
September 14, 2018
ASKUL Corporation

Summary of Consolidated Performance 
for 1Q FY5/2019

1Q ended roughly in line with expectations
“Parcel delivery crisis” overcome, now pushing ahead 

with profitability improvements
- Moving steadily ahead with fundamental logistics structural reforms, and working to optimize logistics costs -

- In BtoB, strengthening Web functions further to increase rate of growth and profitability -

- In BtoC, in addition to increases in scale, will reinforce the PB strategy and uniqueness of the delivery service -

https://www.askul.co.jp/kaisya/
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Note:
This material contains the ASKUL Group’s current plans and performance outlook. These plans, forecasts, and other forward-looking 
statements represent ASKUL’s plans and forecasts based on information that is currently available. Actual performance may differ from 
these plans and forecasts due to a variety of conditions and factors that could occur in the future. This material does not represent 
promises or Guarantees regarding the achievement of these plans.
This material has not been audited by certified public accountants or auditing firms.

For the purposes of this material, LOHACO refers to the online mail-order business for General consumers, launched in October 2012 in 
alliance with Yahoo Japan Corporation.
B-to-B refers to business-to-business transactions.
MRO refers to Maintenance, Repair and Operation, and in this material primarily refers to indirect materials consumed at work sites by 
companies.

Since the presentation of the overview of consolidated financial statements for the fiscal year ended May 31, 2016, ASKUL has been 
reporting its operating performances by dividing its organization into the segments of the E-commerce business, Logistics business, and 
Other. The E-commerce business deals with sales of OA and PC supplies, stationery, office living supplies, office furniture, foods, alcoholic 
beverages, pharmaceuticals, cosmetics, etc. The logistics business refers to logistics and package transport services that target 
corporations. 

As abbreviations of ASKUL Logi Park, ASKUL Value Center and Open Platform by ASKUL, the words “ALP,” “AVC,” “OPA” are used, 
respectively, in this material. 

Reproduction or reprinting in any form of all or part of this material (including trademarks and images) without the permission of 
ASKUL is prohibited.
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Reduction in delivery rate/business consignment expense ratio

Splitting of cargo 
due to operations 

beginning at 
alternative center

AVC Hidaka 
begins operations

Improvements in 
delivery efficiency 

due to concentration 
in alternative center

Reduce over medium to long term through the 
introduction of advanced automation and 

robotics

Effect of rising delivery costs reduced through 
expanding in-house delivery and OPA

(A)+(B) Logistics variable cost ratio

(A) Delivery fare ratio to sales

(B) Consignment fee ratio to sales

Deterioration in 
productivity caused 

by increase in 
manual work etc.

Response to 16 February, 2017 fire at ALP Tokyo Metropolitan

“Parcel delivery crisis” caused by rising delivery rates etc. among major delivery 
companies

AVC Kansai begins
full-scale 

operations

Productivity 
improvements at 

AVC Hidaka/Kansai

FY5/2016 FY5/2017 FY5/2018 FY5/2019 End FY5/2021

FY5/2019 1Q was the peak for increases in logistics costs 
Moving steadily ahead with fundamental logistics structural reforms, and working to optimize 

logistics costs
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¥million ％ ¥million ％ ％

81,065 100.0 93,972 100.0 +15.9

18,950 23.4 21,892 23.3 +15.5

17,795 22.0 22,003 23.4 +23.7

1,155 1.4 (111) - -

1,014 1.3 (146) - -

554 0.7 (234) - -

Selling, General and

Administrative Expenses

Ordinary

Income

Net Income Attributable to

Owners of the Parent

Operating

Income

Net Sales

Gross Profit

1Q  FY5/ 2018 1Q  FY5/ 2019

% of net

sales

% of net

sales

YoY

change

1Q FY5/2019 Consolidated Performance

1Q ended roughly in line with expectations, 
pushing ahead with profitability 
improvements in 2Q and beyond

