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FORWARD-LOOKING STATEMENTS
The figures contained in this annual report with respect to Fuji Television’s plans and strategies and other statements that are not historical facts are forward-
looking statements about the future performance of Fuji Television. Such statements are based on management’s assumptions and beliefs in light of the
information currently available to it and involve risks and uncertainties. Actual results may differ from those in the forward-looking statements as a result of
various factors. Potential risks and uncertainties include, without limitation, general economic conditions in Fuji Television’s market and changes in the size of
the overall advertising market.

In the 46 years since it started broadcasting in 1959, Fuji Television Network, Inc. has developed its operations as

one of the leading media companies in Japan. Within this long history, 2005 will, without a doubt, be remem-

bered as an important milestone for Fuji Television. In January 2005, we launched a tender offer bid to make

Nippon Broadcasting System Inc. a wholly owned subsidiary of Fuji Television in order to rectify the somewhat

distorted capital relationship that had been an issue for the companies in the past. Notwithstanding some twists

and turns along the way, Nippon Broadcasting became a 100% subsidiary as planned in September 2005.

Our objective with this change was to create a capital structure with Fuji Television positioned as an operating

holding company, while respecting the self-initiative and autonomy of group companies and encouraging them

to express their creativity to the fullest. As a result, we have created a media group that is second to none in

Japan in terms of the scope of its operations, which encompass the four major media of television, radio, news-

papers, and magazines, as well as visual software, music, and direct marketing, and other businesses.

A highlight of fiscal 2005, ended March 31, 2005, was Fuji Television’s capturing of the “quadruple crown”

in viewer ratings for the first time in 10 years, which attests to the strong reputation Fuji Television’s content

has among viewers in Japan. We are confident that having integrated all aspects of our business—from

content production through distribution and sales—under one group we will be able to sustain a powerful

competitive advantage amid the rapid digitalization of content both now and on into the future. Augment-

ing the realignment of the Fuji Television Group, we expect our leading-edge studios, set to begin opera-

tions in 2007, to further enhance our competitiveness.

The Fuji Television Group has thus made important steps forward toward its next stage of growth.
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Source: Video Research Ltd.

Fuji Television earned a “quadruple crown” in viewer ratings in fiscal 2005. Our traditional strength has been

with younger viewers in the F1 (women aged 20–34) and M1 (men aged 20–34) demographics and it has also

been popular with the Teens segment. We are also gratified to note that our programming is also enjoying

broad and stable support from the F2 (women aged 35–49) and M2 (men aged 35–49) segments. Going for-

ward, we are aware that the aging of society will mean that gaining a substantial share of the F3 (women aged

over 50) and M3 (men aged over 50) segments will become an issue that needs to be addressed. For the time

being, however, we have no plans to change our target demographics.
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NEW FUJI TELEVISION GROUP BY SEGMENT

Comprising television

and radio broadcast-

ing, this is the core

segment of the Fuji

Television Group and accounts for

70% of total sales. Fuji Television

and Nippon Broadcasting are

striving to boost synergies be-

tween radio and television by

jointly operating new studios and

strengthening their content pro-

duction capabilities.

BROADCASTING

MAJOR COMPANIES
■ FUJI TELEVISION
    NETWORK, INC.
■ NIPPON BROADCASTING

SYSTEM, INC.
TOTAL TWO COMPANIES

This segment is com-

posed of specialists in

the production of programming

and in the provision of program-

ming related engineering. Compa-

nies in this segment are working

to boost earnings by proactively

securing orders for programming

production from outside the Fuji

Television Group to augment rev-

enues from programming pro-

duced for the Group.

PROGRAM PRODUCTION
AND RELATED BUSINESS

MAJOR COMPANIES
■ KYODO TELEVISION, LIMITED
■ FUJI CREATIVE CORPORATION
■ FUJI ART, INC.
■ FUJISANKEI COMMUNICATIONS

INTERNATIONAL, INC.
■ HAPPO TELEVISION, INC.
■ SIX OTHER COMPANIES

TOTAL 11 COMPANIES

¥405.2
69%

SALES
(Billions of Yen)

¥49.7
8%

SALES
(Billions of Yen)

Fuji Television established the

Video and Music segment and now

has five segments from the fiscal

year ending March 31, 2006, fol-

lowing changes in the scope of con-

solidation associated with strategic

initiatives to make Nippon Broad-

casting a wholly owned subsidiary.

Broadcasting, the core segment of

the Fuji Television Group, com-

prises Fuji Television and Nippon

Broadcasting and pursues synergies

between television and radio. The

Video and Music segment, which

includes Pony Canyon, links the Fuji

Television Group directly to the

consumer and is expected to help

further expand the Group earnings.

Fuji Television is thus realign-

ing its operations to pave the way

for the next stage of growth for

the Group.

Note: Sales in each segment are calculated
assuming that Nippon Broadcasting was
already a subsidiary in the fiscal year
ended March 31, 2005.
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This is a new segment

established in fiscal

2006 following Pony

Canyon’s becoming a

consolidated subsidiary of Fuji

Televis ion.  Pony Canyon’s

strengths in selling directly to

consumers will support the

development of Fuji Television’s

downstream operations.

VIDEO AND MUSIC

MAJOR COMPANIES
■ PONY CANYON INC.
■ FUJIPACIFIC MUSIC INC.
■ PONYCANYON ENTERPRISE, INC.
■ “FUJI MUSIC PARTNERS”
■ FIVE OTHER COMPANIES

TOTAL NINE COMPANIES

Dinos is a leader in

direct marketing in

Japan through catalogs and

television and is also strengthen-

ing its capabilities in direct sales

via the Internet. The company is

helping the Fuji Television Group

to strengthen a business struc-

ture that is sheltered from the

impact of trends in advertising

revenues.

DIRECT MARKETING

MAJOR COMPANIES
■ DINOS INC.
■ FUJI-TV FLOWER CENTER CO.,

LTD.
TOTAL TWO COMPANIES

This segment combines

companies engaged in

a wide range of busi-

nesses, such as soft-

ware development, publishing,

advertising and leasing, that will

underpin the growth of the Fuji

Television Group.

