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50.8%

52.4%

-

53.0%

-

-

68.6%

71.2%

Rate of Achievement 
of Full Term Budgets

-43.8%

-43.3%

-3.5ppts

-42.6%

+1.1ppts

-2.3ppts

+3.7%

+14.1%

Y on Y

261461O r d i n a r y  I n c o m e

148264Interim Net Income

265462Operat ing Income

（3.5%）（7.0%）
（Operating income 
m a r g i n ）

FY2007
3Q

FY2006
3Q

【Unit : million of yen】

7,4966,572N e t  S a l e s

（19.8%）（18.7%）（SG & A ra t io）

（23.4%）（25.7%）
（ G r o s s  p r o f i t 
m a r g i n ）

1,7531,690G r o s s  P r o f i t
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24.7%

24.1%

25.6%

24.5%

25.4%

26.0%
25.7%

25.0%

25.8%
25.4%

25.9%

22.5%

19.4%

20.4%

19.5%

22.1%

18.7%

19.3%
19.6%

17.9%

18.6%

19.5%

18.1%

17.5%

19.7%

23.0%

24.7%

24.8%

18.6%

21.3%

15.0%

17.0%

19.0%

21.0%

23.0%

25.0%

27.0%

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

Gross profit  margin
SG&A rat io

1,266 1,258
1,362

1,484

1,624
1,712

1,771
1,826

1,980

2,145

2,447
2,391 2,435 2,430

2,631

67 46 82 35
108 115 107 131 143 127

192 175
120

29
115

5.3%

3.7%

6.6%

2.4%

6.7%
6.1%

7.2% 7.2%

5.9%

7.9%
7.3%

4.9%

1.2%

4.4%

6.6%

0

500

1,000

1,500

2,000

2,500

3,000

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q
0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

12.0%

14.0%
Net Sales

Operating Income

Operating Income margin

Gross profit margin：Stagnation of campaign demand

SG & A ratio ：An increase in full time staff adoption cost
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FY2004 FY2005 FY2006 FY2007 FY2004 FY2005 FY2006 FY2007

Profitability-Quarterly Basis
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3.6%

12.0%

21.3%

63.2%

Share

4.3%

13.7%

22.0%

60.0%

Share

-5.2%268283N e w  S e c t o r s

-0.8%895902F inanc ia l  Se rv i ces

Y on Y
FY2007

3Q
FY2006

3Q
【Unit : Million of yen】

+20.1%4,7353,942M o b i l e 
Telecommunications

+10.6%1,5961,444D i g i t a l  C o n s u m e r 
e l e c t r o n i c s

4,735

3,942

1,596

1,444

895

902

268

283

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000 8,000

FY2007 3Q

FY2006 3Q

Mobile
Telecomm
unications
Digital
Consumer
elecronics
Financial
Serv ices

New
Sectors

+20.1% +10.6% -0.8% -5.2%
(60.0%) (22.0%) (13.7%) (4.3%)

(63.2%) (21.3%) (12.0%) (3.6%)

Sales by Customer Segment
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40.5%

59.5%

Share

34.6%

65.4%

Share

（+1）（14）（13）（ o f f i c e s ）

+33.8%3,0382,271National (excluding 
K a n t o )

Y on Y
FY2007

3Q
FY2006

3Q
【Unit : million of yen】

+3.7%4,4584,301K a n t o  R e g i o n

（±0）（9）（9）（ o f f i c e s ）

4,458

4,301

3,038

2,271

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000 8,000

FY2007 3Q

FY2006 3Q

Kanto
Region

National
Region
(excluding
Kanto)

+3.7% +33.8%
(65.4%) (34.6%)

(59.5%) (40.5%)

Sales by Geographic Region
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+46.4%1,380942N e t  S a l e s

-3.6ppts(5.1%)(8.7%)（Operat ing margin）

-36.2%313490O p e r a t i n g  I n c o m e

(81.6%)(85.7%)（ S h a r e ）

-1.3ppts(5.1%)(6.4%)（Operat ing margin）

+16.4%7060O p e r a t i n g  I n c o m e

Y on Y
FY2007

3Q
FY2006

3Q
【Unit : million of yen】

+8.7%6,1165,629N e t  S a l e s 

（18.4%)(14.3%)（ S h a r e ）

OutsourcingOutsourcing

Temporary 
Staffing

Temporary 
Staffing

Business Segment Overview
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3.4%
8.1%

