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Presentation 

 

Moderator:  

Greetings to all participants, thank you very much for taking time out of your busy schedule to join us today. 
The time has come so we will begin the presentation of the full-year financial results for the fiscal year ended 
March 31, 2024 and mid-term strategy of Members Co., Ltd. 

To start with, I would like to make one point. Today's briefing will be recorded. The video and transcript will 
be available later on the IR page of our corporate website. Thank you for your understanding. 

Let me introduce the attendee from our company. This is Takano, Representative Director and President. 

At today's meeting, Takano will provide an overview of the financial results for the fiscal year ended March 
31, 2024, with the financial result presentation material, as well as future outlook and medium-term 
management policies. This will be followed by a Question & Answer session. 

Please enter and submit your questions at any time in the Q&A function of Zoom. You may also speak up. We 
will talk about it later. 

Now, Takano-san, please begin. 

Takano：I am Takano, the representative of Members. Thank you very much for taking time out of your busy 
schedule today to participate in the presentation of the full-year financial results for the fiscal year ended 
March 31, 2024 and mid-term strategy of Members Co., Ltd. Today, after explaining our full-year financial 
results for the fiscal year ended March 31, 2024, I would like to review our VISION 2030 initiatives to date and 
explain our medium-term strategy for the future based on this review. 
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First of all, before I start explaining the financial results, I would like to mention that we Members put a great 
importance on our mission and vision management. We are currently working on VISION 2030, which aims to 
"contribute to solving social issues focusing on climate change and population decline with the power of 
creators throughout Japan and lead the transformation to a sustainable society". 
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It has been four years since we started VISION 2030. We believe that we have been able to continue to realize 
significant growth by attracting many employees who share our mission and vision. Over the past four years, 
the scale of our business has doubled compared to the fiscal year ended March 31, 2020, before the start of 
VISION2030. 

I will now explain our full-year results for the fiscal year ended March 31, 2024. 
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First of all, sales revenue and added-value sales are at an all-time high. We believe that we have been able to 
maintain a high level of growth, with sales up 15.9% YoY and added-value sales up 13.8% YoY. However, as I 
have been explaining for some time, the number of digital creators has increased by 23.4%. We are continuing 
to make very large upfront investments in recruitment in order to achieve our VISION 2030 targets. Due to 
this, our profitability became worse significantly.  

Operating profit has turned from a loss in the third quarter to a profit at the end of this year, but it has declined 
significantly. 
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I would like to explain the full-year results in more detail. At the beginning of the H2 of the fiscal year, we 
revised our forecast downward and announced a plan of JPY20 billion in sales revenue and JPY200 million in 
operating profit. Although the sales revenue has met the plan, the added-value sales ratio has declined due 
to the large number of large-scale construction projects. 

In addition, the specialized companies, which had been actively investing in, achieved a significant growth of 
43.5% over the previous year, but this was not enough to make up for the slowdown in the growth of the 
mainstay the website operation division. Therefore, the consolidated added-value sales did not reach the 
target of 15% but landed at 13.8%. 

The upfront investment in human capital, which is very large at plus 23.4% for the total number of digital 
creators, has resulted in a significant decline in the operating ratio. As a result, the gross profit margin declined 
by 8.4 percentage points from the previous year to 21%, resulting in a deterioration in profitability. In addition, 
SG&A expenses increased 13.4% YoY due to continued aggressive investment in recruitment, investment in 
service development such as AI generation, and marketing investment. 

As a result, although operating profit has returned to profitable for the full year, the revised full-year plan has 
not been achieved, which is a very disappointing result. 

Net profit was almost in line with the plan, at JPY126 million, due to the impact of financial income, tax breaks 
to promote wage increases, and other factors. 
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Next, I would like to talk about the quarterly figures. The growth rate of sales revenue was 16.4%, the one of 
added-value sales was 13.4% in the fourth quarter alone. The growth rate of added-value sales was about 
11% in the third quarter. So, we are seeing a certain recovery and improvement in the fourth quarter in terms 
of the growth rate, rather than declining rapidly.  
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Operating profit was a cumulative deficit of JPY570 million until the third quarter. However, in the fourth 
quarter alone, it was JPY616 million, an operating margin of 10.5%. As a result, we managed to return to 
profitability for the full year. 

