




Greetings, I am Hirotsugu Kato, a director of MARUI GROUP 

CO., LTD.

I will be explaining MARUI GROUP’s performance in the fiscal 

year ended March 31, 2019, and the Company’s forecasts for 

the fiscal year ending March 31, 2020.



To begin, I would like to discuss our highlights with regard to 

the fiscal year ended March 31, 2019.

First of all, we achieved the initial targets for our key 

performance indicators, or KPIs, in the fiscal year ended March 

31, 2019, the third year of the five-year medium-term 

management plan. These KPIs are namely earnings per share, 

or EPS; return on equity, or ROE; and return on invested 

capital, or ROIC.

EPS, in fact, reached a new record high.

In addition, consolidated operating income posted strong 

growth of 13% year on year, up for the 10th consecutive year. 

Meanwhile, ROE rose above 9%, exceeding the capital cost 

ratio and helping equity spread swing into the positive. At the 

same time, ROIC was once again higher than weighted average 

cost of capital, or WACC.

Lastly, we increased dividend payments for the seventh 

consecutive year, making for a high annual dividend growth 

rate of 20%.



With this slide, I would like to elaborate on our performance in 

the fiscal year ended March 31, 2019.

As touched on the previous highlights slide, we achieved our 

targets for the three KPIs defined in the medium-term 

management plan, namely EPS, ROE, and ROIC, in the third 

year of the plan. 

EPS rose by 24% year on year, to ¥116, and ROE increased 1.5 

percentage points, to 9.1%, thanks to growth in profit and the 

benefits of capital measures. 

ROIC was up 0.4 percentage point, to 3.7%, as a result of the 

large growth our ROIC in the Retailing segment.

Furthermore, revenue and operating income both increased for 

the second consecutive year, by 5% and 13%, respectively.



This slide shows trends in EPS. 

As stated, we achieved a record high of EPS, surpassing the 

prior record, which was set 28 years ago in the fiscal year 

ended January 31, 1991.



On this slide, you will see information on operating income by 

segment.

Operating income in the Retailing segment rose 29% year on 

year, to ¥11.4 billion, as a result of large contributions from the 

higher revenue that stemmed from the benefits of the transition 

to fixed-term rental contracts.

Meanwhile, growth in card shopping transactions led FinTech

segment operating income to rise to ¥35.0 billion, an increase 

of 11% year on year.

Expenses accounted for under “eliminations/corporate” rose 

¥1.4 billion due to higher R&D expenses associated with new 

business development. Nonetheless, consolidated operating 

income increased 13%, to ¥41.2 billion, thanks to the strong 

income growth in the Retailing and FinTech segments.



Operating income was influenced by a number of extraordinary factors in the 

fiscal year ended March 31, 2019.

First of all, we liquidated receivables in order to improve capital efficiency. 

The liquidation of card shopping transaction receivables was conducted in 

September 2018 while cash advance receivables were liquidated in March 

2019, resulting in a ¥6.1 billion gain on the transfer of factoring accounts 

receivable.

For the recording of gain on the transfer of factoring accounts receivable, 

which we have posted ahead of schedule, we have judged the amount of 

amortization attributable to the fiscal year ended March 31, 2019, to be ¥0.5 

billion and the amount of liquidation fees to be ¥0.3 billion. 

Meanwhile, interest repayments received, an indicator designated for 

advanced monitoring, was slightly higher than anticipated, driving operating 

expenses up by ¥3.4 billion. 

At the same time, expenses of ¥1.4 billion were recorded to reflect the 

adoption of the sized-based business tax at Epos Card Co., Ltd. These 

extraordinary factors resulted in a total net increase in operating income of 

¥0.5 billion.

When the influence of these extraordinary factors is excluded, consolidated 

operating income rose by ¥4.3 billion, or 12%, year on year.

All of these factors pertain to the FinTech segment, and operating income in 

this segment was up ¥3.1 billion when excluding the impacts of these 

factors.



