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Presentation 

 

 

Takano: Thank you very much for taking the time out of your busy schedules to join us for Members Co., 
Ltd. ‘s full-year financial results briefing. I am Akihiko Takano, Representative Director, President and 
Executive Officer.  

Today, I would like to begin by discussing our financial results for the fiscal year ending March 2026, as well 
as the progress and achievements of our initiatives. Following that, I will outline our future direction. In 
particular, as we are announcing our new long-term vision, “FUTURE VISION,” alongside these financial 
results, I would like to discuss our future direction with that vision in mind. And after that, we will have time 
for Q&A.First, I will explain the full-year results for the fiscal year ended March 31, 2026. Over the past two 
years, we have been working on a business and position shift from traditional web operations to DX on-site 
support. As a result, the DX domain accounted for 54.2% of the total, with a steady growth rate of 32.6%. As 
a result, value-added sales increased 10.5% from the previous year to JPY23.5 billion, a new record high. 

Similarly, we have been working to improve profitability over the past two years. As a result, operating 
profit more than tripled YoY to JPY1.6 billion. We believe that progress here is proceeding as planned. We 
will explain the other KPIs on later pages. 



 
 

 

 

Compared to the published plan, revenue and value-added sales are almost in line with the plan. Profits at 
each stage exceeded the plan. In addition, as a result of the shift toward DX field support roles—which led 
to higher unit prices and a significant improvement in occupancy  rates—our gross profit margin increased 
by 5.5 percentage points YoY, and our operating profit margin improved by 4.4 percentage points. We 
believe these results reflect the success of our profitability improvement efforts over the past two fiscal 
periods. 

Nevertheless, with an operating margin of 6.6%, we believe there is still room for improvement toward our 
target level of 10% or higher. 

 



 
 

 

This is how the quarterly revenue /value-added sales trends look like. Although the growth rate is slightly 
lower in the second half of the year than in the first half, this is basically due to a decrease in the number of 
large conventional Web projects, so we will focus on growth in the DX area without worrying about this. 

 

The quarterly trend for operating profit is shown here. It has surpassed the level of the fiscal year ended 
March 31, 2023, when the decline in profits began, and is close to the figure for the fiscal year ended March 
31, 2022, which was our record-high profit. The trend for the gross profit margin ratio has also significantly 
exceeded the low levels of the past two fiscal years, recovering to the 30% range in 4Q alone.  

 



 
 

 

 

Next, regarding the shift to DX on-site support, which is the area we are focusing on the most, the quarterly 
trends of the DX area ratio and value-added sales in the DX area are shown in the red graph on the left, and 
we believe we are growing very strongly. 

 

Last year's cumulative growth rate was a robust 32.6%. Conversely, while value-added sales in the 
traditional business segment—shown in light gray—have declined, as I mentioned earlier, we intend to 
focus on growth in the DX segment rather than that segment. By increasing the DX segment’s share of total 
sales, we aim to boost the company’s overall growth rate. 

The growth in the DX domain is led by various specialized companies, which are also growing very steadily, 
as shown in the graph on the right. 



 
 

 

 

Next, here is an overview of our four core business segments. Although still small in scale, the data 
utilization support area is performing very well, up 42.7% YoY, partly due to a tailwind from AI. While UIUX, 
which is mainly in the traditional domain, remained virtually flat, but for the marketing DX sector, the 
growth rate in 4Q alone was +18% and the cumulative full-year growth rate was +13.9%, showing a recovery 
in growth potential.  

 

Our efforts to develop talent for the digital transformation (DX) initiative are also progressing smoothly. 
While we had set a target of 65% for the proportion of DX personnel for the previous fiscal year, we 
significantly exceeded that target, achieving a result of 72.0%. 



 
 

 

 

In preparation for the shift in our business focus, we significantly exceeded our target of 1,000 PMO 
personnel, ultimately training 1,482 individuals. As a result of these strategic shifts, average unit price per 
person  increased by 6.5% YoY for the full year and by 7.7% in the fourth quarter alone. On the other hand, 
we are also working on raising wages, and we would like to aim to raise unit prices further. 

 

Next is the sales aspect. We are working to increase revenue per client through ABM (Account Based 
Marketing) type account management. As a result, the number of clients with annual sales of JPY300 million 
or more increased by three to 14 clients. The value-added sales per client of the top 50 companies have also 
been steadily improving, and we believe that the cross-selling in the DX domain  has been successful. 



