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1 25th Anniversary and Vision 2030
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Kept Challenges for 25 Years 
and 

Accelerate in the Future
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Vision 2030: Long Term Business Plan

Sustainable Topline Growth

OI Margin
Current 13.5%*ќ Target Over 20 Ṿ

Significant profitability for 
Rakuten Mobile and Rakuten Symphony   

*excluding mobile
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Vision 2030 vs 2021

2021 2030

Revenue JPY 1.7tn
Maintain

growth momentum

OI Margin 13.5%*1 Over 20.0 %*2

Domestic EC GMS JPY 5tn Over JPY 10tn

Mobile/Symphony Investment Stage

Mobile: New Pillar of profit & 
No.1 subscriber base

Symphony: Leader in virtualized 
network industry

FinTech
Card: Market Share 20%

Bank: Preparation for listing 
in the future

Card: Mid -term Triple 3 goals
Bank: Long term vision 

*1 Excluding mobile *2All businesses 

2021 2030
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Strong Profit Base led by Mobile Business
GMS at 

Rakuten Ichiba

70% Up*

Mobile
Subs 

Growth

Mobile
Business 
Growth

Increase 
Loyalty 

to 
Rakuten
Services

Drive Subs Growth & Network Quality
Maximize

Profit

* Average Monthly GMS per user at Rakuten Ichiba who join Rakuten Mobile 
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2 Q1/22 Highlights
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2021 Highlights

Global GTV Domestic EC GMS

JPY7.3 tn
+21.9% YoY

JPY 1.3 tn
2 year CAGR

+15.9%

Rakuten Card
Shopping GTV

JPY 4.1tn

+26.1% YoY

Consolidated Revenue Non-GAAP 
Operating Income

ṕExcluding Mobile, Logistics, 
Investment Business and adjustments Ṗ

Rakuten Cards Issued
(Apr/22)

26 mm

Rakuten Bank Accounts
(Mar/22) 

12.3 mm

Q1/22 Key KPIs

JPY 437.1bn

+11.7% YoY
JPY46.0 bn

+8.5% YoY

Rakuten Securities 
Accounts

(Mar/22)

7.68 mm
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69.6%
70.1%

70.5%
71.1%

71.9%
72.3% 72.3%

72.6%
73.0%

73.5%
73.9%

74.3%
74.7%

74.8%

Q4/18 Q1/19 Q2/19 Q3/19 Q4/19 Q1/20 Q2/20 Q3/20 Q4/20 Q1/21 Q2/21 Q3/21 Q4/21 Q1/22
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The number of Rakuten Group monthly active users in Japan keeps growing while 
cross-use ratio steadily increases.

Monthly active user growth in Japan Ratio of users of two or more services *2

Rakuten Ecosystem Supports Growth of the Rakuten Group

(Number of monthly active users in Japan)

+11.2% YoY*1

Over 36mm

*1 Comparison of average monthly active users during end of January- end of March 2022 versus end of January- end of March 2021. 
*2 Percentage calculated by dividing the number of users of two or more services in the past 12 months by the number of users of all services in the past 12 months (as of the end of March 2022).

(Limited to the use of services that can earn Rakuten Points.)
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Customer Satisfaction Survey *1: No. 1 Rakuten Points

V Over 90% of 
points issued, 
are used by 
customers

ṕStart Bonus Campaing Ṗ

,etc.

Promote cross -use and increase loyalty

Number of points issued annually is increasing year by year
Attractive

Campaign & Program

Innovative point service

Expanding
Points ecosystem

2019 2020 2021

ṥAnnual issuance of points *2Ṧ

ēÊãÝâè ÃâêÙçèÝâÛĔ

ēÊãÝâè ¼Ýè×ãÝâĔ

,etc.

Rakuten Points
Number of locations

Online / Offline

5mm *3 +1.2mm*4

320bn

470bn

530bn

(Rakuten Super SALE)

*1My voice com, Survey on points, October 2021 *2 Included the increase of the government cashless points due to the return business
*3 5mm : Total number of locations where Rakuten Pay, Rakuten Edy, Point card are available to use as of June 2021.
*4 1.2mm : Total number of stores where  transportation electronic money can be used as of June 2021.
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3 Internet Services
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Q1/22 shopping E-Commerce *2

grew steadily, continuing from Q4/21

JPY 1.3tn
+10.0%

YoY

Q1/22 GMS*1 Q1/22 Revenue
Q1/22 Non-GAAP

Operating Income

JPY 182.5bn
+11.9% +77.3%

JPY 21.5bn

YoY YoY

Domestic E -Commerce Highlights

*1Domestic e-commerce GMS is the combined transaction amount for Rakuten Ichiba, Rakuten Travel (GTV on checkout basis), Rakuten Books, golf business, Rakuten Fashion, Rakuten Dream businesses, Rakuten Beaut y, 
Rakuten Delivery, Rakuten 24, auto business, Rakuma, Rakuten Rebates, and Rakuten Seiyu Netsuper , etc. (*Excludes some tax-exempt businesses, includes consumption tax.) 
*2 Shopping e-commerceṬIchiba + 1st Party (Rakuten Fashion, Books, Rakuten 24 and other direct daily necessities shops, Rakuten Seiyu Netsuper ) + Open EC (Rebates, Rakuten Pay online payments) + Rakuma.
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12.1