At the financial results briefing for the nine months ended 

December 30, 2018, concern was raised in regard to how it 

appeared as though operating income in the FinTech segment 

had only increased by ¥0.1 billion. However, when excluding the 

influence of the extraordinary factors I just explained, we saw 

increases in FinTech segment operating income of ¥0.7 billion in 

the third quarter, ¥0.6 billion in the fourth quarter, and ¥3.1 

billion on a full-year basis, essentially the same as the increase 

seen in the fiscal year ended March 31, 2018.



This slide details our consolidated balance sheets.

Factoring accounts receivable increased ¥46.5 billion year on 

year, reaching nearly ¥120.0 billion, as we moved toward the 

optimal capital structure we have defined for the Company. We 

were thereby able to limit growth in operating receivables and 

interest-bearing debt and consequently prevent the bloating of 

our balance sheet.

As for the ratio of liquidation, we are targeting a ratio of 25.0% 

over the medium term, and the ratio in the fiscal year ended 

March 31, 2019, was 17.4%.

Meanwhile, shareholders’ equity increased ¥10.3 billion, to 

¥284.8 billion, as we ramped up investments in new businesses 

and achieved a total return ratio of 70.0%, and the equity ratio 

was 32.0%.



This slide details factors pertaining to ROE and ROIC.

ROE rose above 9% on the back of income growth, exceeding 

the capital cost ratio and contributing to a positive equity 

spread. The capital cost ratio fell 1.2 percentage points due to a 

lower beta.

ROIC once again exceeded WACC.

MARUI GROUP is committed to maintaining consistently positive 

spreads going forward.



This slide offers a look at cash flows.

Core operating cash flow, operating cash flow excluding the 

change in operating receivables, was up ¥6.9 billion year on 

year following income growth.

Our efforts to boost capital efficiency through the expansion of 

factoring accounts receivables succeeded by effectively limiting 

rises in operating receivables and interest-bearing debt.



Here, you will see our full-year forecasts for the fiscal year 

ending March 31, 2020. 

We project year-on-year increases of 10% in EPS, to ¥127.2; 

0.5 percentage point in ROE, to 9.5%; and 0.2 percentage 

point in ROIC, to 3.9%. 

At the same time, total Group transactions will exceed ¥3.0 

trillion for the first time while 10% increases are seen in both 

operating income and net income.



These are our forecasts for segment income. 

The Retailing segment will see a 14% year-on-year increase in 

income while income in the FinTech segment grows by 11%. 

R&D expenses under “eliminations/corporate” will continue to 

rise, as was the case in the fiscal year ended March 31, 2019, 

but, nonetheless, we anticipate growth of 10% in consolidated 

operating income, which will total ¥45.5 billion in the fiscal year 

ending March 31, 2020.



This slide details the projected impacts of the consumption tax 

hike slated to be instituted in October 2019. The impact on the 

Retailing segment will not be particularly large, due in part to its 

transition to fixed-term rental contracts.

The impact on the FinTech segment will also be minimal as the 

higher expenses stemming from the tax hike will be offset by 

the benefits of the government-spearheaded point rebate 

system. 

Accordingly, we do not anticipate any significant impact on 

consolidated performance.



As the last portion of my presentation, I would like to talk about 

shareholder returns. 

We issued dividend payments of ¥49 per share in the fiscal year 

ended March 31, 2019. As for the fiscal year ending March 31, 

2020, we intend to raise dividends for the eighth consecutive 

year with dividend payments of ¥57 per share. This decision 

was prefaced on the projected EPS growth as well as our plan 

to target a payout ratio of 55% leading up to the fiscal year 

ending March 31, 2024.

We also intend to conduct ¥7.0 billion worth of share buybacks.

With this, I conclude my portion of today’s presentation.



Hello, my name is Hiroshi Aoi, and I am the president of MARUI 

GROUP.

I would now like to begin our look at MARUI GROUP’s progress 

under the medium-term management plan.



Specifically, I plan to touch on the seven subjects listed on this 

slide.



I will first be discussing progress with regard to our KPIs. 

We made smooth progress on this front, achieving our targets 

for all three KPIs in the fiscal year ended March 31, 2019.

If we continue to proceed at this pace, we will most likely 

accomplish the targets of the medium-term management plan 

in the fiscal year ending March 31, 2021, the final year of the 

plan.



