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PUBLICATION OF ANNUAL REPORT 2022

The Yamaha Group publishes integrated reports to communicate its road map for medium- to long-
term value creation to its shareholders, investors, and other stakeholders.

The COVID-19 pandemic fundamentally changed the environment in which we live, including the
social and economic frameworks, while also transforming how people think along with their values
and lifestyles. The Yamaha Group views such changes as prime opportunities for creating new value.
Based on this outlook, Make Waves 2.0, the new medium-term management plan launched in April
2022, has the central theme of enhancing our capacity for sustainable growth in the new society
that will emerge after the pandemic. As we move forward with this plan, we will also seek to
achieve our management vision of “Becoming an Indispensable, Brilliantly Individual Company.”
This objective will guide our daily business activities as we work to support the “Well-Being of
People around the World.”

In Annual Report 2022, we sought to communicate the approach we will take toward fulfilling our
social responsibility and creating value through our business activities based on our medium- to
long-term vision. This report was prepared while referencing the Integrated Reporting Framework of
the IFRS Foundation and the Guidance for Integrated Corporate Disclosure and Company-Investor
Dialogues for Collaborative Value Creation: ESG Integration, Non-Financial Information Disclosure,
and Intangible Assets into Investment released by the Ministry of Economy, Trade and Industry.
Summiarizing the policies we adopt on a Groupwide basis, this report was created thanks to the
cooperation of each division of the Company. As such, | believe the creation process and the con-
tent of this report to be appropriate.

Going forward, we will utilize our integrated reports as engagement tools as we pursue construc-
tive dialogue with shareholders, investors, and other stakeholders. It is our hope that these reports
help our stakeholders feel confident about our efforts to realize a sustainable society and elicit their
understanding of our long-term corporate value creation.

September 2022
Takuya Nakata
Director, President and Representative Executive Officer
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Scope of This Report

Information in this report covers 64 companies (as of March 31, 2022): Yamaha Corporation,
its 59 consolidated subsidiaries, and its 4 affiliates. In cases where it is necessary to
specify the scope of reporting, this report lists the applicable institution individually.

Reporting Period
This report primarily covers fiscal 2022 (April 1, 2021 to March 31, 2022). However,
certain sections of this report include information from April 1, 2022, and onward.

Disclaimer on Forward-Looking Statements

The forward-looking statements such as data and forecasts included in this report are
based on assumptions and information available at the time of publication and are
subject to change due to various factors. These statements are not guarantees that
Yamaha will achieve its targets and forecasts or realize its anticipated future business
results. In addition, the content of this report may be changed without prior notice.
Accordingly, Yamaha cautions readers not to place undue reliance on these forward-
looking statements, which are valid only as of the date thereof, and undertakes no
obligation for any negative impact caused by the use of this report.

Names, including those of products and services, used in this report are trademarks
or registered trademarks of Yamaha Corporation or of the respective rights holders.
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YAMAHA PHILOSOPHY

The Yamaha Philosophy expresses the core framework of the Yamaha Group’s management and consists of
four elements: the Corporate Philosophy, Customer Experience, Yamaha Quality (criteria for quality),
and Yamaha Way (mindset and manners).

We utilize the Yamaha Philosophy as a foundation to draw from, try to think from the customer’s viewpoint,
and consistently provide high-quality products and services that exceed the expectations of our customers,

and to create excitement and cultural inspiration together with people around the world.

CUSTOMER
EXPERIENCE

JOY
BEAUTY
CONFIDENCE
DISCOVERY

YAMAHA
WAY

WILL
Embrace Your Wil

EXCELLENCE INTEGRITY

Stand on Integrity
AUTHENTICITY | BERNY TG INTIATIVE

Take Proactive Actions
INNOVATION

CHALLENGE
Go Beyond the Limits
COMMITMENT
Stick to the Goals

CORPORATE PHILOSOPHY

Sharing Passion & Performance

With our unique expertise and sensibilities,
gained from our devotion to sound and
music, we are committed to creating

02
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PROMISES TO STAKEHOLDERS

The entire Yamaha Group shares promises to our stakeholders—customers, the people who work with Yamaha, business partners,
regional communities and society, our planet earth, and shareholders—working to improve the satisfaction of each stakeholder

and making effective use of our management resources to achieve sustainable growth in order to maximize its corporate value.

Customer-Oriented and Quality-Conscious Management
(For Customers)

For the well-being of its customers, Yamaha offers quality
and valuable products and services that incorporate innova-
tive and traditional technologies as well as sensibilities and
refined creativity.

Management that Values People

(For People Who Work with Yamaha)

Yamaha places the highest priority on the health and safety
of all people who work with Yamaha and aims to create a
corporate culture where each person'’s individuality and cre-
ativity are respected, and that encourages everyone to take
on challenges to achieve self-fulfillment through their work.

Management Based on Mutual Understanding and Trust
(For Business Partners)

Yamaha values mutual understanding and trust and builds
sound business relationships with all of our business part-
ners, including distributors and suppliers.

BRAND PROMIS

Management that Contributes to Social and

Cultural Development

(For the Regional Communities and Society)

Yamaha complies with the laws with the highest ethical
standards, and as a good corporate citizen, contributes to
the development of society and culture through its accumu-
lated technologies and expertise to address various social
issues as well as efforts that only Yamaha could do.

Management that Considers the Global Environment

(For Earth)

Yamaha actively works to reduce CO2 emissions and con-
serve and make effective use of resources such as timber,
and takes a role as a company to hand down the precious
global environment to the future.

Transparent and Sound Management (For Shareholders)
Yamaha ensures sound business performance, continues
to deliver proper returns to shareholders, and pursues
sustainable development through transparent and high-
quality management.

A feeling of enthusiastic excitement lives in sound

through playing or simply listening. We at Yamaha want'ton

and help them make a step forward to

Just a few notes or a simple melody can se
Sound and music have a transfo
The “Make Waves” concept focus
expressing themse
as a listener
Yamaha is committed to emp

express their individuality, emotion and creat

@& YAMAH

Make Waves
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YAMAHA’S 135-YEAR HISTORY

Yamaha has forged a position as a corporate group that continuously uses
technologies and sensibilities based on sound and music to create excitement
and cultural inspiration.

The history of the Yamaha Group dates back to its founding in 1887. Since then, we have continued with our aim of creating
excitement and cultural inspiration together with people around the world while centering our business on sound and
music. The principles and policies that have guided us on our journey have been codified into the Yamaha Philosophy,
which has been a treasured part of our corporate culture throughout our 135-year history.

Birth of the Yamaha Brand

The birth of the Yamaha Group can be traced to the repair of a -
single broken organ by founder Torakusu Yamaha. This experi- =

ence led Yamaha to success in creating domestically produced =
organs in Japan, and this success would in turn prompt him to

establish Nippon Gakki Co., Ltd. (currently Yamaha Corporation),

in 1897 and commence the domestic manufacture of pianos.
Yamaha would then go on to build the foundations for the
Company's core musical instruments business of today and to
create excitement and cultural inspiration together with people
around the world.

Our founder is the namesake for the Yamaha brand.

Founded in

1887

Advancement onto the Global Stage as a Comprehensive Musical
Instruments Manufacturer Combining Technologies and Sensibilities

1 Yamaha began offering organ classes (predecessor of the Yamaha Music School) in
1954. Meanwhile, the technology and sensibilities cultivated through the manufacture
of musical instruments was adapted to diversify our business through involvement

in audio products, sports equipment, lifestyle items, and other areas. These strengths
also shaped our efforts to promote the spread of music. In 1958, Yamaha established
its first overseas subsidiary in Mexico, after which the Company proceeded to expand
its sales and production networks across the globe to grow as a comprehensive
musical instruments manufacturer.

06 Yamaha Group Annual Report 2022



Creation of New Value by
Merging Acoustics and
Digital Technologies

The acoustic technologies we have fostered since our founding
have been merged with digital technologies to create a number
of innovative products. Made possible by the proprietary large-
scale integration chips created through in-house production

of semiconductors, these products include our DX7 digital
synthesizer, Clavinova™ digital pianos, and the SILENT™ Series.
Meanwhile, our musical instrument production technologies were
applied to commercialize factory automation (FA) equipment and
automobile interior wood components, greatly expanding the
business and regional scope of our operations. The Company
adopted its current name of Yamaha Corporation in conjunction
with its centennial anniversary in 1987.

2000

1990

2010

YAMAHA'S 135-YEAR HISTORY

The three tuning forks of the Yamaha brand logo represent the
cooperative relationship that links the three pillars of our busi-
ness—technology, production, and sales. They also evoke the
robust vitality that has forged our reputation for sound and
music the world over, a territory signified by the enclosing
circle. In addition, the mark symbolizes the union of three
essential musical elements: melody, harmony, and rhythm.
The spirit of our founder expressed in this logo lives on today,
spurring us forward to continue enhancing the Yamaha brand.

Quest to Support the “Well-Being of
People around the World”

Yamaha is supplying new solutions that respond to recent changes in the social
climate through sound and music. Examples of these solutions include the
SYNCROOM online remote ensemble performance service, the Remote Cheerer
powered by SoundUD remote cheering system, and the Distance Viewing next-
generation live viewing service. By delivering these solutions, we aim to contrib-
ute to the resolution of social issues and improve corporate value.

Guided by Make Waves 2.0, its new medium-term management plan launched
in April 2022, Yamaha has embarked on a quest to support the “Well-Being of
People around the World,” In this quest, we aim to enhance corporate value by

creating social value and thereby achieve our management vision of “Becoming
an Indispensable, Brilliantly Individual Company.”

2022

Positioning of Sound and Music as Core Business through
Selection and Concentration

Yamaha undertook selection and concentration of its previously diversified businesses to

focus more on its core business centered on sound and music.

This move saw us reorganizing and consolidating domestic and overseas production

and sales bases and acquiring overseas companies to restructure our core business and

strengthen our growth foundations. This was the start of business reorganizations aimed

at taking our business to the next growth stage.

(@ steinberg

Creativity First

Disendorler

NEXO

=Ty e || revolabs
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VALUE CREATION STORY

Yamaha enhances corporate value and fulfills its mission by creating social value.

Yamaha is strengthening all of its capitals by creating Yamaha value and social value through its business activities. In this
way, Yamaha aims to realize its management vision and fulfill its mission by pursuing a cycle that improves both brand and
corporate value. Yamaha’s current value creation process is as described in the table below.
The global COVID-19 pandemic is having a massive impact on our lives and on the global economy. Yamaha, however,
sees this adversity as an opportunity to further its evolution. Accordingly, we are endeavoring to respond to the constantly
changing social needs and issues with the aim of continuing to help resolve social issues through our businesses, and

thereby improving corporate value.

Please refer to the following website for more information on Yamaha's value creation story.

D_ https://www.yamaha.com/en/ir/story/

Customers

Brand Technology;

Environment, Society, and Culture

Value Creation Process

Value creation process

Yamaha value creation

Social value creation

Yamaha Philosophy and Brand Promise

Musical Instruments
Business

([ pre2

Businesses and

Value Chain

Audio Equipment
Business

res

Industrial Machinery
and Components
Business / Others

I res

Research and Development

Production

Sales and Marketing

(M,

Acoustic technologies

Sensibilities
pervading Yamaha
technologies
Understanding of
high-quality sound

Digital technologies

Innovation Center

M pra

Craftsmanship

Technologies

Mass production technologies and
cost strategies
Overseas base strategies

Mr7s

Global network

o Customer interface o
(Broader, deeper, and longer)

Sales networks and store
strategies

Bases for R&D activities, artist
relationships, and service center

Customer data platform /
Digital marketing

Activities to popularize music

Corporate Governance ([l rss / Global Business Management Foundation
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Management Vision
Corporate value

. Becoming an Indispensable,
improvement

Brilliantly Individual Company

Customers

Boost brand power to become
a highly profitable enterprise

Brand Technolg@y,

People

Environment, Society, and Culture

Products and Services

Trio

Products and Services Centered on Sound and Music

Yamaha Value

Achieving the management targets adopted under the
Make Waves 2.0 medium-term management plan

Mission
Purpose
Well-Being of People
around the World

Corporate Philosophy
Sharing Passion &
Performance

Social Value

Creation Creation

(2022-2025)

Musical instruments
Audio equipment

Music schools

Other products and services

Core operating profit ratio:

Non-financial targets

Nine targets related to policies of
the medium-term management plan
(see page 36)

Revenue growth:
20%

Return on equity (ROE):
10% or more
Return on invested capital (ROIC):

14% 10% or more

Investment Shareholder returns
Regular investments
¥40 billion
Strategic investments
¥65 billion

Total return ratio:
50% (three-year aggregate)

Prevention of damage to corporate and social value through

reinforcement of sustainability initiatives,
risk management, compliance, and other aspects
of corporate governance
(see pages 42-44 and 88-101)

Yamaha Group Annual Report 2022



YAMAHA'S BUSINESS PORTFOLIO

Yamaha will support the “Well-Being of People around the World” through its

business centered on sound and music.

Yamaha is the world’s largest comprehensive musical instruments manufacturer, producing and selling a complete lineup
of products ranging from acoustic to digital musical instruments. We are developing wide-ranging, global operations span-
ning from businesses related to sound and music, encompassing musical instruments, professional audio (PA) equipment,

audio equipment, and network equipment, and beside industrial machinery and components businesses focused on

semiconductors.

Groupwide Consolidated Revenue and Core Operating Profit

¥408.2 billion

Core operating profit

¥4.3.0 billion

Fiscal 2022

Audio Equipment Business

Business, etc.

)
¥35.1 billion (8.6%)

Breakdown of Core Operating Profit (Operating Income) and Core Operating Profit Ratio (Operating Income Ratio)
(Billions of yen)
80 J-GAAP 4 | P IFRS
70.0

60

40

20

Musical Instruments Business

¥2706.2 billion (67.7%)

¥96.9 billion (23.7%)

Others (industrial Machinery and Components

(%)
40

30

20

-20 14/3 15/3 16/3 17/3 18/3 J-GAAP IFRS 20/3 21/3 22/3 23/3 25/3
1 (Forecast) (Plan)

19/3

Core Operating Profit (Operating Income) M Musical instruments business M Audio equipment business [l Others == Core Operating Profit Ratio (Operating Income Ratio) (right)
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Yamaha’s Three Core Businesses and Their Major Products

Musical Instruments

Business

The musical instruments business
includes a diverse spectrum of operations
ranging from the manufacture and sale

of mainstay musical instruments to the
operation of music schools and the pro-
duction and distribution of music and
video content.

Djl For information on the strategies of the musical
instruments business, please refer to page 62.

Audio Equipment Business

In the audio equipment business, we sell
an extensive lineup of products, including
both consumer and commercial equipment.

1 For information on the strategies of the audio
equipment business, please refer to page 66.

Others (industrial Machinery and
Components Business, etc.)

Other businesses include the provision of
products and services such as semicon-
ductors and other electronic components,
FA equipment, and automobile interior
wood components.

s

1 For information on the strategies of the industrial
machinery and components business, please refer
to page 68.

Yamaha Group Annual Report 2022 1



GLOBAL OPERATIONS

Yamaha’s network is expanding across the globe.

Yamaha has been aggressively expanding its global operations for some 60 years, and Yamaha products and services

are now the choice of customers around the world.

Today, our network encompasses more than 30 countries and regions, allowing us to grow by selling products and
promoting music based on the needs of customers all over the globe. We have also set up production bases in growth
markets, such as India and Indonesia, as part of our proactive exploration of new markets.

Revenue Composition and Number of Employees by Region

Other regions

¥68.3 billion (16.8%)

China

¥67.8 billion (16.6%)

Europe

¥79.3 billion (19.4%)

Other regions

Japan

408 l

¥105.4 villion (25.8%)

North America

. billion '

7,472 employees

China

4,969 employees

¥87.5 billion (21.4%)

Japan

Number of employees

19,895

5,61 5 employees

North America

737 employees

Europe

1 , 102 employees

12 Yamaha Group Annual Report 2022




Overseas Revenue Driving Growth

Ratio of Overseas Revenue Distribution of Musical Instruments and
(%) Audio Equipment Sales by Region

100
Other regions Japan
8 74.2% 17% 15%
62.9% :
50 China
47.3%
41.4% 9
5 19%
Europe North America

0 05/3* 10/3* 15/3* 22/3 g
9 o
M Overseas M Japan 24% 25%

* J-GAAP

Note: Excludes revenue from music schools and other services

G IObaI Market Shares Of Major PrOd UCtS (Fiscal 2021, monetary value basis, based on surveys by Yamaha)

All Musical Instruments Pianos Digital Pianos

20% 399% 47 %

Portable Keyboards ind ] : Guitars

52 8 1% 9%

Location of Yamaha Production Bases and Major Products Manufactured

|
Country
Japan China Indonesia India Malaysia
°
° - 3 4 6 1 1
°
» Piano °
Dig u . .
a a
pe 0 o [ [ ]
[ =
[ J [ ] ([ J o
° A [ J [ ] o
PA [ J [ ([ J [ J
"o ° ® °
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PERFORMANCE HIGHLIGHTS

Financial Highlights (Fiscal 2022)

Revenue / Percentage of Revenue Overseas

Core Operating Profit / Core Operating Profit Ratio

(Billions of yen) (%) (Billions of yen) (%)
800 100 80 20
74.2 76.5

600 o———ao—o—— O 75 60 50.0 15
a082 4600 105 10.9

400 50 40 43.0 10

0 19/3 20/3 21/3 22/3 23/3 0 0 19/3 20/3 2173 22/3 23/3 0

(Forecast) (Forecast)

M Musical instruments Audio equipment Others
== Percentage of revenue overseas (right)

Revenue increased ¥35.6 billion year on year, to ¥408.2 billion, as recovery was
seen from the impacts of the COVID-19 pandemic, despite the lingering short-
ages of product supplies stemming from difficulties procuring semiconductors
and logistics disruptions.

Capital Expenditures / Depreciation Expenses

M Core operating profit == Core operating profit ratio (right)

Core operating profit increased ¥2.3 billion, to ¥43.0 billion, as the benefits of
increased sales and production and more favorable foreign exchange influences
outweighed the impacts of detractors including higher selling, general and admin-
istrative expenses and rises in ocean freight charges.

R&D Expenses / Ratio of R&D Expenses to Revenue

(Billions of yen) (Billions of yen) (%)
40 40 10.0

30 25.6 30 5.9 5.8 75

25.5
20 14.8 20 24.0 5.0
m121 | 132 '
10 I 10 2.5
0 19/3 20/3 21/3 22/3 23/3 0 19/3 20/3 2173 22/3 23/3 0
(Forecast) (Forecast)

M Capital expenditures Depreciation expenses

Capital expenditures totaled ¥14.8 billion, up ¥3.6 billion, and surpassed deprecia-
tion expenses, which amounted to ¥12.1 billion, primarily as a result of equipment
upgrades and renovations.

M R&D expenses = Ratio of R&D expenses to revenue (right)

R&D expenses were down ¥0.2 billion, to ¥24.0 billion. Specific targets of devel-

opment included the new CFX flagship full-concert grand piano and Charlie™, the
world’s first communication robot that communicates melodically. In addition, we
bolstered our portfolio of technologies pertaining to a wide range of areas, includ-
ing guitars and speakers.

ROE / EPS Dividends per Share / Dividend Payout Ratio

(%) (Yen) (Yen) (%)
20 400 100 80
15 300 75 66 66 60

215 219
10 200 50 40
92 | 87 30.2
30.7
5 100 25 20
0 19/3 20/3 21/3 22/3 23/3 0 0 19/3 20/3 21/3 22/3 23/3 0
(Forecast) (Forecast)

—ROE MEPS (right)

Return on equity (ROE) was up 1.8 percentage points, to 9.2%, and earnings per
share (EPS) increased ¥63, to ¥215.

14 Yamaha Group Annual Report 2022

M Dividends per share == Dividend payout ratio (right)

The annual dividend was ¥66 per share, the same as in the previous fiscal year.
The dividend payout ratio decreased 12.9 percentage points, to 30.7%.



PERFORMANCE HIGHLIGHTS
Non-Financial Highlights (Fiscal 2022)
Average Term of Service™ Ratio of Female Managers®
(Years) (%)
25 20
19.7 19.5 D/H__J?f’
20 15
13.7
15
9.7 10
10
5 5
0 Male National Female National 0 19/3 20/3 21/3 22/3
average*? average*?

As part of our efforts to promote diversity management, we are working to esta
lish a workplace environment where employees can realize a work-life balance
and where female employees can play a more active role. Not only is there no d

crepancy between the average term of service of our male and female employees

b- Yamaha has set a target for the ratio of female managers. Efforts to accomplish this
target include proactive recruitment and promotion of female employees, the provi-
sion of opportunities for female employees to develop their skills, the cultivation of

a comfortable workplace, and training and other awareness-raising activities.

is-

atYamaha Corporation, but our average term of service has exceeded the national

average for around a decade.

*1 Figures are for Yamaha Corporation on a non-consolidated basis.

* Group companies (Worldwide total)

*2 According to the results of the Basic Survey on Wage Structure published by the

Ministry of Health, Labour and Welfare of Japan.

Greenhouse Gas Emissions (Scope 1+ Scope 2)

Certified Timber Use

(t-COz) (%)
200,000 60 52
150,000 45
100,000 131,000 30

50,000 15

24,000
0 18/3 19/3 20/3 21/3 22/3 0 19/3 20/3 21/3 22/3

M Scope 1 [ Scope 2

Yamaha is targeting a reduction of 55% in Scope 1 and Scope 2 emissions of
greenhouse gases from fiscal 2018 to be achieved by fiscal 2031 and aims to
achieve effective carbon neutrality by fiscal 2051. As one facet of our efforts to
accomplish these goals, we transitioned to renewable energy for 100% of the
electricity purchased at our Company headquarters in April 2021.

Number of Music Education Initiatives
(School Project Program) Implemented Overseas
(Schools)

Yamaha is developing due diligence frameworks for use in verifying the legality of
tree harvesting methods to ensure that it does not purchase illegally harvested
timber. At the same time, the Company is promoting increased use of certified
timber produced in forests that are sustainable from both social and economic
standpoints and that have benefits including contributions to local community
development. We successfully accomplished the target of 50% for the rate of
certified timber use put forth by Make Waves 1.0, the previous medium-term
management plan.

Brand Ranking

(Thousands of people)

6.000 Seven Cogltzrigf; 1,20 % Interbrand’s Best Japan Brands 2022*
4,500 1,200
3000 800 Ranked 28th
1,500 - . 400
0 19/3 20/3 2113 22/3 0 YAM“HA % YA MAHA

B Number of schools where initiatives have been implemented (cumulative total)
I Number of students receiving lessons (cumulative total) (right)
* Number of countries in which Yamaha offers the program

Since 2015, we have been advancing the School Project to promote the incorpora-
tion of instrumental music performance into public school curricula through coor

dination with local government agencies and education institutions in emerging
and other countries. The target of offering such instrumental music education
opportunities to one million children through this project defined in Make Waves
1.0 was met.

Our brand ranking in Japan, which was determined using the combined brand
value of Yamaha Corporation and Yamaha Motor Co., Ltd., was 28th in 2022 (com-
pared with 30th in 2021), remaining in the top 100 for the eighth consecutive year
and representing a 22% yearon-year increase in brand value. Make Waves 1.0 set
the target of a 30% increase in brand value, which we were able to achieve with a
50% increase in brand value over the plan’s period.

* A brand ranking system by Interbrand Japan, Inc. that evaluates Japanese brands
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MESSAGE FROM THE PRESIDENT

Yamaha will create new value by
heightening its ability to achieve
sustainable growth amid the new society
through support for the “Well-Being of
People around the World.”

Strength of Yamaha Fostered amid Adversity and Newly Emerging Issues

Looking back at the past two years, | cannot help but recog-
nize just how much stronger Yamaha has become today.

The COVID-19 pandemic temporarily forced us into a posi-
tion that was tantamount to closing our doors. Even if we
wanted to make products, we couldn't. Even if we wanted to
hold music classes, we couldn’t. This situation resulted in us
recording a loss for the three-month period ended June 30,
2020. Nevertheless, Yamaha was once again posting profit
in the sixmonth period ended September 30, 2020, and our
earnings have continued to grow since. The Yamaha of the
past might have recorded a loss or fallen into a period of
stagnancy as a result of such extreme circumstances.

The Yamaha of today, however, is able to bounce back to
overcome a loss in a single quarter. This is an undeniable
testament to how far we have come.

Nothing was more impressive than the way we were able
to band together in the face of a crisis. If we could not get
the components we needed, we were quick to adjust product
designs. If we could not make a given product, we worked
to find ways to sell other products. The united and proactive
efforts of employees throughout all processes, including
development, procurement, production, and sales, are evi-
dence of our evolution. | too could not help but be moved by
this strong progress. | regret the fact that we were unable to
accomplish the financial targets put forth in our medium-term
management plan. However, | am confident that we have
come out of this experience with a stronger capacity to gen-
erate earnings and to respond to crises.

There is no denying, though, that the operating environ-
ment is changing at a speed and to a degree that has not
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been seen previously. This reality points to a clear need to
heighten our risk management capabilities. \We have always
been focused on predicting and responding to the impacts of
potential operating environment changes on our businesses.
However, the current operating environment is one in which
unpredictable change is the norm. As such, we are pressed
to revise our prior risk management systems in line with this
operating environment.

We also need to reassess the resilience of our supply
chain. Previous resilience measures have included globalizing
our supply chain based on natural disasters that had occurred
in the past and minimizing inventories to increase the effi-
ciency of our production activities. Regardless of these
efforts, the supply chain we built proved to lack the neces-
sary resilience in the face of the COVID-19 pandemic, which
brought activities around the world to a screeching halt.

There is also a need to reform our procurement practices.
We had previously sought to procure only the necessary
components in a timely manner as required for production.
However, this approach resulted in a complete stop to our
ability to manufacture products due to the global semicon-
ductor shortage, casting light on our vulnerability to such
supply and demand imbalances. Accordingly, | see a need
for a more finely tuned approach toward procurement.

For example, if there is no substitute for a given item,

it might be prudent for us to secure a year's worth of supply
in advance, as opposed to only a week's worth. This crisis
has made it clear that stocks previously viewed as excessive
should be reframed as a necessary amount of leeway in
management decisions.
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Review of the Make Waves 1.0 Medium-Term Management Plan—
Progress in Key Strategies and Accomplishment of Non-Financial Targets

Yamaha unveiled its new medium-term management plan—
Make Waves 2.0—in May 2022. Before | talk about this plan,
| ' would like to take a look back at Make Waves 1.0, our
previous plan.

This plan covered the three-year period from April 2019 to
March 2022, which ended up overlapping with the period
during which the impacts of the COVID-19 pandemic were
the most pronounced. As a result, we were unable to achieve
our financial targets. Despite these impacts, though, we
were able to make steady progress in our key strategies and
to achieve all of the plan’s non-financial targets. | therefore
am confident in saying that the foundations supporting our
growth are now stronger than they have ever been.

One way in which our foundations have been made
stronger is through the establishment of the Innovation
Center, an R&D center completed in 2018. Consolidating
our engineers in a single location has led to the launch of a
number of unique products that merge technologies ranging
from acoustic and digital technologies to network technolo-
gies. Examples of these products include the SYNCROOM
online remote ensemble performance service, which allows
performers separated physically to take part in real-time
ensemble performances via the internet, and the Remote
Cheerer powered by SoundUD remote cheering system that
makes it possible for sports fans to cheer on their favorite
events and interact with their colleagues remotely. Both of
these offerings garnered a great deal of positive attention,
though they have not yet begun making clear contributions to
earnings. The benefits of the consolidation of engineers have
also appeared in the speed at which we develop and launch
products and services. In the past, we have sought to refine
our products to the highest possible level before launching
them. However, this approach is no longer sufficient for
accommodating the pace of change in customer needs and
lifestyles. Accordingly, we have recently been accelerating
development and marketing through an agile development
approach that entails launching products in a slightly less
complete state, and then quickly raising their quality to the
necessary level. The passion of our employees to promote the
appeal of music and the importance of communication, which
is all the greater given the restrictions on interacting with
people face to face amid the pandemic, fueled this speed.
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Through this new R&D approach, we have unlocked new pos-
sibilities for developing products and services.

As far as our quantitative results, we achieved double-digit
growth for mainstay offerings in the musical instruments
business like pianos as well as wind, string, and percussion
instruments. We also saw growth for guitars as well as for
digital musical instruments, which were the subject of strug-
gling production and supply due to semiconductor shortages
and logistics disruptions. This growth was achieved on the
back of strong demand. In addition, the number of students
offered instrumental music performance experiences through
the School Project, which we are developing centered on
emerging countries, soared past our target of 1.0 million to 1.3
million. These successes reaffirmed the strong latent demand
for instruments and music. This also made me aware of the
potential to further broaden the scope of our business by win-
ning greater levels of customer trust through proactive effort.

The pandemic transformed how people think and live along
with their values. These changes present substantial opportu-
nities for Yamaha, a company committed to technologies,
sensibility, and the value born out of these. Under the new
medium-term management plan, we are committed to
achieving ongoing growth by tackling the management
challenges | spoke of while building upon the operating foun-
dations created under the previous plan to capture the wide
range of business opportunities that are emerging.

Class held through the School Project in Egypt (photograph provided by Egyptian
Japanese School)



New Make Waves 2.0 Medium-Term Management Plan
for a Stronger Yamaha

Make Waves 2.0, the new medium-term management plan,
puts forth a mission that combines Yamaha's enduring corpo-
rate philosophy of “Sharing Passion & Performance” with our
purpose of “Well-Being of People around the World.” This deci-
sion was made in response to the voices of employees asking
for our precious philosophy to have a clear position within the
medium-term management plan that guides our growth.
Another goal behind the definition of this mission was to
share our aspirations with internal and external stakeholders.
In formulating the new medium-term management plan,
we took a backcasting approach starting from our mission
and management vision to determine how we needed to
change over the next three years in order to accomplish
these goals. As part of this process, we defined material
issues that represent the priority management issues to
be addressed in order to fulfill our mission and realize our
vision. This entailed reframing the material issues that had
previously been established from the perspectives of sustain-
ability and ESG issues as material issues for management
that can be incorporated into all of our business activities.
Moreover, the new medium-term management plan
describes how we will further build upon the successes
of the previous plans, which have been centered around
increasingly large themes, starting with profitability and
escalating to brand power and then value creation. This is
how we have proceeded to heighten corporate value. In
the next stage represented by the new medium-term

Medium-Term Management Plan Basic Policy

" Enhance capacity for sustainable growth § :
in the new post-COVID-19 society

y 4

SION

Boost brand power to become a highly profitable enterprise

MAKE WAVES 2.0

Enhance growth capability

management plan, we will seek to enhance our capability for
sustainable growth.

Some might wonder why we chose to emphasize growth
capability at this time. Basically, | believe that most pressing
among the numerous management challenges we face at
this point in time is the drop in revenue as a result of the
COVID-19 pandemic. A glance back at the past 15 years will
reveal that our revenue had continued to decline after peak-
ing in fiscal 2007, with a net sales figure of ¥550.0 billion
based on the J-GAAP accounting standards used at the time.
In the years that followed, we undertook selection and
concentration measures, including the transference of our
metal product, resort facilities, and lifestyle-related products
businesses. The resulting downturn in sales was exacerbated
by the 2008 global financial crisis, and these factors eventu-
ally led net sales to fall to ¥350.0 billion in fiscal 2012. We
were able to recover net sales to around ¥400.0 billion, but
the pandemic later sent figures plummeting to the ¥300.0
billion level. It was in fiscal 2022 when we were
finally able to get revenue back above ¥400.0 billion.

Even if revenue growth is flat, it is still possible to increase
profit to a certain degree by improving profit margins.
Yamaha, however, will take a different path. We are commit-
ted to proving that our confidence in the latent potential
of music and instruments was not unfounded in order to
contribute to the “Well-Being of People around the World."
For this reason as well, it is important for us to paint a vision

Purpose
Well-Being of People around the World
MISSION i ,
orporate Philosophy
Sharing Passion & Performance
V4

Management Vision
Becoming an Indispensable,
Brilliantly Individual Company

& /

'&\QQ 2019-2022

MAKE WAVES 1.0

Boost value creation
capabilities

QQ
) /

By 2016-2019

NEXT STAGE 12 ncrease brand power

fl o

.

N4
)
&
o

YMP2016 Increase profitability

2013-2016
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of the future and to resume our pursuit of growth to accom-
plish this vision.

When we speak of our intent to enhance our growth capa-
bility, we are talking about our dedication to bolstering our
potential for sustainable growth, which includes our resilience
toward change. Accordingly, the new medium-term

management plan is not a plan for merely growing top-line
revenue through measures such as M&A activities for
expanding our scale. We therefore hope you will look forward
to seeing how much Yamaha can enhance its capabilities for
sustainable growth over the period of the new plan.

Enhancement of Growth Capability

The new medium-term management plan delineates three
key policies for enhancing our sustainable growth capability.

