Message from
the President

Launch of the new Medium-Term

Management Plan: Moving into

a phase of further growth and expansion

Amid rising uncertainty, companies must not only respond to change,

but also proactively identify challenges and opportunities and create new value.

Marking its 150th anniversary, DNP is taking the launch of its new
Medium-Term Management Plan as an opportunity to leverage
the strengths it has developed through technologies rooted in
printing and take on further challenges.

Yoshinari Kitajima

President
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Message from the President

150th Anniversary of DNP’s Founding

DNP’s current situation and challenges

As DNP marks its 150th anniversary, what is your assessment
01 of the company’s current position and challenges, and where
do you see it heading?

Since its founding, DNP has grown by responding to changes in society
and industrial structures, advancing printing technology and expanding
its applications. However, the speed and complexity of changes in the
business environment have increased further in recent years due to tech-
nological innovation, rising geopoalitical risks, and other factors. With cus-
tomer needs becoming more uncertain, it has become difficult to achieve
sustainable growth purely through the traditional model of providing value
based on responding to those needs.

In such a business environment, we must evolve into a company that
does more than simply respond to change, identifying social issues and
market opportunities, proactively creating new value, and bringing it into
society. This is what we call our Third Corporate Founding.

Companies that have continued to grow for more than 100 years have
one thing in common: they have repeatedly transformed themselves by
reviewing their business models and portfolios in response to changes in
their environment. DNP likewise believes that sustainable growth depends
on building on the business foundation it has established, continuing to
transform and building further on that trajectory.
150th Anniversary Special Column: DNP’s Strengths as Revealed by a Survey

of Enduring Companies
The milestone of our 150th anniversary is a key turning point for us to
further deepen the strengths we have developed so far, take on the chal-
lenge of creating new value, and make a major leap forward. DNP wiill
seek to evolve into an innovation company that creates value and delivers
it to society.

Source of competitiveness

Unique strengths forged through change and continuity

uz Where does DNP’s competitiveness come from?

Our competitiveness lies in the way we have applied and advanced our
printing technologies and process design and management capabilities
across a wide range of fields while continuing to address the increasingly
difficult challenges posed by customers. As a result, we have formed a
diversified business structure that is not dependent on a single domain.
Very few printing companies worldwide have achieved such growth, and |
consider our approach as a distinctly Japanese growth model.

We have also taken an integrated approach to advancing our technol-
ogies, developing production equipment in-house, and pursuing patent
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Message from the President

strategies. These efforts have helped create high barriers to entry and
supported our competitiveness over many years.

We also recognize the source of our competitiveness as an important
management asset. At our IR-Day held in July this year, Senior Managing
Director Osamu Nakamura, who oversees R&D, gave a presentation on
the theme of the source of competitiveness. Our strengths lie not only in
individual technologies, but also in the systems and organizations that
translate those technologies into business competitiveness.

03 How has DNP built its competitiveness?

Many of our current core products are the result of technological capabili-
ties and business experience accumulated over many years.

For example, DNP has high-precision microfabrication technologies,
including fine metal etching, based on technologies originally for produc-
ing movable types and printing plates. In 1958, we successfully com-
mercialized shadow masks for color televisions. Furthermore, we started
manufacturing photomasks for semiconductors in 1959 by combining
metal etching technology with photolithography technology. Since the
early days of semiconductor manufacturing, we have helped lead the
market in collaboration with manufacturers in Japan and overseas.

Currently, we are also combining various technologies that we have
accumulated so far to create new value. At the same time, we are
strengthening collaboration with universities, research institutions, and
other companies. For example, we established our first overseas R&D
base in Eindhoven, the Netherlands, in 2025 and another at the Indian
Institute of Technology Hyderabad in 2026. At the Eindhoven base,
we are advancing R&D on optoelectronic integration technologies for
next-generation semiconductors. At IIT Hyderabad, we are pursuing
R&D in growth fields such as wireless power transfer for EVs and active
pharmaceutical ingredients. We are advancing initiatives to acquire and
commercialize new technologies while collaborating with local research

institutions and universities.

In this way, we have grown by applying and deploying our technolo-
gies and expertise developed through printing to our new business areas.
The foundation supporting our competitiveness and sustainable growth
comes from going beyond short-term competition and continuing to
invest in and build capabilities in technologies with future potential.

Medium-Term Management Plan
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Advancing to the next phase of growth and expansion

What are the key points in the Medium-Term Management
Plan and the rationale behind them?

