
EPOS cards (6,880,000 cardholders)

Contract operation services

Customer spend-
ing amounts

Retention rates
Improved 

LTV

Rent revenue
Contract opera-

tion revenue
Credit card  

LTV

*1  Marui and Modi stores occupying the same area counted as 
one store

*2 Distribution of purchases using EPOS cards

Provide Receive
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New Card Applications Surpassing 800,000 Target 
and Transactions Exceeding ¥2.0 Trillion 
In the fiscal year ended March 31, 2019, operating 
income in the FinTech segment increased for the seventh 
consecutive year, rising ¥3.6 billion year on year, to 
¥35.0 billion. ROIC reached 4.2%, achieving the 
medium-term management plan’s target of 4.1% two 
years ahead of schedule due to operating income growth 
and improvements in invested capital that resulted from 
the liquidation of receivables.
 Total EPOS card transactions rose 17%, to ¥2.3 tril-
lion, exceeding ¥2.0 trillion for the first time. In addition, 
we have sustained an average annual growth rate of 19% 
for EPOS card transactions over the past 10 years, greatly 
outpacing the industry average of 7% for the same period 
(see Figure 1). Card shopping transactions rose to 
¥1,880.0 billion, with an average annual growth rate of 
26% in use by Gold and Platinum cardholders driving 
overall transaction growth over the past five years.
 In regard to revolving and installment payment trans-
actions, we have been expanding the number of affiliates 
at which installment payments can be used while intro-
ducing services allowing customers to change to install-
ment payments after purchases. Owing to these initiatives, 
installment payment transactions showed a substantial 
increase, contributing to a 25% year-on-year increase in 

the volume of revolving and installment payment transac-
tions in the fiscal year ended March 31, 2019. As a result, 
the balance of revolving and installment payments on 
March 31, 2019, was 1.6 times higher than on March 31, 
2016, before installment payment initiatives were stepped 
up, of which the balance of installment payments was 5.1 
times higher (see Figure 2). Users of these payment meth-
ods were up. In addition, the ease of using installment 
payment transactions in a planned manner stemming 
from their short repayment periods led to higher usage 
amounts and thereby growth in transaction volumes. 
These factors contributed to increases in transaction vol-
umes and subsequently affiliate commissions. The rise in 
the portion of our total balance of receivables accounted 
for by installment payments, which feature relatively low 
rates of default, enabled us to limit bad debt-related 
expenses while improving ROIC.
 Revenue from rent guarantee services, meanwhile, 
amounted to ¥6.5 billion in the fiscal year ended March 
31, 2019, continuing the strong growth that has mani-
fested in an average annual growth rate of more than 
30% over the past five years. At the same time, transac-
tions for rent payments using EPOS cards rose to 
approximately ¥260.0 billion, representing more than 
10% of the total transaction volume.
 On March 31, 2019, we had a total of 6,880,000 

EPOS cardholders, of which the rapidly growing number 
of Gold and Platinum cardholders was 2,150,000.  
In addition, new card applications surpassed 800,000. 
Applications at stores and external commercial facilities 
have remained consistently above 500,000 while the 
number of individuals applying via the Internet or 
through service-related venues has risen. In the fiscal 
year ended March 31, 2019, MARUI GROUP com-
menced collaboration with eight new commercial facili-
ties, bringing the total number of partner facilities to 25 
and raising our cardholder share both inside and outside 
of MARUI GROUP’s business area. (see Figure 3).
 After commencing service in August 2018,  
tsumiki Co., Ltd., has primarily seen patronage by 
younger and first-time investors, as we had anticipated. 
The ratio of active accounts as well as average monthly 
investments exceeded our targets, whereas the number 
of applications in the fiscal year ended March 31, 2019,  
fell below the target at 16,000. 

Maximizing the Share of EPOS Card Payments 
among Household Finances
The FinTech segment is advancing a unique strategy of max-
imizing the share of EPOS card payments among household 
finances with the goal of addressing the trend toward cash-
less payments and increasing LTV. Currently, the average 
share of EPOS card payments in the household finances of 
cardholders stands at 12%. While this share is only 5% for 
standard EPOS cardholders, it has been growing rapidly to 
17% for Gold cardholders and 41% for Platinum cardhold-
ers. Gold cardholders account for the largest amount of 
transactions among the different card types, and the aver-
age share among these cardholders is 17%. There is signifi-
cant room for growth in this area given that those Gold 
cardholders who have low shares of less than 10% repre-
sent approximately 40% of all Gold cardholders.
 Households in which EPOS card payments represent 
a large share of household finances tend to make rent and 
other recurring payments using their credit card. This 

