ABC

Asahi Broadcasting Group Holdings Corporation
Financial Results Briefing for the Fiscal Year Ended March 2023

May 22, 2023



Presentation

Moderator: Analysts and investors, thank you for your patience. The scheduled time has arrived, so we will
now commence théinancialresultsbriefing for thefiscalyearended March 2023 of Asahi Broadcasting Group
Holdings Corporatiorilhank you for your cooperation.

The contents of today's report will cover the financial results for the fiscal year ended March 2023, followed
by our mediumterm management strategh\EW HOPE 2nd STAGE.

The presentation will take about 40 minutes, followed byuastionand-answersession. The entire meeting
is scheduled for one hour.
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Group Holdings Corporation, Susumu Okinaka.
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Greetings

Susumu Okinaka

Representative Director and President
Asahi Broadcasting Group Holdings Corporation

Okinaka:Hello everyone, I'm Susumu Okinaka from Asahi Broadcasting Group Holdings Corporation. Thank
you for taking time out of your busy day to attend our briefing meeting. Also, we deeply appreciate yo
continued support of our company.

Now, the COVIHQ9 situation has shifted to stadgeve after the May holidays, and we are on the brink of
returning to a normal life, the soalled new normal.

However, over these three years, people's lives, our lieesl the media environment have changed
dramatically, along with the incredible advancement of technology.

Amidst all this, our company, while maintaining our broadcasting media business as our core, is striving to
grow beyond this framework and is aiming be a comprehensive content business group, and we are
continuing to aim for growth.

Today, | would like to briefly explain our financial results from last fiscal year angpdatedmediumterm
management plan, which we released the other day. We callhtediumterm management strategy, or the
updated version, if you will, as tind STAGH hank you in advance for your understanding.



Consolidated Results

Hironobu Nakamura

Executive Officer (Accounting)
Asahi Broadcasting Group Holdings Corporation

Moderator: Now, Hironobu Nakamura, who was appointed as the Executive Officer in charge of accounting
this April, will explain the overall performance of the Group.



I Consolidated Results ABC

(Millions of yen)

FY22/3 FY23/3 % Change

Net Sales 85,100] 87,028] 1,928 2.3%
Operating Expenses 80,897 : 84,434 : 3,537 4.4%
2 Cost of Sales 55,581 58,067 | 2,485 4.5%
B Sl Cenersland 25,315 26,366 | 1,051 42%
Operating Income 4,203 2,594 -1,608 -38.3%
Ordinary Incorne 4,792! 2,661! 2,131 -44.5%
Profit Attibutabie to Owners 2671) 1,354} -1,317 -49.3%

< Higher Revenue and Lower Profits >

® Higher revenue due to increased content revenue, impact of full-year home and online shopping business
(launched last year), etc.

® In contrast, profits declined due to higher content-related expenses and depreciation and ameortization

Nakamura:This is Nakamura. Let's get straight into the financial results for the fiscal year ended March 2023.

Consolidated net sales were JPY87,028 million, an increase of JPY1,928 million from the previous fiscal year.
While broadcasting revenue at ABC TV, aue business, decreased, content revenue increased. Additionally,
sales in the TV mairder business, which started last year, increased over the full year, leading to an increase

of 2.3% in consolidated net sales.

On the other hand, expenses increasededto factors such as contemtlated costs and increased
depreciation. As a result, operating income was JPY2,594 million, a decrease of JPY1,608 million from the
previous fiscal year. Ordinary income was JPY2,661 million, a decrease of JPY2,131 mndillnofita
attributable to owners of parent was JPY1,354 million.



I Results by Segment ABC

(Millions of yen)

Net Sales . % Change
Broadcasting and Content 71,3481 72,9671 1,618 2.3%
@ | Broadcasting 56,130 , 55,516 , -614 -1.1%
£ content 15,1701 17,387 I 2,216 14.6%
B other 471 63) 16 33.9%

Lifestyle 13,7511 14,061 | 310 2.3%
] Housing 9,825 9,770 -55 -0.6%
5 | Athome snopping 2,694 | 2,954 | 259 9.6%
Golf 854 | 939} 85 10.0%
Other 3771 3971 20 5.4%
Operating Income FY22/3 FY23/3 YoY % Change
Broadcasting and Content 3,6541 2,6021 -1,052 -28.8%
Lifestyle 874, 433, -440 -50.4%
Adjustments -3251 o _—4&1 [ -116 -

Next is our results by segment.

Net sales increased in both theoadcasting and content and lifestydegments compared to the same period
last year.

Broadcasting business saw the maw advertising revenue fall below last year, resulting in sales of JPY55,516
million, a decrease of 1.1% from the same period last year. Content sales were JPY17,387 million, an increase
of 14.6% from the same period last year, due to strong content rexdérmm ABC TV.

In thelifestyle businessales irmousingsegmentwvere down due to a pullback from the large real estate sales
of the same period last year, baales imat-home shoppingegmentincreased due to the fulfear effect of
the TVmailorder progranthat started last year. Gofegmentwas also steady.

