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Unit: millions of yen 2016/3
3Q Results

2017/3
3Q Results

Amount of
change

Percentage
of change

Sales 590 704 +114 +19.3%
Cost of sales 120 129 +8 +7.2%

Profit margin on sales 470 575 +105 +22.4%
Distribution costs and general
and administrative costs 281 296 +14 +5.3%

    Operating profit 188 278 +90 +47.9%
    Ordinary profit 183 278 +94 +51.4%
    Quarterly profit 124 174 +49 +39.8%

Operating margin 31.9% 39.6% +7.7P -

Performance Statement / 3Q of FY2017 March
 On a quarterly basis, net sales increased by the same period of the previous fiscal year (increase of 114 million yen, 19.3% 

increase compared to the same period of the previous year) which the shift to measured rate billing showed effectiveness.
 Maintained a high profit margin, and operating profits achieved 39.6% (at an increase of 7.7P compared to same period of the 

previous year)
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Progress from expected disclosure / 3Q of FY2017 March(Cumulative)

 Net sales continued to be solid (+ 16.4% compared to same period of the previous year)
 3Q (cumulative) results (849 million yen) achieved operating profit exceeding the full-year results for the previous term
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* Adjustment projection released October 17th, 2016

Unit: millions of yen
Amount

of
change

Percentag
e of

change

Progression
Rate from

original
projection

Sales 1,822 2,121 +299 +16.4% 69.6% 3,050
Cost of sales 353 400 +47 +13.5% 74.0% 542

Profit margin on sales 1,468 1,720 +251 +17.1% 68.6% 2,508
Distribution costs and
general and administrative 807 852 +44 +5.6% 53.7% 1,587

Operating profit 661 868 +206 +31.3% 94.3% 920
Ordinary profit 655 874 +219 +33.4% 95.0% 920
Quarterly profit 405 544 +138 +34.2% 98.5% 552
Operating margin 36.3% 40.9% +4.6P - - 30.2%

2016/3
3QResults

(Cum.)

2017/3
3QResult

s
(Cum.)

2017/3
Projection

※



Quarterly financial projection / 3Q of FY2017 March

Unit: millions of yen
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 Achieved increase in sales and profits with profit margin at each Q of 1Q to 3Q.
 Anticipate improvement in profit by the shift to measured rate billing for main products from 3Q on, and higher convenience for flight and hotel availability concluding an increase in Unique Users.

・Results FY 2016 March: ２Q→４Q→３Q→１Q
・Projection for FY 2017 March: ４Q→２Q→３Q→１Q
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Fiscal Year Projection / 3Q of FY 2017 March

6

* The current profit per share is as of July 1, 2016, and this figure takes into 
consideration the effects of share splitting of two shares per one common share.

ⓒ Open Door Inc.

**   Adjustment projection released October 17th, 2016

<On October 17, 2016, we announced the modification of sales projections due to the mass media project which includes TV commercials in the 4Q.  An additional expense of 230 million yen has been added for advertising. > No changes in latest announcement to projected performance.

Unit: millions of yen

Ratio
Amount of

Change
Year on

Year Ratio
Sales 2,468 100.0% 3,050 +582 +23.6% 100.0%

Cost of sales 492 20.0% 542 +49 +10.1% 17.8%
Profit margin on sales 1,975 80.0% 2,508 +532 +27.0% 82.2%

Distribution costs and general
and administrative costs 1,126 45.6% 1,587 +461 +41.0% 52.0%

Operating profit 849 34.4% 920 +71 +8.4% 30.2%
Non-operating profit or loss -9 -0.4% 0 +9 - -

Ordinary profit 840 34.1% 920 +80 +9.5% 30.2%
Extraordinary income or loss 38 1.6% 0 -38 - -

Current profit 536 21.7% 552 +16 +3.0% 18.1%
Operating margin 34.4% - 30.2% -4.2P - -
Current profit per share （yen）* 53.39 - 53.82 - - -

