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Mr. Mizushima (Nikkan Kogyo Shimbun) Let me ask two questions. First, this quarter's 

results—particularly the Internet Services and FinTech figures—looked very strong. Mr. Mikitani, 

how do you yourself evaluate these numbers this time, especially for Internet Services and 

FinTech? That is all. 

Mikitani (Rakuten Group CEO)  This is about what one would expect. Truly, a considerable 

part of the growth is contributed by new users coming in via Rakuten Mobile, and the Rakuten 

ecosystem is working as designed, so it is genuinely working organically. Also, the promotion of 

cross-use using AI is going well, and AI-driven cost reduction—cost efficiency—and improving 

operational efficiency are, I think, the reasons behind it. 

Mr. Mizushima (Nikkan Kogyo Shimbun) For the second point, there was explanatory 

material on Rakuten Mobile's future capital expenditure. Looking at the chart, CapEx from 

September onward—when the current roaming contract with KDDI expires—appears to rise. Is 

my understanding correct that, after the current roaming contract with KDDI reaches its term, 

you will accelerate base-station development in earnest, centered on rural areas? Please tell us 

about the future CapEx. 

Hyakuno (Rakuten Group Group COO) To repeat, we are currently finalizing arrangements 

with KDDI, and in areas where Rakuten Mobile needs more time to build coverage, we will 

continue roaming from October onward. In areas where Rakuten already has coverage, we will 

scale roaming down. Within that, regarding the construction you asked about: last year we again 

re-accelerated—accelerated the antennas—but the labor shortage was severe, so in addition to 

increasing the number of construction contractors, we in-housed the front half of the 

construction process and are proceeding that way. So, regardless of roaming, this is something 

we were going to accelerate from the outset, and we are now proceeding at maximum speed. 

That is all. 

Mr. Sunaga (Yomiuri Shimbun) Two questions. First, regarding the roaming that Chairman 

Mikitani explained at the end—please tell us specifically which areas you will scale down from, 

from October onward. That is the first. Second, on the weak yen and rising prices: rather than 

decelerating, this is progressing, so please tell us again your view on the low-price mobile 

business strategy, such as the Rakuten Saikyo Plan. That is all. 

Hyakuno (Rakuten Group Group COO) To repeat, in the areas where we are now sequentially 

carrying out coverage construction we will continue roaming, and in the areas we already cover 



 
we will scale it down. We are now in detailed discussions with KDDI on that, across every 

corner of the country. That is all. 

Mikitani (Rakuten Group CEO) First, from a marketing standpoint: with inflation, consumers do 

find daily life difficult in places, and amid needs to economize in various ways, I think the Saikyo 

Plan continues to attract considerable interest. On the other hand, the purchase of servers—

memory in particular—has surged sharply, which I think is true not only for us but for all IT 

companies, so there we will make efforts, through business effort, to keep costs from rising as 

much as possible. In that context, leveraging AI is extremely important for saving energy—so-

called electricity costs—and for operating with as few personnel as possible; and at the same 

time, especially centered on mobile shops, we are also making efforts to explain and have 

customers purchase security services and other high-value-added services as much as 

possible. That is all. 

Mr. Chayama (Toyo Keizai) First, I would like to ask how you evaluate the first single-quarter 

net profit in six years. From Mr. Kaga's explanation, I got the sense that a one-time factor in tax 

expense was particularly at work; may I ask whether we should see this net profit becoming 

established from the third quarter onward? I ask because, while for pre-tax and post-tax profit 

you state you aim for full-year profitability this fiscal year, there is no such statement for net 

income, so please include your outlook toward full-year profitability this period. Second, on the 

Ministry of Internal Affairs and Communications' selection for the low-earth-orbit satellite 

infrastructure project: this is a project receiving a budget on the order of 150 billion yen, and I 

understand the nation sees significance in having a domestically produced satellite-

infrastructure option as an alternative to Starlink. Please share Mr. Mikitani's view on the 

significance of participating in this project; and if possible, since the service planned for the 

fourth quarter is noted as participating in this project in a different form, please comment, to the 

extent possible, on how the demarcation between them works. That is all. Thank you. 

