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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   

¥1,814 7,229,044 shares ¥13,113 million 6.6% 100 shares   

DPS (Est.) 
Dividend yield 

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

¥76.00 4.2% 17.83 yen 101.7times ¥929.62 1.9 times   

* The share price is the closing price on June 8. 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 (Actual) 37,131 898 890 474 68.96 75.00 

Feb. 2017(Forecast) 40,478 585 526 103 17.83 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 fiscal year February 2016 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-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 the term ended February 2016 were 37,131 million yen, up 15.4% from the previous term. As the 

mail-order market was thriving in the first half, clients were motivated to post their ads, and so the direct 

marketing support business of Tri-Stage was healthy. In addition, the efforts for improving sales capacity by 

cultivating clients in new fields bore fruit. As gross margin ratio increased through the rigorous sales process 

management and the optimization of the procurement amount of slots in the media from the previous term, gross 

profit increased 12.0% year on year to 3,576 million yen. As the company increased employees for the mid to 

long-term growth, SG&A expenses augmented, and operating income declined 2.3% year on year to 898 million 

yen. But both sales and profit exceeded respective initial estimates. 

 

・The sales for the term ending February 2017 are estimated to be 40,478 million yen, up 9.0% from the previous 

term. Operating income is estimated to be 585 million yen, down 34.8% from the previous term. Considering the 

term ending February 2017 as the preparation period for further growth, Tri-Stage will proceed with M&A and 

investment in new business for completing the mid-term business plan. Dividend is estimated to be 76 yen per 

share, based on the policy of setting payout ratio at 100% during the period of the mid-term business plan. 

 

・The motivation of specific major clients to post ads weakened from the 2nd half of the previous year, and so the 

operating income for the 4th quarter was low, although the full-year results exceeded the initial estimates. In this 

trend, the company is observing the performance for this term with their discreet eyes. Its share price is being 

around the lowest for the year. This term is the period for sowing seeds for achieving “sales of 55.5 billion yen, an 

operating income (EBITDA) of 2.4 billion yen, and an ROE after goodwill deduction of 10% for the term ending 

February 2018.” We would like to see not only the recent results, but also whether or not the company will 

conduct investment, including M&A, without fail. On March 3, 2016, Tri-Stage marked the 10th anniversary of 

the establishment. As Tri-Stage has entered the “second founding phase” defined by President Senoo, we would 

like to pay attention to the company’s growth path in the coming 10 years.  

 

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 

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 
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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. 
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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 
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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: 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 Feb. 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) 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. Fiscal Year February 2016 Earnings Results 

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

 FY ended Feb. 

2015 

Composition 

ratio 

FY ended Feb. 

2016 

Composition 

ratio 

YOY Initial forecast 

comparison 

Sales 32,185 100.0% 37,131 100.0% +15.4% +6.6% 

Gross profit 3,192 9.9% 3,576 9.6% +12.0% - 

SG&A expenses 2,273 7.1% 2,678 7.2% +17.8% - 

Operating 

income 
919 2.9% 898 2.4% -2.3% +16.3% 

Ordinary 

income 
931 2.9% 890 2.4% -4.4% +16.5% 

Net income 533 1.7% 474 1.3% -11.0% +15.8% 

 

Sales grew by double digits, but profit dropped due to prior investment. The results exceeded the initial estimates. 

Sales were 37,131 million yen, up 15.4% from the previous term. As the mail-order market was thriving in the first half, 

clients were motivated to post their ads, and so the direct marketing support business of Tri-Stage was healthy. In addition, 

the efforts for improving sales capacity by cultivating clients in new fields bore fruit. 

As gross margin ratio increased through the rigorous sales process management and the optimization of the procurement 

amount of slots in the media from the previous term, gross profit increased 12.0% year on year to 3,576 million yen.  

As the company increased employees for the mid to long-term growth, SG&A expenses augmented, and operating 

income declined 2.3% year on year to 898 million yen. But both sales and profit exceeded respective initial estimates. 

The number of employees as of the end of the term was 157 for the parent company, 19 for subsidiaries, and 176 in total, 

up 21 from the end of the previous term. 

 

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

 FY ended Feb. 

2015 

Composition 

ratio 

FY ended Feb. 

2016 

Composition 

ratio 

YOY 

Sales 32,185 100.0% 37,131 100.0% +15.4% 

DM support business 24,667 76.6% 28,301 76.2% +14.7% 

DM dispatch agency business 7,517 23.4% 8,829 23.8% +17.5% 

Operating income 919 2.9% 898 2.4% -2.3% 

DM support business 978 4.0% 902 3.2% -7.7% 

DM dispatch agency business -58 - -4 - - 

＊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 

Sales grew by double digits, but profit declined. 

