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Presentation 

 

Moderator: Analysts and investors, thank you very much for waiting.  

It is time, so we would now like to begin Asahi Broadcasting Group Holdings Corporation’s financial results 
briefing for the second quarter of the fiscal year ending March 2022. 

Mr. Okinaka, President of Asahi Broadcasting Group Holdings Corporation, will now explain the Group’s 
overall performance. 

  



 

 

Okinaka: Good morning, everyone. I am Okinaka of Asahi Broadcasting Group Holdings Corporation. 

Thank you very much for taking time out of your busy schedule to join us today. We would also like to express 
our sincere gratitude to all of you for your continued support of our company.  



 

I will now explain the business results for the second quarter of the fiscal year ending March 2022. 

Compared to the previous fiscal year, which was greatly affected by the coronavirus infection, the second 
quarter of the current fiscal year saw a significant increase in both sales and profits. 

Consolidated net sales totaled JPY40.889 billion, an increase of JPY7.812 billion over the previous fiscal year. 

In addition to an improvement in the advertising market in the broadcasting business, the content business 
also performed well, and the lifestyle business also made a solid recovery. 

As a result, operating income was JPY1.234 billion, ordinary income was JPY1.539 billion, and profit 
attributable to owners of parent was JPY1.133 billion. 

As for expenses, in the broadcasting business, the number of programs increased due to the resumption of 
live sports broadcasts and event business, etc. In terms of SG&A expenses, we were able to keep costs down 
to a certain extent due to efficiency improvements through work style reforms as well as the remaining effects 
of the voluntary restraint on travel under the declaration of a state of emergency. 



 

 

This is the second quarter of our consolidated financial results for the past 4 years. 

As you can see, we have recovered to almost the same level as in the fiscal year ended March 2020, which 
was before the coronavirus crisis, although it is not surprising that sales and profits increased compared to 
the previous fiscal year, which was greatly affected by the coronavirus crisis. 

  



 

 

This slide shows segment information by business. 

Both sales and profits increased YoY in the broadcasting/content and lifestyle segments. In particular, the 
broadcasting/content segment posted a significant increase in sales, with net sales of JPY33.954 billion, up 
29% from the previous fiscal year. 

In the mainstay broadcasting business, TV spot sales revenue improved significantly, and TVer revenue was 
also strong. 

In the content business, events resumed and virtual high school baseball was strong, adding to the effect of 
new consolidation. 

In the lifestyle business, the housing business was solid, as housing exhibitions returned to normal operations 
and real estate sales were concluded. 

Operating income in the broadcasting/content business was JPY962 million, an increase of JPY2.066 billion 
from the previous fiscal year. The lifestyle business was JPY412 million, an increase of JPY268 million. 

From the fiscal year under review, the Company changed its reportable segments from the existing 3 
segments including broadcasting, housing, and golf to 2 segments including broadcasting/content and lifestyle. 
Since the Company has reviewed the way it allocates business, YoY comparisons by breakdown are not 
provided. 

Individual results for each of the major group companies in each segment are listed in the reference materials 
at the end of this document, and I would like you to look at them again later. 



 

 

Next, I would like to explain our consolidated earnings forecast for the current fiscal year. 

As the recovery from the coronavirus crisis is progressing more smoothly than expected, we have revised our 
business forecast as you can see, with net sales of JPY84 billion, operating income of JPY2.9 billion, ordinary 
income of JPY3.2 billion, and net profit of JPY2.1 billion. 

The key points of the revision will be explained in the next slide. 

 

 



 

 

The major contributor to this revision is the broadcasting business. Net sales are forecasted to increase by 
JPY1.2 billion to JPY56.1 billion due to spot sales revenue from the ABC TV being higher than expected and 
the strong performance of video delivery and program streaming such as TVer. 

In the content business, net sales were increased by JPY500 million due in part to the strong performance in 
the first half of the year by ABC ANIMATION, INC., event management company MASH CORPORATION, and 
ABC FRONTIER, INC., which operates a rights business, in the second quarter. 

In the lifestyle business, sales in the housing business increased by JPY300 million. 

 



 

 

The dividend for the current fiscal year has also been revised along with the revision of the financial forecast. 
Please see page 9. 

