
Before beginning my presentation of the results for the first six months of the fiscal year ending 

March 31, 2019 (FY2018/1H), I would like to express our heartfelt sympathy to those affected by 

Typhoon 21 of 2018 and the Hokkaido Eastern Iburi Earthquake.

DOCOMO’s disaster response measures and plans for improved disaster preparedness will be 

explained later in the course of this presentation.



Let me now present the results for the six months ended September 30, 2018 (FY2018/1H).

In the first part, I will explain the highlights of FY2018/1H results:

In the second part, our medium-term management strategy; and

In the third part, shareholder returns.



This is the snapshot of our FY2018/1H results.

We recorded a year-on-year increase in both operating revenues and profit, successfully growing 

operating revenues by ¥95 billion to ¥2,389.5 billion and operating profit by ¥50.6 billion to 

¥610.5 billion.

Net profit attributable to shareholders of NTT DOCOMO, INC. was ¥407.1 billion, up ¥15 billion 

from the same period of the previous fiscal year. Free cash flow, on the other hand, decreased 

by ¥16.6 billion year-on-year to ¥374.7 billion due to an increase in corporate tax and other 

public dues. 



Here are the results by segment.

In “Telecommunications business”,  operating revenues and operating profit recorded an 

increase of ¥91.2 billion and ¥35.2 billion, respectively.

As for “Smart life business” and “Other businesses” combined, operating revenues and 

operating profit grew by ¥5 billion and ¥15.4 billion, respectively.

We thus posted an increase in revenues and profit in both “Telecommunications business” and 

“Smart life and Other businesses”.

We managed to expand the operating revenues of Smart life business despite the negative 

revenue impact caused by the divestiture of our group affiliate Radishbo-ya in February 2018 as 

we disclosed upon the results presentation for FY2018/1Q, owing mainly to the favorable 

performance of finance/payment services and other factors.



The chart here explains the key factors behind the year-on-year changes in operating profit.

The key factors behind the ¥95 billion year-on-year increase in operating revenues were the 

following;

- Mobile communications services revenues decreased by ¥10.5 billion due to expansion of

customer returns; however,

- Optical-fiber broadband service revenues, etc., grew by ¥32.3 billion,

- Other operating revenues expanded by ¥1.8 billion; and

- Selling revenues and expenses improved by ¥71.4 billion due primarily to an increase in 

wholesale unit price of handsets.

Operating expenses recorded an increase of ¥44.5 billion.

Consequently, operating profit for FY2018/1H grew by ¥50.6 billion from the same period of the 

previous fiscal year to ¥610.5 billion.



About “d POINT CLUB” membership.

We are making ongoing efforts to expand our customer base centered on “membership.”

The total number of “d POINT CLUB” members reached 67.63 million as of September 30, 2018, 

of which the number of “d POINT CARD” registrants (which represents the number of users who 

can earn and use “d POINTs” at participating stores) increased by 1.6-fold from the number a 

year ago to 27.88 million.



About the operational performance of our telecommunications business.

The total mobile telecommunications service subscriptions reached 77.05 million, up 2% year-

on-year.

Churn rate dropped from 0.64% to 0.54%, and handset churn rate from 0.47% to 0.46%. Both 

indicators were maintained low and recorded an improvement from the previous fiscal year.

We will continue to strive to curb churns by stepping up our customer returns and other 

measures.



The total number of smartphone and tablet users grew by 6% year-on-year to 39.21 million.

I will come back to the details later, but we plan to launch on November 1, 2018, what is called 

the “Welcome Sumaho Wari” campaign targeting customers planning to switch from feature 

phones to smartphones.

We will continue our efforts to facilitate subscriber migration from feature phones to 

smartphones and promote sales of tablet devices.

The total number of “docomo Hikari” optical-fiber broadband subscriptions increased by 28% 

year-on-year to 5.33 million.



About our ARPU performance.

The aggregate ARPU (including the impact of “Monthly Support” and other discounts) for 

FY2018/2Q grew by ¥80 year-on-year to ¥4,820, because we successfully offset the negative 

impact from the customer return measures with the expansion of “docomo Hikari” 

subscriptions.



Some comments on our network.

The total number of LTE base stations as of September 30, 2018 grew to 193,800, of which 

PREMIUM 4G-enabled base stations accounted for 123,000.

The devices shown here that are planned for release in the future will support Japan’s fastest 

mobile transmission speed of up to 1,288 Mbps for downloads and 131 Mbps for uploads.