OTHER

MAJOR COMPANIES
■ FUJIMIC, INC.
■ FUSOSHA PUBLISHING INC.
■ BIGSHOT INC.
■ FUJISANKEI ADVERTISING

WORK INC.
■ FOUR OTHER COMPANIES

TOTAL EIGHT COMPANIES

¥78.1
13%

SALES
(Billions of Yen)

¥68.3
12%

SALES
(Billions of Yen)

¥55.5
9%

SALES
(Billions of Yen)
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LOOKING BACK ON THE FISCAL YEAR
The Fuji Television Group, comprising Fuji Television and its constellation of

consolidated subsidiaries, continued to work aggressively to expand its

operations during fiscal 2005. We endeavored to create and deliver program-

ming that appeals to our viewers and thus take advantage of the second

consecutive year of expansion in the television advertising market. We are

pleased to report that we earned a “quadruple crown” in viewer ratings for

the first time in 10 years by capturing the top spots among broadcasters in

the “golden time” (19:00–22:00), prime time (19:00–23:00), all day (06:00–

24:00), and non-prime (06:00–19:00 and 23:00–24:00) time slots.

We also proactively developed our businesses in areas other than televi-

sion broadcasting, such as movies, events, visual software (home videos and

DVDs), and direct marketing, which resulted in a 4.6% rise in consolidated

net sales, to ¥476,733 million. By business segment, sales in Television Broad-

casting rose 5.1% year on year to ¥370,463 million, advanced 7.4% in Broad-

casting-related Businesses to ¥19,881 million, increased 2.0% in Direct

Marketing to ¥67,966 million, and edged up 1.1% in Other Businesses to

¥18,422 million. In addition, non-advertising revenues comprised 38% of our

total revenues, the highest among television broadcasters in Japan.

Operating income for fiscal 2005 declined 1.1% to ¥43,581 million, repre-

senting operating income in Television Broadcasting of ¥38,785 million (up

2.4% year on year), in Broadcasting-related Businesses of ¥3,137 million (up

36.6%), in Direct Marketing of ¥2,248 million (down 35.3%), and an operat-

ing loss in Other Businesses of ¥732 million, versus operating income of ¥419

million in fiscal 2004.

Increasing our programming production budget in the second half of

the fiscal year to capture a “quadruple crown” was the main reason for the

decline in profit margins in the Television Broadcasting Business. Yet we

A MESSAGE FROM THE MANAGEMENT

FINANCIAL HIGHLIGHTS
Fuji Television Network, Incorporated and Consolidated Subsidiaries
Years ended March 31

Thousands of
Millions of yen U.S. dollars

2004 2005 2005

For the year:
Net sales ¥455,945 ¥476,733 $4,439,268
Operating income 44,065 43,581 405,820
Income before income taxes and
minority interests 42,387 39,730 369,960

Net income 24,714 22,845 212,729
Depreciation and amortization 11,312 12,673 118,009

Per share data (Yen/U.S. dollars):
Net income 22,765 9,056 84.33
Net income (after dilution) – 8,951 83.35
Cash dividends 2,000 5,000 46.56

At year-end:
Total assets 625,786 681,190 6,343,142
Total shareholders’ equity 501,870 479,088 4,461,198

Note: The translation of yen amounts into U.S. dollar amounts is included solely for convenience and has been made,
as a matter of arithmetic computation only, at the rate of ¥107.39=U.S.$1.00, the approximate rate of
exchange in effect on March 31, 2005.
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view this as a strategic investment toward sales expansion in fiscal 2006

onward. Profits declined in the Direct Marketing segment owing to

expanded investments in direct marketing via our CS satellite channels and

the Internet, which offset brisk catalog sales. Net income for the fiscal year

declined 7.6% to ¥22,845 million. The decrease at the net level was larger

than at the operating line because we booked extraordinary losses of ¥3.1

billion, including reserves for doubtful accounts and losses on cancellation

of contracts in the publishing business.

HISASHI HIEDA,
Chairman and
Chief Executive Officer

KOICHI MURAKAMI,
President and
Chief Operating Officer

Source: Video Research Ltd.
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The Fuji Television Group faced a major turning point in fiscal 2005. Spe-

cifically, we undertook a thorough review of the capital structure under which

Nippon Broadcasting was Fuji Television’s largest shareholder and decided

to renovate the management structure and reorganize the Group.

We announced this vision in January 2005 and implemented a tender

offer to acquire all outstanding shares of Nippon Broadcasting. In the midst

of the offering period, however, a third party in the form of the Internet

company livedoor Co., Ltd. acquired a major stake in Nippon Broadcasting,

which delayed our plans. There were several twists and turns from that point

onward, but ultimately, in September 2005, we were able to achieve our

original vision of making Nippon Broadcasting a wholly owned subsidiary of

Fuji Television.

REALIGNMENT OF THE FUJI TELEVISION GROUP
Making Nippon Broadcasting a wholly owned subsidiary is a major step toward

the realignment of the Fuji Television Group. Our new structure following

realignment in terms of segment classifications is as follows. Television Broad-

casting, Broadcasting-related Businesses, Direct Marketing, and Other Busi-

nesses have been regrouped into segments called Broadcasting, Program

Production and Related Business, Direct Marketing, Video and Music, and

Other. The key points to the reclassification are the integration of television

broadcasting undertaken by Fuji Television and radio broadcasting under-

taken by Nippon Broadcasting under the Broadcasting segment and the

addition of the Video and Music segment, in which Pony Canyon Inc., a

subsidiary of Nippon Broadcasting, will play a pivotal role.

We would next like to share our views on our business from the concepts

of our media mix and the multi-dimensional use of content. The media mix

involves increasing the number of points of contact we have with our cus-

tomers. Our customers are television viewers, radio listeners, and book and

magazine readers. Put simply, they are consumers. The Group is peerless in

Japan in its ability to reach its customers through television, radio, newspa-

pers and publications (via Sankei Shimbun Co., Ltd. and Fusosha Publishing

Inc. and other media companies), movies and music (Fuji Television, Pony

Canyon, and other Group companies), events, the Internet, mobile Internet,

distribution (Dinos Inc. and other media companies).