Kaga (Rakuten Group Vice Group CFO) I believe you asked about guidance for next fiscal 

year and beyond. First, on operating profit: we achieved consolidated operating profit for two 

consecutive years, last year and the year before, and at this year's first-quarter results 

announcement we stated that we would further maximize operating profitability. At today's 

announcement, pre-tax, post-tax, and net income—including the portion attributable to the 

parent—turned positive, and as shown on the slide you are now viewing, for pre-tax and post-

tax as well, we issued new guidance targeting full-year profitability this fiscal year. On the other 

hand, I understand the thrust of your question concerns the far-right column, profit attributable to 

owners of the parent. Having achieved post-tax profit this period, the natural next target 

becomes profitability of the final line, profit attributable to owners of the parent, so we intend, as 



 
one group, to work hard so that next fiscal year we can turn even that parent-attributable line 

positive. That concludes my answer. 

Mikitani (Rakuten Group CEO) On this accounting matter, I would just add that there are 

probably some distortions in Japan's tax system—for instance, you cannot consolidate unless 

ownership is 100%, and local taxes cannot be consolidated—tax-accounting arrangements that 

would not exist in other countries, and that is one thing with a large influence. So overall, we 

undertook this Mobile business for very strong earnings power and to grow; and beyond simply 

lifting revenue, including the data dimension and the ability to pay for Rakuten Mobile with 

points, it has become a very large growth driver—including finance—please understand it that 

way. As for satellites: this is very much about national resilience; we had a major earthquake 

again this time. AST SpaceMobile could become the only service in depopulated areas and at 

sea going forward, and it will be a service that can be used for the nation in various ways, while 

bearing the extremely important responsibility of realizing, for the first time, a Japanese-flagged 

low-earth-orbit satellite. That is all. 

Ms. Kimura (NHK) I apologize for overlapping, but regarding this 2Q profit achievement—the 

first in six years—may I ask again which segments were the drivers, and that area, including 

your evaluation? That is the first point. Second, changing the angle: on the Kumamoto 

earthquake, this time there seemed to be horizontal coordination among the carriers and a 

relatively quick restoration; could you tell us what response you took, and any lessons for the 

future? 

Mikitani (Rakuten Group CEO) As for the factors, we knew within the company that it would 

naturally turn out this way, so there is that; but one big factor, I think, is that the financial sector 

is growing very strongly. As for why those customers gather, there is the Internet Services 

business we have long run—e-commerce, travel, and so on—and, more recently, with the entry 

of Mobile: for example, join Rakuten Mobile and card usage grows roughly 30%, or bank 

deposits increase. So in terms of customer acquisition, the teamwork of adding Mobile to those 

two axes—like Mouri's three arrows—these three arrows coming together is, I think, a very large 

reason. And another is that we are making full use of AI; the operational efficiency from this is 

very large, so from here I want to substantially raise the operating margin on this basis. As for 

Kumamoto, I believe we did the maximum we could at this point in time, but there are still things 

we can do for future countermeasures, which we are now examining in detail—such as being 

able to continue service during power outages—and above all, it is critically important that AST 

SpaceMobile will be able to provide broadband. In particular, when something like this occurs, 

we can flexibly reposition the target coverage area, so we want to realize continued service by 

allocating generous frequency bands to the affected disaster area. As I have repeated many 



 
times, AST SpaceMobile's Japanese J-LEO plan will, I believe, become very important going 

forward. That is all. 

----- End of Media Q&A Session ----- 
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Mr. Nagao (BofA Securities Japan) I have two questions. First, pre-tax profit has now been 

positive for four consecutive quarters. This quarter it was positive even after absorbing a one-

time loss on the warehouse business. Going forward, with such one-time items rolling off and 

the Mobile business improving, pre-tax profit should grow; and given the loss carryforwards, 

cash tax burdens will be contained. Should we understand that from the third quarter onward 

you have entered a phase where cash-generation capacity accelerates, or are there any 

concerns? That is my first question. Second, on capital expenditure: of the annual CapEx plan 

of 200 billion yen, 65.5 billion yen was in the first half, with the weighting skewed to the second 

half. As shown in your chart, should we take the certainty of execution to be high? And with the 

process reform and in-housing, to what extent should we assume per-base-station costs 

improve in the latter period? Could you also share your CapEx outlook? Those are my two 

questions. 

Kaga (Rakuten Group Vice Group CFO) I will take the first question. As you note, we feel that 

our cash-flow-generation capacity as a group is rising. As explained on the slide earlier, we 

issued new guidance targeting full-year profitability this fiscal year. In my area, a tax-driven 

transaction this quarter produced a negative tax expense; and, as Mr. Nagao noted, we hold 

approximately 1 trillion yen of NOL (net operating loss carryforwards) arising from past 

investments. These are not yet recognized on the balance sheet, but we regard them as an 

asset of ours in a sense. Going forward, these NOLs will offset taxable income to a certain 

degree, so we believe our cash-generation capacity will strengthen further. That concludes my 

answer. 

