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Thank you very much for taking time out of your busy schedule today to join ENECHANGE Ltd. 's 
financial results briefing for the fiscal year ending December 2020.
Due to the coronavirus pandemic, this presentation is being held online.
I would like to begin with an explanation of today's materials.





For today's agenda, we have prepared materials with seven points, but due to time constraints, I will 
explain six of these points.





First of all, the company highlights.
Our company was just listed on the stock exchange in December 2020, so there may be many people 
who do not know about us. I will start by giving you a brief overview of our company.
The world is moving toward a decarbonized society. In Japan, the Suga administration has announced its 
Green Growth Strategy, and in the U.S., President Biden has signalled a return to the Paris Agreement. 
The United Kingdom and the nations of Europe are also in agreement with creating a carbon-free society 
by 2050, so the energy industry around the world is faced with major changes.



We believe that energy tech companies like ours are necessary to create a carbon-free society, and we 
are aiming to become a leader in the field.
A carbon-free society cannot be achieved by just building renewable energy plants. For renewable 
energy to be accepted, we must have technology innovations along the entire energy value chain.
The energy companies that typically come to mind are the big electric power, gas, and oil companies, 
and startups like Renova and Gremz, all of which are competing with each other in the power generation 
or retail businesses.
In contrast, as an energy tech company, we are not directly involved in power generation or retailing, but 
rather we provide technology services to all of these energy companies on a neutral basis. In other words 
we are in cooperative relationships with these companies.
We are the first listed company in this new energy tech category.



I would like to explain a bit about our business domain.
In order to achieve a carbon-free society by 2050, Japan's energy industry must undergo a 
transformation called the "4 D's of energy".
The "4 Ds of energy" stand for deregulation, digitization, decarbonization, and decentralization.
ENECHANGE was established in 2015 to meet the business opportunity of "Deregulation" in Japan, and 
offers vertical SaaS businesses specialized in the energy industry.



Our company is involved in the following two business segments.
First is the energy platform business, providing electricity and gas switching services for consumers, and 
the second is the energy data business, developing cloud-based DX services for energy and gas 
companies.
The platform business accounts for about 60% of sales, and the data business for about 40%. Both are 
developing into important businesses that sustain our company.
I will explain the details of the businesses later on, but both are B2B2C SaaS businesses with a recurring 
revenue model based on the number of end users.



In addition, our management policy is to maximize free cash flow in the long term, with an emphasis on 
sales growth in the medium term. 
To achieve this, we have defined two KPIs (number of users/customers and ARPU*), and will continually 
make strategic investments with the aim of maximizing these KPIs.
In this manner, we continue to provide transparent disclosure to investors.





The executive summary of this financial statement materials covers 5 points.
The first point concerns the status of consolidated financial results for the fiscal year ending December 
2020. Net sales were 1.71 billion yen, up 41% from the previous fiscal year, and operating profit was 53 
million yen, returning to profitability and meeting the full-year forecast.
The second point is about macro trends. The Suga administration has announced its "Green Growth 
Strategy" for 2050. Our company will use this macro trend to our advantage by providing demand-side 
technology services that make the most of our contact with consumers.
The third point concerns the status of the platform business. The sales growth rate was 58%, and the 
number of users eligible for recurring revenue was approximately 240,000, up 48% from the previous 
fiscal year. Since we have a strong competitive edge, we plan to maintain high growth through 
aggressive investment.
The fourth point concerns the status of the data business. Sales growth was 24%, and the number of 
customers increased 28% from the previous period. We have important system revisions related to the 
data business scheduled from April 2021 to 2024, and for now, our policy is to prioritize upfront 
investment in the development and demonstration of services.
The fifth and final point covers our growth strategy and full-year forecast for the fiscal year ending 
December 2021. As a guide for sales growth, we aim to grow sales by 30% or more annually in order to 
reach sales of 10 billion yen in 2026-27. For the fiscal year ending December 2021, we expect net sales 
of 2.30 billion yen, up 34% from the previous fiscal year, and we expect operating profit and profitability 
at each stage 
I will explain the details in the presentation to follow.





