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Presentation 

 

Moderator: It is time now. We will begin with the financial results briefing for the first quarter of the fiscal 
year ending May 2021 of Sansan, Inc. 

First, I will introduce today’s speakers. Mr. Tomioka, Director and Sansan Division Head. 

Tomioka: Thank you. 

Moderator: Mr. Hashimoto, Director and CFO. 

Hashimoto: Thank you. 

Moderator: Today’s presentation will be based on the earnings presentation and the explanatory material 
on the Sansan business. These materials will be shared on your Zoom screens. If you are joining by phone, 
please visit the Investors website to find the materials. 

Next, the agenda for today’s meeting will be as follows. Mr. Hashimoto will explain the financial results for 
about 15 minutes. Then, Mr. Tomioka will explain the Sansan Business for about 25 minutes. After that, we 
will have a Q&A session that will last up to 11:30 AM. 

Now, I would like to turn the meeting over to Mr. Hashimoto for the presentation. 
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Hashimoto: Thank you for participating in our financial results briefing today. This is Hashimoto, CFO. 

I would like to explain the results of the first quarter and new initiatives. 

To start off, I’ll explain the results for the first quarter of the fiscal year ending May 2021. Please see page 
five. These are the highlight. I’ll go over three points. 

First, the results of the first quarter. Consolidated net sales grew 18.3% YoY, but consolidated operating 
profit decreased due to an increase in advertising expenses such as the rollout of new TV commercials. 

Second, the progress towards full-year outlook. Although we saw some negative impact from COVID-19, 
moderate recovery was seen in number of leads and negotiations since the emergency declaration was 
lifted. As a result, we made no changes to initial guidance. 

The decrease in profit and loss in each profit line is due to advertising such as TV commercials and higher 
personnel expenses stemming from stepped-up recruitment, and this is in line with the plan. 

Third, we made an announcement on our strategy for the Event Tech Business as a new initiative. 
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The consolidated financial results for the first quarter are as shown on page six. 

Net sales increased 18.3% YoY to JPY3.667 billion, operating profit decreased 22.1% YoY to JPY193 million, 
chiefly due to an increase in advertising expenses, while operating profit excluding advertising expenses 
came to JPY838 million, up JPY283 million from the previous year. 

In addition, we recorded an increase in equity-method investment losses of JPY71 million. Hence, ordinary 
profit was JPY101 million. 

After careful consideration of the recoverability of deferred tax assets in the first quarter, we decided to 
record deferred tax assets of JPY168 million, an increase of JPY22 million from the end of the previous fiscal 
year. As a result of recording a corporate tax adjustment amount of negative JPY22 million, profit 
attributable to owners of parent came to JPY85 million. 
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On page seven, we describe the factors contributing to changes in consolidated operating profit. 

Compared to the same period of the previous year, advertising expenses increased by JPY338 million due to 
the rollout of new TV commercials, et cetera. But in the Sansan Business, new TV commercials are produced 
and broadcast every term. In the previous term, these commercials were aired from the second quarter, but 
in the current fiscal year, a new commercial focusing on the virtual business card function was aired from 
the first quarter. Thus, advertising expenses increased compared to the same period of the previous year. 

Hence, the increase from the previous year is mostly due to having started to air commercials at an earlier 
timing than last year. At this point, we do not expect the uptrend in these expenses to continue every 
quarter. Personnel expenses increased by JPY229 million, and this was due to stepped-up hiring activities. 
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Results by segment are shown on page eight. 
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Next, we’ll discuss the results for the Sansan Business on a standalone basis. Please turn to page nine. 

Net sales increased 17.8% YoY to JPY3.356 billion. Operating profit rose 0.6% YoY to JPY1.272 billion. The 
operating profit margin fell 6.5 percentage points from last year due to an uptick in advertising expenses. 
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Next, on page 10 is our recurring net sales in the Sansan Business that we’ve been disclosing since the 
previous quarter. 

Again, recurring net sales represent the recurring monthly revenues from scanner rentals, along with 
revenues as per contract details. 

Others include the initial cost of converting the business cards already owned at the time of new 
introduction into data, and the temporary sales received for introduction support, as well as sales earned on 
a pay-as-you-go basis when the maximum number of contract data is exceeded.  

Recurring net sales grew 26.1% YoY to JPY3.199 billion. This was due to a steady increase in the cumulative 
subscriptions for “Sansan,” coupled with low churn even during COVID-19. As a result, net sales of the entire 
segment were favorable. 

On the other hand, other sales decreased YoY due to the slowdown in the number of new subscriptions 
acquired caused by the impact of COVID-19. 
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Please see page 11 for the number of “Sansan” subscriptions and monthly sales per subscription. 

The number of subscriptions increased 15.5% YoY to 6,969, as the number of leads and negotiations are on 
a recovery track, and progress has been made on new acquisition of subscriptions, mainly at SMEs, ever 
since the government’s emergency declaration was lifted. 

On the other hand, monthly sales per subscription grew only 5.1% YoY to JPY164,000. This was due to 
sluggish performance in revenues received when newly introducing “Sansan,” aside from recurring sales, 
caused by COVID-19. 

Note that monthly sales per subscription increased 9.2% YoY when looking only at recurring sales. 

The total number of employees in the Sansan Business grew steadily, up 89 from the same period last year, 
and came to 429. 
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The monthly churn rate over the last 12 months was 0.60%, as shown on page 12, remaining at a low level. 
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Please see page 13. 

Breaking down “Sansan” sales by client size, based on number of employees, the same trend has been 
observed as before, whereby revenue from large companies increased 24.3% YoY. Also, progress was made 
in acquiring new subscriptions at mid-sized companies. As a result, revenue from mid-sized companies 
expanded 30.1% YoY. 

We intend to continue to accelerate topline growth by strengthening training and education, while 
continuing to hire new personnel. 
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Next, please see page 14 for details on the Eight Business. 

Sales expanded 23.5% YoY to JPY311 million, owing to increased B2B services. The operating loss improved 
JPY47 million to JPY191 million due to increased sales. 

In addition, the number of “Eight Company Premium” subscriptions increased 77.3% YoY to 1,757. 
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Please see page 15. 

