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Presentation 

 

Moderator: The time has arrived and we will now begin the presentation of the financial results of 
Kitanotatsujin Corporation for the fiscal year ended February 28, 2023. 

We would like to inform you of the following prior to the event. The Q&A session will be held after the 
presentation to answer questions from the audience as well as those of the participants. Please note that we 
will not read out the names of those who have asked questions via the Web. 

Due to time constraints, we may not be able to answer all of your questions, but we will be accepting your 
questions in a questionnaire after the event, and all questions will be posted on the official company website 
at a later date. 

This briefing is scheduled to end at 4:30 PM. Please refrain from exchanging business cards or greetings after 
the briefing. 

Next, I would like to introduce the two attendees for today's meeting. Katsuhisa Kinoshita, Representative 
Director & President. Takahito Kudo, Director, General Manager of Administration Department. 

Well, Mr. Kinoshita, thank you in advance. 

Kinoshita: I am Kinoshita of Kitanotatsujin Corporation. Thank you for your time today. 

I am pleased to begin the presentation of financial results for the fiscal year ended February 28, 2023. Thank 
you. 
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First, here is the executive summary. 

Net sales were in line with the revised forecast announced on January 13, 2023. 

Due to unrecorded sales and profits caused by shipping delays and increased investment in advertising, 
operating profit was JPY510 million, a 34% decrease from the previous forecast. 

However, the expansion of advertising investment is positive, and the number of new customers acquired has 
reached a record high since the Company's inception. 

We are in a position to accelerate our product and sales strategies and further expand new acquisitions 
through increased personnel and strengthened organizational capabilities. 

Regarding the announcement of the financial results this time, there were quite a few people who said they 
were not sure if we were doing well or not, but in conclusion, to be honest, we are in great shape. 

Our business model is based almost exclusively on numerical calculations, so it is not a case of saying, for 
example, that we spent this much on advertising, but rather, that we have achieved these figures or these 
sales as a result of our various efforts. We are in a business model where we calculate advertisements on a 
yen-by-yen basis, and we stop and restart advertisements as we go along, so it is almost impossible to say 
that the cost of an advertisement was this high. We are accelerating our advertising and investment based on 
the results of our calculations, which we believe will be successful. 



 
 

 

Support 
Japan 050.5212.7790    North America  1.800.674.8375  

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
4 

 

Rather than this figure being the result, we are working on the point where total profit will increase if we 
acquire investments for the next fiscal year and beyond. As you can see here, the number of new acquisitions 
has reached a record high since the founding of our company, and we are accelerating our investment in this 
very strong market. 

We could just stop if we wanted to secure a profit for the current period, but there is no need to stop here, 
and since we are investing in a place where a capital increase would increase our profit, it may appear that 
our profit is a bit lower than it would have been in a single year. Later on, you will also find all the formulas 
for the three-year increments, but the three-year increments are where the profit is completely increasing. 

This formula also changes all of the simulations for each month. I hope you recognize that I am right, because 
it has been almost impossible in my 20 years of running the business to see such a large change in these 
simulation figures. 

 

Here are the key performance highlights. 

As for sales, they amounted to JPY9,831 million. As for operating profit, it was JPY510 million. To the left is 
where sales are about the same as originally planned, but profits are down. 

This was due to two factors. One is that some products were out of stock due to an extremely large number 
of orders. We record sales at the time the goods are shipped. So, we did receive orders for merchandise. But 
we advertised to receive orders for merchandise where we had not shipped the merchandise. We, of course, 
have recorded this as the cost of that advertisement. So, compared to the actual portion, the amount that 
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could not be recorded as sales are less. That is approximately JPY184 million, which has not been recorded as 
sales. However, all orders are coming in. It is not a forecast or anything, but a state of affairs where orders 
have already been received. 

On the other hand, compared to the original plan, we are investing in increased advertising expenses where 
new acquisitions have been very strong. 

As for advertising costs, our business model is basically a subscription purchase. So for example, for a JPY3,000 
product, the first purchase is JPY3,000, but on average, they buy about JPY15,000 worth of products over the 
course of a year. In that case, even if it costs JPY10,000 to acquire one customer, if looking at it over the course 
of a year, we make a profit of roughly JPY3,000 to JPY4,000, so we increased our advertising expenses in that 
very state. 

That is an increase, or rather a substantial one, although we have not increased our per capita advertising 
expenditures. If we look at it in about three months, profit is in the form of a decrease. However, profit is 
lower than expected where the investment was increased because it can be recovered after that time. As I 
said earlier, this also does not mean that it was spent on investment. It is that we actively spent the investment. 