On the other hand, operating income for theoadcasting and conteraegment was JPY2,602 million, a
decrease of JPY1,052 million from the same period last year. This was affected by increasedretaéeht
costs and upfront investment costs related to it.

Operating income in théfestyle business was JPY433 milliodearease of JPY440 million. This was due to
increased costs related to the housing exhibition site and TV mail order.



I FY24/3 Consolidated Financial Results Forecasts ABC

(Millions of yen)

FY23/3 (actual) FY24/3 YoY % Change
Net Sales 87,028 90,000 2,971 3.4%
Operating Income 2,594 : 2,500 : -94 -3.6%
Ordinary Income 2,661 i Z,TOOE 38 1 .4%
s o bevent 1354] 1,700, 345 25.6%
mmm et Sales =m=Operating Income 90,000
81484 80601 81059 52302 g0g91 8198 82,937 85,100 87,028

. (FY) 14/3 15/3 16/3 17/3 18/3 19/3 20/3 21/3 22/3 23/3 24/3

Regarding our consolidated financial results forecast for this period:

Net sales are expected to be JPY90,000 million, an increa$®¥/@ 971 million from the previous fiscal year.
Operating income is projected to be JPY2,500 million, and ordinary income JPY2,700 million, both
approximately flat. Profit attributable to owners of parent is expected to be JPY1,700 million, an incoease fr
the previous period. Details will be explained on the next slide.



I FY24/3 Financial Results Forecasts by Segment - ABC

(Millions of yen)

Net Sales actua : 0 % Change
Broadcasting and Content 72,967 | 75,400 | 2,432 3.3%
® | Broadeasting 55,5161 56,700 ! 1,183 2.1%
£  conten 17,387, 18,600 | 1,212 7.0%
b Other 631 100! 36 57.0%
Lifestyle 14,061 14,600 538 3.8%
Housing 9,7701 9,700 -70 -0.7%
S | Atnome shopping 2,954 3,500, 545 18.5%
: Golf 9391 9501 10 1.1%
Other 397, 450 52 13.1%

Operating Income [N #ZETE R FY24/3 YoY % Change
Broadcasting and Content 2,6021 2,3001 -302 -11.6%
Lifestyle 433 600, 166 38.3%
Adjustments -4411 o _-4_00' 41 -

We expect to increase sales in both th®adcasting and content and lifestylegnents.

In the broadcasting and conterttusiness as a whole, we expect sales of JPY75,400 million, an increase of
JPY2,432 million from the previous fiscal year.

In broadcasting, we expect sales of JPY56,700 million, an increase of JPY1,183 million from the previous fiscal
year, due to an incise in broadcast slots for nationwide network programs from April and the expected
good performance of TVer. In content, we aim to increase sales by 7% from the previous fiscal year to
JPY18,600 million due to increasmmhtentdistributionand expansion of the anime business.

In the housing operations of tHéestyle business, we closed the Senri Housing Bagkpfthe largest housing
exhibition sites in the Kinki region, at the end of February, but in March, we opened Wellbe Minoh, a new
flagship theme park for living and life.

In athome shopping, we aim to increase sales by 18.5% from the previous fiscal year through new EC sites
and strengthening and expanding the existing mail order business.

In the broadcasting and conterbusinesswe forecast operating income of JPY2,300 million, expecting a
decrease of about JPY300 million from the previous period. This is mainly due to increased costs associated
with establishment of a newationwide network progranslotandupfront investments for the diversification

of content.

In thelifestyle business, we expect to increase operating income by JPY166 million compared to the previous
period, reaching JPY600 million.



Dividends e

(Yen) Interim dividend mYear-end dividend
30 28

26
25 24
20
20 1 1 orecast
16 8 18 17 18 8 16 "140
15 10 17
10 10 = 10 8

5 9 : 10 10, )

.
7) -
6 6 5 7 6

0
14/3 15/3 16/3 17/3 18/3 19/3 20/3 21/3 22/3 23/3 24/3 (FY)

Regarding shareholder returns, we will make determinations on dividend payment in a consistent, stable, and flexible
manner, after comprehensive consideration of the balance between strengthening and maintaining our financial position
and investing toward improved corporate value and toward our growth strategies. We maintain a target consolidated
dividend payout ratio of 30%.

For the fiscal year ending March 31, 2023, we will maintain the year-end dividend of 6 yen per share, for an annual
dividend of 16 yen per share. For the fiscal year ending March 31, 2024, we forecast an annual dividend of 14 yen per
share, including an interim dividend of 6 yen and a year-end dividend of 8 yen.

Finally, let me explain about the dividesior this period.

In the previous period, the interim dividend was JPY10 per share, and theyegalividend was JPY6 per

share. The annual dividend per share was JPY16. For this period, we are projecting an interim dividend of JPY6
and a yeatend dividend of JPY®&hich results in an expected annual dividend per share of JPY14.