24.2%

64.3%

Share

3.5%

10.5%

25.0%

61.0%

Share

+5. 3%207197N e w  S e c t o r s

-16.6%493591F inanc ia l  Se rv i ces

Y on Y
FY2007

3Q
FY2006

3Q
【Unit : million of yen】

+14.6%3,9353,435M o b i l e 
Telecommunications

+5.3%1,4791,405D i g i t a l  C o n s u m e r 
e l e c t r o n i c s

3,935

3,435

1,479

1,405

493

591

207

197

0 1,000 2,000 3,000 4,000 5,000 6,000 7,000

FY2007 3Q

FY2006 3Q

Mobile
Telecommunicatio
ns

Dig ital Consumer
electronics

Financial Services

New Sectors

+14.6% +5.3% -16.6% +5.3%
(61.0%) (25.0%) (10.5%)(3.5%)

(64.3%) (24.2%) (8.1%)(3.4%)

Outsourcing Business Overview
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4.4%
29.2%

8.5%

58.0%

Share

9.1%

33.0%

4.1%

53.8%

Share

-29.5%6085N e w  S e c t o r s

+29.4%402311F i n anc ia l  Se rv i ces

Y on Y
FY2007

3Q
FY2006

3Q
【Unit : million of yen】

+57.9%800507M o b i l e 
Telecommunications

+201.8%11738D i g i t a l  c o n s u m e r 
e l e c t r o n i c s

800

507

117

38

402

311

60

85

0 200 400 600 800 1000 1200 1400 1600

FY2007 3Q

FY2006 3Q

Mobile
Telecommun
ications
Digital
electronics

Financial
Serv ices

New Sectors

+57.9% +201.8% +29.4% -29.5%
(53.8%) (4.1%) (33.0%) (9.1%)

(58.0%) (8.5%) (29.2%) (4.4%)

Temporary Staffing Business Overview
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100.0%

12.9%

87.1%

1.6%

8.0%

18.2%

59.2%
share

+14.5%306,5273085.9%7,7003084.8%5,881Top Thirty Total

+11.3%20696920514.1%1,26223715.2%1,052Others

FY2007 3QFY2006FY2005

+14.1%2367,496235100.0%8,963267100.0%6,933Total

-16.3%311822.1%18721.8%121New Sectors

-15.1%6601610.2%91142.4%165Financial Services

+14.1%111,3661118.1%1,6261225.0%1,733Digital consumer 
services

+21.6%144,4401355.5%4,9751555.7%3,860Mobile 
Telecommunications

Y on YFirmNet SalesFirmShareNet SalesFirmShareNet Sales【Unit : million of yen】

※The number of customers in each segment and the total number differ because customers in mobile and digital segments are included.
Ratio of  Each Segment to Total Sales Breakdown to Top 30 Customers by Segment

0%

20%

40%

60%

80%

100%

FY2005 FY2006 FY2007 3Q

Mobile Telecommunicat ions（BEST30） Digitak cinsuner serv ices（BEST30）
Financial serv ices（BEST30） New Sectors（BEST30）
Others

12 11 11

3 2 3

9
9 8

4 6 6

2 2 2

0

5

10

15

20

25

30

FY2005 FY2006 FY2007 3Q
Mobile（BEST30） Mobile+digital
Digital Consumerservices（BEST30） Financial Services（BEST30）
New Sectors（BEST30）

Top 30 Customers-Sales
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+9,688+9,583+6,368（Y on Y）

45,93736,24926,666Registered staff

189184199Avg. sales amount per person

3,2023,2282,281（Part-time employees）

1,195732566（Contact employees）

4,3973,9602,847Active Staff (monthly average)