Hyakuno (Rakuten Group Group COO) On your second question regarding annual CapEx: as 

you say, we accelerated from late last year and are accelerating this year as well, but because 

we have in-housed the front-end processes, the construction period is largely unchanged. As 

shown in this chart, the reason payments increase sharply in the second half of this year is that 

the previously accumulated processes come through and radio-wave deployment begins. 

Accordingly, there is no delay in the construction schedule. As for cost, we control the costs 

against a cost standard we originally established on a daily basis, so costs too are being 

managed precisely and closely; we are not spending beyond budget. That concludes my 

answer. 

Mr. Tsusaka (Morgan Stanley MUFG Securities) I have two questions—one on Mobile and 

one on AI overall, specifically how it will connect to Rakuten's revenue, the top line. First, on 

Mobile, there is of course the negotiation with KDDI, and I expect some change to emerge from 



 
October. You are also building base stations at an accelerated pace, but the question from the 

user side is what happens to the user experience thereafter. When the new contract takes effect 

in October, will user-experience problems suddenly arise, or has the investment made to date 

already reached a sufficient level so that there will be no sudden deterioration in user 

experience? This also gives an indication of how subscriber numbers will grow, so I would 

appreciate your explanation. The second point: you announced the 'AI Store Manager' back-end 

concept this time. Ultimately, if the back-end raises user experience considerably, revenue rises 

as a result—but beyond that, through AI, does matching capability improve so that transactions 

grow larger, or does AI seamlessly connect finance, e-commerce, and mobile business models 

so that the ecosystem you hold is itself enhanced by AI? Please tell us what kind of 

expectations you have on the top-line side. Those are my two questions. 

Mikitani (Rakuten Group CEO) This will repeat what I said earlier, but essentially the roaming 

contract is split into several phases, and in the areas where Rakuten's own coverage is 

complete we will reduce roaming sequentially—please understand it that way. The issue that 

arises there is not that connectivity is lost, but that a slight capacity issue emerges; it is a 

capacity issue rather than a coverage issue, so we are reinforcing capacity sequentially. And, as 

we have done to date, in the unlikely event such a situation arises, we can provide our MVNO 

SIM, which we believe minimizes the impact. Through the various measures we have in place, 

we believe the impact can be reduced to nearly nothing. Furthermore, once the satellite 

communication service begins, conversely, Rakuten will connect even where other carriers 

cannot, which we think becomes a very large advantage. As for the use of AI, there are three 

areas. First is improving internal business efficiency; this is already working considerably, and 

profitability per business has risen substantially. Second is how to carry out new customer 

acquisition and how to raise unit prices. On acquisition, as you know, by in-housing advertising, 

rather than simply cutting costs, the knowledge and ingenuity of how to deploy based on data 

has been taken on within each business. Whereas previously we tended to hand things over 

wholesale to digital agencies, we have begun using our internal data to decide whom to target 

and how to acquire new customers—that is one major reason acquisition is accelerating in each 

business. On top of that, the question becomes how to raise unit prices, and that is done 

through optimization. AI is part of it, but carrying out optimization using data is one major point. 

And that optimization is like soccer—it is not enough for the forwards alone to be good; 

everyone must be good—so we can use data obtained elsewhere. For example, whether 

someone is affluent or not, and what their consumption behavior is, can be understood not just 

from shopping but by using card data, travel data, and mobile data; raising this granularity by 

even a few percent produces very large, compounding effects. I think that effect is very 

significant. To put it simply, and again repeating myself, the data clearly shows that when a 

customer joins Rakuten Mobile, Rakuten shopping increases 50%, Rakuten Travel usage rises 



 
20%, and Rakuten Card usage rises 30%, so using these as a hook is one point. Also—this was 

not in today's presentation—as for the Financial segment. Until now, cards were cards, 

payments were payments, insurance was insurance, and securities were securities, with each in 

a separate app; we will integrate these. Through this, the per-customer value in the financial 

business is extraordinarily high, and we believe this will rise dramatically. It starts with finance, 

but ultimately we will begin telecom and shopping as well and pursue it end-to-end. Why does 

everyone have so many apps on their smartphone? Because a single app could not cover 

everything, and we simply wanted to fill the home screen with Rakuten apps. But as we optimize 

with AI going forward, we will understand that this person now wants to use Travel, this person 

now wants to shop, this person now wants to buy stocks—and then, from that single app, all 

services can be used. As the first step, we begin with our finance business. That is roughly the 

picture. 

