
 

First Quarter of 2018 Financial Results Meeting – Q&A Summary 

 

Credit Suisse – Mr. Yoneshima 

 

Q. It seems that the costs for doubtful debts in the FinTech business was less 

than anticipated. Could you explain the situation? 

A. (Hosaka)  

Despite the increase in allowances for doubtful debts due to the adoption of 

IFRS9, we have been able to limit the effect on the P/L due to efforts made in 

debt recovery and other areas, and the ratio of costs for doubtful debts has 

stayed flat QoQ. We plan to continue to make these efforts going forward. 

 

Q. I believe the effect of the acquisition of Asahi Fire and Marine Insurance will 

be felt from April onwards, but could you talk about the short term impact on 

earnings and the prospects for the future? 

A. (Hashiya)  

In the short term, there will be an impact of several hundred million JPY on P/L. 

We will continue to improve the structure of the organization and carry out our 

brand strategy, including TV commercials, until 2019. In 2020, we hope to get 

to a level where we can be called the fourth pillar of the FinTech segment. 

 

Q. Offline payments are an area that a lot of companies are focusing on, and 

your competitors are expected to make investments into the field, but how will 

Rakuten respond to this? 

  



A. (Hosaka)  

With the success of Smart Pay, we believe we have established a strong position 

in this field and we want to maintain this going forward. 

 

Q. When will the cash-out for the MNO start? Could you also tell us about the 

current state of negotiations with the other MNO players regarding the roaming 

contracts and how you plan to migrate users from the MVNO to the MNO? 

A. (Yamada)  

Regarding the cash-out, the amount will gradually increase. We would like to 

refrain from answering about the negotiations with other companies. The plans 

for migration are currently under consideration. 

 

Mizuho Securities - Mr. Iwasa 

 

Q. Could you tell us about the progress on Vision 2020 and your current 

thoughts about the plan? 

A. (Hirose)  

We are considering whether or not we should review the plans to account for the 

changes to the external environment and assumptions, such as the entry into 

the MNO business and the strengthening of our logistics business. 

  

Q. Looking at the results for this quarter, it looks like the growth rate of domestic 

EC is slightly under the target set out in Vision 2020, but are the various 

measures to increase GMS having an effect? 

A. (Kono) 

The domestic EC GMS growth rate being lower than the average growth rate in 

Vision 2020 is due to the effect of the Winter Olympics, increases in delivery 

costs and limits on delivery volumes, which led to January and February being 

slightly weaker. We aim to contribute to the growth of the ecosystem by growing 

the top line through marketing activities, such as the SPU program. For April and 



onwards, we are starting to see results with the GTV for Rakuten Travel, which 

was recently added to the SPU program, growing. 

 

Q. About the ad business, the value of orders from external advertisers is 

increasing, but how long will it take before the orders start contributing to sales? 

Also, I believe that a large number of products sold on Ichiba are “non-brand” 

products, but isn’t this data irrelevant to the external advertisers you are 

targeting? 

A. (Arima) 

It takes about 3-5 months for orders to contribute to sales. Out of the purchase 

data on Rakuten Ichiba, a large proportion are major national brands, so we can 

provide external advertisers with data that is relevant. 

 

Q. Could you explain about the losses in the Other Internet Services segment? 

A. (Hirose) 

The other Internet Services segment includes gains and losses from the 

investment business, the NBA broadcasting rights and others, but if you exclude 

these items, the losses are improving smoothly. 

 

Deutsche Bank – Mr. Kazahaya 

 

Q. How is the growth of the GMS for the C2C business? 

A. (Kono) 

The GMS for the C2C business is continuing to grow strongly. We would like to look 

into how the business can contribute to income and the ecosystem going forward. 

 

  



Q. How are the plans to bolster logistics progressing? 

A. (Komori) 

There is nothing concrete we can share at the moment, but the plans are coming 

together. We will share more information in a timely manner. 

 

 


