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˲BrandʾFashion business˳

ʾNet sales increased 34.0% YoY and operating income also increased 54.5% YoY. 

Operating profit margin grew by 0.5pt YoY.

ʾRecord high purchases from individuals due to store openings and purchase events, etc., 

with openings of 11 purchase centers (of which, three are franchised stores).

ʾCorporate sales were also strong due to steady purchases from individuals.

˲ Tire and Wheel business ˳

ʾNet sales increased 9.6% YoY . Sales and income rose to attain a positive

operating income figure in the first quarter since the fiscal year ended

March 31, 2013.

ʾCRAFT's 50th anniversary campaign produced strong results.

Sales per customer rose after the acquisition of new custom product users.

ʾRelease of new products from 4 ˷4 Engineering Services.

3

FY 2023 1Q Financial Summary



Revision of results forecasts for the first half and the fiscal year 
ending March 31, 2023

Sales exceeded the initial plan due to strong individual purchases and ample inventory.
In addition, we were able to control expenses through advertising that emphasized efficiency, 
so each profit was increased.

(Millions of yen) Net sales
Operating 
income

Ordinary 
income

Net income 

attributable

to owners of 

parent

Basic 
earnings per 

share

1H
FY2023

Forecasts released 

previously
35,500 1,160 1,020 700 63.89

Revised forecasts 

announced on this 

occasion
38,500 1,550 1,430 1,000 91.27

Change 3,000 390 410 300 ˵

Rate of change 8.5% 33.6% 40.2% 42.9% ˵

FY2023

Forecasts released 

previously
78,000 3,780 3,780 2,450 223.61

Revised forecasts 

announced on this 

occasion
82,500 4,350 4,350 2,830 258.30

Change 4,500 570 570 380 ˵

Rate of change 5.8̋ 15.1̋ 15.1̋ 15.5̋ ˵ 4
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FY2009 FY2010 FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019 FY2020 FY2021 FY2022 FY2023

Fiscal year-end dividend

Interim dividend

36.2
24.8 29.3 23.0 16.6 15.5 15.0 19.4

92.4

30.6 34.7
15.5 19.7

Payout ratio(%)

(planned)
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The annual dividend forecast is revised upwards from 44 yen to 50 yen per share, in consideration
of the projected income level and others for the fiscal year ending March 31, 2023.
Aiming to increase dividends consistently in line with the status of profit and cash flow .

Shareholder return
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KOMEHYO's net sales are hardly affected even under the pandemic. 
Demand for high -priced items was strong.

The COVID-19
6th wave

Economic Trend

The COVID-19
7th wave
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Overview of income statement

(Millions of yen) FY2021 1Q FY2022 1Q FY2023 1Q Change̞ YoY̞

Net sales 7,861 14,162 18,753 4,591 132.4%

Gross profit 1,888 3,985 4,717 732 118.4%

Gross profit margin 24.0̋ 28.1̋ 25.2̋ ̚2.9pt ˵

SG&A expenses 2,748 3,476 3,978 502 114.4%

Operating income ̚860 508 739 230 145.3̋

Operating profit margin ˔ 3.6̋ 3.9̋ +0.3pt ˵

Ordinary income ̚937 515 760 244 147.4̋

Net income attributable
to owners of parent

̚1,229 337 519 182 154.0̋
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Operating income 

(Million of yen)

Purchases from individuals remained strong and net sales increased. 
Operating income grew significantly thanks to expense control and other efforts.

Operating income increase and decrease factor

Increase in selling expenses 
such as advertising expenses ̚229
Increase in personnel expenses
such as salaries and allowances ̚204

Increase in general and administrative
expenses such as commission payments  ̚ 68
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388 545 774 

1,282 
1,542 

1,746 

1,077 

1,388 

1,456 

FY2021-1Q FY2022-1Q FY2023-1Q

SG&A ratios declined due to efficiency -oriented advertisements.

Changes in selling, general and administrative expenses

35.0
24.5 21.2

SG&A expenses to sales ratio(%)
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Increase in general and administrative
expenses such as commission payments  ˴68

Increase in personnel expenses
such as salaries and allowances ˴204

Increase in selling expenses 
such as advertising expenses ˴229



Foreign exchange gains 34
Compensation income   29
Dividend income 10
Commission income   1
Other   7

Grant income 3

Impairment loss 1
Loss on retirement of fixed assets 1

Non-operating income(loss) / Extraordinary income(loss)

Rent expense on store
(construct in progress)47
Interest expenses 14
Other 2  
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Non-operating income 85

Non-operating loss 64

Extraordinary income 3

Extraordinary loss 2 (Million s of yen)



̠Cash on hand increased due to buoyant purchases
from individuals.