➢ Net sales
growth rate accelerating to +15.9%

➢ Gross profit margin
down 0.1 point YoY

➢ SG&A expenses ratio
up 1.4 points YoY
✓ AVC Kansai/Hidaka ground rent/depreciation up ¥1.0 

billion
✓ Impact of deterioration in delivery costs ratio ¥0.7 

billion
(Rising delivery costs/increasing sales of drink cases pushing up 
delivery volumes - improvement in splitting of cargo)

✓ Logistics reform costs etc. ¥0.4 billion
Stepping up investments, according to plan, 
in anticipation of future reductions in logistics costs

➢ Operating income, ordinary income, and profit
✓ Temporary losses caused by peak in logistics costs 

increases
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1Q

FY5/2018
Actual

¥billion

Actual

¥billion
YoY change %

71.6 76.3 +6.6

8.0 12.5 +55.9

8.0 15.9 +97.5

79.6 92.3 +15.8

1.3 1.6 +21.8

81.0 93.9 +15.9

2.9 2.7 -7.2

(1.7) (2.3) -

(1.7) (2.3) -

1.2 0.4 -66.6

- (0.4) -

1.2 0.0 -

(0.1) 0.0 -

1.1 (0.1) -

Intermediate total
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E-commerce business

Logistics business and other

Logistics business and other

Consolidated total

E-commerce business

LOHACO

Consolidated total

B-to-B business

B-to-C business (including Charm)

Strategic costst

B-to-C business (including Charm)

B-to-B business

LOHACO

1Q  FY5/2019

* The AVC Hidaka/Kansai fixed costs that were categorized by business in the FY5/2018 income statement, and 
the temporary deterioration in logistics productivity, have been allocated to operating income for the BtoB
business and LOHACO respectively.

1Q FY5/19 Consolidated Performance [by Business]

➢ Net sales
BtoB business growth accelerates, +6.6%

BtoC business also benefits from consolidation of Charm, with growth 
of +97.5%

➢ Operating income
AVC Kansai/Hidaka ground rent/depreciation
(BtoB up ¥0. 5billion, BtoC up ¥0.4 billion)

Impact of deterioration in delivery costs ratio
(Rising delivery costs/increasing sales of drink cases pushing up delivery volumes -
improvement in splitting of cargo)

(BtoB up ¥0.2 billion, BtoC up ¥0.4 billion)

Temporary fall in profits for both BtoB and BtoC caused by peak in 
logistics costs increases

1Q ended roughly in line with expectations, pushing ahead with 
profitability improvements in 2Q and beyond
Logistics reform costs etc. 
down ¥0.4 billion (1Q was mainly sales promotion costs)

✓ Expanded use of in-house delivery/advanced logistics automation

✓ Strengthen sales promotions (both BtoB, BtoC)

✓ Strengthen system platform for e-commerce

Stepping up investments, according to plan, in anticipation of future 
reductions in logistics costs
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1Q FY5/2018 Operating income
(Actual) ¥1.1 billion

1Q FY5/2019 Operating income
(Actual) ¥0.1 billion

FY5/2019 1Q (Actual)
Net sales +15.9% YoY
Gross profit margin 23.3%
SG&A expense ratio 23.4%

Factors Affecting 1Q FY5/2019 Consolidated Operating Income

FY5/2018 1Q (Actual)
Net sales +0.6% YoY
Gross profit margin 23.4%
SG&A expense ratio 22.0%
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+0.6

+0.2
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¥billion % ¥billion % %

360.4 100.0 390.0 100.0 +8.2

85.5 23.7 92.7 23.8 +8.5

81.3 22.6 86.7 22.2 +6.7

4.1 1.2 6.0 1.5 +43.1

3.9 1.1 5.8 1.5 +47.2

4.6 1.3 3.5 0.9 -25.4

Actual
% of net

sales
Plam

% of net

sales

YoY

change

FY5/2018 FY5/2019

Net Sales

Gross Profit

Selling, General and

Administrative Expenses

Ordinary Income

Net Income Attributable to

Owners of the Parent

Operating Income

FY5/2019 Consolidated Financial Forecasts

No Changes 
to Full-Year 
Forecasts
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Acceleration of shift to in-house delivery

Short term

Medium 
term

Long term

✓ Optimization of packaging sizes Already begun

Scheduled to begin 
in 2Q

Scheduled to begin 
in 3Q

Measures taken to reduce delivery costs

✓ Taking goods in to major delivery company 
locations

✓ Introduction of transportation between 
delivery centers  etc.