Ms. Yamamura (JPMorgan Securities Japan) Two questions from me as well. First—

apologies, this becomes a follow-up to Mr. Tsusaka's question—I too would like to ask about the 

use of AI. These were certainly solid, healthy results overall, including Ichiba and Travel, and I 

take it the effects of AI utilization are starting to show. On the other hand, and this is topical, 

some companies are gradually beginning to post dazzling results—top-line up 30%, OP up 

80%. Recruit is limit-up 23% today. Your business model should suit AI better than anyone's, 

and you engaged with AI earlier than anyone, so, put simply, my question is whether you 

couldn't do much, much more. Was something lacking until now, or is it simply the difference of 

magma having built up internally, now reaching the moment of lift-off? Will Mr. Mikitani's 

management resources go 'all-in' on AI from here? I think this is a once-in-decades inflection 

point, so I would appreciate your comment. Second, on the mid-term direction of Mobile 

investment: you crossed 10 million subscribers early, and as you aim over the medium-to-long 

term for 20 million—still some way off, I know—I sense the investment schedule and direction, 

considering the next five years, could change from what you have explained for this year, such 

as newly needing to acquire platinum band. It may be a world no one can foresee, but I would 

be grateful for whatever comment you can offer now. That is all. 

Mikitani (Rakuten Group CEO) The top line where AI takes effect most directly is, I think, the 

advertising business. Advertising is growing 15.6%—more than 20% recently. Advertising 

translates straight into bottom-line profit, so advertising will grow reliably through AI. The volume 

of data we hold is truly abundant, so that will grow. As for physical merchandise, rather than 

suddenly jumping through AI, it is more a matter of growing sequentially, because the amount 

people spend on shopping is limited. So increasing new customers remains important going 

forward. Meanwhile, finance is growing partly in the sense of making marketing spend more 

efficient, as I mentioned. What AI contributes, in one sense, ties to a group goal of eventually 



 
raising the operating margin above 30%; crudely put, at 3 trillion yen and 30% that is 900 billion 

yen of recurring profit. Roughly speaking, that is the idea. As for the second question, Mobile: as 

the first phase, as you know, we captured quite a lot of so-called early adopters, and the 

younger demographic was very strong. Recently, however, we are also reinforcing the regions. 

The customers we can win there actually have high ARPU, and because we sell face-to-face, I 

fundamentally think retail is quite important for Mobile. I am putting considerable energy into 

that, and these Mobile locations will, going forward, not simply be places to sign up for Mobile 

but sales counters for cards and, though licenses are required, for agency and other financial 

services. That is roughly it. 

Mr. Harahata (Nomura Securities) Two questions, please. The first is on the Mobile business. 

From September onward, with what strategy will Rakuten Mobile strengthen its competitiveness 

in the mobile industry—for example, concentrating CapEx and service rollout in urban areas and 

leaving rural areas to AST SpaceMobile, seeking demarcation and efficiency; or will you 

conduct CapEx broadly, including rural areas? Please tell us the broad policy and grand 

strategy. The second is on expanding the Rakuten ecosystem. For future profit growth, I think it 

is important to expand the ecosystem further; where does Chairman Mikitani place the greatest 

expectation now—perhaps AI, but if anything else, and conversely where you feel the greatest 

challenge, I would appreciate your guidance. Those are my two questions. 

Mikitani (Rakuten Group CEO) On Mobile strategy, broadly speaking: fundamentally, by 

further raising the quality of the current service, we can further increase customer satisfaction. 

That our churn rate has come to quite a good level compared with other carriers is, I think, one 

aspect of customer satisfaction. In addition, by having customers purchase high-value-added 

optional services as much as possible and thereby raising satisfaction, our ARPU also rises. 

