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Presentation 

 

Moderator: Good afternoon, everyone. We would now like to begin Asahi Broadcasting Group Holdings 
Corporation’s financial results briefing for second quarter of the fiscal year ending March 2023. Thank you for 
joining us today. 

Today’s presentation begins with an overview of the consolidated financial results and segment information, 
as well as the revision to the consolidated financial results forecasts. This is followed by the performance of 
Asahi Television Broadcasting Corporation. The presentation is scheduled to last approximately 25 minutes, 
followed by a question-and-answer session. The entire briefing will last a maximum of 60 minutes. 

First, Susumu Okinaka, Representative Director and President of Asahi Broadcasting Group Holdings 
Corporation, will explain the Group’s overall performance. 
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Okinaka: This is Okinaka. Thank you very much for taking time out of your busy schedules to join us today. 
We would also like to thank everyone for their continued support. 

Let me begin by explaining our business results for the first half of the fiscal year ending March 2023. 
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Net sales totaled JPY41.1 billion, a YoY increase of JPY210 million. Although advertising revenue was weak due 
to the sharp depreciation of the Japanese yen and the resulting rise in prices, content business sales revenue 
was strong, resulting in the increase in sales. 

On the other hand, operating expenses increased YoY in the content business due to production costs, 
investments in program production consortiums, and amortization. As a result, operating income was JPY293 
million, ordinary income was JPY479 million, and profit attributable to owners of parent was JPY403 million, 
all of which incurred YoY decreases. 
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This is a historical trend in the past four years. 

As you can see, our business performance, especially operating income, tends to grow more in the second 
half of the year than in the first half. In the graph on operating income, the blue bars and orange bars show 
the first half results and the second half results, respectively. 

This is due to the concentration of sports events, such as high school baseball and professional baseball 
broadcasts, in the first half of the year. Then there is the strong tendency for advertisers' campaigns to 
increase in the second half. Moreover, there are many of our national network special programs during the 
year-end and New Year's holidays, etc., so this is somewhat a structural tendency. 
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Next, we move on to segment information. 

First of all, sales. In the broadcasting business, the CS broadcasting service sky-A performed well. In the 
content business, there was strong performance of Virtual High School Baseball, a high school baseball 
distribution service provided by Asahi Television Broadcasting Corporation. 

In the lifestyle business, the housing division incurred a YoY decline in sales due to the absence of large-scale 
real estate sales in the same period of the previous fiscal year. 

Operating income, on the other hand, was JPY407 million YoY in the broadcasting and content segment, down 
JPY554 million YoY. Operating income in the lifestyle segment was JPY118 million, down JPY294 million YoY. 
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This shows the full-year earnings forecasts. 

Based on the first half performance and current conditions in the second half, we have revised downward our 
forecast for net sales to JPY87 billion, that for operating income to JPY2.9 billion, that for ordinary income to 
JPY3.4 billion, and that for profit attributable to owners of parent to JPY2.2 billion. From the previous forecasts 
in May, the sales estimate is down JPY4 billion, the operating income and ordinary income forecasts are down 
JPY1.1 billion, respectively, and the estimate for profit attributable to owners of parent is down JPY700 million. 

I will explain the details in the following slide. 
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First, in the broadcasting business, spot sales revenue in the second half is uncertain and some severe 
forecasts are being made. Due to a decrease in the number of program slots for nationwide network programs, 
we expect net sales in the business to be JPY55.4 billion, a YoY decrease of JPY730 million. 

Sales in the content business are expected to be JPY16.1 billion, a YoY increase of JPY929 million. We expect 
that sales in the at-home shopping business will increase YoY, including expectations for a new business. 

Expenses are increasing as we continue to invest aggressively to expand our content business. As a result, the 
profit margin in each segment become smaller, with operating income for the broadcasting and content 
segment expected to be JPY2.4 billion, down JPY1,254 million YoY, and that for the lifestyle segment to be 
JPY800 million, down JPY74 million YoY. 
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Another thing we are actively promoting is ESG initiatives. We started our business with a strong focus on the 
environment and sustainability. 

We invested in two businesses to reduce food loss. One is a food loss reduction business established by ONE 
DAY DESIGN, a group company, which launched an e-commerce site called lossmile, using the at-home 
shopping mechanism. 