Logistics sharing using OPA



10

* Including vehicles of 
partners

Expanding in-house delivery share while 
also improving service by expanding 

Happy on Time

Share of BtoB business delivery

Own delivery network 
already established on 

national scale

Share of LOHACO delivery

Medium 
term

Acceleration of shift to in-house delivery

Others
Others

Ratio of own Group*

11%
(August 2018)

By end of FY5/2019 
aiming to hit 

20%

Own 
Group*

66%

(August 2018)



Customers
Expanded of 

product lineup  
Goods received 

together

EC 
Partners

Cost reduction

ASKUL
Growth in 

logistics revenue

With manufacturers/those opening a marketplace store

(1) We share inventory

(2) We send at the same time as LOHACO, or in same 
packaging

Raise volume and density for greater 
efficiency 

Aiming for full-scale expansion this 
fiscal year

Win-Win-Win
with sharing of benefits

Long term

11
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For Offices Involved 

in BtoB Business

http://www.askul.co.jp/
http://www.soloelarena.com/


FY5/2002 FY5/2004 FY5/2006 FY5/2008 FY5/2010 FY5/2012 FY5/2014 FY5/2016 FY5/2018

FY5/2019 Plan

¥316
billion

16

Rock-solid 
growth 

continues
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Net sales in B-to-B

15

http://www.askul.co.jp/


Launch new original products at an 
even more competitive price

Maximize opportunities on both axes 
to win customers and purchases

Strengthening our product lineup not 
only for manufacturing and construction 

industries, but for a variety of sectors

Strengthening 
head products

Expansion of non-stock items

Sa
le

s 
vo

lu
m

es

Number of items

Conceptual drawing of BtoB strategy

16

Household 
paper products

Clear folders

Fireproof 
safes

Folding 
containers



BtoB Raising Growth Rate & Profitability

17

(1) Further increase in the ratio of head product original 
goods

(2) Grow market share through rapid growth in nonstock 
items

(3) Grow net sales via the Internet
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Further increase in the ratio of head product 
original goods
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+300 items

10

15

20

25

30

35

August
FY5/2016

August
FY5/2017

August
FY5/2018

August
FY5/2019

New original products to be 
launched in new catalogs

(%)
Ratio of original goods* 

(BtoB inventory goods sales)

Total
(Including copy paper)

One third of sales are 
now original 

products

* Original products includes products exclusive to Askul

Non-consolidated
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Grow market share through rapid growth 
in non-stock items
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1Q
FY5/2017

1Q
FY5/2018

1Q
FY5/2019

Head products

Non-stock items

BtoB sales as a percentage of net sales

4.6%

95.4%

(yen)

5.6%

94.4% 1Q FY5/2019 Results (YoY)

128%

Sales of non-stock items

3.4%

96.6%

Non-consolidated
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0
100
200
300
400
500
600

(10,000 items)

 1Q FY5/2019 results

Going forward, will 

strengthen product 
lineup

in all categories

Growth
in net sales



Expanding sales via the Internet
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BtoB business net sales
By strengthening Internet 

advertising
Grow 

number of 
new 

customers

Expand 
comparison 

purchases by 
existing 

customers

600

650

700

750

1Q FY5/2017 1Q FY5/2018 1Q FY5/2019

1Q FY5/2019 results

+6.6%
(YoY Change)

1Q FY5/2018 results

+3.0%

(YoY Change)

Accelerate 
growth

+

(¥100 million)
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“Askul Autumn/Winter 2018 Catalog”
Published August 2018

Most recent catalog for office use

Maintain price 
competitiveness while 
ensuring profitability



In BtoB, strengthening Web functions further to raise 
the rate of growth and improve profitability
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BtoC
Targeting consumers

28
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FY5/2013 FY5/2014 FY5/2015 FY5/2016 FY5/2017 FY5/2018 FY5/2019

(¥100 million)

Actual/Plan

Total value of BtoC logistics*

Increase in 
scale

* Total logistics amount in B-to-C business is the sum of LOHACO net sales, sales of 
products via LOHACO marketplace, and sales at Charm.

