
Greetings! My name is Masayuki Mizushima, and I am the Representative Director & 
President of Hakuhodo DY Holdings Inc.

Please allow me to provide an explanation on the progress we are making under the 
Hakuhodo DY Group’s Medium-Term Business Plan.



We have been moving forward with a variety of initiatives in accordance with the 
Medium-Term Business Plan you can see here, which runs through FY2023.

I will now explain the progress we made in the first half of FY2020. So, please see the 
next slide.
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First, let me discuss revenue.

Revenue excluding investment projects and after adjustments grew steadily in 
FY2019, the first year of the current Medium-Term Business Plan. However, this 
revenue declined 17.2% year on year in the first half of FY2020 due to the significant 
negative impact of the COVID-19 pandemic both in Japan and overseas. 

Meanwhile, within this challenging operating environment, we have been working to 
promptly ascertain sei-katsu-sha insight and corporate needs in the “new normal” 
era. Through these efforts, we are starting to see opportunities where we can leverage 
the Group’s diverse capabilities and have been steadily responding to environmental 
changes accordingly.
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Continuing on, I will explain, in order, the main measures for strengthening structures 
and response capabilities centered on the Medium-Term Business Plan’s three 
fundamentals for growth. 

Please see the next slide.
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The first fundamental for growth I will talk about is “establish a leading position in the 
broader digital domain.”

Billings from the internet media domain, which we adopt as an indicator of progress 
for this domain, saw a decline of 11.1% year on year in the first half. Although we had 
continued to see robust billings growth in this domain to date, many of the industries 
in which we possess strengths were impacted by the COVID-19 pandemic in the first 
half, thus leading to this double-digit decline.

Although we found ourselves in a challenging situation numerically speaking, we 
steadily moved forward with efforts to strengthen our structures and response 
capabilities with a focus on the future.

For details on specific measures, please see the items listed under the Topics section 
of this slide.
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Next, allow me to explain the second fundamental for growth, “strengthen response 
capabilities for borderless corporate activities.” 

Revenue from overseas business declined 8.3% year on year on an overall basis. 
Although Asia saw revenue levels on a par with those of the first half of FY2019, due 
in part to M&A, there was a significant decline in North America.

Meanwhile, although it is not listed on this slide, we were able to maintain operating 
profit before amortization of goodwill from overseas business above the 1 billion yen 
level as a result of our swift efforts to reduce costs in response to the rapid decline in 
revenue due to the COVID-19 pandemic.

For details on specific measures to further strengthen our response capabilities, 
please see the items listed under the Topics section of this slide.
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The last fundamental for growth is “accelerate innovation through external 
collaborations.”

As you can see on this slide, in the first half we collaborated with a diverse range of 
players from different industries and worked to increase efforts toward advancing new 
businesses based on the Group’s sei-katsu-sha insight and creativity.

We also focused our efforts on establishing a foundation for strengthening creativity 
as capital for creating the future.
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As I have now explained, we have been moving forward with a variety of initiatives in 
accordance with our Medium-Term Business Plan, which runs through FY2023. As a result 
of the pandemic, we are seeing a further acceleration in the “shift to complete digitalization,” 
which forms the basis of the strategies under our Medium-Term Business Plan. 

We therefore remain committed to responding to this shift in a flexible and speedy manner.

Meanwhile, the domestic economy and advertising market have sustained tremendous 
damage due to the pandemic, and the path forward to recovery in the economy and the 
advertising market remains unclear.

When formulating the numerical targets of the current Medium-Term Business Plan, we 
based these targets on the assumption that the domestic economy (nominal GDP) and the 
domestic advertising market would grow by roughly 1.5% annually during the period of the 
Medium-Term Business Plan. However, our view of the economy and advertising market has 
unfortunately changed significantly in light of the current situation.

Taking this into account, we have determined that it would not be appropriate to maintain 
our current numerical targets and have withdrawn them accordingly.

Once we are able to reasonably forecast the market outlook over the medium term, we will 
consider new numerical targets and announce them at an appropriate time.
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This concludes my explanation of the progress we are making with the Medium-Term Business 
Plan. Please let me say a few words in closing.

Under the COVID-19 pandemic, sei-katsu-sha, companies, and society at large are undergoing 
significant changes.

Rather than returning to the way things were before, we believe that the world itself is beginning to 
change, with the emergence of new value systems  and lifestyles , and a “new normal.”

Furthermore, clients’ needs and marketing itself are also changing. 

We believe that the Hakuhodo DY Group, too, must evolve flexibly in response to these significant 
changes. We have therefore begun Groupwide discussions and are undertaking a variety of other 
initiatives to advance the digital transformation of the services we provide and structural reform of 
the Company. 

In regard to the current situation in the domestic advertising market, we have been seeing a trend of 
improvement across the market since the second quarter, although there have been differences 
between service categories.

In the second half, we believe the conditions in the TV spot advertising market will recover faster 
than we initially anticipated. We also believe that we will see a gradual improvement in the internet 
media market.

Going forward, we will make Companywide efforts to overcome these adverse circumstances, 
focusing on enhancing our competitiveness and realizing continuous business growth. By doing so, 
we will strive to further improve our corporate value.

Thank you for your attention.


