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Bridge Report  Tri-Stage Inc. (2178)  
 

 

－ Stock Information －   

Share Price 
Number of shares issued 

(excluding treasury shares) 
Total market cap 

ROE 

(Actual) 
Trading Unit   

¥2,035 7,228,937 shares ¥14,711 million 6.6% 100 shares   

DPS (Est.) 
Dividend yield 

(Est.) 
EPS (Est.) PER (Est.) BPS (Actual) PBR (Actual)   

¥76.00 3.7% 14.85yen 137.0times ¥929.62 2.2 times   

* The share price is the closing price on October 28. The number of shares issued was obtained by subtracting the number of treasury shares 

from the number of outstanding shares as of the end of the latest quarter. ROE and BPS are the values as of the end of the previous term. 

* EPS reflect the disposal of treasury stocks (1,445,600 shares) in 1Q of the consolidated accounting period. 

－ Earnings Trends － (Unit:  Million yen or yen) 

Fiscal Year Net Sales Operating Income Ordinary Income Net Income EPS DPS 

Feb. 2012 (Actual) 34,813 1,979 1,988 1,147 153.27 20.00 

Feb. 2013 (Actual) 33,826 496 503 248 33.53 20.00 

Feb. 2014 (Actual) 36,023 775 777 374 50.36 20.00 

Feb. 2015 (Actual) 32,185 919 931 533 71.51 71.00 

Feb. 2016 (Actual) 37,131 898 890 474 68.96 75.00 

Feb. 2017(Forecast) 40,478 585 526 103 14.85 76.00 

* The forecast is from the company. The results for the term ended Feb. 2012 are non-consolidated ones. The others are consolidated ones. 

From FY 2016, the definition for net income has been changed to net profit attributable to owners of parent. 

 

This Bridge Report presents the first half of fiscal year February 2017 earnings results of Tri-Stage Inc. 
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Key Points 

 

・Tri-Stage offers comprehensive services, including creative planning, media planning, order management, and 

customer relations management, to client companies that conduct direct marketing, mainly TV-shopping, to assist 

them in increasing their sales. The company excels at promoting the sales of products by using moving images, 

and boasts plenty of TV program slots, know-how in managing orders, the abilities to analyze and store data, etc. 

It actively invests in overseas and online businesses. 

 

• The sales for 2Q of the term ending February 2017 were 22,703 million yen, up 22.8% from the same period of 

the previous year. The ad placement demand from the clients remained high and the direct marketing support 

business performed well. The volume of procurement from the media and the optimization of their allocation as 

well as the improved balance at the subsidiaries contributed to a rise in gross margin rate, and gross margin also 

grew by 26.9% to 2,489 million yen. While SG&A expenses – chiefly labor costs – rose, Tri-Stage offset this by its 

increased sales and operating income was 860 million yen, an increase of 52.7%. Both ordinary income and net 

income recorded a significant upturn. The company revised the forecast for the first half upwardly on August 12th, 

but the actual result exceeded the revised forecast. 

 

• The full year forecast has not been revised, although the company significantly revised the forecast for 2Q 

upwardly. This is because Tri-Stage is being cautious that the clients’ ad placement demand in 3Q and 4Q remains 

uncertain, albeit the cumulative total of profit in 2Q has already exceeded the full year forecast. The sales forecast 

for the term ending February 2017 is 40,478 million yen, up 9.0% year on year. The estimated operating income is 

585 million yen, down 34.8% year on year. The company regards this term as the preparation period for the 

future growth, and will actively continue to invest in M&A and the new business to achieve its mid-term business 

plan. As previously mentioned, the dividend is expected to be 76 yen based on the policy that payout ratio would 

be 100% during the period of the mid-term business plan. 

 

• We expect great results from “TV EBiS” even though its launch was slightly delayed from the initial schedule. As 

it can demonstrate the effects of the TV ads to the clients more clearly than ever before, this will act to strengthen 

its competitive advantages further. As for the operational trend, the company did not revise the full year forecast, 

but currently the clients’ ad placement demand remains strong.  We pay attention to 3Q earnings results. 

 

1. Company Overview 

Tri-Stage offers comprehensive services, including creative planning, media planning, order management, and customer 

relations management, to client companies that conduct direct marketing, mainly TV-shopping, to assist them in 

expanding their sales. The company excels at promoting the sales of products by using moving images, and boasts plenty 

of TV program slots, know-how in managing orders, the abilities to analyze and store data, etc. It actively invests in 

overseas and online businesses. 

 

【Corporate history】 

President Senoo, who was working at a leading ad agency, posted a product advertisement on a newspaper upon a request 

from a client mail-order company. The advertisement produced a favorable response, and sales of the product were 

promoted, and so the client decided to post the same advertisement on another newspaper. This time, however, the sales 

did not increase so much compared with the previous advertisement. Accordingly, the client requested President Senoo to 

lower the fee for the second advertisement. In the ad business field, such a request to discount an ad fee on an ex-post 

basis was next to nonexistent, and so President Senoo was first bewildered, but then he understood that for a mail-order 

company, the cost for advertising is not “a publicity cost” for popularizing products, but “a sales cost” to increase sales, 

and products’ sales results are the most important criterion for the evaluation of advertisement. 



