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Progress has been solid against financial results forecasts

• The flagship store performed solidly, with membership growing and GMV ending higher year on year.

• The number of products of other companies’ brands we handle increased, and steady progress was made in 
preparation for further expansion of our product lineup in the second half of the year.

• GMV of marketplace stores fell short year on year, due to a reactionary decline in demand from the previous year, in 
which demand rose.

Overview

LOWYA business

• After marking a historical high in 1Q, GMV of DOKODEMO hit 773 million yen, setting another record 
high (on a quarterly basis).Overview

DOKODEMO business

Financial Highlight

Overview of 
Company-wide 

Results 

* GMV: Gross Merchandise Value

4,072 million yen

99 million yen

Net sales

Operating profit

2Q

4,267 million yen

773 million yen

GMV（LOWYA）

GMV（DOKODEMO）

(YoY: 24.3%)

(YoY: -%  *Due to application of new

Revenue Recognition Standard from this period.)

(YoY: 165.8%)

(YoY: 95.4%)
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LOWYA business is a D2C business of furniture and interior sundries*
However, the method for recognizing sales of products of other companies’ brands may be changed in the 
future
DOKODEMO business is a cross-border e-commerce platform business that has a model that earns 
commissions according to the value of merchandise sold

Difference in Sales Recognition Methods

Net Sales

GMV
Gloss

Merchandise
Value

Promotion
Expenses* Net Sales

* D2C (Direct to Consumer) is a format of business that involves direct sales exclusively online.
* Due to the application of new Revenue Recognition Standard, starting in the fiscal year ending March 31, 2022, net sales are recognized at a value obtained by subtracting the value of coupons used, marketplace points granted, etc. 

from the value of merchandise sold (For an overview of the impact of the new Revenue Recognition Standard, please see Appendix.).

* In the current trial phase, the above calculation formula is used to recognize sales of products of other companies’ brands as well, in principle, 
though the method for recognizing sales of products of other companies’ brands may be changed.

GMV
Gloss

Merchandise
Value

Take Rate
Commission Rate
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Financial Results for the Three Months Ended September 30, 2021

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2021 (New Revenue 

Recognition Standard 
retrospectively applied)

Fiscal year ending
Mar. 31, 2022 YoY

2Q results Sales ratio 2Q results Sales ratio 2Q results Sales ratio

Net sales 4,534 100.0% 4,372 100.0% 4,072 100.0% -

Gross profit 2,724 60.1% 2,563 58.6% 2,259 55.5% -

SG&A 
expenses 2,315 51.1% 2,153 49.3% 2,159 53.0% -

Operating 
profit 409 9.0% 409 9.4% 99 2.4% 24.3%

(-309)

Ordinary 
profit 416 9.2% 416 9.5% 106 2.6% 25.5%

(-310)

Profit 253 5.6% 253 5.8% 65 1.6% 25.9%
(-187)

Net sales: 4,072 million yen, Operating profit: 99 million yen

(Million yen)

* Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this document.
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Financial Results for the Six Months Ended September 30, 2021 (1Q-2Q Cumulative)

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2021 (New Revenue 

Recognition Standard 
retrospectively applied)

Fiscal year ending
Mar. 31, 2022 YoY

1Q-2Q results Sales ratio 1Q-2Q results Sales ratio 1Q-2Q results Sales ratio

Net sales 9,883 100.0% 9,539 100.0% 8,587 100.0% -

Gross profit 5,894 59.6% 5,551 58.2% 4,790 55.8% -

SG&A 
expenses 4,736 47.9% 4,392 46.0% 4,444 51.8% -

Operating 
profit 1,158 11.7% 1,158 12.1% 345 4.0% 29.8%

(-812)

Ordinary 
profit 1,173 11.9% 1,173 12.3% 358 4.2% 30.5%

(-815)

Profit 714 7.2% 714 7.5% 223 2.6% 31.2%
(-490)

Net sales: 8,587 million yen, Operating profit: 345 million yen

(Million yen)

* Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this document.
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Progress against Financial Results Forecast for the Fiscal Year Ending March 31, 2022 

Profit

Ordinary profit

Operating profit

Net sales

223

8,587

345

(Million yen)