In the fourth quarter, there were still a large number of unoperated costs for new graduates due to upfront 
investment in the recruitment, however the fact that an operating margin of 10.5% was achieved in the fourth 
quarter alone indicates that the business is in a position to generate solid profits by optimizing the number of 
hires and operating ratio.  

As for the number of digital creators, it has grown significantly, with an increase of 470 or 23.4% over the end 
of the previous fiscal year to 2,482. The turnover rate has also risen slightly, but is stable at around 9%, which 
is low for this industry. 
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These are indicators such as added-value sales per person, sales price per person, and operating rate, which 
are important KPIs. As for the sales per employee, it remained flat even in the situation we have new 
graduates which we think it was not too bad.  However, the added-value sales per employee have decreased 
significantly due to the decline in the operating rate. 

The right side shows the operating rate, especially the rate excluding new graduates. We thought that this 
was a problem, as there was a slight downward trend in this area compared to the previous year and the two 
previous years. I will talk about later, but the operating rate has been declining also due in part to aggressive 
investment in mid-career hiring, mainly by specialized companies. 
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The number of digital creators in this specialized companies, which we have been investing in very aggressively, 
has grown significantly, with 214 more digital creators than at the end of the previous fiscal year. The added-
value sales were JPY5,184 million, up 43.5% from the same period last year, and up 52.9% in the fourth quarter 
alone, indicating that we were able to grow significantly. We believe that the result of our aggressive 
investment is making a certain degree of success. 

I have briefly explained our performance in the previous fiscal year, which was a very significant downturn in 
our business performance. We have explained that there is a gap and an imbalance between hiring and sales 
on a single year basis, and we believe that not only profitability but also growth is slowing down. 

From this point on, we have been thoroughly and critically analyzing our past efforts. We believe that to 
achieve high-growth and highly profitable operations, it is essential to examine the underlying factors 
contributing to the deterioration in performance and the increase in growth. From here, I would like to begin 
this analysis by reviewing the VISION2030 initiatives to date. 
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First, regarding the VISION 2030, VISION 2030 is broadly divided into two challenges. One is the shift from 
website operations to the world's number one digital business operation. The other is the goal of 10,000 
digital creator challenge. In particular, we have continued to take on the challenge of recruiting new graduates, 
and the challenge of establishing the workforce of 10,000 digital creators and achieving both of these goals 
over the next 10 years since 2020. 

As a result, as I mentioned at the beginning of this presentation, the added-value sales have almost doubled 
since the fiscal year ended March 2020, before we started VISION2030. The compound annual growth rate 
during that period was 19.2%, which is a significant growth. 

However, as we took on the challenge of building a 10,000 digital creator workforce, we continued to invest 
aggressively in hiring new graduates and other human capital, with the basic goal of achieving 25% growth as 
an upfront investment. In the fiscal year ended March 31, 2024, the growth rate of added-value sales was 
only 13.8%, resulting in an extremely large deterioration in profitability. 

From here, I will talk a little more specifically about those two, two initiatives, the transformation to the 
world's best digital business operation, and the goal of having 10,000 digital creators challenge. 
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First, on the transformation to the world's best digital business operation. As I mentioned earlier, we have 
been actively investing mainly in specialized companies. As I mentioned earlier, the added-value sales of the 
specialized companies grew significantly at 43.5% YoY, to JPY5,184 million, which is about one-fourth of the 
consolidated total sales. 

These are sales of the digital business operation, which was the sales except the web operation area as 
targeted in VISION2030. Our goal is to raise that portion to 80%, and we believe we have achieved a relatively 
steady increase to a level of less than 40%. 

While the growth in specialized companies have achieved in this way, the growth rate of the website 
operation, which had been the mainstay of the Company, has been slower than expected. The operation of 
the website has large-scale clients; however, we have not succeeded in cross-selling the services of our 
specialized companies to the main clients of our primary division or to other large clients as anticipated. This 
remains a significant challenge. 

It can be said positively that the specialized companies have been able to achieve such growth by developing 
and marketing its own services without relying on primary customers of the website operation or on our 
assets. However, we have not been able to evolve our services for our primary customers, which is an issue. 