Especially going forward, with various risks emerging—impersonation, phishing, and so on—we 

can provide security measures against these. Within Rakuten Mobile's services, we also 

launched a service that summarizes phone calls. When I actually tried it, it is surprisingly 

convenient. There are such high-value-added services based on calls, and we also have the 

very distinctive feature of centering on RCS. There, we would indeed like to pursue bundled 

services. Regionally, we will cover the regions more from here, and within that AST comes into 

the picture, I think. I go around the stores lining up four handsets and measuring them all; when 

you go deep into the mountains, no carrier connects, including ours—but I go around thinking 

that with AST it would connect. And, for example, out at sea, or fishermen, various people have 

various needs, so we want to pick up those niche areas too. Also, I had thought the lifetime 

value of the senior demographic might not be high, but when we measured it, the lifetime value 

is actually quite high. On AI: rather than a single project, there are literally hundreds running 

inside the company, with a Chief AI Officer for each service; the AI Officer's role is less about 



 
developing AI than about how to use it. In development, too, more than half of coding is now 

done by AI, so by in-housing development as much as possible we can, again repeating myself, 

not only lower cost but also raise quality—that is one thing we can achieve significantly. And in 

advertising creative, not only us but our merchants and advertisers will use AI for ads; for 

example, video advertising has had very high production costs, but micro-data advertising will 

emerge. We currently run YouTube Shopping exclusively for Rakuten, and going forward we 

want to strengthen social shopping of that kind. Let me add that the single biggest point is that 

we are in-housing AI to a certain degree. Relying on third-party AI is not merely expensive—

roughly ten times more expensive than in-house—and there is also some lag in response, so 

we will in-house whatever we can. Riding this open-source wave, Rakuten will also develop its 

own large language model, and will continue that development. 

Mr. Kumazawa (Daiwa Securities) Two questions from me. On roaming with KDDI: media 

reports last Friday and Saturday framed it as 'the roaming contract lending network lines to 

Rakuten Mobile ends in September,' which reads as somewhat negative for you. In reality it can 

continue, including rural areas, so I would first like to confirm whether, from your perspective, 

this October-onward roaming contract is, in a sense, as planned and relatively favorable to you. 

Second, on advertising: roughly 60% of ad placement is on Rakuten Ichiba, I believe, and it is a 

business with very high marginal profitability. If it grew 10 billion yen over a year, that alone 

probably represents about 4 to 5 billion yen of profit contribution in the second quarter, and if 

you back that hypothetical 4–5 out on an EBITDA basis, the EC EBITDA increase looks a bit 

smaller. If there is this advertising plus, and another area where costs are being incurred, could 

you share something? 

Hyakuno (Rakuten Group Group COO) On roaming—apologies for repeating—the two parties 

are in discussion, and contractually I really should not go into detail, much as I would like to; 

apologies. It becomes the same point, but the two sides have agreed and we are now finalizing 

the details, so where it takes us a little more time, we will continue, and elsewhere we will scale 

down sequentially. It is not a matter of cities or rural; we are talking about it on an overall basis. 

Mikitani (Rakuten Group CEO) To sum up, please regard the impact as limited. Let me also 

touch on how Rakuten Ichiba's earnings are rising dramatically. 

Matsumura (Rakuten Group, President of Commerce & Marketing Company) On 

advertising: Rakuten Ichiba continues to grow steadily in both GMS and advertising, but in 

addition, in terms of growth rate, the advertising growth rate in Travel is also very high. As 

explained earlier, Travel shows a very high GTV growth rate, and compared with Ichiba the 

timing of strengthening advertising is historically more recent, so its growth rate being high is 

one point. Across the group as a whole, Ichiba and Travel together generate nearly 70% of total 



 
advertising, but we are also strengthening the remaining portion as needed, and it is rising 

overall. So to address the earlier question, Ichiba's advertising is of course growing, but 

including growth elsewhere, advertising is growing across the board. 

Mikitani (Rakuten Group CEO) Looking ahead, by using Rakuten's data to increase third-party 

advertising—for example, combining Rakuten's data with a look-alike function on another 

company's social media—the data shows advertising effectiveness roughly quintuples, so 

please recognize that so-called ordinary enterprise-client advertising is growing strongly. 

Mr. Kazahaya (UBS Securities Japan) Mr. Mikitani, I just counted the number of your apps on 

my smartphone and there are 14; I apologize for still being a light user. Two questions from me. 

One concerns the synergies from the FinTech reorganization, and the next is the logistics 

business. Looking at page 12 of the materials, FinTech synergies of 32 billion yen are included 

for the fiscal year ending March 2030, under maximizing the customer base. With cards, bank, 

and securities growing at the current rate, one could see the account total reaching around 90 

million by March 2030—there is double counting, I know. In that case, 32 billion yen of synergy 

works out to only about 355 yen per account. I feel this figure is too low, so where do you, Mr. 

