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Value Creation
Strategy

Captivating people around
the world with our best-in-class
immersive content

Continuing to build corporate value through world-class
technical expertise and sound governance

In the fiscal year ended March 31, 2025, Capcom
achieved its 12th consecutive year of increased
operating profit, 10th consecutive year of
10%-or-better operating profit growth, and 8th
consecutive year of record highs across all profit
indicators. During this period, our stock price also
rose intermittently, and in February 2025, our market
capitalization exceeded 2 trillion yen for the first
time. We are deeply grateful for the support of our
stakeholders, including customers, shareholders, and

Capcom performance trend

Consolidated net sales (Hundred million yen) [l Operating profit (Hundred million yen)

" Total sales units (ten thousands)

business partners, that made this possible. We are
especially grateful to all our employees who remain
committed to delivering the highest quality content
to the world.

Since the fiscal year ended March 31, 2020, the
Capcom Group has set a management target of
increasing operating profit by 10% or more each
fiscal year. We will continue to work toward achieving
this target while sustainably enhancing corporate
value based on our robust philosophy and strategy.
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CEO Commitment

Harnessing the power of

creativity to inspire the world

The Capcom Group's Management Philosophy is
“creating an entertainment culture through the
medium of games by developing highly creative
content that excites.” Forty-two years have passed
since our founding, and despite the many adversities
we have faced, we have continued to rise to each
challenge with ingenuity and passion, never giving up.
We have managed to overcome market changes,
technological innovation, and upheaval in the global
situation thanks to our unwavering philosophy that
makes us who we are.

| feel that games are a luxury item, not a
necessity—which is precisely why we must maintain
world-class brands that captivate users. This embodies
our commitment to "play” that goes beyond mere
entertainment, our vow to pursue creative endeavors
that inspire, and our approach to creating value
through ingenuity. These values are now deeply
ingrained in the Group’s management philosophy
and Capcom’s corporate culture; under the slogan
“From Osaka, to the World,” each and every Capcom
employee takes pride in always striving for the top.

In addition to our philosophy and values, we
have redefined what the Group has achieved so far
and the company as envisaged in the future in our
medium- to long-term Vision: to be a company that

captivates people around the world with our
best-in-class immersive content.

This carries with it three main implications.
First is our continuing focus on producing the highest
quality products, which is one of our strengths.

Second is to spread our content to every corner
of the world, so that people all over the world will
know about it and enjoy it.

Third is our intent to increase the number of
people around the world who are passionate about
our content and become enthusiastic fans.

Expanding our user base around the world and
cultivating a passionate fan base from there will
ultimately lead to Capcom’s sustainable growth, and
in turn having people engrossed in our games and
products will also contribute to the richness and
excitement of their lives.

To that end, first, we want as many people as
possible around the world to play our games, and
have thus set a long-term goal of selling 100 million
units per year. In the fiscal year ended March 31, 2025,
we achieved our tenth consecutive year of year-on-year
unit sales growth, surpassing 50 million units sold.
We aim to further increase this to 54 million units in
the fiscal year ending March 31, 2026.

Ascending to the next stage of growth
by harnessing a solid management foundation built
on world-class IP and development capabilities

We are unique because we have: (1) numerous
popular IP that are globally established brands, and
(2) the development and technical capabilities to
continuously produce the world’s highest quality
games. These two points have been and will continue
to form Capcom'’s foundation.

Key policy over the trailing decade

Until the mid-2010s, the Group faced an issue in
terms of its business structure where performance
fluctuated significantly depending on the release of
major new titles. Therefore, we prioritized building
a corporate structure that could generate stable,
consistent profits, and promoted a shift from a
business model centered on physical sales to one
centered around digital sales. The shift to digital sales
has enabled us to provide content to users around
the world for longer periods of time and has also
increased our flexibility in pricing. As a result, our
games are able to reach a wider range of users. In
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addition, digital sales do not incur distribution costs,
and development costs for catalog titles that have
been on the market for a certain period of time will
have been fully amortized, so sales centered on these
titles is a source of strong revenue and stable profits.
Over the past decade, the Group has strength-
ened its presence on PC platforms in addition to
Consumer devices, accelerating the provision of
content geared toward game users around the world.
PCs are becoming increasingly widespread globally,
and we view this as an extremely important platform
for delivering digital content. As a result, we have
been able to expand our sales network to more than
220 countries and regions, further accelerating our
global expansion. Furthermore, we have established
a system for centrally managing and analyzing sales
data from around the world, and by using this data to
plan marketing initiatives and forecast sales volumes,
we are now able to make strategic decisions with
greater accuracy. The success of these efforts have

Progress and Vision

o o

enabled the Group to achieve 12 consecutive years
of increased operating profit, allowing us to stabilize
our management base through improved profitability
and achieve sustainable growth. | am convinced that
we have evolved to the next stage as a company.
We intend to continue the business model we have
built over the past decade as the Group's basic policy
going forward.

