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Takahiro Kazahaya, Analyst, Deutsche Securities 

 

Q: About Rakuten Ichiba, you explained that the unit purchase price has bottomed out, 

could you please let us know the background regarding that? 

A: (Kono) The declining unit purchase price has long been a trend of the entire E-Commerce 

industry. The reason was the low unit price of daily necessities, but high-frequency 

genres have been growing, and users are shifting to smartphones with lower purchase 

price per order than on PCs. Rakuten has also grown the field of daily necessities in 

recent years, and users’ shift to smartphones has progressed remarkably. Therefore, the 

overall unit purchase price has been falling. However, at the moment, sales through 

smartphones exceed 60%, and the unit price of orders is on a recovery trend by our 

constantly improving UI/UX. Therefore, recently the growth in the number of orders and 

the growth in sales are almost the same. 

 

Q: Please explain more about the first party strategy from now. 

A: (Mikitani) Our marketplace is still the core. In the first party business, we are not thinking 

much about building large-scale logistics facilities by ourselves like other companies, so 

we emphasize partnerships, such as investing in excellent merchants and launching joint 

ventures, allowing us to proceed with strengthening our first party business in a more 

efficient way. Regarding the marketplace, our focus is not on increasing the number of 

stores like other companies, rather we concentrate on selecting stores with high quality. 

Until now, Rakuten's growth was not limited to standardized products. However, since 

user demand for standardized products is also high these days, we are proceeding with a 

method of enriching the catalog by attaching product IDs for standardized products such 

as household appliances. By attaching a product ID, we can cope with any promotions 

for such products by manufacturers both in Rakuten's first party or on our marketplace. 

 

 

Shinsuke Iwasa, Analyst, Mizuho Securities 

 

Q: Please let us know the progress about the current state of open E-Commerce. 

A: (Mikitani) In the United States, we have three businesses: Ebates, Cartera Marketing, 

ShopStyle. These generate altogether about 800 billion yen of gross merchandising 

sales, and we already have 1 trillion yen in our field of vision in the near future. Our 



strategy in the United States is to realize an environment where shopping carts and 

checkout (payment) are integrated so that users can shop at different sites with same IDs. 

Looking through the affiliate service data that Rakuten has, Rakuten’s services are 

growing rapidly in the United States. In the United States, the way of shopping is 

changing more and more. I am envisioning how an integrated shopping mall and an open 

type shopping mall can coexist. ShopStyle has already integrated more than 60 fashion 

sites and carts, and integration with major E-Commerce platform operators is also 

proceediing. In future, although we cannot cover all stores, but I expect to make it 

possible to purchase goods with a Rakuten ID in most stores. 

 

Q: What is the background of total domestic E-Commerce GMS (YoY + 13.0%) in Q1/17? 

A: (Mikitani) Up until Q4 of last year, the impact of SPU which started from Q1/16, was in full 

effect. Since we have come full circle since SPU started, GMS also grew steadily in Q1.  

(Yamada) Considering the influence of the leap year (about 1%), I believe GMS was 

close to 14% YoY, which is almost the same level as Q4/16. 

 

Q: Are there any measures to increase male users? 

A: (Kono) recently, we segmented the users precisely according to gender, age, etc., and 

took measures appropriate for each user segment. In E-Commerce, men's purchase 

genres are skewed towards books and home appliances, however, together with the first 

party strategy, we would like to focus on male users as well. 

 

Q: Please let us know about Viber's future strategy. 

A: (Mikitani) Up to now, we have been focusing on strengthening communication aspects 

such as Viber voice, Viber Out, Viber In and so on, but recently, we could be able to raise 

advertising revenue as indicated in the slides. According to internal calculations, Viber's 

ARPU is still small compared with LINE's ARPU in countries other than Japan and Korea. 

But in terms of the number of users, Viber is overwhelmingly stronger. I believe as LINE 

raised ARPU in those countries, Viber can also raise ARPU which will generate 

considerable profit. Actually, we have not yet hosted advertisements that much so far, so 

we will continue to focus on it in the future. 

 

 

 

 

 



Ishihara Taro, Analyst, Daiwa Securities  

 

Q: How do you see the competitive environment of domestic E-Commerce? 

A: (Kono) although there has been lots of talk about the competitive environment, for 

Rakuten, we see no change in our broad strategy of optimizing Rakuten Group's assets. 

Coordination with Rakuten Card and Rakuten Mobile in the SPU program are making a 

great impact. Competitors are conducting campaigns and other activities on a spot basis 

and we are constantly monitoring them, however, I believe they do not have much impact. 

Also regarding delivery, as I mentioned when talking about our partnership with Japan 

Post previously, we will arrange an environment where users can receive the goods at a 

time and place of their convenience. While the E-Commerce industry as a whole is still in 

a growing phase and the E-Commerce penetration rate is still low, each company is 

growing with its own strategy. Amongst this, Rakuten is demonstrating consistent 

double-digit growth. 

 

(Mikitani) The background behind starting SPU was to create a fan group of users, and to 

prepare an environment where they can shop smoothly without being distracted by things 

like campaign period etc. Just in the last year alone, we made more than 1,000 

improvement measures. I believe that these effects are appearing steadily. We aim to 

become a "safe, secure, fun" E-Commerce platform, without being influenced by the 

other companies’ measures. We will continue to work on making Rakuten fans, taking 

advantage of the alliance with Barcelona. 

 

Q: Please share your future prospects regarding investments. 

A: (Takasawa) We have acquired knowledge and data on state-of-the-art technology and 

business. Since we are in a position to evaluate it, it resulted in satisfactory returns at 

present. We are thinking of pursuing not only a larger scale but also a careful selection of 

what is meaningful to our company. We also invested in Carousell, a Southeast Asian 

flea market app, and we believe that it will also create synergy in future. While seeking 

returns, we would also like to develop new businesses through the creation of future 

synergies. 

 

(Mikitani) There are three main investment strategies. First is investments in paradigm 

shifts such as AI, IoT. Investing in this field, we are making profits in a manner which 

involves management. One example is the transportation field. As cars are becoming 

more of a service rather than privately owned commodities, I think we can see a 



considerable increase in the value of Lyft over our initial investment, as well as an 

increased market share. The second one is investing in Rakuten Ichiba merchants. 

Entrepreneurship is one of the reasons why these Rakuten merchants grow. Rakuten will 

also raise investment returns while taking advantage of the entrepreneurship of these 

stores by investing as a minority owner, not by 100% acquisition. This is what I think is 

the new E-Commerce model. Thirdly, by utilizing the rich databases we have in Rakuten 

Group, investments with high probability can be carried out. 

 

Q: Future strategy of Rakuten Card 

A: (Hosaka) The replacement of our core system was successfully completed. For the next 

five years, related expenses including amortization expenses will be recorded, 

amounting to about 3 billion yen every year, but I think the system update was completed 

at an overwhelmingly lower cost compared with other companies. As the foundation of 

the system was strengthened, even if transaction volume grows at a higher pace in future, 

our environment can cope with it. We believe this system update has also been highly 

meaningful for Rakuten's entire payment system. 


