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Presentation 

 

Moderator: Thank you very much for your patience. The meeting is now called to order. Welcome to the IBJ, 
Inc. financial results briefing for Q2 of the fiscal year ending December 31, 2022. 

Thank you for taking the time out of your busy schedules to join us today. We will allocate some time for a 
question-and-answer session after the presentation. Please note that due to the time constraint we may not 
be able to answer all of the questions. Thank you for your understanding. 

The meeting is scheduled to end at 11:30. After the event, a questionnaire will appear on your screen. We 
would appreciate it if you could participate in the survey. 

I would now like to introduce today’s attendees. Mr. Shigeru Ishizaka, CEO. We would like to begin 
immediately. Mr. Ishizaka, please proceed. 

Ishizaka: Thank you all for coming here today. I am Ishizaka, President and Representative Director of IBJ Inc. 

I would like to provide an overview of the financial results for Q2 ending December 2022. 

 

This is today’s agenda. I would like to review the financial results, a summary of business segments, our growth 
strategy, and the medium-term business plan, in this order. 
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First, let me give you an overview of the financial results for Q2. The cumulative consolidated business results 
for the first two quarters of the fiscal year show that sales in the mainstay businesses have grown considerably, 
and combined with the liquidation of unprofitable businesses, profits have increased significantly. Compared 
to the last fiscal year, and compared to the current-term forecast, sales and profits are positive. 

 

Here are the upside factors, particularly related to sales and operating profit. 

The net sales were JPY7.366 billion, up JPY144 million above the forecast. The operating profit was JPY931 
million, up JPY264 million above the forecast. One of the positive factors is the affiliate business. In the affiliate 
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business, the number of corporate affiliates increased significantly as a result of enhanced marketing to 
potential customers and the expansion of sales channels. The cumulative number of new openings in Q2 
totaled 537, an increase of 57.9% over the previous year. 

The second factor is the directly-managed lounge business. In the directly-managed lounge business, the 
headcount of individual members increased considerably, totaling 9,570 for the consecutive first two quarters, 
up 18.2% from the same period last year. We reinforced the training of the club management and sales team 
through a series of learning and development programs, which eventually led to lifting the number of new 
customer registrations through matchmaking social events. 

I’m going to touch on this topic a little later. During COVID, we held several but restricted social events with 
infection control measures in place, and because of this, we saw an increase in the number of new 
memberships in the directly-managed lounge business. 

 

Given these situations, our business during H1 grew extremely profitable, hence we made an upward revision 
in our consolidated earnings forecast for the full year. 

While there is no significant change in net sales, operating profit was revised upwardly from JPY1.655 billion 
to JPY1.920 billion, an increase of 16%. 
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We are also aware that we are making steady progress toward the revised full-year consolidated earnings 
forecast, and have realized roughly half of the full-year forecast for both sales and operating profit. Profits are 
slightly lower, but since profits usually increase from H1 to H2. 
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Here is the balance sheet, P/L, and cash flow statement, which I would like you to review at a convenient time. 
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I would like to move on to the performance summary by business segment. 

As I have noted in the past, our business has four major segments. The first item is the affiliate business. We 
currently operate nearly 3,500 matchmaking agencies. While we promote to increase the number of affiliates, 
we also provide support to the existing affiliates to maintain or enhance their communities. 

As shown here, sales for Q1 and Q2 totaled about JPY1.28 billion, but it is a very profitable model. This is 
where the DX operation, in other words power of IT, is taking its full effect, offering the largest network in the 
match-making industry. 

The second is the directly-managed lounge business. As you can see, the total sales for Q1 and Q2 amounted 
to JPY3.9 billion, which is a large portion of the total sales, but the profit margin is slightly lower than that of 
the affiliate business, at 22.6%. This is because directly-managed lounge business carries a large network of 
stores, which adds to costs. Because we invest a fair amount of resources to keep enough headcount of staff 
members and to provide operational support, this business incurs substantial SG&A expenses. 

And, we have the matching business, which functions like a gateway for the aforementioned affiliate business, 
and the directly-managed lounge business. Our matchmaking business can be roughly divided into event 
management, through which we host social events for marriage-minded individuals, and mobile app business, 
through which we offer matchmaking opportunities. Out of the two, event management is the driving force 
of our company, IBJ. 

For the matchmaking app business, we conducted a partial reorganization and limited our target to marriage-
focused consumers. Compared to other dating app enterprises, we have not yet achieved their level of 
economic impact. We stick with a matchmaking business that targets the consumers who want to get married 
because marriage is a connection to our affiliate business, and directly-managed lounge business. 