The reason we have been able to continue
expanding sales worldwide over such a long period of
time is because our games represent globally
recognized top brands and are strongly linked to
our unigue identity. | believe this is a competitive
advantage that only the Capcom Group can offer.

Key policy for the next decade

Looking to the decade ahead, my vision is to take
the company to the next level. First, my central goal
is to spread our brands to every corner of the world,
which is in line with our Vision mentioned earlier, and
expand our user base. Currently, our games are sold
in over 220 countries and regions. However, in some
regions, sales volumes and user numbers have yet
to take off, and penetration of our IP and corporate
brands is limited. Expanding our brands to these
regions and growing our user base are important

(o (o
Value Creation Medium- to Development Sustainability Corporate Financial Analysis
Strategy Long-Term Growth Strategy Governance and Corporate Data
Strategy

challenges in our next growth phase, and | believe
these will become new growth drivers.

Next, we must restructure our manufacturing
system, which is the core of the Group and will be
the foundation for further growth for the company.
Strengthening our organizational structure with an
eye to the next 10 years is essential. We will continue
to steadily build a foundation that supports sustainable
growth, including continuous investment in human
resources, reorganization of our development
environment, and intellectual property strategy.
Finally, as a company advances, its social
responsibilities also increase. This is why | believe
that building relationships with stakeholders into
healthier and stronger ones, along with working to
enhance corporate governance systems for greater
management transparency and soundness, will
become increasingly important in our future
corporate activities.

As the pillars for our next decade, | will now
explain the above points—brand penetration and
user expansion, building a foundation for sustainable
growth, building healthy relationships with
stakeholders, and enhanced corporate governance
systems—in that order.

Brand penetration and user expansion
to every corner of the world

Strengthening localized approaches
to marketing

To further penetrate our brands, it is essential to
analyze markets around the world more precisely to
better understand the characteristics of each country
and region. We must determine what potential user
segments exist in each country and region, and what
products, prices, sales channels, and promotional
measures are optimal for conveying the appeal of our
brands to those users. We will improve the precision
of our marketing by repeating a cycle of continuous
analysis of market data, implementing measures
based on that data, and verifying the results.
Additionally, user engagement will become
increasingly important in the future. Through
communication with users in each country and region,
we will carefully understand their expectations and
satisfaction levels, as well as their potential needs, and
reflect this in our manufacturing and sales strategies.

Strengthening our presence
in the PC market

| believe that the PC will further establish itself as the
world's leading gaming platform, which will serve to
increase the value of the PC market. As mentioned
above, the Group has been working on the PC
platform from an early stage, but in addition to that,
we will work to gain a deeper understanding of the
characteristics and trends of the PC market and PC
users, and bolster our game development and sales
strategies with that in mind.

Investment in movies

To further increase brand penetration, we would like
to step up our investment in and utilization of movies.
As a more familiar medium than games, movies
serve as a means of conveying the worldview and
appeal of our content. They also act as a gateway to
our IP for people who have never played our games.

Going forward, we will actively invest in the
production of movies featuring our IP, and by having
them viewed by audiences around the world, we
hope to increase the visibility of our games and
expand sales.
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Strengthening foundations for sustainable growth

Sustainability initiatives

| believe that human capital, intellectual property,
and information security are important pillars of
sustainability in the Group’s business activities. Below,
I would like to discuss these initiatives in turn.

Investment in our people and

reorganizing the development environment
For details see p.32 to 34

The Group believes that proactive investment in
human resources is the most important driving force
behind sustainable growth. Based on this policy, in
recent years we have been working to strengthen
our human resources investment strategy as one of
our top priorities.

In April 2022, we implemented a variety of
reforms, including establishing a new CHO position,
restructuring our human resources organizations,
revising the remuneration system to improve
remuneration, and granting stock-based
remuneration to all permanent employees. We are
currently working on improving the physical
environment, including the construction of a new
building to the north of our Head Office to expand
our development space. We will continue striving to
secure and develop human resources and further
improve the work environment. Management will
continue to focus on further enhancing employee
motivation and morale.