Bridge report (2178) October 28, 2016                                  http://www.bridge-salon.jp/company_e 

 
 

 3 

President Senoo, who was well versed in the characteristics, etc. of advertising media because he had been working in the 

ad field for many years, considered that he would be able to develop a great business by not stopping at posting ads, but 

going further to contributing to sales growth by offering advertising know-how to mail-order companies. Then, he 

established Tri-Stage in March 2006, after having come to good terms with his ad agency company.  

Since the client companies of the ad agency became clients of Tri-Stage in the beginning of his business start-up, 

Tri-Stage grew very smoothly, and got listed in the Mothers of Tokyo Stock Exchange in August 2008, just 2 years after 

the establishment of the company.    

 

【Corporate philosophy and creed】 

The corporate philosophy is “to contribute to society as a company that strives wholeheartedly to resolve issues in order 

to properly establish bonds between our clients’ products and services and consumers,” and the company creed is “the 

consumer’s satisfaction is the client’s satisfaction, and ours.”  

 

As the corporate culture, “it is our best interest to thoroughly contribute to the sales growth of client companies.” 

 

【Market environment】 

<What is direct marketing?> 

Activity of selling products or services by displaying contact information, such as a telephone number and a URL, on the 

media, such as TV and the Internet, and communicating with consumers by telephone, email, etc. directly and 

interactively. Roughly the same as mail-order selling. 

 

<Market scale> 

The scale of the direct marketing market for product sales is estimated to be about 9.5 trillion yen in 2015. The scale has 

increased by 10.0% per year over the past decade. This growth is attributable mainly to the sales via the Internet (7.4 

trillion yen, 13.8%). 

 

The growth rate of TV-shopping is 1.5%, which is lower than that of the entire market, but its market scale is estimated to 

be 540 billion yen in 2015, indicating a steady growth. 

In the TV-shopping market, health and pharmaceutical products have the largest share of 28% with sales of about 149 

billion yen. 

 

While further strengthening the TV-shopping, which is the core business that continues to attract a large number of 

seniors, Tri-Stage will improve the online business, whose market scale is large and growth potential is high.  

 

【Business contents】 

Tri-Stage has two business segments. One is the “Direct Marketing Support Business,” which provides the companies 

that conduct direct marketing with various solutions, including the provision of media ad opportunities, such as TV 

program slots, product development, creative planning and production, and provision of know-how for order 

management, distribution, etc. The other is the “Direct Mailing Preparation Business” which encloses and sends direct 

mail and products for clients. 
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(1) Direct Marketing Support Business 

“Sales: 28,301million yen, operating income: 902million yen (results for the term ended Feb. 2016)” 

 

In order to effectively boost the sales of client companies that conduct direct marketing through mail-order sales, it is 

necessary to have various functions, including the development of products that stir the interests of consumers, the 

advertisement for highlighting the attractive features of products, the selection of appropriate media for conveying 

information, and the system for receiving orders from consumers without fail.   

 

Tri-Stage provides client companies with the above mentioned services that are necessary for direct marketing, by 

procuring from and outsourcing to ad agencies, program production companies, call centers, etc. based on its own 

know-how. The company supports the value chain from all aspects as a “company that supports direct marketing in a 

comprehensive manner.”  

Its main income source is the service fee calculated by adding remunerations, which depend on the sales of products, to 

procurement and outsourcing expenses.   

 

 (From the website of Tri-Stage) 
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◎ Overview of the service 

 

(From the website of Tri-Stage) 

As mentioned above, various functions are required for effectively increasing sales through direct marketing. Tri-Stage 

offers high added values based on its own know-how and strengths especially in the following fields: 

 

◎ Planning and proposal 

Tri-Stage make a proposition of the most appropriate medium for selling the products of client companies that conduct 

direct marketing through TV, radio, newspapers, magazines, the Internet, etc. and how much the medium should be used, 

based on its accumulated know-how, after thoroughly understanding the strategies, budgets, and other conditions of the 

client companies. 

 

◎ Creative planning support 

By taking advantage of its “long-term experience and accumulated know-how” and “original program evaluation 

system,” Tri-Stage supports the production of programs that can convey the attractive features of products to consumers 

to the maximum degree, by setting the most appropriate concept for product features and creating advertisements, 

according to the characteristics of individual media, including TV, radio, newspapers, magazines, the Internet, and mobile 

devices. Especially, Tri-Stage has great confidence in “its ability to sell products through moving images.” 