The fourth segment is the life design business. In this segment, we provide support to married couples to 
prepare for the next steps. Weddings, marriage rings, honeymoons, and the start of a new lifestyle. We assess 
that this business has the potential to grow as the number of marriages goes up. 
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Now I would like to go through the current status of these four segments. 

The first is the affiliate business. The quarterly performance trends are shown here. Both sales and business 
profit have increased significantly compared to the previous year. 

In particular, the number of new businesses, in other words the number of individuals and corporations 
seeking to establish matchmaking agencies or spouse hunting services, has increased significantly, up more 
than 58% compared to the previous fiscal year. 

As I mentioned earlier, sales are growing. The profit margins are also high so operating profits are growing. 
We expect a steady growth here in the future. 
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As for the number of affiliates and new store openings, the number of new openings per month in Q2 of 2022, 
this number increased to 92.3 on average. So, roughly 90 or more new matchmaking agencies and spouse 
hunting services are opening or joining the market each month. Of course, some of them are going out of 
business, but the number of new store launch is overwhelmingly high, and we plan to continue to increase 
the number of openings steadily. 

I will provide my comment on the reason behind the growth a little later. Please note that while the number 
of new stores has grown, the number of affiliates has grown to 3,362. When we acquire new affiliates, we 
gain profits from the launch sales of the affiliates. We also receive monthly system usage fees from existing 
affiliates. This is our business model. 
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I attribute the reason why the strategy for acquiring more affiliates worked well, and how new business sales 
have expanded, to the marketing reinforcement. In addition to conventional internet marketing, which is 
centered around search advertising, we used outdoor advertising in high-traffic areas to promote our business. 
Additionally, we worked on the public relations strategies, especially among overall marketing enhancement 
efforts. The number of inquiries and sales interview went up, eventually pushing the number of new business 
launch higher. 

The graph below shows the number of sales interviews. The number of sales interviews from January to June 
of last year and this year shows that we increased the number of new business launch by increasing the 
number of sales interviews, since new openings do not occur without sales interviews. 

We will continue to strengthen our marketing efforts, as we believe that there is still a considerable need for 
new matchmaking agencies. We would like to promote matchmaking business and spouse hunting services 
as a potential new business for firms and individuals. We will further increase the number of sales interviews 
by promoting this business, which has many advantages, such as, it contributes to the wellness of people, it 
is highly profitable, and requires a small initial investment. 
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In addition to increasing the number of interviews, we have also spent the last two years or so strengthening 
our corporate sales organization. We used to operate with a small group of elite members with strong sales 
capabilities, but we came to a point where we needed to expand the scale of our business. We increased the 
number of sales staff and divided the workload, and also established a new unit specializing in corporate sales. 
This is how we increased the number of corporate partners. 

Before the pandemic, our typical customers included pre-retirement married couples, or mothers who had 
finished raising their children and wanted to contribute to the community by running matchmaking agencies.  

Having a side income is gaining popularity among people these days. Individuals who seek side jobs, 
individuals who want to upgrade their private businesses to corporate businesses, or incorporated 
organizations who are seeking new business are among those who partner with us. The matchmaking business 
held up well even during the pandemic, as it provides solutions for those seeking a lifetime partner, which is 
a fundamental need. Many of our corporate partners join the market seeking to build a synergy with or to 
strengthen their existing businesses. 
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This chart tracks the number of members who registered with our affiliates and the monthly total of arranged 
dating sessions. 

Even if the number of affiliates increases, if those affiliates are not active, the business will not stand. In our 
case, the number of new affiliates has been increasing, at the same time, the number of members who 
registered with the affiliates to get support in matchmaking activity is also rising steadily. At the end of July, 
we had over 80,000 registered members and the number is expected to increase.  

Even if the number of members increases, we must provide opportunities for the members to participate in 
the arranged dating sessions, to keep them satisfied. As you can see, the number of arranged dates per month 
has increased. To our surprise, the number of dates as well as the registered members kept climbing during 
the pandemic. It turned out that, as the pandemic spoiled everyone’s chance to meet others, with restaurant 
closures, those who were serious about finding lifelong partners turned to date apps and matchmaking 
agencies. When they were unsatisfied, they sought professional support or services provided by our company 
or agencies. This is why we gained a steady increase in the customer base. 
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Next is the directly-managed lounge business, which is different from the affiliate business. 

