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*The financial figures contained in this material are unaudited reference information prepared for internal management purposes.



1 FY2025/2Q Results highlights




- Results Overview

Recorded YOY increase in revenues but decrease in profit.

Year-on-year

IFRS (Billions of yen) FY2024/2Q FYZOZS/ZQ
Changes %

Operating revenues 2,993.8 3,032.7 +38.9 +1.3%
Operating profit 553.3 474.7 -78.6 -14.2%
Profit attributable to shareholders of

NTT DOCOMO, INC. 389.0 339.8 -49.2 12.7%
EBITDA 914.7 856.3 -58.4 -6.4%
Capital expenditures 257.5 355.5 +98.0 +38.1%
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- Results by Segment: Operating Revenues

Enterprise and Smart Life segments recorded YOY increase.
Consumer Communications posted YOY decrease.

Year-on-year

| s | (Billions of yen) FY2024/2Q FY2025/2Q
Changes %
25‘::“:2‘; 2,220.4 2,208.7 117 -0.5%
Consumer Smart Life 590.1 624.9  +348  +5.9%
oneumer 1,649.5 1,606.4 -43.1 -2.6%
Enterprise i?’t:rr::;g 878.9 938.0 +59.1 +6.7%

*The breakdown data under Consumer business are provided for reference purpose only
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- Results by Segment: Operating Profit

Enterprise and Smart Life recorded YOY increase, but Consumer Communications YOY decrease.

Year-on-year

IFRs || (Billions of yen) FY2024/2Q FY2025/2Q
Changes %
Operating profit 415.5 325.1 -90.4 -21.8%
Smart Life 127.4 129.0 +1.5 +1.2%
consumer 288.1 196.1 92,0 -31.9%
Communications
Consumer
EBITDA 699.5 621.1 -78.3 11.2%
Smart Life 157.9 166.0 +8.2 +5.2%
consumer 541.6 455.1 86.5 116.0%
Communications
Operating profit 137.8 149.7 +11.8 +8.6%
Enterprise
EBITDA 215.2 235.1 +19.9 +9.2%
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- Key Factors behind Changes in Operating Revenues

Revenues from growth areas continued to increase. While Consumer Communications revenues decreased
year-on-year, improved momentum of mobile communications revenues driven by “docomo MAX” plan

(e.g., ARPU, etc.) has been sustained.

(Billions of yen) Consumer -11.7 Enterprise
Smart Life +34.8 Consumer Communications -43.1 +59.1

Organic growth Decrease in Decrease in Decrease in Organic growth
mobile equipment sales fixed line and
communications revenues other revenues

services revenues

Year-on-year: +38.9

FY24/2Q FY25/2Q
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- Key Factors behind Changes in Operating Profit

Smart Life and Enterprise showed steady growth. Consolidated operating profit recorded
YOY decrease due to increase in sales promotion expenses.

Consumer -90.4 Enterprise
(Billions of yen)
Smart Life +1.5 Consumer communications -92.0 +11.8
Organic growth Irregular Decrease in Stepped up Increase in Organic growth
factors mobile sales promotion network
communications expenses reinforcement
services revenues expenses
553.3  ys4 T390
221
-55.1

Year-on-year: -78.6

FY24/2Q FY25/2Q
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2 Consumer




- Consumer Communications: Operating Revenues

Although revenue decreased, the year-on-year decline in mobile communications service
revenues moderated as a result of subscriber migration to new rate plans.

I Operating revenues | Highlights

(Billions of yen)

» Factors behind change

1,649.5
------------------- -) Decrease in mobile communications services revenues: -22.1 billion
-43.1 (1Q: -14.1 billion, 2Q: -8.0 billion)
-) Decrease in equipment sales revenues: -16.7 billion
-) Decrease in fixed line and other revenues: -4.3 billion
FY24/2Q FY25/2Q
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- Customer Base

While competition intensified more than ever, no. of port-ins recorded an increase due to stepped up sales
promotions. Continue to work on customer base reinforcement in FY25/2H with the aim of achieving
net MNP inflows for the full year.