 
 

 

 

 

Next, we discuss the number of digital creators. The number of digital creators was 2,456, a decrease of 171 
from the previous year. We curtailed hiring to improve our occupancy rate, and in the previous fiscal year in 
particular, we significantly reduced the number of new graduates hired to 87 compared to previous years. 
While the resulting decline was as expected, we believe we have largely resolved the occupancy rate issue in 
the previous fiscal year, and we intend to expand our hiring in line with our growth going forward. 

This April 2026, 244 new graduates have joined the company. While we continue to recruit while keeping a 
balance between the occupancy rate and growth rate, we believe we continue to maintain a certain level of 
ability to recruit new graduates. 

On the other hand, the turnover rate worsened by 1 percentage point from the previous fiscal year to 
12.1%. We believe the main factors were the overheated mid-career hiring market and the fact that our 
company was operating at low capacity; however, we believe that the issue of low capacity was largely 
resolved in the previous fiscal year. Moving forward, we intend to continue implementing measures to 
improve employee engagement so that we can reduce our turnover rate. 



 
 

 

 

And here is the breakdown of the occupancy rate. First, the graph on the right shows a significant 
improvement in the overall occupancy rate, up 6.6 points from the previous year to 83.1%. We believe that 
we have basically broken away from the low operation of the past two fiscal years due to the curtailment of 
hiring in the previous fiscal year. 

Breaking it down, the graph on the left side shows that the target level of 85.0% was exactly achieved for 
the occupancy rate of employees, excluding first and second year employees. The occupancy rate for 
second-year employees is 81.2%, and for first-year employees, it is 61.0%. While we claim to have resolved 
the occupancy rate issue and the low operational status through measures such as hiring freezes and a 
reduction in the number of digital creators, there is still a slight gap compared to our target levels. Since we 
are not currently facing a situation where capacity is strained, we believe there is still room for 
improvement and growth potential in this area. 



 
 

 

 

This is about our decarbonization DX and CSV initiatives to realize our vision. Although still small in scale, we 
believe we are steadily accumulating examples. We have published and presented the Green Marketing 
Guidelines that were released at the end of last fiscal year. 

These guidelines outline corporate decarbonization initiatives and appropriate ways to communicate with 
consumers. We hope they will help companies shift their decarbonization efforts—which can often feel like 
a mere obligation or remain purely defensive—into proactive initiatives that drive green growth. 

 



 
 

 

Next are initiatives to further solidify All Hands Management, which is our unique feature.  First, on the 
lower right, we discuss CV1.6, which is working toward the goal of increasing base annual income by 1.6 
times in 10 years by linking increased productivity to higher wages for employees. This April's base wage 
increase brings the cumulative total of wage increases to 27.2% over the 2020 level. We believe that we are 
making steady progress, but there is still a gap between us and our goal, so we would like to accelerate our 
efforts. 

In addition, regarding the employee shareholding ratio shown on the left, we intend to increase this as a 
symbol of our All-Hands Management model. Although the ratio has declined slightly this fiscal year, we are 
committed to working to increase the employee shareholding ratio as part of our efforts to ensure that 
employees benefit more from the company’s growth. 

 

The employee engagement score, one of our other key indicators, was 3.52, an increase of 0.11 points from 
the previous fiscal year, thus meeting our target and recovering to a high level. We believe this is how we 
have been able to maintain the high level of enthusiasm for their work that has characterized our company. 

On the other hand, looking at the details, we believe that the level of growth of young employees is high 
compared to the general public, but there is a valley in the third and fourth years, and we have seen that 
this leads to job turnover, so we would like to make improvements mainly in this area. 

In addition, we intend to implement improvements by strengthening our vision-driven management 
through the newly disclosed FUTURE VISION.  



 
 

 

 

From here, I am introducing case studies for which we have obtained partial permission for publication. This 
is an AI service development case study for NTV Wands Inc.  

 

This is a data utilization support case study for Hankyu Hanshin Properties Co., Ltd.  



 
 

 

 

 

This is a sustainability marketing case study for Mitsui Chemicals, Inc.  

 

 This is a ridesharing service development case study for OMRON SOCIAL SOLUTIONS CORPORATION.  

 



 
 

 

 

We have included AI, DX, and CSV-related case studies, such as the GX support case study for Nagai City, 
Yamagata Prefecture, so we would be pleased if you could take a look.  