Intellectual property

For details see p.55

As mentioned above, we own many of the world's
most iconic IPs. To realize our Group Vision, | believe
that utilizing these IPs, content, and other intellectual
property we have cultivated is key. For this reason,
under the spirit of creative ingenuity, we view
intellectual property as an intangible asset and strive
to maximize its value. Furthermore, protecting and
acquiring intellectual property rights is essential for
the global expansion of our businesses. Additionally,
systems to support business and development, as
well as in-house training, are also important. We
will continue to promote these efforts to create
compelling content and increase brand penetration
and value.

Information security For details see p.56

In order to promote sales globally and accelerate the
diversification of sales channels through digitalization,
we must take actions to combat various cyber risks.
For this reason, we are working to maintain and
strengthen our information security and cybersecurity
management systems based on advice from the
Security Oversight Committee, an external advisory
body. We are also making efforts to raise awareness
of information security by providing education and
training to our executives and employees.

Building healthy relationships with stakeholders

Realizing a world where everyone can enjoy games
with peace of mind is both a desire and an important
responsibility that is in line with our Management
Philosophy. Based on this philosophy, we are
sincerely addressing global themes common to all,
such as environmental and social issues, and are
working to realize a sustainable society. Through
these efforts, we aim to create a better future while
valuing our relationships of trust with diverse
stakeholders, including shareholders, customers,
business partners, employees, and local communities.
For details see p.49 to 62

Considerations for the environment

In addition to reducing our environmental impact by
increasing digital sales, the Group is working to reduce
CO2 emissions by introducing renewable energy to
power its offices. Addressing climate change is a
common challenge for all of humanity, and although
the Group's business model has a relatively low
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environmental impact, we will continue to promote
initiatives that give consideration to environmental
conservations needs.

Social contribution activities

The Group uses a certain percentage of its operating
profit to donate funds in support of children who will
create the future. Under the slogan “From Osaka, to
the World,” the Group is working to promote local
communities, culture, technology, and sports by
sponsoring and participating in the Osaka Healthcare
Pavilion, an exhibit organized by Osaka Prefecture
and Osaka City at Expo 2025 Osaka, Kansai, Japan.

Returning profits to shareholders

| have been managing Capcom since its founding
42 years ago with the conviction that we should
reward our long-term shareholders with consistent
dividend increases while steadily growing the
company. Based on this, we position returning profits

Ty
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Value Creation Value Creation Medium- to Development Sustainability Corporate Financial Analysis
Progress and Vision Strategy Long-Term Growth Strategy Governance and Corporate Data

Strategy

Rewarding long-term shareholders with 35 consecutive years
of returns since Capcom’s listing and record-high dividends

Dividends per share since public listing yen)
I Ordinary dividend [ Commemorative or special dividend
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The dividends prior to each reference date are listed as the dividends on the stocks prior to the split.

to shareholders as a priority issue for management,
and we determine dividends taking into account
future business developments and changes in the
business environment.

Our basic policy on shareholder returns is, first,
to increase corporate value (market capitalization) via
growth driven by investment, and second, to continue
to pay stable dividends based on a consolidated

dividend payout ratio of 30%. Also, we will take a
flexible approach to share buybacks, while focusing on
understanding the situation of markets in response
to our stock price trend and management strategies.
We plan to pay an annual dividend of 40 yen for the
fiscal year ending March 31, 2026. Looking ahead,
we will strive to provide stable returns of profit in line
with our corporate growth.

Strengthening the corporate governance system

Establishing a sound corporate governance system
is essential for our sustainable growth. The Group is
working to strengthen the structure of its Board of
Directors and improve its effectiveness. At the General
Meeting of Shareholders in June 2025, we appointed
a new female director, bringing the total number of
female directors to three. We are also promoting the
establishment of a management system that can
handle global expansion by appointing personnel with
international perspectives and ensuring the diversity
of the Board of Directors.

We have also focused on expanding opportunities
for outside directors to actively participate. We have
continuously discussed matters such as reviewing
the performance-linked remuneration system and
introducing a stock-based remuneration system
through committees and discussions, where outside
directors make up the majority of members.
Furthermore, by quantifying the materials that inform
management decisions, we are able to "visualize
management," enabling dialogue in a common
language with outside directors and employees,

eliminating arbitrariness and clarifying issues. We
will pass on these systems and know-how to our
successors, and aim for sustainable growth by
combining our management philosophy with sound
governance. Furthermore, we view strengthening
our risk management system as a key issue and are
currently establishing a system with an eye on
future growth.

Above, | discussed the elements necessary for
sustained improvement in corporate value over the
next decade. As an executive manager who has led
the game industry for many years, | will continue to
aim to unlock greater growth for the Group and meet
the expectations of shareholders, investors, and
stakeholders by boosting our market capitalization.

