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Bridge Report  IBJ, Inc. (6071) 

 

 

 Stock Information    

Share Price Number of shares issued Total market cap 
ROE 

(Actual) 
Trading Unit   

¥771 41,277,900 shares ¥29,348 million 40.1% 100 shares   

DPS (Est.) 
Dividend yield 

(Est.) 
EPS (Est.) PER (Est.) BPS (Actual) PBR (Actual)   

To be determined - ¥32.08 22.2 times ¥77.75 9.1 times   

*The share price is the closing price on June 13. The number of shares issued and BPS were taken from the brief financial report of 1Q of  

FY 12/18. ROE is the values for the previous term.  

 

 Earnings Trends                (Unit: Million yen or yen) 

Fiscal Year Net Sales Operating Income Ordinary Income Net Income EPS DPS 

Dec. 2014 (Actual) 3,317 643 630 404 10.84 4.17 

Dec. 2015 (Actual) 4,123 843 836 567 15.24 5.67 

Dec. 2016 (Actual) 5,268 1,111 1,106 725 19.91 6.00 

Dec. 2017 (Actual) 9,461 1,493 1,493 1,036 28.17 9.00 

Dec. 2018 (Forecast) 10,620 1,750 1,749 1,180 32.08 To be determined 

*The forecasted values were provided by the company. Consolidated results from the term ended Dec. 2016. 

 

This report outlines IBJ Inc., describes its growth strategies, and includes the interview with President Ishizaka. 
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Shigeru Ishizaka, CEO 

Company IBJ, Inc. 

 

Code No. 6071 

Exchange TSE 1st Section 

Industry Service business 

CEO Shigeru Ishizaka 

Address Shinjuku First West 12F, 1-23-7 Nishi-Shinjuku, Shinjuku-ku, Tokyo 

Business  

A leading company in the marriage-hunting industry, whose mission is to solve 

the problem of the falling birthrate. The number of members registered in the 

Institution Bridal of Japan (IBJ Arranged Marriage System), which is the largest 

network in Japan, is about 60,000. With the aim of producing 3% of the 

marriages in Japan, the company will strengthen its existing business and 

proceed with the creation of new markets for seniors, international marriage, etc. 

Year-end End of December 

URL https://www.ibj-gl.com/ 
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 Key Points 

 

IBJ is a leading company in the marriage-hunting industry, whose mission is to solve the problem of the declining 

birthrate. The number of members registered in the Institution Bridal of Japan  (IBJ Arranged Marriage System), 

which is Japanôs largest network developed and operated by the company, is about 60,000. Its characteristics or 

strengths are the robust position supported by the business model of ñSystems  Human Resources,ò the 

outstanding member base for enhancing the rate of successful business, the careful follow-up system for affiliated 

marriage agencies, and so on. With the aim of ñproducing 3% of the marriages in Japanò and ñachieving sales of 

30 billion yen and an operating income of 5 billion yenò in 2022, the company will strengthen its existing business, 

and create new markets for seniors, international marriage, etc. 

 

The sales for the term ending Dec. 2018 are estimated to be 10,620 million yen, up 12.3% year on year. Operating 

income is projected to rise 17.2% year on year to 1,750 million yen. Although the company will conduct active 

investment in human resources, opening shops, advertisements, etc. for growth, its cost will be offset by sales growth, 

and profit is projected to growth by double digits and operating income rate is forecasted to increase 0.7 points. 

Both sales and profit are expected to mark a record high consecutively. 

 

We interviewed President Ishizaka about the background for the rapid growth of IBJ, its growth strategies, etc. 

He said, toward investors, ñWe plan to keep improving our corporate value by meeting a broad range of social needs 

to solve the decreasing population, the falling birthrate, the aging society, isolation, etc. with marriage-hunting at 

the core. We would appreciate your support from the medium/long-term viewpoint.ò 

 

In the first quarter, sales grew, but profit declined. This is because the company implemented the strategy of 

securing good locations to have an advantage over competitors, as mentioned in the interview with President 

Ishizaka. Investors need to understand it. We would like to pay attention to whether the company can achieve sales 

of over 10 billion yen, increasing sales and profit by double digits in the marriage-hunting field, whose vibrancy 

seems to have subsided somewhat, in the short term, and the progress of creation of new markets for seniors and 

international marriage for ñproducing 3% of married couplesò and ñachieving sales of 30 billion yen and an 

operating income of 5 billion yenò in the medium/long term. 

