
 

 

 

 

 

 

 

 

  

Credit Saison Co., Ltd. 
FY2020 Financial Results Briefing 
 
May 17, 2021 



 
 

1 
 

Presentation 
 

Moderator: Good morning, everyone. Thank you for taking time out of your busy schedule to participate in 
today's conference call on Credit Saison's FY2020 financial results. 

Mr. Mizuno, Representative, Executive President, and COO, and Mr. Baba, Managing Executive Officer CFO, 
are attending today's conference call. Mr. Baba, Managing Executive Officer, will now report on the financial 
results for FY2020, forecast for FY2021, and financial and capital policies for about 5 minutes. President 
Mizuno will give a 20-minute presentation on the business strategy for FY2021, followed by a question-and-
answer session. 

We have set aside a longer time for questions and answers than in previous financial results briefings. The 
entire meeting is scheduled for 1 hour. The materials for the financial results briefing are available on the 
Company's IR website in Financial Announcement. 

Now, let us begin our explanation. Managing Executive Officer Baba, please. 

 

Baba: I am Baba, Managing Executive Officer. First of all, I would like to explain our FY2020 financial results, 
FY2021 forecast, and financial and capital policies. 

Please see page 4. This is a digest of the financial results. 
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As for the financial results for FY2020, as you have probably already seen in the summary of financial 
statements and other documents, both sales and profits decreased. 

Although the nature of our receivables is improving, we have made a special provision of JPY8.7 billion on a 
consolidated basis and JPY8.6 billion on a non-consolidated basis to prepare for future increases in bad debts 
in the face of the COVID-19 pandemic. 

In terms of financial figures, the equity ratio was 15.6%, and ROE was 7.1%, an improvement of 2.4% from the 
previous year. 

 

Page 5 shows the overview of each segment. 

The mainstay Payment Business, Leases Business, and Finance Business recorded an increase in income, while 
the Real Estate-related Business recorded a decrease in income, and the Entertainment Business recorded an 
operating loss due to the significant impact of COVID-19. 
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Please jump to page 7. You see the credit risk. 

The delinquency rate for loans 90 days or more in arrears is shown in the upper row, with the consolidated 
rate on the left and the non-consolidated rate on the right, and it has remained at a very low level compared 
to the past. 
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Page 8. This is the interest repayment request. 

The bar graph on the left shows the number of new overpayments received, which is on a downward trend, 
but remains almost unchanged. The unit cost of disposition compared to the previous year is also showing a 
gradual downward trend. 

As a result, the amount of reversal in FY2020 was JPY5.7 billion on a consolidated basis and JPY5.3 billion on 
a non-consolidated basis, which is a decrease of JPY300 million on a consolidated and non-consolidated basis 
compared to the previous year. 
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Page 9. This is the forecast for FY2021. 

On a consolidated basis, sales and profits are expected to increase. On a non-consolidated basis, sales are 
expected to increase, ordinary income to increase, and net income to decrease. The expected decrease in 
non-consolidated net income is due to the impact of the loss carried forward by Qubitous as a result of the 
merger with Qubitous in the last fiscal year. 
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Page 10 shows the increase/decrease in consolidated and non-consolidated business profit for FY2019, 
FY2020, and FY2021. 
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Pages 11 and 12. These are the key indicators for the payments business and the finance business. 

We have indicated our past achievements and plans for FY2021. 
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Page 13 shows the financial policy. 

As before, we have a sound financial base with an A+ credit rating by R&I. We also issued JPY8 billion of 20-
year bonds in January 2021. 

The long-term/fixed borrowing ratio on the right side is slightly higher in FY2020 than in the past. 
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Page 14 shows management indices and shareholder returns, which you may be most interested in. 

Basically, we will continue to manage risk capital while maintaining and improving our credit rating, 
unchanged from our past policy. With the surplus capital derived from this effort, we would like to strike a 
balance between investment for future growth and appropriate shareholder returns. 

Last year, the surplus risk capital was about JPY10 billion. We will discuss the figures again at the financial 
results briefing for the second quarter after discussing them with the rating agencies, but at present, the 
amount we have roughly calculated is about JPY20 billion. The reason for the JPY10 billion increase compared 
to the previous year is the temporary increase in surplus risk capital due to the decrease in the balance of 
shopping revolving credit, cash advances, and credit guarantees. 
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In light of this, please refer to page 15. 

With regard to the status of shareholder returns, the dividend policy will remain unchanged at JPY45 per share, 
if approved at the ordinary general meeting of shareholders next month, and the dividend forecast for the 
fiscal year ending March 31, 2022, will also remain unchanged at JPY45 per share. 

As I mentioned, there are 2 factors for the decision: one is the COVID-19 pandemic, and the other is a 
temporary factor due to a decrease in the balance. 