FY2007
3Q

FY2006
3Q

FY2005
3Q

【UNIT: million of yen, person】

2,281
3,228 3,202

566

732 1,1956,368

9,583 9,688

0

1,000

2,000

3,000

4,000

5,000

6,000

FY2005 3Q FY2006 3Q FY2007 3Q
0

2,000

4,000

6,000

8,000

10,000

12,000Contact  employees
Part -t ime employees
Y  on Y

Number of Staff
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23.6%

21.3%

6.7%
8.5%

5.7%

3.9%

4.4%

4.3%

4.8%

2.3%

5.4%

9.0%

Consumer electronics, camera
and computer
Food Supermarkets

Drugstores

Mobile phone stores

Mobile phone carrier outlet

liquor retailers

Home improvement retailers

Videos, CDs, books(including
rentals)
Gasoline Stands

Car and bike shops

Convenience stores

Others 13

+2,593+4,288+1,657（Y on Y）

12,0109,4175,129Total number of stores

FY2007
3Q

FY2006
3Q

FY2005
3Q

5,129

9,417

12,010

0

2,000

4,000

6,000

8,000

10,000

12,000

14,000

FY2005 3Q FY2006 3Q FY2007 3Q

Total number of stores
served

FY2007
3Q

Total number of stores serviced
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Sales by customer segment, third quarter

Relative to Q3 budget and previous year Q3 results

Mobile

Digital

Financial

New

0

1,000

2,000

3,000

4,000

5,000

6,000

7,000

8,000

Results for Q3, 3/06 period 
(Cumulative)

Results for Q3, 3/07 
period (Cumulative)

Budget for Q3, 3/07 
period (Cumulative)

Results by segment —mobile recovers, growth in financial and new business areas is a challenge
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➀ Mobile communications

⇒ Major growth in sales throughout 
Japan

② Digital consumer electronics

⇒ Steady growth in sales, particularly in 
the Tokyo metropolitan area

③ Financial services

⇒ Decline in sales in the Tokyo 
metropolitan area, as we terminated
unprofitable projects 

④ New sectors

⇒ Fewer customers for new products

Status through Q3

Decline of
0.8%

Increase of

10.6%

Increase of 

20.1% Shortage

of 0.9% 

Shortage

of 4.0% 

Shortage 

of 3.4% 

[¥ million]

Highlights Strategies ShareholdersReferencesManagement plan

New
New

Financial
Financial

Digital Digital

MobileMobile



Kanto

region

National

0

1,000

2,000

3,000

4,000

5,000

6,000

7,000

8,000

Results for Q3, 3/06 
period (Cumulative)

Results for Q3, 3/07 period 
(Cumulative)

Budget for Q3, 3/07 period 
(Cumulative)

By region: Steady results nationally, acquiring new contracts in the Kanto region is an issue

➀ Kanto 

⇒ Intensified competition, especially in 
mobile area

Decline in contracts in new and 
financial areas 

② National (excluding Kanto)

⇒ New locations opened in the 
previous period have been successful, 
and sales have grown markedly. 

Mobile communications and financial 
services are driving overall results. 

16

Increase of

33.8%

Increase of
3.7%

Essentially 
reached –

shortage of
0.3%

Shortage of
2.7%

[¥ million]

Status through Q3 

Actual sales by area, third quarter

Relative to Q3 budget and previous year Q3 results

Highlights Strategies ShareholdersReferencesManagement plan

National
National

Kanto

region

Kanto

region



Sales by segment — Improve margins by expanding client base

17

➀ Mobile communications

⇒ Increase orders for campaigns with 
high rates of return

② Digital consumer electronics

⇒ Acquire new customers

③ Financial services

⇒ Get orders from nationwide campaigns 

④ New sectors

⇒ Develop new clients including those for 
Orange Light

Strategy for the fourth quarter 

[Y million]

Sales for period ending March 31, 2007

Actuals and budget by segment — by quarter

Mobile Mobile

Digital
DigitalFinancial

New New

New

New

0

500

1,000

1,500

2,000

2,500

3,000

3,500

Q1 Actual Q2 Actual Q3 Actual Q4 budgeted

[¥ million]

Mobile

Digital
Digital

Mobile

Financial
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National

0

500

1,000

1,500

2,000

2,500

3,000

3,500

Q1 Actual Q2 Actual Q3 Actual Q4 budgeted

18

Strategy for the fourth quarter

[¥ million] ➀ Kanto 

⇒ Enhance ability to supply staff by 
use of a registration system 

Aim for recovery in financial services 
and new sectors by fully utilizing the 
marketing development department

② National (excluding Kanto)

⇒ Aim for expansion of client base at 
all locations, by increasing the number 
of marketing personnel 

