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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   

¥2,091 7,469,765 shares ¥15,619 million 6.1% 100 shares   

DPS (Est.) 
Dividend yield 

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

¥54.00 2.6% 54.90 yen 38.1times ¥1,202.07 1.7 times   

* The share price is the closing price on October 16. 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. 

  

－ 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 (Forecast) 34,818 772 764 410 54.90 54.00 

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

 

This Bridge Report presents the brief profile, medium-term business plan, earnings forecast for the term ending Feb. 2016, 

etc. of Tri-Stage Inc. 

 

― Table of Contents ― 

1. Company Overview 
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3. Fiscal Year February 2016 Earnings Estimates 
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<Reference: Medium-term Business Plan “Tri’s Next Vision 2015”> 

 

 

 
President Isao Senoo 
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Officer 

Isao Senoo 

Address Shiodome Bldg., 1-2-20 Kaigan, Minato-ku, Tokyo 
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To provide the companies that conduct direct marketing with comprehensive 

solutions, including the selection of media, order receipt, effect analysis, and 

customer management.  

Year-end End of February 

URL http://www.tri-stage.jp/en/ 
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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-based mail-order 

selling, 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 Feb. 2016 were 18.4 billion yen, up 13.7% from the same period of the previous 

year. Since the mail-order market was vibrant, motivating clients to post ads, the direct marketing support business was 

healthy. Thanks to the thoroughgoing management of sales processes and the rationalization of the procurement 

amount of ad slots in the media, gross margin ratio improved. Gross margin was 1,961 million yen, up 22.6% from the 

same period of the previous year. SG&A expenses increased by double digits due to increases in personnel expenses and 

temporary costs, including anniversary event cost, but it was offset by the increase in gross margin, and operating 

income was 563 million yen, up 40.1% from the same period of the previous year. The earnings forecast for the first half 

has been revised upward. In addition, the acquisition of treasury shares was announced on Oct. 20, and it was executed 

on the following day. 

 

・The earnings forecast for the first half was revised upward, but the full-year earnings forecast has not been revised, 

because it is necessary to see the customer trend, etc. for the latter half. Sales are estimated to be 34.8 billion yen, up 

8.2% from the previous term. Sales are expected to grow for both businesses. Operating income is estimated to be 772 

million yen, down 16.0% from the same period of the previous year. For existing business, profit is estimated to increase, 

but for the online and overseas businesses, profit is estimated to decline, because the company will first invest in 

recruitment, etc. As announced in the medium-term managerial plan, dividend is to be 54.00 yen/share with the aim of 

achieving a payout ratio of 100% like the previous term. 

 

・The earnings forecast for the first half was revised upward, but the full-year earnings forecast has not been revised. 

This is mainly because the customer trend, the media environment, etc. are uncertain. However, sales till the second 

quarter seem to be healthy compared with those in the past 3 terms. Operating income for the third quarter (Sep.-Nov.) 

is estimated to be slightly lower than that for the second quarter, but it has already reached 70% of the target figure. In 

addition, since sales process management and procurement amount rationalization are continued, the possibility of a 

significant drop in profit is considered to be low. We would like to expect a lot from the new effect gauging service 

developed in cooperation with Lockon Co., Ltd., which is to be released in the near future. 

 

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-based mail-order selling, 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】 

The 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 



Bridge report (2178)  October 17, 2015                                http://www.bridge-salon.jp/company_e 

 
 

 3 

sales did not increase so much compared with the previous advertisement. Accordingly, the client requested the 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 the 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. 

The 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-based mail-order sales 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-based mail-order sales market, health and pharmaceutical products have the largest share of 28% with sales of 

about 149 billion yen. 

 

While further strengthening the TV-based mail-order sales, 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. 

 



Bridge report (2178)  October 17, 2015                                http://www.bridge-salon.jp/company_e 

 
 

 4 

 

 

(1) Direct Marketing Support Business 

“Sales: 24,667 million yen, operating income: 978 million yen (results for the term ended Feb. 2015)” 

 

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 
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for radio and the Internet. 

 

◎ 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: 7,550 million yen; operating loss: 58 million yen (results for the term ended Feb. 2015)” 

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 

ROE (%) 3.0  4.4  6.1 

 Net profit margin [%] 0.73 1.04 1.66 

 Total asset turnover [times] 2.87 2.87 2.50 

 Leverage [times] 1.42 1.48 1.46 

 

The ROE of this company is still low, but it aims to achieve “an ROE (before goodwill deduction) of 10.0% for the term 

ending Feb. 2018” in the medium-term business plan “Tri’s Next Vision 2015.”  