 

<TV business> 

Tri-Stage made efforts to increase clients in new fields, and the sales from new clients with whom the company started 

making transactions in the past 2 years increased 78% year on year to 3.6 billion yen. As a new measure, the company 

produced original infomercials, which are effective for selling products, and kept brushing up sales capacity and product 

competitiveness, and rationalizing costs. 

For improving sales capacity, the company tightened the management of sales processes. In September 2015, Kansai 

Branch was established. 

For enhancing product competitiveness, the company launched KINO-ad, a consultation service for advertisement of 

functionality indicating food products in August 2015. 

For cost optimization, the company gathered, managed, and analyzed the accumulated basic information on TV slots and 

performance data on the number of responses, sales volume, etc., optimizing the procurement amount of slots in the 

media and stabilizing selling prices. 

Thanks to the above mentioned efforts and the increase of advertisements, sales and gross profit were both favorable in 

the first half, but clients’ motivation to post ads weakened in the late 3rd quarter, and the performance of the company 

became sluggish. 

 

＜Online business＞ 

Tri-Stage actively promoted the advertising proposals on websites based on the service of visualizing the degree of 

contribution of infomercials (offline attribution) to online purchase and optimizing the marketing budgets of client 

enterprises. At present, the company is developing new ad effect measurement services in cooperation with Lockon Co., 

Ltd., which has the experience of offering marketing solutions. 

 

＜Overseas business＞ 

Tri-Stage intensified multi-channel sales support in Vietnam, Taiwan, Malaysia, Thailand, Singapore, and Indonesia, 

while fine-tuning the support to suit the situation of each country. The company proactively engaged in overseas business. 

In Thailand, for example, the company started full operation of Rose Stage Co., Ltd., a joint venture that had been 

established in December 2014. The company also formed business alliances with leading mail-order supporting 

companies in Thailand and Malaysia. 

In Indonesia, the company acquired 26% of the shares of PT Merdis International, a distributor of products for TV 

shopping channels in Indonesia. 

 

On the other hand, Tri-Stage increased workers for implementing measures specified in the mid-term business plan. This 

and other factors contributed to an increase in cost. 

 

◎Direct mail delivery agency business 

Due to the double-digit sales growth, operating loss shrank.   

The company’s subsidiary Mail Customer Center Co., Ltd. reported robust sales based on the procurement taking 

advantage of the scale effect brought by major direct mail services “Yu-Mail” and “Kuroneko DM.” The number of 

orders from new and existing customers was favorable. Although there was operating loss, EBITDA significantly 

increased by 112.1% year on year. This trend is expected to keep contributing to the consolidated results this term and 

later. 
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(3) Financial condition and cash flow 

◎ Main BS                                                       [unit: million yen] 

 End of Feb. 

2015 

End of Feb. 

2016 

 End of Feb. 

2015 

End of Feb. 

2016 

Current assets 11,980 8,490 Current liabilities 3,594 4,169 

Cash and deposits 5,243 2,668 Trade payables 2,631 3,178 

Trade receivables 
4,240 4,951 

Short-term 

interest-bearing debts 
411 267 

Securities 2,399 800 Income taxes payable 183 265 

Noncurrent assets 1,006 1,370 Noncurrent liabilities 398 279 

Property, plant and equipment 
273 264 

Long-term 

interest-bearing debts 
226 98 

Intangible assets 345 331 Total liabilities 3,993 4,448 

Goodwill 295 184 Net assets 8,993 5,412 

Investments and other assets 387 775 Equity 8,979 5,376 

Total assets 
12,987 9,861 

Total liabilities and net 

assets 
12,987 9,861 

 

Current assets dropped 3,490 million yen year on year, as trade receivables increased while cash and deposits decreased 

due to the acquisition of treasury shares, etc. Noncurrent assets grew 364 million yen year on year, because investment 

securities increased through the acquisition of shares in Indonesia, etc. Total assets declined 3,125 million yen year on 

year to 9,861 million yen. 

 

Due to the increase in trade payables, etc., current liabilities augmented 574 million yen, and total liabilities rose 455 

million yen year on year to 4,448 million yen. Net assets dropped 3,581 million yen, because treasury shares increased 

3,547 million yen and so on. As a result, equity ratio decreased by 14.6% from the end of the previous term, but it still 

stands at 54.5%, indicating that the financial ground remains stable. 

The ROE before goodwill deduction was 8.1%. 

 

◎ Cash flow                               [unit: million yen] 

 FY ended Feb. 2015 FY ended Feb. 2016 Change 

Operating CF 605 718 +112 

Investing CF -61 4,358 +4,419 

Free CF 544 5,077 +4,532 

Financing CF -160 -4,351 -4,191 

Cash and equivalents 1,943 2,668 +725 

 

Operating CF further increased. Investing CF became positive due to the decrease in payments into time deposits, etc. 