IBJ directly manages three brands: IBJ Members, a high-quality service that we founded from the beginning; 
SUNMARIE, a longstanding service that we acquired to the Group in 2019; and ZWEI, a conventional major 
matchmaking information service. It was transferred to us from AEON GROUP, and we added it to our group 
in May 2020. These are the three brands. 

So, of course, our existing business is growing to a certain extent, but we are steadily increasing our 
performance and the number of enrollments through M&As. 

In particular, on May 1, 2020, we brought ZWEI into the Group. Before the M&A, it carried a deficit. Since 
then, we grew the business to bring a profit of over JPY200 million, contributing to the Group’s operation 
profits and membership numbers. 

As I mentioned earlier, the business profit margin is not as high as that of the affiliate business, but since our 
business model is based on admission fees, monthly membership fees, and marriage fees, we believe we can 
achieve stable earnings and continue to grow in the future. 
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The main feature of our business model is a combination of social event hosting and matchmaking service, as 
noted here. We also provide matchmaking support and consultation service with customers who respond to 
our ads, mainly internet marketing. 

While more than half of ZWEI and SUNMARIE’s members came to us through ads, the largest number of IBJ 
members come mainly through the marriage-forward social events that we host. One of the reasons for the 
turnaround of SUNMARIE and ZWEI is the addition of conventional ads. We recognize the importance of the 
method of navigating social event participants to our directly-managed lounge business.  

IBJ’s unique membership sale method has been widespread among our staff thanks to the training program. 
As you can see here, the average monthly enrollments per sales staff, or we call them advisors, is showing an 
upward trend over the past several years. 
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That was the recap of the affiliate business, and the directly-managed lounge business. An important business 
that bridges the two is the matching business. The membership in a matchmaking agency costs a lot, as you 
can imagine. Admission fee, for example, runs JPY100,000 at the lowest and could go as high as JPY300,000. 
Monthly membership fees are around JPY10,000. We request an additional JPY200,000 marriage fee to be 
paid when a couple marries, so many people first try out the mobile app or attend one of our social events as 
a starting point. 

Accordingly, this matchmaking business is very important to capture gateway needs at the initial stage of 
spouse hunting. Here is the historical data. In Q2 of 2020, we were hit hard by the pandemic. If you look at 
the light blue highlight, you can see that social event sales have plummeted. 

Especially in May of 2020, we hosted almost zero events. This business segment was seriously impacted by 
the pandemic.  

However, look at the trend of this blue line. We kept operating even during the pandemic. We have managed 
to maintain sales volume by switching to virtual events. At physical events, we improved ventilation and 
arranged proper infection control measures. We took various other measures to ensure proper event 
operations without leading to cluster infections. 

This year we were somewhat forced to shrink the invitee size, numerous times, due to the negative media 
coverage, yet we still have achieved a 19.1% increase in sales for Q2 compared to the same period last year. 

And slightly darker blue represents app sales. This one appears to be much less in the last Q2 than in Q1, but 
this is because a subsidiary called DIVERSE was deconsolidated as of May 1. 

The reason for making this company independent is the enormous size of the mobile matching app market. 
Our original intention was to compete with several well-known brands owned by other companies in the 
dating and relationship market. 

We established DIVERSE to do just that, but the competition has gotten very fierce. New services or products 
come out constantly, and, in many cases, consumers are not necessarily hunting for a spouse. At that point, I 
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did some workarounds to keep it as a useful gateway. Although that even started making no profitable sense, 
we have adopted a strategy to properly optimize our business portfolio to matchmaking apps for marriage-
minded users, social events, and matchmaking agencies with added support. This directional change took 
place between last year and this year. 

Therefore, although sales appear to have decreased, business profits have turned positive through 
appropriate business development and portfolio development, and several of the businesses we are currently 
operating have bottomed out and are in the process of growing, in terms of both revenue and membership. 

 

I know I am going back to the topic again, but I have one page here about the importance of navigating the 
social event participants to the directly-managed lounge business. This is a highly unique business model. I 
would like to look at the number of event participants. It is essential to have an ample headcount of event 
participants, because otherwise we won’t be able to send anyone to our directly-managed lounge business. 
Hence it is important to track the number of event guests. 

First, the gray line graph represents 2019 before COVID. The number of participants, for example, was about 
200,000 in Q2 or three months. By 2021 it was reduced by half to 110,000 people due to the pandemic. In the 
most recent period, though, it has increased slightly to about 126,000 people, although it is still grim, due to 
the continuing media coverage and the pandemic. 

