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Corporate Philosophy

The TBS Group aims to deliver
timeless content and services to the world,
respecting diverse values and striving

to make a positive contribution to society.

Brand Promise

To create entertaining and inspiring experiences
that move hearts and minds.

From each moment, a better tomorrow.

From TBS
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TBS Group at a

Glance

Businesses ranging from broadcasting to content creation, culture, lifestyle, and real estate

Revenue and operating income by segment

116.5 bt
T e ¥6.7 villion 1) Consolidated revenue
¥368.1 billion
¥10.9 billion
[ Consolidated operating
income
¥3.0 billion
¥285.2 billion

Media and Content

[ Lifestyle

[ Real estate and other

Media and Content, real

estate, other (1 company)

TBS RADIO, Inc. CS-TBS, INC. TBS MEDIA RESEARCH
TBS TELEVISION, INC. BS-TBS, INC. SEVEN-ARCS Co., Ltd,  INSTITUTE Inc.
NICHION, INC.

TBS SPARKLE, Inc.
TBS GLOWDIA, Inc.
TBS ACT, INC.

¥20.7 billion

Note: Revenue (outer circle) is revenue from external customers
Operating income (inner circle) is segment income

Media and Content business (13 companies)

TC Entertainment
Incorporated

TBS International, Inc. THE SEVEN, Inc.

MANGA BOX Co., Ltd.

FY2022
New Family Core viewer ratings (ages 4-49)

Golden/Prime: 2nd

Golden (7 p.m.-10 p.m.) 3.1%
Prime (7 p.m.-11 p.m.) 3.0%

4/4/2022 - 4/2/2023 weekly basis
Data by Video Research Ltd. in the Kanto region

Streaming business
FY2022 performance (year on year)
Streaming advertising Paid streaming
revenue revenue

+16.4% +43.5%

~ Stylinglife Group FY2022 performance
| Revenue  Operatingincome
¥66.4 billion  ¥3.7 billion

Operating income was higher than
the standard before COVID-19

and set a new record high

TBS Broadcast Center, Akasaka Biz Tower,
Akasaka The Residence, TBS Akasaka ACT theater,
The Hexagon, Midoriyama Studio City, Inc., etc.

Construction companies determined
(Kajima Corporation, Obayashi Corporation)
Construction is steadily under way for completion in 2028

StylingLife Holdings Inc.
CP Cosmetics Inc.
LightUp Shopping Club Inc.

subsidiaries on June 29, 2023)

YARUKI Switch Group Holdings Co., Ltd.

3 other Group companies (became consolidated

Akasaka Heat Supply Co., Ltd.
TBS Kikaku Co., Ltd.

TBS Sunwork, Inc.

TBS HEXA. Inc.

Midoriyama Studio City, Inc.




Contents (overal Report Structure)

The TBS Group has positioned maximizing Content LTV (customer lifetime value) as the highest priority topic to be tackled at the moment.
Content LTV is a total of the profit generated from the number of wonderful “moments” occupied by content in a customer’s lifetime.
This report was structured from the viewpoint of enhancing our corporate value by maximizing this value.
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What is Content LTV
(customer lifetime value)

It is a total of the profit
generated from the number of
select moments occupied by
content in a customer’s lifetime.

Dialogue
between the Chairman
and an Outside Director

We will aim
to increase our
corporate and
social value
by maximizing
Content LTV

Editorial Policy

While the report covers the TBS Group from April 2022 to March 2023
in principle, events before and after this period are also included to
describe important and current matters. In compiling the report, we re-
ferred to disclosure indicators such as the Value Reporting Foundation's
International Integrated Reporting Framework, Ministry of Economy,
Trade and Industry’s Guidance for Integrated Corporate Disclosure and
Company-Investor Dialogue for Collaborative Value Creation, and the
Task Force on Climate-related Financial Disclosures (TCFD).
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Topic @

Progress of Initiatives for
Maximizing Content LTV

The grand theme of the entire Group is “Maximiz-
ing Content LTV (customer lifetime value).” We
have written in detail about projects such as the
introduction of TBS Group IDs and Content IDs as
initiatives to pave the way for achieving this goal.

Topic (@

Clarified Position of
Akasaka Entertainment City
in Our Value Creation

Akasaka Entertainment City is simultaneously a
place where content is created and a place where
visitors can enjoy content. We explain how this ur-
ban development is connected to the achievement
of VISION 2030.

Topic ®

TBS Group
Clarification of Human
Capital Management

Content creation is the source of increased corpo-
rate value for the TBS Group. At its foundation is
“people,” and therefore to communicate the com-
petitive superiority of the intangible assets known
as “TBS's people,” we have formulated a Human
Capital Management Philosophy and attendant
strategy, measures and KPIs.



What It Means to Maximize Content LTV

Developing Content That More People Love More Deeply for a Longer Time

In the past, almost all the content TBS produced was in
the form of programs for terrestrial broadcast. However,
that era is already past. That is why we define the total
profit generated across the various business areas from The total profit generated from the number of select moments

the number of select moments occupied by content in a occupied by content in a customer’s lifetime

customer’s lifetime as “Content LTV (customer lifetime
( -
Centralized management of
L content profit and loss™ Expand = Produce Businesses

value)” and aim to maximize that value.
Content deployment variations

Increase platforms for potential
deployment

Create = Produce creative work »
Ability to reach

Increase the latent ability of all content
Materiality to be deployed on multiple platforms

X

(tp))
Promote the creation of original IP A
(intellectual property) by developing
and acquiring creators

X

Prepare the world’s most advanced
production environment at the new

Midoriyama Studio and other places [ Data-driven marketing™ J

*1 Optimize all content in the TBS Group by centrally managing content financial indicators (sales, cost prices, profit, etc.) across businesses and making investment decisions.
*2 Optimize content individually by using non-financial indicators (number of new users acquired, etc.) to verify the effects of measures



The TBS Group over FY2022

Accelerate the sowing of seeds for VISION 2030 in order to deliver wonderful “moments”

Major Press Releases (dates show the day the release was announced)
April 11 April 18 July 8 July 20 January 27

Real time streaming of terrestrial Launch of “TBS NEWS DIG powered “Harry Potter and the Cursed Child” TBS Holdings, Inc. invests in and “TBS Sans TP" branding font wins the FY2022 Good Design Award TBS Holdings, Inc. invests further in Amazing Sports Lab Japan, Inc.,
broadcasts by JNN,” a comprehensive news site stage play opens in Tokyo concludes business partnership which is now an associated company
begins on TVer. from 28 JNN affiliate stations. agreement with The Chain Museum Inc.

April 13 TBS July 19 August 10 October 31

BS-TBS's “Style 2030”

February 14

b he first) il N Ews TBS Holdings, Inc. concludes capital VOXX, Inc. established to develop video World's first hydrogen broadcasting “XR Studio at World Athletics Championships in Oregon”
T\(jcomes the first a.panT;e commercia oo and business partnership agreement ad solutions business van: the "Car that Makes the Earth wins the Award of Excellence of the Digital Content of the Year '22/
cerl’i)frigg{i)mn toreceive alpert D I G MM with K-BALLET Inc. Smile” introduced 28th AMD Annual Content Awards
’ Powered by JNN
2022

2023

May 13 May 17 TCFD i February 17

P T FINANCIAL

TBS Group Updated Medium-Term 3_D le:‘m(': Link Technoloay Award First TCFD report published. DISCLOSURES THE SEVEN, Inc. and Netflix N ET F L I x U-NEXT and Paravi announce TBS Holdings, Inc.

Management Plan 2023 announced wm; tTe hontlem :c no ggyAward Three major facilities to achieve carbon neutrality in FY2023. conclude strategic partnership merger, becoming the largest certified as Health & Productivity
atthe Technology Promotion Awards agreement - paid video streaming platform Management Outstanding
orgamzeld by The I"S“,t"fle of mage T H E S E V = N in Japan. Organizations for 2023
Information and Television Engineers

August 31 September 16
June 29 “TOKYO MER: Mobile Emergency XR stage constructed using 360° footage December 13 December 13 March 22
y [ June 29 o

from the Beijing Olympics relay

Studio TooN established as a new “Mojiko” wins Best Asian Drama for a wins Award for Excellence in the Technology TBS Holdings, Inc. and Minato City Announcement of @ U - N E XT TBS Television, Inc. and

company for producing vertical audio transcription editor wins Regional/nt'| Market at the category at the 2022 Japan Commercial sign cooperative agreement for expansion of shareholder Tsuburaya Productions

scrolling digital manga (webtoons) Excellence Award at the Japan DX ContentAsia Awards 2022 Broadcasters Association Awards development of Akasaka district benefits system create partnership
Awards

110
105

March 10, 2023
¥1,955

/

100 | PN U N N I N RN
. S N ) . TN T T e T e T T e
90 January 17, 2023 . )
85 April 1, 2022 ¥1,458 *The stock price on 4/1/2022 is
pril 1, . . .
80 ¥1,780 being compared with the index

/ as 100.

2023 2023 2023
January February March

2022 May June July August

September October
April

November December
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Message from the Long-Term Vision and Strategies for ) . . Content Innovation Human Capital and The Global Management Performance and
L . - - Value Creation Story o . N S o
President Medium-Term Management Plan Business & Technology Human Rights Environment Structure Corporate Data

Message from the President

We will create and expand world-class
original content to maximize Content LTV

M Introduction

From Tech Design X (cross) \
| am sending this message from Tech Design X (cross), our R&D “ w
office and innovation center. As the name suggests, this place is

based on the concept of a blend between technology and de-

sign, and it's where we experiment with performances that use T = =
akashi Sasaki

cutting edge technology such as XR and virtual production. Tech

TBS HOLDINGS, INC.
TBS TELEVISION, INC.
President and Representative Director

Design X was recently established as a location for creators in a

variety of genres to share new entertainment with the world.
It's the ideal place to demonstrate both within and outside

the company that the TBS Group is future-oriented, and that we

are a corporate and group entity that will continue to transform M e S S O e f r O m
as we head into the future.

| would like not only the Group's 8,000 employees but also
people from outside the company to visit Tech Design X so they L
can discover that the TBS Group is technologically advanced and T e r e S I e r l T
that we are beginning to step into uncharted territory.
—— - - \

--‘




Message from the President

Message from the
President

l TBS's reason for being: our social mission
Going beyond Tokyo and broadcasting with our
true nature as part of the “mass media”

The World Baseball Classic (WBC) is the FY2022 event that had
the most intense impact on me. The exploits of the Japanese
team, which was crowned the best in the world, gave us great
courage and filled Japanese society with joy. 94 million peo-
ple watched Japan's seven WBC games in real time. The most
watched game was TBS's broadcast of Japan versus South Korea,
with 62 million viewers. In other words, approximately half of
Japan’s entire population was emotionally impacted by watch-
ing the same game on television. 62 million people sharing an
identical experience is on a completely different level from “go-
ing viral” or “creating a buzz” in the internet world. It was a
moment that made us realize once again the magnificent power
of sports, the power of television as a media for reaching the
masses, and the importance and gravity of the mission borne by
mass media.

Moreover, the large number of female viewers of the WBC
was especially notable, even though it is often said that wom-
en aren't very interested in baseball. If the internet is a place
where you can explore your interests or tastes more deeply, tele-
vision media has demonstrated that it has the power to open the
hearts of people who were initially not interested or concerned.