 

1. Company Overview 

IBJ is a leading company in the marriage-hunting industry, whose mission is to solve the problem of the declining birthrate. 

The number of members registered in the Institution Bridal of Japan (IBJ Arranged Marriage System), which is Japanôs 

largest network developed and operated by the company, is about 60,000. Its characteristics or strengths are the robust 

position supported by the business model of ñSystems Ĭ Human Resources,ò the outstanding member base for enhancing 

the rate of successful business, the careful follow-up system for affiliated marriage agencies, and so on. With the aim of 

ñproducing 3% of the marriages in Japanò and ñachieving sales of 30 billion yen and an operating income of 5 billion yenò 

in 2022, the company will strengthen its existing business, and create new markets for seniors, international marriage, etc. 

 

1-1 Corporate history  

Shigeru Ishizaka (the current president and representative director of IBJ Inc.), who had been concerned about the 

combination of the obvious trend of declining birthrate and the lack of measures to counter this trend, believed that in Japan 

there would be no real point offering the platforms for simple meeting up unless the couples ended up marrying, and 

developed and managed the marriage-hunting websites early and with a great success.  

 

Intrigued by his success, Yahoo Japan Corporation bought the Bridal Net stocks in 2003 but Ishizaka, who was also 

convinced that offering real-life opportunities helped by real humans was indispensable to generate married couples as 

opposed to the online-only services, carried out MBO with the current management team in 2006 to become independent 
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from the Yahoo Japan Corporation Group and established IBJ Inc. to expand the Marriage-Hunting Business more 

dynamically. 

 

The company already had a base and the know-how for attracting customers online. At the same time as expanding its 

Marriage-Hunting Business online, the company opened the directly-run lounges in Ginza and Shinjuku in 2007, where 

the counselors were available to offer support, as the starting point of its Marriage Consulting Agencies Business.  

As Ishizaka anticipated, the company managed to generate more married couples than its competitors due to the human 

support offered at the point of matching. This encouraged the company to further build up the network of marriage agencies. 

 

Back then, there were more than 3,000 marriage agencies throughout Japan, but they were still mostly using telephones, 

mails and fax for communication with the members and setting up appointments for marriage meeting. Ishizaka saw this 

as a significant obstacle as it was costing an unnecessary amount of time and effort as well as causing mistakes to the 

operation of the agencies. So he built a system to hugely improve the agenciesô administration capacities by adopting IT 

and proposed this system to the key matchmakers throughout the country. 

At first there was no understanding for this system and the company had a difficult time, so it offered this system as a 

platform to attract new members. This worked out and the marriage agencies were able to attract new customers every 

month constantly, making this platform an essential tool for them. The company then offered the use of the system to them 

again: this time, its advantage of significantly improving the administration capacities was appreciated and the number of 

member agencies started to grow nationally.  

 

Alongside the growing number of member agencies as well as the members, its marriage-hunting website ñBridal Netò 

became the largest social marriage-hunting media in Japan and the company experienced a rapid expansion, enabling it to 

be listed on JASDAQ (standard) of the Osaka Securities Exchange in 2012.  

In 2014, it changed the markets to the 2nd Section of Tokyo Stock Exchange and then moved onto the 1st Section of Tokyo 

Stock Exchange in 2015. 

 

1-2 Management philosophy 

The companyôs management philosophy is ñto treasure a connection with all stakeholdersò and its credo (code of conduct) 

reflects its desire as a company ñto provide services that garner top customer satisfaction.ò 

 

Management 

Philosophy 

Bringing happiness to all the people who share a connection 

Credo  

(Code of Conduct) 

ǒCustomer First 

We listen to our customers and keep pursuing their satisfaction. 

 

ǒTeam Work 

We will boost our individual strengths and find solutions with 

teamwork. 

 

ǒOpen Mind 

We will remain humble and listen to the opinions of others with 

open mind. 