2016/3
Results

2017/3
Projection**



Unit: millions of yen 2016/3
Results

2016/12
Results

Amount of
increase

2,907 3,421 +513
Cash and deposits 2,533 2,927 +393

Other 373 493 +120
377 341 -35

3,285 3,763 +477
565 510 -55
12 2 -10

578 512 -66
2,706 3,250 +543

Capital 648 648 -
Capital reserves 478 478 -0
Earned surplus 1,604 2,148 +544

Other -24 -24 -0
3,285 3,763 +477

Current assets

Fixed assets
Total assets

Current liabilities
Fixed liabilities
Total liabilities
Total equity

Total liabilities and equity
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 Financial results show steady performance, with 543 million yen increase in net assets.
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Balance Sheet / 3Q of FY2017 March
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Press Releases / Initiatives for 3Q FY2017 March (For 3Q October to December)
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10/28 (Travelko / Domestic flights affiliate) Affiliated with skyticket and increased convenience by increasing flight selections in the reservation site.
10/28 (Travelko / Domestic hotel affiliate) Affiliated with Hoterea.com’s domestic hotels and ryokans.  Increased accommodation plans.
11/24 (Travelko / Domestic tours affiliate) Affiliated with T travel’s dynamic packaging, and increased Jetstar package plans.
12/02 (Travelko / Application) Filled with information for 94 popular cities around the world!  Released iOS version of a free map 

application "Travelko Map" that can be used offline as well.
12/19 (Travelko / International hotel affiliate) Affiliated with Airbnb and increased search selection to include apartments, villas, and castles.
12/22 (Travelko / Domestic tours product) Implemented new product, “Domestic one day bus tours” and added products with characteristics are only 

found in one day bus tours.

International Hotels affiliate Domestic flights Affiliate Offline Map

Launched affiliate with Airbnb Launched affiliate with skyticket
Filled with information for 94 popular cities around the world!  Released iOS version of a free map application "Travelko Map" that can be used offline as well.
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“Travelko” / Initiatives for 4Q FY2017 March （January 2017）

11

 Full renewal of design for PC site and smartphone site
 Change site name to Travelko from Travelko-chan, and added a new logo design
 Casted TV commercials to increase site awareness
 Release the Android version of the free map application "Travelko Map" that can be used offline as well, which iOS version has already been released.

ⓒ Open Door Inc.
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 Mass media advertising which includes a television commercial for the 4Q.

ⓒ Open Door Inc.

Mass media advertising including television commercial (4Q)

Implementation of Mass Media / 4Q of FY 2017 March2017

Fast and efficient way to acquire a new audience, and enhance the speed of growth to increase users in the next fiscal year.

 Currenly, Travelko covers a wide range of product genres which includes, hotels, flights, dynamic packages, and others where users may compare travel not only for leisure travel, but for business travel as well.  The number of suppliers and products are one of the largest in the country, and transitionally, provides extremely competitive rates. 
 One of the reasons why a wide range of users us Travelko for travel comparison is because our heavy users are the F1 Group (Women ages 20 to 34), and among the genre of products there is high selection of package tours for leisure travel

Currently for “Travelko”



“Travelko” / Initiatives for 4Q FY2017 March （January 2017）
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 On January 14th 2017, we started our TV commercials for Travelko in three markets, Tokyo, Osaka, and Nagoya, with the image of “Scenery with price”

・Hotel Version (30 sec, 15 sec) ・Flight Version (30 sec, 15 sec) ・Tour Version (30 sec, 15 sec)

Scenery with Travelko prices

The scene is at a high end hotel. Various hotel prices are floating over the heads of guests as the walk through the lobby. It shows the reservation price for each guest when they booked their hotel.Meanwhile, a lady with her suitcase walks in, and above her head, shows a price which is the "lowest price". She was the one who found the most reasonable hotel price at Travelko.

The scene is at an airport.  Various flight prices are floating above the heads of people waiting for their flight, checking tickets, and drinking coffee. It shows the flight price for each reservation.A businessman passes through the boarding gate. Above his head is the "lowest price". He was able to reserve the ideal flight at a reasonable price at Travelko.

The scene is at a beautiful beach resort with blue skies and white sand.  There are many travelers enjoying their vacation. Vacation prices are floating above their heads. It shows the price they paid for their package tour.  A happy family of three are walking along the beach.  Above the mother's head is the "lowest price"  It was thanks to Travelko that the family enjoyed the ideal tour at the lowest price than anyone.



Global site “TRAVELKO” / Initiatives for 4Q FY2017 March （January 2017）
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 Affiliate with Taiwan’s major travel agencies to enhance our competitiveness in hotel comparison for the Taiwan market, and implement Taiwan’s package tours.
 Release optional tours for the global market, which will enhance the current line up which is only inbound.



Initiatives 4Q FY2017 /New shareholders incentives
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As a sign of recognition to our investors, we would like to increase the benefits of investing in our company and introduce new incentives in order to attract many more investors in the mid to long term.Our company was also assigned to 1st section from mothers on the Tokyo Stock Exchange. To thank our investors for their continuous support, we will also implement special shareholders incentives.