Since the Group has integrated capabilities spanning content produc-

tion through distribution and sales, it is able to use the same content in

multi-dimensional ways and thus boost its profitability. For example, tele-

vision programs produced by Fuji Television are broadcast not only over its

own station, but are also delivered through the FNS network and via Broad-

casting Satellite (BS) digital broadcasts, Communication Satellite (CS) broad-

casts, and the Internet. In addition, we produce and market television

programs, movies, and other visual software and are also working to local-

ize content by selling television programming formats as exemplified by

Iron Chef to overseas markets.

“GUIDED BY THE KEYWORDS
“CONTENT COMPLEX”,
THE FUJI TELEVISION GROUP
AIMS TO BE THE LEADER IN
THE INFORMATION MEDIA
INDUSTRY.”
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The realignment mentioned previously has created a capital structure in

which Fuji Television has management control over the entire Group. How-

ever, gaining control was not the goal of the realignment—our policy is to

respect the self-initiative and autonomy of group companies and maintain

an environment that allows them to express their creativity to the fullest. We

think this is the kind of fertile ground necessary to foster high-quality con-

tent. At the same time, we will aggressively pursue synergies within the Group

and enhance the sense of group unity and teamwork, which underpins the

spirit of our media mix and multi-dimensional use of content.

FUNDAMENTAL STRATEGIES REFLECTING EACH OF OUR MEDIA
For the media mix and multi-dimensional use of content concepts to work,

we need to formulate fundamental strategies based on an understanding of

the features of each type of media. In our television business, we will con-

tinue working to create appealing programs for delivery to the Group. How-

ever, we will not hesitate to supply programming to visual software companies

who are at the same time our competitors. We are currently constructing

new studios near the Fuji Television headquarters to sustain our ability to

create programming that wins loyal support from our viewers. The studios,

scheduled to become operational in 2007, will dramatically enhance the

Group’s content production capabilities.

A key feature of Fuji Television is the strong support it receives from

younger audiences, something it has in common with Nippon Broadcasting.

We are confident that the strengths of both companies will generate further

synergies. Radio has the advantage of being able to provide audiences with

information when they are outdoors or on the move. We think there are

various opportunities on offer by leveraging the strengths of both television

and radio in the pursuit of Group synergies.

Fuji Television believes that its businesses in movies and music should be

fully integrated both in upstream content creation and downstream, at the

point of contact with customers. Fuji Television has an extremely impressive

track record in movies; the Group has made six of Japan’s top-10 ranking

live-action movies in box office revenues. In recent years, the television spin-

off Bayside Shakedown 2, which premiered in 2003, set an all-time high for

box office revenues for a live-action movie, and Umizaru and Swing Girls

were also strong commercial successes. Aggressive promotion over television

and radio at the debut of these movies paid off and sales of visual software

was also a major contributor to earnings. In our music business, we are build-

ing a structure to integrate both our upstream and downstream businesses,

from the discovery and fostering of artists to the production and sale of CDs.

The Fuji Television Group views broadcasting and telecommunications to be

complementary, rather than conflicting, businesses. We are channeling per-

sonal and funds toward the development of new services delivered via the

Internet, both PC-based and mobile, and believe that this area will yield our

next generation of revenue drivers. To cite a few specific examples, in July

2005, we launched Fuji TV On Demand, a fee-based service to deliver

JAPANESE RANKING MOVIE
(BY BOX OFFICE REVENUE)

Box Office
Revenue

(Billions of Yen)

 1 BAYSIDE
SHAKEDOWN 2 2003 17.3

 2 ANTARCTICA 1983 11.8

 3 THE ADVENTURES OF
MILO AND OTIS 1986 10.8

 4 BAYSIDE
SHAKEDOWN 1998 10.6

 5 HEAVEN AND EARTH 1990 10.1

 6 TUNHUNG 1988 9.0

 7 THE BURMESE HARP 1985 5.9

 8 TIME TRAVELLER 1983 5.6

 9 KAGEMUSHA 1980 5.4

10 TASMANIAN STORY 1990 5.0

Note: Excludes animation. Highlighted titles are

made by Fuji TV

Source: Motion Pictures Producers Associates

2002, Toho, Fuji TV

NET SALES OF COMMERCIAL
TV BROADCASTERS
Year ended March 31, 2005

(Billions of Yen)
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Note: Fuji TV: Fuji Television Network, Inc.

NTV: Nippon Television Network Corporation

TBS: Tokyo Broadcasting System, Inc.

EX: TV Asahi Corporation

TX: TV TOKYO Corporation

Source: Fiscal 2005 flash earnings reports from

each company.
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broadband visual content via IP broadcasting. We intend to foster this busi-

ness gradually, starting with the broadcast of sports relays and other popu-

lar television broadcasts and original content delivered through CS satellite.

We envision “one segment broadcasts” delivered to such mobile termi-

nals as mobile phones and car navigation systems via terrestrial digital televi-

sion that will start from spring 2006. This will thus broaden the times and

locations for viewing opportunities. We have high expectations that the com-

bination of mobile phones—a practically indispensable item for young

people—and the strong popularity of the Group among younger audiences

will be a driving force in creating promising new markets.

Furthermore, we are also aiming for deeper synergies with television,

radio, and the Internet in our newspaper, publishing, and distribution busi-

ness led by catalog sales. These operations target demographics whose needs

are not met fully by media delivered over the airwaves.

BECOMING A “CONTENT COMPLEX”
Taking a fresh look at the Group’s strengths now that its realignment is under

way, we conclude that content is the lifeblood of our business. In particular,

content in the digital era must make a clear departure from preconceived

notions about programming and movies. There must be a trinity of planning,

technology, and rights. Video assets need to be archived and networked, and

it is critical to have a platform to enable a single work of content to sustain a

range of revenue streams. The Group has aggregated both upstream and down-

stream functions, from content production through to distribution and sales,

and is capable of combining its functions in an optimal fashion. We have dubbed

the words “Content Complex” as symbols of our Group strategy.

The success of Bayside Shakedown is a good example of our Content Com-

plex strategy in action. Bayside Shakedown was originally a serialized drama

that aired from January to March 1997. It marked strong viewer ratings from

the outset and three special programs were aired after the initial series ended.

