Chapter n The Story of the Group’s Value Creation

D The Group’s value-creation process

We solve social problems by operating a cyclic relationship between
“developing our businesses,” which are of service to the public, and
“strengthening our bases.”

By reinforcing this virtuous cycle, we aim to realize both a sustainable
society and continuous growth for the Daiwa House Group.

The Starting Point
Pursue businesses that are of service to people

———

Developing our businesses

Business resources that
help us generate value
(Inputs)

Social and Relationship Capital

[Base/Business]
Long-term relationships of trust with our stakeholders
Customers*. .approx. 360 thousand
Corporate tenants approx. 4,200
BUSINESS PATtNErS ..o approx. 5,000
Community residents, cooperative business partners

Corporate brand

*Total number of Daiwa Family Club members, rental housing owners and
members of clubs for landowners in our commercial facilities business

Human Capital
[Base]

The human resources that support our continued
evolution along the lines laid down by our founder

Number of employees (consolidated) ... approx. 47,000

Comprehensive
planning and
proposals made
possible by

specialist expertise

Discovering d technol 4
needs and anciechnology Generating

issues at the high-level
frontline of value through
business start-to-finish

Data- ) servicesand

Financial Capital collection solving | Yk c‘?";"”‘m"
. capability skills periods

[Business]
Firm financial base X

Debt-equity ratio ..o approx. 0.5 times Organizational

ability

Intellectual Capital

[Base]

Operational know-how built up over many years
Knowledge management/ Proposal-based marketing/
LOC System/ Patents/ Intellectual property rights

Human
resources

Technology
Customer and

manufacturing

s

[Base] Social

A wide variety of construction methods and styles,

born of the “industrialization of construction” E 1
Factories 9 Environment

To strengthen the virtuous cycle of our
value-creation process as we move into the
future, we have closely examined medium-

Strengthening to long-term risks and opportunities

in relation to our “base” (i.e., our future

R&D centers 2

NELVCINETIEI (FV2019 results)

[Business/Base]

Zero environmental impact products,
manufacturing, and procurement systems

Energy consumption ... 8,866,000 GJ
Water CONSUMPLION .o 9,841,000 m?

business operations) from the perspectives
OU r baSGS of both society (S) and the environment

(E), and have incorporated them into our
medium-term management plan.

Corporate governance
Trustworthy and transparent
management structure

G

Governance

(as of March 31, 2020)
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By “developing our businesses,” we mean employing the technologies and know-how that we have developed to address needs and problems
at the frontline of our business, as well as new concepts, to draw up multi-functional plans and make proposals to our customers, and to generate
valuable, high-quality products with short construction periods. By developing our businesses in this way, we will maintain our long-term relationships
with our customers, our manufacturing expertise (monozukuri), through which we pursue safe, high-quality products, and the nurturing of qualified
human resources, and will strengthen our three core bases, which generate value. We aim to leverage these strong bases to create new business
opportunities and continually generate new value.

The Group's operating environment—both the natural environment and the social environment—is undergoing rapid change. | believe that it will
be difficult to continually create value if we do not constantly anticipate the results of such changes and identify the risks and opportunities for the
Group's management posed by them. To enable us to contribute to realizing a sustainable society and to achieve sustained growth for the Group, we
continue to employ effective governance to simultaneously minimize risks and maximize opportunities.

Contributing to society through business Positive effects on society, and sustained
(Outputs) enhancement of our enterprise value

(Outcomes)
Developing our businesses
<Creating economic value/Generating cash flows> Social and Relationship Capital

[Business] [Base]
(FY2019 reSUItS) @® Communities where people can @ Solid relationships of trust with
" reside for a long period our customers
Net sales.....evennee. ¥4,380.2 billion ® Safe & secure daily life Repeat order rate
Operating income ........ ¥381.1 bl”lon Long-lasting quality housing ratio (rental housiNg) .. 47.2%
82.5% Ratio of housing sales by referral
ROE 14.1% @ Diverse lifestyles to suit different 37.4%
stages of life @ Solid relationships of trust with
Flow business @ Better health and leisure our business partners
Number of housing units sold (domestic).... @ Establishment of urban infrastructure Survey of business partners
Retail and wholesale facilities constructed .. for changing industrial structures (overall satisfaction rate).........79.1%
Development site area of logistics facilities (cumulative figures) O Gy @maitand ety i OSellid cmpereii b N
Corporate brand value.......... $700 million

.................................... approx. 8,140,000 m?