 

This is individual. 
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The number of new customers acquired is shown in the table here, and you can see that it has been rising 
very steadily over the past two years. 

In Q4, new acquisitions were strong, with a QoQ increase of 62%, or 162% compared to the previous quarter. 
On a YoY basis, we have attracted 166% more customers, 266% more than the previous year, or about 2.6 
times the number of new customers. In January and February, on a single-month basis, we were able to attract 
about four times as many new customers as in the same month the previous year. 
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This is the part about expanding advertising investment. 

Selling products on the Internet allows for a linked approach to advertising investment sales. Instead of placing 
so-called image ads worth JPY100 million or so, we will mostly place one ad at about JPY100 per click. We will 
do this in such a way that if sales are roughly this high, we will start to pay out this much. Therefore, we will 
expand our investment in advertising when we are almost certain that sales will increase. 

In order to prevent profitability from deteriorating due to excessive investment in advertising, we set a 
maximum CPO and advertise as we go, stopping midway when the efficiency and effectiveness of the 
advertisements deteriorate. Therefore, there are companies that advertise without regard to this. However, 
in our case, we advertise within profitability, making it possible to link increased investment with increased 
sales. 

As you can see from the chart on the left below, our criteria for advertising investment is basically based on a 
40% rate of return. What this means is that if the LTV or gross profit LTV for one year is approximately 
JPY10,000 for a product, the cost to acquire one customer is roughly JPY7,000, or a 30% discount of JPY7,000, 
which is the upper limit of the CPO. Then, to put it simply, an investment of JPY7,000 in advertising would 
return a gross profit of JPY3,000 over the course of a year, and this is the type of advertising that would be 
placed based on these conditions. 

We hope you can think of it as similar to a real estate investment. If there is a real estate property with a high 
rate of return, we will probably invest in it as much as we can, and if the rate of return is low, we will not 
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invest in it at all. Basically, we have not changed these criteria at all, whether we are in good or bad shape, 
and it is whether or not we can operate ads at the so-called 40% revenue rate. 

So, I will explain what we mean when it can be done. It can be done when there is a good advertising medium. 
However, if the profitability of this type of advertising media were high, many different companies would 
come to the media. Therefore, competition would arise, bidding prices would rise, and the rate of return 
would drop. Therefore, it is not just a matter of having a good advertising medium, but the product itself and 
the creative skills required to sell it, and whether or not it is possible to expand while maintaining a 40% profit 
rate in this area. 

We ourselves will stop any advertising investment if the rate of return cannot be maintained at 40%. When 
we do that, profit margins go up temporarily, we stop investing in advertising. So, for the past two years or 
so, we were able to maintain a profit margin while sales themselves declined, but we were not able to invest 
in advertising for high-profit items. So it was never in good shape. 

However, as our own advertising management and creative skills have improved, we have been able to make 
more and more investments with a return rate of 40% or more. Therefore, since the latter half of the last fiscal 
year, we have been increasing our investment in advertising. 

So, if we look at a single year, we are seeing a very large increase in advertising investment. I say that it's 
putting pressure on profits. As I mentioned at the beginning, this is only for those areas where we know that 
the return will be 40% in one year, so this will be the area where the number will increase. 
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As for the advertising investment part like this, we are already increasing it more and more with each passing 
month. January is our peak month at JPY550 million, but we are doing this with no change in per capita 
profitability. We are not doing this while reducing investment efficiency, but rather we are expanding without 
reducing investment efficiency. 

In February, there were about three fewer days than in January, so we are managing advertising on a day-by-
day basis, then there was a slight decrease, but we are maintaining the same level in February. The situation 
continues to be very favorable in March and April. 
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The reason for the very strong performance is that we have been able to create very creative advertisements 
and manage them appropriately. 
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Those of you who have been watching our company for the past two or three years know that, conversely, 
the creative power of our advertising has been declining for the past several years, about two years, and we 
have been struggling with that very much. This has resulted in a very low level of new customer attraction, 
but we finally have a system in place that allows us to systematically mass-produce good creative work, and 
this is starting to produce results. 



 
 

 

Support 
Japan 050.5212.7790    North America  1.800.674.8375  

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
12 

 

 

To put it simply, what I mean by good creative, let's say we had a creative for product A, and we put out a 
creative. If the creativity is very successful, they start making almost all the same kind of creativity. 
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The world of web marketing is very young, so I have to admit that everyone involved with our company, in 
general, is not very skilled. When one person makes a good advertisement, everyone imitates it at the same 
time, but if we do this all the time, it becomes very tiring. We need to nurture people who have the ability to 
create new creativity. We have been working on this for two years and are finally getting to the point where 
we can do it. 

