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Average commissions /unit*

1.1. Sales Commissions

*New purchases
& upgrade models

Full-year 1Q 20Q 3Q 20Q 3Q
FY2003.3 FY2004.3 FY2005.3
FY2003.3 FY2004.3 FY2005.3 FY2006.3(E)
1Q 2Q 3Q 4Q 1Q 2Q | 3Q 4Q
Salescommssmn;imonsofyen) 405.0 900 900 920 112.0 384.0 040 1140 1120 1240 444.0 457.0
Average Commlssmns(\lxgg)lt 40,000 37,000/ 36,000 36,000 37,000 36,000 37,000/ 39,000 39,000 38,000 B | 38,000
Number ofunis S0y unig) ~0%° 24101 2,490 2,500 3,070] “°°"% 2550] 2,030 2870/ 3230 M=% 14100
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1.2. Net Adds & Churn Rate

Market share '000subs
100% 500

1.56% 1.54%

i 1.40% ° a 1.37%

Improved 0.05 points yoy

0% |

dQ 2Q 3Q 4Q /|1Q\2Q 3Q 4Q |
FY2004.3 FY2005.3

Full-year <1.49%> <1.44%>

Note: Churn rate is calculated for ordinary handsets which exclude module-type terminals. 19

FY2004.3 FY2005.3

Share of :
Net Adds <49.6%> <50.4%>

Ending subs <20.8%> <22.5%>
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1.3. Trend of ARPU

WIN ARPU

AC

| 7480 7540 7490 1330 / 7300 7,190 oy

5930 5900 5,830 5560 5540 5570 5470 5,180

HHHHHHHH

1,790

11, 610 11, 550 11 190 10570 10,16
'\

! 060 7 150 4 270

s

1Q 2Q_3Q 4Q 19_4 3Q 4Q
(Fy2004.3

Full-year total ARPU <7,440 > <7170 >
of Voice <5,800 > <5430 >
of Data <1,640 > <1,740 >

Note 1: 4Q ARPUs are those after the settlement of AC (Access Charges).
Note 2: WIN ARPU is calculated on customers in one full month of operations.

FY2006.3
Full-year F

40 1Q 2Q 3Q 4Q
FY2004.3  FY2005.3

yoy charge

total A¥270 A 3.6%
of Voice A¥370 A 6.4%
of Data ¥100 6.1%

0

Total
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Susiness 2. Update on WIN(1) l.UIN

m No. of WIN sub additions has accelerated since increased sales in summer 2004,
reaching 3.25 million at end-March.
m Sales proportion of WIN handsets expected to rise to around half in FY 2006.3 due to enhanced lineup.

— N

- ~
7 N\
Growth of WIN Flat-rate Subs 7 306 Target
\ approx. 7,660k 7
| Add 3 models - _
‘000 subs .. .
3,500 1 .
3.000 Add 4 fall/winter ..'
| models Ending subs
2500 1
Add 3 summer
2,000 models
1,500 l Flat- rate subs
Service launch

1,000 2 models Add 1 model

500% / l

12/°03 3/'04 6/'04 9/'04 12704 3/'05
Ending subs 343 573 1,191 2,032 3,252
flat-rate sub ratio 87% 83% 81% 79% 77%
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Bauusiness 2. Update on WIN (2) WIN

m \WIN has continued to capture high-end users from other companies with proportion of
new subscriptions at around half.

ARPU Breakdown of WIN Subs
yen
12,000
10,160
10,000 | / AN
Total
8,000 | Upgrades -
! New subscription
6,000 \
Voice
4,000 53%
2,000 - 5
1,780 ata
0 Total |
ota
ARPU N | |
Note: Percentage of the simple total of subs who sign up
Note: ARPU of 4Q/FY05.3. in 4Q/FY05.3.
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2. Update on WIN (3)

m During launching period, WIN had a negative effect with data high-end users shifting to
flat-rate but post-switched ARPU turns to be on a upward trend since DoubleTeigaku
(Two-tiered flat-rate) was introduced.