Consequently, free CF further expanded. 

Through the acquisition of treasury shares, financing CF dropped further. 

The cash position improved. 

 

 

(3) Topics 

◎ Dividend estimates revised again 

On Dec. 28, 2015, the estimated dividend per share for the term ended February 2016 was increased from 54.00 yen to 

60.00 yen, considering the acquisition of treasury shares, but it was increased further to 75.00 yen, taking into account 

that the EPS in the non-consolidated results for the term ended February 2016 was 75.68 yen, under the policy for 

achieving a payout ratio of 100% in the period of the mid-term business plan. 
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◎ A subsidiary took over the “Nippon Department Store” business which retails Japanese specialty goods and 

popular products.  

Through the absorption-type company split with the consolidated subsidiary Tri-Stage Retailing Co., Ltd. being the 

successor company, the company took over the “Nippon Department Store” business, which retails Japanese specialty 

goods and popular products, from Contan Co., Ltd. (Taito-ku, Tokyo). 

 

＜Purpose of taking over the “Nippon Department Store” business＞ 

In the mid-term business plan, Tri-Stage aims to expand its business actively based on M&As mainly in the fields of 

websites, overseas business, etc. by setting the investment limit at 10 billion yen, in addition to the existing business of 

supporting infomercial business. The Japanese direct marketing market remains on an expansionary track due to the 

healthy performance of infomercials and the growth of EC, but the competitions for selling food products for beauty and 

health, which are the core products of clients, got fierce. Accordingly, it was imperative to handle new products and 

secure new sales channels other than TV and radio. 

Considering that the “Nippon Department Store” operation would be effective for solving the above problem and taking 

account of the situation of Contan, the company decided to take over the business. 

 

＜Outline of Contan Co., Ltd.＞ 

Under the theme “Japanese manufacturing and excellent products,” Contan operates the retailing business with the brand 

“Nippon Department Store,” which handpicks and sells specialty goods and popular products around Japan, and runs 6 

stores mainly in major commercial facilities in the Tokyo Metropolitan Area. For local producers, it is an effective means 

for securing sales channels in the Tokyo Metropolitan Area. 

Compared with pilot shops established in Tokyo by each prefecture, Nippon Department Store handles attractive products 

from around Japan, and so its customers range broadly from Japanese people to foreign visitors. It is also supported by 

the governmental campaign for “vitalizing local economies.” Accordingly, the average sales growth rate in the past 3 

years exceeds 50%, indicating rapid growth. 

In these circumstances, major commercial facilities strongly requested the company to open Nippon Department Store in 

order to acquire the demand from foreign visitors to Japan, which aims to become a tourism-oriented country. And so it 

became necessary to address the issues such as procuring funds and dealing with many clients’ needs for infomercials, 

e-commerce shops, and overseas business operation. 

 

 

＜Future deployment＞ 

On March 1, 2016, Tri-Stage Retailing Co., Ltd. was renamed Nippon Department Store Inc. 

By taking full advantage of the experience and achievements accumulated through the direct marketing support of 

Tri-Stage and its firm financial ground, Nippon Department Store Inc. will expand sales channels, including TV, radio, 

and e-commerce, accelerate the opening of new shops of “Nippon Department Store” in Japan, and implement growth 

strategies for overseas business mainly in Southeast Asia, by utilizing overseas footholds of the Tri-Stage Group in 

Thailand, Indonesia, etc. 

It is expected that the above mentioned business transfer will facilitate the sustainable and further growth of the “Nippon 

Department Store” business, and then lead to the significant growth of the Tri-Stage Group. 

 

◎ Conclusion of a capital and business alliance agreement with Sojitz Corporation 

On April 19, 2016, Tri-Stage signed a capital and business alliance agreement with Sojitz Corporation. 

 

＜Background of the conclusion of the capital and business alliance agreement＞ 

In the ongoing mid-term business plan, Tri-Stage has adopted M&A strategy mainly in the fields of websites and overseas 

business as part of its growth strategy, and set the investment limit at 10 billion yen. Especially outside Japan, the 

company is promoting business expansion with prospects of entry to the retail market, in addition to the infomercial 

support business. 
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Meanwhile, Sojitz, Japan’s leading general trading company, has a multitude of experience, networks, and know-how in 

the business fields of automobiles, food, resources, airlines, retail, etc. in and outside Japan. Especially in the retail 

business, Sojitz actively conducts the business of distributing food and operating commercial facilities mainly in Asia, 

including Japanese shopping centers. 

 

The two companies concluded that they would be able to enhance their corporate value further by combining Tri-Stage’s 

know-how of direct marketing support and Sojitz’s experience of retail business and overseas network, and then decided 

to sign the capital and business alliance agreement. 