In the previous Medium-Term Management Plan, we worked to improve
profitability and transform our business portfolio by pursuing targeted
investments in growth businesses together with structural reforms. As a
result, besides achieving our performance targets, we also made steady
progress in strengthening our earnings base.

Considering the results of the previous Medium-Term Management
Plan, in the new plan, we will seek to achieve record-high profit and tran-
sition to the next stage of growth. Centered on the Focus Businesses that
we have developed so far, we will accelerate our expansion into adjacent
domains to extend our earnings base. For existing businesses, we will
create new value by transforming our markets, sales approaches, and
production methods, and by expanding the applications of our technol-
ogies. At the same time, we will continue to undertake structural reform
for our existing businesses to pursue greater profitability. As indicators of
this direction, we have set targets of 130 billion yen in operating profit, an
operating profit CAGR of 9%, and an ROE of 9.0% for FY2028. These
figures are not simply about seeking an expansion in scale. Rather, we
position them as management indicators for achieving both growth and
capital efficiency.
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To achieve these targets, in our business portfolio management, we
have introduced a framework for objectively evaluating each business by
setting quantitative standards such as business profitability.

Using these numerical standards, we will prioritize businesses and
allocate resources in a more disciplined manner. At the same time, we will
seek to expand our business while accurately identifying growth opportu-
nities. As an example, Photo Imaging and Information Security were posi-
tioned as Stable Businesses in the previous Medium-Term Management
Plan, but in view of global growth opportunities, we have repositioned
them as Focus Businesses. We view emerging countries and regions
with growing populations and economies as growth markets, and we are
expanding our business in ways tailored to the needs and business envi-
ronment of each region while also leveraging synergy from M&A.

The new Medium-Term Management Plan sets out more clearly than
before our policy of prioritizing the allocation of management resources

B Positioning and performance plan for the new Medium-Term
Management Plan

FY2023-FY2025 FY2026-FY2028 FY2029-FY2031

Step 1 Step 2 ‘ Step 3

to areas with growth potential while improving the profitability of exist-

ing businesses through structural reform. This plan is not a standalone
three-year plan; rather, it is positioned as a step toward long-term growth.
We will work on the expansion of growth businesses, advancement of
structural reforms, and enhancement of capital efficiency in an integrated
manner to enhance corporate value while also looking beyond the plan’s
three-year period.

what perspectives does management bring to discussions

05 Amid a management environment with rising uncertainty,
and decision-making?

The Board of Directors has led extensive deliberations when formulating
and implementing the plan. Outside directors with diverse backgrounds
also provided input on strategies for medium- to long-term growth and on

B Performance plan

FY2023-FY2025 FY2026-FY2028 FY2029-FY2031

Step 1 Step 2 ‘ Step 3

Expansion of Focus
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Growth of current
businesses and
structural reform

* Pursuing proactive investment

in Focus Businesses

* Implementing structural reform
of existing printing operations

Growth of current businesses B gy w—— Further deepening of
and structural reform P&l Innovations
of structural reforms
. 0,
Expansion of Further deepe Flexible and ongoing 8.9% 9.0% 10.0%
Focus Businesses of P& Innovations shareholder returns 9% f/*

and advancement
of structural
reforms

* Leveraging our strength in P&l
proactive investment in Focus and aiming to achieve our Third
Businesses born from P&l Corporate Founding by proactively

* Enhancing profitability through new creating new value with an eye
value creation and structural reform toward new business domains

* Developing new Focus Businesses
by leveraging the strengths of P&l

* Expanding business through

alongside business
growth

Operating profit

Sustained growth
through the steady
execution of
business strategy

* The highest operating

profit to date was 120.6

billion yen in FY2005.

FY2022 Result

Y'V

¥101.0
billion
¥61.2

billion

Operating profit
CAGR: 9%
= +130.0

billion

¥150.0

billion or
more

FY2025 Result

FY2028 Plan FY2031 Plan

uon

Financial strategy
Non-financial strategy

Enhancement of corporate value through growth and capital efficiency Sustained growth in PBR
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capital efficiency, and we studied the plan while also incorporating such
external perspectives. Currently, the business environment—including the
environment for raw material procurement—is changing rapidly due to ris-
ing geopolitical risks and other factors. In such an uncertain environment,
besides steadily implementing the plan, it is also important to make swift
decisions in response to changes in the environment and actively take on
challenges.

