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Q4 Performance
and

FY May-2026
Full-Year Results

FY May-2027 
Forecast

Regional Trends

Financial Highlights
Highlight

● Revenue 1,500M JPY (YoY +6% / Achievement Rate 92%)
● Operating income 290M JPY (YoY -10% / Achievement Rate 88%)

Q4 revenue (Mar-May) hit a record high (YoY +19%).
Alongside growth, AI efficiency held a stable 19% operating margin.

● The U.S., which had slowed since Q4 May-2025 (from Mar-2025), is on a recovery 
trend due to measures such as DDP* support.

● Asia continued to grow.

Despite U.S. tariff impacts, overall signs of recovery.

● Projecting +20% revenue growth on the current recovery trend.
● Operating margin of 12%, from strategic upfront investment (incl. new Taiwan 

initiatives) plus existing-business investment.

Sustaining growth with strategic upfront investment.

*  DDP: Duties prepaid. Customers pay duties at the time of order. In contrast, DDU is duties paid 
on delivery. Customers pay duties upon receipt of goods.
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https://www.mlit.go.jp/kankocho/news02_00024.html
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Service Outlook
2

~ Beyond "Selling Overseas": We "Create Global Fans"~
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The World zig-zag Aims For
Our Vision

Shops Customers

Connect via 
stores

Connect via local 
eventsConnect via EC

Connect customers and shops comfortably around the world

Language 
barrier

Logistics 
barrier

Aa

Breaking down 
the barriers to 
cross-border

Legal 
barrier

Payment 
barrier
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Our Philosophy

STEP1
（Function）

STEP2
（Emotion）

STEP3
（Action）
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1 2 3 4 5 6

Our Philosophy

● Providing sales opportunities on the own EC site 
without competitor comparison, hassle-free.

● Effective use of own SNS, Optimization of 
inbound flow via Inbound Navi.

A 3-layer structure that removes shops' overseas-sales barriers, builds global fans,
 and nurtures those relationships.

Creating a place to experience
Global Reach (Social)

Empathy
（Familiarity）

Enthusiasm
（Fandom）

Trust
（Safe Experience）

Repurchase ReviewsAttraction

"Properly Conveying" to overseas (Presentation, Product, Translation)

Measure response and connect to the next action (Measurement, Social Listening, Repeat measures)

● Shutto Translate
● Inbound support model
● Fraudulent payment prevention, Multilingual customer 

support
● Overseas shipping support

● Attracting customers through Google / Meta linkage
● Traffic design based on trust
● Structure that easily leads to repeats and 

word-of-mouth
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Products

WorldShopping and WorldShopping BIZ are a Cross-Border EC Platform where both 
services work together to provide value
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1 2 3 4 5 6

For EC Shops
Overseas Sales Solution

For Overseas Customers
Proxy Purchasing Solutions

SimpleSafe Secure

Multilingual Customer Support

International 
Payment

Overseas Shipping

Adding a JS tag* instantly transforms a domestic 
EC site into an international one

Fraudulent Payment 
PreventionOwned EC site

※JS: JavaScript, a programming language that controls the behavior of a web 
page.

Shopping Cart for 
Overseas

Products

- Various payment methods and multiple international shipping options
UI/UX that is distinctly different from conventional complicated import 
agency services.
- Safe and secure service with UI/UX that is differentiated from conventional 
complicated import agency services.
- Exclusive coupons for overseas customers and the ability to combine 
products from different shops into one package.
- Save on shopping with exclusive international coupons, combined shipping 
of items from different shops, and more.

Easy, safe, and secure purchase of products from 
EC sites that do not support overseas sales

- We provide a cart function exclusively for overseas customers, various 
types of overseas payments, CS support, overseas shipping, and prevention 
of unauthorized payments.
- No-code control of overseas sales availability by product and by country 
(patented)
- Dashboard for sales support, access/purchase analysis, overseas
- Provides access/purchase analysis and overseas sales promotion functions 
on a sales support dashboard.
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  Unique position realizing 
cross-border e-commerce 
"easily" on "your own site".
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Positioning / Overseas Sales Methods
Position

Listed in a 
purchasing agent 

mall for cross-border 
purchases

Easy

Building own overseas 
EC site

Hard

Cross-Border 
EC-mall Own EC-site

Opening of overseas 
malls

（Easy cross-border EC on 
your own site）

By enabling the company's own EC site for global 
sales without listing products on external 
marketplaces, we provide: (1) Sales opportunities 
without being compared side-by-side with 
competitors' products, and (2) A hassle-free 
experience.

※ No need to list overseas or open a mall 
shop

手軽コスト（初期投資３万
ショップは最低限の労力

コスト（数百万円～
・リソース

中小規模事業者は無理

越境モール：商品比較・価
格競争大

自社ECサイト：商品比較価
格競争小
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Fiscal Year May-2026 (Q4) 
Financial Results

3
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Fiscal Year May-2026 (Q4) Highlights
Highlight

Revenue Gross profit Operating income Net income

Q4 
Performance

1,500 M JPY

Overseas 
revenue ratio

95% Overseas

Japan

Asia

North America

Other area

Revenue by 
Region ratio

53%28%

19% 81%

Asia and
North America

Monthly Active Shops 
*11,335 shops

YoY +2%
Overseas 
revenue

ratio
KPI

Monthly Repeat Customers *2

6,306
YoY +6%

*1　Number of shops with overseas sales in the current month (monthly average per quarter) among shops that have activated WorldShopping BIZ
*2　Number of customers who have made multiple purchases in a given shop in the past 12 months (monthly average per quarter)

1,030 M JPY

YoY +6.2%

290M JPY
(Operating margin 19%)

230M JPY

YoY +8.1% YoY -10.4% YoY -7.4%

Despite slowdown from U.S. tariff policies and Middle East tensions, revenue hit a record high; 
profit temporarily declined due to planned continued investment.

Achievement Rate 
91.5%

Achievement 
Rate 92.7%

Achievement Rate 
88.1%

Achievement 
Rate 94.8%
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Achieving stable profitability while sustaining continuous revenue growth

Net Sales and Operating Income Performance ①

Net Sales and Operating Income Performance

Revenue
Operating income

1-year average
May-2026

1-year average
May-2025

3531-year average
May-2024

276
1-year average

May-2023

200

Revenue CAGR 23%

Despite U.S. tariff changes and higher crude oil prices from Middle East tensions, Q4 grew YoY +19% thanks to measures such as DDP support.

（Million JPY）

375

YoY Revenue 
Growth Rate 19%

Temporary decline in 
consumer confidence due 
to U.S. tariff policy 
changes

12
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Focus on the number of repeat customers and active shops in order to increase the number of 
shop’s fans and increase the number of shops engaged in international sales.

GMV

Number of 
ShopSales per Shop

Number of 
Active shop

Revenue Take rate

PL KPI

2
Number of 
Customer

Spend per 
Customer

Number of 
New customer

Number of
Repeat customer

Action

1

Core KPI

Core KPI

1 Number of Repeat customer
‧Expand functionality along the value chain
‧Strengthen repeat measures to increase  
 shop’s fans and achieve continuous sales 
 growth

2 Number of Active shop
‧Growth Support for Shop Success Team
‧Achieve continuous sales growth by 
 increasing shop awareness of 
 international sales

￥ ￥

￥

NEW

￥

PL and KPI tree
KPI tree
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Core KPI  Repeat Customers / Active Shops
Core KPI

Monthly Repeat Customers *1 Monthly Active Shops *2

 *2　Number of shops with overseas sales in the current month (monthly average per quarter) among shops that 
have activated WorldShopping BIZ

*1　Number of customers who have made multiple purchases in a given shop in the past 12 months 
(monthly average per quarter)

（customer）
（Shops）

Temporary decline in consumer 
confidence due to U.S. tariff policy 

changes

Temporary increase 
due to spot sales

Started repeat 
support measures

Temporary increase due to 
the start of partnerships 

with e-cart operators

Continuous growth year-on-year

14

Repeat customerNew customer
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Details of GMV
Breakdown of sales

U.S. tariffs slowed North American sales, but Asia remains steady.
ANIME&TOYS_GAMES category affected, but expected to be a temporary impact as entertainment demand remains strong.

