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Ricoh Way

Ricoh Way is our corporate philosophy and is our essential guide to
each daily decision and activity.

Founding Principles

The Spirit of Three Loves
“Love your neighbor”
“Love your country”
u n
Love your work

Kiyoshi Ichimura formulated the Ricoh Group’s Founding Principles
in 1946. They inform how we do business, encouraging us to
constantly improve and contribute to the wellbeing of all stake-
holders, including our families, customers, and society at large.

Kiyoshi Ichimura, Founder
(1900-1968)

Mission

We are committed to providing excellence to improve the quality of living and to drive sustainability.

Vision

To be the most trusted global company.

Values

CUSTOMER-CENTRIC
Act from the customer’s perspective

PASSION
Approach everything positively and purposefully

GEMBA
Learn and improve from the facts

INNOVATION
Break with the status quo to create value without limits
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TEAMWORK
Respect all stakeholders and co-create value

WINNING SPIRIT
Succeed by embracing challenges through courage
and agility

ETHICS AND INTEGRITY
Act with honesty and accountability



Work can be stressful at times.
But also incredibly fulfilling when you overcome a challenge.

Fulfillment through Work. The foundation of this is the “Spirit of Three Loves”
that Ricoh has pursued tirelessly since the company was established in 1936.
We launched office automation in 1977. We wanted to revolutionize work by
releasing workers from the tedium of endless repetitive tasks so that they
could enjoy that feeling gained from achievement and self-development one
gains from completing more engaging tasks.

By 2017, this had developed further to become our value proposition,
“EMPOWERING DIGITAL WORKPLACES,"” where we empower worker’s creativity
and improve workplaces.

Ricoh provides services to enable individuals to work wherever and whenever
they want. We want to provide a future where all workers, workplaces, and
workflows will be connected and thus contribute to a more sustainable society
where people are empowered to innovate.

Ricoh is changing this moment in time by imagining
the future, and by providing fulfillment through
Vision for 2036 work, we will enhance the quality of life.

Fulfillment :
through Work Vit

We brought out our office automation concept in the conviction that machines should handle manual tasks, with people performing creative work.
We believe that Fulfillment through Work comes from completing more engaging tasks that only people can perform and empowers worker’s creativity.

We made Fulfilment through Work central to our vision for 2036. That is because in the course of serving the working needs of our customers, we have
helped them streamline tasks and enhance productivity. In so doing, we have empowered their workers to gain a sense of satisfaction, achievement, and
self-realization.
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Evolving and Growing

Ricoh has focused relentlessly on the work requirements of customers since its
establishment, continuing to deliver new value that caters to their ever-evolving
needs. We have long endeavored to help materialize a sustainable society.

We were swift to undertake environmental management initiatives that equate
conservation with producing profits.

Such efforts are in keeping with the Spirit of Three Loves, our founding princi-
ples. We will continue to resolve social issues through business to materialize our
vision of Fulfillment through Work.

1946
1936 Advocates

Establishment the Spirit of
Three Loves

_/

The Spirit of Three Loves, We advocate OA with a view
“Love your neighbor” “Love to having machines handle
your country” “Love your manual tasks, with people
work” is in keeping with the performing more creative work.

Sustainable Development
Goals notion of a society that
leaves no one behind.

Undertaki ng @ 1976 Founds Environment @ 1992 Introduces Ricoh General Principles @ 2000 Appoints outside director,
ESG Initiatives Promotion Section on the Environment introduces executive officer system
@ 1994 Establishes Comet Circle™ @ 2002 Establishes Three Ps Balance
@ 1998 Advocates Environmental @ 2002 Signs the United Nations
Management Global Compact

@ 2006 Establishes 2050 Long-Term
Environmental Vision

Providing Value @ Enters the office equipment field @ Driving digitization @ Transforming work practices
Introduces Ricopy 101, its first Shifts from analog to digital Provides IT services and
diazo copier multifunction printers communication services

Product evolution continues and devices

with launches of network-
able and color-capable
models

Changing the World @ From writing by hand to @ One PC per person @ More color content
of Work using word processors @ Internet usage increases

@ Office document transition
from paper to digital data
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2017
Formulates

EMPOWERING
DIGITAL
WORKPLACES

2020
Management
declares that Ricoh

will become a
digital services
company

We will support worker
creativity and transform
workplaces by tackling spe-
cific customer challenges,

We will leverage the power of
digital technology to connect
people and information and
improve output quality and
quantity by empowering
creativity.

@ 2014 Identifies material issues

@ 2017 The first Japanese company to

commit to RE100
@ 2017 Sets materiality and new

environmental targets based on

management strategy
@ 2018 Establishes ESG Committee

@ 2019 Creates Risk Management
Committee

combining our technological
and digital prowess to craft
optimal solutions for them.

@ 2020 Discloses ESG targets

@ 2021 Formulates Ricoh Group
Human Rights Policy

@ Supporting diverse work practices
Drawing on our work transformation
experience

Vision for 2036

Fulfillment

through Work

@ Higher transmission speed and
larger data volume

@ Work becoming paperless

@ Artificial Intelligence (Al)
usage expanding

@ Teleworking becomes
widespread
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Ricoh Lift Off covers five years through fiscal 2025, including our two-year 20th MTP.
It is during this period that we aim to become a digital services company that connects workplaces and supports

the creativity of workers.

20th MTP

Enhance business
21 competitiveness 24

® Deploying PDCA cycles under the new
business unit structure

¢ Managing Ricoh-style business portfolio

e Ricoh Group digital services

¢ Management underpinnings

® Human resources strategy

e Digital strategy

® Operational excellence strategy

Strengthening manage-
724 ment underpinnings

20th MTP

EEY 3

e Reinforcing capital policies
® Message from the CFO

Improve capital
returns

e Technology and intellectual property strategy

35 Fiscal 2021 Overview/Business Overview by Business Unit
Overview by Business Unit

39 RDS 41 RDP 43

RICOH Digital RICOH Digital RICOH Graphic
Services Products Communications

ESG Initiatives

49 ESG Strategy
51 Materiality and ESG Targets

53 Environment

e Achieving a zero-carbon society

e Information disclosure based on TCFD
framework

e Realizing a circular economy

e Pollution prevention initiatives

e Conserving biodiversity

Corporate Data
91 Commitment and Recognition

59 Social

e Diversity and inclusion and work-life
management

e Employee engagement

® Human rights

¢ Supply chain management

e Contributing to society

93 Financial and Future Financial Highlights
95 Consolidated Financial Statements

100 Editorial Policy
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RICOH Futures

45 RIS

RICOH Industrial
Solutions

67 Governance

¢ Qutside director dialogue

e Summary of Board of Directors effectiveness
assessment for fiscal 2021

e Business risks

o Audit and Supervisory Board

e Information security, etc.



Information Disclosure Outside This Report

Disclosure Framework The Ricoh Group provides comprehensive disclosure of ESG information through
the ESG Data Book, TCFD Report, and Circular Economy Report, in addition to
the Integrated Report, which outlines the overall Ricoh Group’s initiatives.

Integrated Report

Integrated Report ESG Data Book
. - : . Comprehensively discloses Presents environmental, social,
Sustainability and ' Investor Relations entire value creation process and governance data

ESG Information : Information
Future o mmmem :

® ESG Data Book e Securities Reports”

e Corporate Governance Report” | e Flash Reports” FE!

e TCFD Report i e Business Reports” m ’

e Circular Economy Report i e Mid-Term Management Plan =2

e Sustainability website i elnvestor Relations website | T T
TCFD Report Circular Economy Report
{ ™ Statutory and timely disclosure documents Discloses climate change-related Showcases policies and

—— risks and opportunities based on efforts to materialize a
TCFD Framework circular economy

Our website, ESG Data Book, and other vehicles present the following information.

Website ESG

Note: The PDF version of this report includes website links for content. Data Book Other vehicles

Vision and basic policy
e Pursuing the Ideal Society (Three Ps Balance) @]
e Ricoh Group Environmental Principles

Environmental Action Plan TCFD Report

ENVIRONMENT Circular Economy Report

Environmental Management System

Acquisition of ISO 14001 Certification

Third-party verification of environmental and social data

Ricoh Way and Human Resource Management

0|00 |0 |0

ESG Occupational Safety and Health

information Communication with employees (Employee Council)

SOCIAL Human Rights
¢ Strengthening human rights initiatives O
¢ Implementation of human rights due diligence

Supply Chain Management
e Ricoh Group supply chain @)
e Supply chain Business Continuity Management (BCM)

Risk Management O

Corporate Governance
Report (in Japanese)
Convocation notice

(@)

Internal Controls

Compliance O

Flash Report
IR information Investor Relations Presentation of
consolidated results

Technology/Open Innovation

Technology Intellectual Property
Ricoh Design
Pursuit of product safety and reliability
Customer satisfaction Utilizing customer feedback to products and services

Customer satisfaction survey in each geographical area

Company history Company History

Company Data o

Company profile and data Performance Against Major CSR Indicators
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To Our Stakeholders

Jake Yamashita
President and CEO
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Our growth is the sum total of

employee growth: striving groupwide to

deliver Fulfillment through Work

Tackling tough times

Fiscal 2021, which ended March 31, 2022, reminded
me as never before of the enduring truth that “Uncer-
tainty is the only certainty there is.” During the year,
life with COVID-19 became a certainty of sorts in the
daily lives and behavioral patterns of many. In Japan,
people seemed to have begun taking the pandemic in
stride. They also had to deal with the impacts of ongo-
ing shortages of semiconductors and plastics and rising
prices for all sorts of goods and services. Then along
came global price hikes and goods shortages associated
with Ukraine invasion and a lockdown in Shanghai.
And even when manufacturing was possible in
China, dockworker and truck driver shortages in the
United States significantly delayed goods shipments
to customers.

These piled on and protracted developments com-
pletely unimaginable. We can no longer be certain that

the past will predict the future. Preparing for tomorrow

is fraught with difficulty. We have naturally deliberated
everything exhaustively from business continuity plan-
ning perspectives. Having specifics in place for the next
steps rather than armchair theoretics is vital for us if
we are to avoid falling by the wayside. It is a reminder
of the importance of maintaining a management struc-
ture that fosters decision-making and zero-based
thinking and broadens our options.

The year under review also amply demonstrated that
peace is essential for globalization to progress. Efforts
to become more competitive mean that supply chains
for companies everywhere, us included, tend to be
long and complex. This all works well when things are
peaceful and logistics are stable, but falls apart amid
disruptions to such stability. Pursuing the supply chain
holy grail of quality, cost, delivery, and service is great.
Lose control over delivery, however, and the whole
structure can come crashing down. That is the reality
we confront, and we must establish better processes.

There is no time to waste.
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Pursuing the 20th Mid-Term Management
Plan with confidence and certainty

We positioned fiscal 2020 as a year for responding
to the emergency resulting from the pandemic and
gearing up for the future. We overcame the difficulties
through companywide efforts. In fiscal 2021, we
embarked on the 20th Mid-Term Management Plan
(20th MTP) ®, a two-year initiative. Perhaps our most
significant challenge was adopting a business unit
structure in April 2021. The original intention was to
complete this over two or three years, so finishing it in
just a single year underscores our ability to accelerate
reforms. In establishing five domain-specific business
units and delegating authority to BU presidents, we
enabled prompt decision-making and accelerated

responsiveness to customer changes.

All of our frontline salespeople are exceedingly dili-
gent. Direct sales account for a large portion of our
revenues. So, these people have frequent opportunities
to engage directly with customers, who often seek our
assistance with a range of issues. The pandemic acted
as a tailwind to drive Japan’s workstyle reform forward,
and our salespeople learned that customers face
unique work challenges along the way. One way to
help customers has been to offer an extensive range of
Scrum packages that are easy to deploy, even with
limited budgets.

Print volumes have fallen as work practices have
changed. | am sure that many customers found they
were printing things unnecessarily. Even if the econ-
omy recovers and more people return to offices, those
volumes will never return to what they were. Even

prior to the pandemic, we were already exploring

@ For more information, refer to the following pages: @ Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off P. 19-20

09 Ricoh Group Integrated Report 2022



countermeasures given a predicted eventual decline in
print volumes. The drop was several years earlier than
we envisioned. The situation was very serious. That is
where our robust customer connections came to the
fore. We turned the challenge into an opportunity to
leverage online tools to keep presenting new proposals
to customers. While it will take some more time to
regain our footing, | am confident we are heading in
the right direction. | believe helping customers work
smarter will sharpen our competitive edge, propelling
progress with the 20th MTP and pave the way for
better tomorrows.

RICOH Graphic Communications, RICOH Industrial
Solutions, and RICOH Futures play pivotal roles in
digitalizing workplaces. While admittedly smaller than
RICOH Digital Services and RICOH Digital Products,
they cultivate important fields for our future. These
business areas often engage in advanced technological
and conceptual areas, so they need to identify growth
at a faster pace. Management has an important
responsibility to swiftly determine the quickest path
toward success, whether by going it alone or collabo-

rating with other companies.
The value of working and our approach

When we committed to becoming a digital services
company focusing on the world of work, people some-
times asked if we were forsaking our manufacturing
roots. Some companies certainly have adopted a
strategy of outsourcing hardware production and
specializing in services. Our approach, however, is to
partner with customers. Edge devices are central to

achieving our goals.

People produce all sorts of data from work. It is vital to
capture the necessary and valuable data from the enor-
mous volumes generated through work. High-quality
data enhances analysis and artificial intelligence-based
work’s effectiveness. Even if you build a great platform,
without good edge devices, you will only get meaning-
less information, and it will be difficult to create an
ecosystem where data can bring value. Our RICOH
Smart Integration co-creation platform @ serves as a
common global service delivery platform. Further
enhancing the functionality and performance of edge
devices will become even more invaluable.

Because people are central to work processes, it is
essential for them to be creative, come up with con-
structive ideas, and broaden their perspectives.
Humans are analog beings in an increasingly digital
world. So, we need to make artificial intelligence,
systems and networks, and other digital platforms
more accessible and user-friendly for people. | believe
that the Ricoh Group can make this happen. Although
Al and other machines were traditionally limited in
capabilities, the possibilities have expanded greatly as
they have evolved rapidly.

We adopted Robotic Process Automation (RPA) in
2018. In overhauling our business processes, we began
rethinking the tasks that people should perform.
Assume for a moment that one robot can automate
one business process. If 70 robots and 50 employees
can together do what 100 people handled before, will
the other 50 people have nothing to do? Should we be
happy that we can halve the labor costs? No. We
should be delighted to have freed those people up to
take on new and creative work. We should invest in

educating and reskilling these people accordingly.

