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<Main Points in the Results for 1H of FY2017>

Revenue increased in all segments, reflecting the sale of funds 
turnover-type properties and increased income from rail fares.
Operating revenue increased 17.1 billion yen, to 565.3 billion yen.
Operating profit rose 7.0 billion yen, to 51.4 billion yen.
This was a record-high first-half operating profit.

Profit attributable to owners of parent increased 2.6 billion yen, to 
36.9 billion yen mainly due to higher operating profit.
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<Main Points in Forecasts for FY2017>

In the first half, revenue and profits increased sharply year on year 
due to an increase in property sales.

Overall, business shows a trend towards revenue growth, and 
although there is a tendency for slow growth in the Hotel and 
Resort Business, we will push steadily ahead.

The Company is making no changes to its forecasts at the present 
time. We will, however, aim for profits exceeding our initial estimate.
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<Offering greater security and enhanced satisfaction as a priority measure 
under the Management Plan>

One of the four priority measures under our current Medium-Term Management 
Plan is to  “Offer Greater Security and Enhanced Satisfaction.”
We aim to maintain and increase the value of areas along the TOKYU lines by 
striving for railway infrastructure that is even safer and more secure and 
pursuing “comfort and convenience.” 

Regarding the installation of platform doors to make railways even safer and 
more secure, we accelerated our schedule from our initial plan of completion in 
2027, and we are now aiming for completion during FY2019.
On the Den-en-toshi Line, we started installation in earnest, completing 
replacement of six-door cars, which posed a problem for the installation of 
platform doors, with four-door cars.

In terms of “comfort and convenience,” we apologise for the inconvenience 
caused to customers by delays, etc. but we are working to fundamentally 
resolve these issues. Besides the enhancement of transportation capacity in 
“hard terms” through extra train services and extra cars on the Oimachi Line 
we are also implementing “soft” measures including encouraging passengers to 
choose different commuting times , and we will further develop these initiatives.
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<Development of the TOKYU Area and further promotion of the Real Estate 
Business as a priority measure under the Management Plan>

Also included in the four priority measures is “Development of the TOKYU Area 
and further promotion of the Real Estate Business.”

Besides large-scale developments focused on revitalizing areas along TOKYU 
lines such as the Shibuya redevelopment and Minami-Machida, various other 
initiatives to increase the value of areas along the TOKYU lines are underway.

We will continue to promote further local revitalization in the future, 
understanding the needs of local residents and creating appealing hubs in areas 
along TOKYU lines. 
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<SHIBUYA CAST.>

SHIBUYA CAST. commenced operation with offices fully occupied 
on April 28.

The facility has performed well since opening and is also creating new 
flows of people as a hub that links Shibuya and Harajuku.
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<SHIBUYA STREAM>

Construction work on SHIBUYA STREAM, which is scheduled to open in 
autumn 2018, is making good progress. 

Tenant leasing activities are going well, and we believe that the facility 
will be able to open with full occupancy.
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<SHIBUYA SCRAMBLE SQUARE>

Construction work and tenant leasing activities are also progressing 
smoothly for SHIBUYA SCRAMBLE SQUARE, scheduled to open in 
FY2019.
A large number of companies have shown interest, including the mixi
Group which has announced that it is relocating its head office. 



<Promote lifestyle and work style innovations as a priority measure under the 
Management Plan>

The four priority measures also include “Promote lifestyle and work style 
innovations.” In terms of promoting lifestyle innovations, we are asking 
ourselves what we can do to enrich the living environment of people living in 
areas along TOKYU lines.

From this perspective, we formed the “Connected Home Alliance, which is an 
alliance of companies that transcends industrial boundariesaimed at realizing 
“lifestyle IoT” services. Examples of “lifestyle IoT” services include our “smart 
security” and “intelligent homes” business initiatives.

The participation of many companies in this alliance will give rise to open 
competition and, through this, the devices and services of each company will 
link up like a chain, generating enormous added value. We believe that it is our 
responsibility to deliver this value to our customers and that this will lead to 
customers choosing the areas along TOKYU lines.
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<Promote Lifestyle and Work Style Innovations as a priority measure under the 
Management Plan>

In terms of promoting work style innovations, we will propose to our customers 
new ways of working suited to diverse work styles, including the development 
of communication facilities and satellite offices to support growth industries and 
the promotion of early riser campaigns. 

Also by providing our own employees with an environment that encourages 
creativity and is conducive to work, including systems to cultivate in-house 
entrepreneurs, systems to support ways of working free from time and location 
constraints, and systems for promoting diversity,  we will seek to improve labor 
productivity, and in the future we would also like to communicate to society the 
“TOKYU model” way of working.
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<Embark on New Challenges by Leveraging Group Management Resources as a 
priority measures under the Management Plan – Initiatives in the retail 
business>

The four priority initiatives also include “Embark on New Challenges by 
Leveraging Group Management Resources”. 

In the retail business, Minito-Mirai Tokyu Square and Shizuoka Tokyu Square, 
which were recently renewed as part of this initiative, have attracted many 
visitors and are steadily producing results.

We intend to continue refurbishing existing properties to meet customer needs 
in this way and also to continue opening small Tokyu Store chain stores as part 
of our dominate strategy based on an assessment of the regions where demand 
exists. 

In Tokyu Department store operations, we are working on measures to secure 
profits rather than sales while reforming the profit structure by incorporating 
child-care facilities and Nitori stores as part of renewals. 

We are also urgently taking action to address the expansion of e-commerce.
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<Embark on New Challenges by Leveraging Group Management Resources as 
priority initiative under the Management Plan –
Efforts to activate the Izu area>

In the Izu region, the Izu sightseeing train THE ROYAL EXPRESS went into 
operation in July, to create new value through collaboration between TOKYU 
Group companies and activate the Izu area. 

We are seeking to activate the Izu area by combining various management 
resources, including renovation of Shimoda Tokyu Hotel. 
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<Expanding into new businesses>

During the period of the current Management Plan, we have made steady 
progress in existing businesses, and also begun collaboration with venture 
enterprises and various initiatives in businesses that will grow in the future. 

We hope that expansion into new businesses will lead to an increase in 
entrepreneurial spirit and challenging spirit among our employees and Group 
employees and we intend to continue focusing on this in the future. 
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<Road to Achieving the Long-term Vision>

The period of the current Medium-Term Management Plan was positioned as a 
“STEP” ready for a “JUMP” in the future.
We have steadily achieved both our numerical goals and business objectives.

We will continue with these initiatives in preparation for the next Medium-Term 
Management Plan when we will also make progress on large projects and for 
the “JUMP” phase which will coincide with our 100th anniversary in 2022.

It is important to continue creating new added value by “combining” our 
management resources, that is, our “contact points with customers” and 
“networks.”
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