We will see what happens in Q3 and Q4, but I would like to see a 70% to 80% return to the pre-COVID level. 
In particular, if you look at the light blue line, Q4 of 2021, last October, November, and December were 
137,000 people, just when the infection had subsided slightly, as had media coverage. 

So, there is definitely a need for social events. And that applies not only to spouse hunting but everywhere. 
We expect the number of event participants for this year to be 70-80% of the pre-COVID level, and with eyes 
on next year, we maintained facilities and manpower for quite a long time. If demand returns, we should be 
able to resume pre-COVID activities and the number of participants could come back. 

However, after several years of the pandemic, the demographic entering the spouse hunting generation has 
been gradually changing. Look at the right side of this page, labeled entertainment projects. We are walking 
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away from the conventional marriage-minded gathering social and switched gear to project-based events 
which are more appealing to young people. In this way, we can find new customers in their 20s and effectively 
send these potential customers to our three brands: IBJ Members, SUNMARIE, and ZWEI.  

 

I mentioned earlier that we have consolidated mobile apps for marriage-forward consumers. We now have 
two brands. BridalNet is a traditional spouse hunting application, whereas youbride, which used to be 
operated by our subsidiary DIVERSE, is now transferred to IBJ. We run two services through these apps. 

As with the three brands of directly-managed lounge business, even if we operate multiple brands of apps like 
this, we are skilled at separating our targets, or rather, dividing them, and by operating each brand, we aim 
to increase the overall number of members and the number of marriages. 

Therefore, by slightly changing the in-app charging system and the characteristics of our services, we are able 
to provide a variety of services, which is not limited to matching apps and could include social events and 
matchmaking agencies. We want our customers to experience both spectrums of our services so that they 
can choose what they feel just right. 
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And the fourth business, the life design business, as noted earlier, is mainly for married couples, and we 
propose the next life design to those who have decided to get married. So, as you can see from the breakdown 
here, we have weddings, real estate, insurance, hobbies, and community. 

Regarding hobby and community, a quite large portion of the sales is coming from the Japan-Korea 
Community, a Korean language school operated by one of our group companies. In the past, weddings were 
actually the mainstream among weddings, real estate, and insurance businesses. However, the wedding 
business was hit hard by the pandemic, and as you can see in the sales and profit trends section, in Q4 of 2021, 
at the end of December last year, the travel and wedding businesses had almost no sales, and, in fact, they 
had a considerable amount of losses. We sold a part, or rather a large part, of this business. 

Currently, we only operate a referral counter for weddings, which accounts for roughly 3% of our total sales, 
which was actually slightly larger before. Recently, in fact, real estate and insurance saw modest growth. 
Those who decided to marry will, of course, want to have their wedding ceremonies, which by the way, create 
specialty needs. We’re turning our focus to the needs of new life, which are housing and real estate. We are 
pouring more efforts here. 

We are aiming to carefully acquire these new demands. Although sales and profits are still very modest, we 
believe that this is another business field in which we can achieve stable growth. 
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Thirdly, regarding our growth strategy and medium-term business plan, since some of you may be hearing 
about it for the first time today, I would like to explain our core business model again. 

Our company creates successful marriages with the know-how of the IBJ group network, one of the largest in 
the matchmaking industry, and we have the largest membership base and the largest affiliate base in Japan. 
The member base and the affiliate base are shown on the left side, and it is important for our business to 
know how to make use of this base. 

Currently, we have 87,000 members in our matchmaking network, and 3,362 affiliates. I imagine it might be 
over 3,500 as of today. And in the directly-managed lounge business, we have IBJ Members, SUNMARIE, and 
ZWEI. We directly manage 74 stores. Therefore, I think it is fair to say that we operate nearly 3,500 stores, 
affiliate and directly managed stores combined. 

In contrast, with the matching business, event hosting, and mobile apps, we have a total of 179,000 members. 
They are potential customers for our affiliates and directly managed stores. Some customers are directed to 
our affiliates or directly managed stores from social events, or sometimes from the app experience. The 
management of franchisee and directly managed stores is our core business, and I believe this matchmaking 
business plays a very important role in supporting the core business. 

It is probably difficult for other companies to create and make this business model work. We have been in this 
business for quite a long time, and we have been ahead of our competitors. Even if they try to imitate us, they 
will not be able to do so very well. The number of our members, serving as the largest in matchmaking network, 
is the largest in Japan and is the base of married couples. A total of 10,402 couples happily married last year. 
The total number of married couples in Japan has been decreasing to 500,000, partially due to the pandemic 
and also a social trend. Therefore, it can be said that about 2% of all marriages in Japan are produced by IBJ. 