 

[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) Ample TV show advertising slots 

Through stable deals with advertising agencies and TV stations, Tri-Stage has ample advertising slots during TV shows. 

By carrying out mass procurement (procuring large volumes of TV slots suitable to TV mail-order sales), continual 

procurement (continuing to procure many of the same time slots), and advance procurement (procuring slots on 

Tri-Stage's decision before receiving orders from client companies), they have built a strong and stable business 

relationship with advertising agencies and TV stations. 

 

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 
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regular purchasing, and Tri-Stage's order management system is well regarded by client companies. 

 

3) Data/Information analysis and accumulation 

Based on handling a variety of products and mediums, Tri-Stage carries out accumulation and analysis of 

data/information on 1) Effective medium selection, 2) Creating programs to catch consumer interest, and 3) Efficient 

order management. 

Based on years of accumulation and analysis of data/information, they create/air programs that match the characteristics 

of products and mediums, and increase contact points of consumers and the products. 

 

 

2. 1st Half of Fiscal Year February 2016 Earnings Results 

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

 2Q of the term 

ended Feb. 2015  

Composition 

ratio 

2Q of the term 

ending Feb. 2016  

Composition 

ratio 

YOY Initial forecast 

comparison 

Sales 16,270 100.0% 18,491 100.0% +13.7% 9.6% 

Gross margin 1,600 9.8% 1,961 10.6% +22.6% - 

SG&A expenses 1,198 7.4% 1,398 7.6% +16.7% - 

Operating 

income 
402 2.5% 563 3.0% +40.1% 67.4% 

Ordinary 

income 
411 2.5% 563 3.0% +36.9% 70.0% 

Net income 237 1.5% 318 1.7% +34.1% 83.3% 

 

Increases in sales and profit due to successful measures for improving profitability 

Sales were 18.4 billion yen, up 13.7% from the same period of the previous year. Since the mail-order market stayed 

vibrant, motivating clients to post ads, the direct marketing support business was healthy. The enhancement of the sales 

activities, including the cultivation of clients in new business fields, also paid off. 

Thanks to the thoroughgoing management of sales process and the rationalization of the procurement amount of ad slots 

in the media implemented from the previous term, gross margin ratio improved. Gross margin was 1,961 million yen, up 

22.6% from the same period of the previous year, which indicates the recovery after bottoming out in the 3rd quarter of 

the term ended Feb. 2014. 

SG&A expenses increased by double digits, because of the increase in personnel cost, including bonuses, as well as 

temporary costs for anniversary events for the media, the annual meeting of shareholders, etc. However, it was offset by 

the increase in gross margin. As a result, the operating income was 563 million yen, up 40.1% from the same period of 

the previous year. 

On Sep. 24, 2015, the company revised the earnings forecast for the first half upward.  

 

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

 2Q of the term 

ended Feb. 

2015 

Composition 

ratio 

2Q of the term 

ending Feb. 

2016  

Composition 

ratio 

YOY 

Sales 16,270 100.0% 18,491 100.0% +13.7% 

DM support 

business 
12,465 76.6% 14,452 78.2% +15.9% 

DM delivery 

agency business 
3,805 23.4% 4,041 21.8% +5.5% 

Operating income 402 2.5% 563 3.0% +40.1% 

DM support 425 3.4% 586 4.1% +37.7% 
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business 

DM delivery 

agency business 
-23 - -22 - - 

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

 

◎ Direct marketing support business 

Sales and profit increased by double digits. 

The Company cultivated clients in new business fields by taking advantage of the strength in TV ad, and aired original 

mail-order programs, which were effective for selling products, as new measures, and enhanced the selling capability by 

thorough management of sales process, improved products, and cost rationalization. 

Especially in the cost rationalization, the Company adjusted the procurement amount of media ads by collecting, 

managing, and analyzing accumulated data on the basic information on TV ads, response from customers, sales volume, 

etc. and stabilized selling prices, improving profitability considerably. 

In the online business, the Company visualized offline attributions for indicating the contribution level of TV ads to 

online purchases, which was launched in Apr. 2014, and provided existing clients with the service of optimizing their 

marketing budget allocation. Although this service is charge-free, response from client companies was good, and so the 

Company proposed online ads using this service actively. 

In Aug. 2015, the Company started developing a new service of gauging the effects of ads in cooperation with Lockon 

Co., Ltd. (Mothers of Tokyo Stock Exchange, 3690), which is renowned for marketing solutions. (Details will be 

provided later.) 