Next, is a summary of our consolidated financial results.
We were able to meet our forecasts for both sales and profitability at each stage. I would like to thank all 
of our stakeholders for their support.
Consolidated sales increased 35% year-on-year to 1.71 billion yen, gross profit was up 50% year on year 
to 1.32 billion yen, and achieving operating profit of 53 million yen. 
I will explain the various factors behind these results in the slides that follow.



Excluding the impact of the SIM business, which was transferred during the previous period, net sales 
grew 41% year-on-year.
On a quarterly basis, they grew by 64% year-on-year.



Here are the sales by segment.
The platform business performed well, growing sales by 58% year-on-year.
On the other hand, sales in the data business grew 23% year-on-year thanks to the introduction of our 
main products to major electric power companies and new entrant electric power companies.



Here is the state of our recurring revenue.
Our annual recurring revenue grew 33% year-on-year and Q4 recurring revenue grew 27% year-on-year. 
Profitability is improving due to the accumulation of recurring revenue, which is the driver of medium- to 
long-term profits.



Here are the changes in gross profit and cash flow.
Gross profit rate continues to be high at 77% for the current period. In addition, operating cash flow is 
now positive.



Here is the status of operating income and losses.
In the platform business, we are actively investing in user acquisition. In fiscal 2020, although we made 
total cost investments of about 430 million yen, we achieved an operating profit.



Here is our cost structure by segment.
The platform business has a gross profit margin of 95%, and most of the expenses are for user 
acquisition, such as advertising and sales commissions.
The data business has a gross profit margin of 52% due to fixed costs for software development, etc. 
However, with almost no advertising activities, its main cost is personnel expenses for engineers.
Both businesses are profitable on a segment basis, and the structure covers the approximately 350 
million yen in company-wide expenses.



I will now explain our key performance indicators.
First of all, I will explain the changes to the method for disclosing KPIs for the platform business.
We have decided to change the definition of the number of customers, starting with the materials 
disclosed on December 23rd, 2020. In the past, we disclosed the cumulative number of switches, but this 
method was inaccurate in terms of our future profitability because it did not take into account 
cancellations, and included customers who were not eligible for recurring revenue. Therefore, from this 
time, we have changed the disclosure to the current number of active clients subject to recurring 
revenue.
As a result, the ARPU figure has also changed.



Regarding KPIs for the platform business, the number of users subject to recurring revenue reached 
240,000, up 48% from the previous fiscal year. The monthly churn rate is 1.1%, and we expect to expand 
through strengthening marketing investment and partner channels in the future.
ARPU has been on an upward trend due to an increase in one-time fees, and we expect it to continue to 
increase.



Here is the status of KPI for the data business.
The number of customers increased by 28% over the previous fiscal year, thanks to the adoption of our 
main products by major energy companies and new entrant energy  companies.
For ARPU, while increasing for existing customers, we expect to remain at the same level due to 
introducing several new low-priced products. We expect an increase in APRU driven by new demands 
because of the policy changes after 2024 (VPP market and open access of smart meter data, etc.).





Next, I will explain the macro trends surrounding the company.
Since the Suga administration came to power, the Japanese government has been accelerating its efforts 
to decarbonize the economy, setting the course with the announcement of the "Green Growth Strategy" 
on December 25 of last year.
Electrical power is at the core of the Green Growth Strategy, so we expect a continuation of major 
structural reforms, the encouragement of investment and the fostering of a competitive environment.
We will use this macro trend to our advantage to drive business expansion.



As is specified in the  Green Growth Strategy’s 14 areas for growth, the realization of a carbon-free 
society requires not only technological innovation in the field of power generation, such as offshore wind 
power, but also innovation throughout the electricity value chain.
Our company will continue to contribute to the realization of a carbon-free society by providing 
demand-side technology services that make the most of our contact with consumers in the "household 
and office-related industry".



I will explain four points regarding the impact of the Green Growth Strategy on our company.
First, the electricity market, which is our company's base market, is expected to grow by 30-50% due to 
the electrification of the industry, transportation, and household sectors.
Second, we expect that the deregulated market will develop in a healthy way, maintaining an appropriate 
competitive environment.
Third, in response to requests for information disclosure from the financial markets, there is a growing 
need to switch to green energy, particularly among listed companies.
Fourth, the importance of "energy tech" has been clearly stated, and we expect energy companies' DX 
needs to increase.
As mentioned, we believe that this will have a positive impact on our business.



