Thank you for taking your time for our meeting today.
I will now begin my presentation using the slides. Since we already announced
our financial results for the fiscal year ended March 31, 2021 (FY2020) yesterday,
I will skip that part and begin from the guidance for FY2021.
If you have any questions including those relating to FY2020 results, please ask
them later during the QA session.

Jumping to Page 8, our guidance for FY2021. We are projecting an increase in
both revenues and profits. Operating revenues is estimated to be 4,790 billion
yen, up 64.8 billion yen year-on-year, and operating profit 920 billion yen, up 6.8
billion yen year-on-year. Capital expenditure is projected to drop by 19.1 billion
yen from the previous fiscal year to 550 billion yen, as we plan to push forward
efficiency improvement while actively promoting 5G investments.

Page 9 presents our guidance by segment.
In telecommunications business, we project a decrease in mobile communications
services revenues due mainly to the launch of new rate plans, “ahamo” and “Giga
Plan”. However, these rate plans will also bring about a positive impact of increasing
our customer base. We therefore forecast an increase in handset sales revenues
resulting from the increase in the number of addressable customers to whom we can
sell products. Meanwhile, we will also tackle cost reduction and other measures. As a
consequence, for telecommunications business, operating revenues are expected to
grow by 5.7 billion yen, and we will manage to limit the decline in profit to 11.1 billion
yen.
In Smart life business and Other businesses, we will further expand our
finance/payment and content businesses and take on the challenge of developing new
business domains. Further, for enterprise customers, we will at last launch the
“Business d Account,” an authentication ID that we have been preparing for some time
now. Details will follow, but this can be used for the promotion of digital
transformation at small- and mid-sized enterprises (SMEs) as well as large corporations.
Previously, we mainly sold circuits and devices to corporations, but the introduction of
“Business d Account” will allow us to establish a solid foundation for the sale of
solutions, so we will promote this business in full throttle going forward.
As a result of these undertakings, for Smart life business and Other businesses
combined, we expect to record a year-on-year increase of 58.5 billion yen in operating
revenues and 17.9 billion yen in profit, driving the growth of the Company’s overall
revenue and profit.

FY2021 is the year for us to tackle the challenge to transform ourselves into a
new DOCOMO. This page lists up the phrases that I convey strongly to our
employees to explain this new journey.
One is the pursuit of customer-first. Previously, we had focused on customer
satisfaction, but from now, we will adopt NPS (Net Promoter Score) as a measure
of customer loyalty and change our way of management with the aim of
achieving further improvement.
The second is digitalization of our business operations and increased data
utilization associated with digitalization. We will address these in all areas of our
business to enhance customers’ experience, and most importantly, to reform our
business structure to make it even more cost effective. We do not think this can
be achieved in just one year, so we will firmly tackle this issue over the medium
term.
Lastly, we will also promote business and ESG management in an integrated
manner, addressing the creation of a sustainable society as one of our core
activities in our corporate management.

From here, I will briefly explain the principal actions planned for FY2021. We
have identified key initiatives for each business, i.e., telecommunications, Smart
life, and enterprise.

First, we will endeavor to expand our customer base, attaching a particular
emphasis on the transition to 5G.
The total number of “ahamo” subscriptions reached over 1 million as of April 30.
While we cannot predict how much further the subscriptions will grow, this plan
is extremely well received by customers who opt for a middle-sized data bucket
of 20GB/month—a package that had been missing from our offerings in the past.
With the addition of this plan, we have the complete menu comprising large-,
middle and small-data buckets, which gives us a very strong competitive edge
over other carriers.
Further, the 30s and younger age groups account for over 50% of our current
“ahamo” user base, which indicates that the new rate plan was received
favorably by the youth segment.
“Economy” is an even less expensive rate plan, designed to suit the needs of
price-sensitive customers who do not use so much data. As such, we are
currently making coordination with the view to offer this rate option in
cooperation with some MVNO operators. Details will be announced once we
complete the preparations.
With respect to the transition to 5G, we acquired a total of 3.09 million
subscriptions by March 31, 2021, and we aim to further expand the 5G user base
to 10 million within FY2021. I believe we are well positioned to deliver on this
target, and we will push forward the migration to 5G at this pace.

To accelerate the transition to 5G, coverage expansion becomes important. We
have completed the roll out of 7,100 5G base stations by the end of FY2020, and
we aim to increase the number to 20,000 within FY2021 aiming to build 5G
coverage that exceeds those of other carriers. As exemplified by the service
name “Lightning Speed 5G,” we attach a strong focus on the transmission speeds
delivered by our 5G network. We therefore plan to properly build a standalone
5G network, rather than a composition that simplistically blends 4G and 5G. At
some point during this fiscal year, we plan to roll out 5G core using standalone
5G base stations that can deliver network slicing capabilities.
As the demand for this technology will initially be driven by enterprise users, the
most reasonable approach is to roll out network coverage in locations where the
service is actually needed. Because it is useless to construct a blanket coverage
for the entire nation, we intend to deploy standalone services in accordance with
our enterprise market strategy.
As for our total capital expenditures, although we will aim to accelerate the
migration of 3G subscribers and curb 4G investments to reduce costs, we will
secure proper investments for 5G. We will use our CAPEX in this way clearly
defining priorities.