358

2Q results Lower 
forecast

Upper
forecast

Progress rates 
(against upper to lower forecast）

20,500

1,300

1,330

798

19,000

1,030

1,000

618

42 ～ 45%

27 ～ 35%

27 ～ 35%

28 ～ 36%

The plan was formulated to factor in our expectations that both sales and profits will grow in the second 
half of the year, in which furniture demand rises
However, a close watch is needed as e-commerce demand may weaken, depending on the lifting of the 
state of emergency and a trend in economic stimulus measures
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Progress of the Business Plan for the Fiscal Year Ending March 31, 2022 

* The net increase in the number of staff is irrespective of their employment types.

• Executed an investment worth 46 million yen (recorded as a loss), as in the initial forecast

LOWYA business

and other R&D

DOKODEMO business

Net sales
• While the flagship store posted higher GMV year on year, marketplace stores suffered from a reactionary decline in 

demand from the previous year, in which demand rose

Operating profit before additional investment
• Cost of sales ratio was higher than the initial forecast, but 

delivery expenses improved.
• Plan to build up profits in the second half of the year, 

in which furniture demand rises 
Operating profit after additional investment

Strengthened recruitment in all categories
with a focus on engineers and increased 20
engineers compared to March 31 

Investments have been planned to concentrate
in the second half. However, its amount and scope
will be adjusted based on profit before investment

Recruitment
expenses

Marketing
investment

Planned operating profit

Emphasizing the mid-term expansion of GMV in LOWYA Business, 
execute additional investments in addition to expenditures necessary for normal business operation

1,300～1,700 million yenOperating profit 
before 

additional 
investment Operating profit ratio: 6.8%～8.3%

1,000～1,300 million yen

Operating profit 
after

additional 
investment

Additional investment:

MAX 500 million yen
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Quarterly Net Sales and Operating Profit

* Due to the application of the new Revenue Recognition Standard from the fiscal year ending March 31, 2022, net sales for the fiscal year ended March 31, 2021 and prior periods have been restated by retrospectively applying the new Revenue Recognition Standard. 
* Due to the application of the new Revenue Recognition Standard to DOKODEMO business, net sales for 1Q of the fiscal year ending March 31, 2022 have been partially revised.

(Million yen)

Though net sales and operating profit fell short year on year, they trended higher than the pre-COVID-19 
pandemic levels

3,270 
2,868 

3,413 3,333 3,230 3,257 3,069 
3,572 

5,166 
4,372 

4,094 
4,737 4,514 4,072 

71 

(95)
(142) (129)

7 20 

(14)

102 

748 

409 

249 

417 

245 

99 

-200

0

200

400

600

800

-2,000

0

2,000

4,000

6,000

8,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Net sales (Left) Operating profit (Right)

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022
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Fiscal year ended
Mar. 31, 2019

Quarterly SG&A Expenses Ratio (against Net Sales) 

7.7 8.0 7.5 7.2 7.3 6.8 7.4 6.6 5.7 6.0 5.7 5.7 6.2 6.3

16.8 16.6 17.7 18.1 18.4 18.5 18.5 18.4 
17.2 16.0 16.5 16.2 15.8 15.3 

10.5
13.0 11.9 11.5 11.9 11.6 12.6 12.1

8.1 10.4 11.3 10.6 11.0 12.3

10.7
12.2 12.9 15.1 12.9 12.2

13.0
11.0

8.3
10.7

11.3
9.9 10.3

11.7

2.5

2.9 2.6
2.2

2.0
1.7

1.3

0.6

0.6

1.0
1.1

0.9 1.0
1.2

2.2

2.7 3.0 2.0
1.9 3.4

2.6

3.4

3.1

4.7
5.0

4.9 5.4
5.3

50.3 

55.3 55.6 56.1 54.4 54.2 55.3 
52.2 

43.0 

48.7 
51.0 

48.1 49.8 
51.9 

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Advertising expenses

R&D expenses, etc.

Fixed costs

Personnel expenses

Delivery expenses

Selling expenses

(%)

Both variable costs and fixed costs progressed stably

*1

*2

*3

Net expenditure of 
DOKODEMO 
Business and other 
R&D expenses.
Includes salaries and 
allowances.
Includes sales 
commissions.