@ For more information, refer to the following page: @ Ricoh’s co-creation platform RICOH Smart Integration P. 28
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By and large, companies have traditionally structured
themselves around tasking employees to drive corpo-
rate growth. Going forward, corporate growth should
be an extension of employees’ growth and both
aligned. These people should clearly envision what
work they want to pursue. As well as identifying skills
and ideas of our employees through the talent man-
agement system, we now have more opportunities to
follow their growth through surveys and other vehicles.
Self-motivated employees who can sharpen their capa-
bilities and want to tackle new challenges will drive

corporate growth.

Empowering all employees to shine
and grow

The pandemic provided new opportunities to trans-
form employee communications and education. To cite
my own experience, the resulting spread of telework-
ing has increased the number of roundtables with

employees in Japan and across the globe. We are also

Roundtable session with employees
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continuing individualized new employee welcome
ceremonies in Japan that we initiated in April 2020,
where | greet the new employees one by one. Tradi-
tionally, all of them assembled in a venue together,
but we look to maintain this new format, even post
pandemic. | was long concerned that remote working
could leave some employees behind. But even before
the pandemic, we had been reforming work practices.
We learned much from this experience, which
enabled us to overcome crises and brought us to
where we are today.

Our human resources development commitment
culminated in us opening the Ricoh Digital Academy
in Japan in April 2022. Those accustomed to working
remotely find studying through the Academy very
rewarding. Certainly there are differences from person
to person, so we will offer more learning options and
support their pursuit of new challenges.

The pandemic forced all of us in Ricoh to revisit
what we had always taken for granted. We stopped
doing some unnecessary tasks and devised and tried
new and more effective ways to do things that need
to be done. | think that these insights and experiences

are useful in the business frontlines.

Always close to our customers
—our tireless challenges

Many people readily associate Ricoh with copiers or
the environment. We appreciate this, as it testifies to
the concerted efforts of our management and
employees over the years. We have advocated envi-
ronmental management since 1998. Our accumulated

endeavors since in a progressive approach to ESG have



been the reason customers and dealers worldwide

select us as their preferred partner. This is why we refer
to ESG as future finance.

We know for certain that our past investments and
accomplishments are paying off. We will capitalize that
data in looking ahead. Also, investments in current and
future finances through ESG activities must take us
closer to our goals. If they do not, then we should halt
such investments. Shareholders and other investors
would never tolerate activities that have no rationale,
and these efforts might achieve little to show for it. We
will keep this in mind while deliberating our next MTP.

| reflected on how we would like customers to view
us in coming years based on all of this. | would be
delighted if they concluded that Ricoh is always there
for them, ready to lend a helping hand for their work

needs. Of course, we take pride in the fact that we

have always been there for our customers, and we
hope to continue to use the power of digital technol-
ogy to solve our customers’ problems and be a visible
presence for them. We will endeavor to direct all
investments, human resource development, and man-
agement decision-making toward that goal, and we
will continue striving to deliver outstanding products
and services.

It is precisely because we are facing difficult times
that we are boldly taking on new challenges with our
eyes fixed on the opportunities that lie ahead.

The Ricoh Group will continue its efforts to realize
Fulfillment through Work @ so that our stakeholders

will recognize our efforts with high expectations.

@ For more information, refer to the following page: @ Vision for 2036: Fulfillment through Work P. 2
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Value Creation Process

The Ricoh Group aims to become a digital services company that connects workplaces
and supports worker creativity. Pursuing business growth and ESG-centric management will
be pivotal to realizing Fulfillment through Work, our vision for 2036.

Financial capital
e Common stock (As of March 31, 2022):
¥135.3 billion

e Growth investments: ¥500.0 billion

Intellectual capital
o Number of patents held: ~ Around 40,000
® R&D expenditures: ¥96.7 billion

Human capital
e Number of employees: Around 80,000
o Number of digital experts (in Japan):
Around 2,000
e Number of employees with RPA training:
Around 5,500

Social capital
o Customer base: Around 1.4 million companies
e Number of @Remote-connected units:
Around 4 million

e Global operations:
Around 200 countries and regions

Ricoh Way©

The Spirit of
Three Loves

Manufacturing capital
o Key production sites: 22
e Key suppliers that are signatories to
Ricoh Group Supplier Code of Conduct: 161

Natural capital
¢ Energy inputs: 3,418 terajoules
e Total resource inputs:
Around 305,000 metric tons

Seven material issues®

Stay close to Creativity from Work

customers

Quality of Life (QOL)
Enhancement

Zero-Carbon Society

through business

Resolving social issues

Circular Economy

5 Stakeholder
Eo Engagement
o 5

O =

©c Y

c > .
q 5 Open Innovation
EB

- =

SE I

5 Diversity and
o Inclusion

A

Value Creation Process thro Digital Services

EMPOWERING s e poee

transform work for customers

WORKPLACES by connecting workers and

workplaces

H Creating new value
M Productivity

; Societ
improvements (cq,_creation platform y

Frontlines

Data
usage

Office
digitalization

y

Frontlines
digitalization

Rising customer value

Offices

B Broadening value proposition
Expanding workplaces

Workplace transformation drivers (strengths)

Internal
Proprietary = deployments = Collaborating
edge devices = and success | with partners
stories

Global sales
and service
network

Digital professionals®

RICOH Smart Integration (RSI)"'@

*1 Ricoh’s co-creation platform

Business portfolio managemente

. Technology
Human Operational | 41 tellac-

resources excellence
Strategy® strategyo | 12l property | strategy®

Corporate governance®

Changing work Accelerating Information Inequality Transitioning to
practices and lifestyles digitalization security increasing carbon-neutral society
External
environment . Human rights issues .
A circlflglrfcte:gnom and supply chain ESG investments Geopolitical risks
y management demands Increasing

@ For more information, © Ricoh Way P. 1 @ Materiality and ESG Targets P. 51-52 @ Strengthening our cadre of digital professionals P. 26
refer to the following pages: @ Customer success-centric digital strategies P. 27-30 @ Operational excellence strategy for implementing process digitalization in-house P. 31
@ Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off P. 19-20 @ Vision for 2036: Fulfillment through Work P. 2
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We are broadening our value proposition of rising customer value and expanding workplaces.
Creating office and frontlines digital processes will transform entire workflows to enhance customer
productivity. We will leverage data to help create new value that exceeds customer expectations.

Companywide Management Targets

Financial Targets@

Business Perspectives
Considered a digital services company

@ Office Services business drives Group
revenues and earnings

® Customer-optimized operation by five
business units

® Group Headquarters focuses on Group
management

Financial Perspectives

ROIC management and capital policies
to enhance corporate value

® Maximize corporate value by keeping ROE
above 10%

@ Deliver at least ¥150 billion in operating profit

Materialize
Three Ps Balance

Prosperity

(economic
activities)

Resolve social issues
while delivering

@ ROIC-driven business portfolio management EHEL

@ Solid growth investments and
shareholder returns

| Fiscal 2025 Targets

Future Financial (ESG) Targets®

Vision for 2036

Fulfillment People

(society)

through Work™

Create a society
that leaves no one
behind

Resolve social issues through business

@ Top score rate in customer surveys
30% or above

® GHG Scope 1 and 2 emissions reduction
rate (compared with fiscal 2015) 30%

® GHG Scope 3 emissions reduction rate
(compared with fiscal 2015) 20%

@ Renewable energy usage ratio 30%
@ Virgin materials usage ratio  85% or less

Robust management infrastructure

@ Partner evaluation scores
Set by partners and regions

® Employee engagement scores
50th percentile or higher for each region

Reduce task work
and support creative work

Keep environmental
impact below Earth’s
regenerative capacity

Fiscal 2022 Targets

O Ricoh’s co-creation platform RICOH Smart Integration P. 28 @ Managing Ricoh-style business portfolio P. 22 @ Strategies to foster self-motivated employees and help them succeed P. 25-26
O Technology and intellectual property strategies that create new customer value P. 32 @ ESG Strategy P. 49-50 ( Governance P. 67-90
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Value Creation Process

=

n External

Environment

E Inputs

Set from triple bottom Value creation sources
line of environmental,
social, and economic

perspectives

B Value Creation Process
through Digital Services

Ricoh’s unique, customer-
centric digital services and process
transition to business structure
underpinning these services

n Outputs

Fruits of value creation

B Outcomes

Ricoh’s global value
proposition

n External Environment

External environment changes affecting Ricoh
management and operations from environmental,
social, and economic perspectives

(1) Changing work practices and lifestyles

The COVID-19 pandemic transformed the world and people’s
lives, forcing them to adopt new work practices. While work
without having to come to the office has reduced print volumes, it
has generated new business opportunities. These include height-
ened security requirements and teleworking support demand.
(2) Accelerating digitalization

Although accelerating digital transformations in offices, front-
lines, and other workplaces are fueling business opportunities, they
also necessitate more robust measures to tackle cybersecurity risks.
(3) Information security

Companies have to safeguard their information assets from
threats to confidentiality, integrity, and availability.
(4) Inequality increasing

Disparities in access to healthcare, education, and community
services are widening. We can help bridge these gaps with digital
technology for everyone to enjoy equal access to public services.

15 Ricoh Group Integrated Report 2022

(5) Transitioning to a carbon-neutral economy

As the impacts of climate change become more evident and a
global transition to a decarbonized economy accelerates, we can
help resolve social issues by undertaking industry-leading initiatives.
(6) Shift to a circular economy

The shift from the unidirectional mass production, consumption,
and disposal model, revolutionized by digital technology, will enable
the change to a circular economy model.
(7) Human rights issues and supply chain management

demands

Growing concerns about child and forced labor and other human
rights risks in supply chains have driven demands to address them
across those chains, including among suppliers and partners.
(8) ESG investments increasing

ESG has become vital non-financial information for ensuring
future earnings, so companies face rising pressures to disclose both
financial and non-financial information.
(9) Geopolitical risks

We must urgently tackle environmental changes and other
threats to safety and security that stem from greater political,
military, and social tensions, economic uncertainties, and swings in
commodity prices.
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Founding principles and close ties to customers are
central to our corporate DNA

We particularly treasure two enduring commitments. The first
is to resolve social issues based on the founding principles of the
Spirit of Three Loves. Those principles are compatible with the
Sustainable Development Goals notion of a society that leaves no
one behind. The second is to continue to be close to the chang-
ing “work" of customers.

B Capital

M Financial Capital

As of end-fiscal 2021

Seek to generate returns exceeding the cost of capi-
tal and leverage debt and equity to invest in growth

We aim to generate returns on our ¥135.3 billion in common
stock that exceeds capital costs. We will allocate capital primarily
to relatively high-risk growth businesses and fund stable busi-
nesses with debt. We will constantly verify and improve cash flow
allocation to optimize our capital structure. We will invest ¥500
billion in growth over the next five years.

Investment components:

Around ¥300 billion in mergers and acquisitions for business growth
Around ¥100 billion to strengthen business infrastructure

Around ¥100 billion to create new business domains

M Intellectual Capital

Device development capabilities, co-creation
platform, and know-how cultivated from in-house
implementation

Edge device technological capabilities (image processing and
optical technologies) and development and production capabilities
that we have cultivated to date are key as a digital services com-
pany to deliver edge devices that convert customer work into
data. We will reinforce the RICOH Smart Integration platform to
foster the use of digital technology and data.

We have long helped improve office productivity for customers
by drawing on our experience in undertaking companywide busi-
ness process reforms that leverage digital technology, not only for
back-office operations but for also development, production, and
other sites.

We foster the creation of valuable intellectual property based
on our business and technology strategies. We are acquiring and
leveraging intellectual property that helps protect and expand
our business.

e Number of patents held: Around 40,000
e R&D expenditures: ¥96.7 billion

B Human Capital

Our 80,000 employees embrace the Ricoh Way.

We attract and develop digital professionals to help
customers adopt digital processes

Our 80,000 employees around the world understand the Ricoh
Way (which encompasses the Spirit of Three Loves), and base daily
decision-making on it.

The Ricoh Group was an early adopter of teleworking and other
new work practices. As an entity that has provided digital services
that support worker creativity and transform diverse customer
workplaces, even during the pandemic, we also deploy internal
initiatives for new work practices.

We maintain five business units and a Group headquarters to
ensure that we are closer than ever to customers and accelerate
new value creation and decision making.
¢ \We attract and develop digital professionals (around 2,000 digital

experts in Japan with IPA ITSS Level 3 or higher certifications) to

contribute to digitalization for customers
e Qutside members constitute the majority of the Board of Directors
e Around 5,500 employees have received robotic process automation
training, running about 2,000 processes through such automation

H Social Capital
Combining close customer contacts with devices in
deploying digital services
We have a global customer base of around 1.4 million companies
and 4 million devices using our @Remote maintenance services,
for which we have built a structure that enables us to deliver
customized services and solutions that cater to customer chal-
lenges. As we provide direct sales, service, and support of devices
to customers, the close bonds we have with our customers enable
us to deliver necessary new services that benefit their customers.
We can offer solid value that resolves customer issues by collab-
orating with partners.
We have built brand recognition in the following respects as an
office equipment manufacturer.
* Image processing, optical, and other technological capabilities
e In-house productivity innovations
e Exceptional environmental management expertise
e Uniform global support structure

B Manufacturing Capital
Ongoing support for local customers through global
production sites

Our 22 key production sites in Japan, Europe, the Americas,
and elsewhere in Asia ensure a supply chain that meets regional
requirements.
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We require suppliers to sign the Ricoh Group Supplier Code of
Conduct, which covers labor, health and safety, the environment,
ethics, and management systems. To date, 161 key suppliers
have signed.

In Japan, 15 partners (including nine manufacturers) have
started joint last-mile deliveries. This setup helps eliminate low
load factors, overcome driver shortages, foster highly labor-
friendly and productive logistics, reduce carbon dioxide emissions,
and constrain rising transportation costs.

B Natural Capital

We minimize our reliance and extraction of natural
resources in course of business

In fiscal 2021, our businesses consumed 3,418 terajoules of energy.
Our total resource inputs were around 305,000 metric tons.

B Seven Material Issues

We identified seven material issues amid a changing
external environment to help attain our Three Ps
Balance goals

In keeping with our pursuit to help realize a sustainable society
in which the three Ps (Prosperity, People, and Planet) are balanced,
we identified seven material issues that reflect SDGs, the expecta-
tions of stakeholders, our management philosophy, and our mid-
term management plan. We are striving to resolve these issues
through business.

We formulated 17 ESG targets associated with these material
issues to make our activities more effective.