Changes of ARPU : 1X - WIN

(yen) Increase due to
1,500 more low-end
\\users
1,000

Change to
Double Teigaku

Introduce
500 flat-rate

|4 ‘ 12/'04

Decrease \
mainly due to
high-end users Note: Comparison of pre- and post-switch monthly ARPU for the
month when users switched to WIN. 23

A 500

A 1,000

A 1,500

A 2,000 88—

A 2,500
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Business 3. Measures to Expand Sales of WIN

Infrastructure Handsets

_ Expanded lineup
v Planned EV-DO service coverage

End-Sept. 2005: 99.9% nationwide More WIN models

v EV-DO Rev.A:under commercial in the total lineup
development Brgziclnaine ieiia
CDMA 11X
Content &
Charges | w I N Applications
(Double Teigaku) N
august 1, 2004~ X 7)LITEER v Late Nov. 2004~: EZ Chaku Uta Full™

v Fall 2005~: Introduce FeliCa

May 1, 2005~ Double Teigaku Light (in all WIN handsets after FY2006)

~ PCSV flat-rate v FY2005~: Strengthen broadcast links

Note: PCSV stands for PC site viewer.
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susiness | 4. Boost Sales from Content/Media Biz. (1) WIN

m Steady growth in sales of Content/Media Business, exceeding ¥10.0B in FY 2005.3

m Shift from focus on content-fee collection and aim for growth in new areas including
collaborative content, EC(e-commerce) and advertising businesses.

y Sales of Content/Media Biz S— Sales Breakdown -
100 /

(Billions of yen)
11.3 i
7.4
FY 2005.3 content-fee
Collabora collection
50 B ¥11.3B 56%

15.0
FY2004.3 FY2005.3

25
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m Expand use of rich content such as music and e-books made possible with WIN

4. Boost Sales from Content/Media Biz. (2)

CDMA1X

WIN

m Paid-content spending (content ARPU) for WIN users is over three times that of 1X users

(Billions of yen)

25.0

200 1

FY2004.3

FY2005.3

E Chaku
Uta Full

OChaku Uta/
Chaku Movie

U Chaku Melody

B Entertainment

B Games

Pictures/
characters

B practical use

[ |
Communication

(yen/month) (March 2005)
1,600
-
1400 - Ave. all users
Ave. per
1,200 1 “+ paid content user
1,000
800 B/
600 680
400 -
Z e 310
0]
1X

WIN (flat-rate)

Note: Paid-content sales go to content service providers of which KDDI receives less than 10% of total as commission for fee-collection.
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m Promote return visit within portal by constructing portals for different genres.

m Increase media value on mobile phones by advancing FMC portal and telecom
broadcast links.

. F—T—KTE&EY
‘ T ESRRA &= a—R
IBEDEZ
EhE— &DILFv+—
M= D=2
s
-q au style

EZY—EXTEY
BB -7

(lplujo|Gc AT E]

Telecom
broadcast link

o
G'c,)/to EZweb
official site for TV

Visit What's new windows
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susiness | 4. Boost Sales from Content/Media Biz. (4) WIN

AU oo

au(Glecords e
To purchase of . oonnonEn au @:’ﬂks
real goods (CDs) -zu7

=& AFr—
“avERy
L L
) ou stylo
EZH=EATRY
P I - A T

fi SR

From expanded sales of
digital content

Chaku Uta & Chaku Uta Full _

(millions of D/Ls) (‘000 / no. of purchases)
150 400

5
. 300
“haku Uta Full
(launch Nov.'04) 200
2Q 3Q 4Q

100

50
Chaku Uta
(launch Dec.‘O;; 4

0 I

0

FY2003.3 FY2004.3 FY2005.3 FY2005.3 1Q
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susiness | 4. Boost Sales from Content/Media Biz. (5) UJIN

m Create easy-to-use portals and FMC portals by leveraging strengths of mobile phones
(mobility, convenience, secure payment etc.) and strengths of PCs (home-use, large
screen etc.)

ez Game

; {\ PC world
DU OG A T | E

aul;kecords — =

N\

Y/ -
FMC portal— G

[
FXOTauFEHI
(Pay all in au’s bill)

Mobile world

(Example) Confirm product on PC’s large screen and take part in auction via mobile phone.

AN

au@uctions
ESHCFETLWESE A
r ARZA i
ENET ieal
W I S 1 P
Fo e ? LT Y IEREST

i =3 (7 A
G mE R by

B 7=
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Business 5. Measures to Reduce Handset Costs

Handset Cost ® Select handset functions specific to target market

Reduction ® Standardize software and hardware between handset suppliers

m Example of Development Cost Reduction

Standardize Software Platforms via BREW /-TO be cmpatible with
WIN 05 Summer Models

® Reduce verification time in handset development

® Enable swift development of attractive services

® Reduce application development time for application vendors

by 2 suppliers

- To be followed by all
\ suppliers in FY06

EZweb IMAP QR
browser mailer code
etc.
BREW Common

Platform

Baseband chip

/

~

/

To be standardlze along with common platform

EZweb IMAP Code
browser mailer / =

BREW
OEM layers

Baseband chip

30





