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CORPORATE PHILOSOPHY

PURPOSE
Enrich life-in-motion for those we serve

PROMISE
Uplifting experiences, emotionally and physically
We uplift the human body, mind and spirit

We uplift communities

VALUES
Radically human/Challenger spirit/Omotenashi

In a rapidly changing world,
where people benefit from greater levels of comfort and convenience,
how people feel and live their lives will always remain center to our purpose.
Joy is the feeling that curiosity and excitement bring to our lives and is something
we naturally want to share with the people around, today and in the future.
This joy is a source of positivity.
Imagine the freedom to go anywhere and find the adventures awaiting.
Just the thought of it, the possibility to do whatever you want,
ignites the motivation to explore something new.
Mazda continues to expand the Joy of Driving.
The pleasure of going wherever one pleases.
And the excitement of sharing that pleasure with family and friends.
With a belief in people and a Challenger spirit,
Mazda continues to engineer and manufacture.
Creating human connections and celebrating the joy of living.
For society, the world, and the future.

Enrich life-in-motion for those we serve.
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CEO MESSAGE

MAZDA’'S MISSION AND VISION

Mazda was founded in Hiroshima in 1920 based on its
founder Jujiro Matsuda’s desire to contribute to society
through the machine industry. Over the years, Mazda's
growth has been intimately connected with the history
of Hiroshima, and the Company even played an impor-
tant role in helping the city rebuild after World War Il
to become the world-renowned City of Peace it is
today. This unique history cultivated a challenger spirit
deep within the psyche of the Company, and it was
this challenger spirit that drove us to become the first*
in the world to achieve mass production of rotary
engines and to create numerous other unique tech-
nologies, winning the favor of countless fans. As lovers
of peace, our mission is to create greater amounts of
joy around the world. We thus seek to generate value
by creating the joy of living by delivering the joy of
driving to customers.

The automotive industry currently finds itself at a
once-in-a-century turning point. In these uncertain
times, it is crucial for us to clarify our purpose and our
objectives to provide signposts to direct us on the road
toward our goals. This is why Mazda has established a
corporate philosophy to guide us as our North Star.

This corporate philosophy is comprised of three
elements. First is our Purpose of “enrich life-in-motion

Masahiro Moro for those we serve,” which represents Mazda's raison
d'étre. Next is our Promise, the promise of what we
Representative Director, aim to deliver customers and all other stakeholders in

President and CEO
* As of 1967, according to Mazda data.

Creating the Joy of Living with a Joy of Driving that

Is Matched to the Times

CEO MESSAGE
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order to fulfill our Purpose. Last, our Values are
the core values that inform our actions.

Seeking to entrench this corporate philosophy
throughout the organization, we have provided
explanations to all divisions and engaged in com-
munication with the members of these divisions.
| personally used internal communication channels
to provide information on the background and the
sentiments that shaped this philosophy. The Blueprint
organizational culture reform initiatives implemented
targeting all back-office employees were also used as
an opportunity for employees to think about how
they can act to help Mazda fulfill its Purpose. As it
might take some time before employees are able to
fully internalize our corporate philosophy and incor-
porate it into their daily actions, we are committed to
ongoing efforts to entrench this philosophy.

The exercise of our corporate philosophy will be
supported by brand value management, which is
Mazda’s long-embraced management philosophy.
Brand value management is the philosophy of provid-
ing value that resonates with customers and other
stakeholders to form emotional bonds that contribute
to long-term relationships for driving improvements in
brand value and ultimately corporate value. Mazda
will continue to promote brand value management
in order to develop and deliver unique value that is
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thoroughly based on the customer amid the advance-
ment of digital transformation and the diversification
of values. We thereby aim to ensure our brand contin-
ues to be the one that customers choose and that
Mazda can keep growing into the future.

INITIATIVES FOR REALIZING
THE 2030 VISION

To support the exercise of its corporate philosophy,
Mazda established the 2030 Vision, which describes
our goal for the Company in 2030 as “To be a car-
loving company that creates moving experiences
through the ‘joy of driving.””

To realize our 2030 Vision, we will continue to
center our actions on our brand value management
approach while also advancing the Management
Policy up to 2030, which is underpinned by three
pillars: contribution to curbing of global warming,
realization of an automotive society that offers safety
and peace of mind, and creation of unique value.