I YOY changes in individual handset net adds I No. of port-ins (by size of plans subscribed)
+42% -

FY24/1H FY25/1H

I Churn rate

Company B*2
Company A™2
| DOCOMO™3
[ - — u
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 070%  goo oese | O7%% | oeo%  0.69%
FY23 FY24 FY25 0L/ : i
1Q 2Q 3Q 4aQ  1Q 2Q
*1: FY24 data include “eximo”, “eximo Poikatsu” and “ahamo” plans.
FY25 data include “eximo”, “eximo Poikatsu” ,“docomo MAX”, “docomo Poikatsu MAX”, “Poikatsu 20” and “ahamo” plans FY24 FYZS

*2: According to company research (from each company's website) *3: Handset churn rate (enterprise accounts included). © NTT DOCOMO, INC. All rights reserved. | 9



- docomo MAX

“docomo MAX” is doing well as plan transitions progress. The number of subscribers exceeds 1.5 million.
Plan to further promote migration/acquisition toward fiscal year-end target of 3 million.

I docomo MAX subscriptions

ELEIMAX
EIEIEIMAX

Launched June 5

Over
1.5 million

Target:

3 million

Oct

* Inclusive of “docomo Poikatsu MAX” subs, and subscriptions applied from following month.

Jun Jul Aug Sept

]
a Mar

I docomo MAX migration rate™

58%

Jun Jul

Aug Sept

I New contact points with customers

Attract customers through DAZN media

docomo

Stadium stalls

Promotion and store attraction
at J.League and other match venues

OnlineSho = K\
) s | 81 ((E
sports docoXo i
fan ) visitors

*1 The proportion of migrations to ‘docomo MAX' (including docomo Poikatsu MAX) among the total number of migrations from discontinued plans to current plans.

*2 Additional paid content is not available.
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- Evolution of docomo MAX

By adding the upgraded new “Lemino” and “d Anime Store”, “docomo MAX” delivers "selectable benefits" and
"special experience value"

SMINO | romnoveborsor . E "Ax
Further evolution cheduled to startin
with enhanced music and drama "Selectable Benefits“ Choose two for no additional charge!

m‘no [r . &\ docomo

Planned to be released
sequentially

"Special experience value” Beneflts/Campalgns etc.,

In addition to movies, Korean dramas, anime, etc.,
live music streaming and original dramas have been
significantly expanded

WOWOW »

DREAMS COME TRUE /JUE

B
BE:FIRST cwirions [/ Popular artists' live tickets, Free PPV access to Naoya Inoue’s
MISIA -~ exclusive events, and artist title defense match on December 27
merchandise
original drama UEFA o .
ATEEZ etc. “Kenzo Kitakata h h (Advance sale/Limited sale/Lottery Tickets to NBA All-Star and regular
: . . Suikoden” Champions League sale/Gifts etc.) season games(Lottery Invitation)
Live music streaming, etc. e Koot S
62026 WOWOW/NTT BOCOMO ‘
. Large-scale anime festival Tokyo Disney Resort®
. exclusive benefits Invitation campaign
In addition t°tthetf’":°"er BTS, ME:l, Nogizaka46, Da-iCE, Strawberry Prince, (Lottery invitation/early entry) (Lottery invitation) *5
some great artists
have ﬁeen added GENERATIONS * THE RAMPAGE °* FANTASTICS etc.

M

*1 “Lemino Premium”(990 yen/month (tax included))  *2 Including some existing distributed artists *3 Additional paid content is not available. ~ *5 ©Disney NTT DOCOMO is an official sponsor of Tokyo Disneyland® and Tokyo DisneySea®.
*4 The benefits you receive vary depending on the service you choose under the "Selectable Benefits." © NTT DOCOMO, INC. All rights reserved. | 11



ARPU grew to 3,960 yen, up 30-yen year-on-year, driven mainly by increased subscriber
migration to “docomo MAX” and other new rate plans.

I Mobile communication ARPU™ I Large data plan subscription rate™
(Yen) o 2% | 2% 253%
4,000 550, 26% 27% |
’ 3,930 3,960
\_' 20 ‘J L | 1Q 2Q 3Q 4Q 1Q 2Q
+30 FY24 FY25 ——

I ARPU change before/after migration from old to new plans™

All plan Up

average

(Incl.) Up
1Q 20 3 4Q 1Q 2 3Q 4Q 1 20 “Giga light”

FY23 FY24 FY25

*1: Enterprise accounts included. *2: No. of large data plan subscriptions (“docomo MAX”, “docomo Poikatsu MAX”, “eximo”,” eximo Poikatsu”, etc) / Total handset subscriptions )
*3: New plans include “docomo MAX”, “docomo Poikatsu MAX”, “Poikatsu 20”, “docomo mini”, and “ahamo”. Old plans: other than above © NTT DOCOMO, INC. All rights reserved. | 12



- Smart Life: Operating Revenues

All 3 lines of business recorded revenue growth driven mainly by finance.