B Value Creation Process through Digital Services

Our unique, customer-centric digital services embody
EMPOWERING DIGITAL WORKPLACES to deliver cus-
tomer success. By continuing this process, we will
increase the value of our services

By 2025, we aim to become a digital services company that
connects people and workplaces and supports worker creativity.
We leverage the power of people and digital technology to
transform work for customers by connecting workers and work-
places (the value that our unique digital services provide) to realize

EMPOWERING DIGITAL WORKPLACES.

We maximize effectiveness and achieve customer success by
repeating the process of providing optimal solutions to each
customer’s unique challenges and providing ongoing support.

Continuing this process by drawing on our long history of
remaining close to customers enables us to further enhance and

evolve the value we deliver.

EMPOWERING  Aagcgmmewone
D I G I TA L T improvements Society
WORKPLACES

‘ antlin;s
Leverage the power of people
and digital technology to
transform work for customers
by connecting workers and
workplaces

Rising customer value

m Frontlines

/ digitalization
Offices
 Broadening value proposition

7
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Work is evolving in the dual axes of expanding work-
places and rising customer value. We will realize
EMPOWERING DIGITAL WORKPLACES through digital
services

H Rising Customer Value
Boosting productivity by digitalizing offices and workplaces
We provide offices with a range of edge devices that digitize
text, voice, facial expressions, movements, and other analog infor-
mation. We can streamline operations and boost productivity by
combining industry and task application software and services.
We provide robust and portable edge devices for various work-
places. We can transform entire workflows by digitalizing frontlines
and connecting offices to them.

Creating new value through data-driven businesses

The cloud-based RICOH Smart Integration platform stores data
digitized in offices and frontlines, utilizing the data to help deliver
advanced business processes and automation. We will continue
helping to create new value that surpasses customer expectations by
using artificial intelligence and other technologies to analyze data.

B Expanding Workplaces
By digitally connecting people, offices and workplaces, we trans-
form work for customers and help materialize a sustainable economy.



n Workplace Transformation Drivers (Strengths)

Our unique strengths include our global customer
network and practical internal expertise

We will accelerate workplace transformation by leveraging the

following strengths:

e A global sales and service network that underpins trust with
customers

e An array of edge devices employing proprietary technologies in
such fields as optics, image processing, and printing

e Expertise based on internal deployments and customer successes

e Collaborating with business partners that offer expertise in
various industries

e Digital experts who are close to customers

e The RICOH Smart Integration platform

E Strategies Supporting Our Value Creation

While optimally allocating resources through business
portfolio management, Ricoh strengthens its manage-
ment foundation through five strategies. Corporate
governance enhances transparency and helps imple-
ment the value creation process

By managing our business portfolio, we will transform our business
structure by optimally allocating management resources to boost
corporate value.

Group headquarters will accelerate our transformation into a
digital services company by carefully managing our business port-
folio. We will manage each business based on such factors as
returns on invested capital and marketability assessments, optimiz-
ing resource allocations through rational evaluations and
decision-making.

Additionally, we are concentrating on reinforcing the manage-
ment infrastructure we need to become a digital services company,
pushing ahead with the following strategies: human resources
strategy, digital strategy, operational excellence strategy, technology
and intellectual property strategy, and ESG strategy.

We are ensuring that management and all other corporate
activities adhere to social norms and match the expectations of
diverse stakeholders. These are done by striving to enhance corpo-
rate governance to deliver management transparency and become
more competitive in keeping with our commitment to high corpo-
rate ethics and compliance.

We are endeavoring to further reinforce corporate governance
as the foundation for our sustainable growth while creating value.

4lowputs |

As well as pursuing financial objectives that reflect a
focus on capital efficiency, we have set companywide
management goals as future financial (ESG) targets

We have established not only financial targets but also future
financial (ESG) targets as companywide management objectives.

We will undertake activities across the entire value chain to meet
the rising ESG demands of customers and investors. Thereby, we
aim to earn recognition as a top-level global ESG company.

Financially, we will keep expanding our existing Office Services
business to propel companywide results and attain a management
structure that enables us to consistently generate a return on equity
exceeding 10% by fiscal 2025.

B Outcomes

The value we seek to offer the world is through our
2036 vision of providing Fulfillment through Work and
by attaining the Three Ps Balance

We will continue to undertake sustainable corporate activities to
help create a society that realizes the Three Ps Balance (Prosperity,
People, and Planet) for the economic activities, society, and the
environment.

Economic activities: Resolve social issues while delivering growth
Society: Create a society that leaves no one behind

The environment: Keep our environmental impact below the
Earth’s regenerative capacity

2025: A digital services company that connects workplaces
and supports the creativity of workers

The value of work is shifting from improving efficiency and produc-
tivity to unleashing human creativity. Ricoh will become a company
that reduces task work and supports creative work.

Vision for 2036: Fulfillment through Work

We aim to contribute to a world in which individuals can work
whenever and wherever they want.

We want to provide a future where all workers, workplaces, and
workflows will be connected and thus contribute to a more sustain-
able society where people are empowered to innovate.

Ricoh is changing this moment in time by imagining the future, and
by providing fulfillment through work, we will enhance the quality of life.

Ricoh Group Integrated Report 2022 18



Medium- to Long-Term Outlook and
the 20th Mid-Term Management Plan

Ricoh Lift Off

The 20th Mid-Term Management Plan (20th MTP) is a two-year initiative that we rolled
out in fiscal 2021. We have positioned the five years through fiscal 2025, which encompass
that initiative, as Ricoh Lift Off. By fiscal 2025, we aim to become a digital services company
that supports worker creativity and connects workplaces. From a future financial (environ-
mental, social, and governance (ESG)) perspective, we will undertake initiatives across the
entire value chain to serve the growing ESG requirements of customers and investors, in
keeping with a commitment to maintaining a top worldwide reputation.

On the financial front, we look for the Office Services business to continue growing and
driving our overall performance. We aim to achieve a business structure target that can
generate a return on equity (ROE) of 7%" in fiscal 2022, the final year of our 20th MTP, with
returns consistently exceeding 10% by fiscal 2025.

*On May 10, 2022, we lowered our operating profit target for fiscal 2022, the final year of the 20th MTP, from an initial ¥100 billion to ¥90 billion, to reflect
the recent pace of a recovery from the pandemic and the operating climate. We accordingly lowered our ROE target from at least 9%, to 7%.

19th MTP I 20th MTP I ’ 21st MTS"

Ricoh Lift Off

Enhance our strengths Pursue ambitious

and refine our imple- targets companywide H

mentation capabilties in steering toward Ensure sustainable growth and further progress
to deliver growth growth

* Mid-Term Management Strategy (MTS)

Medium- to long-term targets for 2025

Financial indicators . ROE T .
(Billions of yen) Sustain above 10% World-class sustainability and ESG ratings
°

7% i Acknowledged as a digital services
o : : mCompany & .

: perating S _
4.3% ; profit M Office Services business drive revenues and profits
°® 3.3% :150.0: H Five business units operate optimally for customers

79.0 90.0 B Headquarters focuses on group management

40.0

. ROIC management and capital policy for
¢ improved corporate value

-45.4
B Maximize corporate value by keeping ROE above 10%

5019 2020 5021 2022 2025 (FY) H Generate at Ieas? ¥150 bi!lion in opera.ting profit
forecast target B Manage ROIC-driven business portfolio

(excluding contributions i |nyest in growth and produce solid shareholder returns
from prospective acquisitions)

Sales 2,008.5 1,682.0 1,758.5 2,050.0 2,200.0
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20th MTP

Our 20th MTP objective is to become a digital services com-

pany that supports worker creativity and connects workplaces.

We seek a return on equity of 7%. Financial targets to reach
that goal include generating ¥90 billion in operating profit
and ¥2.05 trillion in sales. Against this backdrop, we will
pursue growth in Office Services under our new business unit
structure by distinguishing investments in high-priority regions
from those in other regions. In Office Printing, we will

reinforce the business structure to overcome a print-volume
downturn through operational excellence. We will steadily
strengthen our business foundations, primarily at Group
headquarters. For future Financial (ESG) targets, which are as
important as financial benchmarks, we have set 17 goals for
our seven material issues and will endeavor to reach them.

Transform to a digital services company

Fiscal 2022: ROE 7%

By expanding businesses growth and improving capital profitability

Financial targets Future financial (ESG) targets

Financial indicators Fiscal 2022 Targets per stakeholder (from 17 ESG targets) Fiscal 2022
Customers  Top score from customers 30%
Operating profit ¥90 billion GHG Scope 1 and 2 (down from fiscal 2015 levels) 30%
. GHG Scope 3 (down from fiscal 2015 levels) 20%
Society .
Electricity from renewable energy sources 30%
Sales ¥2.05 trillion New resource content in products 85% or less
Employees  Employee engagement score 50th percentile in each region
ROIC 5% or more Partners Evaluation scores given by each partner Set per partner and region

Shareholders ROE

7%

Basic policies for 20th MTP initiatives

Our basic policies for 20th MTP initiatives are to become
more competitive, strengthen our management underpin-
nings, and improve returns on capital.

To enhance business competitiveness, we adopted a busi-
ness unit structure to accelerate decision-making and stream-
line capital management. We look for each business to
independently help create value for customers.

To strengthen our management underpinnings, we set up a

small but robust Group headquarters. We will develop suitable
strategies for operational resource allocation, research and
development, human resources, and other areas to support
business competitiveness.

We will improve returns on capital by maximizing corporate
and shareholder values, formulating and implementing capital
policies based on an optimal capital structure to ensure
returns that exceed capital costs.

20th MTP
Policy

1

Enhance business
competitiveness

Grow businesses and strengthen corporate
structure, adopting business unit setup to
increase autonomy of these operations and
adapt swiftly to customer changes

20th MTP
Policy

2

Strengthen management
underpinnings
New Group headquarters aims to
reinforce human resources,

infrastructure, and technology
underpinnings

20th MTP
Policy

3

Improve
capital returns

Sustainably increase corporate value
through policies based on an optimal
capital structure
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off

20th MTP
Policy

1 Enhance business competitiveness

To achieve our financial targets, we are pushing ahead with PDCA" cycles under
our new business unit structure and manage a unique business portfolio in line with
circumstances. We will thereby align digital services growth with the work needs of
our customers.

* PDCA: Plan-Do-Check-Act cycles are tools for constantly improving product and service processes.

Deploying PDCA cycles under the new business unit structure

In April 2021, we adopted a structure of five business units and a Group headquarters to
streamline capital management and accelerate decision-making by delegating authority to
those units. We assessed the benefits and issues with this structure and are deploying PDCA
cycles to drive improvements.

Delegating authority to business units has enabled them to respond flexibly and swiftly to
changes in the business climate and overcome crises. Transitioning to a setup that integrates
everything from development to production and sales has reinforced coordination between
functions. This has enabled us to update pricing based on higher costs, modify designs to
accommodate common parts, and reflect changes in production.

Business unit structure benefits and issues

The autonomy of business units has begun to bear fruit, and we will continue to deploy PDCA cycles to foster improvements.

Business units are able to tackle and overcome crises
m Further strengthening integrated structures within business units and refining headquarters functions

Business units Key achievements during year-to-date

e Japan: Expanded scrum assets sales
RICOH Digital Services o Europe: Undertook acquisitions and transferring personnel to reinforce digital services infrastructure
® Enhanced global software portfolio and expanded sales

o Cultivated operational excellence by reinforcing manufacturing structure and cutting costs

ELCCHIBISIIRlca  Pursued collaboration within industry, such as by jointly developing modules and parts

© Brought forward structural reforms, particularly in Commercial Printing
 Capitalized on print-demand recovery

RICOH Graphic Communications

e Evaluated digital services for Thermal Media

RICOH Industrial Solutions . ; )
o Accelerated business selection and concentration

¢ Expanded social infrastructure business by beginning to collaborate with local governments

gl sl  Business potential of PLAIR, a new plant-derived material, etc.

® Began business portfolio management
Group headquarters o Transformed human capital to become job- and digitally-based, switched to cloud computing for IT
infrastructure, and overhauled R&D

21 Ricoh Group Integrated Report 2022



Managing Ricoh-style business portfolio

We will accelerate efforts to reduce our dependence on the Office Printing business and become
a digital services company, with the Group headquarters carefully managing the business portfolio.

Under our business portfolio management setup, we augmented the portfolio elements of
profitability and marketability with digital services compatibility. It is from these three perspec-
tives that objectively assesses businesses and allocates them to four categories; growth accelera-

tion, profit maximization, strategic transformation, and business revitalization.

Initiating Ricoh-style business portfolio management

Four business categories
(roles and direction)

Key relevant businesses
and business units

Profitability
[ROIC and earnings]

Mark ii Digital services
arketability compatibility

‘ Success H Market ‘ [Compatibility and
scenario growt contributions]

Growth Acceleration
Drive Ricoh’s growth

Office Services (RDS)
Commercial Printing (RGC)

Meeting criteria

Success
likely

Profit Maximization
Stably generate cash as
fund source

Office Printing (RDP and RDS)

Meeting criteria

Success
likely

Strategic Transformation Thermal Media (RIS)

Maximize value through this

shift Enterprise Printing (RGC)

Meeting criteria

P P | Success
Meeting criteria ' unlikely

Success
(1%

Business Revitalization Industrial Products (RIS)

Explore ways to contribute to

value Cameras (Group headquarters)

The two businesses in the Growth Acceleration category are
Office Services and Commercial Printing. They are very profit-
able, and their markets are expanding. We are reinforcing these
businesses to drive growth because they can leverage Group
strengths and are highly compatible with digital services.

The Office Printing business is in the Profit Maximization
category, as it aims to keep stably generating cash while
remaining highly profitable.

* New business will be nurtured, selected and focused separately at RFS.

The Strategic Transformation category covers the Thermal
Media and Enterprise Printing businesses. While their circum-
stances differ, they will endeavor to maximize value through
this transformation where market expansion is unlikely or
where there is little compatibility with digital services.

The Industrial Products and Cameras businesses are in the
Business Revitalization category. They will explore ways to
contribute to value.
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off

Enhance business competitiveness

Ricoh Group digital services

Our business portfolio management goal is to boost corpo-
rate value by propelling digital services growth.

Our digital services will help customers be more productive
by digitalizing processes to connect offices and frontlines and

Our digital services

transform entire workflows. Our business units will leverage
their digital technology and edge device” strengths and services
aligned with customer work to help create new value

that exceeds customer expectations.

* Edge devices are MFPs, cameras, and other networked systems with data processing
capabilities that can input and output text, photos, audio, video, and other information.