Sales decreased JPY26 million QoQ, due to the dropout of sales from planned advertisements in our B2B 
services that had lifted the amount of sales in the last quarter. 

The number “Eight” users expanded steadily, up 0.25 million from the same period last year to 2.76 million 
users. 
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Next, I’ll go over the Event Tech Business, a new initiative we announced last week. Please see page 17. 

In Japan, various business events are held, from exhibitions to large-scale conferences to small-scale 
seminars, and I think that a place where people meet in the B2B domain is indispensable. 

However, I see a major need for innovation in such events or seminars where people meet. 
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Please see page 18. 

In managing business events, not only offline issues, but also the rapid progress of online events amidst 
COVID-19, have created new challenges. 

First, in the case of offline events, the mainstream approach of customer attraction activities pre-event is 
analog customer attraction methods, such as direct mail notifications and fax applications. The management 
of collected participant information is by paper or manually entered into Excel, and this can sometimes 
require time and effort. Accurate information on prospective customers necessary for marketing is not 
collected, and most events do not translate into effective marketing measures. 

Even in the case of online events, it is often troublesome for participants to enter information on the web 
form, and there are many cases where omitted information or incorrect information is entered. 

Next, during the event, it takes time for event reception, especially in offline events such as large exhibitions, 
and the location of the target booth is hard to find. Other issues include the lack of a representative, no 
exchanges between participants in online events, and events not leading to business negotiations. 

Questionnaires are often collected after such events, but many of the forms lack information on the 
participant, making them less reliable. Online questionnaires are also prone to incomplete information. Such 
issues point to the difficulty of linking questionnaire answers with one’s own company’s client database, 
unless they are comprehensively managed. 

To solve these issues, we decided to start initiatives in the domain of Event Tech. 
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Please see page 19. 

Event Tech is considered a solution not only for preparing and holding events but also for streamlining 
operations and raising participant satisfaction. It is also considered a solution to solve issues related to event 
management by utilizing technology to maximize effectiveness. 

Examples of Event Tech include event management software that manages things related to events in an 
integrated manner, a registration reception system that allows participants to register from the web and 
manages their registrant information, a system that supports participant networking, a system after the 
event is held, and a questionnaire system. 

Overseas, attention has been focused on this area even before COVID-19, and it is said that the event 
management software market alone has a market size of JPY500 billion worldwide. 
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Please see page 20. 

While working on holding large-scale offline events ourselves and providing business event services, we 
strongly felt the need for Event Tech. We spent more than a year preparing to enter the Event Tech field. 

Specifically, we invested in CREATIVE SURVEY Inc., a questionnaire service used for seminars and event 
satisfaction surveys, and made EventHub Co., Ltd., an event platform, an affiliated company. In August 2020, 
Logmi, Inc., a media platform for seminar and event transcripts, joined our group. 

Additionally, we internally developed “Smart Entry,” which realizes event registrations, “Sansan Seminar 
Manager,” a seminar management system that allows B2B companies to easily hold and manage seminars, 
and “Eight ONAIR,” which allows “Eight” users to discover online events within their business network. 
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Please see page 21. 

This is an illustration of our portfolio in the Event Tech Business. 

From the management of seminars and events before, during, and after the event, we provide various 
solutions that solve the problems of each process. 

Currently, it is a collection of individual solutions. But we also provide it as a comprehensive package, and 
we have a system that allows us to support the technology used in the event from all directions. 

As for the future outlook, we aim for 3,000 companies to introduce various services in the Event Tech 
Business within three years. In the medium to long term, we hope to reach a level where it has some impact 
on consolidated business results, as an earnings driver following the current Sansan and Eight Businesses. 
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Finally, I would like to explain the full-year earnings forecast. Please see page 23. 

The full-year forecast is unchanged from the initial announcement. 

We issued guidance in range format for this fiscal year ending May 2021, as we expect uncertainty to 
continue in the business environment caused by the impact of COVID-19. We forecast net sales to increase 
between 18.0% and 22.0% YoY, and operating profit to be flat or increase by up to 33.4% YoY. 

We are currently in a stage of securing ongoing sales growth over the medium to long term through 
aggressive investments. We are not in a phase of pursuing profit maximization. Hence, in the fiscal year 
ending May 2021, we will push forward aggressively on our growth strategy and investments toward this 
end. 

The amount of orders received in the Sansan Business in the first quarter was the highest ever in the first 
quarter, thanks to the success of advertising activities such as TV commercials. Also, orders have been 
picking up at the fastest pace in our history for Bill One, which is an online service to digitize invoice data 
that we began to offer in May 2020. 

We aim to achieve a sales growth rate of 30% or more in the fiscal year ending May 2022 by strengthening 
new initiatives and investments that contribute to the re-acceleration of growth. 

This concludes my presentation. 

Next, I will turn the meeting over to Tomioka to talk about the Sansan Business. 
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Tomioka: This is Tomioka. Thank you for giving me the opportunity to explain the Sansan Business today. 

In addition to a basic overview of the Sansan Business, I’d like to cover some topics that we usually don’t 
discuss. I hope this opportunity would help further your understanding of this business. 

 

 

First, let me introduce myself. This is the second page. 

Currently, I am Director and Sansan Division Head, and I am in charge of the Sansan Business. 

We started Sansan back in 2007 with five members, including CEO Terada. I am one of the co-founders. 

Originally, I worked for Oracle Corporation Japan, a computer software company headquartered in the US, 
after graduating from college. I started my career at Oracle Japan, and then took on tasks to support 
companies in adopting IT at the China and Southeast Asia offices. 

What I felt through this experience was that everyone, whether in Japan, broader Asia, or the US, cherishes 
business connections. I’ve seen many instances where a business is unsuccessful due to not being able to 
manage and utilize those “connections.” 

“I want to solve issues related to connections between companies and business professionals.” “I want to 
have an impact on the world”—This was the motive behind founding Sansan along with my colleagues. 
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These are the main topics for today. As shown on page three, I’ll broadly go over three points. 
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First is an overview of the Sansan Business. Please see page five. 

“Sansan” is a cloud-based application offered to businesses, centered on a business card management 
service. 