Next, we will look at store trends.

We have continued to move forward with the transition to the 

fixed-term rental contracts, guided by a five-year plan that 

began in the fiscal year ended March 31, 2015. This plan was 

completed as scheduled with a ratio of fixed-term rental 

contracts of 106% achieved in the fiscal year ended March 31, 

2019.

The income improvements realized through this transition 

amounted to ¥2.3 billion. 

Looking ahead, we plan to convert an additional 16,000 ㎡ of 

floor space to fixed-term rental contracts through means such 

as transforming storage space into sales floors.



Following the completion of the transition to fixed-term rental 

contracts, 76% of floor space at all of our stores was on fixed-

term rental contracts.

At the same time, the amount of floor space attributable to 

apparel products decreased from 44% to 29% while the 

amount of floor space accounted for by foods and services 

increased from 18% to 29%. 

The gross profit margin, which had previously been a source of 

concern, rose from 20.6% to 21.2%.



The transition to fixed-term rental contracts contributed to 

higher value for our stores. As a result, the number of 

customers in the fiscal year ended March 31, 2019, was 1.3 

times higher than a decade ago, climbing above 200 million to a 

record high of 210 million. 

The number of purchases doubled over the same period.



This slide provides information on MARUI GROUP’s e-commerce 

operations. 

Sales from e-commerce operations rose for the fourth 

consecutive year, this time by 5% year on year, to ¥24.2 billion. 

In the fiscal year ended March 31, 2019, we took steps to 

absorb the rise in courier costs through measures such as the 

implementation of in-store product pickup initiatives.



Next, this slide shows trends in EPOS card transactions. 

Over the past 10 years, we have continued to achieve strong 

growth in EPOS card transactions with an average annual 

growth rate of 19%, well above the industry average growth 

rate of 7%. 

Transactions in the fiscal year ended March 31, 2019, rose 

17%, to ¥2.3 trillion, exceeding ¥2.0 trillion a mere four years 

since card transactions first climbed above ¥1.0 trillion in the 

fiscal year ended March 31, 2015.



The strong growth of EPOS card transactions has enabled us to 

achieve increases in FinTech segment operating income of 

between ¥3.0 billion and ¥4.5 billion each year since the fiscal 

year ended March 31, 2015. A year-on-year increase in FinTech

segment operating income of ¥3.6 billion, to ¥35.0 billion, was 

achieved in the fiscal year ended March 31, 2019.



As for new card applications, an area in which we have faced 

difficulty in the past, we were finally able to reach the targeted 

level of more than 800,000.



Strong contributions to performance were made in the fiscal 

year ended March 31, 2019, from the EPOS Family Gold card, 

which was born out of co-creation with customers. 

This card helped us reverse the negative growth trend in card 

shopping transactions to achieve positive growth of 17%.



This slide provides a look at the performance of our rent 

guarantee services.

Ongoing strong growth in revenue from these services, 

indicated by an average annual growth rate of over 30%, has 

been sustained over the past five years, producing a figure of 

¥6.5 billion in the fiscal year ended March 31, 2019.

As a result, rent payment transactions via the EPOS card have 

risen to ¥260.0 billion, growing to represent more than 10% of 

total EPOS card transactions. This is the first time we have 

disclosed these figures.



Next, we will take a look at MARUI GROUP’s anime business.

Launched four years ago, this new business has finally grown to 

the point at which it could truly be called a full-fledged 

“business.” With a transaction volume of ¥7.5 billion, the anime 

business contributed ¥1.2 billion to consolidated operating 

income in the fiscal year ended March 31, 2019.

In addition, we issued roughly 120,000 of our well-performing 

anime collaboration cards, which represented 14% of all new 

cards issued in this year.



This slide provides information pertaining to tsumiki Securities 

Co., Ltd., which commenced operations in September 2018. 

As we had anticipated, this company won support centered on 

younger and first-time investors.

The ratio of active accounts as well as average monthly 

investments exceeded our targets, whereas the number of 

applications fell below the target. As such, we see a need to 

attract more customers going forward.



This slide takes a look at our growth investments.  

