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Presentation 
 

Moderator: Ladies and gentlemen, thank you for taking time out of your busy schedules to participate in 
Credit Saison Co., Ltd.’s conference call for H1 of FY2022. 

Present on today’s conference call are Katsumi Mizuno, Representative, Executive President and COO, and 
Shingo Baba, Managing Executive Officer and CFO. 

Managing Executive Officer Baba will explain the results for H1 of FY2022 and our financial and capital policy 
for about 10 minutes. President Mizuno will then explain our business strategies for H2 of FY2022 for about 
20 minutes. Following that, we will have a question-and-answer session. The entire meeting is expected to 
last one hour. 

The materials used in today’s presentation can be downloaded from the IR Information section of our 
corporate website. 

Managing Executive Officer Baba will now begin the presentation. 

 

Baba: I am Baba, Managing Executive Officer of Credit Saison. I will explain our financial results for H1 of 
FY2022, our forecast for the full year of FY2022, as well as our financial and capital policy. 

Please see page four for the performance highlights. 

As you can see from the financial results, we are steadily growing in all of our businesses, including the 
payment business, finance business, and global business. 

With regard to H1 results, in addition to business growth in the parent company, domestic and overseas 
affiliates contributed to profits. Furthermore, cost reductions and a decrease in bad debt-related costs 
resulted in a better performance than previously forecast. 
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We have revised our full-year forecast upward, taking into account H1 results, unrealized gains from the fair 
value of our fund holdings, and other factors. We have issued a release on the revised forecast, so please refer 
to it for details. 

I think the fourth point is the one you are most interested in. As a result of a review of our risk capital allocation 
model, we have a surplus capital of approximately JPY50 billion. 

Basically, we have not changed our policy, but we have changed our basic policy on profit distribution, which 
is shown in parentheses here, as explained on page five of the financial results. I will explain this again later. 

 

Please see page five for the management results in H1. 

Net revenue increased 5% to JPY157.3 billion, and business income increased by 11% to JPY39.3 billion. Please 
read the rest of the information described here on your own. 

In the real estate-related business, both net revenue and operating income declined. This is a reactionary 
decrease from the significant increase in net revenue and operating income in the previous fiscal year. In 
addition, there were some items that were originally to be transferred during H1 of the fiscal year, but some 
of which were pushed back. As a result, the net revenue for H1 declined compared to the same period last 
year. However, we are still well on track to achieve our initial forecast. 

In addition to this, in the finance business, we transferred about JPY40 billion in asset-building loans during 
Q2. 
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On page six are the main changes in business profit and the contribution of consolidated companies. 

Non-consolidated ordinary income was JPY23.4 billion, down JPY520 million from the previous year. The 
difference between consolidated and non-consolidated income was JPY15.8 billion, an increase of JPY4.56 
billion over the previous year. 

The breakdown is shown in the red box on the left under main changes in business profit. 
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Page seven discusses receivables risk. 

We continue to have historically low delinquency rates. As a result, if you look at the non-consolidated bad 
debt cost on the right, we lowered our forecast by JPY2 billion from the original plan to JPY23 billion. 
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Please turn to another page. This page is about interest repayment claims. 

The unit processing cost has remained high. On the other hand, the number of new overpayment cases has 
slightly decreased. 

As you can see in the graph next to that, the amount of reversal in H1 of this fiscal year was JPY2.7 billion on 
a consolidated basis, which is JPY700 million less than the same period in the previous year, so there has been 
a steady decrease. 
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Please turn to the next page, page nine. This page describes our financial forecast for FY2022. 

We have revised our previous forecast and expect both non-consolidated and consolidated revenue and 
income to increase. 
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Please turn to the next page, page 10. This page describes our financial policy. 

This is the structure of interest-bearing debt. To date, we have kept our long-term debt ratio around 70%, and 
our fixed interest rate debt ratio around 60%. However, we expect interest rates to rise in the future, and we 
will continue to ensure the soundness of our finances. Even if interest rates rise, we expect rates to rise in 
stages because of our existing policy. Therefore, we hope you will understand that our financial structure is 
such that we will not be affected that much even if interest rates suddenly rise. 
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Lastly, please turn to page 11. 

This is a description of our capital policy. The main revision is shown in the middle. We have lowered the 
minimum required capital from 20% to 15%, and we further refined the modeling of finance, real estate-
related, and global operations, respectively. 

As I mentioned at the beginning of this presentation, our surplus capital is approximately JPY50 billion. Our 
policy of providing appropriate shareholder returns and investing in growth areas remains unchanged. At the 
Board of Directors' meeting held today, we resolved to implement a share repurchase program as part of our 
shareholder return policy. The specific timing and details of the share repurchase will be disclosed after a 
separate resolution by the Board. 

