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The following outlines the Questions & Answers at the teleconference:
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With regard to the first-half year attendance, I was fully convinced by your explanation
that the second-quarter attendance fell slightly short of the forecast primarily due to the
increase in new COVID cases from late July. Apart from the rise in COVID cases, were
there any other factors that affected attendance?

Other than the rise in COVID cases, negative factors that affected attendance were the
severe summer heat that continued longer than we had expected, and the poor weather
during the three-day holiday in September, which discouraged people from visiting our
Parks. Japan also suffers from the impact of climate change, which is exacerbating the
summer heat. We are discussing measures to take against severe heat, and need to take this
factor into account when projecting attendance going forward. Meanwhile, the 50%
discount on children’s tickets pushed up attendance slightly above our forecast in August,
reassuring us that attendance can be secured by taking various measures.

In your full-year forecast after an upward revision, attendance remains unchanged at 20
million. Does this figure take into consideration the effect of government support
measures?

Yes, the 20 million incorporates the tourism demand boosted by government support
measures. The “Wakuwari” discounts are taken into account especially for the third-
quarter attendance. However, not only do we anticipate the external environment to take a
positive turn, but we also expect that attendance will be pushed up by such highly
promising Park contents as the nighttime entertainment “Believe! Sea of Dreams,” which
will start on November 11 at Tokyo DisneySea.

Now that the seventh wave of the COVID-19 pandemic is over, are family Guests no
longer hesitant about visiting theme parks?

The term “family Guests” is difficult to define, but we believe that we can encourage
families with very young children to visit our Parks as the pandemic subsides. However,
since the arrival of an eight wave has been forecast, so we are taking a cautious approach.
People’s sentiment toward COVID differs from person to person, so we feel it is still too
early to make a conclusive statement at this stage.

With regard to net sales per Guest, your forecast for revenues from attractions and shows
were revised upward to ¥7,628 for the full fiscal year, which is roughly the same as
¥7,590, the figure recorded in the first-half year. I had expected that net sales per Guest
would decrease as attendance recovered because of the introduction of Fixed Date and
Time tickets such as the Early Evening Passport, but this doesn’t seem to be the case. Is
demand strong enough to make up for the decline owing to Disney Premier Access and
Vacation Packages?

Revenues from attractions and shows are not projected to decrease so much in the second
half-year partly because we expect Disney Premier Access and Vacation Packages to
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continue performing well. Going forward, we would like to sell a higher number of slots
as well as take other measures as necessary.

Are price revisions in variable pricing reflected in the second-half year forecast?

No, price revisions are not reflected in our forecast. However, over the medium and long
term, we intend to keep an eye on the demand-supply balance, build on our experience to
make flexible changes to our pricing strategy, and raise ticket prices in consideration of
the weighted average.

I’d like to ask you about your Park operation in the next fiscal year, especial with regard to
restrictions on attendance. Given that behavioral restrictions are generally no longer
imposed anywhere, do you think you will be able to secure 80 to 90% of the pre-COVID
attendance level as long as the issue of capacity can be resolved by increasing the number
of operation staff and adopting new operational measures?

Rules in society are much more relaxed now, so we are taking measures to ease the limit
on attendance as much as possible. We cannot set any definite standard, but as we have
been hiring more Cast Members, we believe we will be able to further ease the limit if
things proceed as expected.

Could you tell us how the Medium-term Plan is progressing? I understand that an
attendance of 26 million and net sales per Guest of ¥14,500 were set as KPIs for FY3/25,
but the revised forecast for this fiscal year outperforms this level. Do you intend to revise
your KPIs in terms of attendance and pricing strategy?

We do not intend to make any changes yet, at this point in time. The attendance of 26
million projected for FY3/25 does not take into account inbound tourists. As a large
volume of Guests used to come from mainland China, our prospects will depend on the
conditions there, but we hope to raise attendance by implementing promotional campaigns
for inbound tourists when the situation becomes promising. Net sales per Guest currently
outperform our target, but we have no intention of revising our KPI at this point in time
because no specific strategies have been decided yet. However, if the environment
improves at some point, the management team does intend to keep up its efforts and revise
our financial target for FY3/25.