* The SG&A expense ratio shows the ratio against net sales. Due to the application of the new Revenue Recognition Standard from the fiscal year ending March 31, 2022, net sales for the fiscal year ended March 31, 2021 and prior 
periods have been restated by retrospectively applying the new Revenue Recognition Standard. Furthermore, revenue related to DOKODEMO Business and to research and development expenses is excluded from net sales used as the 
basis for the calculation of the SG&A expense ratio, and therefore this data does not match the SG&A expense ratio on the statement of income.

Fiscal year ending
Mar. 31, 2022

*1

*2

*3

Fiscal year ended
Mar. 31, 2020

Fiscal year ended
Mar. 31, 2021
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Balance Sheet

As of March 31, 
2021

As of 
September 30, 

2021 

As of March 31, 
2021

As of 
September 30, 

2021 

Current assets 6,892 5,896 Current liabilities 3,023 2,182

Cash and deposits 3,028 1,354 Debt obligations 500 500

Accounts receivable–trade 1,897 1,502 Non-current 
liabilities 61 39

Merchandise 1,521 2,474 Total liabilities 3,084 2,221

Non-current assets 1,331 1,453 Shareholders’ 
equity 5,091 5,093

Property, plant and 
equipment, and intangible 
assets

520 513 Total net assets 5,138 5,128

Total assets 8,223 7,349 Total liabilities 
and net assets 8,223 7,349

While inventory is increasing, there are still no concerns about financial soundness

(Million yen)

* Audit procedures pursuant to the Financial Instruments and Exchange Act are in progress as of the date of disclosure of this document.
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Report on LOWYA Business

2
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Scope Item
Timeframe 
used for 

calculation

Three months ended
September 30, 2020

Three months ended
September 30, 2021

YoY

Company-
wide Company-wide GMV (million yen) Quarter 4,474 4,267 95.4%

(-207)

Flagship
store

Flagship store GMV (million yen) Quarter 2,214 2,251 101.6%
(+36)

Membership (thousand people)
As of the end of

the quarter 710 995 140.1%
(+285)

Ratio of repeat customers
(based on GMV) (%)

LTM 17.0 20.7 121.7%
(+3.7)

Members:
Average basket value (yen)

LTM 23,566 23,061 97.8%
(-505)

Guests:
Average basket value (yen)

LTM 19,591 20,374 103.9%
(+783)

LOWYA Business Management Indicators

Membership of the flagship store has grown steadily, and the ratio of sales to repeat customers has 
increased solidly, indicating progress in our efforts to accelerate GMV growth
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(Million yen)

Quarterly GMV and Net Sales

GMV YoY 95.4%

Net sales YoY 92.0%

Although it was confirmed that our capacity for attracting customers grew mainly at the flagship store, 
the GMV and net sales of the overall LOWYA business fell slightly short of the year-earlier results, which 
presented big hurdles to clear

LOWYA Business

3,342 

2,940 

3,512 3,408 3,287 3,326 
3,134 

3,678 

5,312 

4,474 
4,263 

4,963 
4,811 

4,267 

3,249 

2,845 

3,391 3,308 3,204 3,233 
3,045 

3,532 

5,138 

4,326 
4,013 

4,655 
4,428 

3,978 

0

1,000

2,000

3,000

4,000

5,000

6,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

GMV Net sales

* Due to the application of the new Revenue Recognition Standard from the fiscal year ending March 31, 2022, 
net sales for the fiscal year ended March 31, 2021 and prior periods have been restated by retrospectively applying the new Revenue Recognition Standard. 

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022
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757 704 753 835 841 1,007 1,076 
1,464 

2,463 2,214 2,075 
2,574 2,591 

2,251 

2,584 2,234 2,757 
2,571 

2,444 2,318 2,056 

2,213 

2,847 

2,259 
2,188 

2,388 2,219 

2,016 

22.7% 24.0%
21.5%

24.5% 25.6%

30.3%

34.4%

39.8%

46.4%
49.5% 48.7%

51.9%
53.9% 52.8%

0.0%

10.0%

20.0%

30.0%

40.0%

50.0%

60.0%

0

1,000

2,000

3,000

4,000

5,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Flagship store Market place stores Flagship store ratio(Million yen)

Up 3.3pt

2,214 2,251

Quarterly GMV by Sales Channel

GMV of the flagship store increased year on year, as it did in 1Q, indicating that the flagship store 
remained the main sales channel

LOWYA Business

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022



17Copyright 2021 VEGA corporation. All Rights Reserved.