It goes without saying that the series led to high advertising revenues. The

show’s popularity led to plans for a movie spin-off, which resulted in the

1998 debut of Bayside Shakedown–The Movie. The 2003 sequel Bayside Shake-

down 2 set new records for box office revenues in Japan. Naturally, both

movies were also released as videos and DVDs and generated substantial

earnings for the Group. In addition, Daiba, the setting for the movie, is where

our headquarters is located, and various events inspired by our content were

held there and sales of related merchandise also contributed to our profits.

The point we would like to emphasize is that Fuji Television owns the

rights to Bayside Shakedown. We thus achieved the trinity of planning, tech-

nology, and rights mentioned above. Umizaru, a movie that debuted in 2004,

was remade into a serialized drama in 2005 marking high viewer ratings.

A sequel to the movie is under consideration. We are also broadening our

capabilities in anime, a form of entertainment in which Japan leads the world,

most notably through capital participation in Gonzo Digimation Corporation,

a leader in digital anime and investment in and joint production of movies to

be made by that company.

NON-ADVERTISING REVENUE
(NON-CONSOLIDATED)

(Billions of Yen)
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OUR NEXT MOVES
At the start of 2005, Fuji Television management delivered a message to all

employees saying that it is time to make our next moves as the number one

group in the industry, particularly now that we are currently ahead of the

competition. One of our next moves is the start of operations in March 2007

at our new studios provisionally called the Rinkai Fukutoshin Studios. The

new facility will double the number of stages, from 10 to 20, concentrate

studios heretofore dispersed in one location, and fortify post-production and

other functions. We expect the new studios will help use create appealing

content even more efficiently and control overall costs. Further, the studios

will be both a new media and a landmark itself and make a major contribu-

tion to the holding of various events.

In another move, we think the establishment of the SBI BB Media Fund

with Softbank Investment Corp., a company with a strong record in venture

capital investments, will be particularly significant going forward. We expect

the combination of Softbank Investment’s expertise in fund management

and the Fuji Television Group’s discerning eye for media talent will uncover

promising venture companies in the areas of video, music, publishing, and

broadband. We have high expectations for the fund, both in terms of invest-

ment performance and also for the potential for synergies created via col-

laborations between the companies discovered by the fund and the Fuji

Television Group.

LINKING DIVIDENDS TO EARNINGS
We reviewed our dividend policy in fiscal 2005 and have now linked our

dividend payments to our earnings performance. We paid an annual divi-

dend of ¥5,000 per share in fiscal 2005, a substantial increase versus ¥2,000

per share paid in the previous fiscal year. We are targeting a dividend payout

ratio of 50% and plan in fiscal 2006 to proactively implement measures to

return profits to shareholders while considering a balance between both

earnings during the fiscal year and the need for internal reserves to support

our ongoing growth.

The Fuji Television Group will work to give full expression to its Group

strengths following its reorganization and continue to expand its operations.

We thank our shareholders for their ongoing support and understanding.

September 2005

“IT IS TIME TO MAKE OUR
NEXT MOVES AS THE
NUMBER ONE GROUP IN
THE INDUSTRY”

Hisashi Hieda,

Chairman and

Chief Executive Officer

Koichi Murakami,

President and

Chief Operating Officer
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FUNDAMENTAL THINKING
By organically combining a transmission network (i.e., in-

frastructure) with programming (i.e., content), Japan’s

terrestrial broadcasting has attained among the world’s

highest levels of both diffusion and quality. It is fulfilling

the public’s right to receive information and become

indispensable to people’s lifestyles and safety as a vehicle

through which culture is communicated. Fuji Television

is working to strengthen its corporate governance sys-

tems. These efforts are guided not only by the aim of

maximizing shareholder value, but also as a key media

and mass communications company to honor its social

mission to maintain its lifeline functions, such as emer-

gency and disaster announcements, and to responsibly

deliver content.

STATUS OF IMPLEMENTATION OF
CORPORATE GOVERNANCE MEASURES
Fuji Television’s Board of Directors comprises 17 direc-

tors. The Board of Directors selects members for the Board

of Senior Executive Managing Directors, an organization

that seeks to unify opinions over business execution, and

also supervises the progress of business execution. The

Board of Senior Executive Managing Directors directs the

business execution of each of Fuji Television’s operating

and administrative divisions.

Monitoring the performance of management, the

Board of Corporate Auditors comprises five corporate

auditors, of which two are external corporate auditors,

and is responsible for continually monitoring the busi-

ness execution of the Board of Directors. Fuji Television

has contracted with Ernst & Young ShinNihon to provide

accounting audit services, which are provided by seven

Certified Public Accountants and eight junior accountants.

Working to maintain transparency in its corporate gov-

ernance system, Fuji Television discloses the total remu-

neration paid to its directors, corporate auditors, and

accounting auditors.

BOARD OF DIRECTORS
Chairman and Chief Executive Officer
HISASHI HIEDA

President and Chief Operating Officer
KOICHI MURAKAMI

Executive Vice Presidents
RYOSUKE YOKOI
YUJI ITOYAMA

Senior Executive Managing Directors
MASAKI MIYAUCHI
KOH TOYODA
YOSHIAKI YAMADA

Executive Managing Directors
SHUJI KANOH
HIDEAKI OHTA
MASAMI OBITSU
MASUMI UCHIBORI
TOYOCHIKA AKIHO
ISAO MATSUOKA
SHIGEKI SATO
MICHIO IZUMA
TAKAFUMI BEPPU
TAKEHIKO KIYOHARA

CORPORATE AUDITORS
SHUNICHIRO KONDO
HACHIRO ITO
KIYOSHI ONOE
ROKURO ISHIKAWA
YUZABURO MOGI

(As of August 1, 2005)

CORPORATE GOVERNANCE

BOARD OF DIRECTORS AND
CORPORATE AUDITORS
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FINANCIAL SUMMARY
Fuji Television Network, Inc. and Consolidated Subsidiaries
Years ended March 31

Thousands of U.S. dollars
Millions of yen (except where noted)  (Note)

2000 2001 2002 2003 2004 2005 2005

For the year:

Net sales ¥412,237 ¥439,838 ¥436,902 ¥429,004 ¥455,945 ¥ 476,733 $ 4,439,268

Broadcasting 308,616 334,330 334,427 328,683 352,558 370,463 3,449,697

Program production and

related businesses 17,615 20,483 20,911 18,968 18,507 19,881 185,129

Direct marketing 65,371 61,999 59,810 61,084 66,654 67,966 632,889

Other 20,634 23,024 21,752 20,267 18,225 18,422 171,543

Cost of sales 259,671 262,880 269,356 271,605 289,371 301,561 2,808,092

Selling, general and

administrative expenses 115,586 122,991 121,610 120,130 122,509 131,591 1,225,356

Operating income 36,979 53,966 45,935 37,268 44,065 43,581 405,820

Other income (expenses) 2,296 (19,959) (12,171) (6,605) (1,678) (3,851) (35,860)

Income before income taxes and

minority interests 39,275 34,006 33,763 30,663 42,387 39,730 369,960

Net income 21,380 17,601 17,303 14,816 24,714 22,845 212,729

Depreciation and amortization 9,803 9,796 10,157 10,329 11,312 12,673 118,009

Cash flows from operating activities 31,354 40,455 30,876 33,458 45,256 44,673 415,988

Cash flows from investing activities (7,880) (13,879) (25,001) (32,245) (68,067) (135,516) (1,261,905)

Cash flows from financing activities (16,295) (18,805) (2,707) (11,566) 92,956 76,731 714,508

Per share data (Yen and U.S. dollars):

Net income ¥ 19,925 ¥ 16,444 ¥ 16,179 ¥ 13,617 ¥ 22,765 ¥ 9,056 $ 84.33

Net income (after dilution) – – – – – 8,951 83.35

Cash dividends 1,450 1,750 1,750 1,750 2,000 5,000 46.56

At year-end:

Total assets ¥443,658 ¥483,928 ¥485,594 ¥480,913 ¥625,786 ¥ 681,190 $ 6,343,142

Total shareholders’ equity 326,218 359,466 373,973 367,796 501,870 479,088 4,461,198

Ratios:

Return on assets (%) 5.0 3.8 3.6 3.1 4.5 3.5

Return on equity (%) 6.8 5.1 4.7 4.0 5.7 4.7

Return on sales (%) 5.2 4.0 4.0 3.5 5.4 4.8

Equity ratio (%) 73.5 74.3 77.0 76.5 80.2 70.3

Interest coverage (Times) 49.5 146.9 242.1 257.8 354.5 363.1

Note: The translation of yen amounts into U.S. dollar amounts is included solely for convenience and has been made, as a matter of arithmetic computation only, at the rate of
¥107.39=U.S.$1.00, the approximate rate of exchange in effect on March 31, 2005.

NET SALES BY OPERATION (NON-CONSOLIDATED)
Fuji Television Network, Inc.
Years ended March 31

Thousands of U.S. dollars
Millions of yen (except where noted)  (Note)

2000 2001 2002 2003 2004 2005 2005

Broadcasting:

Network time ¥121,534 ¥131,183 ¥132,489 ¥131,204 ¥130,623 ¥133,905 $1,246,904

Local time 26,699 25,741 24,345 22,547 21,639 22,041 205,243

Spot 117,169 132,067 125,646 121,204 124,116 140,641 1,309,628

Other 21,274 25,108 28,312 27,385 28,450 28,431 264,745

Other operations 26,828 25,544 29,171 31,386 53,226 51,018 475,072

Total ¥313,505 ¥339,644 ¥339,965 ¥333,726 ¥358,056 ¥376,039 $3,501,620

Note: The translation of yen amounts into U.S. dollar amounts is included solely for convenience and has been made, as a matter of arithmetic computation only, at the rate of
¥107.39=U.S.$1.00, the approximate rate of exchange in effect on March 31, 2005.

6-YEAR SUMMARY
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CHANGES TO CLASSIFICATIONS OF
OPERATING SEGMENTS
As shown in the table below, from the start of the fiscal

year ending March 31, 2006, we revised our operating

segment classifications in line with the changes to the

scope of consolidation resulting from Nippon Broadcast-

ing System Inc. becoming a wholly owned subsidiary of

Fuji Television. Fuji Television’s television broadcasting

business and Nippon Broadcasting’s radio broadcasting

business have been combined under the Broadcasting

segment. In addition, we have made Video and Music an

independent segment, separating it from its previous

inclusion in the Other segment to reflect its increased

importance now that Pony Canyon Inc. is a consolidated

subsidiary, among other factors.

Further, major companies that were previously

categorized under Other Businesses but have now been

reclassified under Video and Music include Fujipacific

Music Inc. and Fujipacific Music (USA), Inc.

Segment classifications of newly consolidated subsid-

iaries are Nippon Broadcasting under Broadcasting; Pony

Canyon and PonyCanyon Enterprise under Video and

Music; and Nippon Broadcasting Project, Big Shot,

Fujisankei Advertising Work, and LF Holdings under Other.

Net Sales Operating Income
Business Segment (Billions of Yen) (Billions of Yen)

2005 2005

Broadcasting 405.2 36.6

Program Production and
Related Businesses 49.7 3.0

Direct Marketing 68.3 2.2

Video and Music 78.1 5.3

Other 55.5 0.9

Eliminations (68.6) 0

Total 588.2 48.0
Note: Figures for the fiscal year ended March 31, 2005 assume that Nippon

Broadcasting was already a subsidiary in that fiscal year.

FINANCIAL POSITION (AS OF JUNE 30, 2005)
As shown below, major line items in the consolidated

balance sheets have changed in the first quarter of fiscal

2006 from the end of fiscal 2005 in line with the changes

to the scope of consolidation resulting from Nippon

Broadcasting System becoming a consolidated subsidiary

of Fuji Television.

Total assets increased by ¥37,148 million, from

¥681,190 million to ¥718,348 million, reflecting an

increase in the number of subsidiaries resulting from

changes in the scope of consolidation. Total current assets

fell by ¥65,022 million from the end of fiscal 2005 to

¥253,788 million, reflecting investments in Nippon Broad-

casting and livedoor Co., Ltd., among other factors. Total

fixed assets increased by ¥102,180 million from the pre-

vious fiscal year-end to ¥464,560 million, which is also

attributable to changes in the scope of consolidation.