That concludes the explanation regarding the consolidated financial results.



ABC

ABC TV Results

Shinya Yamamoto
Representative Director and Vice President
Asahi Broadcasting Group Holdings Corporation
Representative Director and President
Asahi Television Broadcasting Corporation

10

Moderator: Next, | would like to invite Shinya Yamamoto, ®President of Asahi Televisi®roadcasting
Corporation, to explain about the performance of Asahi Broadcasting Television. Please proceed.



| ABC TV Results

ABC

(Millions of yen)

FY22/3 FY23/3 YoY % Change
Net Sales 55,812! 56,527 714 1.3%
Operating Expenses 52,879, 53,9904 1,110 2.1%
o | Costof Sales 32,877 33,635 757 2.3%
5 | pging Sererd i 20,001 20,354 353 1.8%
Operating Income 2,9331 2,5371 -396 13.5%
Ordinary Income 3,057 : 2,987i -70 -2.3%
Profit 18141 1,968, 154 8.5%
FY22/3 FY23/3 YoY % Change
Program Expenses 15,361 :__ ___1_5,_3_19} -45 -0.3%

Yamamoto:| am Yamamoto from Asahi Television Broadcasting Corporation. | appreciate your attention. |

would now like to explain the performaa®f ABC TV.

First, net sales were JPY56,527 million, an increase of JPY714 million from the same period last year.

The operating expenses increased by JP¥1rillion due to increased production costs associated with
increased content revenue artbpreciation costs due to master updates and the like.

Therefore, the operating income was JPY2,537 million, ordinary income was JPY2,987 million, both showing a
decrease. However, profit for the current period was JPY1,968 million, an increase of JANdrb4 m



I Trends of ABC TV Results ABC

{Millions of yen)

Net Sales -m-Operating Income

57,605 55,812 56,527
51,288

2,933

| |
1,401 1'353/
u [ ]

(FY) 20/3 21/3 22/3 23/3
12
Next is the performance trend over the past four years.

We have been advancing profit structure reform that does not rely solely on TV advertising revenue. Even in
a period like this, when the TV advertising market is slowing down, we werdabiaintain our revenue.
Going forward, we aim to further increase our profits by maximizing the value of our content.



ABC

I Details of ABC TV Revenue

(Millions of yen)

FY22/3 FY23/3 % Change

Broadcasting 0
Revenue 50,502 49,534 -968 -1.9%
Content Revenue 4,980 6,694 1,714 34.4%
Other Revenue 329I 297I -31 -9.6%

m Broadcasting Revenue ¥ Recorded in the broadcasting business in the consolidated financial results
Mainly advertising revenue obtained through broadcasting (including revenue from TVer, a service streaming past
broadcasts)

m Content Revenue ¥ Recorded in the content business in the consolidated financial results

Revenue obtained from multifaceted production and development of content and intellectual property (IP), including
videos and events (including program sales to affiliates, content development derived from TV programs such as
Virtual High School Baseball)

Here is a breakdown of the revenue.

In this period, the decrease in broadcasting revenue was covered by an increase in conteneréMasn
broadcasting revenue was JPY49,534 million, a decrease of 1.9% compared to the same period last year.

The content revenue, such as events and online development, was JPY6,694 million, up 34.4% from the same
period last year. Factors contributing tbis included the addition of another platform for our high school
baseball video streaming service, Virtual High School Baseball, last summer and the successful events due to

the recovery from the pandemic.



I Trends of ABC TV Major Broadcasting Revenues

(Millions of yen)

Spot
+Down 2.3% YoY
*See the following pages for more details.

B Network (Time)
+Down 5.6% YoY

- Decrease in the broadcast time of our
nationwide network programs

Spot 31,298 27,587 30,817 30,094
Network (Time) 14,347 13,461 13,018 12,294*
Local (Time) 6,225 5,538 5,527 5,805
TV Program
Streaming 172 306 502 618
(Mainly on TVer)

* Network (Time) revenues for FY22/3 and thereafter are affected by applying to the Revenue

Recognition Accounting Standard.

Here is a look at the main trends in broadting revenue.

Local (Time)

*Up 5.0% YoY
-Events related to Ohayo Asahi Desu and
Ohayo Asahi Doyobi Desu performed well
+Daytime belt programming beginning in April

TV Program Streaming (TVer, etc.)
*Up 22.9% YoY

-July seasonal drama streaming performed well
- TVer original production: Aiseki Shokudo
(Let's Share a Table)

As for spot sales revenue, despite a more than 5% drop in distribution to the Osaka area compared to the
same period last year, our company was able to expand its share, showing a strong performance at 97.7% of

the previous year.

As for netvork (time) revenue, it decreased to 94.4% compared to the previous year. This was mainly due to

a decrease in the broadcast time of ousiause production programs.