Lastly, I would like to explain our specific initiatives related to the Green Growth Strategy.
Regarding "Item 12, Housing" under the Green Growth Strategy, our business is engaged in initiatives 
such as demand response for households.
Regarding "Item 14, Lifestyle", we have also announced support for the conversion of 370,000 barber 
shops and beauty salons nationwide to green energy.
By using strategies such as these that take advantage of our contact with consumers, we continue to 
actively work on related initiatives in line with the Green Growth Strategy.







Next, I will explain our business.
I will start with an explanation of our platform business, which is aimed at consumers.
We operate one of Japan's largest electricity and gas switching platforms, providing "Enechange" for 
households and "Enechange Biz" for companies.
The service was launched in response to the liberalization of the electricity market  in 2016 and gas in 
2017, and continues to grow rapidly, due in part to the penetration of liberalization of the energy market 
and the increase in remote work due the coronavirus pandemic.



The profit model is based on recurring revenue.
When a user switches electricity or gas companies through us, we first receive a one-time fee from the 
electricity or gas company. After that, we are paid a certain percentage of the electricity and gas bills 
for an indefinite period, for as long as the contract continues. This is recurring revenue, which accounts 
for 43% of our sales.
The reason why this type of recurring revenue model has come about is that the electricity market is a 
zero-sum game. Unlike other industries, the number of electricity consumers is not expected to increase, 
so it is important not only to acquire new customers, but also to retain them.
Our model is based not only on acquiring new customers, but also on providing ongoing support to earn 
recurring revenue, and our churn rate has been maintained at a low level of 1.1%.
Since electricity and gas make up part of the infrastructure that supports our daily lives, and we will 
continue to use them for five to ten years, this recurring revenue will continue to accumulate. I think that 
when you consider the overall size of the Japanese electricity market, you will understand the strength 
of our recurring revenue business model.



Next, I will explain the number of new electric power supplier (or new entrant) contracts and our market 
share.
There are three categories of contract with new entrants. The first involves switching from a major 
electric power company (or Big 10) to a new entrant; the second is switching from one new entrant  to 
another, and the third is a new contract with a new entrant due to changing residence, etc. In total, we 
expect to see about 6 million cases of switching for the year, a 12% increase over the previous year.
The number of electricity contracts going through our company is expected to grow to 60,000, giving us 
a share of around 1% of the total switches.
Our share is increasing in the second and third categories in particular, and I will explain the details of 
our efforts there in the following slide.



Next, I will explain the partner numbers and partner channels.
We are also emphasizing a partnership strategy to provide the electric power and gas switching platform 
system we have developed through our own channels to other companies.
We have partnerships with a combined total of 290 companies for household and corporate customers, 
and the number of applications for switching through partners increased by 81% from the previous fiscal 
year.
We will continue to focus on acquisition through partners.



I would now like to explain two major achievements for fiscal 2020.
First, I would like to tell you about our efforts to increase our market share in the second category, 
"switching from one new entrant to another new entrant".
As the effects of liberalization on the energy market mature, there has been an increase in the number 
of people who have switched to a new entrant and are now considering switching again. However, 
problems can arise, such as difficulty in calculating the effect of switching again compared to the first 
switch, and the complexity of the switching process.
Our company facilitates switching from one new entrant to another by providing fee simulations based 
on a database of information on 600 new entrants and over 1600 plans, and by providing switching 
services.



The second point relates to our efforts to increase our share of new electric power and new contracts in 
the third channel, changing residence.
Since the liberalization of the energy market, it has become impossible to connect electricity to a new 
home without an electricity contract, and there have been occasional problems at the time of moving in. 
We are partnering with real estate companies to provide the "Enechange Electricity Start Up Service" 
which ensures prompt access to electricity when moving into a new home.
We are forming partnerships with real estate management agencies throughout Japan. Our share is 
currently around 4.7%, but this is still an undeveloped area, so we will work on further expansion.