Mikitani, see the real synergy? And separately—something that has bothered me as you keep 

presenting it—you make no mention at all of synergies to Rakuten's other ecosystem, such as 

Ichiba and Mobile. Beyond FinTech, where 32 billion already seems low, how much synergy to 

the total Rakuten ecosystem could be expected out to around March 2030; and if you cannot 

answer now, when might you be able to speak to it? That is the first. The second is the 

reorganization of the logistics business. The materials say you will convert to warehouse use for 

your own direct-sales business going forward. Apologies if this is my lack of understanding, but 

regarding the concept of Rakuten Super Logistics, and more broadly your view of this logistics 

business—what did you originally envisage, and now that you have taken the impairment, what 

services can the logistics business itself provide to merchants going forward, and how might 

that affect competitive advantage? That is the second. Thank you. 

Sonoda (Rakuten Group, President of FinTech Group Company)  On the opening point 

regarding FinTech synergies, I will respond. As you say, this 32 billion yen customer-base figure 

will feel quite conservative. There were the original plan values of each company, and to those 

we added, at the time of this reorganization, a number we believed we could achieve on a fairly 

conservative basis—that sum is 32 billion yen. At present the reorganization is truly imminent. 

Synergy subcommittees and the like are being held, and in addition to the parts where we can 

clearly deliver, we are working hard on what further ideas within FinTech could expand this. 

Personally, I regard this as a fully achievable figure with further upside. That is all. 



 
Mikitani (Rakuten Group CEO) Rakuten Card now has nearly 35 million issued, and I think you 

all use them. But Rakuten Bank has only about 18 million accounts. The user experience is 

currently fragmented; by integrating them I think we can achieve considerable cross-sell, so I 

had better not casually give numbers now, but the effect is very large. Making it the main 

account is also quite important. And on interest rates—crudely put—if rates rise 100, 150, 200 

basis points: until now, frankly, for Rakuten Card the senior portion was underwritten by 

Rakuten Bank, but the subordinated portion could not be held and used for funding by the card 

business, so that portion was funded externally. That cost ran to tens of billions of yen. 

Meanwhile, Rakuten Bank has Bank of Japan deposits, and this offsets the very high rates 

Rakuten Card is paying, so on a combined basis it becomes a tremendous reduction in 

financing cost—that is the 53 billion yen per year shown here. In addition, going forward, the 

costs we pay to various settlement platforms—Visa, Mastercard, the Bank of Japan, SWIFT—by 

converting these to stablecoins, these payments, also 50–60 billion yen per year, can be 

substantially reduced. This is a fairly grand project, so while the market talks of 400 billion yen 

of recurring profit by 2030, I think we can comfortably exceed that—depending on the rate 

environment. To be precise, we have not finished the calculation yet, frankly. But, as I said, it is 

about the integration of the user experience, with points woven in. When we started Rakuten 

Securities, we had 300,000 accounts; now it is nearly 15 million, and at the current pace it will 

reach 20 to 25 million, with most young people trading on Rakuten Securities—and once that 

happens, as you say, shopping too becomes 'well, let's do it on Rakuten.' So for people using all 

three, the shopping ratio on Rakuten becomes extremely high. On logistics: I agonized over this. 

Doing it as a business of Ichiba—just as Amazon's fulfillment service is part of Amazon—it is 

essentially important as an EC service. Strictly speaking, in the Western way of thinking, 

whether logistics services should be treated as part of the cost within shopping is a question; 

but if you do that, conversely, you lose sight of how to make logistics efficient, so making it a 

separate company is one reason. Also, the partnership with Japan Post: there was a logistics 

crisis in the past, a delivery crisis, where delivery fees suddenly tripled. Wanting to avoid that at 

all costs, the partnership with Japan Post also has the meaning of a built-in defense. What we 

must do from here, however, is bring in automation. Probably, including other companies and 

even Amazon, automation in Japan has not progressed that much, frankly. But considering the 

labor shortage from here—not only for us but including 3PL, and including issues like 

warehouses being hot in summer—we must advance automation; yet conventional automation 

will not do, so by considering the various latest options, including inexpensive cloud-based 

automation, if we can achieve that, merchants will increasingly entrust goods to Rakuten's 

warehouses. Conversely, we would like to make it a platform that handles not only Rakuten's 

logistics but, in the extreme, Amazon's and Yahoo! Shopping's and other logistics as well. 

Originally we undertook this to counter Amazon's fulfillment service, but that aside, if we only do 



 
that alone—since merchants generally list on other venues too—we must develop it into 

consolidating that logistics as well. 

----- End of Analyst Q&A Session ----- 