When we were struggling to attract new customers, we thought that the market itself was shrinking a bit. 
However, in fact, as we have improved our skills in this way, and as sales have gone up so much for more and 
more of the same products, the e-commerce and D2C markets have not shrunk at all. It also simply means 
that where the skill of the players went down, it has come back up. 
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And then there is the e-commerce mall. 

What I was talking about is the part of our own website that attracts customers through advertisements. We 
are also doing very well in e-commerce malls such as Amazon and Rakuten, with an increase of 11% in QoQ 
and 140% in YoY, or 2.4 times. 

This is partly because we have been operating very successfully in e-commerce malls. In addition, the part of 
the Company's website that attracts customers and advertisements does not necessarily mean that users will 
come to the Company's website. Many people who are happy with the advertisements go to e-commerce 
malls and make purchases. So, we are just now getting to the point where we can catch on to this area. 
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Then, we give a coefficient between the number of advertisements placed in the e-commerce mall and the 
number of orders received in the e-commerce mall. Then, there is a certain percentage of people who actually 
buy at the EC mall even if they do not buy on the Company's own site. Therefore, we take this portion into 
account in the LTV and return it to the CPO. This allows us to further expand our investment in a spiral manner. 
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And here's a new one. A product called PINTE was launched in March 2022. 
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Since PINTE, we have changed the way we launch our products. 

Until now, we had been launching all of our products with full preparation based on the assumption that all 
of our products would be purchased on a subscription basis. But there was a tremendous burden on us to 
make full preparations. In fact, there were some products that did not sell that well even though they had 
gone to such lengths to launch them. 

At first, we were selling one-shot sales instead of subscription purchases. We switched to a form where we 
would watch the sales of those one-time sales and switch to subscription purchase sales for those that were 
doing well. 

So, when we sell products on a subscription basis, we have to start with 20,000 or 30,000 units, but in the 
case of one-off sales, we can start with a very small number of products, such as 600 units. We have decided 
that two of the seven products will become subscription purchases. 

One product will be launched in March 2023, and I was actually involved in this department, but honestly 
speaking, I can tell which products sell well and which don't, almost at the initial response, which is the sensory 
part. After launching a product, it is now possible to see and quantify whether or not it will be a hit in the first 
week or so, which is almost always visible in the initial response. 

So we have been thinking about how we can sell our products. That said, it is a product that sells, and 
considering that it can suddenly sell in a week, we are now analyzing what conditions are present for a product 
to sell. Furthermore, we have now launched seven products and two of them have become subscriptions. We 
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are planning to use the data we have learned in this study as feedback for product development so that we 
can develop products that have a very high probability of becoming subscriptions without fail. 

 

And this is SALONMOON, a group company. SALONMOON sells hair irons mainly through Amazon and Rakuten 
malls. As for this side, in the last fiscal year, we initially faced a very difficult battle due to the weak yen. 
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We purchase products from China, but due to the extremely weak yen, it is difficult to make a profit even 
though sales are growing, and for H1, our advertising expenses have become excessive due to poor operations. 

From the latter half of the year, first of all, due to the weak yen, we have raised our prices as other companies 
have raised their prices very much. So the number of customers decreased due to the price increase, but we 
were able to maintain sales itself. Then, we are able to secure a very good gross profit margin, where the 
gross profit margin is higher because of the price increase. 

And there was a lot of competition, but to some extent, the competitors have pretty much withdrawn from 
this area. There have been some positive withdrawals due to the very weak yen. One company moved to mass 
merchandisers rather than Amazon or Rakuten, or abandoned products in lower price ranges and moved to 
products in higher price ranges. The market itself has been doing quite well since H2, and new products have 
been selling well. 

The figures for the previous fiscal year were very difficult, but for the current fiscal year, the Company is 
moving at a very brisk pace in its original state. 
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And then there is FM NORTH WAVE. This is a so-called FM radio station. 

It was very much affected by the COVID-19 pandemic. Its parent company was originally an airport-related 
company before we acquired it, and was quite strong in the travel industry, but all of the clients in this area 
have left, so we are in a very difficult situation. 