 

Yesterday, we announced our new long-term vision, FUTURE VISION, at the same time as the financial 
results announcement. We had originally been working on a plan called VISION 2030 since 2020, but due to 
significant changes in the market environment—such as the rise of AI—and a misalignment with our 
company’s strategy, we found ourselves in a situation where, as you know, our growth and profitability 
were deteriorating. In light of this, we suspended the targets set out in VISION 2030—such as achieving 
JPY10 billion in operating profit and reaching 10,000 digital creators—two years ago. 



 
 

 

During the past two years, we have concentrated on improving profitability and transforming our business. 
Based on the results achieved over the past two years, we believe we have restored profitability, established 
a unique market position, and identified a clear direction for our business transformation. At this juncture, 
we are setting forth our long-term goals and vision for the next decade, with the aim of achieving robust 
growth. 

The new vision statement is Digital for Hope. We defined it as: "Unleashing the creativity of digital creators, 
turning climate change into green growth, and turning population decline into the wealth of each 
individual." While we continue our commitment to solving social issues centered on climate change and 
population decline originally set under VISION2030, we express this more concretely with our will to turn 
these issues into future hope by having digital creators utilize technology creatively.  

 

The overall picture of the value creation process is summarized here, but as we cannot explain the details 
fully during this briefing, I will only explain the overview.  

I believe that climate change and population decline are already unfolding as real crises. In addition, I 
believe that social divisions—such as the current international situation and the widening gap between the 
rich and the poor—are major challenges that are making it difficult to resolve these issues or are even 
accelerating them. 

At the same time, while we are witnessing the astonishing evolution of technology, as typified by AI, this 
technology is only a means to an end. Since this is merely a tool, I believe that, depending on how it is used, 
it could potentially exacerbate these social issues in some cases; conversely, I also believe that, depending 
on how it is used, it could serve as a powerful tool for resolving them. 

Of course, we aim to leverage this as a powerful tool for addressing social challenges, contributing to 
enhanced competitiveness and productivity across society, and fostering sustainability and well-being—we 
aspire to be an organization that generates an abundance of such initiatives. 



 
 

 

With this as our KGI, we aim to create 1,000 impact cases in 10 years. In order to achieve this, we would like 
to become one of the leading companies in the industry and aim to achieve an operating income of JPY10 
billion as a KGI of having a significant influence on society. 

Our position and the value we provide to achieve this have not changed significantly from what we have 
been talking about in terms of DX field support and internal production support, but we have clearly 
articulated the language we use. We will be a digital implementation partner that uses the "power of 
people" to give shape to the ideal form of business and society, and will work with our clients from the 
inside to transform them into digital companies. 

We define “human potential” more specifically in three ways: the power of trust, the power of design and 
CSV, and the power to bring technology to life. Furthermore, to realize that position and the value we 
provide, we have defined five key elements—recruitment and development capabilities, an environment 
where people gather and grow, our company-based structure, an inclusive culture, and learning agility—as 
our human and organizational capital. We intend to focus on and strengthen these areas to make them 
major strengths of our company. 

 

As background to this value creation process and long-term strategy, and as an external environment, this 
should go without saying, but there are major growth forecasts for the DX and AI-related markets. And one 
of the major obstacles to companies moving forward with this is the lack of DX human resources, both in 
quality and quantity. 



 
 

 

 

On the other hand, if AI replaces human jobs, it will replace the jobs of programmers and designers, even in 
our business. In other words, the demand for human resources will be lower than expected. We recognize 
that there is a great concern that this will greatly reduce the growth potential of SaaS vendors and IT 
vendors. 

We believe that this is partly true, but we also believe that routine work, mainly clerical work, and desktop-
centered professional work will be replaced to a large extent. The large-scale web operations business, 
which was our mainstay business in the past, has been largely replaced by AI, and the demand for 
programmers and engineers is also undergoing a major change. 

In other words, we recognize that our company has already been clearly affected by the negative impact. 
With that recognition, however, there is another aspect, and we believe that the hurdles to the adoption of 
digital technology have been greatly lowered in society due to generative AI. 

As a result, we believe that the scope of AI applications and the opportunities it presents will expand 
significantly. In particular, there is a strong demand for AI implementation in manufacturing and essential 
work sectors—such as factories, retail stores, construction sites, and healthcare—where labor shortages are 
expected to intensify in the future. According to recent estimates by the Ministry of Economy, Trade and 
Industry, there is projected to be a severe shortage of digital talent in these fields, with the number of 
workers expected to fall short by 3.39 million by 2040. 