̠Inventories increased with improved  purchases
from individuals.

̠Borrowings increased due to an increase in cash on hand
and inventories.

Balance sheet overview

(Millions of yen) FY2022
FY2023-

1Q
Change

Current assets 29,453 33,311 ˴3,857

Cash and deposits 9,080 9,946 ˴866

Inventories 15,308 18,208 +2,900

Other current assets 5,065 5,155 +89

Non-current assets 10,213 10,947 +733

Total assets 39,667 44,258 ˴4,591

Liabilities 18,966 23,057 ˴4,090

Interest -bearing 
liabilities

13,519 18,486 ˴4,966

Other l iabilities 5,446 4,571 ̚875

Net assets 20,700 21,201 ˴500

Liabilities and 
Net Assets 39,667 44,258 ˴4,591
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̠Attributable to an increase in retained earnings and other factors



In the Brand Fashion business, both sales and profit increased thanks to strong purchases from 
individuals and the strong results of auctions for companies. Sales and profit also increased in 
the Tire and Wheel business owing to the strong sales of custom products.

Overview by segment

(million of yen) FY2021 1Q FY2022 1Q FY2023 1Q Change̞ YoY̞

B
ra

n
d

F
a

s
h

io
n

Net sales 7,137 13,277 17,794 4,517 134.0̋

Operating income ̚823 472 730 257 154.5̋

Operating margin ˵ 3.6% 4.1% ˵ ˵

T
ire

 a
n

d
 

W
h

e
e

l

Net sales 711 864 947 83 109.6̋

Operating income ̚33 ̚20 2 23 ˵

Operating margin ˵ ˵ 0.3̋ ˵ ˵

R
e

a
l e

s
ta

te
 

le
a

s
in

g

Net sales 16 84 71 ̚12 84.9̋

Operating income ̚3 25 21 ̚3 86.5̋

Operating margin ˵ 29.8% 30.3% ˵ ˵

12



Retail

46.3%

Corporate 

sales,etc.

53.7%

Overseas

9.1%

Domestic

90.9%

Corporate sales had a higher percentage due to strong purchases and for keeping stock new and fresh, whereas 
retail was also bullish, keeping its share at slightly below 50%.
The ratio of overseas sales dropped temporarily, attributable mainly to buoyant domestic sales and the 
lockdowns in Shanghai.

ʾ "Corporate sales" includes auction fees.

Breakdown of consolidated Net sales (Retail / Overseas)
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FY2023 1Q
Net sales
18,753

(Millions of yen)

FY2023 1Q
Net sales
18,753

(Millions of yen)

Å¬Overseasº is the sales of overseas group companies.
ÅThe ratio of overseas business does not include domestic 

tax-free sales, etc. 



2,535 

7,574 

11,052 

7,574 7,728 8,983 9,858 11,052 

FY2021 1Q FY2022 1Q FY2023 1Q FY2022 1Q 2Q 3Q 4Q FY2023 1Q

93
109

148

109 116 126 137 148

Number of stores

Purchase from individual

customers (Group total)

(Million of yen)

Purchase from individual customers (Group total)

Year-on-year trend in the past three years Quarter -by-quarter trend
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Purchases from individuals remained favorable with the opening of Komehyo spurchasing centers, the holding 
of KAITORI Go purchasing events, and an increase in the amount of purchases per customer.

̞The individual purchase amount is the amount purchased from an individual customer through the following route.
ʾPurchasing at stores ʾPurchasing at visited sites
ʾPurchasing at events ʾPurchasing using home delivery services



7,861 

14,162 
18,753 

14,162 
16,472 

19,237 21,276 
18,753 

FY2021 1QFY2022 1QFY2023 1Q FY2022 1Q 2Q 3Q 4Q FY2023 1Q

24.0

28.1

25.2

28.1
25.6 26.3

24.2 25.2

Gross profit margin(%)

In FY2022 4Q, corporate sales with a low gross margin increased significantly, mainly reflecting 
the steep rise in gold market price.

Trends in Consolidated Net sales and Gross Profit Margin
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ʾThe figure tends to rise in the third quarter, when the ratio of retail is high in the year -end busy season.

ʾInventories are revised in September and in March. The figure tends to fall in the second and fourth quarters.

ʾThe figure may vary depending on the weightings of items that can be purchased. 