Monthly GMV at Flagship Store  

820 
752 

891 865 

696 

652 664 
628 

783 
818 

720 

1,035 

808 
746 

1,036 

729 
736 784 

98.6%
99.2%

116.3%

84.2% 105.7%

120.3%

-100.0%0

100

200

300

400

500

600

700

800

900

1,000

1,100

Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb. Mar.

FY2021 FY2022 YoY

GMV at the flagship store grew every month from August onward and achieved a biggest year-on-year 
increase for the year in September (up 20.3% YoY)

LOWYA Business

(Million yen)
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Company-wide Monthly GMV

(Million yen))

1,915 

1,677 1,719 1,725 

1,369 1,379 
1,307 1,335 

1,621 1,573 

1,402 

1,988 

1,575 
1,479 

1,756 

1,401 
1,346 

1,518 

82.3%
88.2%

102.1%

81.2%
98.4%

110.1%

-100.0%0

200

400

600

800

1,000

1,200

1,400

1,600

1,800

2,000

Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec. Jan. Feb. Mar.

FY2021 FY2022 YoY

Driven by the flagship store, GMV of the overall LOWYA business (flagship store+marketplace stores) also 
marked a largest year-on-year rise for the year in September (up 10.1% YoY)

LOWYA Business
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Cost of Sales Ratio and Delivery Expense Ratio (vs. GMV)

(%)

16.3 16.1

17.1
17.6

17.9 18.0 17.9
17.7

16.6

15.4 15.5
15.2

14.6

14.2

46.2 46.5 47.0 46.4

44.2 43.9 43.9
43.1

41.0 40.4 40.3 40.2 41.2

42.5

62.5 62.6
64.1 64.0

62.1 61.9 61.8
60.8

57.6 55.8 55.8 55.4 55.8
56.7

36

41

46

51

56

61

13

18

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Delivery expense ratio Cost of sales ratio Delivery expense ratio + Cost of sales ratio

Up 0.9pt

Cost of sales ratio increased due to rising marine containers transportation costs and raw material 
purchase costs coupled with yen depreciation. However, further reduction in delivery expenses offset the 
impact, minimizing the rise in the total of the cost of sales ratio and the delivery expense ratio.

LOWYA Business

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022

• Due to the application of the new Revenue Recognition Standard from the fiscal year ending March 31, 2022, the ratios are those of cost of sales and shipping costs relative to net sales 
under the previous accounting standard for the periods prior to the fiscal year ended March 31, 2021, while those are relative to GMV for the fiscal year ending March 31, 2022 onward.



20Copyright 2021 VEGA corporation. All Rights Reserved.

Profit Structure by Sales Channel

(Yen)

5,454 
9,358 

16,009

22,565

0

10,000

20,000

30,000

Marketplace stores Flagship store

Average basket value Cotribution margin (before marketing expenses)

* Contribution margin (before marketing expenses) is defined as: Average basket value – (Cost of sales + Delivery expenses + Selling expenses)
Contribution margin ratio (before marketing expenses) is defined as: Contribution margin (before marketing expenses) / Average basket value
Average basket value is order value before promotion expenses (defined as a difference between GMV and net sales under the new Revenue Recognition Standard).
Marketing expenses include promotion expenses and advertising expenses.