 

◎ Media planning support 

The media planning tasks, including the procurement of TV program and commercial slots and the planning of airing ads, 

are important elements that efficiently increase the contact points between consumers and products, and produce 

significant effects on the sales results of products.  

Tri-Stage has strengths in “holding efficient TV program slots” and “utilizing accumulated data and information,” and 

supports the media-based promotion plans in which consumers’ response depends on the features of products and the 

media, business plans, budgets, etc.  

 

Tri-Stage excels at procuring infomercial and commercial slots of terrestrial, BS (broadcasting satellite), CS 

(communications satellite) television, etc.  

The data accumulated in the company are associated with “the assumed number of customers” and “media fee” for each 

“day of the week,” “hours,” “ad time length,” and “media category.” Accordingly, client companies can air their ads 

anytime according to their targets at appropriate media prices. TV is the main medium, but the company can handle ads 

for radio and the Internet. 
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◎ Order management support 

As the means for receiving orders from consumers who have watched infomercials are being diversified, including 

telephone and the Internet, Tri-Stage proposes optimal methods to client companies, and undertakes the task of managing 

orders. 

Tri-Stage excels at “receiving orders from consumers efficiently,” “managing orders according to the characteristics of 

consumers and products,” etc. Especially, in TV businesses, the company possesses the know-how to manage a flood of 

responses at once. 

 

◎ Support for customer relationship management (CRM) 

Based on obtained customer data, Tri-Stage analyzes data continuously, approaches customers in an optimal manner by 

sending direct mail, etc., and promotes the up-selling and cross-selling of products, to help boost sales. 

 

(2) Direct Mailing Preparation Business 

“Sales: 8,832 million yen; operating loss: 4 million yen (results for the term ended Feb. 2016)” 

Mail customer center Co., Ltd., which is a subsidiary of Tri-Stage, sends direct mail for client companies. In addition, in 

order to increase profitability, it started the online printing service in the upstream industry, in February 2015. 

 

【ROE analysis】 

 FY 2013 FY 2014 FY 2015 FY2016 

ROE (%) 3.0  4.4  6.1 6.6 

 Net profit margin [%] 0.73 1.04 1.66 1.28 

 Total asset turnover [times] 2.87 2.87 2.50 3.25 

 Leverage [times] 1.42 1.48 1.46 1.59 

 

The company aims to achieve “an ROE (before goodwill deduction) of 10.0% for the term ending February 2018” in the 

medium-term business plan “Tri’s Next Vision 2015.”  

ROE before goodwill deducted is 7.3% in FY2015, 8.2% in FY2016. 

 

[Characteristics and strengths] 

Tri-Stage has used the 3 strengths listed below to build overwhelming competitiveness in the direct marketing support 

industry. The company believes that there is no other company in the business that can provide the same comprehensive 

support to client companies. 

 

1)Provision of Optimal Media Based on Data Analyses 

Based on the vast experience of supporting mail order business, the company selects and offers the optimal mail order 

media for products. Especially in the TV shopping program area, the company secures diverse and high-quality broadcast 

slots based on its stable relationships with TV stations and advertising agencies. The company has developed a database 

of accumulated and analyzed data results of mail order program broadcasts, which enables it to offer the media with high 

cost-effectiveness. 

 

2) Order management knowhow 

Tri-Stage has order management knowhow to effectively manage orders from consumers. 

By combining multiple call centers, they have created an order system that does not require consumers to wait, and have 

unique manuals for each product in order to enhance consumer understanding of the product. 

For direct marketing of cosmetics and health foods, it is important to have consumers that tried out products to become 

regular purchasers, and at Tri-Stage, in addition to having consumers learn more about products when they call, they are 

also provided with an explanation for the benefits of becoming regular purchasers. This method leads to a high chance of 

regular purchasing, and Tri-Stage's order management system is well regarded by client companies. 
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3)Video Producing Capabilities 

TV shopping consist of advertisements lasting 60 to 120 seconds and programs lasting between 3 and 54 minutes.  

While the company can cater for any of the above, key products are the 29 min-long TV shopping programs. The 

company possesses unique video production knowhow, in which it employs an octagonal radar chart featuring various 

points to maximize the product sales – such as program construction, item description, various elements for order 

placement – and its area is duly widened. 

The company can further fine-tune a program until it becomes a truly more “sellable” mail-order program, by visualizing 

the shift in purchasing desire throughout the program through the waveform survey using monitors. 