The TBS Group is in an era of transformation as we seek to
go beyond not only TV but also broadcasting, and beyond Tokyo
to challenge ourselves in various genres, but in the process, we

must never forget mass media’s reason for being. In order to
save many people’s lives and assets through our coverage of di-
sasters, we must not lose our mass media functions. Being mass
media requires us to have the overwhelming trust of the public,
and that is precisely why we must be extremely careful not to
use our persuasive powers in the wrong directions.
H A review of the past year: Increasing the value of
broadcasts
Rapid progress in “New Family Core” viewer
ratings delivering attractive TV content to
younger generations as well

The ratings for the New Family Core (ages 4-49) demographic that
we are highly focused on grew greatly during FY2022, so that
TBS became become their second most-watched station during
the Golden (7 p.m.-10 p.m.) and Prime time slots (7 p.m.-11 p.m.).
Our aggressive efforts to target the next generation, which is
said to be moving away from television, have borne fruit. At the
same time, however, the fact that content derived from TV is be-
ing watched on YouTube and the rest of the internet tells me that
young people are not moving away from the content itself. One
of our aims in transmitting attractive content aimed at the New
Family Core demographic is to stop young people from moving
away from TV content. The fact that, for the first time since we
began measuring ratings by age group, TBS was the second most-
watched station for that demographic during prime time is a sig-
nificant achievement, and | believe it proves that we have been
able to enhance the value of broadcasting.

M EDGE strategy

Accelerating our transformation through the
three challenges of creation, improvement and
elimination.

The EDGE strategy is progressing even faster than | had expect-
ed. Launching a business only after careful consideration is quite
important, but in my experience, things progress even faster
when you just go ahead and start.

For example, our TBS NEWS DIG platform (which provides
news online although people tend to think of news information
as a mainly TV thing) was launched in just six months, whereas in
the past we would have spent ages carefully preparing both the
structure and the technology. It was the first time we had taken
the approach of fixing problems and the lack of preparation as
we went along, but thanks to the early launch, TBS, which had
fallen behind in having a news website as a commercial televi-
sion station, grew to have the largest number of access page
views (PV), which | consider a major achievement.

Furthermore, we entered South Korea and launched Studio
TooN, a company that publishes vertically scrolling manga for
reading on smartphones, with a speed that some might consider
hastiness. We expected it to take some time to organize every-
thing, including hiring personnel. However the crowd of web-
toon companies over there had just started restructuring at the
time, so we secured personnel faster than expected and quickly
launched two new titles.



Message from the President

Message from the
President

This trend of growing a business by thinking while on the
move stems from the change in our employees’ mindsets in the
direction of trying out a variety of interesting things. | am always
telling them to try these three things: “create things from new
approaches,
following for a long time,” and “boldly eliminate what is un-
necessary.” The most important of these is the second. | want
to expand the business by breaking free of the old routine of

" ou

change and improve the routines you've been

thinking carefully before acting, and instead switching to a style
of thinking on the move. From that perspective, | think it would
be good for more and more things to be added to our current
VISION 2030 policy and EDGE strategy.

H Global expansion, education, and streaming
Pursuing business synergy by strengthening
partnerships based on the EDGE strategy

Out of all our current initiatives, THE SEVEN, Inc. is putting the
most effort into becoming “a company specialized in video con-
tent that communicates with the world” as a major pillar of the
“G", i.e. the Global domain in the EDGE strategy. Additionally,
on the streaming service front, the merger of Paravi and U-NEXT
has led to the birth of the largest streaming platform in Japan.
Instead of merely adding the TV dramas we specialize in to the
Korean dramas and movies that U-NEXT is known for, | expect a
synergistic effect to be generated as we create new content and
genres together.

In July, we established a new organization called the Global
Business Division within the company. THE SEVEN has already

started transmitting video content abroad, but we believed
we needed “headquarters” to communicate widely globally in
video and other genres as well. | want the Global Business Di-
vision to add new creations by exploring business ideas where
video creators other than THE SEVEN can stream to the world, or
where creators in genres other than video content can commu-
nicate arts and culture to the rest of the world. And | would like
to accelerate such trends. EZ¥FA

Furthermore, as part of training and education, an import-
ant field in the EDGE strategy, in June we made YARUKI Switch
Group Holdings Co., Ltd. a consolidated subsidiary of TBS Hold-
ings, Inc. By combining the company’s content creating skills and
extensive archives with YARUKI Switch Group Holdings' educa-
tional knowhow and customer base, we will develop new train-
ing and education services and instill the children who will forge
the future with the power to solve issues themselves.

M Akasaka Entertainment City

Breathing life in the city of Akasaka and
transforming it into the cultural center of
the future

In line with our current plans for Akasaka Entertainment City,
the tangible parts, namely the basic framework of the city, have
been completed. Now we are focusing on the kinds of content
we want to put there. In other words, we've reached the stage
of breathing life into the new city of Akasaka. We hope to put
structures in place to gather creators from all over the world, and
create a place where cutting-edge technology is concentrated.

Akasaka used to be a nightlife district, but it is now a lively
place bustling with young people and families. If we can attract
even more creators and foreign tourists from now on, the city
will grab the world's attention and become even more inter-
national. A future is rapidly approaching where Akasaka will

evolve into a city that creates new culture by gathering many
kinds of people, and the brand power of TBS which is based in
Akasaka will soar.




Message from the President

Message from the
President

B Maximizing Content LTV
Horizontally developing and extensively
expanding long-lasting original content

We are currently increasing TBS’s original content in terms of
both movies and terrestrial broadcast dramas. Instead of letting
our dramas end as dramas, we are able to turn original content
we own the rights for into long-lived content that spans areas,
genres and timelines by filming movie versions, streaming them,
selling them abroad, and more. The “TOKYO MER: Mobile Emer-
gency Room"” movie became a smash hit as a result of that ap-
proach. It is a positive example of how TBS was able to display
initiative in all things precisely because it was a completely orig-
inal work.

In the same vein, since “The Last Man: The Blind Profiler”
was a TBS original Sunday drama, we were able to collaborate
with “Dialogue in The Dark” to hold “Last Man in The Dark,” an
event that allowed people to experience the everyday life of the
protagonist, who is visually impaired.

Speaking of “The Last Man,” not too long ago, supplemen-
tary audio for persons with disabilities was simple and limited to
the minimum amount of sound necessary or just adding subti-
tles. Right now, however, even the narration added is painstak-
ingly produced so that persons with visual disabilities can easily
understand it. This is a sign that trends are moving away from
content that prioritizes ratings to creating deep content that
considers diverse viewpoints.

As another example of the movement towards maximiz-
ing content LTV (customer lifetime value), creators including

announcers and designers have started thinking about how to
develop their content horizontally and prolong the lifespan of
their content as much as possible. In the case of anime, for ex-
ample, there is SEVEN-ARCS Co., Ltd., a group of artisans who
actually produce the shows, there is MANGA BOX Co., Ltd. which
streams anime online, and the Animation Production Depart-
ment (reorganized from the Movie and Anime Production De-
partment on July 1) which mainly develops for TV and movies.
They are all involved in anime from different standpoints, but
if they were to develop a single title together and go about it
separately, they would probably act based on their own logic
alone, and the finished work would be a short-lived one with
a lower LTV. That is why, as the first such attempt, we have ap-
pointed an executive officer to unite all of TBS by taking overall
command of all TBS Group anime business. The officer’s job will
be to laterally unify these companies and departments so they
can think about and practice ways to deliver works that are the
most effective and efficient for the TBS Group while also being
loved for a long time.

In other news, we recently appointed our first female exec-
utive officer. She will have oversight of the TBS Group’s design.
Her position will take charge of everything in the arts and design
domain (including dedicated departments in TBS in addition to
TBS Act, Inc. in the arts and technology domain, TBS Sparkle,
Inc. with its concentration of production functions, and TBS
Glowdia, Inc. which handles events), and manage each design
organization cross-organizationally. | believe that strengthening
the management of the whole Group from a bird’s eye view in
this way will trigger changes that exceed our imagination.

H Human resources that create TBS quality
Nurturing people in order to make TBS quality
world-class

In order to raise the quality of original content to the level of
“TBS quality,” which aims to be world-class, | have often said
that it is essential to acquire and nurture the creators who will
produce that content. Creators at TBS cover a wide range of hu-
man resources, including but not limited to producers, directors,
technical staff, designers, and announcers. Based on the fact
that the content these human resources produce contains intel-
lectual property (IP), it is not an exaggeration to say that the
success or failure of VISION 2030 depends on our ability to both
recruit these creators from outside and cultivate them careful-
ly within. Furthermore, to grow continuously with a “content
first” approach, it is vital that we have not only creators but also
a diverse body of human resources to support them. Therefore
diversity is another crucial factor. The 8,000 people of the TBS
Group are involved in a multitude of industries. It is highly im-
portant for all members of the TBS Group to resonate with TBS’s
reason for being on a personal level and never forget it, and to
respect each other’s work and accept and value diversity based
on that. At present the company is focusing so heavily on mid-ca-
reer recruiting that the number of such recruits is approaching
the number of new graduate hires. If that immediate manpower
combines with the energy of the youth to form a dense layer
and tackle their work, we will remain a resilient organization
no matter how drastically the times change. | am convinced that
diversity holds great power for future survival.



Message from the President

Message from the
President

Having established this, the question now is how to unite
such diverse human resources within our organization. In my
opinion, it's enough to have the minimum level of cooperative-
ness and a sense of common purpose. What really matters is per-
sonality. It's enough if the organization is able to adapt to those
prominent personalities. | want the creators and other human
resources we gather to be people with prominent personalities.
Even if such talents have a negative impact on their organiza-
tions, we should view that as a necessary effect for the sake of
transformation, so there is no need to crush their personalities
and force them to fit the organization’s mold. The important
thing is the forward-moving vector, so in my opinion, the win-
ning strategy will be changing while finding ways to take advan-
tage of the friction that arises.

If TBS gains strength and rises to the top of the industry, our
workplace environments, ease of work, and remuneration will
all naturally become top-class in all the genres we are involved
in. We want to proceed with a “growth and returns” mindset
where we treat people well in order to generate future profits
which are returned to the shareholders and other stakeholders.

B Message to stakeholders

We will aim to maximize corporate value by
endeavoring to win and to become a good,
strong company

My message to all our stakeholders is that the TBS Group will
never give up striving to win. We are constantly refining the busi-
ness structures we have put in place to achieve victory every day.

Long-Term Vision and
Medium-Term Management Plan

Strategies for

K Value Creation Story
Business

& Technology

That said, however, there is one thing that every TBS mem-
ber must never forget: “we must not win unfairly.” That can nev-
er be allowed, and | take every opportunity | get to remind every
single person in the Group that being seen as an unfair company
is even more fearful than losing.

| tell them that we must be a good, strong company.

We will increase our corporate value while rewarding our
many talents. The profits generated that way will be returned
to all stakeholders. If we become a “bad company” that goes
against the principles of the SDGs, this will eventually affect our
profits and result in us betraying the support and expectations of
our shareholders and being unable to provide suitable returns.

It is my firm conviction that being a strong, victory-minded
company, while at the same time being a good, socially responsi-
ble company is the path to maximizing corporate value. You can
expect even greater things from TBS from now on.

Content Innovation

Human Capital and
Human Rights

11

The Global
Environment

Performance and
Corporate Data

Management
Structure
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TBS Group VISION 2030

“American Ninja Warrior”

Medium-Term Management Plan 2023
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Message from the ‘

‘ President

Long-Term Vision and
Medium-Term Management Plan

Strategies for

Business

Content Innovation
& Technology

‘ Value Creation Story ‘

From a Media Group to a Content Group: Maximizing LTV

INPUT

Human
capital

020

6{2 Intellectual

capital

Manufactured
capital

Natural
capital

9,,9 Social
capital

@ Financial
® capital

External
environmental
recognition

Diversifying content provision formats
Accelerating technological innovation

Employees (consolidated): 7,984
Total course participants at TGU in-house university:

18,0007

*1 As of the end of June 2023 *2 FY2022

Works for overseas OTT (produced by THE SEVEN, Inc.)

to greenlight multiple productions

Dramas (Golden time) 11 out of 12 were original*
*FY2022

Midoriyama Studio (approx. 26,444 n, one of the
largest in Japan)

Capital investment of over ¥90 billion*
*during Medium-Term Management Plan 2023

Achieved carbon neutrality in FY2023
(TBS Broadcast Center, buildings in the Akasaka Sacas complex,
Midoriyama Studio)

Invested in a total of 33 projects™ through our
investment association (TBs-IP)

JNN (Japan News Network) made up of 28 stations

in Japan *as at end of FY2022

Growth investments: over ¥140 billion*
Corporate bond issuer rating: A (R&1)
*during Medium-term Management Plan 2023

Cost suppression mindset has taken
root due to the COVID-19 crisis

Acceleration of SDG initiatives

Reduction in Persons
Using Televisions (PUT)

Unstable world affairs
(including financial market trends)

Stakeholders

New legal regulations
(including soft laws)

Viewer

ustomers

Advertisers

Shareho

Employees

Business partners

>

BUSINESS MODEL

Maximizing Content LTV (customer lifetime value)

=Everything that moves people’s hearts

Competitive strategies

(tp1)

o1

Creating globally
beloved original
content

02

Fulfilling our
social mission as
a media group

03

Innovating work
through the
development and
utilization of

technology

Materiality

06

Strengthening

governance as

a responsible
company

05

Delivering wonderful
04 “moments” to everyone
we work with
Delivering
wonderful
“moments” to all
the lives on earth

Human Capital and
Human Rights

The Global
Environment

Performance and
Corporate Data

Management
Structure

% OUTPUT

Create (content) Expand (platform)

TV and radio

(terrestrial, BS, CS, radio)

TV and radio content
(Drama, entertainment, sports, news, etc.)