Average basket value and contribution margin by sales channel (2Q results)

Contribution 
margin ratio
(before marketing 

expenses)

41.5%

Contribution 
margin ratio
(before marketing 

expenses)

34.1%

The average value per order and the contribution margin (before marketing expenses)* are 1.4 times and 1.7 
times larger at the flagship store than at marketplace stores
The business structure is designed to improve profit margin by expanding GMV through the concentration 
of resources on the flagship store 

1.4x

1.7x

LOWYA Business
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9.5

11.0

13.4

7.8
7.2

10.8

7.2
8.2

6.6

9.1
9.7

8.8
9.2

9.3

1.6 1.8
1.0 1.5 1.5 1.3

2.3

4.2
5.2

4.5

7.6
8.1

9.8

8.1
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15.0

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Advertising expense ratio (Advertising expenses of LOWYA business / Flagship store GMV)
Promotion expense ratio (Promotion expenses of the flagship store / Flagship store GMV)

(%)

Marketing Investment Ratio (vs. Flagship Store GMV)

* Promotion expenses are defined as a difference between the flagship store’s GMV and net sales under the new Revenue Recognition Standard.

We have currently been focusing on GMV growth by acquiring new members of the flagship store and 
turning existing members into active customers, and executing active marketing investments

LOWYA Business

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022
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(%)

Recognition Rate

3.8
4.4

5.3
6.3
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14.4
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LOWYA logo recognition rate

Fiscal year
ending

Mar. 31, 2022

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

* Segment Details    Nationwide: All survey subjects (n=30,000). No survey was conducted in the second half of the fiscal year ended March 31, 2020.

The LOWYA logo recognition rate rose significantly to 14.4% nationwide, partly due to the impact of its 
introduction in a national television broadcast
With the potential for growth still largely expected, we are continuing to consider various measures to 
improve it

LOWYA Business

Fiscal year ended
Mar. 31, 2018
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Trial phase

Net sales and number of items of other companies’ brands

36 155
261 

597
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Net sales
Number of items

3Q FY2021 4Q FY2021 March FY2022 (Forecast)・・・・

Transaction accelerates
in line with an increase
in the number of items

3,000 ~ 10,000 items

2Q FY2022

Enhance Product Lineup (i)

1Q FY2022

We plan to greatly expand the number of products of other companies’ brands we handle within a year, 
aiming to boost net sales through inventory stabilization
Expansion of the number of items is expected to accelerate in the second half of the year, which has been 
in progress toward the fiscal year end target in line with the plan

LOWYA Business
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Enhance Product Lineup (ii)

Add design- and trend-conscious new products while expanding product categories primarily of other 
companies’ brands

Products of other companies’ brands

LOWYA Business

Products of the Company’s PB
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432,023 466,340
502,438

557,391

668,878
710,336 771,318

851,355
931,249

995,388

0

200,000

400,000

600,000

800,000

1,000,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Total membership of the flagship store 

(People)

KPI of the Flagship Store (Membership)

With the acquisition of new members, total membership* of the flagship store has been increasing 
steadily
Total membership topped one million people in October

LOWYA Business

Fiscal year ended Mar. 31, 2020 Fiscal year ended Mar. 31, 2021
Fiscal year ending

Mar. 31, 2022

* All the members who enrolled at the flagship store.
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489 558 614 719 1,011 1,246 1,484 1,748 1,891 1,961 1,633 1,867 2,053 2,489 
3,503 

4,118 
4,820 

5,509 5,583 5,617 

994 1,055 1,115 
1,234 

1,625 
1,864 

2,005 

2,133 1,985 1,917 

3,116 3,480 3,783
4,442

6,139

7,229
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9,390 9,458 9,495
15.7% 16.0% 16.2% 16.2% 16.5%

17.2% 17.9%
18.6%
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Repeat members New members Guest purchasers Repeat member order ratio

GMV by member type (LTM*)

(Million yen) (%)

KPI of the Flagship Store (Repeat Members)

Fiscal year ended Mar. 31, 2020 Fiscal year ended Mar. 31, 2021 Fiscal year ending
Mar. 31, 2022

GMV* by repeat members has been on a rise as guest purchasers become members 
and new members turn to repeat members

LOWYA Business

* Figures are based on orders and do not match the profit and loss figures based on shipments. LTM: Last Twelve Months
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Average basket value (exclusive of tax) (LTM*)

(Yen)

KPI of the Flagship Store (Average Basket Value）

24,486 24,963 25,392 25,089 
24,055 23,566 23,349 23,168 23,091 23,061 

20,574 20,799 20,743 20,314 19,617 19,591 19,864 19,978 20,374 20,374 

0

5,000
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15,000

20,000

25,000

30,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q

Members Guest purchasers

Fiscal year ended Mar. 31, 2020 Fiscal year ended Mar. 2021 Fiscal year ending
Mar. 31, 2022

