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Presentation 

 

Moderator: Thank you for waiting. It’s time now, so we will begin the online briefing meeting for Q2 of the 
fiscal year ending November 2020 of Money Forward, Inc. Thank you for watching today. This briefing meeting 
is scheduled to last for about 90 minutes, including questions and answers. 

First, let me introduce the participants. We have two speakers today. Yosuke Tsuji, President and CEO. Naoya 
Kanesaka, Director and CFO.  

Next, I’ll explain the materials. The Company posted its financial results summary and earnings presentation 
on its website today. We’ll proceed with today’s briefing meeting in accordance with the presentation 
material. This material can also be viewed on the screen, but if you would like to see it on your own, please 
access it from our website. 

Next, I’ll introduce the agenda for today’s meeting. First, President and CEO Tsuji will give his greetings 
followed by an explanation of results for the first half for the fiscal year ending November 2020 for about 40 
minutes. After that, we’ll have a Q&A session. All questions will be handled via Zoom’s Q&A feature. Please 
ask your questions, along with your name and affiliation. 

Mr. Tsuji will now give a presentation.  

Tsuji: Hello, everyone. This is Tsuji of Money Forward. Thank you for participating in our briefing meeting for 
Q2 of the fiscal year. Just as we did last time, we’re holding the briefing meeting online. Thanks for your 
understanding. Let’s begin. 

Here’s today’s table of contents. I’ll explain our business, highlights, financial performance in the first half for 
the fiscal year ending November 2020, and the four business segments. 
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First, I’ll talk about our response to COVID-19. We started taking measures against the virus in March, 
prioritizing the health of all business partners and workers. 

As for customers and business partners, we canceled or postponed events and seminars, and switched to 
online events and seminars. We proposed the implementation of SaaS aimed at DX of back-office operations, 
which is one of our services. In June, as I will explain again later, we held BOXIL EXPO 2020, an online exhibition, 
which had over 5,000 participants. In July, we will hold the Professional Summit 2020. We used to hold this 
event every year offline. But, this time, we plan on holding the event completely online. 

As for workers, we restricted unnecessary and non-urgent business travel domestically and abroad, moving 
to telework in principle from March 26. As part of our efforts to create an environment where most work is 
done remotely, we held a Company-wide online general meeting in June. 

Starting in July, from this week, we’ll be rolling out a once-a-week office workday for some teams because 
some new employees, including new graduates and mid-career hires, struggle in the onboarding process when 
working remotely. So, we’re taking the initiative to have them come to the office just once a week to build a 
stronger bond with their teammates. Given the daily changes in the situation surrounding COVID-19, we hope 
to explore the best way to operate while responding swiftly. 



 
 

 

3 
 

 

Also, we’re accelerating our efforts to promote DX in society as part of our ESG activities against the COVID-
19 backdrop. We’re mainly taking two initiatives. The efforts of many people have led to the release of various 
support information, subsidies, and grants associated with COVID-19. However, it can be quite difficult to find 
the right information. Therefore, we released a website for companies and individuals that compiles such 
support information. We’ve had a very large number of visitors to this website, and we think we’ve been able 
to help these visitors to an extent. 

We also announced a proposal aimed at realizing a paperless and hanko-less society. It’s easy to say, “let’s get 
rid of paper,” or “let’s stopping using hanko (carved stamp).” But how do you initiate that change in a practical 
manner in spite of long-standing customs? The hurdles are very high, presenting difficulties. We carefully 
analyzed the situation and did some research on our own as to what we need to implement to create a 
paperless and hanko-less society. Based on our findings, we announced a proposal. I’ve had the opportunity 
to explain this proposal at an IT conference organized by the LDP. In this way, I’ve disseminated the proposal. 
Although I’m not sure if this is directly related, but the Cabinet Office announced on June 19 that it would 
publish a Q&A on the use of hanko. Thus, I think progress is being made steadily in government DX. 
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We also conducted a study on the status of teleworking by accounting departments. Please look at the pie 
chart on the left side. Unfortunately, about half of the companies have not implemented teleworking. 
Meanwhile, 17% of companies adopt teleworking every day. It’s relatively easy for IT companies like ourselves 
to switch to teleworking. But I think there are various industries in which teleworking would be difficult, such 
as the manufacturing industry. 