Screened/performed content

(Movies, plays, musicals, live music, etc.)

Internet streaming
(Japan, overseas OTT)

Theaters, events

Program formats
(Akasaka ACT theater, etc.)

Physical stores, online shopping

Manga Games
(PLAZA, etc)
Intellectual Patents, .
training and Jicenses, City development, real estate
education merchandise, etc. (Akasaka Entertainment City)

\4
OUTCOME

From each moment, a better tomorrow.

Our Goals for FY2030

Revenue from

Revenue ¥550 billion

o . non-broadcast
eratin i

ingome g ¥38.5 billion business to be

60%

Ratio of operating of the whole

income to revenue

&, 2

)

7.0%
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President

Progress of TBS Group VISION 2030

Long-Term Vision and
Medium-Term Management Plan

Strategies for
Business

Expanding Content without Limit beyond

the Framework of Broadcasting, Creating

Wonderful “Moments”

Growth strategies

Broadcasting business
Terrestrial, BS,
CS, radio

Competitive strategies

*Experience = Live entertainment and lifestyle

Value Creation Story

Content Innovation Human Capital and
& Technology Human Rights

Broadcasting business
Terrestrial, BS, CS, radio

Non-broadcasting business

1. Growth through content

(1) Reform content creation
Develop original IP, train and strengthen creators
(2) EDGE strategy: Digital/Global/Experience

Focused investment of resources in expanding areas

2. Increase value of broadcasting business

Deepen trust

Go beyond advertising media to become a value
co-creation hub

Promoting data-driven marketing

Businesses in growth areas
+ Non-broadcasting business

Our Goals

for 2030

The Global Management Performance and
Environment Structure Corporate Data

Creating

a better
tomorrow

Through content, and together with all of
its stakeholders, the TBS Group will build
a happy and sustainable society where
diverse values are respected.

Revenue from non-broadcasting
businesses will grow dramatically
once we achieve VISION 2030

M Revenue ¥550 billion

M Operating

. ¥38.5 billion
income

M Ratio of operating o
. 7.0%
income to revenue

15
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President

Akasaka Entertainment City

VISION 2030

Akasaka Entertainment City is more than a mere
real estate business. We have positioned it as a
base from which the TBS Group will deliver won-
derful content to the world, as a symbol promot-
ing our presence, and as the key location fo
achievement of VISION 2030.

Long-Term Vision and

g Strategies for
Medium-Term Management Plan

Business

Incubation
facilities
Establish training and

exchange functions for

Discover startups and creators

creators
Co-creation with talents

gathered in Akasaka
Hold video contests, etc.

Real
Estate

Hotel

To be invited in 2028
A location for sightseeing
and staying

Shops &
restaurants
A full lineup

Packed with one-of-a-kind
moments

Value Creation Story

Content Innovation
& Technology

Optimal
deployment of
data-driven
content

Search for
new visual
expressions
Centralized management of
content using IDs
The best place at the
best timing

Tech Design X
Akasaka VFX Room

2028 Project
(East b g,
\West building)

AKaS- ka
Bizower

The HEXag0N
TBS

Broadcast
Center

Akasaka Sacas
Square

_— Akasak@ BLITZ studio

TB‘S“Akasaka ACT theater

Plays &
musicals

Long-running stage
performance of “Harry Potter

and the Cursed Child” To be developed in 2028

Transmit all kinds of
entertainment

Human Capital and
Human Rights

‘ The Global

Management
Environment

Structure

-

Internet &
streaming

Enclose users' moments
which exist in various outlets

Production

Inbound
demand

A city where people gather
from all over the world

Performance and
Corporate Data
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Dialogue between the Directors of Competitive Strategy and Growth Strategy

Turning the Spiral of Growth and Competition into TBS’s Greatest Strength

Shoichi Watanabe

Board Director and Director of Competitive Strategy,
TBS HOLDINGS, INC.

Managing Director, TBS TELEVISION, INC.

H The current state of our growth strategy
The seeds have been sown and we are in the
seedling nurturing phase

Sugai: The phase of “sowing seeds” of our growth strategy is al-
ready complete, and we are finally moving into the phase where
we care for them until they sprout, and then harvest the fruits.
Last year, after setting up THE SEVEN, Inc. as a company for our
overseas strategy, we also decided to establish a new global
company to cover everything outside content distribution. It will

Tatsuo Sugai

Board Director and Director of Growth Strategy,
TBS HOLDINGS, INC.

Senior Managing Director, TBS TELEVISION, INC.

serve as a control tower for expanding our businesses interna-
tionally. Meanwhile THE SEVEN has begun full-scale operations.
During the current fiscal year, many of their projects were green-
lit, in other words they received permission for production from
major overseas OTTs. Since we will be compensated for being
seen all over the world, the production fees and sense of scale
are all going to change completely. In the Global (G) domain
of EDGE, strong seedlings have sprouted that we expect to
start blooming in FY2024, and we are receiving a highly posi-

Content Innovation Human Capital and

Human Rights

The Global Management Performance and
Environment Structure Corporate Data

tive response on that front. Apart from the global aspect, we
expanded our intellectual training and education business under
Experience (E) by making YARUKI Switch Group Holdings Co.,
Ltd. a consolidated subsidiary. For the Digital (D) domain, we
strengthened our commitment to the U-NEXT platform through
the merger between U-NEXT and Paravi, a streaming business,
and we intend to develop it into the largest streaming platform

business in Japan.

B The current state of our competitive strategy
Polishing our strengths and balancing
"two wheels.”

Watanabe: The growth domains Mr. Sugai is in charge of, such
as the creation of content to be streamed internationally with-
out being broadcast in Japan, and the transformation of Akasa-
ka into an entertainment city, are businesses that appear to be
far removed from a continuation of the history TBS has built to
date. However the goal of the competitive strategies | am head-
ing is to increase the value of broadcasting, which has continu-
ously been TBS's core business since its founding, and to build
the foundation for a sustained rise in revenue.

When | put it that way, it may sound like the two domains
of growth and competition are completely different things, but
that is not the case. To do “something new,” you need the rich
accumulation of knowhow from “what you’ve always done,”
and to increase the value of “what you've always done,” you
need to look at the new areas of that “something new.” To come
out on top in both aspects, you must speedily build strengths dif-
ferent from other companies’.

Sugai: VISION 2030 does not involve picking one aspect over the
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Dialogue between the Directors of
Competitive Strategy and Growth Strategy

other. Instead it clearly points to achieving both together. | think
of the competitive and growth strategies as “two wheels” need-
ed to carry the TBS into the future.

Watanabe: That being the case, what are the strengths we need
to build? | believe there are four of them. The first is “creativi-
ty.” Within that, original IP is extremely important, so we made
sure that 11 out of the 12 dramas we aired during Golden time
(7 p.m.-10 p.m.) in FY2022 were original and not based on previ-
ous works. Improving our anime is another pressing issue. Since
October 2023, we have started rebuilding our nationwide pro-
gram lineup broadcasting time slots. The second strength is “re-
liability.” Through means such as the rapidly growing TBS NEWS
DIG, we will earn trust online as well and become an even more
promising entity. The third is our “ability to reach.” As the WBC
(World Baseball Classic) conclusively demonstrated, we far surpass
other media when it comes to our ability to reach large groups
of people at once in the same time frame. We are targeting the
New Family Core demographic in order to build a foundation for
TBS's continued future growth. In FY2022 TBS was the second
most-watched station for that demographic during prime time,
and its spot share rose for the 5th consecutive year. The fourth
strength is our “ability to solve social issues.” We will become the
start of a social movement as a “leading SDG station.”

H There is no growth without competition
The spiral of both strategies will become our
greatest strength

Watanabe: In the past, when broadcasting was a business struc-
ture with high barriers to entry, it was possible to make a consid-
erable amount of revenue just by selling mainly TV program com-

Long-Term Vision and
Medium-Term Management Plan

mercial slots. However you can’t win with just that any more. As
technology evolves and lifestyles change, it is essential for us to
develop our strengths and scale out in order to create new value.
Sugai: That said, the number of people coming into contact with
our content has not decreased at all. They are still watching at
the same rate through a variety of devices and services. There-
fore, the business model may be changing, but that does not
mean we can no longer compete. After all, there is no growth
without competition. When THE SEVEN makes content for an
overseas audience, the knowledge will return to the site of the
broadcast and the quality of TV content will also increase, and
as a result, TBS creators will use the ultimate weapon that is THE
SEVEN to attempt to make more advanced creations than oth-
ers. We drew up growth strategies because we have competi-
tion, and we will continue to compete based on those growth
strategies. | believe that this spiral will become TBS’s greatest
strength.

Watanabe: You're completely right. All of our initiatives in our
growth areas are linked to increased competitive power in exist-
ing areas such as broadcasting. The mechanisms to expand con-
tent without limit are in place, and we are going to boost our
strengths even further and expand our fields of business. People
tend to speak about Akasaka Entertainment City as if it is a real
estate project, but we have positioned it as a place for producing
entertainment spaces, and as a stage linked to the innovation of
future creative works. As we naturally continue to increase the
value of our existing areas, we expect that every one of the cre-
ators currently working hard at our broadcast sites will be heav-
ily inspired, and this will eventually expand their activities into
the fields of our growth areas one after the other.

H The meaning behind the announcement of VISION 2030
You cannot step onto the stage without raising
your flag

Sugai: We didn't announce VISION 2030 as a statement of our
“ideal” state, but rather as a clear indication of what we will be
in 2030, and a presentation of what we need to do right now in
order to achieve that state.

Watanabe: What we announced was the “desired state” of the
entire TBS Group. It is a flag displaying the image we share in
order to win as a group. Group companies will develop a flatter,
less hierarchical relationship as they consider each other com-
rades seeking to achieve the same VISION. Personnel exchanges
have become more animated, and awareness among production
personnel is beginning to change.

Sugai: You cannot step onto the stage without raising your flag.
For example, THE SEVEN has seen very positive results from the




Dialogue between the Directors of :
Competitive Strategy and Growth Strategy President

Message from the

announcement of VISION 2030. The company has been receiving
a previously unimaginably large number of offers from major
producers overseas because the producers believe, “It might be
a good idea to work together with a company that says these
kinds of things.”