In addition, the Company and its group company, ABC DREAM VENTURES, Inc., have formed a new fund, a 
kind of SDGs fund. That is called the Social Interaction Design Fund. The first investment target is Loss Zero, 
an Osaka-based food loss reduction platform operator. 

In addition, we would like to actively develop the Asu Mirai Project to introduce the SDGs widely through TV, 
radio, and CS. 
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Finally, I will explain the dividend payment plan for the current fiscal year. In line with the revised earnings 
forecasts, we have also revised down the dividend payment plan for the current fiscal year. Please see page 
10. 

The interim dividend remains unchanged at JPY10 per share and the year-end dividend is set at JPY6. The 
annual dividend forecast per share is JPY16. Although the impact of the coronavirus disaster seems to have 
finally subsided, we feel that we are currently at a bit of a plateau due to the worsening global situation and 
the weak yen and higher prices since the beginning of the current fiscal year. 

In the second half and toward the next fiscal year, as a comprehensive content business group, we intend to 
more aggressively develop content that viewers, listeners, and consumers demand, and to develop new 
businesses. 

I ask for your continued support. 

Moderator: Next, Shinya Yamamoto, Representative Director and President of Asahi Television Broadcasting 
Corporation, or ABC TV, will give an explanation of ABC TV's business performance. 
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Yamamoto: This is Yamamoto. Thank you. 

I will explain the financial results of Asahi Television Broadcasting Corporation. 
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Sales totaled JPY26,859 million, a YoY increase of JPY662 million. Operating income was JPY375 million, up 
JPY11 million YoY, and ordinary income was JPY604 million, up JPY183 million YoY. Profit was JPY339 million, 
a YoY increase of JPY78 million. 

The increase in expenses was due to higher costs associated with increased sales of content and higher costs 
associated with content development. In addition, depreciation expenses increased due to the renewal of the 
broadcast master facilities and other items. 

On the other hand, content income from Virtual High School Baseball, a high school baseball distribution 
service, and various events exceeded the increase in expenses and led to the increase in income. 
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The following is a four-year trend of our performance. 

Reform of the revenue structure, which does not rely solely on TV advertising revenue, is underway. As in the 
period under review, we were able to maintain solid sales and profitability even in the midst of a slowdown 
in the TV advertising market. 
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This is a breakdown of revenue. 

In the period under review, the increase in content revenue offset the decline in broadcasting revenue. 
Broadcasting revenue, mainly advertising revenue, totaled JPY23,317 million, down approximately JPY146 
million YoY. 

On the other hand, content revenue from events and Internet development totaled JPY3.4 billion, up 
approximately JPY830 million, or 32.3%, YoY. In particular, Virtual High School Baseball contributed to the 
revenue growth by increasing the number of platforms to two this year, as well as by significantly increasing 
the number of distributed local tournament games. 
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Page 15 shows the major broadcasting revenue trends. 

Spot revenue was able to secure 100.2% of the year-before level. While spot sales in the Osaka local market 
were less than 100% YoY, we were able to increase our share of the spot market. This was the result of a series 
of careful interviews with advertising agencies and advertisers, and aggressive promotion of various planning 
proposals. 

Network time revenue was down 4.7% YoY. The main cause is a decrease in the number of broadcast slots. 

Local time revenue was strong at 104.4% of the year-before result. One of the main reasons was that we were 
able to establish a new daytime belt mini-program in the April program reorganization. Another factor was 
that the popular morning information program Ohayo Asahi Desu was doing well. In addition, an event held 
in September, Oha Asa Park, and special programs were well received, resulting in the increased revenue. 

Revenue from TV program streaming in first half exceeded the year-before level due to the strong 
performance of dramas distributed in the second quarter. 
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Next is quarterly TV spot revenue. 

From the beginning of the fiscal year, some advertisers were reluctant to place advertisements, but we were 
able to secure almost the flat level from the year-before result by increasing our market share. However, 
revenue in the second half is expected to decrease slightly YoY in reaction to the strong performance in the 
second half of the previous year. 

Please see the next page for changes in spot sales revenue by industry. 
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Page 17 shows spot sales revenue by industry. 

The strong impact of the weak yen and higher prices were reflected in a decrease in ad placements from 
cosmetics and toiletries, while revenue from information/communications saw a reactionary decline from a 
sharp increase in placements in the previous year. On the other hand, strong performance was seen in the 
leisure-related sector, which saw increased ad placements during the Golden Week holidays and summer 
holidays, and the remote work-related and other services. 