Next, I will explain the changes in user acquisition costs and the LTV/CAC ratio.
User acquisition costs account for less than 50% of segment sales. User acquisition costs can be broadly 
categorized into advertising and sales commissions. Advertising costs are mainly for distributing 
advertisements aimed at attracting customers to our channels, while sales commissions are mainly paid 
to our partners.
Currently, we are strengthening our partner channel, so investing in sales commissions is a priority.
Next, I would like to introduce the LTV/CAC ratio as an indicator of the soundness of our user 
acquisition costs. The LTV/CAC ratio is commonly used by SaaS companies to measure the soundness of 
their customer acquisition costs. LTV is the lifetime value of a customer, and CAC is the customer 
acquisition cost. Generally, an LTV of more than 3 times the CAC is a good indicator of soundness. Our 
company is currently maintaining a healthy ratio of 3.4.
The following page discloses details of LTV/CAC, but we will omit the explanations.





Finally, I would like to discuss the example from the UK we are referencing.
The UK, where the electricity market has been liberalized for some time and which has much in common 
with Japan, has seen about 60% of customers using online comparison sites for energy supply.
MoneySuperMarket is a major British online price comparison site with the second-largest energy 
switching share. Since it went into electricity/gas switching in 2006, it has seen business growth thanks 
to actively investing in advertising, expanding its partners, and M&A, with a CAGR of approx. 37%. In 
FY2019, its energy switching-related sales were 7.2 billion yen with an estimated operating profit ratio 
of about 30%, with an estimated switching share of 15.9%.
Liberalization in Japan has just begun, and ENECHANGE’s share is only about 1%. But we believe that 
ENECHANGE will also be able to expand its share as liberalization of the electricity market takes hold 
like the case in the UK .





In this next part, I will provide you with an explanation of our Energy Data business.
We are currently rolling out three services (EMAP, SMAP, and JEF) and developing multiple new services 
such as VPP-related services.
EMAP has already been used by TEPCO, an industry giant, as well as Tokyo Gas, the biggest new power 
company, and we provide an application webpage for  electricity/gas switching.
SMAP is being used by major new power suppliers such as Looop. We provide Japan's first demand 
response service for households that utilizesof smart meter data and consumer behaviour.
JEF is being used by companies such as Hokuriku Electric Power to manage the operation of renewable 
energy power plants and analyze their data.



Our business model is a B2B2C-style SaaS.
We provide cloud-based systems to electricity/gas suppliers and charge on a recurring basis according 
to the number of end users.
This license income forms a recurring revenue stream and accounts for 66% of segment sales. We also 
have customization charges and consulting charges.



Here, I will cover the major achievements for FY2020 in our Data business.
Hokuriku Electric Power started using EMAP, starting full-scale promotion of DX for procedures such as 
customers moving residence or changing contracts.
By providing services utilizing our operational track record at ENECHANGE as a SaaS, we can help 
improve customer satisfaction and reduce costs.
Five years have passed since the start of electricity liberalization in 2016, and we anticipate demand for 
system updates from major electricity/gas companies.



The second point is our achievements with SMAP.
The spread of smart meters is increasing the need for data utilization by new power suppliers.
New SMAP functions are being used to start analysis services such as load curve analysis or using 
machine learning (AI) technology, proposing sales strategies, reducing costs, and more.



Next, we expect two key system reforms related to the data business, which I will explain now.
The first is the liberalization of smart meter data.
Smart meter data is expected to be available through open access next spring, which will allow third 
parties access to smart meter data obtained from more than 78 million smart meters. 
In terms of fintech, APIs for banking and credit card information have been released to the public, and 
various uses have spread. We can expect the same thing to happen in the energy industry.
The use of smart meter data is expected to expand, and in addition to using this data at ENECHANGE 
services, we are working on expanding sales of services to future energy data utilization businesses.



The second point is the staged start of the VPP market, which is estimated as 100 billion yen.
The balancing market will open in 2021, followed by the capacity market in 2024, and we expect to see a 
VPP market with a scale of 100 billion yen in Japan.
In Europe, where these practices are more advanced, 100 billion yen markets are already in operation.
In Japan, there are approximately 70,000 large storage batteries and private power generators installed 
in buildings, hospitals, and other facilities for disaster prevention purposes that have not been used 
during normal times since 2015, totaling 5.6 million kW, equivalent to six nuclear power plants.
As the use of renewable energy sources expands, the importance of flexible operation of these unused 
facilities is increasing.
Leveraging Japan's largest energy-related customer base and energy data utilization technology, we will 
make a full-scale entry into the VPP market.
As a first step, we have announced "Enechange DR" as a service to collect and utilize these underutilized 
power sources.