Stock business Human Capital [j:¥¥5]

Housing units under Management .................... 966,706 Oeiailg eur calaEss
Number of renovations approx. 53,000 seliFiepariied metivgllen iz Ll
. o - M @ System for training and retaining young staff
Leasing floorspace of sublease areas within commercial facilities S eeniien R (al ) S
6 770 OOO m2 etention rate or employees (all age groups, el

@ System for translating diversity into results
Number/percentage of female staff promoted to managerial grade

. (percentage of all employees in same grade).......mmmmmm 160 (4.1%)
Strengthening our bases

Financial Capital [{:F¥9S|

<Enhancing enterprise value/ Strengthening our bases> Generating shareholder value
(FYZO] 9 I’E‘SUH:S) Earnings per share (EPS) 351.84 yen
Net assets ratio 37.3%
Providing businesses that help the environment Market capitalization ¥1,7838 billion
ZEH sales rate™! 41.0% Intellectual Capital [{:¥9%9
ZEB sales rate*? 33.4% @ Real estate development system for realizing social inclusion
Strengthening our environmental management foundation @ Solid system for generating innovation
Number of those who acquired the Eco Test certification ............ 8218 @ Technology revolution through new products and new technology
*1 Single-family houses (units) *2 offices, factories, warehouses (floor space) development
Number of patent 1,103
Human resources base Manufactured Capital (309
Steps to improve job satisfaction @ High-productivity factories and building sites
Training female managers Numk‘)er of days. off per annum for factory WOrKers..........csssissiinne 111
Reducing overtime hours ... ..Overtime hours 30.2 hours O E?surmng Eff?‘:t'v;s?]ietytrgair“jiiem:m B e
(5.0 fewer hours per month on average compared to FY2014) ISy (eI AT EXE BHleng S '
Improving rate of obtainment of paid holidays... 68.2%
Natural Capital
S p
Customer base [Business] [Base]
Steps to enhance branding Slowing and adapting to climate change Minimizing environmental impact
. . . Contribution to GHG reduction from business operations
Strengthening customer satisfaction system o968 million t GHG eMiSSIONS....onnn. 504,000 £
- Power generation using renewable Waste emissions (Final disposal) ...
Technology and manufacturing base energy sources...................457 GWh 51,000t
. . . . - Harmony with the natural environment Release and transfer of
Using IT and BIM at building sites for higher productivity Urban greening.... ... 706,000 2 PRTR.listed substances
Strengthening safety management system VIO @SOS

(FY2019 results)
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Chapter 1 The Story of the Group’s Value Creation

The history of the Daiwa House Group

“Doing things because they will be of service to society”—this is our guiding
motto, and with these words always in our minds, we have responded to
changing social issues by launching many new products and services onto the
market, thereby constantly generating economic value.

Consolidated net sales and new housing starts

During the postwar reconstruction period, it was expected that Japan would need large amounts of timber for use as buildings materials. At that
time, Nobuo Ishibashi—who would become the founder of Daiwa House Industry—strongly desired to protect Japan's forestry resources. A major
typhoon had recently devastated parts of the country, and Mr. Ishibashi noticed that bamboo and rice plants in the fields had been largely unaffected
by the typhoon. This was because their hollow-tube structure allowed them to bend with the wind without breaking. Seeing this, he was inspired
to create the Company's first product—the Pipe House. Rather than using timber, Mr. Ishibashi came up with the concept of the “industrialization of
construction,” in which the structural framework of a house consisted of factory-made steel pipes assembled on site. This made possible high-quality
housing with a short construction period, constituting a revolution in the construction industry of Japan.

Since then, following our founder’s guiding principle of “doing things because they will be of service to

society,” we at Daiwa House have employed a flexible mindset to invent and launch a stream of new

products, services, and approaches. Amid a long-term decline in new housing construction starts Sales top FY2019
¥ trillion . , . . . . illi
( ) in Japan, the Group's business scale has continued to grow steadily because we have remained ¥3 trillion ¥4.3
4.0 mmmm (Consolidated net sales (Figures prior to FY1985 are non-consolidated) . X X ol
) faithful to our corporate philosophy and have worked to create economic value. trillion
35 mmm= New housing starts Sales top
30 ¥2 trillion
25 “Endless Heart” Group symbol )
i thousand units
20 m 1,855 thousand units . adopted to mark our 50th anniversary ( )
: - Listed on First Section of Osaka Securities Exchange; Sales top ¥1 trillion 2,000
15 New housing starts: b ty al Tok q FY2019
: 1,000 thousand units subsequently also on fokyo an 1'500
10 Nagoya stock exchanges — N 883 1000
05 / __— o thousand units '
. 500
/ — T
0 775 thousand units 0
1960 1970 1980 1990 2000 2010 2019