Watanabe: At the same time, whenever you tackle new challeng-
es, you have to make trade-offs with your previous way of work-
ing, and conflicts and other issues arise. The difference between
the timelines of the day-to-day work and the growth domains
can also cause confusion, since the former prioritizes short-term
achievements while the latter works from a medium- to long-
term viewpoint. VISION 2030 firstly declares that it will boost the
value of the broadcasting from which the TBS brand originates.
It states that we will challenge ourselves in new areas while solid-
ly maintaining our broadcasting. However, there is also difficulty
involved in confronting the reality that we have to circulate the

Long-Term Vision and
Medium-Term Management Plan Business

Content Innovation
& Technology

Strategies for Value Creation Story

same limited resources, including people and objects, at the sites
that support our broadcasts 24 hours a day and 365 days a year.
Sugai: That may be true, but it is also true that since our goal
and direction are clearly indicated, a surprisingly large number
of people who have built their careers elsewhere are joining
TBS, bringing their specialized knowledge with them. This would
have been unthinkable for us in the past. They choose us because
they believe we are a company where what they want to do is
appreciated and where they can take the next step forward.
Watanabe: Indeed, we have quite a number of mid-career hires
joining us at various work sites. What is happening is that our
thought patterns are diversifying as different people join us as
we work with the ideas and speed built from our 60 years of ex-
perience. | can feel that our ways of working are rapidly chang-
ing, and this change is not forced down from the top but is the
result of the organization propelling itself forward.

M Future Challenges
Conquering our weaknesses to become an
overwhelmingly promising brand

Sugai: As we look to the future in this context, | believe it is
important for us as a company to properly recognize our weak-
nesses and clearly understand what we lack.

Watanabe: When you embark on a new venture, you will natu-
rally have many weak points and difficulties in performing ad-
equately as a newcomer. There is also an element of conserva-
tiveness and homogeneity in our culture that comes from our
original nature as a licensed business such as broadcasting. All
the companies in our industry have announced medium-term
management plans, but when you study them closely, they all

Human Capital and
Human Rights

Performance and
Corporate Data

The Global Management
Environment Structure

say virtually the same things.

To escape from that uniformity, | believe we must quickly
and decisively create differences between ourselves and others.
That is why our task now is to turn each of the four strengths
| mentioned earlier into true strengths as quickly as possible.
When we do, TBS will be in the position closest to the value cre-
ation of the future. However, we will not remain an organiza-
tion where human resources that support growth continue to
gather unless we maintain that position.

Sugai: Calling these recent years the phase of “sowing seeds”
towards achieving VISION 2030 has set many things in motion.
Some of the seeds we planted may not sprout, but others will
grow explosively and quickly become ready for harvest. It is a
matter of checking all of these factors individually while seeing
how much we can compensate for the things, people and ideas
we lack, and ultimately a question of how much we can develop
good creators and good businesspersons.

Watanabe: It is undeniable we have continued to produce
high-density content as part of our terrestrial broadcasting pro-
gram listings. Right now we are in the early stages of turning
our focus away from that direction and making our debut in
the world, so not all of the projects in our growth areas will be
able to turn a profit immediately. That's why we will need the
powerful support that comes from the increased value of the
competitive domains in these times. Growth and competition.
We cannot achieve VISION 2030 without both of these. | believe
TBS's next stage of becoming an overwhelmingly promising
brand based on trust lies in the future we are heading towards
on these two wheels.
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Updated Medium-Term Management Plan 2023

Long-Term Vision and
Medium-Term Management Plan

Content Innovation
& Technology

Strategies for

K Value Creation Story
Business

Final Fiscal Year of the Medium-Term Management Plan:

Aiming for 47.5% of Revenue from Non-Broadcasting Business

Theme: "Sowing Seeds for Growth in Anticipation
of the Post-COVID-19 Period”

The TBS Group Medium-Term Management Plan 2023 cor-
responds to Phase 1 of the TBS Group VISION 2030 (FY2021-
FY2023), and it was themed on “Sowing Seeds for Recovery af-
ter COVID-19.” However, after meeting our operating income
target in the first fiscal year of the plan, in May 2022 we formu-
lated the TBS Group Updated Medium-Term Management Plan
2023 with the theme, “Sowing Seeds for Growth in Anticipation
of the Post-COVID-19 Period.” We will accelerate and promote
revenue growth through growth strategies and advance toward
where we want to be in 2030.

Creating Synergy by Promoting Competitive and
Growth Strategies

To achieve the goals of the Medium-Term Management Plan
2023, we aim to generate positive synergy by pursuing a
competitive strategy centered on enhancing broadcasting value
and a growth strategy centered around “EDGE,” a strategy for
expanding content. As an initiative for enhancing broadcasting
value, we are striving to develop and expand our reach with
next-generation viewers by focusing on individual viewership
within the New Family Core (males and females 4-49 years old)
demographic. We will also rebuild the value of TV advertising
by crafting proposals that satisfy advertisers’ needs based on
utilization of data.

Our Goals for FY2030

Revenue ¥550 billion
Operating income ¥38.5 billion
Ratio of operating 7.0%

income to revenue
Phase 1
Sowing Seeds for Growth in Anticipation
of the Post-COVID-19 Period 2021-2023
Sowing seeds for growth as we head
towards VISION 2030 while boosting
revenue through growth strategies

Phase 2
Development and Growth
2024-2026

2030 Have revenues from
non-broadcasting

Competitive strategies

Human Capital and The Global Management Performance and
Human Rights Environment Structure Corporate Data
Quantitative Targets
Revenue ¥390.0 billion
Operating income ¥26.0 billion
Ratio of rating incom
atio o ope at g Income 6.67%
to revenue
Simplified EBITDA* ¥39.5 billion

Share of revenue from
non-broadcasting business

47.5% of total
(4.1 point increase from FY2021)

Growth investments

Over ¥140 billion in 3 years

*Simplified EBITDA: operating income + depreciation expenses

Growth strategies

businesses account

for 60% of total
revenue by 2030

Accelerate businesses in each growth area
Realize continuous Group growth, and achieve
VISION 2030 goals

((n) Enhance
broadcasting
valve

W Work to enhance broadcasting
value during the current
medium-term plan period

B Attract the next generation
of viewers and reconstruct the
unique social value offered by
television

EDGE

Expand/Digital/
Global/Experience

al

M Give tangible form to the EDGE
expansion strategy to achieve
VISION 2030 goals

M Carry out measures to kickstart
growth in the digital, overseas,
live entertainment, and lifestyle
areas

Nurture the seeds sown in Phase 1 and
establish a growth base for 2030
Achieve new business growth

M Allocate production costs
optimally and promote multi-use

M Strengthen JNN network
affiliates
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Long-Term Vision and
Medium-Term Management Plan

MTMP 2023 - Progress in the Broadcasting and Digital Domains

Capital and Business Alliance with U-NEXT
The Largest Video Streaming Service in Japan Begins!

FY2022 Streaming business

FY2022 performance
(Year on year)

New Family Core viewer ratings
(Ages 4-49)

Golden, Prime: 2nd , ,
Streaming Paid

Golden (7 p.m.-10 p.m.) 3.1% advertising streaming
Prime (7 p.m.-11 p.m.) 3.0% revenue revenue

+16.4% +43.54

4/4/2022 - 4/2/2023 weekly basis

Data by Video Research Ltd.
in the Kanto region

H Broadcasting business FY2022 performance

TBS was the 2nd most-watched station in the
New Family Core demographic in Golden/Prime
time, and streaming revenue grew markedly

In the broadcasting business, TBS was second place in viewer rat-
ings in the New Family Core demographic (ages 4-49) in both the
Golden (7 p.m.-10 p.m.) and Prime time (7 p.m.-11 p.m.) slots.

We targeted the New Family Core so that we could expand
the viewer structure that supports broadcasting to all genera-
tions and build a foundation for growth ten to twenty years
down the line. Revenue shows steady growth year on year, with
our spot 5-station share increasing for the fifth year in a row
(20.6% in FY2022), for example.

In the streaming business, advertising revenue from ADVOD
such as TVer increased by 16.4% from the previous fiscal year due
to higher sell-through rates throughout the year. In paid stream-
ing, revenue jumped by 43.5% year on year because we released
a wide variety of content, such as “The Future Diary,” “I Will Be
Your Bloom,” and “Why Didn‘t | Tell You a Million Times?” on
Netflix and “My Family” and “Atom’s Last Shot” on Disney+.

l U-NEXT and Paravi merge on March 31, 2023
The birth of the largest video streaming
platform in Japan

U-NEXT and Paravi merged their businesses at the end of March
2023, and the content provided by Paravi was transferred to
U-NEXT to coincide with the launch of a new service in July.
This marked the birth of the largest video streaming platform
in Japan, with net sales of over 80 billion yen, over 3.85 million
paying subscribers and more than 360,000 episodes of content.*

The Japanese streaming service market, including foreign
streaming services, is becoming increasingly competitive, but
this business merger has allowed us to organize more substan-
tial content and thus provide a more appealing and competitive
service.

® U-NEXT @ Paravi

*The numbers of paying subscribers and content episodes are simple totals
(as at the end of May 2023)

H Strengthened capital and business alliance with
U-NEXT on June 30, 2023

TBS acquires 20% of U-NEXT shares and signs
partnership agreement

TBS also acquired more U-NEXT shares to bring its stake to 20%,
and signed a partnership agreement with them at the end of
June 2023.

U-NEXT covers a wide range of content: in addition to its
original strengths of movies, anime, American, European and
Korean dramas, and the live streaming of sports and music, it

also offers e-books that include over 190 all-you-can read mag-
azine titles. For its part, TBS's strength is in content delivery
where we offer daily-updated catch-up streaming content, and
we also have the largest selection of dramas and entertainment
shows in Japan when it comes to archive streaming. As a result
of the strengthening of
the partnership between
the two companies, we
will enhance our content
lineups, pursue growth in-
vestments such as M&As,
and accelerate the growth
of our content streaming
business.

l New service starts on July 1, 2023
In July, a new streaming service including Paravi’'s abundance of
content was launched, and over 10,000 episodes of TBS's dra-
mas and entertainment shows became available for viewing on
U-NEXT as well. The number of paying subscribers has continued
to increase since the business merger, but without relaxing the
partnership between the two companies, we will continue to en-
hance content while using our joint resources to try to develop
new services that use the latest technologies such as AR and VR.
Furthermore, if we both confirm that cooperative synergy
has been created as a result of these initiatives, TBS will have the
option to make additional investments to raise its ratio of vot-
ing rights to 30% in order to strengthen this cooperation even
further.
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Preparing to Establish a New Global Company after THE SEVEN, Inc.

THE SEVEN, Inc. prepares to announce its content
lineup

THE SEVEN, Inc., which started full-scale operations in 2022, has
prepared a production budget of 30 billion yen and is planning,
developing and producing high-end content for the internation-
al market, mainly in collaboration with global OTT.

In November 2022, they concluded a strategic partnership
agreement with Netflix. For the next five years, in addition to
jointly developing video content, they will distribute multiple
works internationally through Netflix together with original
projects and productions created by THE SEVEN's producers.

THESEV=N NETFLIX

THE SEVEN, Inc. office (Akasaka, Minato City)

Apart from Netflix, they have also made project proposals
to other overseas OTTs, which they expect to be greenlit during
this fiscal year, so they are preparing to announce their lineup.

Several world-class talents in the video industry have
joined their project development structure. They include Akira
Morii, producer of successful titles such as the international hit
“Alice in Borderland,” and Tomofumi Akahane, a leader in the
VFX industry in Japan and overseas. Personnel with a wealth
of experience in negotiating business with overseas business
operators have joined the company as well. As their projects
expand, the number of brilliant creators is expected to increase
even further.

At Midoriyama Studio City, we have built a filming studio
with global standard specs for streaming content, and we have
also established a dedicated VFX room at Akasaka that can han-
dle the production of various kinds of works.

~—~

(from left) Producer Morii, VFX Producer Akahane, CEO Sugai

Performance and
Corporate Data

Preparing to establish a new global company which

will cover genres “other than” content sharing

We also decided to set up a new company to expand glob-
al business, and to that end TBS Holdings, Inc. established a
Global Business Division with a Global Enterprise Design Of-
fice directly under it in July 2023.

The new company we are preparing to establish will
cover genres “other than” the video content that THE SEVEN
is producing for the global market. It will serve as a control
tower for the expansion of our businesses overseas.

