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Good afternoon. My name is Masayuki Mizushima, and I am the 

Representative Director & President of Hakuhodo DY Holdings Inc. Please 

allow me to explain the details of the revisions we have made to the 

Hakuhodo DY Group’s Medium-Term Business Plan (MTBP).



We have been moving forward with a variety of initiatives in accordance with the MTBP, 

which runs through to the end of FY2023. Due to the COVID-19 pandemic’s impact on the 

economy and advertising market, however, we announced that we had withdrawn the 

numerical targets for the current MTBP when we released our financial results for the first 

half of FY2020.

Although we continue to face a situation where the outlook for the economy and the 

advertising market is unclear, we decided to revise the MTBP, including updating our 

strategies and announcing numerical targets.

From the next slide on, I will explain the progress we have made under the MTBP thus far 

both from strategic and business performance perspectives. After that, I will provide details 

of the revisions to the plan.
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First, let me explain the progress we have made from a strategic perspective.

As you can see in this slide, we have achieved a certain level of progress in terms of the 

plan’s Three Fundamentals for Growth, which are “Establish a leading position in the 

broader digital domain,” “Strengthen response capabilities for borderless corporate 

activities,” and “Accelerate innovation through external collaboration.” Amid the rapid 

changes occurring in the external environment, however, we recognize that there are new 

issues that we must tackle.
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Next, I will explain our profit and loss situation, including our forecasts for FY2021.

In FY2020, adjusted gross profit and adjusted operating income before amortization of 

goodwill both declined due to the impact of the COVID-19 pandemic. In FY2021, however, 

we forecast that both of these will recover to above the level that they were before the 

pandemic started. 

Compared with FY2019, we expect significant growth both in adjusted gross profit and in 

adjusted operating income before amortization of goodwill, up 14.5% and 31.1%, 

respectively.

Please note that these forecasts include temporary positive factors, such as work related 

specifically to the COVID-19 pandemic and activity expenses unspent due to the pandemic.
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I will now explain the details of our revisions to the MTBP, in light of the 

preceding review. 

First, I will talk about our understanding of the external environment.



As a result of the COVID-19 pandemic, the external environment surrounding the 

Hakuhodo DY Group has seen dramatic changes from all angles, including the progressing 

shift to digitalized lifestyles.

For example, online services have rapidly become mainstream, and constantly connected 

lifestyles are quickly becoming the norm. There has also been a sudden emergence of new 

services and markets that transcend industrial borders, and this is gradually redefining the 

frameworks of industries.
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We are living in a world in which the connection of things to the internet has become a 

reality. As a result, the relationships between things and sei-katsu-sha have evolved into 

interfaces for the mutual exchange of information, rather than simply points of contact.

We have named the new market that has emerged in this new world the “Sei-katsu-sha

Interface Market.”
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In the Sei-katsu-sha Interface Market, the objects, devices, stores, and media that surround 

sei-katsu-sha have formed a network of digitalized interfaces.

By leveraging this network, companies are now able to provide services that are optimized 

toward each individual sei-katsu-sha.
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New lifestyles have emerged at the boundary lines between people and things, turning the 

world into a place where new markets are being created.

The accelerated digitalization brought about by the COVID-19 pandemic has expanded 

these new markets at a rate that far exceeded our expectations.
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The marketing needs of our clients are changing amid the expansion of the Sei-katsu-sha

Interface Market.

In addition to indirect touchpoints such as advertising, direct touch points, including stores 

and e-commerce websites, will become extremely important in terms of the connection 

between companies and sei-katsu-sha going forward. We believe this will create a need for 

managing this overall connection in an integrated manner using data.
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Continuing on, I will talk about the direction of the MTBP revisions.



Under the newly revised plan, we have positioned the three fiscal years FY2021 to FY2023 

as a period in which we will accelerate transformation of our services and business 

foundation in order to lead with solutions to clients’ marketing and innovation-related 

challenges and realize sustainable growth for our clients and the Group.

While continuing to execute our Core Medium-Term Strategy, we will pursue the four 

initiatives you see on this slide and update the Group as a whole.
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Let me explain the first of these four initiatives, which is to “Transform the services we 

provide.”
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The shift to a digitalized era has been progressing rapidly, and in this era, companies and 

sei-katsu-sha are becoming constantly connected via various touchpoints. Under these 

circumstances, there is a growing need for data-driven full-funnel marketing—which entails 

a comprehensive approach that covers everything from awareness, interest, and 

consideration to customer relationship management.

Accordingly, we will evolve our Sei-katsu-sha Data-Driven Marketing, with which we have 

led the way, to enable it to be implemented across the full funnel, thereby allowing us to 

accurately respond to these kinds of marketing needs. By doing so, we aim to carve out a 

leading position for ourselves.