The medium-term business plan calls for bringing this 1 to 50 ratio to higher. For every couple who marries, 
their new life starts, hence their needs shift to insurance, real estate, rings, weddings, and 
hobbies/communities, which our life design businesses can support. This is our business model. 
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One of the strengths of IBJ in the matchmaking business is the progress of DX in the operation. We created 
the industry’s best-class operational system by making the most of DX in schedule management, matching 
algorithms, search, and other fields that do not require human intervention. 

This operating system is a platform that drives the DX of the matchmaking industry. More specifics are noted 
here. It is a platform that centrally manages the spouse hunting of our members. 

The matchmaking can be conducted through condition searches. Sometimes someone introduces you to 
someone else. But here I’m talking about highly accurate AI matching, the kind that the more you do, the 
more accurate suggestions are possible through AI matching system.  

Above all, the most important point is that we have one of the largest databases of registered members in 
Japan, because people are attracted to our network and membership base. 

In addition to that, it is extremely important that we differentiate ourselves by the quality of our analog 
support via human hands. However, whether it is through a matching application or a social event, the system 
is ultimately capable of skillfully performing all aspects of matching. We can increase the number of cases. 

However, when it comes to marriage, the person’s decision is still important, so it is necessary to support and 
be supported by a human being, let it be a counselor or matchmaker, to make a key decision about marriage. 
Advisory included. It is important to differentiate ourselves by the quality of this support, which can be called 
a consultation. The spouse hunting planning described in the lower right corner of this page, the support 
during the matchmaking and dating phases, and the dating support for those who are serious about marriage, 
from dating to marriage and marriage proposal, are all common techniques that counselors and matchmakers 
can use to help couples get married. This is why we have a method of marriage support that all counselors 
and matchmakers share. 

IBJ’s unique matchmaking method, which is a combination of the IBJ system and overwhelming human 
resources of over 6,000 matchmakers, is the only one in the industry that has a crossover effect between 
talents and systems. 
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We have created a medium-term business plan, which has been in effect since 2021, before COVID. We have 
already faced some difficult times with COVID, but we would like to continue to work toward 2027 without 
making any changes. We have developed key indicators and sub-indicators that serve as leading indicators for 
solving Japan’s declining population and declining birthrate problems. 

 

The most important factor is the number of married couples, which was 10,402 pairs last year. We set the 
milestone of 15,000 pairs by 2024. And 25,000 pairs in 2027. If we achieve 25,000 couples, that means 5%, or 
roughly 1 in 20 couples will be IBJ married couples, if the number of married couples in Japan stays at 500,000 
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pairs. The main idea behind our medium-term business plan is to achieve this goal and put a stop to Japan’s 
declining birthrate and aging population. 

The most important indicator for achieving this goal of 25,000 couples is the increase in the number of 
member agencies. I think I mentioned that the support staff and the system can be adapted to the expansion 
of the system if we invest in the system, but to have a couple get married or engaged, it is important to provide 
personal support. 

We currently have roughly 3,500 agencies that are involved in our business. We expect to increase this 
number to 3,039 in FY2021, and then to 5,000, eventually, 10,000 agencies, to achieve 25,000 married couples. 

Sub-indicators include the number of members matched with each other and the number of members 
matched with each other. Obviously, we will take measures to increase the number of stores. And these stores, 
too, need to increase the number of members. 

The number of marriages and the number of affiliates are our KPIs. We identified the measures to achieve 
these targets. 

First, to increase the number of married couples, we will expand the membership base of directly managed 
stores and improve successful methods. After all, to pass on important methods and know-how of success to 
affiliates, and to supply potential customers for matchmaking, our directly managed stores must take the lead, 
both quantitatively and qualitatively. Our strategy is to pass this on to more and more affiliates, so that we 
can increase the number of affiliates that generate healthy profits and create many successes in the world, 
which means that we will strengthen support for affiliates and disseminate our know-how throughout the 
world. This is a measure to increase the number of marriages. 