Kenzo Tsujimoto
Chairman and \ <
Chief Executive Officer (CEO) -
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Value Creation Model

Leveraging our
capabilities, we a

issues through o

Guided by our Management Philosophy, we are activd
business model to create best-in-class content throug

Management Philosophy Creator of entertainment culture who aims to develop software content that excites and stimulates the senses

Outputs Outcomes

Input Business Activities and Business Foundation

Human Capital Single Content Multiple Usage strategy Digital Contents )
* 2,846 talented developers 248 titles S°C|a| Value

° Multinational talent from over 30 Leveraging our popular content, we expangl ourlP
countries at Japan offices into various game platforms and media. 227 countries and regions Creating world where

51.87 million units people can enjoy games
(Sales results as of the fiscal year ended March 31, 2025) with peace of mind

Intellectual Capital

* 19 popular IPs (million-selling hit
series)

Launch and
expansion of
popular content

Strengthening IP

* Atotal of 123 million-selling .
titles (1P T Arcade Operations

¢ Sold in over 220 countries and
regions 53 stores

* Arcade operation know-how Creation of IP L Operating amusement and other facilities Vision

¢ Pachislo machine cabinet Growing

development technology in Japan for awide range of customers

To be a company

that captivates
. My,,. . . .
Capital Investment A Doer}'e.bﬁme"t of Transmedia Leveraging intellectual property to deliver market value people around
- ginal games _ h Id with
Strategic sales Expanswn t e Wor Wlt
mifiatives our best-in-class
immersive content

Multi-use/

Financial Capital Amusement Equipments

e Net cash position of 160.1 billion yen
* Development spending of 49.4
billion yen

Captivate people around the world
with our best-in-class
immersive content

4 new machines released

50,000 units sold

Utilizing popular IPs for gaming machines
(Sales results for the fiscal year ended March 31, 2025)

Increase Capcom
users and fans

Production Capital

* Development studios, including
our Creative Studio with one of
Japan's largest motion capture
studios

Convey the

appeal of IP to

Expand game-buying broader
population globally audiences

Corporate Value

Other Businesses (eSports) o = cnvironment

e Efficient development environment f oo} =
using proprietgry development - -i 14'000 attendees that utilizes diverse talent
ine RE ENGINE == ™ . .
ot machines over 1D million online views . . .
production center . . Combined totals for Capcom Cup 11 |nC|'eaSIng the Intel'natlona|
Business Foundation and Street Fighter League: competitiveness of

Social Capital

¢ Global fan loyalty to our IP
¢ Relationships with platform
providers

World Championship 2024
= Sustainability, p.49 = Corporate Governance, p.63 P P Japanese brands
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IP-Driven Business Model é%

1e Creation Value Creation
gress and Vision Strategy

A business model that aims to
maximize IP value

As we utilize our popular proprietary content for multiple game platforms, we are also
actively turning it into movies, theater productions, and other non-game media. I — 4 Amusement facilities

This Single Content Multiple Usage strategy allows us to enjoy multi-level N rg (Café collaboration)
profitability. Moreover, we have created a cycle whereby increasing the brand power ' '
of each IP promotes sales of new games, which in turn draws user attention back to
catalog games as well.

Launch and
. expansion of

Strengthening IP \ popular content

(IP)

Growing Creation of IP

sales of
catalog games

Multi-use/

Transmedia Expansion

¢ Video Media ¢ Gaming Machines
¢ Events ® Character Merchandising

Deve I (o] p ment Of * Esports * Amusement Facilities

® Books * Mobile License

ori g Ina I ga mes * In-game collaboration with other companies

Strategic sales
initiatives

Monster Hunter series

People who do not Exam ple Of

know Capcom 2026.719—9Bsnem

Captivate people around the world
with our best-in-class immersive content

Increase Capcom
users and fans

Convey
the appeal of IP
Expand game-buying to broader audiences

population globally

ﬁ
<@

Apparel line AND CHIPS
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Features of Our Businesses

Creating value with four core businesses

Business Overview

Digital Contents

This business develops and sells digital game
content for consumer home video game and
PC platforms. It also develops, manages, and
licenses its IP out for Mobile Contents. Using
our world-class development environment,
we deliver high-quality content digitally to more
than 220 countries and regions, resulting in
long-term and continuous sales that underpin
our robust profitability.