The COVID-19 pandemic has calmed down, and the situation returned in H2, so we have managed to maintain 
the situation. Although we are not at the point of growth, we have temporarily been able to bring our non-
consolidated profits to a level that is even at the same level. We are still struggling with it. 
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Please see the numbers again. 
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Current status and future. 

First, here is the consolidated forecast for 2024. We intend to substantially increase the number of personnel 
and strengthen our organizational capabilities. We are trying to expand new acquisitions by accelerating our 
product and sales strategies, which are our strengths. 

In terms of numbers, we expect the figures shown here. JPY15,843 million. Profit is JPY1,403 million. We are 
also planning to spend a very large amount on advertising, JPY6,266 million. 
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Here, I would like to explain the three years. 

As you can see on the left side, it says previous, but it was originally formulated as a three-year plan at the 
beginning of the previous fiscal year, although we did not announce it publicly. 

The forecast was that operating profit would be JPY596 million, JPY467 million in the next fiscal year, while 
the figure for the previous fiscal year was JPY1,032 million, and by adding JPY155 million each month, or 
JPY1,555 million in advertising expenses, this would be the three-year period. 

As I mentioned earlier, we were having a very difficult time attracting new customers, so we had simulated 
that this level of investment would gradually decrease. However, as H2 of the previous fiscal year started 
doing very well, we increased our investment in advertising from JPY1,555 million to JPY3,487 million. 

The increase has reduced our profit from the original plan of JPY1.032 billion to JPY520 million. But this 
investment in advertising is an investment for the future. So, if we continue with our current investment 
approach, the simulation shows that we will have a profit of JPY1,406 million in the next fiscal year and 
JPY2,147 million in the year after next. 

Therefore, by increasing investment in advertising, the simulation shows that the total profit for the three 
years will be JPY4,074 million, up from JPY2,096 million originally, or about double the profit in about three 
years. This is why we are accelerating this investment in advertising. 

This is all calculated based on LTV, so if the LTV is not as expected, which has not been the case so far, we will 
stop investing in advertising, and this will increase our immediate profit. 
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Even when profits have increased in the past, we have not often said that profits were higher than expected, 
or that we are happy. I believe I have explained that the increase in profit this time was due to the fact that 
we could not invest in advertising as planned and that we are now in a position where immediate profit has 
increased but future investments have been kept low. For the current fiscal year, we are making investments 
as we have a good prospect for future investments. 

 

For the future, we will invest in product strategy, continuously launching new products to stimulate new 
demand, sales strategy, and using our self-developed advertising optimization system to manage profitability. 

As for personnel, we are planning to increase the number of people in the [Inaudible] area. 

I spoke a little too quickly, but I have given you a general overview. Thank you very much. 

Moderator: Thank you very much, President Kinoshita. 
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Question & Answer 

 

Moderator [M]: We will now move on to the question-and-answer session. 

We will begin by taking questions from the audience. Those with questions, please raise your hand. 

Participant [Q]: Thank you for your explanation. Now [Inaudible]. 

Kinoshita [A]: We are not experiencing any such problems at this time. After all, after 20 years in the mail-
order business, there are always increases in shipping costs and raw materials. In this respect, we have not 
received anything particularly strong this time, but I think it would not be so much of a problem if the cost 
structure had been designed to account for this in the first place. 

Participant [Q]: [Inaudible] not captured in the concern phase. 

Kinoshita [A]: Yes, that's right. Our company itself is that one. I think there is also the scale. I think there are 
some very large-scale places that could be affected tremendously, or conversely, some small-scale places that 
could be affected. In the area of our size, we have not experienced any problems. Thank you very much. 

Moderator [M]: Thank you very much. Anyone else in the audience, please ask questions. 

Participant [M]: Thank you very much. 

Kinoshita [M]: Thank you very much. 

Participant [Q]: I would like to ask about shipping delays. Is there any kind of timeline for when it will be 
completely resolved? Or has it already been resolved? Also, I believe that the sales were shifted from the 
previous fiscal year to this fiscal year. How much of the JPY15.8 billion in sales budget for this fiscal year is 
expected to be shifted from the previous fiscal year? A rough idea is fine. 

Kudo [A]: Regarding the portion of the periodic discrepancy, written in red letters in the square box at the 
bottom of page six of the document, JPY178 million for net sales and JPY129 million for operating profit. 

Kinoshita [A]: The dissolution will start in about May. 

Kudo [A]: It's in the middle of this term, but it's still [Inaudible] there too. 

Kinoshita [A]: As for the current orders, we are planning to eliminate them again in April or May. That's the 
current pace of orders, and if the pace of orders increases further, it may occur even more. At this point, we 
feel that things will settle down once in April or May. 