In 2023, our lives began to return to normal. In
Japan, this was due in part to the government down-
grading the threat level of COVID-19. This return
brought with it a massive change in the economy and
how we communicate, and Mazda was thus pressed
to adapt to this new operating environment. At the
same time, we ramped up measures to respond to the
impacts of climate change and to the supply chain
repercussions of international instability.

Meanwhile, at the 2023 G7 Summit, which was
held in Mazda's birthplace of Hiroshima, world leaders
declared their intent to adopt a range of pathways
toward achieving carbon neutrality, which symbolized
the Japanese automotive industry’s vision for a respon-
sible transition toward a sustainable mobility society.

In 2024, Mazda is moving forward with strategies
that consider economic trends in the United States
and China, geopolitical risks, the impacts of climate
change and natural disasters, rising concern regard-
ing human rights, and advancements in generative
Al and other IT technologies.

Mazda has declared its intent to endeavor to
achieve carbon neutrality across its supply chain by
2050. On our path toward this larger goal, we are
working on achieving carbon neutrality at Mazda

factories around the globe by 2035. Contribution to
curbing of global warming has been identified as an
important task in implementing the Management
Policy up to 2030. Accordingly, Mazda is focused on
promoting electrification and achieving carbon
neutrality.

In our initiatives to promote electrification, we
will advance a three-phase transition toward the era
of EVs expected to begin around 2030. Our
multi-solution approach will be adopted during this
transition, through which we will utilize Mazda'’s
technology assets to offer combinations of high-
efficiency internal combustion engines and electrified
devices. We thereby aim to supply diverse solutions
based on the energy sources and regulations of the
regions we serve in order to reduce total COz emis-
sions by helping as many customers as possible
embrace low-emissions solutions.

Electrification initiatives in 2023 included the launch
of large products such as plug-in hybrid electric
vehicles (PHEVs) and the MX-30 e-Skyactiv R-EV, a
plug-in hybrid electric model that uses a rotary engine.
Also in this year, we established the Electrification
Business Division, which is casually referred to as
“e-Mazda,” to accelerate the development of elec-
trification technologies and electrified products.

In 2024, we unveiled our new Mazda EZ-6 EV at
Beijing International Automotive Exhibition 2024.
This model is designed to enhance our lineup of
electrified vehicles for the Chinese market, where
the electrification trend is advancing most rapidly.

For carbon neutrality initiatives, we have set the
target of achieving a 69% decrease in COz emissions
at our plants and operational sites in Japan by FY
March 2031, in comparison to the level in FY March
2014, along with the interim target of achieving a
usage rate of electricity generated from non-fossil
fuel sources of 70% or more.

The pursuit of carbon neutrality and the promotion
of electrification, one element of achieving carbon
neutrality, are tasks that are far too challenging to be
tackled by a single company. For this reason, it is
crucial for us to find allies and work together toward
accomplishing these objectives.

In May 2024, we joined Toyota Motor Corporation
and Subaru Corporation in announcing our

commitment to developing new engines tailored
toward the era of electrification, with each company
adopting its own approach. This declaration was
emblematic of how the scope of collaboration
between automobile manufacturers is expanding to
an extent never seen before. Mazda is resolute in its
determination to help guide a united effort by Japan’s
automotive industry to win out against intense global
competition to ensure that the industry can continue
to grow and contribute to countries and regions
around the world.

Another incredibly important task is the realization
of an automotive society that offers safety and peace
of mind. Mazda is working toward its goal of achieving
zero deaths resulting from new vehicles. To this end,
we continue to develop sophisticated driving support
technologies based on our human-centric research
and to expand our lineup of large products equipped
with various advanced safety technologies such as
our Driver Emergency Assist system (DEA). Moreover,
Mazda will continue developing technologies and
collaborating with communities and the greater society
in order to contribute to the realization of an auto-
motive society that offers safety and peace of mind.

As part of the creation of unique value, Mazda is
enhancing its brand experiences in an effort to better
deliver customers the joy of driving. To facilitate this
undertaking, the Brand Experience Promotion
Division was established in November 2023 with
the goal of developing our brand in a manner that
is more closely connected with customers.

ENHANCEMENT OF
FOUNDATIONS FOR
IMPROVING CORPORATE
VALUE

People are Mazda's most important asset, and the
sum total of the improvement and growth of each
person’s abilities is also the source of the Company'’s
growth. People are also our most important resource
when it comes to adapting to the trends toward
carbon neutrality and electrification and other mas-
sive changes.

