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Kagome is committed to becoming a company that

creates sustainable growth and value through its

unique strengths

Greetings

My name is Harunobu Okuya. | took over as
Representative Director, President & CEO in January
2026. | feel extremely humbled to be able to lead the
Kagome Group forward, together with our domestic oper-
ations as well as overseas subsidiaries and associates,
and inherit a history that dates back 127 years. First,

[ would like to share my own conviction, determination,
and thoughts on management.

Since joining Kagome in 1990, | have gained experi-
ence in a wide spectrum of departments both in Japan and
overseas. During my first 10 years, | worked in manufactur-
ing plants and the procurement of agricultural raw materi-
als for processing. After this, | was involved in international
business development, assigned to work at our Italian sub-
sidiary, and then handled strategic planning, earnings
structure reforms in our International Business Division,
and Group company management. Over the last five years,
I have been responsible for business expansion, including
the acquisition of Ingomar Packing Company, LLC in 2024,
as well as corporate planning for the entire Kagome Group.

While my journey within Kagome has been unique,
| have learned invaluable lessons from each experience.
Particularly memorable was my time at a manufacturing
plant, where Kagome makes its products, and work related
to the International Business. My role in plant operations
occurred immediately after joining the company, providing
firsthand understanding of Kagome's manufacturing phi-
losophy, which emphasizes “Quality First” and “the 3Gs
(Genba, Genbutsu, Genjitsu),” as well as its commitment to
product safety and peace of mind. These experiences

have served as an important foundation for my

decision-making. Through my work in the International
Business, | gained the ability to move things forward amid
differing cultures and interests from those in Japan. My
interactions with a wide range of people both inside and
outside the company, in Japan and overseas, were impor-
tant as they led me to see the truly diverse ways of people’s
thinking. Furthermore, my two overseas assignments
allowed me to objectively view Kagome's business traits
and challenges. | look forward to utilizing these experi-
ences in my future management of the company.

Looking back at Kagome's history, all of the compa-
ny’'s previous presidents had one thing in common: they
have made the invisible visible. For example, they have
put into words Kagome's inherent strengths, such as
“resolving social issues through food” and “value creation
from agriculture,” achieving both social contribution and
corporate growth. Our strengths born in this way were the
building blocks for Kagome's corporate culture today. Our
“intangible assets,” such as our brand, human resources,
intellectual property, and relationships with customers
and business partners, are irreplaceable.

My mission as the person responsible for Kagome's
future management is to further cultivate our corporate
culture, one of our strengths, and expand it globally, to
expand our intangible assets, to create new value, and to
unlock greater growth and resolve social issues.

Management of the Group’s management structure is
another important issue that needs to be resolved.
Currently, our International Business accounts for 41% of
core operating income, so our management structure
needs to adapt accordingly. | will clarify the division of
roles between the heads of each department in our existing

International Business and Domestic Processed Food

Business, along with new business ventures, and focus on

the tasks and decisions | need to make as President & CEO.

What the Kagome Group Strives for Under Its
New Philosophy System

Kagome's origins lie in agriculture and its continued
commitment to nature

In February 2026, the Kagome Group announced its new
philosophy system. While our long-term vision has been
revised periodically until now, this time the Group system-
atically reconsidered everything, including the existing
corporate philosophy, code of conduct, and brand state-
ment, and reorganized them into the new Mission, Vision,
and Values (MVV) under the Kagome Group’s Philosophy
System @GR

Over a period of roughly two years, starting in 2024, we
developed the plan through repeated discussions and
exchanges of opinions with a variety of stakeholders,
including management, employees, external directors, and
customers. The process of creating the new philosophy
system with the entire Group, including stakeholders,
rather than using a single voice from the top, is very much
indicative of Kagome's character. There were times within
Kagome when we were torn between two ideas: “Should the
core values remain the same as before?” and “Don't we need
to change more?” However, we received very supportive
feedback from outside the company. External stakeholders
wanted us to further develop the wonderful value we cur-
rently possess. | feel that we incorporated these opinions
and feedback as we established the core of our thinking.

The word “circulation” is an important keyword in our
Mission. It redefines the relationship between agriculture
and nature, which is the origin of Kagome. It also expresses
the “interaction” that occurs when people interact with
nature, which in turn brings abundance and contributes to
people's health and the sustainability of society.

