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Results Highlight1

▶︎ While the number of restaurants with FRM*1 declined 1,380 throughout the 
year, the decline in the number of restaurants with regular contracts, our 
mainstay product, was limited to about 200 (down 2.6%), maintaining a certain 
level for the mainstay product for the future.

▶ Despite the actual duration of the state of emergency being way longer than 
the assumption made for the earnings forecast, full-year sales came to 1,938 
million yen, or 99.4% of the lower limit of the range.

▶︎ Operating loss came to 283 million, which is within the forecast range, as we 
made a 100 million yen investment in sales staff structure in 4Q as planned while 
reducing unnecessary costs across the company.

*1 FRM is an abbreviation for Fan Relationship Management. It is a business that provides solutions for restaurants with functions for attracting customers and managing customers for a monthly fee.
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Quarterly Net Sales Composition1

Sales of FRM were 1,398 million yen for full year, while those of advertisement / contents 
came to 540 million yen.

FRM

Advertisem
ent / 

contents

-The declaration of a state of emergency caused the 
postponement of a major project that had been 
scheduled.

-Gave 14 million yen worth of payment exemptions to 
restaurants that remained closed in 4Q (52 million yen in 
total for full year)

-The number of new member restaurants trended low at 
277 per month on average for 4Q, a level similar to the 
past state of emergency periods. Average for full year 
was 391 per month

-The number of paying member restaurants declined 
1,380 in total for full year, but the decline in the number 
of regular contracts, our mainstay product, was limited 
to 208
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2

Even under these circumstances, we were able to maintain 
our regular contracts, which mainly target individual stores, 

and reaffirmed our strength in individual stores.

The outlook for COVID-19 disease is becoming more 
stable. The timing is right for investment.

The importance of various types of DX, such as in the area 
of business support, has been emphasized under the 

spread of COVID-19, and needs have become apparent.

Assumptions for future growth strategies
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Aim to 

strengthen the sales channel by 

strengthening the adoption of direct sales 
and building an external sales structure.

Aiming to expand the value provided to 
restaurants by developing 

MOs and new DX products
by strengthening the development system

By investing a total of 470 million yen, the company aims to strengthen its lineup of DX 
products and enhance its restaurant sales channel to enable powerful delivery to 
restaurants.

Investment in DX products

320million yen 150million yen

Investment in restaurant 
sales channels

Investment Overview
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Full-Year Forecast for Fiscal Year Ending September 
2022

3

▶︎ The one to two years from now is an investment period, and we aim for nonlinear 
growth on an operating profit basis over a three to five year span. We expect to 
turn profitable in the fiscal year ending September 2024.

▶︎ While the company continues to be in the red due to the impact of COVID-19, 
we position the fiscal year ending September 2022 as an investment period for 
high growth three to five years from now.

▶︎ For the fiscal year ending September 2022, we are expecting limited sales growth 
allowing for a possible resurgence of COVID-19 (the sixth wave) as well as due to 
the structure of the stock business. We also expect operating loss due to 
investments. Investments will greatly contribute to growth from the next fiscal year 
on.
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Premise of the plan

Spring 2022
Full-scale sales 

promotion recovery

Sales

1,938 million yen

Operating loss

-283 million yen

Sales

1,810 million yen

Operating loss

-764 million yen

Including investment of 

471 million yen

3

FY2022 full-year 
forecast

Results for the previous 
fiscal year

• The number of customers at 
restaurants has began 
recovering

• At the same time, we also 
incorporate the possibility of 
a resurgence of COVID-19 
through this winter

• Based on these, we assume 
sales promotion appetite to 
fully recover from spring 
2022

Full-Year Forecast for Fiscal Year Ended September 2021
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Kazuya Takeda

CEO

He founded Retty, Inc. in 2010 and is the CEO of the company. He was born in 

Ehime Prefecture, Japan. After graduating from Aoyama Gakuin University, he 

joined NetAge Corporation (now United Corporation), where he was engaged 

in marketing-related business such as selling Internet advertising. After leaving 

the company, he stayed on the West Coast of the United States for a year to 

prepare for his entrepreneurial venture.

After returning to Japan, he worked for a year on the West Coast to prepare 

for the development of Japan's world-renowned food culture.

He founded Retty Inc. with co-founder Natsuka.
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Real name-based 

Review

Recommendation

Without scores

Search starts with

“people”

Find a matching restaurant through trusted people

Restaurant review service with reviewers using real names

Service Concept
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End users

Retty

Advertisement

Contents

FRM※1

Advertiser

Restaurants

Providing advertising and 

accumulated content utilizing Retty

Building customer base / 

Customer Attraction

Fee per advertisement etc

Monthly Fee

※1 FRM: Fan Relationship Management

Business model

For

free
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Platform enabling stable customer attraction

New customers Stock

Increased access Dine
Customer 

management
Repeat customer
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Type of Agencies

Agency 

concurrently 

selling other 

products

Exclusive agency

Direct sales

• Agencies with sales persons who sell products of both Retty and other 
companies.

• Restaurants sign a contract with the agencies
• Sales are recorded net after deducting the agencies’ fees. ARPU 

appears low.

• Agencies that have secured sale persons dedicated to selling Retty
products

• Retty directly signs contract with restaurants
• Sales are recorded gross, and fees to the agencies are recorded as 

sales promotion cost

• Sales persons directly employed by Retty
• Started hiring new graduates exclusively for sales in April 2019
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Online booking

Performance fee model

Performance fee "premium booking" and "take-out plans”

Premium booking Take-out plans

Take-Out Customer Attraction & Reception System

Monthly Fixed 10,000 yen
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Company Profile

Company name

Headquarters

Established

Capital

Employees

Stock exchange

Retty Inc.

Sumitomo Fudosan Azabujuban Building 3F, 1-4-1 Mita, 
Minato-ku, Tokyo

November 2010

616 million yen

Securities code

Tokyo Stock Exchange Mothers

7356

136



Disclaimer

This material is not intended for soliciting investments in securities issued by the Company.
Forward-looking statements in this material are based on information available to management at 
the time this report was prepared and assumptions that management believes are reasonable, and 
does not represent a guarantee from the Company that they will be achieved. Actual results may 
differ significantly from these statements for several reasons.