Finally, I want to explain our growth strategies and full-year earnings forecast for FY2021.
Reforms to Japan's energy systems are in a nine-year transitional period between the start of power 
liberalization in 2016 to the start of the capacity market in 2024. Platform business-related system 
reforms finished in the first half of this period (up to 2020), so the Platform business is now in the sales 
expansion phase. At the same time, as system reforms related to the Data business will take from 2021 
to 2024, for the time being we shall prioritize prior investment for things like service development and 
verification.
This means that our Platform and Data businesses will have slightly different timelines for sales growth. 
We expect to see at least 30% sustained growth in our Platform business; for our Data business we 
expect between 10% and 20% annual growth until 2023, and between 30% from 2024 on.



This slide is an image of the previous explanation.
As a target for maintaining our high growth rate, we aim to grow total sales by at least 30% annually and 
reach sales of 10 billion yen by 2026-27.
We intend to be listed on the prime market at about the point where we can expect 10 billion yen in sales 
in order to gain greater trust from all our stakeholders.



This explains our financial base.
As our operating cash flow is positive, we intend to actively invest in the business within the scope 
where we can maintain our operating profit, as well as utilize our interest-bearing debt with an 
awareness of capital costs.
We shall consider procuring funds through a mix of debt and equity in order to accelerate growth.



I will now explain about our assumptions about our consolidated results forecast for FY2021.
We assume that Platform business sales will grow by at least 40%. For segment expenses, we assume an 
increase in user acquisition expenses while maintaining healthy LTV/CAC, and also increased personnel 
expenses. 
We assume that Data business sales will grow by at least 10% to 20%. We plan to continue to grow 
recurring revenue at a high pace and expect to increase by more than 30%. For segment expenses, we 
assume an increase mainly in terms of personnel expenses for medium-term development investment.
We also assume an increase in company-wide common expenses due to an increase in employment.
We plan to maintain our operating profit as we invest in user acquisition expenses for the Platform 
business  in order to grow sales. We also expect sales to be negative for the first and second quarters 
due to our policy to acquire users in the first half of 2021.



From the above results, we expect sales to be 2.3 billion yen, a 34% increase year-on-year. We intend to 
maintain operating profit and profitability at each stage.



In this section, I will discuss our officer personnel for FY2021.
We intend to appoint Kenichi Fujita as an independent outside director as of March 30, 2021. Mr. Fujita 
has long been responsible for the energy sector in the Siemens Group, and has served as both president 
and chairman of Siemens Japan. We expect he will contribute to our Data business through his 
international knowledge in the field of energy digitalization obtained through serving, for example, as 
Secretary of the Japan Association of Corporate Executives.
Other officers are expected to be reappointed.



Finally, I will cover related topics that could have an effect on our plans for FY2021.
The first point is the soaring prices of electricity trading in JPEX.
Prices for electricity trading in JPEX have been increasing rapidly since late December 2020. The 
government has deployed countermeasures, so at the present moment JPEX prices have calmed down 
from their temporary chaos.
The government is leading measures to prevent recurrence. There is also a widespread awareness of the 
importance of demand response.
None of our partner power suppliers have experienced loss of customers or businesses. Energy 
switching applications to ENECHANGE are about 1.8 times what they were year-on-year, and the 
number of switching applications from new entrants is 3.4 times what they were year-on-year. No 
adverse effects on our business have materialized.



The second point is the effects of the Declaration of a State of Emergency due to the COVID-19 
pandemic.
We consider the government’s Declaration of a State of Emergency to be an opportunity to increase DX 
service demand and the use of our online channels, so we are actively promoting sales. 
In addition, we have already largely moved to a remote working system, so there have been no real 
effects on our business management and we are accelerating the hiring of top-class human resources.
At the same time, there is the possibility that recurring revenue will drop temporarily due to a drop in the 
amount of power used by corporate users of our Platform business.
Thus, we have conservatively incorporated the effects of the JPEX price hike and COVID-19 into our 
forecast for our results for FY2021.

I hope this has been of interest. Thank you for your attention.