Sales for period ending March 31, 2007

Actuals and budget by area — by quarter

National
National

National

Highlights Strategies ShareholdersReferencesManagement plan

Sales by region — Improve staffing efficiency in the Kanto region through use of a registration system

Kanto

region
Kanto

region

Kanto

region

Kanto

region



■ Ratio of sales, general and administrative 
expenses

Control sales, general and administrative costs 
→ Shift from fixed costs to variable costs 

■ Gross profit margin
Increase sales from campaigns
→ Secure contracts from campaigns with high rates 
of return
Improve gross profit margin
→ Promote switch to our staff to service digital 
clients - business where reliance on outsourcing is 
high 

Sales
Recover sales growth in the Kanto area
→ Strengthen capacity for new marketing
→ Increase contracts for mobile communications
and financial services campaigns 
→ Improve staff supply capacity 

Management Issues in the 3rd quarter 

■ Ratio of sales, general and administrative expenses
→ Improve management efficiency further by lowering the
percentage of regular employees, and at the same time, reduce
sales, general and administrative costs by recovering sales 
growth
→ Control hiring costs by making our own recruiting site’s 
content public

■ Gross profit margin
→ Promote sales activities by headquarters to gain nationwide 
bulk orders
→ Pull out of low-margin projects, shift sales to high-margin 
projects
→ Begin offering contract to hire, an area where client needs 
are high

Sales
→ Optimize allocation of business resources by bringing on line
dedicated marketing team
→ Improve capacity to supply staff by moving to a registration
system 
→ Signing new clients including for Orange Light

Measures to be taken in the 4th quarter 

19

Management issues in the 3rd quarter and strategies for the 4th quarter 
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Business domain 
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Sales promotion

Sales/operation support

Field marketing

Orange Light Work (sales/service)

Terms
Kn

ow
-h

ow
 &

 e
xp

er
tis

e
Short term Long term

High 
grade

Normal

Planning of sales promotion activities

Operation of events

Directors

Instruction & contracting-type 
sales persons

Rounders

Field marketers

Field staff

Sales clerk

Call centers

Store sales staff

Restaurant staff
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Orange Light

Full-tim e
(5 days /week)

Cam paign
(Sat. & Sun.)

Paradigm shift to a comprehensive orange collar company

21

1. To meet every type of need related to sales promotion and business operations of B to C 
companies and sales channels

2. To provide job seekers of every generation with diversified employment styles

Backs Second Expansion Plan

S
al

es
 s

up
po

rt

S
al

es
 s

up
po

rt

S
al

es
 s

up
po

rt

Campaign
(Sat. & Sun.)

Full-time
(5days/week)

Idle human
resources

B to C 
companies

Sales channels 

B to C 
companies

Registration

Sales channels & 
stores

sa
le

s 
pr

om
ot

io
ns

, 
&

 p
ro

m
ot

io
n 

ac
tiv

iti
es

P
la

n n
in

g,
 

pr
op

os
a l

s

Interview
Scout Stock
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Orange Light

Full-tim e
(5 days /week)

Cam paign
(Weekend)

cam pain
(weekend)

Full-tim e
(5 days /week)

Idle hum an resources

Top sales

Full-time

5 days a week

(Mobile & digital industries)

Campaign
Weekend

(Mobile, digital and financial industries)

Top sales

Full-time

5 days a week

Campaign
Weekend

Infrastructural human resources 
for supporting sales

Expanding the client base

Expanding the population 
for recruitment

22

Limiting the specific field and expertise 
narrows down the population for recruitment.

Expanding the range of job 
types and skills enlarges the 
population of human resources.  
In addition, education and 
training inside the population 
will allow the human resources 
to move to jobs that require 
higher skills and expertise 
(creation of the Orange Collar 
career).  The larger pool of 
human resources will enable us 
to participate in larger projects.

Highlights Strategies ShareholdersReferencesManagement plan

Recruitment
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Utilization of Own Recruiting Site

In January, 2007, “Mobile Digibeit.com” (http://digibeit.com), the website operated by Backs Group, was certified as an official 
content of EZ web, a mobile internet service of KDDI Corporation, and as an affiliated mobile internet service of SoftBank
Mobile Corp. 