This concludes my section of the presentation. 

Moderator: Thank you. We will now move on to President Mizuno’s presentation on our business strategies 
for H2 of FY2022. 
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Mizuno: This is Mizuno. I would now like to explain our business strategies for H2 of FY2022. 

Please see page 13. As Baba explained earlier, there is a clear recovery trend in our shopping transaction 
volume. The recent October transaction volume was also up by double digits due to the easing of COVID-19 
restrictions. Although the number of people infected with COVID-19 has been increasing recently, the 
government's policy of not restricting activities will probably be followed. If this is the case, I believe we can 
achieve double-digit growth in shopping transaction volume in H2. 

This fiscal year, in particular, we had expected that the top line would be very difficult due to the departure 
of Seiyu. However, the departure of Seiyu has conversely led to an improvement in profitability. As expected, 
travel & entertainment, T&E, consumption has been booming. In addition, demand for airline tickets and 
railroad tickets for travel has been very strong. These factors are supporting the growth in transaction volume. 
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Please see page 14. 

Originally, we had planned to focus on the Gen Z, affluent, women, and SME segment as our payment target 
in our current mid-term plan. This page is an explanation of our progress. As you can see in the chart, the 
percentage of young customers in their 20s, which was 20% in FY2012, has increased to 30% in H1 of this fiscal 
year, as we are using the various products shown on the bottom to capture this segment. 

The industry average for FY2021 was about 10%. In comparison, the ratio is about 30% in our current 
membership portfolio. We are looking to actively develop partnerships with companies that attract such 
young people, such as through our recent collaboration with SHEIN, a hot topic in recent years. 
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Please turn to page 15. Once we attract this younger generation, we want to increase customer spend. 
Therefore, we have launched a new Gold Card strategy. 

Since last year, we have been promoting this kind of loyalty service, focusing on the development of GOLD 
AMEX, and in July, we began accepting applications for SAISON GOLD Premium. 

The data shows that the transaction volume of GOLD AMEX members is actually three times higher than that 
of regular members. Although the GOLD Premium program has only been running for about two or three 
months, the actual results indicate that we have steadily increased the number of transactions by more than 
three times. We will continue to strongly promote this initiative in H2 of the fiscal year. 
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Please turn to page 16. 

As you can see here, we have prepared a lineup for each tier of the AMEX brand, which is celebrating its 25th 
anniversary. Although we will not market this to the masses, we will start issuing a top tier card for the ultra-
wealthy, which will exceed the PLATINUM AMEX, around this summer. 

We have created a dedicated team for this area, as well as a dedicated team for business development and 
service development. The usage trends of this segment are quite unique, so we would like to develop a 
program to attract this group of customers through secret marketing, while maintaining a dedicated team for 
this purpose. 
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Next, please turn to page 17. This page describes our second AMEX strategy. 

As I mentioned earlier, we are aggressively developing our business for small and medium-sized businesses, 
and as the graph below shows, B2B shopping transaction volume has increased by more than 30% YoY, even 
under COVID-19. This trend has remained unchanged in H1 of FY2022. 

In this area, we have a program in place to handle high-range customers through flexible credit settings by 
combining the brand power of AMEX and our credit capacity. For example, we can flexibly manage credit for 
customers who make monthly payments of JPY10 or JPY20 million, even among B2B customers. We expect 
this field to grow very rapidly in the future. 

In terms of new products, we are developing a service called shiharai.com in cooperation with UPSIDER, a 
startup company. We intend to gradually expand these B2B services in H2. 
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Please turn to page 18. This page describes the expansion in processing revenue. 

As for existing clients, Idemitsu Credit, in particular, has been acquiring new members very favorably after the 
merger with Shell. We will continue to make proposals to existing clients to actively introduce our new 
products, and at the same time, we will start cost reduction efforts centered on DX. 

In addition, we have been making processing proposals to our business partners, and in FY2022, we were able 
to secure a new operation contract. We also expect to sign an agreement with one more company in the 
future. We have a good prospect for further expansion of our processing business during this mid-term period. 
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Next, please turn to page 19. This page describes the integration of the payment and finance businesses. 

Until now, we have developed our business in the form of finance for finance and payment for payment. 
However, we are now in the process of integrating each of the businesses listed here, removing financial 
barriers such as rent guarantees, leases, credit guarantees, asset-building loans, and Saison's Flat 35. For 
example, we would like to promote the acquisition of members by integrating the customers in each finance 
business with payments, such as Generation Z for rent guarantees, SME for leases, SME for credit guarantees, 
wealthy customers for Saison's asset-building loans, and power couples for Flat 35. We hope to promote the 
acquisition of new members by integrating the customers of each finance business with our payment system. 
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An example of this is shown on page 20. We are already making significant progress in integrating our payment 
and finance businesses, particularly in the area of rent guarantees. 