1Q FY5/2019 results
Total value of logistics 

¥16.3 billion 

YoY change  + 101%

FY5/2019 forecast
¥69.2 billion 

+34% YoY change

29



Recognized Issues
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(Yen)

Selling price/gross profit margins 

on improving trend

With the “parcel delivery crisis” 

in mind, we are working on 

further improvements

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q

(%) LOHACO gross profit margin

LOHACO (domestic) purchase price per order

Impact of fire

FY5/2016 FY5/2017 FY5/2018 FY5/2019

FY5/2016 FY5/2017 FY5/2018 FY5/2019



(1) Increasing the number of products and strengthening 
high value-added products

(2) Strengthen customer platform by expanding channels

(3) Strengthen system platform (UI/UX improvements)

(4) Grow fee income from marketplace/advertising etc.

BtoC Increase Scale, Reinforce Uniqueness

32
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Increasing the number of products and 
strengthening high value-added products
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increasing steadily

Goal is to expand net sales and 
increase purchase price per order

Number of products

Expand lineup of standard products
LOHACO number of products in inventory

FY5/2018 1Q FY5/2019
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Expand sales of
Original goods*

Strengthen lineup of original goods 
from LOHACO

LOHACO Water (410ml)
Launched in July

Strengthen high value-added products (promote shift to private brands)

Oral care products launched 
in July

Soft-packet tissues 
launched in June

* Original goods includes those with sales limited to Askul (LOHACO)

Improved 
profitability

Mineral water category (less than 1L)

No.1
in sales for August 2018
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1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q

* Net sales includes products for which the advance sales period at LOHACO has ended

Fitting Our Lifestyles 
LOHACO Exhibit Trend of Sales Growth*

(Yen)

Going forward, reinforce further 
through co-creation with 

manufacturers

Strengthening high value-added products (design products exclusive to e-commerce)

Improved 
profitability

50 items 
launched

40 scheduled
for launch

(As of 14 September)

FY5/2016 FY5/2017 FY5/2018 FY5/2019



37* Net sales includes products for which the advance sales period at LOHACO has ended

“Fitting Our Lifestyles”
LOHACO 2018 Exhibition: Held: 

October 5 - 10, 2018

Improved profitability

＠Daikanyama T-SITE GARDEN GALLERY

Strengthening high value-added products (design products exclusive to e-commerce)

Photo from “Fitting Our Lifestyles” 
LOHACO 2017 Exhibition

Bolstering of the lineup of goods designed for 
consumers’ daily living Participation by 48 
companies, 58 products being exhibited 

Launch already decided for 40 products 
(as of September 14)
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Strengthen customer platform 
by expanding channels
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14/５期１Ｑ15/５期１Ｑ16/５期１Ｑ17/５期１Ｑ18/５期１Ｑ19/５期１Ｑ

Acquire new customers by 
opening a store in Yahoo! 

Shopping

Accelerating 
growth

Opened May 21

LOHACO new customer numbers
(Persons)

LO
H

A
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ea

d
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Impact 
of fire

1Q 
FY5/2014

1Q 
FY5/2015

1Q 
FY5/2016

1Q 
FY5/2017

1Q 
FY5/2018

1Q 
FY5/2019
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Strengthen system platform
(UI/UX improvements)
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August 29, renewal of smartphone site

App to be refreshed also sometime 
in the autumn

Site has been speeded up and 
personalization has been 

strengthened

Screenshot of new 
LOHACO site for 
smartphones

Improvements to UI/UX
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Grow fee income
from marketplace/advertising etc.