There was also an interesting discussion among
management about the expression “Humanity Enriching
Nature, and Nature Humanity." When considering the
differences between the Western and Japanese ways of
interacting with nature, the Japanese way is viewed as
“symbiosis.” This expression embodies the belief that
symbiosis, rather than a one-sided relationship with
nature, has always been Kagome's mission, and will

continue to be. We are a company with deep roots in
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agriculture. Agriculture and nature have always been at
the heart of Kagome's value. The challenge now is to see
how far we can expand that domain globally.

Our 2035 Vision was backcast using Kagome's unique
definition of “what a better, more evolved future looks like,’
based on environmental predictions such as changes in the
global environment, food issues, and the diversification of
individual values up to 2035, and how to realize it. What
value can Kagome provide for this future? The answer lies
in the phrase “drive innovation from farm to everyday life."

What was striking about the Values was how highly they
resonated with people within the company. Rather than com-
municating something completely new as Values, we were
able to verbalize the corporate culture that already existed at
Kagome, truly making the invisible visible. In the Japanese
version, we used the volitional form to encourage each
employee’s proactiveness and positive behavior in their daily
work. | expect that each and every member of the Kagome
Group will boldly take on new challenges based on our Values.

Going forward, the challenge will be how to instill the
MVV within the company. The key is for everyone in the
Kagome Group, including management, employees, and
those overseas, to understand the MVV, share and instill
our goals, and engage in dialogue. This is not something
that we set once and forget; we need to communicate it
through repeated dialogue. In particular, for our interna-
tional operations, we would like to start by meeting face-
to-face with the management of each Group company
locally to deepen their understanding.

The foundation of group management must be based
on the same culture and the same ideas. Our Group com-
panies share a similar base culture in that they all create
value from the bounty of nature, but | believe that MVV
will make this even clearer and allow us to take another

step towards evolving group management.

Key to realizing Vision 2035

In 2035 Vision, we set out two concepts driving our vision:
“Expand food and agriculture well-being services” and
“Pioneer an Earth-positive tomato business.”
When formulating the 2035 Vision, we envisioned a better,
more evolved future as a future in which innovations that
resolve social issues are widespread and relevant to the
concerns of individuals, maintaining the health of society,

the global environment, and individuals, and bringing about
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positive impacts. Toward this realization, Kagome com-
bined its existing knowledge and essential management
resources, which led to these two concepts.

Through food and agriculture well-being services, we
aim to provide community spaces and connections rooted
in agriculture and food, and to build a new business that not
only promotes physical and mental well-being but also
meets society’s needs in terms of health. Our goal is to
create a prototype business model over the next three
years, starting in FY2026. To create value by combining our
intangible assets (brands, products, human resources, intel-
lectual property, relationships with customers and business
partners, etc.) with new resources, we will first focus on
building a business platform while looking ahead to the
scale of our business operations a decade from now.

The Earth-positive tomato business represents a busi-
ness concept that makes the most of our unique value cre-
ation mechanisms. We are developing an evidence-driven
value chain based on agricultural demonstrations and
research. We aim to pioneer an Earth-positive tomato busi-
ness by making full use of the research and development
technologies we have cultivated. In particular, we have
made solid progress with upstream efforts focused on
tomatoes overseas, and there is potential for us to utilize
this know-how in Japan in the future. The two concepts are
not separate businesses from our existing Domestic
Processed Food Business and International Business;
rather, they maximize the use of the intangible assets we
have cultivated in our existing businesses and incorporate
new resources to create value.

We will strive to clarify the strategies for each busi-
ness portfolio, promote group management, and thor-
oughly manage our operations, including appropriate
investment of our resources, in order to develop busi-

nesses that will drive future growth.

Realizing Kagome Group Plan 2028

The 10-year policy for realizing the 2035 Vision will be
developed and promoted across three Mid-Term
Management Plans, and from 2026 to 2028, we will pro-
ceed with our initiatives under Kagome Group Plan 2028.
Our quantitative targets for FY2035, which we aim to

achieve through the realization of our 2035 Vision, are

revenue of 500 billion yen, core operating income of 50
billion yen, and an ROE of 12% or more. Our quantitative
plan for 2028 is revenue of 325 billion yen, core operating
income of 27 billion yen, plus inorganic growth, and an
ROE of 9% or more. The quantitative targets of this
10-year policy have been set as a sense of the scale of
value that Kagome can provide to society. We aim to
achieve these targets by steadily building results in each
of the first, second and third Mid-Term Management
Plans. In our International Business, we will accelerate
growth centered on secondary processing, and in our
Domestic Processed Food Business, we will work to
strengthen our revenue-generating capabilities, even
amid the headwinds of Japan's declining population.
Furthermore, we plan to make strategic investments,
including M&A, of approximately 50 billion yen by 2028.

