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I understand that you will not let attendance for the Parks rise back to the pre-COVID
level. What do you think the optimal attendance level is in view of the recent level of
crowdedness, ticket prices, and Guest satisfaction?

We have not yet reached a conclusion as to what the appropriate level of attendance is. We
have been easing the limits on attendance gradually while trying to identify what issues
arise. However, because our Parks have not been able to provide a sufficient array of
entertainment contents in FY3/23, demand tended to concentrate on attractions. In
FY3/24, we are gradually expanding our entertainment programs, as exemplified by
dancers performing in “Disney Harmony in Color.” When demand becomes less
concentrated on attractions, with Guests flowing more to entertainment, the Park
environment will change. We intend to discuss how we should control attendance by
taking such factors into account.

Will you be adopting different policies for limiting daily attendance on weekdays and
weekends/holidays in FY3/24? Or, are you taking into consideration the increase in
attendance resulting from dispersed demand due to expanded entertainment contents? 1’d
like to know the precondition for your attendance projection.

We are projecting annual attendance for FY3/24 to reach 25.1 million. The preconditions
for this figure include the suspended sale of Annual Passports and limits imposed on daily
attendance in line with the basic policy of the 2024 Medium-term Plan as negative factors,
and the Tokyo Disney Resort 40th Anniversary events and a recovery in the number of
inbound tourists as positive factors. We are not yet certain about the optimal limit for daily
attendance. We have gradually eased the limit so far by taking into account the situation at
our Parks and implementing various measures. Although we still cannot tell you at which
point in time we can ease the limit further in FY3/24, we will be doing so in phases when
we are able to ascertain the success of each measure we implement, including the
expansion of entertainment programs. Such strategy is factored into the targeted
attendance figure of 25.1 million. Attendance tends to be higher on weekends/holidays
than on weekdays because the weekend is still when the majority of Japanese workers
have their days off. This is why it will be effective if we can capture overseas tourist
demand on weekdays. Inbound tourists tend to visit on weekdays, so we crucially need to
work on our promotional measures to attract them.

What proportion of overseas tourists visiting Japan come to the Parks? Do you envision
Tokyo Disney Resort as being the very purpose of traveling to Japan for overseas tourists?
If so, are you considering any specific marketing initiatives to achieve this?

Inbound tourists from abroad comprise approximately 4.2% of all our Guests. Before
COVID, we had announced that our overseas Guests accounted for about 10% of all
inbound tourists. Going forward we need to attract more inbound Guests, including from
mainland China. We must delve deeper in our marketing initiatives. For example, to attract
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visitors from Taiwan and Hong Kong and entice them to visit Tokyo Disney Resort, we
must go out there in person and implement promotional measures. Notably, promotion
should be easier in the next fiscal year because Fantasy Springs will open. We also
recognize the importance of narrowing down our target market of overseas visitors.
Although we cannot tell you anything specific, we consider it vital to promote Tokyo
Disney Resort as the very purpose of visiting Japan.

What marketing measures will you implement for inbound overseas tourists in FY3/24?

Most Guests from overseas purchase their tickets through online travel agents. We
resumed ticket sales through such agents in FY3/23, and are stepping up collaborations
with them. We could possibly engage in direct promotional activities at local sites, but
collaborating with online travel agents will most likely be our key marketing strategy.

What is your plan on Annual Passports going forward? Judging from your projection of
attendance for this fiscal year, is it correct to assume that you are unlikely to resume its
sale? Do former Annual Passport holders visit the Parks as frequently as they used to?
Nothing has been decided with regard to our plan on Annual Passports, including whether
or not we will resume selling them, but former Annual Passport holders are vitally
important Guests for us, and we are aware of the need to consider measures that benefit
them. As one measure, we will keep offering a range of preferential invitations to events
and special experiences to members of FUNderful Disney, which is Tokyo Disney
Resort’s Park fan club. We cannot specifically tell you whether former Annual Passport
holders visit our Park as often as they used to, but when we consider the fact that some of
them used to visit dozens of times or even more than 100 times a year, our gut feeling is
that they don’t visit as often now.

Is it correct to envision that attendance will basically show a recovery trend with each
quarter throughout FY3/24 in tandem with the recovery in the number of inbound tourists,
setting aside seasonal impacts?