 

 

Additionally, the companyôs brand statement is ñan interpersonal encounter is arranged only by a human,ò which it tries to 

use in tandem with its management philosophy. 

 

 

 

 

http://www.bridge-salon.jp/


Bridge Report (6071)  June 14, 2018                                           http://www.bridge-salon.jp/ 

 
 

 4 

1-3 Market environment  

<Situation Surrounding Unmarried People> 

* Rising percentage of unmarried people. The percentage of those unmarried people who do not have a partner is 

on the rise too. 

According to the research carried out by the Ministry of Internal Affairs and Communications, the percentage of unmarried 

people (aged 25-34) continues to rise. 

 

 

 

According to the ñ15th Basic Survey on Childbirth Trend (National Survey on Marriage and Childbirth) in 2015ò, among 

the unmarried people aged 18-34, the percentage of those without a partner is also rising year after year. 
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*Marrying intentions of the unmarried: ñintention to get marriedò still at a high level 

On the other hand, of the unmarried people aged 18-34, 85.7% of males and 89.3% of females say they want to get married, 

meaning the percentage of the unmarried who want to eventually get married is still high. 

 

 
 

While the percentage of those unmarried people who said they did ñnot intend to get married everò has risen in both the 

males and females, the percentage of those who also said they may change their mind towards ñintending to get married 

eventuallyò in the future was males and females at 44.1% and 49.8% respectively, meaning half of the demographic 

currently not intending to get married can also potentially shift towards marrying in the future. 

 

*Reasons for remaining single: ñcanôt find an appropriate partner after 25ò  

When asked why they would remain single, those young unmarried aged 18-24 listed many reasons for not having positive 

motives such as being ñtoo youngò and ñnot yet feeling necessity.ò However, among those aged 25-34, the percentage of 

those who say they ñcanôt meet an appropriate partnerò has risen, meaning the needs for meeting and chances to meet 

someone are significant. 
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From the above data, it becomes clear that, although the percentage of the unmarried people as well as the unmarried people 

without a partner are on the rise, it does not mean that they are not interested in marriage, but rather they do not have the 

chances to meet the potential match. 

However, while there are clear market needs, it has also become clear from the user surveys that simply offering such 

opportunities (matching) is not enough to generate actual marriages, and it is essential that they be supported by the 

matchmaking support of the marriage agencies. 

 

 (From the company data) 

 

In such a market environment, the company is leading the marriage-hunting market with its strengths such as the largest 

membersô network in Japan and dedicated support from its full-time counselors. 

 

1-4 Business segments 

There are two reported segments: ñMarriage-Hunting Businessò (operation of marriage-hunting sites, and planning and 

hosting marriage-hunting events) and ñLife Design Businessò (aimed at expanding the business domain utilizing the 

member base constructed through the Marriage-Hunting Business). Each segment in turn comprises multiple businesses. 
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(1) Marriage-Hunting Business 

The company supports marriage-hunting through the following businesses. 

 

ᵑCommunity Business 

The company owns ñBridal Netò ï the largest marriage-hunting service website in Japan with 17 years of track records. 

Its monthly fee is 3,000 yen for both sexes. Compared to the general marriage-hunting apps and matching services, it tends 

to attract the members who are more serious about marriage and naturally it is more likely that more serious encounters are 

generated. 

The number of successful message exchanges per month is in excess of 58,000 and about 20,000 couples are formed every 

month. 

 

Main Services 

Profile search & contact details 

exchange 

Searchable by age group, address, etc. then filtered down by looking at the photos 

and the self-descriptions. There is a high assessment standard for the photos: every 

photo is checked by staff members and unclear face shots are not accepted so that 

correspondence can be carried out with confidence. 

With the matched member, messages and photos can be exchanged within the site. 

Diary view & posting Apart from the profile search, the members can look for a potential partner using 

ñdiaries.ò 

From the photos and comments much like those on Twitter and Facebook, the 

members can picture a more realistic image of the other members like the personality, 

making this a popular function that can lead to unexpected encounters that cannot be 

found through filtering searches. 

Joining communities Enables the members to join the communities that they are interested in, such as ñfilm 

loversò and ñloves travelsò where they can post their favorite photos and add 

comments to the othersô posts. The members can go about marriage-hunting while 

enjoying the communications based on hobbies and things they are interested in. 