In particular, many people in accounting departments needed to commute to the office even after the state-
of-emergency declaration. That said, we think that it’s necessary to implement teleworking even partially 
when infections are spreading. Thus, we distributed a free material that compiles our know-how in improving 
operations into a material that describes how we overcame the quarterly earnings season through full 
teleworking. And I believe we are the first ones to do so amongst listed companies. 

At Money Forward, we offer cloud services. There are many issues to be solved when examining actual 
operations, such as improving operations and gaining IT knowledge, that cannot be overcome solely through 
service provision. We’ve made public the knowledge of our accounting staff, our know-how, and ingenuity. 
By doing so, we hope to be of help even to a small extent. This is our response to the COVID-19 situation. 
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Next, I will explain our business. At Money Forward, our mission is “Money Forward. Move your life forward.” 
Our Company was founded in 2012 based on the wish to solve money-related problems through technology. 

We held a board of directors meeting before today’s earnings announcement. At this meeting, many social 
problems and issues were brought up by outside directors in light of the current situation. They pointed out 
that solving these social issues even to a small degree is what Money Forward should be doing, and that 
equates to our corporate value. We hope to solve money-related problems with technology and contribute 
to society as much as possible through our services. 
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Our Company emphasizes mission, vision, value, and culture. We’re carrying out services for various 
companies based on the value and culture you can see on the slide. 
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In addition, we work in collaboration with many partners nationwide that share our values. Currently, we have 
over 4,200 certified members among professionals, over 100 partnering chambers of commerce and industry, 
36 financial institutions using our services, and 990 financial institutions that have adopted or are planning to 
adopt our scraping or API connections. We are carrying out work together with various players and partners 
nationwide. 
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We’ve expanded our services to various fields over the last eight years. As some of you may know, we operate 
our business in four main domains. First, we operate Money Forward Business, which upholds the mission of 
accelerating the business growth of SMEs. In this business, we provide services centering on cloud services. 
We also operate Money Forward Home for individuals, Money Forward X mainly for financial institutions, and 
Money Forward Finance in which we aim to direct money in the right direction. 
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Now, I’ll explain the business highlights. There are six points I will cover for the business highlights of the first 
half for the fiscal year. Consolidated net sales for the first half were JPY5.21 billion, up 70% YoY, indicating 
ongoing robust growth. 

Net sales were 45.5% to 47% versus our forecast. Last year, the progress rate was 43% as of the end of Q2, so 
net sales are progressing steadily. We haven’t changed our earnings forecast at this point in spite of the 
COVID-19 impact. 

In Q3 of the fiscal year ending November 2020, we rolled out a plan change for the cloud business. Some 
progress was made on that front, resulting in a higher progress rate than last year, but we hope to come 
within the forecasted range for full-year results. 

In addition, gross profit in the first half was JPY3.50 billion, up 98% YoY, realizing EBITDA profitability excluding 
advertising expenses. The Group’s annual recurring revenues were JPY8.07 billion, up 64% YoY, showing 
steady growth. 

Although there were various concerns about the impact of COVID-19’s spread on earnings, the impact has 
been limited so far. We think there is no doubt that irreversible structural changes will continue to occur, so 
we hope to accelerate our business expansion, leveraging services for DX. 

As for API connections with banks in relation to the amendment of the Banking Act, in which the contract 
deadline is at the end of September, we are making progress toward signing contracts with all 125 banks. This 
is the quarterly highlight. 
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I mentioned earlier that there is no impact from COVID-19’s spread. By this, I mean that its impact is within 
our expectations at the time of Q1. Meanwhile, given the moves to adopt cloud environments, remote work, 
and DX, we have recently seen an acceleration of new customer capture. 

As for the Money Forward Business division, we’re making steady progress in capturing corporate customers 
online, such as through webinars. The number of users of BOXIL, which is Japan’s No. 1 SaaS marketing 
platform, has increased sharply, on the back of surging needs for SaaS adopting amidst COVID-19. 

Also, the pace of capturing new users for Money Forward ME targeting individuals is accelerating. Due to the 
occurrence of delays and cancellations of offline events, there has been a decrease in sales in this domain. 

