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Here are our third quarter financial results.
Revenue was up double-digits year-on-year. This was due to the strong 
growth of domestic e-commerce, including Rakuten Ichiba and Rakuten
Seiyu Netsuper. 
The sports business and overseas businesses, which were significantly 
affected by the pandemic last year, also recovered.
Non-GAAP operating income declined, due to higher depreciation costs, 
reflecting an increase in base stations in the mobile business. 
However non-GAAP operating income excluding mobile, logistics, and the 
investment business, which are in the strategic investment phase, showed 
very strong growth year-on-year.
In addition, IFRS operating income improved by more than 30 billion yen 
year-on-year, partly due to the gain resulting from the step acquisition of 
Altiostar.
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Here is a breakdown of Non-GAAP operating income. Domestic e-commerce 
and other Internet services drove profit growth.
Rakuten Ichiba achieved profit growth due to steady increases in users, 
boosted by continued strong retention rates of new users gained during the 
pandemic, even after last year’s increased demand that arose from stay-at-
home trends.
Logistics costs were reduced, as Rakuten's logistics business was succeeded 
to JP Rakuten Logistics, our joint venture with Japan Post. Going forward, we 
will work to further improve logistics quality and cost efficiencies.
Other Internet Services showed a significant improvement in profits, as 
Rakuten Rewards and the sports businesses recovered. Profits from Viber 
also increased.
In the FinTech segment, high levels of cashless return subsidies were 
recorded at Rakuten Card in the third quarter of last year. Upfront 
investments such as membership acquisition with an eye on the post Corona 
world and marketing aimed at expanding the group ecosystem also led to a 
decline in profits. But Rakuten Card’s presence in the industry is steadily 
increasing.
In the Mobile segment, although profits continue to decline due to upfront 
investments, our base station rollout is progressing well, and population 
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coverage is currently over 94%.
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As shown here, other Internet services have improved significantly. We are 
starting to achieve profitability. Our Business Portfolio Committee has 
focused on various cost reductions through business concentration and 
selection, and we are seeing results.
The sports business and overseas businesses, which were negatively 
affected by the pandemic, have recovered.
In particular, Rakuten Rewards is now back on track, showing strong profit 
growth as the adverse effects of the pandemic subside, and following the 
rebranding from Ebates to Rakuten.
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Here is the reconciliation from Non-GAAP operating income to IFRS 
operating income. IFRS operating income improved as we recorded a gain 
on the step acquisition of Altiostar.
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In April 2019, Rakuten reorganized its group structure. We aimed for swift 
decision-making, by clarifying accountability and streamlining the 
organization and operations. 
Management is now able to optimize the allocation of resources effectively.
This April, we changed the company’s name to Rakuten Group. 
Our competitiveness and mobility was further enhanced by better capital 
efficiency. We are accelerating the autonomous growth of the Rakuten
Ecosystem, and further enhancing services through advanced technology.
In September, we announced the start of preparations for an IPO of Rakuten
Bank, and the decision to incorporate Rakuten Symphony. Both are 
expected to strengthen the financial base of the Group as a whole, and 
accelerate the autonomous growth of the Rakuten Ecosystem.
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In the banking industry in particular, business models are changing. New 
institutions such as digital banks and challenger banks are growing rapidly, 
by leveraging their own unique ecosystems.
These banks will play a leading role in the future cashless era. Their market 
valuation is also proving to be completely different from conventional banks.
Rakuten Bank aims to grow by ensuring capital flexibility via an IPO. It 
intends to establish a new model for banks, both as the core of the Rakuten
Ecosystem, and as a pioneering bank.
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In October, two rating agencies, JCR and R&I, announced that they would 
maintain their current credit ratings. 
We believe that the announcement of Rakuten Bank’s IPO preparations 
positively affected their decision, and this is just one example of the variety 
of financing options those Rakuten Group has available. 
We do not need to rely on interest-bearing debt only.
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Rakuten has set membership value as an important KPI. While fintech 
continued to perform strongly, membership value decreased due to the 
rebound experienced in e-commerce-related businesses membership value 
which surged last year during the pandemic. 
However, membership value increased by 16% in 2 year CAGR.
Rakuten will aim to continue to increase membership value and corporate 
value by expanding our ecosystem.
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In the third quarter, shopping e-commerce GMS, centered on Rakuten
Ichiba, steadily increased. This is despite the strong demand which arose 
from stay-at-home trends in the third quarter of last year.
In addition, domestic e-commerce GMS including Travel grew by single digits 
due to postponement of the Go To Travel Campaign, but the trend has not 
changed and remained firm.
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Let’s look at revenue and operating income.
The E-commerce business, centered on Rakuten Ichiba, continues to grow 
even after last year’s increased demand due to stay-at-home trends.