Global Business Division

Global Business
Department

Global Enterprise

Design Office
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MTMP 2023 - Progress in the Experience Domain

Long-Term Vision and
Medium-Term Management Plan

Full Advance into the Intellectual Training and Education Business:
YARUKI Switch Group Holdings Co., Ltd. Becomes a Consolidated Subsidiary

TBS has positioned the intellectual training and education busi-
ness as one of the important fields of the EDGE strategy. We
established the Learning Next Business Department in October
2022 to promote it.

In this age of volatility, uncertainty, complexity, and ambi-
guity (VUCA) where the future is hard to predict, the power to
“think and create for yourself” is becoming increasingly vital.
In light of that, the intellectual training and education business
is beginning to introduce learning styles such as “inquiry-based
learning” that differ from traditional methods. The develop-
ment of new video-based learning materials and schooling that
incorporates new technologies is being explored, and the impor-
tance of using video technology to deepen learning is growing.

Through our broadcasting business, TBS has produced many
educational entertainment programs such as “Discovery of the
World’s Mysteries,” “Amazing Animals!” and “World Heritage,”

7

: Content Zj
production
ability »

Video
education

Educational S
content

Video archive

: ? , TBS

delighting, moving, surprising and enlightening many children.
Using that in-built nature, we plan to go beyond the framework
of broadcasting to give children many dreams and hopes and
the power to live through our intellectual training and educa-
tion business.

As an indispensable partner in developing and commercial-
izing educational content, we invested in YARUKI Switch Group
Holdings Co., Ltd., a company with one of Japan’s largest edu-
cational knowhow and customer bases at 130,000 paying mem-
bers, and welcomed them as a consolidated subsidiary on June
29, 2023.

We plan to create a new intellectual training and education
business together through the combination of YARUKI Switch
Group Holdings’ educational knowhow and customer base and
TBS's creative content production abilities.

PR F 70"

Educational infrastructure

(130,000 paying members)

h@ulff
—

Opened a new studio at
Shirokane-Takanawa in
March 2023.

Other Learning

Next businesses

Infrastructure for sports education
business.

Became an affiliate accounted for
by the equity method.

Held an art exhibition in
collaboration with Drama
Stream in September 2022.
Future collaborations with
dramas and other content
are planned.

Modern art
promotion

project

Akasaka Entertainment City Plan

il 2 ==

We have settled on Kajima Corporation for the construction of the
East Building and Obayashi Corporation for the construction of the
West Building of the Akasaka 2-chome and 6-chome redevelopment
plan. Construction is steadily under way for completion in 2028. The
concept of the redevelopment plan and the existing area is “An en-
tertainment hub that inspires the world. Shake the World. AKASA-
KA.” Our first foray was the stage play entitled “Harry Potter and
the Cursed Child” which opened in July 2022. The play, together with
the café and merchandise shop adjacent to the theater, has received
highly positive reviews from many quarters and continues its long

Stage performance of “Harry Potter and the Cursed Child”
©Maiko Miyagawa
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To achieve TBS Group VISION 2030, we are taking steps to guard against risks
that we have identified based on external conditions.

TBS Group VISION 2030 and External Conditions

Risks faced by the TBS Group

Steps to address each risk

l TBS Group VISION 2030

1. Aiming for growth revolving around content
(1) Innovations in creating content
— Promoting the development of original IP
— Fostering and empowering creators
(2) The EDGE Strategy (Digital/Global/Experience)
Concentrating resources in areas of expansion

2. Aiming to enhance the value of our broadcasting
business
e Increasing trust
* Moving beyond an advertising medium to a hub for value
co-creation
* Promoting data-driven marketing

M External conditions

e Decline in terrestrial TV ratings

e Diversification of the formats in which content is supplied

e Acceleration of technological innovation

e The metric for corporate valuation has shifted from tangible
to intangible assets

o After COVID-19

e Climate change

e Continued instability of the international situation

e Increased demand for compliance with legal regulations
(as well as soft law)

Risks related to EDGE growth strategies

e Increased competition due to diversification of streaming
platforms

e Cancellation or curtailment of theater performances due to
infectious disease outbreaks, international instability, etc.

¢ Defense and infringement of intellectual property rights

e Difficulty in attracting human resources and increased
turnover

e Loss of inbound demand due to infectious disease outbreaks,
international instability, etc.

e Changes in consumer lifestyles

Risks related to our competitive strategy (increasing
the value of broadcasting)

* Dependence on advertising revenue from terrestrial TV

¢ Intensifying competition among media for consumers’ free

time

e Soaring fees for the broadcast rights to sports content

e Risks related to the conversion of core facilities

e Increased costs related to large-scale software development

Other business and company-wide risks

e Risk of leakage of personal and confidential information due
to cyber-terrorism

¢ Impact on business performance due to changes in legislation

e Shrinking demand for office space due to the prevalence of
teleworking

e Risk of damage to facilities and loss of power supplies due to
large-scale disasters associated with climate change

The TBS Group’s materiality
Disclosing key issues to address in each of
its business and ESG areas

W

Hl Devising and implementing various steps

¢ Human Capital Management
Formulating a Human Resource Development Policy and
Internal Environment Improvement Policy
Disclosure of the TBS Group’s human rights policy, health
management, etc.

¢ Launch of the Project to Promote Content ID
Discussing methods of revenue management based on content
LTV (customer lifetime value), our organizational structure, etc.

e Establishing a Sustainable Cost Containment Structure
Eliminating waste caused by conventional practices in the
content creation process

e Strengthening Our Security Response Team (TBS-CSIRT)

¢ Endorsing the TCFD Recommendations
Determining and disclosing risks and opportunities related to
climate change and steps taken in response

e Establishing a New Akasaka Entertainment City Project Division
Aiming for “urban development” and “creating a place” in
addition to real estate management

- =

The TBS Group’s General Risk Management Committee
Ascertaining and identifying risk
Assessing the impact and significance of each risk

*For details on major risks and steps taken in response, see [ =121 1)/

24



Materiality

The TBS Group's Materiality

Long-Term Vision and
Medium-Term Management Plan

Key Issues to Be Addressed to Achieve VISION 2030

p
4 Creating globally beloved 01
= original content

Recruiting and nurturing future original IP creators

Fostering workplace environments and systems that
facilitate taking on challenge

Finding human capital and improving structures for
global expansion

Improving the management and use of content to
enhance lifetime value

oJB Fulfilling our s_ocial mission 02
as a media group

Establishing standards and systems to ensure
overwhelming trust in all content

Further refining our capabilities as an information
lifeline in the event of a disaster

Serving as the starting point for influencing society
through content on achieving the SDGs

Bolstering global policies as a leader in conveying
Japanese culture

Innovating work through
%' the development and 03
utilization of technology

Developing and leveraging proprietary technologies
to improve content quality

Reinforcing the analytical infrastructure for data-
driven marketing

Developing technologies to optimize operations and
save labor (cost reduction)

@ Delivering wonderful “moments” 0 4
to all the lives on earth

Setting and implementing targets to achieve zero
carbon emissions

Promoting environmentally-friendly sustainable
content production

Enhancing measures for biodiversity preservation

04 o0  Delivering wonderful “moments” 0 5
F‘@’\ to everyone we work with

Establishing working environments that are fair as
well as physically and mentally safe, allowing people
of diverse backgrounds to flourish

Improving education and training to help our
colleagues improve their skills

Encouraging a suitable commitment to supply chains

0 g I Strengthening governance 0 6
AT as a responsible company

Enhancing strategic decision-making and risk
management in light of changes in our business
portfolio

Ensuring the diversity of directors and executive
officers in terms of skills and gender

Fully engaging with shareholders and other
stakeholders




Materiality

Message from the
President

The Process of Identifying Materialities

Long-Term Vision and
Medium-Term Management Plan

Content Innovation
& Technology

Strategies for
Business

Value Creation Story

Human Capital and
Human Rights

Performance and
Corporate Data

The Global Management
Environment Structure

Discussed and Approved by the Board of Directors of TBS Holdings

In May 2022, based on TBS's corporate philosophy and brand
promise, we identified and announced materialities (key issues)
that are indispensable to achieving EDGE, the expansion strate-
gy set forth in the TBS Group VISION 2030, and to promote ESG
management.

The Sustainability Committee, chaired by the President, re-
viewed the TBS Group’s areas of business overall. In the area of
ESG, the Committee referred to and examined information to
disclose as indicated by organizations typically promoting infor-
mation disclosure such as the GRI, SASB, and WEEF, it referred to
items evaluated by major organizations evaluating ESG, and it
listed items in line with the Group’s business characteristics. Af-
ter discussion of materialities by the full-time Board of Directors
of TBS Television and their selection and identification by Pres-
ident Sasaki himself, TBS Holdings’ Board of Directors reviewed
and approved those issues.

What issues are particularly important for TBS to enhance
the value of the Group and achieve sustainable growth by giving
the world wonderful “moments”? What efforts are essential for
TBS to continue fulfilling its social mission as a media company?
What does a company that fulfills its responsibilities to all our
stakeholders, including shareholders, partners, and employees,
look like? With the 169 targets of the SDGs in mind, the Com-
mittee continued to examine and discuss materialities for close
to six months.

Of the materialities identified, KPIs were set for FY2022 in
the areas of human capital management and the environment.
We will continue to set specific targets (including numerical tar-
gets) and announce them as necessary.

The status of the TBS Group’s materialities

Corporate philosophy
The TBS Group aims to deliver timeless content and services
to the world, respecting diverse values and striving
to make a positive contribution to society.

Brand promise
To create entertaining and inspiring experiences
that move hearts and minds.
From each moment, a better tomorrow.

(Based on our philosophy and promise...)

VISION 2030/Sustainability
Enhancing the Value of Broadcasting +
EDGE Strategy/ESG Management

( To achieve our VISION and Sustainability... )

Identified six materialities

Criteria/standards cited in the area of ESG*

* GRI Standards: Global Reporting Initiative Standards
SASB: Sustainability Accounting Standards Board
WEF: World Economic Forum
SDGs: Sustainable Development Goals

Course of our examination of materiality

Sustainability Committee began examining materialities

Verified various indicators in financial and non-financial areas

Created a list of potential business and ESG areas

Materialities verified and discussed by
TBS Television's full-time Board of Directors

Materialities selected and identified by President Sasaki

Materialities were examined by
TBS Television's full-time Board of Directors

Reviewed and approved by TBS Holdings' Board of Directors

\4

TBS's materialities were identified and announced
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The Global
Environment

Management Performance and
Structure Corporate Data

Content Innovation
& Technology

Human Capital and
Human Rights

Strategies for
Business

Long-Term Vision and
Medium-Term Management Plan

Message from the

President Value Creation Story

Major Materiality Initiatives

KPls Were Set as Indicators of Change, Mainly in the Area of Human Capital

*Various figures Unless noted otherwise, FY2022.