2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q

LOHACO marketplace total value distributed

Growth
in fee income

Total value distributed 
has grown 

dramatically

Expand marketplace
(Yen)

FY5/2017 FY5/2018 FY5/2019 43



Growth in advertising fee income

By making use of big data, we 
aim to create a 

Win-Win-Win structure with 
customers and manufacturers

広告掲載イメージ

Growth
in fee income

(Yen)

1Q FY5/2017 1Q FY5/2018 1Q FY5/2019

Advertising fee income

Image used in 
advertising

Around 2.3x

44
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Reinforcing the uniqueness of the delivery service, etc.
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自社
グループ※

Time can be specified in 
increments of 1 hour

Delivery scheduled to 
within 30 minutes

Notification 
10 minutes before delivery

Reinforcing the uniqueness of the delivery 
service
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自社
グループ※

Source: Total figure taken from the results of “Redelivery rates are 15.0% - Results of survey for April 2018 published” from the 
Ministry of Land, Infrastructure, Transport and Tourism, June 26, 2018

• Period of the survey: April 1, 2018 - April 30, 2018

• Total for three major delivery service operators

In the 2% range 

(FY5/2018 Actual)

Approx.  15%*

Achieves low rates of 
customer absence

General rate of customer 
absence

Reinforcing the uniqueness of the delivery 
service

Resolves a social 
problem
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自社
グループ※

Tokyo 23 wards Osaka City 
+ 4 neighboring cities

Target area
Expanded as of 

FY5/2019
Scheduled expansion 

for FY5/2019

大田

Shinjuku

Shibuya

Shinagawa

Meguro
Setagaya

Suginami

Nerima

Nakano

Toshima

Itabashi

Kita

Bunkyo

Edogawa

Minato

Chuo Koto

Taito
Sumida

Arakawa

Adachi

Katsushika

Chiyoda

Ota

Nishi
Chuo

Joto
Tsurumi

Asahi

Miyako-
jimaKita

Fukushima

Konohana

Sumiyoshi

Suminoe

AbenoNishinari

Taisho

Minato Naniwa
Tennoji

Higashinari

Ikuno

Hirano

Higashi 
Sumiyoshi

Higashi 
Yodogawa

Nishi 
Yodogawa

Yodogawa

Reinforcing the uniqueness of the delivery 
service

Target area expanded to 14 wards in Tokyo, 
and 10 in Osaka

Aiming to reduce
delivery costs ratio by 

expanding scale
End FY5/2018

Higher purchase price per 
order High rate of repeat 

ordersToyonaka City

Suita City

Part of Ikeda City

Part of Ibaraki City



In BtoC, in addition to increases in scale, reinforce the 

PB strategy and uniqueness of the delivery service
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1Q FY5/2019 net sales by item

Double-digit 
growth in 
mainstay 
products

YoY change YoY change

(¥billiom) % (¥billiom) %

OA & PC 22.0 -1.4 23.3 +5.6

Stationery 10.0 +0.9 10.4 +3.8

Living supplies 24.5 -0.9 29.9 +22.2

Furniture 5.0 +2.0 5.2 +4.8

MRO 6.9 +4.7 7.7 +11.3

Others

(Medic al, etc .) 4.8 +8.2 5.9 +22.5

Total 73.5 +0.5 82.7 +12.5

1Q FY5/2018 1Q FY5/2019

Non-consolidated
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* MRO/Medical businesses do not include LOHACO portion. 

(¥billion)

+7.8
+2.9

+1.7
B-to-C business
Net sales: 15.9 billion
YoY change: Up 7.8 billion

MRO/Medical businesses*
Net sales: 15.9 billion
YoY change: Up 1.7 billion

Other BtoB business
Net sales: 60.4 billion
YoY change: Up 2.9 billion

1Q FY5/2019 (Actual)
Net sales: ¥93.9 billion
YoY change: Up ¥12.9 billion
YoY change: Up 15.9%

Factors Affecting 1Q FY5/2019 Consolidated Net Sales

Logistics business and others
Net sales: 1.6 billion
YoY change: Up 0.2 billion

+0.2

In
crease in

 log
istics 

b
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ess  an

d
 oth

ers 

1Q FY5/2018 (Actual)
Net sales: ¥81.0 billion
YoY change: Up ¥0.5 billion
YoY change: Up 0.6%