Key Policy 1: Further strengthen the business
foundation

The themes under the policy of further strengthen the busi-
ness foundations are (1) Develop closer ties with customers,
(2) Create new value, and (3) Be more flexible and resilient.
Themes (1) and (2) were also areas of focus for the previous
medium-term management plan. The number of Yamaha
Music ID registrants has been defined as a non-financial indi-
cator for gauging the progress of initiatives based on theme
(1), and we have set a target of five million registrants. We
are in the process of transitioning to the new frameworks for
integrating our roughly four million current holders of Yamaha
service IDs, which means that we can accomplish this target
by acquiring another million users.

For theme (2), we will continue the initiatives of the previ-
ous medium-term management plan to expand our lineup of
products that capitalize on Yamaha's strengths in acoustic and
digital technologies. For this theme, the plan puts forth the
indicator of the number of new concept products introduced.
| have high expectations with this regard as we are already
seeing a variety of new ideas for such products. We also
intend to use a platform tentatively named Yamaha Music
Connect to provide new ways of enjoying sound and music
by supplying customers with services personalized to their
needs based on the information we have collected.

Theme (3) relates to the pressing issue of raising our resilience.

We have earmarked ¥35.0 billion for investment in this area
to be used to expedite the development of frameworks for
flexible supply of products to the market, even in an opaque
operating environment. These investments will be directed
toward revising production systems, improving the capabili-
ties of existing factories, and utilizing the Internet of Things
(loT) and other digital technologies. We have also examined
our prior production process policy of positioning processing
and assembly functions at separate factories from the per
spective of production efficiency. Based on our new policy,
we have been reorganizing our production system to manu-
facture the same models at multiple factories and to develop
lines in which all steps from processing to assembly are per
formed at the same location in certain regions. Yamaha will
also be bolstering its R&D foundations and promoting digital
transformation to create new value and reform processes.

Key Policy 2: Set sustainability as a source of value
For the key policy of set sustainability as a source of value,
we have defined key themes from the perspectives of the
environment, society, and culture. From the perspective of
the environment, we seek to build a value chain that supports
the future of the earth and society. Efforts to this end will
include reducing CO2 emissions in response to climate
change, practicing sustainable use of timber for use in musi-
cal instruments, and pursuing resource savings and reduction
in waste and hazardous substances. For example, in the past
we have applied several coatings of black paint to pianos, and
then grinded down this paint during the polishing process.

Production base (India)
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However, this approach led to an amount of paint becoming
wasted through the polishing process that surpassed the
amount that remained as coating on the piano. This approach
is important for producing a deep and elegant color, but we
cannot deny the large impact this process has on the environ-
ment. Conversely, if we were to share such environmental
impacts as part of product information, customers may come
to assign higher evaluations to pianos that take advantage of
the aesthetic of the natural wood. In this manner, | believe
ideas that defy conventions and communication with custom-
ers will be more important than ever in responding to con-
sumer values in a receptive manner going forward.

In terms of society, we look to enhance our brand power
and competitiveness by contributing to comfortable lives.
One area we are focusing on in this quest is remote perfor
mances and communication. We are also accelerating our
efforts for ensuring respect for human rights across the
supply chain, and we have set a target of introducing on-site
supplier audits at 60 companies. Furthermore, Yamaha is seek-
ing to propose new health and safety value that calls upon its
expertise as a company involved in sound. This value will be
provided through products that reduce the burden placed on
users’ ears, technologies for facilitating traffic safety via voice
guidance, and contributions to quality of life with music.

As for culture, Yamaha looks to expand the musical-
instrument-playing population. Targets for accomplishing this
goal include the number of individuals aided through instru-
mental music education promotion and support activities and
the number of students of overseas music schools. To work
toward these targets, we are accelerating the cultivation
of the instructors and technicians that are indispensable to
the development of musical culture along with activities for
supporting musicians and researchers.

Key Policy 3: Enable Yamaha colleagues to be more
valued, more engaged, and more committed

The themes for the key policy of enable Yamaha colleagues
to be more valued, more engaged, and more committed are
as follows: (1) Increase job satisfaction, (2) Promote respect
for human rights and diversity, equity, and inclusion (DE&),
and (3) Foster open organizational culture where people can
proactively take on challenges.

Yamaha is in the business of sound and music, which is
directly tied to people's sensitivities. As such, our greatest
management resources are our creativity and the people who
supply this creativity. | am always thinking about what we
need to do to ensure that employees enjoy their work and
are able to take on new challenges. This is because, based
on my own experience, | believe that employees produce the
best output when they find their job fun and engaging.

Yamaha has been developing a global business since the
1950s, meaning that we have talented people across the
globe. Energizing this diverse staff of talented individuals and
tying this energy to the growth of the Company is imperative
to the ongoing creation of corporate value. This is the reason
that making our colleagues more valued, more engaged,
and more committed has been positioned as a key policy,
as opposed to a measure, under the new medium-term
management plan.

Teleworking has become commonplace over the past two
years, increasing the degree of freedom employees have in the
way they work. Employees are thus able to choose the ideal
workstyle option based on their own duties and the stage of
whatever they are doing. Depending on the job at hand, they
may choose to work alone at home, or to go into the office to
talk to their colleagues face to face. However, it is important to
ensure that the pursuit of short-term efficiency does not lead
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to workstyles that impede the medium- to long-term growth
of the organization or of individuals, perhaps by causing a loss
of creativity or of trust-based relationships with colleagues.
As such, | believe that management has an important duty to

build frameworks and foster a corporate culture that allows us
to exercise creativity at both the individuals and the organiza-
tional level.

Road to Accomplishment of the Targets of the New Medium-Term Management Plan

Under the new medium-term management plan, we will
advance initiatives based on the themes defined for the three
key policies while also working toward the accomplishment
of the three non-financial targets set for each of these poli-
cies. Together with these non-financial targets, we will
pursue the financial targets of a revenue growth rate of 20%,
a core operating profit ratio of 14%, and ROE and return on
invested capital (ROIC) of 10% or more. At the moment, raw
material prices are soaring against a backdrop of rising crude
oil prices and difficulties procuring semiconductors as a result
of geopolitical risks. The higher material prices have prompted
the industry to adopt a policy of transferring these costs to
the buyer. Yamaha has not escaped the impacts of this trend,
as we saw costs grow by approximately ¥12.0 billion in fiscal
2022, roughly 50% of which we transferred to the prices of
our products. We also expect an increase in costs of between
¥5.0 billion and ¥6.0 billion during fiscal 2023, the first year of
the new medium-term management plan. However, we antic-
ipate that we will be able to offset all of this increase, includ-
ing that outstanding from fiscal 2022, by raising selling prices.
The new medium-term management plan also sets the
course for the business portfolio we will target in the future.
Specifically, we will seek to strengthen our earning power
centered on the piano and wind, string, and percussion
instruments businesses while also growing our digital musi-
cal instruments business. At the same time, we will cultivate
our guitar, industrial machinery and components, and new
service businesses into future growth pillars. Our guitar busi-
ness has suffered from a relatively low share to date, but this
business has continued to grow nonetheless, and | believe

that the possibility of getting this business on the growth
track is within reach. The audio equipment business, mean-
while, struggled for a bit during the COVID-19 pandemic.
However, this does not change the fact that its market has
significant growth potential. Several initiatives in this busi-
ness are already beginning to produce results, and | therefore
expect that we can get this business on the growth track by
combining these initiatives to generate synergies.

When formulating the new plan, we were meticulous
not only in crafting the plan itself but also in deciding the
approach we would use to explain the plan. For previous
plans, we began by putting forth our financial targets and
explaining how we will accomplish them. For the new plan,
we are taking the opposite approach; first describing our
overarching vision and management policies and then looking
at the challenges needing to be overcome in order for Yamaha
to grow. This framing is then used to explain the specific
measures we will be implementing as well as our non-
financial targets. We end with the financial targets that
will be accomplished as a result of the measures we have
explained up to this point. You may have noticed that this is
exactly the approach | took in explaining the plan to you just
now. Through this approach, we sought to avoid becoming
preoccupied with numbers and to facilitate employee under-
standing and action. In other words, we wanted to explain
the plan in a manner that gave people a genuine, intuitive
understanding. This same approach is also used in explaining
the plan to shareholders and investors in order to ensure
uniformity in the messages we communicate both inside
and outside of the organization.

Intangible Assets as a Growth Driver

Among its various types of intangible assets, Yamaha places
particular emphasis on its technological capabilities. With
this regard, it is not enough to merely develop cutting-edge
technologies; we also need technologies for quantifying the
sensibilities regarding listening and for utilizing such quanti-
fied data in products. This is an area where | believe that
Yamaha is without peer. The evolution of such distinctly
Yamaha technologies will be an important growth driver
under the new medium-term management plan.

| suspect that intangible assets, such as the technological
capabilities and brand power we have continued to hone, will
become increasingly important when it comes to evolving
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our business model in response to changes in society and in
the market. Another important intangible asset will be our
customer data platform, the database in which we store
Yamaha Music ID information. | mentioned that we do not
plan to take part in M&A activities for the sole purpose of
growing in scale. However, we will actively examine the
possibility of M&A activities for bolstering our portfolio of
technologies, intellectual properties, consumer data, and
other intangible properties to enhance our growth capability.



Governance for Supporting Transformation

I ' would now like to talk a little about corporate governance at
Yamaha. | feel that we have been seeing qualitative improve-
ments to discussions at meetings of the Board of Directors
as of late. Mr. Hiromichi Shinohara and Ms. Naoko Yoshizawa,
the new outside directors who joined us in June 2021, boast
experience in managing major companies in businesses that
use digital technologies. Accordingly, they are extremely
insightful when it comes to managing from the perspective
of technologies. Moreover, the ability to gain input and advice
from outside directors with varied backgrounds and insight
has also helped me make new discoveries. Discussion on the
type of evolution Yamaha will need to undergo in the future

with these members has made it clear that one of the func-
tions of governance is supporting transformation in pursuit of
the medium- to long-term creation of value.

As well, the position of audit officer, established in 2020, is
contributing to improvements to our auditing and information
collection functions, which were previously areas of concern.
Audit officers have also proven to be reliable allies to the
members of the Audit Committee. Furthermore, their efforts
have been providing a positive type of pressure to the execu-
tive team, and | expect that the audit officers will help drive
ongoing qualitative improvements to governance and internal
control systems.

True Value of Yamaha Seen in Diligence

ForYamaha, there is a positively correlated relationship
between sustainability and earnings growth. When aware-
ness for sustainability began rising across society, Yamaha
was quick to take a diligent stance toward promoting sustain-
ability. This diligence has contributed to our brand image and
is one of the reasons that Yamaha's products and services
have been able to win the support of customers. This means
that the level of diligence we exercise in pursuing the non-
financial targets of the new medium-term management plan
will translate directly to the enhancement of our growth capa-
bility. Accordingly, | want fiscal 2023, the first year of the new
plan, to be a year in which we demonstrate the true value of
Yamaha by taking a diligent stance in all of our endeavors.
Through such diligence, we should work to prove our growth
capability to stakeholders.

| look forward to ongoing engagement with shareholders,
investors, and other stakeholders through online and other
venues. | would also like to ask our stakeholders for their
continued support going forward.

September 2022

Takuya Nakata
Director, President and Representative Executive Officer
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MAKE WAVES 2.0 MEDIUM-TERM MANAGEMENT PLAN

i i o )

Make Waves 1.0, the previous medium-term management plan, We failed to accomplish the financial targets of the previous
which covered the period from April 1, 2019 to March 31, 2022, medium-term management plan due to the significant impacts
defined our management vision (medium- to long-term vision) on business activities from supply chain disruptions and restric-
as “Becoming an Indispensable, Brilliantly Individual Company, tions on social activities resulting from the COVID-19 pandemic.
boost brand power to become a highly profitable enterprise.” In Regardless of these challenges, steady progress was made in
pursuit of this vision, we advanced four key strategies—develop the four key strategies. We were therefore able to achieve the
closer ties with customers, create new value, enhance productiv- non-financial targets defined in Make Waves 1.0 for corporate
ity, and contribute to society through our businesses—in accor- brand value, music popularization for learning musical instru-
dance with the basic strategy of “develop closer ties with ments in emerging markets, and certified timber use. This
customers and society, and boost value creation capabilities.” accomplishment is especially noteworthy given that this was the
first time such non-financial targets were set in a medium-term
management plan of the Company.

Prog ress of Key Strategies v Accomplished sufficiently during period of Make Waves 1.0 X Ongoing focus under Make Waves 2.0
Integration of customer data platform progressed, thereby accelerating digital marketing v
Develop Closer
Ties with Yamaha in-vehicle sound system domain expanded through adoption of Yamaha products for automobiles of five companies v
Customers - ! Sales opportunities lost due to supply shortages caused by semiconductor procurement and logistics difficulties X
Launched distinctive products fusing a wide range of technologies v
Create New Value e 4 Provided products and services that meet new demand related to remote and other solutions v
Promoted development of various business platforms and began shift to utilization of platforms under the new medium-term management plan X
Accelerated workstyle reform promotion and business transformation triggered by the COVID-19 pandemic v
Enhan_c? Launched factory in India, expanded production capacity and number of models manufactured v
Productivity
Cost increase outweighed cost reduction efforts amid the COVID-19 pandemic
Yamaha Music School opened in a new market (first authorized facility in Saudi Arabia) v
The Yamaha Group recognized with an “A" rating for climate change by the CDP v
Selected as a Health & Productivity Stock Selection Brand for 2022 v
Financial Targets
- Make Waves 1.0
M Revenue (billions of yen) (2019/4-2022/3)
Core operating profit (billions of yen) B
= Core operating profit ratio (%)
13.8%
|
—
N [
[ |
12 1
s 10. 10.
2020/3 Results 2021/3 Results 2022/3 Results
Revenue
(Billions of yen) 434.4 414.2 372.6 408.2 470.0
Core operating profit
AF 2.7 46.4 40.7 43. .
(Billions of yen) 5 0 3.0 65.0
Core operating
; : 12.1% 11.2% 10.9% 10.5% 13.8%
profit ratio o o 0.9% 0.5% 3.8%
ROE 11.1% 10.1% 7.4% 9.2% 11.5%
ERS ¥222 ¥195 ¥151 ¥215 ¥270
Foreign U.S. dollar 111 109 106 112 110
exchange
rate (Yen) Euro 131 122 121 131 125
Non-Financial Targets
Number of students offered
Increased corporate brand value by 1.5 times, instrumental music performance experiences Achieved use rate target of 50%
surpassing the target of 1.3 times through School Project reached 1.3 million, for certified timber

exceeding the target of 1 million students
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Make Waves 2.0 Medium-Term Management Plan

The changes projected under the previous medium-term man-
agement plan, including digitalization, increased emphasis on
diversity, and growing awareness of sustainability, were acceler
ated by the COVID-19 pandemic. The pandemic placed restric-
tions on the movement of people and on face-to-face interactions.
This trend spurred an increase in exchanges of goods and infor-
mation via the internet, giving rise to products and services that
accommodate this new lifestyle. Meanwhile, the growing aware-
ness of sustainability was indicative of a shift in people’s focus
from economic prosperity to a more fundamental feeling of
emotional enrichment.

1

With a view to the new society emerging amid these changes,
the Yamaha Group sees an increasingly wide range of opportuni-
ties to seize, as part of its quest to create excitement and cultural
inspiration with the combination of its technologies and sensibili-
ties founded on sound and music. At the same time, we recog-
nize that the business environment also presents risks of
economic stagnation and unpredicted supply chain disruptions
due to the COVID-19 pandemic.

Such changes to the business environment were considered
when defining material issues.

A New Society Brought about by Business Environment Changes

Business environment forecast

Profound transformation brought

Business environment forecast

Greater diversity in lifestyles and

Business environment forecast

Growing awareness of sustainability

about by accelerated digitalization

The industrial structure and the world are
changing drastically while relationships
with customers are becoming more
direct and closer.

people’s values
Beyond desiring greater functionality
and convenience, people are also
seeking greater emotional satisfaction
and authenticity.

Greater social demand for
corporate social responsibility
Broader awareness that the making of
social contributions leads to corporate value
creation over the medium to long term.

= BARG
' | &) =]
ASAHE -

The COVID-19 pandemic has rapidly changed people’s awareness and the environment,
as part of the transition to the new post-COVID-19 society.

¢ |n an era in which people seek more fundamental forms of fulfilment, sound and music are becoming

much more essential to people.

® People’s purchasing behavior is shifting to digital and online, thus increasing the number of e-commerce users.
* Changes are underway regarding the way people enjoy sound and music and communicate, such as remote ensembles,

online conferences, etc.

The new society offers Yamaha more opportunities to seize through the combination of
its technologies and sensibilities.

Yamaha Group Annual Report 2022 27



Make Waves 2.0 Medium-Term Management Plan

T

Based on its medium- to long-term operating environment out-
look, the Yamaha Group has defined 10 material issues in the
three areas of business foundation, environment and society,
and human resources. These issues represent important
management priorities.

In the new medium-term management plan, these material
issues have been used to shape the three key policies of “further
strengthen the business foundation,” “set sustainability as a
source of value,” and “enable Yamaha colleagues to be more
valued, more engaged, and more committed,” and three key
themes for activities have been defined based on these policies.

Material Issue ldentification Process
In identifying material issues, we defined management issues
and social issues and then assessed these issues based on their

Material Issue ldentification Process

Step 1. Identification of
Candidate Issues

Identification of management
and social issues to be assessed before
selecting those with high relevance to
the Yamaha Group business

For more information on material sustainability issues, please refer to the following website.

D. https://www.yamaha.com/en/csr/materiality/

Material Issues

Customers

Business
oundation

nanagement issues
erning business
activities

Technology

* Encourage open innovation

 Refine skills and heighten technological
proficiency
o Strengthen resilience

Manufacturing

 Realize high quality that leads to absolute

Quality
customer trust
Digital ® Create w value and transform business
transformation proces 1 various fields

Governance  Strengthen Group governance
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importance to fulfilling our mission (purpose and corporate phi-
losophy) and realizing our management vision and based on input
from customers, shareholders, investors, employees, communi-
ties, and other stakeholders. The material issues were finalized
via resolution of the Board of Directors after discussions by the
Managing Council and the Board of Directors.

For the area of business foundation, we focused on identifying
materials with an emphasis on their impact on business activities
in order to select the issues that would be important to fulfilling
our mission and realizing our vision given our operating environ-
ment. Meanwhile, the areas of environment and society and
human resources have been designated as areas for material
sustainability issues. For more information, please refer to the
following diagrams and to page 44.

Step 3. Approval

Finalization of material issues through
resolution by the Board of Directors

staction
human rights an
nal culture where people

Human
esources

Environment

Cultur * Spread and develop music culture
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Purpose

Well-Being of People around the World

MISSION

Corporate Philosophy
Sharing Passion & Performance

Management Vision
Becoming an Indispensable,
VISION Brilliantly Individual Company

Boost brand power to become a highly profitable enterprise

MAKE WAVES 2.0

Enhance growth capability

2
R 4
B I i
e m.zo} MAKE WAVES 1.0 205 s °reet” muu
A

&7 6209 NEXT STAGE 12 Increase brand power

N4
&
<

2013-2016 YMP2016 Increase profitability

Support for the “Well-Being of People around We have been enhancing our corporate value, comprised of
the World” our profitability, brand value, and value propositions, at each
The Yamaha Group aims to support the “Well-Being of People stage of the medium-term management plan based on our
around the World" through its business activities. Our corpo- medium- to long-term management vision of “Becoming an
rate philosophy is “Sharing Passion & Performance: With our Indispensable, Brilliantly Individual Company.”

unique expertise and sensibilities, gained from our devotion to In the new stage of “Make Waves 2.0,” we will further
sound and music, we are committed to creating excitement increase our corporate value based on our basic policy of
and cultural inspiration together with people around the world.” enhancing our sustainable growth capability in the new post-
This philosophy serves as the starting point for our actions. COVID-19 society, which has undergone significant changes.

Basic policy of the medium-term management plan: Enhance capacity for sustainable growth in the new society

v

iness foundation

Djl Information on initiatives based on the defined material issues can be found on pages 30 to 37 as well as on the pages indicated below.

Customers P62-69, P76-77 Environment P45-49, R74-75 Human resources P50-53
Technology P62-75 Society P50-51, P62-69

Manufacturing P62-75 Culture P62-69, P76-77

Quality P62-75

Digital transformation ~ R54-55
Governance R78-101
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Key policy 1
ther strengthen

siness foundation

In Make Waves 2.0, the themes of
"develop closer ties with customers”
and “create new value,” which were also
included in the previous medium-term
management plan, were complemented
with the new theme of “be more flexible
and resilient” based on the lessons
learned from the COVID-19 pandemic.

Key Themes

The Yamaha Group positions sustainability

as a source of corporate value, as opposed
to an obstacle to creating value. Based on

this belief, we will advance initiatives from
the perspectives of the environment, soci-
ety, and culture.

Key Themes

We recognize that it is the engagement and
commitment of our colleagues that drive all
of the value creation activities of the Group.
Accordingly, we practice management in a
way that draws upon the individuality of all
employees to ensure that they can deliver
their best possible performance.

Key Themes

(1) Develop closer ties with customers

Environment
(1) Build a value chain that supports
the future of the earth and society

(1) Increase job satisfaction

(2) Create new value

Society
(2) Enhance brand power and competitiveness
by contributing to comfortable lives

(2) Promote respect for human rights and DE&

(3) Be more flexible and resilient

Culture
(3) Expand market through the promotion and
development of music culture

(3) Foster open organizational culture where
people can proactively take on challenges

Further strengthen the business foundation

[ ] Develop Closer Ties with Customers

The Yamaha Group will adopt a hybrid approach toward soliciting its value that combines digital marketing with physical
bases. At the same time, we are ramping up direct sales as a manufacturer in order to forge stronger ties with customers. We
will also augment and utilize our customer data platform so that we can better advertise our value and expand our lineup of
services that support customers in living lives involving music.

Sales Channels

Sales Evolution for Direct Ties with Customers

Dealer sales

(store + e-commerce)

Manufacturer direct sales
(e-commerce)

Under the previous medium-term management plan, we devoted
efforts to direct marketing so as to cultivate successful examples ’
of customers being directed toward stores based on direct com- I
munications by Yamaha of the value it offers as a manufacturer. Comr\n/i':'zmn

The new medium-term management plan aims to further and services
increase our value communication capabilities by enhancing our

Dealers

Yamaha ‘ ’ Yamaha

Value communication

Sales and services

frameworks for performing direct sales to customers. We thereby D‘,'fgfkfﬁ;a') + St
look to evolve our frameworks to build strong direct ties with Service partners
customers by communicating our value directly to customers in
order to generate benefits for both customers and the market.
A 4 v
’ Customers ‘ ’ Customers
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Value Communication
Hybrid Value Appeal Integrating Digital Marketing

and Physical Stores

The Yamaha Group aspires to issue communications in a manner
that integrates digital marketing and physical stores to expand
and improve communications showcasing its product and brand
value. In addition, we are integrating customer information into
our new digital marketing approach in order to realize a more
effective communication approach. We are also expanding our
network of brand shops overseas.

Direct (digital) marketing Brand experience base

Communicate optimal value tailored
to each customer based on
customer information

Communicate Yamaha brand
promise Make Waves

[ ] Create New Value

Customer Data Platform
Improvement of Customer Data Platform

(Yamaha Music ID) to Develop Closer Ties with

Users over Their Lifetime

Capitalizing on the Yamaha Music ID registration systems

and customer data platforms built under the previous medium-
term management plan, the new medium-term management
plan will target the reinforcement of ties with customers in order
to create services that contribute to each individual customer.

Yamaha Music ID
registrations Yamaha

5 million ID Music ID
registrants

Customers Yamaha

Yamaha is developing new products that combine its strengths in digital and acoustic technologies while building upon the
fundamental advantages of its products. We also look to build a business model that forges longer, wider, and deeper ties

with customers.

Products
Creation of New Products Unique to Yamaha through the
Fusion of Acoustic and Digital Technologies

Yamaha creates unique products and services that other compa-
nies cannot mimic through the fusion of the various technologies
that underpin its competitive edge. A particular area of focus will
be launching products based on this and other new concepts. By
releasing products that allow anyone to enjoy sound and music
anytime, anywhere, we will seek to generate new value.

New concept
nthusiastic Versatile, products
excitement NERSIGLICE  user-friendly 20
features
models

Yamaha’s Strengths

Singin
Measurement 99 Sound source
synthesis

Acoustic Digital

Material Material Signal
analysis processing processing

Customer Performance
sensitivity motion
evaluation analysis

Manufacturing

technology Product design

Services
Acceleration of Lifetime Value Strategy and Develop
Services to Make Life with Music More Enjoyable through
External Collaboration and User-Generated Content
Yamaha aims to improve lifetime value by forging longer, wider,
and deeper ties with customers through the provision of services
matched to individual needs based on the understanding gained
through its customer data platform. We are currently in the pro-
cess of integrating Yamaha's applications and content into a
platform tentatively named Yamaha Music Connect to supply
services that make life with music more enjoyable and to offer
new experiences.

Yamaha Music ID

New experiences

Design optimal services tailored to each New ways to enjoy sound

individual based on customer data platform and music
Anytime
Online —
lessons
- Anywhere
| i Connecting 3 "“
Yamaha Music,Connect s :
Easy Anyone
production / " ¥

presentation SB
of music
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Sensitivities and Al and Network Technologies ——
Creation of New Emotional Experiences with

Advanced Technology and Rich Sensibilities

Yamaha's competitiveness is supported by the understanding and
insight it has fostered in relation to sensibilities during the course
of the Company's long history, which began with musical instru-
ment production. Our core competencies related to sensibility
value will form the basis of our efforts for creating new value
through products and services. With this as our foundation, we
will seek to create new experience value through the provision of
unique products and services that the competition cannot mimic.
These offerings will be developed by combining acoustic and

digital technologies, data analysis and cloud technologies, and
artificial intelligence (Al) and network technologies that connect
people and accommodate their individual preferences.

Em For more information on Yamaha's R&D activities, please refer to page 70.

Network
technology

that connects people

Al technology

that accommodates each
person’s individual needs

Sensibility
T SR
€ Accompaniment ) for value creation ( Remote ensemble )

-~ \ J
e - N o ..
C Practice ) C Security )

[1Be More Flexible and Resilient

To become an entity more resilient to operating environment changes, Yamaha is bolstering its procurement and production

systems and enhancing the production capabilities of existing factories. We have therefore earmarked ¥35.0 billion for invest-

ment in production infrastructure over the period of the new medium-term management plan. In addition, investments will be

conducted to reinforce our development platform by constructing a new R&D base in the Tokyo metropolitan area and ramping

up our use of external resources and alliances. In addition, digital transformation will be used as a tool for reforming processes

and creating new value.

Manufacturing and Technology Development ———
Strengthening of Supply Capacity to Respond to Demand
and Environmental Changes

Because the Company suffered serious impacts from the COVID-
19 pandemic, Yamaha is working to strengthen the resilience of
its procurement and production systems. As one facet of these
efforts, we are strategically limiting numbers of suppliers and
components and increasing our emphasis on risks in managing
these processes. In the past, specific items were produced only
at a single factory. However, we have recently been revising our
global production system to optimally produce items in multiple
areas. We thereby look to achieve ongoing improvements in qual-
ity, cost, delivery, safety, and environment (QCDSE) factors,
regardless of country risks or other operating environment
changes. In addition, efforts are being pursued to improve the
capabilities of existing factories. Specifically, we are actively
developing smart factories that
employ Al, loT, and sensor technolo-
gies. Meanwhile, the production
capacities of factories in Indonesia
and India are being augmented to
accommodate growing demand.

Investment in production

infrastructure

¥35 billion

’ Production area 2 ‘
|
Supply available

T e

Development of production systems in multiple areas to reduce
impacts of halts to production in one area by supplying products from
other areas

Enhancement of Development Platform to

Generate Innovation

The Innovation Center, a new R&D base established in 2018,
consolidates our engineers in order to facilitate the creation

of unique products and innovations by merging wide-ranging
technologies. We are also moving forward with the construction
of a new base scheduled for completion in the Tokyo metropoli-
tan area in 2024. This base will function as a hub for brand
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communication and sales activities R ®
while also introducing new research
and development in this area.
Moreover, the new base is expected to
enable us to better capitalize on vari-
ous open resources and insight avail-
able in the Tokyo metropolitan area and
to promote open innovation. For exam-
ple, we anticipate increased use of
external resources as well as a rise in
alliances as a result of this base.

Yokohama Minato Mirai 21

Digital Transformation
New Value Creation and Process Transformation through
Digital Transformation

Make Waves 2.0 prescribes the utilization of data for new value
creation and process transformation.

To create new value, we will make use of customer data to
provide everyone with the ideal services. At the same time, we
will develop systems for applying our accumulated sound and
music performance and sensibility data to new technologies
while coordinating these systems with various internal and exter-
nal frameworks in order to propose new experiences. Process
transformation, meanwhile, will be promoted through the assign-
ment and development of employees who are proficient in data
use to ensure that the decisions and actions of employees are
grounded on data. We will also build platforms for easy tracking
and visualization of conditions through data. Furthermore, Yamaha
is planning the full-fledged implementation of a new supply chain
management system that connects all stages of the supply
chain, spanning from production to use by customers, in order
to coordinate information from various regions and optimize
decision-making processes. Standardizing and streamlining sales
processes and production management will be another area of
focus. Currently, systems and operating processes sometimes
differ between bases. To rectify this issue, we will pursue stan-
dardization by introducing a shared enterprise resource planning
(ERP) system and consolidating information through this system
to achieve highly accurate operations.
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Set Sustainability as a Source of Value

[] Environment: Build a Value Chain That Supports the Future of the Earth

and Society

The Yamaha Group is cutting CO2 emissions from its business activities with the goal of achieving carbon neutrality by 2050.
At the same time, we are promoting the use of sustainable timber through the preservation of scarce timber resources and
research on alternative timber sources. Other initiatives include reducing waste, curtailing use of hazardous substances,
extending product life spans, and otherwise working to preserve the global environment.

Furnish Responses to Climate Change

In pursuit of its goal of achieving carbon neutrality by 2050,
Yamaha is seeking to lower CO2 emissions from office energy
use by conserving energy and shifting toward renewable energy.
We thereby aim to reduce CO2 emissions by 5% through energy
conservation (COz2 emissions + Production volume) in comparison
to fiscal 2018.

Another focus is reducing the energy consumption of prod-
ucts. Meanwhile, reductions to CO2 emissions from procurement
and logistics are being pursued through coordination with suppli-
ers and measures for increasing logistics loading efficiency.

Path to Achieving Carbon Neutrality (Scope 1 and Scope 2)

FY2031/3 FY2051/3
Reduction of Reduction of
55% 90% or more

M Scope 1 Scope 2

I ——

Achieving carbon neutrality by offsetting 1

5% reduction of CO2 emissions
by conserving energy

Note: CO2 emissions + Production volume; compared with fiscal 2018

Sustainably Use Timber
Yamaha is teaming up with
government agencies and
academic organizations to
advance Tone Forest activities
for promoting sustainable for
estry together with communi-
ties around the world. We
thereby aim to ensure that
we can continue to procure
high-quality timber suited to
the production of musical instruments into the future. In addition,
we emphasize sustainability in timber use and are advancing
research on alternative timber resources with acoustic perfor
mance surpassing existing resources.

T W

Planting of African blackwood (Tanzania)

Cultivation and
conservation of
three tree species*

* African blackwood, Sakhalin spruce,
and Indian rosewood

Sustainable timber use

Sustainably sourced
timber 75%

Note: Based on Company standard

Realize Resource Savings and Reduce Waste
and Hazardous Substances
We seek to reduce new use of finite resources and curb waste
through use of recycled and renewable materials and reductions
to plastic use. Yamaha is also enhancing its maintenance and
repair technologies and service systems and bolstering product
renovation and upgrade offerings to extend product life spans. In
addition, we are accelerating efforts to cut down on the use of
volatile organic compounds and other hazardous substances in
coatings and adhesives.

Maintain “A” rating awarded
by the CDP for climate change

CLIMATE

5%

improvement in logistics loading efficiency

New compact products

Elimination of plastic packaging materials
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[]Society: Enhance Brand Power and Competitiveness by Contributing to

Comfortable Lives

By supplying products and services that benefit people in relation to remote and non-face-to-face interactions, Yamaha aspires

to respond to the needs of the new society. We are also promoting respect for human rights across the value chain in order to

contribute to the realization of an equal society. As a distinctively Yamaha initiative, we are dedicated to the protection of health

and safety as it pertains to sound by installing the Listening Care function in audio products and by taking other measures.

Creation of Remote Environments for
the New Society
Yamaha possesses unique technologies and know-how pertaining
to the creation of enjoyable and immersive remote performances
and lessons and the facilitation of high-quality, natural, and
remote communication. By utilizing these technologies and
know-how, we will support comfortable lifestyles in order to
create secure and satisfying spaces for the new society.