 

In the overseas business, the Company strengthened multi-channel sales support according to the situation in each of 

Vietnam, Taiwan, Malaysia, Thailand, and Singapore. In Thailand, the Company started the full-scale operation of a local 

joint venture established in Dec. 2014, and concluded a business tie-up contract with TV Direct Public Company Limited, 

which is the largest mail-order company in Thailand, in Mar. 2015. Also in Malaysia, the company reached an agreement 

for the business tie-up with the Malaysian corporation of TV Direct Public Company Limited. 

 

◎ Direct mail delivery agency business 

As sales increased, operating loss was about the same as that in the same period of the previous year. 

The Company actively carried out sales activities, based on the procurement utilizing the largeness of the number of mail 

sent via “Yu-mail” and “Kuroneko DM.” Sales increased because the Company acquired new customers and the number 

of orders from existing customers was favorable, but this did not offset the cost. As a result, the company had operating 

loss. 

 

(3) Financial condition and cash flow 

◎ Main BS                                                         [unit: million yen] 

 End of Feb. 

2015 

End of Aug. 

2015 

 End of Feb. 

2015 

End of Aug. 

2015 

Current assets 11,980 12,495 Current liabilities 3,594 4,382 

Cash and deposits 5,243 4,771 Trade payables 2,631 3,253 

Trade receivables 
4,240 5,210 

Short-term 

interest-bearing debts 
411 439 

Securities 2,399 2,400 Income taxes payable 183 267 

Noncurrent assets 1,006 1,003 Noncurrent liabilities 398 326 

Property, plant and equipment 
273 268 

Long-term 

interest-bearing debts 
226 148 

Intangible assets 345 320 Total liabilities 3,993 4,709 

Goodwill 295 240 Net assets 8,993 8,790 

Investments and other assets 387 414 Equity 8,979 8,767 
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Total assets 
12,987 13,499 

Total liabilities and net 

assets 
12,987 13,499 

 

Cash and deposits decreased, but trade receivables increased from the end of the previous term, and so current assets 

grew by 514 million yen. Noncurrent assets did not change significantly, and total assets increased 512 million yen to 

13,499 million yen. 

Due to the augmentation of trade payables, etc., current liabilities increased 788 million yen, and total liabilities 

augmented 715 million yen to 4,709 million yen. Net assets dropped 203 million yen, due mainly to the decline in 

retained earnings because of dividend payment. Equity ratio was 64.9%, down 4.2% from the end of the previous term. 

 

◎ Cash flow                               [unit: million yen] 

 2Q of the term ended 

Feb. 2015  

2Q of the term 

ending Feb. 2016  

Change 

Operating CF 140 133 -6 

Investing CF -48 474 +522 

Free CF 92 608 +516 

Financing CF -176 -580 -404 

Cash and equivalents 1,475 1,971 +496 

 

Operating CF did not change significantly from the same period of the previous year. Investing CF became positive, as 

the income from the maturity of securities, and free CF grew further. 

Since dividend payment increased, financial CF decreased further. 

Cash position grew. 

 

 

(3) Topics 

◎ Purchase of treasury shares 

On Oct. 20, 2015, the Company announced that it would acquire the treasury shares, and did so on the following day.  

 

＊Reason for the acquisition of treasury shares  

The Company was informed by Prospect Asset Management Inc., which was a major shareholder, that it would sell all 

common shares it owned. 

Tri Stage decided to acquire treasury shares, because it would increase EPS and capital efficiency, return profits to 

shareholders as indicated in the medium-term managerial plan, and the acquisition of treasury shares would not affect the 

financial position significantly. 

 

For acquiring treasury shares, the company chose the method of buying treasury shares through the off-floor trading of 

treasury shares (ToSTNeT-3) for securing transparency and fairness. 

 

＊Regarding the handling of acquired treasury shares 

As for the policy for handling acquired treasury shares, the Company plans to leverage them for M&A and business 

tie-ups as central medium-term managerial measures, and as incentives for employees, such as stock options. Depending 

on the circumstances, retirement is an option. 