On the other side of the balance sheet, total current

liabilities increased by ¥29,876 million to ¥128,028

million owing to a rise in short-term borrowings and

other factors.

Total long-term liabilities rose by ¥72,088 million to

¥165,952 million, owing primarily to the booking of

Nippon Broadcasting’s holdings of Fuji Television stock

as deferred tax liabilities.

Total shareholders’ equity fell by ¥58,462 million to

¥420,626 million, owing primarily to a ¥71,289 million

increase in treasury stock versus the end of the previous

fiscal year.

The shareholders’ equity ratio fell to 58.6% versus

70.3% at the end of fiscal 2005.

DIVIDEND POLICIES
Our fundamental policy regarding the distribution of

profits is to determine the optimal measures for share-

holder returns based on a comprehensive review of the

Company’s earnings during a given fiscal period, the out-

look for the following fiscal period onward, the need to

retain internal reserves to support future growth, and

trends in the Company’s stock price.

During fiscal 2005, we strove to aggressively imple-

ment our capital and financial strategies and bolster re-

turns for our shareholders. As one facet of such efforts

and from the perspective of linking our earnings with

our dividend payout, we decided for fiscal 2005 to aim

for a dividend payout ratio of 50% and thus paid a year-

end dividend of ¥4,400 per share. This, combined with

our interim dividend, brought the annual dividend to

¥5,000 per share. From fiscal 2006 onward, we will con-

tinue endeavoring to enhance our shareholder returns.

MANAGEMENT’S DISCUSSION AND ANALYSIS
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BUSINESS PERFORMANCE OF FISCAL 2005,
ENDED MARCH 31, 2005
We worked aggressively to expand our core Television

Broadcasting business as well as our Broadcasting-related

Businesses, Direct Marketing, and Other Businesses. Con-

solidated net sales for the Fuji Television Group rose 4.6%

year on year to ¥476,733 million but operating income

dipped 1.1% to ¥43,581 million owing to the profit decline

in Direct Marketing and the losses in Other Businesses.

Recurring profit fell 2.4% to ¥44,478 million as an

improvement in investments in equity-method affiliates

was offset by a decline in rental income. Net income for

fiscal 2005 declined 7.6% to ¥22,845 million, owing to the

impact of extraordinary losses, such as additions to provi-

sions for loan loss reserves for Fusosha Publishing.

TELEVISION BROADCASTING
The Television Broadcasting segment reflects the earn-

ings of the parent company. Continuing the success of

the interim period, we earned a “quadruple crown” in

viewer ratings for the first time in ten years by capturing

the top spots in the “golden time” (19:00–22:00), prime

time (19:00–23:00), all day (06:00–24:00), and non-prime

(06:00–19:00 and 23:00–24:00) time slots, thanks again

to the support of our viewership. As a result, revenues in

our mainstay broadcasting operations rose 7.3% year on

year to ¥296,588 million, reaching an all-time high.

In network time advertising sales, advertising sales of

regular programming was up year on year owing to com-

paratively steady sales following a realignment of our

programming in April and October 2004. Network time

sales rose 2.5% year on year and reached an all-time high.

In local time advertising sales, sales of regular pro-

gramming and one-off sales of programming, including

year-end/New Year’s programming, helped sales rise 1.9%

over the previous year’s performance.

Spot advertising sales climbed 13.3% year on year and

reached a record high. Efficient slot management was

rewarded with an expansion in market share.

Among non-advertising revenues, we scored major

hits with movies. In addition, Cirque du Soleil’s Alegria 2

Japan Tour—which is scheduled to run through the end

of November 2005—has been very well received and sales

in our rights business have been strong thanks to DVD

sales as well as games for mobile phones. That said,

revenues were down 4.1% and fell short of the record

revenues of fiscal 2004. Notwithstanding sales in the Tele-

vision Broadcasting segment as a whole rose 5.0% year

on year to ¥376,039 million, setting a new record for the

second consecutive year.

On the cost side, we faced an increase in program-

ming production costs, a decline in profit margins in

NET SALES BY SEGMENT

(Billions of Yen)

■ Broadcasting

■ Program production and related businesses

■ Direct marketing ■ Other business

NET SALES BY OPERATIONS
(NON-CONSOLIDATED)

(Billions of Yen)

■ Network time ■ Local time

■ Spot ■ Other ■ Other operations

COST OF SALES AND SG&A
EXPENSES

(Billions of Yen)

■ Cost of sales

■ Selling, general and administrative expenses
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non-advertising businesses, and an upturn in agency

commissions. Yet the rise in sales led to a 2.4% increase

in segment operating income to ¥38,785 million.

PROGRAM PRODUCTION AND RELATED BUSINESSES
This segment consists of subsidiaries involved in program

production, set design, engineering, and other activities.

Subsidiaries were successful in expanding programming-

related sales, increasing sales from areas other than pro-

gramming, and winning customers from outside the

group and at the same time working to cut costs as a

percentage of sales. Consequently, Program Production

and Related Businesses sales amounted to ¥49,683 million

(up 5.9% year on year) and operating income jumped

36.6% to ¥3,137 million.

Kyodo Television Ltd. and other programming pro-

duction companies are focusing on the secondary use of

programming as a source of revenues from copyrights.

They are conducting sales activities with an aim to

improve their earnings. Additionally, each company is cur-

rently making preparations to build an even more effi-

cient programming production system at the Rinkai

Fukutoshin Studios (provisional name), which are sched-

uled to open in April 2007.

DIRECT MARKETING
Our Direct Marketing business posted a 1.9% rise in sales

to ¥68,366 million thanks to catalog sales primarily of

health and beauty products. Yet, expanded investment

in the Fuji TV Dinos business and our customer strategy

inflated costs and resulted in a 35.3% decline in segment

operating income to ¥2,248 million.

