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Posted

60%

revenue

growth

yoy,

recording

historic high results for a 6 month period.
Will revise full year forecast upward.
（Review for Q2 FYE January 2017）
■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■
Business Profile


ENIGMO operates BUYMA.com, the largest social fashion e-commerce website
in Japan.



BUYMA.com provides a market place for “Personal Shoppers” who are
individuals (many residing overseas) that introduce the latest fashion items to
“Members” (registered members) who wish to purchase those items.



ENIGMO (BUYMA) stands in the middle of the “Personal Shoppers” and
“Members”, providing a platform for these users as well as escrow and other
ancillary services to ensure a safe and reliable transaction experience.



ENIGMO’s (BUYMA’s) revenue stream is realized by collecting a fee from the
“Personal Shoppers” as well as from the “Members (purchasers)” ie., on both
sides of the transaction. There are also fees collected from a paid option for the
compensation service “Anshin hosho (safe warranty)”.



The positive effect from the massive advertising campaign held during
FYE January 2016 has continued into this quarter, and registered
members have now exceeded 3.4 million (135.8% yoy)



Total transaction amount (trade value- the amount of payment
settlements for merchandise) also reached 140.6% of last year’s amount;
as a result, sales and operating profit also reached a record high for
half-year performance. The Company is currently revising their full year
guidance.
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In July, Global BUYMA, the English version of BUYMA marked its grand
opening.By utilizing know-how gained from its domestic business, the
Company intends to make BUYMA an international brand and have
overseas users use their site, and expand its cross-border EC business,
and to expand BUYMA globally.



The Company intends to grow related businesses such as resale and
media, with BUYMA at its core, and aspires to establish a BUYMA
eco(nomic) system.

■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■
《Overview of results》
For this Q2, consolidated revenue was 1,909 million yen (58.5％ progress against
initial plan), operating profit 820 million yen (81.9％ progress）, net profit 548
million yen (90.4％ progress）, exceeding the initial forecast figures by a wide
margin. Given this favorable performance, the Company is currently working
on revising its full year forecast (guidance) upward.
【Consolidated】

Q2 FY2017

Total Transaction Amount
Total Transaction Number
Revenue
Operating Profit
OP Margin
Net Profit
SG&A
Personnel
Advertisement
Membership
Annual Active Membership
Active Ratio (b/a)

Q2 FY2016

YoY

(Unit; Million Yen)
FY2017
%
(forecast)
Progress
¥3,263Mil
58.5%
¥1,001Mil
81.9%
30.7%
-

¥7,380Mil
875,893
¥1,909Mil
¥821Mil
43.0%

¥5,175Mil
587,912
¥1,198Mil
-¥41Mil
-3.4%

142.6%
149.0%
159.3%
-

¥549Mil
¥787Mil
¥291Mil

-¥61Mil
¥1,037Mil
¥215Mil

75.9%
135.2%

¥606Mil
¥1,410Mil
¥642Mil

¥258Mil
3,486,313
769,542
22.1%

¥678Mil
2,567,000
539,958
21.0%

38.2%
135.8%
142.5%
-

¥482Mil
-

90.4%
55.8%
45.3%
53.5%
- a
- b
-

Compared to the same time last year, total transaction amount (1.4 times last year)
and transaction numbers (1.5 times last year) both grew extensively. As
consolidated revenue also include related businesses (media business etc.), the top
line increased by approximately 1.6 times to achieve 1,909 million yen. For
operating income, which posted losses last fiscal year because of large-scale
campaigns, improved significantly to 821 million yen (OP margin:43％), and posted
a historic high for a six month period.
Looking at Japan’s domestic consumption trend, sales for clothing items from
February to July decreased by 5.8% yoy (according to the Association for Japan
Department Stores), and the growth of the EC market (merchandise) for 2015 was
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6.4% (Source：METI “20 15 E-commerce market survey”). Compared to these
statistics, the situation and trend of BUYMA is clearly different. It is a testament to
how unique BUYMA’s business model is, different to the existing business
framework.
SG&A expenses were only 75.9% of the previous year, as advertising and
promotional expenses decreased, and the amount spent is just above 50% of the
total budget for the year, showing that it is being prudently managed.
《On Membership numbers》
The number of members (membership) which underpins the BUYMA business
model has exceeded 3.4 million (cumulatively), and increased by 481,000 just for
the last 6 months (2 quarters). Observing the number of members acquired on a
quarterly basis, this was 223,000 for Q1, and 228,000 for Q2, showing an increasing
trend in the number of new members acquired, and it seems that the Company is
reaping the benefit of their large scale advertising campaign of last fiscal year.
Also the member number increase per quarter is much higher compared to that of
last fiscal year (average increase was 192,000), which shows that the Company has
succeeded in leveraging the increased recognition through the mass campaigns into
acquiring new members, just as they had intended.
【Quarterly trend of average increase of BUYMA membership numbers】
(unit:members)