Average basket value has been steadily progressing

LOWYA Business

* Figures are based on orders and do not match the profit and loss figures based on shipments. LTM: Last Twelve Months
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Report on DOKODEMO Business

3
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Item
Three months ended 
September 30, 2020

Three months ended 
September 30, 2021

YoY

GMV（million yen） 466 773 165.8%
(+307)

Net sales（million yen） 59 93 157.3%
(+33)

Membership (thousand people) 622 795 127.7%
(+172)

Number of APP DLs (thousand) 1,076 1,267 117.8%
(+191)

Average basket value (yen) 9,431 11,535 122.3%
(+2,104)

Number of products 
(thousand) 36 44 120.8%

(+8)

Number of brands 859 1,043 121.4%
(+184)

Deliveries
* Number of countries and 
regions to which deliveries were 
made

99 101 102.0%
(+2)

Management IndicatorsDOKODEMO Business

While membership and the number of APP DLs increased smoothly,
average basket value grew and GMV continued to show a high growth rate
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Repeat customer GMV New customer GMV Ratio of repeat customers

Up 65.8%
(Million yen)

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022

GMVDOKODEMO Business

GMV grew by 65.8% YoY, and repeat customer GMV remained high, accounting for 72.7%
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GMV Upfront investment (net expenditure of this business)

Fiscal year ended
Mar. 31, 2019

Fiscal year ended
Mar. 31, 2021

Fiscal year ended
Mar. 31, 2020

Fiscal year ending
Mar. 31, 2022

Upfront Investment AmountDOKODEMO Business

GMV has been expanding smoothly, while saving the upfront investment level (net expenditure of this 
business).
Transactions are projected to further increase by retaining repeat customers and acquiring new customers 

efficiently.

(Million yen)
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Asia

92.2％

Oceania
1.6％

Europe
1.8%

North America
3.9％

Middle East
0.4％

Latin America
0.01％

Taiwan

80.2％

Australia
1.2％

UK
0.5％

Malaysia
0.6％

Hong Kong

7.5％

South Korea
0.6％

Singapore
1.1％

US
3.8％

Philippines 0.4％

Africa 0.01％

By region By country

Ratio of GMV by Delivery Destination AreaDOKODEMO Business

Deliveries to Asia, primarily Taiwan, account for more than 90% of GMV

* Proportion of deliveries by country is calculated based on the ratio GMV from July 2021 to September 2021
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Other Topics

4
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Other Topics

The Company’s policy regarding the restructuring of the Tokyo Stock Exchange Market
We intend to apply for listing on the Growth Market

Started trial sales of LOWYA products to Taiwan
In alliance with Bibian Co., Ltd., a group company of PChome Online Inc., a major 
Taiwanese e-commerce marketplace operator, the Company started trial sales of LOWYA 
products to Taiwan on October 22, 2021
We plan to get our promotion into full gear by the end of the year
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Mid-term Management Policy
(Material Provided in 1Q)

5
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Promote the two businesses by exercising the power of creative content and technological know-how 
acquired through LOWYA’s D2C business

Overview of Business

Customers

Process

Products Furniture and interior Japanese products

R&D phaseCore business

*D2C (Direct to Consumer) is a format of business that involves direct sales exclusively online.

Creative content

Technology

Domestic users Overseas users

Online marketing, SNS utilization, contents 
distribution

MD, UI/UX design, e-commerce website operation

CS

Delivery

Attract customers

Sales

Know-how of
e-commerce
business 
operation
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Users

The Company

The Company’s PB products 

Other companies’ brands
¥

Merchandise fee

Sales 

Entrust delivery

Delivery of 
the Company’s PB 

products and
products of other 

companies’ 
brands

In addition to offering private brand (PB) products at the flagship store (the Company’s e-commerce 

website) and other e-commerce marketplace stores, products of other companies’ brands are offered at 

the flagship store

Manufacturers, 
wholesalers, etc.