B-to-C business
Net sales: 8.0 billion
YoY change: -1.7 billion

MRO/Medical businesses*
Net sales: 14.1 billion
YoY change: Up 0.6 billion

Other BtoB business
Net sales: 57.5 billion
YoY change: Up 1.4 billion

Logistics business and others
Net sales: 1.3 billion
YoY change: Up 0.1 billion
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1, 090 
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FY5/2004 FY5/2005 FY5/2006 FY5/2007 FY5/2008 FY5/2009 FY5/2010 FY5/2011 FY5/2012 FY5/2013 FY5/2014 FY5/2015 FY5/2016 FY5/2017 FY5/2018 FY5/2019

Medium-sized 
firms

Large firms

Small and 
medium-sized 

enterprises

Unincorporated 
entities 

(1000 companies)

Steady Growth in SOLOEL ARENA
Net sales value for SOLOEL ARENA and others(¥100 million)

Number of registered/active customer companies, 
including SOLOEL ARENA

+11.8% YoY, driving growth in the BtoB business

1,327

1,189

*

*The figure of 53,000 companies was corrected in the “Notification regarding the Summary of Consolidated Performance for FY5/2018” of July 4, 2018.

1Q FY5/2018 results 
¥27.7 billion

1Q FY5/2019 results 
¥31 billion  +11.8% YoY

http://www.askul.co.jp/
http://www.soloelarena.com/
http://lohaco.jp/
https://www.soloel.com/


New Catalog Published

Total number of pages 1,280

Number of products Around 37,400

Number of new products Around 2,450

Number of original products Around 7,200

Number of green products Around 13,800

<Reference> Summary  of the Spring/Summer 2018 (prev ious) edition

Total number of pages: 1,280

Number of products: 36,500

“Askul Autumn/Winter 2018 Catalog”
Published August 2018
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Needs 
Discoveries
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Added Value
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Environment



58

Society



Obtains “Eco First Company” certification from the Ministry of the Environment

Askul’s promises under the “Eco First” system

1. We will actively promote initiatives aimed at 
preventing global warming by helping to realize a 
post-carbon society.

2. We will actively promote initiatives aimed at 
shaping and realizing a recycling-oriented society.

3. We will actively promote initiatives aimed at 
realizing harmonious coexistence with nature.

4. Together with a variety of stakeholders, we will 
promote initiatives to protect the environment.

What is the “Eco First” system?
A system whereby the Ministry of the Environment certifies that a company conducts 
advanced, unique business activities that lead the industry in the environmental field (= a 
leading company in the industry in environmental terms)
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The impact of Typhoon Jebi / the Hokkaido Eastern Iburi Earthquake and our response

No major damage to AVC Kansai or Osaka DMC facilities
With regard to the Osaka DMC, operations were suspended on the day, and AVC 
Kansai operated in degraded mode (the majority of employees did not come into 
work, for reasons of safety)
Centers that were not affected by the typhoon provided temporary cover for the 
Western Japan area

 There were no BCP-related more problems, and 
normal operations resumed the following day 
Shipment delays were also resolved on September 7

In the Western Japan area, major delivery companies suspended deliveries
At one of the companies to which we outsource deliveries, the Kobe depot was 
damaged by flooding
BtoB: Hyogo Prefecture Kobe City, Higashi Nada Ward and Chuo Ward; 
Nishinomiya City; Ashiya City
LOHACO: Deliveries were initially suspended in Osaka Prefecture Sakai City, Nishi 
Ward and Kita Ward; Mino City and others

 These recovered one by one, and deliveries had 
restarted as of September 12 (excluding Kansai International Airport)

Typhoon Jebi (September 4) Hokkaido Eastern Iburi Earthquake (September 6)

Logistics

Delivery

The Company does not have any major facilities in Hokkaido, and there are no 
major concerns from a BCP perspective
(Shipments to Hokkaido are usually made from the Sendai DMC)

At the time the earthquake occurred, deliveries were suspended throughout the 
Hokkaido region for both BtoB and LOHACO

 These recovered one by one, and deliveries had 
restarted as of September 13
(excluding some of Atsuma Town in Yufutsu District)

Logistics

Delivery
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Gross profit: ¥21.8 billion YoY change: +¥2.9 billion
Gross profit margin: 23.3%, YoY change: -0.1 p.p.