OTHER
Results in this segment were mixed. Software developer

Fujimic saw major orders from Fuji Television run their

course, but was able to increase sales from external

sources and posted earnings near the record posted in

fiscal 2004. Fujisankei Jinzai Inc. merged with Japan

Executive Center, Inc. on April 1, 2004 (the start of fiscal

2005) and thus has both temporary staffing and place-

ment functions. The benefits of the merger surfaced in

the form of higher revenues and profits. On the other

hand, Fusosha Publishing Inc. posted a sizeable loss for

the fiscal year, a slump in sales of magazines and books

was compounded by an extraordinary loss owing to the

collapse of one of its business partners. Although sales

rose 1.4% to ¥30,431 million, the segment posted an

operating loss of ¥732 million.

OPERATING INCOME

(Billions of Yen)

■ Broadcasting

■ Program production and related business

■ Direct marketing ■ Other business

NET INCOME, NET INCOME PER
SHARE AND RETURN ON SALES

(Billions of Yen)                                     (Yen)

■ Net income (Left) ■ Net income per share (Yen)

— Return on sales (%)

TOTAL ASSETS,
TOTAL SHAREHOLDERS’ EQUITY
AND EQUITY RATIO
(Billions of Yen) (%)

■ Total assets ■ Total shareholders’ equity

— Equity ratio (Right scale)
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CASH FLOWS
Net cash provided by operating activities during fiscal

2005 decreased ¥583 million from the same period of the

previous year to ¥44,673 million, reflecting primarily a

downturn in earnings in the Direct Marketing business

despite a rise in sales and an operating loss in the Other

segment, which offset the rise in sales and earnings in

the core Television Broadcasting and the Program Pro-

duction and Related Businesses segments.

Net cash used in investing activities increased ¥67,449

million to ¥135,516 million owing mainly to funds used

in the acquisition of land for the construction of new

studios and an increase in the acquisition of investment

securities related to the tender offer for Nippon

Broadcasting’s shares.

Net cash provided by financing activities declined

¥16,225 million to ¥76,731 million. Although the Com-

pany issued ¥80.0 billion in unsecured convertible bonds

with stock acquisition rights during fiscal 2005, in the

previous fiscal year the Company raised ¥92.9 billion

through a capital increase.

As a result, cash and cash equivalents at the end of

the fiscal year totaled ¥113,408 million, an ¥11,824 million

decline year on year.

BUSINESS PERFORMANCE OF THE THREE
MONTHS ENDED JUNE 30, 2005
The Fuji Television Group posted a 25.9% year-on-year

rise in consolidated net sales for the first quarter (April–

June) of fiscal 2006 to ¥148,321 million, reflecting in part

the addition of seven companies to the scope of consoli-

dation. Despite the lift in profits from newly consolidated

subsidiaries, however, operating income fell 6.3% to

¥17,031 million owing to declining Broadcasting segment

earnings and an increase in expenses in the Direct Mar-

keting segment. Net income for the quarter fell 18.9%

to ¥8,949 million, reflecting an increase in taxes includ-

ing enterprise taxes and other adjustments and an

increase in minority interests.

BROADCASTING
The Broadcasting segment represents the earnings of the

parent company and those of Nippon Broadcasting. Amid

healthy conditions in the advertising market, strong

viewer ratings helped the Television Broadcasting busi-

ness boost broadcasting revenues above the good results

of the previous year. Other operations revenues were up

sharply, driven by events (including Alegria 2), merchan-

dising (including mobile phone sites and Alegria merchan-

dise), and video (including Dragonball GT). With the

addition of the newly consolidated Radio Broadcasting

business, first-quarter sales rose

11.5% year on year to ¥105,320

million, but operating income fell

11.0% to ¥15,284 million, reflect-

ing a year-on-year decline in profit

margins in other operations. Tele-

vision Broadcasting business sales

were ¥98,487 million (up 4.3%

year on year) and Radio Broad-

casting business sales were ¥6,836

million (for reference, this is a

year-on-year decline of 5.1%).

FREE CASH FLOWS

(Billions of Yen)

RETURN ON ASSETS AND
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PROGRAM PRODUCTION AND RELATED BUSINESSES
This segment consists of subsidiaries involved in program

production, set design, engineering, and other activities.

Subsidiaries in this segment worked to cut costs and increase

revenues from external sources. Thanks to these efforts, first

quarter sales in the Program Production and Related Busi-

nesses rose 10.5% year on year, to ¥11,696 million, and

operating income rose 66.6% to ¥477 million.

DIRECT MARKETING
Sales remained firm in the Direct Marketing segment on

the back of beauty and health products offered through

our catalog media. While sales rose year on year, operat-

ing income declined due to increases in expenses related

to logistics and production of direct marketing materi-

als. Orders taken via the Internet, however, were signifi-

cantly higher than a year ago.

First quarter sales in the Direct Marketing segment

rose 2.3% year on year to ¥17,018 million, but operating

income fell 35.7% to ¥651 million.

VIDEO AND MUSIC
Video and Music is a newly established segment com-

prising nine companies, including two that were newly

consolidated. Pony Canyon substantially exceeded initial

expectations thanks in part to impressive sales of the DVD

box set Dragonball GT, which contributed to segment

sales of ¥17,755 million and operating income of ¥569

million for the first quarter.

OTHER
The Other segment comprises eight companies, including

four that were newly consolidated. First-quarter sales in

this segment jumped 110.7% year on year to ¥13,987 mil-

lion and operating income was ¥598 million, owing to such

factors as growth in orders for software development.

CASH FLOWS
In the first quarter of fiscal 2005, consolidated net cash

provided by operating activities totaled ¥1,342 million, a

year-on-year increase of ¥1,458 million as the increase in

accounts receivable was less than a year ago, despite

higher payments for enterprise taxes and other outflows.

Net cash used in investing activities amounted to

¥17,182 million, a ¥35,952 million decline in net outflows.

Funds used in the acquisition of shares of livedoor Co.,

Ltd. and the tender offer by Nippon Broadcasting to

acquire its own shares were offset by inflows from the

sale of euroyen bonds, Japanese government bonds, and

other marketable and investment securities.

Net cash used in financing activities amounted to

¥64,137 million, reflecting a ¥62,185 million increase in

net outflows, such as those used to repay the long-term

borrowings of newly consolidated subsidiaries.

