
May 24, 2017

Yahoo Japan Corporation
FY2017   IR Day



2

Table of Contents

P.   4

P. 18 

P. 31

Media Group

Commerce Group

Technology

Unless otherwise specified, English-language documents are prepared solely for the convenience of 

readers outside Japan. If there is any inconsistency between the English-language documents and the 

Japanese-language documents, the Japanese-language documents will prevail.



3

Statements made at the meeting or included in the documents 

that are not historical facts are forward-looking statements about 

the future performance of Yahoo Japan Corporation and its 

consolidated subsidiaries and affiliates.

The Company cautions you that a number of important factors could 

cause actual results to differ materially from those discussed 

in the forward-looking statements.

Such factors include, but are not limited to, the items mentioned in 

“Risk Factors” in “Results for the Fiscal Year and the Three Months

Ended March 31, 2017.”

The unauthorized use of the information or the data in this document

is not permitted.
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Media Group



Daily Life 
Easy, real-time solutions for users in Japan: 

satisfying the needs “to know”, “to see”, “to have”; 

helping those “in trouble”
5
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Media Power Today

Image: Aflo6
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Growth in Number of Users

2015年4月 2015年7月 2015年10月 2016年1月 2016年4月 2016年7月 2016年10月 2017年1月

Y!ALL App

A

B

Source: Nielsen Mobile NetView, aggregation by application 

* Yahoo! JAPAN’s own estimates based on data. Sum of all applications offered by Yahoo! JAPAN (duplication excluded) .

MAU (Monthly Active User) of Apps

Apr. 2015 Oct. 2015 Oct. 2016Apr. 2016

A

All apps offered by 

Yahoo! JAPAN (*)

App A

App B
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“Yahoo! JAPAN” App – Also Growing Strong

DAU (Daily Active User) of Apps

Apr. 2015 Oct. 2015 Oct. 2016Apr. 2016

“Yahoo! JAPAN” App

App A

Source: Nielsen Mobile NetView, aggregation by application 

Note: Average of DAU for each month
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Revenue of In-feed Advertising: 

App Surpassed Web

Oct. 2015 Oct. 2016Apr. 2016

Note: Survey by Yahoo! JAPAN. Revenue of Yahoo! Top page's YDN In-feed Advertising (via web and via app).

Web

App

2015年4月 2015年7月 2015年10月 2016年1月 2016年4月 2016年7月 2016年10月 2017年1月

アプリ

ウェブ

Oct. 2015 Apr. 2016 Oct. 2016Apr. 2015

Revenue via Web

Revenue via App
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Moving on to Videos

As No. 1 Internet media, will strive for

No.1 reach also in videos
beginning with news area
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Launched Live Streaming of “Yahoo! News Video”

(24 h Streaming)

Displaying “NTV News 24”

on Yahoo! News Top page

for both PCs and smartphones
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Extending Video Viewing Time

2015年1月 2016年1月 2017年1月 オンデマンド動画 「Yahoo!ニュース」動画

Approx. 

8 x

Video viewing time

on Yahoo! JAPAN media

April 2017

News video viewing time per person

Approx. 2 x
in ２ years

Note: Survey by Yahoo! JAPAN. Both data represent the aggregate number from smart devices.

Jan. 2015 Jan. 2016 Jan. 2017 On-demand video “Yahoo! News Video”
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To: a Portal for Daily Life
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Video also on Yahoo! JAPAN Top Page

Preparing to introduce 

a video channel

on Yahoo! JAPAN

Top Page 

Note: Screen image for illustrative purpose only and is subject to change 
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Strengthened functions to promote convenience;

provides various solutions in daily life

“Yahoo! JAPAN” App

Meal delivery

Settlement and 

payment in real stores
Spot information 

near current location

Image: Aflo

リ
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“Yahoo! MAP” App

Tool that allows users "to select" destinations

Moving on, reservation to payment will be possible 

with “Yahoo! MAP” app…

… enabling users to carry around a personalized map
Image: Aflo



Daily Life 
Easy, real-time solutions for users in Japan: 

satisfying the needs “to know”, “to see”, “to have”; 

helping those “in trouble”
17
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Commerce Group
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Expansion of EC Market Will Continue

BtoC EC market size and EC ratio

7.8 8.5 9.5 11.2 12.8 13.7 15.2 16.8 18.6 20.6 22.9 

2.8% 3.2% 3.4%
3.9%

4.4%
4.8%

5.2%
5.7%

6.3%
6.8% 7.5%

2010 2012 2014 2016 2018 2020

EC market size

Forcast

(¥ Trillion) (%)

Source: METI E-commerce Market Survey for FY2015, Viewing the scale and trend of the ICT media market to 2021 (Nomura Research Institute) and Mizuho Industry Focus 

(Retail) (Mizuho Bank, Ltd.)

* EC ratio from 2016 onwards is based on Yahoo! JAPAN’s own estimates.

(*)
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e-Commerce Revolution is in Progress

Yahoo! JAPAN’s total domestic e-Commerce transaction value

FY2013 FY2016

1.11 1.85

Growth rate during 3 years 

after e-Commerce Revolution

+67%
(Growth rate of the market

for the same period: +35%)

Note: Includes Auction-related and Shopping-related transaction values, and for FY 2016, ASKUL’s non-consolidated BtoB-related revenue (transaction value; closing date: 20th 

of every month) via Internet. 