Trend in gross profit 
margin

Year-on-year trend in the past three years Quarter -by-quarter trend

Net Sales

(Millions of yen)



3,518 

7,948 

10,255 

7,948 
8,775 8,553 

9,969 10,255 

FY2021 1QFY2022 1QFY2023 1Q FY2022 1Q 2Q 3Q 4Q FY2023 1Q

2,812 
3,280 

2,812 2,966 3,095 3,124 3,280 

Number of registered members

JBA auctions (particularly the offline auctions in Kanazawa) continued to be strong due to an 
increase in the number of registered members. 
The total volume of auctions among companies increased 29% YoY.

Changes in corporate auction trade volume
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JBA

KOMEHYO
Auction

Trade volume

(Millions of yen)

̞KOMEHYO auctionʿThe online auction method
̞K-BRAND OFFʿJapan Brand Auction(JBA)TOKYO˵the real bidding method

Japan Brand Auction(JBA)KANAZAWA˵the live auction method
JBA Live Net Auction˵The online bidding method

Year-on-year trend in the past three years Quarter -by-quarter trend



1,253

2,021 2,197 2,021
2,333

2,814 2,803

2,197

FY2021 1QFY2022 1QFY2023 1Q FY2022 1Q 2Q 3Q 4Q FY2023 1Q

48.2
43.7 43.6 43.7 46.1 43.8

49.5
43.6

E-commerce -induced  sales rate ʿEC Sales as a Percentage of Retail Sales

While the infection situation of the new corona is calming down, shopping habits via EC are firmly established
Focus on own EC site (KOMEHYO ONLINE) with high advertising cost -effectiveness by controlling the number 
of listings on other companies' sites

E-commerce-induced sales rate(KOMEHYO)
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̞KOMEHYO website: Make a purchase by directly clicking the KOMEHYO online or by making a phone call to a contact center and receiving a customer service.
Back orders(Purchasing from a catalog): Make a purchase after choosing a product from a catalog at the KOMEHYO online store, having the product delivered to

a nearby KOMEHYO  making sure of the product in person.
Others(Other companies  websites): Make a purchase at a store KOMEHYO set up at an Internet sales site operated by another company.

KOMEHYO
website

Back orders

Others

E-commerce

induced  sales

(Millions of yen)

Year-on-year trend in the past three years Quarter -by-quarter trend



18

͍ʽOverview of Financial Results for the First Quarter
of the Fiscal Year Ending March 31, 2023

͎ʽInitiatives for the First Quarter of the Fiscal Year
Ending March 31, 2023

͏ʽReference Information



Brand Fashion Tire and Wheel

Flagship stores 5 ˵ ͎ 1 ˵ ˵ ˵

Sales Stores ˵ 2 ˵ 6 2 ˵ ˵
Stores annexed with

sales facilities 12 6 2 ˵ ˵ 10 4

Purchasing Center 67 ( 8 ) ˵ 8 ˵ ˵ ˵ ˵

Franchised
purchasing centers ˵ ˵ 5 ( 3 )

Overseas 5 ˵ 11 ˵ ˵ ˵ ˵

Total 89 8 28 7 2 10 4

BRAND OFF
KANAZAWA store Shellman GINZA store WORM OSAKA 19

The figure in parentheses ( ) represents the increase during the first quarter.

StoresʿGroup total 148 stores ˢAs of June 2022 )

Craft NAKAGAWA store



169

257

20

30
3015

30
15

FY'21 FY'22    'FY'23(PLAN) FY'24(PLAN)

(100 million of yen)

Existing 
store

New store 
opening

20

More than 30 purchase centers have been opened since the previous fiscal year, 
and 100 purchase centers will have been opened in the three years, in places where customers pass by daily.
We are planning to increase purchase from individual customers by 3.0 billion yen per year (1.5 billion yen 
during the fiscal year), targeting purchases from individual customers at 100 million yen per purchase center.

Effect of opening the purchase center (KOMEHYO)

(achievement)



Efforts to strengthen purchasing ˢKOMEHYOˣ

Eight purchasing centers launched

Mainly inside large commercial facilities in an extensive area from 
Kanto to Kyushu

33 purchase events held

ÅAt commercial facilities and department stores considered to 
be reassuring, familiar and close to consumers since they are 
found in their daily life
ÅEvents may lead to launch of permanent stores.

PARCO-ya UENO / PERIE CHIBA / Colette Mare/

Luvit town KARIYA/ TAKATSUKI HANKYU / KOBE OKAMOTO/

MARK IS MOMOCHI / AEON MALL TSUKUSHINO

21



A hundred franchised purchase centers will be set up in the three -year period starting in the previous fiscal year.
We are aiming to introduce at least 20 new stores by the end of the current fiscal year.
Items purchased at franchise purchase centers are put to auction (JBA). The trade volume thus increases.