03 Innovating work through the development

and utilization of technology

0 ’ 4 Creating globally beloved 02 % Fulfilling our social mission
original content as a media group

I Recruiting and nurturing future original IP creators I Serving as the starting point for influencing society through content on W Enhancing the analytical infrastructure for data-driven marketing
achieving the SDGs
Number of original dramas produced i Status of the Project to Implement a TBS Group ID and Content ID
(Golden time: 11 of 12 dramas are original) Initiative 20 Project Initiative ! P P
Continuation of “WEEK to Make the Earth Smile”. -pP.54
I Fostering workplace environments and systems that facilitate taking m “WEEK to Make the Earth Smile”
on challenge Total broadcast time: 131 hours  Total number of programs: 213 (after 2020) [ Developing technologies to optimize operations and save labor
¥ Finding human capital and improving structures for global expansion L ) (cost reduction)
i i 7 Developi d introducing Mojiko, a t iption editor, etc.
Initiative Formulating a philosophy and strategy for human capital management Initiative eveloping and introducing Mojiko, a transcription editor, etc.
e
Ratio of mid-career hires (43%, 25 out of 58) 05 E}g\] Dellve”ng wonderful “moments L )

to everyone we work with

Number of short-term study abroad students in-house (6)
Courses for promoters of our EDGE strategy to share their knowledge

(1) ) [ Establishin: i i i i A
g working environments that are fair as well as physically and
mentally safe, allowing people of diverse backgrounds to flourish Strengthening governance

as a responsible company

¥ Improving the management and use of content to enhance lifetime value

Initiati Formulating a philosophy and strategy for human capital management
... Status of the project to introduce a TBS Group ID and Content ID nitiative . . . . . o
Initiative 5P.54 . o ¥ Enhancing strategic decision-making and risk management in light of
= Ratio of female managers (15.76% *HD &TV as of July 1, 2023) changes in our business portfolio
L ) < Target: 20% or more by the end of FY2025
Return rate for personnel survey sent directly to the Personnel Department .
(57%) Investments in grom{tr]
. . Rate of one-on-one implementation (58%) < Target: 80% < Target: 140_ billion yen or more
04 @ De||ver|ng Wonderfu| “moments” Telework rate (17%) Turnover rate (2.3%) etc. (during the 2023 Medium-Term Management Plan)
to all the lives on earth Sales of cross-shareholdings (116.1 billion yen in the last 5 fiscal years)
. . .. . " < Target: 60 billion yen or more
) ) ] ] o ¥ Improving education and training to raise the skill level of our partners (during the 2023 Medium-Term Management Plan)
[T Setting and implementing targets to achieve zero carbon emissions . . ;
Initiati Formulating a philosophy and strategy for human capital management
nitiative . . . . . .
Initiative Endorsing the TCFD recommendations ~ Report disclosed [ Ensuring the diversity of directors and executive officers in terms of
€O, emissions TBS Group University (TGU) B skills and gender
« Target: Achieving carbon neutrality at the TBS Broadcast Number of courses (164) Total number of participants (18,000) ) o .
Center, buildings in the Akasaka Sacas Cultural Facility, Numb_er of select management candidates attending training m Ratio of outside directors (40%, 4 out of 10)
and the Midoriyama Studio (140 since 2016) etc. Ratio of female directors (10%, 1 out of 10) *As of FY2023
g J . J . J
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Long-Term Vision and
Medium-Term Management Plan

Message from the Director of Financial Strategy

Investing in growth mainly in the EDGE areas

Toshiaki Kawai

Representative Director and Director of Financial Strategy,
TBS HOLDINGS, INC.
Executive Vice President, TBS TELEVISION, INC.

H Status of the second year of the 2023 Medium-Term
Management Plan and outlook for the future

Both revenue and operating income reached
their highest levels since the Company became a
holding company in FY2009.

Looking back at FY2022, the advertising market was significant-
ly affected by high resource and commodity prices associated

with the situation in Ukraine and shortages in the supply of
semiconductors and other components, while remaining vigilant
regarding the spread of COVID-19.

In addition, conditions were harsh due to the US-China rela-
tionship, which was overshadowed by the issue of Taiwan, and
bank failures in the US and Europe. Under these circumstances,
the Group updated its 2023 Medium-Term Management Plan in
May 2022 and took various steps on the topic of “sowing seeds
for growth after COVID-19.” As a result, consolidated results for
FY2022 reflected an increase in both revenue and operating in-
come, reaching their highest levels since the Company became a
holding company in FY2009.

Revenue increased in all segments. In the broadcasting busi-
ness, TBS TV (the Group’s pillar) ranked second in the New Family
Core demographic for the first time, leading to an increase in
market share. The industry-wide decline in revenues from spot
ad had a limited impact on us, and we believe that it demon-
strates that diligently creating appealing content for both view-
ers and sponsors will enhance the value of our broadcasts. In
addition, TVer advertising revenue grew 29.2% in the streaming
business, which is part of our EDGE (Expand/Digital/Global/Expe-
rience) strategy. Paid streaming and overseas streaming, which
are part of Global area, grew significantly and contributed to
earnings particularly in FY2022. Theaters, which are a pillar of
the Experience area, also recovered, and sporting events such as
the WBC were strong. The number of customers visiting Plaza
stores has grown beyond expectations, and the Akasaka area is
thriving with cafes and events at Akasaka Sacas.

Operating income

39.5
M Simplified EBITDA 34.1
(= operating income + depreciation)
Revenue j 26
20.7
9.3%
6.7%
5.6%
Upper row: Revenue
Bottom row: Operating income (¥ billion)
Results for FY2022 Target for FY2023
Media and content 285.2 billion yen 300.5 billion yen
10.9 billion yen 15.6 billion yen
Lifestyle 66.3 billion yen 70 billion yen
3 billion yen 3.3 billion yen
Real estate and other 16.5 billion yen 19.5 billion yen
6.7 billion yen 7.1 billion yen
368.1 billion yen 390 billion yen
Total . .
20.7 billion yen 26 billion yen
Share of non- 45.9% 47.5%
broadcasting revenue
Revenue Operating income Simplified EBITDA
Target for 390 billion yen 26 billion yen 39.5 billion yen
fiscal year
2023 Share of non-broadcasting revenue: 47.5% of the total

(up 4.1 points from FY2021)




Message from the Director of
Financial Strategy

Percentage of non-broadcasting revenue

(¥ million)
43.4% 45.9% 47.5%
2021 2022 2023
(target)
358,269 368,130 390,000
Non-broadcasting
business revenue [UEETGEYS m 185,299
Broadcasting
business revenue ~ 202,787 199,079 204,700

We will work with local residents to create an attractive area as
a base for content creation and distribution and to enhance the
power of the Akasaka brand.

Through the promotion of our EDGE strategy, the ratio of
non-broadcasting revenue, which is one of the pillars of the TBS
Group VISION 2030, grew steadily from 40% in FY2020 to 43.4%
in FY2021 and 45.9% in FY2022, exceeding the targets. We aim
to increase this to 47.5% of the total in FY2023.

B Investment in growth
Continuing active investing in line with our EDGE
strategy

We intend to invest a total of 140 billion yen or more in growth
over a three-year period in line with our EDGE strategy.

Long-Term Vision and
Medium-Term Management Plan

In FY2021, we invested approximately 50 billion yen. To-
gether with approximately 23 billion yen from FY2022, we have
invested approximately 73 billion yen in growth to date. In addi-
tion to efforts related to Akasaka Entertainment City, in FY2022
we invested in the area of Experience, including K-BALLET, the
Chain Museum, and Amazing Sports Lab Japan, in the area of
Digital, including investment in U-NEXT and the establishment
of VOXX, and in the area of global IP, including the establish-
ment of Studio TooN. Compared to the area of Experience, the
areas of Digital and Global are somewhat slow, so the Global
Business Division, which was established in July, will serve as a
command post to accelerate our actions on the world stage.

Investments in growth
(140 billion yen or more is planned during the 2023 Medium-Term Management Plan)

June 2023
As?rzzf:ozs o U-NEXT became an equity-method affiliate
approx.
127 YARUKI Switch Group Holdings became a
Qilicuiver consolidated subsidiary

Fiscal year 2022

Approx.

23
billion yen  Fiscal year 2021

G Invested in the Akasaka Entertainment

City Plan
@ Invested in K-BALLET and the Chain Museum
© O Established Studio TooN

© @ Invested in THE SEVEN © Establshed VOXX

rox. i
Ap;o () Lr:]‘;i?;:?n::é:‘e ét;;?:ﬁ (E ) Additional investment in Amazing Sports

it P Lab Japan
Increased capital in
Eilcniven (] Seven Arcs EE:(_ © Invested in U-NEXT etc.

o: Digital @: Global G: Experience (@): Original IP

Investments in growth are financed by cash on hand, accu-
mulated operating cash flow, and the sale of cross-sharehold-
ings. For some time now, we have been comparing investment
returns such as capital costs, IRR, and ROIC when starting a new
business or making an investment.

In FY2023, we plan to invest over 70 billion yen in growth.
There were two major investments prior to June. In conjunction
with the integration of the streaming services U-NEXT and Paravi
to create the largest streaming platform in Japan, we subscribed
to a third-party allotment of new shares of U-NEXT and convert-
ed it into an equity-method affiliate. Investment amounted to
24.3 billion yen. In our intellectual training & education busi-
ness, we invested 30 billion yen to convert YARUKI Switch Group
Holdings, which operates a comprehensive education business
for children from infants to high school students, into a consol-
idated subsidiary.

We plan to focus on global IP, which includes programs and
content generated by Studio TooN. The seeds sown will basically
be nurtured and grown in Phase 2, but the seeding itself will be
done on an ongoing basis.

Seeds for growth after COVID-19 are steadily being sown on
the whole, and projects that could become future centerpieces
are being nurtured. As we enter the final year of the 2023 Me-
dium-Term Management Plan, we will steadily implement the
plan and continue to grow so that we can transition to the next
medium-term management plan and achieve VISION 2030.



Message from the Director of
Financial Strategy

M Shareholder return
Expeditious share buybacks while maintaining a
consistent and methodical dividend policy

We have been increasing dividends to shareholders in line with
the Company’s growth, and we increased dividends by 5 yen to
42 yen in FY2022. In FY2023, we plan to increase the dividend
by another 2 yen to a total of 44 yen, consisting of an interim
dividend of 22 yen and a year-end dividend of 22 yen, thus main-
taining our basic policy of consistent and continuous dividends.

Over the past five years, the Company has purchased ap-
proximately 18 billion yen of its own shares to improve share-
holder returns and capital efficiency and to introduce an incen-
tive plan for officers and employees. In FY2022, the company
also purchased 10.9 billion yen of its own shares. This, together
with the dividend of 7 billion yen , resulted in shareholder re-
turns of around 18 billion yen.

The dividend payout ratio is 20.1%, but we have enhanced
our disclosures, such as indicating the amount of treasury stock
purchased, so that our shareholders can understand our policy
of generating future profits from our current investments in
growth and returning those profits to shareholders on a sustain-
able basis. The Company appropriately manages gains on sales
of investment securities for use in growth strategies.

The only way to raise the share price is to show an increase in
corporate value and sustainable growth. In order to continue to
increase the number of long-term shareholders, we will enhance
shareholder benefits to encourage them to understand the TBS
Group's business activities and win them over.

Long-Term Vision and
Medium-Term Management Plan

Dividend policy and ‘ 42yen  Abyen
annual dividend forecast o 37 yen

en
The target for the dividend pay- Ll
out ratio on a consolidated basis
is 30%, with a lower limit of 30
yen per share during the 2023
Medium-Term Management Plan.
However, the minimum dividend
may be revised if the Company
does not generate a net profit for FY2020 | FY2021 FY2022 FY2023
two consecutive fiscal years. ! (forecast)

| 2023 Medium-
' Term Mgmt Plan

Dividend payout ratio
excluding the impacts of

Annual dividend  Dividend payout

(yen) ratio (%) special factors (%)
FY2019 30 17.3 43.0
FY2020 30 18.3 59.5
FY2021 37 19.7 30.9
FY2022 42 20.1 303
(forecast) 4 296

% Special factors Gains/losses on sales of investment securities sold as a source of
investment in growth areas

Total dividends and purchases of treasury shares

7.08
6.32
5.19 5.12
(¥ billion)
FY2019 FY2020 FY2021 FY2022 FY2023
Purchase A A A A (forecast)

ofstrn;:?;gry 4 billion yen H 2.6 billion yen HO.B billion yen ‘ ‘ 10.9 billion yen‘

M Cross-shareholdings
116.1 billion yen sold over 5 years

In accordance with the Corporate Governance Code, the Board
of Directors examines cross-shareholdings multiple times with
respect to individual issues, including business relationships and
economic benefits compared to capital costs. We have been sell-
ing off stocks that have diluted the significance of our holdings
as necessary, and the reduction over the five years since FY2018
totaled 116.1 billion yen. With respect to the target reduction
of 60 billion yen as promised in the 2023 Medium-Term Man-
agement Plan, we implemented a reduction of 44.1 billion yen
by FY2022 and expect to meet the target by the end of FY2023.

Here, | would like to mention the Tokyo Electron stock. Ex-
actly 60 years ago, Tokyo Electron Laboratories (the predecessor
of Tokyo Electron) was established as a wholly owned subsidiary
of the Company (then Tokyo Broadcasting System) as a new chal-
lenge outside of broadcasting.