 

2. 1st Half of Fiscal Year February 2017 Earnings Results 

(1) Overview of results                                                  [unit: million yen] 

 2Q of the term 

ended Feb. 2016  

Composition 

ratio 

2Q of the term 

ending Feb. 2017  

Composition 

ratio 

YOY Initial forecast 

comparison 

Sales 18,491 100.0% 22,703 100.0% +22.8% +13.9% 

Gross margin 1,961 10.6% 2,489 11.0% +26.9% - 

SG&A expenses 1,398 7.6% 1,628 7.2% +16.5% - 

Operating 

income 

563 3.0% 860 3.8% +52.7% 
+163.1% 

Ordinary 

income 

563 3.0% 839 3.7% +49.1% 
+181.0% 

Net income 318 1.7% 505 2.2% +58.8% +457.4% 

 

Clients’ Ad Placing Demand Remains High: Double-Digit Increase in Sales/Profit – Far Exceeding the Plan 

Sales were 22,703 million yen, up 22.8% from the same period of the previous year. The ad placement demand from the 

clients remained high and the direct marketing support business performed well. 

The optimization of procurement volume and the improved balance at the subsidiaries contributed to a rise in gross 

margin rate, and gross margin also grew by 26.9% to 2,489 million yen. 

While SG&A expenses – chiefly labor costs – rose, the company offset this with its increased sales and operating income 

was 860 million yen, up 52.7%. Both ordinary income and net income recorded a significant upturn. 

The company revised the forecast for the first half upwardly on August 12th, but the actual result exceeded the revised 

forecast. 

 

(2) Trends by segment                                                [unit: million yen] 

 2Q of the term 

ended Feb. 2016 

Composition 

ratio 

2Q of the term 

ending Feb. 2017 

Composition 

ratio 

YOY 

Sales 18,491 100.0% 22,703 100.0% +22.8% 

DM support 

business 
14,452 78.2% 16,554 72.9% +14.5% 

DM issuance 

agency business 
4,039 21.8% 5,621 24.8% +39.2% 

Other - - 527 2.3% - 

Operating income 563 3.0% 860 3.8% +52.7% 

DM support 

business 
586 4.1% 797 3.5% +36.0% 

DM issuance 

agency business 
-22 - 50 0.2% - 

Other - - 12 0.1% - 

*Sales mean the sales toward external clients. The composition ratio of operating income means the profit margin with respect to sales. 
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◎ Direct marketing support business 

A double-digit increase in sales and profit was achieved. 

<TV Business> 

The sales and the sales component ratio of the company’s new clients (defined by the company as the clients with whom 

the company dealt for less than 2 years) are steadily increasing. On the other hand, while the actual sales of its top 5 client 

companies are on the increase, their sales component ratio, which two terms previously used to occupy more than 60%, 

has now gone below 50%, progressing the diversification of risks. 

 

The company is also working on strengthening the operational structure. 

The company has restructured the business department, while President Isao Senoo managed the business department and 

reviewed the follow-up systems for clients from March 1st, 2016. 

“Message 10” – principals needed as a business person at the company put together by Mr. Senoo himself – was 

distributed to the groups of 5 to 10 employees, in the hope of diffusing the “Senooism” further, and Mr. Senoo focuses on 

on-the-scene business operations by acting as a top sales person himself. 

These activities directly result in the stable relationship with the existing clients and the increased partnership with new 

clients. 

 

The company is working on improving the quality of the broadcast slots. 

The company has so far been operating “STEP 1” through “STEP 4” and from the current term it will start “STEP 5” and 

STEP 6” to further improve the quality of the broadcast slots, which will result in the increased cost-effectiveness and the 

stabilized gross margin. 

STEP 1 Building performance databases Building performance databases for every media slot (stations, units, regions, prices, 

product sales performances, etc.) 

STEP 2 Selecting optimal broadcast slot Selecting and offering the media slots best suited to the clients’ products and targets.  

STEP 3 Developing broadcast slot 

effectiveness indicators  

Developing indicators for the broadcast slot effectiveness to evaluate the slots objectively. 

STEP 4 Optimizing broadcast slots 

allocation 

Distributing the optimal broadcast slots according to the effectiveness indicators. 

STEP 5 Systemizing broadcast slots 

allocation 

Distributing the broadcast slots effectively and efficiently utilizing the newly developed 

system. 

STEP 6 Improving broadcast slots 

allocation speed and accuracy  

Improving the business efficiency through system integration etc. Speeding up the 

allocation of broadcast slots and aiming for an even better accuracy in pinpointing the slots. 

 

<Web Business> 

With LOCKON Co., Ltd. (3690, TSE Mothers), the company co-developed TV EBiS – a service that visualizes the 

“cross-channel customer journeys” a trend of consumers from TV mail-order programs to web purchases etc. in real time 

– which was launched on September 20th, albeit slightly later than the initial schedule.  

 

The consumers who watch the mail-order programs and advertisements on TV place orders on the phone or through 

websites.  

Until recently, telephone ordering was the main method but today the orders coming through websites are so numerous 

that they cannot be ignored anymore.  

It has been possible to quantitatively grasp the relationship between the TV and the telephone orders but, while the 

relationship between the web orders and TV was clearly indicated, it has been difficult to grasp it quantitatively and 

comprehensively.  