We have been able to maintain a high level of satisfaction with our services to these customers, with a 
satisfaction rate of more than 80% for the past five years and we believe that this is one of the major assets 
of Members. However, the fact is that although our customers are satisfied with our conventional services 
such as website operation, there is a declining trend in their willingness to expand into new areas of business. 

We have been unable to provide services and positions that meet the needs of our large customers, and our 
main service, website operation, has become commoditized. 

We are trying to achieve this through the specialized companies, but we have not been able to do so due to 
a lack of coordination between the two. We acknowledge this as a significant challenge. 
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Now, I would like to talk about areas such as the goal of 10,000 digital creator engagement. We have been 
expanding the hire of new graduates each year by 200, 300, 400, and 500, and have hired more than 1,400 
new graduates in the past three years. I mentioned earlier that our added-value sales have approximately 
doubled over the past four years, but as for the number of digital creators, we have grown significantly over 
the past three years, approximately doubling, or 1.9 times, the number of digital creators to 2,482. 

We believe that our mission and visionary management have been very effective in this context, and we have 
achieved a high level of employee engagement scores compared to other companies or industry standard 
level. We believe that our employee turnover rate is stable and low for this industry. 

We believe that this kind of highly engaged human capital will remain one of our company's strengths. 
We will continue to make various improvements in this area. 
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However, as I have been saying all along, as a result of these efforts, there has been a significant decline in 
the overall operation rate. In particular, the operation rate for the first and second year of new graduates is 
declining. The graph on the right side shows the operating rate for the first year of new graduates and the 
non-operation cost. 

The operation rate has been declining, while the number of recruits has also improved significantly, so the 
non-operation costs have increased significantly compared to the previous year. For the fiscal year ended 
March 31, 2024, the actual non-operation costs for the first and second year of new graduates alone were 
just under JPY1.5 billion, an increase of JPY750 million over the previous year. 

We believe that it is reasonable to identify this area as a major factor and the primary cause of the decline in 
business performance in the previous fiscal year. 

As I explained earlier, the growth rate has somewhat slowed, and it is apparent that excessive investment in 
recruitment has not led to an increase in the growth rate. 

But if you look at this graph on the left side, this is basically the operation rate of second-year employees and 
the rest. The operation rates for employees excluding first and second-year new graduates are displayed here. 
Essentially, the operation rates for second-year employees and those are nearly identical, indicating that 
employees are able to work effectively and develop their skills by their second year. This effectively 
demonstrates the level of skill development expected by the second year of employment. 

In other words, we believe that these non-operational young employees are an asset that will lead to future 
growth over time, and that they are an up-front investment in recruitment. 

However, as I mentioned earlier, the operation rate of existing employees, excluding first and second-year 
new graduates, has dropped by several percentage points compared to the previous year and the year before 
that. We acknowledge this is an issue. 

One reason for this is that senior employees and younger employees are sharing the workload. The workload 
is simply low, so that a lower operation rate. In addition, we have invested aggressively in mid-career hiring 
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in the specialized companies with a priority on sales growth rather than operation rate. That is where the 
operation rate has dropped amidst a lavish investment in that area. As a result, profitability is also declining 
and we think it is an issue. 

With the brief review of VISION2030, I see the key issues we have encountered, including why we have 
experienced lower profits and growth compared to our targets, and why our growth rate has not met these 
expectations. I will also outline our medium-term strategy moving forward, detailing how we plan to address 
these issues and adjust our strategy. 
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I believe that the core issues up until the previous fiscal year stemmed from overconfidence or being misled 
by our business positioning in operations and the past successes of our new graduate recruitment model. 
Additionally, VISION2030 sets numerical targets, such as reaching 10,000 employees and achieving 25% 
growth. I believe that the expansion strategy does not sufficiently take the customer perspective into account. 

Therefore, we will address those two points. We are considering a shift in our business positioning and 
successful new graduate recruitment model as a management strategy. First of all, as a basic premise, we are 
considering freezing the numerical targets of VISION 2030 for the time being. We are considering putting a 
freeze on numerical targets, such as 10,000 employees, and doing what is right as a current strategy. For the 
time being, we would like to focus on recovering profitability and establishing highly profitable businesses 
with our existing capabilities. 