I Operating revenues I Highlights
(Billions of yen) 624.9
» Factors behind change

+) Finance +27.0 billion
v'Growth of “d CARD” members,
increased “d-Barai” usage

111.2 113.3 +) Marketing solutions +3.4 billion
v'Expansion of “d POINT” sales revenues

+) Entertainment +2.1 billion
v'Full-scale start of venue business

FY24/2Q FY25/2Q

M Finance M Marketing solutions Entertainment = Others

*Revenues of each domain represent management accounting data. “Others” include consolidation journal entries and eliminations between segments. © NTT DOCOMO, INC. All rights reserved. | 13



“dCARD PLATINUM” members topped 1 million, contributing to the expansion of finance/payment transactions.
New account openings accelerating after the launch of “Easy Asset Management” service on Jul. 31.

Growth of finance/payment

I Finance revenues )
transactions

I Growth of investment services

(Billions of yen) * No. of new account openings
(Billions of yen) 8,270
7,140
243.5
216.5 y
- Up 16% Up 25%
+12% year-on-year year-on-year
FY24/2Q FY25/2Q FY24 2Q FY25 2Q
No. of accounts also growing
. “Easy Asset Management”
TOPPEd 1 mil on “d-Barai” app
(Jul. 31. 2025)
FY24/2Q FY25/2Q

*Numbers based on managerial accounting. *As of Octber 30, 2025 © NTT DOCOMO, INC. All rights reserved. | 14



- Future Finance Service Strategy

Expand accounts and deposits through linkage with telecommunications/payment services,
etc., with the aim of becoming the No. 1 online bank. Propose optimal finance service using
advanced CRM, thereby expanding overall finance business.

Loan Investment Insurance * Expand each finance offering through linkage
d_ocomo d 2okO-2 Q TRy IR docomo between bank and payment/loan/investment/
Finance ; Insurance insurance services, and reinforcement of mutual

customer referral.

* Enrich point rewards and user benefits provided

d N E O B A N |< to set users of both telecom & finance services.

* Maximize bank business by increasing no. of
accounts and deposits.

HESBIK Y MRTT

©p dil @ * Converge various finance data (including bank)
carp) rayment gE d poriT with DOCOMO membership platform data
Telecommunications Membership (enhanced CRM)
platform * Propose optimal service suited to individual

needs, such as life events.
© NTT DOCOMO, INC. All rights reserved. | 15
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- Marketing Solutions

Collaborative efforts with Intage expanding steadily. Aim to expand the value offered by the
value chain leveraging our business/capital alliance with CARTA.

I Marketing solution revenues™! I Realization of “Single ID Marketing” with Intage-CARTA-DOCOMO alliance

o Yoo X Odscomo X (CrCARTA
78 1 81'5 Knew today, Power tomorrow

Horizontal deployment of outcome Expansion of value offered
Irregular factor Ana|VSiS/p|anning/exeCUti0n of measures Approach
+7% Solve client’s marketing challenges with analytics Expand into TV and external media in addition to
using ID-POS data, etc., and expand revenues conventional owned media, DOOH, etc.

Visualize product categories to be prioritized/ M ﬁExternal
Implement measures TV media
~2SCI { BT

e o by INTAGE

HA k.
——— Priority 20%'.@71: =
- category i N =15

| EEE |

Revenue growth from
synergy with Intage

ey ) ,_4"'-’-_7‘

| 6

v

Visualize purchaser’s properties based on purchase data/ DOCOMO DOOH Retail
Boost efficiency of measures media media

Approx.