As for the usage flow of the service, the user company must scan the cards that have been exchanged. This 
can be done easily by using a dedicated scanner or a smartphone app. By doing so, we can digitize the 
business card information with 99.9% accuracy, leveraging our proprietary technology and operations. Also, 
you can use all kinds of other functions linked with that business card information. 

Various convenient tools can be used: management and search of digitized business card information; 
management of email distribution to business connections, along with sales leads with affiliated companies; 
checking new information linked with the company; and checking some information managed with a life 
tool. 

Because it’s a cloud-based application, these functions can be used without restrictions on time or place. 

“Sansan” is sometimes conceived as a service to digitize business cards, but it’s not just that. “Sansan” is “a 
business platform service that effectively utilizes the contact information that has been digitized.” 
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This is page six. 

What’s the importance of digitizing and utilizing business card information? Business cards have a very 
unique value to them. 

First, many business professionals have business cards, and they use these cards in various situations, 
regardless of the industry. It’s very rare to find a tool that’s used alike in all industries. 

Business cards also include information that accurately describes the person, including the name, company 
name, and title. I think it’s not hard to imagine what value would be produced by accurately digitizing that 
information and utilizing it for business activities. 

Not only that, but digitizing the business cards exchanged by each user means that inconspicuous 
information will be digitized at the same time, such as who exchanged the card and when the card was 
exchanged. That contact history itself is highly valuable data. 

I’m frequently asked if the same person’s business card will be digitized more than once. Even if it’s the 
same card, there is significance in employee A and employee B in the same company each digitizing the card. 

Also, the accurate customer information derived from cards has a high affinity with various other business 
management tools. Therefore, even when using other business tools, users first digitize business card 
information with “Sansan.” In that sense, “Sansan” serves as an entry point of the business tool ecosystem. 



 
 

 

Support 
Japan 03.4405.3160    North America  1.800.674.8375  

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
24 

 

Approximately 10 billion paper business cards are estimated to be used globally, and it is said that Japan 
alone accounts for roughly 3.8 billion. We believe this is a tool with significant room for adoption towards 
streamlining operations, including the need driven by transformation of activities spurred by COVID-19. 

 

 

Next, I will explain what kind of companies use “Sansan” and for what purpose. Please see page seven. 

The value that “Sansan” provides to customers is the transformation of work style through business card 
management. Based on this customer value, “Sansan” is implemented at companies for various reasons 
according to each of their issues and purpose. 

A typical example is an improvement in employee productivity. According to a survey that we conducted 
previously, the amount of time spent by a businessperson in checking or organizing business cards, i.e. for 
businesspersons who exchange at least 15 business cards a month, was over three hours a month. 
Converting that to an annual figure, it would mean that about 40 hours are spent per person, and on a 
company-wide basis, a huge amount of inefficient time is spent on such tasks. By introducing our service, 
this time spent can be reduced significantly, thereby improving the productivity of each employee. 

Next, another reason “Sansan” is used is to strengthen sales by visualizing connections and sharing 
information. The basic design of “Sansan” is to share the business card data possessed by individuals across 
the entire company. This means that business connections are visualized as assets, and they are utilized as a 
company. 
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For example, this may make it possible to cultivate new customers that the sales team could not access in 
the past. I will omit the details. There are various other benefits of implementing “Sansan” other than what 
is described in the material. 

 

 

Next, on page eight, I will explain about the pricing, especially the monthly licensing fee. 

Currently, we provide a basic plan, whereby all employees in a company can use “Sansan,” and this is Plan A 
described in the material. 

Although our company issues a user ID according to the number of employees at companies, these IDs are 
not billed individually. The monthly fee of a company is determined based on the number of business cards 
that are digitized. However, this does not mean that the monthly fee changes depending on how many 
cards were digitized in a month. Rather, it is determined at the time of the contract based on an estimate of 
the annual number of cards, so there will not be short-term fluctuations in revenue. This basic plan was 
introduced several years ago, and it accounts for roughly 40% of total subscriptions. 

I will next explain the plan that account for the remaining 60% of sales. This is Plan B shown in the material. 
This is a plan that is not billed according to the number of digitized cards, but rather, based on the number 
of users, or subscription IDs, at each company. Whereas the basic plan explained earlier is used by all 
employees within a company, this is a plan according to the number of IDs for a targeted group of users 
within a company, such as several dozen people in the sales and marketing teams. 

Both of these plans are annual subscriptions. 
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I’ll next go over the history behind how “Sansan” arrived at its current service contents. A simple illustration 
can be found on page nine. 

We launched the Sansan service in 2007, at the same time as the Company’s founding. Back then, it wasn’t 
customary for companies to organizationally manage business cards, or spend money for that purpose, and 
this was true even more in the past than it is today. 

We faced many struggles when conducting sales activities. I made sales calls, but the other side didn’t even 
listen. I made appointments, but I was turned back at the front desk. That was what happened every day. 

The number of customers grew gradually, by steadily enhancing functions based on user feedback, while 
steadfastly conveying the customer value of transforming work style through business card management, 
based on our mission of “turning encounters into innovation.” This is the history of the Sansan service. 

One of the major projects we undertook in the initial stages was to create a personal database. This 
continues to remain a major differentiation factor of our service compared to competitors. This is an 
initiative where we changed the database structure so that it wouldn’t be a business card database but a 
personal database. An initiative where we squarely tackled the issue of effectively utilizing the accumulated 
data on “Sansan” was the bulk email distribution service in 2009. Furthermore, we enhanced the value of 
this person database through a distribution function of personnel transfer information. 

In addition, in collaboration with Teikoku Databank, we enhanced the value of corporate information. In 
recent years, we have significantly improved the convenience of data utilization, such as through “Sansan 
Data Hub,” which is an optional function that allows users to integrate public API and data. 
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We have flexibly revised our fee structure and plans many times in the past. A major change was introducing 
a plan for all employees in a company to use the service. This was the result of pursuing the value of 
business card management, not only between sales staff but all employees including back-office workers. 

Although we are still in the middle of an expansionary phase, the all-company plan now accounts for 40% of 
total subscriptions. I believe this means that Sansan’s concept is starting to be accepted by many companies. 

 

 

On page 10 is the quarterly earnings trend of the Sansan Business. 