Both revenue and operating income steadily increased.
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Here is a breakdown of our operating profit.
In our marketplace businesses, Rakuten Travel was affected by last year’s Go 
To Travel campaign. 
On the other hand, Rakuten Ichiba’s operating profit increased as a result of 
increased user loyalty. 
In the Logistics business, we established JP Rakuten Logistics, our new joint 
venture with Japan Post , in the third quarter. 
JP Rakuten Logistics succeeded Rakuten's Logistics business, which led to 
improved year-on-year results. 
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The E-Commerce penetration rate in Japan is increasing year after year, and 
in 2020 it was 8.1%. 
This is still low compared to other countries, so further growth is expected in 
the future.
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Growth rates for Rakuten’s E-Commerce services are exceeding industry 
averages, despite the current conditions.
Rakuten will continue to aim for further business expansion as our E-
Commerce penetration rate increases.
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At Rakuten Ichiba, the number of users making purchases and the frequency 
of purchases per user both continue to grow. So we are maintaining a high 
user retention rate.
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Along with Rakuten Ichiba growth, cross-use with each of our E-Commerce 
services is also steadily increasing.
We will continue to focus on expanding cross-use, and aim to maximize our 
users’ LTV.

20



As an e-commerce operator, we believe we must expand our logistics 
capabilities, in order to meet growing demand for e-commerce going 
forward.
Through collaboration with Japan Post, we will improve user satisfaction and 
support revenue expansion by making logistics more efficient for our 
merchants.
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JP Rakuten Logistics has started operation of its Chuorinkan fulfillment 
center. Currently, the number of deliveries from Rakuten Super Logistics is 
increasing, and we are aiming for further expansion going forward.
In addition, we are conducting drone delivery trials, and achieved the first 
round-trip delivery in Japan conducted without observers. 
Going forward, we will make practical use of drones in order to make 
deliveries more efficient, and promote regional revitalization and CO2 
reduction, in regions where traditional deliveries are difficult.
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In addition, Rakuten Travel is promoting a variety of pandemic-related 
initiatives for our customers, business partners, and society at large.
Most recently, we are supporting large-scale vaccination center operations 
in several regions, by expanding our workplace vaccination centers.
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The FinTech segment achieved increased revenue as the customer base of 
each service expanded and usage as a main service increased due to 
initiatives to promote cross-use.
Rakuten Card posted a year-on-year decrease in profits. This is mainly due to 
last year’s additional government subsidies for the promotion of cashless 
payments and upfront investments such as acquiring new Rakuten Card 
users for the post-pandemic market and marketing initiatives aimed at 
ecosystem expansion. These factors contributed to our growing industry 
presence. 
Rakuten Securities incurred more costs for customer acquisition and 
expansion of asset services, but we believe these up-front investments are 
necessary for future growth.
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Customer base expansion continued to be strong. In October, the number of 
Rakuten Cards issued exceeded 24 million.
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Rakuten Card’s shopping transaction value continued to grow at a fast pace. 
Its industry market share reached 21.4%.
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Rakuten Bank’s usage as customers’ main account is increasing. We 
achieved steady growth in the number of payroll accounts and transactions 
made.
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Rakuten Securities is expanding its asset business, which generates stable 
profits over the medium to long term. The number of investment trust 
accounts and the amount of contributions have increased significantly.
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In the insurance business, Rakuten Life started selling “dementia insurance” 
as a new form of insurance in response to Japan’s aging society. Contract 
acquisition is steadily increasing.
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Rakuten Payment succeeded in introducing customers to other Rakuten
Group services by releasing a new UI for the Rakuten Pay app, with 
expanded functionality for users. 
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As a new measure to expand our merchant base, we launched a campaign 
for small and medium-sized stores applying for Rakuten Pay for the first 
time, giving them one year of Rakuten Pay QR payments effectively free of 
charge.
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In June, Rakuten Card began offering a second Rakuten Card to customers in 
order to expand our wallet share. The number of second cards issued 
exceeded half a million at the end of September.
The amount spent per customer increases by an average of about 16%. This 
will contribute to future GMS growth.
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Rakuten Card have set our next set of goals, “The Triple Three”: 30 million 
cards issued, shopping transaction value of 30 trillion yen, and 30% of 
market share in the Japanese credit card industry.
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A transaction value of 30 trillion yen will put us on the same scale as global 
industry players. We are confident we can make our presence much bigger.
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We also believe that achieving the Triple Three contributes to the growth of 
not only our FinTech businesses, but the Rakuten Group as a whole.
Rakuten Bank has increased the number of Rakuten Card withdrawal 
accounts, and Rakuten Securities has significantly expanded its investment 
trust business since launching Rakuten Card credit settlements. 
