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Value Creation Process

Kagome takes consistent action as an organization by positioning our Corporate Philosophy as our unwavering values and Brand Message

as our promise to society and our customers at the foundation of our management. We also forecast environmental changes, recognize

risks, and continually update our materiality, as it represents material management issues for the Kagome Group.

Furthermore, by utilizing the management resources underpinning the enhancement of corporate value, we have evolved our global

value chain that creates value from agriculture through collaboration with a variety of stakeholders. Via this value chain, we utilize nature

Value Chain and Corporate Value Enhancement

and its bounty to contribute to people's food and health. We continue working to increase the sustainability of nature through breeding, soil

improvement, and environmental conservation. We are creating value from agriculture and supporting people's health. Continuing our

research and technological development into sustainable agriculture will enable us to provide products and services that further enrich

nature. Through these activities, we will continue to create a cycle between people and nature, and by creating social and economic value,

we will enhance our own corporate value.

2035 Vision

Cultivating Nature's Potential: Working together to drive innovation from farm to everyday life and open new possibilities in nature

Mission

Humanity Enriching Nature, and Nature Humanity

Management capital underpinning
sustainable value creation

A cooperative network that serves —
as the foundation of agricultural, functional
and consumer research as well as techno-
logical development
creating new value
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Global Value Chain
Creating Value from
Agriculture
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+ We are involved in the development of varieties and
cultivation techniques from the field, and are expanding
our business globally, from processing to providing

products and services

+ We generate outputs that maximize customer value
by leveraging the competitiveness of each individual
process and the synergistic effects that result from our

connections

Domestic Processed Food Business @aarEiZ]
International Business
New Value Domains @sax

Contract
farmers
Agriculture
companies

Suppliers

{ Business partners }

including
in logistics

NPOs
Local
communities

Outputs

Improving people’s physical
and mental health

Products that offer the flavor, enjoyment, and
functionality of nature
Beverages
Processed food products

Services that contribute to well-being in
the workplace, academic settings, and
local communities
+ VegeCheck®
- Office health services
+ Communication using agriculture, etc.

Improving the sustainability
of nature

Research and development that reduces
environmental impact and solves problems
faced by farmers
+ Plant variety development and
cultivation technology
+ Soil improvement and processing technology

Products with low environmental impact
that utilize our own research and
development technology

Sharing the story of tomato-driven
environmental contributions with the public

Outcomes

Sustainable growth of
the Kagome Group

Sustained improvement in
profitability
Stronger competitiveness
and business base
Sustainable growth in
corporate value

A healthy and
sustainable global
environment and
society

Reduction of GHG
emissions
Reduction of water used
Improved health literacy
Improved individual

happiness

Corporate Philosophy

True to Nature, the Flavor of Kagome

Brand Message
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Materiality

© Approach to Materiality Materiality Matrix

The Kagome Group positions materiality as material management issues for realizing the sustainable growth of the Kagome Group and a
healthy and sustainable natural environment and society. Materiality encompasses our efforts to realize the 2035 Vision and to build the
foundations that support sustainable management and business, which need to be addressed with a long time horizon.

By working on these materiality items, we will aim to realize a sustainable society and become a strong company capable of sustainable growth.

2035 Vision

High
Food safety and security
Sustainable supply chain

Climate change mitigation
Enhancement of resource circulation
Protection of biodiversity and genetic resources

Fair business practices
Consumer protection

Promotion of agriculture, forestry and fisheries
Diversification of food needs

Secure labor force, work style reforms, and DE&I
Corporate HR development

Physical and mental well-being

Transportation and logistics in depopulating areas
Necessary and sufficient disclosure of information

Promotion of renewable energy
Climate change adaptation

© Materiality Identification Process

Importance to stakeholders

Prevention of environmental Improvement of labor environment Creation of connections with local communities

pollution +(22-(2) Promotion of technological development and
2019 2021 2025 Adaptation to changes in con- innovation
— sumer behavior Expansion of overseas business

Reviewed materiality in light
of the newly formulated
2035 Vision and Mid-Term
Management Plan

Identified materiality for the
first time as an essential
element for Kagom'’s sustain-
able growth and the cycle of
resolving social issues

When examining the third
Mid-Term Management Plan
(2022-2025), consolidated
the 17 material issues into
7 in light of the external envi- (2026-2028) Medium High
ronment, including worsening Importance to the Kagome Group - Initiatives for realizing the 2035 Vision
climate change : Initiatives for foundations supporting

ESG promotion and organizational governance

Step 1 Step 2

Identification of Assessment of
social issues importance

I [dentification of social issues

* We updated the long list of social issues first created in 2019 by refer-
ring to the SDGs, international standards*, white papers published by
government agencies, industry and other company trends, and mega-
trends and future variables that executives and young employees
focused on in the process of formulating the 2035 Vision.

* Social issues were identified from ISO 26000, GRI Standards (revised 2021 edi-
tion), SASB Standards (revised 2023 edition), ESRS (European Sustainability
Reporting Standards, 2023 edition), and World Benchmarking Alliance (Food and
Agriculture Benchmark).

* From the updated long list, social issues not closely related to
Kagome's business were excluded to arrive at the final social issues.

LIV Assessment of importance

* Based on the concept of double materiality, we evaluated the identi-
fied social issues from two perspectives: (1) importance to stakehold-
ers and (2) importance to the Kagome Group. The assessment results
were mapped and related social issues were grouped to identify initial
materiality proposals.

(1) Stakeholders (consumers, shareholders, investors, overseas B2B
customers, government, NGOs, etc.) rated the degree to which they
expect Kagome to contribute to social issues

(2) Assigned a score to each social issue based on its importance in
achieving the 2035 Vision and the importance of risks and opportu-
nities in current management and business
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Step 3 Step 4

Discussions
with senior
management

Approval by the
Board of
Directors

SIELIER Discussions with senior management

* The results of the Step 2 assessment and initial materiality proposals
were shared with the Corporate Planning, Finance and Accounting,
and International Business divisions, among others. In turn, opinions
were collected from various perspectives regarding their validity, after
which we revised them.

= The revised materiality proposals were presented to the Management
Meeting, where discussions were held multiple times. The primary
focus was on whether it was consistent with the 2035 Vision and the
next Mid-Term Management Plan, whether it was material for the
Kagome Group, including its International Business, and whether the
names of the materiality and the ideal image were appropriate. Based
on the discussions, we again revised the materiality proposal.

m Approval by the Board of Directors

* We collected opinions from External Directors regarding the materiality
proposal formulated in Step 3 and finalized it.

* The Board of Directors approved the finalized materiality.

Kagome Group’s materiality

Positioning New materiality

Contribute to well-being
through agriculture
and food

sustainable management and business

Action policy and ideal image

We will encourage vegetable consumption and contribute to the realization of physical well-
being, including health promotion, using a science-based approach.

We will contribute to the realization of social and psychological well-being by working with
stakeholders to unlock the potential of nature and build communities that share the value of
agriculture and food.

Relevant SDGs

Promote agriculture and
improve its sustainability

We will achieve stable production of agricultural produce through improved varieties, develop-
ment of cultivation techniques, and support for producers, thereby helping improve the sus-
tainability of agriculture related to tomatoes and other vegetables.

We will raise people's interest in agriculture and food through our products and services, and
contribute to the growth and promotion of the agricultural industry.

Minimize the environmen-
tal impact of the tomato-
related global value chain
and overcome climate
change

Initiatives for realizing the 2035 Vision

Through the development of new tomato varieties and the advancement of cultivation
techniques, we aim to become the provider of tomatoes and tomato products with the lowest
environmental impact in the world and that are adapted to climate change.

We will minimize the environmental impact of the entire tomato industry and overcome
climate change, by collaborating with raw material producers and partner companies to
introduce the varieties and technologies we have developed to society.

Create opportunities for
diverse talent and
strengthen strategic
human capital

We will become the company of choice, providing an environment where employees can work
in a state of psychological and social fulfillment, by offering workplaces where each employee
with diverse backgrounds, abilities, and characteristics can find opportunities to thrive and
contribute to customers and society through our business.

Each and every employee shares our vision, creating a virtuous cycle of personal growth and
business growth for the entire Kagome Group.

Provide products, ser-
vices, and information
that pursue safety, peace
of mind, and quality

We will provide products, services, and information that pursue safety, peace of mind, and quality
grounded in the idea of “Quality First."

We will create an environment in which customers can trust our products and services through
responsible marketing, prompt and honest responses, and information disclosure.

Establish a sustainable
supply chain

Initiatives for foundations supporting sustainable
management and business

In accordance with our Human Rights Policy as well as Quality and Environmental Policy, we
will select suppliers that take into consideration the impact on the environment and society
throughout the supply chain, and will work to improve the sustainability of raw material pro-
curement through resource recycling.

We will achieve a stable supply by advancing agricultural research and seed production and
diversifying procurement sources.

Through digital transformation, we will strengthen supply chain management, both inside and
outside the company, and improve the efficiency and sophistication of our global and diverse
supply chains.

Strengthen corporate
governance

In addition to strengthening of “autonomy” and complementation through "heteronomy,” we
aim to achieve sustainable growth by strengthening our management foundation and increas-
ing value with stronger governance and collaboration across the Group.

We will increase management transparency through appropriate information disclosure and
dialogue with stakeholders.
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Global Value Chain Creating Value from Agriculture

We are involved in the agriculture domain, developing varieties of tomatoes and other vegetables as raw materials and cultivation technol-
ogy. We are also expanding our value chain globally, from cultivation, production, and development to sales. With the belief that “fields are
the primary production plant” since our founding, we have cultivated knowledge of each process through agriculture-focused development.
By elevating the strengths of each process from upstream to downstream and maximizing the chain of connections and synergies that

originate from agriculture, we will present new value propositions and initiatives to resolve social issues.

