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—— Review of the Long-Term Management Objectives (2021-2025)

ROE of 10.4% and Five Consecutive Fiscal
Years of Increases in Revenue and Profit

Over the past five years, our Group has been
accelerating its profitable growth, and reached all of
the management indicator targets for sales, operating
income, ITS sales, and ROE set in our Long-Term
Management Objectives (2021-2025) (the "21-25 Long-
Term Obijectives”). We have raised our ROE to 10.4%,
increased both sales and income for five consecutive
fiscal years, and set a new record high for profits.

| believe that we accomplished this by positioning
the generation and allocation of cash at the center of
our management and, over the course of five years,
consistently and steadily implementing measures to
grow our business and improve our capital efficiency.

Following my appointment as President in March 2021,
we announced the 21-25 Long-Term Objectives in April
of the same year. | adopted a basic policy of increasing
our ability to steadily generate cash through our business
activities and balancing the allocation of this cash

: ’ N between growth investment and shareholder returns.
President & Representative Director Under this policy, we continuously invested in
. . businesses, human resources, and systems, aiming for
MasaCh | ka AdaCh| approximately ¥200.0 billion in growth investment over

the course of five years. We designated our IT
solutions business as a growth area and expanded our
business foundations and the value we provide
through M&As and funding while also polishing our
technical capabilities. As a result of these efforts, we
were able to grow our IT solutions business
significantly, to over 50% of our total net sales. We
N, . reached our 21-25 Long-Term Objectives sales target
StﬂVIﬂg tO AChleve Further SUCCGSS Led of ¥300.0 billion a ygear aheac,Jl of schedule, agnd
ultimately reached ¥343.4 billion in sales. Of these, we

surpassed our goals for expanding the highly profitable

by Our Long_Te rm Ma nagement maintenance and operations services/outsourcing

business, one of our core businesses, and the quality of

. . this business has also improved. For the Canon

O bJeCtlveS (2026—2030) products business, while market growth is limited, we
have worked to improve profitability by continuing to

propose solutions which accurately address customer
needs and offer high added value.
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We have also steadily increased our shareholder
returns. We acquired a total of ¥96.7 billion of treasury
stock through four buybacks. We raised our dividend
payout ratio from 30% or higher to 40% or higher,
issuing a total of ¥71.8 billion in total dividends, a 2.8-
fold increase on a per-share basis compared to 2020.
Our shareholder return policy has been one of
continuing to invest in growth while providing
appropriate returns to shareholders. This has helped
bring greater order to our capital allocation and further
focus attention on management investment decisions
and profitability. As a result, we were able to eliminate
all short-term loans receivable to the parent company,
which had amounted to ¥180.0 billion five years ago.

Due in part to our strong business results and our IR
activities, which | was also actively involved in, we
more than doubled the number of meetings with
analysts and investors compared to five years ago. The
contents of these dialogues were relayed to directors
including outside directors and business officers and
reflected in sales activities.

As a result, we reached all of the management
indicator targets set in the 21-25 Long-Term
Objectives, and the stock price has also hit a new
record high, remaining at a high level.

Five Years of Polishing Our Strengths
and Growing Along with Our Customers

Our Group's strengths lie in our people, our
technologies, and our customer base, and we have
further polished these strengths. We have gained a
deeper understanding of our customers and continued
to provide optimized solutions with even higher added
value to address the challenges and needs of
individual customers. We have also acquired new
technologies and expanded our customer base
through M&As and investments. In the development of
skilled personnel, we have focused on specialized
training that not only helps us meet increasingly
diverse customer needs, but also speedily and flexibly
adapt and respond to new technological advances to
provide even greater added value. Improving the skills

of each of our employees has steadily raised their
productivity. | feel that this has also produced the
virtuous ‘engagement improvement cycle” that our
Group has focused on, in which our personnel
development has increased the amount of value we
provide to customers and generated greater customer
satisfaction, which is then used to give back to
employees.

As we have steadily done what needs to be done, it
has become increasingly clear where we need to
further accelerate and focus our efforts. First, we need
to speed up our generative Al efforts to grow the IT
solutions business. We are already using it to improve
the efficiency of our internal operations and our
development work, along with deploying it in our
services. However, we must make full use of this
technological innovation, which is being adopted
throughout society at an accelerating pace, to further
propel our business. Furthermore, it is becoming
increasingly important that we collaborate with various
stakeholders to make use of various new technologies
not limited to generative Al, as well as other
companies’ know-how which we would not be able to
acquire on our own.

Second, we need to accelerate the expansion of our
service-type businesses. As | mentioned earlier, our IT
solutions business has grown to be our Group's core
business, but the highly profitable Canon products
business has little prospect for large-scale market
growth, so we need to speed up the growth of our
service-type business and achieve profitable growth.
For that purpose, as well, | consider the strengthening
of our human capital to remain a top priority. | believe
that to develop and hire highly skilled personnel, we
must expand our systems that promote improvements
to employee baseline skills and reskilling. We must also
acquire professionals from outside the Group who can
immediately contribute to our business.

Canon Marketing Japan Inc. INTEGRATED REPORT 2026

— Long-Term Management Objectives (2026-2030)

Further Success Aimed at Becoming a Corporate
Group Dedicated to Creating New Businesses

This year is the first year of our “Long-Term Management
Objectives (2026-2030)" (the "26-30 Long-Term
Objectives”). From 2016 to 2020, we engaged in
business selection and concentration, switching to an
organization structure based on the market and
customers. Through this, we transformed to a robust
corporate structure. From 2021 to 2025, we shifted our
focus to growth investments and improved our capital
efficiency while accelerating our profitable growth. Now,
over the five-year span from 2026 to 2030, we will work
toward further leaps forward.

Our 2030 Vision is “to be a corporate group dedicated
to creating new businesses that drive future growth
through the power of people and technologies.” By
“‘people,” we are referring to all stakeholders, including
Group employees, customers, and partners. By
“technologies,” we are envisioning technologies and the
knowledge that pertains to them, not only ICT technical
skills and our patented technologies, but also industry
and operational knowledge, expertise, and insights.

The basic policies behind the 26-30 Long-Term
Obijectives are as follows:(1) Corporate value sustainably
increased by solving social issues through business, (2)
Become a highly profitable corporate group centered on
the growth of service-type businesses, (3) Create a
virtuous cycle through the strengthening of management
capital.

Our 2030 Management Indicators are net sales of
¥850.0 billion, operating income of ¥75.0 billion, and an
ROE of 12.0%. Furthermore, within those sales, we will
raise our IT solutions business sales to ¥500.0 billion and,
of those, we will raise our “service/outsourcing*” sales to
¥200.0 billion. With regard to growth investments, we
plan to invest ¥200.0 billion over the course of five years.
We also plan to issue ¥100.0 billion in dividends to return
profits to shareholders.

*1 We have changed what was previously ‘maintenance and operations
services/outsourcing” into “service/outsourcing.” In addition, we also
incorporated the software and services that utilize our company’s intellectual
property into this category. These were previously divided into "SI solutions
(formerly Sl services)” and “IT products/system construction (formerly IT
products and system sales).”
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Our approach to our business portfolio as we work
toward these goals will remain unchanged: we will
further promote profitable growth in our IT solutions
business, enhance the profitability of our Canon
products business, and expand specialist fields and
new businesses. With respect to the IT solutions
business, we will balance growth and profitability
improvements, while at the same time carrying out
M&As, expanding this core business. There is only
limited room for overall market growth for the Canon
products business, but we will maintain our strong
position, commanding the top market share for
products such as cameras and laser printers. We will
also expand sales in areas where there is still room for
growth, such as in MFPs, where we have the third
largest market share. Through this, we will pursue
greater profit margins without reducing sales. In
specialist fields, we will strive for steady upward
growth, focusing on industrial equipment, especially
the semiconductor-related business. The keys to these
fields are technical capabilities and discernment for
exceptional overseas technologies and products to be
offered domestically. These tie directly into our
competitive advantage. Our customers have evaluated
us highly for our discernment, and we plan to continue
to place great emphasis on passing on the know-how
and skills that underpin that discernment through our
training, including on-the-job training.

In new business creation, as | mentioned earlier, we
will continue our initiatives in two primary directions. In
2024, we created a specialist organization for creating
new businesses, so that we could advance into fields
where our Group has little prior experience. At the
same time, we established an approximately ¥10.0
billion corporate venture capital (CVC) fund. We have
already invested in 14 companies through this CVC
fund, starting PoCs*? for multiple projects. We hope to
quickly take them to the PoB*® level and, by 2030, to
grow them into businesses with a certain scale of
sales.

Led by the expansion of our IT solutions business,
we will engage in “business investment,” such as
investing in the creation of service-type businesses,
conducting M&As, and providing financing. In addition,

we will also invest in "human
resources’, such as by enriching
our training system for the
development of skilled personnel,
and we will engage in “IT/
equipment investment,” such as
building internal systems. Over
the course of five years, we plan
to invest a total of ¥200.0 billion.
With respect to M&As, we are
also considering allocating some
of our roughly ¥160.0 billion of
cash on hand to serve as
contingency funds.

In business investment, we will
also invest in intangible assets to
grow our service-type business,
and we plan to provide services
such as applications while
handling everything from system construction to data
center operation. Some of these initiatives are already
being carried out for financial institutions, but our
efforts have not been sufficient for other markets, so
we aim to expand our investment in these areas.

As for M&As, our policy is to consider the acquisition
of companies whose technologies and resources can
supplement those that we lack in each focus area so
that we can expand our business areas and create new
service-type businesses. Of course, reinforcing our
service/outsourcing will continue to be a major priority,
and, as always, we will carry out M&As when they are
needed to enhance our functions. We also recognize the
expansion of our security field business as being
especially vital in the future. The combining of cyber
security and physical security is one of our strengths, so
we will continue to actively engage in co-creation with
companies that have distinctive technologies. We can
leverage the high level of compatibility between the
imaging solutions field, a part of our physical security
business, and the Canon brand as we further elevate our
ability to solve the issues that society is confronting.

We are incorporating these initiatives in our Medium-
Term Management Plan, which is focused on material
issues based on our Purpose. We will make steady
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progress towards our new vision of being a corporate
group dedicated to creating new businesses, while at
the same time accelerating our development of
solutions to social issues.

*2 Proof of Concept
*3 Proof of Business

Leveraging Generative Al to Reach ¥200.0
Billion in Service/Outsourcing Sales

The keys to achieving our IT solutions sales target of
¥500.0 billion, set in our 26-30 Long-Term Objectives,
will be expanding our service-type business and
growing our service/outsourcing business. For us to
expand our profitable IT solutions business, | don't
think it would be any exaggeration to say that it is
vital that we reach ¥200.0 billion in net sales for
service/outsourcing, which is our most profitable
business.

