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Rakuten Ecosystem
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-commerce marketplace

Annual Transaction

$41.3 billion in 2020

Number of Stores

over 49,000 stores

Number of Members in Japan

over 111 million members

Market share in Japanese Ecommerce

26.8 %
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Comparison of Product Pages: Overseas vs. Japanese Localization

U.S. Website Japanese Localization 

vs. 



Product Descriptions on Rakuten vs. Amazon Japan
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https://item.rakuten.co.jp/ledled/d-bortoli-fs-br/

https://www.amazon.co.jp/-/en/De-Volley-Divy-

Brutt/dp/B00G5X0N7G/ref=sr_1_4?dchild=1&keywords=de+bortoli

&qid=1629963487&rnid=2321267051&s=food-beverage&sr=1-4

https://item.rakuten.co.jp/ledled/d-bortoli-fs-br/
https://www.amazon.co.jp/-/en/De-Volley-Divy-Brutt/dp/B00G5X0N7G/ref=sr_1_4?dchild=1&keywords=de+bortoli&qid=1629963487&rnid=2321267051&s=food-beverage&sr=1-4
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2019 – Market Share by Category  

Japan Online Food and Household Goods Market Size:

Online food sales: 1.87 trillion yen (~15 billion Euros / 18 billion USD) in 2020 (9.7% growth from 2019);

Household goods: 1.23 trillion yen (~10 billion Euros / 12 billion USD)  in 2020  (12.5% growth from 2019)              Source: Fuji Keizai 2020 Report



COVID-19 Trends: Long-lasting Emerging Patterns 

Source: Online survey with 

100,000 respondents from 

Rakuten Insight Proprietary 

Panels

Markets: China, France, Hong 

Kong, India, Indonesia, Japan, 

South Korea, Malaysia, 

Philippines, Singapore, Taiwan, 

Thailand, United Kingdom, United 

States, Vietnam

Fieldwork: May 2020
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Online Food & Beverage Sales on Rakuten Is Accelerating
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Meat and Vegetables
(trend for past year)

* Actual GMS figures are confidential, so we can only report the trend for the past year.

Food and beverage is experiencing significant (double digit) growth on Rakuten Ichiba, 
and the sales trends for items such as meat, fruits, cheese, vegetables, wine etc. are rapidly increasing.

Fruits
(trend for past year)

Meat

Vegetables

Fruits
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Wine Sales Trend on Rakuten Ichiba 2019 2021 YTD
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* Actual GMS figures are confidential, so we can only report the trend for the past year.



Sample Merchant Selling International Specialty Products
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• Where do you reach them? Digital has surpassed television in 2020.

• Connected Seniors: 1/3 are 65yrs+.

• High smartphone use: 85.5% (in 40s) and 72% (in 50s)

• High incomes and food consumption: Avg. monthly consumption 
expenditure is $2,700 USD (consumer in 50s) and $1,570 (in 20s) 
– #4 for Avg. Monthly Food Expenditure per Capita globally (e.g. HK, 
Switzerland, Norway)

• Do research on competition items and pricing. (e.g. kakaku.com)

• Expect high standards and transparency: Japanese likes detailed product 
information and superior packaging (gifting culture)

• Have low trust, so search optimization and social are important

• Require in-depth translation and localisation (99% speak only Japanese) 
– see KitKat example
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Rakuten Marketing Calendar 

Month January February March April May June July August September October November December

Season Winter Spring Summer Fall Winter

Trend
General

Valentine's 
Day 2.14

Mother’s
Day

Father’s
Day

Halloween Black Friday Christmas

Japanese
White Day 

3.14
Back-to-
School

Summer 
Bonus

Elder’s Day
Winter 
Bonus

Campaign

Major
New Year 

Sale
Shopping
Marathon

Super
SALE

Shopping 
Marathon

Shopping 
Marathon

Super
SALE

Shopping 
Marathon

Shopping 
Marathon

Super
SALE

Shopping 
Marathon

Shopping 
Marathon

Super
SALE

Minor
Super Point 

Back 
Festival

Mother’s 
Day 

Campaign

Father’s 
Day & 

Summer 
Bonus 

Campaign

Super Point 
Back Festival

Elder’s Day
Campaign

Super Point 
Back 

Festival & 
Eagles 

Support Sale

Year-End 
Thanks 
Giving 
Festival

Rakuten runs a Shopping Marathon sale event every month, and a Super Sale event once every three months. These events drive sales and 

engagement through discount promotions and contests, taking advantage of Rakuten’s Super Points system and sales seasonality in Japan. 