Each business unit tackles the growth of digital services that support our customers

" “work” based on digital technology and devices.

Business units

E M P OW E R| N G Leverage the power of people

Businesses contributing to
digital services

and digital technology to
DIGITAL

transform work for customers
by connecting workers and Py
WORKPLACES  workplaces RICOH Digital

Services

Resolve working people’s challenges and
deliver digital services to connect office and
frontline people

Office Services

M Creating new value
M Productivity improvements

RICOH Digital

Society
Products

Manufacture products supporting digital services

Office Printing
* Only devices connected to

RICOH Smart Integration platform
Edge devices

Co-creation platform

\

4 gy i Frontlines |

RICOH Graphic

Deliver digital solutions for frontline people at
(el printing sites

Commercial Printing
Industrial Printing

v /

RICOH Industrial

offi A
- Solutions

digitalization

Provide digital solutions to challenges of
frontline people at logistics, manufacturing and
industrial sites

Thermal Products
* Shifting to digital services

Rising customer value

RICOH Futures

Create new businesses to resolve social issues
through digital solutions

Smart Vision
Social Infrastructure

H Broadening value proposition

Expanding workplaces
headquarters

Group Strengthen business foundation to support
digital services

Digital services sales ratio target

FY2021 actual 42%

Office digital
services

36%
42%

Frontlines
digitalization

7%

Note: Office digital services and frontlines digitalization include the following businesses.

Office digital services: Office services, office printing™, and edge devices

FY2025 targets

Above 6 O %

Frontlines digitalization: Commercial printing*?, industrial printing, thermal media, Smart Vision, and social infrastructure

Figures factor in the impact of discontinuous growth.

Office digital
services

45-50%

Frontlines
digitalization

15-20%

*1 Only devices connected to RICOH
Smart Integration platform
*2 Excludes enterprise printing
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off

20th MTP
Policy

p. Strengthening management underpinnings

Strengthening management underpinnings

We are transforming and repositioning ourselves from office automation equipment
manufacturing to becoming a digital services company. The mass production and consumption
era necessitated efficient manufacturing while retaining consistently high quality.

In today’s more information-intensive world, decisions are on smaller scales, and business
moves faster.

For example, it used to be important for employees to perform specific roles along the
value chain. In the years ahead, workers would ideally take the initiative to identify and
resolve issues. The skills needed in the new world of work differ from those required tradition-
ally. A steady evolution in human capital is therefore important.

To support this evolution, we are (A) providing training and hiring digital professionals, in
addition to (B) adopting a Ricoh-style job-based personnel structure in Japan that gives
employees greater autonomy. We are also (C) upgrading about 70% of enterprise systems.

Significance of robust digital services company infrastructure

Steadily transform human capital through a robust management infrastructure to become a digital services company

Office equipment manufacturer work approach Digital services company work approach

Deliver world-class products and services developed

in-house Create and deliver value to customers as directly as possible

Leverage teamwork in which workers take the initiative to identify
and resolve issues

People perform assigned roles along the value chain Bolstering
management

infrastructure
to transform

Employees trained as needed for their positions and human capital Provide opportunities for growth so people realize their potential

fields

Systems optimized for relevant regions and

fields combined with those needed globally Give workers open access to information and data

(A) Cultivate and acquire digital professionals

(B) Encourage employee initiative by adopting a Ricoh-style job-based personnel structure
(Japan)

(Q) Upgrade around 70% of internal systems by migrating enterprise systems to the cloud

Other plans and implementation include visualizing employee skills, building a business database,
internally adopting digital processes, and upskilling employees
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off

Strengthening management underpinnings

Strategies to foster self-motivated employees and help them succeed

Transformation from an office automation manufacturer to a digital services company

requires a change in mindset and skills. Accordingly, it is vital to encourage adherence to the

Ricoh Way, which champions customer-centricity and innovation and empowers employees to

upskill. In Japan, we deployed a Ricoh-style job-based personnel system in April 2022 to

encourage self-starters who have refined their capabilities to pursue new challenges. We are

also visualizing the requirements and skill levels of the digital experts we need to become a

digital services company, and are developing and attracting such people.

Workstyle at a digital services company

The notions of disrupting the status quo and applying
digital tools in work are the twin foundations for leveraging
digital technology to increase creativity and thereby foster
autonomy. Remote work became the norm amid the pan-
demic. Having people manage their own work performances
in this environment was the first step toward their autonomy.

We are focusing on team productivity and creating new
norms of communicating, conducting business, and
becoming more productive.

The roles of supervisors must accordingly focus away
from administration and controls to helping employees take
the initiative to think and act.

Message from the Chief Human Resources Officer

Mayuko Seto
CHRO

One of our biggest strengths is the direct connection

between how our people work and our services to customers.
Our HR mission is to create and maintain work environments
where employees can pursue digital innovations and find

fulfillment from work for themselves and our customers. This

environment comprises three elements—people, corporate
culture, and systems and frameworks—all of which relate
closely to human resources policies. Consistently and reliably
implementing policies for each of those elements will accel-
erate our transformation into a digital services company. We
will need to shift from manufacturing-oriented training to
cultivating digital professionals who can create new busi-
nesses. The corporate culture must change from a pyramid-
style organization based on unification and control of
decision-making to an externally focused culture that cham-
pions diversity and self-motivation. That is because it is vital
to respond swiftly to dramatic market changes. We transi-
tioned our personnel system from emphasizing functional
classifications and experience to a job-based setup that puts
the right people in the right positions. We have adopted a
hybrid work model. We are continuing to change and evolve
our human resources approach.

Embracing the challenges of change offers new opportu-
nities for us to build a far more robust organization and
leadership and better execute our corporate strategies.
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Our corporate goal is to help customers achieve fulfillment
through work. Such satisfaction comes from unleashing cre-
ativity. Our digital services liberate people from tedious tasks
and empower them to be creative. The keys to inventiveness

Ricoh-style job-based personnel system

and generating new value are work environments that enable
diversity to flourish and corporate cultures that allow everyone
to unhesitatingly express their ideas.

We adopted this system in Japan in April 2022 to enable
employees to enhance their skills to keep pace with con-
stantly changing market needs in providing digital services
and encourage particularly talented employees to shine.
Some Japan-based Group companies plan to also roll out
such a system by April 2023.

This is called “Ricoh-style” because it augments conven-
tional job-based setups with flexible company-requested
personnel transfers and fosters personnel development in-
house over the medium to long term.

The goals of this system are: first is to flexibly place the

Strengthening our digital professional workforce

right people in the right positions based on ability and motiva-
tion, and second is to offer performance-based remuneration.
The third is to provide career paths for employees based on
expertise, regardless of their job position.

After clarifying the positions needed to reach organizational
objectives, we assign the most suitable people to them. We
evaluate and promote them according to their ability to under-
take challenges and the extent to which they contribute to the
organization. By clarifying the roles and responsibilities of the
positions, employees can consider their career and take self-
motivated action to acquire the necessary skills and abilities.

We define digital professionals as those who can use digital
technology and data to create and accelerate our digital
services. Digital professionals include business integrators and
digital and manufacturing experts. We particularly aim to
strengthen the digital proficiency of business producers and
designers, cloud architects, and data scientists.

By continuing to upskill people to become digital profes-
sionals, all employees will be able to identify issues and stay
close to customers, providing optimal solutions that draw on
our unique technological capabilities. We established the
Ricoh Digital Academy in April 2022 as a training platform.

We initiated process digitalization in fiscal 2018 to resolve
issues discovered by analyzing our business practices. The
Ricoh Digital Academy is rolling out process digitalization
training to all Group employees.

Our digital professionals

Harness digital technology and data to create and accelerate our
digital services

Priority:
) = Business producers and
Business designers
integrators

Enhance business value by
generating customer value
and providing digital services

Digital
professionals

Digital experts
Tap advanced digital
technologies to develop and
supply digital services

Manufacturing
experts
Have technical and manufac-
turing skills supporting our
world-class products and
services
Priority: J
Cloud architects and
data scientists

Process digitalization professionals

Fully understand business processes and draw on the analysis of
facts and data to spearhead optimal problem solving
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off

Strengthening management underpinnings

Customer success-centric digital strategies

We create a specialized structure to propel and implement digital strategies and optimize

groupwide synergies.

Ricoh is becoming a digital services company that transforms
how people work by focusing on customer success as we stay
close to customers. We will use digital technology and data to
provide a co-creation platform, which generates value by connect-
ing RICOH Smart Integration (RSI) and customers. RSI connects
workplaces, supports workers' creativity, produces new value, and
fulfills our commitment to driving sustainability.

| Digital strategy direction

We are striving to attain our vision of Fulfillment through Work
by pursuing a digital strategy to automate routine tasks, so people
can focus on more creative work.

We must accordingly keep transforming our business pro-
cesses and have established five key elements for accelerating
our transformation.

The Ricoh Digital Academy reinforces digital professional devel-
opment groupwide to support that transformation. We are creat-
ing the environment to maximize the value of our people.

In addition, we are moving forward with cloud migration, data
infrastructure construction, and utilization, including updating
legacy systems.

As well as strengthening this infrastructure, we are transform-
ing back-office tasks at production and development sites by
leveraging robotic process automation and artificial intelligence

Five key elements
for accelerating

transformation tap digital technology

digital technology

Transform Group employee mindsets and

corporate culture and cultivate digital

professionals

(1) Maximize value of human resources through
Ricoh Digital Academy

(2) Increase design thinking and agility uptake

co-creation platform

Message from the Chief Digital Innovation Officer

n Internal process transformation
Optimize workflows and establish new work practices that

(1) Innovate processes based on data usage and business visualization
(2) Develop business savvy digital human resources through
in-house implementations with business tasks and who use

n Corporate culture and human resources E Digital infrastructure

Integrate and develop common infrastructure
for IT, RSI, and Al and information and usage
communications technology to materialize a

(1) Upgrade Group IT infrastructure

(2) Strengthen and employ RSI platform for digital
services in each business

(3) Reinforce information security

Toyohito Tanaka
CDIO

technologies based on our operational excellence strategy® to
streamline operations and enhance productivity.

We are bolstering existing businesses and generating new
customer value by focusing on success for our customers. We
will use a co-creation platform to produce solutions using digi-
tal technology and data, covering everything from issue discov-
ery to resolution.

The Ministry of Economy, Trade and Industry, and the Tokyo
Stock Exchange recognized our efforts in this regard by select-
ing us as one of the Digital Transformation Stocks 2022.© \We
will keep progressing with our digital strategy.

H Customer value creation

Generate customer value by using digital

technology and data

(1) Reorganize value creation process and foster its
usage while amassing success stories

(2) Develop and implement mechanisms to
accelerate co-creation

B Data utilization
Help customers succeed by maximizing data

(1) Prepare common master data and build data
usage environments

(2) Amass and use data by adopting digital office
and frontlines processes

@ For more information, refer to the following pages: @ Operational excellence strategy for implementing process digitalization in-house P. 31
@ Digital Transformation Stocks 2022 P. 92
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Ricoh’s co-creation platform RICOH Smart Integration

We have set a goal for digital services to account for 60%
of sales by fiscal 2025, by providing digital services that
identify and resolve workplace issues at offices, frontlines
and society. RSI will play a pivotal role in reaching that target
by enabling us to use digital technology and data to create
new value with customers and partners.

To date, we have primarily used RSI to connect MFPs and
applications and digitize paper. Thus, we can link with cus-
tomers’ mission-critical systems and service infrastructures

Customer successes

PN

to help reduce manual tasks by automating document
handling workflows.

We will extend our office value proposition to frontlines
and society and co-create with partners and customers.
RICOH BUSINESS INNOVATION LOUNGE Tokyo is a place
where Ricoh Group’s digital services and customers’ insights
and ideas are fused to create new value. Customers from the
private and public sectors use this venue, expanding our
partnerships and providing more co-creation opportunities.

Identify and resolve issues with

partners and customers various workplaces

i g 4w

Value creation Digital services

process

)

Deploy created services in

Services from Ricoh and other
companies, including for edge devices

W Data accumulation

We resolve issues by remaining close to our
customers, combining edge devices and ser-
vices that draw on the strengths of our part-
ners and Ricoh. We accelerate our value
creation process cycle by using RICOH Smart
Integration to maintain and enhance our data
catalog, artificial intelligence, usage cases,
tools, and microservices.

Data usage
Platform utilization through co-creation

g~ @

Data
catalog

Usage
cases

Tools @ MicroservicesEEj

Through trial and error, we create more
digital services, producing service menus that
we deploy in customer workplaces.

By reusing data that RSl accumulates, we

‘ Employing data and technology in combination with business doma

ins ‘ will build a circular data ecosystem that gives it

‘ Business domain service infrastructures and enterprise systems

‘ more value and promotes data utilization.

RICOH Smart Integration co-creation platform

Artificial Intelligence: focus on technology enhancement

Artificial intelligence is one of the priority technologies we
identified to resolve customer workplace issues. We estab-
lished a specialist unit in 2017 to train experts in this field
and develop offerings such as Al for Business. This service
uses proprietary natural language processing Al to support
business operations.

We also deployed Al at toner plants to automate processes
and improve quality, leading to higher employee satisfaction.

The pandemic made it hard for our real estate customers to
serve their clients face-to-face and for construction sector
customers to go to work sites. We set about creating cus-
tomer value by combining images captured using our RICOH
THETA 360° camera with our proprietary image correction,
video generation, automatic computer graphics placement,
and other Al functions so that customers could tour properties
or check construction progress online.

We analyze and employ secondary usage of their data
collected through this effort, leading to customer success.
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off Strengthening management underpinnings

Developing digital professionals to support transformation

Ricoh’s transformation into a digital services company will To date, most employees have simply taken management-
depend on employees keeping up the effort to acquire knowl- directed training courses.
edge. It will also be essential for us to draw on a human capi- The academy enables these people to take the initiative to
tal management approach that continues creating work refine their skills that will help identify and resolve specific
environments that maximize the value of our people. customer issues.

The Ricoh Digital Academy helps employees draw on their
strengths and experiences and improve their skills to become
digital professionals who will drive Ricoh forward.

Our digital professionals . Business
integrators

Harness digital technology and data to create and Enhance business value by

accelerate our digital services generating customer value

and providing digital services
Priority:

Business producers and
designers

Digital
professionals

Priority:
Cloud architects and
data scientists

Digital experts Manufacturing experts
Tap advanced digital Have technical and manufac-
technologies to develop and turing skills supporting our
supply digital services world-class products and
services

Ricoh digital academy
We are empowering employees to upskill and enhance their digital knowledge.