7-fold™2
8 8 000
- > ALy |
(J Ly .
Improved customer Improved buying dront) Nl A0 i Il L) ARUTANA
- analysis accuracy signal accuracy ] =

FY24/2Q FY25/2Q C ) DOCOMO data ( )

*1: Numbers based on managerial accounting. FY2024/2Q actuals were revised to adjust for the reclassification of some services. .
*2: Integration with relevant existing businesses will also be promoted to accelerate the take-off of synergy business. © NTT DOCOMO, INC. All rlghts reserved. | 16



- Entertainment

Partnering with WOWOW Inc. to produce and acquire leading content and strengthen
distribution services. Venues business is expanding steadily, aiming for further growth.

| Entertainment revenues IP production/acquisition/Digital distribution )
(Billions of yen)
Boost competitiveness of digital distribution by acquiring powerful content through alliance
111.2 113.3
O O _ = Music
WO WOW >mino
— décomo ‘
e rovts StudioaLive ) * docomo
Venue

Enrich/strengthen box office and ticket/goods sales, etc., to drive further growth

Hall rental/naming rights/show & performances Ticket/goods sale
MUFG Stadium THE MUSIC STADIUM G Aren Naoya Inoue title defense d ticket
(Japan National stadium) (Apr. 2026) ena match (Sept. 2025) (Oct. 2025)

y

y
-

@
FY24 2Q FY25 2Q 4

*Numbers based on managerial accounting. © NTT DOCOMO, INC. All rights reserved. | 17






- Enterprise: Operating Revenues

The growth area of integration/platform business is growing steadily,
driving organic growth.

I Operating revenues I Highlights
(Billions of yen)

878.9 938.0 » Factors behind change

+ 59,
Core 9 +) Integration/platform: +65.4 billion yen
v' Demand from large enterprises is increasing in the
public, manufacturing and distribution industries.
v Growth in the mid-tier and small business segments is

driven by package solutions

Integration/ /
platform
+13%
+) Core: -6.2 billion yen

FY24/2Q FY25/2Q
*Numbers based on managerial accounting. © NTT DOCOMO, INC. All rights reserved. | 19



- Platform evolution to meet the needs of the Al era

Grow through Al-Centric ICT Platform leveraging Naa$S (Network as a Service) and
industry-specific, regional and SME DX solutions

I Initiatives to expand solutions

Industry-specific solutions / Regional, SME DX solutions j

bocomo Green
Cloud/SaaS Al agent loT Digital BPO® customer .
database electricity

orchestration control Al managed

safety

reasonable

dispersion

Customer needs in the Al era

=
\
|ntegrat|0n platform High-quality, high-reliability fixed network Mobile network with broad regional coverage
< Full-coverage, safe and secure -y,

driving growth Core infrastructure

*Digital BPO® is a registered trademark of transcosmos inc. and used as a collective term for services that combine BPO operations and various technologies to help clients transform their businesses. © NTT DOCOMO' INC. All rights reserved. | 20



- Enterprise: World-Renowned “docomo business RINK®”

Gartner’s “Eye on Innovation Award” on Oct.9, 2025, (APAC region) which recognizes
global communication service providers promoting highest-in-class technical innovations

NTT DOCOMO BUSINESS, Inc.
was awarded NaaS (Network as a Service)

“Winner” CERTIFICATE

for the first time among companies O
headq ua rterEd in Ja pa n g\ggsgré:nz{‘r%yp On Innovation Award

for Coommunications Service Providers

for its Network as a Service (NaaS) -

Coie Rnces

docomo business RINK®

Gartner,

The igentification of a Gartner sward winneror finalist s not an endorsement by Gartner of any Company, vendor, product or service.

<Source/disclaimer>
Gartner®, 2025 Gartner Eye on Innovation Awards for Communications Service Providers  https://www.gartner.com/en/about/awards/eye-on-innovation/communications

Gartner does not endorse any vendor, product or service depicted in its research publications, and does not advise technology users to select only those vendors with the highest ratings. Gartner research publications consist of the opinions of
Gartner's research organization and should not be construed as statements of fact. Gartner disclaims all warranties, expressed or implied, with respect to this research, including any warranties of merchantability or fitness for a particular purpose.
The Gartner content described herein (the “Gartner Content”) represents research opinion or viewpoints published, as part of a syndicated subscription service, by Gartner, Inc. ("Gartner"), and is not a representation of fact. Gartner Content speaks

as of its original publication date (and not as of the date of this [type of filing]), and the opinions expressed in the Gartner Content are subject to change without notice. .
GARTNER is a registered trademark and service mark of Gartner, Inc. and/or its affiliates in the U.S. and internationally and is used herein with permission. All rights reserved. © NTT DOCOMO, INC. All rights reserved. | 21