The starting point for Mazda's development of
people can be found in the Mazda Way. The Mazda
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Way is a summary of our approach toward work, i.e.,
our code of conduct, passed down within the Company
since its founding and codified in text in 2008. This
code helps ensure that employees can continue to
demonstrate their unique talents while the organiza-
tion maintains a consistent direction and that these
values can be faithfully passed on to future employees.

At the moment, we are endeavoring to encourage
employees to act based on greater consideration for
the feelings of others while respecting the growth
and diversity of all employees and cherishing the
code of conduct that is the Mazda Way. To facilitate
these efforts, we launched the Blueprint organiza-
tional culture reform program in 2023. All of our
roughly 11,000 back-office employees have taken
part in this program, and we plan to expand the
program to include employees involved in produc-
tion going forward. Through this program, we aim to
develop a workplace environment that is home to a
culture of supporting the front lines and that allows
for the exercise of creativity.

Meanwhile, in 2024 we are planning the opening
of Mazda Innovation Space Tokyo, a space for accel-
erating co-creation with diverse employees and
business partners, and the introduction of an alumni
hiring program for re-hiring former Mazda employees.

Furthermore, we established the Mazda Human
Rights Policy and organized an internal human rights
due diligence project team in 2023. Mazda is
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currently in the process of identifying important
human rights-related themes based on the United
Nations Guiding Principles on Business and Human
Rights and other international standards.

To empower all employees to create value, we
will accelerate the shift toward digital technologies
by providing opportunities to learn about how to
utilize IT and Al technologies. We will also create an
environment in which employees can learn and apply
such knowledge, share their results, and grow together.
Future efforts on this front will include enhancing
digital technology education programs and improv-
ing participation rates to accelerate our operations
through digital transformation.

Mazda is also seeking to heighten efficiency and
operation rates by eliminating waste, irregularities,
and overburdens in preparation for the expansion of
our lineup of electrified products. Our focus will not
merely be conventional cost cutting measures for
achieving price parity with the conventional offer-
ings. Rather, we will pursue higher levels of efficiency
across the entire supply chain in order to swiftly and
effectively enhance management efficiency. In this
manner, we will seek to cut costs, including those
at business partners, and enhance our supply chain.

Mazda is committed to doubling productivity
through human resource investments and IT utiliza-
tion, reforming its organizational culture through
Blueprint initiatives, and promoting digital

transformation across all divisions. We thereby aim
to achieve massive increases in the energy, efficiency,
and speed that Mazda is capable of given that it is
a smaller player.

REINFORCEMENT OF
MANAGEMENT SYSTEMS IN
PURSUIT OF GROWTH

There is no one right answer in times of great change,
and we must always be cognizant of both the risks
and the opportunities that emerge in such times. The
new Team Management approach and chief officer
system introduced in 2023 are anticipated to help
management be more attentive to the front lines
while incorporating input from customers in order
to accelerate operations through swift and flexible
responses to such input.

We also revised officer remuneration systems to
drive changes in management’s perspectives and
actions as part of our brand value management
efforts. The new systems are expected to contribute
to medium- to long-term improvements in corporate
value through higher shareholder value, increased
employee engagement, greater emphasis on the
customer, and stronger action to address social
issues. Specifically, we have defined evaluation indi-
cators for performance-based remuneration that
include return on equity (ROE) and greenhouse gas
(GHG) emissions reductions amounts as well as
indicators related to employee engagement and
customer-oriented mindsets. These indicators are
expected to inspire action to make better contribu-
tions to customers, employees, and society.

Since becoming president, | have sought to incor-
porate a wide variety of input to ensure that | am
able to make decisions effectively. To gather such
input, | have visited Mazda bases in Japan and over-
seas and actively engaged with employees, business
partners, members of the press, investors, and vari-
ous other internal and external stakeholders. In my
interaction with investors, who are proficient at
utilizing global networks and exhibiting various
viewpoints and sophisticated management capabili-
ties, | have come to understand the shared perspec-
tive held by this group of stakeholders. While

remaining mindful of various opinions and perspec-
tives, | hope to make decisions in a manner that is
appropriate for advancing the Management Policy
up to 2030.

IN CLOSING

Mazda is a company that is dedicated to providing
the joy of driving and creating the joy of living by
adapting its technology innovation and business
operation activities to match the times. With our
focus on people, we will unite our diverse technolo-
gies with the knowledge and passion of our various
co-creation partners in order to contribute to the
realization of a carbon-neutral society where every-
one feels safe to move freely. In doing so, we aim to
bring emotion in motion and excitement to everyday
life, sharing happiness with family, friends, and those
around us.

