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Presentation 
 

Moderator: Hello, everyone. Thank you for taking time out of your busy schedule today to participate in Credit 
Saison Co., Ltd.’s conference call for the financial results for FY2021. Katsumi Mizuno, Representative, 
Executive President and COO, and Shingo Baba, Managing Executive Officer CFO, are participating in today’s 
conference call. 

Managing Executive Officer Baba will report on the financial results for FY2021 and explain the financial and 
capital policies for about 10 minutes, and President Mizuno will explain the mid-term management plan for 
about 20 minutes, followed by a question-and-answer session. The entire briefing is scheduled to last for 
approximately one hour. The materials for the financial results briefing are available on the financial 
announcement section under IR Information on our website. 

Let’s begin. Managing Executive Officer Baba, please go ahead. 

 

Baba: I’m Baba. Thank you. I would like to report on the financial results for FY2021 followed by our forecast 
for FY2022 and explain our financial and capital policies. 

First, on page four, we have a digest of the financial results, which includes three major items. 

Regarding the first point, the Company as a whole, and Japan as well, was affected by COVID-19 to a certain 
extent. However, on the other hand, we have made an additional provision of JPY13.6 billion for losses on 
interest repayments, in addition to the substantial growth in our real estate-related business. This resulted in 
an increase in revenue, an increase in business profit, and a decrease in final profit. 

In the second point, I will comment on each of the business segments. First, regarding the payments business, 
while this one is still in the process of recovery from the impact of COVID-19, I think we are gradually seeing 
some positive signs. The finance business, the second pillar of our business segment, expanded steadily even 
under the influence of COVID-19. On the other hand, global business as the third pillar. As for this business, 
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we are now on track to diversify our business to a certain extent, with the prospect of increased profit 
contribution. 

Thirdly, here, in the first part, it says that we have made provision for losses on interest repayment, but 
excluding this one-time factor, the actual business profit was over JPY65 billion, and the business profit of 
JPY60 billion, which was the target of the previous medium-term management plan, had been achieved. In 
addition to this, the business profit target of JPY70 billion in the new medium-term management plan, which 
will be discussed later by President Mizuno, is a further increase in the profit level. Based on these factors, we 
plan to increase the dividend. I will comment on this later on page 12. 

 

Next, page five. This is an overview of each segment. 

Looking at the overall results, net revenue increased by 6% to JPY299 billion and operating income increased 
by 8% to JPY52.3 billion. The dark blue area at the bottom of the business profit shows the payment business. 
In 2021, it is JPY14 billion, which is a 37% decrease from the previous year, but the interest repayment loss 
reserve of JPY13.6 billion, which I mentioned earlier, has been accumulated on a consolidated basis. If this 
portion were not included, the total amount of JPY14 billion plus JPY13.6 billion would be JPY27.6 billion, 
which is a substantial increase in profit in the payment business. Other business segments are also achieving 
business profit growth. 
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On page six, here are the main changes in business profit and the contribution of consolidated companies, 
and in the table above, non-consolidated ordinary income of JPY30.4 billion is listed. The YoY difference was 
minus JPY7.6 billion, also due to overpayments. 

The right-hand side shows the contribution of consolidated subsidiaries and equity-method affiliates, which 
was JPY21.9 billion, an increase of JPY11.58 billion over the previous year. The table below shows the 
contributions of consolidated companies. The main consolidated subsidiaries are listed at the top, Atrium 
Group, with an increase of JPY7 billion, Saison Fundex, with an increase of JPY770 million, and Saison Capital, 
with an increase of JPY2.11 billion. 
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Next, page seven. As for the slide showing credit risk, the percentage of loans delinquent for 90 days or more 
continues to remain at a low level. 

 

Please move on to page eight. This is the part of the request for interest repayment that I have been talking 
about from the beginning. 

The number of new overpayments received, and the unit cost of processing remained above the previous 
year’s level, so we have added a reserve for this item. Specific reserve figures are JPY13.6 billion on a 
consolidated basis and JPY12.7 billion on a non-consolidated basis. 
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As of the end of this fiscal year, the balance of the allowance for losses on interest repayments was JPY24 
billion, and the amount of reversal in FY2021 was JPY6.6 billion on a consolidated basis, a difference of JPY900 
million from the previous year. Even if this level of reserves were to continue, I think we would have enough 
reserves for a little less than four years. 

I personally believe that this will be the last time we will see something like this significant provision. 