As for X, there has been no major impact. Net sales in Q2 were a record high. The growth pace of the number 
of new users of the Passbook app, which we offer to banks, is accelerating. 

As for the Finance division, we have seen a significant increase in the number of applications for the factoring 
services of MF KESSAI. However, there has not been a particular rise in the loan loss ratio, thanks to careful 
screening. Inquiries about Money Forward Synca have increased. 
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We are discussing internally which direction we want to take the Company in the age with and after COVID-
19. We have long been promoting various DX, such as the cloud adoption for corporate activities, PFM for 
individuals, and solution provision for financial institutions. Once again, based on the irreversible structural 
changes, we are currently working to provide such value to users and to create and deliver such services. 
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From here, I’ll explain the business results for Q2 the fiscal year ending November 2020. As I mentioned earlier, 
we delivered steady growth, up 70% YoY. This was a record high. Showing particularly robust growth was 
Money Forward Finance (+206%), Business (+82%), and X (+68%). 
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As for recurring revenue, we posted a growth of 64% YoY in annual recurring revenue. In Q1, we consolidated 
Smartcamp, which provides BOXIL, so results grew robustly. 
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In addition, B2B sales (Business, X, Finance) grew by 88% YoY. Meanwhile, in the Home domain, the growth 
rate was 20% YoY, indicating a slower growth rate than the other divisions. We intend to carry out new 
activities recognizing this as an issue. 
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Gross profit hit a record high, realizing EBITDA profitability excluding advertising expenses. 
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This is the breakdown of costs. We reviewed and reduced Company-wide expenses given the COVID-19 
situation. Specifically, we reviewed the marketing expenses, and we improved the efficiency of some tasks 
that used to be outsourced by completing them in-house. Various services, SaaS services, and services used 
at the Company have been reviewed, as part of a comprehensive review of what’s really necessary, so that 
we can cut costs. In this way, we have been implementing cost cuts. Meanwhile, we have been investing 
aggressively in the Business domain to drive growth, and we are expanding advertising expenses. 
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As for the number of full-time employees, we have increased the number, but the majority are new graduates 
who joined in April. We have maintained the percentage of engineers and designers at 40%. 
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As for the balance sheet condition, as explained, we have cash and deposits and net assets amounting to over 
JPY10.0 billion, continuing to maintain a very sound financial position. Purchased loans at MF KESSAI amount 
to JPY2,212 million. A large portion of short-term loans is related to MF KESSAI. This is the overall explanation. 
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Now I will talk about each segment. First is Money Forward Business. Recurring revenue grew robustly, up 
76% YoY, thanks to the growth of existing businesses and the consolidation of Smartcamp. 

Annual revenue per paying account (ARPA) increased to JPY62,297, boosted by expanded use among the 
customers of accounting firms. The churn rate based on the number of customers was 2.2%. The churn rate 
rose from 1.4% in Q1, primarily due to seasonal factors, because Q2 is the tax filing season, meaning that 
applications increase, but cancellations also increase. Meanwhile, when looking at the YoY figure, it was 2.4% 
last year, so compared to that, the churn rate has fallen, and we think it’s within our expected range. 

As for the monthly recurring revenue (MRR), we logged a negative 1.4% in terms of the base churn rate, 
realizing a negative churn. 

It’s been one year since rolling out the new plan last year for the cloud service. As I will explain later, it can be 
seen that there’s a moderate rise in the ratio of annual plan users and the ratio of small business plan users. 
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On page 25 is the management indicators. As I mentioned earlier, ARPA is growing steadily. The churn rate is 
within the expected range. The churn rate has slightly declined, and it is within the expected range. 
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As I explained, the recurring revenue in Money Forward Business is growing steadily. Looking at Q2, recurring 
revenue was JPY1,675 million, boosted in part by the consolidation of Smartcamp in Q1. 
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As explained earlier, ARPA is growing steadily. 
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Also, there are two service plans for corporate clients that started last May. More accurately, there are four 
service plans. We have a business plan and a small business plan, and each of these plans is available through 
an annual or monthly plan. Therefore, there are a total of four plans. The business plan is offered at slightly 
less than JPY60,000, so the monthly revenue is slightly less than JPY5,000. The monthly plan is offered at 
JPY5,980, so it’s slightly lower than JPY6,000. As for the small business plan, the annual price is slightly less 
than JPY36,000, so the monthly revenue is slightly less than JPY3,000. On a monthly basis, the price is slightly 
less than JPY4,000. Therefore, there are four types of plans with different pricing. 
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If you look at the slide, you can see the breakdown of the plan for corporate customers. On the very left, you 
can see the figure before switching to the new plan from the end of November 2018. ARPA is JPY39,078, of 
which the annual contracts account for 63%. After that, we started a new plan. As of the end of February 2020, 
the average basic fee was JPY59,348, which is up 52% compared to the end of November 2018. 43% of 
contracts are annual contracts. The average basic fee was JPY57,505 as of the end of May, up 47% compared 
to the end of November 2018. 