PC Mobile

Highlights Strategies ShareholdersReferencesManagement plan
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1st

2nd

Backs 2nd Expansion Plan

①Expand business domain（orange light 
work）

②Actively open new business offices 

③Shift operation style

（Shift staff recruitment from scout-type to   
stock-type）

Kanto Region

Mobile

Backs 1st Expansion Plan

①Improve business 
portfolio（Increase digital 
industry   segment）

②Establish new business 
offices throughout Japan

FY2007FY2002
FY

Net sales

Highlights Strategies ShareholdersReferencesManagement plan

Scenario of Backs Second Expansion Plan
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1. Responds to every requirement relating to sales promotion and business operation for B2C companies             
and sales channels 

2. Joint development of core systems for registering personnel, matching and payroll

Business tie-up with S-Pool,Inc.

Orange 

light

Full-term
(5days/week)

campaign
（weekend）

Advantage of business tie-up 

B to C companies

stock

registration

Sales channels and stores

P
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t
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1. Responds to every requirement relating to sales promotion and business operation for B2C companies and 
sales channels 

2. Improves capability for devising and implementing sales promotion plans and creating sales promotion tools

Business tie- up with Lightous International

Orange

light

Full-time

（5days/wekek）

Campaign
（weekend）

Advantage of business-tie up 

B to C companies

Sales channels and stores

stock
registration
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os
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t

Highlights Strategies ShareholdersReferencesManagement plan



28

Let’s create the business, in each and every part of Japan and in all channels, by spreading awareness of 
“Orange Collar Outsourcing” among clients in all industrial categories. 

Advance to a comprehensive orange collar company

Orange 
light

Full-time

（5days/week）

Campaign

Vision

B to C companies

stock
registration

Sa
le

s 
su
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or

t
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pr

om
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,
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（weekend）

Sales channels and stores
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Offer Full-line Services through Alliance Strategies

Expand sites 
nationwide

Segment sites 
nationwide

Rounders

Field Staff

In-Store Campaign Staff

““Total Solutions for InTotal Solutions for In--Store PromotionStore Promotion””

23 sites nationwide
Expand service area

Expand 
target 
industries

Enhance service lineup

[Full outsourcing service for store sales     
promotions]                                              

Propose plans, produce sales tools and create 
training systems required for sales promotions. 

Rather than just place staff, also provide 
structural and operational management.

Mobile TelecomMobile Telecom

Focus on  
Kanto region

Digital ElectronicsDigital Electronics
Financial ServicesFinancial Services

New IndustriesNew Industries

One-stop shops for over-the-counter promotion

Realized by business 
alliance with Lightous

International

Accelerated by business 
alliance with S-Pool, Inc

Entry into orange 
light market

Highlights Strategies ShareholdersReferencesManagement plan
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77

145

（2.9%）

129

（21.4%）

（24.3%）

1,073

4,418

FY2003

51

101

（1.1%）

49

（22.5%）

（23.6%）

1,048

4,430

FY2002

133

226

（4.3%）

230

（20.4%）

（24.7%）

1,328

5,369

FY2004

500637457O r d i n a r y  I n c o m e

292371258N e t  I n c o m e

500637460O p e r a t i n g  I n c o m e

（4.8%）（7.1%）（6.6%）
（Opera t ing  Income 
m a r g i n ）

FY2007
（Forecasts）

FY2006FY2005【Unit: Million of yen】

10,5258,9636,933N e t  S a l e s

（19.5%）（18.4%）（18.9%）（ S G & A  r a t i o ）

（24.3%）（25.5%）（25.5%）（Gross Profit Margin）

2,5572,2831,769G r o s s  P r o f i t

23.6

24.3
24.7

25.5 25.5

24.3

22.5

21.4

20.4

18.9
18.4

19.5

17.0

19.0

21.0

23.0

25.0

27.0

FY2002 FY2003 FY2004 FY2005 FY2006 FY2007(Forecasts)

Gross Profit
margin
SG&A ratio

10,5258,9636,933

5,369
4,418

4,430

2.9%

1.1%

4.3%

6.6%
7.1%

4.8%

0

2,000

4,000

6,000

8,000

10,000

FY2002 FY2003 FY2004 FY2005 FY2006 FY2007(forecast)

0.0

2.0

4.0

6.0

8.0
Net sales

Operating income

Operaing income margin

Performance Trends
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13.2%4.3%1.2%――Share
Financial 
Services