We ensure consistency in our decision-making by using quantitative

indicators such as growth potential, profitability, and capital efficiency as 1
the basis for evaluation. At the same time, we assess resource allocation i ) ) -
. . . . Supporting people and frontline teams as Integrating organizational cultures and
from multiple perspectives, taking into account the future prospects and they take on challenges through TAIWA creating value through TAIWA
strategic significance of each business while identifying growth opportu- | visited the Kuki Plant in Saitama Prefecture, where a | visited DNP High-Performance Materials Hikone
P Al : : : : pilot line for glass cores—an advanced semiconductor (former Resonac Packaging), which joined the DNP 2
nities. In our materla“ty dISCUSSIOﬂS, we also consider potentlal changes packaging material—has begun operations. Through Group through M&A. Deepening mutual understanding
and repeatedly examine where risks and growth opportunities may arise. TAIWA with employees who continue to take on through repeated TAIWA with employees leads to new
. . . . . . challenges at the forefront of growth businesses, we value creation leveraging diverse human resources and
Our basic approach is to combine multiple perspectives and quantita- are developing the talent and organizational capabili- our strengths.
. . . . . ties needed to create value.
tive standards—with uncertainty as a given—to make management deci-
sions and improve the accuracy of our strategies and resource allocation. —_
3
Strengthening of human capital
Accelerating transformation into a value-creation company
. . . Buildin Iture that celebrat Accelerating efforts t ild an organiza- 4
How does our non-financial strategy lead to business growth uilding a cuture that celebrates ceelerating efforts to build an organiza
) A challenges and shares learning tion where diverse talent can thrive
and financial value? . , , o o
Through the DNP Awards, which recognize employees During Diversity Week, which is held for all employees,
outstanding initiatives and achievements, we share we provide opportunities to deepen understanding of
the factors behind their success and the knowledge diverse values and perspectives. We work to develop
. - . . gained throughout the organization. We support the an organization that encourages proactive behavioral
So far, we have SOUght greater proﬂtab|llty thI’OUgh investments in Focus growth of our human resources and the organization change by each employee and enables diverse talent

Businesses and structural reform. Underlying these efforts is our belief
that advancing our non-financial strategy is the foundation for medium-

Supporting value creation through TAIWA (dialogue)

by linking each individual’s work to the next challenge.

to thrive.
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systems, we place importance on helping employees understand and internal-
ize the thinking behind them, so that this translates into changes in individual
behavior. By encouraging changes in organizational culture and awareness, we
have also worked to cultivate a corporate culture that supports employees in
taking on challenges. A specific initiative would be the creation of opportunities

to long-term business growth. In particular, we position “people” as the
source of value creation and clearly state our commitment to achieving
sustainable growth through investment in human capital.

In fact, since 2019, we have been continuously investing in human
resources and reforming our personnel system. As we enhance our HR

| 10 |



Message from the President

for TAIWA, such as town hall meetings, which | personally attend.
Through communicating management’s thinking and aspirations directly
while listening to the voices of frontline employees, we seek to transform
into an organization where every individual actively creates value. Over
the past year, | have visited nine locations across Japan, including plants,
sales and development sites, and companies that joined the DNP Group
through M&A, while continuing to engage in TAIWA. | firmly believe that
these steady, incremental efforts are directly linked to enhancing the orga-
nization’s ability to create value.

Furthermore, under the new Medium-Term Management Plan, we plan
to invest approximately 35 billion yen over three years in human capi-
tal. We will focus on initiatives such as human resource development,

11

reskilling, DX talent development, and building an environment in which
diverse talent can thrive to improve human creativity and further acceler-
ate new value creation.

Going forward, we will continue to enhance our ability to create value
through our non-financial strategy—including the strengthening of intellec-
tual capital and environmental initiatives —with human capital investment
at its core. Together, these efforts will support business growth, ultimately
manifesting as financial value and contributing to sustainable corporate
value enhancement.

To shareholders and investors

Anticipating risks to enhance corporate value

In the current business environment, there are no predetermined right
answers. We recognize that swift decision-making is required amid uncer-
tainty. Under such circumstances, we understand that investors and the
market assess not only our results but also how we make decisions and
the processes behind them.

Through experiencing various environmental changes, such as natural
disasters, financial crises, and pandemics, we have accumulated knowl-
edge on crisis response, maintaining and strengthening supply chains,
including procurement. Using these experiences as a foundation for deci-
sion-making in a highly uncertain environment, we advance our business
while always asking ourselves how to convert risks into opportunities.