- Actions for Telecommunications Service Quality Enhancement

Accelerating 5G base station roll-out, the number of 5G base stations will increase by approximately
1.3 times by the end of the first half (compared to the end of FY2023)

Highly rated for communication quality in a nationwide survey conducted by a third-party organization

I Continuous acceleration of 5G base station roll-out

Approximately .. Power
° mobile phone service
1 (] 3 t I m e S customer satisfaction survey: No.1
(compared.toithe end of FY2023) < major carrier category >

Number of

Ranked first in
‘ “communication quality” factor

5G base stations
(nationwide)

Introduction of

Sub6-compatible repeaters = =
40MHz 40MHz 100MHz (Sept. 2025) \‘
} ]\‘ 3.4GHZ-':'?E‘* 3.5GHZ-H'FE‘+ 3.7GHZ-':'?E‘* |ntr0ducti0n Of HPUE*
Active introduction of } Started rollout of (NSA: Jun. 2025, SA: Aug. 2025)
latest equipment/functions ey dual-band MMEHESHEEE

J.D. Power 2025 Mobile Phone Service Customer Satisfaction

Study.

NO(IA Based on responses from 9,300 smartphone users. Tied for first
Mar‘ 2025 Sept' 2025 place. japan.jdpower.com/awards

S¢HPUE : High Power User Equipment © NTT DOCOMO, INC. All rights reserved. | 23



- Actions for Further Communication Service Quality Improvement

Plan to further accelerate base station rollout in FY25/2H, more than 3-times of FY25/1H,
mainly in major cities across the country, by diversifying construction methods and
strengthening collaboration with partners, etc.

FY26 is planned to

I No. of nationwide 5G base stations curpass FY25

| Diversified construction methods

 Completed securing installation sites
even in areas where it is difficult to
secure locations for base stations such as
urban centers, through diversification of
construction methods, etc.

Further accelerate
in FY25/2H

(3-times build-out:
compared to FY2571)

| Step up collaboration with partners

e Strengthened construction system and

completed review of processes in
w collaboration with partner to accelerate

base station rollout.

FY25/1H FY25/2H

© NTT DOCOMO, INC. All rights reserved. | 24



- Experience Quality Improvement: Progress

Quality experienced by customers is steadily improving in major city centers
and major railway routes nationwide. Further improvement to be perceived

by March 2026.

I Status of quality improvement in
major urban centers*! across Japan

Downlink throughput +25 o +30 %
A) (Compared to Mar. 2024)
(Compared to Mar. 2024)

e

Mar. 2024 Sept. 2025 Mar. 2026

Ex) Around Shinjuku Station
. nporox. 20% 2
Average throughput (DL): Approx. 0 improvement

Ex) Around lkebukuro Sation
: approe 20% i 2
Average throughput (DL): Approx. 0 improvement

*1: Measurement point set by NTT DOCOMO in densely populated areas in urban centers
*2: In-house survey as of September 2025 during busiest hours using 5G devices (compared to Mar. 2024)

I Status of quality improvement along
major railway routes™! across Japan

. o
Downlink throughput +50 A)
+40 % (Compared to Mar. 2024)
(Compared to Mar. 2024)

Mar. 2024 Sept. 2025 Mar. 2026

Ex) Chuo Line Rapid (Tokyo - Hachioji)
. porox. 30 % 2
Average throughput (DL): Approx. 0 improvement

Ex) Sobu Line Rapid (Tokyo - Chiba)

Average throughput (DL): Approx. 50% improvement ™2

© NTT DOCOMO, INC. All rights reserved. | 25



Bridging Worlds for Wonder & Happiness

NTT DOCOMO Group

® docomo (O docomoBusiness ® docomoGlobal ® docomo Solutions



Special Note Regarding Forward-Looking Statements

All forward-looking statements and projected figures concerning our future performance contained or referred to in this document are based on a series of assumptions,
projections, estimates, judgments and beliefs of the management that have been made in light of the information currently available to it. Some of the projected numbers in
this report were derived using certain assumptions that were indispensable for making such projections in addition to historical facts. These projections and estimates may
be affected by our future business operations, the state of the economy in Japan and abroad, possible fluctuations in the securities markets or other changes in
circumstances that could cause the actual results to differ materially from the forecasts contained or referred to herein.

Names of companies, products, etc., contained in this presentation are the trademarks or registered trademarks of their respective organizations.
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