Remote lessons connecting instructors
and students

Issue-free teleconferencing with sound
and video technology

Respect for Human Rights in the Value Chain
Yamaha is promoting sustainability across the value chain. Supply
contracts clearly state that suppliers are expected to comply with

the Yamaha Supplier CSR Code of Conduct, and we request that
suppliers conduct regular self-assessments with this regard.

During the period of the new medium-term management plan,
we will target higher levels of human rights due diligence by con-
ducting on-site audits of 60 suppliers.

On-site audits of

60 suppliers

Contribution to Sound-Related Health and Safety —
Yamaha proposes a variety of solutions built on its sound technol-
ogies. These solutions include earphones equipped with its pro-
prietary Listening Care technology for reducing the burden placed
on user ears as well as in-vehicle communication modules for
emergency reporting systems.

Using sound technologies to contribute to the resolution
of social issues and protect the health and safety of people
will continue to be a focus under the new medium-term
management plan.

[ ] Culture: Expand Market through the Promotion and Development of

Music Culture

Contributing to the promotion and development of music culture is a uniquely Yamaha undertaking. Under the previous

medium-term management plan, initiatives in this area included the School Project. With a continued focus on this project, we
will seek to introduce the project to new countries and to otherwise expand its scope. We will also keep moving forward with
initiatives including the development of digital musical instruments that incorporate local musical traditions, the cultivation
of the instructors and technicians who are vital to the development of music culture, and support for aspiring musicians and

music researchers.

Expansion of the Instrumental-Music-Playing
Population
Unbound by prior conventions, Yamaha is working to realize the
ideal form of music schools for the new society. We also hope
to provide opportunities for first-time musicians as well as musi-
cians returning to the craft to take up an instrument through the
supply of performance support functions, applications, and ser
vices. These are just some of the ways in which we aim to
expand the musical-instrument-playing population.

Our target for the School Project, our ever-expanding program
for promoting the introduction of instrumental music education
in the school education curricula of emerging countries, is for it
to offer instrumental music performance experiences to an
aggregate total of 2.3 million students in 10 countries.

School Project activities in
various countries

Applications that support various music
performances and help manage practice

DEVELOPMENT

% SUSTAINABLE
it GOALS

Overseas music schools

+100,000 students
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Promote instrumental music education to
the curricula of schools in emerging countries

10 countries
Aggregate total of 2.3 million students
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Contribution to Local Music Cultures

Yamaha is developing products that incorporate local musical tra-
ditions and expanding its local software content offerings in order
to help preserve and develop local music cultures. Other efforts
to contribute to the promotion and development of music culture
include the cultivation of instructors and technicians along with
activities for supporting aspiring musicians and music research-
ers. In addition, we are broadening the scope of our LovePiano*
activities with the goal of making people feel more familiar with
the piano.

* Pianos installed at train stations, airports, commercial facilities, etc., that the public
can freely play

Digital musical instruments reproducing LovePiano
the tones of regional and ethnic

instruments

Enable Yamaha Colleagues to Be More Valued, More Engaged, and More Committed

[ ]Increase Job Satisfaction

Seeking to ensure that Yamaha is deemed to be a desirable company to work for, we strive to achieve continuous improve-
ments to workplace engagement by utilizing the results of the newly introduced global employee surveys to shape concrete

measures.

Yamaha is committed to cultivating leaders who can
guide business from a global perspective and to
achieving the ideal allocation of human resources.
As we enhance autonomous career development
support to this end, we will also target higher levels
of job satisfaction by supporting diverse and flexible
workstyles.

[ Promote Respect for Human Rights and DE&

Employee engagement

survey Amount of
Positive response rate for human resource

job satisfaction investment
Continuous Doubled
improvements

Yamaha is dedicated to human rights education and due diligence activities. In addition, we are empowering female employees

and taking other steps to develop a diverse staff. With the foundations built through these efforts, we will practice manage-

ment that capitalizes on the individuality of diverse human resources.

As we promote human rights education and due dili-
gence activities, Yamaha will develop a diverse staff
by empowering female employees and practicing
global human resource management. By capitalizing
on the individuality of diverse human resources, we
look to maximize human resources, develop our
business, and achieve continuous improvements

in corporate value.

Percentage of female
managers Cross-regional

placements
Global average

19% 30 people

[] Foster Open Organizational Culture Where People Can Proactively Take On

Challenges

We are committed to building a comfortable workplace environment that promises psychological safety while fostering an

organizational culture founded on mutual respect in which ambitious undertakings and co-creation are born of the knowledge

and ideas of diverse individuals.

Diverse opportunities for discussion are arranged

to invigorate communication. We are also moving
ahead with reforms to cultivate an organizational cul-
ture that encourages employees to tackle new chal-
lenges without fear of failure in order to ensure that
our culture offers a comfortable workplace founded
on mutual respect.

-

Employee engagement
survey
Positive response rate for
workplace environment
Continuous

improvements
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-

Financial Targets) ‘

The accomplishment of our financial targets is expected to
be a result of our efforts to support the “Well-Being of People
around the World.”

Non-financial targets have been set for each of the three key
policies of Make Waves 2.0. The advancement of initiatives for
achieving said targets is expected to lead the Company to the
accomplishment of the plan’s financial targets.

Non-Financial Targets

idicslorgtolconecimers New value creation indicators Resilience indicators
with customers

Number of new concept products
introduced

20 models
Make Waves 1.0: 10 models

Further strengthen
the business
foundation

Investment in production
infrastructure

¥35 billion
Make Waves 1.0: ¥27 billion

Yamaha Music ID registrations

5 million ID registrants
New indicator

Music culture promotion indicators Environmental impact reduction indicators

10 countries supporting instrumental
music education
Aggregate total of

2.3 million students
March 31, 2022: Aggregate total of 1.3 million

Indicators for job satisfaction Gender equity indicators Indicators for workplace comfort

Employee engagement survey
Positive response rate for
job satisfaction

Continuous improvements
Fiscal 2022: 66 %

CO2 emissions

5% reduction
by conserving energy
Note: CO2 emissions + Production volume;
compared with fiscal 2018

Set sustainability
as a source
of value

Sustainably sourced timber
75%
March 31, 2022: 55% (estimate)
Note: Based on Company standard

-

Enable Yamaha
employees to
be more valued,
more engaged,
and more
committed

Employee engagement survey
Positive response rate for
workplace environment

Continuous improvements
Fiscal 2022: 63%

Percentage of female managers

Global average 19%
Fiscal 2022: 16.5%

i}

To further strengthen our business foundation, we will make
greater use of digital marketing and our customer data platform
to forge stronger connections with customers. At the same time,
we will conduct investments surpassing those performed under
the previous medium-term management plan in order to propose
new value and bolster resilience. Setting sustainability as a source
of value, our first priority will be to expand the School Project to
other countries as part of our efforts to promote music culture.

The Company will also look to reduce its environmental impact
by increasing its use of sustainable timber, cutting CO2 emissions
through energy-saving activities, and helping conserve resources.
Our efforts to enable Yamaha employees to be more valued,
more engaged, and more committed, meanwhile, will include
increasing the ratio of female managers and striving to make the
Company a more comfortable and motivating place at which to
work.

Financial Indicators Investments and

shareholder returns
¥170 billion
(For 3 years)

Operating cash flows
¥170 billion
(For 3 years)

20%

Revenue growth:

14%

Core operating profit ratio:

Financial Indicators
Achieving both

Depreciation
¥40 billion

Regular investments

40 billion Same level as depreciation

10% or more

growth and ROE: (Cost of shareholders’ ||
profitability equity™': 78%) Expansion of production
facilities and equipment
10% or more L Workstyle innovation
ROIC*2z ©° Strategic investments g e S et

(WACC**: 7.6%)

Investment and share-
holder returns
Well-balanced alloca-
tion of investments in
growth and returns to
shareholders

Total return ratio: 50% over three years

*1 As of March 31, 2022

*2 ROIC = Core operating profit after income taxes / (Equity attributable to owners of
parent + Interest-bearing debt)
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¥65 billion

Net income
¥130 billion

Shareholder returns
and dividends
¥65 billion

Sustainability

New businesses
Marketing and R&D
M&As, etc.
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Make Waves 2.0 puts forth four financial targets aimed at achiev-
ing both growth and profitability. The main financial targets are
those set for the core operating profit ratio and for ROE, both
indicators for which targets were set under the previous medium-
term management plan. These ongoing targets are comple-
mented by new targets for revenue growth, an indicator for
gauging growth, and ROIC. ROIC is an indicator of profitability

in comparison with the amount of capital invested. This indicator
differs from ROE in that it includes interest-bearing debt in the
denominator, thereby painting a broader picture of the capital
used in the Company’s management, and in that the numerator
uses core operating profit after income taxes to better illustrate
the earnings from Yamaha's core business.

Businesses to
Be Fostered

Develop future pillars
while improving
profitability by
actively investing and
expanding scale

Guitars CAGR 10%

In rial Machinery and Components

Businesses to
Be Rebuilt

Strengthen revenue
base by expanding
business domain
and sales

Audio Equipment CAGR 10%

Actively seek M&As and other opportunities

Work on external alliances to accelerate business growth

Growth rate

A target of 20% has been set for revenue growth while we
will target a core operating profit ratio of 14% and a figure of
10% or more for both ROE and ROIC. The core operating profit
ratio target of 14% represents our intent to once again work
toward the level targeted under the previous medium-term
management plan. All of these targets are to be accomplished
through measures based on our strategies, and capital generated
through the accomplishment of these targets will be directed
toward business investments and shareholder returns.

- ]

Growth
Businesses
Drive market growth to
expand business

scale through
demand creation

Digital musical instruments CAGR 7%

Earnings ratio X
High

Core Businesses

Increase profitability as
a pillar of business
through expansion of
high-value-added
products

Pianos
CAGR 5%

Wind, string,
and percussion instruments CAGR 7%

CAGR: Average annual growth rate over the three years of
the medium-term management plan

In conjunction with the launch of the new medium-term management plan, Yamaha recategorized its principal businesses from the per
spective of its portfolio. Categorizing businesses based on whether they are to be fostered, grown, or rebuilt or if they are to be posi-
tioned as core businesses, we will practice portfolio management that allocates management resources in accordance with the new
categories in order to achieve improvements to corporate value over the medium to long term.

The digital musical instruments business, which boasts higher growth rates and profit margins, will be positioned as

Growth . . ) . . )
. a growth business. We will seek to expand the scale of this business by creating new demand to drive the growth of
Businesses
the market.
c Core businesses include our piano and wind, string, and percussion instruments businesses, in which we prioritize
ore . . ) ) . . . ) :
Businesses profit margins over growth rates. In these businesses, we will pursue higher earnings capacity by increasing sales of
usi

high-value-added products.

Businesses to
Be Fostered

We look to foster our guitar and electronic devices businesses, which still have room to improve profitability, as
future pillars anticipated to display high growth rates. These businesses will be the target of an expanded scale
through proactive investments while also advancing efforts to boost profitability. VWe will also focus on fostering new
services in promising growth fields during the period of the new medium-term management plan.

Businesses to
Be Rebuilt

in the future.

There is a need to rebuild the audio equipment business, which suffered to a particularly large degree amid the
COVID-19 pandemic, given the current changing operating environment and supply difficulties. VWe expect to grow
sales by expanding our business domain to include new markets, which will make it possible to strengthen our
earnings foundations in this business. The audio equipment business is anticipated to become a growth business
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CORPORATE STRATEGIES

FINANCIAL STRATEGIES AND ENHANCEMENT
OF MANAGEMENT FOUNDATIONS

Satoshi Yamahata

Director and Managing Executive Officer

Executive General Manager of Corporate Management Unit

Executive General Manager of Human Resources and General Administration Unit

We will pursue higher levels of corporate value by
advancing strategies based on the three key policies of
the new medium-term management plan to accomplish
our non-financial and financial targets.

Review of Fiscal 2022

In fiscal 2022, the final year of Make Waves 1.0, our previous Revenue / Core Operating Profit Ratio

medium-term management plan, we were unfortunately (Net Sales / Operating Income Ratio) )
unable to meet any of the financial targets set out by the g!ons ofver ‘;)
plan. This failure was largely a result of the substantial restric- 437.4 500.0
tions placed on Yamaha's production and sales activities due 450 4355 40g.5 4330 4344 4142 372.6 408.2 - s
to the impacts of the global COVID-19 pandemic and world- - 128 15 ' 140
wide semiconductor and maritime transportation container 300 | 10.9 : 12 109 105 10
shortages. Although performance fell short of our targets,

we saw growth nonetheless, with revenue of ¥408.2 billion, 150 5
up ¥35.6 billion year on year; core operating profit of ¥43.0

billion, an increase of ¥2.3 billion; and profit attributable to 0 163 s e 193 208 28 228 <F02r§§su <2Pw5a/n3» 0
owners of parent of ¥37.3 billion, a rise of ¥10.6 billion. These JGAAP [ =IFRS oo

figures led to a core operating profit ratio of 10.5%, ROE of medﬁ;ﬁ?—irm medﬁ?nvierm
9.2%1 and EPS of ¥215. management plan management plan

Core Operating Profit Analysis
Versus Previous Fiscal Year

(Billions of yen)
60 | . Increase in
mpact o sales and production ) .
exchange rates and model mix. etc. Industrial machinery and
+7.6 +11.0 ' components business and
: the other businesses
Increase in labor costs +2.9 43.0
¥ 40.7 at overseas factories
Cost
increase SG&A
(4.3) Ocean freight (7.5)
charges
30 (6.5)
0 21/3 22/3
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ROE J-GAAP = IFRS
(%)
20

14,00 14.5%

10.1

EPS J-GAAP M IFRS
(Yen)
400

292*

300 249% 241 292
195 =

200 169 151

100

0 16/3 17/3 18/3 19/3 20/3 21/3 22/3 23/3'/ 25/3
(Forecast)  (Plan)

Previous New
medium-term medium-term
management plan management plan

*1 Including the recording of deferred tax assets
*2 Including gain on sales of a portion of shares in Yamaha Motor Co., Ltd.

| would now like to discuss the reasons behind the
increase in core operating profit in comparison with the
previous fiscal year. Higher costs were seen in the form of
increases of ¥4.3 billion in procurement costs and ¥6.5 billion
in ocean freight charges as well as in a rise in selling, general
and administrative (SG&A) expenses. Nevertheless, a year
on-year increase in core operating profit was achieved thanks
to higher sales of and production levels for major products
as well as strong performance in the industrial machinery
and components business and the others business.

0 16/3 17/3 18/3 19/3 20/3 21/3 22/3 23/3
(Forecast)

Previous New
medium-term medium-term
management plan  management plan

These upturns were supported by solid demand. It is our
policy to reflect cost increases in product selling prices, but
we were unable to fully do so in fiscal 2022. The portion of
cost increases unable to be reflected will thus be an issue to
be addressed in fiscal 2023, which we will go about doing
while also reflecting any further hikes to costs that might
occur. We also see a need to bolster the resilience of our
supply chains given the potential for us to become unable to
conduct production in the event of disruptions in the supply
of semiconductors and other materials.

Growth under the New Medium-Term Management Plan

Make Waves 2.0, the new medium-term management plan
launched in April 2022, targets revenue growth of 20%, a
core operating profit ratio of 14%, and ROE and ROIC of 10%
or more. For revenue, we look to achieve a figure of ¥500.0
billion in fiscal 2025, which will be reached in part by growing
our musical instruments, industrial machinery and compo-
nents, and others businesses. In addition, we will work to
reinvigorate the growth of the audio equipment business,
which has been struggling due to sluggish demand amid the
COVID-19 pandemic and the supply shortfalls resulting from
the difficulties in procuring semiconductors. Our regional
approach will entail incorporating the growth of China and
other emerging markets while expanding operations in the

Cash Allocation Policy

Cash flow creation

large market of North America and other mature markets.

If we are to improve the core operating profit ratio, it will
be important to grow revenue in order to take advantage of
the high marginal profit ratio of existing businesses that rep-
resents a strength of Yamaha. In addition, we will seek to
heighten our earnings capacity through an approach combin-
ing revenue growth with selling price increases, cost reduc-
tions, and new value creation. Moreover, we recognize that
there is a need to bolster efforts across the supply chain if
we are to accomplish our target of 14% for the core operat-
ing profit ratio amid the rising costs of procurement, produc-
tion, and transportation.

Growth investments + Shareholder returns

Improve cash flow generation
capabilities through efforts to
enhance asset efficiency via structural
reforms and to heighten profitability
by increasing competitiveness and
reducing costs

Actively implement strategic
investments for future growth
in addition to regular capital
expenditures

Based on a policy of issuing
steady and continuous dividends,
flexibly carry out shareholder
returns in an appropriate
manner with the aim of improving
capital efficiency
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Shareholder Returns

Acquisition of
treasury stock

(Dec. 2017-Mar. 2018)
¥25.0 billion

Acquisition of

treasury stock

(Nov. 2019-Feb. 2020)
¥15.0 billion

Acquisition of
treasury stock
(Aug. 2021-Nov. 2021)
¥28.0 billion
(tentative)
Acquisition of
treasury stock
(Yen) (Feb.~Apr. 2019) (%)
80 ¥20.0 billion 100

66 66 66

60
56
60 52 75
40 50
- 30.7.
20 20.9 = 2
19.2
o 173 18/3 19/3 20/3 21/3 22/3 23/3 0

(Forecast)

Previous New
medium-term medium-term
management plan management plan

M Annual pershare dividend == Dividend payout ratio (right)

*3 Including the recording of deferred tax assets
*4 Including gain on sales of a portion of shares in Yamaha Motor Co., Ltd.

Yamaha has almost no interest-bearing debt, and we do
not plan to adopt a management approach of exerting lever-
age in the future. Accordingly, we will be pursuing our targets
for ROE and ROIC by maintaining our current management
approach of improving profit margins and achieving high
capital efficiency. ROIC is an indicator for which targets were

Three-Year Plans for Cash Flows
in the Make Waves 2.0 Medium-Term Management Plan

Depreciation
expenses

¥40 billion

Regular investments
¥40 billion

Same level as depreciation

Expansion of production facilities
and equipment
Workstyle innovation
(office reorganization)

Strategic investments Sustainability

¥65 billion .
New businesses
Marketing and R&D
M&aAs, etc.
Net income

¥130 billion

Shareholder returns
and dividends

¥65 billion

Operating Investments and
cash flows shareholder returns
¥170 billion ¥170 billion

not set under the previous medium-term management plan.
We chose to employ this indicator for the new plan, however,
as it is easy to understand for business divisions and there-
fore effective for unifying frontline business efforts and
Groupwide management strategies.

Cash Generation Capabilities and Financial Strategies

Over the three-year period of the previous medium-term
management plan, operating cash flows generated ¥151.4
billion while ¥16.8 billion was produced through investing
activities, making for free cash flow of ¥168.2 billion. Net
cash provided by investing activities was posted as a result
of measures emphasizing financial stability, including our
limiting the scope of investment amid rising uncertainty
caused by the COVID-19 pandemic and our selling of a por
tion of cross-shareholdings. With this disciplined stance
toward investment, we carefully selected investment projects
that will contribute to future growth. Within the scope of
¥50.0 billion for strategic investments and ¥40.0 billion for
standard investments prescribed for the period of the previ-
ous plan, we conducted investments centered on bolstering
production capacity, including for the construction of new
factories in India and Indonesia.

Under the new medium-term management plan, we proj-
ect three-year aggregate operating cash flows of ¥170.0
billion. This cash will be allocated to investments and
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shareholder returns in a balanced manner. Specifically, we
intend to use ¥65.0 billion for strategic investments, ¥40.0
billion for standard investments, and ¥65.0 billion for share-
holder returns. Targets of strategic investments will include
the continuation of the production facility augmentations car-
ried out under the previous medium-term management plan
as well as office reorganizations, research and development,
new business creation, and M&A activities. As for share-
holder returns, we targeted a total return ratio of 50% during
the period of the previous plan and proceeded to issue
annual dividend payments of ¥66 per share for three consec-
utive years, despite the opaque operating environment.
Meanwhile, the funds obtained from sales of cross-
shareholdings were used to acquire treasury stock. We were
thereby able to deliver an incredibly high three-year total
return ratio of 78.8%. Under the new medium-term manage-
ment plan, we will continue to target a total return ratio of
50% as we issue shareholder returns while striking a balance
with growth investments.



Focuses of the New Medium-Term Management Plan

Make Waves 2.0 is a plan that is not preoccupied with
addressing the management issues we face in the short
term. Rather, it was formulated to use a backcasting
approach from our medium- to long-term vision to determine
our directives so that we can focus on how to bridge the gap
between our current position and our vision. To paint a clearer
picture of this gap in the new medium-term management
plan, we have defined material issues that will be addressed
on a priority basis by management and positioned the plan
as a collection of measures and initiatives for tackling

these issues.

This plan was created over a period of around 18 months.
Before we got into the essentials of the plan, we used the
first six months to engage in in-depth discussions regarding
sustainability as part of formulating the overall directives and
policies for the plan. Then, over the remaining 12 months,
we narrowed down the measures and targets to be pursued
under the plan. Through this process, we sought to align
employees and management toward a common goal and
to lay the groundwork for a constructive dialogue. Dialogue
was also a focus at meetings of the Board of Directors as we
actively allocated time for discussions and thereby gathered
a variety of options and advice from outside directors. One
area regarding which advice was received was digital trans-
formation. The executive team is prone to looking primarily
at the process reform side of digital transformation, but
outside directors reminded us that the fundamental purpose
of digital transformation is to create value. This realization
provided a new launchpad for discussions on our digital
transformation measures.

It was two medium-term management plans ago when
Yamabha first put forth contributing to the realization of a sus-
tainable society as a priority theme, and we have continued
to evolve our initiatives with this regard ever since. Yamaha
does not view sustainability as being separate from its busi-
ness. Rather, sustainability is positioned as the foundation
for our management and business activities. The position of
sustainability within Yamaha's management is apparent in not

only how we explain the non-financial targets of the new plan
before talking about the financial targets but also in the scope
and level of detail of said non-financial targets.

One particularly noteworthy element of Make Waves 2.0 is
the inclusion of the policy of “enable Yamaha colleagues to be
more valued, more engaged, and more committed.” The deci-
sion to include this policy was made based on internal
discussions on the importance of gaining the understanding
of employees and empowering them in their efforts.

One of our measures for empowering employees in this
manner is global human resource management. We recently
set up a dedicated global human resource organization within
our personnel department and appointed a non-Japanese
individual to head this organization. We anticipate that this
organization will drive initiatives for tying diversity to growth
based on ideas and perspectives not found among our
Japanese staff. We have also begun building frameworks
for spurring autonomous action by employees, which is an
important element of human resource management. In par
ticular, we are installing these frameworks at domestic Group
companies. At the same time, discussions are moving ahead
centered on the personnel department about how best to
encourage employees to take a serious look at their careers
and to support them in career advancement.

Furthermore, we have been issuing employee engagement
surveys to gauge how our efforts are contributing to
employee empowerment. Previously limited to Japan,
the scope of these surveys has been expanded to include all
14,000 Yamaha Group employees working across the globe.
Using survey questions developed by an external specialist
firm, as opposed to creating our own survey questions,
has allowed us to measure changes over time while also
comparing our scores with those of other global organiza-
tions. We expect that this approach will make it possible to
highlight the unique characteristics of Yamaha while also iden-
tifying its issues through comparison with other companies.
These surveys will be issued on an annual basis to analyze
the results of our efforts and to guide future initiatives.

In Closing

It is currently very difficult to accurately assess the operating
environment or the level of risks. Given this uncertainty,

we are faced with the pressing task of strengthening the
resilience of our supply chains to build a robust corporate
constitution that drives growth with change. Our new
medium-term management plan has received a lot of praise

from investors. By moving ahead with the measures
prescribed in this plan, we aim to demonstrate the full
capacity of the Yamaha Group.

| hope that our shareholders, investors, and other stakeholders
will continue to provide their frank opinions and advice and to
offer Yamaha their ongoing support and understanding.
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SUSTAINABILITY MANAGEMENT

Today, numerous environmental and social risks are materializing on a global scale, placing humanity at a crossroad star-
ing down two paths: one to a sustainable society and one to an unsustainable society. As a responsible organization,

the Yamaha Group places sustainability at the heart of its management and business activities. We also engage with
stakeholders based on an understanding of the environmental and social impacts of our business activities and in
accordance with the Yamaha Group Sustainability Policy. We are thus accelerating various initiatives to help shape

a sustainable society.

Sustainability Promotion System discussing these matters. Five working groups—the Working Group
Under the guidance of the Board of Directors, Yamaha Corporation for Climate Change, Working Group for Resource Circulation, Working
has established the Sustainability Committee as an advisory body Group for Procurement, Working Group for Human Rights, DE&, and
to the president. This committee is tasked with discussing directives Working Group for Social and Cultural Contributions—have been

for Groupwide sustainability initiatives, monitoring initiatives for each formed under the Sustainability Committee to formulate activity
division, and reporting to the president on these matters. The Board policies for important Groupwide themes and monitor trends in their
of Directors receives reports on the deliberations and findings of the respective areas. The working groups act on a cross-business basis
committee with regard to matters such as revisions to material issues by coordinating with the relevant divisions to advance activities based
and sustainability policies, and provides approval as appropriate after on the theme of their assigned area.

Board of Directors
|
President and Representative Executive Officer
|

Sustainability Committee (Committee chairman; President and Representative Executive Officer)

T T

Working Group for Climate Change

Working Group for Resource Circulation

Working Group for Procurement

Working Group for Human Rights, DE&I

Musical Instruments &
Audio Products Production Unit
Musical Instruments &
Audio Products Sales Unit

Working Group for Social and Cultural Contributions

Musical Instruments Business Unit
I N N N
Audio Products Business Unit
5§ 0§ B
I N N N
5§ 0§ B
IMC Business Unit, Golf HS Division
I N N N
Brand Development Unit,
Technology Unit, Staff divisions, etc.

Including Group companies

Fiscal 2022 Sustainability Committee Meetings

Meetings Major Agenda Items

* Revision of material issues and sustainability policies

* Medium- to long-term targets and measures related to carbon neutrality, resource conservation, waste reduction, sustainable timber
procurement, human rights, and diversity

 Priority areas for contributing to social issue resolution and social and cultural outreach through products and services

10 times
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Yamaha Group Sustainability Policy

Throughout its long history, the Yamaha Group has made various
efforts to promote people’s “well-being,” while remaining conscious
of its connection with nature, society and culture. Our products,
made of timber and other natural materials and carefully finished by
skilled craftspeople, have been handed down from generation to
generation and, with some products being given new life through
renewal, loved by many people. In addition to simply selling products,
we have also contributed to promoting the spread and development
of music culture in various countries and regions around the world as
our own business. These activities range from the spread of instru-
mental music education for children and the development of music
schools to the support of top artists. These ideas and initiatives are in
line with social sustainability and have been passed down through the
Company's more than 130-year history, shaping the "“distinctive brand

Yamaha Group Sustainability Policy
The Yamaha Group aims to create a society that realizes the
well-being of all people around the world. To achieve this goal,
we will work to protect our one precious earth and contribute to
the development of an equal society, comfortable lives, and a
music culture that enriches people’s hearts and minds, with our
corporate philosophy of “Yamaha Philosophy” as the foundation
to draw from. At the same time, we will not only respect for
human rights but also create an environment in which diverse
human resources can respect each other and actively play a role.
Through these initiatives, we will continue to create excitement
and cultural inspiration together with people around the world.
Based on this concept, we have identified materiality and will

identity of Yamaha."

What we
protect and
develop

Materiality

actively promote sustainability activities to enhance our medium-
to-long-term corporate value through the creation of social value
by working toward the realization of a sustainable society.

Purpose

Well-Being of People around the World

Earth |

Precious global environment

Earth is a miracle planet. Humankind
has taken this environment for granted,
treated it carelessly, and even destroyed
it. We will take a role to stop this envi-
ronmental destruction as a company
and hand down the precious global envi-
ronment to the future. In particular, we
will actively work to reduce CO2 emis-
sions, which is a global issue, and to
conserve and effectively use timber

and other resources.

Response to climate change

Sustainable use of timber

Resource savings, reduction of waste
and hazardous substances

Society

Music culture to
enrich people’s
hearts and minds

Equal society and
comfortable lives

We hope to realize an equal society and
comfortable lives for all people. We will
contribute to regional communities and
society through our accumulated tech-
nologies and expertise to address vari-
ous social issues as well as efforts that
only we could do. Furthermore, the
power of music that enriches people's
hearts and minds is irreplaceable for
smiles and “Well-Being of People
around the World.” We will drive the
development of music culture through

the supply of products of various genres

and music promotion activities.

Contribution to an equal society and
comfortable lives

Respect for human rights
[RGEREINERGED!

Spread and development of
music culture

Great vitality is generated by mutual
respect among diverse human
resources, inspiring and collaborating
with each other. This vitality is the key to
create social values and improving cor
porate value. In addition to respecting
the human rights of all people, we will
maximize the vitality of the people who
work with Yamaha by creating an envi-
ronment and climate in which diverse
human resources respect each other
and can play active roles.
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Material Sustainability Issues

The Yamaha Group has defined material sustainability issues for con-
tributing to sustainable social development and medium- to long-term
improvements in corporate value based on the impact of its business
activities on the environment and society as well as on stakeholder
expectations and social demands. Initiatives for addressing these
issues are currently underway.

Material Issue Identification Process

Sustainability issues pertaining to the Yamaha Group's value chain
have been identified with reference to the United Nations (UN)
Sustainable Development Goals (SDGs) and others. The level of prior
ity of these issues was then assessed based on input from custom-
ers, employees, and community members; ESG evaluation criteria;
opinions and requests from NGOs; advice from external experts; our

Major Sustainability KPls and Targets of Make Waves 2.0

corporate philosophy and management vision; and medium- to long-
term management policies. In fiscal 2022, we revised our material
sustainability issues to integrate these into the material issues used
for overall corporate management.

In addition, we have formulated basic policies, priority themes, key
performance indicators (KPIs), and targets based on these material
issues under the new medium-term management plan (please see
pages 28 and 36).

Furthermore, KPIs for gauging the progress of measures related
to the identified material sustainability issues by the Sustainability
Committee working groups and relative divisions was established
along with related targets and action plans. The Sustainability
Committee is responsible for monitoring the progress of initiatives
pertaining to material issues.

KPIs and Targets for Fiscal 2025 (Make Waves 2.0 Medium-Term Management Plan)

Reduce CO: emissions by 5% through energy conservation
(CO2 emissions /production volume)

Management target

Response to climate change

Maintain inclusion on CDP Climate Change A List

Improve logistics packing efficiency by 5%

Environment

Increase rate of sustainable timber use to 75%

Management target

Sustainable use of timber

Cultivate and preserve three scarce tree species necessary for musical instrument production
(Tone Forest activities)

Resource savings, reduction of waste and
hazardous substances

Eliminate plastic packaging used for newly launching small products

Install Listening Care function for reducing burden on ears by delivering high quality sound at
low volumes into all new headphones and earphones

Contribution to an equal society and
comfortable lives

Realize high-quality, natural remote communication (companies, schools, etc.)

Society Develop Daredemo Pianos (Auto-Accompanied Pianos) that can be enjoyed by anyone,
including senior citizens and people with disabilities
Sﬁ;ﬁecr eI MUY (ks 1 Wi Elle Conduct on-site audits of suppliers (60 companies)
Increase number of students enrolled at overseas music school by 100,000
Culture Spread and development of music culture | Promote instrumental music education at schools in emerging countries (School Project);
provide instrumental music education opportunities to aggregate total of 2.3 million children
in 10 countries
Contmlue improving ratio of employees offering positive responses
Increase job satisfaction regarding motivation on employee engagement surveys
Double human resources investment
Human ) -
Achieve global ratio of female managers of 19%
resources

Respect for human rights and DE&

Conduct cross-border positioning of 30 individuals

Foster open organizational culture where
people can proactively take on challenges

Continue improving ratio of employees offering positive responses
regarding workplace comfort on employee engagement surveys

Management target

For more information on material sustainability issues, please refer to the following website.

D_ https://www.yamaha.com/en/csr/materiality/

Participation in Initiatives and Activities

Related to the SDGs

With a commitment to cooperating and forming ties with global society
as we work toward building a sustainable society, Yamaha signed the
UN Global Compact in June 2011 and is participating in various other
initiatives. The Group is also actively contributing to the accomplish-
ment of the SDGs, which are a set of shared targets embraced by
global society, through its business activities. Yamaha emphasizes the
goals and targets of the SDGs in the development of products and
services and in efforts to improve business processes. Specific exam-
ples of these efforts include advancing music promotion activities to
contribute to Goal 4 “Quality education” and practicing sustainable
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EFE

timber procurement to help achieve Goal 12 “Responsible consump-
tion and production” and Goal 15 “Life on land.”

WE SUPPORT




ENVIRONMENT

Recognizing the extreme importance of environmental issues, the Yamaha
Group is committed to continuing its earnest contribution to the realization
of a better global environment based on the Yamaha Group Environmental
Policy. Yamaha is engaged in initiatives through its business activities,
products, and services to respond to shared global issues, such as climate
change, biodiversity, and the promotion of a circular society. At the same
time, the Company is involved in environmental preservation activities,
such as appropriate use of timber, forest preservation, and other activities

that contribute to preserving the environment.

