What is Our Purpose and

Positioning within the value creation story described in this section

Material issues in the region

Realization of the goals of the region

Regional vitalization metrics

Promotion of

the Mid-Term D trati fthe G ,
Management emons rrla |0T1 of the b:c-’:p s
comprehensive capabilities
External Plan P P
. Input
environment
Strategy c
drivers . orporate govern.ance o
Foundation that supports business activities
Management metrics
Realization of the goals of the Group
f—=
J/%
— || I
o

i
AL




Who we are and where we come from Why we exist and where we are headed How we will create value What we will change to realize sustainable growth | How we will strengthen our management base

Where are We Headed?
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| Our materiality and identification process
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Purpose

PURPOSE

The Group’s raison d’étre

Expanding the horizons of
the future alongside the
regional community through

wide-ranging services

As a Regional Comprehensive Services Group, the Group is pushing forward with
initiatives to resolve every issue affecting the regional community and its
customers. However, to clarify the basis and objective of the Group’s businesses
and starting point to which the Group and its employees should return, we have
newly established the Purpose.

Our aspiration and approach in establishing the Purpose

We will bring value to each stakeholder
by leveraging the Group’s financial and
non-financial functions as a Regional
Comprehensive Services Group, as well
as the service functions available within
the region, including the governments.

Through
wide-ranging
services

£ HIROGIN HOLDINGS

As a Regional Comprehensive Services
Group, we will expand future
possibilities for each stakeholder by
linking them in a virtuous circle.

Alongside
the regional
community

Expanding
the horizons
of the future

Based on the understanding of “No
growth of the region, No growth of the
Hirogin Group”, we will achieve growth
with the region such as by vitalizing the
regional community to generate business
opportunities for the Group.

We will expand a range of possibilities for
the future of the region, our customers,
shareholders, and the organization (the
Group).
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How we will strengthen our management base

Future We Seek to Create (Our Goals 10 Years from Now)

With the aim of strengthening our initiatives, more than ever before, to vitalize the region as a
Regional Comprehensive Services Group, we considered the state of the region desired 10 years
from now in which the Group’s management foundations are rooted. We also defined the goals of

the Group 10 years from now.

Desired state of the region 10 years from now

A vibrant region =

A region in which prefectural
GDP is maintained and grows

Cities .
whih Tourism

focused

people

Goals of the Group 10 years from now

Helping to create a
vibrant region while

\ Leadin
sustainabili
gather prefecture region

Increasing corporate value
mp (continuous improvement

establishing a in ROE and PBR)

prominent presence in it

TOPICS

Information sessions and town hall meetings held

Following the finalization of the Purpose and Mid-Term Manage-
ment Plan 2024, we held information sessions in March 2024 in Hi-
roshima and Fukuyama, drawing approximately 1,200 employees
across the two locations combined. At the events, the President of
the Company conveyed his passionate aspirations to the employ-
ees. Additionally, members of the Future Creativity Working Group
shared their impressions and opinions on the Mid-Term Manage-
ment Plan, along with their individual intentions for its implementa-
tion.

Furthermore, town hall meetings are being conducted for each
Group company, bank district and branch in turn to instill the Pur-
pose and Mid-Term Management Plan 2024 within the organization
(i.e., to foster a sense of ownership among employees).

HIROGIN HOLDINGS INTEGRATED REPORT 2024
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Materiality

Before selecting the matters that must be addressed to realize the desired state of the region 10 years from now (To-Be),
which is to create a vibrant region, the Group identified the materialities (priority issues).

The Group has built coexistence and co-prosperity relations with the region, taking the stance of management thor-
oughly rooted in the region as a Regional Comprehensive Services Group. Consequently, we have a sense of crisis regard-
ing the current situation (As-Is), where the Group’s business will inevitably face diminishing equilibrium unless the regional
economic scale is sustained. The eight newly established materialities reflect the Group’s commitment to and determination
for regional vitalization (maintaining and growing prefectural GDP), which is essential for the Group’s sustainable growth.

We are committed to solving social issues (generating impact) and achieving sustainable growth for the Group (en-
hancing corporate value) through proactive and direct efforts to increase population and productivity, with the goal of main-
taining and growing prefectural GDP.