This concludes my explanation. Thank you very much. 

Moderator: Thank you very much. 

We would now like to move on to the business strategy for FY2021. President Mizuno, please. 
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Mizuno: Good morning, everyone. I am Mizuno, Representative, Executive President, and COO. I would like 
to explain our business strategy for FY2021. 

First, let's look at page 18. This is the overall diagram of the management strategy for FY2021. 

Our 3 basic concepts are Innovative, Digital, and Global.  By accomplishing these goals, we hope to transform 
ourselves into a comprehensive lifestyle services group. 

Creation of new business. We intend to achieve this by making full use of several methods, including M&A, 
capital participation, and business alliances. Another point is that we would like to achieve customer success 
through the integration of physical and digital. 

The business strategies are to strengthen our approach to Generation Z, women, seniors, and the wealthy, to 
strategically utilize the AMEX brand, to strengthen solutions for small- and medium-sized businesses, and to 
strengthen our global business. I will explain in detail later.  

The human resources strategies are to rebuild our domestic network and to integrate our digital and IT 
departments. We will invest in new human resources to achieve DX. 

The customer strategies are to improve customer convenience and management efficiency by promoting 
digitalization and to strongly promote the integration of DX and physical service, as we believe that physical 
service is our greatest strength in our customer contact. 
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The group strategies are to provide comprehensive lifestyle services with each group company playing a part 
in the service, and to expand our business through new businesses, venture investments, business alliances, 
and M&As. 

 

First, Digital. 

We would like to promote the digitalization of our business while maintaining the importance of physical 
service, which is our strength. Our basic concept is not to do everything digitally, but to provide services that 
are close to our customers, and to value the physical service, as well. 

We will promote in-house production of systems by promoting digitalization, as well as manned services at 
physical Saison counters and call centers, which are our strengths. We established the Technology Center last 
year. Our CTO and CIO are professionals who originally were SEs. We have been strengthening the system 
with these professional human resources, and we are now in the process of establishing a system that enables 
in-house production. 

For example, in terms of aggressive DX, new products, such as SAISON CARD Digital and Otsukidama, have 
been realized through in-house production. In the area of defense, we would like to improve UI and UX 
aggressively in the future, while conducting agile development by establishing call center knowledge and 
making applications and Net Answer completely in-house. 

By shifting from vendor-dependent system development to in-house production, we intend to strongly 
promote both offensive and defensive DX. 
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Next, I would talk about SAISON CARD Digital, a completely smartphone-based service. 

This was released in November last year, and we would like to use it to promote our strategy for our own 
cards. 

As for past alliances, we have issued alliance cards for each business operator and sent them to customers. 
However, with SAISON CARD Digital, while it is stated that the minimum time required is 5 minutes, the 
shortest time is 2 minutes for the card number to be sent to the customer's smartphone. 

In fact, in the last fiscal year, we have already formed alliances with more than 100 companies for our cards. 
As for those that have already produced results, we have been in contact with customers who are immediately 
credited, immediately registered, and immediately settled in the rent guarantee business, and have acquired 
customers with high occupancy and high unit price. We would like to strongly promote this kind of strategy 
for our own cards. 
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Digital and channel diversification. 

We will also introduce the SAISON CARD Digital scheme to our existing affiliated card issuers. We have already 
started working with Mitsui, Takashimaya, and other partners in April. We also want to improve the efficiency 
of our human resources by enabling customers to enroll and register for payment using their own 
smartphones, and then make payment immediately. We would like to provide this service to our partners. 

At the same time, we would like to utilize this digital scheme to develop new business partners. We reached 
an agreement with Shop Channel to issue a new co-branded card in August of this year. For example, we 
believe that it is possible to realize a scheme where people can become card members and make payments 
on the spot while doing TV shopping, and we are already negotiating with several companies for this kind of 
alliance. We would like to expand these partnerships. 

On the other hand, as for the processing business, the apollostation card by Idemitsu Credit has already 
started in April. In April alone, we were able to issue over 16,000 cards. We are currently negotiating with a 
number of companies to implement such a scheme, and we hope to realize large-scale contracts in the 
processing business using this scheme or the new core system, HELIOS, within this fiscal year. 
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I will talk about the fusion of the payment and finance businesses using digital technology. 

Currently, in the finance business, the application process is mainly paper based, as is the case with our clients. 
By digitizing this area, we would like to realize a scheme where we can complete the simultaneous enrollment 
of SAISON CARD Digital, AMEX products, and other products on the Web. 

With respect to Write Up, we would like to realize a set sale of referral and our SME products by collaborating 
with the 390 companies in our network of financial institutions, using Write Up's consulting services for SMEs, 
mainly subsidy diagnosis, as an entry point. 
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Next is the development of new products. 