Social issues

1955

Postwar housing and materials shortage

1980s

Preparing for advent of aging population

1970s

Progressive motorization of
Japanese society

2010s

Diversification of real estate
investment methods

2000s

Retailing revolution with advent
of Internet dominated society

Countermeasures against global
warming and natural disasters

Solutions through our businesses
Industrial construction

Extensive land-use database, relationships with customers

Developments in the business
Solution to housing space short-  of utilizing land holdings
alongside major roads

Providing a safe and secure
housing environment for
senior citizens

Solving the postwar materials
shortage problem age caused by rising birthrate

s ‘ ey

sassauisnq 1no buidojaaaqg

Popularizing natural
disaster-resistant housing

Real estate development

Helping address global
environmental issues

Development of large-scale
logistics facilities

| 4

Real estate securitization

1955—the Pipe House, our first product

Mr. Ishibashi conceived the idea of a steel-
pipe structure, and this led to Daiwa House
becoming a pioneer in the industrialization
of construction, which revolutionized Japan's
construction industry.

1959—Midget House developed

The sounds of children at play gave Mr. Ishibashi
the idea for the Midget House, which could
be erected in only three hours and used as a
children’s study room. This proved immensely
popular, laying the groundwork for Japan's
prefabricated housing industry.

1976—The birth of the LOC System

In our retail & wholesale facilities business,
we began matching landowners who wished
to generate revenue from hitherto idle plots
with prospective corporate tenants in the
wholesale and retail sectors, and a whole new
market was born.

1989—Silver Age Research Center
established

This was a unique research institution
dedicated to market surveys and analysis of
problems relating to medical and nursing care
facilities. This was an example of our expansion
into the business of linking construction
proposals with facility-management proposals.

2003—Start-up of “D Project”

We began offering a one-stop service
encompassing everything from selection,
purchase and preparation of site, through
design and construction of facilities, to start-to-
finish management support. We thus became
an indispensable part of the logistics sector,
which supports the industrial infrastructure
and the public’s standard of living.

2007—Entered wind power electricity
business

Recognizing the importance of environmental
issues, we expanded our sphere of operations
through a fully-fledged entry into the field of
generation of electric power using renewable
energy sources such as solar power and wind
power.

2012—Daiwa House REIT Investment

Corporation listed on REIT market
Anticipating an acceleration in real estate
investment, we devised stronger exit
strategies. By developing high-quality
properties that promise a stable cash flow,
we contributed to the growth of the J-REIT
market.

2014—Launched the xevoX

We helped popularize long-lasting, high-
quality homes that can resist damage from
natural disasters such as repeated massive
earthquakes and that offer high ceilings and
spacious rooms.

. 1955 1962 1963 2007 2008
w
g g We adopted “Developing people Corporate pension plan First edition published of “The Future of Introduction of support system (leave-of- “Daiwa House Juku” commenced—a

w 3o through business” as our Company introduced to improve the Daiwa House Group,” a training manual absence system enabling staff to take care of  training program to produce the next

g o> Philosophy (Corporate Creed) employee benefits program that serves as a signpost for our employees. elderly relatives or engage in baby care) to help - generation of top managers

S employees achieve a good work-life balance

Q

~

g o 1962 1972 1984 1995

= g’ We devised Japan's first residential mortgage To enhance our after-sales service system, we We strengthened our long-term relationships with We supplied thirty percent of the total amount of

,S 3 loan system to address the issue of home-seekers’ established customer service sections under the land owners by establishing clubs for the owners of emergency temporary housing for victims of the

o g difficulty in securing funds to buy their own homes. direct control of the head of each business office. rental housings. Great Hanshin Earthquake of 1995.

=

o —

= 3 g;_ 1962 1965 1980 2013

') =]

L) gh ?_> We set up a joint occupational training center within -~ We built Japan’s first plant for the production We established the Central Research Laboratory and Second-tier general-construction contractor
gr é our Sakai Plant to improve our business partners’ of prefabricated housing, making it possible to commenced research on the central theme of living in Fujita joins the Group, helping speed up our
=F 2 training systems for technical staff and strengthen mass-produce prefabricated houses. harmony with the natural environment. This research would expansion overseas
Q5 their on-site construction systems. lead to the adoption of our catchphrase Asu Fukaketsuno.
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Chapter 1 The Story of the Group’s Value Creation

Evolving our business by strengthening and expanding our value chain (Developing our businesses)

While anticipating people’s future needs, we will strengthen and expand our
value chain so as to evolve a business model focused on addressing social
issues. In this way, we aim to capture more new business opportunities.