 

As for the forecast for FY2022 on page nine, both consolidated and non-consolidated sales and profits are 
expected to increase. You can interpret in that way. 
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On page 10, we have the financial policy. 

As we continue our efforts to build a sound financial base, the structure of interest-bearing debt on the right 
shows that long-term funds account for about 70% of our total debt, and fixed-rate debt accounts for about 
60%, and we have a commitment line of JPY480 billion as a liquidity supplement. We are in a situation where 
interest rates are gradually rising at FRB, ECB, excluding Japan, and in emerging countries. We would like to 
further build a sound financial base. 

 

Next, page 11. This is a new slide showing our basic capital policy. We will strive to achieve a balance of three 
items between soundness, growth, and shareholder returns in order to enhance our corporate value. 

I would like to add a couple of points that have changed from our previous policy. First of all, we will continue 
to implement risk capital management for the soundness of our business, but we received many inquiries 
about the risk capital allocation model in the last IR meeting. We would like to make an appropriate review 
to respond to the current business environment and our ongoing efforts to expand into new businesses. 

Next, with respect to shareholder returns, in addition to returning profits to shareholders through dividends 
in line with growth, we intend to flexibly implement share repurchases with an awareness of capital efficiency. 
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Regarding the shareholder return policy on page 12, we intend to continue to pay stable and continuous 
dividends as in the past. 

On the other hand, as I mentioned at the outset, we would like to propose a JPY10 dividend increase at next 
month’s annual shareholders’ meeting. As I mentioned at the beginning of this presentation, there were areas 
where we could have achieved the JPY60 billion target of the previous medium-term management plan 
without transitory factors, so we would like to propose a JPY10 increase in the dividend to JPY55. In addition 
to this, as for the dividend forecast for next year, President Mizuno will explain the figures and other specifics 
of the new medium-term management plan later, but as we aim for the figure of JPY70 billion, we are 
considering a further increase in the level of profits to date, so we are considering a JPY5 dividend increase to 
JPY60. As a result, we plan to increase the dividend by JPY5 per share, to JPY60 per share. 

That’s all from me. Thank you very much. 

Moderator: Thank you. Now, the medium-term management plan will be explained. President Mizuno, please 
begin. 
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Mizuno: This is Mizuno. Thank you. In formulating our new medium-term management plan, we have also 
redefined our medium-term management vision. Our medium-term management vision is to transform into 
a comprehensive lifestyle service group. 

This is a continuation of the philosophy of the former Saison Group and is based on the integrated lifestyle 
industry originally proposed by Seiji Tsutsumi, the founder of the Saison Group. The Saison Group, at that 
time, had the idea of pushing forward a distribution revolution by expanding its business in all areas related 
to daily life, while foreseeing new consumer needs and leading consumer activities and culture. 

Naturally, Credit Saison, as part of the Saison Group’s financial arm, has also democratized credit cards. Credit 
cards used to be a payment tool for publicly traded companies, but they have a history of attracting young 
people and women, customers who had not been included in the so-called credit creation process before. We 
have also been quick to introduce innovative measures such as instant credit, issuance and use of credit, and 
signatureless transactions. In our medium-term management vision, we have set out how we will compete in 
2020 and beyond, and we have stated in our medium-term management vision that we will transform 
ourselves into a lifestyle service company that provides solutions to all kinds of problems, with financial 
services as our core. 
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As I have mentioned in various places since last year, we would like to promote the three key concepts of 
digital, innovative, and global in order to achieve our mid-term management vision. I have been talking about 
this in various places since last fiscal year. 

As for Digital, I will talk about the details later, but first of all, we have obtained DX human resources, and in 
the last fiscal year, DX has progressed much further than expected. 

In the Innovative area, in addition to the revision and abolition of services, we have introduced Saison Card 
Digital, which was launched the year before last, as a core product that combines digital technology and 
innovation. We would like to further promote these products. 

As for global, each country has its own COVID-19 situation, and there are different shades of gray, but as Baba 
mentioned earlier, the business base has become quite solid, and we are considering how to further drive it 
forward. 
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The second is the growth strategy/strengthening of the management base. 

As for the framework of the growth strategy, number one is to establish the Saison partner economic zone 
and strengthen business collaboration among the group companies. While each company is making various 
efforts to establish its own economic zone, we have many existing business partners. However, in addition to 
our existing business partners as a non-bank with a strong presence in the payment, finance, and real estate-
related financial businesses, we would like to pursue synergies with other group companies. We would like to 
expand our share of corporate transactions with our 36 million customers through our group cooperation. 