(¥ Trillion)
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Win by Yahoo! JAPAN Group’s 

Comprehensive Strength

Enclose users and generate multiple revenue models

Acquisition of
communication line 

contract

Member

Data

Member 
Payment

Traffic referralTraffic referral

Member

Traffic referral

Monthly fee

Fee/Ad

Fee

Point

Point

e-money

Credit Card

Shopping

Auctions
Data

Added privileges

on both sides

Big data
Communication 

fee revenue

SoftBank

Y!mobile

Ad

Media

Ad

Search

Membership 
services

Improved ad value
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Monetize through related businesses derived from e-Commerce transaction 

value

KPI for Now: Transaction Value

Maximize 

transaction 

value

Media

Increase in 

ad unit price

Shopping

Increase in 

advertising revenue

Membership services

Increase in 

membership revenue

Auctions

Increase in system-

use-fee revenue

Digital content

Increase in

transaction value

Financial & Payment

Increase in

payment revenue
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Focus Particularly on Increasing Buyers

Transaction value

Number of buyers x  Purchase unit price

Focus for now!
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FY2013
4Q

FY2014
4Q

FY2015
4Q

FY2016
4Q

Premium members

Non-Premium members

Started measures 

targeting Yahoo! 

Premium members in 

March 2015  

Purchase Promotions to Yahoo! Premium Members

Were Successful

Transaction value generated 

by Yahoo! Premium members

64%

Measures focusing on specific customer segments have been effective.

Yahoo! Shopping transaction value
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Enlarge Target to SoftBank Smartphone Users

Our challenge: Increase eligible users’ recognition of their Premium 

member status and promote their purchase appetite
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Number of Users Entitled to Privileges 

Will Be Nearly Doubled

Now/FutureBefore

Note: Image of the volume of users eligible for the new measures

SoftBank smartphone users as wellPremium members only 

Premium 

members

SoftBank/

Y!mobile

smartphone 

users

Premium 

members
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Gradually Enhance Member Privileges

5%
point provision

for purchases of

videos and e-books

starting on June 1, 2017 
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Challenge to Establish a Flow Back into Yahoo! JAPAN’s 

Economy with YAHUOKU! as the Starting Point

If winning bid is received in Yahoo! Money, fee will in effect be waived for 

Premium members

Note: Rewarded only during the campaign period. Please refer to the campaign site for details (https://auctions.yahoo.co.jp/topic/promo/sell_pointback_cp/). 
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Introduced Flea Market Mode in YAHUOKU!

In FY2016, number of new sellers marked a record high
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Commerce Group Vision

Consumption

Become a platform where both buyers and sellers can get the 

best deal.

No reason to buy/sell elsewhere!
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Technology



from an Internet company

to a data-drivencompany

Transform Yahoo! JAPAN 

Image: Aflo32
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Make Yahoo! JAPAN’s Technology Data-Driven

Ｓｃｉｅｎｃｅ

Offer personalized content

Ｕｓｅｒ

Data is accumulated as services are used

Assume users’ interests based on accumulated data 

Ｄａｔａ

Cycle for 

increasing user 

satisfaction

Image: Aflo
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FY2016
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FY2016 Focus

Accumulate data Utilize data

Protect data
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Accumulate Data

Improved storage efficiency to accumulate more data

Storage capacity 2 x

* Storage capacity necessary for leveraging data only

Image: Aflo

(*)
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Utilize Data

Accumulated data

Personalized

data

Services

Efficacy of personalized data was verified in some services

CTR of YDN on smartphones

Increased by +70%
User dwell time on Top page articles

Extended 6.9% 
Through improved recommendation
accuracy in Yahoo! Shopping, CTR

improved 4.5 x
*1 Survey by Yahoo! JAPAN. Result of FY2016-4Q compared to FY2014-1Q 

*2 Survey by Yahoo! JAPAN. Comparison of 1 week before/after implementation of new method.

*3 Survey by Yahoo! JAPAN. Comparison of CTR of users with/without a week long implementation of new method (New method implemented to users without order history 

of Yahoo! Shopping for a certain period, but with Web search history). Image: Aflo

(*1)

(*2)

(*3)
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Protect Data (Protect Communication)

Eliminated risk of unauthorized access, falsification and eavesdropping of 

users’ communication

More than 100 services 

offered by Yahoo! JAPAN

All-time encrypted

communication

96.8%
Image: Aflo
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Achievements

Accumulate data
Capacity & efficiency 

improved

Utilize data
Effect increased

Protect data
Security & safety 

ensured
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Efforts to Be Made

from FY2017 and Beyond
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Efforts to Be Made from FY2017 and Beyond

Investment in 

facilities and 

equipment

Investment in 

development 

environment

Investment in 

human resources
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Investment in Facilities and Equipment

Storage for retaining 

a vast quantity of data

High-spec computation

For storage and computation of ever increasing data

Image: Aflo
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Investment in Development Environment

(image)

Operation

&

maintenance

Development

ソフトウェア

公開

Shift to an updated development environment 

for increased quality and quantity of output

Development

Operation

&

maintenance

Old environment Updated environment

Accelerate 
development

speed

Improve 

services

Offer sophisticated

personalization
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Investment in Human Resources

Strengthen human resources for engineering and science

Strength of 

engineering

Strength of 

science
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Our Goal

Technology for offering the best user experience

Image: Aflo
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