Diverse value chain

Flow business Stock business

Land selection &
acquisition Planning & Design &
development construction

Management & operation Real
Value enhancement estate
Buy and resell ecuritization

| Real estate development |

the use of idle land

| Construction | Proposals for

U = 20

s O S ~- Y

o : " o o 3 3 =

Condominiums Daiwa House Industry, Cosmos Initia Daiwa LifeNext T sg |29

E8% | Ao

(] c

A © == &

Existing Homes = 55 S

D DO S =

SEG s

q —_— a h h A A q S| & & = —
Commercial Facilities  Daiwa House Industry, Daiwa Lease Daiwa Royal, Daiwa Information Service 3 £ < S

Logistics, Business and
Corporate Facilities

Daiwa House Industry, Fujita, Daiwa Lease

saunyoddo yimoub azieg

Construction support Royal Home Center, Daiwa Logistics, DesignArc
Envirggg:g;t and  pajwa House Industry, Daiwa Energy, Eneserve Corporation

1BYI0

Health and leisure Daiwa Resort, Sports Club NAS

Other businesses  Daiwa House Parking

The business in which the Group is engaged began with construction contracting based on the industrialization of construction. Since that start, we
have diversified into a wide range of business schemes. These include making optimal use of land holdings by leveraging our accumulated store of
land-usage data and our relationships with our customers, as well as real estate development. In these ways, we have expanded the variety of our
construction formats by addressing a large number of pressing social issues. We simultaneously engage in flow business and stock business. These
two business categories operate on differing cycles, and this helps expand our value chain, which in turn lets us capture a wide range of new business
opportunities. Currently, real estate development is steadily growing into a more important revenue-earner compared with the situation back when
Daiwa House began doing business.

Going forward, by strengthening our capabilities in the field of multi-purpose developments—made possible by our abundance of different
business categories—and by leveraging our extensive customer relationships to expand our Livness business and speeding up the development of
our operations overseas through geographical expansion of our business, we will create new value for people all over the world in many different
areas of life.

Our business categories (segment breakdown of sales & operating income)

Other 10%

Examples of our multi-purpose developments, made possible by our wide business spectrum

=

RO L

Takao SAKULa City (Tokyo)
Single-Family Houses, Condominiums, Commercial Facilities, Parking

GRANODE Hiroshima
Offices, Commercial Facilities, Hotels, Parking

Daiwa House Group Integrated Report 2020

Business and

Corporate
Facilities Rental Housing
26% Net sales for 230

FY 2019
¥4,380.2 billion

Condominiums
’ 9%
Existing Homes

Commercial Facilities
18% 3%

Our value chain
(breakdown by flow business and stock business)

Stock business
(Rental management/
Sale of development properties)

29.4%

Breakdown of
net sales for

FY 2019*

Flow business
(Construction)

70.6%

* excluding other businesses

Single-Family Houses 1719% Other 4%

Single-Family Houses 4%

Logistics, *‘

Business and

Rental Housing

Corporate . 23%
Facilities Operating
28% | income for

Condominiums

. 49

Existing Homes

49

FY 2019
¥381.1 billion

Commercial Facilities
33%

Changes in earnings from sale of real estate

Operating income for FY 2019 was fourfold that in FY 2010, while earnings
from sale of real estate were eight times larger (growth from 8.1% to 16.8%
of total earnings), contributing to the generation of cash flow.

(Daiwa House Group's Real Estate Development)

M Earnings from sale of real estate M Other earnings

8.1% 16.8%

Breakdown of
operating
income for
FY 2019*

FY2010 [ 4-fold }
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Chapter 1 The Story of the Group’s Value Creation

@) The source of our value creation (Strengthening our bases)

Our human resources base has inherited the business stance of the founder of Daiwa House, and has been the main driving force behind the Group's
continual evolution. Our solid customer base is the product of close long-term relationships with our customers. And our technology and manufac-