35130917912387Net SalesNew 
Sectors 1.9%

―

18.9%
835

79.2%
3,507

FY2002

4.0%4.5%3.2%2.8%Share

1,18629667―Net Sales

23.0%30.0%27.9%25.2%Share

Digital 
consumer 
electronics 

2,0642,0811,4981,111Net Sales

59.8%61.2%67.5%72.0%Share

5,3614,2453,6243,183Net SalesMobile 
Telecommu

nications

FY2006FY2005FY2004FY2003【Unit: Million of yen】

67 296 1,186835 1,111
87 123 179 309 351

1,498
2,081

2,064
3,507 3,183

3,624

4,245

5,361

0

2,000

4,000

6,000

8,000

10,000

FY2002 FY2003 FY2004 FY2005 FY2006

Mobie Telecommunications
Digital comsumer services
Financial Services
New  Sectors

Sales by Customer Segment
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(5)
8.9%
392

(1)
91.1%
4,038

FY2002

(13)(11)(6)(6)Offices

35.5%33.9%27.4%19.6%Share

3,1862,3511,473864Net Sales
National
(excludin
g Kanto)

(9)(6)(5)(1)Offices

64.5%66.1%72.6%80.4%Share

5,7774,5823,8963,554Net Sales
Kanto 
Region

FY2006FY2005FY2004FY2003【Unit: Million of yen】

392 864 1,473 2,351 3,186
4,038 3,554

3,896
4,582

5,777

0

2,000

4,000

6,000

8,000

10,000

FY2002 FY2003 FY2004 FY2005 FY2006

Kanto Region

Natioal

Sales by Geographic Region
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0

500

1,000

1,500

2,000 Mobile Telecommunications
Digital consumerserv ices
Financial Serv ices
New Sectors

0

200

400

600

800

1,000

1,200

1,400

1,600

1,800
Kanto Region
National

FY2007
1QT

FY2006
4QT

FY2006
3QT

FY2006
2QT

FY2006
1QT

FY2005
4QT

FY2005
3QT

FY2005
2QT

FY2005
1QT

FY2004
4QT

FY2004
3QT

Sales by Customer Segment

Sales by Geographic Region

FY2007
2QT

【Unit: Million of yen】

FY2007
3QT

Quarterly Tends In Sales-by Customer Segment and Region
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■Kanto Region
Tokyo Head Office

Chiba Branch Office 

Yokohama Branch Office

Saitama Branch Office

West Tokyo Branch Office

Mito Branch Office

Utsunomiya Branch Office

Takasaki Branch Office

Niigata Branch Office

Kofu Branch Office (Opened in September)

■National (excluding Kanto)
Sapporo Branch Office

Morioka Branch Office

Sendai Branch Office

Shizuoka Branch Office

Nagoya Branch Office

Hokuriku Branch Office

Kyoto Branch Office

Osaka Branch Office

Okayama Branch Office

Hiroshima Branch Office

Shikoku Branch Office

Fukuoka Branch Office

North Kyusyu Branch Office

23 Offices Nationwide (As of September 30, 2006)

Office Locations

Highlights Strategies ShareholdersReferencesManagement plan
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16△39Change in Cash and 
Cash Equivalents

19.7%1,2431,038
Cash and cash 

equivalents at the end 
of the period

Increase in short-term borrowing and payments for share 
buybacks185.4%79△93Cash flows from 

financing activities

Acquisition of fixed assets for strengthening of the core 
system, and intangible fixed assets59.6%△43△72Cash flows from 

investing activities

Payment of corporate tax-115.9%△20125Cash flows from 
operating activities

Changing FactorsY on Y
FY2007

3Q
FY2006

3Q【Unit: Million of yen】

Consolidated Cash Flows

Highlights Strategies ShareholdersReferencesManagement plan
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+306

1,078

42

△64

328
FY2005

+147+9+5+176
Change in cash 

equivalents at the end of 
the period

1,226771762756
Cash and cash 

equivalents at the end of 
the period

△92△277160Cash flows from financing 
activities

△101△145△75△34Cash flows from investing 
activities

3421827450Cash flows from 
operating activities

FY2006FY2004FY2003FY2002【Unit: Million of yen】

Consolidated Statement of Cash Flows

Highlights Strategies ShareholdersReferencesManagement plan
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-52.9%174369Backs Group

-39.0%4473Giga Japan

-12.3%165188Giga Japan

+2.2%1,4781,446Backs Group

+3.7% 1,7531,690Gross Profit

Operating Income

Net Sales 

【Unit: Million of yen】

+125.6%4620Smart

-42.6%265462

+68.8%14988Smart

+52.2%821539Smart

-0.7%784789Giga Japan

+12.6%5,9685,301Backs Group

+14.1%7,4966,572

Y on YFY2007
3Q

FY2006
3Q

※Net sales, gross profit, and operating incomes of each group company are not yet adjusted for consolidation Thus, the total of group companies 
and the consolidated figure differ.  