Proficiency level Eligibility Goals
Enhancing Professional o . -, '
Competence Selected employees Further develop employees with digital expertise to create digital services
Digital Knowledge Optional for all employees ) . o )
Offer wide variety of courses for all employees to acquire digital technology skills
and use data.
. X Encourage employees to undertake continuous learning
Digital Literacy Mandatory for all employees
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Instilling and practicing design thinking and agile methods

It is vital to instill and practice design thinking and agile
approaches to join with customers in exploring issues, identi-
fying what is valuable for them, and helping them succeed.
We will foster a corporate culture in which all employees can
leverage design thinking to identify and swiftly address cus-
tomer needs. The Ricoh Digital Academy offers a range of
training programs and workshops for that purpose.

We launched the Design Thinking and Agility for All
community to help employees who have studied at the Ricoh
Digital Academy apply their knowledge in the frontlines. The

community is open to anyone at any skill level. It conducts
regular workshops and events. Many participants share their
issues with each other, solve them one by one, thus improving
their productivity and cementing connections with colleagues.

We disseminate examples of our successful and unsuccessful
initiatives, both internally and externally, employees understand
the benefits of design thinking and agility for their work and
personal growth and encourages interested outsiders to join
our community.

Strengthening IT infrastructures to support a digital services company

We will upgrade around 70% of our enterprise systems, migrating some to the cloud, to ensure IT mobility and optimize costs.
We are pursuing data-driven management, including building a shared global database management infrastructure.

Direction of core systems renewal

Data-driven management initiatives

Cloud migration led by global Headquarters (1aaS)
@ Migrate 180 enterprise systems, or 54%, to the cloud

@ Establish dedicated organization to operate hybrid cloud/
on-premise environment

Business innovation through collaboration of business
units and global Headquarters IT (SaaS/PaaS)

Renew legacy systems running last 10 years or longer to cloud package
(by the end of 2026)

@ Overseas: Shifting existing on-premises ERPs to cloud package
@ Japan: Forming policies to integrate towards company structure

Build shared global database
® Build data lake and warehouse infrastructure for global, real-time collaboration

Standardize and automate handling master data

e Globally standardize product and customer data masters
e Automate product launch process

Organize information for ROIC management
e Eight financial key performance indicators linked to measures

Centralize and leverage customer data for growth
 Implement artificial intelligence-based recommendation functions
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off Strengthening management underpinnings

Operational excellence strategy for implementing process digitalization in-house

Process optimization and digital technology are essential for operational excellence. We are
deploying this process of digital transformation in-house.

Implementing process digital transformation in-house

We formulated a policy of transforming entire processes, and processes using digital technology. We are cultivating
not just parts of them, to attain operational excellence. We people who can lead these activities.
defined a template for more routine and efficient process We will manage business processes by enhancing our models,
digitalization and effectively visualize and optimize operations standardizing processes, and building our knowledge base.

Visualization Optimization Digitalization
Business Business modeling
visualization (work visualization) ‘

grs\?i ?\ll:)s,c'ggf)snEf (:ge::e“:toed;g?g Formulate vision and Use business process Use Software as a Service™,
Visualize business } At o [ e > explore process management™ to ~ Platform as a Service™,
SIS, Weie Sl i optimization to reach it digitalize (link data) and other digital tools
loads, and other o o
elements and
identify possible . ~ Simultaneous! O 4 hd
improvements S Use process mining to track - optimize usingdata el

progress of business process develop frontlines people Knowledge i

Use accumulated business knowledge
Management

*1 Business Process Modeling and Notation conforms with ISO 19510, an international standard.

*2 Business process management identifies and constantly improves the processes companies use to do business.

*3 Software as a Service is a model for supplying software through the cloud.

*4 Platform as a Service is a model for supplying servers, operating systems, and middleware needed for applications to run on the cloud.

| Case study | Improving expense calculations process

An area targeted for back-office improvement was expense calculations. There were multiple conflicting procedures with various
staff responsible for different areas. Calculating expenses required manually-intensive collecting, integrating, and processing data
from each site. We reviewed each process and established an optimal flow, enabling us to create an optimal system so that actual
expenses could be reported to each department accurately and timely with much less effort.

Check situations Get facts Digitalize Monitor

against factual data S —
and thematize Visualize tasks Use digital tools Use data
Use BPMN and other tools to record the people @ Classify tasks to continue or discontinue Use tools to automate tasks and adopt
involved and workflows to clarify operational @ Review and redesign work practices demand-driven work process
mechanisms
n Collect cost data  Extract data directly from accounting system ¢ Automatically extract data from enterprise system
Identify arduous, . . .
com Ifeyx business Calculation * Consolidate tabulations processes to enable ¢ Automatically generate tables and graphs to
procZSSes automatic calculations eliminate report work
I q ¢ Automate to eliminate human errors and
B Validation * Automate results checking manual verifications
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Technology and intellectual property strategies that create new customer value

We allocate around ¥100 billion yearly to

R&D to build tomorrow’s businesses. In becoming a

digital services company, we will focus on developing technologies to create digital services and
unique edge device technologies that underpin those services.

Technology development efforts

In fiscal 2021, we adopted a business unit structure to consoli- Human digital twin technology captures and converts emo-

date and employ resources according to customer and product
categories. We accordingly have changed our R&D structure to
one in which each business unit oversees everything from
medium- to long-term research through prevailing current prod-
uct development, design, and production.

The role of Group headquarters is to provide digital services
that enable customers to employ new work practices. We estab-
lished the Advanced Technology Center and the Digital Strategy

tions and other data in addition to the five senses, and uses
recognition and Al technologies to systematize actions and
thoughts. By linking this digital twin setup to workflows, we seek
to maximize worker creativity.

Industrial digital printing systems use inkjets to form a variety
of functional materials, such as metallic and ceramic materials
and even cells. This technology digitalizes manufacturing while
enabling production processes that eliminate waste, conserve

Department. The Advanced Technology Center focuses on human energy, or otherwise help resolve social issues.

digital twin and industrial digital printing systems technologies.

Cultivating new businesses

The Digital Strategy Department con-
ducts R&D on Al and information and
communication technologies that support

our RICOH Smart Integration co-creation
_ platform and digital infrastructure tech-
h

nologies for work.

Incubating technologies for
new businesses } We have strengthened our develop-
RICOH Digital Services ment structure by tasking RICOH Futures
RICOH Futures
Digital Strategy Department } RICOH Digital Products to create new businesses for Group head-
RICOH Smart Integration, artificial X .. .
intelligence, and information and * We may transfer efforts that are RICOH Graphic Communications quarters to incubate.
communications technology development particularly compatible with i : .
existing business fields directly to RICOH Industrial Solutions We established the Technology
Advanced Technology Center other relevant business units E . .
( . . xpertise Committee, whose members
Develops human digital twin, industrial instead of RICOH Futures. Business units p

digital printing systems, and manufacturing
platform technologies

Group Headquarters

Intellectual property initiatives

exchange ideas beyond their focus areas
to cultivate technical professionals and
bolster their capabilities.

With the transition to a business unit structure, we reorga-
nized our intellectual property functions. The IP functions of
business units are to formulate and implement specifically
optimized strategies. At Group headquarters, the focus is on

IP strategy. One is digital services, for which we need to create
and employ IP for innovations we pursue by co-creating and
collaborating with diverse stakeholders in countries where we
do business. To do this with a higher precision, we are

bolstering governance and frontline IP activities by formulating enhancing information analysis and undertaking IP efforts that

relevant companywide strategies and providing related in-
house services to business units. The CTO oversees these activi
ties, which management and the Board of Directors decide on
in meetings for management implementation.

lead to very valuable patents.

- The other area is edge devices, for which we use patents
and expertise to protect our technological strengths, particu-
larly for the core technologies we amassed over the years. Such

We have established two areas where we are reinforcing our efforts help us to maintain and enhance our competitive lead.
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Medium- to Long-Term Outlook and the 20th Mid-Term Management Plan: Ricoh Lift Off

20th MTP
Policy

c$| Improve capital returns

Reinforcing capital policies

Corporate value maximization and capital policy stances

We aim to maximize corporate and shareholder value while
satisfying stakeholder expectations. We accordingly seek to
generate returns that exceed capital costs.

In fiscal 2021, all business units overcame a challenging
business climate to undertake structural reforms. At the same
time, they deployed measures to recover from product short-
ages and the impacts of such external factors as raw material
and ocean transportation costs. On the balance sheet man-
agement front, our equity ratio was high owing to the April
2020 deconsolidation of Ricoh Leasing Company, Ltd. We aim
to attain an appropriate risk assessment-based capital struc-
ture to transform Ricoh into a digital services company. We
will primarily allocate capital to relatively high-risk growth
businesses while using debt in the Office Printing business and

Growth investment approach

other stable businesses. We will continuously verify and improve
our cash flow allocations to optimize our capital structure.

Steadily deploy measures to enhance corporate and
shareholder value

B Focus investments on Office Services

Expand equity Grow earnings business and transform profit structure
spreag . _ W Profit composition above 50% (75% of profit
Cumulative operating  generated by non-office printing business)
Deliver ROE cash flow | Lift earnings per share by increasing profits

¥600-¥700 billion and repurchasing shares

that consistently
exceeds 10% ® Emphasize ROIC in business portfolio

management

Enhance asset

\EVTLFES  Expand total efficiency W Optimal asset structure for a digital
value shareholder . N services company
proposition returns ROIC exceeding 8% g Improve cash conversion cycle
.. N M Lower weighted average cost of capital
Shareholder Optimize capital by optimizing capital structure

returns costs ] gptimizz riikt-based capitalization and
Net debt-to-equity ratio arness ce’ .
Target 50% total return ratio 0.2-0.3 M Reduce long-term risks by bolstering ESG
I
Generate ¥100 billion in additional shareholder returns  Note: Figures other than shareholder
under the 19th MTP returns are targets for fiscal 2025

We are maintaining our policy of investing ¥500 billion in
growth investments by fiscal 2025. We established and are
pushing ahead with priority areas, which are for business
growth M&A investments, strengthening of business founda-
tions, and investment for new business domain creation.

As part of becoming a digital services company, we acquired
several information and communications technology (ICT)
companies in Europe. We are steadily investing in acquisitions
for business growth in Japan, including the April 28, 2022
decision to make PFU Limited a consolidated subsidiary. We are
bolstering our management infrastructure by upgrading our
core systems and investing in human capital.

We will systematically allocate operating cash flows from busi-
ness investments to further invest in growth and generate

Shareholder return policy

shareholder returns. Investment will be made strategically and in a
balanced manner by actively utilizing interest-bearing debt as well
as capital, mainly from operating cash flow as described in the
section above.

¥500 billion in
growth investments
through FY2025

Priority segments

Office services in Japan and Europe

Approx.
¥200 billion
(top priority)

Office services software

!V'&A Edge devices that drive digital services
investments for
business growth Approx.

Frontlines digitalization ¥100 bi||i0nv
(Prepare as additional

investment)

m Acquire and train digital professionals ~ Approx.

foundations m Upgrade enterprise systems ¥100 billion

(EATTETEIS m Develop advanced technologies Approx.
e e cEyile i | Create businesses that resolve social issues %100 billion

We are maintaining our policy of delivering a 50% total return
ratio. In fiscal 2021, we endeavored to enhance returns on capi-
tal by repurchasing and retiring ¥100 billion in shares in light of
achievements under our 19th Mid-Term Management Plan. We
paid an annual dividend of ¥26 per share, as forecasted.

For fiscal 2022, we aim to lift dividends by ¥8 per share, for
an annual total of ¥34 per share that factors in the dividend
yield. We plan to buy back up to ¥30 billion in shares in the
first half of the year and retire all repurchased shares. We will
keep striving to improve shareholder value, including flexibly

repurchasing shares while factoring in business plan and
growth investment progress.

34.0
260 Factor in
230 26.0 DPS’ in increasing
: dividends Target 50%
150 7957 ¥ total share
return ratio
7.3 30.0 Agile share
| repurchases
m BE g B6 [ pu

2018 2019 2020 2021 2022 (FY)

* DPS: Dividends per share
forecast

M Dividends (billions of yen)
-®- Dividends per share (yen)

Share repurchases (billions of yen)
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Message from the CFO

In fiscal 2020, the first year of our 20th Mid-Term Manage-
ment Plan, the COVID-19 pandemic significantly affected our
operations, particularly MFPs in our Office Printing business.
We accordingly positioned that year as one of tackling the
crisis stemming from the pandemic and gearing up for the
future. With infections spreading during the year, we reviewed
the remaining two years of that plan, including rebuilding
measures to drive business growth and undertaking structural
reforms. We planned several business management and
capital policy changes as part of that process.

Progress with business unit structure and

ROIC management

We adopted a business unit structure in April 2021. One
anticipated outcome in integrating everything from development
through production and sales was that cost-cutting and effi-
ciency gains would be comprehensive and swifter than under a
function-based organization. The pandemic’s impacts increased
in fiscal 2021. In particular, we experienced parts shortages and
soaring raw material and ocean freight costs, especially after the
summer. We quickly implemented recovery measures. Efforts
included bringing forward or augmenting structural reform
initiatives and flexibly controlling costs. We could not have taken
these actions under our previous organizational structure.

We also began basing business management on returns on
invested capital (ROIC). We are breaking down ROICs into
measures and key performance indicators and connecting them
to a ROIC tree to better link companywide and operational or
business unit ROICs. The ROIC tree is also leveraged to track
profitability and efficiencies in production, sales, maintenance,
and other processes. It has been demonstrated that the work
of individual employees such as maintaining proper inventory
turnover periods, improving receivables processes from credit
management through collections, and automating business
processes using low-code applications, is either directly or
indirectly improving ROIC.

We aim to assess and monitor each business unit to opti-
mally allocate resources for growth and overhaul operations by
augmenting ROIC with business portfolio management that
combines marketability and compatibility with the digital
services we seek to offer. We are also building a management
structure that is conscious of capital profitability.

Takashi Kawaguchi
CFO

| Growth investments and capital policies

As mentioned earlier, our three investment categories are
M&A investments for business growth, strengthen business
foundations, and investment for new business domain cre-
ation. We aim to make ¥500 billion in growth investments by
fiscal 2025. We are cultivating digital professionals to rein-
force our business structure. As a digital services company,
we view sufficient investment in digital professionals not as a
mere expense, but as an essential investment for generating
future financials. Such investments include developing
multi-skilled maintenance services and sales personnel near
customer frontlines and adopting digital manufacturing
processes. Investments are also important to ensuring acquisi-
tions succeed and creating new business domains. In the
coming years, we will increase corporate value by cultivating
people who can generate high added value at key customer
contact points.