To tackle these problems, “TV EBiS” was developed to enable the real-time visualization of correlation between the TV 

shopping programs and the websites in each slot. Its true innovation is in that the company can now provide the off-line 

attributions (which have already been offered) in real time. 
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This makes it possible to optimize the marketing budget allocation for the company’s clients, hence an improved ROI. 

Utilizing the result of the analyses, the company will continue to actively suggest the web advertisements that are 

interconnected with the broadcast times and areas of the TV mail order programs. 

 

<Overseas Business> 

The company is strengthening the multi-channel system sales support suited to the situations in each of the following 

countries: Vietnam, Malaysia, Thailand, Singapore and Indonesia. 

In February 2016, the company affiliated “PT. MERDIS INTERNATIONAL” – the Indonesian wholesaler specialized in 

TV shopping channels business – applying the equity method, and using this company as a base, the company is 

supplying goods to the ASEAN countries. 
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In July, the company invested in Thailand’s “TV Direct Public Company Limited” with whom the company had been 

building a collaborative relationship to secure a sales base in Thailand. 

 

◎ Direct mail dispatch agency business 

With a substantial increase in sales, the company achieved its first half-year base surplus. 

Tri-Stage’s aggressive business activities based on purchases supported by the significant shipment size of “Yu-Mail” and 

“Kuroneko DM delivery” led to the favorable flow of orders coming from client companies. The company is also 

actively looking to enter into a business relationship with direct transaction partners with high-profitability and this has 

resulted in a constant increase of new clients. 

 

◎ Miscellaneous 

Tri-Stage is also developing new business areas such as the acquisition (March 2016) of “Nippon Department Store” 

where regional specialties from all over Japan are sold. 

 

(3) Financial condition and cash flow 

◎ Main BS                                                        [unit: million yen] 

 End of Feb. 2016 End of Aug. 2016  End of Feb. 2016 End of Aug. 2016 

Current assets 8,490 13,452 Current liabilities 4,169 5,410 

Cash and deposits 2,668 5,893 Trade payables 3,178 4,118 

Trade receivables 4,951 6,612 Short-term 

interest-bearing debts 

267 
366 

Securities 800 700 Income taxes payable 265 397 

Noncurrent assets 1,370 2,808 Noncurrent liabilities 279 2,376 

Property, plant and 

equipment 

264 303 Long-term 

interest-bearing debts 

98 
2,181 

Intangible assets 331 440 Total liabilities 4,448 7,786 

Goodwill 184 272 Net assets 5,412 8,498 

Investments and other 

assets 

775 2,064 Equity 5,376 
8,484 

Total assets 9,861 16,285 Total liabilities and net 

assets 

9,861 
16,285 

Cash and deposits and trade receivables increased from the end of the previous term, and so current assets grew by 4,962 

million yen and noncurrent assets increased by 1,437 million yen due to the increase in investment securities. Total assets 

increased 6,423 million yen to 16,285 million yen. 

Due to the augmentation of trade payables, etc., current liabilities increased by 1,241 million yen, and noncurrent 

liabilities increased by 2,096 million yen due to an increase in long-term interest-bearing debts. Total liabilities 

augmented by 3,388 million yen to 7,786 million yen.  

Net assets increased by 3,085 million yen to 8,498 million yen, mainly due to the decrease in treasury stock of 2,904 

million yen. 

As a result, equity ratio was 51.9%, down 2.6% from the end of the previous term. 

 

◎ Cash flow                               [unit: million yen] 

 2Q of the term ended 

Feb. 2016 

2Q of the term 

ending Feb. 2017 

Change 

Operating CF 133 -27 -161 

Investing CF 474 -1,386 -1,860 

Free CF 608 -1,413 -2,022 

Financing CF -580 4,638 +5,219 

Cash and equivalents 1,971 5,893 +3,922 
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Operating CF turned into a negative due to the increased accounts receivable, etc. Investing CF also turned into a 

negative due to the acquisition of investment securities and stocks of subsidiaries. As a result, free CF turned into a 

negative, too. 

Financing CF turned into a positive as the company partly disposed of treasury stocks. 

The cash position has risen. 

 

(4) Topics 

◎ Investments 

Tri-Stage has earmarked about 10 billion yen for investment and lending centered on M&A for the term ending February. 

2018. 

Actual investment and lending result by September 2016 was about 2.27 billion yen. 

 

During the current term, the company made the following chief investments.  

Acquired the shares of “TV Direct” (Thailand) – ASEAN’s 

largest TV mail-order company – and became affiliated. 

Ownership rate: 15% 

Acquisition date: July 20th 

Additional investment in MERDIS (Indonesia) through the 

allocation to a third party 

Ownership rate: 26.0% → 37.3% 

Acquisition date: August 17th  

Acquired the shares of the TV mail order company “JML 

Singapore”. Tri-Stage’s first overseas subsidiary. 