Premise for identifying materialities (regional economic status)

P Trends in population of Hiroshima Prefecture and prefectural GDP (forecast) Hiroshima Prefecture is expected to

M Population of Hiroshima Prefecture (thousands) Almlng to maintain and experience a decline in prefectural GDP due
-O- Prefectural GDP (¥ trillon) grow prefectural GDP to a decreasing population.
12.4 12.4 125 123 12.0 T '
Wt 1 109 The shrinking local economy poses the
2844 2835 286 2817 2809 2758 e greatest threat to regional financial institutions.

v

Efforts to vitalize the region
(maintaining and growing
2015 2016 2017 2018 2019 2025 2030 A
Source: Estimated by the Company based on data from the Population Census, the Population prefeCturaI GDP) are essentlal-

Projections from the National Institute of Population and Social Security Research, and the
“Annual Report on Prefectural Accounts” (Japanese version only) released by the Cabinet Office

Issues of the local economy

P Trends in prefectural GDP and industrial structure in four local prefectures The four local prefectures each have a

Composition of GDP by prefecture sufficiently Iarge economy.

Hiroshima\ Okayama Total prefectural v

Manufacturing Manufacturing GDP of four Additionally, the share of the manufacturing

27.0% 28.8% local prefectures industry, which has a high _value added per
worker, exceeds the national average.

¥30.1 trilion v

yamaquen @ Ehime (FizrE) Large potential (economic scale and
36.3% 25.0% S ot on it rom he A growth opportunities) exists
Report on Prefectural Ac- . . . .
counts” (Japanese version only) primarily in the manufacturlng
for Hiroshima, Okayama, Ya- . . - .
[Reference point] National average: approx. maguchi, and Ehime Prefec- |ndustry, Wthh IS the core Industry_
20% in manufacturing tures

p Tourism consumption in Hiroshima Prefecture Presence of abundant tourism resources
Two World Heritage Sites (Hiroshima Peace Memorial i

(Genbaku Dome) and Itsukushima Shinto Shrine) ¥800 birion including two World Heritage Sites
B Tourism consumption (¥ billion) ¥7, 789 v

-O- Per capita tourism consumption (per trip)
¥5,280 Tourism consumption in Hiroshima
¥382.2 billion Prefecture has been steadily increasing,

¥297 4 billion CovVID-19 except during the COVID-19 pandemic.

pandemic
v

Growth potential of tourism as a
2008 2013 2018 2022 2030 = - .
(Hiroshima Prefecture’s target*) new lndUStI"y plllar fO"OWlng

Source: Prepared by the Company based on data from “Trends in the Number of Tourists in Hiroshima -
Prefecture” (available only in Japanese) released by the Hiroshima Tourism Association man ufa Ctu ri ng
(*) The tourism consumption target for 2030 has been sourced from the “Hiroshima Basic Plan for the Promotion
of Tourism (2023-2027) (available only in Japanese),” released by the Hiroshima Prefectural Government
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Who we are and where we come from Why we exist and where we are headed

Identified materialities

Desired state of the
region 10 years
from now

Vibrant region

v

Maintaining and
growing
prefectural GDP.

How we will create value

What we will change to realize sustainable growth

Restraining the decline in |

the resident population

7>

Curbing

sed population
decline

Increasing the
transient population

Developing high-value-
added industries
that drive the future growth of the regional economy

Increasing

Increasing corporate
productivity

>

productivity

-+

Strengthening

corporate sustainability
(a prerequisite for corporate survival)

Steps for identifying materialities

Step 1

Step 2

Actions following the
identification of
materialities

How we will strengthen our management base

Materialities in the region

Curb on population decline (pages 43-44)

Urban development (pages 45-46)

rowth as tourism-focused prefecture
(pages 47-48)

Growth/revitalization of the manufacturing

industry serving as the core industry
(pages 49-52)

Industrial innovation (pages 53-54)

Investment in human capital (pages 73-84)

DX promotion (pages 85-90)

Action for

carbon neutrality (pages 91-102)

Consideration of our goals 10 years from now

A Future Creation Task Force was formed, comprised of 16 young employees from the Group. They spent six
months discussing our goals 10 years from now from their perspective, and then made their recommendations
about the future vision for the region and the Group a decade into the future directly to the members of the Board
of Directors, including external Directors.

Determination of key points of emphasis

Based on the recommendations from Step 1, the Board of Directors, playing a central role, determined key points
of emphasis (those requiring a rethinking of traditional approaches to developing a mid-term management plan and
other initiatives) in formulating the Mid-Term Management Plan and identifying materialities.