 

＊Details and results of the acquisition 

The Company planned to acquire “1.7 million common shares worth 3,570 million yen (upper limit), which is 22.8% of 

the total number of outstanding shares, excluding treasury shares,” and actually acquired “1,689,300 shares worth 

3,547,530,000 yen.” Major shareholders and the largest shareholder changed as tabulated below. 
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 No. of shares owned 

before the acquisition 

No. of shares owned after 

the acquisition 

Change in the order of 

major shareholders 

Prospect Asset Management Inc. 1,689,300 shares（22.61%） 0 shares（0.00%） The largest → － 

Mr. Akio Maruta (Representative director and 

chairperson of Tri-Stage) 

1,643,100 shares（21.99%） 1,643,100 shares（28.42%） The second largest 

→ The largest 

LiNK-UP Co. 745,600 shares（9.98%） 745,600 shares（12.90%） The fourth largest → 

the third largest 

＊The parenthesis represents the ratio to the total number of voting rights of shareholders. 

 

The company considers that the acquisition of treasury shares would not affect the management systems and 

performance.  

 

3. Fiscal Year February 2016 Earnings Estimates 

(1) Results forecast                                                 [unit: million yen] 

 FY 2015  Composition 

ratio 

FY 2016 (forecast) Composition 

ratio 

YOY Progress rate  

Sales 32,185 100.0% 34,818 100.0% +8.2% 53.1% 

Operating 

income 

919 2.9% 772 2.2% -16.0% 
72.9% 

Ordinary 

income 

931 2.9% 764 2.2% -18.0% 
73.7% 

Net income 533 1.7% 410 1.2% -23.1% 77.6% 

＊These values were estimated by the company. 

 

No changes to the earnings forecast. Sales grew, but profit decreased, due to the active investment in the online 

and overseas businesses. 

The earnings forecast for the first half has been revised upward, but the full-year earnings forecast has not been revised, 

because it is necessary to see the customer trend, etc. for the latter half. 

Sales are estimated to be 34.8 billion yen, up 8.2% from the previous term. Sales growth is expected for both businesses. 

Operating income is estimated to be 772 million yen, down 16.0% from the previous term. For existing business, profit is 

estimated to increase, but for the online and overseas businesses, profit is estimated to decline, because the company will 

first invest in active recruitment, etc. 

As announced in the medium-term managerial plan, dividend is to be 54.00 yen/share, with the aim of achieving a payout 

ratio of 100% like the previous term. 

 

(2) Outlook, measures, and issues in each business 

Business section Outlook, measures, and issues 

① Existing business Increases in sales and profit 

 To actively cultivate clients in new business fields, procure and sell products based 

on the data of actual effects.   

 To implement the measures of improving selling capability and product properties, 

and rationalizing cost. 

 

② Online business Increase in sales and decrease in profit 

To conduct offline attribution analysis and promote video ads, by taking advantage of 

TV advertisement. 

Active investment 

③ Overseas business Increase in sales and decrease in profit 
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To offer multi-channel mail-order support services in ASEAN + 1.  

Active investment 

④ DM delivery agency 

business 

Increases in sales and profit 

To boost the profitability of existing business, develop and expand new business. 

 

① Existing business 

＊This business is healthy, due to the synergy between clients’ enhanced willingness to post ads and the 3 measures.  

 

＊Kansai Branch was opened on Sep. 1. As the mail-order markets in Kansai, Chugoku, and Shikoku regions have large 

market scale and great potential, compared with that in Fukuoka, which is called the mail-order superpower, the 

Company aims to strengthen the business response there and improve the capability of procurement through new routes 

(securing TV ad slots). The Company aims to develop many companies that sell products by mail order, in cooperation 

with local broadcasters, and expand the mail-order market in Kansai. 

 

＊On Aug. 25, the company launched “KINO-ad,” which is a consulting service regarding advertisement expression of 

“functionality indicating food products*.” 

As the pioneer in the sale of functionality indicating food products, the Company offers this service as a prior investment. 

By utilizing the experience of passing screening for an enormous amount of ads on healthy food products, the company 

introduces the cases of ad screening, and gives advices about ad text and copywriting for passing ad screening, to increase 

clients.  

 

*What is a functionality indicating food product? 

A foot product registered in Consumer Affairs Agency as a product whose package indicates its functionality based on scientific grounds on 

the manufacturer’s own responsibility. The food products that can indicate their functionalities had been limited to specific healthy products 

approved individually by the national government and the nutritional food products that satisfy the criteria specified by the national 

government, but a functionality indicating food product was adopted in Apr. 2015, for the purposes of increasing the variety of products 

indicating their functionalities in an understandable manner and allowing consumers to select from a wider array of products. It is possible to 

indicate the functionalities of individual food products that are expected to attain specific health goals (maintaining and improving health 

conditions), such as “This product will improve your bowel activity” and “This product will curb the absorption of fat.” 