In fact, at our company, while our business has traditionally focused primarily on web and digital 
marketing—and our clients have mostly been marketing departments—we are now seeing numerous 
examples of AI implementation that extend far beyond those areas. Although AI may reduce demand in 
certain traditional business sectors, we believe that new demand and new markets will emerge that more 
than compensate for this decline. 

Based on this market sentiment, our long-term position and strategy is to continue to invest aggressively in 
human capital, which is one of our strengths. 



 
 

 

 

Based on this long-term vision and strategy, we have set our policy objectives for the current fiscal year in 
this manner. We will boldly accelerate the shift to the DX field support position that we have been 
promoting, and basically complete it in the current fiscal year. In order to achieve this, we will not hesitate 
to withdraw from low unit price and low growth projects in conventional areas and will work to increase 
unit prices and raise prices, which will lead to a virtuous cycle of employee growth and higher 
compensation. 

And we would like to strengthen our CSV promotion to meet the challenge of FUTURE VISION once again. 
Through these efforts, we aim to increase the growth rate of value-added sales to 15%, achieve an operating 
income of at least JPY2.5 billion, and achieve an operating margin of 10%. 



 
 

 

 

I would like to provide a bit more detail regarding our performance targets and shareholder returns. Some 
of you may be wondering why our growth rate hasn’t picked up much despite our target of 15%, but as I’ve 
mentioned before, we are currently in the midst of a business transformation. 

As shown in the image in the graph on the left, the DX area, which has high growth potential, finally 
exceeded 50% in the previous fiscal year and has become our main business. On the other hand, sales in the 
traditional area have continued to decline, offsetting the growth in the DX domain, resulting in a growth 
rate of about 10%. 

While this trend continues, as the share of the high-growth DX domain within the overall business increases 
from the current 54% to 60% and eventually 70%, the overall growth rate will converge with that of the DX 
sector. Therefore, we believe that the overall growth rate will begin to improve going forward, starting from 
the previous fiscal period when this share exceeded 50%. 

And if we continue that growth, we believe it is quite possible to reach JPY10 billion in operating income 
within the 10-year range set forth in the FUTURE VISION, since we believe that the operating income margin 
for our business is usually over 10%. 



 
 

 

 

With that vision for the future in mind, here are our performance targets for this fiscal year. While we 
maintain the targets I mentioned earlier as internal goals, given the ongoing decline in our traditional 
business areas and the uncertainty surrounding economic trends in light of recent social conditions, our 
publicly announced plan is more conservative than those internal targets. Specifically, we are targeting a 
10.0% increase in sales to JPY26.8 billion, an 11.3% increase in value-added sales to JPY26.1 billion, and a 
56.2% increase in operating profit to JPY2.5 billion. We intend to strive for these figures, which are close to 
our target operating profit margin of 10%. 

 



 
 

 

Finally, regarding shareholder returns. The dividend for the previous fiscal year, FY2026, is assumed to be 
JPY33.0 per share, an increase of JPY1.00 over the previous year as planned. Furthermore, regarding 
dividends for the fiscal year ending March 2027, given that we now have a clear path to restoring 
profitability, we plan to continue increasing dividends in line with our existing policy—targeting a DOE of 5% 
or higher and a payout ratio of approximately 25%—by raising the dividend by JPY2.00 to JPY35.00. 

Our ROE has been declining for the past two to three years, but now that we are on track to change our 
business structure and improve profitability, we hope to maintain ROE above 20% in the future. 

This concludes our explanation. It has taken us a long time to recover profitability and turn around our 
business, but we intend to take on the challenge of achieving significant growth based on our new FUTURE 
VISION. 

 

  



 
 

 

Question & Answer 

 

Questioner [Q]: I like the idea of stronger returns to employees. On the other hand, the figures explain that 
the turnover rate is worsening, even as the company is also raising its base wages. We would appreciate an 
explanation of the typical reasons for turnover and why turnover is worsening in the context of enhanced 
returns. 

Takano [A]: We believe that the return of profits is basically well received by employees, and in addition to 
the base wage increase, the overall rate of increase in wages has been further increased in recent years. I 
believe that this has led to the current level in some areas that would probably have been worse off without 
it in the beginning. 

As I mentioned earlier, one of the reasons for this is that the mid-career recruitment market is overheated 
in the external environment, and in addition, as I mentioned earlier, the sense of growth among young 
employees in their third to fourth year is slightly decreasing as they continue to do the same work. 

With the mid-career market heating up at that time, it has suddenly become easy to change jobs as well. We 
believe that this situation has resulted in a worsening of the turnover rate. 