Participant [Q]: It will go away once, about April to May. 

Kinoshita [A]: Yes. Once it will be resolved. 

Participant [M]: I understand. Thank you very much. 

Moderator [M]: Thank you very much. Does anyone have any other questions from the audience? 

Participant [Q]: Thank you for your explanation. I would like to ask two questions. 
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The first is on page 30 of the document. I found it very interesting. [Inaudible]. I think that this advertising 
investment will increase or decrease [Inaudible] up or down as we see the effect of the investment, but in the 
current situation, I think you are now in a phase where you are getting a return on investment and profits are 
increasing very much. You are assuming that the JPY6,181 million will be used for the current and next fiscal 
years. I can expect that when you continue at this level of pace, you will probably be profitable in the next 
fiscal year, the fiscal year after next, and FY2026. 

First, I would like to ask, as far as you are comfortable with, what level of operating profit can I expect after 
investing, for example, over JPY6 billion in advertising for three years? 

For example, if you continue with JPY2.1 billion and maybe JPY6.1 billion, should I imagine that about JPY2.1 
billion will be pulled out? Or can I expect a little more, like about JPY3 billion in 2026? 

Kinoshita [A]: I'm sorry. Right now, that one. I think it was about JPY2.9 billion when I did the simulation. Sorry. 

Participant [Q]: [Inaudible]. 

Kinoshita [A]: Yes. 

Participant [Q]: I understand. Thank you very much. The second point is that this is another aspect that will 
be profitable, and I think [Inaudible] cash will build up, but of course, ideally, it would probably be best for 
your company to use it for more advertising investment load. When you still can't spend it all, and you're in a 
situation where profits are increasing, I think there are a lot of other [Inaudible], like shareholder returns, 
M&A, and so on. What are your thoughts on the use of cash flow? 

Kinoshita [A]: We have considered various M&A opportunities. I believe that starting up a company on our 
own is still more profitable than merging with or acquiring a company that already exists. Many companies 
are quite inefficiently run, and it is better to do it ourselves than to rebuild them. 

Other than that, when we really have a surplus of cash, I think it will already be returned to shareholders or 
something. We have not had any particular discussions about this. 

Kudo [A]: Advertising expenses of JPY6 billion this term is more than double the amount of the previous term, 
and if we consider that the amount here will further double to JPY2 billion, I'm not sure that cash is abundant 
right now [Inaudible]. 

Participant [M]: Thank you very much. 

Kinoshita [A]: Now, the current situation is that this simulation is an assumption of the status quo. If we 
continue to invest in advertising as we are now, we are actually trying to do more. For example, we are 
calculating JPY6 billion for the current fiscal year, but there is a good possibility that it will be JPY10 billion or 
more, and then JPY20 billion or JPY30 billion next fiscal year, so we will keep an eye on that. 

Participant [M]: Thank you very much. 

Kinoshita [M]: Thank you very much. 

Moderator [Q]: Thank you very much. Now, let me turn to the next question from the web. 

He would like an explanation of the probability of the Company's new fiscal year plan of JPY15.8 billion in net 
sales and JPY1.4 billion in operating profit. The fiscal year that ended saw an increase in sales that exceeded 
the initial plan. In contrast, there was a greater-than-expected investment in advertising. We have received 
questions about this. 
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Kinoshita [A]: In the simulation, the figures here are calculated based on the current status and level of 
advertising investment in January, February, December, etc. If the current level of advertising investment 
were to continue as is, the figures would be as shown here. 

I do think it is a little hard to imagine this decreasing drastically, though. On the other hand, since the trend is 
upward, it is quite possible that the Company will further expand its investment in advertising. If that were to 
happen, it is possible that sales would increase more and profits would decrease more. This will be a situation 
where decisions will be made based on the situation, and I believe that sales will be a little less likely to go 
down. However, I believe that it is quite possible that this will lead to further investment in advertising. 

Moderator [Q]: Thank you very much. Continuing on, we have another question from the web. 

"How likely is it that you will not be able to spend JPY6.18 billion on advertising in the new fiscal year? On the 
other hand, is there a possibility of acquiring sales of more than JPY15.8 billion?" 

Kinoshita [A]: The answer is almost the same, but I do think that it seems unlikely that JPY6.1 billion could not 
be invested. If it is able to invest more, I think there is a good chance that it could exceed more than JPY15.8 
billion. I now feel that the trend is upward. Of course, this cannot be assured. 