® Backcasting from our goals 10 years from now
® Emphasis on regional revitalization as the main objective

Assessment of the

1 and feedback from Step
® Purpose

©® Materialities
Management Plan and

vitalization metrics)

Discussion at the management level

During discussions at meetings of the
Board of Directors, the Group Manage-
ment Board, and other relevant sessions,
we crystallized the following matters, in-
corporating recommendations from Step

® Our goals 10 years from now

@ Strategies in the new Mid-Term

(management metrics and regional

Approval from the Board of Directors

The Board of Directors passed the resolution after multiple discussions at meetings of the Board of Directors, the
Group Management Board, and other relevant bodies.

external environment

N

KPIs

We deepened our understanding of the regional economy and the environment surrounding financial institutions, including the
impact of demographic trends in Hiroshima Prefecture and technological advancement on financial institutions, from a medium-
to long-term perspective, through discussions at the Group Management Strategy Committee and other meetings.

We engaged in dialogues with local
municipalities, outside experts and
other stakeholders to obtain feedback
on materialities and regional vitaliza-
tion metrics from different perspec-
tives. In addition to the above, we
have newly established a Future Cre-
ativity Working Group to act as the
Company’s shadow board. We have
received feedback from the perspec-
tive of employees on the contents of
Step 4-1, which were in the process
of formulation and review, as well as
on approaches to their future internal-
ization within the Company.

Internalization (Promotion of a sense of ownership)

We have worked to internalize the new Purpose and Mid-Term Management Plan within the Company, including
the significance, objectives, and identification process of materialities, through conducting information sessions
(presentations by the President and members of the Future Creativity Working Group outlined in Step 4-2) as pro-
posed by the Working Group, multiple town hall meetings, and other activities.

HIROGIN HOLDINGS INTEGRATED REPORT 2024 |
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Feature

Initiatives to Expand the Horizons
of the Future

—Future Creation Task Force and Future Creativity Working Group—

By creating challenging opportunities for employees from various generations to contribute their per-
spectives to transforming the future of the region and the Group, we are fostering a corporate culture
that embodies its role as a Regional Comprehensive Services Group. This approach empowers Group
employees to take on the challenge of creating the future of the region and the Group with a sense of
ownership and a desire to contribute.

Future Young employees, the future leaders, recommended their vision of

Creation T )
Task Force . our goals 10 years from now”!

In October 2022, the Group formed the Future Creation Task Force,
comprised of 16 volunteer young employees (mainly in their 20s), as part of its initia-
tives to incorporate the opinions of young employees, who will lead the next genera-
tion, into management before formulating the Mid-Term Management Plan 2024.

In March 2023, following six months of discussions, the Future Creation Task
Force made its recommendations (presentations) on the future vision for the region
and the Group a decade into the future directly to the members of the Board of Direc-
tors (including external Directors).

In April 2023, the Board of Directors held discussions on how to respond to the
recommendations of the Future Creation Task Force and outlined its approach, includ-
ing key points of emphasis, for evaluating our goals 10 years from now and the Mid-Term Management Plan 2024.

Various individual measures proposed by the Future Creation Task Force were also reviewed internally based on
discussions at the Board of Directors’ meetings and were subsequently developed into concrete initiatives in sequence.

Details of recommendations Task Force recommendations implemented

® The vision for the region 10 years from now
There is no prosperous future for a region losing young people.
We aim to become Japan’s No. 1 region for attracting young people!

® The vision for the Group 10 years from now
We aim to reverse the trend of children and young people moving away from banks.
We aim to increase the number of Hirogin fans among the younger generation!

® The vision for employees 10 years from now
It is up to each one of us as employees to create the future we aim for.
We aim to create more opportunities for “cross-functional experi-
ences,” such as this task force, and to cultivate more individuals
with a sense of ownership and a spirit of challenge to transform
the future of our region and the Group!
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® Cross-functional work experience program
Introduction of “Hiramekiys1Day’s” (April 2023)
Launched a program that allows employees to spend up to
five days each year working in a division, Group company,
or external company of their choice

@ Implementation of “Future Hirogin” initiative by Genera-
tion Z employees (June 2023)
Under the theme “What will Gen Z expect from financial in-
stitutions when they start working?” Generation Z employ-
ees presented their recommendations to the Board of
Directors.

