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Presentation 
 

Moderator: Now, we will hold a Financial Results Briefing for the Second Quarter of the Fiscal Year Ending 
March 31, 2020 for Asahi Broadcasting Group Holdings Corporation. 

First, let me introduce you today's attendees. Susumu Okinaka, Representative Director and President of Asahi 
Broadcasting Group Holdings Corporation. Shinya Yamamoto, Representative Director and Vice-President of 
Asahi Broadcasting Group Holdings Corporation, and Representative Director and President of Asahi 
Television Broadcasting Corporation. Masato Kadota, Director of Asahi Broadcasting Group Holdings 
Corporation, in charge of accounting. 

Now, Mr. Okinaka, the president of the Holdings Corporation, will explain the outline of the financial results. 

Okinaka: Thanks for coming today, on your busy schedule. We would like to express our sincere gratitude for 
your continued support. I am Okinaka, President. Thanks for your support today. 

  



 
 

 

 

First, on the second half of the fiscal year, with sales of 40.2 billion yen, operating income of 1.3 billion yen, 
and ordinary income of 1.5 billion yen, we have been able to raise sales and profits. Sales exceeded the 
previous year by approximately 900 million yen, and operating income and ordinary income by more than 300 
million yen. 

As for topics, Sunday’s "A House in the Middle of Nowhere", has been making a strong showing and viewing 
rates have been improving as a whole. Group companies also performed well, mainly in the content-related 
business. 

Nevertheless, up until the second quarter, the commercial spot business did not perform well, and this was 
compensated by the programming time revenue, or by taking other several measures. 



 
 

 

This table shows net sales and operating income in the second quarter (cumulative), for the past 10 years. 
This year, net sales were 40.2 billion yen, which was slightly short of the 40.8 billion yen recorded three years 
ago, but it is steadily rising. 

Operating income was 1.365 billion yen, which was better than the past two years. In the first half of the fiscal 
year, we had high school baseball and other events, which often entailed high costs. However, we have been 
able to make improvements and came to achieve this amount. 



 
 

 

This is segment information. As you can see in the left table, revenue from the broadcasting segment 
increased year-on-year. Operating income in particular rose significantly, from 657 million yen in the previous 
fiscal year to 1 billion yen in the fiscal year under review. 

As I mentioned earlier, the sluggishness of the commercial spot segment was recovered mainly by the 
programming time revenue, and content-related companies performed well. 

Regarding housing, which is shown on the upper right, the revenue decreased, but profits increased slightly. 

In the golf club segment, on the lower right, both sales and profits increased. This was due to the recruitment 
of new memberships. 



 
 

 

Let me elaborate on the broadcasting segment. Results for each company in the broadcasting segment. ABC 
TV will be explained later by Mr. Yamamoto. 

As for other companies, regarding radio, shown on the top left, sales and profits increased. We have 
developed new programs for young people, and this has resulted in strong growth in revenues for 
programming time advertising. 

Regarding Sky-A, which is on the lower left, sales increased slightly, and profits also increased, even when the 
figure is negative. This was mainly due to the launch of Internet distribution for Hanshin Tigers games at SKY 
PerfecTV. 

The ABC Frontier Holdings Group, on the upper right, is a company that deals content-related products, and 
as you can see, both sales and profits have grown significantly. This was due to the big hit in animation, in 
which we had invested, and sales of copyright revenues from the pachinko machine "Shin Hissatsu Shiokinin" 
in ABC Rights Business. We had very strong sales to Detective Knight Scoop and other OTTs, as well as archival 
distribution. 

AMC, on the lower right, is a mail order company. Its sales continue to be favorable. 



 
 

 

Let's see the situation of our content and overseas businesses. Content-related business sales for the first half 
of the year are growing significantly. We newly acquired two companies in April and May in the first half of 
the year, MASH, an event company, and DLE, a content company. As these two consolidated companies have 
been added from the second quarter, sales are far above the previous year’s level. 

The graph on the right shows the overseas business. Sales in the overseas business declined slightly from the 
previous year. This is attributable to the fact that sales of Chinese animations were not as high as last year 
due to the censorship in China. 



 
 

 

Let's look at the housing business. The housing business recorded lower sales and higher profits. Since there 
were no real estate sales this year, sales declined. In addition, the number of venues has decreased because 
some housing exhibitions were closed. However, because income from the closed housing exhibitions had 
been declining, profit improved slightly, even though sales declined. 