GMV by Region GMV by Shop 
category

51% 51%

　（Million JPY）

 Asia 3,325 3,514 +7%
 North America 2,026 2,097 +3%
 Others 1,123 1,318 +17%
 Total 6,474 6,929 +7%

（Million JPY）

FASHION 3,599 3,989 +11%
OTHERS 1,739 1,885 +8%
ANIME&TOYS_GAMES 803 618 -23%
MUSIC&VIDEO_DVD 333 437 +31%
Total 6,474 6,929 +7%

GMV by Region

GMV by Shop category

Asia

North America

Others

（Million JPY）

ANIME&TOYS_GAMES

FASHIONMUSIC&VIDEO_DVD

OTHERS

May-2025 May-2026 YoY

May-2025 May-2026 YoY

（Million JPY）

Others +208

Europe: +160

UK: +26

Germany: +26m

France: +20m

Switzerland: 18m

Spain: 13m

15

May-2025　           May-2026　　                May-2025　          May-2026
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2,000 million JPY

1,000 million JPY

500 million JPY

Accumulation of GMV*
GMV growth

May-2019 Q4 May-2020 Q4 May-2021 Q4 May-2022 Q4 May-2023 Q4 May-2024 Q4 May-2025 Q4

Installed in May-2024

Installed in May-2023

Installed in May-2022

Installed in May-2021

Installed in May-2020

Installed in May-2019

Quarterly GMV breakdown by year in which "WorldShopping BIZ" was installed

1,500 million JPY

*Total settlement amount of "WorldShopping" on a shipment basis, billing amount of "WorldShopping BIZ" and other sales

May-2026 Q4

Installed in May-2025

Business model that builds up sales per shop

Installed in May-2026

Installed in May-2018

May-2018 Q4

16

・No marketing needed as domestic EC-sites already accessed from overseas customers.

・Core fans of the shop  access the domestic Japanese EC-site.

・Focus on customer satisfaction will build up a steady stream of sales as fans of the shop keep repeating.
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参考）Tripla　P.35
https://www.nikkei.com/nkd/disclosure/tdnr/20221124570417/

参考）Anymind　P.37
https://www.nikkei.com/nkd/disclosure/tdnr/20230328537851/

Business model that does not require large advertising and sales promotion costs 
relative to revenue

Profitability continuously improves as revenue scale expands

17

Cost structure
Cost structure

S&M
R&D
G&A
O&P

⼤きさで⽐率を⽰して、⽮印で売
上連動性を説明する

Maintains a lower level than normal EC business 
(approx. 20%*1) due to existing access from 
overseas. Increase or decrease strategically.

SG&A expenses
 (advertising and sales promotion expenses)

Primarily a settlement fee for customer orders. 
Remains flat as it is linked to revenue.

SG&A expenses (Fees and commissions)

Structure where cost ratio declines in line with 
sales expansion.

Cost of Goods Sold

*1  2025/03/26 EC no Mikata　https://ecnomikata.com/ecnews/45738/

Cost to revenue ratio

SG&A expenses (personnel expenses)

100%

Increased personnel costs for product development 
and management system reinforcement for 
business expansion.

Operating 
income

SG&A expenses (other)May-2022　　 May-2023　　May-2024　   May-2025　  May-2026

https://www.nikkei.com/nkd/disclosure/tdnr/20221124570417/
https://www.nikkei.com/nkd/disclosure/tdnr/20230328537851/
https://ecnomikata.com/ecnews/45738/
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Business Plan
Forecast

（Million JPY） May-2026 May-2027
Forecast

Growth 
rate

Revenue 1,500 1,794 +20%

Operating 　
income 289 212 -27%

Operating 
margin 19% 12% -7pt

Ordinary 
income 307 200 -35%

Net income 227 137 -39%

 Revenue

 Operating income

Aim to strengthen contracted shops' customer-acquisition via an end-to-end 
support model for inbound travelers and local marketing at overseas bases. 
Address the temporary decline in consumer confidence from U.S. tariff changes 
and higher crude oil prices from Middle East tensions through measures such as 
improved price transparency via DDP.

Planning strategic investments for the next stage of growth.
Planning 120M JPY of continued investment to further strengthen existing 
businesses.
In addition, incorporating 110M JPY of investment into new initiatives at the 
Taiwan base entering full-scale operation. Most of the returns from this 
investment are expected in the following fiscal year onward. Accordingly, we 
project an operating margin of 12%.

 Ordinary income / Net income

・The prior year's ordinary and net income included a positive effect from a 
reduction in one-time overseas tax expenses (+12M JPY).

Revenue: projecting +20% revenue growth in FY May-2027.
Operating income: incorporating investment in existing businesses and strategic investment in 
new initiatives such as the Taiwan subsidiary, we project an operating margin of 12%.

18
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Growth Strategy
4
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Market size

Market size

20

ポケカ
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%
E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2
%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%
A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81
%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99
%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%8
1%A1%E3%82%83-dip9IIwUK6w

コスプレ
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%
E5%B7%A8%E5%A4%A7%E3%81%AA%E5%82%98
%E3%82%92%E6%8C%81%E3%81%A3%E3%81%9
F%E5%88%B6%E6%9C%8D%E5%A7%BF%E3%81%
AE%E5%A5%B3%E6%80%A7-QxTH3tOoim0

ジュエリー
https://www.photo-ac.com/main/detail/328752
88&title=%E3%82%A2%E3%82%AF%E3%8
2%BB%E3%82%B5%E3%83%AA%E3%83
%BC%E3%80%80%E3%83%95%E3%82%A
1%E3%83%83%E3%82%B7%E3%83%A7%
E3%83%B3%E5%B0%8F%E7%89%A9#goo
g_rewarded

トレーディングカード（adobe）
https://stock.adobe.com/jp/images/a-large-collecti
on-of-cards-from-the-popular-yu-gi-oh-card-game/
892026582?prev_url=detail

IP商材（AIぬいぐるみ）（adobe）
https://stock.adobe.com/jp/images/plushies-in-a-cl
aw-machine-in-an-arcade-shop-with-pastel-colors
-and-cute-cartoon-characters/1192129401?prev_
url=detail

時計（IPコラボ商品）

https://www.photo-ac.com/main/detail/28871731&
title=%E6%A9%9F%E6%A2%B0%E5%BC%8F%
E3%83%80%E3%82%A4%E3%83%90%E3%83
%BC%E3%82%BA%E3%82%A6%E3%82%A9%
E3%83%83%E3%83%81

コスプレ（adobe）
https://stock.adobe.com/jp/images/c
osplay-girl-and-teenager-cosplayer-
at-festival-japanese-cosplay-at-com
iket-in-tokyo/682675567?prev_url=
detail

Approx.  880  billion yen  *1

Size of the market where 
foreigners who are fans of Japan 
" want to buy but can't " 
through Japanese e-commerce.