Sales and Profits Trends-by Group Company

Highlights Strategies ShareholdersReferencesManagement plan
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17.6026,150.000.13713.5820,138.000.07516.996,287.000.275Fund

21.5632,033.0097.916,54218.9528,105.9298.026,24515.065,572.9797.331,751Floating stocks

100.00148,515.00100.006,681100.0148,239.56100.006,371100.036,995.89100.001,799Total

51.1075,893.000.151052.1677,322.000.151058.1021,496.000.5510Big shareholders

57.7085,699.000.271859.1187,637.680.231764.3123,793.920.8816Special socks

4.426,560.000.0114.46,559.680.0214.41,639.920.061Treasury stock

50.9975,728.0098.536,58350.875,271.8898.566,27948.117,776.9796.831,742Individual / others

11.8917,652.000.432915.823,406.000.462917.26,380.001.0018Foreign corporations

8.4412,533.000.58398.212,108.000.57368.23,023.000.8315Other corporations

1.572,336.000.25171.21,793.000.24150.5186.000.7814Securities companies

2.012,991.000.0431.62,420.000.0530.6238.000.112Other financial 
institutions

0.000.000.0000.00.000.0000.00.000.000Insurance companies

20.6830,715.000.13918.026,681.000.13821.07,752.000.397Bank and trust 
companies

0.000.000.0000.00.000.0000.00.000.000Government and local
authorities

ShareNo. of 

stocks

ShareNo. of

holders

ShareNo. of 

stocks

ShareNo. of

holders

ShareNo. of 

stocks

ShareNo. of

holders

FY2007 InterimFY2006 Full TermFY2006 Interim
Shareholder 

Segment

Shareholder Breakdown by Segment
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23.8%

625 yen

FY2006

46.2%25.0%16.2%16.4%Payout ratio (%)

950 yen2,000 yen1,500 yen3,500 yenDivided price (yen)

FY2007 
(Forecasts)FY2005FY2004 FY2003

At present, we assume that the dividend for FY2007 be 950 yen, the same amount as the initial forecast.

ContentsDate

4 for 1January 20th, 2006

2 for 1May 20th, 2004

4 for 1December 19th, 2003

1.5 for 1April 26th, 2001

Improved liquidity by Stock Split

Dividend Policy

Acquisition of treasury stocks

Our company acquired treasury stocks for the purpose of implementing dynamic capital strategies.
Outlines of the acquisition
(1) The number of treasury stocks acquired should be up to 3,000 stocks (2.01% of the total number of stocks outstanding).
(2) The treasury stocks was acquired from October 12, 2006 to October 26, 2006.
(3) Costs total: ¥156,114,100

Returns to Shareholders

Highlights Strategies ShareholdersReferencesManagement plan



Forward-Looking Statements

This presentation and its related materials contain forward-
looking statements about the plans, strategies, beliefs, and 
performance of Backs Group Inc. that are not historical facts. 
These forward-looking statements are based on current 
expectations, estimates, forecasts and projections about the 
industries in which Backs Group Inc. operates; on management’s 
beliefs; and on assumptions made by management. As 
expectations, estimates, forecasts and projections are subject to 
a number of risks, uncertainties, and assumptions, actual results 
may differ materially from those projected. Backs Group Inc. 
therefore wishes to caution readers not to place undue reliance 
on forward-looking statements. Furthermore, Backs Group Inc. 
undertakes no obligation to update any forward-looking 
statements as a result of new information, future events, or other 
developments.

This material is intended for informational purposes only and is
not a solicitation or offer to buy or sell securities or related
financial instruments. 

You may not copy or redistribute any portion of this presentation 
without the permission of Backs Group Inc. for any reason.