➢ Factors leading to unfavorable foreign exchange positions were absorbed, and solid performance 
continued

1Q FY5/2019 1Q Consolidated Gross profit, SG&A expenses

SG&A expenses: ¥22.0 billion YoY change: +¥4.2 billion

Ratio of SG&A expense to net sales: 23.4% YoY change: +1.4 p.p.

➢ 1Q represented the peak in logistics cost increases, and improvements to the SG&A expenses ratio 
are expected from 2Q onward

< Breakdown of major YoY change factors in SG&A expenses >

• Delivery costs (including the increase resulting from higher revenues) +¥1.7 billion

• Personnel costs (of which around half of the increase was caused by the consolidation of Charm) +¥0.6 billion

• Ground rent +¥0.4 billion

• Depreciation and amortization of software +¥0.4 billion

• Sales promotion costs/advertising expenses +¥0.4 billion
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Construction in progress (Note 2) 5,982 269 -95.5%

Software in progress (Note 2) 843 1,955 +131.8%

(¥ million)

Item
1Q FY5/2018 1Q FY5/2019

Amount Amount YoY Change

[Capital expenditures] 6,146 1,147 -81.3%

Property, plant and equipment 5,391 592 -89.0%

Intangible assets 754 555 -26.5%

(Note 1) Capital expenditure is stated on an accrual basis.
(Note 2) Construction in progress and software in progress above present balances at the end of the quarter under review, and partially include 

consumption and other taxes.

Capital expenditures ¥1.1 billion (Annual plan: ¥11.2 billion)

Tsumagoi-Meisui new warehouse, line upgrades ¥0.19 billion

AVC Kansai logistics equipment, etc. ¥0.15 billion

LOHACO-related ¥0.15 billion

(Ref.) Depreciation and amortization of software:
¥1.3 billion (Annual plan: ¥6.1 billion)

Investment details

1Q FY5/2019 Consolidated Capital Expenditures
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August of FY5/2018 August of FY5/2019 YoY Change

Number of original goods 7,906 8,599 +693

Share of non-consolidated net sales 
(of which, share of B-to-B business)

29.3%
(34.7%)

28.1%
(35.0%)

-1.2 p.p.
(+0.3 p.p.)

ASKUL original products (Unit: item)

Share of orders placed on the Internet of net sales

(Note 1) Percentages are based on orders placed.

Note 1: Each figure includes the products listed in Health & Nursing Care Catalogs and Medical Pro Catalogs.

Note 2: The number of original goods includes those with sales limited to Askul Also, the calculation includes not only those items sold via catalogs but 
also items sold only via the Internet.

Note 3: The calculation of original goods as a percentage of net sales includes original copy paper.

Note 4: from 4Q FY5/2018 onward, the calculation of BtoB original goods as a percentage of net sales uses BtoB business inventory sales as the 
denominator.

1Q FY5/2018 1Q FY5/2019 YoY Change

Orders via the Internet 80.4% 83.5% +3.1 p.p.

Other 19.6% 16.5% -3.1 p.p.

1Q FY5/2019 Share of Orders Placed on the Internet of Net Sales and Original Goods



ASKUL original products (Unit: item)

With regard to p.78 of the “Summary of Consolidated Performance for FY5/2018” of July 4, 2018 (Appendix), a 
correction to the content has been made, as follows.  (The corrected portions are underlined.)

[Before correction]

[After correction] ASKUL original products (Unit: item)

May of FY5/2017 May of FY5/2018 YoY Change

Number of original goods 8,045 8,929 +884

Share of non-consolidated net sales 
(of which, share of B-to-B business)

30.1%
(34.7%)

27.9%
(35.1%)

-2.2 p.p.
(+0.4 p.p.)

May of FY5/2017 May of FY5/2018 YoY Change

Number of original goods 8,045 8,534 +489

Share of non-consolidated net sales 
(of which, share of B-to-B business)

30.1%
(34.7%)

27.9%
(35.1%)

-2.2 p.p.
(+0.4 p.p.)
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