As for local (time) revenue, it was favorable, increasing by 5% compared to the prgsérus

As for TVer streaming, drama we distributedQa performed well. In addition, there was a collaboration

betweenAiseki Shokudo [ S Q&

the same period last year.

& frid B&ajok retailér,avhich led to a 22.9% increase compared to



I ABC TV Spot Revenue (Quarterly Performance) —
——FY20/3 -a-FY21/3 =FY22/3 -+-FY23/3 (Millions of yen)
8,412
8,028 o

1Q 2Q 3Q 4Q
(APR-JUN) (JUL-SEP) (OCT-DEC) (JAN-MAR)
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Nextis the trend of spot sales revenue by quarter.

In H1, we were able to secure almost the same level as the previous year by expanding our share. However,
in H2, we couldn't reach the level of the previous year due to a pullback from the favorablessind of
the previous year, resulting in 97.7% of the previous year for the full year.



I ABC TV Spot Revenue (By Top 20 Industries) ABC

April 2021-March 2022 April 2022-March 2023
Industry YoY* Composition rate YoY* - Composition rate

1 [ Transportation/Leisure/Food Services/Services 124.3% 10.9%!I 119.5% 13.3%I
2 Foods 105.3% 9.5%! 92.9% 9.1%
3 | Pharmaceuticals/Medical Supplies 102.9% 7.4% 100.4% 7.6%
4 |Informaticn/Communications 126.3% 9.3% 79.2% 7.6%
5 | BeveragesiLiquors 120.9% 8.1%, 86.6% 7.2%;
6 |Home Electric Appliances/Computer 131.2% 71%! 94.2% 6.8%!
7 Finance 100.5% 5.5%1 107.6% 6.1%!
8 | Hobbies (Movie/Game/Music etc.) 121.5% 6.0%] 91.7% 5.6%]
9 | Automobiles 87.5% 5.4%, 93.0% 5.2%;
10 | Government/Palitical Organization 119.7% 4.1%{ 106.8% 4.4%}
11 | Cosmetics/Toiletries 108.7% 5.5%! 78.1% 4.4%)
12 | Housing/Real Estate/Construction 119.8% 3.7%! 110.9% 4.2%!
13 |Publications 133.4% 3.8%I 97.6% 3.8%1
14 _|Mail Order Sales 785% 2.5%i 114.3% 3.0%
15 | Energy/Machines/Materials 76.5% 2.0% 126.8% 2.5%
16 |Fashion (ApparellJewelry efc.) 101.2% 2.4% 94.7% 2.3%
17 | Household Products 128.3% 2.4%! 91.7% 2.3%!
18 Distribution 101.3% 1.6% 108.3% 1.8%
19 [Various Organizations (Law Office efc.) 125.0% 1.4% 104.9% 1.5%
20 [Logistics Services/Businesses/Events 106.1% 1.3% 87.7% 1.1%
21| Others 112.1% 0.2%; 136.5% 0.3%)

Total 100.0%; o i __100.0%

16 *Year-on-year comparisons

For the increase or decrease in spot sales revenue by induk&ympact of a weak yen and high prices is
strongly reflected, leading to a decrease in cosmetics and toiletries advertisements. In addition, there was a
pullback in information and communications due to a significant exedn the previous year.

The leisurerelated industries that saw an increase in advertisements due to the recovery from the pandemic
were doing well. Also, services related to remote work continued to perform well.



Television Viewer Ratings in Kansai Region for April 2022- ABC
March 2023* [ Individual (ALL) ]

(*April 4, 2022 to April 2, 2023) (Source: Video Research)
All Day Golden Time Prime Time Prime 2
(6:00-24:00) (19:00-22:00) (19:00-23:00) (23:00-25:00)

1 YTV YTV YTV YTV
3.7% 6.2% 6.0% 3.2%

> ABC ABC ABC ABC
3.6% 5.8% 5.9% 2.8%

3 KTV KTV KTV KTV
3.2% 5.0% 5.0% 2.4%

4 MBS MBS+ NHK MBS MBS
3.0% 4.8% 4.7% 2.3%

5 NHK * %k ok NHK NHK
2.6% * ok X 4.2% 1.1%

r::BC (TV Asahineiwotk) IME;S (TBS n?twmk) TKTV I‘l(Fuji TV network) mYTV (Nippon TV network) mNHK
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Next are the viewer ratings. Tlwwerall individual viewer rating in the Kansai region has risen from third place
in the previous year to second place during the golden time, and ABC is ranked second in all segments.



I Trends of Ranking of Television Viewer Ratings in Kansai
Region [Individual (ALL) ]

(Fiscal 2022 Quarterly) (Source: Video Research)

1st st
2nd o—oZA.W_. 21nd o—o—o"
3rd 3rd
4th @ 4th
s 9000 5h
10 20 3Q 40Q 10 20 3Q 4Q

Prime Time (19:00-23:00) Prime 2 (23:00-25:00)

1st 1st

2n0 ™ O—0—0—0

-
o—e

3rd .—.—.\. 3ra (KM (K*M)

4th 4th ‘.‘
O

5" 5" 00—
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
|— ABC (TV Asahi network) | MBS (TBS network) —— KTV (Fuji TV network) YTV (Nippon TV network) —— NHK
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This is the trend in the viewer rating ranking by quarter. Oraegeasents our company.