The company’s long history of support and research led to
significant growth during the semiconductor boom. However,
we sold our shares in the company because its line of business
had diverged from our core business, and the company was list-
ed on the stock exchange. Now, we hope to use the funds to
promote our EDGE strategy and nurture businesses that will lead
to the future and new sustainable growth.



Message from the Director of
Financial Strategy

Sales of cross-shareholdings

Sales by fiscal year =@= Number of listed stocks held by TBS Holdings and TBS TV

’7 116.1 billion sold over 5 years —‘
324

28.4
241

42 42 42 20.1

11 40
5 issues in 5 issues in . . 8issues in 6 issues in
whole or whole or 4issuesin whole or whole or

in part in part part in part in part
(¥ billion)

FY2018 FY2019 FY2020 FY2021 FY2022

H Capital efficiency and disclosures
Continuing discussions to put forward a set of
indicators

Here, we will describe our thoughts and discussions on capital
efficiency. Prior to the TSE’s (Tokyo Stock Exchange) request that
we increase our PBR by more than 1.0-fold, we had settled on
increasing capital efficiency, even if just a little, and each depart-
ment has been discussing how to set targets and indicators that
will enable them to visualize definite progress.

That said, we must consider the fact that we have a mission
as a broadcaster that is entrusted with a portion of the airwaves,
which are public property. In light of these points, we will now
fully explain the current situation, which is one where we have
not put forward management indicators such as ROE. In any

Long-Term Vision and
Medium-Term Management Plan

event, we are in the process of discussing the next medium-term
management plan to put forward indicators related to capital
efficiency along with an explanation of the optimization of our
balance sheet.

As we have explained, we maintain anti-takeover measures
in order to maintain our public status as a broadcaster and our
neutrality as a news organization. Naturally, we do not intend to
permanently maintain anti-takeover measures. In order to fur-
ther increase our corporate value, we have set goals in the 2023
Medium-Term Management Plan and VISION 2030 and we have
made growth as a content group an utmost priority. We believe
that the resulting increase in corporate value will reduce the risk
of acquisitions, and we are in the process of improving capital
efficiency while reinvesting in the new value created by our in-
vestments in growth. As part of these efforts, we are maintain-
ing anti-takeover measures, and we ask for your understanding
in this regard.

We are also receiving a variety of feedback on the land we
own in Akasaka. | would like to talk about this in terms of the
sustainability of Akasaka Entertainment City. Broadcasting, one
of the core components of our business, cannot be sustained
without equipment and facilities that ensure a certain scale and
performance, and building renovation must be kept in mind. The
current TBS Broadcast Center will be updated and renovated in
the not-too-distant future. In such an event, we can build a new
broadcasting facility on the Akasaka site, and there is no need
to worry about searching for an alternative site or relocating.

We are proud to be the only broadcasting company that can
continue our brand on the same premises, and we believe that
this is the driving force that will enable us to lastingly work with
the area of Akasaka and to promote Akasaka Entertainment
City.

M To our shareholders, investors, and other stakeholders
Sharing the path to growth through active
dialogue

We hold large and small meetings to engage in a dialogue with
shareholders and investors, and we conducted tours for analysts
at several of our facilities in Akasaka in March. They were able
to see our large underground generator and cooling system for
disaster preparedness, and they gained a better understanding
of our business preparations and approach as a public news
organization.

We actively engage in a dialogue with domestic and foreign
institutional investors and shareholders through individual
meetings and briefings for individual shareholders. We attempt
to respond to opinions and requests received through dialogue
wherever we can, such as by enhancing our integrated report
and results briefing materials, so that we can share the story of
our growth with our shareholders and investors.

As a whole, the Group will continue to further refine the
TBS brand to provide quality content by actively investing in our
EDGE strategy. We also aim to be recognized as a “partner in co-
creation” with all of our stakeholders, including shareholders,
investors, viewers, customers, employees, staff, performers,
interviewees, sponsors, clients, venture partners, and the local
community. We appreciate your continued understanding and
support of the TBS Group.



Message from the

Financial Highlights

Revenue

366.3 3567 3582 368.1
3256

(¥ billion)
FY2018 FY2019 FY2020 FY2021 FY2022

Total assets/Net assets
M Total assets  [7] Total net assets

12016

(¥ billion)

FY2018 FY2019 FY2020 FY2021 FY2022

Long-Term Vision and
President Medium-Term Management Plan Business

Strategiesfor Value Creation Story

Operating income/Operating income margin

M Operating income -@- Operating income margin

203 20.7
185

131
10.8

(¥ billion)
FY2018 FY2019 FY2020 FY2021 FY2022

Capital expenditures/Depreciation and amortization
M Capital expenditures [l Depreciation and amortization

396

(¥ billion)

FY2018 FY2019 FY2020 FY2021 FY2022

Content Innovation
& Technology

Performance and
Corporate Data

Human Capital and The Global Management
Human Rights Environment Structure

Slmpllfled EBITDA (operating income + depreciation)

279
255

(¥ billion)
FY2018 FY2019 FY2020 FY2021 FY2022

Free cash flow (cash flow from operations + cash flow from investing)

273
232

136 14.0

(¥ billion) Fv2021

FY2018 FY2019 FY2020 FY2022
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Long-Term Vision and

Medium-Term Management Plan

Non-Financial Highlights

CO, emissions
(Broadcast Center and buildings in the Akasaka Sacas Cultural Facility)

21916
20,054

18,267 18,513 17,451

(tons)

Fy2018 FY2019 FY2020 FY2021 FY2022

Zero CO, emission broadcasting

During the “WEEK to Make the Earth Smile”
(May 14-20, 2023), all broadcasts used green power
from renewable energy sources

Reduction of approx.

105 t-CO,

This is equivalent to the amount of CO, absorbed by
approximately 7,500 cedar trees in a year*

*Results for 2021, using coefficients published by the Ministry of the
Environment and the Ministry of Economy, Trade, and Industry (METI)
on 1/24/2023

Employee training

Number of TGU courses:

160

Total number of participants*

18,000

(FY2022)

Promoting the honing of Group employees and
the exchange of human resources through training at
TBS Group University (TGU), in-house University

*Based on applicants

Ratio of female managers (18s Holdings + TBS TV as of July 1, 2023)

15.76-

We are promoting efforts to foster and create a
corporate culture for female managers in order to have
20% or more female managers by the end of FY2025

Efforts to achieve the SDGs

Total hours of broadcasting:

131

Total number of programs:

213

SDG project entitled
the “WEEK to Make the Earth Smile”
Continued from 2020
Involving news, information, variety and
other types of programs

Ratio of Outside Directors B Outside Directors

Inside Directors

40,

Appointment of one female outside director in FY2023

4 out of 10 members of the Board of Directors are
outside directors



Long-Term Vision and
Medium-Term Management Plan

Message from the Director of ESG Strategy

A diverse workforce gathered under the banner of VISION 2030
shall achieve sustainable growth

Masaya Chisaki

Company Director and Director of ESG Strategy,
TBS HOLDINGS, INC.
Managing Director, TBS TELEVISION, INC.

In the previous issue, the 2022 Integrated Report, we talked
about how “TBS will be a starting point for influencing society
to create a sustainable world.” In this issue, | would like to share
with you what | am most excited about: human resources.

In order to achieve VISION 2030 as put forward by the TBS
Group, we need creators who can create content to give peo-
ple wonderful “moments” and businesspersons who can use and
monetize that content in a variety of ways.

TBS can point to a wealth of content, including drama, vari-
ety, and news programs, from its long history, and every year we
receive approximately 200 times as many entries from aspiring
creators and journalists than the number of new graduates we
plan to hire. New employees joining the Company are then usu-
ally assigned to the workplace of their choice. We are devising
ways to foster young people with care at each site. There are
an increasing number of workplaces that outline a career plan
and where senior staff members then fully teach the basics of
assistant directing and how to write project proposals. Efforts are
also underway to give young people opportunities to take on
challenges and assign them to programs and program segments.
We believe that conditions are ripe for a second or third “Naoki
Hanzawa” or “The Full-Time Wife Escapist” to emerge.

That said, businesspersons who monetize content have been
lacking in quantity and quality, in part because they have long
operated under a business model that specialized in terrestri-
al broadcasting. This is why we have been actively promoting
mid-career hiring, with a focus on hiring people with such skills,
over the past few years.

By being a leader in our industry in adopting VISION 2030
and our EDGE strategy, we have been able to attract people who
we previously had trouble finding in the industry, such as those
who want to “disseminate TBS's content to the world,” “devel-
op new businesses revolving around content,” and “implement
M&As with or by TBS.” These people are already serving as im-
mediate assets.

In order to ensure that everyone who works at TBS can do
so fairly and safely, we have also discussed and organized our
thoughts on human rights and we drafted the TBS Group’s Hu-
man Rights Policy. We have also prepared Sustainable Procure-
ment Guidelines to ensure that we pay close attention to the hu-
man rights of everyone we work with in the supply chain.

VISION 2030's phase of “sowing seeds” ends in FY2023,
and the second phase of Development and Growth will begin
in FY2024. In preparation for this, we are making more mid-ca-
reer hires than hiring new graduates in FY2023. The skills of the
people we have brought in from the outside are stimulating our
existing employees, and we feel that the Group as a whole is
undergoing a major transformation as a result of this new syner-
gy. We hope to accelerate this trend and foster human resources
who will not only help to achieve VISION 2030 but also increase
TBS's value long into 2040 and 2050.

In the near future, TBS promises to create innovative content
and new businesses to bring you wonderful “moments”. Through
these efforts, we shall increase TBS’s value and achieve sustain-
ability. We ask that you keep an eye out for us in the future.
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Our Social Mission as a Media Group

To Be a Trusted Presence in an Age with a Deluge of Information

Key issues for the TBS Group (as of May 2022)

From materiality

¢ Establishing standards and systems to ensure overwhelming
trust in all content

e Further refining our capabilities as an information lifeline in
the event of a disaster

e Serving as the starting point for influencing society through
content on achieving the SDGs

TBS was created as a broadcaster that is entrusted with a
portion of the airwaves, which are public property, and it
has a social mission both as a commercial enterprise and as
a news organization.

Natural disasters have increased in both scale and fre-
quency over the past few years. In such an event, TBS will
aid people in protecting their lives and livelihoods as an
information lifeline. It will also serve as a “starting point”
for society to solve the many problems faced by the earth
and the world. This awareness of its social mission per-
vades TBS’s content, from news and information programs
to dramas, sports, and variety programs.

As a prerequisite to fulfilling TBS’s social mission,
President Sasaki has always exhorted us to earn the over-
whelming trust of our viewers. The spread of the Internet
and social media has allowed anyone to disseminate in-
formation, but the world is also full of information that
may or may not be true. In times like these, we are always
aware of the danger of betraying our viewers, listeners,
and customers, which would cause our credibility to in-
stantly vanish. We call on our partner to be vigilant as well.

To provide information to save lives

As part of the information infrastructure for the public, TBS is
ready 24 hours a day, 7 days a week, to promptly disseminate
information to save lives, regardless of the circumstances.

When a disaster strikes, the initial response is crucial for both
victims and broadcasters. When an earthquake with an intensity
close to 6 on the Japanese seismic intensity scale (an intensity
higher than 5 in Tokyo's 23 city wards) is detected in Japan, TBS
News, which serves as an emergency broadcasting site, fulfills its
role as a broadcaster that has been entrusted with the public air-
waves. In principle, the division sends out every employee, even
on holidays or late at night, and it promptly prepares special
news programs.