Then there was also strong performance in the finance industry, where the growth of cashless transactions 
was remarkable, and the diversification of payment methods accelerated. Job change-related publishing 
continued to do well, and mail order sales grew significantly. 
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Next, as you can see, our TV viewer ratings for Individual All in the Kansai region were ranked second in all 
categories. 

Although persons using television, or PUT, have been declining due to the lifting of action restrictions after 
the COVID-19 pandemic and the digital shift, we continued to maintain our value as trusted mass media. By 
delivering better content, we will continue to improve our brand value and business performance. 
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Page 19 shows the main achievements in first half. 

We have set people under 49 as U49, our priority target. In the April program reorganization, we launched or 
modified four programs aiming at U49. 

One is DAIGO mo Daidokoro. This new cooking program has already generated business opportunities, such 
as the publication of a recipe book from our group company, ABC ARC, and the sale of meal kits in joint 
development with Oisix. 

Travel Salad -Discovering fresh sites of Japan-, newly joined by KAT-TUN’s Mr. Yuichi Nakamaru, has been also 
doing well. In the Kansai area, its average Individual All rating was ranked first in the same time zone in first 
half at 4.8%. 

Welcome, Newlyweds!, which replaced the MCs, was increasingly introduced by social media and news feeds, 
creating more buzz after the broadcast. 

We have been proceeding with various efforts to increase points of contact with the audience other than on 
TV. 

We held Oha Asa Park, a real event associated with Ohayo Asahi Desu, the weekday morning information 
program, at the Expo’70 Commemorative Park at Senri in Osaka for three days in September. Many people 
who regularly watch the program came to the event. 

In addition, Virtual High School Baseball is now available on Sportsnavi from this year, in addition to SPORTS 
BULL. As the number of distributed baseball games increased sharply, we believe that many people watched 
the program. 
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Page 20 shows initiatives for the second half. In the second half, we also reorganized our programs with U49 
in mind. 

In November, we started Kore Yodan nandesukedo... (The Icebreaker show), a talk show hosted by the comic 
team Kamaitachi, who are popular among Generation Z, high school students, as a late-night variety show on 
Wednesday. We aim to foster this program as a second Aiseki Shokudo (Let’s share a table). 

In the area of drama content, which is a priority area for ABC TV, two dramas adapted from popular manga 
have been airing since October in two late-night slots on Sunday. 

M-1 Grand Prix, a year-end annual program of comic team battles that has produced numerous dramas, once 
again saw the largest number of entries in its history this year, with 7,261 entries. We expect the battles to 
be even more heated. In addition to terrestrial broadcasting, we have distributed a variety of content of M-1 
Grand Prix on distribution platforms including YouTube and GYAO! this year. 

The current spot sales revenue situation in October and November has been somewhat difficult. We expect 
that advertisers will continue to refrain from placing advertisements in the second half, and we are not 
optimistic about the situation, especially for spot advertising, but we will continue to make investments for 
the next content while maintaining a firm footing. We appreciate your continued support. That is all from me. 
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Question & Answer 

 

Moderator: Now, let’s move on to the question-and-answer session. 

Please note that today’s presentation and the Q&A session are covered by the transcription service. 

Now, when it is your turn to ask a question, I will nominate you. Please ask your question after giving your 
name and company name. Please note that questions from analysts and institutional investors will be given 
precedence. 

If you have any questions, please go ahead. 

Questioner: I have two questions. 

The first one is about TV program streaming. Would you please show us a little more about your initiatives 
and strategy for increasing earnings from TVer and other platformers, separately, for the second half of the 
current fiscal year and the next fiscal year? 

Sales of TV program streaming increased significantly in the second quarter. Considering your content lineup, 
I expect that the size of sales is still going to grow more and more, but how do you plan to expand the sales? 

Together, I would like to know the situation of each distributor. For example, looking at the recent financial 
results of the platformers, they lost some the momentum they once had and became less energetic in buying 
content. Or for TVer, you are going to have some events like selling your real-time distribution slots from April 
next year. Please tell us what will happen in the future and how your Company will react to such events. This 
is the first question. 