Looking at the proportion of “active” members (ie. those members who have
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purchased from the site within the last year), this has improved because of the
Company’s efforts to respond to customers’ needs by strengthening the website’s
functions and implementing various measures to activate members. Caring for
customers through collaboration with Personal shoppers is a feature of BUYMA’s
business model, and it is also the accumulation of their unique know-how, and is
thought to be the other pillar which underpins the Company’s high growth.

《Measures for the second half of the fiscal year》
In this first half of the fiscal year, the Company has been able to achieve significant
increases in revenue and profit from increased member acquisition and activation.
In the second half of this fiscal year, they intend to continue implementing similar
measures, and in particular, aim to maintain and increase ARPU（Annual Revenue
Per User）.
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《Situation of overseas business》
The Company launched their English version of BUYMA in July 2016, to expand their
BUYMA business globally.
When setting up the website, emphasis was made on user-friendliness, just as the
domestic BUYMA website, and had 3 million listed items; user numbers seem to be
steadily growing after the opening of the site.

The Company has completed setting up the infrastructure of the English version of
BUYMA (such as having appropriate function settings, sufficient numbers of items,
and the system of Personal Shoppers) in the first half of the year, and have now set
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themselves up to implement actual measures to bring in customers (membership)
on a full scale and to put the business on track, in this second half of the fiscal year.
In order for BUYMA to be recognized as a “worldwide brand” — a “cross-border EC
site with the add-on of Japanese hospitality— and expand this business, the
challenge will be whether the Company can smoothly transplant their unique site
operating know-how (created through their domestic experience) to the Global
BUYMA.
The BUYMA business is continuing to grow, despite the sluggish growth in
domestic consumption. This shows the uniqueness of their business model
and is also a product of their accumulated know-how, and SIR believes this
strength should be re-evaluated.
We also expect that this unique service to spread globally if the Company
succeeds in transplanting their know-how to their overseas business
（GLOBAL BUYMA）. SIR intends to continue to report on the progress of the
Company’s business, which is now entering a new phase.
Yuichi Sekiguchi
CEO, Strategic IR Insight, Inc.
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Global Disclaimer
This document has been prepared by Strategic IR Insight Inc. (hereafter “SIR”). This document is for
distribution only as may be permitted by law. It is not directed to, or intended for distribution to or
use by, any person or entity who is a citizen or resident of or located in any locality, state, country
or other jurisdiction where such distribution, publication, availability or use would be contrary to
law or regulation or would subject SIR to any registration or licensing requirement within such
jurisdiction. It is published solely for information purposes; it is not an advertisement nor is it a
solicitation or an offer to buy or sell any financial instruments or to participate in any particular
trading strategy. No representation or warranty expresses or implied, is provided in relation to the
accuracy, completeness or reliability of the information contained in this document (‘the
Information’), except with respect to Information concerning SIR. The Information is not intended
to be a complete statement or summary of the securities, markets or developments referred to in
the document. SIR does not undertake to update or keep current the Information. Any opinions
expressed in this document may change without notice and may differ or be contrary to opinions
expressed by other business areas or groups of SIR. Any statements contained in this report
attributed to a third party represent SIR's interpretation of the data, information and/or opinions
provided by that third party either publicly or through a subscription service, and such use and
interpretation has not been reviewed by the third party.
Nothing in this document constitutes a representation that any investment strategy or
recommendation is suitable or appropriate to an investor’s individual circumstances or otherwise
constitutes a personal recommendation. Investments involve risks, and investors should exercise
prudence and their own judgment in making their investment decisions.
Research will initiate, update and cease coverage solely at the discretion of SIR. The analysis
contained in this document is based on numerous assumptions. Different assumptions could result
in materially different results. The analyst(s) responsible for the preparation of this document may
interact with trading desk personnel, sales personnel and other parties for the purpose of
gathering, applying and interpreting market information.
SIR specifically prohibits the redistribution of this document in whole or in part without the written
permission of SIR and SIR accepts no liability whatsoever for the actions of third parties in this
respect. Images may depict objects or elements that are protected by third party copyright,
trademarks and other intellectual property rights. All rights reserved.

7