Moderator [Q]: Thank you very much. Again, we will continue with questions from the web. 

We have been asked to tell you how many new customers J NORTH FARM acquired in March and April. 

Kinoshita [A]: I can't give you any specific figures, but I can tell you that the trend is favorable. 

Moderator [Q]: Thank you very much. Continuing on, another question from the web. 

"What are some of the potential bottlenecks that could hinder your business performance in the future? We 
have been asked if the President has any concerns about the product manufacturing line, paid advertising 
media, customer demand, etc., which could be considered in a variety of ways." 

Kinoshita [A]: As things stand now, I think we can still go further in terms of advertising media, and I think we 
can still go further in terms of products. The backyard, first of all, is affected by product manufacturing, 
logistics, and customer service. 

In short, advertising investment has been increasing at a pace that is about 2.5 times that of the previous fiscal 
year. If this pace continues in the current fiscal year, I believe that the financial aspect of advertising 
investment may become a problem. We are planning to do as much as we can without becoming a problem. 
I am personally concerned about fundraising since we have been managing the Company without borrowing 
much until now, and although Kudo, the CFO, has a lot of experience in this area, I myself have no experience 
in borrowing at all. Mr. Kudo, thank you very much. 

We are running a simulation now to see if there might be a slight bottleneck in the backyard and fundraising 
areas. 

Moderator [Q]: Thank you very much. The next question will be from the web. 

"You mentioned that you were able to effectively invest in advertising within the maximum CPO in the 
previous fiscal year, and I would like to know the specific reasons for this. I know there are components such 
as creative products, media, etc., but what worked best? I think you are right that the main focus is on 
creativity, but there is still some doubt as to whether it is that effective. Thank you for your cooperation." 
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Kinoshita [A]: I can't say that there is. I guess the creative part is a part of the parts where there is a clear 
divide between those who can tell the difference and those who can't. Before the advent of the Internet, 
traditional advertising agencies such as DENTSU and Hakuhodo were very creative. Since the advent of the 
Internet, the entire industry as a whole has seen its creative ability decline dramatically due to the trend 
toward measuring all creativity by numbers. 

The response to an advertisement varies greatly depending on the creativity of the advertisement, but there 
are very few people who understand this aspect. So, for those who don't know, they may not be able to tell 
the difference, but for those who do, it is normal to see a three-time or four-time increase in the click rate of 
an ad, or a three-time increase in conversion rate. With all due respect, I think the person who asked the 
question may have some difficulty understanding that. Conversely, our employees were also unsure of this. 
By teaching them how to do it this way, and by having each of them study, we were able to increase the 
conversion rate and click-through rate. This, conversely, is an area that is difficult to imitate. So there was a 
part that gained a great deal of confidence. For example, if we achieve results using a "borrowed" method, 
our competitors will quickly imitate our methods, and the market will quickly become saturated. In this case, 
we spent two years or three years improving our creative capabilities, and in other words, it is not possible 
for other companies to say, "Well, Kitanotatsujin has improved its creative capabilities, so let's imitate them 
and improve our own creative capabilities as well." That is the most common place. 

The other thing that had quite a big impact was that we were very detailed in setting KPIs. In our case, we do 
everything ourselves, so all data is managed entirely in our own system. For example, in terms of creative 
evaluation, it is not about whether it is good or bad. For example, there is an ad, and after clicking on the ad, 
the user goes to a bridge LP, and after viewing the bridge LP, the user clicks on the bridge LP, goes back to the 
sales LP, and converts, and most people make a purchase. 

When one new customer makes a purchase, everyone who created the ad, the BLP, and the HLP are all given 
0.33 points each. This is how we evaluate each person. This in itself is not easy to do because other companies 
do not have a system to that extent. As people have come to clearly understand what they are doing now and 
which results they are achieving, there has been quite a bit of friendly rivalry among them. So there is a climate. 
The word "climate" may be a misnomer. Creative skills have not simply improved, but rather a culture of 
mutual cooperation and skill development has resulted in a dramatic change in click-through rates and other 
figures. Therefore, I personally recognize that it is not an eccentricity but a real improvement in creative and 
advertising management skills. 

Moderator [M]: Thank you very much. Do you have any other questions? Thank you very much. That is all for 
now. This concludes the presentation of the financial results of Kitanotatsujin Corporation for the fiscal year 
ended February 28, 2023. Thank you very much for taking time out of your busy schedules to join us today. 

Kinoshita [M]: Thank you very much. 

[END] 

______________ 
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