The function that are useful to locate a partner with whom the members can share 

similar values. 

 

From the term ending December 2018, the company started a new marriage-hunting support service with the dedicated 

staff members called ñmarriage concierge.ò 

The marriage concierges provide fine-tuned supports to the members that can only be given by humans even though the 

services are provided online ï another of the companyôs strengths ï such as how to write the profiles, and how to arrange 

the first date. 

 

Its earnings model is (monthly chargeable members x monthly fees: 3,000 yen). 

 

ᵒEvent Business 

The company organizes numerous events to which the members can attend with marriage-hunting in mind. The website 

ñPARTYPᴗARTYò is used to attract customers and the events are held at the companyôs 44 (as of the end of March 2018) 

own lounges both directly-owned and franchisees nationwide, and the events held outdoors are planned from time to time. 

Every month, about 4,000 parties are organized and about 60,000 members attend. 

 

Characteristics of PARTYᴗPARTY 

At own venues The companyôs own venues around the country are all designed with the ñease of 

chattingò in mind. 

A great attention has been paid to seating so that the conversations will flow 

easily, creating the most suitable atmosphere for parties. Also, the venues are 

located all within a 1-3 minutesô walk from stations. 
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Quality of staff members Staff members who are responsible for running the parties are given regular 

trainings with the intention of improving their customer service abilities. 

More than 100 types of parties 

organized 

Every month, more than 100 types of parties with diverse themes such as ñlimited 

to similar age groupò and ñsport loversò are being held. Also, the members can 

select from the ways they meet the others from ñsmall group in private roomsò to 

ñwant to meet many new people,ò allowing them to choose what suits their wishes 

and lifestyle. 

Male-to-female ratio of the 

attendees 

The company insists on the male/female ratio within ±2-3 members attending 

each party. Also the percentage of fully booked parties run at 85% on average 

providing the attendees with balanced meeting opportunities, and in turn a higher 

coupling generating ratio can be expected. 

 

Additionally, the fact that these parties are run by a company listed on the First Section of Tokyo Stock Exchange makes 

the attendees feel more secure. 

Its earnings model is (event attendance fee 4,000 yen [average] x the number of attendees). 

 

ᵓMarriage Consulting Agencies Business 

The company offers marriage-hunting support to its members at the ñMarriage-Hunting Lounges IBJ Members,ò the 13 

marriage counseling lounges located around the country. The number of their members is approximately 60,000, making 

the company the industry leader. This number includes the registrants of the roughly 1,700 marriage agencies affiliated 

with the Institution Bridal of Japan (IBJ Marriage Arranging System), run by the company and also the largest of its kind 

in Japan. 

 

The largest member base in the industry as well as the strict joining assessment policy enable the company to offer higher 

quality meeting experiences to its members and the matching is carried out using its cutting-edge search system. 

 

Additionally, the service is characterized by the hands-on support given by the dedicated professional counselors to make 

marriage a reality.  

The counselors are also there to discover the membersô charms such as personality and character that the members 

themselves may not be aware of, and they recommend potential matches to the members utilizing their experiences. By 

creating the encounters with a human touch and not just relying on the systems, the company is able to enhance the 

possibility of generating more marriages. 

 

An IBJ membersô marriage formation is defined as the ñengagement = the members decide to marry each other.ò  

Many major marriage agencies define the point at which the members start a relationship with marriage in mind as 

ómarriage formation.ô But the reason why the members use marriage agencies is because they are looking to get married, 

and the company is also keen to contribute to solving the problem of lowering birthrate in Japan as its social responsibility: 

this is why the company defines the point of engagement as marriage formation.  

For these reasons, the counselors offer themselves tirelessly to assist the members even to the initial meeting with each 

otherôs parents so that the marriage formation is reached securely.  

As a result, the number of members who reached marriage formation in the term ended December 2017 was 1,269, up 

18.4% year on year, and the percentage of marriage formation was 51.5% (actual results from the main courses within the 

half year period between July and December 2017) achieving an extremely high success rate amongst the competitors, 

even though the companyôs definition of marriage formation is set more narrowly.  