ABC

The viewer rating foH2 from October 2022 was boosted by major sports events like the Soccer World Cup
broadcast and the World Baseball Classic broadcast in Manathigh ratings of regular programs suchlas
the Middle ofNowhereand oneoff programs like théV-1 Grand Prixmaking us the topanked broadcaster

in all day, golden time, and prime time slots.



[ FY2022 Notable Results ABC

® M-71 Grand Prix, Who is a real celebrity?. Individual (ALL) for Kanto and
Kansai regions were top performers in same time slot.

® Who is a real celebrity? topped all programs on the three New Year's
days in Kansai for the 13th year in a row!

New content using existing program IP IEF LR

77777777 Wirtual High School Basehall

48 fr% 'E? Lol ol shokudo & Recorded the highest number
of streams ever

® Received TVer Award Special
Prize for a third consecutive year ABC—. ©

Wﬂ;yPLUsF Travel Salad PLUS+
i i @ Subscribers surpass 400,000;
® Various program events ® Stage adaptation @New travel and food website o Subscribers supass 400

Fan engagement » beyond the framework of the program broadcastersin Osaka

(3
BELS

Ohayo Asahi Desu

@ YouTube

Multiple routes for ABC content, including streaming, internet, events, etc.
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The main achievements 82022 are as you can see.

Our New Year's special programs continued to do very well. We reare diversifying the development of
our program IP, undertaking real and remote events based on popular programs, and exploring the
dramatization of programs.

Additionally, we have actively expanded our online development.



I FY24/3 ABC TV Results Forecasts ABC

(Millions of yen)

FYa3/3 FY24/3 YoY % Change
(actual)

Net Sales 56,527 58,650 2,122 3.8%
Operating Expenses 53,9905 56,650i 2,659 4.9%
Operating Income 2,537! 2,000E -537 -21.2%

Ordinary Income 2,987=L _____ 2 ;0_5_0! -937 -31.4%
'?;ff;’l? FY24/3 % Change
Program Expenses 15,316 i 16,500 E 1,183 7.7%

20

As for the forecast for theurrent period, we expect an increase in sales but a decrease in profits.

We expect to see an increase of 3.8% in net sales from the same period of the previous year to JPY58,650
million, with the increase in broadcasting slots for nationwide network o and expected increase in
distribution content.

Our aim is to create highuality content and develop mulfaceted distribution, including overseas, to create
a source of mediunto longterm revenue.

For this reason, the costs of upfront investmeng axpected to increase, leading to an expected decrease in
profits for the current period.



| FY24/3 ABC TV Revenue Forecasts

FY23/3

(Millions of yen)

ABC

21

Here are the details of the results forecast.

Our main source of spot sales revenue continues to face a tough environment, such as global uncertainty and
a decease in persons using television (PUT) due to the digital shift. However, we aim to secure the same level
of revenue as the previous year by improving our viewer ratings and carefully uncovering sponsor needs.

We expect our network (time) revenue to incezaby 3.6% compared to the same period of the previous year
due to the establishment of a new drama slot on Sunday prime time.

We aim to increase our content revenue by 18% to JPY7,900 million by increasing our distributed content and

FY24/3 YoY % Change
(actual)
Broadcasting Business

e 49,534, 50,500 965 1.9%
Spot 30,0941 30,100 5 0.0%

I |
- Network 12,294 I 12,740 I 445 3.6%
2 Local 5,805] 5,850 44 0.8%
TV Program Streaming 618: 850: 231 37.5%

Content Business [ |
Revenue 6,694 Lo _7200 . 1,205 18.0%

expanding the multifeeted development of events using our program IP.



PO ABC
| FY2023 Initiatives
" b T

® Create and deliver original, high-quality
content with an eye to overseas markets;
provide to as many people as possible,
not only on terrestrial TV but also through
streaming

Released Fan Community App!

®Many new ways to enjoy Aiseki Shokudo
(Let's Share a Table) 24/7/365.

First Drama Entry in the National Network Slot Staff meetings streamed!

At Least On Sunday Night

Launched on April 30 Sunday 10:00-10:54 p.m.

New Content Strategy Committee

® New committee established in April to strategize the maximization of content value and clarify
future direction. The committee consists of members from ABC TV and ABC Holdings

(12 divisions in total).

The committee is charged with accelerating the maximization of ABC TV IP and Group IP through
overseas content delivery and events beyond the framework of company and organization.

22

Our main initiatives foF¥2023 are as you can see.