On the cash flow allocation front, we have retained our
approach of assigning capital to investments in growth busi-
nesses and leveraging interest-bearing debt to invest in stable
business fields. We will strive to optimize our capital structure
with net assets of around ¥1 trillion by fiscal 2025 while
temporarily employing capital to cover business risks in uncer-
tain times and help us transition to a digital services company.

Our shareholder returns policy under the 20th Mid-Term
Management Plan is to generate a total return ratio of 50%.
We look to lift our dividends per share by ¥8, to ¥34, in fiscal
2022. We seek to continue increasing dividends, boost corpo-
rate value, and improve earnings per share by flexibly under-
taking measures that deliver additional returns.
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Fiscal 2021 Overview

Business performance

Under the 20th Mid-Term Management Plan (20th MTP),
which started in fiscal 2021, Ricoh aims to become a digital
services company that is a work productivity innovator.

While the pandemic again affected the Office Printing and
Commercial Printing businesses in the year under review,
economic activity resumptions in Europe and the United States
put us on track for a recovery, particularly in non-hardware.
We reinforced our structure by optimizing our development,
production, services, and other structures while taking major
steps toward growth and reaching our 20th MTP goals. We
endeavored to enhance corporate value by expanding in the
office services business and other digital services areas and
improving capital returns.

Consolidated sales for the term increased 4.5% from a year
earlier, to ¥1,758.5 billion. This was despite various external
factors hampering business activities. Among them were lost
sales opportunities and production stoppages stemming from
a global resurgence in COVID-19 infections, as well as con-
tainer ship shortages and limited supplies owing to a lack of

components. In the Office Printing business, non-hardware
sales rose everywhere except in Japan. This was despite a
hardware sales recovery delay due to product supply short-
ages. The Office Services business suffered from shortages
of MFPs and IT products that we include in our services.
Sales were up, however, on solid demand for software and
other packages.

Supplies shortages, higher logistics costs, the spread of
new COVID-19 variant infections, and other external factors
dampened operating profit by a combined ¥57.0 billion. Our
new business unit structure enabled us to overcome these
challenges. That is because delegating decision making to
those units encouraged them to reinforce their structures
and better control expenses. As a result, operating profit
increased ¥85.4 billion from a year earlier, to ¥40.0 billion.

We recorded a ¥30.3 billion profit attributable to owners
of the parent, compared with a ¥32.7 billion loss attributable
to owners of the parent in the previous year.

Sales Operating profit (loss)/
Operating margin

(Billions of yen)
(Billions of yen/%)

2,063.3 2,013.2 2,008.5 P
1,682.0 17585

86.8
-115.6
[
-5.6
2017 2018 2019 2020 2021 (FY) 2017 2018

B Operating profit (loss)

-® Operating margin

Profit (loss) attributable to owners of
the parent
(Billions of yen)
49.5
395
2.3 30.3
°
40.0 I
= _27 _— _—
454 -1353 =327
2020 2021 (FY) 2017 2018 2019 2020 2021 (FY)

@ For more information, refer to the following pages: Business Overview by Business Unit P. 37-38

» ‘ WEB ‘ Refer to our website: Annual securities report for the year ended March 31, 2022; Flash report for the year ended March 31, 2022
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Financial position

Total assets decreased ¥34.6 billion from the end of fiscal
2020, to ¥1,853.2 billion. The yen depreciated significantly from
the end of the previous term, producing translation differences
for foreign assets. After excluding a foreign exchange impact,
total assets declined ¥113.7 billion.

Total liabilities were down ¥16.5 billion, to ¥947.4 billion.
After excluding the impact of foreign exchange rate fluctuations,
these liabilities were down ¥49.4 billion. Trade and other pay-
ables decreased by ¥18.6 billion owing to shorter payment terms
after reviewing conditions with suppliers. Accrued pension and
retirement benefits declined ¥24.7 billion. This was due largely

to higher discount rates from interest rate rises.

Total equity decreased by ¥18.0 billion, to ¥905.8 billion.
Equity declined ¥92.7 billion in line with treasury stock repur-
chases that the Board of Directors approved on March 3, 2021.
We retired ¥137.2 billion in treasury stock on February 28,
2022, comprising these and the shares repurchased before
March 2021. As a result of the yen’s depreciation, exchange
differences on translation of foreign operations rose by ¥46.8
billion. Total equity attributable to owners of the parent was
down ¥18.2 billion, to ¥902.0 billion. The equity ratio stayed
stable, at 48.7%.

Total equity attributable to owners of ROE

the parent/Equity attributable to owners (%)

of the parent ratio (equity ratio)

(Billions of yen/%) 487 487 54
°

344 342 3y
9095 9325 9203 9202 902.0

Consolidated interest-bearing debt
(Billions of yen)

L -13.9

2017 2018 2019 2020 2021 (FY) 2017 2018 2019

B Total equity attributable to owners of the parent
-® Equity attributable to owners of the parent ratio (equity ratio)

gg1g 9334
33
°
A 1796 2224 2354
-3.6
2020 2021 (FY) 2017 2018 2019 2020 2021 (FY)

Free cash flow

Net cash provided by operating activities was ¥82.4 billion,
down ¥44.5 billion from a year earlier. This was despite a
significant earnings improvement, and reflected an increase in
inventories. Net cash used in investing activities decreased

¥4.2 billion, to ¥59.3 billion. This reflected ongoing business
expansion investments that offset higher cash inflows from
sales of property, plants and equipment. The free cash flow
was thus ¥23.1 billion, down ¥40.2 billion.

Free cash flow

(Billions of yen) (Billions of yen)

Business acquisitions &

R&D expenditures/Research budget ratio
(Billions of yen/%)

55 5.5
63.4 54 5.1 54 o
36.0 111.0 1110 4908
292 231 g4 94 903 97
. 51
_
478 0.4
2017 2018 2019 2020 2021 (FY) 2017 2018 2019 2020 2021 (FY) 2017 2018 2019 2020 2021 (FY)
B R&D expenditures
-® Research budget ratio
Il INFO

H Business acquisitions

Amount recorded under cash flows from investing activities in the consolidated statements of cash flows

Ricoh Group Integrated Report 2022 36



Business Overview by Business Unit

Fiscal 2021
financial highlights

Figures comply with International Financial
Reporting Standards.

Sales by business

Other
¥35.5 billion

1.7%

@ RICOH Industrial
Solutions

¥119.2 billion  5.5%

® RICOH Graphic
Communications

¥187.0 billion  8.8%

FY2021

@ RICOH Digital
Products

¥364.9 billion 17.1%

® RICOH Digital Services
¥1,428.1 billion 66.9%

Note: Sales include those from external customers and
intersegment transactions.

Sales by geographic area

Other @ Japan
¥159.5 billion ¥705.2 billion
9.1% 40.1%
Europe, —M8M8M8™
Middle East,
Africa
¥450.1 billion FY2021
25.6%

@ The Americas ~
¥443.6 billion
25.2%

Previous
Current segments
segments

Office Services . A
RICOH Digital Services

Office Printing __

RICOH Digital Products
Commercial
Printing RICOH Graphic
Industrial Communications
Printing

Thermal Media
RICOH Industrial

Industrial Solutions

Products

* Effective April 1, 2021, we adopted a business unit
structure and changed business segments.
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RDS RICOH Digital Services

(Billions of yen)

1376.6 1,428.1 . Sales UP
Sales ¥1,428.1 ilion i1
composition (Up 3.7% year on year)
66.9% Operating profit v
16.2
0 " ¥16.2 billion
2020 2021 (FY)
RDP RICOH Digital Products
(Billions of yen)
357.1 364.9 W Sales up
Sales ¥364-9 billion n
composition (Up 2.2% year on year)
17.1% Operating profit v
164 W47 ¥41.7 billion
0 Up 153.7%
2020 2021 (FY) Up year on year)
RGC RICOH Graphic Communications
(Billions of yen)
' oo 1870 m Sales v
sales ' ¥187.0billion 4N
composition (Up 17.0% year on year)
8.8% 0 Operating loss ur
0.4 ¥0.4 billion
-47.4
2020 2021 (FY)
R | S RICOH Industrial Solutions
' (Billions of yen)
115.2 119.2 | Sales up
Sales ¥1 19-2 billion n
composition (Up 3.5% year on year)
5.5% Operating profit v
0 — 13 ¥1.3 billion
2020 2021 (FY)
Other
‘ (Billions of yen)
40.0 35.5 . Sales DOWN
Sales ¥35.5billion 4
composition (Down 11.3% year on year)
1.7% o Operating loss DOWN
38 _1s5 ¥15.5 billion
2020 2021 (FY)




Business outline

Business report

Digital Services business: We sell office imaging
equipment and consumables. These include MFPs and
printers, with leading global market shares. We draw
on our global customer base to offer IT-related solu-
tions that support customers’ overall workflow reforms
and work practice innovations. We also provide other
services to digitally resolve management issues and
enhance customer productivity.

Segment sales increased 3.7%, to ¥1,428.1 billion. In the Office Services business, pack-
age deployments remained robust in Japan and Europe despite global shortages of such
IT products as PCs, servers, and network equipment, which reduced sales opportuni-
ties. In the Office Printing business, materials shortages hampered a recovery in sales

of MFPs, printers, and other edge devices. Non-hardware sales nonetheless recovered

as people returned to offices in line with progress with COVID-19 vaccination uptakes.
Segment operating profit was ¥16.2 billion, from an operating loss of ¥2.6 billion a year
earlier. This turnaround reflected improved profitability and margins in the office services
business. Other key contributions were from the Office Printing business, for which we
reinforced our maintenance services setup and undertook other structural reforms and
reduced costs.

Digital Products business: \We develop and produce
(including on an OEM basis) office MFPs, in which we
are the global market leader, as well as printers and
other imaging equipment and edge devices that sup-
port digital communication.

We provide digital
printing-related products and services for high-mix,
low-volume printing to our customers in the printing
industry.

We manufacture and
sell industrial inkjet heads, inkjet ink, and industrial
printers for diverse applications. These include building
materials, furniture, wallpaper, signage displays, and
apparel fabrics.

Segment sales rose 2.2%, to ¥364.9 billion. We are striving to cut costs by lowering vari-
able expenses and revamping our manufacturing structure. In fiscal 2021, while mate-
rials price hikes hampered efforts to reduce variable expenses, we progressed steadily
with efforts to standardize parts and leverage Al to automate production. As for revamp
of our manufacturing structure during the term, we extensively digitalized design tasks,
consolidated and reorganized production plants, and collaborated extensively with other
companies to cut development costs. While production suffered greatly from parts and
materials shortages and the pandemic’s impact near overseas production sites, operating
profit increased ¥25.2 billion, to ¥41.7 billion. Factors included such structural reforms as
reducing product costs, improving development and production efficiency, and gains on
U.S. subsidiary land sales.

Segment sales were up 17.0%, to ¥187.0 billion. Our Commercial Printing business
recovered on resumptions of economic activity in the key U.S. and European markets.
Non-hardware sales enjoyed a particularly solid improvement. Growth was significant in
industrial printing, especially in inkjet heads, in which we are a powerful competitor. We
progressed steadily in cost reduction by deploying digital development and production
processes while streamlining service activities. We posted an operating loss of ¥0.4 bil-
lion, a significant improvement over the ¥47.4 billion in red ink of a year earlier. The loss
in the previous term reflected impairment losses on goodwill, property, plant and equip-
ment, and intangible assets relating to the Commercial Printing business.

Thermal Media business: We manufacture and sell
thermal paper for point-of-sale, barcode, delivery, and
other labels for food products, and thermal transfer
ribbons for clothing price tags, brand tags, and tickets.

Industrial Products business: We provide precision
device components and other products that employ
optical and image processing technologies.

Sales climbed 3.5%, to ¥119.2 billion. In the Thermal Media business, demand has risen
solidly on growth in e-commerce, which has driven demand expansion worldwide for
delivery labels. Against this backdrop, we have drawn on the materials technologies we
amassed to expand our business steadily over the years. This is notably by supplying ther-
mal paper, thermal transfer ribbons, and other products that ensure outstanding heat
and abrasion resistance, deliver superior print definition and storage capabilities, and

are environmentally friendly. In the Industrial Products business, we are expanding our
customer base by providing stereo cameras and other optical devices to the automotive
sector, in which safety driving assistance systems are increasingly ubiquitous. Automotive
customer production adjustments significantly affected the Industrial Products business.
Operating profit was ¥1.3 billion, from an operating loss of ¥1.6 billion a year earlier.

Smart Vision business: We are strengthening our
platform business, which brings together our 360°
RICOH THETA cameras with software and cloud ser-
vices to streamline real estate, construction, and archi-
tectural site work.

Other businesses: We are expanding new business
opportunities in various fields. These include digital
camera-related businesses, our business with PLAIR,
a new plant-derived material that is an alternative to
plastic, healthcare business, and social infrastructure
and environmental businesses.

Sales for the term decreased 11.3%, to ¥35.5 billion, owing primarily to Ricoh Leasing
Company, Ltd., becoming an equity-method affiliate. After excluding this factor, we ben-
efited from solid sales of new products in the camera business and sales increased from
the previous year. We posted a ¥15.5 billion operating loss in this segment, stemming
partly from up-front investments in new businesses.

In keeping with our commitment to helping resolve social issues, we are capitalizing
on new opportunities by creating business models that leverage digital technology and
our expertise in patents and other aspects of intellectual property. We leverage open
innovation to create new value we could not generate ourselves.
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Business Unit Overview

Business unit role

We leverage robust customer touchpoints by using technol-
ogy to connect workplaces, extending from offices to remote
locations and frontlines. We help customers build digital work-
flows and streamline business processes.

Message from Business Unit President

RICOH Digital Services provides sales and support in
around 200 countries and regions around the world
through regional headquarters in Japan, the Americas,
Europe, and Asia-Pacific. We are expanding digital ser-
vices, as a service integrator, by drawing on our global
customer touchpoints and strengths in integrating an
array of applications, services, and edge devices. We
deliver customer value in four key areas. These are IT

RICOH Digital Services

Society

M Creating new value
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improvements ( Co-creation platform
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]

Frontlines
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Rising customer value

infrastructure, digitizing workflows, digitalizing front-
lines, and new workstyles. We are focusing on
strengthening RICOH Smart Integration (RSI), a cloud-
based co-creation platform that combines devices and
applications to support these areas.