In order to accomplish this task, we will move forward with the three strategic initiatives 

listed on this slide.
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The first strategic initiative is “Expand marketing execution domains.”

As the Sei-katsu-sha Interface Market expands, we are seeing the connection between 

clients and sei-katsu-sha extend into direct touchpoints. It is therefore essential that we 

expand our functions in marketing execution domains.

Furthermore, we are pressed with the urgent task of strengthening our ability to carry out 

integrated management across each stage of the funnel in a more neutral and sophisticated 

manner, underpinned by our sei-katsu-sha data and fundamental technologies.

To that end, we will continue to strengthen our functions in marketing execution domains, 

actively investing resources in order to enhance our full-funnel marketing capabilities.

Also, to measure our progress with this initiative, we established a target to achieve an 

annual growth rate of at least 10% for gross profit in marketing execution domains.
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Starting with the establishment of a structure for in-house advertising production, we have 

sought to enhance functions for supporting the execution of marketing activities that go 

beyond the domain of advertising.

This initiative has focused on a strategy that involves the following: possessing both 

strategic planning and execution functions within the Group in order to build a structure that 

allows us to provide swift, high-quality services to our customers and secure a high level of 

profitability.

We have worked to establish such structures with the intention of solving the marketing-

related issues of our clients. Through the skillful utilization of these structures, however, we 

have been able to contribute to solving social issues too, including responding to the 

COVID-19 pandemic.

Going forward, we will continue to leverage these response capabilities not only in solving 

companies’ challenges, but also in solving social issues.
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I will now talk about the next strategic initiative, “Transform media business.”

The first part of this initiative is transforming our business through Advertising as a Service 

(AaaS). We believe we need to transform the advertising media business from one that 

simply involves the sale of ad space to one that involves the provision of services for 

maximizing the effects of advertising. By promoting the introduction of AasS, the Group’s 

unique new business model driving our business transformation, we will enhance the added 

value of media to maintain and expand our existing media business.

Furthermore, with the aim of further expanding our digital business, we will establish an 

ecosystem in the Group for providing digital services that cater to the growth of clients. To 

that end, we will strengthen not only our long-cultivated, advanced digital operations and 

systems for on/off integration, but also functions for responding to the needs of regional 

companies, small and medium-sized businesses, and startups.

To measure our progress with this initiative, we established a target to achieve an annual 

growth rate of at least 15% for billings in the internet domain, which exceeds the market 

growth rate.
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With the aim of enhancing our functions for providing digital services to regional companies, 

small and medium-sized businesses, and startups, on February 9, 2022, we announced a 

tender offer to acquire all shares in the digital marketing company SoldOut, Inc, which is 

listed on the first section of the Tokyo Stock Exchange.

SoldOut is a leading company in the digital marketing, software, digital transformation (DX), 

and media domains. SoldOut supports the growth of small and medium-sized businesses 

(SMBs) and startups across Japan, including regional areas, in these domains.

Through its nationwide network of 20 offices, SoldOut offers comprehensive, community-

based support that covers everything from launching a startup company to accelerating an 

existing business. Accordingly, we believe there are a broad range of areas in which Group 

companies and SoldOut can collaborate.

Going forward, we will report the progress and results of this tender offer as appropriate.
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The third strategic initiative is to “Promote Sei-katsu-sha Insight-based digital 

transformation.”

The Group’s DX operations aim to transform companies’ marketing activities and their 

businesses themselves with a focus on sei-katsu-sha. In addition, these operations aim to 

transform society as a whole.

One major feature of our DX operations is the ability to realize the creation and social 

implementation of new value for sei-katsu-sha by combining our ability to discover sei-

katsu-sha insight with sei-katsu-sha interface technologies. 

On the next slide, you will see some examples of our sei-katsu-sha insight-based DX.
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The example on the left is a public transport service we helped introduce where 

local residents share rides with each other using their own cars.

The example on the right is a fitting room service developed using 3D avatar 

technologies.

Going forward, we will continue to realize various kinds of value-creating DX with a 

focus on sei-katsu-sha insight.

19



Now let me explain the second initiative of the MTBP, “Strengthen cross-organizational 

functions to accelerate transformation.”
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To accelerate transformation and bolster our Groupwide competitiveness, as well as our 

existing media functions, we are moving forward with the new efforts you see here to 

enhance three cross-organizational functions.

The first is to establish a new company that will serve as a foundation for the Group’s 

technologies.

The second is to establish a new company to make our corporate functions more 

sophisticated and efficient.

The third is to strengthen our management system for promoting Groupwide collaboration.