ちいかわ※エディトリアル素材
https://stock.adobe.com/jp/images/%E3%81
%A1%E3%81%84%E3%81%8B%E3%82%8
F%20%E3%82%B0%E3%83%83%E3%82%
BA/916452496?prev_url=detail

日本ファンの外国人が
日本のECで

市場規模
「買いたいけど買えない」

*1 Domestic EC market 22 trillion yen (B to C retail 15.2 trillion yen + C to C retail 2.5 trillion yen + B to B retail 4.2 trillion yen) x Overseas access 
ratio 2-8% = 440 billion yen - 1.8 trillion yen
Source)  Domestic EC market: Ministry of Economy, Trade and Industry's Ordinance on Electronic Commerce Market Survey for Fiscal Year 2024.
https://www.meti.go.jp/press/2025/08/20250826005/20250826005-a.pdf
Overseas access ratio: Results of our survey using the access analysis tool (Similarweb) for EC site activating WorldShopping BIZ

© zig-zag,Inc.

https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E7%99%BD%E3%81%A8%E9%BB%84%E8%89%B2%E3%81%AE%E6%9C%AC%E3%81%AB%E8%B5%A4%E3%81%A8%E7%99%BD%E3%81%AE%E3%81%A6%E3%82%93%E3%81%A8%E3%81%86%E8%99%AB%E3%81%AE%E3%81%8A%E3%82%82%E3%81%A1%E3%82%83-dip9IIwUK6w
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E5%B7%A8%E5%A4%A7%E3%81%AA%E5%82%98%E3%82%92%E6%8C%81%E3%81%A3%E3%81%9F%E5%88%B6%E6%9C%8D%E5%A7%BF%E3%81%AE%E5%A5%B3%E6%80%A7-QxTH3tOoim0
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E5%B7%A8%E5%A4%A7%E3%81%AA%E5%82%98%E3%82%92%E6%8C%81%E3%81%A3%E3%81%9F%E5%88%B6%E6%9C%8D%E5%A7%BF%E3%81%AE%E5%A5%B3%E6%80%A7-QxTH3tOoim0
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E5%B7%A8%E5%A4%A7%E3%81%AA%E5%82%98%E3%82%92%E6%8C%81%E3%81%A3%E3%81%9F%E5%88%B6%E6%9C%8D%E5%A7%BF%E3%81%AE%E5%A5%B3%E6%80%A7-QxTH3tOoim0
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E5%B7%A8%E5%A4%A7%E3%81%AA%E5%82%98%E3%82%92%E6%8C%81%E3%81%A3%E3%81%9F%E5%88%B6%E6%9C%8D%E5%A7%BF%E3%81%AE%E5%A5%B3%E6%80%A7-QxTH3tOoim0
https://unsplash.com/ja/%E5%86%99%E7%9C%9F/%E5%B7%A8%E5%A4%A7%E3%81%AA%E5%82%98%E3%82%92%E6%8C%81%E3%81%A3%E3%81%9F%E5%88%B6%E6%9C%8D%E5%A7%BF%E3%81%AE%E5%A5%B3%E6%80%A7-QxTH3tOoim0
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://www.photo-ac.com/main/detail/32875288&title=%E3%82%A2%E3%82%AF%E3%82%BB%E3%82%B5%E3%83%AA%E3%83%BC%E3%80%80%E3%83%95%E3%82%A1%E3%83%83%E3%82%B7%E3%83%A7%E3%83%B3%E5%B0%8F%E7%89%A9#goog_rewarded
https://stock.adobe.com/jp/images/a-large-collection-of-cards-from-the-popular-yu-gi-oh-card-game/892026582?prev_url=detail
https://stock.adobe.com/jp/images/a-large-collection-of-cards-from-the-popular-yu-gi-oh-card-game/892026582?prev_url=detail
https://stock.adobe.com/jp/images/a-large-collection-of-cards-from-the-popular-yu-gi-oh-card-game/892026582?prev_url=detail
https://stock.adobe.com/jp/images/plushies-in-a-claw-machine-in-an-arcade-shop-with-pastel-colors-and-cute-cartoon-characters/1192129401?prev_url=detail
https://stock.adobe.com/jp/images/plushies-in-a-claw-machine-in-an-arcade-shop-with-pastel-colors-and-cute-cartoon-characters/1192129401?prev_url=detail
https://stock.adobe.com/jp/images/plushies-in-a-claw-machine-in-an-arcade-shop-with-pastel-colors-and-cute-cartoon-characters/1192129401?prev_url=detail
https://stock.adobe.com/jp/images/plushies-in-a-claw-machine-in-an-arcade-shop-with-pastel-colors-and-cute-cartoon-characters/1192129401?prev_url=detail
https://www.photo-ac.com/main/detail/28871731&title=%E6%A9%9F%E6%A2%B0%E5%BC%8F%E3%83%80%E3%82%A4%E3%83%90%E3%83%BC%E3%82%BA%E3%82%A6%E3%82%A9%E3%83%83%E3%83%81
https://www.photo-ac.com/main/detail/28871731&title=%E6%A9%9F%E6%A2%B0%E5%BC%8F%E3%83%80%E3%82%A4%E3%83%90%E3%83%BC%E3%82%BA%E3%82%A6%E3%82%A9%E3%83%83%E3%83%81
https://www.photo-ac.com/main/detail/28871731&title=%E6%A9%9F%E6%A2%B0%E5%BC%8F%E3%83%80%E3%82%A4%E3%83%90%E3%83%BC%E3%82%BA%E3%82%A6%E3%82%A9%E3%83%83%E3%83%81
https://www.photo-ac.com/main/detail/28871731&title=%E6%A9%9F%E6%A2%B0%E5%BC%8F%E3%83%80%E3%82%A4%E3%83%90%E3%83%BC%E3%82%BA%E3%82%A6%E3%82%A9%E3%83%83%E3%83%81
https://www.photo-ac.com/main/detail/28871731&title=%E6%A9%9F%E6%A2%B0%E5%BC%8F%E3%83%80%E3%82%A4%E3%83%90%E3%83%BC%E3%82%BA%E3%82%A6%E3%82%A9%E3%83%83%E3%83%81
https://stock.adobe.com/jp/images/cosplay-girl-and-teenager-cosplayer-at-festival-japanese-cosplay-at-comiket-in-tokyo/682675567?prev_url=detail
https://stock.adobe.com/jp/images/cosplay-girl-and-teenager-cosplayer-at-festival-japanese-cosplay-at-comiket-in-tokyo/682675567?prev_url=detail
https://stock.adobe.com/jp/images/cosplay-girl-and-teenager-cosplayer-at-festival-japanese-cosplay-at-comiket-in-tokyo/682675567?prev_url=detail
https://stock.adobe.com/jp/images/cosplay-girl-and-teenager-cosplayer-at-festival-japanese-cosplay-at-comiket-in-tokyo/682675567?prev_url=detail
https://stock.adobe.com/jp/images/cosplay-girl-and-teenager-cosplayer-at-festival-japanese-cosplay-at-comiket-in-tokyo/682675567?prev_url=detail
https://stock.adobe.com/jp/images/%E3%81%A1%E3%81%84%E3%81%8B%E3%82%8F%20%E3%82%B0%E3%83%83%E3%82%BA/916452496?prev_url=detail
https://stock.adobe.com/jp/images/%E3%81%A1%E3%81%84%E3%81%8B%E3%82%8F%20%E3%82%B0%E3%83%83%E3%82%BA/916452496?prev_url=detail
https://stock.adobe.com/jp/images/%E3%81%A1%E3%81%84%E3%81%8B%E3%82%8F%20%E3%82%B0%E3%83%83%E3%82%BA/916452496?prev_url=detail
https://stock.adobe.com/jp/images/%E3%81%A1%E3%81%84%E3%81%8B%E3%82%8F%20%E3%82%B0%E3%83%83%E3%82%BA/916452496?prev_url=detail
https://www.meti.go.jp/press/2025/08/20250826005/20250826005-a.pdf
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Cross-border EC is expected to grow 8x in 10 years.
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Market size and trends

FY2024 FY2034

*1 Cross-border EC sales from Japan to China and the U.S. (based on estimates for 2023 from the Ministry of Economy, Trade and Industry's FY2024 Digital Transaction Environment Improvement Project).
*2 Expert Market Research (estimated figures in 2025)
*3 2024 Domestic EC market 22 trillion yen (B to C retail 15.2 trillion yen + C to C retail 2.5 trillion yen + B to B retail 4.2 trillion yen) x Overseas access ratio 2-8% = 440 billion yen - 1.8 trillion yen
*4 Japan to Global (2024 SAM x 8 times = 7 trillion yen) plus a portion of Global to Global (assumed to be 0.5% of 8.0 trillion USD)
     SAM：serviceable addressable market