We have defined four focus areas and set KPIs for
each. For large corporations and quasi-major and upper
medium-sized enterprises, we have set KPls for “value
creation integration” through imaging and Al solutions
and the like, and for “business process services (BPS)"
that use BPO and IT outsourcing. For small and
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medium-sized enterprises, we have set KPIs for “full
support for SMEs.” For all customers, we have set KPls
for “total security”, which includes cyber-physical and
cloud security services. We will formulate and
implement strategies based on the needs of each area
and customer type. Our vision for 2030 is one in which
40% of IT solutions sales come from service/
outsourcing.

Another essential part of growing our IT solutions
business will be our initiatives in generative Al. We are
already making progress with deploying generative Al
in our services, but as | mentioned earlier, we will also
use the strengths of our experience and know-how
that have been built up in-house through our efforts to
improve operation efficiency and reinforce the
extension of these strengths to outside the Company.

We can build up our service-type business by
supplying solutions that, of course, are based on a
deep understanding of the challenges facing our
industry and our customers, and which leverage our
strengths, and by earning the trust of our customers. |
don't see this as simply being a highly profitable
business, but also as a business in which we stay by
our customers’ sides as their operations and
challenges change, and we turn the relationship we
build with those customers into value. | want us to pay
close attention to and dedicate ourselves to this ares,
in part to ensure that our Group will grow sustainably
over the next five, 10 years and beyond.

—— Strength and Strategy of Canon MJ Group

Deepening Our Business Strategy and Maximizing
Synergy by Applying a Customer-Based Perspective

Our Group has a wide-ranging customer base,
encompassing everything from large corporations to
upper medium-sized enterprises and small and
medium-sized enterprises and general consumers. Our
business is also wide-ranging, covering both the sale of
physical goods such as cameras, business machines,
and semiconductor manufacturing-related equipment
and the provision of IT services. Through our long
history, we have built up extensive management

resources, such as technologies and expertise within
the Group. | am confident that a Group with such
wide-ranging assets as our own is a rarity among our
competitors, such as system integrators and office
device manufacturers.

In the Enterprise Segment, which serves large
corporations and quasi-major and upper medium-sized
enterprises, we don't just focus on general issues, but
also understand our customers’ operations at a deep
level, proposing solutions that address latent issues
that our customers haven't even noticed yet. By doing
so, we have built up knowledge and expertise about
their business types and operations.

| once served as Director of Enterprise Business Unit
and, at the same time, President of Canon IT Solutions
Inc., so | understand, at a deep level, that the
proposals our Group is able to provide because of its
deep understanding of different business types and
operations are beyond the abilities of our competitors.
This is why we are regarded so highly by our
customers’ management teams. | believe this is one of
our Group's unique strengths. And now we will
maximize synergy with Primagest, which joined our
Group in 2024. | believe that there is still great
potential for business expansion, when in addition to
leveraging both Primagest's technical capabilities and
Canon MJ's customer base, we leverage each
company's strengths to create new services. | think it
is important that we continue to refine our strengths in
this area, where we are poised to far surpass our
competitors, in order to achieve our targets.

Canon System & Support Inc. part of the Area
Segment that is responsible for small and medium-
sized enterprises, provides various full-support
services, such as “Makasete IT,” for small and medium-
sized enterprises. There are many companies that are
implementing DX for small and medium-sized
enterprises, but one of the things that make Canon
S&S notable is that it doesn't just solve issues in the IT
field, but also covers management issues such as
strengthening environmental management and
corporate governance, IT investment planning, and
even human resources development. | think this gives
us a great competitive advantage. The top management
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in Canon S&S have previous experience with direct sales
marketing. Accordingly, they understand customers at a
deep level, and | feel that they can truly leverage their
knowledge and expertise in creating customer-based
service-type business by looking at the true problems
being faced by enterprise managers.

In the Consumer Segment, which is responsible for
individual customers, we will reinforce our one-to-one
marketing with “Canon IDs”, accounts for individual
consumers which are used by various services. We will
communicate with individual customers using a
personally tailored approach and promote the long-
term use of Canon products. We will carry out fan base
marketing for customers with a high level of interest in
cameras, and also capture hybrid photo and video
demand and create new Canon fans, firmly maintaining
our top market share.

For inkjet printers, we will use a market approach
that accurately aligns with user print demand to aim
for the top market share. We will also create new print
value such as the value offered by mini photos.

The industrial equipment, healthcare, and production
printing businesses are part of the Professional
Segment. In the industrial equipment business,
semiconductor market demand is undergoing a
massive global change, but corporate investment
sentiment continues to rise. Along with our technical
capabilities, our “discernment” also provides us with a
competitive advantage. By matching our customers’
increasingly diverse needs with state-of-the-art
overseas technical innovations, we will further
establish our position as a platform provider in specific
areas. In the healthcare business, we are steadily
generating synergy through the healthcare IT business
integration of Canon Medical Systems Corporation and
Canon ITS Medical Inc. in 2023, and the scale of our
sales in this business is growing. Medical systems are
transforming, and we will further promote IT solutions
that are optimized for the medical field, primarily
focusing on electronic medical records. In our
production printing business, we will support the
digital shift of the commercial printing market toward
small lot and personalized printing, along with the
transformation of workflows to become more efficient.

1
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——Human Capital Enhancement

Evolving into a Professional Group that
Creates the Future

One of the Group's human resources strategies is the
“development of skilled personnel.” During the 26-30
Long-Term Objectives period, we plan to further
accelerate the virtuous loop of our engagement
improvement cycle starting with the “development of
skilled personnel.”

As part of these measures, in April 2025 we initiated
an advanced ITS talent certification program that
utilizes Digital Skill Standards (DSS)** to certify the skill
levels of employees in each business. Personnel are
evaluated along the two axes of knowledge and track
record to determine their level (between Level 1 and
Level 5). Advanced ITS personnel at Level 4 or above
are certified as DX experts. Development roadmaps are
created for each level, and we are working to develop
professionals by using those roadmaps to provide
training and growth support. Our goal is to thoroughly
conduct these initiatives, driven by a strong sense of
motivation, and achieve a 100% position fulfillment rate
for these professionals.

My vision for 2030 and beyond is to be a Group with
technical and proposal capabilities that can address
the problems faced not only by our customers but also
the office equipment industry, IT service industry, and
other industries of which we are a part, and even social
issues that span multiple industries. To achieve this, we
plan to implement measures to improve employee
skills, not only for IT solutions but across all domains,
dedicating ourselves to developing human resources
that contribute to business creation.

*4 Digital Skill Standards (DSS): Standards that systematize the skills
and expertise required in the digital age, announced by the Ministry

of Economy, Trade and Industry (METI) and the Innovation Platform
Agency (IPA) in 2022

—Organizational Culture
My Policy: “Entrust, but Don’t Neglect”

In 2021, the five-year period of our previous Long-Term
Management Objectives began during a very
challenging time, in the midst of the COVID-19
pandemic, when the business environment was
changing dramatically. The future outlook was one of
even greater uncertainty, and it was my belief that if
we were to raise the likelihood of our strategies
succeeding, we needed to improve our field capabilities
so that we could flexibly and rapidly respond to changes
in the customer environment. It is precisely because
we are in an age of uncertainty, where the future is
unclear, that it is so important for everyone, from junior
personnel to veterans, to take on challenges that cross
existing lines, without fear of failure. We need to
create an organization where that happens.

As a member of top management, | strive to explain
the broad direction of our management in clear, easy-
to-understand language, inspiring employees and
giving them encouragement.

For example, during the 21-25 Long-Term Objectives
period, in the activity policies for each fiscal year, |
used simple key words and phrases like “accelerate,”
“take on challenges,” "accomplish,” and “attempt.” |
communicated whenever | had the opportunity, such
as in various forms of meetings and monthly messages
directed at all employees. The business unit directors
and division managers that manage individual
workplaces understand my vision and think, on their
own, about what it is that they should be doing. They
incorporate their conclusions in concrete activities,
tenaciously leading their organizations with a strong
sense of resolve and responsibility. Under their
leadership, the employees out in the field draw on
every last drop of their knowledge, trying new
approaches. Needless to say, the results we have
achieved are the product of their efforts and their
ingenuity. | think one of the factors behind our
achievement of our targets has been the strong sense
of unity within our Group, with business managers and
employees on the field connected through these
messages from top management.
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Ever since | was put in a leadership position in the
organization, | have consistently practiced a policy of
“entrust, but don't neglect.” This way of thinking says
that you should give only the instructions and advice
that are essential, and then leave the rest up to the
discretion of those on the field. | have communicated
this policy to managers on the field through training and
in other ways. When it comes to work that is challenging
for the people you manage, even as you leave it up to
them, you need to keep a close eye on them, speak up
when the circumstances require it, provide advice, and
promote their growth. | have also explained that to do
that, you need to ensure “psychological safety.”

Due in part to my consistently sharing this message,
| have heard that people on the field are actively
speaking up, saying that they want to try this or that,
based on the policy of “entrust, but don't neglect.” |
feel that we have fostered a strong organizational
culture of actively taking on challenges. | feel that the
Canon MJ Group Purpose, formulated in 2024, also
unites the spirits of our Group employees, creating this
kind of positive change. | think it has given a significant
boost to the Group's efforts. Our Group's greatest
asset is our people, so to tap the full potential of each
and every employee, | want to ensure that this is not a
passing phase but becomes even more fully established
as a part of the Group's overall culture.

The President speaks with employees
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—— Governance
Continuously Reinforcing Governance

With respect to governance, during the 21-25 Long-
Term Objectives period, we made steady progress in
establishing a system for ensuring sound management,
including increasing the number of outside directors,
appointing female outside directors, changing the
composition of the Nomination and Remuneration
Committee, and establishing a Special Committee.

Of course, we see the enhancement of governance
as an ongoing challenge, and we will continue to
earnestly deliberate and discuss various issues, such as
our organizational design and the composition of our
Board of Directors, making changes as necessary.
However, there is no point in simply having the right
structure or format if they aren't matched by the
underlying reality. What is essential is to have an
effective governance system.

To make our governance system more effective, we
conduct Executive Officer Meeting retreats twice a
year with the aims of leveraging the diversity of
executives to enrich dialogue between them and
aligning their recognition of the issues faced by the
Group. Executives, including outside directors, all come

together and engage in unrushed discussions. They
come to understand each other at a deeper level, and |
feel it is clear that this improves the quality of the
discussions by the Board of Directors, the Nomination
and Remuneration Committee, and the Special
Committee over the course of the year. Our outside
directors provide accurate advice from the perspective
of overseeing management. In that sense, we
recognize our Group as making ongoing improvements
to the quality of its effective governance.