And secondly, we are thinking of shifting our positioning. Members has achieved significant growth through 
its unique and effective positioning in website operations and new graduate recruitment. However, we are 
now embracing the challenge of leveraging this positioning to transition into digital business operations. 

We believe that the shift from website to digital is perfectly correct, but we have been very particular about 
the position of operation. I think that our commitment to this position has not been sufficient to meet the 
needs of our clients in the current DX environment. We believe that we are not positioned to be an important 
partner to our customers. So, we would like to shift our positioning from operation and digital business 
operation to DX field support. 

Our goal is to achieve the number one position in DX field support and establish a high-growth, highly 
profitable business. The three main strategies are here to achieve our vison. 

We will mostly focus on raising operation rates and shifting to profit-oriented management. Reorganize into 
DX4 business to maximize existing customer sales. To obtain something like a DX internalization 
accompaniment support for a client. We would like to work on these three main strategies. We will explain 
each one by one. 
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First, in order to restore a highly profitable structure, we will focus most and foremost on raising the operation 
ratio, and on shifting to profit-oriented management. The first thing to do here is to curtail the hiring of new 
graduates in a relatively simple manner. However, as we have already mentioned, we will not curtail the hiring 
of new graduates on a spot basis, but rather, we will basically hire new graduates within the scope of our 
business growth potential. Specifically, the target rate is -10% of target sales growth rate. If the target sales 
growth rate is 20%, we would hire new graduates for 10% of the total number of employees. 

In this April this fiscal year, we welcomed 411 new graduates to the Company. We believe that this is the last 
big upfront investment for recruitment. With this, we foresee that a low profitability and low operation rate 
will continue to be seen this fiscal year. However, we believe that these will improve in the next fiscal and 
beyond by reducing number of new graduates hiring which will contribute to the overall non-operation ratio 
associated costs. 

In addition, we have been actively hiring mid-career employee for the specialized companies with an emphasis 
on sales growth, but we will optimize this as well. As I will explain here and later, we will work to raise the 
operation rate of existing employees, excluding first and second-year new graduates, through such measures 
as optimizing it in each business unit. 

Through these efforts, we aim to shift toward profit-oriented management and transition from a phase 
focused on upfront investment to one where we achieve profitability. 
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Second, we will reorganize into the DX4 business to maximize existing customer sales. The service strategy 
to date has been, roughly speaking, to establish a number of specialized companies, and to increase their 
growth potential by investing more and more in sales and human resources. We aimed to enhance the overall 
growth potential of the Company through these efforts, but I believe that our service growth strategy was 
somewhat simplistic and, at the same time, rather crude. As described here, one of the issues is that we have 
established nearly 20 specialized companies, each developing its services independently. This led to confusion 

regarding the Group’s strengths and the types of business Members offers. Additionally, as I mentioned 
earlier, cross-selling has not progressed as expected. 

We initially believed that existing clients, large-lot clients, and large-lot clients in our main division would have 
certain needs, which would facilitate cross-selling and enable growth by leveraging these assets. However, 
since the organization was divided and managed independently, cross-selling did not proceed as smoothly as 
we had hoped. Consequently, this did not lead to the evolution of services for large clients or the further 
expansion of these large transactions. 

In addition, the website operation which had been the mainstay of the Company, was a low-growth division, 
so we took a simple approach of not investing in this division and instead investing in specialized companies. 
We felt that the growth rate of our mainstay website operation was slowing down even further. 

In this context, we have grouped the conventional main divisions, specialized companies, and individual 
specialized companies into four broad categories. In terms of customer DX needs, we have reorganized into 
four major categories: UIUX, digital marketing, digital service development, and data utilization support. In 
each of these four business areas, we aim to enhance our customer services and evolve them using advanced 
technologies such as AI and cloud computing through our specialized companies. Additionally, we plan to 
promote cross-sales to existing customers to increase the number of large orders. 
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In addition to promoting cross-selling within each of the four business areas, we have also appointed a top 
sales representative to promote cross-selling across the four business areas. Through these efforts, we intend 
to maximize added-value sales per DGT customer and further increase the number of large-lot customers. 