Value chain of processed foods

cultivation technology

© Agricultural research, plant
i E variety development, and
* development

\\.’ © Cultivation (outdoors)
\
2

© Production

’
@ (primary processing)

." © Product
development

¢ \ © Production
k > (secondary processing)

© Functionality research and
behavioral change research

Marketing

© Solutions and
.\\‘ demand-creating sales

Main Customers
[Domestic Processed [International

Food Business] Business]
Retailers and D2C Processed foods
Processed foods manufacturers

manufacturers Food service

Food service Retail
Home meal
replacement vendors
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Strengths of each process

Development and supply of competitive seeds
and seedlings using approximately
7,500 types of genetic resources, as well as
cultivation technology

Utilization of know-how and achievements for

overseas cultivation, having worked on cultivation

with contract farmers since our founding

Procurement of high-quality raw materials that
conform to Kagome standards and primary
processing that retains flavor

Development of products with new value
emphasizing the natural flavors and
nutrients of vegetables and fruits

Manufacturing processes and quality
management based on using the
optimal combination of quality raw
materials and technology to
maximize the value of raw materials

Research into the potential of vegetables and
plant-based foods, dissemination of information

on their health value, and provision of experiences

Research of customer problems
and resolving them with vegetable ingredients
and menu ideas

Linkage of strengths

Maximization of outputs by
working on solutions to social
and customer issues while linking
each process

Example 1

Building a value chain by
developing plant varieties and
utilizing cultivation technology
tailored to the business region

Example 2

Not only procuring agricultural raw
materials in a stable manner with the
cooperation of the producing areas
and providing them as a variety of
products, but also providing
information and experiences to
support the producing areas
and producers

Example 3

Sharing the strengths of our domestic
and overseas bases to strengthen the
competitiveness of the entire
Kagome Group

What Kagome and tomatoes can do for the environment

Tomatoes and tomato products account for a large proportion of
Kagome's top and bottom lines. At the same time, they also have
a very high impact on the environment. To contribute to the global
environment and ensure the sustainability of our business, we
must take steps to reduce the environmental impact of tomatoes.
Kagome already has a global network covering all processes
from farm to processing, as well as the genetic resources and

Example 2

Daisuke Ishioka, GARBIC Strategy Development Office

cultivation technology that support it. Making the most of these
resources, we are taking on the challenge of improving the envi-
ronment through our own tomatoes in a project structure that
spans the entire Kagome Group. We have already begun several
initiatives to reduce greenhouse gas (GHG) emissions and water
usage at our farms around Japan and overseas. | look forward to
sharing the results in the future.

The challenge of building a value chain in India

Shinya Yanagawa, KFIC Global Tomato Company

India, the world’s second largest tomato producer, is a strategic
base for our International Business to unlock rapid growth.
Taking into account the potential of the huge and rapidly growing
food service market there, we are investing in growth to strengthen
our foundations with a long-term perspective. In 2016, we estab-
lished Kagome Foods India Pvt. Ltd., which manufactures and sells
secondary processed products such as pizza sauce. Since then,
we have expanded our business by meeting the growing demand
for processed foods from restaurants and catering companies.
On the other hand, instability in the price, quality, and pro-
curement volume of tomatoes, the raw material, and tomato
paste, the primary processed product, is a major issue standing
in the way of our growth in the highly competitive Indian market.

Example 3

chain harnessing nature’s bounty

First, we are establishing a system for tomato cultivation, and are
working to build a value chain that will ensure stable access to
raw materials and improved quality.

Going forward, we aim to strengthen competitiveness in the
Indian market and to build a wide-area supply network that will
also include supplies to neighboring countries in the Middle East
and Southeast Asia. We will maximize the knowledge and experi-
ence that the Group has
amassed from its vertically inte-
grated tomato business (from
seed to table) and achieve sus-
tainable growth through collabo- ;
ration with local stakeholders. Visiting a contract farmer in India

Embracing the passion of agriculture and connecting it to consumers A domestic value

‘Q ’ Tetsuro Nakatsukuma, Wellbeing Business Department, Marketing Division

Kagome was born from a group of farmers, and that origin
remains at the heart of our values. Vegetables and fruits do not
produce immediately after planting; harvesting them takes a long
time and much effort. Additionally, the environment for procuring
domestic raw materials is becoming increasingly severe due to
factors such as climate change and a lack of farming successors.
That is why we do not focus on short-term results, but rather
face the realities of production areas and place great importance
on creating a system that can continue to cultivate agriculture
sustainably. We believe that this attitude is our responsibility as a
company that supports the future of agriculture.

Meanwhile, having a diverse product lineup for consumer
use, institutional and industrial use, gifts, and direct marketing is
an important element that supports Kagome's value creation.

This wide range of outlets allows us to flexibly accommodate
fluctuations in yields, such as good or bad harvests, and connect
the efforts of producers to solid value.

We will continue to carefully
convey the background and
story behind our products. By
widely sharing the idea that
“every bite contributes to the
future of Japanese agriculture”
in addition to flavor and safety,
we will also foster a new cycle
that connects consumers and
agriculture.

Visiting a contract farmer that grows
tomatoes
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—— Review of the Previous Mid-Term Management Plan (2022-2025)
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Review of the Previous Mid-Term Management Plan (2022-2025)

In 2016, we defined what Kagome strives for by 2025 and our Vision. To achieve both, we divided the subsequent 10 years into three

Mid-Term Management Plans, under which we worked to resolve three social issues: longer, healthier lives, agricultural development and

regional revitalization, and sustainable global environment. Based on the achievements and challenges of the past decade, we are set to

move on to the next stage of growth, our 2035 Vision. First, let us look back at the previous Mid-Term Management Plan (2022-2025).

2016 to 2018 2019 to 2021 2022 to 2025
First Mid-Term Second Mid-Term Third Mid-Term
Management Plan Management Plan Management Plan
Execute earnings structure Shift towards growth Achieve sustainable
reforms and work style and plant seeds for growth by taking four
reforms to develop sustainable growth actions that are
revenue-generating organically connected
capabilities

What Kagome strives for by 2025
To become a strong company capable
of sustainable growth, using food as a

means of resolving social issues

Transform from a “tomato company” to
a "vegetable company”

2035 Vision

Cultivating Nature's Potential
Working together to drive innovation
from farm to everyday life and open

Vision new possibilities in nature

© Basic Strategy of Previous Mid-Term
Management Plan
In the previous Mid-Term Management Plan, which marked the
final phase of the original 10-year plan, we set out a basic strategy
of “achieve sustainable growth by taking four actions that are
organically connected,” and promoted Group-wide efforts aimed
at achieving both organic and inorganic growth.
The main initiatives for each of the four actions are as follows.
By organically linking these, we have pursued sustainable growth.

Achieve sustainable growth by taking four actions that are
organically connected

1
/ Promote behavioral change in \
terms of vegetable intake
2 3
Change to fan-based Pursue both organic
marketing and inorganic growth

4
\ Strengthen the Group's manage- /

ment foundation and foster a
culture for tackling challenges

Number of measurements (cumulative total, total number of people):

Deploy VegeCheck® More than 24 million times * As of December 2025
1 Promote behavioral change in terms Installation in companies, local governments, etc. (cumulative total): 8400 units
of vegetable intake Number of people targeted for information dissemination: 180 million
Implement Vegetable Intake Promotion Project people * Cumulative total number of people over four years during the Mid-Term

Management Plan period

2 Change to fan-based marketing

Diversify consumer touchpoints

Venturing into new domains such as plant-based milk and soups

Grow organic revenue

Organic CAGR: 4.9% * Four years during the Mid-Term Management Plan period,
excluding foreign exchange effects

3 Both organic and inorganic growth Achieve inorganic growth

M&A investment: approx. 36 billion yen

ROE (2025)

7.9%

Establish agricultural research base

Establishment of R&D organizations GARBIC" and corporate venture
capital (CVC) specializing in agricultural research

4 Strengthen the Group’s management foundation | strengthen the procurement base

Dispersion of procurement bases and consolidation of Ingomar

and foster a culture for tackling challenges

Carry out environmental initiatives

CDP Climate Change A List (2024) / CDP Water A List (2025)

Engagement survey score

73 *FY2021: 70

© Trends in Consolidated Revenue and Core
Operating Income
Through the organic linkages of these four actions, we have
achieved steady growth in our Domestic Processed Food
Business and expanded sales to food service companies in our
International Business. As a result, the organic compound annual
growth rate (CAGR), excluding foreign exchange effects, was
4.9%. In terms of inorganic growth, the acquisition of Ingomar as
a consolidated subsidiary in January 2024 has expanded the
scale of our International Business and established a solid foun-
dation for creating added value.

© Investment Results

*1 GARBIC stands for Global Agriculture Research and Business Center.

Trends in Revenue and Core Operating Income

billion yen
Organic CAGR of 4.9%
330.0 (excluding forex effects)
: 49.0
____________ »
2200 - T T T
75 62 87 : 77
110.0
0 2021 2022 2023 2024 2025  (FY)
Revenue: Organic Inorganic

Core operating income: C_ Organic ) Inorganic
== Core operating income margin (%)

During the previous Mid-Term Management Plan, investments totaled approximately 40 billion yen over four years. These were primarily
aimed at introducing new products, maintaining and improving quality, and improving productivity. Of these, around 60% was invested into
the International Business. The main business investment was approximately 36 billion yen for the acquisition of Ingomar in 2024.
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© Domestic Processed Food Business

In an environment of rising costs, we worked to grow revenue
and restore our core operating income levels by leveraging our
strengths, including agile price revisions, cost reduction activities,
promoting the health value of vegetables, fan-based marketing,

Trend in Revenue

and demand creation activities. Looking ahead, in a business
environment where costs will continue to rise, the key issues
remain transforming our business structure into one that can
generate sustainable profits and cultivating new pillars of growth.