Last year, we issued 2 concept cards, the Gaming Card and the Likeme Card, and we will continue to issue 
concept cards for the younger generation. 

Rose GOLD was the first of its kind in Japan to be sold for a limited time, and it has been very successful. The 
concept here is for women, and we would like to develop it in this way. In addition, we would like to promote 
our approach to the affluent class, mainly through Daiwa Securities, with the platinum products that we 
already have. 

On the other hand, we would like to make maximum use of the B2B domain in terms of providing solutions 
for small- and medium-sized companies. As for SME, this month, we are planning to launch Business Pro, the 
first corporate card that implements the corporate My Number card. In particular, in the SME market, our 
business has been performing well even amid the COVID-19 pandemic. In the future, we expect that the 
corporate procedures for SME will be gradually digitalized with the launch of the Digital Agency and other 
changes in the market. 

In this area, we would like to expand the provision of services based on the Business Pro as a core, while DX 
is being promoted with the corporate My Number card. In the B2B domain, we would like to expand the scale 
to about JPY1.5 trillion over the next 5 years or so. 

On the other hand, we would like to promote the Saison brand of AMEX. AMEX has always been a strong 
brand in T&E and a strong status brand, but due to COVID-19, people have been unable to go out, especially 
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for travel. In this context, we would like to change our services, especially in the travel area, to a service that 
is incidental to usage, and use the funds to focus on domestic special offers and usage. 

We will be issuing news releases and other announcements regarding this part of the project as they become 
available, so please check. 

 

In the finance business, we are planning to introduce new products. 

We have already released a medical fee factoring service. We would like to support the cash flow of medical 
professionals, nursing care providers, dispensing pharmacies, et cetera, whose business operations have been 
affected by the decrease in the number of outpatients due to coronavirus infections. 

On the other hand, we also soft-launched Saison Value Plus, a business loan for small- and medium-sized 
businesses, last fiscal year. Although we will have to wait and see the situation of COVID-19, we would like to 
actively promote the expansion. 

In this context, we are currently negotiating with a number of companies to form alliances or joint ventures 
to develop new businesses toward the realization of a lifestyle services corporate group. In particular, as we 
provide services that are closely related to people's daily lives, such as in the advertising business, healthcare 
business, and pet area, we would like to strive to create new businesses, not only with our own knowledge, 
but also with the knowledge of other companies. 
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Each company in the Group has already launched products in order to realize the goal of becoming a 
comprehensive lifestyle service company group. 

Saison Asset Management, in particular, surpassed JPY400 billion in assets under management in April last 
year and has been very well received by the market. Saison Fundex has launched Saison Lease Back, a service 
to support the funds for post-retirement years. 

Fintech, a joint venture with Daiwa Securities, is working on new fintech businesses, such as digital asset-
backed loans and Nagesen, as part of its efforts to provide next-generation financial services. 

On the other hand, in the area of infection control, Kurashino Saison, former AIR, will provide services such 
as house cleaning and sterilization, as we continue to face problems with infectious diseases. 
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Global. 

In the fiscal year under review, it was very difficult to predict the future due to COVID-19, but we are now 
expanding our business to 8 countries. We would like to strongly promote our global business with a focus on 
Vietnam, India, and Indonesia. 

We will also aggressively promote investment while taking into account the trend of COVID-19 and the 
economic situation of each country. 
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I would like to talk about specifics on page 27. In order to make the global business a major pillar of our 
company, we would like to concentrate our management resources on businesses with high profit 
contribution. 

With regard to India, although the situation of COVID-19 is very difficult to read at the moment, we obtained 
AA+ rating from an Indian rating agency, a subsidiary of S&P, in the fiscal year under review. 

As a result, we are now on track to procure funds from local financial institutions, mainly in cooperation with 
fintech lenders, which we are currently working on, and we are looking forward to actively expanding our 
business. 

On the other hand, in Vietnam, we have been developing our business focusing on installment sales of 
motorcycles, smartphones, and other products, but we will also actively promote the credit card business that 
we soft-launched last year. 

In Indonesia, the situation of COVID-19 is also unpredictable, but we hope to expand our business base with 
a focus on P2P lending and consumer finance. 
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On the next page, I would like to talk about the CVC business and impact business implemented by Saison 
Capital, which was established in Singapore. 

In the CVC business, we have already made strategic investments with a focus on Southeast Asia and India. 
We have already invested in more than a dozen companies and 2 funds, focusing on discovering next-
generation unicorn companies and making business alliances, and at the same time, Saison Capital will 
continue to promote impact investments. 

Currently, we are preparing for Cambodia and the Philippines. As a sector, we would like to actively invest in 
and finance impact investment projects mainly in Southeast Asia by utilizing financial inclusion and technology. 

This concludes my explanation. 

Moderator: Thank you very much. 

 