In addition, I believe that the company as a whole has been in a low operational state over the past two to 
three years, which has led to a decline in the sense of growth. One of the major areas is that this low 
operational condition has largely been eliminated. In addition to this, the company is showing growth, and 
in the midst of this growth and increased returns to employees, I think we can expect to see a decline in 
turnover rates in the future. Or, we would like to lower it in such a way. 

Furthermore, I am sorry, it is a long story, but I would like to add that I believe that one of the factors was 
the freezing of this VISION 2030 goal. 

We place great importance on vision management, but it has been somewhat in a state of limbo. Our 
management objectives had become somewhat vague, so we have now established a new “Future Vision” 
to address this. By defining a long-term vision and goals that we can all strive toward together, we believe 
this will not only help us overcome the issue of low occupancy issues and provide benefits to our staff in the 
short term, but also lead to improved long-term employee engagement. 

Questioner [Q]: As a basic strategy, you set an operating margin of 10% as your profitability target, but in 
the fiscal year ending March 2022, you gave an operating margin of 12.6%. Do you intend to save the 
amount of operating margin in excess of 10% by putting it into investments, including hiring? I would also 
like to know what level of expectation there is for an upward swing that will allow the 10% operating margin 
to be achieved in this fiscal year. 

Takano [A]: Basically, we target 10% or more, and for portions exceeding that level, we would like to invest 
in recruitment, development, and marketing. During the fiscal year ended March 31, 2022, mid-career 
recruitment did not progress as anticipated, and as a result of being unable to implement investments that 
should have been made for growth, the profit margin rose. At that time, we explained that "the profit 
margin was displayed a bit too high." 

This time, we want to allocate those portions to investments toward growth. Therefore, we do not hold a 
policy to curb investments and squeeze out profits just to significantly exceed 10% this fiscal year, so we do 
not anticipate a large upward deviation in that sense. 



 
 

 

  

Questioner [Q]: DX and AI implementation is currently a booming topic, and since your company is a 
company that helps companies do in-house production, we recognize that it is a booming business 
environment. On the other hand, I am concerned that the demand for your business will peak until the last 
few years and that work will decline beyond that point. I would like to be supplemented on the outlook. 

Takano [A]: As I mentioned earlier in the FUTURE VISION section, I believe that the implementation of AI 
will continue to make significant progress in the future. 

I know I’m repeating myself, but while enterprises’ marketing department has traditionally been our 
primary client, we’ve seen a significant increase—both internally and in terms of actual results—in projects 
focused on AI implementation for entirely different departments, entirely different clients, and entirely 
different parts of the value chain. 

Of course, as AI is implemented, there will be large-scale projects handled by consulting firms and system 
integrators. However, I believe the scope of AI and technology implementation will expand even further 
beyond that. As these technologies spread to a wide range of on-site environments, I believe our company’s 
long-standing business approach will prove highly effective in the process of steadily implementing these 
solutions. Consequently, I anticipate that this market will see significant growth in the future. 

 

Questioner [Q]: This time, you presented an operating profit plan of JPY2.5 billion for the fiscal year ending 
March 31, 2027. At the same time, the company has set a major mid- to long-term goal of JPY10 billion in 
operating profit. First of all, how do you position this JPY2.5 billion level in the process of getting there? I 
would be very interested to know your thoughts on this. 

Takano [A]: If we continue to grow at a rate of 15% or more, we can expect sales of JPY100 billion over the 
next 10 years. In addition, if we can achieve our basic profit margin of 10% or more on operating income, we 
believe we can eventually reach the JPY10 billion mark. 

We also believe that the JPY2.5 billion figure for this fiscal year is a starting point for achieving the 10% 
target. In the previous fiscal year, operating profit was JPY1.6 billion with a profit margin of 6.6%, so I view 
that as a solid foundation. However, with this fiscal year’s operating profit of JPY2.5 billion and a profit 
margin of around 10%, I see this as the starting point on our path toward the JPY10 billion mark—
specifically, by surpassing our previous record high of just under JPY1.9 billion, we’ve reached the starting 
line. I hope this answers your question. 

 

Questioner [Q]: I think there are several factors to consider in aiming for JPY10 billion in operating income, 
such as higher unit price, expansion of the workforce, and a shift in the DX area. At this point, which of these 
factors do you consider most important in creating profitable growth? 