Environmental Management Systems

The Yamaha Group has created a system for promoting global
environmental preservation activities that is overseen by the
managing executive officer responsible for environmental issues of
the Yamaha Group. In addition, the Climate Change Working Group,
the Resource Circulation Working Group, and the Procurement
Working Group have been positioned under the Sustainability
Committee, which is chaired by the president, to engage in discus-
sions regarding important sustainability issues, such as addressing
climate change and procuring timber in a sustainable manner.
Based on Groupwide environmental rules and regulations, we have
established an integrated environmental management system for
all domestic business sites while overseas sites develop their own
environmental management systems based on the regulatory
frameworks of their respective country or region.

Major Initiatives and Results under Make Waves 1.0
Furnish Responses to Climate Change

At the Yamaha Group, the
Working Group for Climate

Y

Change seeks to contribute to SCIENCE
the global movement to reduce BASED
greenhouse gas emissions. At TARGETS

the same time, we are preparing

. . DRIVING ANBITIOUS CORPORLTE [LBANTE ACTION
for the potential impact of

climate change by identifying
risks, formulating mitigation measures, and incorporating these into
business strategies.

Endorsing the goals of Science Based Targets, an international ini-
tiative encouraging companies to formulate greenhouse gas emis-
sions reduction targets in accordance with scenarios based on
scientific evidence, the Yamaha Group has received certification from
this initiative for reduction targets. Originally, the Group had targeted
a 32% reduction in Scope 1 and Scope 2 emissions, but we later
raised this target to 55% in light of the global community’s push for
carbon neutrality. This ambitious target has been certified by Science
Based Targets as a target of helping limit the average rise in global
temperatures to 1.5°C above pre-industrial levels. In addition, the
Group declared its endorsement of the recommendations of the Task
Force on Climate-related Financial Disclosures (TCFD) and com-
menced initiatives for analyzing the impact of climate change on
its finances and disclosing related information.

The Yamaha Group fully introduced an internal carbon pricing
system in April 2022. This system motivates the Company to invest
in renewable energy and in facilities with higher levels of energy effi-
ciency and is expected to drive investment in solar power and other
renewable energy generation equipment.

Furthermore, we have been introducing renewable energy at our
business sites, and we were thereby able to transition to renewable

energy for 100% of the power purchased by the Company headquar
ters in April 2021. We then later switched to Shizuoka Green
Electricity, a service that supplies electricity produced through hydro-
electric power generation in Shizuoka Prefecture offered by Chubu
Electric Power Miraiz Co., Inc., in September 2021. At overseas pro-
duction sites, quantitative CO2 emissions reduction targets are set
on an individual-site basis, and proactive initiatives are being imple-
mented toward the accomplishment of these targets.

Sustainably Use Timber

The Yamaha Group has established a due diligence system to prevent
the procurement of timber from illegal sources, and promotes a strict
confirmation process for the legality of timber harvesting through site
visits and surveys of documents for procurement sources.

The Group conducts surveys targeting all business partners from
which timber was purchased to assess the place of origin, the legality
of harvesting, and the sustainability of relevant resources. Based
on the results, we perform stricter verification of legality for timber
deemed to represent a high risk by undertaking further investigations
including local site visits and assessments by a committee comprised
of members of the timber procurement division and the sustainability
division. We confirmed that 99.4% (volume ratio) of procured timber
was low risk in fiscal 2022. The Group conducts such surveys each
year with the cooperation of suppliers and is aiming to achieve a
100% rate of low-risk timber procurement. Additionally, we are
actively adopting certified timber. Certified timber constituted 52% of
timber purchase in fiscal 2022 (volume ratio). The Group was thereby
able to realize the goal of achieving a 50% ratio of certified timber use
over the three years leading up to fiscal 2022 set in the medium-term
management plan announced in April 2019.

Realize Resource Savings and Reduce Waste

and Hazardous Substances

The Yamaha Group strives to use less resources in its products from
a variety of standpoints, such as lowering product size and weight,
integrating several products into one, reducing sizes, and cutting
down on product packaging and cushioning. Furthermore, the Group
is also engaged in efforts that will ultimately lead to less use of
resources, such as extending the lifespans of its products and
developing its piano renewal business.

In addition, the Yamaha Group is developing alternative materials
that can be substituted for scarce timber and adopting sustainable
materials, such as biomass-derived resins, as well as recycled plastics
for use in its products.

For more information on environmental initiatives, please refer to the EATE
following website. i

D_ https://www.yamaha.com/en/csr/environment/ [
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Endorsement of the TCFD Recommendations

Rapid climate change poses a major threat to humanity and to all life-forms on earth.
We recognize that helping combat this threat and contributing to the decarboniza-
tion of society are corporate responsibilities and important management issues.

In fiscal 2019, the Yamaha Group declared its endorsement of the recommenda-
tions of the TCFD and commenced initiatives for analyzing the risks and opportuni-
ties for its business created by climate change. This information is reflected in
management strategies, and information on the financial impacts of these risks

and opportunities is disclosed.

TCFD

Yamaha’s Initiatives

Governance
Climate change and other important sustainability issues are dis-
cussed at meetings of the Sustainability Committee, which is an advi-
sory body to, and chaired by, the president that was established in
January 2021, after which these matters are discussed and examined
by the Board of Directors to make for a system of appropriate super
vision by the Board of Directors. The Sustainability Committee met 10
times in fiscal 2022.

Measures for responding to climate change-related risks and oppor-
tunities are discussed by the Working Group for Climate Change, a
working group chaired by a managing executive officer positioned
under the Sustainability Committee, and the results of these discus-
sions are reported to the Sustainability Committee.

In fiscal 2022, Yamaha revised its sustainability priorities (material-
ity), the management issues with the potential to impact corporate
value over the medium to long term, to include climate change
among these issues. The new medium-term management plan
“Make Waves 2.0" launched in April 2022 defines “set sustainability
as a source of value” as one of its key policies, thereby positioning
response to climate change as a central theme of the plan.

Strategy
Scenario analyses have been performed to confirm the potential
impacts of climate change on the Yamaha Group. The specific
scenarios utilized were the Sustainable Development Scenario
(global warming of less than 2°C above pre-industrial levels) and
the NZE Scenario (net zero emissions by 2050 and global warming
of 1.6°C above pre-industrial levels) based on the 2021 World
Energy Outlook of the International Energy Agency (IEA) for transi-
tion risks and the Representative Concentration Pathway (RCP) 8.5
(global warming of 4°C above pre-industrial levels) scenario from
the Fifth Assessment Report of the Intergovernmental Panel on
Climate Change for physical risks. Applied to all businesses, these
assessments were used to identify short-term, medium-term, and
long-term risks and opportunities.*

* Risks and opportunities are classified as “short-term” if their impacts will be most

strongly felt over the next several years, “medium-term” if their impacts will be felt
leading up to 2030, and “long-term” if the impacts will appear in 2050.

Major Climate Change-Related Risks and Opportunities
Transition Risks

[J Major Short-Term Risks

Major short-term risks include the risks of companies withdrawing
from the timber business due to decarbonization trends, resulting in
difficulties procuring timber.
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The Yamaha Group has proceeded to raise the rate at which it uses
certified timber, which can be procured reliably, from the perspective
of the sustainability of forest resources, and our ratio of certified
timber use was 52% on March 31, 2022. In addition, with our dedi-
cated timberrelated technology and procurement divisions, we have
accumulated the expertise necessary to quickly switch to an alterna-
tive source should it become difficult to procure timber from
a specific location.

[J Major Medium-Term Risks

Major medium-term risks include the potential for the institution of
various measures aimed at the realization of a decarbonized society
to lead to higher energy prices and additional costs resulting from
carbon pricing systems.

To combat these risks, we altered our prior greenhouse gas emis-
sions reduction target, which had been certified by Science Based
Targets as a target for limiting global warming to 2°C above pre-
industrial levels, and received certification for the new target in
September 2021, indicating it as being viable for limiting global
warming to 1.5°C above pre-industrial levels. Initiatives in pursuit of
this target include advancing Companywide energy conversation
activities, utilizing renewable energy, developing energy-efficient
products, streamlining logistics processes, and bolstering engage-
ment with suppliers. In addition, we have fully introduced an internal
carbon pricing scheme for the purpose of facilitating investment in
low-emissions equipment and installed emissions-reducing provisions
into new Company buildings. By accelerating initiatives to achieve this
more ambitious target, we aim to mitigate various transition risks.

Physical Risks

[ Major Long-Term Risks

Global warming threatens to change the environments is which the
timber we procure is produced, which in turn would impede our ability
to produce certain musical instruments. The Yamaha Group undertook
an investigation that looked at scarce and difficult-to-substitute tree
species from which it procures timber and was based on an academic
thesis. This investigation indicated a possibility that the environments
in which several of these tree species are cultivated might shrink as a
result of global warming. Should it become difficult to procure timber
from these tree species, resulting in increases in raw material prices,
it would constitute a business risk. For this reason, we will carefully
monitor circumstances related to the production of these tree spe-
cies in the future and make preparations so that, should it be deemed
that our operations might be impacted by these circumstances, we
will be able to quickly shift to alternative tree species.



Furthermore, the Group exercises due diligence in verifying the
legality of tree harvesting methods to ensure that it does not pur
chase illegally harvested timber and thereby safeguard its ability to
continue procuring timber in a sustainable manner. We are also pursu-
ing ongoing improvements to our business resilience through multi-
faceted initiatives. One such initiative is the Tone Forest activities we
engaged in with timberproducing communities to foster high-quality
resources used for manufacturing musical instruments with regard
to scarce timber that may become more difficult to secure due to
climate change.

With regard to floods and other risks, we completed establishment
of business continuity plans (BCPs) for all Yamaha business sites
around the world. We have also taken precautionary measures such
as installing drainage equipment to safeguard against damages from
typhoons, floods, and other natural disasters projected on an individ-
ual business site basis. In addition, we have implemented measures
such as revising the locations and structure of Company business
sites and even external warehouses.

Furthermore, based on scenarios assuming global warming of 4°C
above pre-industrial levels and once-in-a-century flooding in 2050,
flooding risks and the effectiveness of flooding countermeasures
were assessed for Yamaha Group bases, major distribution bases,
and suppliers located in riveradjacent and coastal areas susceptible
to floods around the world. These assessments found that no sites
were at particularly high risk of flooding.

Opportunities

[ Major Medium-Term Opportunities

Major medium-term opportunities for Yamaha include the potential for
increased demand for its products as people limit movement to help
combat climate change. Specifically, it is possible that demand will
grow for communication equipment. In addition, the trend toward
decarbonization could drive the popularization of EVs, creating the
potential for the Yamaha Group to engage in new businesses through
which it produces comprehensive sound atmospheres within vehicles
as well as the opportunity to win additional support for customers for
its audio technologies, which deliver high sound quality from light-
weight equipment.

] Major Long-Term Opportunities

Major long-term opportunities include the possibility that demand
for our products will increase as factors like global warming place
limitations on outdoor activities. These factors are anticipated to
drive growth in demand for a variety of musical instruments as well
as for communication equipment. Moreover, by developing alterna-
tive materials with characteristics that are even more beneficial than
those of the materials currently used, we aim to prepare for the
potential depletion of the habits in which the timber suited to
musical instrument production is grown. These provisions will allow
us to provide value and take advantage of an even wider range of
business opportunities.

Risk Management
The Risk Management Committee has been established as an advi-
sory body to the president. This committee meets to discuss risk
management-related themes from a Companywide perspective,

and the findings of these discussions are reported to the president.

The committee also assesses and categorizes a variety of climate
change and other risks based on the potential damages and fre-
qguency. In addition, risk control levels are evaluated to identify serious
risks requiring priority attention, to designate the divisions responsible
for managing these risks, and to thereby improve the overall level of
risk management.

In addition, the Working Group for BCP and Disaster Prevention
Management has been set up under the Risk Management
Committee to establish BCPs and implement other business continu-
ity management initiatives to address the physical risks associated
with natural disasters.

Relevant executive officers report on these activities to the Board
of Directors, which carries out confirmation and oversight of the
effectiveness and progress of risk management frameworks.

Eﬂl For more information on risk management, please refer to page 98.

Metrics and Targets
Reductions to CO2 emissions are managed in a comprehensive
manner encompassing the entire Yamaha Group and its supply chains.
To facilitate these efforts, the Greenhouse Gas Protocol is used as
the standard for calculating total greenhouse gas emissions (Scope 1,
Scope 2, and Scope 3 emissions), and third-party verification is
received for these calculations.

Yamaha has set the medium-term targets of reducing total Scope 1
and Scope 2 greenhouse gas emissions by 55% (a target certified by
Science Based Targets as sufficient for helping limit average global
warming to below 1.5°C) and total Scope 3 greenhouse gas emissions
by 30% from fiscal 2018 levels by fiscal 2031. In addition, we have set
a long-term target for Scope 1 and Scope 2 emissions of achieving
carbon neutrality by fiscal 2051.

Scope 1, Scope 2, and Scope 3 emissions

D_ https://www.yamaha.com/en/csr/environment/global_warming/#02

In addition, we have set the goal of achieving a ratio of certified
timber use of 50% by fiscal 2022 in order to help preserve forest
resources and protect biodiversity. This goal was successfully accom-
plished in fiscal 2022 with a ratio of 52%. Going forward, we plan to
establish internal standards to guide widerranging management of
timber sustainability. At the moment, we are targeting a ratio of
sustainable timber use, as defined based on our internal standards,
of 75% by fiscal 2025. Ongoing initiatives will be advanced toward
this goal.
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Results of Scenario Analyses

Impact Level Risks and Opportunities Reason, Impact, and Response

Transition risks
(Global warming
of 1.56°C)

Procurement

Short-term
risks

Risk of difficulties

in procuring timber
because of companies
withdrawing from the
timber business due
to decarbonization
trends

* The number of companies targeting net zero emissions is increas-
ing, a trend that is expected to stimulate a rise in demand for
forest-associated carbon credits, which is in turn prompting forest
owners to withdraw from timber businesses. The impacts of such
withdrawals have been felt in certain timberproducing regions, but
we are taking steps to mitigate the associated risks by utilizing
alternative timber produced in different regions.

e Should a supplier of timber to Yamaha withdraw from the timber
business, there is a risk that the Company may face difficulty
securing the timber it needs to manufacture its products.
However, with our dedicated timberrelated technology and pro-
curement divisions, we are able to quickly switch to an alternative
source or develop alternative materials.

* The Company is progressively transitioning to certified timber
from forests managed in a sustainable manner in its procurement
of timber resources.

Impact on
Business
(Potential)

Direct
operations

Medium-
term risks

Risk of additional
costs due to institution
or increase of carbon
prices

® The IEAs NZE Scenario (net zero emissions by 2050) projects
carbon prices of U.S.$130 per t-CO: (approx. ¥15,000 per t-CO2) in
Japan, U.S.$90 per t-CO2 (approx. ¥10,000 per t-CO2) in China, and
U.S.$15 per t-CO: (approx. ¥1,700 per t-CO2) in Indonesia. These
carbon prices will result in a rise in costs of approximately ¥1.6
billion in 2030. However, by accomplishing the greenhouse gas
emissions reduction targets Yamaha put forth based on scenarios
projecting global warming of 1.5°C, it should be possible to limit
this rise in costs to ¥0.6 billion (yen amounts translated at a rate
of ¥115 to U.S.$1).

® An internal carbon price of ¥14,000 per t-CO: has been set for
the purpose of accomplishing this target, which is being pursued
by promoting investment in low-emissions equipment, increasing
the energy efficiency of production divisions, and utilizing renew-
able energy.

Medium-
term risks

Risk of additional
costs due to increased
procurement of
renewable energy

* The procurement of renewable energy is imperative to achieving
significant reductions in emissions.

* A large portion of Yamaha's Scope 1 and Scope 2 emissions are
associated with electricity, meaning that increased use of renew-
able energy will be crucial to reducing emissions (electricity pur
chased in fiscal 2022 amounted to approximately ¥3.0 billion).

* Reductions to CO2 emissions will be pursued by conserving
energy, generating renewable energy in-house, and purchasing
renewable energy.

Product
demand

Medium-
term
opportuni-
ties

Opportunities created
by increased product
demand as people
limit movement to
combat climate
change

® There has been a trend toward people limiting their movement (via
airplanes, etc.) to combat climate change, and it is possible that
this trend may continue or expand going forward.

 This transition from outdoor to indoor activity may create opportu-
nities by increasing demand for Yamaha's communication equip-
ment (speakerphones, routers, etc.).

* The trend toward decarbonization is expected to drive the popular-
ization of electrified vehicles. The IEAs NZE Scenario (net zero
emissions by 2050) projects that sales of EVs will represent 64%
of total automobile sales in 2030 and 100% in 2050. This acceler
ated spread of EVs has the potential to help win stronger cus-
tomer support for Yamaha and its technologies for creating
lightweight equipment that produces high-quality audio. We also
see potential for engaging in new businesses through which we
branch out from audio equipment to produce comprehensive
sound atmospheres within vehicles.

* Reductions to waste and more effective use of resources is being
promoted as a means of combating climate change. Against this
backdrop, Yamaha has the potential to become a brand that
guides the direction of the entire industry. Efforts to secure
this position should include the development technologies and
business model reforms for providing products as services aimed
at reducing raw material use, utilizing recycled and renewable
materials, encouraging customers to use products for longer by
upgrading or purchasing more durable items, and eliminating the
use of plastics in packaging.
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Impact on

Category Impact Level Risks and Opportunities Reason, Impact, and Response Business
(Potential)
® Global warming may change the environments in the regions from
which Yamaha procures timber.
® The Company undertook an investigation that looked at scarce and
difficult-to-substitute tree species from which it procures timber
. e and was based on an academic thesis. This investigation indicated
Risk of difficulties L ) ; .
. S a possibility that the environments in which several of these tree
in procuring timber A . ) ;
Long-term ) species are cultivated might shrink. It has therefore been deter-
Procurement ; due to changes in pro- ; ) . . e - -
risks duction region mined that we face the risk of it becoming difficult to procure
. o timber from these tree species, resulting in increases in raw
environments . .
material prices.
® Through the advancement of Tone Forest for developing forests
capable of sustainably producing timber suited to musical instru-
ment production together with the community, we aim to secure
stable supplies of high-quality timber over the long term.
® Global warming is projected to cause increases in the damages
. from heavy rains, floods, and other natural disasters. It is therefore
Risk of halts to opera- . ) )
) ) possible that profits may be lost should operations be halted at an
tions and lost profits . ;
. operating base (factory) as a result of flooding.
. ) ) due to heavy rains, ) ’ )
Physical risks Direct Long-term * However, even when using analyses based on a scenario project-
R . N floods, or other natural . . o . . . -
(Global warming operations risks . ) . ing global warming of 4°C above pre-industrial levels in 2050, the
o disasters impacting . z . )
of 4°C) : Company'’s investigations have found no risks flooding of more
operating bases )
T than one meter above floor level at the approximately 100
major Yamaha Group bases, distribution bases, and suppliers
investigated.
® There has been a trend toward people refraining from leaving their
homes during the summer as a result of rising temperatures (risks
of heatstroke, etc.), and it is possible that this trend may continue
or expand going forward.
Opportunities created | ® This transition from outdoor to indoor activity may create opportu-
by increased product nities in the form of increased demand for Yamaha's communica-
Product Long-term | demand as people tion equipment (revenue of ¥14.5 billion from ICT equipment in
demand opportuni- | refrain from leaving fiscal 2022) and for guitars and other types of musical instruments + +
ties homes during summer | (revenue of ¥276.2 billion from musical instruments in fiscal 2022).
as a result of rising ¢ To prepare for the potential depletion of the habitats in which
temperatures timber suited for musical instrument production is grown, we are
developing alternative materials with characteristics that are even
more beneficial than those of the materials currently used. We
thereby aim to contribute to the development of music culture
and to capitalize on a wider range of business activities.

Note: Certain risks and opportunities have been omitted in reflection of their likelihood of occurrence or potential impact on business.

Potential Changes in Timber Procurement Region Environments from Base Year
M Large (80% or less)

None (100% or more)

Minor (95-100%)

B Moderate (80-95%)

Rise in Average G
and Potential Change

Temperature from Pr
Procurement Region Env

Tree Species Region

4.5°C or

more

. . . Le th
Conifer species A North America A esgo e
. . Less than

Conifer species B Europe A 1

. . M th
Broadleaf tree species A Asia A 02615 an

. . Less th:
Broadleaf tree species B Asia B 100 101 103 104 104 104 981501 an
Europe B 100 102 96 Les? ;han

Broadleaf tree species C
Europe C 100 100 100 99 "esgztha“
2°C 4°C
scenario scenario
RCP 8.5 (4°C scenario) Today* 2040s 2060s 2080s 2090s
RCP 2.6 (2°C scenario) Today* 2040-2090s
* "Today" represents the average between 1986 and 2005.
Source: Yamaha Corporation
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HUMAN RIGHTS

To help realize a society in which everyone’s human rights are respected,
the Yamaha Group remains keenly aware of its responsibility with this
regard and promotes respect for the human rights of all stakeholders

touched by its business activities and value chain.

Basic Policy

Based on the UN Guiding Principles on Business and Human Rights,
the Yamaha Group has established the Yamaha Group Human Rights
Policy. This policy guides the Group as it strives to comply with inter
national norms pertaining to human rights, including those described
in the International Bill of Human Rights (Universal Declaration of
Human Rights and International Covenants on Human Rights), the
International Labour Organization (ILO) Declaration on Fundamental
Principles and Rights at Work, and the UN Global Compact.

In addition, the Working Group for Human Rights, DE&I has been
established as part of the Sustainability Committee, which is chaired
by the president. This working group is responsible for monitoring
human rights due diligence, education, and awareness-raising activi-
ties. The Board of Directors, meanwhile, oversees Groupwide
human rights due diligence activities based on reports from
executive officers.

For more information on the Yamaha Group Human Rights Policy,
please refer to the following website.

D_ https://www.yamaha.com/en/csr/human_rights_policy/

Promotion of Human Rights Due Diligence

The Yamaha Group is committed to responsibly addressing the
potential impacts of its business activities on human rights. To this
end, we assess our activities based on international norms on
human rights and on the self-assessment items of the UN Global
Compact and actively engage in dialogue with stakeholders and
experts. Through this process, we identify and specify the human
rights risks apparent in our business. The Group works to identify
the material human rights issues faced in different industries
through participation in the Stakeholder Engagement Program of
Caux Round Table Japan. Also, we began in 2022 to identify human
rights issues based on advice received from experts and to revise
our frameworks for assessing related risks in order to promote more
sophisticated and comprehensive due diligence activities. Moreover,
human rights principles are being incorporated into the internal reg-
ulations of the Company and Group companies. The status of the
protection of employee human rights is monitored based on these
regulations with regard to areas such as work conditions and
labor-management dialogue, and improvements are pursued as
necessary. For production companies in Japan, China, Indonesia,
Malaysia, and India, dedicated Company staff members provide sup-
port for developing and advice for improving occupational health and
safety and health management frameworks. We are thereby work-
ing to address human rights risks pertaining to employee health and
safety and community members.
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Suppliers, meanwhile, are asked to sign agreements stipulating
compliance with the Yamaha Supplier CSR Code of Conduct, which
contains provisions related to worker human rights, occupational
health and safety, environment preservation, and ethics. Adherence
with these agreements is regularly confirmed via paper audits. We
intend to conduct on-site inspections of suppliers and to ramp up
assessments going forward.

amaha Supplier CSR Code of Conduct
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Human Rights Education and Awareness-Raising
Activities

The Yamaha Group encourages all employees to view human rights
as an issue that directly relates to them, and human rights education
programs are implemented to help us exercise our corporate respon-
sibility to respect human rights. Specific training activities include
e-learning programs and workplace discussions of the Yamaha Human
Rights Guidebook, which compiles easy-to-understand information on
the UN Guiding Principles on Business and Human Rights and possi-
ble human rights violations that may occur during the course of
corporate activities. In addition, we hold internal seminars, training
sessions, and workshops. These programs are designed to improve
employees’ awareness regarding human rights. We have also recently
begun holding unconscious bias training as part of our efforts to pro-
mote diversity, equity, and inclusion (DE&l). Yamaha's personnel
department monitors the implementation status of human rights edu-
cation programs at Group companies and supports these companies
in advancing self-propelled education programs.
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Prevention of Harassment

The Yamaha Group advances comprehensive initiatives for preventing
all forms of workplace harassment. The Compliance Code of Conduct
strictly prohibits harassment, and we have established consultation
and whistleblowing systems and otherwise developed the frame-
works and processes necessary for furnishing a swift and vigilant
response to harassment. We also hold manager training programs for
preventing abuses of power and are stepping up internal awareness-
raising measures to bolster workplace communication with the goal
of fostering a workplace environment free of harassment.

Human Rights-Related Consultation and
Whistleblowing Systems

The Yamaha Group has set up human rights-related consultation and
whistleblowing systems to allow for the quick detection and response
to human rights violations. In Japan, the Company has implemented
internal and external compliance-related consultation and whistle-
blowing systems for use by employees (including contract employ-
ees, part-time employees, dispatch employees, and subcontractors).
Overseas, we have developed multilanguage email forms to ensure
that the systems can accommodate reports from various countries

CORPORATE STRATEGIES

and regions. We are advancing activities to ensure awareness regard-
ing the respective contact venues and how they are used. At the
same time, internal regulations on how to handle reports are being
developed, starting in Japan, with stipulations for protecting the confi-
dentiality of reports and ensuring that individuals do not suffer disad-
vantageous treatment as a result of reporting. Yamaha's Legal
Division monitors the status of whistleblower system implementation
and operation at Group companies worldwide, and assistance for
improvements is provided as necessary.

I:HI For more information about compliance initiatives, please refer to page 100.

Product and Service Accommodation

The Yamaha Group seeks to improve the safety and accessibility of its
products and services to ensure that they do not cause or exacerbate
physical or mental health conditions and to allow them to be enjoyed
by a wide range of people, regardless of disability or other restric-
tions. Examples of the innovations we have used to this end include
the installation of the Listening Care function into our earphones and
headphones, the provision of voice guidance functions for digital
musical instruments, the development of recorders that can be
played with one hand, and the deployment of the SoundUD universal
design support system for sound.

Furthermore, we prepared a diversity, equity, and inclusion commu-
nication handbook for employees in April 2022 to facilitate inclusive
communication that does not discriminate against or exclude others
through product and service marketing activities and advertisements
or through social media. Yamaha is also a member of the
Unstereotype Alliance, a movement spearheaded by UN Women that
aims to eliminate harmful stereotypes in media and advertisements.

Diversity, equity, and inclusion communication handbook

#UNSTEREOTYPE

ALLIAMNEE

Banner for Unstereotype Alliance
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HUMAN RESOURCES

Recognizing that human resources are the source of corporate value creation, Yamaha
respects the diverse individuality and autonomy of its employees and provides them
with equal access to opportunities for skill development and career advancement.
Furthermore, we are developing workplace environments that enable all employees to
fully demonstrate their sensibilities and creativity while achieving self-actualization
and growing as professionals. By promoting human resources management on a global
scale, we aim to fully utilize our human resources, further develop our business, and

achieve ongoing improvements in corporate value.

Basic Policy

Yamaha seeks to ensure that all of its colleagues are able to fully
exercise their talents. To this end, we strive to foster a workplace
environment in which the individuality of all employees is respected,
regardless of their gender, nationality, or race, and in which everyone
is able to succeed. These efforts are backed by workstyle reforms,
health and productivity management, and the cultivation of human
resources that can excel on the global stage, among other measures.

Review of Make Waves 1.0

Respect for Diversity

The Yamaha Group Diversity & Inclusion Policy states that the diver
sity of people is the source of corporate and social value. In accor
dance with this belief, Yamaha is developing frameworks and cultures
that provide everyone with equal opportunities to succeed. The
Working Group for Human Rights, D& (later renamed the Working
Group for Human Rights, DE&l) was established under the
Sustainability Committee, an advisory body to the president, in fiscal
2021. This working group uses communication with and surveys of
Group companies worldwide as a venue for identifying the diversity
and inclusion issues we need to tackle. These efforts have revealed
that gender equality and the cultivation of female leaders are areas
requiring our attention. Based on this recognition, Yamaha is ramping
up efforts to communicate to society its support for people in minor-
ity groups. For example, the Company is a member of the UN
Unstereotype Alliance. We also implement initiatives commemorating
International Women's Day and LGBT Pride Month.

In Japan, these efforts have earned recognition including Yamaha
Corporation being awarded the highest rating of gold in the PRIDE
INDEX 2021, an index designed to recognize the inclusion initiatives
of companies and other organizations for supporting sexual minori-
ties, for three consecutive years.

Support for Women’s Careers

As one facet of its diversity management efforts, the Yamaha Group
strives to develop a workplace environment that is conducive to the
contributions of women and conducts unconscious bias training and
other awareness-raising activities. We are moving ahead with mea-
sures for supporting the careers of female employees based on an
action plan targeting a global average of 19% for the ratio of female
employees in management positions to be accomplished by 2025
while monitoring progress with this regard. The Working Group for
Gender Equality, which is positioned under the Human Resources
Development Committee, an advisory body to the president, is
tasked with offering advice regarding various initiatives for diversifying
management through the ongoing cultivation of female leaders and
with guiding the implementation of these initiatives.

Furthermore, Yamaha is a member of the 30% Club Japan, an
international campaign aimed at promoting healthy gender balances
in corporate decision-making bodies. We have also announced our
endorsement of the goals of the Women's Empowerment Principles.
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Such commitments by senior management shape our efforts to
develop workplace environments that allow all employees to realize
their full potential.

Work-Life Balance Support Systems and Workstyle Reforms
The Yamaha Group hopes to allow our employees to exercise their
skills while maintaining good physical and mental health and living
enriching work and personal lives. We therefore aim to develop flexible
systems and workplace environments that are accommodating of the
circumstances of individual employees.

We offer employees access to teleworking systems as well as to
systems that support employees in balancing their work with medical
treatment. Furthermore, a system was introduced in fiscal 2022 that
allows employees to work in remote locations to accommodate indi-
viduals who would normally be forced to live away from their family
for work purposes. We also expanded the range of areas from which
individuals can commute should they need to provide nursing care
to family members. We therefore hope to allow such individuals
to continue exercising their skills.

Human Resources Development

The Yamaha Group has established guidelines for Groupwide educa-
tion and training programs. Based on these guidelines, we seek

to create an education and training system that is equally focused
on skill improvement and career development as the basis for the
development of globally successful human resources. At the same
time, training programs are tailored to specific objectives and groups
of employees.

In fiscal 2022, we continued to conduct highly effective education
and training programs, even amid the restrictions imposed in
response to the COVID-19 pandemic, through the use of e-learning
programs utilizing videos as well as discussion-centered programs
that take advantage of the characteristics of online meeting tools.
We also began arranging liaison meetings for individuals responsible
for specialized function training in their respective organizations in
order to share best practices in relation to training programs.

Furthermore, the Company launched new hierarchical level-based
training in the form of training for the heads of core and other divi-
sions in order to bolster its training programs for individuals who are
central to management. Overseas, we conduct global selective train-
ing for selected employees, including local personnel hired overseas,
to systematically develop employees who can take charge of man-
agement on a global basis.

Occupational Health and Safety and Health and Productivity
Management

The Yamaha Group has defined the basic occupational health and
safety policy of prioritizing health and safety over everything, based
on which we are advancing initiatives for protecting the safety of
everyone involved in our business activities and promoting the health
of employees and their families.



Human Resources Strategies of the New Ma

ke Waves 2.0 Medium-Term Management Plan

Implement measures in pursuit of the following targets based on
engaged, and more committed

Priority Themes of Make Waves 2.0

Priority Themes Targets

= Continue improving ratio of employees
offering positive responses regarding
job satisfaction on employee engage-
ment surveys

= Double human resources investment

Increase job satisfaction

the key policy of enabling Yamaha colleagues to be more valued, more

Measures

= |nspire a feeling of value with regard to working at Yamaha
o Cultivate leaders for guiding businesses from a global perspective and place
the best personnel in the most appropriate position
® Enhance support for autonomous career development
e Support diverse and flexible workstyles

= Achieve global ratio of female
managers of 19%

= Conduct cross-border positioning of
30 individuals

Promote respect for
human rights and DE&I

= Utilize individuality of diverse employees
e Conduct human rights education and due diligence
* Empower female employees and assemble a diverse team

= Continue improving ratio of employees
offering positive responses regarding
workplace environment on employee
engagement surveys

Foster open organizational
culture where people can
proactively take on
challenges

= Build comfortable organizational culture founded on mutual respect
* Create diverse opportunities for engagement
® Reform organizational culture to allow employees to take on challenges
without fear of failure

In fiscal 2022, Yamaha Corporation and Japanese Group companies
had a 100% health examination completion ratio, while an industrial
physician made work category decisions* for 100% of cases for both
Yamaha Corporation and domestic Group companies. In addition, our
mental health care initiatives have enabled us to maintain rates of
more than 80% for employees returning to work after receiving leave
for a mental health issue for the first time.