The second is the revitalization of the payments business. We would like to reengage in the revitalization of 
the payments business in a way that maximizes the use of the main card, the BtoB market, and the AMEX 
brand. In particular, we would like to introduce new products while aiming to maximize LTV for a single 
customer. 

Third, healthy growth in the finance business. Although the market conditions may be very favorable now, we 
would like to invite the wealthy customers at our company, or the customers with high affinity such as 
attracting the wealthy customers among the business partners who are in the partner economic zone I 
mentioned earlier. We would like to take advantage of the affiliated network around real estate. In addition, 
we will continue to implement asset control measures while keeping an eye on market conditions. 

The fourth is the global business. In terms of our global business, we have three major countries: India, 
Vietnam, and Indonesia, where we are engaged in the lending business, and in Vietnam, where we are also 
engaged in the credit card business. We would like to capture the fast-growing consumer spending in Asia. 
Furthermore, we are planning to establish an IHQ (International Headquarter) in Singapore this year, which 
will enable us to make decisions with a sense of speed. 

In Singapore, we have also taken on the CVC and Impact businesses, and I believe that we have been able to 
expand our team at a fairly rapid pace in the COVID-19 crisis. With regard to investment targets, we would 
like to aim for worldwide expansion, regardless of whether it is in Asia or India. In particular, we are not alone 



 
 

 
11 

 

in our knowledge of new areas, such as Web 3.0, but we are seeing a variety of events taking place around 
the world. We would like to continue our activities to provide feedback to the Japanese business while utilizing 
the CVC function. 

 

The next page shows our domestic target groups, customer profiles, and approach policies. 

First, for individuals, in addition to securing profit in the medium to long term, how do we secure long-term 
profit? In the credit card business, in particular, our products have been in use for nearly 50 years, according 
to statistics. We would like to develop our products with a focus on seniors, the wealthy, women, and 
Generation Z. 

On the other hand, in the area of payments, regarding the SME/corporate sector, which is still in the blue 
ocean, cashless has been the focus of much attention in the newspapers in recent years, and we would like 
to take advantage of the AMEX brand in this area as well. 
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The next page is about the establishment of the Saison partner economic zone, and we have about 36 million 
customers as customer assets. In order to make effective use of these customers, we would like to actively 
promote the utilization of these customers not only by ourselves, but also by each of the companies that we 
have partnered with. We intend to actively promote the provision of services to these customers, including 
the development of new products such as asset management and real estate, as well as payments. 

 

As you will see on the next page, each group company has been managed in an independent manner until 
now. 
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However, as mentioned earlier in the discussion of economic zones, we believe that in order to compete with 
other companies, it is better to strengthen the collaboration of group products for a single customer, and in 
this mid-term period, we intend to further deepen the collaboration of the Group. 

 

The next page shows the creation of synergies among group companies and different businesses within the 
Company, and we have already been working on some of these in the previous fiscal year. 

 

Please go to the next page, which is about revitalization of the payment business.  
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In particular, we would like to make effective use of AMEX as a brand. While aiming to establish the image of 
SAISON AMEX, a card of a higher rank, and its products, we would like to introduce additional gold cards to 
promote our main card. 

For individuals, SMEs, and high-net-worth customers, we will focus on AMEX, plus the new GOLD strategy to 
increase LTV. 

 

As you can see on the next page, we have been affiliated with AMEX for about 25 years. In fact, since the 
beginning of this fiscal year, the AMEX brand has become the number one brand among other international 
brands in terms of our transaction volume. Since this is a monthly transaction, if we translate it into a yearly 
basis, AMEX will probably be the number one brand from this fiscal year. We are now striving to acquire new 
members and revitalize usage with the aim of exceeding JPY3 trillion in transaction volume by FY2026. 
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The next page is the new GOLD card strategy. To date, one of our strengths has been our wide range of 
alliances that have taken a variety of clients, especially retail facilities. We would like to embody this higher-
level concept in the form of a loyalty program in the form of a GOLD Card. 

 

We are planning to release the new GOLD Card this summer, with the concept of making it the main card of 
choice for customers with benefits that make them want to use it every day, and we would like to offer special 
benefits, including free of charge, to our best customers. 
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Please move on to the next page. This is about the business expansion in the BtoB area within the revitalization 
of the payment business. 

In the previous fiscal year, we made major changes to our structure, including our nationwide sales force, 
from a traditional individual sales structure to a corporate sales structure. In order to capture the BtoB market, 
we have built up a system in the previous fiscal year that allows us to significantly increase our human 
resources, and we intend to further drive this effort forward. 