Manufacturing 
contractors

Payment

Delivery

¥

Payment

Delivery

¥

1

② Direct delivery2

Flagship store 

Rakuten

Amazon

PayPay

Business ModelLOWYA Business
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The Company Users

¥
Payment for goods
＋Overseas postage

Displayed in 5 
languages, with

a choice of delivery 
options

Inquiries/support

Seller
Companies

Sales commissions

Orders

¥

Direct delivery

Japan Overseas

Provide the system,
including administration

screens, etc.

Business ModelDOKODEMO Business

Operate a cross-border e-commerce platform with all functions including settlement, logistics and 

CS, which enables seller companies to offer Japanese products to overseas users
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Thorough strengthening of customer experience (CX) at the flagship store based on “membership” and 
“annual GMV per customer” as points

Five-year concept

Two points

VISION

Flagship store strategy

Complete freedom in interior design

Thorough CX strengthening to meet customer needs

Strengthen infrastructure

Enhance product 
lineup

Attract more 
customers

Strengthen
services

×Membership Annual GMV per 
customer

Five-year OutlookLOWYA Business
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Enhance product lineupAttract more customers Strengthen services

Step up promotional activities and increase 
recognition to expand the number of visitors 
and members

Enhance the lineup of other companies’ brands 
and enrich the assortment of sundries to 
expand the number of items and categories

Realize LOWYA’s ideal customer experience to 
improve the ratio of repeat purchasing and
maximize annual GMV per customer

Flagship Store Strategy

Platform modelSelection model

FY2022

100 categories

3,000～10,000
items

300～500
categories

10,000〜30,000
items

FY2026

700～1,000
categories

50,000～100,000
items

Strengthen UI/UX

Strengthen delivery

Strengthen innovative services (AR)

※ The number of items and categories are for illustrative 
purposes only, and may differ from the actual numbers.

SEO
Enhance the influx of organic search

SNS
Acquire new followers

TV commercial trial
Scale-up approach to increase 
recognition

Online advertising
Approach new users

LOWYA Business
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Strengthen CX to increase “membership” and “annual GMV per customer” at the flagship store 

and achieve high GMV growth rates over a medium term

Changes in GMV

FY2019 FY2020 FY2021 FY2022 FY2026

 Flagship store (the Company’s PB and other companies’ brands）

 Marketplace stores

13.2 billion yen 13.4 billion yen

19.0 billion yen

Scale-up improves 

profitability, thereby 

maximizing free cash 

flows in the long term

・・・・

34-40%

50-60 billion yen

Mid-term target Long-term target

CAGR of flagship store

Retain GMV

Marketplace stores

Overall CAGR

21-26%

100 billion yen

GMV TargetLOWYA Business
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Financing methods

Investment Policy

Leverage cash flows arising from marketplace stores and the flagship store (the Company’s PB) and 

interest-bearing debts to execute active investments for the flagship store strategy

– Operating CF from marketplace stores, a steady 
source of revenue with no need for additional 
investments

– Operating CF from the Company’s PB products 
sold at the flagship store shifting from a launch 
phase to a revenue increase phase

– Interest-bearing debts amount to 0.5 billion yen

– Shareholders' equity amounts to 5.0 billion yen, 
sufficient borrowing capacity
* As of March 31, 2021

– Not excluded as an option

1. Operating CF

2. Interest-
bearing 
debts 

3. Equity

Investment areas

LOWYA Business

Strengthen
infrastructure

Strengthen CX of the flagship store
(the Company’s PB＋other companies’ brands)

– Strengthen SCM and fulfillment
– Improve systems

Attract more 
customers

Enhance 
product lineup

Strengthen 
services

Complement strategies

External
collaboration

– Startup investment
– Capital and business alliance
– M&A, etc.
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6



44Copyright 2021 VEGA corporation. All Rights Reserved.

Impact of a New Revenue Recognition Standard

* It means the SG&A expenses (promotion expenses) equivalent to a 20% discount, not all SG&A expenses, and SG&A expenses other than the said promotion expenses are recorded in both cases.