With the view to the transition to 5G, we will make further enhancements to our network.



This shows the progress of our cost efficiency improvement.

We achieved cost efficiency improvement totaling ¥40 billion in the second quarter and  a 

cumulative ¥74 billion for the first half of FY2018, making a favorable progress toward our full-

year guidance of ¥120 billion.



This shows the operating profit from Smart life business and Other businesses.

The operating profit for FY2018/1H increased 22% year-on-year to ¥86 billion, making a steady 

progress vis-à-vis our full-year guidance of ¥140 billion. 

The main drivers behind the ¥86 billion operating profit for FY2018/1H include;

- Mobile Device Protection Service and other “support services for customers’ peace-of-mind,” 

which accounted for approximately 40% of the total;

- dTV, DAZN for docomo and other “content/commerce” services, which accounted for 

approximately 20%; 

- d CARD, d PAYMENT and other “finance/payment” services, which accounted for 

approximately 20%;

- Enterprise IoT and other “enterprise solutions,” which accounted for approximately 15%; and

- d PHOTO and other “lifestyle” services, which accounted for approximately 5%.



Regarding our finance/payment services, the total transactions processed with our 

finance/payment services grew by 22% year-on-year to ¥1,830 billion.

The total number of “d CARD” members reached 19.41 million, of which the number of “d CARD 

GOLD” members grew steadily to 4.58 million, 1.5 times the level a year ago.

The transactions handled with our finance/payment services have grown steadily in line with the 

expansion of “d CARD” and “d PAYMENT” usage, etc.



About our “d POINT” program.

The total “d POINTs” used recorded a 1.5-fold increase over the same period of the last fiscal 

year and reached 79.4 billion points. Among this, the points used at partners’ stores accounted 

for 45% or 35.6 billion points, posting a 2.2-fold increase over the same period of the previous 

fiscal year.

The total number of “d POINT” partners, which represent the total number of brands/sites 

where users can earn or use “d POINTs,” increased by a 2.1-fold to 322, and the number of 

participating stores expanded to some 41,900.

Going forward, we will actively implement measures that will make the program even more 

compelling and convenient for “d POINT CLUB” members as well as our partners.  



Here, I will explain how we are promoting “+d” value co-creation activities.

The number of “+d” partners continued to grow steadily and reached 644 as of September 30, 

2018.

Joining forces with partners, we will accelerate our efforts for value co-creation under the “+d” 

program going forward.



We positioned FY2018 as the year of putting “Declaration beyond” into execution. Here, I would 

like to share with you some concrete actions we have undertaken.

To deliver “value and excitement to customers,” we have implemented the initiatives listed up 

here for Declarations 1, 2 and 3.



For “value co-creation with partners,” we have taken the following steps:

Under Declaration 4, we will collaborate with Okinawa Prefecture undertaking various activities 

including the establishment of DOCOMO 5G Open Lab OKINAWA in December.

For Declarations 5 and 6, we executed the measures described herein.

Going forward, we will accelerate the execution of “Declaration beyond” toward the goal of 

realizing a richer future.



Our ESG evaluations are summarized here.

DOCOMO continues to be a component of three globally prominent ESG indices.

In Japan, we were adopted as constituents of all ESG indices selected by GPIF, including the 

S&P/JPX Carbon Efficient Index that was newly selected by GPIF.

Through the delivery of “Declaration beyond,” we will continue our efforts to help build a 

sustainable society.



This is about our 5G-related initiatives.

We have hitherto primarily tackled the creation of 5G test environments such as 5G demo bus 

and 5G Open Labs.

Toward the planned launch of 5G pre-commercial service in FY2019, we will appropriate an 

incremental CAPEX of 10 billion yen to further accelerate network development and 

construction.



The slide here summarizes our disaster response initiatives that I alluded to at the outset.

Learning from the 2011 Great East Japan Earthquake, we have focused on the three items listed 

here.



In the aftermath of the recent Typhoon No. 21 and Hokkaido Eastern Iburi Earthquake, the 

measures that we have implemented hitherto produced effective outcomes.

Particularly, we operated the large-zone base station for the first time following the Hokkaido 

Eastern Iburi Earthquake, which allowed us to restore communication services over a wide area 

in Kushiro City.

At present, a total of 106 units of large-zone base stations are deployed across Japan.

We also dispatched mobile base station vehicles to affected areas and provided free battery 

charging and Wi-Fi services in an effort to minimize the disaster impact. 



