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■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■ 

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

BUYMA.com is uniquely positioned to offer a broad range of retail products and the latest 

fashion clothing items from all over the world. 

 BUYMA.com provides a “market place” for two types of entities: “Personal Shoppers” and 

“Members”.  “Personal Shoppers” are individuals throughout the world providing items 

for sale to “Members”.  “Members”, or online shoppers, create a user ID and password, 

enabling them to shop and buy items from all over the world. “Personal Shoppers” 

introduce the latest fashion items overseas through BUYMA.com website, and once they 

receive the purchase order from “Members”, they purchase and ship the items directly to 

them. 

 ENIGMO stands in the middle of the “Personal Shoppers” and “Members”, providing 

escrow services to ensure a safe and reliable transaction experience. 

 ENIGMO’s revenue stream is realized by collecting a fee on both sides of the transaction. 

■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■■ 

Moving on to the next stage of growth 
（Q2 review for FYE Jan 2015） 
Summary of financial figures                          

 

(UNIT; Thousand Yen) (UNIT; Million Yen)

Jul. '14 (2Q) Jul. '13 (2Q) % YoY FY '15 (est.) % YTM

Revenue 1,103,688 806,307 136.88% 2,379 46.39%

Cost of revenue 195,225 165,480 117.97%

cost ratio 17.69% 20.52% -2.83%

Gross profit 908,462 640,826 141.76%

gross profit ratio 82.31% 79.48% 2.83%

SG & A 339,628 291,236 116.62%

SG & A ratio 30.77% 36.12% -5.35%

Operating profit 568,834 349,590 162.71% 1,000 56.88%

operating profit ratio 51.54% 43.36% 8.18% 42.03%

Ordinary profit 569,723 351,469 162.10% 1,000 56.97%

ordinary profit ratio 51.62% 43.59% 8.03% 42.03%

Net profit 351,115 212,595 165.16% 616 57.00%

net profit ratio 31.81% 26.37% 5.45% 25.89%

Transaction Volume 9,307 7,088 131.31% (UNIT; Million Yen)
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Q2 FYE Jan 2015 Overview 

Revenue for Q2 increased 36.9％ yoy to 1,103 million yen, as well as operating 

profit, which also increased 62.7％ yoy to 568million yen. 

Compared to the full years’ earnings forecasts, 46.4% has been achieved for 

revenue and 56.9% for operating profit in this Q2 (cumulative figures). As this was 

44.2% for revenue and 41.0% for operating profit in the previous year, it shows that 

the company has kept up its pace from and is progressing faster than the previous 

year.  

OP margin has also continued to stay at a favorable 50% level (as was the case for 

Q1), and we can see that the company continues to sustain the structure of 

increased revenues to scale, allowing the company to generate high OP margins.  

 

【Transition of Key Performance Indicators (KPI)】 

 

Membership acquisition 

Membership numbers have been steadily increasing. The numbers above are those 

from end Q2 (as of July 31st 2014). As of August 25th, approximately a month later, 

membership grew further to 2,003,948, exceeding 2 million. This increased 

membership shows that the Company has been succeeding in “expanding wide 

recognition among the public“, which was one of the areas the Company announced 

as an area to work on in this fiscal year.  

Active Membership (those members who shopped at least once in the last year) was 

510,776, and this is also steadily increasing. While the percentage of Active 

Members is showing a slight decline, the overall percentage sustained at a high level. 
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Access from different devices  

 

The information above which has been disclosed for the first time, shows the 

number of transactions through the different devices.  

The Company has been taking continuous measures since 2012 to improve usability 

(convenience) of smart phones. Also, last year, the Company took initiatives such as 

releasing iPhone Apps and collaborating with Sony Mobile in their promotion. What 

the chart shows --- we see a sharp increase in the number of transactions through 

smart phones (while those via PCs are not increasing)---is a sign that these 

measures are working, creating a favorable situation to further increase our 

membership and have those members actively make transactions on our site. 
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【Further business developments】 

While the Company intends to further its efforts in increasing membership by 

making themselves widely recognized, they would need to take measures to 

increase the “repeat % (to have current members come back to make repetitive 

transactions)”  in order to invigorate the C2C market. 

 

In this regard, the previous chart showed the Company’s efforts regarding its 

“hardware” (devices strategy), but what is particularly noteworthy is its “software” 

strategy; ie, regarding the contents they provide; namely, their PERSONAL 

SHOPPER strategy. 

 

 

Up to this point, the Company has been focusing on improving the BUYMA site’s 

function as a general, EC (e-commerce) site, where users would come to the 

website and browse for what they might want to buy. From this standpoint, the 

Company has been expanding its item-buyer network, and has created a site with 

one of the largest number of brand items. 

 

With membership exceeding 2 million however, in order to have these Members 

become repeat customers, the Company has re-positioned the function of their 

“buyers” into “Personal Shoppers”; “buyers” procure items which came to their 

attention, whereby “Personal Shoppers” would procure items for those Members 

who have previously bought an item from them (ie. they would be shopping 

(informally) on behalf of the Members, as they would know, from their previous 

buying history, what kind of items would meet that particular Member’s tastes/ 

needs) 

By doing so, the Company intends to evolve from a shopping site where “you could 

find something you may want” to “items you always wanted (but did not know) is 
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presented to you”, and create an environment where Members can receive 

information from Personal Buyers who “know” what they like, without having to 

make the effort to search through the shopping site themselves.  

 

Sending information in this way has attracted attention to local brands in Asia (such 

as those shown below, not yet formally introduced in the Japan market) which is 

starting to gain popularity; BUYMA is becoming the source of such fashion trends. 

 

【A Thailand local brand (swimwear)“Chuan Pisamai” (cannot buy in Japan)】

 

Screenshots from websites (PC, smartphone and SNS sites) referring to how this brand 

was introduced by BUYMA 

 

With the help of initiatives such as these, the Company has been able to generate 

robust growth in revenue and profits, without being affected by the fall in demand 

after the consumption tax hike. 

  

SIR intends to monitor the Company’s performance, which is showing robust growth 

in its Ｍembers and revenues. At the same time, SIR will continue to pay attention 

to the Company’s “real” strength, on how/whether it can lead the social EC market 

through its initiatives in its service quality (ie. the effectiveness of its Personal 

Shopper strategy). 

 

Strategic IR Insight Inc. CEO Yuichi Sekiguchi 
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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. 

 

 