In terms of measures to increase the number of affiliates, since we will be creating affiliates throughout the 
country, including in rural areas, we are looking to form alliances with regional banks and other players that 
have channels in the regions, including through general recruitment and advertising, as well as at the 
Franchise Fair By expanding our partnerships with regional banks, and by collaborating with businesses and 
organizations that have a strong affinity with spouse hunting, we hope to increase the number of member 
agencies as shown in the bar graph and line graph on the right. 
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In particular, I think you can all imagine businesses and organizations that have a high affinity with spouse 
hunting. Hotel New Otani, one of the three most respected hotels in Tokyo, recently became a member of IBJ. 
We are promoting the matchmaking business with them. We are aiming for the hotel to be used for various 
family events, such as weddings. 

We also have a club called the Tsukiji Honganji Club, which is mainly for members of the Jodo Shinshu School 
of Buddhism, and we have started to offer spouse hunting support for the temple members only. New Otani, 
Tsukiji Honganji, and Take and Give Needs, which I will explain in a moment, have all utilized our methods and 
networks to increase their membership. 

Take and Give Needs has been interested in our business for a long time. Their operation is similar to New 
Otani because as soon as a couple decide to marry, we can immediately hand the couple over to Take and 
Give Needs. Regardless of business category, many enterprises want to incorporate the spouse hunting 
service to boost their mainstay business. 
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This is our strategy to achieve our medium-term business plan. We simulate that if we increase the number 
of marriages and the number of affiliates, we can achieve sales of JPY30 billion and an operating profit of JPY5 
billion by 2027. There are four strategies here, and I will explain them in this order. 

 

First, develop new channels to attract customers. Introduce individuals who experienced matchmaking 
service to directly managed and affiliate stores. This initiative is partially in progress. While we keep the social 
events channel active, we don’t want to limit ourselves to that event channel only. On the side, we collaborate 
with other matchmaking firms to find new channels to attract visitors.  
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The market for matchmaking apps in particular is expanding very rapidly, but the concerns of those who have 
used the services are the difficulty in assessing the level of intention for marriage, or degree of relationships. 
Regarding the self-development people often go through before they wed, for some people it is doable while 
for others it is not so. For those who struggle, the support provided by our business, which can be called a 
matchmaker foundation, is extremely important. So, we believe that the demand for tossups can be captured 
from any number of matching applications. 

 

Strategy 2. In fact, we are a group of people who love to produce married couples, so we focus on marriages, 
but there is still room for expansion in the area of life design. We can increase LTV as much as we want if we 
do it, but we haven’t done it yet. For example, we send our customers to photo studios for profile photos, or 
we use various locations for matchmaking and dating events, but we haven’t fully monetized potential 
business opportunities surrounding these activities. We got an engagement ring business, but we need to 
diversify more. 

As for weddings, even though the wedding venue business is very difficult right now, weddings are once again 
reviving, and the demand is diversifying with the pandemic, such as photo weddings, and things like family 
weddings and small-scale weddings. We will capture these changes in the market. 

I have talked about housing and insurance. There are still areas where we are not capturing potential 
opportunities, and we would like to strengthen these areas as well. 
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And we are expanding our support to the growing number of affiliates because we need them to become 
prosperous. We will achieve this by updating the training curriculum, strengthening the branding of the 
affiliates, and helping them enroll new customers. We want to provide more and more support like this. 

 

And Strategy 4. We have not relied on advertisements much so far, but have been developing our services 
properly and generating revenue. We have already overspent our ads budget this year, but we would like to 
strengthen our corporate branding so that people in the world associate our name IBJ with spouse hunting, 
and recognize IBJ as a brand of marriage. I think the timing is appropriate, and I would like to do this. 
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This year we put ads on public transportation, Tokyo Metro stations specifically. Next year we would like to 
further expand the range. 

I am afraid I have run a little over time, but I have explained IBJ’s financial results according to the three tables 
of contents. Thank you for your time and attention. 

Moderator: Thank you. 
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Question & Answer 

Moderator [Q]: We will now have a question-and-answer session. Are there any questions? 

I would like to read the first question. “What do you think is the reason for the increase in the number of 
young users, such as those in their 20s? Are there any specific measures that you are considering to further 
increase the number of people in the 20s in the future?” Thank you. 

Ishizaka [A]: Before COVID, people in their 20s used to meet each other over dinners or drinking parties, if 
not at school and workplaces. As you can imagine, people are no longer meeting in restaurants, they are 
working from home or going to school, so if they are serious about getting married, they need to rely on the 
services like the one that we offer. So, we acquired ZWEI just as COVID was spreading.  

This ZWEI brand is actually the most reasonably priced of the directly managed stores, and the support is kept 
casual to fit young people. We believe we have successfully captured the platform to respond to demand from 
people in their 20s. 