8.0 trillion USD *2

1.0 trillion USD *2

Global to Global

Global to Global
Japan to Global

SAM
0.9 trillion JPY *3

SAM
10 trillion 
JPY over *4

海外展開によりG2G市場
へ

Market Expansion 
Factors

Increase in EC 
penetration rate

Enhanced cross-border 
solutions

- Full range of cross-border EC 
  solutions
- Cross-border EC ratio is increasing

- Increase in online transactions 
  due to the progress of digitalization
- Increase in online support for 
  offline shops

当社ドメインの拡大

現在日本から海外への
輸出領域のみ手がけて
いるが、将来的にはグ
ローバルtoグローバル
の領域に事業ドメイン
を拡大

Expansion of our 
domain

Providing services to 
overseas EC sites
（Global to Global）

- Currently, doing 
  business of exports from 
  Japan to overseas.
- Expand business domain 
   to Global-to-Global 
   in the future

Japan to Global
4.2 trillion JPY  *1

その他の市場拡⼤要因 周辺国の所得⽔準向上
に伴う購買⼒の増加

訪⽇インバウンド
旅⾏客の増加

Increased demand from 
overseas

- Increase in travel and travel-at-home 
  spending by inbound travelers to Japan
- Increase in purchasing power due to 
  rising income levels, especially in Asia

経産省令和5年度デジタル取引環境整備事業（電子商取引に関する市場調査）

https://www.meti.go.jp/press/2024/09/20240925001/20240925001-1.pdf

https://www.meti.go.jp/press/2024/09/20240925001/20240925001-1.pdf
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Inbound Visitor Trends

Inbound to Japan Market Size

Toward the government's target of 60 million visitors by 2030, inbound consumption is expected to keep expanding.
A growing base of Japan fans is expected to substantially grow post-travel consumption after returning home.

ポラリス決
算説明資
料

Annual Inbound Visitor Trends

Monthly Inbound Visitor Trends

Continuing YoY monthly growth in FY05/26
Expanding post-travel consumption demand

On track for steady growth toward the 2030 government target 
of 60 million

（Thousand visitors）

YoY growth rate Total foreign visitors

2025 2030

9.5 trillion JPY *1

Materialized 
Consumption 
During Travel

Consumption After 
Travel

Materialized 
Consumption 
During Travel

15 trillion JPY *2

Consumption After 
Travel

*1: Japan Tourism Agency, "Survey of Inbound Consumption Trends (2025)"
*2: Japan Tourism Agency, "Basic Plan for the Promotion of a Tourism Nation"

*1: Japan Tourism Agency, "Survey of Inbound Consumption Trends (2025)"
https://www.mlit.go.jp/kankocho/content/002003329.pdf

https://www.mlit.go.jp/kankocho/tokei_hakusyo/gaikokujinshohidoko.html

*2: Japan Tourism Agency, "Basic Plan for the Promotion of a Tourism Nation"
https://www.mlit.go.jp/kankocho/seisaku_seido/kihonkeikaku.html

https://www.mlit.go.jp/kankocho/content/002005066.pdf

Source: Japan National Tourism Organization, "Visitor Arrivals"
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2020  2021  2022 2023  2024  2025  2026 2027  2028  2029  2030

https://www.polaris-holdings.com/wp-content/uploads/2026/02/fy2025_q3_presentation.pdf
https://www.polaris-holdings.com/wp-content/uploads/2026/02/fy2025_q3_presentation.pdf
https://www.polaris-holdings.com/wp-content/uploads/2026/02/fy2025_q3_presentation.pdf
https://www.mlit.go.jp/kankocho/news02_00024.html
https://www.mlit.go.jp/kankocho/news02_00024.html
https://www.mlit.go.jp/kankocho/content/002003329.pdf
https://www.mlit.go.jp/kankocho/tokei_hakusyo/gaikokujinshohidoko.html
https://www.mlit.go.jp/kankocho/news02_00024.html
https://www.mlit.go.jp/kankocho/seisaku_seido/kihonkeikaku.html
https://www.mlit.go.jp/kankocho/content/002005066.pdf
https://www.mlit.go.jp/kankocho/news02_00024.html
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Strategy and measures for growth
Growth Strategy

Strengthen Before-Travel. Strengthen During-Travel. Consolidate into After-Travel.

🌐  Strengthen Before-Travel 🛍  After-Travel 
(foundation)🗾  Strengthen During-Travel

To 800 million travelers 
worldwide

Real experience → online 
purchase

An already-established 
revenue source

Measures

● Customer-acquisition support for shops

● Strategic support via data utilization and Shop Success

● Creating offline and online touchpoints

● Operational strengthening through AI

● Building the organizational structure
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Establishing the current model

Comfortably connecting Japanese shops and global customers

Before-Travel
Discover

Encounter, learn, want to visit
Meta / Google linkage

Inbound Navi
Taiwan Pop-up

During-Travel
Purchase

Experience, buy, ship
Tabinaka Click

In-store QR
Hands-free delivery

After-Travel
Repeat

Buy again, stay connected
WorldShopping

CRM
Repeat purchase

The more touchpoints expand before- and during-travel, the more continuously 
shops' overseas sales grow.

Establishing a Data × AI foundation
Accumulating overseas access, purchase data, country-specific needs, product data, behavioral history, and CS / 

logistics data.

Customer data

Visualize touchpoints and behavior

Purchase analysis

Understand countries, products, 
and customers

Optimization

Maximize the flow of acquisition, 
purchase experience, and repurchase

Medium- to long-term growth roadmap
Establish an end-to-end before/during/after-travel model and expand it 

to the world in stages.

Areas effective before 
travel

Create touchpoints via overseas 
ads, search,

and local pop-ups

Areas effective during 
travel

Expand in-store referral, purchase 
flow,

and delivery support

Areas effective after 
travel

Deploy cross-border EC, 
fan-building support,

and repurchase models

Key deployment areas

Taiwan / Asia
Proof of concept / templating

Pop-up / ads / during-travel referral

North America
Key inbound market

Expand cross-border EC and 
repurchase

Europe
Key inbound market

Expand awareness and referral

Step

1
Short to mid 
term
Prove in Taiwan / Asia

→ 2
Mid term
Expand to key inbound 
markets

→ 3
Long term
To global shops × global 
customers

Medium to Long-Term Strategy

A medium- to long-term strategy to comfortably connect global shops and customers

24

Europe

Taiwan / 
Asia

North 
America
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Topics
5

25



© zig-zag,Inc.

Holding local pop-up events to deliver the real experiential value of Japanese brands
Converting highly engaged customer touchpoints created at events into long-term fans via cross-border EC

Taiwan Cross-border EC Support Strategy ①  Creating offline touchpoints with overseas customers
Taiwan Cross-border EC Support Strategy ①

Attracti
on

STEP3
Action

Creating customer touchpoints via pop-ups, a rare venue 
for real experiences in Taiwan.

Market opportunity

Driving Japanese brands' entry into Taiwan and EC sales 
growth by creating experiential opportunities through an 
OMO (Online Merges with Offline) approach.

Advancing an OMO strategy

Aiming to replicate this to other global markets in the 
future

Advancing global expansion

Maximizing online through offlineAwareness / experience

Real brand 
experience

Local EC purchase
Promoting fan-building

Continuation
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Held a pop-up event with Japanese apparel brand Dolls, Inc.
Demonstrated the effect of OMO flow design, cross-border EC connection, and repurchase measures

Overseas pop-up event case
Client

● Initiatives
Comprehensive support for a Taiwan pop-up 
event, cross-border EC connection, and 
repurchase design

【Approx. 10x monthly overseas sales】
Achieved GMV equivalent to a month's EC sales 
in a single event over a few days
【New customers approx. 90%】
Attendees were first-time buyers, drawn from 
10+ cities.
【Continued purchasing including inbound 
to Japan】
Sharp rise in visits to the Tokyo store and 
Threads followers.

Taiwan pop-up store
Set up a one-week pop-up store in central Taipei
After enjoying try-ons, customers completed 
cross-border purchases via WorldShopping BIZ
Customers gathered from 10+ Taiwanese cities, achieving 
nationwide acquisition at one venue

Overseas pop-up event case

Dolls, Inc.