Trend in Core Operating Income

billion yen billion yen %

180.0 00 g6 10,0 99 12

1000 477 48.4 53.5 %96 %01 150 W e = 6.2 59 °

10.0 : 22 32 0 0 6

60.0 75.9 827 84.1 50 8.2 3

0 2021 2022 2023 2024 2025 (FY) 0 2021 2022 2023 2024 2025 (FY) 0
[ Beverages Direct marketing Food—0ther [ Beverages Direct marketing Food—0Other

e International Business

We worked to strengthen our value chain and expand sales to the
food service industry, primarily in the United States. In the United
States, we strengthened our procurement base for primary pro-
cessing by making Ingomar a consolidated subsidiary, and we
also expanded our agricultural research base. In secondary pro-
cessing, although unit prices fell due to tomato paste market

Trend in Revenue

= Core operating income margin (right axis)

conditions, sales volume increased, mainly for products for food
service companies. Our future challenges will be to limit fluctua-
tions in business performance, which is subject to tomato paste
market conditions, and to establish a competitive advantage by
leveraging our global value chain.

Trend in Core Operating Income

billion yen billion yen %
150.0 20.0 139 16
57.7
49.0 15.0 12
100.0 ‘ 72
10.0 47 : 30 8
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e Key Management Indicators

Driven by the recovery of revenue in the Domestic Processed
Food Business and the expansion of the International Business,
earnings per share (EPS) increased by 52.1 yen from 109.3 yen
in FY2021 to 161.4 yen in FY2025. On the other hand, ROE has
declined compared to FY2021, falling short of the target of 9%,
as issues remain. In particular, the net income margin (net
income attributable to shareholders of parent) and total asset
turnover ratio have declined. Our future challenge is to
strengthen our ability to steadily turn acquired assets into profits.

Comparison of EPS, ROE, and ROIC between FY2021 and FY2025

EPS (yen) 109.3 161.4 +52.1
ROE 8.5% 7.9% -0.6pt
Net income 5.1% 5.0% -0.1pt
margin
Total asset. 0.86 0.80 -0.06
turnover ratio
Assets /
Shareholders’ 1.93 1.96 +0.03
equity
ROIC* 6.3% 5.6% -0.7pt

* Core Operating Income x (1 - Tax rate) / (Shareholders’ equity + interest-bearing debts)

We strengthened our business platform through growth in revenue and core operating income as well as

expansion of International Business.

In order to connect value creation to improved capital efficiency, the challenges are to further strengthen

the earnings structure and build competitive advantages.
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Kagome Group Plan 2028

© Overview
Since its founding, Kagome's core values have consistently been
agriculture and nature. Starting from agriculture, we have built a
value chain that covers everything from plant variety and cultiva-
tion technology development to procurement, processing, and
delivering value to customers. Global Value Chain Creating Value
from Agriculture Combining the strengths of each
component of this value chain, we will enhance the strength of
the Kagome Group as a whole and accelerate sustainable growth.
Kagome's unique strengths are its ability to create value from
agriculture, the technology and knowledge it has cultivated
throughout the value chain, its own bases both in Japan and

overseas, and the global network it has built with suppliers and
customers. These are the unique strengths we have amassed
through many years of business activities.

Today, where business structures and market environments
are undergoing major changes, it is important not only to lever-
age the each individual strength, but also to organically combine
the strengths of each Group company and maximize the syner-
gistic effects. The Kagome Group will continue to create value
that will give it a competitive advantage by combining the
strengths of our value chain that creates value from agriculture.

Agriculture-Based Value Chain
Development of plant varieties Ry Procurement and :
and cultivation technology Cultivation production Marketing and sales

Unique strengths

Value creation from agriculture

« Development of varieties and cultivation technology

Technology and know-how

« Creation of value through research, processing, and

Global network

- Group bases spread around the world

Basic Strategy

The basic strategy of Kagome Group Plan 2028 is improve revenue-generating capabilities and bolster competitiveness by invest-
ing resources in growth and new value domains. We will use four separate strategies to achieve the basic strategy.

Theme Evolve the concept of “Value chain creating value from agriculture” and build competitive advantages domestically
and internationally
—Maximizing the synergies of our unique strengths: agriculture, technology, and global network—

Basic Strategy Improve revenue-generating capabilities and bolster competitiveness by investing resources

in growth and new value domains

Maximize our own strengths, improve revenue-generating capabilities and accelerate growth centered on secondary

processing in the International Business

p> Revenue Base

n Domestic Processed Food Business — Strengthen revenue-generating capabilities by optimizing the value chain focused on the provision of value through

vegetables and health
International Business

»> Growth Domains
International Business

Generate stable revenue from tomato and other primary processing by strengthening mutual cooperation in the value chain

Grow our food service business by improving our ability to propose solutions and build out our infrastructure in India

+ Relationships of trust with producers development technology . Strength of raw materials QCD through decentralized e Create new value d_omalns that }WI|| bu_lld busmess pillars of th_e-_ future »
+ Contributions to sustainability by resolving issues facing « Development and generation of demand for products, procurement - Expand food and agriculture well-being services - Pioneer an Earth-positive tomato business

agriculture functions, and solutions that meet customer needs
« Development of devices that promote behavioral change,

- Ability to service global customers
« Functionality/consumer research

such as VegeCheck®

L ——

By combining the unique strengths we have cultivated in our agriculture-based value chain and maximizing synergies,
we aim to create value that will give us a competitive advantage.

© Positioning and Quantitative Targets

Aiming to realize the 2035 Vision, under Kagome Group Plan
2028, covering the period from 2026 to 2028, we have set the theme
of evolve the concept of “Value chain founded in agriculture”
and build competitive advantages domestically and internationally
—Maximizing the synergies of our unique strengths: agriculture,
technology, and global network—. In order for our International
Business and new value domains to drive growth significantly
from 2029 onwards, it will be critical to build a foundation for
growth and strengthen competitiveness during the period of the
new Mid-Term Management Plan.

Kagome Group Plan 2028: Quantitative Targets

Under Kagome Group Plan 2028, we have set a target ROE of
9% or higher as a management indicator. Furthermore, based on the
business portfolio at the beginning of the fiscal year, we have set
growth targets of 325 billion yen in revenue and 27 billion yen in core
operating income. Moreover, we have set aside a strategic invest-
ment allocation of approximately 50 billion yen to promote the cre-
ation of future growth opportunities, including inorganic growth.

Improve capital efficiency through optimization of growth investments and shareholder returns

o Evolve the management foundation (human resources, research and development, DX, sustainability) that will drive value creation

Maximize our own strengths, improve revenue-generating capabilities and accelerate growth centered on secondary processing in the
International Business

> Revenue Base | Domestic Processed Food Business

Strengthen revenue-generating capabilities by optimizing
the value chain focused on the provision of value through
vegetables and health

The Japanese market faces environmental changes such as a

declining population and an aging population, as well as a rising
costs. On the other hand, new demand is certainly emerging,

value in vegetables and health, and by optimizing the value chain,
evolve our Domestic Processed Food Business so that it
achieves both growth and profits. In Japan, we are making prog-
ress with the development of value from the upstream, through
strong relationships with producers and functionality research.
We will infuse the value created from these efforts into a variety

ROE amid growing interest in health and changing values regarding of products, create demand, as well as promote the optimization
Unit: billion yen ; : . . . . .
4 gﬁg?s’ﬁ grc(;vlvetm;'c“ﬁ?:gfv”fa'lE‘ede'gﬁqsasms ol food. We will capture this demand, strengthen our provision of of production bases, inventory, and channels.
- or higher
Theme for 2026 to 2028 o

ROE
Evolve the concept of “Value chain founded in 9%
agriculture” and build competitive advantages or higher

i i i | Revenue e . P

domestically and internationally 500.0 Recognition of environment Combination of strengths

Strategic investment Core operating

ROE Achieve inorganic income

« Population decline, rising aging

7.9% growth allocatif)'? 50.0 rate, increase in single-person ) -
rotndbuiolbilionien households Value development from Value conveyance Value chain optimization
. agriculture D . i i
« Worsening labor shortages _ ° 9 Diverse produ.ct deve\gpment and Strategic renewal of production
Revenue [Core operating income vs. Revenue o . + Relationships of trust with producers demand creation activities bases
oas 310.0 FY2025) 325.0 * Growing interest in mental and « Initiatives to improve the sustain- X « Expansion of vegetable intake X « Inventory optimization
294.2 . D i Food physical health and well-being

- iness: H s
Core operating Core operating Busmes_s. 0.5 bl!lIDn ygn
income income International Business:
+3.8 billion yen

22.6 23.0

FY2025 results FY2026 forecast

KAGOME INTEGRATED REPORT 2026

FY2028 target

Core operating
income

27.0

FY2035 target

ability of domestic agriculture
« Expansion of plant-based foods
« Functionality/consumer research

+ Continued rise in costs of raw
materials, logistics, personnel, etc.

promotion activities
- Proposals of solutions to labor

- Sales channel optimization

+ Improvement of sales promotion
shortages efficiency by unifying customer IDs

KAGOME INTEGRATED REPORT 2026
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Value Chain and Corporate Value Enhancement

Kagome Group Plan 2028

» Revenue Base | International Business: Tomato and Other Primary Processing

Generate stable revenue from tomato and other primary

processing by strengthening mutual cooperation in the

value chain
Tomato and other primary processing is susceptible to market
conditions for processing tomatoes and tomato paste, and busi-
ness performance is prone to fluctuate widely. Therefore, the
challenge is to transform our business structure into one that
can generate appropriate and stable profits while assuming ups
and downs in the market. We will respond to this through a series

of measures that combine our strengths. Specifically, in addition
to adding value to processing tomatoes in collaboration with
GARBIC and contracted farmers, we will work to improve quality
and reduce costs in the manufacturing process. We will also
develop products that meet the needs of customers of tomatoes
and other secondary processing. These are consistent efforts
that only a company with a continuous value chain can under-
take, which will lead to a stronger and more stable revenue base.