As you said, you have no intention of revising the net sales per Guest target of ¥14,500
under the Medium-term Plan, but if you were to revise it, would it possibly be lower than
the revised forecast for the current fiscal year?

An increase in attendance may raise the proportion of Fixed Date and Time tickets for
evening and nighttime visits, which generate lower net sales per Guest. Also, in terms of
food and beverages, more Guests may opt for fast-food-type shops, which also generate
lower net sales per Guest. However, given our means of charging fees for experience
value, such as Disney Premier Access, we do not expect net sales per Guest to decrease
significantly. As a side note, a new hotel will be opened in Fantasy Springs, so we will
look into what services we can offer to hotel guests and how we should set the per-guest
accommodation price. It is thus extremely important to increase net sales per Guest not
only within our Parks, but across the entire resort.

You have attributed the postponement of the opening of Fantasy Springs to the recent
surge in the prices of raw materials and the depreciation of the yen, which means that
costs may increase further going forward. If the KPIs set under the Medium-term Plan are
not going to be revised, you may incline toward a less ambitious target in consideration of
the cost increase. Internally speaking, to what extent are you committed to the Medium-
term Plan?

Although we are not revising our FY3/25 financial plan at this point in time, the
management team does have the intention of revising it after discerning the status of the
pandemic and recovery of inbound tourism, along with what efforts are required to
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achieve the plan. This approach is being discussed, not by the entire Group, but among
divisions responsible for planning our management strategies.

How adamant is President Yoshida about sticking to the operating profit target of ¥100
billion, the target under the Medium-term Plan? Considering the drop in the stock price
after the announcement of the Medium-term Plan, I presume that investors were not
satisfied with the operating profit level of ¥100 billion. What level of operating profit are
you really looking to achieve at this point in time? Has your approach changed since
announcing the Medium-term Plan?

I was also surprised by the stock price decline after announcing the operating profit target
of ¥100 billion under the Medium-term Plan, but considering the circumstances at the
time, it didn’t make sense to announce an ambitious but possibly unachievable target of
restoring our operating profit in FY3/25 to the pre-COVID level. Now, we are hoping to
somehow push up the KPIs for FY3/25. Although we cannot specify a particular number
as our target, we hope and feel obliged to meet our investors’ expectations. Meanwhile,
not only do we need to achieve our targeted profit, but needless to say, we should also take
into consideration investment in human capital. While keeping this in mind, we will
ascertain the level of operating profit we should achieve. Furthermore, in setting our profit
level, we must also consider in depth how cash should be used, including allocation to
investment and dividends, to seek a good comprehensive balance. Our external
environment has been improving recently and restrictions on inbound tourism have been
lifted almost completely. Although we still cannot see what will come ahead, our
immediate outlook is clearing up, so we may be ready to consider setting a more
ambitious target.

I received the impression that during the past three months, you secured attendance by
leveraging your ticket strategy, which included offering Fixed Date and Time Passports
and discount tickets for children. How will you seek a balance between ticket receipt per
Guest and attendance, including your strategy to attract Guests by offering Annual
Passport?

We will flexibly consider our ticket strategy in view of the situation. As you pointed out,
we offered a 50% discount on children’s tickets as part of a summer sales promotion, with
the aim of sustaining attendance that was projected to be slightly sluggish. This was
reasonably effective. In the third quarter, thanks to enriched Park contents and government
support measures, we will not be offering such level of discount tickets. However, as
attendance usually declines the most during the fourth quarter, we will need to implement
some type of ticket measure. We have no choice but to take flexible actions, running
promotional campaigns and ticket initiatives while keeping an eye on the short-term
future. Rather than determining our way ahead and pursuing the goal single-mindedly, we
will try to be pragmatic and implement a well-balanced set of diverse measures.

