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Q: You explained that you will make an investment of JPY500 billion in the next five years. Will this be 

an annual investment of JPY100 billion for five years? Or will the investment amount gradually increase? 

Won’t there be risks that short-term performance and profits will be squeezed?  

A: We assume that the amount of investment will gradually increase in later years. We will explain the 

impact on income in the next fiscal year and beyond when the time comes. 

 

Q: You will be changing the KPI from operating income to adjusted EBITDA. Can shareholder returns 

be reasonably secured in line with EBITDA or cash flow? The shares will be diluted as a result of the 

business integration with LINE. Considering the risk that cash flow will be used for AI investment, etc., 

and not be used for shareholder returns, we would like to know about your thoughts on future target 

KPIs and shareholder returns. 

A: Even if we achieve the EBITDA target for FY2023, EPS may fall slightly short of recovering the 

current level. Since EPS includes many accounting effects such as amortization expenses, we believe 

that EBITDA per share can almost recover to the level before dilution in FY2023. We will work to recover 

EPS as soon as possible. With regard to shareholder returns, the amount of dividends has been fixed 

in the past, and we would like to maintain it to a certain extent. We would like to return profits to 

shareholders by investing cash generated from higher income for growth and increasing corporate 

value. 

 

Q: Please explain the breakdown of revenue of JPY 2 trillion and adjusted EBITDA of JPY 390 billion by 

segments. There is a difference between the adjusted EBITDA and previously announced operating 

income of JPY 225 billion. I would like to know the rough image of each of the items shown in the 

diagram on page 36 of the presentation material. 

A: Both LINE Corporation (“LINE”) and Yahoo Japan Corporation (“Yahoo Japan”) are strong in their 

media/advertising businesses, so first, we will drive short-term synergies in advertising-related areas. 

At the same time, we will begin commerce businesses that make use of the characteristics of LINE. 

Advertising and Commerce Businesses will be the two major contributing businesses. In addition, our 

challenge is to see how much the Fintech business can contribute to our performance over the next 

three years. In terms of revenue and EBITDA, we would like to achieve an average annual growth rate 

of about 10% YoY in both the Media Business and the Commerce Business. On the other hand, we 

would like the Strategic Business to grow at a rate of more than 10% YoY, and the composition of the 

Strategic Business will probably increase in FY2023. In regards to the difference between operating 

income and adjusted EBITDA, about two thirds will be from the depreciation and amortization in Yahoo 

Japan and LINE. The remaining one third is expected to be from the PPA due to the integration with 
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LINE, and non-cash expenses, etc. to be succeeded from LINE. 

 

Q: LINE’s Strategic Business recorded a loss of around JPY 66 billion in FY2019. To what extent do you 

expect a cost synergy on LINE Pay’s side as a result of the integration between PayPay and LINE Pay?  

A: FY2021 will still be a phase for preparing for the integration. Although the cost will be somewhat 

reduced compared to the cost incurred until last year, full-scale cost synergies are not expected to be 

realized until FY2022. 

 

Q: What impact will social commerce, X Shopping, integration of the loyalty programs have in order to 

become No.1 in merchandise transaction value in early 2020’s? What growth drivers are you 

particularly eager to see? 

A: Currently, the transaction value is large in Yahoo! JAPAN Shopping and PayPay Mall. We want to 

further improve their fundamental features (product lineup, price, ease of search, and logistics) to 

become the first choice service for users. On top of that, the loyalty program is a means to accelerate 

the growth of transaction value. We hope that LINE users will also make purchases through initiatives 

that have already been launched, such as PayPay STEP. In addition, we would like to provide a new 

shopping experience utilizing LINE in order to realize our goal in becoming No. 1 in merchandise 

transaction value in early 2020’s. We would also like to achieve this by providing a shopping experience 

that involves existing physical stores, such as X Shopping, and by expanding transaction value through 

online as well as offline initiatives. In terms of the traditional marketplace business, we expect a large 

impact from the traffic referral derived from the integration of loyalty programs with LINE, which has 

an enormous user base. With regard to seizing a new market and proposing a new shopping style, we 

would like to capture offline transactions. This is something that only we, with LINE and Yahoo! JAPAN, 

can accomplish. Including users who have joined our ecosystem through PayPay, we would like to 

continuously approach users through LINE Official Account, so that users will both buy and sell in offline 

stores and pay with PayPay. Meanwhile, we expect that new shopping proposals that can only be made 

by us such as Smart Store Project, gift, team purchase and live commerce will have positive impact on 

e-commerce. We envision growth in the future, with traditional commerce becoming even stronger, 

and new commerce coming on board. 