The ratio of annual contracts has gone up from 43% to 50%, meaning that the churn rate would naturally head 
lower. We’ve seen a steady uptick in annual contracts, partly thanks to our recommendation to customers to 
sign up annually. 

The number of users has risen significantly. Due to the increase in new customers, the ratio of the small 
business plan has gone up moderately. The ratio went up from 20% at end-February to 23%. The annual 
amount slightly decreases when the ratio of small business users increases, as explained earlier in the section 
about ARPA. However, we do not think this is a particular problem because the business is growing. 
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Next, I’ll talk about business topics. We received requests from many people for API provision of cloud 
accounting, including Money Forward Cloud and Cloud Accounting Plus, and we were finally able to meet 
these needs. By using API, we hope to rapidly visualize management indicators through API linkage with the 
various wonderful services related to corporate management to realize management improvements and 
productivity gains. 
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In addition, there’s a study out from McKinsey called The Future of Work in Japan that examines the potential 
for automation in each domain. As expected, the area of data processing in payroll and account processing 
showed a large potential for automation. We will push ahead with automation in this field to increase user 
productivity. 
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Also, as I explained at the start, BOXIL, which is a corporate SaaS comparison and search website, has delivered 
very good results, up 52% YoY, marking a sharp increase in the number of requests for documents. As you 
know, BOXIL is used by many people, supported by the robust growth in the number of leads for online 
systems, such as web conferences, e-contracts, and remote work. 
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Please turn to page 33. In June, we held a sales and marketing exhibit that had over 5,000 participants, and 
we held it online. Online meetings allow for easier participation. Some believe that making connections is 
more difficult in online meetings than offline ones, but in truth, business negotiations can be conducted online 
as well. Given the very high cost performance, many of our clients were happy. The second event will be an 
IT, SaaS, and Teleworking exhibit that’s scheduled to be held in September. 
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We’re also going to hold the Professional Summit 2020. On July 27, together with accounting firms, tax 
accountant offices, and certified social insurance labor consultant offices, we will be holding an event aimed 
at promoting DX at SMEs. One of the speakers will be Mr. Kobayashi, who is promoting IT for the LDP. 
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We’re also holding a teleworking subsidy campaign. By using our cloud services, we offer an Amazon gift card 
worth JPY50,000. Through this campaign, we’re working to promote back-office teleworking. This concludes 
my explanation of Money Forward Business. 
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Next, I’ll move on to Money Forward Home. In the Home business, premium charges, which come from 
premium users who pay JPY500 per month, has shown a steady growth upwards, delivering 26% YoY growth 
and exceeding 250,000 users. 
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In addition, for media and advertisement revenue, the cancellation of offline events has led to a slight 
decrease in Q1 revenue as we expected. Also, in Q4 of every year, we hold Money Forward Money EXPO, but 
this time it’ll be difficult to hold an offline event. So, we’re going to call the event Money Forward Week, which 
we plan to hold online. 
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Next, please go to page 39. The number of users of Money Forward ME surpassed 10.5 million people, 
indicating an accelerated pace of new user acquisition. In the latest quarter, we had about 700,000 people 
who registered, which compares with 500,000 people last year in 2019. Probably in relation to cashless and 
other trends, we’re seeing a large number of increases in users. 
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To leverage the statistical data from Money Forward ME, and use that data for society, we analyzed the 
expenditure trends of users during COVID-19. The results are published here. Expenditures for clothing and 
beauty dropped by roughly half, while entertainment expenses fell by over 70%. Meanwhile, in large part due 
to the stay-at-home mood, expenditures for home remodeling rose by 58%. In this way, very interesting data 
can be observed. 
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In the Money Forward ME business, tie-ups with life insurance companies have accelerated. We’ve made it 
possible to grasp assets, including personal pension insurance, and we’ve already formed tie-ups with Nissay 
and Meiji Yasuda Life. We also plan on forming tie-ups with Dai-ichi Life and Sumitomo Life. By having users 
grasp the overall picture of their assets on Money Forward Me, we want to make further progress in practically 
realizing the management of assets in a way that would help mitigate user concerns over money in the future. 
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As I stated earlier, the growth rate in the Home business is an issue. As a new initiative, we started a service 
called Money Forward Carrier for PFM users with the desire to raise their income. When switching jobs, there 
are cases where your salary drops. Money-related worries go hand-in-hand with career changes. Thus, we’re 
providing life planning services. 