Ownership rate: 75% 

Acquisition date: September 1st 

 

To concentrate its operational resources to TV Direct in Thailand, the company decided to withdraw from ROSE STAGE 

in which the company had invested. The following losses have been posted: non-consolidated = 13 million yen; 

consolidated = 5 million yen. 

 

◎ New Nippon Department Store Premises Opened 

New stores of “Nippon Department Store” as introduced in the previous report opened in Yokohama Akarenga, Machida 

and Tokyo Station, where regional specialties from all over Japan are sold. 

On July 2nd, the online store “Nippon Department Store Online” was also launched. 

 

◎ Corporate Website Renewal 

On September 1st, its corporate website was renewed. 

The page structures and the design have been overhauled so the contents of its business can be more easily understood. 

Also a responsive design* has been employed to enable easier access from smartphones and tablets. 

* Responsive design 

A method of web designing in which a file is designed to adapt to various appliances and screen sizes. When adapting websites and web pages 

to multiple appliances with different screen sizes such as PC, smartphones and tablets, multiple HTML and CSS files optimized to function in 

different terminals are usually prepared and the access is controlled by methods such as HTTP redirecting. 

3. Fiscal Year February 2017 Earnings Estimates 

(1) Results forecast                                                [unit: million yen] 

 FY 2016 Composition 

ratio 

FY 2017 (forecast) Composition 

ratio 

YOY Progress rate  

Sales 37,131 100.0% 40,478 100.0% +9.0% 56.1% 

Operating 

income 
898 2.4% 585 1.4% -34.8% 

147.0% 

Ordinary 

income 
890 2.4% 526 1.3% -40.8% 

159.5% 

Net income 474 1.3% 103 0.3% -78.3% 490.3% 

＊These values were estimated by the company. 
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No change in the earnings forecast. Decrease in profit due to continued active investment towards growths despite 

increased sales. 

The full year forecast has not been revised, although the company significantly revised the forecast for 2Q upwardly. This 

is because Tri-Stage is being cautious that the clients’ ad placement demand in 3Q and 4Q remains uncertain, albeit the 

cumulative total in 2Q has already exceeded the full year forecast.  

The sales forecast for the term ending February 2017 is 40,478 million yen, up 9.0% year on year.  

The estimated operating income is 585 million yen, down 34.8% year on year.  

Tri-Stage regards this as the preparation period for the future terms growth, and will actively continue to invest in M&A 

and the new business to achieve its mid-term business plan.  

As previously mentioned, the dividend is expected to be 76 yen based on the policy that payout ratio of non-consolidated 

EPS will be 100% during the mid-term business plan. 

 

(2) Department-Based Projects  

Department Projects 

① TV Business  Establishing the models that enable horizontal expansion when operating in the 

new business types and fields 

 Improved profits by strengthening media allocation and purchase control 

 Enriching the non-media-product extra services offered by collaborating with the 

alliance partners 

① Web Business  Developing services with competitive superiority utilizing own assets 

 Building systems that enables offering services to individual clients’ needs 

② Overseas Business  Strengthening both the goods suppliers and goods distributors (overseas markets) 

 Steady business expansion of existing and future investments 

 Discovering business partners including capital alliances based on the investment 

areas indicated in the mid-term business plan 

④ DM Dispatching 

Agency Business 

 Gaining true consignors with high profitability 

 Gaining profit in areas further upstream than dispatching agencies 

⑤  Investment 

Strategies & Financial 

Strategies 

 Pushing through further M&A etc. to steadily succeed in each business department 

strategy with speed 

 Deciding on the synergies and investment possibilities on multiple immediate 

investment candidate cases both in Japan and overseas 

 Utilizing borrowed capital (loan etc.) with financial leverage in mind 

 

4. Conclusions 

We expect great results from “TV EBiS” even though its launch was slightly delayed from the initial schedule. As it can 

demonstrate the effects of the TV ads to the clients more clearly than ever before, this will act to strengthen its 

competitive advantages further.  

As for the performance trend, Tri-Stage did not revise the full year forecast but currently the clients’ ad placement 

demand remains strong.  

Although the second halves performed less favorably in recent years, the performance announcement for the current 3Q 

is eagerly awaited. 
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< Reference: Mid-term business plan "Tri's next vision 2015"> 

(1) Overview of previous 3-year plan 

The previous three-year mid-term business plan from the FY ended Feb. 2013 to the FY ended February 2015 described 

the following growth strategy, and while it was partially successful there were also some issues remaining.  

Having completed building a foundation for growth, the new mid-term business plan starting this fiscal year, "Tri's next 

vision 2015," is targeting regrowth. 