There is no particularly significant seasonality that affects sales. Recurring net sales are expanding steadily 
through growth in number of “Sansan” subscriptions and sales per subscription. 

On the other hand, the segment operating profit fluctuates on a quarterly basis depending on the timing of 
strengthening promotions, centered on TV commercials, but on a full-year basis, we are continuing to see a 
steady increase. 
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On page 11 is our KPIs. Please see the graph on the left. 

We have seen a steady expansion in the number of “Sansan” subscriptions and monthly sales per 
subscription. 

The increase in monthly sales per subscription can be attributed to a higher ratio of subscriptions by large 
companies that pay a higher monthly fee, along with an increase in the number of users at existing 
subscriptions. In addition, usage of optional functions has led to a higher basic fee. 

In terms of churn rate, shown on the right, we have lowered the churn to a very low level by focusing on 
post-introduction support. 
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Next, I will explain the strengths and characteristics of Sansan Business. 

On page 13, I will first go over the current positioning of the business. 

“Sansan” has built the business card management market on its own. As a result, it has an 82.8% share of 
the B2B cloud-based business card management service market in Japan. The company in second place has 
a market share of about 4%, and the company in third place has a share of about 2%, showing that there is 
an overwhelming difference. In addition, we possess a strong customer base with over 6,900 subscriptions. 
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The question, then, is why our service continues to be chosen by customers. On page 14, we explain our 
competitive advantage. 

One of the major competitive advantages of “Sansan” is the precision and speed of digitizing business cards, 
realized by our proprietary technology and operations. 

I think you can imagine this fairly easily, but even a single misreading of a character in the business card data 
could lead to emails being sent to the wrong address. Or it may also lead to calling the wrong phone number. 
If that were to happen, the value of the service would be zero. Therefore, the precision of digitization is an 
extremely important element. 

In the initial process of digitization, we leverage an optical character recognition, or OCR, technology. 
Unfortunately, no matter which OCR software you use worldwide, you cannot achieve an accuracy of 99.9%. 

Then, how do we guarantee the accuracy and speed at “Sansan”? We do so through the power of AI and 
people. While our company is now in its 14th year since the founding, we have constantly devoted a huge 
amount of time and money through human effort to continue to achieve accurate digitization work. 

Now, with the progress of machine learning, AI is able to accurately calibrate the characters that could not 
be read correctly by OCR. We have been able to build such technology and operations. Even so, it is difficult 
to fully operate this process, and we still need human effort for checking and entry work, but these 
operations are managed by AI, and an efficient workflow is established. 

The technology and operation that we have built over many years, throughout these 14 years, provide an 
unrivaled competitive advantage. 
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Of course, Sansan’s convenience is also one of its strengths. Please see page 15. 

As I mentioned in the history of the service, “Sansan” aims to be used by all employees as a business 
platform, and continues to pursue the expansion of functions and the improvement of convenience. 

Under the concept of changing the way of working from business card management, you can, for instance, 
check whether the company is not an antisocial force just by scanning the business card, or check the 
information of the contract concluded with the company. By consolidating the tasks that used to be done 
through different workflows in one place on Sansan, we added functions that can improve work efficiency. 

Of course, there are competing services that take a similar strategy for the superficial function of business 
card management, but what is important for a SaaS service like us is the basic idea, such as the mission and 
concept of the company that the service is aiming for. 

“Sansan” is a service that is deeply rooted in the Group’s mission of “turning encounters into innovation,” 
and it is evolving day by day, so we believe that we can maintain and improve our superiority in terms of 
functionality in the future. 
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Next, I would like to introduce the structure of the Sansan Business Division. Please see page 16. 

As you can see, the Sansan Business Division has various departments, which are broadly divided into 
planning and management, sales, and development departments. 

The development department is called the Product Development Department, which literally develops 
Sansan’s functions. We have a common R&D and data management department called DSOC that does not 
belong to a single segment. Sansan’s product creation is done in collaboration with that department and the 
CPO office that controls the development of all products, including “Eight.” 
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We have long been strengthening the recruitment of personnel in the Sansan Business Division. In particular, 
we have been strengthening the structure of the sales division since the second half of the fiscal year ended 
May 2019. Please see page 17. 

Previously, Sansan’s business growth strategy focused on strengthening marketing activities, such as TV 
commercials. Since we have entered the phase where the additional effects of these measures are gradually 
declining, we have shifted focus to a policy of strengthening sales personnel from around two years ago. 

Although it has become difficult to measure the effects of these measures due to the recent impact of 
COVID-19, we are starting to see certain effects manifesting, such as the acceleration of the sales growth 
rate in the third quarter of the previous fiscal year. We intend to continue to hire employees in this term as 
well. 
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Then, what kind of sales system and method are we adopting? I will explain this on page 18. 

At our company, the sales department is roughly divided into three functions: inside sales, field sales, and 
customer success. These sales methods are commonly adopted nowadays for SaaS services, but we used 
them even before they became mainstream, and we have been working on efficient hiring. 

To briefly explain each, inside sales is a function that conducts non-visit sales to prospective customers and 
also sets up negotiations. After that, the role shifts to field sales, and even the actual contract is made 
through solution-type door-to-door sales. It takes about one to two months to win this contract from small 
companies, but it can take three to six months for mid-sized companies and six months to one year for large 
companies. 

After winning the contract, the final unit called Customer Success will support the introduction, support 
daily use, and conduct upselling support for new services. 
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Please see page 19. 

Here are some of the important points in running the Sansan Business. 

First, when formulating an annual business plan, we draw up our targets and forecasts for new orders. Our 
method is to manage these targets, so monitoring is crucial. The results for number of subscriptions and 
monthly sales per subscription are analyzed, but targets aren’t broken down to each indicator when creating 
the forecast. Instead, we manage the total value of new orders. 

We monitor not only monthly indicators, but various KPIs, and a particularly important indicator is the churn 
rate. We hope to continue to keep it at a low level. 

As stated earlier, we are strengthening recruitment of sales personnel, so we are paying close attention to 
progress in hiring and productivity per employee. 
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Finally, I would like to explain our future growth strategy. 

Since it overlaps with what I was talking about when announcing the financial results for each quarter, I 
would like to briefly introduce only the key points. 