 

Q: I understand that you are behind in logistics compared to your competitors. This is something that 

cannot be improved in a day. What part of the delivery process are you specifically aiming for when 

you say "No.1 in delivery" in the presentation materials? Are you aiming for a quantitative delivery 

network or a qualitative user experience in delivery? To what extent have you factored in synergies 

from Demae-can? 

A: For normal delivery, we will strongly promote the business alliance with Yamato for deliveries that 

will be made on the day or the following day of a purchase made online. We are also considering 

immediate delivery of food with Demae-can. Delivery within 30 minutes is of great value not only in 

food delivery but also in e-commerce, so our idea is to implement it on as large a scale as possible. 

However, we have not discussed this with Demae-can yet, so we will notify you when we can fill you 

with further explanations.  

 



Q: You aim to integrate LINE Pay and PayPay in April 2022. Will the cost of LINE Pay be reflected in 

the Commerce Business? 

A: Figures for LINE Pay will be accounted for in Strategic Business for FY2021.  

 

Q: Your stake in PayPay is currently 25%. Do you have plans to bring this back to 50%? 

A: We will make decisions after we discuss with the other shareholders of PayPay. We will notify you 

should there be any progress. 

 

Q: You explained that you will make investments of JPY 500 billion in the next five years. What are the 

expense items in SG&A expenses? Does it include personnel expenses, or is it just depreciation? Also, 

are sales promotion expenses included in this JPY 500 billion? 

A: To give you a ballpark figure for the breakdown of JPY 500 billion, roughly 60-70% is for product 

development (including new products) and operational cost (including personnel expense and CAPEX). 

The remaining 30-40% will be sales promotional expense such as marketing. Part of the product 

development and operational cost will be depreciation expense, but basically we depreciate everything 

in about 5 years. Product development costs are planned to be recorded first. 

 

Q: You explained that you will aim for a YoY double digit revenue growth for the Media Business. In 

which advertising products will the synergies between ZHD and LINE become apparent? Also, will they 

be effective early in the next fiscal year? 

A: Both companies have a large revenue from existing advertising products, so similar to EC business, 

we will expand this even further through mutual traffic referral and bundle sales. Another product that 

we have high expectations for is the advertising product provided in full-funnel. We would like to achieve 

double-digit YoY growth, especially by providing solutions that enable us to capture sales promotion 

budgets. In the short term, sales collaboration will be very effective, as there are clients that both 

companies are not able to reach, and selling a set of products will be effective. In the medium- to long-

term, we think that we can make products in the sales promotional field, by mixing the information 

from PayPay, LINE Official Account and Yahoo! JAPAN. In addition, in the medium term, we would like 

to achieve system and data integration to boost the overall effect. We have high expectations for 

synergy in the advertising field. 

 

Q: What are your current thoughts on the integration and elimination of overlapping content? Will LINE 

Manga and ebookjapan be integrated? Is the Smart Store Project an initiative between NAVER 

Corporation and ZHD? Or will ValueCommerce join in? 

A: We have no plans to change the capital structure of LINE Manga. Smart Store Project is a joint 

project between the two companies that are integrating, Yahoo Japan and LINE, and NAVER 

Corporation. At the moment, there are no discussions with ValueCommerce, but there is a possibility 

in the future.  

 

Q: How do you intend to deliver the message to the users that there will be good services offered in 

the future as a result of the integration of Yahoo Japan and LINE? You said in the briefing session for 

the press that you will put an emphasis on understandability. How do you plan to make an easy-to-



understand explanation on this integration and the future? 

A: It will be important to communicate intuitively and emotionally to our users. For example, in the 

Top Page of Yahoo! JAPAN (PC ver.), we have LINE MUSIC in the content section on the left side of the 

page. Also it is important to communicate our integration in our users’ daily usage scenes, such as by 

making the characters appear in the logo of the other. We are making daily improvements in Yahoo! 