By strengthening these cross-organizational functions, we will transition to management 

that further emphasizes Groupwide optimization.

I will now provide a bit more detail regarding our new technology company.

Please see the next slide.
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Utilizing technology is an essential part of bolstering our competitiveness.

To that end, we will establish a new technology company to serve as a shared core for the 

Group with the aim of evolving ourselves into a more technology-driven corporate group.

In addition to consolidating resources that are spread across the Group, this new 

technology company will serve as a specialized functional company that will provide a 

human resource management system that meets the needs of engineers and strengthens 

the recruitment and development of expert personnel from outside the organization.

We plan for this company to start out as a corporate entity with over 200 expert personnel 

and a development budget of about ¥10 billion. During the period of the MTBP, however, we 

will steadily reinforce the functions of this company, including hiring another 100 or so 

engineers.

We will report the details as they are officially decided upon.
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The third initiative is “Continuously pursue transformation based on existing strategies.”
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First, I will comment on “Strengthen response capabilities for borderless corporate 

activities.”

We will actively invest overseas, which will remain a growth market, as we continue to 

strengthen our overseas business based on the three elements listed on this slide.

Additionally, we will strengthen the links between our overseas network, including that of 

Hakuhodo Inc., and the specialization and innovation of kyu to further expand our overseas 

businesses on a Groupwide scale. To do so, we will strengthen Hakuhodo DY Holdings’ 

functions for planning and implementing Groupwide strategies.

To measure our progress with this initiative, we established a target to achieve an annual 

growth rate of at least 15% for gross profit in our overseas operations.
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Next, allow me to comment on “Accelerate innovation through external collaborations.”

To date, we have accelerated innovation of both the services we provide and internally by 

expanding the collaborative foundation that links the Group with our business partners and 

startups and by generating synergies among the strengths of these three parties.

While continuing to implement this strategy, we will pursue new business development 

based on combining creativity and technology to provide new value to sei-katsu-sha. This 

endeavor will include the development of new business in the Sei-katsu-sha Interface 

Market and the creation of businesses that benefit society.
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For reference, here are some examples of how we are accelerating innovation through 

external collaboration.

As the slide shows, there are numerous examples of our innovation through external 

collaboration, which have been pursued using the UNIVERSITY of CREATIVITY (UoC), 

MIRAI Business Division, and corporate venture capital funds as hubs. 
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The fourth initiative is “Strengthen our foundation for sustainable business management.”
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As announced in last year’s integrated report, we have adopted “realize a society in which 

sei-katsu-sha can flourish and live active lifestyles of their choosing” as our sustainability 

goal, and are working to achieve this goal based on a circular value creation model.

As an important theme of our MTBP going forward, we will strive Groupwide to create an 

environment for sustainable management.

We believe that reinforcing our human capital is a particularly important aspect for creating 

not only economic value, but various kinds of social value.

I will explain in further detail on the next slide.
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Our people are the most essential element underpinning the sustainable growth of the 

Group. To that end, we believe that active investment in human resources is crucial to 

becoming an attractive company that can grow significantly over the medium to long term. 

As you can see here, we are moving forward with a broad range of initiatives, including 

those that will incur costs in advance, with the aim of establishing an environment where 

each employee can leverage their creativity to the greatest extent possible.
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Lastly, I will explain the targets of the MTBP.
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As I mentioned at the beginning of this presentation, under the newly revised plan, we have 

positioned the three fiscal years FY2021 to FY2023 as a period in which we will accelerate 

transformation of our services and business foundation. To that end, we have established 

numerical targets for the MTBP that reflect our strategic investment in structural reforms 

geared toward maintaining and enhancing our growth potential and realizing continuous 

growth over the medium to long term.

The new MTBP targets are as follows:

Annual growth rate in adjusted gross profit of at least 7%, excluding investment projects

Annual growth rate in adjusted operating income before amortization of goodwill of at least 

7%, also excluding investment projects

Operating income before amortization of goodwill, including investment projects, of at least 

¥65.0 billion by FY2023, the final fiscal year of the MTBP

The important indicators for achieving these targets are as follows:

Adjusted operating margin before amortization of goodwill of around 15%

ROE before amortization of goodwill of at least 10%
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This slide shows an outline of our medium- to long-term growth.

Rather than pursue short-term profit growth in the three fiscal years to FY2023, a period in 

which we find ourselves on the verge of significant transformation, we will move forward 

with structural reforms and aim to establish a firm foundation for significant growth over the 

medium to long term.
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This concludes my explanation of the revisions we made to the MTBP.

In accordance with the newly revised MTBP, we will steadily work to transform the Group 

with the aim of realizing significant medium- to long-term growth and enhancing our 

corporate value.

Thank you for your attention.