Arcade Operations

We operate amusement facilities, primarily
Plaza Capcom arcades, in Japan. We mainly
open arcades in large commercial complexes,
and in recent years have also expanded into
new store formats such as cafés and
merchandising. By holding events and other
activities, we aim to maximize the appeal of
our brick-and-mortar stores and create
synergies with our other businesses.

Amusement Equipments

This business utilizes the content from our
home video games. We focus primarily on
the development, manufacture and sales of
software, frames and LCD devices for gaming
machines.

Other Businesses

Based on our Single Content Multiple Usage
strategy of leveraging game IP across different
media, we pursue a variety of licensing business
opportunities. In addition to adapting game
content into movies, animated television
programs, music CDs, character merchandise
and other products as part of our licensing
business, we are also devoting resources to
our esports business.
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Net Sales / Operating Margins Strengths

B Net Sales @ World-class development

d technological biliti
e 125,128 ... crgml pomi

119,841125.128

million yen titles (IP)

. . ® Expanding markets via
“© Operating Margin |\ ccased global reach
52 1o  RE ENGINE, our proprietary
&% ;

engine that supports the
ongoing evolution of
development processes and
efficiency improvements.

2023 2024 2025
(Years ended March 31)

I Net Sales
9.7 10.7

=—o—° 22,750

22 750 million yen

# Specialize in opening stores
in large commercial
complexes to secure a stable
customer base

@ Thorough scrap-and-build

19,343
15.609 '.Operating Margin  strategy focused on
1 0 7 investment efficiency to
% ensure sustainable earings
@ Access to broad revenue

2023 2024 2025 streams through diversified
(Years ended March 31) store formats

45.6 I Net Sales # High caliber development
44.0 - ey .
42.9 capabilities cultivated
15,613 through home video games
15,613 million yen @ Leveraging of rich in-house

contents
“O Operating Margin # Diversified sales channels

42.9-

| ﬁl

2023 2024 2025
(Years ended March 31)

40.6 N Net Sales # Synergetic effect from

32.9 . 6' 111 ;nol:]ligiiseted use of rich

6,111 million yen

through high exposure
4.360 4,204 '.Operating Margin across various mediums
# High profitability of character

2023 2024 2025
(Years ended March 31)

¢ Brand value increased

o o o

Value Creation Value Creation Medium- to Development Sustainability Corporate
Progress and Vision Strategy Long-Term Growth Strategy Governance
Strategy
Non-Financial Capital Topics

Human Capital

@ Workforce of about 2,800 in-house developers,
one of the largest in the country

# Utilization of in-house department specializing
in marketing and data analysis

Intellectual Capital

@ Own many original popular titles (IP)
# Global sales database

# Patents for games

# User trust in the Capcom brand

Human Capital
# Internal store management staff
# Part-time workers hired locally

Intellectual Capital
# Store management know-how cultivated over
40years

# Intellectual properties (characters and worlds)
that can be rolled out in food, drinks and prizes

# Services utilizing virtual reality (VR) Technology

Human Capital

# Internal developers in charge of planning
and development

Intellectual Capital
@ Own many original popular titles (IP)

# Development technology compliant with
pachislo certification rules

Human Capital

@ Planners skilled at content development

@ Legal staff in charge of alliance agreements and
other arrangements

# Talent from our own production company located
in Hollywood

# Organizers of esports events

Intellectual Capital

@ Own many original popular titles (IP)

# Brand business (strategy for maximizing value of
intellectual properties)

® Experience with running esports events

Production Capital

# Global penetration of digital storefronts on
game consoles, smartphones, and PCs

Social Capital

# Partnerships with developers in Japan and
other countries

# Partnerships with mobile online game companies

o

Financial Analysis
and Corporate Data

Monster Hunter Wilds

Kuﬁitsu-Gami:
Path of the Goddess

Production Capital
# High foot traffic of large shopping centers
# Developers that design and construct facilities

Social Capital
@ Our relationships with local residents
# Arcade game makers around the world

Capsule Lab Kobe
Nankin-machi

Production Capital

# Manufacturing plant for machines

# Pachinko/pachislo parlors and video game
arcades throughout Japan

@ Domestic sales channels including
e-commerce website

Social Capital
# Cooperation with major specialist companies

# Administrative organ related to pachislo
machine permits and licenses

Production Capital

# Legal framework related to intellectual properties
in Japan and other countries

# Collaboration partners and manufacturing
companies for character merchandise

# Global video platforms

Social Capital

@ Event organizers that engage in joint planning

# Relationship with movie studios, including those in
Hollywood

# Relationship with pro-gamers and fans

@ Relationship with local governments

Smart Slot
Monster Hunter Rise

Capcom Cup 11
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