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Teleconference Overview of Results 

for the First Quarter of the Fiscal Year Ending March 31, 2023 

Questions & Answers 

Date: Thursday, July 28, 2022  

Presenter: 

Moderator: 

Yuichi Katayama 

Taiga Uezono   

Executive Director and Executive Vice President Officer 

Investor Relations Group Manager 

The following outlines the Questions & Answers at the teleconference: 

Q1） You have been easing the limit on attendance since April 25, but how does attendance 
compare to capacity? Will you be increasing attendance in and after the second quarter? 
Please also tell us why attendance fell short of your projection in the first quarter. 

A1) The maximum capacity can now be set flexibly because a revision was made to the 
Amusement Park and Theme Park New Coronavirus Infection Containment Guidelines in 
March, changing the social distancing requirement to a distance sufficient to enable people 
to avoid physical contact. Meanwhile, our top priority is the safety and security of our 
Guests, so we are making sure that these factors are ensured as we gradually ease our limit 
on attendance. We are reviewing all kinds of operations with the aim of further raising 
attendance. The reason why attendance fell short of our projection lies in the slightly 
slower-than-expected recovery in demands for travel and leisure. Attendance is strong on 
weekends and national holidays, by and large reaching the limit we have set, but weaker 
on weekdays. This is why we introduced such new ticket plans as the Early Evening 
Passport. 
 

Q2) The absence of summer festival and other seasonal events that were held before the 
COVID-19 pandemic is expected to affect attendance negatively going forward. Merely 
reducing ticket prices will not be enough to attract Guests. Although “Believe! Sea of 
Dreams” will start in November, will seasonal events also be rolled out in the second half-
year? 

A2) We are preparing to roll out “Believe! Sea of Dreams” at Tokyo DisneySea by investing 
9.5 billion yen, a record high level for a nighttime entertainment. If it were not for the 
pandemic, we would have commenced the entertainment in step with the Tokyo 
DisneySea 20th Anniversary, but we postponed its start to November. We are also 
planning to revamp Mickey’s PhilharMagic and roll out Halloween programs. We are 
aware that attendance cannot be controlled merely with ticket prices, and hope to utilize 
events and shows too to restore attendance. 
 

Q3) I’d like to confirm the trend in regional Guests requiring hotel stays. The first quarter must 
have been an easier time for regional Guests to visit, but how was the actual situation? 
Looking at the hotel reservation status, I suspect that the recovery in attendance of 
regional Guests is weak. Is this simply due to external factors that will resolve with time? 

A3) It has been confirmed that regional Guests requiring hotel stays have visited us during the 
long May holidays. We consider that potential needs are high. The impact of COVID-19 
continues to exist, but we have hopes that this will be resolved with time. We expect 
regional Guests to return in the summer holidays. However, as infections are spreading 
right now, uncertainty remains, and this factor needs to be taken into account. 
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Q4) Please tell us about Disney Premier Access, including the number of users since it was 
introduced, their feedback and ratings, and its impact on financial results and operations. 

A4) We introduced Disney Premier Access to expand options for our Guests in response to 
their diversifying needs. We believe our Guests have received this new service favorably, 
appreciating the shorter waiting times it offers. Meanwhile, we are aware of some 
complaints that waiting times have increased. The important challenge is to seek a good 
balance. In our daily operations, we are trying, through trial and error, to find the optimal 
number of Disney Premier Access we should allocate by listening to our Guests’ feedback. 
The number differs depending on crowdedness. On weekends and national holidays when 
attendance is high, the service is sold out, but on less busy weekdays, demand falls short 
of the limit we have set. We will continue with our efforts to discern the best balance. 
 

Q5) In your view, how much has the Disney Premier Access service contributed to sales? In 
net sales per Guest, for example, how was the attractions and shows revenue in June 
compared to April? Did the figure outperform the initial forecast? 

A5) There are not many facilities that offer Disney Premier Access just yet, so the service does 
not contribute to sales all that much. Of course, it does have a positive effect on net sales 
per Guest, but not to a significant extent. Other factors that have pushed up net sales per 
Guest include an increase in the number of Tokyo Disney Resort Vacation Packages sold 
and the expansion in the types of packages. The most significant impact on net sales per 
Guest was brought about by an increase in the proportion of relatively high-priced tickets 
resulting from variable pricing. Net sales per Guest outperformed our forecast announced 
at the beginning of the fiscal year. 
 

Q6) From Guests’ viewpoint, purchasing Disney Premier Access means buying time. In 
finding the right balance in terms of value-for-money, waiting time is a key factor. Are 
Guests willing to pay 2,000 yen to shorten waiting time by two hours, for example. How 
much reduction in waiting time do Guests expect for 2,000 yen? If Disney Premier Access 
sells out at a certain price, do you plan to adopt variable pricing or raise the price? I 
believe the service is only feasible when attractions are popular. Will you be discontinuing 
the service at some point in time? 

A6) Our aim is not to sell Disney Premier Access out, but to respond to certain needs by 
setting a cap on the number of sales. The service does not sell out on weekdays when 
attendance is lower, but even so, we do not intend to reduce the price. We haven’t 
discussed when to discontinue the service. The service has only just started, and we are 
currently considering which facilities to include for the service and the pricing. 
 

Q7) This is the first summer holidays since the ticket price was increased to 9,400 yen. Are 
sales of higher-priced tickets sluggish due to high price elasticity? 

A7) During the first quarter, attendance was as projected on weekends and national holidays 
although ticket prices are higher on these days. We therefore consider that variable pricing 
does not push down attendance. 
 