Three franchise purchase centers launched An increase in bases for purchase helped increase the trade volume 
in the auction.GOTANDA TOC store / YOKOHAMA MOTOMACHI store

/ SUBWAY NANBA  store

FC

22

An attractive platform on 
which an abundance of 

items are placed for auction

Corporation

General 
customers

Product 
commerc
ialization

Exhibit

Efforts to strengthen purchasing ˢK-BRAND OFFˣ

General 
customers
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KOMEHYO
Product 
center
Quality

Market price
Distribution

Purchase from 
individual customers Retail

Corporate 
sales

ʾSuitable for retail

Purchase from 
corporations*

77̋

23̋

38̋

62%

Product distribution (FY2023 -1Q KOMEHYO)

45̋ 23̋27̋ 4̋

ʾStores
ʾHome delivery

Purchasing
ʾPurchasing at 

events
ʾPurchasing at 

visited sites

ʾStores
ʾWeb

KOMEHYO
website
Others
website

ʾAuction

ʾWholesale

Domestic

Overseas

ʾEvents

IJT, etc.· Not appropriate for retail

(bad condition, etc.)

· Expensive stock

· High market price risk

Supplementing individual purchases mainly 

for the purpose of maintaining the 
attractiveness of stores



Continue strengthening OMO ˢKOMEHYOˣ

Customer services on smartphones

A total of 287 staff members across the country holds 
smartphones exclusively for customer services to 
digitally communicate directly with customers.
After -sales services and customer needs are stored in 
form of data and notices are given about incoming goods. 
That opens the way for more in -depth one -to-one 
communication.

Live Commerce

Chinese influencers launch live commerce sites on 
social media.
That increases frequency of live commerce events.
KOMEHYO will handle inventories for live commerce 
in a bid to boost profitability of corporate sales.

ʻ

contact center

A contact center was set up in August 2020 as a function 
for the e -commerce.
It responds to inquiries on goods, how to operate and 
others through voice and chat communication.
KOMEHYO seeks to build a shopping environment that 
allows customers to purchase without worries on the 
non-face-to-face platform and to easily obtain 
information they want.

1.3 Folds YoY

Number of sales   1.5 Folds YoY

Number of purchases 1.5 Folds YoY

Number of customers that can be
communicated

actual 
results

Sales 1.3 folds YoY

Number of chats 1.2 folds YoY

Number of orders placed over the phone

1.5 folds YoY

Sales per customer through the contact center

2.4 folds the level without through

the contact center
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actual 
results

actual 
results



Technology indispensable to store operation ʿAI

purchase 
centers

KOMEHYO
LINK SMILE
USED MARKET

Improvement of 
communication with 

customers
ˢ Enhanced CXˣ

BRAND OFF
Franchised
purchasing 

centers

training 
assessors

The system has been introduced to all the KOMEHYO purchase centers, all of K -Brand Off's franchised purchase centers and some 
of the LINK SMILE and USED MARKET shops. It will be introduced to purchase events and to the global business. It is a technol ogy
indispensable to removal of counterfeit goods from circulation and to growth of the Komehyo Holdings Group.

Assessing authenticity and model numbers of 
bags, wallets, purses and small articles from 
famous brands. Supporting Hermes, Louis 
Vuitton, Chanel, Gucci and Prada

Curtailment of time for 
training assessors

(Shorter lead time for launch)

Support for owners
(Superiority in acquisition of 

new franchisees)

GLOBAL

Purchase events

Prevention of the know -how drain
To be introduced to overseas stores as well

Improvement of communication with customers

25

Future 
development plan



Frequency of corporate auctions

Jewels / 
watches / 

bags
Online auction 2 times/ month

Apparel 
clothing

Online auction Monthly

(K-BRAND OFF)

JBA
Kanazawa

Real auction Monthly

JBA Tokyo Online auction Monthly

JBA
Live net

Online auction
Every Monday and Thursday

26

Format of auctions among companies

KOMEHYO Auction and JBA complement each other in terms of area, date and format of the event.



OverseaˢSAHA KOMEHYO (Thailand)ˣ

The Delivery Buying Service, a purchase service for existing customers that involves a pickup of goods to be purchased, was

commenced in May 2022 for the purpose of strengthening contact -free purchase services.

Users send an application on the LINE app and the goods are transported to the store by a mixed cargo transport service.
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