 

Growth strategy Results Issues to be solved 

TV business regrowth  Enhanced marketing (new industries/fields) 

 Improved profitability from enhanced product 

strength and cost appropriateness 

Further improve profitability, and increase 

sales 

Entering and growing the online 

market 

 Implement marketing budget distribution 

optimization service using offline attribution 

Promote use of this service and efficient 

online advertising sales 

CRM business creation and 

growth 

 Make mail customer center Co., Ltd. into a 

subsidiary 

 Enter online printing business 

Improve revenue which decreased due to 

changes in procurement environment 

Entering and growing the overseas 

market 

 Establish joint company Rose Stage in Thailand 

 Collaborate with Rakuten Malaysia in Malaysia 

Expand scale of business in each base 

 

<Summary> 

 At the beginning of the previous three-year period, existing business results were slumping. This is due to a decrease 

in appeal of the product of the broadcasting slots that much of the existing businesses consisted of, leading to a 

decrease in the number of sales broadcasting slots and decreased unit price, decreasing sales and gross profit. 

However, by reviewing media slots and carrying out flexible procurement in response to demand, product appeal 

was enhanced, which increased sales and improved profitability. 

 With this measures, near the end of the period an optimal slot allotment system for customers began operation, 

accurate sales forecasts were used to determine procurement, and a broadcast slot results database was used to 

determine appropriate procurement prices, increasing and expanding sales and recovering profitability. 
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<Main Results> 

 The main target for sales programs is the seniors market, and development of new industries in that market as well 

as clients in new industries and fields proceeded. (Health and fitness classes for women, major cram schools, major 

communications companies, etc.) 

 Tri-Stage allots approximately 30,000 TV slots to approximately 80 client companies, and previously this relied on 

human intervention. After building the slot allotment system based on the slot results database, and performing test 

runs, it was found to be 1.4 times more effective (sales in comparison to medium cost) than the previous allotment 

process. It also made the vast quantity of work more efficient, and is expected to help increase revenue in the future. 

 "How many consumers that saw the TV slot are applying using the internet?" is a major point of interest for the 

direct marketing market. Tri-Stage began the offline attribution, a service to analyze the amount of online 

applications from TV, and implemented it with 9 products for 5 companies. On average, 20% of orders come from 

the Web (for every 100 orders by phone, there are 25 online, for 20% of the total). Since the impact of TV on online 

orders was confirmed, there are plans to release online advertising products maximizing the effect of the TV and 

internet. 

 To support CRM of client companies with their consumers, a major direct mailing company Mail Customer Center 

Co., Ltd. was turned into a subsidiary in November 2012. In order to carry out business with higher revenue, an 

online printing sales service called "Merupuri" was started in February 2015, in collaboration with a printing and 

mail-order company Rakusul, Inc. 

 After expanding the business into Vietnam in October 2012, Tri-Stage entered Taiwan (January 2013), Malaysia 

(September 2013), Thailand (December 2013), and Singapore (March 2014). 

 

(2) Mid-term business plan "Tri's next vision 2015" overall vision and growth strategy 

For "Tri's next vision 2015," the three-year mid-term business plan for the FY ending February 2016 to the FY ending 

February 2018, the following vision and numerical targets were set for the end of the three years. 

 

<Vision> 

Further innovation of TV advertising for direct marketing 

Unique online marketing based on seamless integration of TV and the 

internet 

Overseas businesses with an innovative business model 

 

<Numerical targets> 

Sales: 55.5 billion yen 

Operating income (EBITDA): 2.4 billion yen 

ROE (before goodwill deduction): 10% 

 

◎Numerical targets and vision for the end of three years 

[Unit: 100 million yen] 

Sales FY 2015 

(Actual) 

FY 2018 

(Targets) 

TV business 244 370 

DM business 75 100 

Overseas business 0.3 55 

Web business 1.2 30 

Total 321 555 

 

 

 

 



Bridge report (2178) October 28, 2016                                  http://www.bridge-salon.jp/company_e 

 
 

 15 

◎ Growth strategies 

Below are the main growth strategies for each business. 

In particular, specialized personnel will be actively hired in the overseas business and online advertising business sections 

to strengthen them. 

 

Businesses Strategies 

(1) TV business  Developing clients in new industries/expanding the company’s sales programs with high sales effect 

 With procurement and slot provision based on the results of slots, increase sales and profit through increased 

effectiveness for clients 

(2) DM business  Acquisition of high-revenue actual owners (direct transaction clients) 

 Develop and expand (move upstream) new businesses (new products)  

(3) Overseas 

business 

 Multichannel marketing support business for the five ASEAN countries and Taiwan 

 Start B-to-C business in Asia in earnest (including acquisitions) 

(4) Web 

business 

 Provide services using TV advertising assets and strengths 

 Promote linked TV and online advertising products and video advertising 

 

(1) TV business 

Optimize procurement based on sales forecasts and slot results. To provide a variety of TV advertising types, in addition 

to existing infomercial types, create more effective original sales programs. In addition, for TV slot sales, continue from 

the previous mid-term plan and acquire clients in new industries as well as existing client industries. Select optimal 

program slots for clients, support sales increases appropriate to cost, and increase client satisfaction. 