By a popular Japanese brand
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Started a business partnership with W2 Inc.

Taiwan Cross-border EC Support Strategy ②  
Local overseas EC development to local overseas PR

Taiwan Cross-border EC Support Strategy ②
Attracti

on

STEP3
Action

Cross-border EC, customer acquisition, and 
marketing support

Comprehensive support from strategy design 
and validation to full-scale rollout in overseas 

expansion

Built a framework to comprehensively support Japanese companies' entry into Taiwan and Asia, 
from local overseas EC launch to monetization

zig-zag's strengths W2's strengths

STEP1
Function

Creating a 
place

to experience
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Strengthening STORES' "after-travel" cross-border EC function with "WorldShopping BIZ for Cart"

Expanding installed shops
Client

●

About "WorldShopping BIZ for Cart"

Value for each stakeholder

● Cart-system integration enables cross-border sales to 228 countries 
and regions with no additional development or changes to domestic 
logistics flows.

● Promotes "after-travel" repeat purchases while keeping the brand's 
world-view intact on the shop's own site, with multilingual, 
payment, and shipping operations handled to remove risk.

● Businesses using STORES online shops
Expand into overseas markets and continuously create new sales 
(after-travel demand) without additional investment or resources.
Grasp overseas purchase data—popular products, popular countries, 
inflow languages—via the WorldShopping BIZ dashboard and use it 
for the next move.

STEP1
Function

Creating a 
place

to experience

● Overseas consumers who visited Japan
After returning home, they can smoothly purchase in their own 
language and currency from Japanese shops they encountered 
during travel.
Direct purchase from official sites ensures a safe, trustworthy 
transaction environment free of counterfeit risk.

29



© zig-zag,Inc.© zig-zag,Inc. 30

Launched a new service for inbound travel to Japan

※1：Source: Japan Tourism Agency, "The 4th Tourism Nation Promotion Basic Plan"

熱 狂
（ファン化）集 客 体感できる

場をつくる

信頼
（安心体験）

Before Travel
Information gathering and planning

During Travel
Experience/Shopping

After Travel
Look back and repurchase

Batch posting of shop information in English on 
major platforms such as Google Maps

Visualization of inbound demand through 
overseas ranking measurement tools

Promotion of word-of-mouth and reviews 
by foreign visitors to Japan

QR codes installed in real shops

Swipe-type LP to product page
Click to buy during the travel

Products are shipped directly to your home overseas
 (realization of "hands-free travel")

Handling all aspects of cross-border EC, 
including order acceptance, customer support, 

and delivery

Repeat purchases are available after 
returning home.

to realize the "see before you visit" concept. Shopping without luggage swipe type landing page Keep shopping after you return home

「Inbound Navi  」TM TM「In-Travel Click  」 「Inbound Swipe」 「WorldShopping BIZ」

STEP3
行動

（Action）

STEP3
（Action） Attraction

STEP3
行動

（Action）

Trust
（Safe Experience）

STEP2
（Emotion）

STEP3
行動

（Action）

Enthusiasm 
(Fandom)

STEP2
（Emotion）

STEP3
行動

（Action）

Creating a place 
to

 experience

STEP1
（Function）

STEP2
（Emotion）

STEP3
（Action）

STEP1
（Function）

Provides comprehensive support for inbound travel to Japan, from Google Map optimization to repeat 
purchases on cross-border EC, maximizing the ability of shops to serve overseas customers.

Inbound Support Model

https://www.mlit.go.jp/kankocho/news02_00024.html
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By combining in-store measures with SNS and streamlining multilingual support, we created a 
virtuous cycle of overseas customer visits and word-of-mouth.

STEP3
Action
STEP3
Action Attracti

on

Initiatives

Results

● Favorable word-of-mouth in customers' native languages grew, creating a 
cycle that drives new visits.

● Multilingual reply templates enabled proper customer support with less 
workload.

● Instagram-led communication, with SNS accounts unified via Linktree.
● In-store QR codes create a seamless path from the store to SNS and Google 

Maps.

Inbound Navi case

Flowers, Ltd. (LAD MUSICIAN)
Challenge

● Hard to pick the right channels (SNS, search) and messaging for culturally 
diverse overseas customers.

● Concern that stronger inbound acquisition adds in-store workload.
● Results and ROI hard to predict beforehand, making the go-ahead decision 

difficult.

Inbound Navi case
Client
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AI Utilization

Building a company-wide AI utilization framework. From "individual convenience" to 
"organizational results" — building an efficient structure

Strengthening Capabilities through AI STEP1
Function

Creating a 
place

to experience

Launch of the AI Promotion 
Committee

Multilingual expansion through AI

Turning team-shared items into AI

Purpose
Move from individual use to team-wide utilization

Activities
Monthly workshops attended by managers and above 
from each team. More than a learning venue, they 
surface each department's issues and shared 
challenges, sharing information and knowledge to 
build a new cycle.

Initiative
Centralized management of previously scattered knowledge 
for internal and external inquiry handling, enabling review 
under common rules.
Result
Reduced workload and improved accuracy through 
information unification and efficiency

Initiative
Added inquiry-form display. Multilingual rollout using AI 
translation.

Result
Localizing support for customers whose main language is not 
English enables smoother communication.
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Answers to preliminary 
questions

※ Thank you very much for the many questions. Please note that similar questions are answered together.

6
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Answers to preliminary questions (Strengths of WorldShopping BIZ)
Answers to preliminary questions

First, we turn the overseas access an owned EC site already has into sales—no new customer acquisition, and, unlike mall-type 
services, no price competition, so the shop keeps its own brand. We also add active acquisition via Meta/Google ads.

Second, we act as the purchaser and handle overseas operations end-to-end—payment, international shipping, customs, multilingual 
CS, and fraud prevention—so a shop sells to 228 countries just by adding a tag, run like domestic sales.

Third, we apply know-how from 200+ countries and our cross-border purchase data (shown on the shop dashboard) to ad integration 
and overseas marketing support.

In short, shops sell overseas safely while keeping their brand, and customers buy Japanese products with confidence.

 Answer 1.

Please tell us about the strengths of WorldShopping BIZ.

 Question 1.

他の越境EC支援サービスとの最大の優位性は自社ECをそのまま海外対応にすることで、①他社商品と並んで比較されることのない販売機
会を、②手間なく提供できる点にあります。
他社のモール型サービスでは、商品が他社製品と並べられて価格競争に巻き込まれてしまいますが、当社は事業者様の自社ECサイトのブ
ランド価値そのままの状態で海外販売が可能です。また一から自社で海外ECサイトを構築する場合には莫大な費用が必要になりますが、
WorldShopping BIZは手軽に導入できて言語・決済・物流・カスタマーサポートから、不正決済リスクや米国関税（DDP）といった法制度
へのスピーディーな対応まで、一気通貫のオペレーションを当社が引き受けます 。
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Answers to preliminary questions (Impact of Middle East tensions & oil prices)
Answers to preliminary questions

Following the US attack on Iran in March 2026, tensions in the Middle East have escalated; how do you evaluate the impact on 
business performance caused by the resulting surge in crude oil prices and logistics suspensions or delays?

①Regarding the surge in crude oil prices
Higher energy costs and fuel surcharges resulting from geopolitical tensions in the Middle East may increase the financial burden on 
overseas customers, potentially leading to a temporary decline in consumer sentiment.
However, we expect the impact to be limited. Our core user base consists of "fan customers" who specifically seek out Japanese 
e-commerce sites for particular items, making their purchasing behavior relatively resilient to cost fluctuations.
②Regarding logistics suspensions and delays
Asia and North America currently account for approximately 80% of our total revenue. While we anticipate logistical challenges—such 
as service suspensions to conflict zones, along with shipping delays and increased freight costs for certain European routes due to 
rerouting—our sales dependency on these affected regions is relatively low. Consequently, we expect the overall impact on our 
business to be limited.