Key Insights:
➢ Mother’s Day is top sales day.
➢ Cherry Blossom boost in consumer spending in the spring
➢ Summer and winter bonuses  ~$3,000

31 2

Campaign Distribution Can Be Customized Throughout the Year to Align With High Sales Period
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Rakuten Points and Coupon Ecosystem  Linked With Credit Card and Online 
Banking

Rakuten Members

Get 1% back in points 

Ecosystem

Earn Points

Use Points
Save Money

Rakuten members get 1% back on every transaction they make through 
the Rakuten Ecosystem. 
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Four Main Product Pillars

AD(728×90)

AD
(300×250)

AD
(300×250)

AD(320×50)

300×250 728×90 160×600

320×50970×250300×600

Display Ads SNS: YouTube TrueView Video 

Ads, FB, Instagram, Twitter, 

Influencer Marketing, etc.

テキスト版

HTML OR TEXT

AD
広告掲載エリア

広告バナー

Ads Placement

Direct Email 

(text or html)
Search

TrueView広告

Y

ou

T

ub

e

See here for complete details: https://adsales.rakuten.co.jp/media/guide/

https://adsales.rakuten.co.jp/media/guide/
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We have a sophisticated database collecting Rakuten users’ online/offline data, 
which can deliver ads to the appropriate target users.

Ad Exposure
Traffic to Your Brand or 
Showroom Tie-Up Page

Rakuten 
Membership
Database

Rakuten ID / User Targeting

OVER 100M USER DATA EXPOSURE IN MAJOR MEDIA Direct Traffic to Your 
Promotional Page

TBD

engagement, and sales!
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Rakuten Specialized Food Portals Machiraku and Global Gourmet Pages

https://event.rakuten.co.jp/area/ https://event.rakuten.co.jp/food/world/

Global Gourmet PageMachiraku Japanese Regional Gourmet

https://event.rakuten.co.jp/area/
https://event.rakuten.co.jp/food/world/
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Machiraku

https://event.rakuten.co.jp/area/
https://event.rakuten.co.jp/area/global/newzealand/?l-id=machiraku_pc_recommended

New Zealand Showroom Sample
Machiraku Regional Food Promotion

https://event.rakuten.co.jp/area/
https://event.rakuten.co.jp/area/global/newzealand/?l-id=machiraku_pc_recommended
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Sample Showroom: Ehime Prefecture Reinvents Virtual Mall

https://event.rakuten.co.jp/area/ehime/product/
https://event.rakuten.co.jp/area/ehime/product/
blob:https://event.rakuten.co.jp/1bd79ed3-6e3c-4a0a-ba30-c46a54970868
blob:https://event.rakuten.co.jp/e999b3fe-d02b-4dea-bcfe-399fca7f8731
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Sample Showroom Page: Korean Food Campaign

"#Kimchi", "#Yuzucha","#Natsume","#Korean ginseng","

#Kochujang","#Sanchoyu" 

100,000 Rakuten points Twitter Campaign 

Client: Korea Agricultural and Fisheries Food Distribution Corporation (Trade Promotion Government Agency of South Korea)

https://event.rakuten.co.jp/food/campaign/atcenter/
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Regional Showroom Performance

Average Return on 
Advertising Spend (ROAS):

560%

GMS range:

0.3 – 2.5 billion JPY 
(avg. of 1.15 billion JPY)

Government Client # of Stores Targeted # of items

A 181 1273

B 168 4938

C 127 6428

D 69 1169

E 108 1181

F 105 2118

Average 126 2851



❖ New South Wales Wine Campaign Overview
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Who
New South Wales Investment

New South Wales Wine

What New South Wales (Australia) Wine Fair 

Where https://event.rakuten.co.jp/food/world/campaign/newsouthwales/

When 2021-9-1（Wed.）10:00 ～ 2021-11-1 (Mon.）09:59

Why
Promote the Awareness and Purchase of New South 

Wales Wine in the Japanese EC Market on Rakuten

How 500円OFF for Orders Above 3,000円

https://event.rakuten.co.jp/food/world/campaign/newsouthwales/


❖Metrics for the Campaign
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Sales 

• Gross Merchandise Sale (GMS) of entire campaign 

by categories (red, white, sparkling, rose), brand, 

and price ranges

• # of orders

• # of buyers

•Average Order Value

• Coupon usage data

• Top selling wines

• YOY Sales Data for Items Promoted (2019, 2020) 

Landing Page

•Page Views

•Visits

•Unique Visitors

• # times campaign video was viewed

Marketing and Advertising Metrics

• Impressions delivered

• # of email campaign newsletter sent and opened

• Click Through Rates and Clicks 

• Demographic information of those who clicked on 

ads (gender, age, and geography)