Furthermore, we have continued to help employees quit smoking
through advice offered during health checkups as well as individual-
ized support for employees desiring such aid. Moreover, smoking has
been completely prohibited on the premises of all domestic Group
companies since April 2022. As a result of such efforts, the percent-

age of smokers among all employees declined to 11.1% in fiscal 2022.

Based on the external recognition for these initiatives, Yamaha
Corporation was included, for the first time, in the Health &
Productivity Stock Selection in March 2022. This program is designed
to recognize companies among those listed on the Tokyo Stock
Exchange that exhibit excellence in practicing health and productivity
management. In addition, Yamaha Corporation and its subsidiary
Yamaha Corporate Services Corporation were certified as White 500
enterprises in the 2022 Certified Health & Productivity Management

Organization's Recognition Program organized by the Ministry of
Economy, Trade and Industry and Nippon Kenko Kaigi.

Going forward, the Group will pursue higher levels of quality in its
health and productivity management efforts. To this end, we will seek
to support a healthy work-life balance through measures for combat-
ing excessive workhours targeting management and other employ-
ees. At the same time, efforts will be made to help employees and
their families achieve “Sound Living,” living in good physical and
mental health and in accordance with one's own desires, as
described in the Yamaha Group Health Declaration.

* Work category decisions by industrial physicians are based on Article 66.4, 5 of the
Industrial Safety and Health Act. In these decisions, the Company determines the
work category for health checkups for eligible employees based on an industrial
physician’s opinion.
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DIGITAL TRANSFORMATION

Yamaha is promoting digital transformation to maximize customer value and reform its
processes with digital technologies in areas such as customer data platforms for
connecting with customers, new supply chain management (SCM) systems, and enter-
prise resource planning (ERP) frameworks. By furnishing business platforms and pro-
moting data utilization through this approach, we will transform business processes and

thereby improve productivity and corporate value.

Taro Tokuhiro
Operating Officer
Executive General Manager of Operations Unit

Basic Policy

In response to the rapid operating environment changes driven by the
recent acceleration in the digitization trend, Yamaha is building busi-
ness foundations for improving profitability, as represented by the
combination of customer value and productivity, through customer-
oriented reforms to businesses and business processes. To guide
these efforts, the Digital Transformation Strategy Committee was
established in April 2019 as a corporate committee that serves as an
advisory body to the president. This committee is tasked with dis-
cussing Companywide digital transformation policies and IT strate-
gies. In addition, technologies and resources for promoting digital
transformation have been consolidated within the Information
Systems Division, which is responsible for overseeing digital transfor-
mation activities. These provisions make for a framework for advanc-
ing digital transformation strategies on a Companywide basis.

The goal of Yamaha's digital transformation strategies is to trans-
form businesses and processes to adopt a customer-oriented per-
spective with digital technologies. The Digital Transformation Strategy
Committee has categorized the Company’s business processes into
five process areas (customer contact points; planning, research, and
development; production; supply; and accounting, human resources,
and other administrative operations), which have been further subdi-
vided based on three perspectives (data, systems, and business pro-
cesses). Policies and rules have been decided based on these
divisions to facilitate the transformation of processes on a Groupwide
scale. Through digital transformation, the Company will create sys-
tems for collecting and managing viable data, even in a highly unclear
business environment, as we invest in the recruitment and education

Transformation

Decision-Making Action

Companywide

Planning and Development of Policies and Rules

Busi
Data Systems usiness
Processes
Customer Contact Points
Planning, R h )
B, (MBI, Production Supply

and Development

Accounting, Human Resources,
and other administrative operations

Five Process Areas

Digital Transformation Strategy Committee
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of human resources capable of utilizing data and in the development
of the associated organizations. We thereby aim to transform into an
organization that makes decisions and takes action based on data.

Review of Make Waves 1.0

Under Make Waves 1.0, the previous medium-term management
plan, we promoted digital transformation in five process areas based
on the policies and rules formulated in relation with to system envi-
ronment establishment, development, and implementation. Progress
was made in furnishing business platforms through these efforts.

In the area of customer contact points, to facilitate the formation of
ongoing connections with customers around the world, we installed
customer data platforms at overseas sales companies, thereby devel-
oping the frameworks for consolidating customer information. As for
planning, research, and development, we are expanding customer
contact points and creating new value through offerings such as the
SYNCROOM online remote ensemble performance service, the
Remote Cheerer powered by SoundUD remote cheering system, and
the Charlie™ communication robot. Initiatives in the areas of produc-
tion and supply included the completion of a core system centered on

Goals of Digital Transformation
(Customer Data Platforms, New SCM, and Process Reforms)

Customers

Factories  Headquarters Sales Retailers

companies
Customer

Journey

Customer
Consolidated accounting system data

Py
et

ERP system Logistics companies

Acquisition of Digital Transformation Certification

Digital Transformation

as a digital transformation-certified business Certification

operator under the Digital Transformation

Certification system advocated by the Ministry of Economy, Trade and Industry.
This system is used to certify business operators that are prepared to promote
digital transformation. Yamaha received this certification in recognition of its
highly regarded security measures and customer data platforms.

In April 2021, Yamaha became recognized \ 7
X




Digital Transformation Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Priority Themes of Make Waves 2.0

Create new value

Create new value and transform processes through digital transformation
Advance data strategies for guiding decision-making and actions

Priority Themes \EENIES

" Provide services optimized for each customer by utilizing customer data
® Accumulate sound and music performance and sensitivity data and apply to new technologies

Transform business
processes

" Advance data strategies for guiding decision-making and actions (build data management platforms,
cultivate digital transformation human resources)

" Accelerate and improve efficiency of SCM (launch full-scale operation of new SCM system that connects
processes spanning from production to customers)

® Standardize and improve efficiency of sales activities and production management through introduction of
manufacturing digital twin methodologies and ERP systems

our new SCM systems for connecting factories and customers. This
core system was created while standardizing and optimizing pro-
cesses and systems through the introduction of enterprise resource
management systems at factories around the world. Lastly, in the
area of accounting, human resources, and other administrative opera-
tions we promoted use of paperless accounting ventures as well as
digital means of processing internal and external contracts, thereby
contributing to increased operational efficiency.

Overview of Priority Themes of Make Waves 2.0
Create New Value

Yamaha aspires to provide new sound and music experiences that
allow anyone to connect anywhere and at anytime by integrating
customer data platforms. Our goal in these efforts is to design

and develop services optimized for each individual customer. We are
also developing and implementing systems for collecting and utilizing
new types of information, including sensibility and performance data.
These systems will be linked with various internal and external
frameworks in order to create new value.

Transform Business Processes
Yamaha looks to move beyond the phase of developing systems,

which primarily involved installing infrastructure through means such
as redeveloping and integrating prior business systems. The next

Data Strategies for Guiding Decision-Making and Actions

Data Strategy

phase will entail utilizing information by employing the data produced
and collected by the developed systems in decision-making pro-
cesses. By accelerating initiatives in this phase, we will seek to
create new value and transform business processes.

In accomplishing these goals, we will start by structuring the data
collected in all business areas through our systems in order to use
this data to visualize internal conditions and share this information
throughout the Company. Data will be engineered in a manner that
allows for data from any business area to be managed in the same
format and with the same quality. Meanwhile, digital transformation
human resources capable of analyzing and utilizing data will be culti-
vated to facilitate the use of data for guiding decision-making and
actions in all business areas. At the same time, IT training programs
will be systematized based on necessary skills, and these programs
will be implemented on an ongoing basis.

The Company is also developing new SCM systems that allow for
the real-time tracking of data from stages ranging from production to
the delivery of services to customers. These systems are being rolled
out across the globe, allowing us to link production to customer
behavior and thereby optimize overall decision-making. In addition,
improvement will be pursued with regard to quality, cost, and delivery
factors by standardizing sales and production management processes
and utilizing digital twin methodologies in factories to increase effi-
ciency in production management.

Processes Data Information Visualization Decision-Making and Actions
- =
. . + . .
Collection mmp- Processing | <@ Decision-Making
- p—m
Actions for ‘ Development of frameworks for promoting decision-making and actions based on data ‘

Implementing
Data Strategies ‘

Systematization of digital transformation and IT human resource training programs ‘
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BRANDING

Yamaha positions its brand as a core component of its management and is advancing
branding activities on a global scale to ensure that it can fulfill its brand promise. Such
activities for increasing our brand value include fostering internal brand awareness and
providing consistent messages about our brand to external stakeholders.

Hiroko Ohmura
Operating Officer

Executive General Manager of Brand Development Unit and Senior General Manager of Marketing Division

Basic Policy

Over the more than 130 years since its founding, Yamaha has contin-
ued to develop a multifaceted business centered around musical
instruments and audio equipment. As part of this process, we have
continued to broadcast the Yamaha brand on a global basis in order
to raise our brand recognition among as many people as possible.
However, we recognize that there is a need to further strengthen
our points of contact with customers in order to form wide-reaching,
more substantive, and longer-lasting relationships with a greater
variety of customers.

Yamaha unveiled its brand promise in January 2019. This promise
expresses that “we at Yamaha want to inspire peoples’ passion and
help them take a step forward to express their individuality, emotion
and creativity” Moreover, we promise to “Become an Indispensable,
Brilliantly Individual Company” that moves customers to their core.
In our quest to fulfill these promises, we will create distinctive new
value and practice consistent communication in order to inspire cus-
tomers to feel passionate about owning Yamaha products or to hold
a feeling of admiration toward Yamaha brand. At the same time, we
will work to form strong connections with the customers who we
have inspired in this way.

In addition, we have established the Brand Strategy Committee,
which is chaired by the president and comprised of unit heads and
other members. This committee is a forum for regular discussion
among management with regard to the current state of the Yamaha
brand and the branding strategies needing to be implemented. These
discussions shape the course of our branding activities. The Company
also arranges joint brand committee meetings with Yamaha Motor
Co., Ltd., with which we share the Yamaha brand, so that we can
discuss and deploy joint initiatives for heightening the overall value
of the Yamaha brand.

Brand Promise™:

Make Waves

Brand Drivers (Customer Experience Value)

Express myself to
make an impact

Come together
with others

Progress personally
Brand Truth (Value Proposition)

Impact on
sound & music

Progressive

) ) Passion for players
innovation play

*Yamaha's brand promise defines the value Yamaha provides to customers (brand
truth), the experiences that can be delivered with this value (brand drivers), and how
individuals can express themselves through this value and these experiences.
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Review of Make Waves 1.0

During the period of Make Waves 1.0, the previous medium-term
management plan, Yamaha devoted focused effort to the entrench-
ment and implementation of consistent branding strategies based

on its brand promise, and we were thereby able to achieve a 50%
increase in corporate value over the plan period, surpassing the plan’'s
non-financial target of a 30% increase. Moreover, we renovated the
Yamaha Ginza Building and the Nagoya store and reopened these
venues as brand shops in 2021. These shops do more than just sell
musical instruments; they function as bases for broadcasting the
Yamaha brand at which visitors can engage with our brand. These
bases have thus significantly enhanced our ability to broadcast our
brand value. Meanwhile, to “Make Waves"” with our customers, we
deployed advertisements and content based on our brand promise on
a global scale. To supplement such communications based on a uni-
form message, we also prepared a diversity, equity, and inclusion
communication handbook to ensure that we can carry out communi-
cation in a manner that is mindful of such subjects. This handbook
was used to foster understanding within the Company.

Furthermore, we moved forward with the introduction of customer
data platforms and digital marketing platforms as part of our efforts to
develop frameworks for forging deeper and longer relationships with
customers. Methods of building these relationships will include step-
ping up communication and service provision to customers. In addi-
tion, the month of October, which contains the anniversary of
Yamaha's founding on October 12, has been defined as a special
brand month during which a variety of events are held to provide all
employees with opportunities to think more deeply about the Yamaha
brand and to thereby raise awareness regarding our brand among all
employees. These events are carried out in a voluntary manner all
around the world.

Framework for Fostering Consistent Brand Awareness among
Employees and Delivering Value Defined in Brand Promise

Japan

North America

Business

Brandin: Europe
Strategies ing P

Customers
China

Other Regions

Reflection of brand promise in activities of all Yamaha Group
employees worldwide

A brand is an important driver shaping performance, corporate cultures, and employee
action toward the implementation of business strategies. Brands also have a role in
supporting consistent growth and operations and in enhancing corporate value.



Branding Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Improve brand value by building upon and proactively broadcasting brand experiences

- Create brand experiences that move customers based on brand promise

+ Heighten customer engagement by creating new value through connections with customers

« Foster trust and understanding with stakeholders through proactive communication of brand narrative

Priority Themes of Make Waves 2.0

Priority Themes Measures

Advance branding strategies that enhance
emotional bonds

= Codify and communicate corporate brand information matched to the times and
emphasizing purpose

= Establish brand broadcasting bases that provide the opportunity to engage with
the Yamaha brand

Develop digital platforms

= Enhance websites with an emphasis on communication with customers
= Complete global installation of customer data platforms

Utilize integrated customer data and provide
services for improving lifetime value

= Globally integrate customer IDs (Yamaha Music ID)

= Improve understanding of customers through use of customer data

= Plan and develop comprehensive applications (services) for improving lifetime value
for customers

Build and standardize frameworks for
improving customer experience

= [mprove customer experience through customer support points
= Develop frameworks for global measurement of customer satisfaction to track this metric

= Exercise corporate accountability in information disclosure to earn trust from society

= Proactively communicate brand narrative related to business and sustainability

= Practice timely disclosure of corporate information in areas of rising interest and relevance
to external assessments

= Enhance ability to accommodate increasingly complex and sophisticated needs pertaining
to crisis management communications

Earn trust and understanding from society
by exercising corporate accountability in
information disclosure and communicating
fact-based brand narrative

Initiatives under the New Medium-Term
Management Plan

Advance Branding Strategies that Enhance

Emotional Bonds

The Company is developing frameworks for comprehensively com-
municating the value of the Yamaha brand to as many stakeholders
as possible.

Our corporate website is gaining importance as a venue for
announcements regarding our philosophy and policies and for enact-
ing our brand promise of “Make Waves." In reflection of this rising
importance, we are enhancing our website based on contemporary
changes in stakeholder awareness and on the latest technology and
design trends. We are also ramping up distribution of corporate and
product advertisements in pursuit of quantitative and qualitative
increases in customer contact points.

Physical venues for brand communications include our prior
brand shops and Yamaha Hall. Our network of such venues is being
expanded through new additions like the Yokohama Minato Mirai 21
brand broadcasting base scheduled for completion by March 31,
2024. By allowing customers to engage with the Yamaha brand

Artist renditions of Yamaha brand broadcasting bases

through such venues, we hope to deliver brand experiences that
inspire customers to “Make Waves."

Utilize Integrated Customer Data and Provide Services for
Improving Lifetime Value

Yamaha aims to utilize the data gained from its connections with cus-
tomers to deepen its understanding of customers and thereby create
new value and heighten customer engagement. By completing

the installation of the customer data platforms that was advanced
under the previous medium-term management plan, we look to
facilitate the acquisition, integration, visualization, and analysis of data
to accommodate a shift toward data-driven marketing. At the same
time, we will promote global membership systems for providing ser
vices that deliver greater customer experiences. For example, we are
accelerating the planning and development of applications that con-
tribute to higher lifetime value. Also, the customer data acquired from
Yamaha Music ID will be integrated and used to supply personalized
customer experiences and thereby forge ongoing connections
through aftersales services. Yamaha will target increased customer
engagement through such initiatives.

Yamaha Music ID
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DESIGN

The design of products is a crucial component of the Yamaha brand. In recent years, the
scope of fields requiring design considerations has been growing broader. Accordingly,
we will use design as a tool for expressing the Yamaha Philosophy in a wider range of
customer contact points with the aim of enhancing our brand value.

Manabu Kawada

General Manager of Design Laboratory
Brand Development Unit

History and Mission of Yamaha’s Design

Yamaha's design department was established in 1963. At the time, it Collaboration with Academia

was rare for a Japanese company to have dedicated design functions. Department of Design of Chiba University /
Yamaha, however, was quick to realize the importance of design, Lausanne University of Art and Design

prompting it to set up a dedicated organization for establishing a In the past, the Design Laboratory has engaged in collaborative
unique flair for the Company. Since then, this organization continued projects with numerous global education institutions, including
to support the Yamaha brand with a small team of diverse profession- the United Kingdom's Royal College of Art and ltaly’s Polytechnic
als of various nationalities. The mission of the Design Laboratory, University of Milan. Currently, this organization is in the process
the latest incarnation of our design department, is to propose and of advancing joint research together with organizations such as
manage designs and methodologies for expressing the Yamaha the Research Center for Advanced Science and Technology and
Philosophy and to thereby contribute to the creation of products and the California Institute of Technology.

services that surpass customer expectations. The Design Laboratory One recent project was conducted together with the

also strives to broadcast Yamaha's aspirations on a global scale Department of Design of Chiba University. In 2022, we partnered
to contribute to the development of a distinctly Yamaha culture. with this institution in a thought experiment. Based on theme of
Embracing the five elements of our design principle laid out at “Sumida Toy pianos,” we imagined a world where Yamaha and
the centennial anniversary of Yamaha's founding, this organization pianos existed during Japan's Edo period, thinking about how
will continue to act as a proponent for the Group's product pianos would have followed a unique path of evolution given the
design activities. lifestyles at the time. Three prototypes of the imaginary “Sumida

Toy piano” were created based on this experiment and displayed
at the Chiba University Graduation Research and Production

The Five Elements of Our Design Principle Exhibition over the period from March 18 to 20, 2022.

(Formulated in 1987)

Integrity Design that respects the essence of P--‘“""‘
the object

Innovative Creative design :

Aesthetic Beautiful design gy

Unobtrusive Restrained design

Social Responsibility Design that meets the needs of

today’s society We also took part in a collaborative project with renowned

Swiss learning institution Lausanne University of Art and Design
as part of Milan Design Week 2022, the world’s largest annual

Key Themes for the Design Laboratory Based on Key design gathering, which was held from June 7 to 12, 2022.
Strategies of the New Make Waves 2.0 Medium-Term Through this project, we exhibited six Yamaha Sound Machines
Management Plan product prototypes that aim to reimagine the music player for
¢ Create expression templates that remain consistent no matter the new society.

how times or values may change by refining and developing
new Yamaha design principles and educating employees on
these principles

e Continue thought experiments for exploring Yamaha's essence and
values to find hints for future advancements
® Heighten issue identification capabilities by demonstrating our

stance toward addressing social issues to the world and posing
questions from a unique perspective

e Foster creative culture and organizations to maximize creativity

R In addition to contributing to product development as a corpo-
of corporate design divisions

rate design division, sharing questions with younger generations
to demonstrate our aspirations to enjoy design in a completely
serious manner is another important duty of the Design
Laboratory.

For more information regarding Yamaha's design activities,
please refer to the following website.

D https://www.yamaha.com/en/about/design/
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YAMAHA’S DESIGN

Creation of new value through
innovative designs that respect
fundamental qualities

YH-L700A Wireless Headphones

The YH-L700A is a flagship model for our line of wireless headphones.
Built for both ease of use and comfort, these headphones feature
a simple yet distinctive rectangular silhouette. Moreover, fabric and
leather materials were used throughout to create an impression

4 of gently enveloping the user in the manner of a sofa or an item
of clothing.

Best of the Best, Red Dot Award: Product Design 2022
Product category design award, 2022 iF Product Design Award

Make and Play! Instrument Creation Initiative %

The Make and Play! instrument creation initiative was launched amid the COVID-19 i E%
pandemic with the aim of providing an activity that children could take part in with their reddot winner 2022

parents as restrictions on leaving home led to an increased amount of time spent
indoors. Specifically, we sought to enrich time at home through the experience of
making and playing instruments. This arts and crafts activity was packed with the fun
of musical instruments as the authentic sound produced despite the simple structure
of the instruments crafted meant that kids could enjoy both making and playing
instruments.

For free materials related to the Make and Play! instrument creation initiative, please refer to
the following website.
D https://www.yamaha.com/en/information/2020/20070801/paperinstruments/

Special Chief Judge’s Award in 15th Kids Design Award Program

Distance Viewing Next-Generation Live Viewing System

Distance Viewing is a next-generation live viewing service that records the full impact of live per
formances by artists and faithfully reproduces these performances in a virtual environment. This
system does so by combining faithful live performance audio with life-sized visuals displayed on
large screens and lighting effects that mimic the actual performance.

GOOD DESIGN AWARD 2021

YVS-120 and YVS-140 Venova™ Causal

Wind Instruments

Venova™ creates a new genre of casual wind instruments,
. and is available in both alto and tenor variants. After careful

consideration, we were able to increase the size of the
instrument without compromising playability or appearance,
giving it the feel of a conveniently sized wind instrument
and striking a balance between the traits characteristic

of the Venova™ line and the qualities expected of a wind
instrument.

Best of the Best, Red Dot Award: Product Design 2022
Product category design award, 2022 iF Product Design Award

=
reddot winner 2022 E@
best of the best

(From left) YVS-140 (Tenor Venova), YVS-120 (Alto Venova),
YVS-100 (soprano range model)
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STRATEGIES BY BUSINESS

MUSICAL INSTRUMENTS BUSINESS

With development capabilities pertaining to both the tangible and intangible
elements of products backed by extensive expertise, Yamaha is working to build
lifelong relationships with customers and earn their highest evaluations. At the same
time, we are strengthening our brand power to develop a sustainable, highly profitable

business structure.

Atsushi Yamaura

Executive Officer
Executive General Manager of Musical Instruments Business Unit and
Senior General Manager of Digital Musical Instruments Division

Business Overview

In the musical instruments business, which represents our core busi-
ness, we possess numerous core technologies related to sound and
music that have been cultivated over our long history. In addition to
developing acoustic instruments such as pianos, wind, string, and
percussion instruments, and digital musical instruments that leverage
electronic technologies, we are rolling out other products such as
hybrid instruments that meld both acoustic and digital technologies.
In recent years, we have been utilizing Al, kansei (sensibility) engi-
neering, and simulation technologies to take on challenges in the digi-
tal network environment and other new domains. Through our diverse
product lineups and global sales and service structures, which also
include the music school and software content businesses, we have
secured a position as the world's leading comprehensive musical
instruments manufacturer.

Revenue by Major Project / Core Operating Profit /
Core Operating Profit Ratio

(Billions of yen) (Billions of yen)

400 80
15.8%
13.6% 13.5% 13.7%’,—’
300 - 1— —{] 60
200 40
100 20
0 21/3 22/3 23/3 25/3 0
(Forecast) (Plan)

M Pianos M Digital musical instruments Wind, string, and percussion instruments
Guitars Musical instruments business revenue
Core operating profit (right) == Core operating profit ratio

Review of Make Waves 1.0

In fiscal 2022, the final year of Make Waves 1.0, Yamaha's previous
medium-term management plan, the musical instruments business
achieved increases in sales and profit as the benefits of market recov-
ery counteracted the impacts of ongoing shortages in product sup-
plies, which resulted from logistics disruptions and difficulties
procuring sound-generating, large-scale integration chips (LSls) and
other semiconductors. Looking back over the period of the previous
medium-term management plan, progress went according to plan
until early 2020. Thereafter, however, performance continued to be
impacted by procurement difficulties and logistic disruptions after the
start of the COVID-19 pandemic. Despite working to mitigate the
impacts through measures including altering product designs, we
were unable to accomplish the targets of the plan. In advancing the
key strategy of “develop global connections and ties with customers,”
great progress was made in efforts to cultivate both digital and physi-
cal customer contact points focused on brand communication and
digital marketing. We were thereby able to bolter our sales networks
and e-commerce venues around the world. Meanwhile, the key strat-
egy of “realize high levels of profit by expanding our business portfo-
lio" was enacted by augmenting our portfolio through various new
product launches. New products included portable keyboards that
incorporate the musical traditions of the growing market of India as
well as the STORIA series of guitars targeting a wider range of cus-
tomers. As for the key strategy of “create value through the combina-
tion of essential value enhancement and elemental technologies,” we
moved ahead with the release of the YDS-150 digital saxophone that
couples the expressiveness of a standard saxophone with volume
control features. In addition, we introduced Charlie™, the world’s
first communication robot to communicate via singing.

Overview of Markets by Mainstay Products and Yamaha’s Operations / Yamaha’s Strengths / Main Competitors

m Consistent, moderate growth in China, the world’s largest piano market

W Robust lineup that can accommodate customers of all skill levels developed through

Steinway & Sons (Germany and United

mRising trend toward emphasizing more fundamental value of pianos in mature markets @ dedication to the fundamental essence of acoustic pianos States)

Pianos

m\Wide-ranging proposals for enjoying pianos that apply technologies pertaining to
Disklavier™, TransAcoustic™, and other products

Guangzhou Pearl River Piano Group Co.,
Ltd. (China)

Kawai Musical Instruments
Manufacturing Co., Ltd. (Japan)

Digital musical

W Firm demand for digital musical instruments, despite shortages in product supplies
resulting from global difficulties in procuring electronic components

B Continued strong sales for digital pianos amid rising demand as people increasingly

B Strong brand image and high market share backed by quality
B Extensive product lineup matched to diverse user needs

W Development capabilities, production bases, and wide-ranging sales channels

Casio Computer Co., Ltd. (Japan)
Roland Corporation (Japan)

Kawai Musical Instruments

instruments stay home in response to the COVID-19 pandemic allowing for supply of models with functions and content tailored to the local music  Manufacturing (Japan)
m Growth in portable keyboard sales due to market exploration with mini keyboards traditions of Western markets as well as emerging markets KORG Inc. (Japan)
and to launch of models designed specifically for Middle Eastern markets
| Lower, but gradually recovering, global demand as school and community brass band ~ ® Production and sale of almost all instruments used in brass bands and orchestras Conn-Selmer, Inc. (United States)
activities were restricted as a result of the COVID-19 pandemic m Broad lineup of products for customers ranging from beginners to professional Buffet Crampon SAS (France)
Wind, string, ® Growth in demand for digital drums, digital wind instruments, and digital violins, performers Jupiter (KHS Musical Instruments Co.,
and percussion which can be played easily at home m Product development capabilities capitalizing on digital instrument and other Ltd.) (Taiwan)
instruments W Recovery in demand projected as restrictions on concerts are lifted around the world expertise as a comprehensive musical instruments manufacturer
W Expertise in stimulating demand for wind instruments through coordination with
professional performers and music instructors
W Growth surpassing previous fiscal year as live event demand recovers from the M Global leader in number of acoustic guitars sold* Fender Musical Instruments
impacts of the COVID-19 pandemic and demand associated with people increasingly  m Comprehensive solutions encompassing peripheral equipment offered through Corporation (United States)
Guitars staying home continues Yamaha Guitar Group, Inc. (Line 6, Ampeg) Gibson Brands, Inc. (United States)

W Advancement in new concept guitars, diversification in ways people enjoy playing

W Numerous competitors centered on U.S. brands

MWTransAcoustic™, wireless, and other new technologies a step ahead of competitors

Taylor Guitars (United States)
C.F Martin & Co. (United States)
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Business Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Business Vision

Receive the highest possible evaluation from an even greater number of customers while enhancing our brand power to

achieve a sustainable, highly profitable business structure

Targets for Fiscal 2025
Revenue: ¥330.0 billion (increase of 19.5% from fiscal 2022)

Core operating profit: ¥52.0 billion (increase of 39.4% from fiscal 2022)

Opportunities and Risks
Opportunities

Improvement in the promotion of value that fits the life stage of each
customer through digital marketing

Enhancement of product development capabilities for pursuing the essence
of musical instruments due to the progression of digital technologies and Al
Incorporation of demand from the middle classes in emerging markets
through the expansion of sales networks and e-commerce venues;
capturing of demand through the development of product models that cater
to local music cultures; and incorporation of demand from new growth in
the musical-instrument-playing population through music popularization
activities

Rise in new ways of enjoying musical instruments online that incorporate
remote technologies

Inconsistent supply of electronic components and timber

Economic downturn due to accelerated inflation

Changes in flows of people and commodities in response to the COVID-19
pandemic

Entrance of manufacturers from IT and other industries; potential for
saturation of e-commerce brands utilizing OEMs

Potential for the trend of growth in the sharing economy and secondhand
market to accelerate

Economic slowdown due to spread of wartime damages from Russia's
invasion of Ukraine

Key Strategies

1. Build upon the fundamental qualities of musical instruments

Adopt scientific approach by utilizing advanced technologies and pursuing
technological innovation
Foster understanding of and evolve skills and craftsmanship

2. Explore new growth fields

Expand sales channels and bolster efforts to communicate with customers
Propose new ways of enjoying existing musical instruments
Introduce products based on new concepts to approach new customers

3. Supply services for forging longer, stronger ties with customers

Support performances and provide conducive environments through applica-
tions and services

Provide services that allow customers to continue to play their instruments
in the best possible condition

Business Policies of the New Medium-Term
Management Plan

In the musical instruments business, we are promoting sales of high-
value-added products by bolstering sales and marketing activities that
are matched to the new society. Efforts in our core piano and wind,
string, and percussion instruments businesses will include building a
reputation as a premium brand to bolster profitability. As for the digital
musical instruments business, which we have positioned as a growth
business, we aim to stimulate new demand in order to expand our
operations. The guitar business, meanwhile, has been positioned as a
business to be fostered. We are pursuing the expansion of both prof-
itability and scale in this business through measures for improving
brand value centered on mid-range to high-end offerings.

Major Initiatives Pertaining to Key Strategies
For the first key strategy, build upon fundamental qualities of musical
instruments, we aim to create new and inspiring experiences founded
on advanced technologies and exquisite sensibilities. These experi-
ences will be realized by utilizing analytical and simulation technolo-
gies to refine musical instruments. We wiill also foster understanding
of and evolve our skills and craftsmanship to enhance our product
creation functions.

For the second key strategy, explore new growth fields, we look
to develop a growth product line that can stand alongside pianos in

order to heighten our share in the constantly growing Chinese
market. Meanwhile, we will work toward greater growth in emerging
countries by expanding sales in India through the nationwide deploy-
ment of e-commerce venues. Another effort for growing in emerging
countries will be to expand our sales network in the ASEAN region to
target middle-income customer demographics while positioning the
Philippines as a priority growth market. Product initiatives will include
developing creative products that propose new ways of enjoying
music by transcending preconceptions about musical instruments.

In this manner, we aim to provide musical instruments that are more
approachable, while still offering genuine experiences, so as to lower
the barrier to begin performing and thereby allow sound and music to
be enjoyed by anyone, anywhere, and at any time.

For the third key strategy, supply services for forging longer, stron-
ger ties with customers, Yamaha will support performances and pro-
vide conducive environments through its Yamaha Music Connect
(tentative name) platform. This platform will provide services that
offer new ways to enjoy musical instruments through features such
as automatic accompaniment and support for independent learning.
We will also bolster our aftersales services and provide additional
functions based on the life stages of customers to ensure that they
can continue to play their instruments in the best possible condition.
By supplying such services matched to customers’ music lifestyles,
we will target higher levels of lifetime value from customers.
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PIANO BUSINESS

DIGITAL MUSICAL INSTRUMENTS BUSINESS

Global market share for
Yamaha's products

Pianos: 39%"

Revenue (Fiscal 2022):

¥64.1 billion

Business Overview

The piano business is one we have cultivated for over a century
and can be considered a core part of the Yamaha Group'’s opera-
tions. The fundamental value of Yamaha's pianos is their ability
to help performers produce the types of performances that they
envision. We are committed to creating Yamaha pianos that
accommodate the performance ambitions of musicians of all
skill levels with acoustic and digital technologies.

Goal for Fiscal 2025
Evolution into a company that can continue to provide exquisite
piano experiences matched to the lives of individuals

® Ramp up activities with leading pianists and influencers
and accelerate artist relations activities targeting aspiring
pianists

Establish position as a
provider of pianos that
serve as the standard
for leading artists

= Continue to refine flagship CFX full-concert grand pianos

® Expand sales channels in China and enhance ability to
communicate value to specific customer groups

® Shift focus of product portfolio to more value-oriented
business and orient customers toward these businesses

® |ncrease recognition of hybrid pianos

Expand customer base
and raise value

B Shift toward products and product creation activities that
have lower environmental impacts

sustainable business S BRI e
model that is always B Maximize customer lifetime value by encouraging

accommodating toward the ~ customers to use their instruments longer
CIVITONMENT GND PEOplg """+

Transition toward a

= Develop cyclical business frameworks

Major Focuses for Achieving Goals

Under the previous medium-term management plan, Yamaha
achieved growth in piano sales in all regions. This growth was accom-
plished by introducing hybrid pianos and other high-value-added prod-
ucts and expanding sales channels in China amid strong demand that
surpassed our supply capabilities.