The source and origin of our value creation consists of our three “bases”—human

The Starting Point and speedy operation), our business divisions (which optimally leverage our unique set of specialist skills, such as proprietary technology and know-
Pursue businesses that are of service to people how), and Group-member subsidiaries and affiliates (which deploy the unique characteristics of their business fields, and work in close collaboration).
We are currently working to restructure our business execution system—which takes into account the unique characteristics of each business and
geographical region—as a means of further strengthening the comprehensive power of our three-in-one matrix.
The combination of these important intangible assets and strong organizational ability forms to driving force for value-creation, which supports
the process of “evolving our businesses.” By utilizing as our greatest strength our ability to make effective multi-purpose project proposals—which

resources base’ customer base’ and tEChn0|Ogy and manUfaCturlng base—as well as our turing base is what has enabled us to incorporate the value desired by customers into our products and services. Finally, our two “strengths’—our g
two strengths—data-colIectlon capablllty and problem-soIVIng Skl"S, the organlzatlonal data-collection capability and our problem-solving skills—which are derived from the three bases, have been built up over many years of business g
ability that we derive from the three-in-one matrix formed by our offices and branches, our operation, and constitute the Group’s mostimportant intangible asset. g
b . d . . d G b b d . d ffl t At the same time, the Group's organizational ability—the fruit of our measures to strengthen and expand our value chain, and to expand the variety )

usiness divisions, and our Group-member subsidiaries and arriliates. of different businesses in which we engage—is born of our branches and offices (which are intended to practice a “front-line-centered business style” 5,

A Compét:\;y tha; gEV_ebpS people The spirit of our founder have come into being as a result of the elements described above—we will be able to offer a full start-to-finish service that will contribute to society
rough business
Preparing an environment for through urban development.
employees to grow in
Human ‘ Our leadership ‘
resources i, Bottom-up approach/ Extensive information on the status and usage of land holdings, Land-use data
Positive attitude capability | obtained from our nationwide network of offices Data on tenant companies
base A company with highly motivated staff
- Experiencing growth through striving — Highly motivated + Human resources able to Our extensive collection and analysis capability relating to data on land holdings and potential tenant companies has ‘
that has imbibed the toward goals [TUTEIR (ESeiges allvo cmde el been built up over many years of close relationships with our customers, and constitutes an important intangible asset. h
attitude to business - Reassurance that encourages challenges . . ) ) o -
Our marketing staff, who are stationed at each of our places of business around Japan, work to build up and maintain ‘
of our founder P - > N a relationship of trust with land owners and tenant companies, and this creates the Group's data collection and analysis 3 ‘
[ 1 W 2 W 3 ] capability. Because of this, we are able to match up land owners who want to make more effective use of their holdings \i ) \ ‘
Initiatives on priority issues for |__ | Workstylereforms  Strengthening Diversity and with business corporations that are looking to construct new retail outlets, offices, or logistics facilities in order to . ‘ f
(Strengthening the h b = foremployees human resources inclusion ) ) ) ) o ) ‘
i e Ressuiees B, € human resources base development expand their operations. It makes it possible for us to devise ideal solutions for our customers.
and recruiting

RN

Strengthening data-collection capability through our long-term
relationships with customers

e Data-collection Problem-
Further building up oy . o
Customer capability Solving skills
base —
New orders Re'g;'g:i?'p made possible by our honed by meeting
created by many lona-t lationshi t d
years of close ; ’ ong-term reationships customer needs —Our greatest strength—
q q q Repeat orders; new orders customer base :
relationships with via introductions by with customers
our customers €Xisting CUStOmers pate clients ) Rebuilding/Relocation Renovation Single-Family Houses
Condominiums .
Long customer Landowners ) Asset management/inheritance Existing Homes TWO st engths Compl‘ehenSIve
(Strengthening relationships Corporate tenants) Strategic store-opening Renta\.Hous\p.g. b . I
the Customer Base) (our customer base) Commerdl Fadites usiness proposa
Corporate clients ) Utilization of business-use land/ Logistics, Business and oge
P Building business bases Corporate Facilities (o] pablllty that
contributes to
Organizational ability :
Manufacturing Platform _ society from
Identify to match customer needs start to f"“Sh
Improving problem-solving skills . q s o
Technology Proposals 4. W7 Orders by meeting customer needs Branbcl:hes & (C)ifflzes, Bushln:sshdlvmo(rj\s, Grg.u;o companies,
- R hand Product ) enabling speed and a which enhance an which create synergy
and .rnanufaC dgsvi?g%nfgnt devé(\)opurcnem Design \Procurement\ Production Logistics \ Construction bottom-up approach Ieverage specialization
tu ring base il LZCVZ%%?EVM | Aiming for still higher productivity through use of cutting-edge IT ) o
which embody the £ — a :
value our 31 : Our supply chain network ‘ "o 7 6 8 3 6 O
=2 I
customers seek hh 'S
Ia) A wealth of variations on the theme | S o .
g of construction—from home iE places of business divisions companies
S - = > building to general construction— !
(Strengthening the Technology é:: The Central The Fujita backed by an industrialized 0
and Manufacturing Base) i Research Laboratory Technology Center construction technology that meets |
TR AR RN R R R R MRS PRR R PRRRR every possible customer need. - *1 as of April 1, 2020