It is quite normal that the members and counselors become fairly close given such a personal support relationship. This 

helps the councilors introduce the members to the post-wedding services offered as part of the companyôs Life Design 

Business such as honeymoon and insurances. 

 

Its earning model is the annual fee (approximately 180,000 - 240,000 yen per year) x the number of members. At the point 

of marriage formation, a marriage formation fee 200,000 yen is chargeable separately. 
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ᵔCorporate Business 

As well as supplying its systems to roughly 1,700 marriage agencies (individual & corporate) affiliated with the Institution 

Bridal of Japan (IBJ Marriage Arranging System), the largest network of its kind in Japan as mentioned above, the company 

also offers support in setting up new businesses and recruits for new affiliate members.  

In its Mid-term Management Plan, IBJ is aiming to produce 3% of all marriage formation in Japan from its own services. 

To achieve this, gaining new affiliated marriage agencies and training the existing affiliate agencies are indispensable, and 

the company is increasing the sales personnel as well as supplying the business methods to help the agencies to succeed. 

 

Its earning model is (affiliate fee 1,500,000 yen for newly affiliated marriage agency + system usage fee 20,000 yen x the 

number of affiliated marriage agencies) (in case of corporate affiliates, an affiliate fee starting from 3,000,000 yen is 

payable). 

 

(2) Life Design Business 

The company offers diverse services that arise from marriage-hunting, to the member base built up through its Marriage-

Hunting Business. 

 

ᵑWedding Business 

Wind & Sun Inc., a subsidiary since 2016, publishes ñWIND AND SUN,ò the wedding information magazine with 25 

years of history and also operates a website, both of which offer advertisement services to the wedding-related corporations. 

Using its website ñWedding Naviò and through the wedding salons, the company funnels the customers to its tie-up 

wedding parlors. 

 

ᵒTravel Business 

KAMOME CORPORATION, a subsidiary since 2016, designs honeymoons and overseas package holidays, and also sells 

the tours to major tour agencies and arranging custom made holidays. 

 

Additionally in 2017, IBJ Life Design Support Corporation was set up together with Sony Life Insurance Co., Ltd to offer 

support at various stages of onesô life, from marriage-hunting, newly wed to child raising. 

 

1-5 Characteristics and strengths 

(1) Solid position supported by the ñSystems Ĭ Human Resourcesò business model 

The Institution Bridal of Japan (IBJ Marriage Arranging System) operated by the company boasts over 1,700 affiliate 

marriage agencies and about 60,000 members, making it the largest of its kind in Japan. On top of this, the customer 

attraction capability and the service level of the companyôs marriage-hunting websites and matchmaking parties make the 

company the undisputed industry leader and it occupies an extremely firm position in the marriage-hunting industry. 

 

What brought about this position is the companyôs business model that combines the strengths of the systems and human 

resources. 

 

The highly skilled team of in-house engineers develops and operates the companyôs unique systems.  

Because of this, the company is able to make rapid improvements to its UI (user interface) such as the screen visibility and 

operability, reacting to the customer needs accurately, and UX (user experiences) such as improved matching accuracy by 

the effective utilization of customer database. This helps boost the satisfaction rates among the members as well as the 

affiliate agencies. 

 

As the companyôs brand statement says, the company believes that ñan interpersonal encounter is arranged only by a humanò 

when it comes to its marriage formation policies. This is why the company uses its own training program to train its own 

counselors who eventually will become indispensable in assisting each member personally and lead them to marriage 

formation. 
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The companyôs overwhelming position built around this ñSystems × Human Resourcesò business model is acting as a very 

high entry barrier to a potential new comer. 

 

(2) Overwhelming member base that helps businesses succeed = customer asset 

With the 60,000 IBJ Marriage Arranging System members, 60,000 monthly marriage-hunting party attendees and 28,000 

monthly matchmaking meeting attendees, the companyôs customer base is always hovering above 100,000 members.  

The company is poised to take advantage of this ñliving member baseò to expand numerous new businesses including the 

Life Design Business. Because it is operational nonstop, the company believes that the key is to raise the success rate to set 

itself apart significantly from the competitors.  

This nonstop-operation member base and its volume will never be shown on the balance sheets, but nevertheless form part 

of the companyôs significant customer asset.  