The focus for the piano business under the new medium-term
management plan will be to evolve into a company that can continue
to provide exquisite piano experiences matched to the lives of individ-
uals. To accomplish this goal, we will develop products, increase
quality, and communicate our value in a way that draws out the fun-
damental value of pianos in order to solidify our brand position in our
various segments. One new offering born of this approach is our CFX
series of full-concert grand pianos. We will also seek to establish a
sustainable cycle for the piano business by examining the feasibility
of transitioning to materials with lower procurement risks and creat-
ing frameworks for refurbishing and recycling products.
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Digital pianos: 47%"

Portable keyhoards: 52%"
¥96.1 hillion

Global market share for
Yamaha's products

Revenue (Fiscal 2022):

Business Overview

In the digital musical instruments business, our diverse product
and service lineup spans from digital pianos and portable key-
boards, for which we boast a world-leading market share, to syn-
thesizers and Electone™ electronic organs. These products are
built on our excellence in digital technologies. With these offer
ings, we seek to approach growing markets in emerging coun-
tries, accommodate the needs of various age groups, and respond
to the trend toward sustainability and other social changes in
order to continue providing customers with new experiences
and inspiration.

Goal for Fiscal 2025

Respond to diverse music needs of all regions and age groups by
building solid operating foundations and enhancing existing core
competencies

® Expand mid-range and high-end digital piano operations
and provide performance support solutions for digital
pianos

® Achieve growth in emerging markets by accommodating
local music traditions for portable keyboards

= Approach new customer demographics with products
based on new concepts

Advance strategies
tailored to specific
product lines

B Revise user registration processes to increase
registration rates and thereby forge connections with
customers

® Maintain ongoing relations by supplying applications and
other services to increase active users who continue to
enjoy their musical instruments

Implement strategies for
improving lifetime value

® Develop frameworks for continuing consistent growth
without halting business activities

Build operating
foundations and create
new value

= Create new value through process integration of
elemental technology collaboration and use of Al

Major Focuses for Achieving Goals

During the period of the previous medium-term management plan, we
were unable to furnish a supply of products that matched the rising
demand from people increasingly staying at home amid the COVID-19
pandemic. This situation was a result of reduced operations at factories
and difficulties in procuring electronic components. Conversely, we
succeeded in recovering revenue to the level seen before the pan-
demic by broadening our customer base through the expansion of

our e-commerce venues around the world.

Focuses of the new medium-term management plan will include
recovering our shares in various product lines while employing a unique
approach made possible by digital musical instruments in order to
respond to the diverse music needs seen among various regions and
age groups. We thereby aim to build new business frameworks that
will support Yamaha after the next decade and to develop core technol-
ogies for realizing superior sound and keyboard quality as well as core
technologies that build thereon. Yamaha will also construct systems
for ongoing development and operations of software and services in
pursuit of higher lifetime value.



WIND, STRING, AND PERCUSSION INSTRUMENTS BUSINESS
(EXCLUDING GUITARS)
e

B

e

GUITAR BUSINESS

*

Wind instruments: 31%

Drums: 11%"

Global market share for
Yamaha's products

Revenue (Fiscal 2022):

¥44.7 hillion

Business Overview

The wind, string, and percussion instruments business spans a
wide range of products, including more than 15 varieties of wind
instruments, such as trumpets and saxophones; string instru-
ments like violins; and percussion instruments, such as acoustic
and digital drums and timpani. With this wide range of products,
the Yamaha brand is able to compete for the leading position in
various musical genres. We are also involved in the creation of
custom models that meet the needs of major artists as well as
models that are played in educational settings around the world.

Goal for Fiscal 2025

Heighten brand value in individual product lines to receive highest
possible evaluations from all customer groups and become a com-
prehensive provider of wind, string, and percussion instruments that
is unparalleled in the world

= Develop high-end products and ramp up efforts to solicit

their value
Improve brand power of

high-end products

® Accelerate artist relations activities and create new artist
service frameworks

Grow sales and shares in = Deploy sales activities and enhance value communication
principal markets around activities based on market trends including prevalence
the world and reinvigorate of school bands in North America and community bands
Japanese market for wind in Europe

instruments for use in :

educational settings ® Inspire moves to resume brass band activities

® Propose new ways of enjoying instrumental music
performances and support performances and practice
Propose sustainability- sessions to strengthen ties with customers

minded value

wood unsuitable for products

= Create value by utilizing sustainably-sourced timber and

Major Focuses for Achieving Goals

The wind, string, and percussion instruments business struggled
amid a shrinking market during the previous medium-term manage-
ment plan as a result of the restrictions on wind and marching band
activities as well as other group performance activities seen around
the world amid the COVID-19 pandemic. Regardless, we moved for-
ward with the launch of digital saxophones and other products that
deliver new value.

The new medium-term management plan calls for the wind, string,
and percussion instruments business to expand its market shares by
improving the brand power of high-end products, to reinvigorate the
faltering Japanese market, and to develop products matched to cus-
tomer preferences and market trends. We will also conduct sales
and value-solicitation activities matched to market characteristics and
strengthen our percussion and string instruments operations so that
Yamaha can continue to be a comprehensive provider of wind, string,
and percussion instruments. In addition, the Company will seek to
lead the industry by proposing new value and reducing the environ-
mental impacts of its products.

Global market share for
Yamaha's products

Guitars: 9%"

Revenue (Fiscal 2022):

¥32.6 hillion

Business Overview

Since we commenced the manufacture and sale of domestic gui-
tars in 1966, our guitars have been recognized for their craftsman-
ship and genuine quality, which has helped us expand global sales
of our robust product lineup, including acoustic guitars, electric
guitars and basses, amps, and other peripherals. In recent years,
we have been developing attractive new products such as the
TransAcoustic™ Guitar, which is equipped with unique Yamaha
technologies. We have also been promoting R&D and marketing
activities that leverage our relationships with major music artists.

Goal for Fiscal 2025
Achieve business growth accompanied by quality through increases
to sales volumes and higher ratios of sales of high-ticket products

Gain the understanding of ~ ® Develop uncompromising high-end models and improve
customers with regard to the quality of entry-level models

the depth of guitars by e . .
building upon their
fundamental value

® Promote sustainability initiatives as one facet of initiatives
for building upon fundamental value of guitars

Achieve strong
differentiation through
amazing new value
propositions supported
by comprehensive
capabilities

B Propose unique ways of enjoying guitars based on new
concepts that take advantage of Yamaha's strength in
digital technologies

Encourage customers to = Provide comprehensive solutions including Line 6 and
continue playing the guitar ~ Ampeg

incorporate service L] Eqund lineup of solutions encompassing software and
elements services

® Strengthen brand marketing and transition from phase of
Conduct branding increasing recognition to phase of earning trust
ACtiVIties aIMEd @t BAMING .....iuiieriieimeieierei et esenens

customer trust ® Enhance brand experience through customized shops

Major Focuses for Achieving Goals

Smooth annual revenue growth was achieved under the previous
medium-term management plan, due in part to demand associated
with people staying at home. In terms of products, we bolstered our
lineup of peripherals, including THR-II and Catalyst guitar amps. We
also practiced selection and concentration with regard to our product
strategies while reinforcing our operating foundation through the
launch of the STORIA acoustic guitar, which enabled us to approach
new customer groups, and the F400 acoustic guitar for the
Indonesian market, a product linked to our regional strategies.

The three-year period of the new medium-term management plan
will be used as a time for completing preparations to become the
world's No. 1 guitar company. Accordingly, the plan puts forth the
new goal of achieving business growth accompanied by quality. By
building upon the fundamental value of guitars, we will seek to gain
the understanding of customers regarding the depth of guitars and to
achieve strong differentiation through amazing new value propositions
supported by the comprehensive capabilities that set Yamaha apart
from dedicated guitar manufacturers.

* Fiscal 2021, monetary value basis, based on surveys by Yamaha
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AUDIO EQUIPMENT BUSINESS

As we rebuild the audio equipment business in response to market changes, we will
broaden the domain of this business to include new growth markets. | am committed to
growing the audio equipment business by supplying a wide range of customers, span-
ning from consumers to businesses, with products built on our masterful technologies

pertaining to sound and music.

Shinichi Takenaga

Operating Officer

Executive General Manager of Audio Products Business Unit and
Senior General Manager of Professional Audio Division

Business Overview

The audio equipment business is one of the business pillars of
Yamaha, a company centered on sound and music. In this business,
we offer PA equipment for commercial and facility use and AV prod-
ucts for consumers. In addition, we provide ICT equipment, such as
network devices and voice communication equipment, and cloud ser
vices. Yamaha is exploring new markets while providing distinctive
products and services that combine its digital signal processing tech-
nologies, acoustics control technologies, and network technologies.

Revenue by Major Project / Core Operating Profit /
Core Operating Profit Ratio

(Billions of yen) (Billions of yen)
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M PA equipment AV products
Audio equipment business revenue
Core operating profit (right) == Core operating profit ratio

ICT equipment

Review of Make Waves 1.0

In fiscal 2022, the final year of Make Waves 1.0, the previous
medium-term management plan, higher revenue was posted for PA
equipment as a result of a recovery in demand. Conversely, we expe-
rienced a decline in revenue for AV products and ICT equipment due
to the heavy impacts of difficulties in procuring semiconductors.
Overall, the audio equipment business failed to accomplish the tar
gets of the previous medium-term management plan due to activity
and production restrictions and procurement difficulties seen amid
the COVID-19 pandemic. PA equipment struggled due to that sluggish
concert and entertainment market and installation delays that
stemmed from the COVID-19 pandemic. Nevertheless, sales of music
production, streaming, and other equipment to consumers showed
significant growth thanks to demand associated with people staying
at home. Production of AV products was down due to difficulties in
procuring components, placing downward pressure on performance.
Meanwhile, we were successful in advertising our value to millennials
and a wide range of other customers. \We were thus able to win high
market appraisals for our Listening Care function, a proprietary tech-
nology installed in Yamaha earphones and headphones that reduces
the burden placed on users’ ears. ICT equipment benefited from

large increases in demand from businesses and consumers following
growth in demand associated with teleworking amid the COVID-19
pandemic. This trend contributed to firm sales of speakerphones. At
the same time, we bolstered our product portfolio, which includes
such offerings as ADECIA, a comprehensive remote conferencing
solution for everything from voice input to output that can be used

in meeting rooms and classrooms of all sizes.

Overview of Markets and Yamaha’s Operations / Yamaha'’s Strengths / Main Competitors

B Return of employees to offices and growing demand for hybrid meetings
combining on-site and remote participation

® Need for increased efficiency in equipment investment

B Progress in integrated management and automation for reducing
labor requirements

® Merging of audio and network technologies
W Vast lineup capability of accommodating projects with various scales and budgets

B Broad lineup of products comprehensively encompassing everything from voice input
1o output

Harman International Industries
(United States)

Poly Inc. (United States)
Shure Incorporated (United States)

Business ® Proposal of solutions that include both equipment and services Sennheiser electronic GmbH & Co.
[ igher- X
Installation of higher-speed network connections in conjunction with KG (Germany)
digital transformation
Logitech International S.A.
(Switzerland)
Cisco Systems, Inc. (United States)
B Ongoing rapid growth in markets for headphones, earphones, and soundbars B Technology for communicating the true intent of creators Sonos (United States)
B Popularization of online voice chat through video games and other media W Stable, reliable, and high-quality signal processing technologies offering professional Bose Corporation (United States)
Consumer B Normalization of distribution of individually produced content via social media quality developed for commercial applications

B Merging of audio and network technologies

Sony Corporation (Japan)

Logitech International S.A.
(Switzerland)
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Business Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Business Vision

Restructure business in conjunction with market changes and broaden domain to include new growth markets

Targets for Fiscal 2025
Revenue: ¥128.0 billion (increase of 32.1% from fiscal 2022)

Core operating profit: ¥13.0 billion (increase of 767.0% from fiscal 2022)

Opportunities and Risks
Opportunities

Rising understanding regarding the importance of sound quality

in communication due to remote interactions experienced during
COVID-19 pandemic

Demand for new audio equipment amid changes in interactions with sound
and music stemming from popularization of social media and streaming

Potential for the adverse impact of unstable international conditions and
economic recession to effect corporate investment

Ongoing difficulties in procuring semiconductors and other components

Key Strategies

-

. Rebuild business in conjunction with market changes and
broaden domain to include new growth markets

Expand base of business customers comprising companies, schools, and
other entities by providing simple solutions for utilizing live entertainment
technologies and expertise

Provide high-fidelity and PA equipment technologies to consumer market for
applications such as voice communication in video games, audio production,
and streaming

N

. Pursue higher development efficiency by creating sound, cloud,
and network technology development platforms that facilitate
the creation of new value

Create development platforms that flexibly combine Yamaha's technological
assets to efficiently launch new products for various markets

Develop unique products and services by combining digital technologies,
acoustic technologies, and network technologies

w

. Accelerate branding forTRUE SOUND to improve recognition
of Yamaha'’s overall audio product lineup

Deliver ideal sound quality for various applications by utilizing and enhancing
sound-related technologies

Foster brand recognition through expansion of direct-to-consumer contact
points and spread recognition through consumerto-consumer promotions

Business Policies of the New Medium-Term
Management Plan

The new medium-term management plan will see the audio equip-
ment business, which was greatly changed by the COVID-19 pan-
demic, rebuilding and expanding its business domain to include new
markets. In business products, we will provide companies, public
facilities, schools, and other institutions with audio systems that allow
anyone to create a comfortable sound environment, even with no
specialized knowledge. Meanwhile, consumer product efforts will
include supplying solutions that realize high sound quality with easy
configuration for use for voice chat for online video games and for
social media and various other audio production, streaming, and
transmission applications. Demand in these areas will be accommo-
dated through the creation of development platforms and frameworks
that allow for the flexible combination of Yamaha's diverse technologi-
cal assets and resources to efficiently supply the ideal products and
solutions for respective markets.

Major Initiatives Pertaining to Key Strategies

In regard to the first key strategy for the audio equipment business,
rebuild business in conjunction with market changes and broaden
domain to include new growth markets, we will endeavor to restructure
and optimize our lineups of business and consumer PA equipment, AV
products, and ICT equipment in response to the changes in the market
and demand brought about by the COVID-19 pandemic. For business
products, we will cater to rising demand for hybrid meetings that com-
bine on-site and remote participation. Yamaha plans to launch products
equipped with functions for realizing events that bring together live

sound and real-time streaming for the live entertainment market. We will
also supply solutions for automatic configuration of sound environments
for companies and schools as part of our efforts to explore new sales
channels. Meanwhile, the Company will seek to accommodate the rise
in demand from consumers committed to high sound quality. Yamaha
has differentiated its headphones and earphones with its Listening Care
function, which delivers superior sound quality while protecting users’
ears. Our AV products, meanwhile, propose accessible ways of enjoying
authentic, high-quality, 3D surround sound via wireless devices. We aim
to grow sales of products in both of these areas. We are also targeting
the video game market with products that offer immersive sound and
smooth voice communication while supplying the audio production and
streaming market with solutions for easy production and streaming of
professional-quality content.

For the second key strategy, pursue higher development efficiency by
creating sound, cloud, and network technology development platforms
that facilitate the creation of new value, we will utilize technologies that
transcend product categories in order to heighten efficiency. For this pur
pose, we will develop shared platforms and streamline model develop-
ment investment in order to better allocate resources to creating value
and implementing appealing functions.

As for the third key strategy, accelerate branding for TRUE SOUND to
improve recognition of Yamaha's overall audio product lineup, Yamaha will
provide opportunities to experience the emotionally moving qualities of
music with the goal of heightening awareness regarding TRUE SOUND.
Further improvements to recognition will be pursued along with the
enhancement of customer contact points by advertising our value
directly to customers through Company-operated e-commerce channels.
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INDUSTRIAL MACHINERY AND COMPONENTS BUSINESS

Through comprehensive solutions centered on sound, we will promote a shift in the
domains of our business portfolio and expand our customer base.

Shigeki Fujii
Executive Officer
Executive General Manager of IMC Business Unit and Technology Unit

Business Overview

The industrial machinery and components business covers a broad
range of fields, such as electronic devices, which started with the
development of LSIs for digital musical instruments, and automobile
interior wood components for luxury automobiles, which began with
the integration of our lumber processing and coating technologies. In
addition, we are engaged in industrial machinery business areas like
FA equipment, which we develop by applying the production technol-
ogies created for musical instrument production.

For electronic devices, we are combining Yamaha's strengths in its
core sound-related technologies and sound production expertise to
shift our focus toward comprehensive solutions that expand beyond
semiconductor supply. Furthermore, there has been an increase in
the number of automobile manufacturers around the world employing
our in-vehicle communication module products (modules for in-vehi-
cle hands-free telephone calls geared toward emergency alert sys-
tems) and in-vehicle audio systems. In the future, we aim to expand
the scale of the industrial machinery and components business as
our third business pillar, alongside the musical instruments and audio
equipment businesses.

Revenue / Core Operating Profit / Core Operating Profit Ratio

(Billions of yen) (Billions of yen)
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4.1%
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Il Revenue Core operating profit (right) == Core operating profit ratio

Note: The above graph shows figures for the industrial machinery and components
business and other businesses.

Major Products / Overview of Markets / Yamaha'’s Strengths

Review of Make Waves 1.0
Revenue was up for electronic components and automobile interior
wood components in the components business following market
recovery and growth in automotive product sales in fiscal 2022, the
final year of Make Wave 1.0, the previous medium-term management
plan. The industrial machinery business, meanwhile, saw reduced rev-
enue due to a slowdown in demand for flexible printed circuit board
testing machines for smartphone applications. The plan started amid
a challenging operating environment in fiscal 2020, its first year, as a
result of the trade friction between the United States and China and a
downturn in capital expenditure demand. Nevertheless, the industrial
machinery and components business was able to achieve revenue of
¥35.1 billion, core operating profit of ¥4.2 billion, and a core operating
profit ratio of 11.8% in the plan’s final year, due to our progress in
expanding our customer base and shift to high-value-added products.
For in-vehicle audio systems, Yamaha products had been adopted
by five companies as of April 1, 2022, and vehicles using our products
are being sold in the Chinese market. We also saw increases in the
sales of our in-vehicle communication module products, despite
the impacts of customers entering production adjustment phases.
Automobile interior wood components experienced increased sales
to customers in North America, and we also deployed new production
methods that achieved lower environmental impacts through mea-
sures such as reducing the use of solvents during coating processes.
For FA equipment, we maintained our high shares for flexible printed
circuit board testing machines while growing sales of lithium-ion
battery testing equipment and other products that cater to new types
of inspection demand emerging in response to safety and reliability
needs. We also made headway in the development of high-frequency
testing equipment for 5G base stations, ultrasound inspection equip-
ment, and other new products.

In-vehicle audio systems, in-vehicle communication
modules, in-vehicle image and digital sound field

Electronic devices processor semiconductors, graphics LSls and sound
generators for amusement equipment, thermoelectric
devices, etc

vehicle value

B Progress in standardization as installation of emergency alert systems becomes mandatory in the European
Union and more demanding expectations require high-quality communication quality

® Rising attention directed toward sound design as in-vehicle comfort is reexamined as a potential new source of B Product proposals amalgamating core

sound-related technologies and sound
production expertise

Decorative interior panels for luxury vehicles using

® Strong demand and only slight decline in production of products for luxury vehicles despite economic

®Timber processing, coating, and

Automobile figured and other genuine wood slowdown resulting from COVID-19 pandemic decorating technologies and superior
interior wood W Trend toward larger interior panels amid increased emphasis on design properties of vehicle interiors and design proposal capabilities fostered
components accelerated initiatives to promote effective use of interior spaces through musical instrument production
B Rising attention for environment friendliness of materials and manufacturing processes
Precision machines for flexible printed circuit board M ncreased requirements for precision and functionality in inspections due to evolution of circuit boards in B Superior levels of quality and reliability
Factory testing machines, leak detectors, finishing robots preparation for 5G and wearable devices and cutting-edge technologies that realize

automation (FA)  (sanding and polishing systems), ultrasound inspection ~ m Rising demand for lithium-ion battery inspection equipment following rapid popularization of EVs

equipment equipment, etc.

high-speed, high-precision FA equipment

W ncreased demand for safety and sanitation of packaging for food and medical products
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Business Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Business Vision

third business pillar

Targets for Fiscal 2025
Revenue: ¥42.0 billion (increase of 19.6% from fiscal 2022)

Opportunities and Risks

Opportunities

Growth in in-vehicle audio market by leveraging Yamaha's core technologies
Expansion of new testing equipment demand stimulated by popularization of EVs
and rising safety and reliability needs

Shift focus toward providing comprehensive in-vehicle solutions
Expand product and support foundation with sound at its core to accelerate growth toward becoming

Core operating profit: ¥5.0 billion (increase of 19.0% from fiscal 2022)

Prolonged supply chain disruptions resulting from COVID-19 pandemic
Changes to customer plans and production adjustments on Yamaha lines due
to global semiconductor and component shortages

Rising procurement costs as a result of higher component prices and foreign
exchange rate fluctuations

Key Strategies

1. Electronic devices (in-vehicle audio)
Accelerate growth by providing comprehensive solutions for
in-vehicle audio

Increase numbers of automobile manufacturers and car models using Yamaha's
in-vehicle audio products and reinforce customer support and promotion base
functions

Utilize voice processing technologies that realize safety and comfort to increase
numbers of automobile manufacturers and car models using Yamaha's in-vehicle
communication solutions

2. Automobile interior wood components
Establish a sustainable earnings structure for in-vehicle space
production in the CASE era

Create larger decorative interior panels and produce high-grade designs
Commence use of new production methods that achieve higher productivity while
lowering environmental impacts through means such as reducing solvent during
processes

Expand customer portfolio in North America and China

3. FA equipment
Expand business by contributing to the realization of a safe and
secure society through ultrasound and sensing technologies

Improve functionality of lithium-ion battery leak testing equipment and deploy on
a global scale to grow sales

Explore new markets for ultrasound inspection equipment in food and medical
product packaging fields

Supply greater levels of value by introducing remote maintenance and service
functions into equipment

Business Policies of the New Medium-Term
Management Plan

The electronic devices business, which we have been developing
since the period of the previous medium-term management plan, has
been positioned as a business to be fostered under the new medium-
term management plan. Centered on this business's in-vehicle audio
products, we will take steps to grow this business into a new pillar
by providing comprehensive in-vehicle solutions for the era of CASE
(connected, autonomous, shared & service, and electric) technolo-
gies. Meanwhile, we will explore new markets in the FA equipment
business with ultrasound inspection equipment, EV battery leak test-
ing equipment, and other inspection equipment that employs ultra-
sound and sensing technologies.

Major Initiatives Pertaining to Key Strategies

In the electronic devices business, we accelerate the provision of
comprehensive solutions for in-vehicle audio that utilize Yamaha's core
sound technologies. Our goal for in-vehicle audio products will be to
deliver 3D surround sound inside of vehicles through a strong com-
mitment to the unique acoustic environment found within vehicles.
Meanwhile, we will target increased adoption of our products in auto-
mobiles along with higher brand recognition in the Chinese market by
augmenting our sales, technology, and quality assurance functions.
We are also working to have our in-vehicle communications modules
adopted for a wider range of vehicles by supplying solutions for safe
and comfortable communication in vehicles with our proprietary voice
processing technologies. This approach is being taken amid the devel-
opment of next-generation in-vehicle communications technologies.

In addition, Yamaha is accelerating its proposal of luxury vehicle
interiors using its automobile interior wood components. In this area,
we have been witnessing a trend toward emphasizing the comfort-
ability of in-vehicle environments, which has been creating a need
for larger interior panels. As we accommodate this trend, we are
also striving to deliver higher-grade decorative designs for vehicles.
Meanwhile, new manufacturing processes are being adopted with
regard to these components in order to reduce our environmental
impact. Such new processes involve reassessing the amounts of sol-
vents and the types of resins used in processes to lower the impact
on the environment while heightening productivity. Eliminating petro-
leum use and CO2 emissions is another priority for these processes.
Streamlining and rationalization is also being promoted in production
processes. As we enhance our processes, we will simultaneously
strengthen customer support functions with the goal of gaining new
customers in North America and China.

In regard to FA equipment, Yamaha aims to maintain its strong
share for flexible printed circuit board testing machines. We will also
seek to grow this business by strengthening our ultrasound and sens-
ing technologies, expanding our customer base, and exploring new
markets. In addition, Yamaha is promoting sales of higherfunctionality
lithium-ion battery testing equipment, for which demand is rising
with relation to safety and reliability amid the rapid shift toward EVs.
Furthermore, our unique signal processing technology is being utilized
to evolve our high-share printed circuit board testing machines in
terms of performance and functionality. At the same time, Yamaha
will broaden the scope of its business by developing and selling ultra-
sound inspection equipment for ensuring peace of mind in the new
fields of food and medical product packaging.
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STRATEGIES BY FUNCTION

RESEARCH AND DEVELOPMENT

By further refining and enhancing the combination of technologies and
sensibilities, which represents our long-cultivated core competence, we
will provide products and services that are overwhelmingly competitive and
responsive to the changing times and thereby support the “Well-Being of
People around the World.”

Shigeki Fujii
Executive Officer
Executive General Manager of IMC Business Unit and Technology Unit

The Strengths of Yamaha’s Research and
Development

We have inherited the craftsmanship capabilities and sensibilities
toward sound creation that Yamaha has cultivated over its long his-
tory, which spans generations. With these capabilities and sensibili-
ties as our foundation, we possess a deep understanding of and vast
insight related to sensibilities for determining a good sound and a
good sound environment. These serve as our unique strengths and
enable us to differentiate ourselves from our competitors. We have
established sensibility evaluation technologies as a means to effec-
tively utilize our insight and understanding. Leveraging these technol-
ogies, we are striving to meld our various other technologies, such as
our acoustic, digital, and electronic technologies, which in turn will
enable us to offer unique products and services that cannot be imi-
tated by competitors. Our foundation of organizational insight and
understanding regarding sound, which has been cultivated over our
long history, and sensibility evaluation technologies serve as a major
source of our competitiveness in the global market.

Review of Make Waves 1.0

We moved forward with R&D projects based on the core themes of
Make Waves 1.0, the previous medium-term management plan, with
the goals of creating new value through the combination of technolo-
gies and sensibilities and enhancing value through the pursuit of
authenticity and innovation. Based on these goals, we accumulated
insight and understanding regarding sensibilities in a wide range of
fields, including guitars and other musical instruments as well as
audio products like speakers. In addition, we launched our new CFX
flagship full-concert grand piano as the culmination of a research proj-
ect spanning decades. Meanwhile, efforts to create innovation led

to the launch of multiple new products. These products included the
YDS-150 digital saxophone, which is a marriage of our acoustic and
digital technologies; Charlie™, the world'’s first communication robot
that communicates melodically; and ADECIA, a comprehensive
remote conferencing solution for arranging ideal remote meetings.
Meanwhile, Yamaha won praise for its advancements in Al technol-
ogy. Most notably, the Dear Glenn Project, which seeks to explore the
potential for co-creation between people and Al, was awarded a Silver
Lion in the Entertainment Lions for Music category at the Cannes
Lions International Festival of Creativity 2021, the largest gathering
of the advertising and creative communications industry worldwide.

What Does the Combination of Technologies and
Sensibilities Entail?

Determining what a good sound or a good sound environment is
cannot be achieved by quantitative data analysis alone. The source
of our competitiveness lies in our deep insight and understanding
regarding sensibilities that we have cultivated through our long
history, which started with the creation of musical instruments.
Leveraging our core competence pertaining to sensibilities as our
foundation, we are able to combine a wide variety of technologies,
including acoustic technologies, digital technologies, data analysis
technologies, cloud technologies, Al technologies, and network tech-
nologies. This in turn enables us to provide unique products and ser
vices that cannot be imitated by competitors while also creating
new experience value.

Technologies

Products Services
Combination of acoustic Technologies for
technologies and digital enhancing music

technologies lifestyles

Al and Networks
Cutting-edge technologies for linking products and services

Sensibilities
Rich sensibilities forming the foundation for all of Yamaha's activities

Al Initiatives

Yamaha is engaged in various research projects with the goal of
developing Al that can function as a new partner for expanding the
possibilities for people’s music creation activities. Specific examples
of our Al initiatives include joint performances between people and
Al reproducing the performances of 20th-century genius pianist
Sviatoslav Richter, the Duet with YOO project for interactive
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performances by people and Al, and the Dear Glenn Project for
exploring the potential for co-creation between people and Al. These
initiatives allow us to propose new forms of music expression.

For more information regarding Yamaha's Al initiatives, please refer to
the following website.

_D. https://www.yamaha.com/en/about/ai/




Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Combine technologies and sensibilities to help people Make Waves—understand products and people and

practice co-creation

- Employ scientific design methodologies to pursue never-ending improvements to performance based on an understanding of products gained from

advanced simulation and measurement technologies

+ Visualize customer value to propose products that inspire diverse customers based on an understanding of people’s sensibilities with regard to

sound and music

- Utilize Al technologies that accommodate people’s needs in order to innovate the user experience for products and services by
reinventing the relationship between people and products through Al that play musical accompaniments
- Enhance material technologies to take advantage of the value of sustainable materials in order to improve business resilience and create new value

Initiatives under Make Waves 2.0

Creation of Innovation Value through Initiatives for
Accomplishing Our Mission

To combine technologies and sensibilities to help people “Make
Waves,” Yamaha will build upon its industry-leading technologies to
deliver innovative new value through the provision of solutions from
the customer’s perspective.

Yamaha's products create value by engaging with the sensibilities
of people. By enhancing our scientific design methodologies and
visualizing customer value, we will work to heighten the value of our
products and services. At the same time, we will take advantage of
Al and other technologies that accommodate the needs of people in
order to deliver new and innovative experience value related to sound
and music. These goals will be reached by adopting equipment for
analyzing and measuring sound and installing infrastructure for analyz-
ing performance and sensibility data. We also look to recruit and
develop human resources capable of using these systems.

Make Waves

Innovative
New Value

Co-Creation

Understanding of Products Understanding of People

Acoustic Measurement
and Analysis

Analysis of
Sensibility Data

Analysis of
Performance Data

T0PICS

Research of Physical Properties of Wind Instruments
As a world-leading manufacturer
of musical instruments, Yamaha
is utilizing cutting-edge technolo-
gies to pursue never-ending
improvements to the perfor
mance experiences it delivers.
The internal structure of wind
instruments can affect how the g
performer’s breath flows through Apparatus for visualizing fluid behavior
the instrument as well as how it within a recorder

resonates. The Company seeks to ensure that its wind instruments
deliver the desired feeling when played along with a rich tone. To this
end, we use high-speed cameras to visualize the distribution of flow
velocity within instruments and employ large-scale fluid simulations
to conduct detailed analysis of the fluid behavior of sound waves and
other physical phenomena during playing.

Research on Spatial Audio
Technologies

Yamaha is advancing research
and development on ViReal™
spatial audio technology in
response to rising demand for
highly immersive sound for
metaverse, 3D audio, and other
applications. We are researching
a myriad of technologies to
create music experiences with
unparalleled levels of reality. These include technologies for accurately
recording the sense of presence of the sound source and the ambi-
ance of the sound field, head-related transfer function technologies
for faithfully reproducing sound fields through headphones, and
sound field reproduction technologies that utilize multiple speakers

to create the desired sound field.

ViReal™ for Speakers
Spatial audio processing technology
utilizing multichannel loudspeakers

CFX Full-Concert Grand Piano (Released in March 2022)

The CFX full-concert grand piano represents a new pinnacle of piano quality. Built through an ongoing process
of discussion with top-tier artists from around the world, we crafted this masterpiece by mobilizing our vast
knowledge and technigues and exercising unending ambition underpinned by our dedication to the utmost
excellence in sound quality and the feeling of oneness that musicians experience with their instruments.
Employing new design concepts, the CFX achieves even greater heights by incorporating our unique wood

enhancement and cutting-edge simulation technologies.

Sensibility-Related Initiatives

Yamaha's product creation activities are founded on the knowledge related to sensibilities it has fostered with
a focus on sound and music. We aspire to further increase our sensibility-related knowledge while also adopt-
ing scientific approaches to track, share, and consolidate this knowledge. We thereby aim to draw out the
maximum potential of this knowledge to create new value.

CFX full-concert grand piano
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INTELLECTUAL PROPERTY MANAGEMENT

Intellectual properties are an important part of our management asset
portfolio. Accordingly, we seek to protect and utilize our intellectual prop-

erties and to strengthen the associated governance functions on a global F
scale. Intellectual properties are also used to promote the creation and
co-creation of new value in order to improve corporate value and address

social issues.

Intellectual Property Management Practices

for Improving Corporate Value and Addressing

Social Issues

Steps are taken to acquire and utilize intellectual property rights per
taining to the new inventions, ideas, designs, and trademarks created
over the course of our business. In addition, multifaceted analyses of
intellectual properties are performed to formulate new value propos-
als. We thereby seek to support the accomplishment of Yamaha's
management vision and improve corporate value.

Furthermore, rigorous intellectual property governance functions
have been installed to acquire music copyrights and other global
licenses and combat imitations of Yamaha trademarks through swift
action. By ensuring the appropriate protection and use of the intellec-
tual property of the Company and of others, we look to contribute to
the development of a fair society that encourages technological inno-
vation and artistic creation.