Our Nomination and Remuneration Committee, over
half of whose members are outside directors, is also
discussing the selection of candidates for the next
generation of management, including my own
successor. With respect to personnel development, our
Human Resources Strategy Committee is deliberating
specific development measures, and is already
implementing various personnel development
measures. These include the enhancement of skills
through “Quorum 12" and “Quorum 15™* training sessions
in business school for select next-generation
managerial personnel, and also “cross-boundary
learning,” in which participants learn about management
through actual practice in other companies. As we
head toward 2030, we hope, by further enriching
measures such as these, to establish a
system in which we are always
developing multiple next-generation
managerial personnel.

*5 Quorum 12 is a training session for select personnel

in the general manager class, and Quorum 15 is a

training session for select personnel in the manager
class
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—In Closing

Boldly Taking on New Challenges to Realize Our
Vision and Striving for Profitable Business Expansion

| have constantly encouraged our employees to make
ourselves “A Company That is Highly Regarded,
Appreciated, and Attractive.” That could be rephrased
as “heightening our corporate value.” There is no
potential for growth in a company that is not highly
regarded or attractive.

To be a company that is highly regarded and
attractive, we must issue proposals that go beyond
anything our customers, partners, or other
stakeholders have imagined, and turn those proposals
into reality, so our stakeholders recognize the
significance of our Group. If we become the kind of
company that our stakeholders turn to first, saying “we
should ask the Canon MJ Group to handle this” or "we
can rely on the Canon MJ Group for this,” then we will
naturally achieve our targets.

The five-year period that began to 2016 was one of
transforming to a robust corporate structure. The next
five years was a period of working to accelerate
profitable growth. | want our 26-30 Long-Term
Objectives period to be one of taking on challenges to
achieve further leaps forward.

Our Group has only just begun its efforts to realize
its vision. We will keep on transforming, without ever
slowing down, achieving profitable business growth
and enhancing sustainable corporate value by solving
the issues faced by our customers and society. We
look forward to your ongoing support and guidance in
this endeavor.

President & Representative Director

M. Ao
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Value Creation of the Canon MJ Group
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Sustainable Corporate Value Enhancement Centered on Our Purpose

Building
the Future
through
Our Conviction
and Passion

Based on our people, our technologies, and our
customer base, we will turn our diversity into
competitiveness and advance our management
focused on sustainable value creation.

Director & Senior Vice President
In charge of Group Corporate Planning

Director of Marketing Headquarters
Vice-Chair of Sustainability Promotion Committee

Hatsumi Hirukawa

Our 50 Years of History

The Japanese economy has stagnated for many years, ever
since the bursting of its economic bubble. During this peri-
od, corporate management has had to make structural
changes, not simply pursuing short-term results but also
building medium- to long-term value and achieving sustain-
able growth. In recent years, the government has set forth a
strategy of national growth, and the conditions surrounding
companies have undergone tremendous change due to fac-
tors such as the improvement of the investing environment
and corporate governance frameworks. Japan's Corporate
Governance Code formulated in 2015 is a representative ex-
ample of these changes. It requires companies to focus more
on accountability and capital efficiency, and to work to cre-
ate value over the medium to long term.

As the business environment has changed, the Group has
looked back on its history, from the days of its foundation,
and outlined the direction it seeks to take in its manage-
ment over the five decades to come. Ever since it was es-
tablished as a sales company for Canon's business ma-
chines, the Canon MJ Group has diversified and

History of Our IT Solutions Business Growth

[Social trends]

strengthened its sales channels by expanding its regional
sales locations and forming partnerships with retailers, with
the mission of delivering Canon’s sophisticated products to
customers nationwide. Through these efforts, we were able
to form a broad customer base, steadily nurture our market-
ing capabilities, and contribute to the establishment of the
Canon brand throughout Japan. To go beyond just selling
products and create even greater added value to customers,
we entered the software business in the 1970s. Since then,
we have expanded to handling products from other compa-
nies and entering the IT field. We have also expanded our
business domains through M&As and capital and business
alliances, evolving the structure of our business in line with
the changing times. Through this process, people with var-
ied backgrounds have joined the Group, and our workforce
has become steadily more diverse.

We place great value on growing together with our cus-
tomers, and we have nurtured our people, our technologies,
and our customer base as strengths that support our value
creation. The Group is rich in diversity in each of these ar-
eas. We offer various products, such as cameras, business
devices, and semiconductor-related equipment, but we also

Predict social trends and promote well-tailored management strategies

[Transformation of management strategies]

Expands sales channels through sale "\ Strengthens sale of PCs and servers, \ Begins IT infrastructure \ Strengthens missioncritcal systems inegrain '\, Launches [T outsourcing and '\ Strengthens maintenance and
of cameras and business machines etc, of other companies business Enters medical IT market cloud services operations services

1960s to 1970s 1980s 1990s 2000s 2010s 2020s
—o0 o o o o O
1968 1981 1990 2003 2012 2020

- Canon Business Machines
Sales, Inc. established
- Canon Business Machine
Services Inc. established
1969
- Canon Camera Sales Co,,
Ltd. established
1971
-Canon Sales Co., Inc.
established
1978
-Acquires Fuji System
Development [nc. (Canon
Software)

- The Company lists on the
Second Section of the
Tokyo Stock Exchange

1983

- The Company lists on the
First Section of the Tokyo
Stock Exchange

- Forms sales alliance with
Apple Computer Inc.

1985

- Forms sales alliance with
IBM Japan, Ltd. for
workstations and PCs

* Becomes Ministry of
International Trade and
Industry-certified
systems integrator

- Forms sales alliance with
EUKH Microsystems Japan

- Forms sales alliance with
Floating Point Systems,
Inc.

- Forms sales alliance with
Digital Equipment
Corporation Japan

1991

- Forms sales alliance with
Cray Research, Inc.

1992

- Forms sales alliance with
Silicon Graphics, Inc.

- Acquires Sumitomo Metal
System Solutions Co.,
Ltd.

- Begins selling ESET

2006

- Acquires FMS Inc. (now
Canon ITS Medical Inc.)

2007

- Acquires Argo 21
Corporation

2008

- Canon IT Solutions Inc.
establishe

- Acquires BicNIWS Inc.
(now Qualysite
Technologies Inc.)

- Nishi-Tokyo Data Center
Building No.1 begins
services

- Canon ITS establishes
Canon IT Solutions
(Thailand) Co., Ltd.

2013

- Canon ITS acquires
Material Automation
(Thailand) Co., Ltd.

2018

- Establishes joint venture
ESET Japan Inc. together
with ESET, spol. s ro

- Nishi-Tokyo Data Center
Building No. 2 completed

2022

- Acquires QB5 Inc.

2023

- Acquires Tokyo Nissan
Computer System Co.,
Ltd. (now Canon ITS, TCS
Division)

2024

- Acquires Primagest, Inc.
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Value Creation of the Canon MJ Group

Sustainable Corporate Value Enhancement Centered on Our Purpose

provide wide-ranging value matched to our customers’
needs through our SI services and our IT services, such as
ITO and BPO. The Group's strengths include our collabora-
tion with varied business partners and our broad customer
base, which ranges from large corporations to quasi-major
and upper medium-sized enterprises, small and medi-
um-sized enterprises, and individual consumers.

Looking to the Next 50 Years and Turning
Diversity into Greater Strength

The growth of diversity also has the potential to lead to a
lack of cohesiveness in organizational and managerial direc-
tion. For us to continue our growth investments and turn our
diverse personnel, technologies, and businesses into a com-
petitive edge, | have come to see it as essential that the
entire Group shares a common direction.

Since 1988, the Canon MJ Group has been implementing
sustainability management under the Canon Group's corpo-
rate philosophy of Kyosei. The Group is committed to solving
social issues through its business activities while maintaining
harmony with people, society, and nature. In recent years, we
have gone beyond just activities that focus primarily on re-
sponding to the requests of society to also more tightly link
these activities with our business. We have taken them to a
new level, in which they are even more effective in solving
social issues through our business. As social issues grow more
complex and severe, we will use the power of marketing to
continue contributing to the solving of an even wider range of
social issues. To do this, in January 2024, we declared our-
selves a MIRAI Marketing Company and also announced our
Purpose, ‘Bringing together hopes and ideas with technolo-
gies to create a future beyond imagining,” which encapsu-
lates the significance of the Group's presence in society.

Resonating with Even More Stakeholders by
Embodying Our Purpose

Ever since we announced our Purpose, our top management
has worked to establish it both inside and outside the
Group by creating opportunities for ongoing communication

and dialogue. As a result of these efforts, a growing number
of employees see the Purpose as relating to their own oper-
ations and try to embody it through behavior that contrib-
utes to the improvement of our business value. In tandem
with this, we are starting to see the appearance of concrete
initiatives that contribute to both the creation of social val-
ue and the expansion of revenue opportunities through our
business activities. Initiatives that leverage the Group's
strengths and knowledge are being implemented as busi-
ness projects and helping produce new opportunities for
creating value. This is happening in areas such as contribu-
tion to disaster prevention and mitigation in response to cli-
mate change, contribution to regional security and safety,
identity verification and fraudulent transaction prevention in
line with increasingly sophisticated financial transactions,
and medical information coordination that supports compre-
hensive community care. As these initiatives become more
widely implemented, there are also a growing number of op-
portunities to discuss questions, exchange ideas, and con-
duct workshops with those outside the company regarding
the formulation of the Purpose and our approach to instilling
it. Resonance with and trust in our Group are ultimately
helping to strengthen our medium- to long-term business
foundation.

Canon Marketing Japan Inc. INTEGRATED REPORT 2026

Turning the Rise of Resonance and Trust into
Sustained Improvement of Corporate Value

In promoting sustainability management at the Canon MJ
Group, we define new material issues (material topics) as
“themes of high importance to the Canon MJ Group and its
stakeholders that should be addressed intensively.” We are
tackling these material topics as management issues, which
meet the expectations and needs of our stakeholders, and
reflect their relationships with our business and their impact
on our medium- to long-term corporate value. To implement
these initiatives as a united group, we established the Sus-
tainability Promotion Committee in February 2021. The Com-
mittee is chaired by the president & representative director,
who has a supervisory role for all sustainability-related mat-
ters. In deliberating and formulating our Purpose, during the
latter half of the deliberation process, Sustainability Promo-
tion Committee meetings were held jointly with the Brand
Strategy Committee, and participants discussed how to
share the Purpose in and outside the Group and what initia-
tives to carry out to instill it, in addition to the Purpose’s
content. Since 2023, the Sustainability Promotion Commit-
tee has been under the direct supervision of the Board of
Directors, as the matters discussed and resolved by the
Committee are important matters that relate to the core as-
pects of management.