The need for digital transformation in customer
workplaces increasingly extends beyond offices to
encompass remote work environments and frontlines.
We have responded in various ways to such changes in
recent years by investing in evolving RSI further. This
includes the acquisition of DocuWare and Axon Ivy,
global software providers, formed a business alliance
with Cybozu, and the acquisition of PFU, and are
expanding our services to help our customers digitalize
their business workflows.

RICOH Digital Services profits by helping customers
around the world succeed. We will offer services that
support human creativity in all sorts of workplaces and
continue pursuing customer success to accelerate our
growth and become more profitable simultaneously.

Akira Oyama
President of RICOH Digital Services Business Unit
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Digitizing workflows to enhance corporate value

DocuWare

Ricoh acquired content service platform provider Docu-
Ware GmbH in 2019. The company serves over 15,000
customers in more than 100 countries.

One of these customers is WSM Personal GmbH, a
German mid-sized temp staff agency. The firm recruits per-
sonnel from Central and Eastern Europe, primarily for the
manufacturing industry.

The human resources services sector is a prolific producer
of records. These include employment contracts, vacation
requests, and pay stubs. WSM Personal managed all docu-
ments from the outset on its own file server. However, they
adopted cloud-based DocuWare in 2015 because it became
necessary to access documents swiftly, anytime, anywhere.

L

administrative staff.

Markus Maier

|
).

The system now stores 80,000 documents.

Since 2020, they have been working on workflow automa-
tion by connecting multiple external systems with DocuWare
at the center. Remote signing contract is one example. First, an
employment contract created by ERP is emailed to the tempo-
rary employee. Then, the e-signature service provided by
Validated ID S.L. sends a one-time password text message to
the employee’s smartphone. This two-step verification mecha-
nism allows for secure and speedy contract signing between
different countries without paper or human intervention.

DocuWare has helped WSM Personal to keep evolving its
business processes and solidify its position in the human
resources services sector.

We boost our process through digitization — DocuWare plays a key role in this. Signatures
integrated into DocuWare increases our speed and agility, especially when managing employ-
sl J ment contracts in different countries. Without the DMS, we would undoubtedly need more

Managing Director, WSM Personal GmbH

Sharing Ricoh workplace innovations with customers

Scrum Assets

RICOH Smart Apps included in Scrum Assets is a suite of
business applications linked to Microsoft 365®”. Ricoh
responded to the need to embrace telecommuting and
other work approaches by commercializing a groupwide
communication framework for customers.

The Microsoft Teams®” app streamlines team schedule
management, work reporting, and other communications
between employees, even when they are at distant loca-
tions. SharePoint®" apps combine portal, bulletin board,
and other groupware functions.

Customers deploying Ricoh’s setup have commented
that it has enhanced work efficiency and transformed
work in ways they thought impossible.

ing their job satisfaction.

Shotaro Takano

Ricoh Japan Corporation

Around 480 certified “Microsoft®" Solution Evangelists”
are offering value-added proposals utilizing Microsoft's®”
cloud computing throughout Japan, leveraging their
knowledge and experience in coordinating a wealth of
customer support services. Ricoh Japan received the
Modern Workplace for SMB Award at the Microsoft Japan
Partner of the Year 2022 Awards in

recognition of these efforts. {m
We will keep developing products to Bm"{;!ar
| car ||

digitalize operations and help customers
grow their businesses.

* Microsoft 365, Microsoft Teams, SharePoint and Microsoft are registered
trademarks or trademarks of Microsoft Corporation in the United States and
other countries.

We offer customers nationwide RICOH Smart Apps that constantly update work processes
and co-create frameworks to materialize these processes. We will keep collaborating with
Ricoh Japan’s many customers to design new teamwork practices and contribute to enhanc-

Group Leader, DX Office, ICT Business Headquarters, ICT Technology Division
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Business Unit Overview

Business unit role

We support the Group’s digital services by developing edge
devices that contribute to productivity in customer workplaces,
including the frontlines. Offerings include multifunction printers
(MFPs), the core edge devices in offices.

Message from Business Unit President

Ricoh Digital Products remains a manufacturing busi-
ness unit. A key mission is to keep creating and supply-
ing compelling edge devices that enable Ricoh to deliver
advanced digital services to customers. We reinforced
our manufacturing structure in various ways in fiscal
2021. For example, we established an integrated struc-
ture from development through manufacturing and sales
to develop and produce our offerings faster and more
efficiently. We will continue pursuing operational excel-
lence while striving to expand our business further and
capitalize on incremental growth opportunities.

External factors hampered production in fiscal 2021.
Among them were shortages of semiconductors and other
electronic components and surging raw materials and
logistics costs. We must therefore create a manufacturing
structure that is impervious to external changes. One effort
will be to deploy development methodologies it incorpo-
rates into the design plans include measures to tackle
potential difficulties in securing parts at the development
stages. Another will be to have redundant manufacturing
so identical products can be made in multiple plants.

We will collaborate with external stakeholders in these
endeavors, such as by jointly developing products with
industry peers or sharing modules or plant facilities.

Katsunori Nakata
President of RICOH Digital Products Business Unit

RICOH Digital Products
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Ricoh’s flagship A3 color MFPs are particularly eco-
friendly, outperforming the competition in a range of
benchmarks, including through energy-saving functions
and recycled materials usage rates. We will continue to
innovate compelling edge devices that support Ricoh’s
unique digital services. These offerings will include commu-
nication devices whose high-quality video and audio allevi-
ate some of the frustrations of what has become routine
teleconferencing since the pandemic struck, scanners that
accelerate customer digital transformation efforts, and
peripherals that streamline frontlines tasks.
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Analyzing production, logistics, and sales information to understand and

resolve issues
Product logistics monitoring

It is essential to review product supply plans and quickly
respond to logistics disruptions caused by recent parts short-
ages in order to ensure a stable supply of products to our
customers. Our production, logistics, and sales departments
manage masses of information covering everything from
production sites to global delivery. We created a new frame-
work to consistently collect, integrate, visualize, and track
inventory levels daily across our entire supply chain. This
means we can efficiently monitor supply stability through a
single screen.

| Before

|7 B

D ED B

Transforming web conferencing
RICOH Meeting 360 V1

RICOH Meeting 360 V1 is an all-in-one teleconferencing
device incorporating a 360° camera, microphone, and speakers.
The unit employs proprietary 360° image correction tech-
nology that adjusts brightness to optimally show all partici-
pants’ facial expressions and automatically focuses on the
person speaking. The microphone sound pickup technology
we honed in developing our videoconferencing system cap-
tures audio clearly from considerable distances. We will lever-
age these technologies to keep transforming web
conferencing in the coming years.

We plan a range of additional features, including minutes-
taking support, speaker identification, and record searches.

Kunihiko Nishioka

We also established a setup to analyze operational
status, including defect information, sending it in real-time
to plants. This setup enables us to swiftly manufacture
top-quality products that satisfy customers, slashing after-
service times.

We look to share this analytical data with parts manufac-
turers to build a supply chain that further improves quality.

We also aim to provide these systems to customers.

After I

e MLl |7 [ |2
SEEE
OIS

Converting analog audio and video into digital data will
help companies resolve various issues and materialize new
work practices by making it far more efficient for them to

maintain and access information assets.

P

We have tuned the system with a focus on customer usability, such as the sensitivity of the
automatic focus switching of the speaker, sound collection from a distance, and the ability to
reduce echoes when a speaker’s voice overlaps with another person in the web conference.

Development Group I, NED Business Office, SC Business Department
Ricoh Digital Products Business Unit
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Business Unit Overview

RICOH Graphic Communications

We support customers in digitalizing their printing sites. We
help them transform work practices and expand their busi-
nesses by providing digital printing solutions, automating print

site production processes, and providing marketing communica-

tions tools that integrate paper and electronic media.

We aim to help commercial, industrial, and enterprise
printing customers and brand owners to improve on-site
digital transformation and work practice approaches
and expand their businesses. We also seek to maximize
customer value and resolve social issues.

Specifically, through promoting digital printing, we will
offer customers high-value printed materials on-demand
that meet their needs, thereby helping them to expand
their businesses and reducing their carbon footprint by
curtailing mass printing and disposal.

We will help resolve labor shortages by providing
workflows that automate and digitalize print production
processes and alleviate manual workloads. We will help
brand owners expand their businesses by offering mar-
keting communications tools that integrate paper and
electronic media.

We developed RICOH Business Booster, a platform for
creating value with printers and business partners world-
wide to collaborate more with printing sector customers.

Sergio Kato

President of RICOH Graphic Communications Business Unit
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Offices

This platform makes it possible to co-create new printing
applications, automate production processes, and support
business development. More than 5,000 customers have
already become co-creation partners.

We aim to drive customer digital transformation
efforts by attentively listening to their needs and solving
their problems, becoming a comprehensive partner for
Graphic Communications.




CASE - . - . - - - .
<oy Driving a digital transformation on printing frontlines

0 1 RICOH Pro VC70000, RICOH Pro Scanner, and other offerings

[ The Sattler Media Group is a leading commercial print- Ricoh automated the roll-changing process with the
ing company in Germany, producing direct mail, catalogs, AutoSplicer from Ricoh partner Tecnau SRL. The RICOH Pro
and magazines. The catalogs include product informa- Scanner option with this platform leverages artificial intelli-
tion, technical information, manuals, and many other gence and machine learning technology to automate
types—some exceeding 400 pages—and are produced in print-related tasks and maintain consistent quality. This
a variety of versions and languages. setup has significantly reduced operator workloads.

In response to Sattler Media Group’s need for a Investing in digital inkjet technology has helped Sattler

highly-automated digital production, the Ricoh Group Media Group develop an innovation-centric corporate
met the customer’s expectations with the Ricoh Pro culture. Adopting the RICOH Pro VC70000 and sophisti-
VC70000, a high-speed digital inkjet that delivers high cated automation tools has positioned Sattler Media Group
image quality, high productivity, and support for a wide as a trailblazer among German production printing compa-
variety of paper stocks. nies and will help them to attract and retain talent.

The RICOH Pro VC70000 and its automation technology have significantly contributed to our
business. Ricoh Group is an important partner for Sattler Media Group in promoting digital
transformation in the graphics industry.

Arndt-Friedrich Wille
Business Development Manager, Sattler Media Group

<455, Helping expand digital printing businesses

O 2 Printhead Technology

[ Ricoh agreed to a landmark multi-year printhead technol- We entered the digital textile market several years ago
ogy deal totaling €50 million to extend its successful collab- by supplying printheads to Durst Group AG. Ricoh’s out-
oration with Durst Group AG. Headquartered in Italy, Durst standing print quality, productivity, and printhead reliability
Group AG is a world-leading inkjet printer manufacturer prompted Durst Group AG to use more Ricoh technology
that develops and markets printers, software, and inks with in multiple industrial applications across its portfolio. Ricoh
various industrial applications. Strict criteria are used in the will continue to provide new value to customers worldwide
selection of printheads, which are ultimately determined by by developing and supplying printheads.

their application suitability and technical performance.

Our deal with Ricoh enabled us to deliver new printers to market faster. Our collaboration
with Ricoh has perfected the interplay of printheads, inks and substrates, all optimizing print
quality and performance and improving reliability for extended printer life.

Christoph Gamper
CEO and co-owner, Durst Group AG
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Business Unit Overview

Business unit role

We enhance customer productivity by digitalizing customer
workplaces in the manufacturing and logistics sectors. We
create new value by delivering total solutions that incorporate
utilization of data.

Message from Business Unit President

RICOH Industrial Solutions’ five businesses all derive
from the company’s core technologies. The Industrial
Media Solutions business uses Ricoh’s chemical formula-
tion and coating technology for diazo photosensitive
paper. The Precision Components business applies
Ricoh’s precision processing technology in watches. The
Industrial Equipment business utilizes Ricoh’s MFPs
production technology. The Electronics business har-
nesses Ricoh's MFPs electrical circuit board design tech-
nology. The Optical business leverages Ricoh’s camera
optics technology.

R I : i RICOH Industrial Solutions
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Rising customer value

Each business pursues two strategies under the 20th
MTP. One is to expand growth in targeted segments,
reinforcing the management structure to maximize earn-
ings. The other is to create digital services that deliver
new customer value.

We will mobilize the Ricoh Group’s industrial business
resources to take on the challenges of digital transforma-
tion. We will also integrate Industrial Media Solutions and
the other four industrial product businesses to make
them key contributors to the Ricoh Group. We will create
new digital services by taking advantage of cutting-edge
technologies beyond the scope of these five businesses.

We will resolve issues by providing total solutions that
integrate media, hardware, and systems while maintain-
ing close connections with customer production sites,
delivering fulfillment through work for them and our-
selves alike. We will keep pushing forward in this direc-
tion with the firm belief that it will enable us to achieve
continuous growth.

Yasutomo Mori
President of RICOH Industrial Solutions Business Unit

45 Ricoh Group Integrated Report 2022



CASE
STUDY

01

CASE
STUDY

02

In-line high-speed printing solutions to materialize

variable information printing
RICOH FC-LDA Printer 500

The RICOH FC-LDA Printer 500 is a high-speed printing
solution for production processes. We developed it by draw-
ing on the Group’s strengths in optical and thermal printing
technologies. Its 192 lasers modulate independently at high
speeds to print variable information on-demand at up to 300
meters per minute, a world record for such platforms (source:
Ricoh research as of June 13, 2022). We have thus improved
print efficiency for food, consumer goods, and other mass-

produced offerings while provid-
ing variable printing that can

change printing content to cater
to different customer needs.

Fuiji Seal, Inc. was the first
company to commercially apply
this solution, using it to print
unique serial numbers and QR

codes” for giveaway entries on

Serial numbers and QR codes” are
printed on the back of the shrink
labels for bottles of Kao Healthya
Green Tea Alpha and Healthya

Green Tea Umami Luxury Tailoring

the backs of shrink labels on
Kao Corporation’s Healthya
beverages in plastic bottle

Nobuyuki Arai

Variable printing of QR codes’, image data, and text

packaging. This enables Kao to obtain the detailed data
needed to serve consumers better. It also helps Kao to innova-
tively reduce its use of flashy plastic stickers in keeping with its
ESG strategy.

By assigning individual product IDs through variable print-
ing, companies can enhance traceability and determine
authenticity to bolster food and product safety. They can also
leverage this printing for digital marketing, collect more
detailed consumer purchasing data, and digitalize processes in
the daily necessities, food manufacturing, and retailing sectors.
We also take on variable printing challenges for various pack-
aging materials to match customer demands. This allows the
acquisition and analysis of detailed data from variable informa-
tion at many sites. Ricoh will continue exploring ways to add
more value to digital services to meet customer needs.