Also, we are increasingly leaning toward project-based social events to make it easier for people in their 20s 
to join. I think we are quite successful in attracting people in their 20s. In the future, we want to expand out 
of Tokyo, Nagoya, and Osaka areas, by collaborating with other matchmaking service companies in regional 
areas to attract marriage-minded young people in their 20s. To expand our chance to achieve future goals, 
we are considering tie-up projects with other firms.  

Moderator [Q]: Thank you very much. Now I will move on to the next question. “While you have seen an 
increase in new affiliate openings, previous coverage in media indicated that 14.5% of new openings in 2018-
2020 were closed, so there is a certain number of closed businesses. What do you think about the current 
situation where it is easy for newcomers to enter the market, but difficult for them to continue?” Thank you. 

Ishizaka [A]: We have about 3,500 operations in total now. However, looking at the status of new affiliates 
and their activities, many affiliates are doing well. A certain percentage of closures is unavoidable. 

Our affiliates are independent business owners, and our corporate staff don’t run them. Sometimes these 
franchisees don’t start operations because of conflicts with other businesses they might own, or because they 
have started a business but are unable to hire staff. These are some of the reports we received. 

To avoid encountering these struggles, we are now beginning to strengthen our post-launch affiliate support 
forces. In some cases, for about three or six months after opening the business the affiliates can achieve a 
reasonable membership base and run the business, and the report like this begins to come in more year over 
year. So, I’m not overly concerned about inactive businesses and struggling affiliates. However, we will 
continue to make efforts to reduce struggles as much as possible. 

Moderator [Q]: Thank you very much. Now I will move on to the next question. “Regarding the competitive 
environment with matching apps and other companies in your industry, have there been any changes, such 
as increased competition in the pandemic?” We have also received a similar question, “How do you perceive 
the current competition in your industry?” Thank you. 

Ishizaka [A]: The mobile matching apps are a big player in the industry. Many people think these matching 
app businesses compete with each other, and, of course, some of the competition is real. But my focus is not 
on competition. There has been a tremendous increase in the percentage of people who have experienced 
matching apps but found them somewhat difficult. When you word search a matching app online, the search 
results can pull up “matching app fatigue” fairly quickly. Without us doing a special tie-up with other firms, a 
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considerable number of new members organically recognize how IBJ’s service is different from what they 
experienced with other companies matching apps. 

Most of the people who sign up for our matchmaking agencies, both franchised and directly managed, have 
already had a little or more experience with matching apps, so it is the matching apps that help us by making 
sure our customers understand the differences.  

 

On the screen, the industry ranking is displayed. IBJ has been the leader in the matchmaking business. The 
market is big. Some existing firms and newcomers together are trying to come in second and third places.  

However, in terms of the number of affiliates and registered members, plus the monthly number of arranged 
dating sessions, we have an overwhelming advantage. It is, therefore, important to increase the quantitative 
gap between us and the rest. 

When you look at the number of members, IBJ is overwhelming in terms of the number of arranged dating 
sessions and active affiliates, even if the number of registered members is close to some businesses. The value 
is in the number of arranged dating sessions, both for our affiliates and the registered members. It is obvious 
why people choose IBJ. 

The competition will become more and more intense, but I am confident that IBJ, which has always been 
ahead of the competition and has always demonstrated its uniqueness, will continue to take the lead. 

Moderator [Q]: Thank you very much. Now I will move on to the next question. “As the society is shrinking 
with a declining population, can you share your plans for overseas expansion and business diversification?” 
Thank you. 
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Ishizaka [A]: First, regarding the declining population in Japan, the macro market is shrinking, of course, and 
any industry is shrinking, but as you can see in this chart of business performance, the number of marriages, 
births, and population have been decreasing ever since the Company started the business. However, IBJ’s 
business, on the contrary, has been growing all along. 

The problem is that although the overall market is gradually decreasing, the demand from couples who 
actually want to get married has not been fully tapped, and there is still latent demand that can be tapped for 
the next 10 years or more. 

So long as the main focus of partnership in Japan is marriage, we will do so with marriage as the focus. In the 
unlikely event that the main form of partnership in Japan is no longer marriage, then diversity will advance. 
Therefore, we should take the lead in creating diversified services. I believe that our company will be able to 
transform and grow by the social situation. 

Next, regarding overseas markets, for example, in Europe and the US, self-matching is already the main 
method, and although there are matchmakers who provide some support, the main method is matchmaking 
applications. 