We have launched services that allow customers with a credit card to receive speedy rent guarantees with no 
screening. One of the benefits of this payment business is that many of the customers who receive the rent 
guarantee are young people. As you can see in the chart here, about 80% are in their 20s and 30s, and this 
can be one of the channels for acquiring members here. In doing so, we will integrate the screening logic 
between rent guarantee and credit card screening. The realization of immediate screening through effective 
use of card screening in this area has started this November. 

We believe that there will be considerable synergy in this area in the future, as we have moved from the 
individual screening by other companies to our comprehensive credit. 
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Please turn to page 21. This page shows the steady increase in outstanding balance in the finance business. 

As Baba explained earlier, we have been selling assets to improve the content of our asset-building loans. We 
plan to continue to sell bonds to improve asset efficiency in H2 of this fiscal year. 

As for leasing, we already have 330,000 end users. We will sell our AMEX and SBS PLATINUM products to 
them. Also, for Flat 35, there is a lot of communication with the Japan Housing Finance Agency, and there is 
a lot of paper-based operations. Therefore, we will reform this operation. We are also thinking of making a 
more efficient change by promoting DX. 
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The next page describes our efforts to accelerate global business expansion. 

We are currently developing these two businesses, the lending business and the investment business, 
overseas. In order to accelerate the speed of decision-making in controlling and managing these businesses, 
we have changed Singapore to our international headquarters from April 2022. 

The people running this office are local personnel. We would like to accelerate the speed of decision-making 
by appointing personnel who are more rooted in the local community and more in tune with local marketing. 
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Next, please turn to page 23. This page describes the business profit trend in our global business. 

For the current fiscal year, we plan to achieve the same level and amount of profit as the previous year. 
However, as will be explained later, our business in India and other countries are growing quite rapidly, and 
this has caused some costs to be shifted ahead of schedule. 

However, we will not slow down the pace of our growth, and will continue to operate our business with an 
emphasis on future value creation rather than immediate profits. 

 

 



 
 

20 
 

 

Next, please see page 24. 

In India, we offer three types of lending products: wholesale lending, lending in partnership with fintech 
companies, and direct lending, in which we lend directly. 

Currently, the planned balance for the end of this fiscal year is approximately JPY100 billion, and we are 
working to grow this to approximately JPY200 billion by FY2024. We are making steady progress, with a 
balance of just over JPY60 billion. Therefore, we would like to build a stronger operating base in H2 of this 
fiscal year by accelerating the development of this business or injecting funds into it. 
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The next page is about our operations in Vietnam and Singapore. 

As for Vietnam, there was a lockdown last year, but this year, consumer spending has come back strong. As 
shown in the chart, we expect the balance in Vietnam to reach JPY100 billion this fiscal year, and in FY2024, 
we will aim for steady growth while maintaining good control of current risks. In the meantime, we believe 
that Vietnam will grow steadily as long as COVID-19 remains contained. 

Next, in Singapore, we operate an investment business. We are investing in existing areas including fintech 
and SaaS startups. In addition to this, we would like to actively expand our investments in the Web3 area. 

However, since there is still some [Inaudible] regarding Web3, we would like to continue to invest in areas 
where we think there is potential, while putting a certain cap on the amount of investment. 
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Next, please turn to page 26. This page describes our efforts to create new businesses. 

Our style is to start small and grow large. In the case of India, we started from scratch and brought the business 
to its current state as explained earlier. 

In H1, we invested in Manga Saison, pet service, and ReSAISON, which is responsible for the circular economy, 
as well as in Broad-minded, which provides financial services. In the B2B business, we have formed a joint 
venture with number one to sell directly to end-users of leases. We are experimenting with these businesses 
and will continue to provide sales support and work with lease sales companies in this way. 
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Please turn to the next page. This page is about our digital strategy and CSDX strategy. We will be holding a 
separate briefing on the details of this strategy, and we will be happy to explain it to you in detail at that time. 

Our CSDX strategy started last year, and we are working to promote the use of digital technology in 
accordance with the digital penetration rate of each business. As you can see here, however, there is still a 
lot of work to be done, especially in the finance business. I have visited the operations in person, and the real 
estate industry has a culture of widespread usage of paper, so if anything, rather than digitalization, we need 
to start with something more rudimentary like IT. Unless we start by eliminating paper and moving to 
paperless data, it will be difficult to achieve DX in one go. 