Looking at the clients we serve, we believe that there should be many more companies with JPY500 million 
or JPY1 billion annual sales but in reality, as of last year, there was only one client with over JPY1 billion sales, 
and only four with over JPY500 million sales. We would like to take on the challenge of increasing the number 
of such clients. 
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Third, we will work to obtain a position to support the internalization of DX within our clients. We believe that 
the needs of our customers are now expanding, and that they are moving from the traditional DX strategy 
planning phase to the implementation phase. 

We are positioned in the operational phase of the execution phase, and we have been focusing on this phase 
with particular attention to detail. We have continued our efforts to nurture human resources with the skills 
and techniques to create and develop digital human resources. 

We believe this will continue to be one of our strengths; however, we are also observing the internalization 
of DX among our customers. The challenge of DX internalization is an essential aspect of this process, and our 
customers' efforts in adopting DX are advancing in parallel. 

When customers internalize their operations, they typically aim to either manage the operations area 
themselves or automate it using technologies like AI and cloud computing to reduce the workload. We have 
been committing in that position for long time and we think we could do better. As customers undergo 
transformation through digitalization and DX, the operations position often becomes the last area addressed 
in their transformation journey. I believe that operations are the final challenge they face, and it is where we 
can effectuate the changes they are currently encountering. 

If we look at it as an execution area, we can make the most of our strengths, such as our understanding of the 
field and technology, and we would like to move our position to the execution  from the execution plan or DX 
strategy planning. One clear indicator to consider in the future is PMO, the Project Management Office. We 
would like to greatly expand the number of human resources who can support our customers' DX and DX 
internalization projects. We believe that through this kind of position change, we can improve the unit sales 
per employee and added-value sales by improving the operation rate. 

In the DX4 business, we believe that we can provide strong support in the areas of execution planning and 
execution promotion, which are collectively referred to as DX on-site support. We would like to become an 
important partner in maximizing the ROI of our clients' DX investments by acquiring such a position. 
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We are often asked if such a position is really possible, or if Members can do such a thing, or if we have been 
an operation company for a long time. In reality, however, there are already cases where we are in charge of 
such projects, and I believe that we are more capable of realizing such projects. 

As I mentioned earlier, particularly in the DX4 business, we believe that Members can secure a strong position 
in the areas of execution planning and promotion across these four business domains. This strength will be 
due to our deep understanding of the field, execution, and technology. 

Specific examples include Toyota Connected and KDDI, and we are seeing an increase in the number of cases 
where we provide support for service design, CX/UX planning, AI and cloud implementation projects, and DX 
project management support. The number of cases where we support in-house DX production is increasing, 
and the growth potential for such projects is significant. By doing so, we can confirm the value of our services 
and the degree to which they match the needs of our customers in these areas. 
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We will focus on these three strategies. In addition to these three strategies, we will also take on the challenge 
of establishing a decarbonized DX business as an investment for the future. I know this is a bit of a stretch, 
but I think the timing is right for the GX market to be booming in light of the recent rapid climate change and 
changes in the international situation. 

We believe that digital technology is indispensable for realizing GX, and the demand for digital human 
resources with both GX literacy and digital skills is increasing at an accelerating pace. 
 We will continue our efforts to train 1,000 creators to become decarbonized DX human resources who can 
support such area. We would like to take on the challenge of creating a unique service strength and position 
of Members by doing so. 



 
 

22 
 

 

In summary, we would like to promote three major initiatives, plus one more. To shift to profit-oriented 
management with the greatest focus on raising operation rate to strengthen profitability. Then, to establish 
high-growth businesses, we will reorganize into four DX businesses to maximize sales to existing customers. 
Then there is the position change. We will obtain position of an accompanying support for the internalization 
of DX for our clients. Through these efforts, we hope to establish a highly profitable and high-growth business. 
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As for specific performance targets, we will firmly return to profitability in the next fiscal year and the year 
after that by establishing a highly profitable business. We believe that we will be able to achieve a return to 
the original 10% of operating profit margin. We have set a growth rate target of 15% for basic sales and added-
value sales and anticipate achieving operating profit margins of 5% and 10%, respectively, with a sales growth 
rate around 15%. This will be accomplished through a shift to profit-oriented management and transitioning 
from the upfront investment mode to the profit phase. 