I e Create new value domains that will build business pillars of the future

Toward realizing our 2035 Vision, we will create pillars of future
growth by working to generate value in the two markets of well-
being and sustainability, which are expected to see steady
growth in the future, in a Kagome way. The first initiative is the

food and agriculture well-being services, and the second is the

Earth-positive tomato business. We will position these as pillars
of future growth, and will use the value development phase until
2028 to connect them to commercialization from 2029 onward.

Unique strengths

Creation of new value domains

Expand food and agriculture

Recognition of environment Combination of strengths R e STy el Value creation well-being services
Health and productivity Ethical food from agriculture
* The United States saw a bumper . . . management related Global market size X [0 P27
crop of processing tomatoes in Addition of value to Mutual collaboration among Value connection to S (FY2030)%
ggﬁ%l?ué géﬁﬁggpfrr%%l%% processing tomatoes global bases secondary processing Domestic market size Technolony and Pioneer an Earth-positive
)_l . « Value creation from raw tomatoes + Mutual collaboration of technology, - Development of value-added products (FY2030)*2 know-l?g’w Global network t to busi
+ Global inventory levels of tomato know-how, and human resources that meet customer needs in terms of omato business

paste are expected to gradually
level off.

« We will utilize the strengths of
global expansion and connec-
tions with contract farmers and
secondary processing companies
to improve profitability.

to the production area

« Plant variety development and intro-
duction of cultivation technology suited

>< across Group bases >< varieties and processing

+ Improvement of production efficiency
« Stable supply chains

» Growth Domains | International Business: Tomato and Other Secondary Processing

Grow our food service business and build a foundation in
India by improving our ability to propose solutions
We mainly sell pizza sauce and oil sauce to food service companies.
Our priority geographic areas are the United States and Europe,
which have large food service markets, and the high growth
market of India. Trends change quickly in the food service indus-
try. Accordingly, success or failure depends on quality, cost and

Recognition of Environment
(North America / Europe)
- The food service industry has grown at

a CAGR of 5.4% over the past decade,
and this growth is expected to continue

delivery (QCD) and the ability to make proposals that immediately
address customer needs. By mutually utilizing our knowledge
cultivated in Japan and the United States, we will work together
to improve our ability to propose solutions, create a QCD system,
and link our global network. This makes tomato and other sec-
ondary processing a growth engine for the future.

Combination of strengths

330.8 billion yen

(188% compared to FY2023)

102 trittion yen

(160% compared to FY2023)

*2 Source: Fuji Keizai Group press release No. 25054, Survey of the Domestic Market for Health and Productivity Management / Data Health Planning Related Services.

*3 Source: Nikkei Business Online, The Ethical Wave Engulfing Consumption, July 21, 2023.

e Improve capital efficiency through optimization of growth investments and shareholder returns

CFO/CRO Message

I o Evolve the management foundation (human resources, research and development, DX, sustainability) that will drive value creation

The driving force behind the Kagome Group’s efforts to build unique strengths and create sustainable value is the four management
resources: human resources, research and development, DX, and sustainability.

Global network
- Stable supply from each base to

Reliable QCD

- Establishment of a speedy and reli-

Intelligence for food

in the future™. . .
service companies

+ North America accounts for roughl ] : Human resources Research & development DX inabili
half of the market share, while E?Jroype - Transformation of knowledge culti- able QCD system that resolves cus- global food service companies P! Sustalnablllty
accounts for around 20%. vated in the United States and Japan X tomer issues - Inroads in the European market L P.35-36 M P.29-30 MP41-62
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« The ability to quickly respond to trends
and customer requests, and the ability
to propose solutions along with quality,
cost and delivery (QCD) will determine
success or failure.

*1 Source: Global Data: global market break-
down by country for hamburger QSR, pizza

QSR, and Italian FSR.

into strengths globally

« Acquisition of Silbury Marketing Ltd.
and bolstering of human resources
that support proposal capabilities

— TOPICS

Expansion Strategy for Tomato and Other Secondary

Processing in North America

North America accounts for roughly half of the global food service market and
is home to many large chain companies. Going forward, in addition to tomato
paste-based pizza sauces, we will need to strengthen our product development

- By combining recruitment, assign-
ment, and training, we will secure
100% of the talent with the diverse
skills necessary to execute our busi-
ness strategy.

- Self-directed career development

[Diet & Well-being Research Institute]

- Expand research domains from
“mental and physical health” to
“social health”

[GARBIC]

« Pursue agricultural research and
development for the realization of
sustainable agriculture

« Create digital value in differentiation
domains that support business
strategy

« Shift company-wide business reform
centered on Al to value-creating
operations

© Kagome Group Plan 2028: Key Management Indicators
Kagome Group Plan 2028 sets revenue and core operating income as indicators of business growth, and ROE and shareholder returns as

indicators of management results. Key indicators are shown below.

Business Growth Targets

(Assuming the Business Portfolio at the Start of the MTP)

+ The agriculture-based value chain
itself is a solution to social issues and
a source of business growth

Management Performance Targets

(Including Inorganic Growth)

capabilities to include oil-based and Asian-based sauces, which have high (billion yen)

market growth rates. We will also hone our ability to propose solutions by | FY2025 results | FY2028 target | Growth ‘ FY2025 results ‘ FY2028 target ‘ Growth

offering a wider variety of containers and increasing our marketing staff head-

count. Additionally, we will collaborate with Group companies to transform the Revenue 294.2 325.0 +30.7 ROE 7.9% 9% or higher +1.1pt

knowledge we have gained in the food service industry in the United States into el R Elig

a global strength. Core operating 6 270 43 §,3,Eholde, retums | Totalreturnratio | Total return ratio 1870t
income : : : (cumulaive sl or 41.3% 50% P
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Domestic Processed Food Business

The Domestic Processed Food Business offers a variety of vegetable beverages and food products using tomatoes, carrots, and a wide

range of other vegetables. We deliver products that can be consumed by all ages, from children to the elderly, for use in various situations

in everyday life to help people live longer, healthier lives through increased vegetable consumption.

SWOT Analysis

Strengths

» Overseas network and quality assurance capabilities
in the procurement of raw materials

* Brand power cultivated over its 127-year history

* Functional research and product development capability
utilizing the power of raw materials

* Diverse sales channels and product proposal capabilities
tailored to customer

Weaknesses

* Flexible value chain adaptable to environmental changes

» Resource diversification in order to maintain offerings of
wide range of categories

» Competitiveness in commodity markets

 Penetration among young people

Opportunities

» Growing consumer awareness of health, natural materials,
and the environment

» Diversification of consumer purchasing behavior and brand
selection criteria

» Sharing of new information with consumers and expanded
purchase points

* Emergence of new service domains, including experiences

Taking on the challenge of value creation and sustainable growth

Threats

» Continued rise in raw materials prices

« Diversification of health-related products and services
causes a decline in our relative position in existing domains

* Innovation in various fields leads to competition from other
industries

 Shrinking domestic market caused by declining and aging
population

as Team Kagome

Believing that “fields are the primary production plant,” Kagome has developed its
business based on nature’s bounty from agriculture. We are grateful for this bounty,
and as the Marketing Division, we feel the need to be more involved in agriculture.
For Kagome Kenko Chokusobin, we have a system where local products are
shared and sold through a website called “Noen-Ouen (Farmers Support).”
Additionally, for the Yasai Seikatsu brand, we have been developing a system for
allowing customers to enjoy the seasonal bounty of each region for about 15 years.
Taking these efforts one step further, under the theme “Megumi Meguru (Bounty

»

Cycle),” we want to connect producers with our customers, business partners, and of

course ourselves, through more smiles and health.

Keiichi Inagaki
Executive Officer

Director of Marketing
Division
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Value Chain and Corporate Value Enhancement

Review of the Third Mid-Term Management Plan

Results
Under the third Mid-Term Management Plan, we imple-
mented the basic policy of “recovery in profits and continue
to tackle challenges.” In essence, we worked to increase
the value of our existing product lineup while also ventur-
ing into new domains, promoting demand by utilizing
VegeCheck® and other methods to encourage vegetable
consumption, cultivating vegetable fans through food edu-
cation, and promoting the functionality of tomatoes and
other vegetables. During the period of the plan, we were hit
by an unexpected surge in raw materials prices, which forced
us to revise prices several times. Nevertheless, we pushed
ahead with our plan to strengthen product value and create
demand, and were able to largely achieve our targets.

As a result, revenue totaled 157.3 billion yen and core
operating income amounted to 15.5 billion yen, up 20.5 billion
yen (+15.1%) and 2.3 billion yen (+18.1%), respectively, com-
pared to FY2021. Looking at tomato juice in particular, we fully
promoted its functionality and revenue for FY2025 grew sig-
nificantly by 11.8 billion yen (2.0 times) compared to FY2021.

Performance (FY2025)
Revenue Core operating income
157.3 billion yen 15.5 billion yen ;
Up 1.0% YoY Down 0.4% YoY

Issues
A major theme is how to transform our business structure
into one that can generate a sustainable bottom line, even
in an environment where the impacts of Japan's declining
population are emerging and manufacturing costs are
continually rising.