Our businesses span a wide range of domains, and we some-
times receive feedback that the overall picture is difficult to understand.
However, our businesses have grown out of applications and advances
in printing technology, and we believe this structure itself is DNP’s fun-
damental strength. By leveraging this distinctive structure, we will create
greater value and capture new growth opportunities.

Going forward, DNP will continue striving to sustainably enhance
corporate value by creating new value through ongoing TAIWA with our
shareholders and investors.
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News Release: DNP Survey Reveals DNA of Corporate Longevity, Exploring the Strengths of Japan’s Enduring Companies Z ﬁ’

. . , .
SpeC|aI Column on the 150th Annlversary of DNP’s Foundmg Talk Session: Exploring the Conditions for Sustainable Growth through the DNA of Enduring Companies (in Japanese) Z

DNP’s Strengths as Revealed by a Survey of Enduring Companies

To mark the 150th anniversary of its founding, DNP conducted its own survey of domestic companies with at least 100 years of history since their founding and annual sales of at least
10 billion yen. The characteristics of enduring companies revealed by the survey align with both DNP’s approach to value creation described in the Message from the President and DNP’s

own strengths.

Strength

1 Anticipate changes in the environment
and proactively transform business

In the survey of enduring companies, the most
commonly cited reason for remaining in busi-
ness for more than 100 years was “Reviewing
business operations and structures to adapt
to changing times and environments.” What
enduring companies have in common is that,
rather than responding passively to change, they
view changes in their environment as growth
opportunities and proactively reconsider how they
do business. DNP has likewise continued to grow
by expanding its business domains through the
advancement and application of printing technol-
ogy, anticipating changes in society and mar-
kets, and transforming itself. The Third Corporate
Founding currently underway can be seen as a
continuation of this approach.

(How have companies remained in business for more than a century?)

By reviewing business operations and structures
to adapt to changing times and environments

46.6%

37.9%

Brand strength and corporate credibility

34.7%

Stable customer base

Specialization and focus on business areas
in which the company has strengths

31.2%

Ties and trust-based relationships
with the local community

28.6%

Existence of flagship products and services
that have enjoyed long-term support

22.2%

21.2%

Stable financial foundation

s

Strength

2 Evolve core technologies based on
customer challenges

In the survey, the most frequently cited driv-

ing force behind the creation of innovation was
“Customer needs and challenges.” Similarly,
in response to a question on strengths, the
most common response was “Customer base
and trust-based relationships,” followed by
“Technical capabilities and know-how.” Many
enduring companies have continuously refined
their core technologies and strengths while
staying closely engaged with customers. DNP
has also applied and advanced its printing tech-
nologies in response to the high-level challenges
faced by customers, expanding into diverse
business fields. This customer-driven approach
to evolving our strengths has led to sustained
value creation.

< What drives continuous innovation? )

Customer needs and challenges

34.8%

Communication of top-management vision

Awareness of the issues with
the status quo and a sense of crisis

31.9%

20.4%

Changes in market environment

A culture where individuals can generate ideas
and openly share them with one another

17.9%

A corporate culture that tolerates failure 14.7%
A corporate culture capable of incorporating
insights and ideas from business partners
and other industries

14.1%

e TS

42.5%

Strength  Embed the company’s vision
throughout the organization and foster
a culture of taking on challenges

In the survey, “Communication of top-manage-
ment vision” ranked second as a driving force of
innovation. The survey also found that companies
experiencing stronger growth were more likely

to report that “the company’s philosophy and
vision are reflected in day-to-day operations
and decision-making.” At enduring compa-
nies, corporate philosophy and vision guide each
employee’s actions and decision-making and
support the organization as a whole in taking on
challenges. DNP’s efforts, in which top manage-
ment engages in ongoing dialogue at the front
lines of value creation and encourages employ-
ees to take on challenges, also reflect this growth
factor shared by enduring companies.

Are your company’s philosophy and
vision reflected in day-to-day operations and decision-making?
Business performance 0 20 40 60 80 100
over the past five years
Growth companies 25.0% 56.0% ‘13.0%
’ 69.0%

= 0.0%
Stagnating companies 20.0% 50.0%
50.0%

Somewhat disagree Ml Neither agree nor disagree [l Somewhat agree [l Strongly agree

The DNA of Corporate Longevity; Survey conducted by Dai Nippon Printing Co., Ltd.; Survey targets: Domestic companies founded at least 100 years ago with annual sales of at least 10 billion yen; N = 314; Survey period: January—February 2026
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https://www.dnp.co.jp/150th/report/talk-session/
https://www.global.dnp/en/news/detail/2026/07/05/