To be able to respond to all sorts of disasters going forward, based on a review of the recent 

disasters, we have decided to implement ¥20 billion in additional disaster preparedness 

measures over two years including the current and next fiscal years.

The new measures include the installation of storage batteries in our nationwide docomo Shops 

within this fiscal year, so we can provide free battery charging services, even in the event of 

power outage.  We also plan to roll out solar power systems progressively.

In addition, we will also increase the deployment of emergency base stations such as portable 

satellite equipment, to ensure early recovery of communications services.

By reinforcing and improving our disaster preparedness on an ongoing basis, we will aim to 

enhance the safety and reliability of our network.



As shown in the table here, we revised the FY2018 full-year guidance that we announced in the 

beginning of the year.

Operating revenues were revised upwards by ¥70 billion to ¥4,860 billion.

Operating free cash flow was revised downwards by ¥20 billion to ¥940 billion.

As I explained earlier, the projected amount of capital expenditures was raised by ¥20 billion to 

¥590 billion to accelerate the initiatives for the launch of 5G pre-commercial service in FY2019 

and to implement additional disaster preparedness measures.



This slide provides a summary of our FY2018/1H results.



From here, I would like to explain our medium-term management strategy.



In April 2017, we announced “Declaration beyond”.

While promoting ESG management and taking actions for sustainable development of society, 

we are currently moving ahead with the execution of each Declaration.

This time, as our medium-term management strategy, I will present the concrete initiatives we 

plan to implement toward the realization of “Declaration beyond” and our medium-term 

targets. 



Our medium-term management strategy for sustainable growth in the 2020s is based on the 

basic policy of shifting our corporate focus to “transformation into business management 

pivoted on membership base” and “5G rollout and business creation”.

This strategy will be underpinned by the three pillars of:

- Revenue opportunity creation centered on customer base;

- Growth driven by 5G; and

- Execution of customer returns and evolution of customer touchpoints.



Let me explain the details, starting with the “revenue opportunity creation centered on 

customer base.”



Here, I will explain how we plan to create new revenue opportunities by further expanding our 

customer base.

We will focus on the expansion of “d POINT” membership, aiming to acquire 78 million 

members by FY2021 and over 100 million further down the line.

We will also strive to expand the number of merchants and corporate partners, with the goal of 

having 5,000 companies/organizations participate in our “5G Open Partner Program”.

Through the promotion of “+d” initiatives, we will connect our membership base and partners 

with DOCOMO’s assets to provide new values to our customers and partners, thereby creating 

new revenue opportunities.



In the meantime, we will also advance the “+d” program itself.

In addition to the collaboration with the stores participating in “d POINT,” “d CARD” and other 

programs, we will look into the possibility of collaboration in the area of marketing; leveraging 

our membership base, and promoting joint business deployment with a wide range of partners.

We started a joint initiative with J. LEAGUE to expand the number of spectators through 

micromarketing toward the goal of enlarging the overall fan base.

In our collaboration with Matsumotokiyoshi, we went one step further and carried out joint 

development of marketing materials as an effort for joint business deployment.

We plan to replicate these activities with various manufacturers going forward, so it can lead to 

the creation of new added value and business expansion.



Next is about the growth of finance/payment business in our Smart life business.

We have hitherto rolled out various finance/payment offerings, such as “d CARD” and “d POINT”. 

Going forward, we will evolve and expand the entire ecosystem of our payment platforms 

including “d Payment” and “docomo Kouza” accounts, to further grow our finance/payment 

business.

To this end, we will first aim to increase the number of locations where iD, “d POINT” and “d 

Payment” services can be used to over 2 million—more than double the current level—by the 

end of FY2021.

Through the expansion of our ecosystem, we will aim to expand the total size of transactions 

processed by our finance/payment solutions to ¥6 trillion in FY2021. Further, by leveraging 

advertisement, financial services and various other DOCOMO services, we will further drive the  

expansion of our Smart life business.

As part of our finance offerings, we have already launched DOCOMO AI insurance, lending and 

investment services, and we plan to introduce new services in the areas of FinTech one after 

another going forward.



This slide shows our plans for enterprise business.

By forming a small team, known as “Top Gun,” comprising the members of the three parties of 

our clients, DOCOMO’s Corporate Marketing and R&D teams, and also leveraging the initiatives 

undertaken in the “5G Open Partner Program,” we will aim to expand the number of external 

partners and develop commercial solutions one after another.