For these reasons, we currently expect the overall impact on our business performance to be limited, though we will continue to 
closely monitor order trends in each region.

 Question 2.

 Answer 2.
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Answers to preliminary questions (Differences from cross-border EC functions of EC cart platforms)
Answers to preliminary questions

As major overseas EC cart platforms build cross-border EC functions in-house and strengthen packages for global support, how does zig-zag plan to 
maintain and strengthen its advantage?
In particular, how will you build an absolute barrier against competing platforms in acquiring small and individual EC sites that cannot maintain their own 
resources? Also, please share specific feedback from installed shops.

We recognize major cart platforms are strengthening cross-border functions. Our advantages:

① Roles: "providing functions" vs. "taking on operations"
Platforms mostly provide functions (translation, duty calc); shipping, payment, tax, CS, and fraud risk stay the shop's burden. We become the purchaser 
and take these on at low cost.

② Complementary, not competitive
We've begun "WorldShopping BIZ for Cart" integrations, with cart operators choosing us. The more platforms expand cross-border, the greater our role 
for shops that can't run the operations—used alongside them, not against them.

③ Entry barrier = know-how and data
Fraud patterns, shipping optimization, country regulations, and language support from 200+ countries are hard to copy; our cross-border purchase data 
adds further differentiation.

④ Feedback from shops
Shops say cross-border workload and expertise are no longer needed, missed overseas demand is captured at no extra cost, and it runs like domestic 
transactions.

 Question 3.

 Answer 3.

① Shopify等の海外巨頭による「内製化」への差別化について
【質問背景】
近年、Shopifyなどの海外大手ECプラットフォームが「Shopify Markets」をはじめとす
る越境EC機能を自社システム内に内製化し、手軽に世界対応できるパッケージを強化し
ています。
【質問】
御社の「WorldShopping」は、これら大手プラットフォームが提供する内製化機能に対
し、「実務オペレーション（国際物流の手続き、多言語CS、チャージバック等の不正決
済リスクの100%補償など）を丸投げできるインフラ」としての優位性をどのように維持
・強化していく戦略でしょうか。特に、自前でリソースを持てない中小・個人ECサイト
の獲得において、競合プラットフォームに対する絶対的な防壁をどう構築されるかお聞
かせください。

（KAZU参考）

ご指摘の通り、大手ECカートプラットフォームが越境対応機能を強化していることは認識しております。そのうえで、当社の優位性維持・強化の戦略は以下

の通りです。

① 「機能」ではなく「オペレーション代行」で差別化

 大手プラットフォームが提供する越境機能の多くは、多通貨表示・翻訳・関税計算等の「機能提供」にとどまり、実際の海外発送・現地決済・海外税務処理

・海外カスタマー対応・不正リスクの引き受けは、依然としてショップ側の負担・責任として残ります。当社は購入者となってこれらの実務・リスクを非常に

低コストかつ丸ごと引き受ける点で、単なる機能提供とは本質的に異なります。

② 中小・個人ECサイト特有の「リソースを持てない」課題への最適解

 自前で海外物流・多言語CS・法規制対応の体制を持てない中小・個人ショップにとって、「タグ設置のみで、あとは全てジグザグが代行」というモデルは、大

手パッケージを導入しても解決しない領域を埋めるものです。むしろ大手ECカートプラットフォーム上のショップに対しても当社サービスを併用いただける（競

合ではなく補完になり得る）点が強みです。

③ 参入障壁の源泉＝運用ノウハウとデータの蓄積

 200超の国・地域での実運用で蓄積した、決済不正パターン・配送最適化・国別法規制・言語対応のノウハウは短期間で模倣が困難です。加えて、蓄積した

越境購買データの活用により、機能面でも差別化を進めます。

④ 導入ショップからの評価（例示）

 導入ショップからは、「越境対応にかかる工数・専門知識が不要になった」「これまで取りこぼしていた海外需要を追加コストなく取り込めた」「国内取引と同じ

運用で完結する」といった評価をいただいております。　参考）　https://www.worldshopping.biz/case

競合他社に対する当社の優位性は、単な
るシステムの機能提供にとどまらず、蓄
積したデータを活用し海外進出を一気通
貫で支援する包括的なサポート体制にあ
ります。物流や多言語CS等の実務代行に
加え、戦略設計、データ提供、広告連携
による集客支援までを提供しており、リ
ソースを持たない事業者様に対して事業
成長まで伴走するこの支援インフラこそ
が、他社には容易に模倣できない競争優
位性となっていると考えております。

実際に導入ショップ様からも、実務負担
なく手軽にウェブインバウンド需要を取
り込める点に加え、近年の集客支援への
評価も高く、Meta広告連携機能の活用で
海外売上が約2倍に拡大したといった声も
寄せられております。

「旅マエ（訪日前）・旅ナカ（旅行中）
・旅アト（帰国後）」といったインバウ
ンド客向けの取り組みを含め、当社では
世界中のカスタマーの欲しいに寄り添
い、日本の優れた商品を包括的に届ける
仕組みの構築を進めております。

差別化詳細につきましてはP46にスライド
をご確認ください。
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Answers to preliminary questions (Expanding awareness among overseas customers)
Answers to preliminary questions

Please tell us about your measures to expand awareness among overseas customers.

Expanding awareness among overseas customers is a core theme of "acquiring active customer-acquisition capabilities," which we position as a 
management priority. We are currently working in the following directions:

① Expanding direct touchpoints with overseas customers, starting from the BtoC purchasing service "WorldShopping"
Through our service for overseas buyers, we connect directly with customers worldwide who seek Japanese products and promote repeat purchases.

② Shifting to data-driven marketing
We hold access and purchase data of overseas customers worldwide, and by using it for personalization and ad optimization we are building an 
acquisition-efficient customer-acquisition mechanism (currently mid-way to full-scale use, positioned as an area to strengthen going forward).

③ Region-focused awareness expansion starting from the Taiwan base
Rather than targeting the whole world uniformly, we first focus on Taiwan to strengthen locally rooted customer-acquisition functions. As one measure, 
we create offline customer touchpoints (real experiences) through local pop-up events and combine them with cross-border EC. We will roll out the 
insights gained here to other regions.

 Question 4.

 Answer 4.

② 海外のエンドユーザー（買い手）に対する認知拡大について
【質問背景】
越境EC市場の拡大に伴い、国内の導入店舗を増やすだけでなく、海外の買い手（エンド
ユーザー）に対する「WorldShopping」の認知拡大が非常に重要な経営課題であると認
識しております。
【質問】
先行投資として台湾現地法人の設立などを進められていますが、世界125カ国以上の多
様な言語・文化を持つ海外ユーザーに対し、莫大な広告費をかけずにピンポイントで認
知を拡大していくための具体的な施策進捗や手応えについて教えてください。

（KAZU参考）

海外カスタマーへの認知拡大は、当社が経営課題として位置づける「能動的な集客力の獲得」の中核テーマです。

現在、以下の方向で取り組んでおります。

1. BtoC購買サービス「WorldShopping　（https://www.worldshopping.global/ ）」を起点とした海外顧客との直接

接点の拡大

　海外購入者向けサービスを通じて、日本商品を求める世界中の顧客と直接つながり、リピート購買を促進します。

2. データドリブンなマーケティングへの転換

　世界中の海外顧客のアクセス・購買データを保有しており、これをパーソナライズや広告最適化に活用することで、

獲得効率の高い集客エンジンの構築を進めています（現状は本格活用の途上であり、今後の強化領域と位置づけ

ています）。

3. 台湾拠点を起点とした地域集中型の認知拡大

　全世界を一律に狙うのではなく、まず台湾に地域を定め、現地に近い立場での集客機能を高める戦略をとっていま

す。ここで得た知見を他地域へ横展開します。
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Answers to preliminary questions (Initiatives at overseas subsidiaries)
Answers to preliminary questions

Please tell us about the positioning of the Taiwan subsidiary and progress and results to date.