ⓒ Open Door Inc.

Shareholders incentives Shareholders special incentives
Target All investors who possess 1 unit (100 shares) or more at the end of March every fiscal year

All investors who possess 1 unit (100 shares) or more at the end of March 2017
Content All investors who possess 1 unit (100 shares) or more will receive a ￥1,000 worth QUO card

All investors who possess 1 unit (100 shares) or more will receive a ￥2,000 worth QUO card
Date of the offering

Sent every year at the end of June (forecast) Sent every year at the end of June (forecast)

All investors registered as possessing 1 unit (100 shares) or more on March 31st 2017 
will receive a ￥3,000 worth QUO card that included the shareholders special incentives.

The shareholders special incentive will only take place this one time. We are considering reducing the shareholders measures as a general policy 
in the future.
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Company Overview (As of December 2016)

Company name

Date of 
establishment

Capital

Description of 
business

OpenDoor Inc.

April 1997

648 million yen
Travel comparison site “Travelko”
Multi-language travel comparison site “TRAVELKO”
Traditional crafts information site “GALLERY JAPAN”

Representative Daisuke Sekine, President and Representative Director

Number of 
employees A total of 139 employees

Consolidated 
subsidiaries

100% equity in Hotel Skip Inc.
Reservation, arrangement, and sales for international  
and domestic hotels

17 ⓒ Open Door Inc.



Progress and Sales Trends
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Established 1997

2015By reviewing all our genres and expanding our insufficient products, 
we have been aiming at allowing customers to “find the cheapest trip that 

meets their requirements”

Operation of travel business and 
mobile phone-related business

Concentrated resources 
from mobile phone-related 

business into travel business

Results

iPhone went on sale in 
July 2008

Sales

* The majority of sales 
are from Travelko

0

(Millions of yen)

Began i-mode in Feb. 
1999

ⓒ Open Door Inc.



Travel comparison site “Travelko” / Services of Our Company
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A travel comparison site that allows you to search and compare products from more than 350 booking websites.

ⓒ Open Door Inc.



Global Travel Comparison Site “TRAVELKO” / Services of Our Company
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The global version of Travelko, targeted at foreign and inbound markets

Supported Languages
Started in October 2014

English
Chinese Simplified
Chinese Traditional (Taiwan)
Chinese Traditional (Hong Kong)
Korean

ⓒ Open Door Inc.



Traditional Crafts Information Site “GALLERY JAPAN” / Services of Our Company
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A site targeted to international and inbound markets, that introduces traditional crafts of Japan to the rest of the world

Supported Languages
Started in in October 2014

English
Japanese

ⓒ Open Door Inc.



“Travelko” / Business Model
A business model that allows the majority of travel products to be compared

22

Product 
information

Sending customers 
(reservations and 

inquiries)
Listing fees and 
commission fees

International travel comparison

Domestic hotels 
approx. 20,000

Travelko

Hotels Air and Hotel 
packages

Discount airline 
tickets

Local tours Package tours

Domestic travel comparison
Hotels Air and Hotel 

packages
Discount airline 

tickets
Local tours Package tours Highway buses

Rental cars

Provide product 
informationUse “Travelko”

International hotels
approx. 700,000

Airline companies
approx. 500

Overseas tours
approx. 600,000 plans

Domestic tours
approx. 300,000 plans All other travel products

Over 350 reservation sites *As of January 2017

Internet user

ⓒ Open Door Inc.



“Travelko” / Revenue model

(％)
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Shift from flat rate billing to measured rate based on results

Trends by billing type

Earnings from 
measured rate billing

(Measured rate type)
Commission rates corresponding to results from purchases, 
etc. of travel products via “Travelko”

Earnings from
flat rate billing
(Flat monthly type)

Listing fees corresponding to the number of courses that can 
be registered in the travel product listings of “Travelko”

Earnings from 
advertising Listing fees for advertisements spaces on “Travelko”

ⓒ Open Door Inc.

Measur
ed

Flat

Adver-
tising

Other



“Travelko” / Trends in the Ratio Between International and Domestic Sales

(millions of yen)

24

A sales structure with risk balance and growth in both international and domestic sales.

Trends in the ratio between international 
and domestic sales

Flexibly corresponds to changes in market trends due to 
changes in international or domestic popularity or because of 

sudden events such as terrorist attacks, etc.