However, in Asia, we are constantly communicating and talking with operators in China, Korea, Singapore, 
and other Asian countries. IBJ is attracting a lot of attention in Asia, and some companies are trying to imitate 
its business model but are not doing so well. We would like to consider the possibility of exporting the 
mechanism to such people, whether it is through licensing or a joint venture. 

What I would like to focus on more than anything else is to have foreigners from overseas come to Japan, 
marry, and live here, which will lead to an increase in Japan’s population. So, we would like to proceed with 
the international marriage business little by little, once the COVID of each country dawns, and make it a stable 
business and source of profit. 

Moderator [Q]: Thank you very much. Now I will move on to the next question. “On page 32, the second part 
of the strategy, the objective of increasing lifetime value by increasing revenue points and adding value, is this 
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done to increase the number of affiliates or is this a business model where your company receives a fee for 
the added value you provide?” Thank you. 

Ishizaka [A]: Increasing the number of affiliates is the most important thing. Doing this in a more organized 
manner will lead to increased profitability. 

Also, in bars and restaurants, I bet a tremendous amount of formally arranged dates and casual dates take 
place here. Arranged dates alone can take place 50,000 times a month. If people keep meeting after that stage, 
there are more dining opportunities. We are sure that it will be quite difficult to set up a referral fee system 
for dining, but it is a demand that we certainly want to capture for thin but broad ranged fee businesses.  

There is a lot of demand for these existing matchmaking services alone, but up until now, we have been 
focusing on the more obvious things, such as weddings and honeymoons. 

It’s not that we don’t do weddings or honeymoons, but our efforts were slightly misleading and we were hurt 
a lot by the pandemic last December. We would like to increase profitability and improve LTV by removing a 
portion of the service and reevaluating the areas we should work on in the business flow from admission to 
matchmaking, dating, proposing, marrying, and life design. 

Moderator [Q]: Thank you very much. I will now move on to the next question. “Profits in the directly 
managed store business appear to be stronger than the growth in the number of openings and the number 
of affiliates, but have there been any one-off factors or anything noteworthy? Is it correct to understand that 
you have made progress in strengthening the profitability of the base?” Thank you. 

Ishizaka [A]: To be honest, the directly-managed lounge business is doing better than I had expected. To this 
point, I actually did not expect to be able to turn around ZWEI’s performance as quickly as I did, but it worked 
out quite well. 

SUNMARIE was established before us and when we added it to our group their business was in the red. This 
company too can utilize our know-how and go through changes, in leadership, business functions, operation 
systems, and mindset of the employees. Traditionally they think their job is done once they acquire new 
memberships. We have succeeded in motivating our employees by switching from a membership-based 
approach to a marriage-based approach, which means that our business is only valuable if we can get people 
married. 

By revamping these management systems, as well as the management philosophy and principles, ZWEI, which 
is very large in scale, was able to increase its performance following SUNMARIE. 

IBJ Members, which has been a traditional brand since the Company’s founding, is not to be swallowed up by 
the scale of other companies’ businesses, but to provide even higher quality and more generous services to 
demonstrate its uniqueness. IBJ Members employees put this into action. This approach has allowed each of 
the three brands to live and perform well in their respective markets. 

Spending a reasonable amount of management and system resources, and also reviewing our marketing, or 
advertising strategy daily, has led to this achievement. I believe we can still improve our performance this 
year and next. 

After that, whether to open new stores, expand the floor space, or bring in new brands through M&A by 
chance, and once again follow the same pattern as St. Marie and ZWEI, these things are to be expected. 

Of course, compared to the affiliate business, we rent stores and own them, and people own stores, so to a 
certain extent, the directly-managed lounge business has a ceiling, as we do it mainly in urban areas. However, 
I predict that the market will still grow strongly next year and for the next two years or so. 
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Moderator [M]: Thank you very much. This concludes the question-and-answer period. 

Finally, President Ishizaka will make a few remarks. Thank you. 

Ishizaka [M]: Thank you very much for taking the time to listen to us for such a long time. Many institutional 
investors as well as individual investors, who are interested in IBJ or who have been following IBJ for a long 
time, have an appreciation of its social significance and necessity in Japan, as well as its earning capacity and 
business model. We would like to reflect our dialogue with these people and their advice in our management, 
so please keep an eye on IBJ over the medium to long term. 

We look forward to your continuous support. Thank you very much for your kind attention. 

Moderator [M]: Thank you, President Ishizaka. This concludes the financial results briefing. Thank you 
everyone for staying with us until the end of the event. 

[END] 

______________ 

 