Additionally, in order to create the next pillar of growth,
we need to further accelerate our efforts to venture into
new domains such as vegetable soups as well as plant-
based products and beverages. Although the sales volume
is still small, the repeat rate is increasing and we are beginning
to see positive results. We will also continue to establish
the Almond Breeze brand in the market, for which we com-
menced full-scale licensed production and sales in FY2025.

Revenue, Core Operating Income,
and Core Operating Income Margin
billion yen %

160.0 9.6 137.9

136.

120.0 7.5
80.0 50
400 131 155 25

0 2021 2022 2023 2024 2025 (Fy) O

I Revenue (left axis) Core operating income (left axis)
Core operating income margin (right axis)

* Kagome changed its reporting segments in FY2022 and FY2024. Figures for
FY2021 and FY2023 were prepared retroactively and are presented based on
this change.

Kagome Group Plan 2028: Business Strategies

While Japan'’s population is declining, interest in health is
growing due to such factors as an increasing elderly popu-
lation. Due to the decrease in the number of farmers and
other reasons, it is becoming more difficult each year to
secure a stable supply of vegetables and fruits grown in
Japan. Our Domestic Processed Food Business will
address this structural challenge and bolster its revenue-
generating capabilities by optimizing the value chain, starting
with providing value related to vegetables and health in a
Kagome way. As one example of a medium- to long-term
initiative, we have launched “Megumi Meguru Action!” This
initiative communicates and promotes the bounty of local
vegetables and fruits and the passion of producers, while
also creating a cycle in which consumers support producing
areas, which in turn supports producers.

Additionally, to optimize the value chain, we will build a
new domestic tomato plant (scheduled to commence opera-
tions in 2028) in Hokkaido, Japan's northernmost island.

In response to the continued rise in manufacturing costs,
including agricultural raw materials, we implemented a round
of price revisions in February 2026, primarily for beverages for
consumer as well as institutional and industrial use. In addi-
tion, as one of our measures to stimulate demand, we will
renew Yasai Seikatsu 100 Original (with the switchover to
begin in mid-March 2026), increasing the vegetable content
from 70% to 88% while maintaining its easy-to-drink flavor,
thereby increasing its value. On top of these initiatives, we will
accelerate our expansion into new domains such as vegetable
soups and plant-based products, with the goals of improved
revenue-generating capabilities and sustainable value creation.

KAGOME INTEGRATED REPORT 2026
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International Business

The International Business engages in agricultural production, processing and sales, among other businesses. In processing, we largely

classify our operations into primary processing, which manufactures tomato paste and other products, and secondary processing, which

manufactures tomato sauce and pizza sauce using tomato paste. Our main customers in the International Business are condiment

makers and food service companies, with the business focused on the B2B category in the United States, Europe, and Australia.

SWOT Analysis

Strengths

 Ability to provide solutions to food service companies
based on product development proposals

 Ability to supply tomato raw materials in a stable manner using
Group companies operating around the world

e Quality capability in rolling out a common global quality man-
agement standard at our Group companies and promotion of
solutions to ESG issues

Weaknesses

e Earnings volatility caused by fluctuations in tomato
paste prices

* High level of dependence on specific high-volume
customers

e Lack of brand recognition in B2C

Opportunities

* Growth potential of food service market centered
on the United States, Europe and India, etc.

e Growing needs for productivity improvement technologies for
processing the raw material of tomatoes

* Growing needs for solutions from food service companies
caused by surging cost of sales and operating expenses

Aiming to expand our business footprint in Europe

Threats

e Deterioration in profits caused by downturn in tomato
paste prices

* Impacts on business activities caused by weather risks
such as extreme weather events, etc.

* Supply shortage of raw materials and products due to
supply chain disruptions

e Difficulty securing employees for operations in each country
and surging labor costs

Norito Ebata

Managing Executive Officer

through Silbury

In January 2026, we acquired Silbury Marketing Ltd (“Silbury”), a UK food distributor, Company and General Manager of Global
making it a consolidated subsidiary. Silbury has a large share of processed tomato
products in the UK food service market, holds the exclusive UK sales rights for HIT*
processed tomato products, and has collaborated with the Kagome Group for many years.

The European food service market is characterized by a geographical division
between major tomato-producing areas—Italy, Portugal, and Spain—and major consum-
ing areas—the UK, France, and Germany. Another feature of the market is that local food
service companies with deep roots in the local community occupy a central position.
Therefore, expanding business in this market requires collaboration with distributors
who best understand the needs of consumer areas and can effectively connect them
with producers. By combining Silbury’s marketing capabilities with the Kagome Group’s
development and production capabilities, together we will enhance our competitiveness
not only in the UK but also in markets with great potential for growth, such as France
and Germany, and achieve sustainable growth for our entire International Business.

* Holding da Industria Transformadora do Tomate, SGPS S.A. (HIT) is our subsidiary in Portugal.

President of Kagome Food International

Tomato Company
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Value Chain and Corporate Value Enhancement

Review of the Third Mid-Term Management Plan

Results
In 2023, our International Business transitioned to an in-
house company structure under the name Kagome Food
International Company (KFIC) and began speeding up
business operations with a certain delegated authority. In
the area of tomato and other primary processing, market
prices soared from 2021 to 2023 driven by tight supply
and demand conditions for tomato paste. In 2024, we
acquired Ingomar, the world's fourth largest processor of
tomatoes at the time, as a consolidated subsidiary, which
expanded our top and bottom lines. In the area of tomato
and other secondary processing, we implemented price
revisions linked to tomato paste prices, helping grow our
earnings performance against the backdrop of robust
demand for eating out, particularly in the United States. As
a result, revenue of the International Business in FY2025
jumped 2.6 times and core operating income 3.9 times
compared to FY2021.

Performance (FY2025)

Revenue Core operating income

129.8 billion yen ‘ 9.2 billion yen ‘

Down 13.0% YoY Down 33.4% YoY

Kagome Group Plan 2028: Business Strategies

We aim to grow secondary processing, which will drive the
growth of the Kagome Group. In particular, we will focus
on North America and Europe, which have large food ser-
vice markets, as well as India, which is expected to have a
high potential growth rate. In North America, we will
strengthen our solution development capabilities and pro-
mote sales that are closer to our customers. We will also
look to develop higher-value-added oil sauces and Asian-
style sauces, with a focus on tomato-based sauces such
as pizza sauce, aiming to win new business.

India is the second largest tomato producer in the
world, with the majority of tomatoes being cooked from
fresh tomatoes and consumed domestically. We will assess
the growth potential of India's tomato processing industry

Issues
The tomato paste market, which had seen prices soar,
began to decline from 2024 onwards as supply and
demand eased due to increased production of tomatoes
for processing worldwide, among other factors.

In addition to improving manufacturing efficiency, we
aim to build a business structure where we can secure
stable profits unaffected by market conditions by cultivat-
ing new customers and increasing the ratio of long-term
contracts in tomato and other primary processing, and
strengthening our ability to propose solutions and win new
business in tomato and other secondary processing.
Revenue, Core Operating Income,
and Core Operating Income Margin

billion yen %

200.0 16.0

150.0 12.0

100.0 . : . 8.0

50.0 4.0

2.3 b : ) :

0 2021 2022 2023 2024 2025 (Fy) O

I Revenue (left axis) Core operating income (left axis)

Core operating income margin (right axis)

* Includes intersegment revenue with the domestic business.

* Kagome changed its reporting segments in FY2022 and FY2024. Figures for
FY2021 and FY2023 were prepared retroactively and are presented based on
this change.

and consider becoming involved extensively from upstream
to downstream in order to secure our competitiveness.

In tomato and other primary processing, we will further
deepen our collaboration with Ingomar and focus on creat-
ing greater synergies in the five areas of quality, manufac-
turing, sales, management, and finance. We will also work
to raise the profit level of the entire International Business
and stabilize revenue by tapping into new customers.

Additionally, we will accelerate the promotion of digital
transformation and global human resources development,
and by thoroughly focusing on quality, cost, and delivery
time, we seek to maximize customer trust and build a
foundation for sustainable growth.
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New Value Domains

Expand Food and Agriculture Well-being Services

We will take on the challenge of creating a well-being business that harnesses the power
of nature to provide healthy lifestyles that include not only physical health but also mental

and societal well-being.

© Social Issues and Target Market

In Japan, the rapid decline in population and increase in single-person households are leading to widespread loneliness and eating alone,
weakening the sense of community in local communities and workplaces. This situation is having a serious impact not only on physical
and mental health, but also on the well-being of society as a whole.

The national and local governments are also placing emphasis on creating a social environment that supports health promotion, and
the importance of well-being, including physical and mental health and connections with the community, is increasing. Through agriculture
and food, Kagome not only provides nutritious products and food experiences, but also contributes to solving these social issues by creat-
ing arenas that connect people and revitalizing communities.

© Kagome's Assets That Lead to New Value Creation

Kagome has expanded its connections with producers, local governments, schools, and businesses
through its long-standing business activities. In our direct marketing business, we are stepping up product
development and collaboration with producers, focusing primarily on domestic ingredients, and striving to
enhance the value of both information and products. In recent years, Japan’'s aging agricultural workforce
and extreme weather patterns have made sourcing domestically-grown raw materials more difficult than
ever before, with this issue growing more serious. Given this, we are looking to enhance the value of

domestic ingredients through our direct marketing business and contribute to the sustainability of agriculture.
Furthermore, through initiatives such as the Vegetable Intake Promotion Project, health services busi-
Lo . . . . A cooking experience program for offices
ness, and activities at Yasai Seikatsu Farm, we have worked not only to improve physical health but also
to foster societal well-being through community engagement. The relationships and expertise cultivated

from these initiatives are vital assets for creating the well-being business.