JAPAN Top Page, but this is a specialty for LINE which has produced stamps. In addition to mutual 

traffic referral among existing services, we would like to strongly promote our “only-one” services that 

will be newly created by the two companies to the users of both companies that exceed 80 million 

each.  

 

Q: Is there a possibility of hardware development as a new business in the future? GAFA is working on 

developing its own hardware, from which it is getting a high level of service and revenue. 

A: Software can be delivered and updated immediately. In this sense, it is an extremely convenient 

tool that can create innovations. However, the real big innovations tend to come from hardware, such 

as iPhones and future self-driving EV cars. We would like to commit ourselves to major hardware 

innovation, but instead of building hardware ourselves, we could provide our software to hardware 

built by other companies. LINE and Yahoo! JAPAN will be used if completely self-driving EV cars are 

developed in the future. The current approach is to be willing to provide new and old services that will 

be placed on top of the huge hardware innovations. 

 

Q: I feel an extremely high potential in the Internet advertising market and sales promotion market 

illustrated on page 13 of your presentation materials. In terms of the sales promotion market, aren’t 

there some fields that you cannot easily acquire with your current capability? Are you considering M&A, 

etc. in order to capture new sales promotion markets?  

A: Funnel-type advertising marketing solution and acquisition of sales promotion market are matters 

that we want to focus on the most in the Media Business. Clients that are providing us with the sales 

promotion budget are manufacturers and retail stores, and these we can already reach with our PayPay 

sales force and LINE Official Account. Therefore, we believe that the current organization is sufficient 

for our business, but there is a possibility of M&As to acquire solutions and sales forces for further 

acceleration. We would also like to enhance our originality in this area, as we believe it is an area that 

is difficult for other Internet companies to approach. 

 

Q: Do you believe that there is enough potential for your company to increase its market share because 

you are in a field that other companies cannot imitate?  

A: Yes. 

 

Q: Regarding the cost synergies associated with this integration. Do these targets factor in reductions 

in sales promotion expenses and development costs as you move forward with the reorganization of 

various matters, including content? Is there a possibility that more cost synergies will emerge? If each 

of the businesses grows steadily and you exceed your target: adjusted EBITDA JPY 390 billion, will the 

upside be invested?  

A: Basically, we will run our services with a user-first standpoint. For example, the user base of LINE 



NEWS and Yahoo! JAPAN News greatly differ and there is no real point in integrating the two, so we 

will not change the current status. Reorganization of the other 200 or so services will be decided with 

a user-first perspective in the Product Committee under the leadership of our CPO, Shin. If a service is 

integrated, human resources and promotion costs will be freed up, but the personnel expenses will not 

change much as they will be allocated to other strategic businesses. On the other hand, there is a good 

chance that promotion costs will be streamlined. Basically, we would like to use the upward revision 

from the target as much as possible for medium- and long-term investments to create new products 

and generate greater cash flow. However, this will be done within a certain level of fiscal discipline.  

 

Q: The target for the average annual growth rate of revenue in the Commerce Business is about 

YoY+10%. Isn't higher growth necessary if you want to become No.1 in domestic EC merchandise 

transaction value? Please explain the gap between the growth of revenue and transaction value in the 

Commerce Business and monetization of the Commerce Business.  

A: Figures for ASKUL’s B2B business and service EC such as travel are included in the revenue of 

Commerce Business. Growth rate differs by services. We would like to achieve a further growth in the 

other important KPI, merchandise, so that we can become No. 1. In the area of merchandise sales, we 

will take into consideration whether or not it is the right time to increase transaction value. But taking 

into consideration that Yahoo! JAPAN Shopping was unable to fully obtain the initial recognition during 

the pandemic, we need to consider what needs to be done at each stage, for example, organizing the 

logistics first before conducting promotions. When the time comes, we would like to explain how we 

intend to grow our merchandise business. 

 

Q: If we simply add the advertising revenues of Yahoo Japan and LINE, I think we can expect a double 

digit YoY growth with 40-50% margin. You say that the integration will bring more synergies, but 

looking at the guidance, I don't think there will be much synergy. I would like to hear your detailed 

explanation. 