In addition to variety shows, sports, and news, which have been the mainstay of our content development,
we will focus on growing dramas as oneoaf main contents. To that end, we Vmestablished a nedrama
seriesslot in the prime timeat 10:00 PMbn Sunday nights from April.

We will take on the challenge of creating highality dramas, with a view not only to domestic but also
overseas develapent.

We will further enhance the multifaceted development of existing program IPs, such as releasing fan
community apps for popular programs.

To accelerate these initiatives, in April we establish€drtent Srategy Committee consisting of 1Divisiors
related to contenfrom ABC TV antisahi Broadcasting Group Holdingge aim to further expand our content
business.



I Creating Businesses to Solve the SDGs and Social Issues ABC

SDGs/Regional Co-Creation x Business Creation

BT ELO5L0FRESLL,

SDGsx7T2=7T w o
835K
®For a better tomorrow, for a better future. Doing all we can ®Furulabo is a Furusato Nouzei hometown tax
under the Asu Mirai Profect, currently in full swing. Our goal donation system website addressing issues across
is to leverage broadcasts and content to growth together communities and municipalities. We provide support
with communities and businesses that share common goals. through broadcasts, content creation, and our content

delivery capabilities.

® The Travel Salad Expo (held in March 2022) is an event based on the Trave! Salad
TV program. A number of municipalities connected through the Furtfabo site sponsored
booths at the expo.

The new Trave! Salad PLUS+ travel and food website is taking on the challenge to foster
more lively communities and create new fans.

Maximizing Program Value x Supporting Local Communities

= Toward the Creation of New Business Models

23

Lastly, | would like to explain our efforts toward the SDGs and solving social issues.

The AsuMirai Project, which started in 2021, is enhancing the introduction of sustainatglayed
information in programs.

Last month, we broadcast a variety of special projects on energy and food loss in morning and evening
information programs over two weelasAsu Mirai Week

In our FurusatdNouzei hometown tax donation system siteyrulabg which celebrated its first anniversary
last summer, we have developed return gifts in collaboration with our popular programs and participated in
events at departmenttsres in Osaka.

We are also taking on new business schemes with regions, municipalities, and companies connected through
Furulabobased on our IP. In March 2022, we held the Travel Salad EXPO on our travel information program
Travel SaladiscoveringreshStes of Japanwhere regions and municipalities connected throdgirulabo
exhibited booths and received high praise.

Our company aims to contribute to society's happiness by creating and delivering content, which is at the core
of ourgroup vision,and we would like to work on initiatives to solve social isssesh as the SDGs, not only
with municipalities who sympathize with this vision but also with companies.

In addition to our responsibility, we also see opportunities. We aim to grow in betimree and social value
while maximizing the value of our content.

Thank you for your understanding and support.
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ABC
2021-2025 Medium=-Ilrerm

Management Strategy
NEW HOPE

Susumu Okinaka
Representative Director and President

Asahi Broadcasting Group Holdings Corporation
%

Moderator: Now, President Okinakaf Asahi Broadcasting Group Holdings Corporation will explain the
Group's mediurterm management strateghNEW HOPEnd STAGE.



' NEW HOPE 2021-2025 2nd STAGE : Our Vision

Entering a period of further change

with post-COVID-19, global unrest, etc.

The start of a period of great
social and industrial change

in the wake of COVID-19

Toward 2025 and Beyond

2023 Launch
May 2021 NEW HOPE 2nd STAGE

Announced NEW HOPE,
our medium-term management strategy

Reflecting on the results and issues encountered over the two years of our
medium-term management strategy NEW HOPE, we are approaching the latter
three years under measures we define as a 2"d STAGE. We intend to raise

awareness throughout the Asahi Broadcasting Group, accelerating organizational
growth as we respond to an era of further change. NEMW.
. : 3 = HOPE
25 Asahi Broadcasting Group Holdings Corporation

Okinaka:Continuing on, | am Okinaka. | will now explain our mediem management strategy, an updated
version of NEWHOPE, which we call 2nd STAGE.

Our mediumterm plan is a fivegyear plan from 2021 to 2025, and we are now almost at the halfway point.
We have updated it to the 2nd STAGE, including the issues that have become apparent and the issues and
measures that we @ed to work on in the remaining half.



A& NEW HOPE 2021-2025 Vision and Priority Targets
Creating and Delivering New Happiness

r \

{Priority Targets)
1. Strengthen and diversify human resources throughout the group

2. Leverage the power of broadcasting, and strengthen and deepen
group collaboration

3. Build a data utilization system and pursue the use of digital
technologies

4. Create businesses that contribute to regional revitalization and
solutions to social issues

g

Achieve consolidated sales of 100 billion yen, operating income of
5.7 billion yen, and ordinary income of 6.0 billion yen by FY2025
.

J/
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First, here are the vision and four priortrgetsof the current mediurterm strategy

All of our employees are working on these four priotiygets. Based on them, we have set quantitative
targets to achieve consolidated net sales of JPY100 billion, operating income of JPY5.7 billion, and ordinary
income of JPY®6 billion yen in the final fiscal year. We have not changed these targets this time.