© Milestones and Implementation Structure

Under Kagome Group Plan 2028, we will integrate our health and direct marketing businesses to create a well-being business that maxi-
mizes the resources of both. The health services business will grow our connections with offices, schools, and communities, providing
arenas for social interaction where people connect. Our direct marketing business will deliver value directly to consumers through product
development and sales utilizing domestic ingredients, as well as our fulfillment infrastructure. We will leverage the strengths of the integrated
business to create places where people can become healthy, centered on communities that support societal well-being. We will also
develop new businesses that contribute to well-being on both mental and physical fronts.

Kagome Group Plan 2028 FY2029 and beyond Outputs

Social contribution

° Expand contact points in Improve mental and
offices, schools, and societal we\libeg]glghrough
communities community building
° Demonstrate new services Start of
through functional full-scale
integration . Producing area
. prES Revenue contribution contribution
Deepen consumer research Create demand through new Contribute to enhancing the value
services that contribute to of domestically produced ingredients
Research & Development societal well-being and ensure the sustainability

[IP29-30 of agriculture.

Value Chain and Corporate Value Enhancement

Pioneer an Earth-Positive Tomato Business

This business will both reduce environmental impacts and contribute to top and bottom

line growth, resulting in a tomato business that only Kagome can deliver.

© Social Issues and Target Market

The need for sustainable agriculture is growing more than ever on an international scale, driven by a
number of factors. These include declining yields and worsening soil conditions caused by environmental
destruction resulting from climate change and other reasons as well as the shortage of farmland and
agricultural workers due to population growth. Interest in sustainable food is also growing internationally,
and improving the environment and building sustainable business models have become urgent priorities.
More food manufacturers and food service companies worldwide are inquiring about GHG* emissions

o ) ) ) ) Harvesting of processing tomatoes
from processed tomato products. We anticipate that consumer interest in products with lower environ- overseas

mental impact will grow globally, leading to market expansion.

* GHG: greenhouse gas. Greenhouse gases refer to carbon dioxide (CO2), methane (CH), nitrous oxide (N20), and fluorinated gases (such as HFCs and PFCs), which cause global warming.

© Kagome's Assets That Lead to New Value Creation

Kagome has long been deeply involved in tomato cultivation and processing, striving to achieve both envi-
ronmental contributions and economic benefits. The cultivation and processing techniques acquired
through these efforts, along with the specialized personnel in agricultural research and production tech-
nology development, are vital assets for new value creation. Furthermore, we believe that Kagome, whose
operations span the entire value chain from plant variety development and cultivation to processing and
sales, and with a network of producing areas around the world, is uniquely positioned to maximize the o i

) o Cultivation of processing tomatoes
impact of the effects of these activities. overseas

© Milestones and Implementation Structure

Under Kagome Group Plan 2028, we will establish a project structure centered on GARBIC and involving relevant departments to put into
place methodologies for calculating GHG emissions by production factor (such as cultivation, processing, and transportation), as well as to
work on improving efficiencies within processing operations. Additionally, we will conduct technological and business verification to expand
revenue through the sale of value-added Earth-positive tomato products and reduce manufacturing costs. Research & Development (EEEEEELD

Kagome Group Plan 2028 FY2029 and beyond Outputs

Environmental

contribution
GHG emission reduction measures

® Establish GHG calculation
methods for production fac-

. sl
* Improve the efficiency of establishing a
agricultural production competitive Information
® Maximize processing and advantage for dissemination and
production efficiency Earth-positive Reyenue contribu_tion B Iond recognition
* Start selling processed tomato tomatoes a,:giggiae‘jicgﬂf r;tfgcmts Efforts to contribute to the

environment through
tomatoes

products that incorporate GHG
emission reduction measures
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Research & Development

Diet & Well-being Research Institute (Functionality Research and Behavioral Change Research)

To realize the well-being of consumers, the Diet & Well-being Research Institute will explore the potential of vegetables and plant-based
products from various perspectives. Additionally, it will contribute to the development of devices that support behavioral change in vegeta-

ble consumption and to the creation of mental and social value derived from agriculture and cultivation and cooking.

© Purpose of Research

To achieve Kagome's 2035 Vision, the institute will significantly broaden its research focus from the previous emphasis on physical health to encom-
pass mental and societal well-being, including emotional fulfillment and social connections. It will elucidate the diverse value inherent in vegetables
by scientifically examining not only their consumption as nutrients, but also the very experiences themselves—the joy of growing them (agriculture
and cultivation) and the pleasure of eating them (cooking). From the soil that nurtures vegetables to the dining table, the institute will pursue a com-
prehensive, multifaceted research approach to realize vibrant well-being for consumers—one that nourishes not only the body but also the mind.

© Priority Issues in Kagome Group Plan 2028

Under Kagome Group Plan 2028, the institute will focus efforts on research domains that deepen understanding of consumers, in addition
to existing research on the functional properties of vegetables. For our domestic business, the institute will continue to focus on increasing
vegetable intake by researching the functional properties of Kagome products and vegetables, acquiring evidence to promote behavioral
change, and researching and developing new devices following VegeCheck®. Additionally, it will advance research in agriculture, cultivation,
and cooking to realize our new value domain, the well-being business. The institute will also advance the creation and dissemination

of evidence that contributes to the development of our overseas businesses, along with business verification support.

Three Research Approaches to Realizing a Well-being Society

The fields Kagome is venturing into ‘ Issues
Promote health close to the life stage of each individual
1. Deepen food & health - Elucidate the new power of vegetables and plant-based products to address health concerns that change with age and
(increase the sophistication of conven- gender-specific issues

tional functionality research) - Obtain evidence demonstrating the benefits of consuming vegetables and utilizing processed vegetable products across

all age groups

Value Chain and Corporate Value Enhancement

GARBIC (Agricultural Research)

Through diverse and open combinations of people and technology, GARBIC will tackle global agricultural challenges and create consistent

value rooted in agriculture across the Group’s various businesses.

© Purpose of Research

Climate change risks in agriculture are increasing year by year, with rising temperatures and water stress, along with outbreaks of pests
and diseases, expected to reduce crop yields. Furthermore, we know that around 75% of GHG emissions in tomato production occur
before the product arrives at the production plant. To address these issues, we are developing, implementing, and commercializing plant
varieties and cultivation technology with the aim of enhancing development capabilities for achieving sustainable agriculture. This organi-
zation encompasses the Agri, Bio Resource and Technology Development Department, the Agri-Business Research & Development Center
in Portugal, GARBIC USA operating in the United States, and United Genetics (UG), which develops, produces, and sells seeds. GARBIC,
Ingomar, and contract farmers will work closely together to identify issues faced by processing tomato producers, as well as develop,
implement, and commercialize corresponding varieties and cultivation technologies through collaboration within the Group.

Agricultural R&D Infrastructure

Technological development -
Verification

Organization Plantvariety | Cultivation and Business

development technology  implementation
development

Technological development (plant varieties, advanced
breeding, and cultivation)

GARBIC USA Investment in start-ups with agricultural technology O O O
through CVC

* Investments finalized as of December 2025: 4

Provide lifestyles where great tasting and enjoyment naturally lead to health

« Propose optimal nutrition foods to individual constitutions and lifestyles, and establish mechanisms for sustainable behavioral
change that can be enjoyed over time

- Obtain evidence on the enjoyment and effects of growing and cooking

2. Expand the mind and experiences
(expand into agriculture, cooking, and
behavioral changes)

Widely return research results to society and create a sustainable future
3. Implementation in society « Establish a starting point for creating new value that captures latent needs of consumers

(Promote research foundations and R2B) - Commercialize research outcomes and contribute to resolving social issues (such as longer, healthier lives) by cooperating with
domestic and overseas partners, including businesses, local governments, and educational institutions

Contributing to well-being by connecting narrative and evidence

To realize our 2035 Vision, the core of our new strategy at the Diet & Well-being Research Institute is
the cycle of narrative (experience/story) and evidence (scientific basis). We will harness the power of
science to uncover the latent needs and experiences for vegetables and plant-based products that lie
dormant within consumers, and generate solid evidence from this research and return it to society
through our business as a new narrative that will once again move people’s hearts. We will expand
this value creation cycle beyond the traditional domain of food into new domains such as agriculture
and cultivation as well as cooking, challenging ourselves to provide solutions that contribute not only
to physical health but to all aspects of mental and societal well-being. By connecting the stories and
science of vegetables and plant-based products, we will drive the Kagome Group’s sustainable growth ’ )
and aim to make the Diet & Well-being Research Institute one of the foremost research institutes in Shigenori Suzuki

i R L1 General Manager
the world that contributes to achieving true well-being for people around the world. Diet & Well being Research Institute
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GARBIC | Agri, Bio Resource and Technology Technological development (plant varieties, advanced e O o)
Development breeding, and cultivation)
Agri-Business Technological development (plant varieties, advanced 0 O 0
Research & Development Center breeding, and cultivation)
UG Plant variety development and seedling sales O O O
Ingomar and contract farmers Identification of issues and verification O

/implementation of technologies

© Priority Issues in Kagome Group Plan 2028

Technology exploration to Explore new technologies through CVCCVC-led exploration of new technologies

development

Incubation Verify technologies, and obtain and utilize data in the Living Lab*
Acceleration Acquire and utilize agricultural dataa

BuEhEss Optimize the seed production supply chain

Sustainable supply of product pipeline

Real-world testing at Living Lab

Examine and evaluate solutions for various challenges faced by Ingomar’s contract farmers
Business cooperation Develop and introduce improved varieties and new technologies for processing tomatoes,
fresh tomatoes, and vegetables

* Living Lab: An initiative enabling real-world testing in appropriate locations through long-term relationships built with farmers. Plans to expand to North America, Portugal and Australia

© cVC-led Exploration of New Technologies

To accelerate the exploration of technologies and business development that will serve as sources of
mid-to-long-term innovation in agriculture, we established a corporate venture capital (CVC) fund in
2024. The total fund size is 50 million US dollars, with a 10-year investment horizon.