Q8) I’d like to confirm your take on price sensitivity and attendance level going forward. 
Tickets do not sell out on weekdays now, and with only Japanese people in the market, I 
suspect that variable pricing is not enough to even out attendance. Given the low price 
sensitivity, are you planning to raise the prices of tickets for weekends and national 
holidays, or are you expecting attendance to even out when Guests from overseas come 
back, although this may be difficult to discern amid the pandemic? 

A8) This is a very difficult time to determine our way forward. We have no Guests from 
abroad because of the pandemic, and sales of Annual Passports are currently suspended. 
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When these factors change, it will be easier to even out attendance. We are aware that we 
need more than pricing strategy to level out attendance. Attendance tends to concentrate 
heavily on weekends and national holidays, which is an issue we must tackle. We have yet 
to decide on our direction forward, but we are aware of the problem, so we’d like to 
discuss well-balanced strategies for attendance and ticket prices. 
 

Q9) At the beginning of the fiscal year, you projected that merchandise and food and beverages 
revenues, which are components of net sales per Guest, would decrease year on year for 
the entire FY3/23. What was your precondition for the forecast? I’d also like to hear your 
reflections on the first quarter. 

A9) It was our recognition that, during the previous fiscal year when limits were imposed on 
attendance, our merchandise revenue was temporarily supported by highly motivated 
shoppers. We had projected that their impact on revenue would be absent in FY3/23, but 
contrary to our expectations, merchandise revenue did not fall. In addition, food revenue 
outperformed our forecast. The trend is expected to remain more or less unchanged this 
fiscal year, with revenues maintained at a high level. As for food and beverages revenue, 
we had expected that because of an increase in attendance, there would be a decrease in 
the proportion of Guests using restaurants with table service, but food souvenirs 
performed well. Furthermore, efficient personnel allocation resulted in more food facilities 
to operate, which was also a positive factor. This trend is expected to continue for the time 
being. 
 

Q10) Why is the increase in the sales of products related to Tokyo DisneySea 20th Anniversary 
helping to push up merchandise revenue, a component of net sales per Guest, this fiscal 
year? 

A10) As products related to Tokyo DisneySea 20th Anniversary were not sold in the first quarter 
of the previous fiscal year, their sales had an impact on the results of the first quarter under 
review. Since June in the first quarter of FY3/23, we have been selling Grand Finale 
products. 
 

Q11) Do you expect the strong merchandise and food and beverages revenues, components of 
net sales per Guest, to continue sustainably? 

A11) The net sales per Guest registered in the first quarter is a short-term result. We cannot be 
certain yet that the current level of net sales per Guest as upheld in the Medium-term Plan 
will continue sustainably. 
 

Q12) With regard to profits registered this quarter, cost of sales seems to have been controlled, 
but selling, general and administrative expenses seem to have bounced back to the pre-
pandemic level. Is there any special factor or structural background to this? 

A12) We opened Tokyo Disney Resort Toy Story Hotel in April, which resulted in the 
temporary registration of opening expenses. Apart from this, with normal operations 
resumed, it is inevitable that expenses will eventually rise back to the previous level, 
although cost efficiency has been enhanced. 
 

Q13) I saw the president’s interview in a news program, where I learned that wide measures are 
taken across boundaries of operational divisions. What positive effects do you expect? 
Can we anticipate a significant impact? 

A13) We have been constantly reviewing our operational work, but with the opening of Fantasy 
Springs coming up, we are promoting cooperation between divisions more than ever to 
enhance efficiency so that we can handle the increase in the volume of tasks after the 
opening. We are currently reviewing our Cast Members’ jobs to identify tasks that can be 
standardized and streamlined. If we succeed, a certain effect can be expected. We are 
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hoping to develop Cast Members with multitasking skills to handle multiple roles. 
Q14) Let me ask you about Guest satisfaction. Given the increased attendance and crowdedness, 

have there been any changes in Guest satisfaction? 

A14) In the satisfaction measurement, Guests’ satisfaction level remains at a high level, with no 
significant changes observed in their intent to return and Park overall satisfaction. 
However, our plan is to additionally increase attendance, so we will consider further 
measures by monitoring the measurement figures to seek an optimal level of attendance in 
view of Guest satisfaction. 
 

Q15) FY3/24 falls on the 40th Anniversary of Tokyo Disney Resort. Do you intend to roll out 
events to the extent possible to attract Guests, or are you considering cost-conscious 
programs in view of the COVID-19 infection situation? 

A15) We are considering all kinds of plans by taking into consideration the latest COVID-19 
situation. We will monitor the recovery of consumer sentiments and decide on the scale 
and format of the events. Details will be announced when decided. 
 

Q16) I’d like to ask why you commented on a possible delay in the opening of Fantasy Springs. 
Are there any specific concerns that may result in postponing its opening, or was it merely 
a general release of information? 

A16) As we had announced Fantasy Springs to open by the end of FY3/24, we explained the 
current situation in anticipation of a question regarding its progress. The impact of a 
global slowdown in logistics is a risk factor, as you know. We are proceeding with 
construction work as planned, but we are closely examining the situation to decide on the 
appropriate timing of opening. We will explain when further details become clear. Please 
be assured that there will be no changes in the content of the project. 
 

Q17) Could you share with us updates on the metaverse? 

A17) We believe the metaverse is developing in music, movies, and other entertainment areas. 
We are currently discussing various matters with Disney, but we have nothing specific that 
we can share with you yet. 
 
 
 
 

Warning 

The above is an outline of our views based on the question-and-answer session held at our Teleconference of Overview of Results 

and we do not guarantee or assure the accuracy or completeness of the information provided. The above information is also subject 

to change without prior notice going forward. Furthermore, forward-looking statements including our forecast of financial results 

are based on our perspectives and information available as of the day of the announcement. As the Group’s business is susceptible to 

Guests’ preferences and social and economic circumstances, the forecasts and outlooks described above do contain uncertainties. 