The dividend forecast as of May was JPY5 for the interim dividend and JPY6 for the year-end dividend, but we 
have now increased the interim dividend by JPY2 to JPY7. The year-end dividend forecast has been left 
unchanged at JPY6, resulting in a forecast of JPY13 per share. 

Lastly, I would like to report on our response to the TSE’s market reorganization. 

As we announced last Monday, we have decided to opt for the prime market.  

In addition to further strengthening our governance and accelerating our response to the SDGs, we also 
established a sustainability promotion committee in August this year to promote ESG management. 

Then, we will disclose management information in a prompt and appropriate manner.  

Above all, we are determined to generate solid profits for the entire Group, grow over the medium to long 
term, and strive to improve our corporate value. I ask for your continued support. 

  



 

Moderator: Next, Mr. Yamamoto, Vice President of Asahi Broadcasting Group Holdings Corporation and 
President of Asahi Television Broadcasting Corporation, will explain the financial results of Asahi Television 
Broadcasting Corporation. 

President Yamamoto, please begin. 

  



 

 

Yamamoto: I’m Yamamoto. Thank you. 

Let’s take a look at the performance of Asahi Television Broadcasting Corporation. 

Net sales totaled JPY26.197 billion, an increase of JPY4.470 billion over the previous fiscal year. In the mainstay 
broadcasting business, improved TV spot sales revenue, the resumption of various events including major 
sporting events such as high school baseball games, and the continued strong performance of TVer revenue 
led to increased sales. 

Operating income was JPY363 million, an increase of JPY1.991 billion over the previous year; ordinary income 
was JPY420 million, an increase of JPY2.010 billion; and net profit was JPY261 million, an increase of JPY1.331 
billion. 

On the other hand, although programming costs increased due to the resumption of live sports broadcasts 
and other factors, some expenses were curbed due to efficiency gains made through work style reforms and 
voluntary restraint on travel under the declaration of a state of emergency, leading to a significant 
improvement in profits. 



 

 

This is the change over the past 4 years. 

As you can see, we are returning to the level before the coronavirus crisis. Sales have not yet fully returned 
to normal, but as we reported, our mainstay advertising revenue has improved significantly from the previous 
fiscal year, and the recovery trend from the drop caused by the coronavirus crisis is becoming more 
pronounced. 

On the other hand, profits increased compared to before the coronavirus crisis. Changes in the way we work 
and the way we produce programs, as well as increased efficiency, have contributed to higher profit margins. 

 



 

 

This is a breakdown of revenue. 

Broadcasting revenue, which consists mainly of advertising income from broadcasts, was JPY23.463 billion, 
an increase of approximately JPY3.1 billion, or up 15% from the previous fiscal year. 

Content revenue obtained by creating and deploying content and IP such as video and events according to 
various formats and devices is JPY2.57 billion, an increase of approximately JPY1.3 billion from the previous 
fiscal year, or up 110%. 

In particular, the resumption of events and activities, which were almost all cancelled or postponed last year, 
has contributed greatly to the increase in revenue. Virtual high school baseball, which significantly increased 
the number of local tournaments distribution this year, also contributed to the increase in revenue. 



 

 

Page 14 shows the major broadcasting revenue trends. 

Spot sales revenue increased significantly compared to the previous year. The details are explained in the 
following pages. 

Of time revenue, national network time advertising revenue decreased by 5.5%. This was mainly due to a 
decrease in the number of programming slots for nationwide networks compared to the same period of the 
previous fiscal year.  

Time revenue from local programs increased by 6.9% due to the fact that one-off special programs and high 
school baseball-related programs were favorable. 

In addition to Kansai-local variety programs and dramas, original content was also well received, resulting in 
a significant increase in TV program distribution by approximately 2.5 times compared to the previous fiscal 
year. 



 

 

Next is the quarterly spot sales revenue. 

The willingness of many advertisers to place advertisements is returning, and both the first quarter and second 
quarter have seen a significant improvement over the previous quarter, approaching the levels seen before 
the coronavirus crisis. 

  



 

 

Please see this page for changes in spot sales revenue by industry. 