Apart from Fantasy Springs, is the progressive depreciation of the yen heightening cost
pressure on repair costs and capital expenditure? Will you possibly raise ticket prices to
make up for the increase in costs in order to protect profits?

Repair costs and capital expenditure are increasing slightly, but at the moment we are not
considering raising ticket prices for this reason. We did, however, increase the prices of
take-out meals due to rises in some food and beverages costs. We will increase prices as
needed when customers can be convinced, but increases in repair costs and capital
expenditure are not visible to customers, and neither are they considered to cause a drastic
change to our cost structure for now. Therefore, raising our ticket prices due to this reason
is not an option at this point in time.

Looking back over the variable pricing system in the past year, are you experiencing any
issues or do you see any room for improvement? Also, I’d like to ask you whether you are
able to or intend to change the prices more frequently.
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We believe there is still room for improvement. The variable pricing system was
introduced with the aim of evening out attendance. However, attendance cannot always be
controlled solely by changing ticket prices, which is an issue we need to tackle now.
Generally speaking, many employed workers find it difficult to take weekdays off.
Therefore, we also need measures other than changing ticket prices. Meanwhile, during
the summer season, for example, when a majority of people can take days off, attendance
can generally be shifted from weekends to weekdays by reducing weekday ticket prices.
As you pointed out, over the medium to long term, we are hoping to change ticket prices
more frequently as one of a range of measures to further even out attendance.

Could you tell us about your future plans with regard to the variable pricing system and
Disney Premier Access? Next fiscal year being the Tokyo Disney Resort 40th Anniversary,
I believe the Parks will be able to attract bigger crowds. Are you planning on expanding
the two measures, such as by raising ticket prices during the busy season and introducing
Disney Premier Access at more facilities?

The variable pricing system and Disney Premier Access are new measures we have
recently introduced, so we are still going through trial and error, but they seem to be
reasonably well-received by our customers. Our customer satisfaction survey has not
revealed any negative feedback statistics-wise, so there must still be a little room for
expansion. We would like to continue to offer Disney Premier Access at more facilities
and increase their proportion of sales in order to raise net sales per Guest. We will
announce specific details as they are decided.

Are you considering any specific measures to attract overseas Guests? Please tell us if you
are considering any sales promotion measures aimed at raising the percentage of overseas
Guests at Tokyo Disney Resort.

As a promotion measure, we resumed transactions with overseas online travel agencies in
September. We hope to attract and expand Guests from overseas. Moreover, our policy is
to also expand promotional activities targeting the overseas market, which we had been
downsizing for a while. However, the number of overseas Guests has not increased just
yet. It will also take some time to regain Guests from mainland China, who had comprised
a large proportion of our Guests from abroad before the COVID-19 pandemic. It will,
therefore, be rather difficult to restore the percentage of inbound Guests within the coming
year or so, but we do need to expand this category of Guests over the medium to long
term, and intend to do so in phases.

How is the hiring of Cast Members coming on? Do you need to raise hourly wages to
secure new staft?

We have been able to hire new Cast Members as planned, and have experienced no
disruption caused by staff shortage. For one, the hourly wage hike implemented on April
1, 2022, has been effective. Meanwhile, we have also been streamlining our operations,
which has helped us somewhat reduce the number of required staff members. Thanks to
the synergistic effect of these two factors, our hiring situation has been relatively
favorable. With the opening of Fantasy Springs scheduled in the medium term, we were
expecting a considerable increase in employment, but discussions are underway to reduce
the number of staff required by enhancing operational efficiency and saving labor.

I understand that you will be discussing measures to increase net sales and reviewing the
return on investment to address the rise in the investment amount for Fantasy Springs.
Will you be able to secure the level of return that you initially expected, or are you
implying that, as a result of reviewing the return on investment, profit may decrease due to
an increase in depreciation and amortization?