Figure 3: EPOS Cardholder Statistics

FY2015 FY2019

Cardholders
(Prior to nation-
wide expansion)

Cardholders
Ratio of people 
holding EPOS 

cards

vs. FY2015 vs. FY2015

Total 5,910,000 6,880,000 +16% 6.6% +1.0ppt

Inside busi-
ness area

5,250,000 5,750,000 +10% 11.5% +1.0ppt

Outside busi-
ness areas

670,000 1,130,000 +69% 2.1% +0.9ppt

Figure 1: Total EPOS Card Transactions

Creation of New Financial Services to Realize Long-Term Vision
The FinTech segment has continued to see strong growth in EPOS card shopping transactions with  

an average annual growth rate of 19% over the past 10 years, more than twice the industry average. 

Whereas credit cards have supported the growth of the Retailing segment in the past, this relationship 

has since been reversed with stores now underpinning the growth of credit cards. The Retailing and 

FinTech segments are thus in a completely complementary relationship. One of the roles of the 

FinTech segment is to facilitate high levels of ongoing engagement with customers. We also have a 

clear mission: growing cardholder numbers while increasing LTV, creating new financial services to 

drive future growth, and addressing the accelerating digitization trend to further us on the path 

toward our long-term vision.
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FY2010 FY2017

FY2017

FY2016

FY2016

Balance of  
installment payments

¥6.3 billion

¥32.3 billion  
(5.1 times higher*)

¥287.2 billion  
(1.4 times higher*)

¥319.4 billion  
(1.6 times higher*)

Balance of  
revolving payments

¥199.4 billion

¥205.7 billion

¥26.6 
billionRevenue

FY2015FY2014FY2013FY2012FY2011

Average annual growth 
rate for EPOS cards
+19%

Average annual growth rate of  
major credit card companies
+7%

¥2.3 trillion

17%

9%

FY2019

FY2019

¥42.1 
billion

FY2018

FY2018

Figure 2: Balance of Revolving and Installment 
Payments and Revenue

FinTech

* In comparison with the fiscal year ended March 31, 2016Note: Line graph represents year-on-year changes in card shopping transactions.

Ratio of people holding 
EPOS cards

 10% or more
 5% or more
 1.5% or more

1.6 times higher

  Existing partner 
facilities

Balance of 
installment 
payments

Balance of 
revolving 
payments
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tendency leads cardholders to also use their card for pay-
ments traditionally made with cash, such as those for food 
or leisure, further increasing the share of EPOS card pay-
ments in household finances. As a result, the rate of 
upgrades to Gold cards as well as LTV is four to five times 
higher than those of customers that do not use their EPOS 
card for such recurring payments. Accordingly, increasing 
the number of cardholders that use their card for rent and 
other recurring payments will be a cornerstone of MARUI 
GROUP’s strategy of maximizing the share of EPOS card 
payments among household finances.

Ever-Growing Rent Guarantee Services
MARUI GROUP’s strengths in the rent guarantee services 
market include services that allow for points to be 
accrued through rent payments, perhaps one of our busi-
ness’ most noteworthy features, as well as the efficient 
business operations made possible through joint opera-
tion with our credit card services business, the system 
capabilities that enable us to respond to the needs of our 
business partners, and the high reliability backed by 
MARUI GROUP’s financial capacities. MARUI GROUP 
looks to promote the use of its rent guarantee services 
both through collaboration with Sumitomo Forestry 
Residential Co., Ltd., and ABLE INC. We will also encour-
age cardholders living in rental properties to use our rent 
guarantee services through our proprietary website. In 
this way, we will target revenue from our ever-growing 
rent guarantee services of more than ¥10.0 billion in the 

fiscal year ending March 31, 2021 (see Figure 4).
* Based on estimates by Epos Card Co., Ltd.

Collaboration for Promoting E-Commerce Use  
and New Applications
MARUI GROUP is collaborating with GMO Payment 
Gateway, Inc., to promote e-commerce use among EPOS 
cardholders and expand its cardholder base. Normally, 
when someone wants to make payments via e-commerce 
websites, they are required to register their credit card 
number with each individual website. However, the col-
laborative scheme with GMO Payment Gateway will 
make it possible for a customer to use the same ID and 
password for all affiliated e-commerce websites. In addi-
tion, EPOS cardholders will be recruited through affiliated 
websites, and we will employ real-time inspections that 
are available 24 hours a day to enable card application, 
payment, and use of application benefits to be conducted 
simultaneously. Through these initiatives, MARUI GROUP 
is targeting more than 200 affiliates and over 100,000 
new card applicants in the fifth year of service.