Aggregate growth investments in the creation of new 

businesses totaled ¥7.0 billion on March 31, 2019. 

Included in this amount, we invested ¥3.3 billion in nine start-

up companies, none of which are suffering diminished corporate 

value.



Our initial plan called for us to execute growth investments 

totaling ¥30.0 billion by the fiscal year ending March 31, 2021. 

However, three years into this plan, we are currently behind 

schedule with aggregate investments only totaling ¥7.0 billion 

as of March 31, 2019. 

We have therefore chosen to extend the timeframe over which 

we will conduct these investments by two years, during which 

we will steadily expand our open innovation activities.



At the same time, we have been conducting proactive human 

resource and R&D investments. 

In the fiscal year ended March 31, 2019, these investments 

increased by ¥1.0 billion year on year, to ¥2.4 billion, coming to 

represent 1% of revenue.



I would next like to talk about ESG topics.

Our ongoing initiatives and our commitment to appropriate 

information disclosure has earned MARUI GROUP recognition 

from various institutions.

For example, in the fiscal year ended March 31, 2019, the 

Company was selected for inclusion in the Dow Jones 

Sustainability World Index for the first time as well as in the 

Dow Jones Sustainability Asia Pacific Index, which we have 

been included in previously. Both of these indexes belong to the 

Dow Jones Sustainability Index series, a leading index brand. 

The Company also became the first Japanese retailer to be 

included in CDP’s Climate A-List.



As a result of our proactive ESG initiatives, MARUI GROUP’s 

stock price has exceeded its EPS for the past five years.

Indexing the fiscal year ended March 31, 2014, to 100 produces 

a figure of 253 for growth of the Company’s stock price leading 

up to March 31, 2019, 47 points higher than the figure for EPS 

and 121 points higher than the figure for the Tokyo stock price 

index over the same period.



Moving on, I would next like to discuss our directives for the 

future.

I will be explaining our directives based on feedback from our 

shareholders and other investors.



These are the five subjects I would like to talk about with 

regard to our directives.



The first subject is our store strategies for after the transition 

to fixed-term rental contracts



The completion of the transition to fixed-term rental contracts 

has enabled us to improve and stabilize income. However, net 

operating income has been falling below the hurdle rate at both 

urban and suburban stores.



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 as 

we implement the differentiation strategies that I will explain 

next.



MARUI GROUP’s differentiation strategies entail the evolution of 

our stores into digital native stores. 

Our stores have already been evolving, from department stores 

to shopping centers, through the transition to fixed-term rental 

contracts.

The next step in the evolution of our stores will be for them to 

become digital native stores.



Digital native stores will be geared toward the so-called digital 

native generation, the generation that grew up surrounded by 

computers and the Internet. 

The tenants of these digital native stores include digital native 

brands, those that develop direct-to-consumer, sharing, and 

subscription businesses, which have been popping up around 

the world.

For this reason, digital native stores will differ from pre-digital 

stores characterized by a clear separation between the physical 

world and digital technologies. The evolution to post-digital 

stores will see our stores functioning as physical venues in a 

digital-infused world.



I would now like to provide some examples of the brands that 

will populate our digital native stores.

FABRIC TOKYO is an order-made suit brand with locations in 

Shinjuku Marui Main Building and other stores. This brand is 

founded on the concept of e-commerce as stores are only used 

as venues for taking measurements, with orders being placed 

online.

As FABRIC TOKYO develops a business founded on e-commerce 

that does not entail conducting sales at stores, it faced 

difficulties when negotiating with department stores and 

shopping centers as part of its efforts to expand its network of 

locations.

FABRIC TOKYO found an ally in MARUI GROUP as we were 

advancing the transition to fixed-term rental contracts with the 

aim of accommodating such tenants. This prompted them to 

open locations in our stores.



BASE, Inc., is a start-up company that provides an e-commerce 

platform for brands operated by individuals or by small-scale 

companies. 

BASE has set up a physical venue in Shibuya Marui that it provides on 

a by-week basis to address the needs of such brand operators 

seeking support for deploying their brand in physical stores. 

MARUI GROUP has concluded a capital and business alliance with 

BASE through which we are advancing strategic initiatives.