We will facilitate the horizontal deployment of such solutions by our nationwide Corporate 

Marketing units, so they can be utilized by a large number of clients to solve various social 

issues.

Through these undertakings, we aim to expand the revenues from enterprise solutions to ¥120 

billion in FY2021, almost double the level of FY2017.



Moving on to the second pillar, “growth driven by 5G.”



We will make an aggressive, cumulative investment of ¥1 trillion in the period between FY2019 

through FY2023 envisaging the 5G era.

In light of the scheduled launch of pre-commercial service in September 2019 and commercial 

services in the spring of 2020, we started making preparations from this fiscal year so that 

customers will be able to try out 5G services during the Rugby World Cup games in 2019, ahead 

of its full commercial launch.

In the age of 5G, not only “human users” but “all sorts of things” could be the target of our 

service offerings. We will steadily roll out coverage in areas where 5G is deemed necessary, so 

we can contribute to regional vitalization and solution of social issues while driving digital 

transformation with 5G.

Although this is not a definitive decision, we hope to terminate the 3G service sometime in the 

mid-2020’s after the launch of 5G, taking customers’ usage behavior into consideration.



The slide here explains the services and solutions to be provided over 5G network.

To create a wide array of services and solutions toward the full-scale introduction of 5G, we 

have been promoting co-creation activities with various partners using the “5G Open Partner 

Program” as the foundation.

For consumers, for example, we plan to offer stadium solutions leveraging 5G’s unique 

properties. By employing VR, AR and MR techniques, we will bring about new sensory 

experience services as presented in “Declaration beyond.”

For enterprise clients, we will promote co-creation with a wide variety of partners on such 

fronts as remote medicine and disaster prevention/mitigation, etc., in an effort to contribute to 

the development of society and industries.



From here, I will share with you some examples of the solutions that we are currently working 

on.

The first is our “stadium solution.”

To allow spectators to instantaneously share their experience at the venue with other people in 

different locations, we will enable real-time uploading and sharing of large amounts of data, 

such as high-resolution images and videos, leveraging 5G’s unique properties.

Using this capability, DOCOMO will propose a brand new viewing style for sports.



The next case is “anomaly detection using AI analytics of city video/image feeds,” a solution that 

we are currently jointly developing on the theme of “disaster prevention and mitigation”.

By combining the “high-resolution cameras” installed on the streets and various premises with 

“AI” and “5G,” occurrence of disasters or accidents can be automatically detected in real time 

with a higher level of precision than done by human, which allows us to send alerts and 

notifications to security guards nearby or other relevant personnel without delay.



We will also strive to tackle the challenge of eliminating inequality in access to healthcare, one 

of the issues faced by Japan today, through the use of 5G technology.

We have conducted a number of trials from the perspective of combining 5G with remote 

medicine. This fiscal year, we will engage ourselves in a remote medicine trial using mobile clinic 

vehicles.

All the cases that I introduced in this presentation today are planned to be showcased during 

the DOCOMO Open House event at Tokyo Big Sight on December 6-7, 2018. I hope you will visit 

the event and experience these new solutions first hand.



Finally, I would like to touch upon the execution of customer returns and evolution of customer 

touchpoints.



Let me begin with our new customer return measure which targets first-time smartphone users.

From tomorrow, November 1, we will start the “Welcome Sumaho Wari” discount program, 

which is designed to allow feature phone users to experience the value of smartphones without 

worry.

By applying the “Welcome Sumaho Wari” program on top of the “docomo with” discounts, users 

can start using smartphones from as low as ¥980 per month.



I would like to announce an important policy pertaining to DOCOMO’s future rate plans.

Over the years, we have implemented various customer return measures responding to 

customers’ diverse requests. On the other hand, we have received opinions from customers that 

our rate plans are “complex and difficult to understand” and “cannot perceive savings or good 

value”. 

We certainly admit that our rate structure has gotten complicated because we added various 

discount services one after another following the introduction of “Kake-hodai & Pake-aeru” 

billing plans.  We take these voices from customers very seriously. In order to become a 

company that can truly be chosen from customers, we decided to conduct a bold review on our 

rate structure to make it simple and easy to understand.



In conjunction with the introduction of a simple and easy-to-understand rate plan, we are 

looking to lower the rates by some 20-40% depending on the usage style of customer.

Through this, we intend to offer customer returns worth up to ¥400 billion per annum.