The payment ratio of Rakuten Card in Rakuten Ichiba’s GMS is around 70%, 
demonstrating a synergistic effect.
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Rakuten Bank is preparing for its IPO. We believe this will let us manage 
operations more autonomously, lead to greater strategic growth, and 
further contribute to the Rakuten Ecosystem.
Every day, more people are shifting their daily activities into the Rakuten
Ecosystem, thanks to Rakuten Card. 
FinTech businesses will continue to promote cross-use with Rakuten Card as 
a point of entry, aiming to expand the customer base and profit base of all 
our FinTech companies.
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Rakuten Mobile’s network buildout is progressing at a rapid pace.
At the end of September, there were over 30,000 4G base stations on-air. 
As another 10,000 base stations are also ready to come online, as soon as 
we take delivery of semiconductor components, we are looking forward to a 
smooth and steady rollout.
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We expect to achieve our target of 96% population coverage for 4G in spring 
next year.
While the global semiconductor supply shortage has impacted our previous 
goal of 96% coverage by this summer, compared to the plan originally 
submitted to the regulator, we are still about four years ahead of schedule. 
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Thanks to this progress in the build out of our network, we are now ready to 
make solid inroads into switching off the roaming support we have had from 
our partner KDDI. 
From Oct 1st, we’ve started to gradually decrease these roaming areas, 
shifting nearly 40 prefectures from reliance on roaming to Rakuten’s 
network. 
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Our single service plan Rakuten UN-LIMIT VI has been very well received, for 
offering unlimited data usage at a low price. That said, for those in roaming 
areas there is a data usage limit of 5GB per month.
By accelerating the transition from roaming, more customers will be able to 
use our unlimited data plan at a lower price.  
We expect this to boost data usage for existing customers, qnd as the 
roaming areas decrease, we will be able to woo those new customers who 
may have been concerned about free data limits. 
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Here you can see, the number of subscribers has increased steadily even 
without the one-year free campaign period which ended in April. 
We expect the ongoing transition from roaming to our own network to 
further accelerate customer acquisition.
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Here are the mobile segment results for the third quarter.
We saw revenue grow over the previous Quarter. This is thanks to the 
increase in the number of users coming off our one-year free campaign.
The revenue increase from these users outpaced the revenue lost from 
MVNO users migrating to the MNO service with three months free campaign.
On the cost side, network-related costs continue to rise, as we increase 
coverage, resulting in a larger operating loss.
As we switch over areas to Rakuten’s network, we expect roaming cost to 
come down after the next switchover, scheduled for April 1.
In addition, the increase in fee paying customers can be expected to 
contribute to smaller losses from the second quarter next year.
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We were ranked as a 5G global leader and the best in Japan, in both 5G 
downlink and 5G uplink speeds by Opensignal, in its “5G Global Mobile 
Network Experience Awards 2021”.
These are testaments that we are on the path of success.
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We have now started phase 2 of our journey with Rakuten Symphony.
We aim to empower industry, society and individuals to transform 
themselves through cloud, edge and automation technology.
With a vision to connect everything to fulfill the potential for a sustainable 
society, Rakuten Symphony will redefine the telco landscape with its unique 
approach.
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We introduced the concept of transparency.
Our customers today can engage with us on a fully transparent cost model, 
eliminating friction, and establishing a true partnership approach with our 
customers.
Component level transparency in hardware cost, plus our approach to 
software and services will disrupt this industry for the better.
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Most recently, I am very delighted to announce to you one of the most 
advanced products we announced at Mobile World Congress in Los Angeles. 
It is a disruptive solution, for the first time in the telco industry, combining 
radio access, network, and transport, serving OpenRAN and legacy in one 
environmentally hardened, high performance platform. 
This is Symware. It is the new Radio-as-a-Service platform that Rakuten 
Symphony is introducing to the market.
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We have also introduced a new way of consuming telco applications in an 
app store-like approach.
We use “Madina” ourselves, and are making it available to our customers.
This makes network rollout frictionless and automated.
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Rakuten Communications Platform（RCP）next generation OSS provides a 
simplified architecture; standardized, modern, and cloud native.
We have made headways in securing one of the largest OpenRan, virtualized 
networks, with 1&1 in Germany.
And working closely with Telefonica on redefining the evolution of a 
brownfield network in the OpenRan era.
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These are a few examples of how Rakuten Symphony is already engaging 
with telcos, to help them through this transformation journey.
We are currently engaging with over 100 telcos globally in all geographies.
The future is bright for Rakuten Symphony. The future is bright for mobile 
operators as they transition to 5G, leveraging Symphony’s disruptive 
solutions.
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