NEW HOPE

Our Greatest Strengths are Our Diverse Content and
Content Creation Human Resources.
Maximizing Our Strengths for Further Growth.

Asahi Broadcasting Group Holdings Corporation

In 2nd STAGE, we will continue to make the neasgtof our group's greatest strengths, diverse content, and
creative talent that create content and aim for further growth.



' NEW HOPE 2nd STAGE Our Business Environment

The Industry and Our Company Technology

« Prolonged global instability

« Chanai o ——— t < Di . e i TV :
anging media/content environmen Disruptive evulutlon. in digital technologies Y e e Ifil
« Changing customer needs (Al, XR, loT, robotics, etc.) the SDGs
. . * Newly emerging lifestyles
. izati « Advent of the data-driven societ:
Target market globalization Y « Accelerated low birth rate and aging society
« Shrinking market due to population decline * A future of digital twins « Decline in local economies and regional

strength

4'

Rising Needs for Diversification and Higher-Quality Content and an Increase in Our Social Role as a Media Group

Awareness of and Challenges in Business Transformation

’

Transcend Corporate Boundaries to Become a Corporate Group Supported by Diverse Human
Resources, and Deliver Happiness* to Our Stakeholders Through Greater Diversity in Content

* Happiness for viewers, listeners, and consumers; Well-Being for local communities; and Good Living for the Group employees.

Asahi Broadcasting Group Holdings Corporation

Two years have passed since the start of the mediemm strategy but the business environment
surrounding our company is changing rapidly.

As you can see from the three boxes at the top, the media industry is changing dramatically every day, and

technology is undergoing dramatic changes and evolution, such as generative MVedr®1 The social
environment is also as you can see.

In the midst of these changes, we believe that challenging business transformation and changing
consciousness is essential to fulfill this mission.



& NEW HOPE 2nd STAGE Priority Measures

(1) Human Resources (2) Create Businesses Through | (3) Naniwa-suji/ Nakanoshima
Crossroads Initiative Digital Transformation (DX) ART ARC Initiative
+ Maximize the Power of the Individual » From the pursuit of DX to a phase of » The Naniwa-suji/Nakanoshima area
and the Power of the Group Internally practical implementation. and area surrounding our head office

and Externally. (Fukushima-ku, Osaka) are under

« Become a Group of Talented + Create businesses through data development. We plan to turn this
Professionals in All Capacities. marketing, digital sales, digital area into a central arts and
technologies, and human resources

entertainment district through our ability

development. to create and deliver.

[SELGELT
Strengthen
Improve Networks
Individual Skills § Both Inside and
Outside the
Company

«\We also plan to establish a second
create creation factory in the area around our
Bu sinesses head_ office. This creation fact_ory will
function as a content production and
information communications center.

Share Knowledge

Stimulate an » This area will become a lively

Abundance of L FEIED and vibrant district leading up to
and Qutside the the 2025 Osaka-Kansai Expo
Ideas G e po.
Infrastructure

a e
C D
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Next, | will explain the threpriority measures of 2nd STAGE. These are intended to further promote the four
priority targets that you saw earlier.

The first is human resource development and strengthening. We call this the Human Resources Crossroads
Initiative. We want to create a place where diverse people can come and go and where our Group employees

can grow togetherWith a strong awareness ofdirsity and inclusion, we want to link it to new ideas and
innovation.

The second is DX, where we are thinking of moving from promotion to the phase of business creation. We
want to utilize the data accumulation that we have been doing in the Group sméafocus on digital sales.

The third is the Naniwauji/Nakanoshima ART ARC Initiative. Our headquarters is located in this Majiiwa

Nakanoshima area, and we will work with neighboring companies to promote the revitalization of the area
with art, heath, andentertainmentas themes.

We are also currently planning an information distribution and content production base around our
headquarters.

Looking ahead, we have the Expo 2025 Osaka, Kansai in two years.



& NEW HOPE 2nd STAGE Growth Investment Strategy

& Leverage M&A and corporate venture capital (ABC DREAM
VENTURES) to secure functions and resources in line with
our content and lifestyle business strategies.

Strengthen investment in the digital domain, aiming to create
businesses through DX.

&, Maximize the knowledge and skills of each employee and
strengthen human capital investment, aiming to become a
group (Human Resources Crossroads) attracting talented
professionals inside and outside our organization.

#, |nvest in the creation of businesses that contribute to society.

Wi
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Next, | would like to talk abowdur growth investment strategy. We've roughly categorized our investments
into four items.

First is our M&A strategy. We will continue to pursue this to acquire or expand content and lifestyle business
functions. As for CVC, corporate venture capitalwe intend to utilize it to further embrace open innovation,
aiming to attract outstanding technology and talent.

Second is business creation through DX. Here as well, we plan to explore business partnerships through
investment behaviors such as investingha digital domain usingorporate venture capitednd also through
M&A.