Also, we divide people’s characteristics using a tool called FFS diagnosis—something like an AI-driven HR 
tool—to propose systems that ensure better matching based on data. We’ve also been using this internally, 
and it’s a service that realizes very good matching. By using this tool, we hope to offer career changes and 
careers to people who newly partake in corporate DX. 

Although this isn’t included in the material, we conducted a website renewal for Money Forward Home. As 
some of you may know, we’ve received complaints from users that the newly created website is hard to use, 
and some of the functions have disappeared. As a result of various discussions internally, we determined that 
continuing to implement improvements won’t lead to our initial goal, so we took down the newly released 
website in a hurry and restored the old version. 

We’re very sorry about what happened this time, and we’d like to apologize to the various users and 
stakeholders who were affected by it. Our original aim turned out to be difficult to achieve after actually 
releasing it. Our website hasn’t been an area where we poured in a lot of resources ever since the time of our 
founding. Nonetheless, we had decided to implement a drastic change this time, which ended up surprising 
many of our users. And we regret that this has been the case. Going forward, based on the feedback we 
received this time, we’ll redesign the method of the renewal and our approach toward target customers to 
once again conduct the website renewal. This concludes my explanation of the Home business. 
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Next, I’ll go over Money Forward X. Financial institutions have stepped up their initiatives for DX, resulting in 
our recurring and one-time revenue both hitting record levels, up 68% YoY, logging net sales of JPY441.0 
million for Q2. 
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This time, we jointly developed OneStock, an asset management app, together with Nomura Securities. This 
is a service that supports future asset formation, such as through the visualization of asset life, central asset 
management, and functions to diagnose assets. This service can be used by anyone, so please take a look. 
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We also started offering asset management features for Iyo Bank. This is a card loan app for financial 
institutions. It’s possible to calculate the expected shortage in funds based on the balance of deposit and 
amount of deposits and withdrawals. It allows users to foster an awareness of fund shortages from an early 
stage. 
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Through such activities, as shown on page 47, we’re providing services to the financial institutions and 
businesses described on the page. We will continue to specialize in the development aspects of these tools. 
Through collaboration with financial institutions, we aim to provide new value to users and promote DX. 
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Lastly, I’ll go over the Money Forward Finance business. Growth has continued to accelerate, up 206% YoY. 
MF KESSAI’s billing services and OEM have been robust. 
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In addition, the cumulative transaction volume surpassed JPY20.0 billion, just six months after exceeding 
JPY10.0 billion. Also, the early cashing service of accounts receivable, MF KESSAI Early Payment, has been very 
popular, with the number of applications doubling from the end of last year. In spite of COVID-19, the needs 
for the early cashing of accounts receivable have been very strong, and we intend to meet those needs. 
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Also, at MF KESSAI, we have signed a business matching contract with financial institutions, and we started 
providing MF KESSAI to the corporate customers of Shizuoka Bank and Hiroshima Bank. We hope to expand 
our partnership with various financial institutions going forward. If you know of any financial institution that 
may be interested, I would appreciate it if you could let us know. 
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In addition, the market for B2B subscription services is expanding significantly. Although typically corporate 
customers pay a subscription fee on a monthly basis in small sums, we started a plan that makes it possible 
to receive the payments in a lump sum before the deadline. We hope to support the growth of companies 
that offer subscription services through our billing and early cashing services. 
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As for Money Forward Synca, we are carrying out various initiatives aimed at supporting the growth of startup 
companies. We started offering two new services, including a sales advisory service of unlisted shares and 
carrier support. We hope to expand these new services steadily so as to meet these new needs. 