To achieve these Mid-Term Management Plans, it will
be important for each business to take on various measures
and challenges. In our International Business, we must hone
the competitive advantages and uniqueness of our products
and services. In the Domestic Processed Food Business,
we must consider how we can create demand while over-
coming Japan's declining population Additionally, while our
inorganic initiatives in recent years have been aimed at
expanding our International Business, we are now consider-
ing growing our domestic operations as well. We will pursue
business growth based on a policy of exploring necessary
M&A, without drawing distinctions between new and old
businesses or between domestic and international busi-
nesses. Empowering this will be new domestic businesses,
food and agriculture well-being services, further expansion
of existing businesses, and improving profitability.

Our ROE targets are 9% in FY2028 and 12% in FY2035.
To achieve these, we believe it is imperative to optimize
resource allocation to profitable businesses and improve
capital efficiency, including ROIC management. Currently,
there are not many domains in the Domestic Processed
Food Business that have both growth potential and good
capital efficiency. It is important to calmly judge and analyze
this situation and promote appropriate business portfolio
management, which involves looking into whether to
improve existing areas or create completely new services.

Due to the nature of our business, volatility caused by
changes in market conditions is unavoidable, but it is

possible to keep the level of that impact low. In addition

to thorough cost management and productivity improve-
ment utilizing the know-how cultivated both domestically
and internationally, we are also investing resources in
technological development in the field of agriculture to
improve harvest stability and increase yields—initiatives
that only we, who create value through agriculture, can
undertake. We will also steadily move ahead with achiev-
ing what we can through our own efforts, including build-
ing a business portfolio that can keep the impact of

fluctuations within an acceptable range.

Direction of the International Business and
Domestic Processed Food Business

The key to our international business strategy is finding
focus areas. With limited management resources, we
need to identify growth markets and think more carefully
than ever about dividing the scope of business into areas
that we can handle and areas in which we will cooperate
with other companies. For example, North America is
one of our focus areas. We see the challenge as how to
strengthen the ties between each of our areas, covering
everything from developing plant varieties to secondary
processing. In other countries as well, we will aggressively
enter regions where there are business opportunities.

As we have previously stated, we intend to take on the
institutional and industrial use food service market,
primarily in North America, more aggressively than ever
before. The tomato processing industry in this area is

fairly well established, meaning where we can secure
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competitive advantages will be the deciding factor inwin-
ning or losing. Although creating demand is important, as
this is a food service business, these efforts are meaning-
less if the product itself does not offer value. While maintain-
ing a certain level of cost competitiveness is a given, what
we need to do is strengthen our ability to provide solutions
that can respond immediately to customer needs and ele-
vate this to a true advantage. For example, our ability to pro-
vide solutions includes R&D, developing innovative products,
and resolving in-store issues through carefully-crafted mar-
keting. We are already doing this in Japan, so we need to
take on the same challenge internationally as well. It is also
useful to have a platform for managing, sharing, and utilizing
information and know-how within the Group.

Additionally, we will carefully assess the future poten-
tial of India as a market, given that the tomato processing
industry there is still in its infancy. For us to be competi-
tive and ensure the necessary quality in India, we must
create a business model that is deeply embedded in the
value chain, covering everything from upstream (plant
variety development and cultivation) to downstream
(consumers). | foresee that this level of involvement will
be gradual depending on the market environment and the
status of the business. Our knowledge of building a value
chain that starts with agriculture, which we have accumu-
lated over the years, will be useful in this endeavor.

India has a food culture of cooking and eating toma-
toes, as some curries are made using tomatoes as an ingre-

dient, and there are still many restaurant kitchens there that

cook with fresh tomatoes. Meanwhile, the number of global
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pizza chains using processed tomatoes is also rapidly
increasing. We will accurately seize opportunities to expand
our business footprint in India by assessing the market. This
will involve capturing the shift from manual production to
processed products in a timely manner and exploring sales
opportunities to have our products stocked in restaurants.

Kagome's International Business currently lacks the
competitiveness where people outside of Japan say,
“Kagome is the only choice.” By expanding our tomato
business around the world, we will further strengthen and
demonstrate our ability to provide stable quality and
supply, as well as deliver solutions to customers, in order
to create products and services that are chosen by
customers over competitions.