 

(3) Follow-up System for the Member Agencies 

The company prides itself in being able to offer fine-tuned marriage-hunting support to its members via its counselors. 

Likewise, the company gives a strong support to its affiliate marriage agencies to help them succeed with their business 

operations.  

Since 2007, the company has been trying and testing the numerous methods at its own directly-run lounges at various 

phases of matchmaking to marriage formation, such as customer attraction, person-to-person sales operations (member 

recruiting) and orientations for the new members. The most effective of these methods were put together and are being 

offered to the affiliated marriage agencies. Because this is not a manual but a collection of successful methods, the agencies 

are able to take the direct shortcuts towards succeeding in their marriage agencies businesses. 

 

1-6 ROE analysis  

 FY 12/13 FY 12/14 FY 12/15 FY 12/16 FY 12/17 

ROE (%) 25.8 31.2 36.5 39.4 40.1 

 Net income margin [%] 10.45 12.20 13.77 13.78 10.96 

 Total asset turnover [times] 1.37 1.36 1.45 1.35 1.70 

 Leverage [times] 1.81 1.87 1.82 2.14 2.15 

 

The company did not set a target ROE, but its ROE is high, because of high profit rate. 

 

1-7 Shareholder return  

The dividend amount has been raised for 5 consecutive terms till the term ended Dec. 2017, and payout ratio is over 30%.  

In addition, the company set the following shareholder benefit program, to present complimentary cards and tickets 

according the number of shares held and the shareholding period.  

 

 Record date: Jun. 30 every year Record date: Dec. 31 every year 

500 (inclusive) to 1,000 (exclusive) shares Special QUO card worth 500 yen A 30,000-yen-off coupon for marriage agencies 

(excluding some) affiliated with the Institution Bridal of 

Japan 
1,000 or more shares Special QUO card worth 2,000 yen 

Holding 100 or more shares for 1 year or 

longer 
 

Ten 100,000-yen travel coupons that can be used at the 

consolidated subsidiary KAMOME CORPORATION 

(by lot) 

 

http://www.bridge-salon.jp/


Bridge Report (6071)  June 14, 2018                                           http://www.bridge-salon.jp/ 

 
 

 11 

 

2. Earnings Trend 

(1) 1Q of Fiscal Year ending December 2018 Earnings Results 

ᵑ Earnings Results                                        (Unit: Million yen) 

  FY 12/17 1Q Ratio to sales FY 12/18 1Q Ratio to sales YOY 

Sales 2,343 100.0% 2,457 100.0% +4.9% 

Gross profit 1,352 57.7% 1,447 58.9% +7.0% 

SG&A expenses 1,011 43.1% 1,120 45.6% +10.8% 

Operating income 341 14.6% 327 13.3% -4.2% 

Ordinary income 345 14.7% 325 13.2% -5.8% 

Net income 224 9.6% 215 8.8% -3.8% 

 

Sales grew, but profit dropped due to active investment for growth. 

Sales were 2,457 million yen, up 4.9% year on year. Both businesses saw sales growth. Gross profit rate increased 1.2 

points, and gross profit rose 7.0% at a higher rate than sales growth.  

Operating income declined 4.2% year on year to 327 million yen. SG&A augmented 10.8% year on year, as the company 

conducted active investment in personnel, opening shops, advertisements, etc. for growth. 

  

*Segment trend                                                 (Unit: Million yen) 

 
FY 12/17 1Q 

Composition 

ratio 
FY 12/18 1Q 

Composition 

ratio 
YOY 

Sales      

Marriage-Hunting Business 1,333 56.9% 1,414 57.6% +6.1% 

Life Design Business 1,009 43.1% 1,042 42.4% +3.2% 

Total 2,343 100.0% 2,457 100.0% +4.9% 

Segment profit      

Marriage-Hunting Business 597 44.8% 584 41.3% -2.1% 

Life Design Business 10 1.0% 27 2.7% +172.3% 

Adjustment -265 - -285 - - 

Total 341 14.6% 327 13.3% -4.2% 

*The composition ratio of segment profit means profit rate.  

 

(2) Trend in each business 

1. Community business 

The marriage concierge system began. Each marriage concierge supports 1,000 members.  