Large-scale complex development
Funabashi Grand Oasis

*2 This report shows Daiwa House Industry’s eight business divisions (Single-Family Houses, Rental Housing,
Condominiums, Livness, Commercial Facilities, Logistics, Business and Corporate Facilities, Environment and energy,
QOverseas).
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Chapter 1 The Story of the Group’s Value Creation

B A vision of the Daiwa House Group's future

We will continue flexibly adapting to social changes and addressing social issues.
We will expand our sphere of business to pursue further continuous growth,

will co-create value “for individuals, communities, and people’s lifestyles” so

as to lead the way to a brighter future, and will work to realize our manage-

ment vision.

Materiality

Expanding business opportunities
] deriving from social issues

2 Balance of flow businesses and
stock businesses

Constructing a portfolio of
3 businesses with differing life cycles

Efficient management and
4 financial soundness aware of
capital costs

Lowering environmental impacts
5 while reaping corporate profits

Form management base,
é strengthen relations with
stakeholders

Strengthening
7 corporate governance

Daiwa House Group Integrated Report 2020
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KPI of the Sixth Medium-Term Management Plan

Net sales (Plan) ¥4.5 trillion

Our catchphrase,

which we see

as our key issue
going forward

Developing our businesses

¥4,550 billion

Net sales (CAGR: 3.2%)
L ¥405.0 billion
Operating income (CAGR: 2.9%)
. ¥267.0 billion

Net income (CAGR: 4.0%)
ROE 13% or higher
Overseas sales ¥400 billion
Real estate investment* ¥1 trillion

Debt-equity ratio Approx. 0.5 times

Strengthening our bases

Employees who report being

motivated 80%
Orders received from our 70%
customer base

Annual holidays for employees at 112 davs
worksites (8 days off per 4 weeks 100%) Y
Greenhouse gas emissions per 35% fewer than

sales unit FY2015
(announced in May 2019)

Enhancing governance

Optimization of
management structure

Foster next generation of
business managers

Entrench risk management
structure

Improve system of
business execution

Safety & comfort

wn
2]

Speed & stock

Welfare

The environment

Health

—]

su

Information-
communication
technology

Agriculture

* Figures revised upward in June 2020

Our founder, Nobuo Ishibashi, believed that we should become an enterprise that is essential to a sustainable society, and expressed a strong desire to
make a major contribution to solving society’s problems. As part of this, he passed down to us the dream of achieving ¥10 trillion in net annual sales

by the Company’s 100th anniversary in 2055.

We aim to achieve the dream expressed within our corporate vision —"to realize society where people can live truly fulfilling lives"—in order to

continuously enhance the Group's enterprise value going forward by grappling with materially important issues and creating a continuous virtuous

cycle through the two processes of “developing our businesses” and “strengthening our bases.” In addition, we will contribute to the achievement of
sustainable development goals (SDGs), centered on our catchphrase “Asu Fukaketsuno” (Indispensable for Tomorrow), which we see as our key issue

going forward.

The SDGs on which we will focus
SUSTAINABLE S,
DEVELOPMENT =qn"ALS

GOOD HEALTH
AND WELL-BEING

1 ANDCOMMUNITIES

1 CLIMATE
ACTION ANDINFRASTRUCTURE

17 PARTNERSHIPS
FORTHE GOALS

RESPONSIBLE
CONSUMPTION
ANDPRODUCTION

DECENT WORK AND
ECONOMIC GROWTH

o

The issues to which we want to contribute over the long term

o Offering a high standard of living

@ Providing infrastructure to meet corporate needs
® Slowing and adapting to climate change

® Preservation of biodiversity

® Providing job motivation

Net sales (Target)

¥10 trillion

Through activities
of benefit to society,
achieve annual net
sales of ten
trillion yen

Our management vision

Realize a society in
which people can live
fulfilling lives

Challenge
ZERO 2055

Taking on the
challenge of Zero
Environmental
Impacts

Strengthen
relationships with
our stakeholders
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