Regarding the digitalization of our sales channels, which basically consist of the
three elements of call centers, digital channel and shops, we plan to introduce AIbased customer support in our call centers and promote digital transformation of
brick-and-mortar stores, so we can operate our business without entirely relying
on humans. We would like to further beef up our digital channel (indicated in the
middle box in the chart), so we can increase its contribution to our overall sales
of services.
Certain segments of our customers are not comfortable with digital technology.
Therefore, we have started a new digital support service at our shop counters.
We started this new initiative to assist the sign-up for “ahamo” rate plan so as
not to leave non-digital-savvy users behind and to assist their digital transition as
we switch more services to the digital channel going forward. This endeavor is
not confined only to “ahamo,” and we believe customer support will bear greater
importance in our future digital strategy.

About our data science talent. Even if we sell our products and services via digital
channels, it would be meaningless if we cannot utilize the data we accumulate
from our sales activities. We will therefore implement measures that will allow
us to utilize customers’ purchase data and usage logs, etc. in our next step of
marketing.
Due to the shortage of data science talent, we have already started reeducating
our own staffs, aiming to develop over 1,000 data science talent in one year. We
intend to develop these human resources through classroom lectures and giving
them proper amount of on-the-job experience in their actual duties using the
data we possess. We will push forward this strategy with a sense of urgency.

Our finance/payment business has become a major driver for the growth of our
Smart life (non-telecom) business. The expansion of breadth is very important,
but at the same time, it is also essential to have customers use “d CARD” and “d
Payment” in their everyday activities. We want to make our service the most
frequently used credit card among the multiple cards owned by the customer, or
have customers choose our cashless payment when they make a purchase. And
we plan to implement various campaigns to achieve this ambition. Although
there is still a long way to go to catch up with our major competitor, we will work
firmly to reinforce our offerings.
In addition, as a new service, we plan to introduce new financial products
leveraging our recently announced collaboration with MUFJ bank.

This is about the creation of new lifestyles. Because we have committed to step
up our sales efforts for 5G, it is indispensable to enrich our video content
including those that offer high-quality audio. We will expand our portfolio of
movies, drama and “dTV” content, and increase the variety of VR/XR-enabled
video to meet the stay-at-home entertainment demand.
We have also embarked on arena operations, not only for the purpose of
organizing concerts at the venue, but also to expand our businesses through
online distribution of these performances. We plan to further enrich our
offerings in these areas.
In the realm of healthcare, in addition to the various initiatives undertaken
hitherto, we at last decided to step into the online treatment domain. We intend
to offer personal services using healthcare data and also tackle online medical
treatment. As we have a membership base of 80 million, we will provide onestop services leveraging this foundation and lead it to the development of the
next business using the data we accumulate from these services.

As for 5G solutions, we will first aim to develop many 5G solutions in Japan and
expand their adoption among the enterprise customers.
Meanwhile, we are also considering how to roll out these solutions in other
global markets. For the sale of these solutions, we can capitalize on the sales
channels within the NTT group, such as NTT Limited and NTT Data, with
DOCOMO fulfilling the role of provider of products/solutions.
Our joint initiative with Komatsu is a concrete example embodying this concept.
DOCOMO has been exploring the way to realize smart construction through the
LANDLOG platform since 2017, and now at last, we have decided to establish a
new joint venture, EARTHBRAIN Ltd., to offer smart construction solutions in
Japan, Europe and the United States. In this endeavor, DOCOMO will play the
most important role for overseas deployment. As I mentioned earlier, this is not
just about selling construction offers; we will be able to also sell our 5G and IoT
solutions to the other players in the construction industry who use heavy
machinery that we will be able to access through this joint venture.
These kind of initiatives will provide us with a foothold to expand into markets
outside Japan. As I mentioned earlier, we intend to properly use NTT Limited or
NTT Data as our sales channel in this journey.

About “Business d Account”. This is a service intended for the domestic Japanese
market. This service is designed for businesses (as opposed to consumers) and
companies that sign up for this service will be able to assign a “d Account” ID to
each employee. With a single ID, the employee users will be able to smoothly
access many resources of the company without hassle. The ID, therefore, can
become a very useful tool for enterprises to promote digital transformation.
The service enables users to successfully access various corporate systems (e.g.,
chat, expense settlement and health management) with a single sign-on in a
closed environment.
While large corporations might find it relatively easy to introduce these types of
services, but it may not be the case for small- and mid-sized enterprises (SMEs).
With DOCOMO entering this space, we believe we can smoothly facilitate SME’s
digital transformation and training for remote operations. And we aim to
strengthen our ties with businesses leveraging this service. “Business d Account”
is scheduled for launch on May 13.

Finally, about sustainability management.
Because we consume a large amount of energy in our business operations,
decarbonization is positioned as one of our important pillars for sustainability. In
addition to saving energy consumption, we are required to actively introduce
green/renewable energy when we consider our future rollout of base stations
and expansion of data centers, etc.
We have therefore set various targets. NTT Holdings established a company,
known as NTT Anode Energy Corporation, which procures renewable energy for
the entire group. I served as the former CEO of this company and the whole
group will use its service to ensure green management.
For the promotion of diversity, we will strongly push forward various measures
setting concrete targets for such matters as percentage of female directors and
paternity leave utilization, etc.
As I commented earlier, in solving various social issues through DX, as we make
further progress in the transition to a remote-style society, quality enhancement
will be required especially in the areas of education and telemedicine. We intend
to provide a solution to these issues utilizing the technology that we own.
This concludes my brief presentation. We would now like to entertain your
questions.