Intellectual Property Management System

Yamaha's Intellectual Property Division coordinates with Group divi-
sions pertaining to research and development, planning, marketing,
and other relevant functions to exercise management, perform over
sight, and provide instruction regarding the use of the intellectual
property of the Company and of others in business activities.
Membered by intellectual property specialists with diverse back-
grounds, the Intellectual Property Division guides Groupwide, global
intellectual property strategies.

In addition, a dedicated organization has been established to per
form analyses of intellectual property. Through these analyses, this
organization endeavors to predict changes in market and technology
trends, based on which it provides management with advice regard-
ing strategic technology development and other tasks for improving
corporate value.

Management

Coordination
Coordination

Intellectual Property

R&D Sales L
Division
Contributions to business
Planning & L activities through intellectual
: Subsidiaries ‘+y il
Marketing property strategies

coordinated with
management strategies,
business strategies, and
Divisions technology strategies

. Other Administrative
Production
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The Company has also installed frameworks for supporting intellec-
tual property activities through means such as screening and manag-
ing contracts to create new value. These frameworks are used to
maintain strong relationships with partners and otherwise contribute
to the improvement of Yamaha's competitiveness and to the growth
of earnings.

Intellectual Property Protection Initiatives

Protection of Technologies and Sensibilities

Yamaha is diligent in protecting its intellectual property in order to
safeguard the value it creates with its advanced technologies and rich
sensibilities. Al, network, and other critical technologies are protected
through patents, while the high-level insight and understanding
regarding sensibilities that shapes our craftsmanship and sound cre-
ation activities is secured through confidentiality. This strategic yet
conservative approach forms a bulwark defending the sources of our
distinctive strength.

Intellectual Property Portfolio Generating
Substantial Investment Benefits
More than 70% of Yamaha's revenue is generated

i : ) Top 100
overseas. Accordingly, the Company is working to Gilobal
develop an intellectual property portfolio that gener !f"._'.‘_“!"""'
ates substantial investment benefits by evolving its i
Japan-centric portfolio to create a high-quality, global
portfolio. These efforts have earned recognition, lead-
ing to Yamaha's being named a Top 100 Global
Innovator for 2022 by U.K.-based Clarivate Analytics. This selection is
compiled based on analyses of intellectual property trends indicated
by patent data to identify global innovators.

2 Clarivate

Protection of Designs

Yamaha's designs are a major source of the value of its products and
have been highly evaluated as a cornerstone of the Yamaha brand.
However, the rise in the value of our designs has recently led to an
increase in products imitating the designs of Yamaha products. To
combat such imitations, we are ramping up design rights activities
centered on China and aggressively exercising our rights to fight the
producers of such imitations in order to protect our business, prod-
ucts, and brand value.



Safeguarding of Trademarks Numbers of Patents, Design Rights, and Trademarks

Trademark rights have been acquired in all regions of the world with Held by the Yamaha Group
regard to the symbols that are the core element of the Yamaha brand {As of March 31, 2022)

(YAMAHA and the tuning fork brand logo) as part of our efforts to pro- (Numbers]
tect and improve brand value. These trademark rights have been Japan: Approx. 2,300 Overseas: Approx. 2,700
jointly acquired with Yamaha Motor Co., Ltd., in reflection of our joint

use of the Yamaha brand. The rise of the internet has led to increased
cases of misuse of such brand symbols through e-commerce and
other venues. We diligently monitor for such misuse and issue cease-
and-desist requests should misuse be detected. This diligence helps Patents
protect customers, mitigate risks to brand value, and contribute to the
realization of a fair and impartial society. For this reason, we actively
promote such activities through a concerted Group effort and through
coordination with sales companies and dealers across the globe.

Points of Emphasis for Intellectual Property Management Japan: Approx. 500 ] Overseas: Approx. 1,100

Supporting the New Medium-Term Management Plan
Reinforcement of Intellectual Property Landscaping
Functions

Intellectual property landscaping involves analyzing intellectual prop-
erty information as a facet of management and business information
to stay abreast of a company’s technology portfolio along with the
status of competitors and future trends. This information is then used
to shape future business strategies. By reinforcing its intellectual
property landscaping functions, The Intellectual Property Division
seeks to ramp up its support for the creation of new value in areas

Design Rights

Japan: Approx. 2,800 Overseas: Approx. 8,500
including management and business strategy drafting, decision-
making, and the implementation of open and close strategies
such as M&A activities and alliances.
Trademarks

., Case Study Strategic Utilization of Intellectual Property

Remote Cheerer Powered by SoundUD Remote Cheering System

The Remote Cheerer powered by SoundUD remote cheering system
helps people enjoy viewing sports in an interactive manner from = UJE:.':.?..EF.E"- ] ’ HEI’ITH!'E_ L;:LI_FEIEI’
their homes or other remote locations. This system features func- RUAZTSETE 2 ',F!-_ - : " - __ FrT
tions that allow applause to be transmitted to stadium speakers as ;
well as chat-room functions through which fans can enjoy text or
voice chat while watching events together with other fans separated
by physical distance.

The Intellectual Property Division coordinated with other relevant
divisions to swiftly acquire intellectual property rights with regard to
this system by submitting multiple patent applications. These efforts
erected a high barrier to entry for other rivals and contributed to the
quick launch of the associated business.

By supporting our efforts to find co-creation partners in relation to
soccer, baseball, basketball, and other sports from the perspective of
intellectual property, Yamaha strives to encourage brisk communica-
tion among people in the new society that will emerge after the
COVID-19 pandemic.
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The Strengths of Yamaha’s Production

Craftsmanship and Technologies

Amid our long history of being involved in the production of musical
instruments, we have refined the craftsmanship capabilities that have
helped us put the finishing touches on even better musical instru-
ments. Craftsmanship involves creating products through the vision
and handiwork of people, and our craftsmanship is a significant ele-
ment in differentiating ourselves from other companies. Linking our
craftsmanship capabilities with our proprietary technology for the sci-
entific evaluation of assessing human sensibilities is another impor
tant factor in realizing further differentiation.

Meanwhile, through scientific research of each production process
and the utilization of cutting-edge techniques, we have accumulated
a foundation of industry-leading manufacturing technologies. The fact
that we are able to maintain and integrate our refined craftsmanship
capabilities and advanced technologies at a high level is what sets our
production processes apart from other companies. It also serves as a
source of our competitiveness.

Global Production Structure

Yamaha installed production functions overseas early in its history,
establishing its first overseas production base in Taiwan in 1969.
Today, we have three production bases in Japan as well as bases in
China, Indonesia, Malaysia, and India. Resilience strengthening and
other extensive risk management measures are being implemented
at various bases as we develop frameworks through which products
of a given category can be produced at multiple bases and through
which related risks can be mitigated. The establishment of a global
production structure optimized to each of our business domains

is another factor that contributes to our overwhelmingly high level
of competitiveness.

Yamaha Technical Skills Training Program
Putting the finishing touches on a musical instrument is a kind of
craftsmanship that represents both an art and a technique. By work-
ing to visualize and transform tacit knowledge of craftsmanship into
explicit knowledge, we established the Yamaha Technical Skills
Training program, thereby enabling this know-how and craftsmanship
to be instilled in and shared across the Company. In this way, we
have made it easier for our new technicians to inherit the exceptional
skills of their predecessors and pass those skills down to future gen-
erations of employees. Recently, we have been making use of IT and
loT technologies within this training.

In our efforts to establish a global production structure, the Yamaha
Technical Skills Training program has been playing a key role in culti-
vating personnel responsible for production at each production base.
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PRODUCTION

While pursuing our strengths of craftsmanship and advanced technologies,
we will establish optimal foundations for global production. By doing

so, we will further enhance our production operations in terms of quality,
cost, delivery, safety, and environment (QCDSE) and achieve industry-
leading levels of production capacity and resilience, no matter the
operating environment.

Shinobu Kawase

Managing Executive Officer
Executive General Manager of Musical Instruments & Audio Products Production Unit

Review of Make Waves 1.0

In the first year of Make Waves 1.0, the previous medium-term man-
agement plan, we commenced full-fledged operations at our factory
in India while also starting up production of piano frames at the
Suzhou Factory in China. In addition, progress was made in globally
centralized purchasing. In this manner, measures for reducing various
costs at our factories proceeded in accordance with plans. However,
the COVID-19 pandemic struck in the second year of the plan, halting
and disrupting operations at factories. We were forced to address
these issues through remote support, which led to delays in the
plan’'s execution and ultimately failure in achieving our targets for the
priority theme of achieving ongoing cost reductions. Nevertheless,
we continued to pursue improvements to production systems and
to effectively supply products. We also sought to put in place an area
oversight system at manufacturing sites; standardize production
control; create smart factories, as seen in the use of loT technology
at our factory in Indonesia; and up the production capacity of and
number of models manufactured at our factory in India. Success
was seen in all of these measures.

Policies of Make Waves 2.0

Medium-Term Management Plan Policies

The new medium-term management plan continues the three key
themes of the previous plan, namely, production engineering, produc-
tion information management, and global production services (see
following page). Through a combination of our efforts based on these
strategies, we target ongoing improvements to QCDSE and resil-
ience, regardless of the operating environment, through masterful
fusion of our technologies and craftsmanship.

Sustainability of Forest Resources (Timber Procurement)
Taking into account that we use a diverse range of timber in our busi-
ness activities, we are actively promoting efforts to maintain valuable
timber resources and utilize these resources sustainably with a focus
on 50 to 100 years in the future. Through these efforts, Yamaha will
work to achieve a 75% rate of sustainably sourced timber use while
advancing Tone Forest activities to cultivate and preserve scarce

tree species that are used as materials for musical instruments.
Furthermore, we aspire to build an economically sustainable supply
chain and contribute to the development of local communities
through the creation of employment opportunities and the installation
of infrastructure.



Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Quality
Pursue high quality

Reduce the rate of
defects, etc.

Priority Themes of Make Waves 2.0

Basic Policy
Cost Delivery
Limit cost increases Increase production
capacity

Achieve 100%
rate of on-time delivery
Reduce number of

semiconductors
used by 70%

Environment

Achieve a 75% rate of
sustainably sourced
timber use

Reduce CO:2 emissions by
5% in comparison with
fiscal 2018 through
energy conservation

Safety

Have zero occupational
accidents, including
those requiring
suspension of work

[HCNYALEINES Measures

Production engineering
(Production hardware)
Develop technologies to
innovate production processes
Establish competitive production
processes

m Expansion of production capacity and
improvement of resilience to operating
environment changes

Development of frameworks for higher production capac-
ity, production of same products at multiple locations, aug-
mentation of existing factories, examination of feasibility of
new factory construction, etc.

= |[mprovement of production technolo-

gies and quality and development of fac-

tories that are empowering workplaces

Improvement of productivity and safety through automa-
tion, development of material technologies, enhancement
of material utilization capabilities, etc.

Production information management
(Production software)

m Reduction of costs and improvement of
quality through digital transformation of

Deployment of manufacturing information platform to
all bases, improvement of quality through use of digital

Realize digital transformation within our

. production management
production management

twin technologies in production, enhancement of efficiency
and reformation of workstyles through digital transforma-
tion, etc.

Global production services
(Production infrastructure)

= Reinforcement of procurement resil-
ience and promotion of sustainability

Reinforcement of procurement resilience, realization of
sustainable procurement, etc.

Strengthen production structure
(organization and personnel)
Stabilize procurement and reduce costs

by establishing a procurement structure ~ f€SOUTces

= |ntegration of regional production man-
agement and empowerment of human

Enhancement of area oversight organizations in China
and Indonesia, codification and sharing of tacit specialized
technologies and techniques using IT, promotion of
diversity, etc.

Production Capacity Allocation Policies

in Musical Instruments and Audio Equipment Businesses
Yamaha is reorganizing its production system in a cross-organizational
manner in order to boost the production capacity of individual facto-
ries in preparation for future increases to production. At the same
time, improved production quality is being pursued through equip-
ment automation and the codification of tacit technical skills. Another
part of this reorganization is risk mitigation. For example, the same
products are being manufactured at multiple locations from the per
spective of business continuity amid the recently volatile operating
environment. By doing so, we ensure that, should production be
halted in one area, we are equipped to minimize the impact on the
market by supplying products manufactured in other areas. Overseas,
steps are being taken to reduce the need for intercountry supply of
components between production bases by developing integrated pro-
duction systems for performing all steps, beginning with components
and ending with finished products.

Integrated Regional Production Management

in China and Indonesia

In China and Indonesia, Yamaha has multiple factories that function as
independent companies. We are adopting a regional production man-
agement approach in these countries. Through this approach, we will
improve productivity by standardizing human resource, accounting,
and other operating processes and IT platforms among factories

within the respective regions. In addition, regional internal auditing
functions will be installed to enhance regional risk management.
Meanwhile, a regional optimization perspective will be exercised with
regard to human resources to utilize and retain talented employees.
By promoting coordination among factories and sharing best prac-
tices, we aim to bolster region-wide quality and heighten safety levels.

Strategic Significance of Factory in India

Yamaha's factory in India was constructed to respond to the projected
increase in demand for musical instruments and audio equipment in
the country. This factory serves as a base for producing and supplying
entry-level portable keyboards, acoustic guitars, and PA equipment
and is an important base for exports to the Middle East and Europe.
India is a growth market that ranks right after China in terms of
growth potential. By optimizing planning, procurement, production,
and distribution functions for this market, this factory integrates
manufacturing, sales, and technical services to deliver products with
superior levels of cost competitiveness. Furthermore, we utilize the
sales warehouse built into the factory to grow sales in the Indian
market. As we further expand local production and consumption in
China, we are examining the possibility of using our India factory as
an alternative location for manufacturing products for the U.S. and
other markets.

Eﬂl For information on the location of Yamaha production bases and the major products
manufactured, please refer to page 13.
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SALES

The Strengths of Yamaha’s Sales Activities

Global Sales Activities That Are Deeply Rooted

in Local Communities

We have established sales offices in over 30 countries and regions
around the world, thereby rolling out our business on a global scale.
In key markets, we have established direct sales networks through
our subsidiaries. In emerging markets, we approach customers
through our authorized distributors. Our sales networks cater to local
characteristics and span a wide range of outlets, including specialty
stores, chain stores, mass retailers, and directly operated stores. The
ability to ascertain local music cultures and customer needs through
these sales networks and promote sales strategies in accordance
with local characteristics represents one of our major strengths.

Added Value Promotion and Price Optimization

We give ample consideration to such factors as the market environ-
ment, competitive relationships, and product features in order to pro-
mote efforts to optimize our prices so that they appropriately reflect
the value a product offers. In addition to revising the selling price of
existing products, we work to enhance value when introducing new
products by adding new services to existing products, and attach
prices that appropriately reflect this added value.

Artist Relations and Service Locations

To develop even more attractive products and services, we are
expanding and enhancing our locations for maintaining relations
with artists around the world. Our extensive network with the
world’s top artists and music educational institutions is another
one of our major strengths.

Review of Make Waves 1.0

Yamaha was unable to achieve the sales targets of Make Waves 1.0
due to the impacts of the activity restrictions and semiconductor
shortages resulting from the COVID-19 pandemic. Nevertheless, we
made steady progress and began seeing the benefits of the plan’s
strategies of encouraging customers to seek out the Yamaha brand by

In our business domains centered on sound and music, we will expand and
optimize our contact points with customers and strive to gain an accurate
understanding of market trends and customer needs. At the same time, we
will promote the value that our products and services offer to the greatest
extent possible. In these ways, we aim to expand sales.

Seiichi Yamaguchi
Executive Officer
Executive General Manager of Musical Instruments & Audio Products Sales Unit

promoting customer value and advancing new sales frameworks on a
global basis.

During the period of the previous medium-term management plan,
we moved ahead with the strengthening of customer contact points
and the creation of frameworks for promoting our product and brand
value amid the massive changes seen in the purchasing activities of
customers. These measures were advanced in both offline and online
venues. Offline measures included the development of experience-
oriented brand shops designed to provide customers with an opportu-
nity to engage with the Yamaha brand. Online, meanwhile, we
ramped up digital marketing activities around the world as we con-
ducted advertisements and measures in line with our brand promise.
These efforts were aimed at communicating the value of Yamaha
directly to customers to encourage them to visit stores and thereby
grow sales.

Worldwide sales were heavily impacted by the COVID-19 pan-
demic, but we have since seen a recovery trend in overall sales that
may return sales to the level seen before the pandemic. At the same
time, efforts to popularize playing music and stimulate demand
included the School Project, which has offered instrumental music
performance experiences to an aggregate total of 1.3 million students
to date, surpassing the target of 1 million.

Status of Music Popularization Activities (As of March 2022)

Japan (total for children 2,400 332,000
and adults)

Overseasv(total from'over 1.300 144,000
40 countries and regions)

*1 Number of students who were able to receive lessons in fiscal 2022

1,000,000 people

7 ntri 1
countries (7 countries)

1,290,000 people

*2 Project that provides opportunities for children to play musical instruments in
schools with the aim of spreading instrumental music education and increasing the
musical-instrument-playing population

Revenue Growth by Region (Yearon-year change excluding the impact of exchange rates)

(Billions of yen)
150

97% 103%

110%

100 108%

0 2173 22/3 23/3 21/3 22/3 23/3 21/3
(Forecast) (Forecast)
Japan North America
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Europe China

M [ Musical instruments business B Audio equipment business M [ Industrial machinery and components business and other businesses

103% 103% 106%

106% 111% 104%

22/3 23/3 21/3 22/3 23/3 21/3 22/3 23/3

(Forecast) (Forecast) (Forecast)
Other regions



Strategies of the New Make Waves 2.0 Medium-Term Management Plan

Develop broader, deeper, and longer direct ties with customers

Emerging
to grow revenue through higher sales volumes and selling prices Matffe China countries
countries
+49.5 +18.4 +17.0

Targets for Fiscal 2025
Revenue: ¥500.0 billion
Revenue growth: 20% (three-year average)

Priority Themes of Make Waves 2.0

Priority Themes Measures

= Optimization of sales networks
= Enhancement of proposal capabilities and sales methods
= Stimulation of demand through music popularization activities

Expansion of customer base

(+27%/+8%)

(+20%/+6%) (+29%/+9%)

Fiscal 2025

Figures in parenth indi
gures in parentheses indicate ——

three-year growth rate/CAGR

Fiscal 2022
revenue

500.0
408.2

By region (Musical instruments, Audio equipment)

(Billions of yen)

Improvement of ability to
communicate brand and
product value

m Strengthening of digital marketing
m Enhancement of brand advertisements through provision of experiences

Acceleration of initiatives targeting
higher lifetime value

m Enhancement of member services based on regional characteristics

Innovation of operating
foundations and processes

= |mprovement of efficiency through global standardization and automation of processes of sales company

Initiatives under Make Waves 2.0

Expansion of Customer Base

The new medium-term management plan calls on us to expand cus-
tomer contact points, as was also done under the previous medium-
term management plan, and to accelerate initiatives emphasizing the
customers who actually use our products and services. Efforts to
optimize our sales networks will include developing the ideal networks
for effective promotional activities and sales in the mature markets

of Japan, the United States, and Europe. We will also aggressively
bolster our sales networks in the growing markets of China, India,
and the ASEAN region. Meanwhile, the enhancement of proposal
capabilities and sales methods will be pursued by utilizing new adver
tisement methods suited to the market environment created by the
rapid trend toward online activities. For example, we will seek to cater
to customers online through means such as live commerce, which
proved to be an effective approach under the previous medium-term
management plan. Remote lessons and other services will also be
enhanced in an approach toward enhancing our proposal capabilities
that encompasses both products and services. Furthermore,
Yamaha's directly operated e-commerce venues will be enhanced in
Europe, North America, and India, where we began such efforts
ahead of doing so in other markets, while also being extended to
other markets with the goal of forming connections with new cus-
tomers. Our efforts to stimulate demand through music populariza-
tion activities will be advanced, in part, through the School Project.
By expanding the number of countries and students targeted by this
program, we aim to have offered instrumental music performance

Customer Relations Initiatives in Sales Activities

experiences to an aggregate total of 2.3 million students in 10 coun-
tries by March 31, 2025.

Improvement of Ability to Communicate Brand

and Product Value

Yamaha will endeavor to strengthen its digital marketing activities by
producing powerful promotional materials at sales companies around
the world and by sharing these materials on a global basis to heighten
Groupwide value communication capabilities. At the same time, we
look to enhance our brand advertisements through the provision of
experiences. This undertaking will entail bolstering our network of
showrooms and brand shops that allow customers to experience the
Yamaha brand and the quality of its products. We will also arrange
events and take part in exhibitions in various markets. Yamaha thereby
aims to communicate the value of its products and brand.

Acceleration of Initiatives Targeting Higher Lifetime Value
By utilizing the customer data platform furnished through Yamaha
Music IDs, Yamaha will supply services that have been tailored to
each individual customer. We will also enhance the services we pro-
vide to members through sales companies in a manner matched to
the characteristics of the respective regions in order to forge stronger
ties with customers. Our efforts do not stop with the initial satisfac-
tion we provide customers through the use of our products and ser-
vices. Rather, we target higher lifetime value by providing aftersales
services that accommodate customer needs and proposing services
and events that contribute to more enjoyable music lifestyles.

Under the previous medium-term management plan, we promoted direct marketing and redoubled our initiatives for communicating the
value of our products and brand directly to customers to encourage them to visit stores and seek out the Yamaha brand. The new medium-
term management plan will see the continuation of conventional business activities through sales agents. At the same time, we will actively
utilize directly operated e-commerce venues to target emerging countries and other markets where we lack coverage and to supply products
that are not currently offered through sales agents.
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DIRECTORS

As of June 23, 2022

INNOVATION
ROAD

(From left) Satoshi Yamahata, Mikio Fujitsuka, Paul Candland, Naoko Yoshizawa, Yoshihiro Hidaka, Takuya Nakata, Taku Fukui, Hiromichi Shinohara
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Takuya Nakata

Director, President and Representative Executive Officer
Number of shares owned: 75,500

Mikio Fujitsuka
Independent Outside Director
Number of shares owned: 0

1981
2005
2006
2009
2010

2013
2014
2015
2017

Joined the Company

General Manager of Pro Audio & Digital Musical Instruments Division
Executive Officer

Director and Executive Officer

President and Director of Yamaha Corporation of America

Senior Executive Officer of the Company

President and Representative Director

Director of Yamaha Motor Co., Ltd. (Outside Director) (to the present)
President of Yamaha Music Foundation (to the present)

Director, President and Representative Executive Officer (to the present)

Satoshi Yamahata
Director and Managing Executive Officer
Number of shares owned: 28,400

1977
2001
2005
2008
2009

2010
2011
2013
2016
2019

Joined Komatsu Ltd.

General Manager, Corporate Controlling Department, Komatsu Ltd.
Executive Officer

President of Global Retail Finance Business Division

General Manager, Corporate Planning Division and President of Global Retail
Finance Business Division

Senior Executive Officer

CFO, Director and Senior Executive Officer

Director and Senior Executive Officer

Executive Vice President and Representative Director

Outside Director of Yamaha Corporation (to the present)

Outside Corporate Auditor of Mitsui Chemicals, Inc. (to the present)

Paul Candland

Independent Outside Director
Number of shares owned: 500

1988  Joined the Company
2009  General Manager of Accounting and Finance Division
2013  Executive Officer and General Manager of Corporate Planning Division
2015 Executive General Manager of Operations Unit
Director and Senior Executive Officer
2016 Executive General Manager of Corporate Management Unit (to the present)
2017 Director and Managing Executive Officer (to the present)
2020 Executive General Manager of Human Resources and
General Administration Unit (to the present)
Taku Fukui

Independent Outside Director
Number of shares owned: 0

1985
1987
1994
1998

2002
2007
2014
2018
2019

2022

Joined Owens Corning

Joined PepsiCo, Inc.

President of Okinawa Pepsi-Cola, Inc.

Representative of Japan Branch, PepsiCo International Ltd.

Representative Director and General Manager of The Disney Store Japan, Inc.
Managing Director, Walt Disney Television International Japan of The Walt Disney
Company (Japan) Ltd.

Representative Director and President, The Walt Disney Company (Japan) Ltd.
President of The Walt Disney Company, Asia

Managing Director of PMC Partners Co., Ltd. (to the present)

Outside Director of Yamaha Corporation (to the present)

CEO of Age of Learning, Inc.

Outside Director of Dentsu Group Inc. (to the present)

Hiromichi Shinohara

Independent Outside Director
Number of shares owned: 100

1987

2004
2005
2009
2017
2021

Registered as an attorney

Joined Kashiwagi Sogo Law Offices

Professor of Keio University Law School (to the present)

Outside Audit & Supervisory Board Member of Shin-Etsu Chemical Co., Ltd.
Managing Partner of Kashiwagi Sogo Law Offices (to the present)

Outside Director of Yamaha Corporation (to the present)

Outside Audit & Supervisory Board Member of METAWATER Co., Ltd.

(to the present)

Yoshihiro Hidaka
Independent Outside Director
Number of shares owned: 4,100

1978
2003

2007
2009

2012

2014

2018
2021

Entered Nippon Telegraph and Telephone Public Corporation

Head of Access Service System Laboratory of NIPPON TELEGRAPH AND
TELEPHONE CORPORATION (NTT)

Head of the Information Sharing Laboratory Group of NTT

Senior Vice President, Head of Research and Development Planning, Member of
the Board of NTT

Executive Vice President, Head of Research and Development Planning, Member
of the Board of NTT

Senior Executive Vice President, Head of Research and Development Planning,
Member of the Board of NTT

Chairman of the Board of NTT (to the present)

Outside Director of Yamaha Corporation (to the present)

Naoko Yoshizawa

Independent Outside Director
Number of shares owned: 0

1987
2010
2018

2014

2015

2016

2017

2018

Joined Yamaha Motor Co., Ltd.

Vice President of Yamaha Motor Corporation, U.S.A.

Executive General Manager of 3rd Business Unit, MC Business Operations of
Yamaha Motor Co., Ltd.

Executive Officer of Yamaha Motor Co., Ltd.

Executive General Manager of 2nd Business Unit, MC Business Operations of
Yamaha Motor Co., Ltd.

Executive General Manager of 1st Business Unit, MC Business Operations, and
General Manager of ASEAN Sales Division, 1st Business Unit,

MC Business Operations of Yamaha Motor Co., Ltd.

Executive General Manager of Corporate Planning & Finance Center of Yamaha
Motor Co., Ltd.

Senior Executive Officer and Director of Yamaha Motor Co., Ltd.

President, Chief Executive Officer, and Representative Director of

Yamaha Motor Co., Ltd. (to the present)

Outside Director of Yamaha Corporation (to the present)

1988
2009
2011

2016
2017

2018

2019

2020
2021

Entered Fujitsu Limited

Vice President of Mobile Phones Unit of Fujitsu Limited

Head of Global Research & Development Center of Fujitsu Laboratories of
America, Inc.

Deputy Head of Advanced System Research & Development Unit and Head of Al
Promotion Office of Fujitsu Limited

Corporate Executive Officer and Head of Al Platform Business Unit of Fujitsu
Limited

Corporate Executive Officer, EVP and Vice Head of Digital Services Business of
Fujitsu Limited

Corporate Executive Officer, EVP of Fujitsu Limited,

CEO of FUJITSU Intelligence Technology Ltd.

Corporate Executive Officer, EVP and Evangelist of Digital Software & Solutions
Business Group of Fujitsu Limited

Director of knowledge piece Inc. (to the present)

Outside Director of Nitori Holdings Co., Ltd. (to the present)

Outside Director of Yamaha Corporation (to the present)
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COMPOSITION OF THE BOARD OF DIRECTORS

Reasons for Appointment, Expected Role, and Independence of Outside Directors

Takuya Nakata

Director, President and
Representative Executive Officer

Having served in positions such as General Manager of our Pro Audio & Digital Musical Instruments Division, President and Director of
Yamaha Corporation of America, Mr. Takuya Nakata has a wealth of experience and achievements alongside broad insight in business.

He has led the Group as President and Representative Director since June 2013, and as Director, President and Representative Executive
Officer since June 2017 after our transition to a Company with Three Committees (Nominating, Audit, and Compensation). Additionally, he
has been a leader in corporate governance reform via initiatives such as the transition to a Company with Three Committees (Nominating,
Audit, and Compensation), and has worked to strengthen the oversight function of the Board of Directors. He has been appointed as a
director on expectations that he will help further strengthen the oversight function of the Board of Directors through these achievements
and insights, etc.

Satoshi Yamahata

Director and Managing Executive
Officer

In addition to work experience at an overseas subsidiary, Mr. Satoshi Yamahata has served as General Manager of the Accounting and
Finance Division, General Manager of the Corporate Planning Division, Executive General Manager of the Operations Unit, Executive General
Manager of the Corporate Management Unit, and Executive General Manager of the Human Resources and General Administration Unit,
and has a wealth of experience and achievements alongside broad insight. He has promoted corporate governance reform as Director and
Senior Executive Manager since June 2015 and as Director and Managing Executive Officer since June 2017, and has worked to strengthen
the oversight function of the Board of Directors. He has been appointed as a director on expectations that he will help further strengthen the
oversight function of the Board of Directors through these achievements and insights, etc.

Taku Fukui

Independent Outside Director

With a mastery of corporate law and corporate governance in Japan and overseas as an attorney, Mr. Taku Fukui has a high degree of
expertise, wealth of experience, and achievements alongside broad insight. Since assuming the position of Outside Director of the Company
in June 2017, he has provided highly effective supervision while supporting the determination of major corporate actions and quick and
decisive execution on decision-making, based on his high degree of expertise, wealth of achievements and insights, etc. He has been
appointed as a director on expectations that he will help further strengthen the oversight function of the Board of Directors through these
achievements and insights, etc. There are no transaction relationships between the Company and Kashiwagi Sogo Law Offices, where

Mr. Taku Fukui serves as Managing Partner.

Yoshihiro Hidaka

Independent Outside Director

Having been involved in management at one of the largest global transportation equipment manufacturers in Japan, Mr. Yoshihiro Hidaka
has a wealth of experience and achievements alongside broad insight as a corporate officer. Additionally, as President and Representative
Director of Yamaha Motor Co., Ltd., a company that shares a common brand with the Company, he is a person with one of the deepest
understandings of the Yamaha brand. Since assuming the position of Outside Director of the Company in June 2018, he has provided highly
effective supervision while supporting the determination of major corporate actions and quick and decisive execution on decision-making,
based on his wealth of achievements and insights, etc., as a corporate officer. He has been appointed as a director on expectations that
he will help further strengthen the oversight function of the Board of Directors through these achievements and insights, etc., and improve
the Yamaha brand value. As the Company and Yamaha Motor Co., Ltd., where Mr. Yoshihiro Hidaka serves as President and Representative
Director, share the Yamaha brand, the two companies are in a relationship such that enhancements to the brand value via the Company's
sustainable growth also provides a positive effect on said company's corporate value, while damage to the brand due to violations of laws
and regulations or deficient governance, etc., by the Company will have a negative effect on said company’s corporate value. Mr. Yoshihiro
Hidaka is a person with one of the deepest understandings of the Yamaha brand, which is the source of the Company’s brand value, and
he shares an interest with ordinary shareholders regarding improvement of the Company's brand value. Furthermore, not only there are

no significant transaction relationships* between the Company and Yamaha Motor Co., Ltd., but as the Company is no longer a major
shareholder of said company since 2017, there are no concerns that Mr. Yoshihiro Hidaka will have conflicts of interest with ordinary
shareholders, and the Company believes that he can fulfill his duty for supervision, etc., of management from an independent standpoint
in order to maximize profits for shareholders of the Company.

*The amount of transactions between the Company and Yamaha Motor Co., Ltd. is less than 0.3% of consolidated net sales of both companies.

Mikio Fujitsuka

Independent Outside Director

Having been involved in management as CFO at one of the largest global construction machinery manufacturers in Japan, Mr. Mikio
Fujitsuka has a wealth of experience and achievements alongside broad insight as a corporate officer, as well as adequate knowledge of
finance and accounting. Since assuming the position of Outside Director of the Company in June 2019, he has provided highly effective
supervision while supporting the determination of major corporate actions and quick and decisive execution on decision-making, based on
his wealth of achievements and insights, etc., as a corporate officer. He has been appointed as a director on expectations that he will help
further strengthen the oversight function of the Board of Directors through these achievements and insights, etc.

Paul Candland

Independent Outside Director

Having been involved in management as the person responsible for the Asian region and the Japanese firms of a global entertainment
company, Mr. Paul Candland has a wealth of experience and achievements alongside broad insight as a corporate officer as well as broad
knowledge of brand and marketing. Since assuming the position of Outside Director of the Company in June 2019, he has provided highly
effective supervision while supporting the determination of major corporate actions and quick and decisive execution on decision-making,
based on his wealth of achievements and insights, etc., as a corporate officer. He has been appointed as a director on expectations that
he will help further strengthen the oversight function of the Board of Directors through these achievements and insights, etc.