 
 

 

The full-year forecast for the current fiscal year is shown by the dotted line in red. Net sales are expected to 
be 85.0 billion yen, and operating income and ordinary income to be 3.7 billion yen and 4.0 billion yen, 
respectively. 

As sales have grown compared to the previous announcement and we are now on a new consolidated basis, 
we want to grow our top line, as shown. However, operating income and ordinary income remain unchanged. 
In fact, the situation surrounding the commercial spot revenue in the television business in the second half of 
the fiscal year is not very clear. I think that if it catches up with the previous year’s level, the figures will 
become higher. However, since we cannot witness the situation, we have left the figures unchanged. 

Net income declined significantly to 2.5 billion yen. This was due to a significant increase in the previous fiscal 
year due to tax effect accounting treatment accompanying the conversion to a holding company system, 
which resulted in a year-on-year decrease of 1.2 billion yen this year. 



 
 

 

Let's look at the forecasts for each segment. The broadcasting segment is expected to record higher sales but 
lower profit. As explained above, although there is an increase in sales due to new consolidation and other 
factors, the outlook shown is for a decline in earnings due to a slight uncertainty regarding television 
commercial spots. 

In the housing segment, we expect sales and profits to decline for the full year. In the first half of the fiscal 
year, we were able to secure a profit increase. However, while we are recruiting tenants in the housing design 
center business, there was a collapse of some major tenants’ performance and rents declined, therefore we 
expect profits to decline. 

In the golf club segment, as I mentioned earlier, we expect sales and profit to increase due to new membership 
recruitment. 

This is all. I have explained our consolidated results. 



 
 

 

Moderator: Next, Mr. Shinya Yamamoto, Representative Director and President of Asahi Television 
Broadcasting Corporation will explain the Television business in detail. 

Yamamoto: I am Yamamoto from Asahi Television Broadcasting Corporation. Thanks for your support. I would 
like to explain the television related business. 

First, I would like to talk about a major topic for the fiscal year under review, which Mr. Okinawa mentioned 
earlier. The biggest issue for television is that "A House in the Middle of Nowhere", broadcasted on Sunday at 
20:00, which became a regular program in October last year, has received a very favorable viewer reception. 
I believe that this has given, not only ABC TV but also the television industry, a great self-assurance. 

In the first half of the fiscal year, we managed to secure increases in both sales and profits. Revenue from 
commercial spot advertising was unfortunately sluggish, but programming time advertising revenue was 
robust, the overall television business remained strong, and content-related revenue was fairly good, resulting 
in an increase in net sales. In addition, cost control of expenses contributed to an increase in profits. 



 
 

 

This slide summarizes the performance of television-related group companies, including Asahi Television 
Broadcasting Corporation and other television production companies, in order to give an image of the overall 
trends in the television-related business. 

Because we are transferring operations to group companies, it is becoming increasingly difficult to measure 
the ABC TV’s performance on a non-consolidated basis. In this graph, the results shown for the four group of 
companies, including the production companies to which the operations are transferred, are combined to 
show a more realistic trend. 

In the first half of the fiscal year under review, as you can see, revenues other than terrestrial advertising grew 
steadily, resulting in an overall increase in revenues. Operating income also improved as a whole, thanks to 
the progress made in optimizing operations through the transfer of operations. 



 
 

 

This is a trend of television viewer ratings. Our ratings are shown in a red-circle line. As you can see, we raised 
our rankings in All-day, in Golden, and in Prime. The aforementioned favorable performance of "A House in 
the Middle of Nowhere" has had a positive impact on the whole. "A House in the Middle of Nowhere" is 
broadcasted in the highly competitive Golden time on Sunday, and the average viewer ratings for the first half 
of the year were extremely high, at 19.3% in the Kansai region and 18.8% in the Kanto region. 

"TORINIKU tte nanno niku!?", broadcasted on Tuesday at 21:00, which started in April, has gradually increased 
recognition, and the average viewer ratings of September were two-digit figures, both in the Kanto and Kansai 
regions. We look forward to the further growth. 

"Hodo Station", our affiliate for TV Asahi, is also performing well, contributing to the top of the Prime since 
the first half of 2013. 



 
 

 

Looking at the actual ratings, both the Golden and Prime ratings have improved. 

However, the figure has been greatly lowered for Prime 2. Recently, the decline in HUT has continued for a 
long time. Viewer ratings for late-night on Saturdays and Sundays are particularly severe. We intend to raise 
the individual-viewer ratings rate for Prime 2, particularly for people under 49 years old. 