As for products, as I mentioned earlier, we are focusing on AMEX, but there are many SaaS companies and 
Fintech companies that are entering the BtoB payment market. We would like to work with such companies 
to capture the BtoB payment market. 
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Please move on to the next page. This is about the healthy growth of the finance business. In particular, as I 
have already mentioned, market conditions are very favorable, but we will not rest on our laurels and will 
continue to work hard to improve asset efficiency. 

In the area of asset control, we are currently planning the sale of asset-building loans and the development 
of new product channels and products for high-net-worth individuals. In addition, we would like to create a 
system that enables low-cost, diversified business development through structured finance and the 
promotion of DX. 

However, we will continue to develop our business while paying sufficient attention to the risks involved, and 
we will further strengthen cooperation with our group companies, such as Atrium, Concerto, and Saison 
Fundex, in order to achieve sound growth in the finance business for the Group as a whole. 
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Let’s move onto the next page. In terms of accelerating the development of our global business, we are 
targeting two customer segments overseas, in addition to the domestic customer segment that I mentioned 
earlier. One is a lending business for the underserved, those customers who do not have bank accounts. The 
other is for SME. We would like to expand our lending business to those who are engaged in so-called mom-
and-pop stores, which are more like micro-SMEs than Japanese SMEs. 

On the other hand, as I mentioned earlier, we would also like to promote investment investments, which 
means aggressive investments in promising startups around the world. As for rapidly growing Fintech 
companies, as we recently announced in a press release, we would like to consider M&A of companies such 
as JULO in Indonesia, which is expected to grow significantly in the future. 
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If you go to the next page, you will see the expansion of earnings from the lending business and the 
acceleration of new investments and loans. 

As I mentioned earlier, we would like to actively invest in the Web 3.0 area in our CVC business. In particular, 
we believe that new technologies such as DeFi and NFTs will probably grow more rapidly in Asia, North 
America, and Europe than in the Japanese market, partly due to regulatory requirements. We would like to 
develop these areas at a fast pace, while making good use of CVC in Singapore to gather information and 
determine the details of investments and loans. 
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Let’s move onto the next page. As for the digital strategy, as explained by Mr. Ono, our senior managing 
director, in September last year, we feel that the digital strategy is progressing much better than expected. In 
FY2021, in terms of human resources and business, especially in the areas of improving EX and creating an 
effortless environment for employees, I feel that in-house system development has become a part of our 
operations, or rather, we have become more grounded in the development of systems. In the new mid-term 
plan, in addition to securing human resources, we would like to accelerate the development of human 
resources within the Company. 

On the other hand, we would like to develop a bimodal strategy, in which the system that handles safe and 
secure settlements will be developed under the same solid structure as before, with a fairly rigid development 
program, while on the other hand, we would like to strengthen both sides of the system, such as an agile 
development system aimed at improving CX. We believe that this part of the strategy will produce significant 
results in the next one or two years, so we consider this part of the strategy to be a major foundation 
supporting the mid-term plan. 

 

Let’s move on to the next page. This is a branding strategy. 

At the beginning of this presentation, I mentioned that we are returning to the philosophy of the former 
Saison Group, and in terms of branding, we have been developing a strategy of alliances that remind people 
of Saison in a sub-brand way. However, we would like to place the Saison brand at the forefront of our 
branding once again. I would like to see the Saison branding in such a way that it will be noticed everywhere, 
not only by our company but also by the Group as a whole, in cooperation with each group company under 
the concept of Saison marketing. 
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Let’s move on to the next page. In order to strengthen our management foundation, we will continue to 
strengthen our human resources, especially our professional human resources. In this regard, we will 
implement personnel measures such as revision of the personnel system and internal recruitment, etc., but 
in practice, we will also seek outside personnel, such as data scientists, web marketing professionals, DX 
professionals, etc., in cooperation with each business unit. In addition to securing human resources, we would 
like to promote employee learning, including reskilling. 

In particular, in promoting DX, we are currently promoting structural reforms in operations, and we would 
like to create professional human resources for operations in a way that other companies do not have. We 
believe that this will allow us to aim for something like a new processing contract. 
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These are our business strategies and growth strategies, and now we will move on to our numerical targets. 

As Baba mentioned earlier, our business profit target for this fiscal year is JPY52.3 billion, and we are aiming 
for a business profit of JPY70 billion in FY2024. 