As a result, cash and cash equivalents at the end of

the first quarter totaled ¥45,225 million, a ¥24,785 mil-

lion decrease versus the first quarter of fiscal 2005.

QUANTITATIVE DATA RELATED TO
EARNINGS FORECASTS
Consolidated earnings in the first quarter outpaced our

initial projections, particularly in the Video and Music and

Direct Marketing segments. We expect earnings to remain

firm going forward and are therefore revising up the

interim and full-year earnings forecasts we announced

in May 2005.

For the interim period, we now forecast gains in both

sales and profits with consolidated net sales of ¥287.5

billion, recurring profit of ¥21.9 billion, and net income

of ¥11.0 billion. For the full year, we now forecast a rise

in sales but a decline in profits with consolidated net sales

of ¥571.8 billion, recurring profit of ¥45.6 billion, and

net income of ¥22.2 billion.
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CONSOLIDATED BALANCE SHEETS
Fuji Television Network, Incorporated and Consolidated Subsidiaries
At March 31,
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CONSOLIDATED STATEMENTS OF INCOME
Fuji Television Network, Incorporated and Consolidated Subsidiaries
Years ended March 31,
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CONSOLIDATED STATEMENTS OF SHAREHOLDERS’ EQUITY
Fuji Television Network, Incorporated and Consolidated Subsidiaries
Years ended March 31,
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CONSOLIDATED STATEMENTS OF CASH FLOWS
Fuji Television Network, Incorporated and Consolidated Subsidiaries
Years ended March 31,
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NOTES TO CONSOLIDATED FINANCIAL STATEMENTS
Fuji Television Network, Incorporated and Consolidated Subsidiaries
March 31, 2005
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REPORT OF INDEPENDENT AUDITORS



FUJI TELEVISION NETWORK, INC.
HEAD OFFICE:
2-4-8, Daiba, Minato-ku, Tokyo 137-8088, Japan

INCORPORATED:
November 1957

INVESTOR RELATIONS OFFICE:
Head Office:

Phone:+81-3-5500-8258

Fax: +81-3-5500-8249

URL: http://www.fujitv.co.jp

TRANSFER AGENT AND REGISTRAR:
Mizuho Trust & Banking Co., Ltd.

1-6-2, Marunouchi, Chuo-ku, Tokyo 135-8722, Japan

STOCK LISTING:
First Section of the Tokyo Stock Exchange

(Listed on August 8, 1997)

CODE NUMBER:
4676

NUMBER OF SHAREHOLDERS:
114,405

(As of March 31, 2005)

NUMBER OF SHARES:
Issued: 9,000,000

Outstanding: 2,938,002.84

(As of September 1, 2005)

Note: The Company carried out a 2-for-1 stock split on May 20, 2004. There-
fore, the authorized number of shares issued and the number of shares
issued and outstanding are subject to increase.

INDEPENDENT AUDITORS:
Ernst & Young ShinNihon

Certified Public Accountants

NUMBER OF SUBSIDIARIES AND AFFILIATES:
Consolidated subsidiaries: 32

Non-consolidated subsidiaries

accounted for by the equity method: 4

Affiliates: 35

(including 8 affiliates accounted for by the equity method)

(As of June 30, 2005)

INVESTORS’ INFORMATION

FUJI NETWORK SYSTEM
Fuji Television inaugurated its broadcasting service in 1959 along

with three domestic affiliated stations. The Fuji Network System

(FNS) was established as a network for the distribution of program-

ming to affiliated companies. Today, the FNS comprises 28 stations

and reaches approximately 98% of the Japanese population. Ter-

restrial broadcasting was changed over to a digital format from

2003, starting in Tokyo, Nagoya, and Osaka, to be followed by the

debut of nationwide service in 2006. FNS will work as a team to be

a winner in the era of digital terrestrial broadcasting.

Note: The accounts of the FNS member companies, other than those of Fuji Tele-
vision, are not included in Fuji Television’s consolidated financial accounts.

FUJISANKEI COMMUNICATIONS GROUP
The Fujisankei Communications Group (FCG) is one of the world’s

largest mass media conglomerates, comprising nearly 100 compa-

nies and representing Japan’s most powerful network of television,

newspaper, radio, publishing, music and video, direct marketing,

real estate, and museum management entities.

Note: The FCG includes companies that are not consolidated in Fuji Television’s
financial accounts.
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NOTES:
1. BROADCASTING LAWS AND REGULATIONS IN JAPAN
Fuji Television Network, Inc.’s operations are governed by the Radio

and Broadcasting Laws of Japan. Under these laws, those applying for

a broadcasting license must have construction plans for broadcasting

facilities that conform to the technological standards set forth in the

laws, meet the requirements for being assigned a frequency based on

the frequency-use plan established by the Ministry of Public Manage-

ment, Home Affairs, Posts and Telecommunications (MPHPT), main-

tain capital sufficient for carrying out the operations for which the

application was made, and conform to the basic standards for the

establishment of a broadcasting station as set forth in the laws and

ordinances of the MPHPT. In addition, under the standards for the

establishment of a broadcasting station, the applicant cannot, in prin-

ciple, be owned or controlled by a mass media organization.

Note: Fuji Television was granted a broadcasting license on January 9, 1959, and com-
menced broadcasting on March 1 of the same year. The Company’s license was last
renewed on November 1, 2003, with such a license valid for five years.

2. FOREIGN OWNERSHIP
In Japan, broadcasting stations that have a foreign entity (defined as one

not possessing Japanese citizenship, foreign governments or their repre-

sentatives, or foreign corporations and other organizations) acting as an

officer in the execution of broadcasting operations or broadcasting sta-

tions in which a foreign interest has voting rights constituting 20% or

more of the total voting rights cannot be granted a broadcasting license.

Note: For this reason, should a foreign entity acquire 20% or more of the voting shares of
a broadcasting organization whose shares are publicly listed or have been issued in
conformance with the laws and ordinances of the MPHPT, the request for registra-
tion of these shares in the foreign entity’s name may be denied. Furthermore, con-
trol by a foreign entity of 15% or more of a broadcasting organization’s voting
shares must be publicly disclosed.
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