To our valued shareholders and investors, we thank
you for your continued support, trust, and confidence.

Representative Director,
President and CEO
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HISTORY OF MAZDA'S GROWTH

More than 100 years of Mazda history,

which has continued to provide new value to society by

Challenger Spirit

Since its founding in 1920, Mazda has always strived to create ideal products by tackling various challenges and

overcoming crises and adversities again and again to become the Mazda of today.

The Company will continue to value its originality and provide new value to society, taking on Challenger Spirit.

1920-1959

Shift from cork manufacturing to
machining business with three-wheeled
trucks as main products

Mazda was founded as Toyo Cork Kogyo Co., Ltd. in Hiroshima.
Under the slogan “Contribute to society through machine industry,”
the Company entered the fields of machine tools, rock drills, and
automobiles. The Company expanded its business, leveraging its
high technological capabilities.

1927

Company renamed as Toyo Kogyo Co., Ltd.

1931

“Mazda-Go" Type-DA launched
The first Mazda model “Mazda-Go”
Type-DA was an epoch-making new
product for a three-wheeled truck at
the time, with all parts made in Japan,
including an engine developed
in-house.

1936

Innovative means of sales promotion implemented
Promotional caravan from Kagoshima to Tokyo

1960-1979

A great leap to become a full-line automaker

Commencing with the launch of passenger cars, Mazda rapidly
expanded the lineup from micro-minis to midsize trucks and
constructed the Ujina Plant and Toyo Long Bridge which connects
the headquarters area with the Ujina Plant area. The Company also
completed the Miyoshi Proving Ground that promises world-class
vehicle performance and began full-scale exports to the European
and U.S. markets. The Company strengthened its management base
through a capital tie-up with Ford Motor Company in the U.S.

1960

Entry into the passenger car market with R360 Coupe
Advanced technology was fully used for

the development of the first passenger

car to realize a lightweight, high-

performance, and friendly design. The

car was released at an affordable price

for citizens, attracting great attention.

1966

A new passenger car plant constructed in Ujina

1967

A rotary engine successfully put into practical use
Mazda was devoted to the development

of a high-output, low-vibration “dream
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1980-1999

Aggressive product development to
overcome international competition

Aiming to become an automobile manufacturer with a global
presence, Mazda implemented aggressive product development
and sales measures. Taking on the challenge of developing
groundbreaking advanced technology and an “exciting design,”
the Company created many unique and attractive products.

1984

Company renamed as Mazda Motor Corporation

1987

Operation of a U.S. plant began as the first overseas plant

1989

Roadster (MX-5) launched

As a lightweight sports car charac-
terized by the beautifully curved
design and an exhilarating Jinba-
ittai—a sense of oneness between
driver and vehicle—driving feel, it
received enthusiastic support from
many users, mainly in the North
American market.

1990

The world’s first GPS navigation (car navigation) system
developed

1991

Mazda won the Le Mans 24-Hour Endurance Race
It was 17 years since Mazda partici-

pated in the Le Mans 24-Hour

Endurance Race for the first time, and in

the 13th challenge, the Company won

the race, claiming the first ever victory

for a Japanese automobile. The

Company’s Endless Challenges to

widely demonstrate the performan
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Cumulative global production volume

Approximately 62. 76 million units

(As of the end of December 2023)

2000 —Present N\

Aiming for a sustainable society by 60
strengthening brand strategy

Based on a new brand strategy that emphasizes joy of driving,
Mazda has worked to enhance both environmental and safe
performance. While promoting Monotsukuri Innovation on/a
company-wide basis, the Company has achieved both diyersity and
commonality at a high level. On the basis of a consistept human-
centered development philosophy, the Company will/continue to
strive to offer an enriched car ownership experien

2002

Atenza, which fully embodies
Mazda brand DNA, launched
Mazda pursued joy of driving, repre-
sented by the new brand message
“Zoom-Zoom.” With the continded
launch of Demio, RX-8, and A&ela,
the Company opened up #new era.

2007 40
“Sustainable Zoém-Zoom”

In response to tffe issues facing the automobile industry, Mazda

declared thapit would work on technological development toward

a sustaingble future for the global environment and traffic environment.