With regard to Finance, we have decided to terminate Money Forward BizAccel. Although growth was steady, 
the growth rate of the online market was slower than we expected. We judged that the growth rate wouldn’t 
reach our expected rate, given that financial institutions are aggressively expanding loans amidst COVID-19. 
Also, we’re operating various other services, so we decided to suspend the service for the time being as part 
of the selection and concentration of services. We learned many things regarding online lending and financing, 
so we will continue to harness what we learned in advancing the creation of services. 
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Lastly, I’ll go over our strategic initiatives. As for API contracts, we formed a contractual agreement with all 
125 banks with which we have an API connection. We are building Japan’s largest account aggregation 
platform, and we hope to steadily provide account aggregation. 
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As for strengthening our management structure, we reappointed Kanesaka as CFO as of July 1. Kanesaka is 
one of the members that has been driving the growth of Money Forward since 2014, and we decided to have 
him take the lead again as CFO for the firm’s future development. 

Another management member is Kanto. Kanto is the founder and CEO of Klavis that joined the Group in 2017. 
He will serve as the CSO and take charge of formulating and implementing group-wide strategies. In this way, 
we have been strengthening the management team. Kanesaka and Kanto have already made great 
achievements, and they are contributing significantly to the growth of Money Forward. 
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As for the ratio by shareholder type, the ratio of institutions investors has continued to rise. As of the end of 
November last year, overseas institutional investors held 36% of our shares. Domestic institutional investors 
held 16% of our shares. However, as of the end of May, following the issuance of new shares for an overseas 
offering, overseas institutional investors held 41% of our shares, and domestic institutional investors held 18% 
of our shares. Institutional investors hold just shy of 60% of our shares in total. Retail investors hold 10% of 
our shares. We think this is a slightly low number, so we hope to take measures to increase retail investors 
going forward. 
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Please see page 58. As for our policy for growth investments and achieving profitability, we have not made 
any particular changes to the content. Our policy for growth investments in the future will focus on maximizing 
medium-to long-term cash flows, given that we operate a subscription business model. We will be 
implementing growth investments steadily. While we say that we will implement growth investments, we will 
also be executing investments weighing the investment returns vis-a-vis the soundness of management 
indicators. 

We’ve been pushing for M&A deals even since going public. First, we have a broad strategic framework. We 
determined whether we are in line with this strategy. We also look at whether the deals are overvalued in 
light of its finances. We look carefully for deals that are both strategic and financially disciplined when 
executing deals. Although we now receive many inquiries about M&A deals, we intend to execute deals 
carefully. 

Also, we have not made any changes to our policy of achieving profitability. We hope to turn EBITDA positive 
in the next fiscal year, and we will be pushing for the early realization of listing our shares on the prime market 
of TSE:1. 
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As for the Group’s growth strategy, we will be leveraging our API data infrastructure and connection 
technology (e.g., connection services, technology, and account aggregation for banks and securities 
companies) to offer services based on information gathered using our UI/UX and service-creating technologies. 
Our business model is to offer services in four domains: Money Forward Business, Home, X, and Finance. We 
think this is our strength. 

While there is a variety of value provided to users as shown on the right, we hope to create business synergies 
between these domains to continuously create new services in our new businesses, in order to grow steadily. 
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We have been very lucky in that we operate our business in a field with a huge addressable market. Money 
Forward Business, Home, X, and Finance each operate in an extremely large business market. We understand 
that the TAM is around JPY3.6 trillion, though there are many ways of calculating this figure, and we hope to 
realize growth while steadily capturing the market needs. 
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Junpei Watanabe, who serves as our creative director, created an ad copy, “Life beyond worries,” against the 
backdrop of the current COVID-19 outbreak. There are various worries every day, and everyone is in the midst 
of struggles. Both individuals and companies are now facing an unprecedented crisis. Even under the current 
situation, we are taking the initiative in our daily business activities aimed at contributing as much as possible 
through our services. This concludes my presentation. Thank you for your attention. 

 