Their careful support, including advice each registered member, is highly evaluated, curbing the decrease in the number of 

members, which was 14,100 in Jan., 13,300 in Feb., and 13,500 in Mar.  
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2. Event business 

In 2018, the company plans to open shops actively. In the first quarter, the company opened new shops in Nanba, Ueno 

(Marui), and Dainagoya. Staff members were increased. In addition, the PARTY PᴗARTY app was released.  

Although performance varies from season to season, the number of visitors is on an upward trend, and the growth in the 

second quarter, including Golden Week, is expected. 

 

  

 

3. Marriage Consulting Agencies Business 

The personnel development division engaged in the development of personnel and the management of members.  

The number of members who got married during a period from Jan. to Mar. was 352, up 64 year on year. 
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4. Corporate business 

The app of IBJ Arranged Marriage System was renewed considerably.  

The number of affiliated marriage agencies steadily increased 310 year on year to 1,691. 

 

 
 

(2) Earnings forecast for the term ending Dec. 2018  

(1) Overview of performance                                    (Unit: Million yen) 

 

 

Double-digit growth of sales and profit 

Sales are estimated to increase 12.3% year on year to 10,620 million yen.  

Operating income is projected to rise 17.2% year on year to 1,750 million yen. The company will conduct active investment 

in human resources, opening shops, advertisements, etc. for growth, but its cost will be offset by sales growth. It is expected 

that profit will grow by double digits and operating income rate will increase 0.7 points. 

 

(2) Topics 

Ừ Reorganization of Diverse, Inc., which supports marriage, into a subsidiary   

On May 22, 2018, IBJ concluded a contract for acquiring all shares of Diverse, Inc., which is a consolidated subsidiary of 

mixi, Inc. (Mothers of TSE; 2121) and offers marriage support business. The company is scheduled to complete the share 

transfer on Jul. 2, 2018. 

 

Diverse, Inc. offers a variety of marriage support business with the aim of developing infrastructure for meeting future 

spouses according to the changes in lifestyles and a society in which more people can find a partner via the Internet, and 

then becoming a role model for businesses that help people foster connections in the society plagued with the declining 

birthrate and the aging population. 

 

Through the comprehensive alliance between Diverse, Inc., which offers dating apps targeted at relatively light users (who 

would start marriage-hunting activities), and IBJ, which offers combined marriage-hunting services, it is possible to find 

customers who would start marriage-hunting activities and offer consistent services in the three fields: marriage support, 

search for friends and boy/girlfriends, and romance media.  

In addition, the company aims to enhance the value of the entire corporate group (= improve customer satisfaction level), 

by sharing the core business know-how of each company and enhancing the synergy in the corporate group, through the 

combination of ñfunctionality-emphasized online servicesò and ñreal services based on human resources.ò 

 

  
FY 12/17  

Ratio to 

sales 

FY 12/18 

(Forecast) 

Ratio to 

sales 
YOY 

Sales 9,461 100.0% 10,620 100.0% +12.3% 

Operating income 1,493 15.8% 1,750 16.5% +17.2% 

Ordinary income 1,493 15.8% 1,749 16.5% +17.1% 

Net income 1,036 11.0% 1,180 11.1% +13.9% 
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3. Mid -term Management Plan and Growth Strategy 

IBJ announced a 5-year Mid-term Management Plan, whose initial year is the term ending Dec. 2018.  

Based on the previous Mid-term Management Plan, the company plans to take ambitious measures for achieving new goals.  

 

(1) Review of the previous Mid -term Management Plan 

As for business performance, the company is expected to achieve sales of 10 billion yen this term, thanks to the healthy 

growth of the Marriage-Hunting Business and the expansion of the Life Design Business utilizing its customer base 

(including marriage information magazines, travels, and insurances).  

The annual average growth rate during the period from the listing in 2012 to 2017 is as high as 37% for sales, and 35% for 

operating income, raising its share price about 9 times. 

 

 

 

The company pursues social contribution by increasing married couples, and in 2018, it is expected to realize 6,000 

marriages per year, which is 1% of about 600,000 marriages in Japan.  

 

(2) Regarding the new Mid -term Management Plan (2018-2022) 

Outline 

The company set the following objectives.  