Next-generation Skyactiv Technology and
new design theme “Kodo" announced
Skyactiv Technology is a blanket term for
Mazda’s innovative technologies that realize
its Building Block concept. “Kodo: Soul of
Motion” is a design theme that aims to
express movement that offers a strong sense
of vitality and speed. Starting with CX-5
launched in 2012, Skyactiv Technology and
the Kodo Design philosophy have been
introduced in all Mazda vehicles.

2018

Mazda's construction of a new joint-venture plant with
Toyota Motor Corporation in the U.S. announced
(Production of CX-50 starts from January 2022)

1945 engine,” which had been attracted the and reliability of rotary engines came
Production of three-wheeled trucks resumed attention of engineers around the world, 20
just four months after the A-bombing and finally put it into practical use after six 2022
years of efforts. This world’s first” two-rotor DEA adopted for CX-60 and subsequent vehicles to realize
1953 rotary engirje was installed in Cosmo Sport a motorized society free from traffic accidents
Production of casts using the shell-molding method began 51 10s), which Weht on the market. Driver Emergency Assist (DEA) was newly introduced to support
Introducing cutting-edge overseas technologies in casting and sur- As 01967, according to Mazda data. alcci(-ient avo‘idance and damage mitigatior? by detecti‘ng abnormal
face treatments, Mazda worked actively to streamline production ties in the driver and decelerating or stopping the vehicle.
and in the latter half of the 1950s, the Company made great strides 1975
in strengthening its system for the mass production of vehicles. Corporate identity (Cl) introduced 2023
Mazda became the first Japanese company Mass production of the MX-30 e-Skyactiv R-EV began
to introduce a corporate identity (a corporate After its success with battery electric vehicles (BEVs) in 2020, Mazda
strategy to communicate a corporate image started the mass production of a
in a unified manner) on a full scale. plug-in hybrid electric vehicle (PHEV)
model of the MX-30, using a rotary
1979 engine as the power generator.
Ford Motor Company and Mazda entered into a capital
tie-up (The tie-up is dissolved now)
1920 1940 1960 1980 2000 2023 (yean)
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AT A GLANCE (As of March 31, 2024)

Net sales (Fy March 2024)
I J 82 7 n 7 billion yen

Net income attributable to owners of the parent

(FY March 2024)

20 7 . 7 billion yen

Research and development costs (v March 2024)

1 46 . 3 billion yen

Production sites

8

Employees

Consolidated

48,685

Non-consolidated

23,433

*1 The “Consolidated” numbers exclude the number of Mazda Group employees dispatched to companies outside the Group, but include the number of employees dispatched to

Mazda Group companies from outside the Group.

Operating income (ry March 2024)
2 5 O . 5 billion yen

Capital expenditure (v march 2024)
1 2 1 n 3 billion yen

Total assets

3 ’ 79 1 - 8 billion yen

Research and development sites

North

America® \
159

Percentage of
employees
by region

769

*2 The “Non-consolidated” figures exclude the number of employees dispatched to Mazda Motor Corporation from other companies, but include the number of Mazda Motor

Corporation employees dispatched to other companies.
*3 Including Mexico.
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Global production volume (ry march 2024)

1,219,319

Other
151,617 units

12% ‘
S

North
America

268,456 units

229

Percentage of global
production volume

Japan
799,066 units

66%

Number of sales countries and regions

vorehan 1 30

Global Network

Mazda Motor Europe (Germany)

Clifing China Engineering
V Support Center L A— United States of

(China)

Thailand —A A Vietnam*
Malaysia*

YHead Office and production site

@ Research and development site or proving ground
OProduction site and proving ground

A Production site

M Liaison, sales, corporate communications site

O Value creation site

* Assembly only (Volume is not disclosed.)
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Global sales volume (v march 2024)

1,240,668...

Japan
Other 159,977 units

289,323 units ‘ 13%
23% )

Percentage of global
sales volume

China —_—
96,653 units
8% =

Europe
180,445 units

159 419

North America
514,270 units

Consolidated subsidiaries Equity method
applied companies

70 20

Mazda North American Operations
(U.S.A)

America

T Kenbuchi Proving
Mexico Ground

Nakasatsunai ————e
Proving
Ground

Tokyo Office
Miyoshi Plant /Mazda Innovation
S Tok
Hofu Plant pace foyo
®— Mazda R&D
Mine Proving Ground —@ \ Center Yokohama
Head Office /
Hiroshima Plant
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DATA HIGHLIGHTS

FINANCIAL HIGHLIGHTS

Net Sales

(Billions of yen)