The details and the terms and conditions for the use of the new plan are still under 

development. We plan to announce the details and start offering the new plan sometime in the 

first quarter of FY2019.

We will develop and roll out the new plan primarily focusing on the two points of 1) simplicity 

and ease of understanding, and 2) good value perceivable by customers.



Next is about the actions for customers’ comfortable experience.

At present, we are inconveniencing customers at docomo Shops due to long wait/attendance 

time, which on average amounts to over 2 hours according to our sample survey.

The simplification of the rate plans is expected to serve as one of the solutions for this issue. We 

will also encourage customers to use the shop visit reservation system, and review our 

explanation procedures in an effort to reduce customers’ wait/attendance time.

We will increase the number of nationwide docomo Shops that can accommodate increased 

shop visit reservations to 300 shops within FY2018 and 1,000 shops by the end of FY2019.

We will also strive to reinforce our capability to respond to customer needs and requests by 

strengthening our web service, promoting micromarketing and enhancing the coordination 

between different channels.

Through these measures, we intend to reduce the wait/attendance time by half in FY2019 

compared to the current level. And additional efforts will be made in FY2020 and beyond in 

pursuit of further reduction.



Factoring in all the elements that I have just explained, we set our medium-term operational 

indicators as shown here.

We will expand our membership base and partners to create new opportunities for usage and 

business deployment, and lead it to the expansion of various businesses of DOCOMO.

Envisaging the future, we will make active investments for 5G and realize a sustainable growth.

For customers, we will continue to offer greater benefits and comfort to garner their long-term 

usage.



These are the financial indicators.

Although we project a decline in profits as a result of the planned implementation of customer 

return measures, as we explained earlier in the presentation, by firmly solidifying our customer 

base and expanding our Smart life, Enterprise and 5G businesses on top of that foundation, we 

will drive growth and aim to deliver ¥5 trillion in operating revenues in FY2021 and steadily 

recover our operating profit to ¥990 billion, i.e., the level of FY2017, by FY2023.



Here is the summary of our medium-term management strategy.

At the risk of repeating myself, as the basic policy of our medium-term management strategy, 

we will shift our corporate focus to “transformation into business management pivoted on 

membership base” and “5G rollout and business creation.”

With respect to the concrete measures, in response to the voices of customers, we will execute 

customer returns through the introduction of a simple rate plan that offers great value to 

customers.

By connecting our membership base that has been reinforced by the aforesaid customer return 

measures with our partners, we will create new revenue opportunities in the areas of Smart life, 

Enterprise and 5G businesses.

As a result of these initiatives, we will aim to recover our FY2023 operating profit to a level 

comparable to that of FY2017, and realize sustained growth in the 2020’s. 



Shareholder returns.



Last but not least, I would like to explain our plans for shareholder returns.

The execution of stepped up customer returns is expected to result in a reduction in profit. 

However, we are projecting stable free cash flow generation over the medium term.

Given our stable free cash flow generation capability and the very low balance of interest-

bearing debts, we adopted a policy to further accelerate our shareholder returns through 

continuous increase in dividends and expeditious share repurchases leveraging our strong 

financial position.

In concrete terms, for shareholder returns for FY2018, in accordance with the guidance we have 

given before, we intend to pay a total annual dividend of ¥110/share, which represents an 

increase of ¥10 from the last fiscal year. We will employ various measures going forward to 

achieve a continuous increase in dividends.

With respect to share repurchase, we received an authorization for up to ¥600 billion, which is 

the largest scale authorization in our history of share repurchase along with FY2003 and FY2004.

Finally, we also reviewed our treasury share cancellation policy. Previously we held 

approximately 5% of our total issued shares as treasury shares. In the future, however, we will 

consider cancelling all treasury shares in our possession. 



As shown here, we have hitherto endeavored to improve our shareholder returns through 

continuous increase in dividends and expeditious share repurchases. 

We will continue position shareholder returns as one of the most important issues in our 

management agenda, and accelerate the returns that we provide to our valued shareholders.

Particularly, share repurchase is considered to contribute to improving our capital efficiency. We 

will therefore strive to enhance the return on capital, keeping an eye on the improvement of 

ROE and other indicators.



Under the slogan of “Always chosen to sustain connections as your robust ICT service partner,” 

we will steadily execute “Declaration beyond” and operate our business toward the direction of 

“transformation into business management pivoted on membership base” and “5G rollout and 

business creation.”  Through our business, we will strive to make contributions to our valued 

customers and partners.