In addition, we are aiming for further expansion of high profitability by increasing the growth rate to more 
than 20% through service development and position change in the DX4 business, as well as by establishing a 
position in the DX internalization support business. 
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As for the performance target for this fiscal year, as I have repeatedly mentioned, more than 400 new 
graduates joined our company in April as our last primary investment in recruitment. As of the second quarter 
of the current fiscal year, we anticipate recording an operating loss similar to last year's, at negative JPY550 
million. However, due to changes in management this fiscal year, we aim for a slight increase in operating 
income to JPY200 million by year-end. This year is intended as a transition period from the upfront investment 
phase to the monetization phase. We are committed to steadily implementing our profit increase plan, setting 
a solid foundation for achieving profitability targets of 5% or 10% of operating profit margin in the next fiscal 
year and beyond. 
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In light of the above plan, we plan to increase the dividend by JPY1 each, even though the low profitability of 
the previous and current fiscal years is still expected to continue. We have a policy of continuing to increase 
dividends as long as we do not fall into the red. Since we expect to improve profitability, especially in the next 
fiscal year and beyond, so we decided to increase dividend by 1JPY, and we hope to further increase the 
dividend based on future earnings recovery. 
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Lastly, regarding corporate governance and management structure, there are basically no major changes, but 
it has been one year since I assumed the position of president. I consider it to have been a very unsatisfactory 
year. We believe that the current fiscal year is a period for achieving solid results through the initiatives I have 
just described. 

Although not shown here, we have made changes to our internal group executive officers and group 
management structure, and we will build a strong management team that can and will realize the medium-
term plan I have explained so far.  

That is all from me for now. We would be happy to answer any questions you may have. Thank you. 

Moderator [M]: Thank you very much. 
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Question & Answer 

 

Moderator [M]: Okay, we will now move on to the Question & Answer session. First, we have received a 
question in advance, which we would like to introduce. 

Questioner [Q]: How do you address the challenge of providing training opportunities for young people given 
the increasing complexity and difficulty of the projects? It seems that there is no problem if there is a need 
even if the difficulty is low. I would like to know your thoughts in this area. 

Takano [A]: Thank you very much. Although we believe that the operation rate of new graduates is not 
increasing due to the complexity of projects, we believe that basically it is a matter of whether or not they 
can gain some hands-on experience. As shown here, we believe that those in their second year with us are 
currently demonstrating active engagement. 

As we shifted to specialized companies, it was difficult to recruit new graduates because they were not a large 
team-type service or a client base was small. Soo it was very difficult to add a new graduate to the team.  The 
special technology is fore sure a bit difficult, and I think it may cause a delay of a few months, but not a year. 
Rather, it is because of a lack of client base on specialized companies, which is not large enough to hire new 
graduates. 

On the other hand, as I explained earlier, the growth rate of the website operations, which used to be our 
mainstay, has been slowing down. If we are unable to keep a good operation rate for new graduates there, 
we will not be able to provide them with enough experience. This is a primary issue that is preventing us from 
raising the operation rate of new graduates. 

So, our basic approach is to simply reduce the number of hires to a level that matches the growth potential 
of our client base. We will also aggressively target the four businesses conversion, I mentioned earlier and 
position changes through these efforts, and we will expand sales of existing customers and the size of our 
team. The basic idea behind our efforts is to make it easier for new graduates to work in this context. 

Moderator [M] : Thank you very much. This is a question received in advance. 

We will then move on to a Question & Answer session from those attending today.  

Now that we received a question from the Q&A function, let me introduce it. 

Questioner [Q]: What would you consider the primary factors, in order of importance, contributing to the 
slowdown in performance? What would happen if you changed the order of difficulty with regard to measures 
for each. 

Takano [A]: Thank you very much. I believe this is a challenging question to answer, as the granularity of the 
question varies. From an external perspective, the number of new graduates hired far exceeded the growth 
potential, and the up-front investment in hiring was the cause of the sluggish profitability clearly. 

I believe that the reason behind this is that management decisions were made with the numerical targets of 
VISION 2030, and that the expansion strategy was based on these targets. I believe that this led to a further 
decline in our service capabilities. So, in order, it was an up-front investment in recruitment without growth 
potential. Not in that order though. In a nutshell, I believe that the challenges we face are that we have made 
an upfront investment in recruitment without growth potential. 
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Therefore, one of the things I would like to do is to simply change the management hat is focused on reality, 
rather than one that is focused on profitability and the VISION 2030 goals, or on numerical targets. One of our 
policies is to change management to one that can generate a solid profit at this point in time. 