A structure that is resistant against exchange 
fluctuations

ⓒ Open Door Inc.



“Travelko” / Trends in Unique Users, and User Attributes

Changes in the monthly averages of the 
number of unique users

(based on fiscal years)

Mobile65％
PC35％

25-34
36%

35-44
24%

45-54
13%

55
and up

8% 18-24
19%Male34％

Female66％

*2 2016/1 - 2016/12 access analysis data of our company

Gender AgeDevice

User attributes *2

* The majority of genres are 
now supported on 
smartphones

25

Characteristics are the smooth increase in the number of unique users and the fact that the user segments include 
many F1 users (females aged 20-34) who are cost and content conscious of products.

220

308

We are favored by the 
F1 users who are cost 
and content conscious 
of products.

* 1 A unit for counting the amount of access via the web by using a method of 
counting a specific user as one user even if the user in question has visited 
the site multiple times on the same device within a period of one month

(10,000's of persons)

+40.0%
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“Travelko” / Summary of Strengths and Characteristics

*Product genres such as package tours, hotels, discount airline tickets, dynamic packages, etc.
**With the gain of a new type of users in March 2017, a TV commercial publicity were set up to speed up the growth.
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Top-class domestic 
product competitive 

power
Coverage of the majority of genres*, and price comparison connected with inventory information
Comparison possible between over 350 reservation sites, overwhelming cost competitive power

Great increase in users even with only using reviews, thanks to a high price competitiveness 
A structure in which profitability increases as sales increase, thanks to the growth of variable costs and 
fixed costs being restricted in comparison to sales 
(Not including large investments and promotions**)

High profitability

High growth in the 
number of unique 

users
Constant high growth in the number of unique users
Growth in the number of unique users in all genres

ⓒ Open Door Inc.



“Travelko” （domestic market）/ Future Initiatives
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Reinforcement of the existing menus
Start of the homestays and restaurant booking menus
Expansion of the reviews
Release of an offline map for use during a trip
Expansion of the system offers



“TRAVELKO” (Global and Japan Inbound Markets) / Future Initiatives
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Increase  affiliates with local travel companies in other 
countries

Provide vacation rentals, package tours, and optional 
tour services

Expand Japan inbound reviews

ⓒ Open Door Inc.



Growing inbound market

Recognition of Market Environments

Travel online market scale
Travel total market scale: 8.7 trillion yen

Online market scale:2.9 trillion yen *1 (2013)
An increase in 124％*1 from 2011 to 2013

*１ Abstract from PhoCusWright Japan's “Survey of Japan's Online Travel Market, 
Second Edition”

*２ From the above-mentioned document, a growth rate of the yearly average +11％
is assumed

202040,000,000 
visitors *4

*3 An abstract from the number of foreign visitors to Japan by JNTO (Japan 
National Tourism Organization)

*4 An abstract from the proceeding of “Tourism Vision for Supporting to the 
Japan of Tomorrow”

201624,030,000 
visitors *3

(100 millions of yen)
Results Our company's estimate *2

～～

(10,000's of  visitors)
Results

Government's goal
40,000,000 

visitors
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Growth of travel online markets and inbound markets is expected to continue
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Promote Japan inbound 
business

Promotion of global 
business

Expansion of domestic 
business share

Image of Mid-term Growth

30

Aiming at becoming the site with the highest number of user selections in the global market

ⓒ Open Door Inc.

Expansion of 
sales

Becoming the site with the 
highest number of user selections 

in the global market

Sales of 
10 billion 

yen



How to Handle this Document

 This document contains prospects associated with our company, future plans, business objectives, etc. 
The entries concerning these future prospects are based on our company's assumptions concerning 
future events and trends as of the making of this document, so there is no guarantee that the 
assumptions made by our company are completely accurate. Because of various factors, the actual 
results may differ drastically from those assumed in this document.

 Unless otherwise stated, the financial data contained in this document is shown based on the 
accounting principles generally recognized inside Japan.

 The occurrence of future events, etc. notwithstanding, our company will not necessarily make revisions 
to publications, etc. regarding future prospects that have already been published, except in cases in 
which revisions are requested because of bylaws concerning disclosure of the revisions.

 Information concerning companies other than our company is based on public knowledge that is 
generally known.
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For inquiries regarding this document or IR, 
please contact the office listed below.

Administrative Division, Open Door Inc. 
TEL:03-5545-7215 FAX:03-3586-8708
Homepage: http://www.opendoor.co.jp/en/

OpenDoor Inc.
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