A: The guidance and KPI factor in synergies to a certain extent. It will be difficult to achieve a double 

digit YoY growth in search advertising and display advertising of Yahoo Japan alone. We are aiming for 

double-digit YoY growth in the Media Business due to expected synergies in sales promotion solutions 

and other areas as a result of the integration with LINE, and we have factored in a certain amount of 

such synergies in our EBITDA margin. 

 

Q: Initiatives such as Smart Store Project and logistics could have been accomplished by ZHD alone 

without integrating the two companies. Please explain each of the items on integration synergy. 

A: Although LINE has not been very involved in the EC business, there must have been a variety of EC 

opportunities as long as there were people-to-people connections. Yahoo Japan, on the other hand, 

has been building up our EC for the past few years, so we have gained know-how, a network of stores, 

and logistics. We will provide these to LINE without hesitation to have the LINE users use them, and 

as a result create something like a social EC. This is something that is possible because we have 

integrated. Smart Store Project is an initiative to bring in a platform that NAVER Corporation has had 

success in South Korea. This is something that we can achieve with a long term commitment, because 

our relationship is not just a partnership, but we have capital ties through the business integration. We 



believe that various positive impacts can be brought to both companies because of the business 

integration: advertising synergies from LINE to Yahoo Japan, and EC synergies from Yahoo Japan to 

LINE, etc. We have received some comments that the growth rate due to integration synergies may 

be weak, but we will be working hard to finalize this. We are telling you what we can tell you today in 

spite of various restrictions, such as the gun-jumping regulations for the Fair Trade Commission's 

examination and the prohibition on disclosure of insider information related to TOB. We have integrated 

today, so we will be able to freely and vigorously have better discussions on integration synergies at 

the management meetings and we will report them to you. 

 

Q: How much of the JPY 500 billion investment is necessary? I would like to ask how much of the 

profits generated need to be invested due to competitive pressures and urgency. 

A: Even if we invest JPY 500 billion for R&D to create the future, our current honest opinion is that it 

is still not enough, with a difference of almost one digit compared to GAFA and BAT. We will not use it 

blindly, but it may increase or decrease depending on whether or not we can make the right content 

worth using.  

 

Q: Is logistics included in the JPY 500 billion investment?  

A: We have factored in the cost of logistics in the form that we are currently considering. 

 

Q: When and how much will the EBITDA be in the Fintech business? Since it is important for stock price 

evaluation, I would like to hear more specifics.  

A: We would like you to look at the Fintech business from the following two aspects. i) How big will 

PayPay’s base, which will be the foundation, be? ii) To what extent will scenario finance, which will 

transcend PayPay, Yahoo! JAPAN and LINE, be used? For i), we would like you to see if the number of 

users and payments will steadily increase. For ii), we would like you to observe the degree of perfection 

of the user experience of Fintech products as you use PayPay, Yahoo! JAPAN and LINE. In terms of the 

business model, the Fintech business will be able to contribute to earnings if the numbers of "borrow" 

such as loans, deferred payments, and credit card business, especially revolving payments, grow in 

the short term. Although Scenario Finance will also focus on "increase" and "prepare" with investment 

and insurance products, we believe that revolving credit, deferred payment, and loans will be large in 

scale. We will try to keep you updated on the progress of these businesses.   

 

Q: Will the Fintech business reach some EBITDA figure without having to wait 10 years? 

A: We believe we do not have to wait for 10 years to see some results. PayPay, which serves as the 

foundation, is growing considerably in the last two to three years. 

 

Q: Early monetization of PayPay is vital in order to quickly bring EPS back to the current level. It is 

awkward that the commission rate of LINE Pay and PayPay differs after the integration. Will you be 

charging payment commissions from PayPay merchants from October this year?  

A: Nothing has been decided yet. We will let you know as soon as we are able to say more. 

 

Q: With the change in the market classification of TSE, will your company apply for the Prime Market? 



Will you stick to the Prime Market instead of the Standard Market? 

A: Once the specifics of TSE's approach have been determined, we would like to discuss it with our 

parent company, A Holdings Corporation, including capital policy, and announce our decision.  