The growth potential of our services has been slowing, and we have been investing in specialized companies 
with simplistic and poorly planned strategies, which is less than ideal. We recognize the importance of shifting 
to a service strategy that aligns with the current needs of our customers. 

I'm sorry, I think I've answered your question in a way that is a little bit unclear. 

Moderator [M]: Thank you very much. 

Questioner [Q]: Next, how do you see the business environment changing in the market for enterprise DX 
support solutions? What would be the positive and negative aspects of these for your company, he asked. 

Takano [A]: Thank you very much. As for corporate DX, I think that the DX strategy phase has been growing 
significantly once a DX strategy is made, especially in the area of consulting companies. Now I feel it has moved 
to an execution phase from strategy phase. So, execution, planning, promotion, PM, PMO, and other areas 
are currently growing in the market. 

In addition, on another axis, technology vendors such as AI and cloud computing are growing significantly in 
the DX market. These are companies such as Amazon, Microsoft, Google, Salesforce, and others, which have 
been very active in DX, the use of technology to automate, optimize, and improve the results of many things. 
We think this area has been growing without change.  

In terms of advantages and disadvantages for our company, we believe that the growth of technology is a 
tailwind that we can take advantage of. 

Previously, we transitioned from the DX strategy phase to the implementation phase, where we have 
consistently been involved in the operational phase, including human resources for final product creation and 
operations. However, in this phase, we analyzed that we have not been able to align with the current needs 
of our clients or the market.  

We possess considerable knowledge and experience in the execution and operation phases, and are well-
versed in the technology and the field. We believe that this expertise will enable us to establish a strong 
position in the execution planning and promotion phases. We are prepared to take on the challenges posed 
by the changing market. 

The area of DX where we are not on track, we have successfully expanded our specialized technical personnel 
in areas such as operations and creation within our specialized companies. However, we have not fully 
addressed the execution planning phase, which is critical to meet market and client needs. Despite we have 
been doing on this area, we were often perceived as an operation company, and we were unable to solidify 
our position in execution planning because we also had a narrow focus. 

We have not been able to capture the high and growing needs of our customers, and we would like to take 
advantage of our existing strengths to capture this position as a future shift. 

Moderator [M]: Thank you very much.  

 

One question has been added, so this is the last question. 
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Questioner [Q]: For the cost this year, where do you plan to make an upfront invest as expenses for this fiscal 
year? Please explain the contents and breakdown of the amount. 

Takano [A]: Thank you very much. One of the costs incurred this fiscal year is the 411 new graduates who are 
hired.  
 
The number of new graduates for this fiscal year is 480, compared to 580 last year, so the cost will be roughly 
in that proportion, although the amount is not disclosed. Other areas, such as mid-career recruitment and 
marketing investment, will be optimized within this business through the four-business structure I mentioned 
earlier. 

So, we had invested in specialized companies and such separately. When consolidated, those investments 
appeared somewhat bloated. By optimizing investment across each of these four businesses, we plan to align 
our investments with the growth of each business, rather than as upfront investments. We aim to keep 
investments within the scope of each business's normal growth, rather than considering them as upfront 
investments. 

Moderator [M]: Thank you very much. This concludes the Question & Answer session. 

Takano [M]: Thank you for your questions. Members have seen two consecutive fiscals of profit declines and 
two consecutive fiscals of downward revisions. So, people are wondering how far Members will go down. We 
are aware that this was the performance in real-term, and we are determined to turn it around with this plan. 
We are confident that we will be able to meet the challenges and realize the plan and increase our growth 
potential. So, we would like to communicate about the plan in detail with you, including individual meetings.  

Thank you very much for your attention today. 

Moderator [M]: This concludes the presentation of the full-year financial results for the fiscal year ended 
March 31, 2024 and mid-term strategy of Members Co., Ltd.  

Thank you very much for your participation today. 

Takano [M]: Thank you very much. 

 

[END] 

______________ 
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