The Taiwan subsidiary has two roles: developing the Taiwan market and validating a model for active customer-acquisition. Working close 
to local customers, we aim to apply the insights to strengthen WorldShopping BIZ and expand into other regions.

Taiwan is the ideal test market—interest in Japan is high, and our survey shows 80%+ of Taiwanese who have visited Japan use 
cross-border EC after returning, linking before/during-travel touchpoints to after-travel purchases. We treat it as a new business in 
validation, funded from this year's upfront investment, and will size future investment by results.

Incorporated in May 2026, we are building local networks. In a Taipei pop-up with a Japanese apparel brand, we reached ~10x the brand's 
usual monthly overseas GMV in a few days, with ~90% new customers from 10+ cities. Store visits in Japan and SNS followers rose 
afterward, validating our real-experience-to-online-purchase model.

 Question 5.

 Answer 5.

③ 国内EC契約店からの率直なフィードバックについて
【質問】
現在、国内の多くのEC事業者へ導入が進んでいますが、実際に
「WorldShopping」を導入している店舗側から届いている「率直な意見やフィー
ドバック」にはどのようなものがありますでしょうか。
特に、「導入して非常に助かった点（売上増、実務削減など）」と、逆に「ここ
をさらに改善してほしいと要望されている点（機能面やサポート面など）」があ
れば、今後のサービス改善の方向性と合わせてお聞かせください。

（KAZU参考）

台湾現地法人は、全世界からの集客という抽象的な目標を、まず台湾という具体的な市場に定め、現地顧客に近い

立場で能動的な集客機能を構築することを目的としており、 台湾で確立した集客・マーケティングのモデルを、今後

他の国・地域へ展開していくための「型づくりの場」と位置づけています。

前期は法人設立に向けた準備を進め、2026年4月（5月？）に法人設立が完了しました。

手応えとしては、、、、、　〇〇　→ポップアップの話を入れる
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Answers to preliminary questions (AI and data utilization)
Answers to preliminary questions

Please tell us how AI and data utilization affect customers, shops, and the business and revenue model.

We believe AI and data utilization contribute to the business in three directions: ① top-line expansion through improved customer experience, ② 
profitability improvement through operational efficiency, and ③ creation of new revenue sources. In addition, we hold a unique asset accumulated since 
our founding—"cross-border purchase data of overseas customers worldwide"—and we anticipate the impact on each stakeholder as follows:

Impact on customers (overseas buyers)
・Personalization based on purchase data (recommendations, optimal presentation of language, currency, and shipping) may improve the purchase 
experience and conversion rate.
・Using AI for multilingual support and customer service can improve response speed and quality.

Impact on shops
・Feeding back data such as "which countries demand which products" supports shops' promotion and assortment optimization.
・Advancing AI in cross-border operations (fraud detection, shipping optimization) further increases shops' safety and efficiency.

Impact on the business and revenue model
・AI automation of operations may improve profitability (operating leverage) by not increasing personnel costs linearly with GMV growth.
・Data-driven value-added services (marketing support, data provision, etc.) may become a new revenue pillar alongside existing distribution fees. 
However, we are currently at the investment and preparation stage toward full-scale data utilization, and full materialization of results lies ahead.

 Question 6.

 Answer 6.
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Answers to preliminary questions (Approach to inbound travelers)
Answers to preliminary questions

Please tell us about your future approach to the inbound market and your strategy to expand new member shops.

Including inbound initiatives such as "before-travel," "during-travel," 
and "after-travel," we are building a mechanism to comprehensively 
deliver excellent Japanese products in tune with what customers 
worldwide want.

Going forward, through partnerships with diverse partner companies, 
we will support referral from offline touchpoints to online (cross-border 
EC) and steadily advance our development as a global infrastructure 
connecting customers worldwide with Japanese shops.

In expanding new member shops, we will appeal to the advantage of our 
solution—which imposes no operational burden on shops in language, 
payment, or logistics—and promote adoption among domestic 
businesses while supporting the capture of inbound demand.

 Question 7.

 Answer 7.

インバウンド自体が本丸
だ、他の越境支援サービ
スとの差別化要素

Inbound and installed-shop expansion are a key theme of this year's growth investment. We treat before-, during-, and after-travel as one 
connected experience linked to cross-border EC: "Inbound Navi" helps overseas customers find Japanese shops before visiting; during 
travel, they buy online without carrying items home; and "WorldShopping BIZ" lets them keep buying after returning. Turning one-time 
inbound spending into continued cross-border purchasing is a major growth opportunity.

We will expand installed shops via three routes: (1) direct proposals leveraging low adoption burden and our handling of overseas 
operations; (2) EC cart platform partnerships so more shops adopt easily; and (3) a new shop segment with inbound support as the entry 
point, via businesses with physical stores.
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Answers to preliminary questions (On "what we value")
Answers to preliminary questions

You have the phrase, "We do not 'sell overseas'; we 'create global fans.'" Please tell us specifically what state this refers to.

This phrase reflects viewing our business as continuous relationships, not one-off transactions. We aim for three states:

1.Repeat purchasing, not one-time buys—growing overseas customers who love Japanese products and buy them again (an LTV view).

2.Passionate fans worldwide—beyond repurchasing, word-of-mouth and SNS build fandom. In practice, overseas measures have driven more visits to 
Japan stores and SNS followers, and multilingual reviews have brought new visitors.

3.Our mission, "Make the excitement of the world commonplace"—removing border barriers (language, payment, shipping, regulation) so people 
everywhere can enjoy global products as a matter of course.

This ties directly to our model: converting overseas visitors into buyers and nurturing repeat purchases and sharing steadily builds shops' overseas sales 
and our GMV. In short, "creating global fans" is a model for sustainable growth.

 Question 8.

 Answer 8.
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Answers to preliminary questions (Business partnership with W2)
Answers to preliminary questions

We would like to ask about Taiwan/Asia expansion support using "W2 Commerce Asia" through the business partnership with W2.
Assuming a local EC site is newly built and operated in parallel with the existing cross-border EC site, please explain the benefits and 
necessity.
Also, please explain the cost-effectiveness for shops.

We envision a strategic "division of use" targeting shops at a certain growth phase aiming for full-scale rollout.

Against Japan-based cross-border EC, which validates market needs at relatively low cost, local EC plays the role of expanding brand 
establishment and repeat purchasing through local-currency payment, local delivery, and CRM using LINE. The two do not compete; 
they are used according to phase.

The essential value of this partnership is not a change in WorldShopping BIZ's role, but an expansion of support areas that address new 
customer needs arising after success in overseas sales. Having built a framework to provide end-to-end support from the entry point of 
overseas sales to full-scale local rollout, we aim to build medium- to long-term relationships with adopting companies and expand our 
business opportunities.

 Question 9.

 Answer 9.