@ Establishment of the Future Creativity Working Group,
the Company’s shadow board (July 2023)
Established a new committee structure comprised of volun-
teer employees to create a mechanism for discussing strat-
egies and measures under review, acting as a listening ear
for the management team and headquarters

@ Pilot launch of the Reverse Mentoring System (July 2023)
Initiated a trial program where young and mid-career em-
ployees are assigned as mentors to officers, providing ad-
vice and feedback (officially introduced in FY2024)

@ Pilot launch of in-house social media (April 2024)
Introduced a tool as a trial run that allows headquarters,
branches, and individual employees to effortlessly dissemi-
nate information, enhancing communication across organi-
zations and generations




Why we exist and where we are headed

Future ; . - . .
creativity | 1€ Company’s shadow board now in action! Various generations

working | involved in formulating the Mid-Term Management Plan
Group

In July 2023, the Group established the Future Creativity Working Group based on recommendations from
the Future Creation Task Force.

The Future Creativity Working Group comprises 12 employees from various generations, selected through an open
recruitment system. This committee structure functions as a shadow board, holding regular meetings to focus on strate-
gies and measures under review, as well as other topics, acting as a listening ear for the management team and head-
quarters. It also provides recommendations and opinions from both field and employee perspectives and engage in
other activities.

In FY2023, each strategic theme in the new Mid-Term Management Plan was a focal point of discussion. Vibrant
discussions took place on topics such as: “How would you respond if this content were notified tomorrow?” “What steps
should be taken to address this issue?” and “How can we foster better collaboration among employees?” Participants
provided candid advice and feedback from both employee and field perspectives. Occasionally, their observations and
opinions presented challenges for the headquarters to address.

In January 2024, as the highlight of its discussion activities, the Future Creativity Working Group had the opportuni-
ty to present recommendations to the management team and discussed approaches for internalizing the new Purpose
and Mid-Term Management Plan 2024 within the organization.

In March 2024, following the recommendations above, information sessions were held to ensure employee owner-
ship of the Purpose and Mid-Term Management Plan 2024. Members of the Future Creativity Working Group, along with
the President, delivered presentations and served as a bridge between the management team and field personnel, in-

cluding participating in
panel discussions with

N Roles and function of
the President and other the shadow board

activities.

Activities of the Future Creativity Working Group, the Company’s shadow board

Starting in FY2024
and moving forward,
the Future Creativity
Working Group plans for headquarters
to broaden its engage- considering new
ment by selecting
members through an
open recruitment sys-

Be a listening ear

EOOICEGCENTWALIER Prior sharing of
. measures to be
Young generation considered
» group

)

Mid-career and core Feedback
generation group

P Provide feedback to headquarters to consider new measures, such as
medium- to long-term initiatives and matters requiring new ideas.

Headquarters

Inspiration to the
management team

Utilizing the perspectives of different
» generations to help steer management

Future creation

tem on a fiscal year
basis, while shifting the
focus from formulating
and internalizing the
Mid-Term Manage-
ment Plan to its imple-

Have opportunities
to discuss with the
management team
and headquarters.

Future Creativity WG

. Recommendations
Young generation -—— 5
» group Opinions

O

P Set individual themes and make recommendations and opinions to the
management team and headquarters to realize medium- to long-term goals.

Management » Generation inclusion
team and

mentation. Mid-career and core | ecommendations headquarters Lea.ding to mutua.l understandinq and
generation group Opinions unity between different generations
Aiming to broaden the Future Creation Task Force’s engagement!
| joined the Future Creation Task The key phrase in our recom- Sumire Soejima

Force with the following aspirations:
to help create a community where
children, who will lead the future, are
eager to continue to live in and return
to, and to use this opportunity as a
catalyst to become a role model for
women who continue to work with a
vibrant spirit.

The Future Creation Task Force
brought together 16 young employ-
ees from the Hirogin Group. Over the
course of six months, we explored a
future vision for the region and the
Group a decade ahead. We were
then tasked with presenting recom-
mendations to the management
team.

mendations is “cross-functional expe-
rience.” In this task force, we worked
together to develop something new in
an unfamiliar setting and with people
we seldom interact with. These new
encounters and experiences have
definitely expanded my values and
perspective. Reflecting thoroughly on
the future of the Company and the
region has deepened my connection
to both many times over.

Although the task force activi-
ties have concluded, | believe we
should continue to be a driving force
in thoughtfully considering the future
of the Company and the region and
in tackling new challenges.

Itsukaichi-Yahata Branch,
Hiroshima Bank (currently
Business Planning Division)

To this end, incorporating sec-
ond and third phases similar to those
provided by this task force would be
instrumental. | envision the Company
evolving into an organization that em-
powers the Hirogin Group’s employ-
ees to take greater ownership and
contribute their perspectives to trans-
forming the future of the region and
the Group.