As in the previous year, we continued to see strong placements for home delivery services and other services 
associated with changes in lifestyles due to the coronavirus crisis. 

Communication was also strong, thanks to Internet service providers such as Google and Yahoo, as well as 
campaigns by mobile carriers following the announcement of new rate plans. 

In the movie and theater industry, which had been experiencing a series of postponements and cancellations, 
the number of new releases is increasing and the number of advertisements is increasing. 



 

 

The viewer ratings are as you can see. 

All Day was in second place for the first time in 2.5 years, and Prime was in the top spot for the first time since 
the second half of FY2013. 

In addition to the good viewer ratings of the Tokyo Olympics, the increase in news demand due to the re-
expansion of coronavirus infection, and the favorable viewer ratings of news show Hodo Station, as well as 
the favorable live broadcasts of local Hanshin Tigers games contributed to viewer ratings in the Prime zone. 

The actual number is down compared to the previous year, when the number rose significantly due to 
coronavirus, but compared to the same period in FY2019, the number rose for all excluding Prime 2. 



 

 

As for topics in the first half, the brand power of local programs in particular has been increasing. 

First of all, Ohayo Asahi Desu, a popular Kansai local information program, continues to do well even after its 
expansion and renewal last autumn. We have set men and women under the age of 49 as U49 as a priority 
target. With the renewal of the program, the U49 viewer ratings have increased significantly, contributing to 
the improvement of the All Day viewer ratings. 

Also, this is a drama content that we have been trying to strengthen the production power for several years, 
but the local drama set in Kyoto, which was broadcast in January this year, won the Local Drama Award at the 
Tokyo Drama Awards 2021. This is the first award for ABC TV. 

We are also expanding new developments for Internet distribution, such as TVer and ABEMA. Aiseki Shokudo 
(Tr. Let’s Share a Table), a popular variety show in the Kansai region, has been distributing original contents 
in collaboration with a major sponsor on TVer, contributing greatly to the increase in revenue from video 
delivery and program streaming. 

ABC Owarai Grand Prix, which has unearthed many talents, was broadcast live on terrestrial TV as well as live-
streamed on ABEMA, and garnered a huge response, ranking second nationally in Twitter trends. Despite its 
long history, the event has continued to evolve year after year and has successfully branded itself as a 
tournament not limited to the Kansai region. We also got our sole sponsor this year. 



 

 

I would also like to talk about our initiatives for the second half of this fiscal year. 

We will continue to strengthen our content for U49 from October onward. This fall, as a successor to Attack 
25, which has been a popular Sunday afternoon program for 46 years, Riatotsu WEST, which was previously 
broadcast late at night in the Kansai region, will feature members of Johnny’s WEST who will report on various 
parts of the country. 

And on Saturdays at 1:00 AM, a new short variety slot called Choi-bara was established, featuring two 15-
minute programs created by young directors in their 20s and 30s. 

Also, in the late-night drama slot starting in October, a popular comic that has been downloaded more than 
15 million times on electronic comic sites has been adapted into a TV drama. The TVer streaming of the first 
episode has gotten off to a good start with 1.05 million views. 

This year, 6,017 duos/groups, the largest number in history, have entered the M-1 Grand Prix, which has 
produced numerous end-of-year dramas, and the battle is expected to be even more heated. We will also 
deliver a greatly increased volume of content for each distribution platform including YouTube and GYAO! 

As for the situation in the second half of the fiscal year, the Company’s performance has been steady up to 
November, mainly in the spot market. New clients are emerging as lifestyles change, and I feel that the 
number is steadily declining. 

  



While we are carefully watching the possibility of a sixth wave of the coronavirus infection, I believe that, 
under these unstable social conditions, spot demand for TV, a medium that is highly reliable and has a strong 
mass approach, may become stronger. 

In addition to that, we are also seeing a great response from TVer. For TVer, we hope to strengthen its content 
supply and develop it to support the spot sales. 

We will continue to evolve and respond to change, and will continue to be a content creator that is sought 
after in any era. We look forward to your continued support. 

Moderator: That’s all the explanation we have for you. 

Thank you very much for taking time out of your busy schedule to participate in our financial results briefing 
today. 

We look forward to your continued support of our group. Thank you very much for today. 