Meanwhile, resonating with MARUI GROUP’s vision, Wacom Co., Ltd., 

the global share leader in the pen tablet market, has reached out to 

us with a request to open an experience-providing store.

However, Wacom is a manufacturer, and therefore lacked expertise in 

operating stores. It was for this reason that they chose to outsource 

the operation of their experience-providing store, which is located in 

Shinjuku Marui Annex, to MARUI GROUP.

A similar operation-outsourcing agreement has been reached with 

Share Marche, a company that provides the opportunity to experience 

multiple sharing businesses at the event spaces in Yurakucho Marui 

and Marui Family Mizonokuchi.



The common characteristics shared by these digital native 

brands include 

(1) the fact that they all develop post-digital businesses that 

feature an inverted relationship between the physical and the 

digital,

(2) how they use physical stores as venues for customer 

engagement, and 

(3) their high conversion ratios, customer spending amounts, 

and retention rates achieved through this approach when 

compared to the metrics of customers attracted purely via the 

Internet. These high metrics contribute to substantial lifetime 

value. 

MARUI GROUP will look to increase hurdle rates by providing 

these digital native brands with value in the forms of physical 

venues and contract operation services that help them achieve 

higher lifetime value.



Next, I would like to talk about our strategies for addressing 

the trend toward cashless payments.



Since last year, companies promoting cashless payments through 

smartphones and other venues have been sending waves throughout 

Japanese society.

The strategies of these companies promoting smartphone payments 

will likely

(1) Be based on the foundations provided by Internet advertising and 

social media activities of their existing businesses, 

(2) Entail collecting data through smartphone payment services, and

(3) utilize the collected data to deploy financial services. 

The various campaigns these companies are currently implementing, 

probably as part of strategy (2), could be seen as the upfront 

investment for these strategies. 

MARUI GROUP, meanwhile, has been developing financial services 

centered on credit cards for a sizable portion of its history. We are 

therefore able to implement a unique strategy that is completely 

different from those of companies promoting cashless payments and, 

as a result, promote cashless payments while increasing lifetime 

value in the FinTech segment.

This strategy will be to maximize the share of EPOS card payments in 

household finances.



Our strategy for maximizing the share of EPOS card payments 

in household finances comprises three components: 

(1) an approach targeting all areas of household finances;

(2) the conversion of all family members into cardholders; and 

(3) the provision of support for various monetary uses. 

Today, I will primarily be talking about components (1) and 

(2).



First, let us take a look at a breakdown of the household 

finances of a typical EPOS cardholder. 

This example is based on a simulated case study of a late-20s 

female customer living alone in an urban location.



Household outflows can largely be broken down into two 

categories, cash payments and bank transfers. Bank transfers 

account for the majority of household outflows.



The reason why bank transfers represent such a large portion 

of household outflows is how much rent factors into the 

equation. 

With this fact in the background, I would now like to explain 

how MARUI GROUP’s strategy differs from those of companies 

promoting smartphone payments.



The strategies of companies promoting smartphone payments focus 

primarily on small-sum payments that take place in face-to-face 

settings. These payments only account for around 20% of all household 

outflows. 

In other words, their strategies target the areas indicated on the left-

hand side of this slide, which currently represent 20% of outflows and 

which will grow as the progress is made toward the national 

government’s goal of expanding cashless payments to account for 40% 

of all payments. 

Conversely, MARUI GROUP is targeting all areas of household finances 

shown on this slide, including both the left-hand and right-hand sides.

I will now elaborate on this strategy.

On the left-hand side, we will focus more on the trend toward e-

commerce than on small-sum, face-to-face payments. 

This decision was based on the fact that the portion of total consumption 

represented by e-commerce is only around 7% in Japan, much lower 

than the 17% seen in the United Kingdom, the 19% in South Korea, and 

the more than 20% in China. For this reason, we see potential for the 

long-term growth of this market. Moreover, payment via credit cards is 

already the de facto standard in the e-commerce market, and it is 

unlikely that this entrenched form of payment will be replaced by 

smartphone payments or other newcomers.