As for the evening news programming, which has a major impact on All-day, we expanded the time frame by 
one hour starting this spring. Currently, we are conducting a trial-and-error analysis while analyzing viewers 
on an hourly basis. As viewer ratings are gradually rising, we will strive to further strengthen these ratings. 



 
 

 

In this section, I will explain our revenues for the fiscal year under review. This shows revenue changes for the 
first half of the fiscal year. First, sales in the television business increased year-on-year for the first time in 
three years. This was mainly due to strong revenues in programming time advertising, video delivery and 
program streaming. I will explain this in detail later. 

The revenues for the event segment remained almost unchanged, reflecting a steady performance of real 
events linked to gourmet websites, as it was in the previous fiscal year. 

Content-related revenue increased due mainly to strong sales in Virtual High School Baseball. 



 
 

 

This is the full-year forecast. Unfortunately, for the full fiscal year, we expect to see a decline in revenues 
other than content-related revenue. First, in the television business, which is our main business, commercial 
spot market condition has become extremely difficult in the second half of the fiscal year. We will not be able 
to compensate it by the robust programming time revenue, and therefore we anticipate a decline in revenue. 

Since we are carefully examining the number and scale of events, we expect the revenue from events to 
decrease slightly compared to the previous year. 

The content-related business is expected to remain solid. 



 
 

 

This is a breakdown of the revenue for the television business in the first half of the fiscal year. While 
commercial spot sales revenue was sluggish as mentioned earlier, programming time sales were strong both 
in local programming and nationwide net programming. Video delivery and program streaming grew strongly, 
contributing to our performance. 

In nationwide net programming, we succeeded in raising the unit price of commercials against the backdrop 
of a year-on-year increase in the number of regular programs and high ratings. 

In local programming, sales rose due to favorable sales of information programming during the morning hours 
on weekdays, as well as the sales of a mini-frame, against the backdrop of favorable viewer ratings. 



 
 

 

The quarterly commercial spot sales revenue is as shown. Revenue in the first quarter of the fiscal year has 
remained almost unchanged from the same period of the previous fiscal year. However, in the second quarter, 
the rush demand before the consumption tax hike, which was expected, was not seen, and on the contrary, 
revenue has been negative. 

Since the shares of commercial broadcasters in the Kansai region have remained almost unchanged from the 
previous year, our commercial spot sales revenue has moved roughly in line with spot sales in the local market . 



 
 

 

Let's look at advertising by industry in the commercial spot business. Revenues from advertisers in leisure, 
restaurant, home appliance, and fashion industries were solid, but we could not enjoy the rush demand we 
had expected. 

Revenue declined significantly from advertisements for foods, as well as cosmetics and pharmaceuticals 
targeting women and young people, which are our challenges. We believe it is important to develop programs 
that are highly evaluated by viewers and advertisers based on more detailed targets. 

  



 
 

This is the full-year forecast for the television business. Full-year sales are expected to decline. Revenues other 
than commercial spot sales revenue are robust, but as I mentioned earlier, the current situation has become 
extremely severe in October and November, so we expect the extent of the decline in commercial spot sales 
to increase again in the second half of the fiscal year. 

As a result, we expect that programming time revenues will not be able to compensate for the commercial 
spot segment, so we expect a decline in revenues for the full fiscal year. 

As I mentioned the similar things earlier, regarding the nationwide net program, when viewer ratings improve, 
the unit price per commercial will also rise. Therefore, in the second half of the fiscal year, we expect net sales 
to increase mainly on 8:00 PM Sundays. 

As for local (time), we expect it to be difficult to surpass the extremely strong performance in the second half 
of the previous fiscal year. However, we anticipate an increase in sales for the full fiscal year due to the 
substantial increase in sales in the first half of the fiscal year. 

We expect sales on video delivery and program streaming to increase for the full year, against the backdrop 
of favorable viewer ratings. 



 
 

 

As a result, Asahi Television Broadcasting Corporation forecasts lower sales and profits for the full fiscal year. 



 
 

 

 

You can see the programming costs. The outsourcing expenses to Group companies increased due to the 
operations transfer, etcetera; the cost appears to have increased, although it has remained virtually 
unchanged. 

Against this backdrop, the number of programs and programming time have increased year-on-year. Cost 
control per program unit progressed steadily, as planned at the beginning of the fiscal year, and contributed 
to securing operating income. 

The increase in the number of programs has also led to an increase in products such as the Group's Internet 
distribution, which has also contributed to consolidated results. 