The second question. You have revised down your financial results forecasts. I believe that basically you 
lowered your estimate for spot sales revenue due to the worsening of the advertising market. When you 
separate the broadcasting and the content businesses, how is the current performance of the content? 

I would like to know whether progress is in line with your budget, or whether the profit expansion of the 
content alone is in line with your long-term perspective. Or is the pace of profit expansion somewhat delayed 
due to the change in the market conditions? 

Please explain the contribution of the content business to earnings. These two questions. Thank you. 

Okinaka: Thank you for your questions. Yamamoto will answer the first question about program streaming 
and TVer and the future of program streaming. 

Yamamoto: Now I would like to talk about program streaming. 

First of all, TVer managed to exceed the year-before level in the first half. This was because dramas were doing 
rather well in the second quarter. Actually, however, we had set a little higher level of budget. The reason 
why the budget has not been achieved was the sluggish results of dramas in the first quarter. 

Though we provide a lot of variety content on TVer, the point is how dramas will perform well. In that sense, 
we are planning a steady strategy for dramas for the next fiscal year for both TVer and other platformers. 

In terms of variety programs, a lot of TVer viewers watch our Aiseki Shokudo, Detective Knight Scoop, and 
DAIGO mo Daidokoro, which started in April. 
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As I explained earlier, we would like to nurture Kore Yodan nandesukedo... (The Icebreaker show), hosted by 
Kamaitachi, which started in November, to become a second Aiseki Shokudo, and I would like it to somehow 
contribute to program streaming sales. 

As the platformers face intense competition, it is a very difficult situation whether we will be able to maintain 
the unit prices. The point is creating solid content because the content with a good response can earn solid 
earnings. 

Regarding real-time streaming on TVer, we are going to start full-fledged sales in April next year, so we are 
still at a preliminary stage. Our Company has only one program, In the middle of nowhere in Golden Time slot 
for the nationwide network, so the problem is how our programs will be watched toward next April. That's all 
I have to say about program streaming. 

Okinaka: Just to add a little more, as for sales from program streaming, it is true that each platform seems to 
have paused its activities. However, we are planning to strengthen our sales force so that we can sell more of 
our content. 

Animations should have been sold more overseas, but sales in China have not been going well as we had 
expected. Considering countermeasures fitted for each country, we hope to enhance our sales activities from 
the second half and strengthen overseas distribution further. 

Now, we will discuss the revision to the forecasts for the second half. We expect the weakening of advertising 
expenses, and the question is about whether the content will be in line with expectations. Imamura will 
answer the question. 

Imamura: This is Imamura, in charge of the content business. 

The basic outlook or strategy for the content for the second half is, as Yamamoto said, we will basically aim 
to expand profits and income by focusing on the story-based content and animation content. 

Each platform is exposed to the severe situation due to intense competition. Though we don’t plan to have 
our own media and we don’t have our distribution platform, we will aim to sell various content through all-
round diplomacy to any platformer by taking advantage of this non-possession of own media. 

In the second half, NTT DOCOMO and DMM.com will establish new platforms, so we will aim for working with 
them. We are also talking with ABEMA TV about some specific initiatives. 

Regarding TVer, the point is not only revenue from TVer, but also the mechanism that TVer will contribute to 
PR of our content. In fact, looking at response on TVer, other distribution platformers become motivated to 
sell their products. ABC will focus on how to use TVer as a PR tool for the whole of Japan and the world. That’s 
all. 

Okinaka: Regarding the question about how we will expand profits. We have been enhancing the animation 
content for several years now. In the past two to three years, we have shifted some focus on live-action 
dramas as they are important for sharp expansion of the content. There have been a lot of initial expenses for 
this initiative because we are somewhat behind in this. 

Naturally, we hope to see a lot of hits in line with our efforts. In the year before last, Baby Boyfriends made a 
hit. We have to consider how to collect the advance investments while we create such hits. 

However, the burden of amortization under a consortium framework for production is still in an expansion 
phase, so the upside remains heavy. We plan to raise the topline first and then profits as we create hit dramas. 
Did I answer your question? 



 
 

22 
 

Questioner: Thank you very much. 

Moderator: Thank you. Well then, this concludes the Q&A session. 

Thank you very much for taking time out of your busy schedules to participate in our financial results briefing 
today. We look forward to your continued support for our group. 

Thank you very much for today. 

 