Operating Income / Operating Income Ratio
(Billions of yen / %)

4,827.7 250.5
" 9489
3,826.8-
3,430.3 -7 926.6 8933
2,882.1 3’,_1.2%33 ,
: 639.3 142.0
o1e.6 764.6 L5419 -
715.8 495.0 5406 g 330.6 104.2 I
2943 153509 222922 1 3072 1,803.3 F 3.7
873.6 792.0 977.8 SR 43.6 33
———————————————————————————————————————————————————————— 1.3
629.9 594.5 569.6 622.9 640.3 i 8.80 3
w3 0.
2020 2021 2022 2023 2024 2020 2021 2022 2023 2024

(Years ended March 31)
E |apan = United States
== North America (excl. U.S.) Europe Other regions
" Net sales are categorized by countries and regions based on customers’
locations.

Net Income Attributable to Owners of the Parent /
Return on Equity (ROE)
(Billions of yen / %)

207.7

142.8

- 13
81.6 10.4
i6.6
12.1
I.1.0

N

W27
(31.7)

2020 2021 2022 2023 2024
(Years ended March 31)

mm Netincome attributable to owners of the parent
Return on equity (ROE)

Research and Development Costs /
Ratio of R&D Costs to Net Sales

(Billions of yen / %)

(Years ended March 31)
Em Operating income
Operating income ratio

Full-Year Dividend / Payout Ratio

(Yen / %)
60
181.7
45
$
35
20
o 18.2
15.4 19.8
0.0
0
2020 2021 2022 2023 2024

(Years ended March 31)

= Full-Year dividend
Payout ratio
*The dividend of ¥60 per share for FY March 2024 includes a special
dividend of ¥5.

Capital Expenditures / Depreciation and Amortization /
Ratio of Capital Expenditures to Net Sales
(Billions of yen / %)

350 346 146.3 144.3
135. 127.4 3% 128.0 132.6 l 121.3

- .4_3 4.6 113.3

o 3oMo2.3 106.0
3.9 3.3 . 93.0 903 94.1
3.0 - 89.8
3.2 25
2.5

2020 2021 2022 2023 2024 2020 2021 2022 2023 2024

(Years ended March 31)
mm Research and development costs
Ratio of R&D costs to net sales
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(Years ended March 31)
mm Capital expenditures
mm Depreciation and amortization
Ratio of capital expenditures to net sales
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Equity / Equity Ratio

(Billions of yen / %)

1,737.6
1,439.6
1,301.1 45.8
1,174.9 1,181.7 [ |
B W2
42.1 I ’
40.5
2020 2021 2022 2023 2024
(As of March 31)
Hm Equity
Equity ratio

Global Sales Volume

(Thousands of units)
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Cash Flows

(Billions of yen)

418.9
189.2 239.0
120.1 l 137.4
41.2 52.9
34.8 !lm
(92.7)4 (7.8 9)
: 4
(127.6) (136.2) (99-4)
(179.9)
2020 2021 2022 2023 2024

(Years ended March 31)
= Cash Flows from Operating Activities
= Cash Flows from Investing Activities
Free Cash Flow

Global Production Volume

(Thousands of units)

1,419 1,434
1,287 T
345 0L 1,251 1110 24 ~1,171 1135 1219
301 T T 289 462 1,024 T
— 294 420
212 228 i o 97 . A 327 371
—————————————— 180
O | 178 160
972
397 I403 I439 I407 514 748 696 764 799
202 176 M 129 Il 165 160
2020 2021 2022 2023 2024 2020 2021 2022 2023 2024

(Years ended March 31)

H japan = North America
B Europe China Other Markets

(Years ended March 31)

= Domestic ™™ Overseas

NON-FINANCIAL HIGHLIGHTS

Greenhouse gas (GHG) emissions*’
(1,000 t-CO5e)

60,049

36,336
31,603 29,797 30,522

862 736 239 754 815

1229 97mm 97mm 113 112w
2020 2021 2022 2023 2024
(Years ended March 31)

mm Scope 1 mm Scope 2% Scope 3

"1 sl
*2 Market-based

Number of employees / Percentage of female managers
(Non-consolidated)
(Employees / %)

23,203 23,207 23,266 23,144 23,433

4.4
3.6 3.6 39 4.3

21,015
20,947 [l 20,906 20,917 20,789

2020 2021 2022 2023 2024
(Years ended March 31)
= Male
== Female

Percentage of female managers
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