We are first reviewing our business processes and working to build next-generation systems as a form of 
digitalization. We are working to lay the foundation to prepare us for digitalization, while aiming to implement 
low-cost IT and digital technology by producing these systems in-house. 

In the area of payments, we would like to focus on the IT department and the technology center, especially 
as it relates to the digital transformation that will take place in the future. This includes the data business that 
we are currently promoting as part of our digitalization efforts. 

On the other hand, for our global business, our tech team, especially in India, is very good. If anything, they 
have already reached a point that is close to the state of DX. Therefore, we would like to expand the business 
in the future, including through sales expansion. 
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Please turn to page 28. This page describes our efforts to create digital professionals. 

Originally, our CSDX strategy called for the creation of 1,000 digital professionals by 2024. This page describes 
our progress as of now. 

In FY2022, the number of digital professionals was approximately 260. We will continue to expand this 
number, especially by recruiting from the public or hiring outside personnel. Therefore, we are now hurrying 
to expand the system with the aim of increasing the number to 1,000 by FY2024. 
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Next, please turn to page 30. This page describes our approach to sustainability. 

I would like to explain our basic approach to sustainability. Our main focus is to contribute to social 
development and problem solving through our business, in areas that can only be through our company. 
Credit cards themselves are the payment infrastructure of society, and we believe that one of the first pillars 
of sustainability is to create a safe and secure environment in which they can be operated and used safely. 

In addition, we will continue to make donations in exchange for points and provide support for sports 
promotion. In particular, we are also working on the operation of the Akagi Nature Park and reducing CO2 
emissions, which I will explain later. 
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First, I will explain our initiatives for climate changes. 

This year we have expressed our support for the TCFD recommendations and have joined the TCFD 
consortium in May. We also started disclosing information based on the TCFD's disclosure framework in June, 
and we are hoping to gradually develop a plan to reduce measured CO2 emissions. 
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Please turn to page 32. This page describes our business development aimed at contribution to the solution 
of environmental problems. 

Some of our initiatives are partly being implemented as test marketing measures for environmental issues. 
The first is the SAISON CARD Digital for becoz. This is the first card in Japan that can visualize CO2 emissions 
based on card usage data. We developed this card in cooperation with a startup called DATAFLUCT. This is the 
first credit card of its kind in Japan. 

The other is ReSAISON. This is a joint venture with cyclers for the realization of a circular economy. This joint 
venture recycles and reuses properties that have been built under a so-called reuse scheme, such as leased 
OA equipment and other leased-up properties. Operations have already started in October. 
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The next page is about our social contribution efforts. 

As mentioned earlier, we are involved in the operation of the Akagi Nature Park, and we are also raising funds 
to support Ukraine. 

This November, the Japanese national soccer team will begin its matches in the World Cup. The match against 
Germany is on the 23rd, and the entire company is eager to support the team. 
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Next, please turn to page 34. This page explains about our social bonds. 

We have issued social bonds for the purpose of achieving financial inclusion overseas, especially in Southeast 
Asia and India. 

We have some very talented people who are involved in this kind of development, especially in Singapore, 
and we would like to make the most of this initiative, especially overseas. 
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The next page is about diversity, equity, and inclusion. 

We decided on our diversity mark through an internal public contest. We also started a kind of initiative to 
think a little further into the future on our official website. 
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Next, we will introduce a financial bonus aimed at increasing employee motivation. 

This is a system whereby a certain percentage of the excess amount over the annual plan for non-consolidated 
ordinary income is paid as a bonus in the event that the actual results in the current fiscal year exceed the 
annual plan. This payment will be made in cash. This is, of course, also a measure against recent inflation. In 
addition to the cash payment, we would like to utilize another system called phantom stock. 

Originally, this is a system to virtually grant share ownership in a company. We would like to use this as an 
incentive for employees to make medium- and long-term efforts to create value in the future, especially by 
enhancing their sense of belonging. In this regard, we would like to grant phantom stock to all employees, 
who we refer to as "mate employees," including part-time employees and contract employees. 
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The next page describes our next-generation financial education activities. 

We already have a program called SAISON TEACHER, in which our employees go directly to schools to provide 
financial education, mainly to middle and high school students. So far, about 10,000 students have already 
participated in this program. 

We have also concluded an educational collaboration agreement with Reitaku University in August 2022. 

We promote this type of education for the next generation, particularly in the field of financial education, 
which has recently been called for. Our main focus through this initiative is to realize safe and secure payments 
by credit card. In this context, we would like to expand this education, especially in the area of payments, with 
our own employees actively going to schools and teaching students. 

You can find the rest of the information in the reference pages. 

This concludes our presentation. 

Moderator: Thank you very much. 