Our Management Stance Backed by the Canon Group Corporate Philosophy of “Kyosei”

Canon Group Corporate
Philosophy

m Long-Term Management Objectives (2026-2030)
2030 Vision

Canon MJ %’F())iLé[:s Material

]

Canon MJ Group’s Purpose

Medium-Term
anagement Plan
(2026-2028)

Organization/Personnel

Kyosei

o,
.. -.. g togetherhaps and eos it tchndlges
e e by gy
[J ) 'e .

A corporate group dedicated to creating new businesses that drive
future growth through the power of people and technologies

Contribution to fulfilling || Realization of a safe and || Co-creation and collaboration
life and work styles secure society with stakeholders

Harmony with the global environment Respect for human rights

Improvement in employee

engagement Implementation of sound governance
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Value Creation of the Canon MJ Group

Sustainable Corporate Value Enhancement Centered on Our Purpose

As the Purpose has become more fully instilled and em-
bodied in the Group, in 2025, we reviewed our material is-
sues and newly formulated material topics applied from
2026. This review was rooted in our corporate philosophy
and placed great emphasis on having a management system
in which there is a consistent and continuous thread that
links our Purpose, Long-Term Management Objectives, mate-
rial topics, and Medium-Term Management Plan. Led by this
management system, our Purpose is more than a philosophy.
It is extended through our material issues into specific man-
agement issues and actions and tied to the duties and oper-
ation targets of each and every division and employee.

Building the Future with Conviction and Passion

To achieve sustainable growth, the Canon MJ Group be-
lieves that it is important that we link our financial and
non-financial elements and strengthen our ability to continu-
ously generate revenue. Based on this view, we have created
a management system, rooted in our corporate philosophy,
with a consistent and continuous thread that links our Pur-
pose, Long-Term Management Objectives, material topics,
and Medium-Term Management Plan. We are now in the
stage of improving the effectiveness of this management
system. One distinctive initiative we are implementing to
unify our financial and non-financial aspects in a concrete
management structure is the “engagement improvement cy-
cle.” The engagement improvement cycle is composed of
three elements as its core: “development of skilled personnel,”
“customer satisfaction,” and “employee job satisfaction.”
Furthermore, we adopted the service profit chain con-
cept in 2024, and we are fleshing out and defining indica-
tors for the items between these three elements with the
aim of clarifying their relationships and significance.
Through these initiatives, we are seeking to leverage the
power of our human resources with diverse experience, ex-
pertise, and values, in our business activities, and link
non-financial measures, such as employee growth and job
satisfaction and increased value provided to customers, to
financial results such as sales and profit growth. Those re-
sults can then be fed back into future investments and hu-

man resource development. By doing so, we aim to create a
cycle of value generation.

| don't believe that the effectiveness of these efforts is
affected by our systems and frameworks themselves, but
that instead it is important that the ideas and objectives
behind these efforts serve as the pillar of the decisions and
actions of all of our employees. Our employees, with their
diverse experience, expertise, and values, must listen to
each other and share their frank opinions with each other as
they envision the future. We must make this approach of
engaging in extensive, passionate ongoing discussion a part
of everyday work. We must nurture it as part of our Group's
culture. This will create a sense of unity within the organiza-
tion and give it drive. This ongoing process will, | believe,
provide the motive force to take on new challenges, united
by a common philosophy and resolution.

| don't think the future is something we can predict, but
something we can create, driven by our conviction and pas-

Canon Marketing Japan Inc. INTEGRATED REPORT 2026

sion. Based on this idea, we will continue to tirelessly polish
our management approaches so that we can achieve sus-
tainable value creation, while dealing with the changes in
the environment around us.

CSustainably Increase Corporate Value)

Canon MJ Group’s Purpose

Employee satisfaction

Employee job

satisfaction

Revarding senseof cortrbtion

Sales/profit
Broadening the customer
base and improving LTV

Engagement
improvement cycle

Customer
satisfaction

e, o°. Bringing together hopes and ideas with technologies to
e® create a future beyond imagining

Understanding the Purpose and
division approaches

Motivation for growth

Investments in
human resources

Development of

skilled personnel

Increase in value provided
Improving
. Business organizational
Understanding markets investment capabilities

and customers

A cycle generated by dialogue and diversity
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Resonance Both Inside and Outside the Group and Creating Corporate Value by Embodying Our Purpose

It has been two years since the January 2024 announcement of the Canon MJ Group’s Purpose, “Bringing together hopes and ideas with technologies to create a future
beyond imagining,” with the goal of unifying the aspirations of Group employees while further advancing co-creation and collaboration with stakeholders to accelerate the
resolution of social issues in the midst of today’s rapidly changing environment and growing structural uncertainty. Over these two years, our top management has striven
to establish this Purpose, both inside and outside the Group, through a variety of means, such as discussing their own visions. Our Employee Engagement Survey found that
“Resonance with the Purpose” has been maintained at a high level. Furthermore, as the number of employees that embody this Purpose grows, we have found ourselves
with even more opportunities to speak with customers and various other stakeholders. Our Purpose is now resonating even more widely, and it is contributing to our cre-

ation of corporate value.

Behavioral Changes within the Group that Embody the Purpose

Transforming Mentalities by Internalizing the Purpose

When we light a fire within the people who will shape the future, we light a fire in
the future of our Company. Led by this concept, we launched "Miraibi (‘Future Light’)
Talks"—direct dialogues between the President and employees. In total, 21 sessions
were held between 2023 and 2025, with approximately 2,800 employees participat-
ing. In 2025, we refined these talks, shifting from a morning meeting format to one in
which the members of individual business divisions and President Adachi meet for
small roundtable discussions. Based on the changing market environment, customer
needs, and technological innovations, the participants engaged in lively discussions
about “the ideals for their own organization five to 10 years down the road, and the
measures to take to achieve those ideals.” They shared diverse ideas for realizing
the future, with a free, creative approach unhindered by existing frameworks.
Through the meetings, participants had many insights about how they would like to
change in order to help the Group realize its Purpose, and what they should do to
make those changes.

The meetings also spurred more wide-ranging and self-directed communication
within divisions, with some participants planning ongoing discussions with other
meeting members even after the event had ended.

Miraibi Talks

Individual employees are internalizing
the Purpose even further by partici-
pating in study sessions and work-
shops where they learn about the
background behind the formulation of
the Purpose, why it is significant, and
how it relates to their own roles and to
society itself. These sessions and
workshops are transforming employee
mentalities about day-to-day opera-
tions. For example, one participant
shared, “Through the Purpose, | have
expanded my perspective to not only
think about working quickly without making mistakes, but also to think about con-
tributing to customers and various stakeholders.”

Purpose workshop

Growing Our Case Studies of Solving Social Issues by Embodying the Purpose

To recognize employees and teams
who have implemented superb initia-
tives, and to thereby contribute to the
transformation of behavior throughout
the Group, we implement the commen-
dation system, "The Canon Marketing
Japan Group Excellent Award.” In 2024,
we focused more on the creation of
social value through business activi-
ties and reflected the approach
employees and teams took to the Pur-
pose in the award criteria. In 2025, we saw a greater number of projects which con-
tributed to the solving of social issues, such as building a communications network
that is resistant to the flooding risks caused by climate change and the creation of
systems that help improve accessibility to regional medicine.

The Canon Marketing Japan Group Excellent Award ceremony
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Resonance Both Inside and Outside the Group and Creating Corporate Value by Embodying Our Purpose

Branding Activities Centered on our Purpose

Since 2023, we have featured employ-
ees who embody our Purpose on our
Group's website under the titles "MIRAI
Angle” and "Connecting Hopes and
Ideas to the Future.” "MIRAI Angle”
introduces employees who continue to
take on challenges, empathetic to the
hopes and ideas of valued customers
and colleagues, working together to cre-
ate a better future. “Connecting Hopes
and Ildeas to the Future” showcases ini-
tiatives that combine the hopes of
stakeholders with Canon MJ Group's business to pioneer new paths to the future.
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Expanding the Circle of Purpose Supporters

The Purpose is coming to resonate with a growing circle of stakeholders, spreading
inside and outside the Group. As a result, more and more people are becoming
interested in our Group's way of thinking and our initiatives, and we have heard from
a growing number of stakeholders. In July 2025, President Adachi gave a speech at
the Japan Quality Award Council titled “Formulating a Purpose as a MIRAI Marketing
Company.” Furthermore, in 2025, in response to requests from customers, we
conducted numerous Purpose-themed workshops and provided many opportunities
for information-sharing, promoting greater understanding and co-creation through
dialogue, both inside and outside the Group.

The President speaks at a Japan Quality Award Council meeting A workshop with customers

BEAPA SN 53 TRUAY AR EYF~BE | 29

Furthermore, some of the Group's efforts to instill the
Purpose and address material issues were presented in
Implementing Sustainability Strategy: Designing Internal
Communication and Employee Engagement for _@_@_’*@
Organizational Change, a book by Hirotsugu Kitada and
Mitsunobu Ando, published by Chikura Publishing
Company. It discussed how the Purpose was instilled
through “measures” such as issuing messages from top
management and business managers, and publishing
Purpose videos, and through “systematic approaches”
such as the Group's Purpose promotion system, which
centers around the Sustainability Promotion Committee,
and the addition of elements of the Purpose in the values

YRS T NG o 2%
MEfTH RN RE) ot ¥

mplementing Sustainability Strategy

ACHIER R

o

and action guidelines.

A Comment from One of the Authors

We presented the Canon MJ Group as a success case in
our book because its efforts to instill the Purpose have
been consistent, and everything from announcement
within the Group to publicly announcing the Purpose has
been carefully designed as a single, consistent process.
The Group has promoted the Purpose through messages
from top management, various contact points, dissemi-
nation on a per-division basis, and the Group's systems.

e
This has steadily increased awareness and understanding
| g ‘ 'S : Faculty of
with employees, resonating with them and guiding their  Bysiness

actions, which has made a strong impression on us. What
is more, in recent years, the Canon MJ Group has linked
this Purpose to its 2030 Vision, material topics, Medi-
um-Term Management Plan, business portfolio, and KPI.
The Group hasn't simply announced a philosophy, but
developed it as a means of driving action, which has
impressed us. We will continue to keep a close eye on
the Canon MJ Group to see what kinds of results to
business creation are produced through these consistent
initiatives.