21.5
2.7

14.8

Domestic E -Commerce Operating Income Breakdown *1

Q1/22 
Domestic E-Commerce 

Operating Income

Q1/21
Domestic E-Commerce 

Operating Income

Q1/22 
Domestic E-Commerce 

Operating Income
(Excl. logistics-related investments/costs) 

ḱContinuous expansion of      
Rakuten Ichiba.

+6.8

Growth of marketplace 
businesses
ḱRakuten Ichiba
ḱRakuten Travel
ḱRakuten GORA, etc.

Investment phase businesses
ḱRakuten 24 (daily necessities)
ḱRakuma
ḱRakuten Books
ḱRakuten Fashion
ḱRakuten BIC
ḱRakuten Seiyu Netsuper , etc. 

ḱLogistics-related investments and costs : +3.4bn
ḱChanges due to changes in point accounting method *2: +3.5bn

July 2021
Succession of Rakuten-
operated logistics 
business to JP Rakuten
Logistics.

ṕJPY bnṖ

-0.1

*1From Q4/21,Rakuten Books network, cross border trading, Rakuten Kobo (domestic) and Rakuten Magazine were transferred from the Others se gment to the Domestic EC segment. This has resulted in retroactive adjustments to Domestic E -
Commerce revenue and operating income.
*2 Retroactive revisions have been made by transferring the points for the entire group that were managed at Rakuten Ichiba to the Rakuten Group.
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vs. Jan 2020 rate of change

VS.

Retail industry sales*1

VS.

Supermarket sales *3

VS.

Travel agency industry GTV*2

VS.

Department store and

supermarket apparel sales *4

Rakuten E -Commerce Services GMS Growth Exceeds Industry 
Standards

vs. Jan 2020 rate of change vs. Jan 2020 rate of change vs. Jan 2020 rate of change

(online supermarket)

20/1 22/3

20/1 22/3

20/1 22/3

+80.7%

+5.8%

+0.4%

-85.4%*5

+84.6 %

+10.4%

20/1 22/3

+39.4%

-19.1%

*1METI, Commercial Sales Value by Type of Business and Value from Same Month/Period of the Previous Year.
*2 Japan Tourism Agency, Flash Report on Major Travel Agency Transaction Amounts.
*3 National Supermarket Association of Japan, Supermarket Sales Statistics Survey.
*4 METI, Preliminary Report on the Current Survey of Commerce ( February,2022 ) Statistics Tables.
*5 As of February 2022
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Rakuten Ichiba + Other E-Commerce Services Cross -Use Expansion

+14.2%

ṧ

+23.5%
YoY YoY

Q1/22 Rakuten Ichiba + Other E-Commerce Services Users YoY Cross-Use Growth

ṧṧ

ṕRakuten IchibaṖ

ṧ

+14.7%
YoY

+48.6%
YoY

ṕRakuten IchibaṖ

ṧ

ṕRakuten IchibaṖ

+43.2%
YoY

ṕRakuten IchibaṖ ṕRakuten IchibaṖ

(online supermarket)
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While activating secondary distribution together with businesses, we will strengthen cooperation 
with primary distribution and promote a circulation strategy with Rakuten Ichiba

Rakuma : Expansion of business listings and circulation strategy

Expansion to business listings Circulation with Rakuten Ichiba

Customers

Listing

PaymentPurchase

Earning

Rakuten Ichiba

+

Reuse  
[B rand ]

Impor t  
I tems

B ra n d
O U T L E T

S AL E

D i re c t  d e l i ve r y  f ro m  
p ro du c t i o n  a re a ḱ

E l a b o ra te  fo o d s
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Q1/22 GMS
ṕTotal of store shipment / distribution center shipment Ṗ

+24.1%
YoY

+70.5%
YoY

ü 2018:Kashiwa City, Chiba prefecture
ü 2021: YokohamaCity, Kanagawa 

prefecture
ü 2022: Ibaraki City, Osaka prefecture
ü 2023: (Planned)Matsudo City, Chiba 

prefecture

Distribution Center Expansion

Q1/22 GMS shipping from 
logistics centers

(online supermarket)

Rakuten Seiyu Netsuper : New Distribution Center Driving 
Performance Growth

Â The commercial area and supply 
capacity have expanded not only in the 
Kanto area but also in the Kansai area
due to the launch of our Kohoku 
logistics center and Ibaraki logistics 
center

<Ibaraki logistics center>
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Expanding the Rakuten ecosystem by promoting the 

introduction of Rakuten services in each region

In addition, further expand the ecosystem and increase 

Rakuten fans in the future due to recirculation within the 

local economy

Rakuten Ecosystem Expansion through Regional Strategy 

ṥPast Ṧ ṥFuture Ṧ

Local Governments

Local Businesses

Local Residents

Local Businesses

Local Residents

(Rakuten hometown tax)

(Rakuten hometown tax)

, etc.