Õ IBJ will produce 3% of the marriages in Japan. 

Õ Sales of 30 billion yen and an operating income of 5 billion yen 

Õ Creation of new markets 

ᵑ Market using AI 

ᵒ Senior market  

ᵓ International marriage market 

 

For attaining the objectives, the company has the following three policies: 

 ñTo conduct strategic M&A of marriage hunting and ancillary businesses for accelerated growthò 

 ñCommitment to successful match making (marriage) and actively invest in people and systems for accounting for 3% 

of the total marriages in Japanò 

 ñTo build a solid network continuing to expand all over Japanò   

 

ᵒMarket environment 

As mentioned in the section ñ1-3 Market environment,ò the percentage of unmarried people and the percentage of those 

unmarried people who do not have a partner are increasing, but most of them have a willingness to get married, but lack 

the opportunities to encounter a future spouse.  
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The marriage-hunting industry has met such needs, and the ratio of marriages actualized by marriage-hunting services has 

increased 2.4 times in three years.  

In addition, large companies entered this market one after another, reeling in potential customers mainly in their 20s, and it 

is expected that marriage-hunting services will be more commonly used.  

 

 

                    (Taken from the reference material of the company) 

 

ᵓMeasures from now on 

In the above-mentioned environment, the company will concentrate on the following measures and pursue further growth. 

 

֘ᵑ To brush up its strengths֙  

As mentioned above, the position of IBJ in the marriage-hunting industry has been made solid by the support services based 

on ñSystemsò and ñHuman Resources.ò The company will brush up respective strengths and enhance competitive 

advantage further. 

 

(Strengths of systems) 

Japanôs largest arranged marriage network, which is composed of about 1,700 affiliated marriage agencies and about 60,000 

members, is unrivaled.  

The system for search, bookmarking, application for a meeting with a prospective marriage partner, and communication 

with a matchmaker in charge is very helpful to both members and affiliated marriage agencies.  

This term, the company released the PARTY PᴗARTY app, making it easier for people to start marriage-hunting activities. 

In addition, the company will upgrade the user interfaces (UI) of systems and user experience (UX), to increase user 

satisfaction level. 

 

(Strengths of human resources) 

The method for realizing marriage developed in 17 years of marriage-hunting support is the companyôs know-how for 

success, and considerably helps affiliated marriage agencies solve problems.  

In addition, the matchmaking network composed of about 1,700 agencies and about 3,000 matchmakers is a strong base 

that supports the company.  
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In order to cement the relationships with affiliated marriage agencies and matchmakers, the company will operate IBJ 

Method Schools for diffusing the method for realizing marriage from directly managed shops to affiliated marriage agencies, 

pursue the fee structure that emphasizes support for marriage rather than just increasing members, and brush up the skills 

of human resources by establishing a personnel development division aimed at recruiting and training sales staff, dedicated 

counselors, and marriage concierges. 

 

֘ᵒ To expand its business domain֙  

In addition to the business domains of marriage-hunting and marriage, the company will offer multifaceted services at 

marital life stages in various scenes (including insurance, housing, childbirth, child rearing, travel, and second life).  

In the current Life Design Business, the company has started producing some results in transporting customers to wedding 

centers, promoting insurance, offering honeymoon plans, etc. based on its resources, that is, 6,000 married couples per year 

and about 60,000 members registered in IBJ Arranged Marriage System. It will produce further results. 

 

 

(Taken from the reference material of the company)  

 

֘ᵓ Application of artificial intelligence (AI) to marriage-hunting services֙  

The company adopted ñSota,ò a small-sized desktop robot, which can communicate by gestures. This robot was developed 

by Headwaters Co., Ltd., which has developed and introduced robots and AI apps.  

It will be linked with the app for the marriage-hunting party service ñPARTY PᴗARTY,ò and engage in routine tasks, such 

as the reception, guidance, and explanation of matchmaking parties.  

In the future, AI is expected to conduct a broad range of tasks, including the arrangement of meetings and the explanation 

of contracts, at the marriage agency ñIBJ Members.ò  

On the other hand, human resources will be allocated to the care for members, which requires manpower, to increase 

customer satisfaction level.  
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