Growth of EPOS Family Gold Cardholders 
The EPOS Family Gold card (see Figure 5) launched in 
2018 is currently held by 110,000 individuals in 50,000 
households. As all members of households with an EPOS 
Family Gold cardholder are encouraged to become hold-
ers of this card, the average share of EPOS card pay-
ments in household finances has risen from the prior 

Overview of FinTech Segment (Fiscal year ended March 31, 2019)

14% to 23%. We aim to have these cards held by more 
than 1 million individuals in 500,000 households five 
years from now.
 The FinTech segment looks to achieve growth in total 
transactions of between ¥800.0 billion and ¥1,000.0 
billion by increasing the number of Gold cardholders and 
raising the share of EPOS card payments in the house-
hold finances of Gold cardholders from the current 17% 
to between 22% and 25% over the next five years. If 
these goals are achieved, the share of EPOS card pay-
ments in the household finances of all EPOS cardholders 
is projected to rise from 12% to 16%.

 Through these initiatives, we will raise total transac-
tions in the FinTech segment above ¥5.0 trillion five 
years from now, a level that is top-class in the industry.

Future Outlook
In the fiscal year ending March 31, 2020, we anticipate 
ROIC of 4.4% and operating income of ¥39.0 billion, up 
¥4.0 billion. Furthermore, the FinTech segment targets 
for the fiscal year ending March 31, 2021, call for ROIC 
of 4.5% and operating income of ¥42.0 billion or more.

Maximization of Share of EPOS Card Payments in Household Finances to Boost LTV
In the fiscal year ended March 31, 2019, card applications through commercial facilities, the Internet, 

and service-related venues proceeded as planned, and the number of new card applications exceeded 

800,000 for the first time, bringing the total number of cardholders to nearly 7 million. Another first, 

total transactions surpassed ¥2.0 trillion.

 We are targeting the maximization of the share of EPOS card payments in household finances in 

order to respond to the future advancement of the trend toward cashless payments.

 We are maximizing the share of EPOS card payments in household finances by promoting the use 

of EPOS cards for rent, utilities, and other payments primarily made via bank transfers. We thereby 

aim to promote ongoing use among existing cardholders while encouraging them to use their EPOS 

card as their main card. To accomplish these objectives, we will partner and collaborate with compa-

nies in the new areas of rent guarantee services, recurring payments, and subscription-type services. 

Other initiatives will include encouraging all members of cardholders’ families to become cardholders 

with the EPOS Family Gold card.

 Going forward, we will seek to maximize the share of EPOS card payments in household finances to 

increase LTV while growing EPOS cardholders through collaboration and nationwide expansion.

Yoshinori Saito
Managing Executive Officer 
President and Representative Director, 
Epos Card Co., Ltd.

EPOS Cardholders by Age*1 Distribution of EPOS Card Applications by Venue

EPOS Cardholders by Gender*1 Breakdown of EPOS Card Usage by Venue

■ Age 39 and below   56%

■ Age 40 and above   44%

■ Male   29%

■ Female   71%

■ Marui and Modi stores   5.8%

■ External affiliates  94.2%

Industry Cardholders by Age*2

■ Age 39 and below   26%

■ Age 40 and above  74%
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F I N T E C H

Inside MARUI 
GROUP stores 

73.1%

Marui and Modi 
stores

49.2%

EPOS Net

21.3%

“marui web channel” 
Internet shopping site

2.6%

Collaboration partner facilities 
and companies 

26.9%

*1 Active cardholder base
*2 Source: Consumer Credit Statistics from Japan (FY2018), Japan Consumer Credit Association

Figure 5: Conversion of All Family Members into EPOS 
Family Gold Cardholders
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Standard EPOS 
cardholder

Epos Family Gold Card
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Figure 4: Revenue from Rent Guarantee Services

FY2013 FY2020 
(Plan)

FY2019FY2018FY2017FY2016FY2015FY2014 FY2021 
(Plan)

Average annual 
growth over past 
five years
+31%

More than 
¥10.0 billion 

8.9
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4.9

3.6
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2.2
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1.1

EPOS Family Gold cardholder
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