, etc.
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-7,409

-5,972

-5,227

-643

-1,762

184 247 302

-2,316

Q1/20 Q2/20 Q3/20 Q4/20 Q1/21 Q2/21 Q3/21 Q4/21 Q1/22

Improved Profitability of Other Internet Services

ü Cost reduction thorough business 
management

Other Internet Services operating Income
(Excluding gain/ loss from minori ty investment) Main Factors

ü Improvement of sports and overseas 
businesses

Profitability improved due to cost reductions achieved through business concentration and 
selections made by Business Portfolio Committee, and gradual return to normal business activity. 
This has led to significant profitability improvements across Other Internet Services.

Excl. Rakuten Rewards and 
Rakuten Viber

JPY +622 mm 
YoY

(JPY mm)

ü Q1/22 operating income decreased
YoY due to Rakuten Viber reflecting 
Ukraine situation, and Rakuten Rewards 
marketing costs
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4 FinTech
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FinTech Card and Bank businesses are performing well with a growing customer base

Q1/22
Revenue (excl. Securities)

Q1/22
Non-GAAPOI (excl. Securities)

Rakuten Cards Issued *

Surpassed

26mm

+5.4%
YoY

+4.8%
YoY

Rakuten Bank Accounts Rakuten Securities Accounts 

Surpassed

12.3mm

Q1/22 Earnings Highlights 

Surpassed

7.6mm

* Achieved in April 2022. 
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* As of March 2022

Cross-use among FinTech services is expanding

Cross-Use Example of FinTech Businesses

+71.2%*

YoY

Bank

Securities

(Number of Unique Users across Rakuten 
Card, Rakuten Bank and Rakuten Securities)
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ÌÕßéèÙâ ½ÕæØ" ¿Õ×Ü ÅÊÃ ÇãêÝâÛ èãëÕæØç ēÎæÝäàÙ =Ĕ ¿ìäÙ×èÝâÛ 
Further Acceleration Post -COVID 

2008 2022

Reached 26mm
in April 2022

2008 2021

Reached 14.5 trillion yen 
(FY2021)

Feb 2022

22.4%

2012 2022

Mar 2012

4.9%

* Ministry of Economy, Trade and Industry, Specified Service Industry Statistics Survey, Credit Card Industry.
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Rakuten Bank: Steady Growth with Further Acceleration in Number 
of New Accounts Opened 

Mar/22 Customer Bank Accounts Mar/22 Deposit Balance

+36.1%
YoY

12.3 mm JPY 7.5 tn
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Newly Opened General Securities Customer Accounts No.1*1 Newly Opened NISAḱiDeCo Accounts No.1

Why Both Beginner and Veteran Choose Us

Rakuten Point ProgramOwned MediaiSPEED

Investment Trust Sales No.1*2

691.9 bn

Rakuten Securities

Rakuten Securities: Towards Unmatched Securities Company 

*1 »ÛÛæÙÛÕèÙØ Öí ÌÕßéèÙâ ÍÙ×éæÝèÝÙç ÖÕçÙØ ãâ ØÝç×àãçéæÙç ãâ ÙÕ×Ü ×ãáäÕâíĐç ëÙÖçÝèÙ! ½ãáäÕâí » ØãÙç âãè ØÝç×àãçÙ èÜÙ âéáÖÙæ ãÚ Õ×counts after March 2021. Number of accounts with balance for Company B and D, 
total accounts for Company C.
*2 »ÛÛæÙÛÕèÙØ Öí ÌÕßéèÙâ ÍÙ×éæÝèÝÙç ÖÕçÙØ ãâ ØÝç×àãçéæÙç ãâ ÙÕ×Ü ×ãáäÕâíĐç ëÙÖçÝèÙ! ½ãáäÕâí » ØãÙç âãè ØÝç×àãçÙ èÜÙ ÃâêÙçèáÙâè Îrust Sales after Sep. 2021.

D
C

B

7.68mm

A 

Rakuten Securities

A C
B

D
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Rakuten Insurance Business: Strong Embedded Insurance Strategy 
with Distribution Channels across Rakuten Group Services

General insurance

Life insurance

Super easy insurance

Rakuten Anshin Extended Warranty

Private car discount insurance

Pet Small -amount -short -term -insurance

Travel insurance

Lodging insurance

Ancillary insurance

Fire insurance

Group credit insurance

Device insurance

Golf insurance

Drone appraisal

Bank