Takano [A]: The part I think is most important is in the area of improving the unit price. We are currently 
considering this to be approximately JPY1 million, but we would like to improve the unit price with an image 
of JPY2 million as the maximum. 

On the other hand, the key to achieving this lies in repositioning ourselves and building high-value-added 
service business areas. In this context, I believe it will be crucial to continue shifting toward the DX sector 
and, within that, to establish new, high-value-added specialized companies. 



 
 

 

In reality, among the specialized companies that have successfully established themselves in the market, 
there are some that have achieved project prices of JPY2 million or more. With that in mind, we will build 
new, high-value-added specialized companies while raising our project prices. In the midst of that increase 
in unit price, we will also be able to achieve things such as recruiting ability and lower turnover rates. We 
are considering such a scenario. 

Questioner [Q]: On the other hand, in order to continue to grow, it will be important to recruit, train and 
retain personnel and progress to larger clients. In the process of reaching JPY10 billion, which issues would 
you like to focus on in particular in the future? 

Takano [A]: I think some of this may overlap with my earlier response, but we will work to improve unit 
prices.This improvement in unit price  will be further translated into investment in human resources. We 
believe this will contribute to both recruitment and employee development, so in that sense, we remain 
committed to increasing unit price and investing in human capital—an area we consider to be a key strength 
of our company. 

In our highly vision-driven management environment, one of our key strengths is that employees with a 
strong drive to take on challenges and make a meaningful contribution are highly motivated and able to 
work directly on-site with our clients. Therefore, we aim to increase our unit price per person to create a 
virtuous cycle that allows us to significantly expand our investment in recruitment and training, thereby 
driving further growth. With this approach, we intend to continue focusing even more on our investment in 
human capital. 

 

Questioner [Q]: Do you feel that you have made any breakthroughs in terms of getting into large 
customers? 

Takano [A]: Thank you for your question. I am not sure if I feel as though I have made a breakthrough, but I 
have noticed many things. 

We are seeing evidence that there is demand for our hands-on DX support—particularly regarding AI 
implementation—even outside the digital marketing domain, and that we have a proven track record of 
delivering strong value in this area. Based on this track record, I feel confident that we will be able to further 
expand our cross-selling efforts to departments other than marketing in the future. We would like to make 
such a breakthrough in the future and further expand our business. 

Moderator [M] Does anyone have any questions? Thank you for your question. Next question. 

Questioner [Q]: Since revenue growth is determined by average unit price per person multiplied by the 
occupancy rate multiplied by the number of employees, I believe the number of new hires and the turnover 
rate are key factors. If the current turnover rate does not decrease, I believe that each year's hiring will 
disappear due to turnover. You have a turnover target of 11% for this fiscal year, what is your target for next 
year? Also, what are your hiring and turnover goals for the JPY10 billion in profit? 

Takano [A]: Thank you for your question. As you pointed out, you are absolutely right. Our turnover rate for 
the previous fiscal year was 12%, and for the current fiscal year, it is 1 percentage point below our target. As 
you also noted, at 11%, we do not consider this to be a sufficiently low level. 

While we haven’t established a specific plan regarding the target turnover rate, the level we envisioned in 
our FUTURE VISION is around 8 to 9%. Since our turnover rate was between 8% and 9% before it exceeded 



 
 

 

10%, we believe that keeping it well below 10% will be crucial for expanding our pool of digital creators in 
the future, and we are using that level as our target. 

Questioner [Q]: With a turnover target of 8-9%, what would be the net increase in headcount expansion? 
How much of a unit price increase are you targeting? 

Takano [A]: As for the increase in unit price, we would like to aim for an increase of 10% or more in the 
short term, basically 8% every year, but we think that 7-8% is a reasonable or not too aggressive line. 

I would also like to address the question of what the net increase in headcount would be, given a turnover 
rate of 8 or 9%. Basically, the original VISION 2030 plan included a target of 10,000 digital creators, but that 
figure was set without anticipating much of an increase in per-unit revenue. In this case, the vision plan is 
more focused on unit price. 

Based on that, since such a large increase won’t be necessary, I believe we can achieve our goal with a figure 
around 7,000. We plan to achieve this over the next 10 years, and we believe we can do so while 
maintaining a net increase of up to 500 employees per year. 

Moderator [M]:This concludes with our question-and-answer session. This concludes Members’ financial 
results briefing for the fiscal year ending March 2026. Thank you very much for taking time out of your very 
busy schedule to come here today. 

Takano [M]: Thank you. We look forward to your continued support. 

[END] 

______________ 
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