Third is investing in human resources, also known as human capital investment. This is one of the most crucial
themes for us. Although it's a loigrm perspective looking ahead seaeyears, we believe it's indispensable
for enhancing our corporate valieyearsto 10 years down the line.

Lastly, regarding social contributions, our sustainability initiatives represent a significant pillar for our
company. As a company that has beeoted in the Kansai region for over 70 years, coexistence with the
local community has been, and will continue to be, increasingly important.

We believe it is absolutely necessary to undertake these initiatives to ensure sustainable growth for our
companyin tandem with society.



& NEW HOPE 2nd STAGE Financial Strategy

& Optimize our business portfolio by allocating management
resources in light of the cost of capital for investment.

Increase corporate value as a comprehensive content business
group through ongoing investment in growth to achieve our
medium-term management strategy.

Aim to maximize optimal funding sources and efficiencies to
maintain an appropriate balance between financial health and
financial leverage.

&
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Continuing on, let's discuss our financial strategy, which consists of three points.

The first is that our business has expanded to some extent over the past few years. It has become necessary
to optimize our business portfalj keeping our target cost of capital in mind.

Regarding cost of capital, we are currently promoting awareness enhancement from our executives to the
presidents of related companies through various initiatives.

The second point is that we aim to signifidlgrscale up our content business by continuously investing in
content, reinvestingand expanding it. This can be said to be essential for realizing our méeliombusiness
strategy.

The third and final point is about the issue of funding, which natucalines with growth investment. We will
continue to consider funding sources while seeking a balance between financial health and efficiency.

First, we aim to strategically execute our plan while efficiently utilizing the assets we possess.



' Priority Targets (Quantitative)

Financial Plan by 2025 (Rolling Plan 2022) (Millions of yen)

Operating Operating Operating Operating Operating
Net Sales Net Sales | o’ [ Not Sales | hicne’ | NetSales | hiine® | Net Sales | hecns’

Consolidated Group 85,100 4,203 91,000 4,000 94,000 4,500 97,000 5,000 100,000 5,700

Rolling Plan 2023

FY2021 FY2022
et | s | | o] e [ [ |

Consolidated Group 85,100 4,203 87,028 2,594 90,000 2,500 94,000 3,900 100,000 5,700
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Next is he mediumterm management strategy, rolling update, and quantitative targets, which | will briefly
explain.

The goal of achieving JPY100 billion in net sales and JPY5.7 billion in operating income in the final year, FY2025

remains unchanged. Considerintgetcurrent situation, we have slightly revised the targets for the interim
years.

We fell behind schedule last year due to delays in planned projects or timing differences. However, we are
planning to recover from FY2023 onward.



' Priority Targets (Quantitative by Segment)

Financial Plan by 2025 (Rolling Plan 2022) (Millions of yen)

¥ By reportable gﬁfg:;‘) FY2022 FY2023 FY2024 FY2025

SegMeNt  I'NetSales | Orea | NetSales | Cheoe’ | NotSales | Cocan® | NotSales] Creaie® | NetSales| Creoee |
Broadcastingand 741,348 3,654 75200 3,300 77,000 3,200 79,300 3,600 81,000 3,800

Lifestyle 13,751 874 15,800 1,000 17,000 1,600 17,700 1,700 19,000 2,200

Rolling Plan 2023 '
FY2021 FY2022
¥ By reportable Gactial) FY2023 FY2024 FY2025

Income Income Income Income Income

Broaccastingand 71,348 3,654 72967 2602 75400 2300 77,700 3,300 81,000 4,500

Lifestyle 13,751 874 14,061 433 14,600 600 16,300 1,050 19,000 1,650

Note: We anticipated operating income-related adjustments of -400 million yen in FY2023, and -450 million in the FY2024 to FY2025 time frame,
recorded as Adjustments, Other for items not allocated to a specific segment (not shown in table).
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Here is a breakdown lsegment.

The sales target for the final year remains unchanged, but we have made minor adjustments to the
distribution. We also plan to further enhance and grow our content business in terms of profits.



Finally, I'd like to say a few words. This noadtterm strategyruns until 2025, but as | mentioned earlier, the
environment surrounding us is changing at an incredibly fast pace.

We are now at a stage where we have to think about what comes after this mediumstrategy First and
foremost,we've provided some broad guidelines at this stage.

Our primary goal is to improve our corporate value in the medium to long term. Of course, cash is needed for
this, and we must alsmaintainthe periodic profit and loss. Furthermore, not onlyfinancial terms but
inclusion is also an important keyword. We need to be inclusive not only within our company but also in our
approach to society. We believe that the essence of sustainability lies there.

When considering this vision, human resourcesaalbecome key. We believe that if glbup employees
become conscious of enhancing their talent, this will lead to the success gfaup in the future, including
the 2nd STAGE of this medittarm strategy That's all from me. Thank you for yaitention.