はい、一定の成長フェーズに入ったショップでは、日本国内 ECサイト（ WorldShopping BIZでの越境 EC）に

加え、台湾向け現地 ECサイトを運営するケースがあります。

ただし、これはすべての導入ショップを対象とするものではなく、台湾市場で販売実績やブランド認知が高ま

り、本格展開を目指す企業における選択肢の一つです。

その理由は、越境 ECと現地ECでは役割が異なるためです。

● 日本EC（WorldShopping BIZでの越境 EC）：比較的低コスト・短期間で海外販売を開始し、市場

ニーズを検証する役割

● 現地EC：台湾ドル決済、現地ローカル配送、現地 LINEを活用したCRM、台湾市場向けの商品・販

促施策などにより、ブランド定着やリピート購入を拡大する役割

したがって、両者は競合するものではなく、現地 ECが日本ECを置き換えるものではありません。海外展開の

フェーズや求められるニーズに応じて使い分けられるものと考えています。

実際に、日本企業では、 WorldShopping BIZを活用した越境販売を行った後、台湾市場向け現地 ECサイトを

展開する事例も見られます。

例えばTSIホールディングス様では、 WorldShopping BIZによる越境販売に加え、 W2様のプラットフォームを活

用した台湾向け現地 ECサイトを開始されています。

例）TSIホールディングス様

https://www.worldshopping.biz/case/tsiholdongs

https://www.w2solution.co.jp/news/pr0153/

本提携の価値は、「すべてのショップが現地 ECを構築すること」ではなく、 海

外販売で成果が見えた企業・ショップ様に対し、次の成長ステージへの支

援領域を拡充し、中長期的な事業機会を広げた点 にあります。

WorldShopping BIZは比較的低コストで海外販売を開始し、市場ニーズを検

証できるサービスです。一方で、海外売上が拡大した企業では、現地ポップ

アップストア（店舗）や現地 PR、現地EC構築などへの投資を検討するフェー

ズが訪れます。

今回の提携は、そのような成長段階の企業に対して、越境 ECから現地展開

まで切れ目なく支援できる体制を構築するものです。

なお、W2 Commerce Asiaの費用は、構築内容や支援範囲によって異なる

ため、一律の金額・コストをご案内できるものではありません。各企業が市場

性や投資対効果を踏まえ、自社の成長フェーズに応じて判断することを想定

しています。

投資家の皆様にご評価いただきたい点は、本提携が WorldShopping BIZの
役割を変更するものではなく、 越境ECでの海外販売の成功後に生まれる

新たな顧客ニーズにも対応できる支援領域を拡充したこと です。

これにより、当社は海外販売の入口だけでなく、その先の台湾をはじめとし

たアジア市場での本格展開まで一気通貫で支援できる体制を整え、導入企

業との中長期的な関係構築と台湾事業の成長機会の拡大を目指してまいり

ます。
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Answers to preliminary questions (Share price and dividends)
Answers to preliminary questions

Please tell us your view on the significant decline in the share price from the offering price, and your future dividend policy.

We take seriously the concern we have caused shareholders and investors as the share price has declined from the offering price. 
Because the share price is formed by various factors—including evaluation of our performance and growth potential, as well as overall 
market trends and supply and demand—we refrain from commenting on the share price level. What we must do is steadily raise the 
growth and earning power of the business, the source of corporate value, and carefully explain that progress to shareholders and 
investors.

This fiscal year, we intentionally front-load strategic investment for the next stage of growth, judging it necessary for medium- to 
long-term corporate value. We will show its progress quarterly through revenue growth and disclosed KPIs. We will also continue to 
enhance dialogue and disclosure with investors, including earnings briefings and answers to preliminary questions. Regarding dividends, 
while we recognize returning profits to shareholders as an important management issue, we currently believe that allocating funds to 
investment for sustainable growth and business expansion leads to medium- to long-term corporate and shareholder value. At present, 
the possibility and timing of future dividends are undecided. We will decide comprehensively considering future performance and 
financial condition.

 Question 10.

 Answer 10.
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Answers to preliminary questions (Medium- to long-term growth direction)
Answers to preliminary questions

Please tell us about your growth direction from next fiscal year onward.

Next-year growth builds on this year's strategic investments, in three directions:

1.Accelerate WorldShopping BIZ—expand before/during/after-travel touchpoints via the inbound model, grow installed shops through 
EC cart integration, and strengthen data-driven acquisition. Adding active acquisition to our "existing access into sales" model, we aim 
to outgrow the cross-border EC market (forecast ~8x in 10 years).

2.Validate Taiwan initiatives—advance the customer-acquisition and marketing model built there, apply proven, reproducible measures to 
WorldShopping BIZ and other regions, and size investment flexibly by results.

3.Expand the domain—having established "Japan to Global," widen target regions from Taiwan/Asia toward "Global to Global."

Our structure improves profitability as revenue scales, and this year's investment accelerates top-line growth on it. We will allocate 
capital by results and market conditions—so rather than promise a specific profit level or timing, we will keep showing progress through 
revenue and core KPIs.

 Question 11.

 Answer 11.
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Held the "zig-zag Taiwan Launch Party" to commemorate the establishment of the Taiwan subsidiary
Built a strong network with leading local partners and established a business foundation in Taiwan

Establishment ceremony
Zig-Zag Taiwan Launch Party

Full-scale start of expansion into the Taiwan and Asia markets on a solid local network
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Tabinaka Summit 2026 Exhibition Report

Exhibited at "Tabinaka Summit 2026"
Introduced our inbound support series connecting "before/during/after-travel"

● Japan's first tourism event focused on "during-travel" 
experiences, gathering industry front-runners.

● Gaining attention as travelers' desired value shifts from "goods" to 
"real experiences."

Event overview

● Connected with OTA, lodging, transport, and retail businesses, 
creating new inbound touchpoints.

● Presented our cross-border EC model spanning pre-travel 
awareness to post-travel repeat buying, drawing strong industry 
interest.

Response to the exhibition

STEP2
Emotion

（Emotion）

STEP3
Action

STEP1
FunctionEvent exhibition case

Overview
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Through low-risk overseas base-building and agile Meta ad promotion,
created new orders from untapped areas

Meta case
Client STEP3

Action
STEP3
Action Attracti

on

Initiatives

Results

● Expanded overseas at lower initial cost and risk than expected.
● Overseas shipping reached previously untapped segments, driving new 

customer acquisition.
● Won orders from many markets—Taiwan, Hong Kong, Korea, North America, 

Europe, and more.

● Ran Meta ads focused on Taiwan, plus coupon-linked Meta catalog ads.
● Sent overseas newsletters and promotions timed to new product launches.

WorldShopping BIZ case

Hankyu Corporation
Challenge

● Concern over language/payment workload and the risk of CS and returns 
handling.

● Hard to size initial investment without country-specific demand data.
● Running cross-border EC on a small team without adding to existing workload.
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Establishing Fee Transparency in Response to US Tariff Policy Changes
Establishing Fee Transparency in Response to US Tariff Policy Changes

Speedy response to external environmental changes (elimination of U.S. de minimis tax exemption) to 
reduce anxiety for overseas customers.

Built a transparent fee structure resilient to the disruption.
Environment Response

*1  DDU: Duties paid on delivery. Customers pay duties upon receipt of goods.
*2  DDP: Duties prepaid. Customers pay duties at the time of order.

外部環境

External Environment: Elimination of U.S. De Minimis 
Rule (August 2025)

➔ Anxiety about increased burden on U.S. customers.

Response from Delivery Carriers
➔ EMS (Japan Post) Suspended acceptance

ECMS DDU*1 acceptance suspended

Impact on Customers
● Initially, WorldShopping only supported DDU, making the 

affordable ECMS option unavailable.
● Anxiety due to the total payment amount being 

undetermined until the arrival of goods.

Our Response Prompt system modification (September 2025).
➔ Started supporting DDP *2 via ECMS.

Impact on Customers
●Selection of cheaper carriers (ECMS) restored.
●Total payment amount confirmed before shipping, improving 

transparency.

Outcome Customer inquiries 
regarding DDP dropped 

significantly after the response.

ECMS 
DDP 
support 
completed

Volume of Customer Inquiries 
Regarding Customs

STEP1
（Function）

Provide 
Experiences

Sep-2025      Oct-2025     Nov-2025   Dec-2025   Jan-2026      Feb-2026    Mar-2026    Apr-2026    May-2026    Jun-2026

Nu
m

be
r o

f i
nq

ui
rie

s
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Handling of this document

● This material has been prepared for the purpose of providing information on the Company and is not intended as a solicitation to buy shares 
issued by the Company.

● This material contains forward-looking statements.These forward-looking statements are based on information available to the Company at 
the time of preparation of this material, but the accuracy, reasonableness, and appropriateness of such information has not been fully 
verified.Therefore, they are not guarantees of future results and involve risks and uncertainties.Please note that actual results may differ 
materially from those projected in the forward-looking statements due to changes in the environment and other factors.Factors that may 
affect the actual results described above include, but are not limited to, domestic and international economic conditions and trends in our 
related industries.

● This material contains information about other companies, including information about our competitive environment, industry trends and 
general changes in social structure.