Administration,
Hosei University

Associate Professor
Hirotsugu Kitada
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Value Creation of the Canon MJ Group

Material Topics

Canon MJ Group defines material topics as “themes of high importance to the
Canon MJ Group and its stakeholders that should be addressed intensively.” We
have established an end-to-end management framework that connects our corpo-
rate philosophy with our Purpose, Long-Term Management Objectives, material
topics, and Medium-Term Management Plan. Through our initiatives to address the
material topics, we are pursuing to achieve our corporate philosophy and Purpose.

In 2025, the Group conducted a review on material issues and formulated new
material topics applied from 2026. By increasing consistency with the Long-Term
Management Objectives (2026-2030) and the Medium-Term Management Plan
(2026-2028), and linking our Purpose, long-term vision, material topics, and related
indicators through this review, we further made clear the connection between the
duties and performance targets of each division and employee.

New Material Topics Applied from 2026

Regarding the new material topics applied from 2026, we have divided the value we
created into two categories—maximization of positive impacts and minimization of
negative impacts on society. Furthermore, we have refined our “management foun-
dation” as a base that supports these initiatives over the medium to long term, and
determined seven material topics from three perspectives. To clearly present our
views on aiming for the enhancement of corporate value through a value-creation
process based on business activities, material topics that maximize positive
impacts on society are presented first.

Value to create
o

Management

Material Topics foundation

D S LG (Source of value creation)

impacts on society

@ Contribution to fulfilling
g

life and work styles

Realization of a safe and
secure society

S

Do
Do

with stakeholders

Harmony with the global

o
Co-creation and collaboration °®
environment L

Respect for human
rights *

Improvement in PY
employee engagement

Implementation of sound ®
governance

)R e
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Process of Identifying and Approving Material Topics

The new material topics applied from 2026 were formulated by following steps 1
through 4 described below.

To appropriately respond to changes in the external environment and increase
effectiveness, in addition to collecting and reviewing in detail the latest international
and domestic trends, expectations, and needs under STEP 1, we have added the fol-
lowing two processes to the formulation process, which we applied to formulate
material issues until 2025.

® Evaluation for appropriateness by various stakeholders, including directors

(including outside directors), external experts, and employees

@ Setting of indicators and targets for each material topics, and clarification of the

personnel responsible for each

STEP 1 Selection of Expectations and Demands of Society
® Canon MJ Group identifies the expectations and demands of society through reference to
international standards and ESG evaluation bodies.

STEP 2 Identification of Material Topics

® Societal expectations and needs items are plotted on a map if “. 77777777777777
with two axes—the level of importance to stakeholdersand 5| @ [
the level of priority to the Canon MJ Group. *2 ® )

® The level of priority to the Canon MJ Group is weighted & P o ©
according to financial impacts in consideration of its Long- £ P
Term Management Objectives and after identification of & ® °®
opportunities and risks. ° °

* Material topics are identified after evaluation of o

appropriateness and discussions by outside directors, inside
directors, outside experts and employees. Formulated
material issues following the evaluation for appropriateness
and discussions by directors (including outside directors), external experts, and employees.

the level of priority to the Canon MJ Grouvp

STEP 3 Incorporation into Strategies and Plans
® For the material topics identified, main indicators and targets are determined. They are
incorporated into medium-term management plans and others in separate business divisions.

STEP 4 Approval

® The material topics, main indicators and targets are subject to examination and approval by
the Sustainability Promotion Committee, which is chaired by the president & representative
director and comprises directors, directors of business units and heads of related divisions.
They are then subject to resolution of the Board of Directors.

® The Sustainability Promotion Committee performs regular monitoring of the progress in
initiatives related to the material topics.
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Material Topics

Major Initiatives to Address Material Topics and Targets

Canon Marketing Japan Inc.

INTEGRATED REPORT 2026

The Group has formulated indicators for the new material topics applied from 2026 and set targets for 2030, the final fiscal year of the Long-Term Management Objectives (2026-2030).

Value to create

)
L)

Material Topics

Contribution to fulfilling
life and work styles

@&

Realization of a safe
and secure society

Do
3

(

Co-creation and
collaboration with
stakeholders

Major Initiatives

Conduct initiatives to maximize positive impacts in

the framework of the Medium-Term Management Plan.

e |T Solutions Business
Focus on the following areas to expand service-
type businesses
@ Integration for value creation
@ Business process services (BPS)
® Total security
@ Comprehensive support for small and medium-
sized companies
e Canon Product Business
Promotion of integrated solutions with the IT
Solutions business
e Specialist Fields and New Businesses
Creation of new businesses driven by social issues

Harmony with the
global environment

e Contributing to customers’ CO:> reduction through our
business (2030 Medium-Term Environmental Targets)

Main Indicators

Creation and distribution of examples
(Since it is the same as an initiative in the Medium-Term Management Plan, we will
check the progress for main indicators and targets in the review of the Medium-

Term Management Plan.)

2030 targets

Related Pages

Examples of Solutions to
Social Issues through
Business Activities

Page 21

® Realization of carbon neutrality (2030 Medium-Term
Environmental Targets)

e Contribution to the realization of a resource-recycling
society (2030 Medium-Term Environmental Targets)

1.
2.
3.

Rate of reduction in Scope 1and 2 emissions
Rate of reduction in Scope 3 (categories 1and 11) emissions
Achieve zero emissions from product waste
(recycling rate of 99.9% or higher)

1. Reduce Scope 1and Scope 2 emissions
by 42% from 2022 levels by 2030

2. Reduce Scope 3 (Category 1, 11) emissions
by 25% from 2022 levels by 2030

3. Recycling rate of 99.9% or higher

Sustainability
Environment

Pages 75-79

X

Respect for human
rights

® Implementation of action plans for priority human
rights themes

Rate of implementation of annual action
plans for priority human rights themes
(for individual fiscal years)

100% implementation rate

Sustainability
Society Human Rights

Page 82

Management foundation (Source of value

creation)

&

Improvement in
employee engagement

e Acquisition and development of competent
personnel suited to the business portfolio

® Encouragement of active participation of diverse
personnel

® Improvement in engagement for mutual
development of the company and employees

1.

W N

Ratio of personnel sufficiency at positions
necessary to implementation of business
strategies

. Percentage of female managers
. Engagement scores

1. 100% sufficiency
2.12%
3. Target to be set within 2026

Sustainability
Society

Pages 80-81

]
{o]
o]

Implementation of
sound governance

® Improvement in engagement with investors and
analysis and incorporation of their opinions into
management

. Frequency of dialogues with shareholders

and investors

. Frequency of report meetings to

directors and business heads, etc.

1. At least 200 times a year
2. At least 20 times a year

e Strengthening of supervisory functions for realizing
sustainable corporate value enhancement

. Frequency of evaluation of

effectiveness of the Board of Directors

. Frequency of Nomination and

Remuneration Committee meetings

. Frequency of Special Committee meetings

1. At least once a year
2. At least four times a year
3. At least once a year

e Enhancement of effective risk management
structure and compliance structure

. Ratio of determination of priority risks and implementation

of measures (for individual fiscal years)

. Frequency of compliance meetings (for

individual fiscal years)

1. 100% implementation rate
2.100% implementation rate

Sustainability
Governance

Pages 83-90
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Examples of Solutions to Social Issues through Business Activities

Material topics that maximize positive impacts on society are the very business activities of the Canon MJ Group. By working on them, we aim to accelerate the resolution

of social issues through business activities (see page 20). Among the activities we conducted in 2025, this page introduces two representative examples.

Contribution to the Realization of a Safe and Secure
Society with Imaging Solutions and Al

S 8 @
Canon ITS contributes to the realization of a safe and secure society by enabling rapid
understanding of situations in the event of a disaster through the provision of disaster
prevention solutions that combine imaging technology with Al.

To advance the development of disaster-resilient communities, national and local
governments use disaster prevention information systems, high-altitude cameras, and various
sensor devices to promote disaster prevention and mitigation. While high-altitude cameras
are a useful way for a person in charge to assess the surrounding situation in the event of a
disaster, in many cases, they are not fully utilized in other settings. Since the cameras are
usually not turned on until after receiving notice of a disaster, a prompt understanding of the
situation has been an issue. To solve this, Canon ITS offers a service that detects anomalies
from images captured by network cameras with Al and notifies the people in charge.

Usage image

l

© Zger

l Image of smoke detection

Image of water level measurement Q

Smoke detection
via
Water level
measurement via Al

Image processing Al collaboration platform

. . L3
- Bind Vision
¥ &
Notification of smoke detection and water level Local government
threshold exceedance/Image confirmation official

h 4

\ 4

Canon ITS lowers the hurdles to introducing Al-based image analysis systems
across various fields by providing “Bind Vision,” a cloud-based platform for web
system development, which has a large share in Al-based image analysis systems.
With the platform, opportunities for using Al-based systems will expand,
contributing to the growth of the Al market. Canon ITS will also advance its
development with a view to adding Al-based disaster prevention tech services to
contribute to the realization of a safe and secure society.

Contribution to the Coexistence of Deterrence of Financial Crimes and Improvement = % Z8N
of Customer Experience through Optimized Counter Operation Procedures & A2

Canon MJ ensures safe and secure financial transactions by digitalizing identity verification
at branch service counters through the provision of “Identity verification support solutions”
that support financial DX, thereby helping streamline counter operations and improve the
customer experience (CX).

Recently, financial institutions have been aiming to create next-generation branches with
the use of new channels and a shift to digitalization and self-service for counter operations,
to address labor shortages and improve customer convenience. On the other hand, as
financial crimes become increasingly sophisticated, the Financial Services Agency is requiring
stricter identity verification when various transactions are executed online and at counters.
Optimizing the identity verification process under the Act on Prevention of Transfer of
Criminal Proceeds (APTCP) has become a challenge.

Canon MJ supports the optimization of the series of procedures at counters, from
determining the authenticity of identity verification documents to conducting identity
verification and integrating the confirmed results with business systems by providing
“Identity verification support solutions.” The solutions realize strict identity verification in
accordance with the APTCP while streamlining counter operations, improving customer
convenience.

Tablet Customer system
(iPad, Windows, Android)
4
: ) 4
Branches Business app Digital signature
Integration of identity | verification server
— Canon rovide [ (RGN G
.“ Card information reading SDK (as needed)
My Number Card (app development on SDK) : >
Clients gash card, ete Verification of My Number
o Card digital certificate

Canon MJ will continue to support DX not only for financial institutions but also
for various industries that require identity verification, leveraging the know-how
gained from previously developed solutions regarding online eligibility
confirmation using My Number Card as an individual's Health Insurance
Certificate, and solutions for the financial industry.