First, about Sansan’s idea of TAM. Please see page 21. 

I explained that Sansan’s share of sales in Japan is 82.8%, but the Sansan utilization rate in Japan’s working 
population is only around 2%. This means that DX, including the effective use of customer data, has not yet 
made great progress in Japan. Simultaneously, I believe it means there is plenty of room left for significant 
growth in the future. 

I also think that the behavioral changes prompted by COVID-19 will spur the promotion of DX. In fact, I feel 
that many companies are beginning to face the importance of managing contact information. 

For example, we held a five-day online seminar called “Sansan Evolution Week” in late June, which was able 
to attract 6,000 participants in less than two weeks. This is something I have never seen before. Also, we 
aired a new TV commercial that promoted the “Virtual Card” function in late August, to which we received 
the greatest response ever. 

Therefore, there is ample room to raise the user coverage rate of Sansan to at least several tens of times the 
current level by acquiring new subscriptions and expanding usage within existing subscriptions that is 
limited to certain departments. 
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To achieve sales growth in the Sansan Business, we will continue to work to increase both the number of 
subscriptions and sales per subscription, as described on page 22. 
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The main measures towards this end are described on page 23. 

Currently, we are focusing on expanding the spread of virtual business card functions, which we started 
offering in June this year. I believe there is a huge uncovered potential linked to the new ways of working 
and behavioral norms to deal with COVID-19. 

While company meetings using online tools have become widespread ever since the outbreak of COVID-19, 
we hear many people say that they have difficulty matching the voice that they hear with the face or name 
of the participant. It’s also hard to figure out the job titles of the participants, so it’s not immediately clear 
who is the key person of the meeting. As a result, in some cases, the productivity of sales activities has 
declined. 

As I touched on earlier, far more companies will definitely need to come up with solutions for issues that 
arise from this environment where new ways of working are taking hold. Our “Virtual Card” function is a 
solution to solve these issues. We are working every day on providing this function in specific usage settings 
and enhancing functionality. 

Of course, it won’t be easy to transform old customs and replace them with new kinds of behavior, and 
proliferating such behavior will be a tall order. This is a major challenge for the company. 

However, over 3,000 client companies have started to use this service. This rate of increase in users is far 
faster than the pace of acquiring roughly 6,900 subscriptions over the past 13-plus years, and we have high 
expectations for this service. 
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Although this function itself is offered free of charge, what we aim to realize is a world where business 
professionals own virtual cards, just as how many of them own paper cards. If such a transformation in 
behavior takes hold, it will mean that the penetration rate of “Sansan” has increased drastically, so we will 
be working towards its realization.  

This concludes my presentation. Thank you.   
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Question & Answer 

 

Moderator: We will now begin the Q&A session. 

Does anyone have questions? Mr. Yoshida, please go ahead. 

Yoshida: This is Yoshida from Nomura Securities. Thank you for the presentation today. I could get a better 
understanding of the Sansan Business today, thanks to your explanation from the standpoint of the person 
in charge of the business. Thank you very much. 

I would like to ask a question in regard to this business. In your explanation, you stated that you naturally 
saw negative impacts from COVID-19, such as on the cultivation of new customers. Meanwhile, you also 
mentioned that companies are starting to once again move to strengthen the management of contact 
information. Could you please give us an update on the latest development on this front? 

In particular, during the last briefing meeting, you also collected and shared the figure for the number of 
cards that were exchanged, but this time you did not provide this figure. How do things look right now? 
Realistically, I would also like to know the thought process that is going through your actual customers and 
potential customers. That is my first question. 

Tomioka: Thank you. I will answer your first question. I understand your question to be about the recent 
business conditions under COVID-19, and the status of cards being exchange in terms of customer needs. 

As you say, we are gradually beginning to get a positive feel about business conditions. In April and May, we 
indeed saw an impact on our own business as well as customers, including a decline in the number of cards, 
but we are starting to see a recovery, as evident in the status of sales and orders in this first quarter. 

In particular, we are seeing an increase in companies that are looking to incorporate DX, especially at large 
companies. In society, there have been talks about the establishment of a Digital Agency, urging companies 
to consider initiatives to adopt digital. When doing so, the foremost thing that they are growing interested 
in is how to organize their client information. 

When holding meetings online, it is quite difficult to collect information on customers. We have seen a 
sharp increase in inquiries regarding “Sansan” and our “Virtual Cards” as a starting point for collecting such 
information. 

As for the number of cards, we mentioned last time that we are seeing a recovery from the lower numbers 
in April and May, and our current pace remains at around the same level. 

Yoshida: Thank you. Next, I would like to ask about the functions of exchanging virtual cards. 

I remember last time you mentioned there was still a need to improve the product-market fit. Over the past 
three months, you’ve updated it quite a bit, and personally, I think it became far easier to use. 

You mentioned it is used by 3,000 companies now, but around how many people within these 3,000 
companies are actually using virtual cards? Could you give us any additional information on that? 

Also, I think that there is potential for this service to have network effects with other services. For example, 
those who receive a virtual card may come to know about “Sansan” for the first time, and if they like it, they 
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may subscribe to the service in the future. Could you tell us the status of new inquiries or orders from those 
who see your virtual business cards? Please give us a little more information on that. Thank you. 

Tomioka: Thank you. As for the usage status of virtual cards, we currently do not have the detailed numbers, 
but we are gradually starting to see increased usage. 

Even though I mentioned 3,000 companies, many of these companies have only introduced virtual cards in 
specific departments. And this is especially true for larger companies. Thus, as we expected, we initially saw 
individuals within companies using the service, and the service is gradually expanding usage in departments. 

We are very grateful that these customers are using Sansan’s “Virtual Cards.” We have seen a particularly 
large impact in the first quarter due to syncing these online cards with the Eight service. We see an increase 
in people sending their “Virtual Cards,” as well as people sending back their “Virtual Cards.” We hope to 
further enhance the functionalities and user value, including in this area. 

As for our future development, as you point out, we expect network effects. The service that we provide is, 
in fact, difficult to produce a network effect. Although it is easier for communication tools like “Zoom” to 
produce network effects, cloud services, or SaaS, like ours, typically do not see such benefits. 