 

In order to maximize the effects of the business alliance, Sojitz considered that it is important to own the shares of 

Tri-Stage and foster a firm relation for a long time to come, and formed not only business partnership but also capital 

alliance with Tri-Stage. 

 

＜Contents of the capital and business alliance＞ 

Contract Contents 

Business 

alliance 

① To expand the overseas businesses of the two companies, by mutually using the network of general 

trading firms and overseas business know-how of Sojitsu and the existing overseas business and new 

investment business of Tri-Stage. 

② To accelerate the opening of new real stores of the Tri-Stage Group and grow them sustainably, by 

mutually using Sojitz’s know-how to operate commercial facilities and Tri-Stage’s know-how to run real 

stores. 

③ To promote the omni-channel business by combining Tri-Stage’s infomercial and e-commerce 

businesses, sales channels, including real stores, and Sojitz’s information and networks inside and 

outside Japan. 

Capital 

alliance 

It was agreed that 1,445,600 common shares owned by Tri-Stage would be acquired by Sojitz through 

disposition of treasury shares. Tri-Stage confirmed, orally and through the capital and business alliance 

agreement, that Sojitz would hold the shares in the mid or long term for enhancing the effectiveness of the 

business alliance and developing mid to long-term partnership. 

 

＜Regarding the disposal of treasury shares through the allocation to a third party＞ 

In this capital alliance, 1,445,600 treasury (common) shares owned by Tri-Stage was disposed of with the disposal price 

being 2,100 yen per share, through the third-party allocation to Sojitz, on May 12, 2015. 

 

The fund of 3,030 million yen procured through the disposal of treasury shares is to be used for the M&A with an 

enterprise that could expand the business field and improve corporate value outside Japan, during a period from May 

2016 to February 2018. 

 

3. Fiscal Year February 2017 Earnings Estimates 

(1) Results forecast                                         [unit: million yen] 

 FY ended Feb. 

2016 

Composition 

ratio 

FY ending Feb. 

2017 (forecast) 

Composition 

ratio 

YOY 

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

Operating income 898 2.4% 585 1.4% -34.8% 

Ordinary income 890 2.4% 526 1.3% -40.8% 

Net income 474 1.3% 103 0.3% -78.3% 

*The estimated values are from the company. 
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Despite sales growth, profit is estimated to decline due to the continuation of active investment for growth. 

Sales are estimated to be 40,478 million yen, up 9.0% year on year. 

Operating income is estimated to be 585 million yen, down 34.8% year on year. 

Considering the term ending February 2017 as the preparation period for further growth, the company will proactively 

carry out M&A and investment in new business for completing the mid-term business plan. 

As mentioned above, dividend is to be 76 yen per share, under the policy for setting payout ratio at 100% during the 

period of the mid-term business plan. 

 

(2) Activities of each business section  

Business section Activities 

① TV business  To establish a model that can be applied horizontally for sales promotion in new 

businesses and fields. 

 To increase profitability by improving media allocation and procurement control. 

 To enrich the provision other than the media and products in cooperation with 

alliance partners. 

② Website business  To develop services with competitive advantages by utilizing the assets of the 

company. 

 To develop a system for offering services according the needs of individual 

clients. 

③ Overseas business  To enhance business activities from the two aspects: product supply destinations 

and product buyers (overseas markets). 

 To expand the business of existing and future investment targets. 

 To seek business partners including capital alliance, etc. based on the investment 

limit announced in the mid-term business plan. 

④ Direct mail delivery 

agency business 

 To find profitable authentic shippers. 

 To earn profit in the field upstream of delivery agency business. 

⑤ Investment and 

financial strategies 

 To keep actively proceeding with M&A, etc. for implementing the strategies of 

each business swiftly and successfully. 

 To seek the synergetic effects of current multiple investment transactions inside 

and outside Japan, and judge whether or not to conduct investment.  

 To utilize borrowed capital (such as debts) while considering financial leverage.  

 

 

4. Conclusions 

The motivation of specific major clients to post ads weakened from the 2nd half of the previous year, and so the operating 

income for the 4th quarter was low, although the full-year results exceeded the initial estimates. In this trend, the company 

is observing the performance for this term with their discreet eyes. Its share price is being around the lowest for the year.  

This term is the period for sowing seeds for achieving “sales of 55.5 billion yen, an operating income (EBITDA) of 2.4 

billion yen, and an ROE after goodwill deduction of 10% for the term ending February 2018.” We would like to see not 

only recent results, but also whether the company will conduct investment, including M&A, without fail. On March 3, 

2016, Tri-Stage marked the 10th anniversary of the establishment. As Tri-Stage has entered the “second founding phase” 

defined by President Senoo, we would like to pay attention to the company’s growth path in the coming 10 years. 
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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> 

 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 
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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) 

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 
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 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 

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 
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◎ 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 

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. 

 

 

 

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. 
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