Routine preparations are also important. In principle, the
News Division conducts earthquake drills every week. All staff
members, from newcomers to veterans, participate in confirm-
ing the initial response so that accurate information can be
disseminated without confusion immediately after a disaster
strikes.
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A news coverage network that spans the country

A broad system of news coverage is also needed to ensure that
correct information is conveyed without exaggeration or omis-
sion. In addition to the Head Office in Tokyo, TBS has 19 sites
in Tokyo and six other prefectures where cameramen and other
staff are stationed to cover the Kanto area, delivering informa-
tion from the field as quickly as possible. Outside of the Kan-
to region, we can draw on JNN'’s broadcasting network, which
consists of 28 TV stations nationwide and TBS as the key sta-
tion. When a major disaster strikes, local stations are the first to
report the news. In the interim, network stations like TBS send
in support to provide continuous and extensive coverage and
disseminate information.

In an age of numerous concerns, such as worsening envi-
ronmental problems and constant conflicts around the world,
media outlets with a solid foundation are necessary. We will con-
tinue on our journey to be a truly trusted media outlet.

Steps in reporting on a disaster
Copy Department,

News and information
programs

Domestic affiliates,
Correspondents

Terrestrial television

Satellite broadcasting

TBS News
(aggregation of
information and copy
Radio

—|—>

Web media/Social
media
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Our Social Mission as a Media Group

Interview with Our Journalist

A reporter wearing a bulletproof vest heads to the battlefield yet again today

Hiroshi Sukagawa
Middle East Bureau Chief

profile

Joined TBS in 2006. After working in the TV Sports Division, he was assigned to
the TBS News in 2010, where he oversaw the Metropolitan Police Department
beat in the National News Department and the news program “News Studio”
before becoming JNN’s Middle East Bureau Chief in 2019. He received the
Vaughn-Ueda Memorial International Journalistic Prize, given to journalists
for outstanding achievements in international reporting.

Traveling to the front lines of conflicts even during
the COVID-19 pandemic

2020 was when COVID-19 was raging and the whole world
seemed to have stopped. However, life went on as before in the
conflict zones that | was covering. Gunfire, air strikes, suicide
bombings. Their daily lives were filled with more dangers than
COVID-19. Nevertheless, almost every Japanese media outlet
has curtailed its overseas coverage, and such harsh everyday
conditions have seldom been reported.

However, TBS was different. When those of us in the field
told our superiors that now is the time to tell the story, they
always respected our judgment, with the utmost care for our
safety, and allowed us to cover events. Decisions will be made on
a case-by-case basis to ensure maximum performance. TBS was
able to put this into practice even during the pandemic.

As a result, we were among the first to enter the scene of a
major explosion in Lebanon, where most media did not go, the
conflict in Gaza, where nearly 300 people were killed, and the
turmoil in Afghanistan following the withdrawal of US troops.
We were able to convey to the world the plights of the people
at those scenes.

Expanded avenues for dissemination

Seeing avenues for dissemination expand beyond news
programs is also gratifying. My appearance on the Golden time
show “Crazy Journey” helped to convey the reality of conflict
zones to a larger audience, including young viewers. TBS is also
attempting to put out videos on YouTube. The most watched

videos have received 2.5 million views. Last December, we also
produced the documentary “A Conflict Zone Reporter” as a
compilation of our interviews in places such as Gaza, Ukraine, and
Afghanistan, and the film was shown at 35 theaters nationwide.

Hoping for a world without conflict

Human society is unequal. That may sound a bit cliché, but |
am even more convinced of this since | have been assigned as
a correspondent for the Middle East and Africa region. That
said, this is why continuing to cover conflicts, disputed regions,
and refugees flowing from around the world is meaningful. To
be honest, there would be no more jobs like mine if conflicts
were eliminated from the world and if people’s misery were
eliminated, but that is what | really want. But life doesn’t work
that way. So we have to keep reporting. To reduce conflicts as
much as possible and to enable as many refugees as possible to
lead lives in which their basic human rights are protected.
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Message from the
President

SDGs and TBS's Business Model

Long-Term Vision and
Medium-Term Management Plan

Strategies for
Business

Value Creation Story

Content Innovation

& Technology Human Rights

Human Capital and ‘

Structure

Corporate Data

‘ Management ‘ Performance and

As a starting point for influencing society, we propose actions for the future through our
content with the aim of creating a virtuous cycle of corporate value and social value.

VISION 2030 &

TBS’s Brand Promise

We aim to create entertaining and inspiring
experiences that move hearts and minds.

02 % Fulfilling our social mission

as a media group

1 Serving as the starting point for influencing
society through content on achieving the SDGs
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Working with partners

Working with the UN SDG
Media Compact and the JNN/
JRN Network

Working with local communities
(Akasaka and Midoriyama) and
young people

From each moment, a better tomorrow.

Outputs

SDG campaigns on terrestrial TV,
BS TV, radio, and the Internet
“WEEK to Make the Earth Smile”

A campaign on the UN SDG Media
Compact

The “Promise of 1.5 °C—Act now
to stop global warming.”

M SDG event entitled “Plaza that
Makes the Earth Smile”

M The radio program “SDGs
Junction” and a community
for young people

B Action Book

Increasing

corporate
value

M Increasing revenue from
advertising and elsewhere

M Increasing the value of the
TBS brand

Increasing

social
value

M Solving environmental and
social issues

M Contributing to achieve the
SDGs

37



SDGs

Message from the
President

SDG Campaign “WEEK to Make the Earth Smile”

Long-Term Vision and
Medium-Term Management Plan

Content Innovation
& Technology

Strategies for

K Value Creation Story
Business

Human Capital and
Human Rights

Management
Structure

The Global
Environment

“Zero CO, Emissions Broadcasting” All Week Long Through the Use of Green Power

The SDG campaign entitled “WEEK to Make the Earth
Smile” celebrated its 6th anniversary in the spring of 2023.
During this year's campaign, programs were broadcast
the entire week using green power. On the last day, we
broadcast a major 8-hour live special entitled “SDGs Day:
Let’s achieve the SDGs together” for the first time.

The theme of the “WEEK to Make the Earth Smile” campaign
in 2023 is “Let’s achieve the SDGs together,” which is a step for-
ward from the previous “Let’s try action, SDGs.” The special in-
cluded the message that all of us - TBS, the viewers, and society
- should work together to achieve the SDGs.

The campaign ambassadors were the comedy duo Banana-
man (Osamu Shitara and Yuki Himura) for the second time since
2021,along with Mone Kamishiraishi, Yosuke Sugino, Soichi Nogu-
chi, and announcer Makoto Hibi. Many corporate partners have
continued their involvement from the first campaign, making it a
campaign that symbolizes TBS being "the leading SDG station.”

In addition, the power used at the TBS Broadcast Center and
for broadcasting during the campaign, totaling approximately
227,000 kWh, was under a “Green Power Certificate” for energy
from natural sources, so we achieved “zero CO, emissions broad-
casting.”

This means our carbon dioxide emissions
were reduced by approximately 105 tons
(t-CO,). (equivalent to the amount of CO,
absorbed by approximately 7,500 cedar trees
in a year)

As a first for this campaign, more than 20 of TBS's variety,
news, information, and radio programs combined to broadcast a
blockbuster 8-hour live special entitled “SDGs Day: Let’s achieve
the SDGs together” on May 20 (Saturday), the final day of the
campaign.

The theme of the program was “Turning Waste into Trea-
sure!” The program focused on the SDG issue that viewers are
most familiar with, which is “garbage.” It conveyed the prob-
lem of waste disposal and covered various facets and detailed
aspects of topics such as food waste, recycling, reuse, and upcy-
cling, encouraging viewers with the message “Let’s achieve the
SDGs together!” Nowhere else in the world has there been such
a large special dedicated to the SDGs, and it attracted attention
from UN officials.

Highly rated by viewers in the age group

that is “turning away from TV”

Performance and
Corporate Data

According to a viewing survey on the “WEEK to Make the
Earth Smile,” 54.8% of viewers overall said they had “a favor-
able opinion of TBS,” though that number rose to 83.8% for
viewers of the “WEEK" programs, indicating that the cam-
paign has bolstered TBS reputation. The largest number of
respondents who said that the SDGs were “good subject mat-
ter” and that “such broadcasts give me a favorable impression
of the TV station” were age 15 to 19, indicating that the SDGs
are effective as an avenue to younger age groups, which are
“turning away from TV.”

Viewing survey by Video Research (May 2023)
Good subject matter Such broadcasts give me
a favorable impression of
the TV station

738 (%) 15 (%)
66.3
613 625 65.0
63 g3
15-19 20-34 35-49 50-69 .
years old years old years old years old (program viewers)
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With Various Partners

Long-Term Vision and
Medium-Term Management Plan

Expanding the SDG Circle beyond Broadcasting

In addition to continuing to hold hands-on SDG-themed
events at locations such as Akasaka Sacas Square, TBS
has been promoting efforts to expand the SDGs beyond
broadcasting, such as by creating a community to think
about various social issues and propose solutions together
with young people.

SDG event entitled “Plaza that Makes the Earth Smile”

Since the fall of 2021, TBS has been holding a hands-on SDG-
themed event for parents and children, “Plaza that Makes
the Earth Smile,” at Akasaka Sacas Square twice a year in
conjunction with the SDG campaign. Our goal is to provide an
impetus to link the 17 SDG goals to action in a realistic setting
beyond broadcasting. The theme of the November 2022 event
was “Changing the Future through Circularity!” as one of the
solutions to global warming. A “Zero Waste Hub” to separate
trash was set up in the center of the venue, and visitors and staff
worked together to sort trash from the venue into 10 categories.

The “Zero Waste Hub” has also been set up at subsequent
events, and the recycling rate has improved from 22% before
its setup to 77% in the fall of 2022 and to 81% in the spring of
2023.

In May 2023, a record amount of content - more than 40
events - was provided on the theme of “Let’s achieve the SDGs
together.” About 15,000 people visited the exhibition over
the four-day period. They enjoyed a performance on “a piano
made from scrap wood” by Manamaru, a pianist currently
appearing on “THE TIME,” a hands-on experience with future TV
technology, and a workshop in which Ukrainian evacuees taught
traditional handicrafts to visitors.

The event was supported by Minato City and the Minato
City Board of Education. For the first time, we accepted school
field trips on the weekdays, and a total of 400 students from
five elementary schools in the district and other areas visited the
venue.

Hus

A community for young people entitled “ACTION to Make
the Earth Smile” is launched

TBS has launched “ACTION to Make the Earth Smile,” a
community in which we work together with young people
to think about various social issues and propose solutions.
The community is made up of junior high school to university
students, and various actions are being taken based on “the
interests and concerns of young people & TBS's ability to
disseminate information as a media outlet.”

“Meat-free” dishes that were devised by members together
with restaurants in Akasaka were actually sold at the “Plaza that
Makes the Earth Smile,” and a member-initiated workshop on
the theme of “finding your own identity” was held with drag
queen Durian Lollobrigida as the guest speaker.

In addition, a roundtable discussion between President
Takashi Sasaki and community members was featured in the
“SDGs Action Book to Make the Earth Smile.”

| 7I| https://www.tbs.co.jp/TBS sustainability/pdf/actionbook2022.pdf

In October 2022, TBS Radio started broadcasting “SDGs
Junction - RADIO to Make the Earth Smile” (a segment within the
program “After 6 Junction”), hosted by announcer Maoko Hibi,
which features a variety of guests, such as members of “ACTION
to Make the Earth Smile,” and disseminate information on the
SDGs.
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Long-Term Vision and
Medium-Term Management Plan

Dialogue between the Chairman and an Outside Director

How to expand our areas of business is at the stage of
“sowing seeds and nurturing seedlings”

Hitoshi Kashiwaki

Independent Outside Director

M Achieving VISION 2030
Deciding to explore new areas of business more
quickly

Takeda: Mr. Kashiwaki, you were appointed as an outside direc-
tor five years ago, in 2018, and since then you have offered us
a variety of advice. How do you view TBS Holdings' Board of
Directors now compared to when you took office?

-~

Shinji Takeda
Chairman and Board Director,
TBS HOLDINGS, INC.

Kashiwaki: The biggest thing is that while working on VISION
2030 we discussed “how to expand our areas of business” rath-
er than proceeding in existing areas. The plan was devised ac-
cordingly, discussions by management have very clearly laid out
our direction, and | am keenly aware that a system of checking
and reviewing 