However, virtual cards hold the potential for such effects. In a sense, I think that having existing customers 
use virtual cards will, in itself, lead to our next marketing activities. 

Yoshida: I understand. Thank you very much. 

Moderator: Are there any other questions? 

Next, we have received a question from a participant who wishes to remain anonymous. The last name 
begins with the letter S. Please go ahead. 

Participant: I have two questions. 

First, in terms of the Sansan Business, it says on page 19 of the presentation that you consider it an 
important KPI to raise the productivity per sales personnel. 

Looking at the growth rate of sales personnel over the past two years, it appears that productivity was 
falling even before COVID-19. Please tell us more about the actual conditions of sales personnel productivity. 

I imagine that sales activities have normalized to an extent recently, but could you also comment about 
productivity? That is my first question. 

Hashimoto: I will give an explanation. Mr. Tomioka will give additional input later if any. 

We follow the figures for productivity on a monthly, quarterly, and yearly basis. We don’t think it would be a 
useful comparison if you look at productivity prior to the stage when we started stepping up hiring activities 
for sales personnel. That said, when looking at the trend thereafter, we see fluctuation both up and down. 

In the previous fiscal year ended May 2020, we saw a significant improvement in January, February, and 
March. We ramped up efforts to hire sales personnel from around a year and a half ago, and we also 
conducted onboarding programs and training. As a result of this training to raise the proposal ability of sales 
personnel, we saw very good improvements up to March. 

Meanwhile, ever since the state of emergency declaration in April, we haven’t been able to conduct sales as 
we wish. Consequently, there has been a slight drop in order volume and productivity per employee. 
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However, we are still on a recovery track, and if we can get back to the level in March, I think the growth 
rate will go up even further, and our sales are recurring, so we would be able to expect a significant impact 
on sales in the next fiscal year. 

Participant: So, the level is not back to the level in March, correct? 

Hashimoto: Right. Looking at the numbers alone, we haven’t reached that level yet. 

Participant: I understand. Thank you. 

My next question is about the adoption of your service by the government. I recall your service was adopted 
by METI several months ago, and I also expect there to be a push for digitalization by Prime Minister Suga. 

Do you think this will make it easier for other government agencies to adopt your service, or will there be 
companies that are linked with the government that might be referred to your business? Could you provide 
us with some more information regarding these matters? That’s all. 

Tomioka: Thank you. I will answer this question. 

I understood your question to be about the adoption of our service, particularly by the public sector, 
including the adoption by METI. As you said, we have seen a considerable acceleration on that front, ever 
since our service was introduced by METI. 

We are receiving all kinds of inquiries right now, not only from ministries but also from local governments. 
We are, in fact, seeing a growing number of cases where government-related institutions adopt “Sansan” as 
part of their digital transformation, or DX, initiative. 

I have met with Minister Hirai of the Digital Agency twice, and we talked about what “Sansan” can do to 
contribute to Japan’s digital transformation. We hope to provide services that would bolster Japan’s 
initiatives for DX, and we intend to strengthen initiatives towards this end. 

Participant: Thank you. 

Moderator: Next is Mr. Miyazaki. 

Miyazaki: This is Miyazaki of Goldman Sachs. Thank you. 

My first question is about sales. In Q1, sales grew by 18% or 19% from the previous fiscal year, but 
compared to the previous quarter, sales were roughly flat. Please tell us more about the cumulative and 
one-time effects on sales, including the impact of COVID-19. That is my first question. 

Hashimoto: I will explain. 

Although the numbers won’t appear consistent if you look only at the KPIs, there is a slight gap in terms of 
cumulative increases in sales and number of subscriptions. I think this would be the answer to your question. 

The amount of recurring net sales in the previous quarter, Q4 of fiscal year ended May 2020, was JPY3.062 
billion as described in the presentation. I think this may seem lackluster, given that recurring net sales in Q1 
were JPY3.199 billion. 

If you look only at recurring net sales, ARPU grew roughly 10%, while the number of subscriptions increased 
15%. So, the reason why the overall growth rate of Sansan Business has fallen below 20% is due to the 
usage-based sales. I think a major reason is the impact of non-recurring sales. 
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Therefore, I am not at all pessimistic about the business structure itself. Our recurring sales are growing 
steadily, and partly due to COVID-19, we are seeing a time lag in the number of subscriptions being 
translated into sales. I think the increase in the number of subscriptions will be reflected in sales in Q2 and 
Q3, and I am very optimistic regarding this point. 

Miyazaki: I understand. Thank you. 

My second question is about the stepped-up hiring activity, which you mentioned you intend to continue. 
I’d like to ask a few points regarding the sales personnel. I’d like to know more about the competitive 
environment around this hiring activity. 

In particular, I understand that many SaaS companies have been enhancing hiring activities to strengthen 
sales. Given that these are sales personnel, I imagine there wouldn’t be a need for them to be IT engineers. 
But, if there are required skills or a target talent pool, then would there be competition over the same talent 
between multiple companies? 

And, if so, then would you stand to benefit because of your name recognition, or is the competition still very 
tough? Please tell us more about the status of expanding personnel, which you mention as a KPI. Thanks. 

Hashimoto: I will first talk about the entire company, and then Tomioka will give his input on the Sansan 
Business, if any. 

First, looking at the developments leading up to the present, we tightened our hiring activities in March, 
April, and May. This was because of the uncertainty in the business environment, including considerations of 
cost control, as well as controlling resources. Consequently, as disclosed in the supplementary materials, we 
saw a temporary fall in hiring expenses. 

After that, we got a much clearer picture of the impact of COVID, and we were able to confirm the progress 
of our business with strong confidence, so we decided to re-accelerate our hiring efforts again. 

And what we have seen against this backdrop is that the competitive environment around hiring hasn’t by 
any means deteriorated. Although companies have launched various SaaS and are pouring energy into hiring 
activities, we haven’t seen much of an impact. 

Thus, we think it is very much achievable to continue to hire at a pace of around 150 to 200 people per year, 
as before. Naturally, the competition will remain tight in terms of hiring engineers and highly efficient sales 
personnel. But we do not see the hiring situation to have taken a downturn. Rather, various talents are 
considering job transfers, and my impression is that the environment has turned slightly positive. 