MARUI GROUP has formed a strategic alliance with GMO Payment Gateway, Inc., with 

the aim of further promoting the use of credit cards in the e-commerce market. 

Let us turn our attention to the right-hand side of this slide.

What we want you to consider here is rent, which is the single largest component of 

household finances. Normally, people are not able to pay their rent bill with their credit 

card. However, we have made it possible for such payments to take place with our rent 

guarantee services.

These services have proven incredibly popular among customers, in part due to how 

they allow users to accumulate EPOS points simply by making monthly rent payments. 

As I explained earlier, rent payment transactions via EPOS card have risen to ¥260.0 

billion, growing to represent more than 10% of total EPOS card transactions.   

Furthermore, strategic partnerships have been formed with Sumitomo Forestry Co., 

Ltd., and ABLE. INC. with the aim of increasing the number of customers that use our 

rent guarantee services and also pay their rent with their EPOS card. 

At the same time, we have been advancing initiatives with the goal of transforming 

customers’ payments for communications and utilities into recurring income for MARUI 

GROUP. Transactions in this area total around ¥220.0 billion, representing 11% of all 

EPOS card transactions.

The next area we will touch on is savings and investments. These are not exactly 

outflows, and this area has therefore not been one in which we have been able to 

promote credit usage. However, the establishment of tsumiki Securities has enabled us 

to approach this area. Returning to the left-hand side of this slide, the spread of 

reservation apps is garnering attention as presenting new opportunities. These apps 

are used to reserve concert tickets, call taxis, or access other services. MARUI GROUP 

looks to step up coordination with the providers of such apps in order to increase the 

use of EPOS card payments in non-face-to-face settings and thereby promote the 

spread of cashless payments.



Moving on, this slide provides information on our plans for 

converting all family members into cardholders. 

By promoting initiatives utilizing the previously explained EPOS 

Family Gold card, we aim to expand the share of EPOS card 

payments in household finances. 

These initiatives will complement initiatives in the five areas I 

just mentioned as we seek to maximize the share of EPOS 

card payments in household finances and thereby grow 

lifetime value in the FinTech segment.



The next subject we will talk about is the reorganization of 

Group businesses.



As was disclosed at a prior date, a capital and business alliance 

has been concluded between Sumitomo Forestry and Group 

company AIM CREATE CO., LTD., starting in the fiscal year 

ending March 31, 2020.

As part of this alliance, Sumitomo Forestry acquired a 40% 

stake in AIM CREATE. 

Sumitomo Forestry aims to reinforce its operations in the non-

residential sector while AIM CREATE specializes in commercial 

facility design and installation. Collaboration between these two 

companies will no doubt contribute to higher corporate value for 

both parties.

Moreover, Sumitomo Forestry is MARUI GROUP’s No. 1 partner 

in rent guarantee services, and we hope to step up coordination 

in this field as well. 

We look forward to collaborating with Sumitomo Forestry in a 

variety of fields. For example, we see the potential for joint 

effort in the renewable energy field.



Let us now look at MARUI GROUP’s sustainability management 

initiatives.



In February 2019, we formulated a long-term vision and long-

term targets for sustainability management, which we detailed 

in VISION BOOK 2050.



The Sustainability Committee was established in the fiscal year 

ending March 31, 2020, as an advisory body to the Board of 

Directors with the aim of promoting sustainability 

management guided by this vision and these targets. 

Meanwhile, we expanded the ratio of performance-linked 

stock-based compensation in order to incentivize officers to 

pursue medium-to-long-term improvements in corporate 

value. ESG indicators were also added to the performance 

evaluation indicators for stock-based compensation based on a 

survey by a third-party institution.



Lastly, we will be looking at our directives for future capital 

measures.



In the fiscal year ended March 31, 2019, the payout ratio stood 

around 45%, and we aim to raise this ratio to 55% by the fiscal 

year ending March 31, 2024.



In this manner, we will target high growth and high returns with 

average annual growth rates of 15% for dividend payments and 

10% for EPS.



In closing, here are the KPIs of the medium-term management 

plan.

There has been no change in this regard.



I would now like to conclude my portion of today’s presentation. 

Thank you for your attention.