As of December 2025, through this CVC, we have decided to invest in four companies. In September
2025, we invested in EF Polymer, which develops and sells superabsorbent polymers derived from
plant-based raw materials. During the 2025 tomato growing season, we conducted a large-scale dem-
onstration test on approximately 15 hectares at a processing tomato farm in California to verify the
reproducibility of the effects and its suitability for farm operations. Going forward, we will advance the
design and implementation of measures that contribute to reducing water usage and stabilizing yield
and quality.

Demonstration of a method for apply-
ing superabsorbent polymers to a field
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CFO/CRO Message

We will maintain the stability
of our financial platform

and support growth with an
emphasis on capital efficiency

Takeshi Saeki

Director & Managing Executive Officer
CFO & CRO, General Manager of Finance & Accounting
Department

1

While Japan's stock market as a whole is trending upward, Kagome's stock price has underperformed.

Value Chain and Corporate Value Enhancement

The target ROE of 9% or higher, which was not achieved in the previous Mid-Term Management Plan,
remains unchanged in Kagome Group Plan 2028.

2 Does this level ensure a sufficient spread relative to the cost of capital as recognized by the company?
Additionally, can you share a specific roadmap and commitment for accelerating business portfolio
management to deepen ROIC management and achieve ROE targets?

We recognize our current cost of shareholders’ equity*® to
be approximately 5to 6%. Therefore, the 9% ROE target set
out in Kagome Group Plan 2028 represents only the mini-
mum level to be achieved and is merely a milestone. We will

Kagome Group Plan 2028, we will drive improvements from
both aspects: enhancing profit margin and increasing the
total asset turnover ratio.

The other is business portfolio management*e. We will
strive for further improvements in the future.

To increase ROE, it is necessary to further advance
ROIC management. During the previous Mid-Term
Management Plan, we worked to visualize ROIC. During

clarify the supervisory and decision-making structure of the
Board of Directors and establish an optimal framework.

Financial Strategy

The financial policy for Kagome Group Plan 2028 is to practice management conscious of the cost of capital
and balance growth investments and shareholder returns.

Can you explain the priority of cash allocation for sustainable growth and the direction of investments,
including inorganic strategies such as M&A?

1 Why was there insufficient evaluation of Kagome's initiatives under the previous Mid-Term Management Plan?

Can you identify areas for improvement during Kagome Group Plan 2028?

We take the current situation, where our stock has under-
performed despite the overall strength of the Japan's stock
market, extremely seriously. This represents the market's
evaluation that we are not sufficiently generating value
exceeding our cost of capital, and we recognize it as a most
critical issue requiring urgent improvement.

The International Business (tomato and other second-

profits struggled to grow due to the downtrodden market
conditions for tomato paste. These two factors were the
reasons why we were unable to achieve the ROE*' target of
9% set in the previous Mid-Term Management Plan.

Under Kagome Group Plan 2028, we will further evolve
ROIC*2-based management and portfolio management,
undertaking management reforms that go beyond our
conventional approaches.

To achieve sustainable enhancement of corporate value,
the generation of stable cash flows from operating activi-
ties is a must. Cash flows from operating activities will
serve as the source for shareholder returns and invest-
ments in the growth and maintenance of existing businesses.

Regarding shareholder returns, we aim for a total return
ratio*” of 50% or higher during the Kagome Group Plan
2028 period. We will also raise our dividend level to further
strengthen our relationship with our shareholders.

Growth and maintenance investments target three
areas. First is improving productivity at our North American

and European bases in the International Business and

establishing a vertically integrated tomato business in India.

Second is strengthening our revenue base through expan-
sion of domestic tomato production facilities and expand-
ing beverage container options for our Domestic Processed
Food Business. Finally, third is pursuing new value domains
such as food and agriculture well-being services.

Additionally, we plan to allocate 50 billion yen as a stra-
tegic investment allocation. This represents investment in
M&A and other initiatives for inorganic growth, with funding
primarily planned through borrowing.

ary processing), positioned as a growth driver, failed to
achieve the anticipated growth. Furthermore, Ingomar’s

Trends in Kagome's Stock Price*? and TOPIX Trends in ROE
% %
200 20.0
15.7%
150 15.0
100 10.0 8.5 8.3
7.7 7.9
Cost of shareholders’ equity 5.0-6.0%*°
50 5.0
0 2021/12 2022/12 2023/12 2024/12 2025/12 0 2021 2022 2023 2024 2025 (FY)
——— Kagome's stock price TOPIX *4 Includes one-off profit of 9.3 billion yen due to the acquisition and
*3 Relative stock price at the end of the month, with December 31, 2021 consolidation of Ingomar.
indexed to 100 *5 Cost of shareholders’ equity as recognized by the Company. Estimated

based on CAPM and dialogue with investors.

*1 ROE stands for return on equity. It is an indicator that shows how effectively funds (shareholders’ equity or net assets) are being utilized and how much profit is
being generated as a result.
*2 ROIC represents Kagome ROIC calculated by EBITDA + invested capital.
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Kagome Group Plan 2028 Cash Allocation

Strategic investment Strategic ® Planning strategic growth investments including M&A (growth strategies
Interest-bearing debt , x I ) ) X
allocation O Investmen in the US, Europe, etc., food and agriculture well-being services

A d 50.0 billi
oun Wil Around 50.0 billion yen

allocation businesses, etc.)

Growth Strategy  * Increased productivity © Environmental initiatives
Digital transformation  ® Research, CVC, and others

Cash flows from Constyucﬂon qf new - KIUS oll \‘ine
) . plant in Hokkaido International  |» Automation at
operating activities Beverages line, etc Ingomar, etc.
Approx. 73.0 billion yen
harehold Enhance
Sarenoerietins ( ) shareholder Total return ratio of 50%  Progressive dividend
Approx. 23.0 billion yen -
Cash inflows Cash outflows
(source of funds) (investments and returns)

*6 Business portfolio management: A management approach that involves the appropriate management of multiple businesses, projects, assets, etc., to optimize
risk and return as well as enhance corporate value.

*7 Total return ratio: An indicator showing the proportion of dividends and share buybacks relative to a company’s net income. It is calculated as
(Dividends + Share buybacks) / Net income,
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3

CFO/CRO Message

Maximizing corporate value requires a balance between maintaining financial soundness and enhancing

:l capital efficiency.
From the perspective of optimal capital structure, how do you assess Kagome's current financial leverage

and shareholders’ equity ratio*s?

We assess our financial platform as sound, but recognize

Total Assets/Shareholders’ Equity Ratio

that to promote growth, we need to enhance capital billion yen *
efficiency. 4000 362.4 3758 s
Under Kagome Group Plan 2028, we will actively utilize 3200 80
debt necessary for growth investments, targeting a D/E 240.0 507 60
ratio of approximately 0.6, while maintaining our 160.0 40
credit rating. 80.0 20
We will also work to streamline our balance sheet. 0 2021 2022 2023 2024 2025 (FY) O
Specifically, we will continue to rigorously determine appro- I Total assets —— Shareholders’ equity ratio (fight axis)
priate inventory levels, sell low-utilization and idle assets,
and reduce our cross-shareholdings.
Kagome Group Plan 2028 introduces significant changes with regard to the shareholder return policy.
Q What are your thoughts?
The total return ratio for the previous Mid-Term Management Trend in Dividend per Share
Plan period was 41.3%, exceeding the target of 40%. ven
Additionally, for FY2025, we paid a dividend per share of 48 yen. o - o —s‘szen
Under Kagome Group Plan 2028, we will raise the total P e -
return ratio target by 10 percentage points to 50% to clearly [
demonstrate our strong commitment to the capital markets. %0 37 38 41 48 %8
Furthermore, the dividend amount for FY2026 has been set 15
at 58 yen, and it will be a progressive dividend. 0 2021 2022 2023 2024 2025 2026 forecast (FY)
I Ordinary dividends Commemorative dividend

One factor contributing to stock price underperformance may be that Kagome's growth strategy and unique

strengths have not been sufficiently understood by the capital markets, resulting in information asymmetry.
Q 6 At Kagome, which embraces “Corporate Openness” as part of its Corporate Philosophy, what is your policy
for strengthening and improving information disclosure, including investor relations and shareholder

relations activities and non-financial information, to bridge this gap?

We sincerely acknowledge that our growth strategy and
strengths have not been sufficiently communicated to the
capital markets. Eliminating information asymmetry is my
key responsibility as CFO.

In particular, we will strive to enhance understanding of
our rapidly growing International Business through mea-
sures such as improving disclosure of information and

accepting on-site visits. Shareholder and Investor
Engagement

Dialogue with investors is a mirror reflecting our current
position. Our mission is to refine our business direction
through dialogue and execute it with certainty. This is noth-
ing less than embodying the concept of “Corporate
Openness” more than ever before.