The RICOH FC-LDA Printer 500 won an Encouragement
Award in the 14th Laser Society of
Japan Industry Award for 2022 for
contributing to industrial progress

in Japan through laser technology.

* QR Code is a registered trademark of Denso Wave Incorporated

Combining the Ricoh Group’s proprietary thermal technology and thermal ink enabled us to
offer a technology that can do much to resolve environmental issues. We will apply this tech-
nology to traceability and digital marketing and cultivate services that enable customers to
adopt digital processes at their work sites.

DS Business Development Group, SDGs Business Office, Industrial Media Solutions Marketing Center
RICOH Industrial Solutions Business Unit

Helping digitalization of vehicle exterior inspection sites

Vehicle Exterior Inspection Equipment

Our proprietary image capture and processing techniques
incorporating time correlation technology have made it possible
to automate the inspections of objects with gloss finishes. This
process has traditionally been notoriously difficult. Our auto-
matic inspection equipment acquires digital data to enhance
product traceability and swiftly addresses the causes of defects.
Adopting digital processes at manufacturing sites eliminates
two key issues with visual inspection by people. One is differ-
ences in inspector skills. Another is the unintentional changes in
standards due to the passage of time or fatigue. Digital pro-
cesses help alleviate inspection process workloads and labor
shortages while ensuring consistent quality worldwide.

We are jointly developing the vehicle exterior inspection
system with a leading Japanese automaker. This will enable a
broader range of inspections by combining our expertise in
conventional inspection equipment and automated equipment
design technology cultivated over the past half century. The

system will be able to cap-
ture images when it, or the
target vehicle, is moving for
far shorter inspection times
than with stationary setups.
The inspection results can

be stored as digital data in

Vehicle exterior inspection example

the form of images and
information obtained from them (defect locations, sizes, etc.),
enabling the digitalization of the work site at the same time that
the equipment is deployed. As well as visualizing facilities opera-
tions and quality, we are building digital services that identify
defect causes by feeding back inspection results to upstream
processes. This will contribute to better production efficiency
through process improvements.

We also look to expand our vehicle exterior inspection equip-
ment business to overseas markets to achieve business growth.
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46



Business Unit Overview

RICOH Futures

M Creating new value
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Business unit role

We create new businesses and value for tomorrow by inno-
vating to resolve social issues. We also help improve the quality
of life and contribute to a decarbonized, circular economy.

Frontlines
digitalization

Rising customer value H

: H Broadening value proposition

Expanding workplaces %

.

Message from Business Unit President

RICOH Futures is striving to create future value We have a certain way of achieving these goals.
through incubation initiatives that help resolve social That is being a thinker, rather than a doer. In order
issues. We aim to create a business structure whose to create and grow new businesses, our employees
growth leads to a better world. must be “doers” who act independently. All of us at

| believe there are three elements businesses to be Ricoh Futures are committed to practicing “doer”
viable. First, it must benefit the world. It must be able to behavior to resolve social issues and create value for
help resolve social issues, and draw on a solid, consis- our customers.

tent, and ongoing commitment to such progress.
Second, corporate strengths are essential and without
that strength one cannot generate value. Building a
business model using one’s proprietary technologies,
patents, and other intellectual property are important
to resolve issues in an ever-changing world. Third,
co-creation is essential to resolving issues because
there are limits to the value that a single company can
generate. | believe you have to be able to formulate
rules for expanding business with co-creation partners.
Organically linking these three elements is vital to estab-
lishing a business.

Takahiro Irisa
President of RICOH Futures Business Unit
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Leveraging 360° camera and images
RICOH360 Service

We provide services leveraging the RICOH THETA camera
and its 360° images that tackle people’s need to communi-
cate while maintaining social distancing and overcoming a
shrinking workforce. Companies in the real estate and
tourism sectors use THETA360.bizE® and RICOH360 Tours,
a virtual tour production service. Construction industry
players use RICOH360 Projects to transform work by
making it possible to seamlessly capture, organize, and
share 360° images of onsite conditions. We will draw on
our unique strengths in developing cameras and digital

Tomohiro Kishishita

Condominium Business Division
Daiwa House Industry Co., Ltd.

services to deliver higher-value-added services that employ
360° image data and the artificial intelligence of RICOH360
image processing API (application programming interface).

The Condominium Business Division of Daiwa House Indus-
try Co., Ltd., Japan’s biggest homebuilder, adopted
THETA360.biz in February 2020. In addition to the floor plans,
the company is also using VR staging to create attractive
spaces by decorating 360-degree images with furniture and
accessories using computer graphics technology, in addition
to providing a virtual tour of the view from balconies.

Salespeople across Japan take advantage of easy use of photography using the RICOH THETA.
THETA360.biz is very user-friendly, making it simple and swift to create content and helping to
streamline tasks. Our website presents virtual tours for condominiums for sale, in email
responses to inquiries, and in other approaches salespeople take to serve those unable to visit
locations in person because of the pandemic. Salespeople around Japan frequently ask for
virtual reality-based staging support, as it makes it easier for them to show what properties
will look like after people move in. Another advantage of this staging is that it can customize
furniture styles according to family and price ranges.

Enhancing social infrastructure safety by visualizing road status

Road surface inspection system

It has become increasingly important to maintain and
manage public infrastructure, given incidents from aging,
heavy rainfalls, and other natural disasters. It requires a lot
of labor and time, making it a major social issue in Japan.

The inspection of roads, tunnels, and slopes by making
it possible to use regular vehicles fitted with proprietary
photographic systems that capture images while driving,
digitizing these images. Artificial intelligence platforms
analyze the data to assess the damage and output various
reports. We brought out the Ricoh Road Monitoring
Service in 2019 and launched the Ricoh Tunnel Monitoring

Vehicle fitted with road surface inspection system View of tunnel interior

Service in 2020. In February 2022, we began jointly testing
the Roadside Slope Monitoring System with Miyazaki Pre-
fecture, Japan.

We will contribute to preventing accidents and disasters
by leveraging digital technology to streamline inspections,
pinpointing high-risk areas needing urgent repairs. In
coming years, we will link an array of data to undertake
multifaceted inspections, enhancing the safety and security
of public infrastructure by precisely identifying signs of
deterioration and linking the information to undertake the
right disaster prevention measures.

Image of slope surface
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ESG Strategy

Basic Leveraging the power of business to materialize sustainable society

approach We are undertaking a range of initiatives in keeping with our sustainability message, which is
Driving Sustainability for Our Future. The message conveys our determination to create new
value to resolve social issues and help materialize a sustainable society through business.

The Ricoh Group pursues such sustainability through a Three Ps Balance—Prosperity (economic
activities), People (society), and Planet (environment). We accordingly endeavor to resolve social
issues through business, reinforce our operational underpinnings, and contribute to society, and will
help to reach Sustainable Development Goals (SDGs)" agreed to by the international community.

* Sustainable Development Goals
This set of universal priorities and goals through 2030 under an accord with the United Nations comprises 17 goals and 169 targets.

Overall sustainability initiatives

The Spirit of SDGs and seven material issues
Three Loves . — .
Founding Principles Resolving social issues through business
Prosperity People Planet
(Sustainable economy)  (Sustainable society) (Sustainable environment)
Creativity from . Zero-Carbon .
} ‘@ p Work QOL’ Enhancement Society Circular Economy SUSTAINABLE =“""=ALS

R

L J

Robust management infrastructure

Stakeholder
engagement

— A

Diversity and
inclusion

Open innovation

Social contributions

* Quality of Life

Integrating ESG into management strategy

@ Setting management goals that bring finance and @ Materiality (key social issues) and ESG targets
ESG together In view of trends in the international community, stakeholder
We position ESG initiatives as future financial targets to help expectations, and operational importance, we identified four
avoid risks and capitalize on business opportunities. From material issues for resolving social issues through business and
fiscal 2020, we set dual companywide management targets. another three that relate to robust management infrastructure.
These are regular financial goals and ESG targets set from We formulated 17 ESG targets associated with these seven mate-
future financial perspectives. rial issues, disclosing the results of efforts in those regards.

Materiality identification and ESG goal formulation process

Identifying issues Management decision

While assessing the mid-term management plan, we evaluated the The Group Management Committee and the Board of Directors
social impacts of our businesses across the entire value chain. We reviewed the draft, determined priority material issues and formu-
identified social issues to resolve through business and scrutinized lated ESG targets.

business models toward 2030.
Alignment with business unit and

Prioritizing issues Group headquarters strategies

We selected SDGs that Ricoh Group should focus on based on We broke down companywide ESG targets for each business
stakeholder feedback regarding the above issues and our business unit and the Group headquarters plans in order to align these
model. The Corporate Planning and ESG divisions jointly explored the goals with business strategies more closely.

first materiality proposal aligned with our management philosophy,
business strategies, and environmental management initiatives and
developed a rough draft that reflected advice from external experts.
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@ ESG Committee

The ESG Committee aims to respond promptly and appropriately
to the expectations and needs of stakeholders by continuously dis-
cussing environmental, social, and governance issues faced by the
Ricoh Group at a management-level and leading the discussions to
the quality enhancement of the entire Group.

The committee is chaired by the CEO and consists of Group
Management Committee B members, Audit & Supervisory Board
Members and an Executive Officer in charge of ESG. The committee,
which meets quarterly, invites representatives of the relevant business
divisions according to the theme to be discussed, and has an established
system to examine and discuss sustainability issues across the Company.

@ Linking ESG to executive compensation

Agenda for fiscal 2021

Fiscal 2021 Month Agenda

e Report on the results of company-wide ESG targets for fiscal 2020

First * Approval of the Human Rights Due Diligence Development Plan

Meeting May e Pollution prevention measures
o Status of response to ESG evaluation/improvement
o Fiscal 2021 integrated report
 Climate change risks and opportunities (comply with TCFD) E
Second * Harmonization o_f GHG_(greenhouse gas) reduction scenarios
Meeting July for decarbonization activities
* Report on the progress of Human Rights Due Diligence
Development Plan
Third ® ESG external eva\uatign (esults report
Meeting December ® Progress of decarbonization activities
® Progress of human rights initiatives
 Strengthen supply chain ESG initiatives
Fourth * Report on the progress of Human Rights Due Diligence
Meeti March  Development Plan
eeting

* Issues and responses to ESG evaluation
 Planning of the integrated report for fiscal 2022

Executive compensation has incorporated ESG indicators since fiscal 2020 to hold management more accountable for undertaking ESG

initiatives and achieving goals.

Factoring ESG into bonuses for directors and executive officers

The annual Dow Jones Sustainability Indices B Rating serves as
a tool to confirm companywide ESG initiatives. We use this rating
as an assessment benchmark for incentivizing ESG initiatives.

Linking ESG targets to executive officer evaluations

The executive evaluation system compiles basic information for
calculating executive officer bonuses. It links to assessments of
progress in reaching performance and priority measure targets in
areas that executives oversee. It also connects progress toward
materiality-linked ESG goals. We are fortifying our commitment to
attaining business unit and Group headquarters ESG objectives.

Formula for directors’ bonuses (fiscal 2021)

Portion determined based on Return on

- — ESG factor —

operating profit ( capital factor
Base points Profit factor .
b = osition
a%r:)fnt points x dggirerg‘gid X | current fiscal year DJSI Rating
(thousand) consolidated = Result / target
operating profit
(Factor = operating profit T T
(/a million yen) divided by 20,000) Degree of .
A e Factor Rating |Factor
S 110% ormore | 1.2 | |World 1.05
i 2 it " . 105% or more Asia-Pacific| 1.00
Director’s position| Position points and less than 11 Not o
President 6,470 110% included :
Corporate 100% or more
Executive Vice | 3,440-3,470 and lessthan | 1.0
President 105%
None 1,680 95% or moreoand 09
less than 100%
Lessthan95% | 0.8

and risk management

We advocated the environmental management concept in
1998, through which we committed to simultaneously balancing
environmental contribution and business growth. To further
accelerate our efforts and contribution to resolving social issues,
we formulated management targets that align finance and ESG
in fiscal 2020. We identified four material issues for resolving
social issues through business and three related to robust man-
agement infrastructure. We formulated 17 ESG targets associated
with these seven material issues. While it is common to consider
ESG initiatives non-financial indicators, we see them as future
financial indicators for activities to help avoid risks and capitalize
on business opportunities. We link ESG targets to executive com-
pensation to reinforce our commitment to achieving them.

We view external assessments of our initiatives as a health
checkup for Ricoh Group. We are constantly improving our per-
formance. We have been part of the Dow Jones Sustainability
Indices World Index for two consecutive years. Nikkei SDGs

Message from corporate officer overseeing ESG

Mikako Suzuki

Corporate Officer in charge of
ESG and Risk Management

Management Grand Prix has given us a perfect five-star rating for
three straight years. We will continue helping to create a sustain-
able society and enhance our corporate value.

W INFO

H Group Management Committee

The president and CEO chairs this body, to which the
Board of Directors delegates authority to review and
make decisions to optimize companywide management

H Task Force on Climate-related Financial Disclosures
The Financial Stability Board established this entity to foster
corporate disclosure of climate-related risks and opportuni-
ties and stabilize financial markets to help smooth the
transition to a more sustainable, low-carbon economy

H Dow Jones Sustainability Indices

Dow Jones & Company of the United States and sustainability
investment research firm S&P Global jointly developed these
indices, analyzing corporate sustainability from economic,
environmental, and social perspectives
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Materiality and ESG Targets

Review of
fiscal 2021

We are broadly on track to reach all of the ESG targets of the 20th Mid-Term Management
Plan in fiscal 2022.

We have exceeded fiscal 2022 ESG targets for the number of people benefiting from social
infrastructure improvements, which relates to Quality of Life (QOL) enhancement materiality.
With relation to zero-carbon society goals, we have surpassed the year’s targets for reduction
rates in Scopes 1, 2, and 3 greenhouse gas emissions (GHG).

Regarding ESG targets related to stakeholder engagement, we were included in the Dow
Jones Sustainability World Index and CDP Climate Change A list for the second consecutive
year. Our employee engagement score related to diversity and inclusion exceeded our fiscal
2022 ESG target in Japan.

Ricoh’s approach to seven material issues and ESG targets

Resolving social issues through business

Materiality
(Material issues)

2030 targets

Resolution of social issues and business strategies

[ Creativity from Work

Contribute to Creativity
from Work of all custom-
ers to whom we deliver
value

Social issues For sustainable development, companies need to reform employees’ work styles, bo