 
 

 

This report summarizes the results for the first half of the fiscal year. Firstly, due to the improvement in viewer 
ratings, the unit price per commercial, which I mentioned earlier, has been rising mainly for "A House in the 
Middle of Nowhere." 

In the local (time), in the late-night varieties, which is the driving force behind Prime 2, the time-shifts and 
catch-up TV distribution for "Aiseki Shokudo", which in Spring shifted from the challenge frame to Tuesday, 
are performing very well. The weekday morning frame remains strong. 

As part of our efforts to strengthen the terrestrial wave Plus α, we held a series of events in conjunction with 
the drama broadcasted on Sunday late-night between April and June; in such, the Ebisu Junior High Private 
School played the leading role, and they were on a high note. 

For the drama broadcasted between July and September, we have worked to increase video delivery and 
program streaming revenues and attract younger generations through Internet-linked planning, which in turn 
led to an increment on sales for video delivery and program streaming for the Group. 



 
 

 

This is the plan for the second half of the fiscal year. Starting in October, based on individual-viewer ratings, 
P+C7 was finally introduced in Osaka and then in Nagoya, as an index for measuring program value. Naturally, 
the requests from the sponsors are becoming more detailed, and the effects of these efforts are becoming 
clearly demanded. 

In advance of this trend, since in the last two years, we have been measuring and analyzing U49, a unique 
indicator targeting the 49-or-under age group. Currently, we are working to separate programming targeted 
to specific segments and programming targeted to all generations on the timetable. Starting in October, we 
will naturally strengthen these initiatives. 

As for program-like topics, as one of the major topics in the second half of this fiscal year, "Detective Knight 
Scoop", one of our signature programs, is attracting attention with the change of MC. Leveraging it as a 
positive boost, we intend to work even harder. 

"Ohayo Asahi Desu", the morning face of the Kansai weekday, which celebrated its 40th anniversary, has 
broadcasted a variety of plans throughout the year featuring the challenge theme. Through the month of 
March, during the second half of the fiscal year, we would like to do our best with this theme. 

We will add initiatives within the drama framework, such as the late-night challenge frame and terrestrial 
wave Plus α. 

I have explained Asahi Television Broadcasting Corporation's performance and business development. 



 
 

 

Moderator: Lastly, Mr. Okinaka, President of Holdings Corporation, will explain the growth strategy for the 
entire Group. 

Okinawa: I will explain our investment in the growing areas, which is the subject of medium-term 
management plan. 

This is our second year of investing in growth areas as a priority theme. We are about halfway through. To 
date, we have established a division called Business Development Division to take on the challenge of 
corporate venture capital. Currently, two M&A deals have been completed. 

Last month, we established an office called Content Development Office in order to invigorate content 
production and investment and financing, including content that is not necessarily based on television. 



 
 

 

The Content Development Office has been established in the Holdings Corporation and comprises more than 
10 members, including those who also serve as members of the Group's content-related companies. The role 
is to start with planning and development, conduct pre-sales, form a business scheme in the form of pre-sales, 
attract investors, request orders to the production department, and then initiate production. Finally, it will 
sell and collect content, and launch a full-fledged cycle of conventional content production that differs from 
what is seen of television. 

As described here, we are aiming to expand our business through joint production and joint sales with other 
Group companies. Of course, we think that we will also be able to find resources outside the Group, and we 
will expand our content business. 

At the same time, we don't have many content producers within the Group. We have operated in television 
business for a long time, and television producers are found only in the production department. Therefore, 
we need to train content producers who can make sales. We will use this opportunity to greatly increase the 
number of content producers. 



 
 

 

Venture capital investment has been steady since the past. The second fund was established in January 2019. 

The first fund has a total budget of 1.2 billion yen, of which approximately 900 million yen has been used, and 
it has been halted for some time. Currently, there are approximately 250 million yen of unrealized gains. 

We intend to steadily count with excellent IP content and new technologies incorporated into the second 
fund, and we are currently investing in two companies, C CHANNEL and One Media. 



 
 

 

This is not a big story, but we have also launched a new business. In the middle of October, in anticipation of 
the OSAKA-KANSAI JAPAN EXPO in 2025, and the increase in the number of tourists visiting Japan, we 
established a new company in collaboration with Dentsu and others to undertake area development business. 

The company's name is ABC Glamp&Outdoors, and we are considering proposals and plans for various 
outdoor lifestyles centered on glamping, which are easier to enter than camping. 