By providing optimal solutions that lead to innovation in business procedures
that meet our customers’ needs, we will contribute to fulfilling life and work styles.
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Social Contribution Activities That Will Continue to Generate Value into the Future

The Group implements initiatives on material topics to meet the expectations and
needs of society. By promoting “social contribution activities” that also resolve
social issues in areas where it is difficult for our business to reach, we are working
to put our Purpose into practice.

Designating five fields of focus, namely “environmental protection,” “regional and
cultural revitalization,” “personnel development,” “safe and secure society,” and
“health,” we are implementing various initiatives that utilize Canon MJ Group’s
products, employees’ capabilities, and partnerships.

These activities are regularly monitored by the Sustainability Promotion Commit-
tee and are reviewed as necessary. Among the activities we are presently conduct-
ing, this page introduces four representative examples.

I Passing on a Verdant Hometown for the Future of Our Children through the “Furusato (Hometown) Project”

As part of the social contribution activities, the
Group is working to conserve biodiversity. The
Canon MJ Group donates an amount correspond-
ing to the number of used cartridges collected
from customers to selected environmental organi-
zations to fund these activities. The "Furusato
(Hometown) Project” was launched in 2010 in
collaboration with environmental conservation
organizations across Japan with the aim of passing
on a beautiful, verdant hometown for the future of
our children. By the end of 2025, more than
10,000 people had participated in the project.

I “School Building Memorials Project” for Cultivating the Creativity and Self-Expression of Children

Since 2014, the Group has been collaborating with
Pentel Co., Ltd. (now ASTRUM CORPORATION) to
carry out the “School Building Memorials project” to
help students create final memories of elementary
school buildings that are to be demolished and
replaced or merged with other schools. Children
draw pictures using the school building as a canvas,
and document this process using a mirrorless cam-
era. These photos are then turned into large posters
and donated. By leveraging the strengths of both
companies, we are helping children create memories
while also contributing to fostering awareness of
the arts field and to regional revitalization.

e, o°. Bringing together hopes and ideas with technologies to

(J
o 0 o
[J .
Expectations

»"%® create a future beyond imagining

i1 Material topics that create.  The Canon MJ Group’s
value that maximizes overall social :
positive impacts contribution activities

Material topics that create value that minimizes
negative impacts

Economic value + social value Social value

Management foundation material topics

I “Smile for the Future Project” for Regional Revitalization in Disaster-stricken Areas and Nurturing Children’s Hearts

Since January 2012, the Group has been imple-
menting the “Smile for the Future project,” based
on the concept of “enjoying photography,” as
part of efforts to promote reconstruction and
revitalization in the three prefectures affected by
the Great East Japan Earthquake. This program
utilizes Canon’s photography expertise and pro-
vides opportunities for a wide range of people,
from children to adults, to take photos and have
a fun photo printing experience. Through this
project, we help foster communication between
people and nurture the hearts of children.

I Supporting Social Participation of People with Disabilities by Serving as a ParaArt Official Supporter

Canon S&S supports “ParaArt,” an art and cultur-
al activity project by people with disabilities,
promoted by Nippon Charity Kyokai, and is cur-
rently appointed as an Official Supporter. By
introducing the international art exhibition
“ParaArt Tokyo™ and displaying artworks within
the company, we promote the social participa-
tion of people with disabilities and deepen our
understanding of disability culture, thereby con-
tributing to the realization of a sustainable soci-
ety where “no one will be left behind.”
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The Canon Marketing Japan Group/MIRAI Marketing Company
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Bty 000
ﬁo‘ O% ZZ“ % N et [l fi %@R
" g q  em o &y I
Customers Dﬂﬁ Q- <> [ ] % ‘4 Employees
Business ! 200 i““i Local
partners Shareholders L AR NGOs and NPOs communities
and investors Educational Public agencies
and research Future and local
institutions generation governments

Business Activities

Source of Value Creation

Value to create

( Human Capital )

® Specialist personnel for achieving
our business strategy

® A corporate culture that
welcomes diversity

® Enterprising nature passed down
since our founding

2030 Vision

A corporate group dedicated to creating new businesses that drive

ﬁagement Improvement in  Implementation

future growth through the power of people and technologies

S @ & £ QB ¢

Contribution to Realization of Co-creation and Harmony with Respect for

Material
topics

Material
topics

Value to

( Social Value )

Material topics

Maximize positive impacts

employee of sound create fulfilling life and & safe and collabptration the g obalt human rights Minimize negative impacts
engagement governance work styles  secure society il aviionmen
. . stakeholders
Social Capital
® Extensi t b o o q B
encompassing companies from (Customer— and market-based organizational structure ) ( Business portfolio ) ( Economic Value )
lar ejor orations to SMEs, and
individuals . . . T
@ Business partners with strong Deep understanding of Growing I Increasing the earnings capacity c?f the Canon 2030 Management indicators
connections to specific regions h h h ith £ products business and expanding the IT
and industries customers throug > together wit g solutions business with profit Net sal +850.0
customer-centric approach customers ] P et sales bil.lion
- - Ll Strengthen profitability Profitable growth Non-
(Technologlcal Capital ) £ continuous o 75 0
® Deep operational understanding g h gror]vtg&A Operating income ¥ b |.|
. w t illi
and exﬁertise in solving issues Enterprise Area Consumers roug illion
through connections with
customers e [l ROE 1 2 0 %
oA Iar%e number of engineers Large Small and Individual 3 o
capable of seamlessly carrying corporations and medium- customers
out processes, from system quasi-major and sized ¥500 0
conceptualization and planning to upper medium- T Canon products ITS sales o
system construction, sized enterprises R PN —" . billion
maintenance, and operation = IT solutions
®Engineers \;cvho se?mlessly support business ‘ Of which, Service/ ¥200.0
measures, from information security . Outsourcing sales i
assessment to organizational and Research & Business Development Specialjjz 9 billion
technical measures areas and new :
. . Sy f Growth investment
= Creation of new businesses based on social issues businesses (cun:vula::ivve over 5 ¥20?|.|0
( Financial Capital ) Market growth potential years) fffion
Shareholder returns
® Robust and sound financial w . .. . . (dividend, cumulative ¥1 O0.0
structure The “Three Selfs” spirit: self-motivation, self-management, and self-awareness over 5 years) billion
® Stable ability to generate cash

External Environment

e

The rapid advancement of

Climate change generative Al

Changes in the workforce

Expanding data volumes/
Diversification of cyberattacks

23



Value Creation of the Canon MJ Group

Financial Strategy

We achieved record profits by
expanding our IT solutions and
advancing our financial strategy.
In our Long-Term Management
Objectives (2026-2030), we aim to
establish a further growth cycle

Director & Senior Vice President

In charge of Group Auditing, Group Finance &
Accounting, and Group Procurement

Chief Executive of Finance & Accounting
Headquarters

Tsuyoshi Osato

Under our “Long-Term Management Objectives (2021-
2025),” we achieved record profits by expanding our IT
solutions business. Building on five years of progress in
which we advanced growth investment and capital
efficiency together, our next Long-Term Management
Objectives will aim to further enhance corporate value.

Record Performance Driven by Business
Transformation and Financial Strategy

Canon Marketing Japan Inc. INTEGRATED REPORT 2026

Implementing Growth Investment with a Clear
Focus on Time Horizons

The five years we spent executing the “Long-Term Manage-
ment Objectives (2021-2025)" delivered results that gave us
a strong sense of achievement on the performance front. We
achieved increases in sales and profits for five consecutive
fiscal periods, setting new record highs in everything from
operating income to net income. We see this as the result of
our business structure transformation working in concert
with the financial strategy supporting it.

Our strong performance has been driven primarily by the
IT solutions business. It accounted for 37% of total net sales
in 2020, and this figure rose to over 50% in 2025. The busi-
ness achieved the Long-Term Management Objectives sales
target of ¥300.0 billion through organic growth alone and,
through the implementation of financial strategies such as
M&A and investments, grew to a scale of ¥343.4 billion. This
reflects not merely sales growth, but a fundamental and
large shift in the Group’s revenue structure. Growth in recur-
ring services — particularly maintenance and operation ser-
vices, and outsourcing — contributed significantly to the
improvement in profitability. The execution of the Group's
M&A and investments also contributed to this outcome. At
the same time, our Canon products business continues to
generate stable revenue and remains a vital source of reve-
nue for the Group. The emergence of a clear structural out-
line — with the Canon products business providing the
revenue foundation and the high-margin recurring business
within our IT solutions business growing on top of it — is one
of the most significant achievements of the past five years.

Canon MJ’s Operating Income Range 499
W Operating Income (Billons of yen) 30 7

On the financial strategy front, we have steadily executed a
wide range of initiatives over the past five years. On growth
investment, we publicly committed to deploying approxi-
mately ¥200 billion in growth investment over five years.
Actual spending across business investment, investments in
human resources, and system investments totaled ¥172.6
billion. Business investment breaks down as follows: three
M&A transactions, 17 small-scale investments accompanied
by capital and business alliances, and 14 startup invest-
ments through our corporate venture capital (CVC).

We believe it was important that we structured these in-
vestments with a clear awareness of time horizons. First, we
position M&A as a means of expanding our top line over a
relatively short time horizon. We expand our business scale
through acquisitions, absorb the resulting amortization of
goodwill and other related items, and grow revenue through
the creation of synergies. Second, small-scale investments
accompanied by capital and business alliances are similarly
short-term in focus, aimed at strengthening our existing
businesses through means such as expanding our product
offerings and talent base. Third, our CVC investments are a
long-term initiative aimed at sustainable growth over a 10-
to 20-year horizon. By investing across three time horizons
in a balanced manner, we believe we have been able to build
a solid track record in our current business while simultane-
ously planting the seeds for future growth.

58.2

-@- Operating Margin (%) /
5

8.1 Operating Income: ¥58.2 billion
Record profits

= Operating Margin: 8.6%
||
2021 2022 2023 2024 2025
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A Highly Significant Tender Offer for
Treasury Stock

Under our “Long-Term Management Objectives (2021-2025),"
improving capital efficiency has been as important a theme
as pursuing growth investment. An initiative symbolizing
this was the acquisition of treasury stock held by the parent
company in 2024. At the time, the parent company’s voting
rights ratio had risen to approximately 58%, while the ratio
of outstanding shares had fallen to approximately 37%. We
also recognized that the growing balance of short-term
loans receivable to the parent company required greater
transaction transparency, given the parent-subsidiary listing
relationship. Beyond these issues, making better use of our
ample cash and optimizing our equity base to improve ROE
were also important priorities.