Tomioka: I would like to give some additional explanation, particularly regarding the strengthening of sales 
personnel in the Sansan Business, which I mentioned earlier. 

First, at present, we are making progress on hiring sales personnel as planned. As for our outlook, of course, 
various companies are devoting energy to hiring, but some are holding back hiring due to COVID-19. 
Therefore, if you were to ask us if the hiring environment is tough, my understanding is that it is not that 
bad. 

As you say, it would be better in terms of the talent pool if we can hire people with a background in digital, 
but there aren’t that many people in the market to begin with, who have sales experience of starting up a 
SaaS in Japan. Of course, there are people who have had experience at a foreign company, as was the case 
for me, but it’s very rare for them to have had an experience related to SaaS at a global company or brand. 
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In that sense, our target is to hire people with a certain degree of capability with experience in corporate 
sales, and to train them so that they can also conduct IT solution sales. That is one of the major policies of 
our recruitment activities. 

I think it will be crucial also in terms of sales productivity, as mentioned in a separate question, to 
strengthen the sales structure. Thus, we are working to reinforce the sales structure, too. 

Miyazaki: Thank you. I’d like to ask for clarification on just one point. I believe it may partly be due to 
Sansan’s brand profile that makes it easier for you to hire talent. But, if the hiring environment is not that 
tight, and you step up your recruitment activities, then the supply-demand balance is conducive for you to 
hire a fair number of talents. Is that correct? 

Hashimoto: Yes, that’s right. I believe that would be a fair assessment of the current situation. 

Miyazaki: Thank you. 

Moderator: Next is Mr. Yamashina. Please go ahead. 

Yamashina: This is Yamashina of Macquarie. Thanks. I have two questions regarding Event Tech. 

Will you be establishing this as a new business division, or will it be nested under the Sansan or Eight 
business? And also, when you say that you aim for adoption at 3,000 companies, how many personnel or 
sales expenses do you think will be required to realize that? Could you share your current estimates as much 
as possible? Could you first answer that, please? 

Hashimoto: I will answer this question. 

We announced we would be starting Event Tech as a new initiative. Given that it is still early days since the 
announcement, we are still conducting sales and building up from here, though we already received orders. 

This will also mainly be based on a SaaS model, so it will take some time until it has a certain degree of 
impact on overall earnings. Once we are in the stage of seeing this impact take shape, then we will consider 
at that time whether to create a new segment or bring it under Sansan or Eight. 

As things stand now, the Event Tech concept we announced is a combined portfolio of various products and 
services. One of the core services in this portfolio is our proprietary Sansan Seminar Manager, which is, of 
course, used and sold by both our sales personnel for Eight and Sansan. We are making company-wide 
efforts on this front, and we intend to execute sales. 

In the Sansan Business, we have over 6,900 clients, which also have a CRM system introduced, so there will 
be various ways to link this system with “Sansan Seminar Manager.” And by providing support, I think 
considerable synergies 

I mentioned 3,000 companies as a target, not merely through sales of “Sansan Seminar Manager,” but a 
combination of various services that would, in total, be adopted by 3,000 companies. We still don’t know 
what shape or form this would take in the future. We will make adjustments as we go, while deploying our 
SaaS, conducting various tests and modifying our products in many ways as we move forward. 

Yamashina: I understand. My second question is a clarification to make sure I understand it correctly. 

For example, in terms of large-scale IT events, I believe there are event management companies like NANO 
OPT Media. I understand that these players aren’t competitors, but more like business partners, who might 
consider using your service. Is that an accurate understanding of how you position this business? 
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Hashimoto: Essentially, our image is to focus on smaller seminars, rather than large exhibition-type events, 
that would hold several dozen to several hundred people. 

I think this is a service domain in which there are opportunities to collaborate not only with event hosts, but 
those who look to attract customers online. There are different parts of the overall scheme where we can 
contribute. For example, our “Smart Entry” function leveraging technology can be used when registering 
participants or taking surveys. These sorts of combinations can be made so that we, in fact, we serve as 
business partners of event organizers, rather than their competitors. 

Yamashina: For example, if there is a seminar hosted independently by a company within a large-scale 
exhibition, then it can be expected that your event tech services will be used for these specific seminar slots. 
Is that a fairly accurate image of the service? 

Hashimoto: Yes. I think it will depend on each event, as well as the system used by the host and how it is 
defined, but I think that sort of application is highly probable. The ultimate goal is to have customers input 
the customer information they gather at these vents into “Sansan” so that they can use it for their 
marketing and nurturing activities. So, by all means, we hope to develop such services. 

Yamashina: I understand. Thank you. 

Moderator: Are there any other questions? Please go ahead. 

Participant: First, regarding Sansan, Mr. Tomioka mentioned earlier that the demand for organizing client 
information will increase due to COVID-19. When do you expect this increased demand to start appearing 
tangibly in, for instance, your lead orders or sales growth? That is my first question. 

Tomioka: Thank you. I understood your question to be about the extent of the positive impact from COVID, 
and the timing in which this impact would appear in the numbers. 

This is a somewhat difficult question to answer, but as things stand now, our outlook is for a recovery from 
the COVID-19 impact from around the second half, and we have formulated guidance on that basis. 

We are currently anticipating results to trend in line with this plan. 

Participant: Okay. Also, I would like to know your medium-to-long-term expectations of the approximate 
amount of sales you expect from Event Tech. 

Earlier, Mr. Hashimoto said that the company intends to create another earnings driver following “Sansan” 
and Eight. But there is a ten-fold difference in sales between “Sansan” and Eight. What kind of scale do you 
expect for each of these businesses in the next five to 10 years? Also, if, for instance, you were to create a 
third business, then who do you currently expect to be the executive that would take charge of this 
business? 

Hashimoto: I think the challenge going forward is to connect the separate parts of this new initiative, such 
as “Sansan Seminar Manager” and “Smart Entry,” and how we can comprehensively build on these 
initiatives. 

The ultimate concept of what the business would look like in the end is still in the stage of trial and error. 
Therefore, it is quite difficult at this stage to say what scale of sales can be expected. 