One risk facing our Domestic Processed Food
Business is the decline in Japan'’s agricultural workforce.
Our strengths are our ability to stably procure raw materi-
als and our relationships with contract farmers. Yet, due to
factors such as climate change, it is unclear whether we
can continue to maintain our current situation, and we feel
the need to further strengthen our value chain. Going for-
ward, we will need to consider how to enter the upstream
domain before primary processing, as well as how to do so
from a broader perspective, such as how it will contribute
to the sustainability of agriculture in Japan. We are cur-
rently planning to establish a new primary processing facil-
ity for domestically produced processing tomatoes in
Hokkaido, Japan's northernmost prefecture. This will
improve transportation efficiency and reduce environmen-
tal impacts, while also ensuring stable procurement, which
we believe will ultimately contribute to the sustainable
development of Japan's tomato processing industry.

Although the Japanese market is mature, Kagome's
brand power and deep relationships of trust with custom-
ers are still growing steadily. We will continue to work on
demand-stimulating measures for vegetable beverages,
and to unlock greater demand by drawing out and deep-

ening the value and potential of the products themselves.
Outlook for Our Business Platform
Underpinning Value Creation

With the establishment of our new Vision, we have also

reviewed our materiality. Starting from a long list of social

issues, we assessed their importance from both our own
perspective and that of our stakeholders, and re-identified
seven material issues. The new materiality has been
revised to express Kagome's relationship with society
more clearly than ever before. Our commitment to
resolving social issues through our business remains
unchanged. In strengthening our human capital, we will
work to maximize the value of our people by linking man-
agement strategy with human resources strategy.

Human Resources Strategy Kagome has
always placed particular emphasis on human capital
management. We have not changed our fundamental phi-
losophy that the growth of people who love working for
Kagome leads to the growth of Kagome. When consider-
ing future management, though, it is important to estab-
lish a diverse pool of human resources. Diverse here
refers not only to gender and nationality, but also to deep-
ening expertise in skills such as digital transformation,
globalization, and sustainability. Fortunately, the initiatives
we have been focusing on for some time, including work
style reform and ensuring psychological safety, have
already taken root within the company. As such, | hope to
build on this foundation and work hard to maximize the
value of our human resources. Our seventh president, Koji
Kioka, once said, “The role of management is to prepare
the stage and develop people there (as a company).” |,
too, would like to create a stage where employees can
perform to the best of their abilities and support their suc-
cess. From the perspective of group management, we will
also work to clarify each person's role and create a
system that allows them to take ownership and work

on their own without having to wait for instructions.

With regard to corporate governance, given the trend
in Japan toward a change in the role of the Board of
Directors to contribute to enhancing corporate value from
a long-term perspective, | feel it is important to clarify the
division of roles between the executive and management
teams. The International Business was converted from a
division into a company in 2023, with strategies formu-
lated by management and decision-making authority del-
egated to it upon mutual agreement. Going forward, we
believe it will be necessary to expand this model to
accommodate business portfolios and strategic units.
Although this is something we have been promoting for

some time, we recognize the importance of maintaining a

clear management structure, including appropriate infor-
mation disclosure. We will continue to seek opinions from
our external directors, who have diverse experience and
knowledge of corporate cultures other than Kagome, in an
effort to improve the effectiveness of the Board of Directors.

In addition, when it comes to investor engagement,
we place importance on appropriate and timely informa-
tion disclosure and proactively creating opportunities for
dialogue to carefully convey information. In 2025, we
invited sell-side analysts to the United States, giving them
the opportunity to see our fields and production bases.
We will continue to value these face-to-face discussions
and expand our contact points with domestic and interna-
tional investors, so that they understand our unique
strengths and reflect the valuable opinions we gain from
these sessions in our management. We will also place
great importance on our relationships with our more than
240,000 individual shareholders.

Message to Stakeholders

Now that | have become President & CEO of Kagome,
which has a 127-year history, | have renewed my resolve
to determine what values must be preserved and what
areas need to change and evolve, and how to use these
values to drive further growth into the future.

Under the newly established MVV, we will strive to
achieve growth in both economic and social value and
enhance corporate value by first devoting our maximum
efforts to producing results during the current Kagome
Group Plan 2028.

| call the qualitative values of Kagome, such as prod-
uct safety and peace of mind, trust in the brand,
employee job satisfaction, connections with society, and
mutual support initiatives, “the multifaceted appeal of
Kagome." I will continue to work diligently to further
enhance this corporate value unique to Kagome, as my
ultimate mission. | appreciate your continued support and

guidance moving forward.

‘H'\W\N}M m‘wj“

Harunobu Okuya,
Representative Director, President & CEO
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