The current fiscal year is the first year of our JPY70 billion goal, so we will be investing costs in a very up-front 
manner. However, we believe that this is a necessary up-front investment in charting a growth trajectory, and 
we will be aggressive in making this investment, although we will have to control this aspect of the investment. 
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Let’s move on to the next page. These are key management indicators. 

As for the equity ratio, it is about 15%. This is progress as per [merkmal]. 

Our ROE target for the current medium term is around 8%, and we are aiming for more than 10% in the next 
mid-term plan and thereafter. Although we are making progress in this area, we will continue to manage our 
business with these management indicators in mind. 

 

Let’s move on to the next page. In terms of our global business profit target, we are aiming to double our 
global business profit of approximately JPY3.5 billion in FY2021. We are aiming to double the size of the project 
to approximately JPY7 billion in FY2024. 
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The next page shows key indicators for the payment business. 

As you will read in the following pages, we are aiming to achieve a steady increase in all indicators, especially 
in new issues, shopping transaction volume, shopping revolving credit, and cash advances, in order to return 
to a growth trajectory. This will depend on the success or failure of the business development mentioned 
earlier, but we believe that these figures are achievable. 

 

The next page, page 40, is the product balance target for lease/finance-related business. 
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The balance at the end of FY2021 is JPY2.7 trillion, and we are aiming for a balance of approximately JPY3.8 
trillion, based on a growth rate of 40%. 

 

Next, let us look at the key indicators of our global business. 

The projects being undertaken in each country differ slightly, so there are some shades of gray, but for India, 
the outstanding loan balance was about JPY30 billion in FY2021, and we are aiming for a five-fold growth by 
FY2024. 

As for HD SAISON in Vietnam, we are planning to steadily increase the balance of loans outstanding to JPY100 
billion in FY2024. 

With regard to Indonesia, as mentioned earlier with regard to JULO, we are currently changing the overall 
business structure, and we are aiming for a balance of JPY20 billion by FY2024. 
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The next item is sustainability-related information. 

Our basic approach to sustainability is based on our management philosophy of being a service-oriented 
company. Our basic philosophy is to create a more prosperous and sustainable society by contributing to 
social development and problem solving through our daily operations and business. 

 

If you go to the next page, you will see that we established the sustainability promotion committee in 
September of last year, and I am the head of this committee. 
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In the past year, we have been working with WWF and its affiliated cards, as well as with the committee as a 
whole, on initiatives for decarbonization and various surveys to gain support for the TCFD for six months. We 
had been working on such things since before the sustainability committee was formed. 

 

As you can see on the next page, we have announced our endorsement of the TCFD in a press release issued 
yesterday. Naturally, we would like to proceed with the disclosure of information on governance, strategy, 
risk management, indicators, and targets, as described here, on a schedule that will allow us to disclose such 
information as needed when we reach a certain level of disclosure. 
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Let’s move on to the next page. 

When I think about what we can do as a credit card company, it is still not only the Company, but as I 
mentioned earlier, we now have 37 million customers. This concept of getting our customers to agree with us 
has led us to this partnership with Doconomy and DATAFLUCT. By collaborating with these companies, we will 
be able to make better use of credit card data and work together with cardholders to realize initiatives to 
reduce CO2 emissions. We would like to realize the CO2 reduction efforts in cooperation with our cardholders 
by making good use of credit card data. 

We are in the process of preparing for the issuance of the affiliated card next month. 

 

Next is Akagi Nature Park in Gunma, which is now in its 11th year. Although this project was initially positioned 
as a CSR project, we have been involved in the environmental aspect of the project for 11 years with the 
philosophy of passing on the richness of nature to the children of the future. These efforts include 
environmental conservation, community revitalization, and health promotion programs. I think you can get 
an idea of our activities here if you take a look at something like the integrated report. 
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This is my last section. This is the diversity, equity & inclusion section. 

From the very beginning, since the 1980s, we have been actively promoting and hiring women. The ratio of 
women is 75%, so we are a company centered on women, so in addition to this, in the part of ensuring 
diversity, I talked about something like digital human resources and things like global expansion. We would 
like to promote innovative activities while maintaining diversity by mixing people from outside the Company 
into the overall organization, or by mixing human resources who are active in the global arena with those in 
Japan. 

The personnel system that supports this part of the plan is scheduled to be revised this fall. We would like to 
actively encourage this style. 

That is all for the explanation from me. 

Moderator: Thank you. 

 

 