The value of coupons used or marketplace 
points granted is recorded as selling, general 
and administrative expenses

 Major change: Change in treatment at the time when coupons are used or marketplace points are granted

 Illustration for comparison: When a product priced 10,000 yen is sold at a 20% discount

As a new accounting standard for revenue recognition (new Revenue Recognition Standard) has been 
applied from the fiscal year ending March 31, 2022, creating a difference between GMV and sales, the 
Company has newly announced GMV as an important management indicator

Previous Standard New Revenue Recognition Standard

Net sales are recognized at a value obtained by subtracting the 
value of coupons used or marketplace points granted from the 
value of merchandise sold 

GMV 10,000 yen
Sales 10,000 yen SG&A* 2,000 yen

GMV 10,000 yen
Sales 8,000 yen SG&A* 0 yen

Sales

10,000

SG&A* 2,000

Profit 1,000

Other expenses
7,000

GMV
10,000

Sales

8,000

SG&A* equivalent
2,000

Profit 1,000

Other expenses
7,000

GMV
10,000

LOWYA Business
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Target market is forecast to expand driven by “Rise in MD coverage ratio” x “Increase in e-commerce 

market penetration,” which presents significant room for growth

Approx.

300 billion yen

23% 33%9% 35%

Approx. 280 billion yen                

Approx. 68 billion yen

Field for further exploration 
(Merchandise in general acceptable to LOWYA users 
in the fields of food, clothing and housing)

Target e-commerce market in a mid term
(Market scale of approx. 1.5 trillion yen+α at the time 
of reaching 35% in e-commerce market penetration)

Furniture and interior
3,212.0 billion yen

Home appliances, excluding 
large home electric appliances

841.7 billion yen
Plastic goods for daily use 

and sundries
296.0 billion yen

Addressable 
market as of 
now: 
Approx. 4.3 
trillion yen

Increase in e-commerce 
market penetration

Rise in 
MD coverage ratio

Target e-commerce 
market with the current 
merchandise mix

Market ScaleLOWYA Business
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Low price

Trendy area

High price

Establishing the fast interior category in the “trendy & low price” space of the furniture 

and interior products market

High-quality
standard
furniture

Low-price
Standard
furniture

Used
furniture

Traditional
furniture

High-class
Antique
furniture

Low-price
Overseas
furniture

On trendNot
on trend

Select fashionable
furniture

High-class
overseas furniture

Simple
furniture

PositioningLOWYA Business



47Copyright 2021 VEGA corporation. All Rights Reserved.

Age
distribution

Ratio of
male vs.
female

Area
distribution

30 to 39
32％

29 and 
younger

42％

40 to 49

18％

50 to 59

7％

60 and older

2％

Female

55％

Male

45％ Kanto

52％Kinki

17％

Tokai

9％

Kyushu

8％

Other

14％

Showing higher ratio of females in their 20’s to 30’s, and in the Kanto region by area.

Purchaser DataLOWYA Business

* Of those who made purchases at the flagship store in the past 12 months, data of members who answered their attributes. 
The data source is different from that of Customer Data announced in and before the fiscal year ended March 31, 2021.
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Only around 6% of Japanese have experience using cross-boarder
e-commerce, but in other regions it is used by more than half the populationBtoC cross-border e-commerce is a giant, trillion-dollar market

Even with a platform specialized for seller companies in Japan, 

massive markets present abundant opportunities

BtoC cross-border e-commerce market scale (billion dollars) *1 Cross-border e-commerce usage by region (2018 ) *2

Sources: *1 Prepared by the Company, based on “Global Cross Border B2C e-commerce Market 2020: Report highlights & methodology sharing (2016)” issued by AliResearch
*2 Prepared by the Company, based on “PayPal Cross-Border Consumer Research 2018 Global Summary Report (2018).” Japan is included in “Asia Pacific.”

Market ScaleDOKODEMO Business

6%



Views and forecasts in this document were prepared based on the judgment of the Company at the time of preparation.

These statements are based on current expectations, forecasts, and assumptions that are subject to risks, and contain uncertainties that could cause actual outcomes to 

differ materially from these statements.

These risks and uncertainties include general economic conditions in Japan and overseas, namely general industry and market conditions.

The Company shall not bear any future obligation to update or revise the information contained in this document, even in the event of new information, future events, etc.

Copyright 2021 VEGA corporation. All Rights Reserved.

vega_ir@vega-c.comIR Inquiries
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