The COVID pandemic is not completely over yet, but we believe that the general trend in
attendance will basically remain the same as before COVID. This means that attendance is
expected to gradually increase throughout the third quarter, first toward Halloween, and
then even more in the lead-up to Christmas. In addition to this trend, the extent of
recovery in the number of inbound tourists is also a key factor. As the volume of overseas
tourists has a tremendous impact on weekday attendance, the overall attendance level is
expected to gradually increase as inbound tourism recovers.

You mentioned that you will operate variable pricing with increased elasticity in response
to changes in the demand-supply balance. Does this mean tickets will be offered in
increased price ranges? Please share with us the backdrop to this strategy.

The band and range of ticket prices under variable pricing have been and will be
determined in consideration of various survey results and the demand-supply balance. So,
we have nothing particular to inform you of at this point in time with regard to the way we
will operate our ticket prices. FY3/24 being the Tokyo Disney Resort 40th Anniversary
year, a high level of demand can be expected, and we will set prices accordingly. Simply
put, we will increase the proportion of days for which tickets are offered in higher price
ranges vis-a-vis the previous fiscal year.

You mentioned that the attractions and shows revenue component of net sales per Guest is
expected to increase slightly year on year in FY3/24. Could you tell us what specific
measures you are taking? Will tickets for an increased number of days be sold in high
price ranges under variable pricing, or do you intend to expand Disney Premier Access?
We expect an increase in the use of Disney Premier Access. This is partly due to having
some applicable facilities operate throughout the entire year. Another substantial
contributor will be the increase in the number of days for which tickets are sold in high
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price ranges under variable pricing. By the way, we are not looking to significantly expand
the scope of facilities applicable for Disney Premier Access any time soon. Also, please
bear in mind that Disney Premier Access has already been introduced at almost all the
large-scale attractions with longer waiting times, and therefore it cannot be expected to
contribute too much to earnings. Most recently, we introduced Disney Premier Access to
entertainment contents, namely Disney Harmony in Color and Tokyo Disneyland
Electrical Parade Dreamlights, and we may expand it a little more to other entertainment
contents.

Are you thinking of selling Disney Premier Access in combination with multiple
attractions as a package, as in Vacation Packages?

We have been considering the bundled sale of Disney Premier Access. However, having
introduced variable pricing in tickets, we expect the proportion of days for which tickets
are sold in the high-price range will increase in FY3/24 vis-a-vis the previous fiscal year.
Given this situation, we are currently discussing the matter, including whether
encouraging Guests to make an additional payment is really the right thing to do now.
Bundled sale is not the only topic under discussion, but rather we are discussing our
overall ticket strategy including Disney Premier Access.

With regard to food and beverages revenue and merchandise revenue that comprise net
sales per Guest, do you think you may consider introducing a reservation system for
restaurants offering table service or sell expensive merchandise to raise net sales per
Guest?

To raise merchandise revenue as a component of net sales per Guest, we intend to focus on
promoting goods related to the Tokyo Disney Resort 40th Anniversary in FY3/24. As for
food and beverages revenue, we have raised revenue per Guest to 3,000 yen from the
2,300-yen range of about five years ago. This increase is attributable to the introduction of
relatively expensive but high-quality menu items for our table service. In addition, some
restaurants already adopt a priority seating system much like a reservation system. In our
view, the most optimal way to additionally raise food and beverages revenue per Guest, at
least for now, is to enrich our offering of one-hand menu items for Guests to enjoy
whenever they feel a little hungry. In terms of merchandise, we have always offered high-
priced items, although not in large quantities. We don’t see our current strategy as being
perfect, and are always looking for new opportunities.

I believe inbound tourists have a positive impact on leveling out attendance and increasing
net sales per Guest. Are there any differences in the way overseas Guests and domestic
Guests behave at the Parks?

Inbound Guests accounted for 4.2% of all Guests in FY3/23. Region-wise, the proportion
of Guests from South Korea, Taiwan, and Southeast Asia accounted for the largest share,
whereas the number of Guests from mainland China has yet to recover. The consumption
trends of overseas Guests vary by country and individual, and consumption per Guest is
about the same for overseas Guests and domestic Guests. Unfortunately, as inbound
tourism has not yet recovered fully, we haven’t performed a survey on the current
consumption trend of overseas Guests. I believe I will be able to answer your question
when inbound tourism recovers and we resume our survey.