*8 Shareholders’ equity ratio: Net assets attributable to shareholders of parent to total assets
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Financial Strategy

Value Chain and Corporate Value Enhancement

Toward the implementation of the business strategies of Kagome Group Plan 2028, we will balance growth investments with shareholder

returns based on a sound financial platform.

i) Growth with an emphasis on capital efficiency
+ Budget for organic growth investment: 50 billion yen
+ Budget for strategic investments: around 50 billion yen
+ Improvement of capital efficiency

i) Stability of the financial platform

scope of maintaining credit rating

iii) Stable return of profits

dividend

Basic Policy “Management conscious of the cost of capital” and
“balancing growth investments with shareholder returns”

+ Maintain a single A credit rating as an indicator to ensure financial stability
- Finance strategic investments including M&A through borrowings within the

- Increase the total return ratio from 40% to 50% and introduce progressive

Kagome Group Plan 2028
Management Indicators

ROE of 9% or higher

Action Plan to Improve ROIC

P Initiatives of the Previous Mid-Term Management Plan
(2022-2025)

We worked to establish a management framework based on

Kagome ROIC and to visualize Kagome ROIC by segment*.

Furthermore, the ROIC tree derived from this was used to break

down the balance sheet indicators into KPIs for each department,

enabling each company and department to improve its indicators.

Results for | Results for | Results for | Targets for
FY2023 FY2024 FY2025 FY2026

Kagome ROIC (%) 132 124 106 10.4
EBITDA Margin (%) 12.3 127 1.7 1.4
(mﬁﬁc',?y’l N 27726 | 39096 34509| 35230
(nffiﬁi‘fn”;gn) 224,730 | 306,869 | 294,264 | 310,000

Turnover of invested

capital (days) 341 376 404 397

ROIC (%) 6.7% 71% 5.6% 5.5%

ROIC: Core Operating Income x (1-Tax rate) / (Shareholders’ equity + interest-bearing debts)
WACC: approximately 3.5%-5%

P> Actions for Increasing ROIC in Kagome Group Plan 2028

ROE for FY2025 was 7.9%, falling short of the target of 9% set in

the previous Mid-Term Management Plan. We recognize that the
primary factors are the sluggish growth in net income attributable

to shareholders of the parent and the insufficient improvement in
the total asset turnover ratio.

Achieving the ROE target of 9% or higher set in Kagome
Group Plan 2028 requires improving ROIC, meaning enhancing
both the earnings power of our businesses and the efficient utili-
zation of assets.

To achieve this, we will advance the two key actions at right.

Kagome ROIC for FY2025 declined to 10.6%, due to a 1.0-
point deterioration in EBITDA margin and a 0.8-point decline due
to anincrease in invested capital. For FY2026, we anticipate an
EBITDA margin of 10.4%, resulting from a 0.3-point deterioration
in the EBITDA margin and a 0.1-point improvement in invested

capital turnover days.
* Kagome ROIC: EBITDA/Invested capital

Kagome ROIC
Domestic Processed A .
International Business
FY2025:16.7% FY2025: 8.7%
{ !
FY2026: 16.8% FY2026: 7.6%

Main KPIs and Departments in Charge

- Trade receivables turnover (Sales Division)

+ Raw materials inventory (Purchasing Department)

+ In-house processed material inventory
(Production Department)

+ Product inventory days (SCM Division)

- ROIC of each overseas subsidiary (KFIC)

Strengthening Business Portfolio Management

- Optimize resource allocation based on profitability and growth potential
- Clarify the decision-making process by enhancing the Board of Directors’
oversight function

Improving ROIC by segment by Redesigning
ROIC Management

« Improve profit margins: value enhancement and pricing strategies
- Improve asset turnover: inventory optimization and asset efficiency initiatives

KAGOME INTEGRATED REPORT 2026



Human Resources Strategy

Message from the Officer Responsible for Human Resources

We will realize our 2035 Vision by
implementing a human resources
strategy aligned with management
strategy in response to changes in

our business structure

Joji Kawahara

Executive Officer
Human Resources and General Affairs Division Director

5

Kagome Group Plan 2028. What is the positioning and overview of the human resources strategy within

Q In February 2026, Kagome announced its 2035 Vision and the first Mid-Term Management Plan called

Kagome Group Plan 2028 for realizing the company’s vision?

Our newly announced long-term vision presents a challeng-
ing agenda for the Kagome Group. We recognize that the
very power of our employees is what will make this vision a
reality, and therefore our human resources strategy for
achieving this vision is of utmost importance.

| believe there are four key points to the strategy. First is
the linkage of management and human resources strate-
gies. First, with an eye toward achieving our 2035 Vision,
we will clarify what skills are needed, when they are needed,
and in what quantities. Based on this, we will formulate
recruitment and development plans. After formulation is
complete, we will set the required fulfillment rate for each
Mid-Term Management Plan every 3 to 4 years and strive to
achieve it. This is due to the significant changes in our busi-
ness structure. Previously, the core of our sales was the
Domestic Processed Food Business, but by FY2024, the
scale of our International Business accounted for approxi-
mately half of the company’s sales. Further changes in our
business structure are also anticipated going forward. To
respond to these changes, we believe it is necessary to
advance a human resources strategy based on backcasting
that incorporates long-term targets, moving beyond the tra-
ditional forecasting perspective.

We will also change the systems for managing employ-
ees' abilities, skills, and career development. To refine our
workforce plan, we will reorganize and reconstruct the infor-
mation we collect and manage to enable centralized man-
agement of each employee's work experience and skills.

The second point is work career development and life
career support. To put it simply, | want to work toward cre-
ating an environment where our people can excel at the
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work they want to challenge themselves with. It is also
important for human resources strategy to incorporate the
employee perspective. This is because maintaining high
motivation and growth among all employees is essential to
our company's growth. We will establish and embed sys-
tems to support employees in pursuing challenging roles,
while simultaneously developing KPIs to measure progress,
drawing on best practices from other companies. We are
also undertaking a fundamental overhaul of our personnel
evaluation system for the first time in around 20 years.
Starting in 2026, we plan to gradually introduce a new system
designed to adapt to changes in the social environment and
individual work values, beginning with managerial positions.

The third point is the restructuring of engagement initia-
tives. Since 2021, Kagome has conducted engagement
surveys and worked to enhance job satisfaction and instill
psychological safety. The engagement score rose from 70
points in 2021 to 73 points in 2025, and | feel the term
‘engagement” has become widely established within the
company. This is evidenced by many managers setting
engagement as one of their own challenges when filling
out their annual KPI target sheets.

Going forward, we will address the areas highlighted as
challenges in the engagement survey and translate them
into concrete human resources initiatives. First, we will stra-
tegically aim for a 0.6-point annual increase in the overall
engagement score by focusing on four key areas: job satis-
faction, career opportunities, satisfaction with evaluation,
and satisfaction with compensation.

The final point is the establishment and operation of a
global framework. Until now, our overseas subsidiaries have

been advancing their own human resources policies. This
resulted in an insufficient system for Group-wide coordina-
tion. For example, just as we have an organization that
oversees the quality of our products across the entire
Kagome Group, including overseas, we will also establish a
global, Group-wide framework for human resources. First,

Value Chain and Corporate Value Enhancement

we will begin by coordinating and sharing the functions
available at each company, starting with the selection pro-
cess to determine whether to maintain each company’s
unique approaches. We believe this represents what
Kagome strives for, where the International Business now
accounts for approximately half of our consolidated results.

new business concepts. What measures are being taken to cultivate talent capable of excelling in such phase?

Q ! Kagome's International Business now accounts for roughly half of all revenue, and the 2035 Vision outlines two

We believe it is necessary to establish a culture and sys-
tems that value the challenge itself, not just the results.
First, as mentioned earlier, we will create an environment
where individuals can actively pursue new challenges by
establishing systems that enable the realization of their
desired career paths and expanding work style options
suited to diverse perspectives on employment. This will
allow us to achieve both the fulfillment of individual careers
and the growth of our businesses. As a prerequisite, it is
essential that employees take pride in and grow to love how
our business, products, and services contribute to resolving
social issues. We believe that employees genuinely liking
Kagome—whether it's our products, Corporate Philosophy,

or approach to nature and agriculture—is a crucial element
of our human resources strategy, even if it is somewhat
sentimental.

Furthermore, to accelerate our International Business,
it is first necessary to share the management strategy for
achieving it, along with our Corporate Philosophy, with all
employees worldwide and gain their understanding and
support. The human resources capable of making our
Creating Value from Agriculture initiative a reality are invalu-
able assets. Therefore, looking ahead, we are considering
not only sending personnel from Japan to various coun-
tries, but also deploying qualified talent globally in a cross-
border manner.

Kagome has always valued people-centered management, believing that human growth leads to Kagome’s
Q 3 growth. How will the company evolve human capital management under the new Vision, and what will serve
as the indicators for measuring the success of these initiatives?

Human resources strategy is not something that ends with
formulation; it requires constant tuning by aligning with
changing management strategies and incorporating
employee feedback. Therefore, we aim to monitor indica-
tors such as staffing levels, engagement scores, and turn-
over rates, while also making face-to-face dialogue with
employees a key indicator for strategy execution.

In implementing and embedding various initiatives and
systems based on our human resources strategy, we priori-
tize fostering a sense of conviction among employees. We
will achieve this by carefully engaging in dialogue through
methods tailored to each individual, ensuring thorough
understanding and acceptance.

Furthermore, as the foremost champions of human
resources strategy, it is crucial for the President & CEO and

other executives to take the lead, consistently communicate
from the front lines, and engage with employees. To realize
our Vision for the next decade, | will explain how crucial our
human resources strategy is and communicate our various
initiatives. | recognize that my mission as the officer in charge
is to execute these plans alongside the President & CEQ.

Since joining the company, | have primarily gained expe-
rience in sales and the International Business, carrying out
work that directly drives business operations. Since assum-
ing my current position in 2023, | am personally excited to
be involved in a human resources strategy that can enhance
everyone's sense of fulfillment and strengthen the company.
We will implement our human resources strategy to realize
our management strategies while working closely with our
employees.
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