Basically, we are planning, drafting, and producing the development of glamping, including idle land use, in 
collaboration with Dentsu, and are working with various municipalities, companies, and other entities. 

In addition, we will propose new lifestyles by making use of digital media. 



 
 

 

 

Finally, regarding the dividend. The company's basic policy is to maintain a present dividend payout ratio not 
too far below 30%, therefore, the dividends’ forecast is 18 yen annually. 

We have explained our business results and dividends for the fiscal year under review. 

 

 

 

 

 

 

 

 

 



 
 

Question & Answer 

 

Moderator: We will move on to the question-and-answer session. If you have any questions, please raise your 
hand. 

Questioner: I have two questions. 

First, regarding the commercial spot section, what are your expectations for the recovery timing in the future? 
The question is, what kind of opportunity will trigger a recovery? 

In addition, in which industry do you expect clients to increase? 

Yamamoto: First, when it comes to commercial spots, as I mentioned earlier, the revenue came to a 97.4% in 
the first half of the fiscal year. The first quarter was almost 100%, but the second quarter went down to 97.4%. 
In fact, it was 106.5% in April due to a reaction to last year, and it has been falling since May. As I mentioned 
earlier, not only for us, but also for other key stations, October and November were very severe as well. 
Currently, the actual figure is expected to be about 90%. 

In this sense, it is honest to say that we have no expectation of a recovery at all. In particular, it is declining to 
90% since October, where commercial spots should generate the largest revenue. We have not fully analyzed 
this drop, but we really don’t know the reason. It is very difficult situation, and this is probably also the case 
with key stations. 

Last year, the fourth quarter starting on January, remained at a level of 100.1%, compared to the previous 
year. If this situation continues, I expect this year’s fourth quarter to struggle considerably. For the second 
half of the fiscal year, we forecast a total of 95%. However, since we had the same conditions in October and 
November, this 95% also should be challenging. 

I think there are a variety of circumstances. The first one, I think, is the Tokyo Olympics, while it is naturally 
impossible to analyze the economy based solely on the Olympics. It was said that the economy condition will 
be good until the Tokyo Olympics, and it will gradually worsen. But now, there is an opinion that the impact 
of the Tokyo Olympics has already been brought forward. 

There is no reason for this, but the impact of the Tokyo Olympics is likely to be seen in the next fiscal year. In 
particular, as money is flowing in the programming time segment. For example, there was a considerable 
amount of money flowing into the World Championships in Athletics and Rugby World Cup. So, I think that 
the commercial spot segment is actually affected by this. 

So, we don't see any opportunity of recovery. Furthermore, there was also a considerable decline in the listed 
companies’ profits, in the first half of the fiscal year. Amid the sluggish economy, we must consider what kind 
of effort we will make in the future. 

In the past, new digital-related clients had been compensated with the industries that had supported 
television, but their business started to deteriorate, and the portion is declining. In the second quarter, there 
has been a considerable decline in revenues from clients such as Google, LINE, and Amazon. In the future, 
how will digital companies use television? 

Especially for app-related industry, if there is an increase in the number of apps downloaded, they will not 
use television for advertising next year. Looking at a variety of situations, we will make our efforts. 



 
 

Questioner: Thank you. 

Second, how do you look at programming time’s income and expenditure situation in the coming fiscal year? 
For key stations, for example, there are sporting events this year, and there will be Tokyo 2020 next year, and 
programming time sales revenue increases or decreases depending on them. In your case, how do you see 
programming time sales revenue in the next fiscal year? 

Yamamoto: Unlike key stations, we do not have such a large sporting event, so there is no difference between 
this year and the next year. The only question we have is how to do with regular basis frameworks. 

In this sense, viewer ratings are dramatically good during 8:00 PM on Sundays, so the unit price has risen 
compared to past income. Sales in the second half of this year have ended, and we would like to raise the 
price even higher in April next year. 

The rest is cost control. Even as a station in Osaka, there is an urgent need to improve the commercial spot 
revenue for nationwide net programs, so, we have been implementing various initiatives over the past two 
years or so. In this sense, we will continue to control production costs from April onwards, instead of lowering 
the quality of our programs. We will also create programs that can raise unit prices by converting them into 
better ones. By doing so, we are aiming to improve our profitability from April onwards. 

Moderator: Thank you. So, are there more questions? 

With that, we will close today's briefing session. Thank you for visiting us during your busy schedule. We ask 
for your continuing support. 

 [END] 