 

 

(2) DM business 

In addition to acquiring direct transaction clients, promote cross sales of high-revenue products (production, printing, data 

processing, labor, etc.) to increase revenue. 

Promote approaches to printing companies with superior direct mailing through collaboration with new businesses. 

 

(3) Overseas businesses 

For the five ASEAN countries, including Indonesia, and Taiwan, carry out multichannel sales support businesses 

targeting Japanese companies. 

Tri-Stage will start B-to-C sales in earnest. This is not to become a competitor for the Japanese mail-order companies that 

are current clients, but to create bases for those client companies to expand overseas, and sell their products under 

commission or by holding their inventory. Once sales expand, Tri-Stage will support sales by the client companies 

themselves. 

Sales are steadily growing in Asia, but the situation in each country is different, and appropriate alliances for each country 

are being considered. 

By introducing attractive Japanese products to ASEAN countries, it should also be possible to contribute to the current 

Japanese government's policy of regional revitalization. 

 

(4) Web businesses 

As mentioned earlier, it has been confirmed that TV shopping programs have a significant effect on online applications. 

The skills of selling things with video developed in the TV business will be used to develop new sales methods, such as 

linked TV and online advertisements. 

 

◎ Investment strategies 

In order to quickly and effectively implement the above strategies, in the next three years, 10 billion yen will be invested 

in M&As and capital alliances. 

Cash and deposits for the balance sheet at the end of February 2015 were 5.2 billion yen, so it will be necessary to acquire 

funds. While listening to investor opinions, a variety of methods will be examined such as public offerings and loans. 
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Business Details 

TV business 3 billion yen 

DM business 0.5 billion yen 

Overseas business 4 billion yen 

Web business 2.5 billion yen 

 

◎ Finance strategies 

(1) Increasing ROE 

While carrying out aggressive M&As, the ROE before goodwill amortization that was 7.2% last FY will be raised to 

10.0% by the FY ending February 2018. 

Dividing ROE by the DuPont formula, the target for each factor will be sought as below. 

 

Divided part Policy 

Net profit margin  Increase profitability through implementation of policies for each business 

Total asset turnover  Increase sales through implementation of policies for each business 

 More compact and appropriate operating capital from rapid recovers of trade receivables, etc. 

 More effective use of assets with M&As and expansion into new business areas 

Financial leverage  Use of third-party funding for acquiring funding for business investment 

 Maintain financial soundness and consider acquisition requirements 

 

(2) Dividends 

Due to greatly exceeding the profit targets and having sufficient capital for growth businesses, the dividend payout ratio 

for the FY ended February 2015 was 100%, for 71 yen per share. 

Due to having a sufficient amount of internal reserves, and being able to acquire investment capital through public 

offerings and loans for the 10 billion yen of investment over the next three years, the dividend payout ratio for the next 

three years will also be 100%. 

 

◎ Organization strategies 

Organizational changes was carried out to speed up decision making and enhance the TV business. 

Measures Overview 

Introducing executive 

officer system 

By clarifying management and decision making functions, decision making 

will be sped up and management made more efficient. (March 2014) 

Establishment of Product 

Planning Department 

Establish the Product Planning Department (now the Media Department) to 

strategically procure and provide TV slots based on results (March 2014) 

 

An organizational system to improve governance and for expansion of new business was made. 

Measures Overview 

More external board 

members 

More external board members to improve governance (May 2015) 

Establishment of 

Management Planning 

Department 

To carry out investment quickly and accurately, hire personnel with ample 

M&A experience, and establish a new Management Planning Department 

(March 2015) 

Increase personnel for new 

businesses 

Hire specialized personnel for online and overseas businesses, make new 

businesses able to operate more swiftly. 
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<Reference2: Regarding corporate governance> 

 

◎ Organization type, and the composition of directors and auditors 

Organization type Company with audit and supervisory board 

Directors  8 directors, including 4 external ones 

Auditors 3 auditors, including 3 external ones 

 

◎ Corporate Governance Report 

The company submitted a latest corporate governance report on May 27, 2016. 

 

◎Reasons for Non-compliance with the Principles of the Corporate Governance Code 

The company fully complies with the basic principles of the corporate governance code. 

 

 

This report is intended solely for information purposes, and is not intended as a solicitation for investment. The information and opinions 

contained within this report are made by our company based on data made publicly available, and the information within this report comes 

from sources that we judge to be reliable. However, we cannot wholly guarantee the accuracy or completeness of the data. This report is not a 

guarantee of the accuracy, completeness or validity of said information and opinions, nor do we bear any responsibility for the same. All rights 

pertaining to this report belong to Investment Bridge Co., Ltd., which may change the contents thereof at any time without prior notice. All 

investment decisions are the responsibility of the individual and should be made only after proper consideration. 

Copyright(C) 2016 Investment Bridge Co., Ltd. All Rights Reserved. 

 