Why did you decide to announce the revised version of the 2024 Medium-term Plan at the
first half-year financial results presentation? Will you factor your ticket strategy for
Fantasy Springs into the revision?

The revision to the 2024 Medium-term Plan to be announced at the first half-year financial
results presentation will primarily involve the return on investment for Fantasy Springs,
investment amount under the Medium-term Plan, level of personnel and depreciation and
amortization expenses for FY3/25, and how we plan to change our financial levels during
FY3/25. At this point, we presumably will not be able to refer to the opening date or other
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details regarding Fantasy Springs.

You mentioned that you will not allow daily attendance numbers to rise back to the pre-
COVID level, but will it be possible to increase annual attendance back to the 30 million
range by dispersing demand within the Parks?

As for daily attendance, at the moment we do not intend to ease the limit all the way back
to the extremely high pre-COVID level. Before COVID, we used to feel a sense of
crowdedness on a certain number of days, although the level of satisfaction and intent to
return did not decrease that much. Having experienced COVID, we have been gradually
shifting to the policy of controlling attendance at a certain level to enhance Guest
satisfaction and improve the Park environment, while aiming to increase net sales per
Guest at the same time. Previously, our strategy was more oriented toward taking
measures to meet the high demand, but now we have shifted slightly toward the vitally
important strategy of seeking an optimal balance between attendance and net sales per
Guest. This is why we do not plan to return to the pre-COVID level, at least for now.
Things are going well at the moment, with operating profit exceeding ¥110 billion,
although we must take into account that attendance is controlled at 22 million and
therefore costs have not reached their usual levels. The favorable outcome testifies to the
fact that we are beginning to find the right balance between attendance and net sales per
Guest. As to whether we will ever be able to restore attendance back to the 30 million
range, we believe the key lies in how we can even out attendance numbers. While tickets
are often sold out on weekends, this is not the case on weekdays, so we need to work on
filling this gap. The hypothetical daily attendance calculated by simply dividing 30 million
by 365 days is not a completely unfeasible figure, but by no means is it easy to achieve
this. For now, we don’t intend to thoughtlessly boost attendance on weekends to achieve
30 million in attendance.

I remember President Yoshida talking in the media about transforming Tokyo Disney
Resort into a staycation-type resort. In view of the high occupancy rates at Disney Hotels,
are you looking to collaborate with external hotels on Vacation Packages, or to capture
inbound tourist Guests with the aim of expanding earnings?

The key point will be the volume of contents offered as part of the Vacation Packages and
how appealing the contents are. In this regard, supplying Vacation Packages based on
Disney Hotels is already almost as much as we can manage. Hence, please understand that
it will not be easy to expand the scope of applicable hotels to include Official Hotels and
others. Meanwhile, offering Vacation Packages with prices of a slightly higher range to
overseas Guests is a possibility under discussion and a strategy we hope to pursue going
forward, especially as demand is expected to increase when Tokyo DisneySea Fantasy
Springs opens next year.

I understand that parades will be performed at different festivals across Japan in
celebration of the Tokyo Disney Resort 40th Anniversary. Does this project mean that you
are looking to “expand beyond Maihama?”” What do you anticipate regarding Guests from
regional areas staying overnight? Please share the discussion process that led to the project
and what expectations you have.

By performing parades nationwide, we aim to revitalize Japan and share our high spirits as
one of our missions, rather than to “expand beyond Maihama.” We have discussed this
initiative with municipalities in preparation for the Tokyo Disney Resort 40th Anniversary.
It has been our long-held desire to go out to regional areas to attract Guests, and
performing parades as part of the anniversary events is part of this strategy. We have no
intention of developing this initiative into a new business.

With the Theme Park business seriously affected by COVID, I believe you have been
making investments in new businesses in an effort to create new earnings pillars. Could
you tell us about the progress you have made on this front?



A16) We have invested in about nine start-up companies, but we have not reached a stage where
we see any of these seeds beginning to blossom into a business segment just yet.

END

Warning

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