 

② Online business 

In Aug. 2015, the Company announced that it would develop a new effect gauging service, which can visualize the trend 

of consumers who purchase products online after watching infomercials and TV commercials on a real-time basis, in 

cooperation with Lockon Co., Ltd. (Mothers of Tokyo Stock Exchange, 3690). This service is under development, slated 

to be released 3 months later. 

 

Conventionally, most customers of TV shopping purchased products via call centers, and it was easy to grasp the 

marketing effect. However, as PCs and smartphones have been distributed, some customers buy products online after 

watching TV shopping programs, diversifying purchase routes. Therefore, it became difficult to gauge the marketing 

effect accurately. 

 

In order to measure the effects of ads in such a case, the Company has operated an offline attribution, which clarifies the 

contribution level of TV to online purchase based on statistical analysis and optimizes ad posting, but it was necessary to 

accumulate a lot of data. Analysis was time-consuming, and it was impossible to analyze detailed results for each slot of 

infomercials and TV commercials. 

 

In this situation, the Company decided to collaboratively develop a new effect gauging service for visualizing 

“Cross-channel Customer Journey,” the cross-media trend of consumers buying products after watching TV shopping 

programs, which has been difficult to grasp, by combining the data on offline purchase routes for each slot of 

infomercials and TV commercials the Company owned and the data on online purchase routes of AD EBiS, which is 
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operated by Lockon Co., Ltd. and is recognized as the tool that has the largest share in the online ad effect measurement 

in Japan. 

 

This is expected to enable the accurate measurement of the effects of TV mail-order marketing and lead to the 

actualization of the high-speed, optimal PDCA (plan, do, check, and act) cycle and the improvement in cost-effectiveness. 

In addition, Tri-Stage will be able to contribute to the increase in sales of advertisers by proposing the optimization of ad 

budget allocation based on this effect gauging service.  

 

③ Overseas business 

* In Thailand (Mar.) and Malaysia (Jun.), the Company set up an alliance with TV Direct, which is an influential local 

mail-order company. 

 

* In Jul. 2015, the company participated in “the 3rd Council for Promoting the Development of Local Specialties” of 

Cabinet Office, and became a member of the executive committee for “Local Specialty of the Year” to be sponsored by 

Cabinet Office. 

 

“Local Specialty of the Year” offers incentives so that each local community will actively seek products that could 

support their future and engage in activities for attracting visitors. The executive committee is composed of the Company, 

Yahoo Japan Corporation, JTB Corporation, Rakuten, Inc., and Dentsu Inc. 

 

Along with the knowledge of direct marketing the Company possesses, “utilization of direct marketing for local 

vitalization,” an initiative undertaken by the Company and Japan Specialty Promotion Organization (JASPO), an 

organization the Company supports, was highly evaluated by the national government, expecting that the company will 

serve as one of local development operators. 

At present, the Company operates overseas business in the 5 countries: Taiwan, Malaysia, Thailand, Singapore, and 

Vietnam, and plans to assist Japanese mail-order companies in entering overseas markets and introduce the local 

specialties boasted by municipalities and local communities, with which the Company fostered cooperation at the 

“Council for Promoting the Development of Local Specialties.” 

 

4. Conclusions 

The earnings forecast for the first half was revised upwardly, but the full-year earnings forecast has not been revised. 

This is mainly because the customer trend, the media environment, etc. are uncertain. However, the sales till the second 

quarter were favorable, compared with those in the past 3 terms. 

Operating income for the third quarter (Sep.-Nov.) is estimated to be slightly lower than that for the second quarter, but it 

has already reached 70% of the target figure. In addition, since sales process management and procurement amount 

rationalization are continued, the possibility of a significant drop in profit is considered to be low.  

We would like to expect a lot from the new effect gauging service developed in cooperation with Lockon Co., Ltd., which 

is to be released in the near future. 
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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 Feb. 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> 
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 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. 

 

<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 Feb. 2016 to the FY ending Feb 

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) 
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TV business 244 370 

DM business 75 100 

Overseas business 0.3 55 

Online advertising 

business 

1.2 30 

Total 321 555 

 

◎ 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) Online ad 

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) Online ad businesses 

As mentioned earlier, it has been confirmed that TV mail-order sales programs have a significant effect on online 
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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. 

 

Business Details 

TV business 3 billion yen 

DM business 0.5 billion yen 

Overseas business 4 billion yen 

Online advertising 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 Feb. 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 Feb. 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 To carry out investment quickly and accurately, hire personnel with ample 
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Management Planning 

Department 

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. 

 

 

 

 

 

 

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. 
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