Against this backdrop, we proposed acquiring our shares
held by the parent company. We executed a tender offer for
approximately 20 million of treasury stock at a scale of
around ¥81.9 billion*, then promptly cancelled the shares
acquired. This series of transactions improved the ratio of
outstanding shares from approximately 37% to 45%, and re-
duced the parent company’s voting rights ratio to approxi-
mately 51%. Short-term loans receivable to our parent
company, which had reached as much as ¥180.0 billion at
their peak, were also fully eliminated through our acquisition
of treasury stock and M&A activity. Furthermore, we raised
our ROE from the 6% range before the start of our Long-
Term Management Objectives to above 10% in 2025. This
acquisition of treasury stock was an exceptionally important
decision in that it resolved multiple capital policy challenges
at once, and it stands as one of the initiatives | pursued
most tenaciously over the past five years.

* Canceled 20,000,000 shares of the acquired treasury stock (¥78.4 billion)

Share Price Has Room for Further Upside

We also worked actively to reduce our cross-shareholdings.
At the end of 2021, we held cross-shareholdings in 35 listed

companies. By the end of 2025, we had reduced that num-
ber to nine.

Throughout this process, we proposed, where appropri-
ate, that counterparties sell their holdings of our shares
back to us as treasury stock rather than disposing of them
in the market. Acquisition of treasury stock arising from
these efforts totaled approximately ¥5.0 billion over this
period. We also carried out ¥10.0 billion in acquisition of
treasury stock between October and December 2025, and
announced a further ¥30.0 billion acquisition of treasury
stock in January 2026. We view these measures not merely
as shareholder returns, but as initiatives to improve capital
efficiency and drive ROE higher.

Over the past five years, our share price has roughly tri-
pled, reaching an all-time high since listing. We believe the
market has recognized our progress to some degree, but
personally, | see room for further upside. That is precisely
why we are signaling to the market — through acquisition of
treasury stock and similar measures — that our shares re-
main undervalued.

Canon MJ’s Stock Price Range (Yen)
— After 2-for-1 share split — Before split

7,000 |-
6,000 -
5,000 -
¥3,941
4,000 ~ Highest price after split
(April 23, 2026)
3,000 - 3
2,000 -
April 1,2026 L
2-for-1 share split]™ |
1,000 -
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Our shares had been trading at an investment unit above
¥500,000, so in April 2026 we executed a 2-for-1 share split
in order to lower the investment unit, make our shares more
accessible to investors, and improve liquidity by increasing
the number of shares outstanding.

We are often perceived as simply a trading company that
handles Canon products, but our business is more than that.
While Canon products remain our core, we combine them
with IT solutions as added value, and our business domain
has expanded significantly. On top of that, what sets our
solutions apart from those of large system integrators is
that we deliver them in close partnership with our custom-
ers. Communicating this reality more accurately is an im-
portant priority for our IR efforts going forward. A deeper
understanding of the Group among investors could, we be-
lieve, lower our cost of capital, with room for our share price
to be recognized further.

Canon MJ’s Dividend Range (Yen)

170

140
120

90
75

2021 2022 2023 2024 2025 2026

2021 2022 2023 2024 2025 2026 2030(Year)
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Cash Allocation toward Achieving 12% ROE

Achieving the 12% ROE that we have set as our 2030 man-
agement indicator under our Long-Term Management Ob-
jectives (2026-2030) requires both maximizing net income
through steady business expansion and growth investment,
and controlling capital through an appropriate financial
strategy. Improving capital efficiency and pursuing growth
investment are the scenarios by which we aim to achieve
sustainable growth.

The foundation for achieving that sustainable growth is
the Group’s core strength, which is our ability to generate
stable cash flows. For the next five years, we have set a
clear cash allocation policy of generating ¥300.0 billion in
operating cash flow and directing it toward growth invest-
ment and shareholder returns. In our Long-Term Manage-
ment Objectives, we have communicated more strongly
than ever that we will not hoard the cash we earn.

We have made clear our intention to generate ¥300.0 bil-
lion in operating cash flow over five years, averaging roughly

¥60.0 billion per year, and to allocate ¥200.0 billion of that
to growth investment and ¥100.0 billion to dividends.

Acquisition of treasury stock will be carried out flexibly
and separately from the ¥100.0 billion allocated to divi-
dends. Dividends remain the foundation of our shareholder
returns policy. We regard acquisition of treasury stock as an
investment in ourselves to improve capital efficiency.

We still hold approximately ¥160.0 billion in cash on hand.
We will deploy these funds flexibly across growth invest-
ment, acquisition of treasury stock, and other financial strat-
egy initiatives to improve capital efficiency and enhance
corporate value.

Our growth investment priority is further expanding the IT
solutions business. We intend to actively pursue investment

Canon Marketing Japan Inc. INTEGRATED REPORT 2026

in developing service-type businesses as a separate track
from M&A.

At the same time, we place great importance on invest-
ment discipline. For M&A, we carefully assess whether the
acquisition price would place undue strain on our financial
statements, and we apply rigorous judgment on whether a
target can reliably generate synergies. In our investment de-
cisions, we focus on cash flow rather than profit, and we
assess whether the net present value (NPV) of that cash
flow, discounted at our cost of capital, exceeds the invest-
ment amount. This way of thinking has become deeply em-
bedded across the organization over the past five years.

Backed by our robust ability to generate cash, the cash earned from business operations will be allocated toward

growth investments and shareholder returns

2021-2025

Cash Allocation

Shareholder
e retu:lnss(dll\n.dend) 2026-2030
Operating cash ¥71.8 bilion yen Operating cash
flow flow
¥210.2 Growth ¥300.0
billion yen investments billion yen
¥172.6
billion yen
End of 2020 End of 2025
Cash on hand Tresj;tr));csl’::ck Cash on hand
ApProx. ¥96.7 billion yen Approx.
¥240.0 ¥160.0
billion yen billion yen

2026-2030

Cash Allocation Strategy

Shareholder returns (dividend)

¥100.0 billion yen

Growth investments

¥200.0 billion yen

M&A funds (contingency funds)

Treasury stock buyback capital

Working capital
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Also Focused on Developing Skilled Personnel
Who Can Drive Our Investment Strategy

Investments in human resources are also important to sup-
port our growth strategy. To develop our skilled personnel,
we are running a certification system for highly skilled IT
personnel and a selective training program for candidates
who are expected to take on future leadership roles, but my
own focus is on developing “investment strategy personnel.”
We need skilled personnel who can envision the future of
our businesses, identify the missing pieces needed to real-
ize that vision, determine where to invest, and carry deci-
sions through to execution. Deploying the ¥200.0 billion in
growth investment is not in itself the goal. We want to place
many such skilled personnel across each of our businesses
— people who can link business strategy to investment de-
cisions, thinking along the lines of “this is the business we
want to build in the future, this is the domain we are miss-
ing, so this is where we should invest.”

We believe that developing skilled personnel with that
instinct and judgment — through hands-on M&A and
post-merger integration (PMI) work, engagement with start-
ups through CVC, and open innovation activities — is the
foundation that will support the Group’s sustainable growth.

Stable Ability to Generate Cash is the Strength of
Our Financial Base

The greatest strength of the Group’s financial base lies in
stable cash generation. Our strong financial position gives
us ample resources to support flexible acquisition of trea-
sury stock and growth investment. At the same time, our
challenges are clear. The Canon products business is not a
business that grows steadily upward without interruption.
We therefore believe we need to expand the recurring busi-
ness in the IT solutions area, including maintenance,

operations, and outsourcing, so that both our “Canon stock”
and “IT stock” engines support the Company. In the Canon
products business as well, rather than forcing top-line
growth, it is important to improve profitability through pro-
ductivity gains and cross-selling. This will also lead to higher
ROE.

Our basic approach to the balance sheet is to convert
cash we earn into revenue-generating business assets, rath-
er than simply holding it. We want to build a balance sheet
where the seeds of future revenue and profit accumulate
steadily — not as cash in current assets, but as non-current
assets, intangible assets, and where appropriate, goodwill.
We currently operate debt-free, but we would not rule out
using debt financing if a significant growth opportunity
arose and our available cash alone could not fully fund it.
We will not hesitate to act when doing so is necessary to
avoid missing an opportunity.

Canon Marketing Japan Inc. INTEGRATED REPORT 2026

Toward a Structure Where Growth Investment
Continues to Circulate

What | prioritize above all else is building a framework for
the Group's sustained growth. Over the past five years, we
have made meaningful progress in strengthening our earn-
ings power, executing our financial strategy, and enhancing
corporate value. We see the next five years as a period of
preparation for an even greater leap forward beyond that.
We need to build a foundation that allows the Group to
keep evolving 10 and 20 years from now. That means ad-
vancing growth investment to develop our businesses, and
developing investment strategy personnel capable of think-
ing through and executing that work independently. We will
direct the cash we have accumulated into growth invest-
ment, generate new cash from those investments, and sus-
tain that cycle going forward. | see it as my responsibility to
make this virtuous cycle a reality.

ROE Trends and the Relationship between Net Income and Financial Strategy

—-@- Return on Equity (ROE) (%) M Net Income Attributable to

Owners of the Parent (Billions of yen)

by the parent company (¥81.9 billion)* M5

356 365

29.4

2025
Acquisition of treasury
stock through market

purchases (¥10.0 billion)

393 pumm -

2024 2025
Reduction of cross-shareholdings and the associated | | Reduction of cross-shareholdings and the associated
acquisition of treasury stock (¥3.7 billion) acquisition of treasury stock (¥1.1 billion) 12..0
204 Ny T
Tender offer for treasury stockheld | \( /"

2030 Management indicator targets

ROE:12.0%

2026
Acquisition of treasury
stock through market
purchases (¥30.0 billion)

2021 2022 2023 2024 2025

2026 2027 2028 2029 2030
* Canceled 20,000,000 shares of the acquired treasury stock (¥78.4 billion)
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Human Resources Strategy

When people change, the company changes.
Building on five years of accelerating
transformation, we are forging our next
growth strategy

Director & Senior Vice President

In charge of Group General Administration
& Human Resources Management,

Group Legal and Intellectual Property,
Group Logistics and Secretarial Office

Minoru Mizoguchi

In our Long-Term Management Objectives (2021-
2025), an accelerated human resources strategy cre-
ated a virtuous cycle that drove us to record profits.
Looking ahead, we urgently need structural transfor-
mation to speed up productivity improvement further
as we anticipate a declining workforce. In our Long-
Term Management Objectives (2026-2030), we aim to
achieve sustainable growth by evolving into an orga-
nization where diverse human resources continuously
create high-value outcomes — anchored in “SHIN
Lifetime Employment ” (SHIN means both “New” and
“True” in Japanese), a new concept that synchronizes
individual and organizational growth.