We did not intend to imply the risk of a decreased profit. With the investment amount
exceeding ¥70 billion, we are expecting depreciation and amortization to increase by
several billion yen per year, depending on the useful life of the assets. So, we will discuss
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how much of the cost increase we can make up for by implementing new measures,
although we cannot tell you anything specific. We will also consider how much impact
Fantasy Springs will have on attendance, and how far we can increase net sales from the
planned ¥50 billion level, including measures already under consideration.

Will you possibly raise ticket prices in consideration of an increase in the investment
amount for Fantasy Springs? Are you also considering raising the prices of Disney
Premier Access and making advance reservation available in anticipation of Guests
crowding into the new area?

First of all, nothing has been clearly decided so far regarding ticket prices. However, we
are aware of the necessity to consider various measures if we are to make up for the ¥70
billion in investment, and they are being discussed now. We are extremely confident about
the new area, and are currently considering concrete ways to welcome Guests into the
area. As for ticket prices, it’s not that no measures will be taken, but nothing specific has
been decided yet. However, in the new area, we will be opening Tokyo DisneySea Fantasy
Springs Hotel, which will offer nearly 500 rooms, 10% of which are luxury-type rooms
that are unprecedented in Maihama. We will thus be implementing a range of multifaceted
measures to increase net sales.

Inbound Guests are expected to increase due to the opening of Fantasy Springs. In relation
to this, I’d like to confirm your ticket strategy along with its effect on evening out
attendance.

The opening of Fantasy Springs will serve as a powerful means of attracting inbound
Guests. Tourists from overseas are able to visit our Parks regardless of the day of the
week, so their visits will presumably help us even out attendance. We anticipate that
Fantasy Springs will become a hot topic, enticing tourists to visit our Parks, which will
result in a positive effect on maintaining attendance at a consistent level. With regard to
our ticket strategy for inbound tourists, we naturally anticipate an increase in consumption
because of the recent depreciation of the yen. So, we are hoping that they will not only
push up ticket receipts per Guest, but also hotel stays, contributing to enhancing revenues
from hotels and such.

Regarding your plan on capital expenditures, is it correct to consider that the increase in
capital expenditures for Fantasy Springs will be registered in the next fiscal year? In this
case, is it correct to consider that the investment amount will change if the exchange rate
fluctuates?

With regard to our investment in Fantasy Springs, most of the materials imported from
overseas have already been delivered, so the impact of exchange rate fluctuation is
expected to be minimal, although we may be subject to some impact due to personnel
expenses incurred by the Walt Disney Company and some materials that have not been
transported yet. However, we have registered some reserve funds, so at this point in time,
we do not believe that the investment amount will increase sharply.

Please tell us how your new businesses are progressing. I understand that Oriental Land
Innovations is making investments in businesses. What accomplishments and issues are
you starting to see? Will there be any changes in the direction you are heading toward?

As we disclose on our website, our investment in new businesses is going well. Currently,
we have invested in eight startup ventures, as well as three venture capital firms, including
for the purpose of collecting information. We are taking a long-term perspective without
being sensitive to immediate changes in situations. Initially, we had been trying to keep an
open mind and invest in a wide spectrum of startups with all kinds of possibilities, but
having realized that we need to somewhat narrow down on our investment targets and
deepen our expertise, we have been making investments by carefully discerning whether
the area of investment is appropriate for us. We are getting the hang of it as we proceed, so
we also intend to conduct “selection and concentration” in making new investments.



Q22) Could you share with us updates on the metaverse?

A22) We are currently in the phase of collecting information, so no significant progress has
been made. We are discussing various matters with Disney, but we have not reached a
stage for making any big moves in concrete terms. We are aware of the high anticipation
among the public, but the current situation is as explained.

Q23) Inrecent years, there have been moves to stop offering shareholder benefit programs to
ensure equality among shareholders. Has there been any discussion on this matter and
what is your current policy?

A23) We have a very high proportion of individual shareholders. They are also Guests of our
Parks and many of them look forward very much to receiving shareholder benefits in the
form of Park tickets. Therefore, making changes to our shareholder benefit program has
not been discussed internally.

END

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.