At least, based on our understanding, out of the more than 6,900 customers in the Sansan Business, far 
more than 1,000 companies hold seminars or events. If the service can be used by these customers, then 
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although it may take time, I think the size of the business will be large enough to comprise a segment on its 
own. 

Whether that would be mixed with the Sansan Business down the line, and expressed as a number of 
subscriptions or ARPU, would require various other considerations. At least, I don’t think that it will be a 
business that ends up being just several tens of millions of yen, but I also don’t think it will become a 
business with JPY10 billion in sales immediately within five years. I hope you will understand that this is the 
rough expectations at this point. 

As for the business structure, up until the release, we had a department directly supervised by the president, 
who is in charge of new business development, and we conducted development activities through 
cooperation from people affiliated with “Sansan” and “Eight.” After the release, we will continue to allocate 
these people who are specialized in development, but in addition, we will make use of our personnel 
belonging to “Sansan” and “Eight” in terms of sales activities for some time. 

If we get a very clear view on product-market fit, or if it gains traction very rapidly, then we will for instance 
consider organizing a dedicated sales team, but it won’t be 100 people all of a sudden. It will first start with 
a few people, and we intend to increase the number to 10 and then 20 people. 

For your reference, we still haven’t created a business division for “Bill One,” which we released in May. But 
we are seeing a steady increase in traction, so we plan to once again slightly increase the number of 
dedicated sales personnel for “Bill One.” Even though we say we are increasing personnel, the number is 
currently in the single digit, and this will first be increased to 10 people, and then to 15 people. That’s the 
pace of increase, so in terms of investments, the company-wide impact is very small. 

However, in order to turn it into a growth catalyst over the next three to five years, I think we would need to 
aim for enhancement and improvement towards products by conducting steady recruitment. 

Participant: Thank you. 

Moderator: Next is the participant with the last four digits of the phone number being XXXX. Please go 
ahead. 

Ishihara: This is Ishihara from Daiwa Securities. I would like to ask about the net increase in the number of 
subscriptions. 

In Q1, it says that the number of subscriptions increased by 215 QoQ, so I thought that the number of 
subscriptions increased by a fair amount. You mentioned in your explanation that you struggled to acquire 
new customers due to COVID-19. Do you attribute this net increase in subscriptions to an increase in new 
subscriptions, or the result of keeping the churn low? Or do you assess that the business struggled, because 
the number of subscriptions didn’t increase that much, given the amount of advertising expenses such as TV 
commercials? Could you please tell us about this net increase in subscriptions, including the trend in other 
sales, in a little more detail? That is my first question. 

My other question is somewhat similar to the first one. What kind of outlook do you have with regards to 
subscriptions that will be acquired from the second quarter onwards? Should I expect the marketing efforts 
taken in Q1 to contribute to results from Q2, resulting in a further uptick in the rate of net increase in 
subscriptions? Or do you think the same kind of trend will continue as in Q1? Could you please give us a 
little more information on this point? 

Those are my two questions. 
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Hashimoto: I will answer your questions. Mr. Tomioka will provide an additional explanation, if any. 

If you look only at the number of subscriptions, it increased by 215 compared to the end of the previous 
fiscal year ended May 2020. But, when we say there was a delay in new acquisition of subscriptions, we 
mean two things. First, we aimed for a higher number, so the actual number came in below our expectation. 

Second, in relation to the first point, we didn’t see an uptick in the number of subscriptions in Q4—March, 
April, May—compared to Q3. This March, April, and May period is typically the timing in which we are able 
to acquire the largest number of new subscriptions in the year, because this is the timing when many of our 
customers start a new fiscal year. However, even though this was supposed to be when we bring in a lot of 
subscriptions, we weren’t able to do so because of the impact of COVID. Therefore, the number of 
subscriptions is slightly depressed in Q4, and some of the subscriptions were pushed back to Q1. 

Hence, part of the new subscriptions were ones that we originally intended to bring in at the time of Q4, but 
were delayed until Q1. Even though the number of new subscriptions increased by 215, this partly includes 
these delayed subscriptions, so our gut feeling is that the newly acquired subscriptions are somewhat low. 

From Q2 onwards, we hope to secure orders of at least 200 subscriptions, more or less sustaining the 
prevailing trend, but the outlook remains unclear due to the impact of COVID, and we’re seeing both 
tailwind and headwind. As for the certainty or comfort level of our outlook compared to the past, we 
believe the outlook is slightly unclear. 

That said, if the positive aspects offset the negative aspects, then I believe it will turn positive, so I think the 
number of subscriptions to increase at a rate that is the same as before. 

Tomioka: As a side note, the churn rate differs quite significantly depending on the customer size. We 
categorize our customers into S for small businesses, M for mid-sized businesses, and large-sized businesses. 

In terms of the small businesses, we had concerns over cancellation subsequent to the COVID-19 outbreak, 
and there were in fact some cancellations, along with reduced volume, especially in April, May, and June. I 
get the feeling that we’ve already crossed that peak. 

On the other hand, the timing of the contract also matters when it comes to mid-sized and large companies. 
For example, customers will likely make decisions on how to manage their budget according to their 
business performance, and these budget reviews have recently taken place in September, and will take 
place in March next year. We are currently making efforts to keep the churn rate low, while also having our 
customer success support members focus on this matter. 

Ishihara: I’d like to clarify just one more point. When you say that you expect new subscription acquisition 
to be the same as before, do you mean that the target will continue to be around the 200 subscriptions you 
recorded in Q1, and you expect roughly 200 or so new acquisitions to continue for this fiscal year? Is it 
correct to understand that you are starting to feel confident that this is achievable? 

Hashimoto: Yes. As I explained before, we are ultimately looking at the buildup in sales as our internal KPI, 
and we are following the amount of orders. Our goal is not the number of subscriptions, but I think around 
200 as a result of the efforts we make is a fair or reasonable estimate. 

Ishihara: Thank you. 

Moderator: Are there any other questions? 

There are no other questions, so we will now conclude the briefing meeting. 
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Thank you for joining us today despite your business schedules.  

[END] 

______________ 

Document Notes 

1. Portions of the document where the audio is unclear are marked with [Inaudible]. 
2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD]. 
3. This document has been translated by SCRIPTS Asia.  
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