Our Human Resources Strategy Drove Record Profits

The greatest achievement of our human resources
strategy under the Long-Term Management Objec-
tives (2021-2025) was creating an “engagement im-
provement cycle” that aligned our business and human
resources strategies at an unprecedented pace. This
strong alignment drove five consecutive fiscal years of
revenue and profit growth.

Looking back over these five years, the single factor
that drove a virtuous cycle in our management was, in
a word, speed. Our frontline employees had long un-
derstood the need for change, but the speed with
which we translated that understanding into action
had been a challenge. The dramatic increase in our ex-
ecution speed over the past several years drove the
major transformation and results we have achieved.

A prime example is how we responded during the
COVID-19 pandemic. Resolved to “turn crisis into op-
portunity,” we rapidly promoted remote work and
workstyle reforms. Changes that would ordinarily have
taken years to embed became standard practice in a
short period. As a result, overtime hours fell sharply. To
this day, our offices go dark at 8 p.m. What matters
here is not simply cutting costs, but a shift in mindset
toward asking how we can create added value within
a limited timeframe. This dramatic shift in how we
think about time laid the groundwork for the next
step, transforming our business structure.

Building on that groundwork, we turned to trans-
forming the people who drive our strategy. As we aim
to shift toward the IT solutions business and to trans-
form our business portfolio, we cannot succeed with-
out change at the operational level. What mattered
most over these five years was not so much acquiring
external personnel, but as to how much our existing
employees were able to change. M&A and specialist
personnel are effective near-term measures, but they
alone cannot address underlying challenges. The real
significance lies in each employee independently
changing how they work and how they create value.
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Listening to employee presentations during last year's
employee commendation system reviews convinced me
that this transformation is real. The presentations have
shifted markedly — from "how many devices did we sell’
to “what value did we deliver to customers, with what
story.” The quality and perspective of the proposals had
also improved. It was a moment that convinced me that
the development of skilled personnel is genuinely driv-
ing business growth.

The Human Resources Strategy Committee has been
the driving force behind this transformation. The presi-
dent, directors, and business managers have met ev-
ery two months without fail to discuss human resourc-
es issues directly as a top management priority. This
forum has kept discussions from remaining abstract
and enabled us to act swiftly on concrete measures
such as reskilling of all employees. As a result, more
than 1,400 professional personnel have been devel-
oped through programs such as the DX certification
system, and we have built a solid foundation to sup-
port our next phase of growth.

A Sudden Workforce Shortage Arising from
the Company-specific Age Composition

On the other hand, there are issues that have been
left unresolved over the past five years. On top of the
structural challenge of a declining working-age popu-
lation across Japan, we face a company-specific issue
of a skewed age distribution in our workforce. We
have a large number of employees approaching retire-
ment age, while the ranks of employees in their late
thirties to early forties are thin — a result of hiring re-
straints during the global financial crisis and its after-
math. In short, we expect that by around 2030 a gen-
uine management challenge will emerge. A large wave
of experienced employees will leave the front line,
with too few mid-career professionals to fill the core
roles they leave behind.

Since a decline in headcount is unavoidable, we
must change how we work, starting now. When
speed becomes the key to raising productivity in that
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environment, we recognize that we are not yet where
we need to be. | have long urged our people to think
as if we need to run the business with half the head-
count. The goal is not to do the work of 10 people
with nine or eight. We need to redesign our process-
es from the ground up so that we can handle them
with half the headcount.

The key to achieving this is increasing the number of
tasks we can avoid doing. We will delegate to IT what
can be digitalized, entrust to outside parties what can
be outsourced, and fundamentally overhaul our busi-
ness processes themselves. Relying solely on the ef-
fort of workers on the front line has its limits. We be-
lieve that acting before those limits are reached is our
greatest challenge for the next five years.

SHIN Lifetime Employment : A Cycle of
Resonance and Growth beyond the One-size-
fits-all Model

At the heart of our human capital enhancement for the
Long-Term Management Objectives (2026-2030) lies an
enduring belief that acquiring and retaining human re-
sources is the lifeblood of our business. Our answer to
this question is the concept of SHIN Lifetime Employment.
Every employee who joins the Company has chosen
to do so because something here — our business, our
people, or our culture resonates with them. We want
each employee to build on that important sense of
resonance as their starting point, accumulating a
sense of growth and contribution through their day-
to-day work. Rather than the old model of lifetime
employment, in which the Company unilaterally guar-
anteed job security, we want employees to feel that
working here is genuinely meaningful to their lives, and
to stay with us as a result. | define this as "SHIN Life-
time Employment,” meaning lifetime employment that
emerges as a result. This applies not only to new grad-
uates, but equally to professionals who join us
through mid-career recruitment. We have a responsi-
bility to provide the opportunities and structures that
enable them to keep taking on new challenges.

As part of that effort, we are fundamentally
strengthening our mechanisms for internal mobility. In
addition to "JOBS (Job Opening Bulletin System),” our
in-house recruiting program through which employees
volunteer for roles, we operate an "FA (Free Agent)
system” that allows employees with FA rights to indi-
cate their intentions with respect to their career and
the type of job they wish to take on and be trans-
ferred to a division when a suitable position is found
for them. Last year, we also launched new initiatives
to promote cross-divisional transfers. Keeping human
resources fluid and placing people where they fit best
does more than prevent organizational stagnation. It is
essential to maximize each individual's drive to take
on new challenges.

This alignment of individual ambition with opportuni-
ty applies not only to existing employees, but also to
professional personnel joining from outside and to col-
leagues who have become part of our team through

T 7/ ERE

We want to be a company where our organization resonates with

every employee, they experience personal growth and a sense of

contribution, and want to continue building their career with the
Canon MJ Group

s Rewarding sense of contribution

Sense of growth
Resonance
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M&A. They join us because they share our vision for
transformation and seek the best stage on which to
apply their expertise. In launching new businesses, per-
sonnel with outstanding expertise from different fields
apply their capabilities to the full, dramatically acceler-
ating the pace of commercialization. Connecting this
“professional passion” — from inside and outside the
Company alike — swiftly to the right strategic oppor-
tunities is what will drive our next phase of growth.

Development of Engagement Improvement Cycle
The “Power of People” Driving ITS toward ¥500.0 billion

Only when individual passion aligns with opportunities
for challenge does our “engagement improvement cy-
cle,” which is the engine of our growth, begins turning
at a higher level.

The key to accelerating this cycle is synchronizing
the Company's growth with the growth of each indi-
vidual. | have consistently communicated that the
company will give its full support to any individual
growth that contributes to the company's growth. We
concentrate investments in human resources on areas
where our strategic direction and individuals’ growth
and contribution align. This is our fundamental stance.
At the same time, our organizational culture places
strong emphasis on fostering psychological safety. We
encourage open, flat dialogue between managers and
their teams, welcoming diverse perspectives. Once a
decision is made, everyone commits to it fully. Only
with a culture that eliminates the kind of stagnation in
which people quietly resist a decision once it has been
made and that moves everyone forward together can
individual growth translate into collective momentum.

In the years ahead, the source of value will shift en-
tirely from products themselves to people. In the era
when we sold devices, the products themselves held
the value. Today, however, we provide solutions, and
the knowledge provided by people, reasoning, and the
trust our people earn from customers are the founda-
tion of our business. That is precisely why we must in-
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vest in our people as a company and raise each indi-
vidual's market value.

Growing our IT solutions business to approximately
¥500.0 billion by 2030 will require more than superior
technology alone. We need highly skilled personnel
who can translate that technology into customer val-
ue, articulate it clearly, and guide clients through to
implementation. In last year's employee recognition
program, many of our people presented compelling
stories about providing value to customers, rather than
simply reporting sales results. Accelerating this skilled
personnel development further, and connecting individ-
ual growth directly to business growth will be import-
ant. This is the heart of our human resources strategy
and the most critical theme shaping our future.

Uniting Diverse Human Resources to Forge
the Future through Collective Strength

Our greatest human capital strength is the ability to
assess reality with clear eyes and adapt flexibly to en-
vironmental change. Underpinning that ability is a cul-
ture of genuine diligence. In fact, actual assessment
results for our managers confirm this: scores for “drive
toward accomplishing tasks” and “planning and man-
agement capability” stand out as markedly higher than
at peer companies. This reflects an exceptionally
strong collective strength in uniting behind defined
targets and driving toward them. At the same time,
this very diligence is the flip side of issues such as a
psychological difficulty in eliminating existing work,
and the fact that capabilities tied to innovation such
as “problem identification” and “issue generation” are
relatively low.

I think that human resources strategies are ongoing
endeavors. Sustaining long-term growth requires a
company to keep transforming itself in step with
changing times and evolving business strategies. De-
veloping the people who drive that transformation is a
never-ending endeavor. The era of blind faith in a sin-
gle business model is over. We now need to attract

diverse human resources from inside and outside the
company such as human resources suited to our IT
solutions business, new ventures, and other emerging
pillars, and bring them together.

The organization we aspire to build does not rely on
exceptional individuals. Instead, it maximizes collec-
tive strength — a structure where each person brings
distinct strengths and expertise, and managers effec-
tively unite those contributions toward a shared direc-
tion. We will continue to embrace change and pursue
challenges as we aim to build a company where exter-
nally recruited specialists and our core internal human
resources exchange candid views across their differ-
ences and keep searching for better ways forward.

Continuously Developing the True
Professionals Chosen by Our Customers

In the years ahead, it will be essential for each of our
employees to keep sharpening their individual value
through the power of people and technologies. Unlike
the device-centric era of the past, today’s environ-
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ment demands IT solutions and the resolution of social
issues. What matters now is not a person’s title or po-
sition, but the value they can deliver to customers.

When delivering intangible solutions, the personnel
who can earn customers’ trust and confidence with
the sense that “this person can solve our problem” are
the Company's true source of value. Over the past five
years, we have steadily developed personnel who can
take on our customers’ complex operations end-to-
end and deliver high added value.

We will continue to invest in developing these per-
sonnel without any compromise. We aim to build a
team of true professionals who can persuade custom-
ers through technical knowledge and logical reason-
ing, rather than relying on willpower or grit. We are
confident that this will further elevate us on the path
toward 2030.

The Relationship between the Company and its Employees under SHIN Lifetime Employment

Achieving our management vision

Increasing our corporate value

Improving our

Business growth capabilities

Trust-based relationships

Opportunities to thrive/
Growth support

Company Employees

Motivated work performance

Company and employees as equal partners
(Fair evaluation based on merit)

A sense of unity through mutual
connection

The engagement we aim for is a

relationship of mutual trust

between the company and
its employees.
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