There are no transaction relationships between the Company and PMC Partners Co., Ltd., where Mr. Paul Candland serves as
representative, and neither party is classified as a major shareholder of the other.

Hiromichi Shinohara
Independent Outside Director

Having been involved in management as a Representative Director of one of the largest communications and ICT companies in Japan,

Mr. Hiromichi Shinohara has a wealth of experience and achievements alongside broad insight as a corporate officer. He also has
wideranging and in-depth knowledge of communications systems and electronics. He has been appointed as a director on expectations that
he will help strengthen the oversight function of the Board of Directors through these achievements and insights., etc. There are no
significant transaction relationships* between the Company and NIPPON TELEGRAPH AND TELEPHONE CORPORATION (NTT), where Mr.
Hiromichi Shinohara serves as a director, and neither party is classified as a major shareholder of the other.

* The amount of transactions between the Company and NTT is less than 0.3% of consolidated net sales of either of the two companies.

Naoko Yoshizawa
Independent Outside Director

Having been involved in management as an executive officer of one of the largest electronics and ICT companies in Japan and as the CEO
of its overseas group company, Ms. Naoko Yoshizawa has a wealth of experience and achievements alongside broad insight as a corporate
officer. She also has a high degree of expertise in digital and Al technologies. She has been appointed as a director on expectations that she
will help strengthen the oversight function of the Board of Directors through these achievements and insights, etc.

There are no transaction relationships* between the Company and knowledge piece Inc., where Ms. Naoko Yoshizawa serves as a
director, and neither party is classified as a major shareholder of the other.

* The amount of transactions between the Company and Fujitsu is less than 0.1% of consolidated net sales of either of the two companies.

Note: The Company has submitted notification to the Tokyo Stock Exchange to designate Taku Fukui, Yoshihiro Hidaka, Mikio Fujitsuka, Paul Candland, Hiromichi Shinohara, and Naoko
Yoshizawa as Independent Directors as described in the provisions set forth by the Tokyo Stock Exchange.
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Expertise of Directors

Expertise of directors

Legal affairs

Manufacturing,

Name Corporate ) Finance and IT and digital Sales and Global
management el e accounting technologies igelogy, marketing operations
management and R&D
Takuya Nakata [ ® () [ ®
Satoshi Yamahata ([ ] o [
Taku Fukui [ ] [ )
Yoshihiro Hidaka [ ] [ [ )
Mikio Fujitsuka ° ° ° °
Paul Candland ([ ] [ ] [ )
Hiromichi Shinohara [ ] [ [ [ )
Naoko Yoshizawa [ ] [ [ ] [

Composition of the Nominating, Compensation, and Audit Committees in Fiscal 2022
Attendance at Meetings of the Board of Directors and Committees in Fiscal 2022

Composition

Compensation

Nominating Committee Audit Committee

Committees in Fiscal 2022

Attendance at Meetings of the Board of Directors and

Committee
° ° Board of Directors: 14/14 (100%)
Takuya Nakata Chairberson Chairberson Nominating Committee: 4/4 (100%)
P P Compensation Committee: 4/4 (100%)
Satoshi Yamahata Board of Directors: 14/14 (100%)
Taku Fukui (] Board of Directors: 14/14 (100%)
aku Fukut Chairperson Audit Committee: 16/16 (100%)
Board of Directors: 14/14 (100%)
Yoshihiro Hidaka o o Nominating Committee: 4/4 (100%)
Compensation Committee: 4/4 (100%)
o . Board of Directors: 14/14 (100%)
Mikio Fujitsuka o Audit Committee: 16/16 (100%)
Board of Directors: 14/14 (100%)
Paul Candland [ ] [ ] Nominating Committee: 4/4 (100%)
Compensation Committee: 4/4 (100%)
Board of Directors: 11/12 (91.7%)
Hiromichi Shinohara [ ] [ ] Nominating Committee: 4/4 (100%)
Compensation Committee: 3/3 (100%)
. Board of Directors: 12/12 (100%)
Naoko Yoshizawa ¢ Audit Committee: 13/13 (100%)
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EXECUTIVE OFFICERS, OPERATING OFFICERS, AND AUDIT OFFICERS

As of June 23, 2022

President and Representative Executive Officer

Takuya Nakata

Managing Executive Officers

Please refer to page 81 for career summary.

Shinobu Kawase

Executive General Manager of Musical Instruments & Audio
Products Production Unit

1983  Joined the Company A
2004  President of Yamaha Fine Technologies Co., Ltd. -
2011 General Manager of Wind, String & Percussion K2
Instruments Division g
2013  General Manager of Acoustic Musical Instruments
Production Division, Musical Instruments & Audio
Products Production Unit
2014  Executive Officer
2015  Senior Executive Officer
Executive General Manager of Musical Instruments &
Audio Products Production Unit (to the present)
2016  Managing Executive Officer
2017  Managing Executive Officer (to the present)
2020  Executive General Manager of Musical Instruments &
Audio Products Production Unit
Satoshi Yamahata
Executive General Manager of Corporate Management Unit and
Human Resources and General Administration Unit

Please refer to page 81 for career summary.

Executive Officers

Shigeki Fujii
Executive General Manager of IMC Business Unit and
Technology Unit

1983
2005
2009
2013

2015
2017
2018

Joined the Company

General Manager of Advanced System Division Center
General Manager of Semiconductor Division
Executive Officer

Executive General Manager of IMC Business Unit

(to the present)

Senior Executive Officer

Executive Officer (to the present)

Executive General Manager of Technology Unit

(to the present)

Seiichi Yamaguchi
Executive General Manager of Musical Instruments & Audio
Products Sales Unit

1985
2006
2010

2013
2014

2015
2016
2017

Joined the Company

Director and President of Yamaha Scandinavia AB
Chairman and President of Yamaha Music & Electronics
(China) Co., Ltd.

Executive Officer

General Manager of Business Planning Division,
Musical Instruments & Audio Products Sales &
Marketing Unit

Executive General Manager of Service Business Unit
Senior Executive Officer

Executive General Manager of Musical Instruments &
Audio Products Sales Unit (to the present) Executive
Officer (to the present)

Atsushi Yamaura

Executive General Manager of Musical Instruments Business
Unit and Senior General Manager of Digital Musical

Instruments Division

1992
2015

2016

2019

2021
2022

Joined the Company

Senior General Manager of Audio Technology
Development Department,

Audio Products Development Division

Senior General Manager of Electronic Musical
Instruments Development Department,

Musical Instruments Development Division

Senior General Manager of Digital Musical Instruments
Division, Musical Instruments Business Unit (to the
present)

Operating Officer

Executive Officer (to the present)

Executive General Manager of Musical Instruments
Business Unit (to the present)

Operating Officers

L

Py S

Shinichi Takenaga
Executive General Manager of
Audio Products Business Unit and
Senior General Manager of
Professional Audio Division

v A

Masato Oshiki

President of Yamaha Music
Japan Co., Ltd.

Thomas Sumner

President of Yamaha Corporation
of America

s=r ‘::.

'_ Foami, A
™, '
ol & h Py .
Naoya Tetsumura Yutaka Matsuki
Deputy Executive General Manager Senior General Manager of Piano
of Musical Instruments & Audio Division, Musical Instruments
Products Production Unit and Business Unit
Senior General Manager of
Manufacturing Process Division
= o

Taro Tokuhiro Hirofumi Yamashita
Executive General Manager of Senior General Manager of
Operations Unit Corporate Planning Division of

Corporate Management Unit

-.bn

Hiroko Ohmura Nobukazu Toba
Executive General Manager of Senior General Manager of
Brand Development Unit and Electronic Devices Division,
Senior General Manager of IMC Business Unit

Marketing Division

84 Yamaha Group Annual Report 2022

Audit Officers

Toshiaki Goto Hirofumi Mukaino
Senior General Manager of Senior General Manager of Internal
Production Planning Division, Auditing Division

Musical Instruments & Audio
Products Production Unit
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Yasushi Nishiyama

Senior General Manager of Audit
Committee's Office




DISCUSSION BETWEEN INDEPENDENT OUTSIDE DIRECTORS

Hiromichi Shinohara
Qutside Director

Naoko Yoshizawa
Outside Director

Ongoing Creation of Value through
True Digital Transformation Shaped by Discussion

The following is a discussion between Hiromichi Shinohara and Naoko Yoshizawa, new independent outside directors
appointed at the General Shareholders’ Meeting held in June 2021, in which they assess the current state of
corporate governance at Yamaha and their expectations for the future of the Company.

This discussion took place in June 2022, one year after their appointment.

— How has your view of Yamaha changed
since you were appointed as an independent
outside director and what new discoveries
have you made about the Company?

Yoshizawa: My time at Yamaha has deepened my respect for the
Company'’s dedication to pursing the utmost limits of sound and
the technological might that underpins these efforts. | have had
the opportunity to tour piano and wind instrument factories, and
these tours have allowed me to see, first hand, the commitment
to sound and the technological excellence of the employees who
stand on the production floor. | even saw an employee play an
instrument that they had made, and was struck by the beauty of
the tones it produced.
Shinohara: | think that Yamaha is a very diligent company that
exhibits a sense of integrity in its approach toward product cre-
ation. Before taking up my position as director, | had figured that
discussions at Board meetings might be a bit artistic or involve
sudden bouts of inspiration. Perhaps this is because Yamaha is
a company that deals in artistic products that based on aesthetic
tastes. However, the truth was just the opposite: Yamaha takes
an extremely logical approach toward its business.

There are some striking differences between Yamaha's business
and the telecommunications field, where | have worked for years.

For example, in the telecommunications field, we provide value
to customers in the form of efficiency and convenience. The
value Yamaha supplies, meanwhile, comes in forms like joy, fun,
and inspiration. As such, the approach toward setting targets and
defining indicators is completely different.

Yoshizawa: | think is it wonderful that Yamaha has a clear vision
of the value it provides to customers through its technologies:
fun. | built my carrier at a technology company, where research
and development was our business. For this reason, | admire
how Yamaha has a well-defined purpose in mind for the technolo-
gies it develops.

— Given what you have seen over the past
year, how would you assess the current
oversight functions of the Board of
Directors and its effectiveness?

Yoshizawa: Yamaha has installed the frameworks it needs

for corporate governance by means of the establishment of
Companywide committees for discussing specific themes such
as risk management and sustainability. More impressive still

is the strong sense of commitment that management exhibits
toward making Yamaha a better company through effective
corporate governance. This commitment was apparent in the
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discussion process for formulating the new medium-term manage-
ment plan. We spent a lot of time talking about activity policies and
themes. When it came time to identify material issues and decide
how to express these issues, Board meetings saw a flurry of
opinions on how to communicate the Company'’s priorities and

the underlying thinking of management to external stakeholders.
Shinohara: The breadth of opinions that come up at Board meet-
ings is a reflection of the diverse backgrounds of directors and
how these diverse directors are utilizing their respective exper
tise and experience in oversight. If | were to point out an area
with room for improvement, | would have to cite the need for an
increased number of women on the Board. In addition, | think it
might be necessary to reconsider the skill set that will be
required on the Board to facilitate the pursuit of ongoing growth.
Today, it is common for companies to disclose a “map” that high-
lights their directors’ skills. However, the majority of these skill
maps are populated by somewhat “standard” skills, such as
legal, financial, and R&D insight. It seems like the skill sets
required by companies should change based on their growth
stage or their industry.

Yoshizawa: | feel there is a need for Yamaha to discuss exactly
what type of diversity it requires most. At the moment, Yamaha's
Board of Directors is only comprised of individuals from private-
sector companies. | therefore think that it might be possible for
the Company to gain a completely new perspective if it were to
invite someone with experience in government agencies to join
the Board.

Shinohara: Another possible improvement that | would like to
mention in terms of improving effectiveness by facilitating deeper
discussion would be to clearly identify those agenda items need-
ing thorough discussion and those for which it is enough for a
consensus to be reached and approval to be issued. In fact, there
may even be those items for which a single formal Board meet-
ing will not suffice. In these cases, there might be a need to take
a flexible approach, like agreeing to continue discussions at the
next Board meeting or arranging another forum for discussion.
Yoshizawa: At the moment, the Board is responsible for compre-
hensive examination and monitoring activities of all business
divisions and committees. However, given that time is finite, an
overly comprehensive range of responsibilities can cause a failure
to get to the heart of issues that require substantial discussion.
Shinohara: | also want to make a request with regard to the brief-
ing materials that are distributed in advance of Board meetings.
We independent outside directors look over the items contained
in these documents and prepare to the greatest of our ability
before meetings. However, as our understanding of Yamaha is not
as robust as that of internal directors, there are some things that
we cannot fully comprehend from the briefing materials alone.
With some more careful planning, | think these materials could be
made into even more effective tools for facilitating understanding,
and thus contribute to more meaningful discussion.

Yoshizawa: It is not enough to simply explain the details of the
item at hand; we need to know the steps that led up to the
current situation, the decisions examined during this process,
and what type of objections or alternatives were raised.

An understanding of the background and process of these matters
can lead independent outside directors to adopt new approaches.
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| feel confident that Yamaha is a company
with the power to deliver the value
sought in the current era, which is

exemplified by concepts like well-being.

Hiromichi Shinohara

— What are your thoughts regarding
the Nominating Committee,
the Compensation Committee,
and the Audit Committee?

Shinohara: Only a year has passed since | became a member of
the Nominating Committee and the Compensation Committee.
Over this year, discussions at meetings of the Nominating
Committee have centered on succession planning while

we primarily talked about how best to link compensation to
performance at meetings of the Compensation Committee.

An important part of succession planning is the establishment of
nomination processes. However, it can take time for people to
develop. There is thus a need for discussions and preparations
from the perspective of cultivating future leaders.

Yoshizawa: Yamaha has adopted a management approach of cre-
ating value through sustainability. To effectively implement this
approach, the Company will need to foster people who can pro-
mote growth by transforming sustainability into value.
Shinohara: Discussions on compensation were not just about
how to evaluate to degree of progress toward financial targets;
we also talked about how to reflect Yamaha's management
approach of positioning sustainability as a wellspring of value in
compensation. These discussions eventually culminated in the
decision to include the degree of progress toward non-financial
targets, specifically those pertaining to the Company’s material
issues and the related progress, into the evaluation criteria for
performance-linked compensation. These new non-financial tar-
gets were implemented in conjunction with the launch of the
new medium-term management plan.

Yoshizawa: The Audit Committee is tasked with overseeing the
Group as a whole. As a member of this committee, | try to pro-
vide advice for creating more effective and efficient management
frameworks. For example, | might propose that we take the best



| think is it wonderful that Yamaha has
a clear vision of the value it provides
to customers through its technologies: fun.

Naoko Yoshizawa

practices that have been implemented in the efforts of subsidiar
ies to strengthen their specific governance systems and apply
these on a Groupwide basis. Oversight for the purpose of ensur-
ing appropriate operations includes turning the spotlight to the
root of issues troubling management and frontline operations in
order to help find resolutions to these issues. Information is
imperative to this type of oversight. Luckily, | am able to obtain

a great deal of information from audit officers, the Audit
Committee's Office, and the Internal Auditing Division. | also have
opportunities to observe frontline operations, which further arms
me for effective discussion of such issues. My interactions with
audit officers are particularly beneficial as the close communica-
tion lets me get answers to any questions | might have on mat-
ters that are unclear from briefing materials.

— What are your opinions of Yamaha at
the moment based on your backgrounds
in digital technologies and
digital transformation?

Yoshizawa: Yamaha already has a strong technological foundation
for promoting digital transformation, particularly when it comes
to Al technologies. However, this strength presents the risks of
the Company becoming overly preoccupied with technologies
and thus forgetting the transformation part. To prevent this from
happening, we probably need to engage in more discussion on
exactly how Yamaha will seek to create value going forward.
Yamaha aspires to deliver music and musical instruments to
people around the world and to enrich people’s lives through this
process. As it already has a clear goal in mind, all that is left is
think about how to use technologies to accomplish this goal.
Shinohara: | fully agree. Yamaha has already installed the
necessary data linkage functions, such as customer information
management systems and supply chain management systems.

It is thus now at a stage in which it needs to look at how it will
utilize the data gained through these systems. However, what
the Company needs to be careful about is avoiding putting the
cart before the horse by focusing too much on what can be
accomplished through data usage. The proper course is to set a
goal, determine what data is needed to accomplish that goal, and
then think about with whom coordination should be pursued to
collect said data.

Yoshizawa: A good example of Yamaha's goals could be seen in
the music schools the Company is currently developing in more
than 40 countries and regions around the world. | understand that
Yamaha started building music schools some 70 years ago. The
original goal of these activities was to make the joy of instrumental
music performance, previously a thing only available to the
wealthy, something that can be enjoyed by everyone. This in itself
was a form of transformation and is connected to the corporate
value of Yamaha today. With this history of transformation, | am
sure that Yamaha is equipped to succeed in digital transformation.

— What topics do you feel need to be
addressed at Board of Directors’ meetings
with regard to the new medium-term
management plan?

Shinohara: It is crucial to pursue new heights of competitiveness
in existing product lines, no matter how the operating environ-
ment might change. Based on this preface, | want to discuss
more about how Yamaha can adopt an approach that is different
from the values it has embraced thus far, an agile development
approach, for example.

Yoshizawa: In terms of product creation, | think that the reinforce-
ment of business foundations, including supply chain resilience,
is an area requiring attention. Earlier, we talked about the new
type of value that constitute the essence of digital transforma-
tion. | hope to be able to drill down on this subject with other
Board members in order to chart a course to business success
for Yamaha in the field of digital technologies.

Shinohara: | feel confident that Yamaha is a company with the
power to deliver the value sought in the current era, which is
exemplified by concepts like well-being. | therefore believe that
we should be talking more about how to provide new forms of
lifetime value. Lifetime value involves going beyond simply selling
products to provide and sell experiences and thereby develop

a business that involves forging ongoing relationships with
customers. We must also examine the type of technology
portfolio that is needed to capitalize on Yamaha's capabilities

to create new value.

Yoshizawa: Providing experiences as services requires people
and capabilities that were not necessary under the prior product-
centered approach. How best to acquire and cultivate such
human resources will need to be an ongoing topic of discussion
going forward.
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Basic Policies for Corporate Governance

Committed to supporting the “Well-Being of People around
the World,” the Yamaha Group has adopted the Yamaha
Philosophy and the Promises to Stakeholders, which apply to
shareholders and all other related parties. We are working to
secure a high level of profitability based on global competi-
tiveness and increased management efficiency, and we are
also striving to fulfill our social responsibilities in such areas
as compliance, the environment, safety, and social contribu-
tions. In these ways, we are working to realize sustainable
growth and to improve corporate value over the medium to
long term. To that end, in accordance with our Basic Policies
for Corporate Governance, we have established institutional
designs for management—in addition to an organizational
structure and systems—and we are implementing a range of
initiatives and appropriate disclosure of information. In these
ways, we are working to realize transparent, high-quality busi-
ness management.

Basic Policies for Corporate Governance

* From a shareholder’s perspective, ensure the rights and
equal treatment of shareholders

¢ Taking into consideration our relationships with all
stakeholders, proactively fulfill the Company'’s social
responsibilities

e Ensure that information is disclosed appropriately and that
management is transparent

¢ By separating the oversight and executive functions and
strengthening the oversight function, ensure that the Board
of Directors is highly effective while at the same time exe-
cuting decisions appropriately and with a sense of urgency

e Proactively engage in dialogue with shareholders

D:_]l For more information on the Yamaha Philosophy, please refer to page 2.

Eﬂl For more information on the Promises to Stakeholders (revised on April 1, 2022),
please refer to page 5.

For more information on the Basic Policies for Corporate Governance,
please refer to Corporate Governance Policies (revised on June 22,
2022).

D https://www.yamaha.com/en/ir/governance/pdf/governance_
policies.pdf

Reinforcement of Oversight Functions

In a bid to strengthen oversight and accelerate management, the
Company has separated functions for business oversight and
execution. Yamaha has reinforced oversight functions by increas-
ing the ratio of independent outside directors. As of June 23,
2022, independent outside directors comprised three-fourth

of the members on the Board of Directors (please see Ratio

of Outside Directors to the right).
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Changes in Corporate Governance
Yamaha views corporate governance as fundamental for
improving the quality of overall management, and as an
essential aspect of sustainable development for a corpora-
tion. Furthermore, the Company is aware of the need to con-
stantly reform and improve corporate governance systems
once they have been put into place.

Yamaha has consistently taken steps to strengthen corpo-
rate governance, such as introducing an operating officer
system in 2001; appointing an outside director and establish-
ing the nominating and compensation committees on a vol-
untary basis in 2003; reducing the number of inside directors
and appointing multiple outside directors in 2010; and formu-
lating the Corporate Governance Policies in 2015. In addition,
in June 2017 the Company transitioned to a Company with
Three Committees (Nominating, Audit, and Compensation)
structure and appointed its first female independent outside
director; in June 2019 the Company appointed its first foreign
national as an independent outside director; and in April 2020
the Company established the new position of audit officer.

Initiatives for Separating the Oversight and
Executive Functions

The Board of Directors determines important matters—such as
basic management policies—required by laws and ordinances,
the articles of incorporation, and the rules of the Board of
Directors. Authority for important decisions pertaining to busi-
ness execution is delegated to executive officers from the
Board of Directors, and matters related to these decisions that
must be reported to the Board of Directors are defined by the
rules of the Board of Directors. By adhering to these rules and
requiring related procedures and approvals to be conducted in

a rational manner, the Board of Directors exercises its oversight
function. Executive officers regularly report on the status of
business execution to the Board of Directors, and the Board

of Directors oversees business execution by executive officers.
The Audit Committee audits the execution of duties by directors
and executive officers based on audit standards and audit plans.
To ensure that executive officers, operating officers, and audit
officers are able to perform their duties efficiently, the Company
has established rules for these officers and provisions for this
purpose are included in the rules for the Managing Council.

Performance-Linked Compensation

In 2017, Yamaha increased the ratio of performance-linked com-
pensation for directors responsible for business execution and
executive officers after completely revising the officer compensa-
tion system with the objective of aligning the values of manage-
ment with shareholders and providing sound incentives that link
the compensation system to enhancements in corporate value
over the medium and long term while sustaining growth (please
see Example of Compensation for an Officer to the right).
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Example of Compensation for an Officer m For information on compensation systems, please refer to page 93.
Fixed: 80% Link to Fixed: 50% Link to Fixed: 50% Link to
short-term short-term short-term
performance: performance: performance:

0 0 0
2009 20% 2017 30% 2022 30%

=)

=)

Link to
medium-term ) )
performance: Link to medium-term performance
20% (based on evaluation indicators including

total shareholder return and non-financial targets
of the medium-term management plan): 20%

Note: The Company includes claw-back clauses in agreements that require the return of all or a portion of restricted shares transferred to officers on an accumulated basis without
compensation in the event of serious cases of accounting fraud or major losses, depending on the responsibility of the officers in charge.
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Corporate Governance Structure (As of June 23, 2022)

General Shareholders’ Meeting

Appointment / dismissal Appointment / dismissal

v

Board of Directors 8 persons

Outside Directors 6 persons ‘ ‘ ‘ ‘ ‘ ‘ ‘ ‘ Inside Directors 2 persons
L I |
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tive Officer 1 person
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‘ ‘ accounting audit audit
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Risk Management Committee Request )
for advice Instruction A 4
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Report

Individual Business Divisions, Administrative Divisions

Report

» Audit Officer 1 person

Internal audit

nestic Group Companies

Overseas Group Companies

[T Oversight Function M Executive Function

Oversight Function
Directors and Board of Directors

Meetings of the Board of Directors are held monthly (in
principle). In keeping with its fiduciary duty, the Board of
Directors pursues sustainable growth and improvements to
corporate value over the medium to long term. The Board of
Directors also oversees the execution of duties by executive
officers and the directors and makes decisions on basic man-
agement policies and other important matters that are speci-
fied in laws and regulations, the articles of incorporation, and
the rules of the Board of Directors. In addition, the Board of
Directors supervises overall management of the Company by
overseeing the succession plan for the representative execu-
tive officer and other officers; selecting the members and the
chairpersons of the Nominating Committee, Audit Committee,
and Compensation Committee; appointing executive officers,
operating officers, and audit officers: approving transactions
with related parties; and supervising the development and
operation of the internal control systems.

Based on their fiduciary duties, the directors act to ensure
the Company'’s sustainable growth and enhance its corporate
value over the medium to long term, taking into consideration
the relationships with all stakeholders. Directors are also
expected to understand relevant laws and regulations and the
Company'’s articles of incorporation and to gather information
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Audit Committee's Office and Internal Auditing Division ‘ Outside Director ‘ Inside Director

in a manner that is sufficient to proactively offer opinions and
engage in constructive discussions at meetings of the Board
of Directors and other opportunities.

Independent outside directors advocate for the perspective
of stakeholders in meetings of the Board of Directors by ful-
filling the functions of overseeing management, offering
advice, and monitoring against conflicts of interest from
an independent standpoint.

Nominating Committee

The Nominating Committee decides on the content of pro-
posals regarding the appointment and dismissal of directors,
which are submitted at the General Shareholders’ Meeting.
The committee also determines the content of proposals for
the appointment and dismissal of executive officers, operat-
ing officers, and audit officers, which are submitted to the
Board of Directors. The Nominating Committee also imple-
ments succession plans for the representative executive
officer and other officers through the development of human
resources to serve as directors, executive officers, operating
officers, and audit officers.

Compensation Committee
The Compensation Committee has formulated the policy for
determining director, executive officer, operating officer, and



audit officer compensation and decides on individual compen-
sation amounts based on this policy.

Audit Committee

The Audit Committee, either working in collaboration with the
Internal Auditing Division or directly on its own, audits the
structure and operation of the internal control systems of the
Company and other Group companies. Based on the results
of these audits, the Audit Committee conducts audits to
determine the legality and appropriateness of the conduct

of duties by the executive officers and directors.

When deemed necessary, members of the Audit
Committee report or express their opinions to the Board of
Directors, or may issue cease and desist orders to executive
officers and/or directors. In addition, the Audit Committee
may decide on proposals to be considered in the General
Shareholders’ Meeting, including the selection / dismissal
of the accounting auditor.

Securing the Effectiveness of the Audit Committee

To assist the committee with its work, the Audit Committee's
Office has been established as a full-time organization under
the direct jurisdiction of the Audit Committee. The Audit
Committee instructs the head of the Audit Committee’s
Office to attend important meetings to voice opinions,

in addition to gathering and assessing information within

the Company. To ensure the independence of the Audit
Committee's Office from the executive officers and other
people responsible for business execution, the approval of
the Audit Committee is required for personnel evaluations,
personnel reassignments, and disciplinary actions for the
personnel of Audit Committee's Office.

When it deems necessary, the Audit Committee enlists
the help of external experts to perform audits.

The president and representative executive officer pro-
motes continuous improvements in the maintenance and
operation of internal control systems while periodically
exchanging opinions with the Audit Committee.

Collaboration between the Accounting Auditor and the
Internal Auditing Division

In regard to items necessary in auditing the conduct of duties
by the executive officers and directors, the Audit Committee
has secured a system that facilitates the implementation

of sufficient and appropriate audits, including collaboration
and sharing information with the accounting auditor and the
Internal Auditing Division. The Audit Committee works to
improve audit quality and to realize efficient audits. The Audit
Committee is allowed to provide instructions regarding audits
of the Internal Auditing Division when necessary. In the event
that instructions provided to the Internal Auditing Division by
the Audit Committee conflict with instructions provided by
the president and representative executive officer, the
instructions of the Audit Committee will take precedence. In
regard to the general manager reassignment of the Internal
Auditing Division, the opinions of the Audit Committee will be
heard in advance.

The Internal Auditing Division must report to the Audit
Committee when asked, in addition to submitting periodic
and timely reports on the outcomes of their audits to the
Audit Committee.

Audit Officers

Audit officers are responsible for audits of Yamaha Group
companies as members of the management team of posi-
tions equivalent to operating officers.

Executive Function
Representative Executive Officer

The representative executive officer represents the Company
as the chief executive for Company matters and is in overall
charge of business under the basic policies set by the Board
of Directors.

Executive Officers

The executive officers are responsible for the execution

of business. With a Companywide perspective, they make
important decisions on matters related to the execution of
business matters that have been delegated to them by the
Board of Directors, and they implement business execution,
subject to the oversight of the Board of Directors.

To develop frameworks for ensuring the efficient execution
of business by executive officers, the Company establishes
regulations on organizations, divisions of authority, and other
business execution-related matters and clarifies the authority
and responsibilities of executive officers, the appropriate del-
egation of authority, the missions of Company divisions and
subsidiaries, and chains of command. These provisions are
meant to expedite business execution and improve manage-
rial efficiency. In addition, the Company has established the
Managing Council as an advisory body to the president and
representative executive officer. Reports on discussions at
council meetings pertaining to matters such as important
business execution decisions are submitted to the president
and representative executive officer. Furthermore, Groupwide
targets are set, performance is evaluated, and an administra-
tive management system has been implemented to facilitate
swift management decisions and risk management.

Managing Council

Yamaha has established the Managing Council, which is com-
posed of executive officers, as an advisory body to the presi-
dent and representative executive officer. In principle, the
Managing Council holds meetings twice a month to engage
in debate on important management issues.

Corporate Committees

Corporate committees act as advisory bodies to the president
and representative executive officer. These committees discuss
policies regarding pertinent themes requiring ongoing action
and examination from a Companywide and management-level
perspective and report to the president on these matters. The
following are some of the Company's major committees.
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Risk Management Committee

The Risk Management Committee is an advisory body to the
president and representative executive officer. The committee dis-
cusses risk management-related matters from a Companywide
perspective and reports its findings to the president.

Sustainability Committee

The Sustainability Committee is an advisory body to the
president and representative executive officer. The committee
discusses sustainability promotion-related matters from

a Companywide perspective and reports its findings

to the president.

Brand Strategy Committee

The Brand Strategy Committee is an advisory body to the
president and representative executive officer. The committee
discusses strategic brand value improvement-related matters
from a Companywide perspective and reports its findings to
the president.

Human Resources Development Committee

The Human Resources Development Committee is an advi-
sory body to the president and representative executive offi-
cer. The committee discusses development of managerial
talent-related matters from a Companywide perspective and
reports its findings to the president.

For more information on corporate committees, please refer to the
Company'’s corporate governance report.

D_ https://www.yamaha.com/en/ir/governance/pdf/governance_
report.pdf

Operating Officers

With a Companywide perspective, the operating officers con-
duct the work they are responsible for under the supervision
of the executive officers and in accordance with important
decisions regarding business execution made by the Board
of Directors and the executive officers.

Internal Control System, Internal Audits, and

Accounting Audits
Internal Control System

In order to ensure appropriate business operations, the
Company has established an internal control system, as
detailed below, pursuant to Japan's Companies Act and the
Enforcement Regulations of the Companies Act. This system
aims to improve the efficiency of the Company’s business
activities, ensure reporting reliability and thorough compli-
ance with laws and regulations, preserve the value of
Company assets, and strengthen risk management.

For further information about the internal control system, please refer
to the Company'’s corporate governance report.

D_ https://www.yamaha.com/en/ir/governance/pdf/governance_
report.pdf

Internal Audits

Yamaha established the Internal Auditing Division (staffed

by 19 people as of June 23, 2022) under the direct control of
the president and representative executive officer. The
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division’s role is to closely examine and evaluate manage-
ment and operations systems, as well as operational execu-
tion, for all management activities undertaken by the
Company and Group companies, from the standpoint of legal-
ity, effectiveness, and efficiency. Based on the results of
these examinations and evaluations, the division provides
information and offers advice and proposals for improvement.
The Company appoints audit officers to oversee internal
audits with the objective of improving internal auditing func-
tions. In addition, based on policies aimed at assuring the
effectiveness of the audits of the Audit Committee, which

are decided on by vote of the Board of Directors, the Internal
Auditing Division has in place a structure for close collabora-
tion with the Audit Committee. At the same time, the division
keeps in close contact and conducts precise adjustments
with the accounting auditor. In these ways, the Company
works to increase audit efficiency.

Accounting Auditor

Yamaha has appointed Ernst & Young ShinNihon LLC as its
accounting auditor, and certified public accountants Ryogo
Ichikawa, Toshikatsu Sekiguchi, and Shuji Okamoto from
Ernst & Young ShinNihon conduct the accounting audits of
the Company. Ernst & Young ShinNihon has voluntarily
adopted a rotating system for its managing partners in order
to ensure that the number of continuous years of auditing
service does not exceed a fixed period of time. A total of 11
certified public accountants and 39 other staff assist with the
audit work.

Policy and Reasoning Behind Selection of Accounting Auditor
The Company's Audit Committee has appointed Ernst &
Young ShinNihon as its accounting auditor, in continuation
from fiscal 2021, as a result of its examination based on the
following policy for deciding whether to dismiss or not reap-
point the accounting auditor.

Policy for Deciding Whether to Dismiss or Not Reappoint
Accounting Auditor

The Company'’s Audit Committee will dismiss the accounting
auditor by mutual consent of all members of the committee
in the event that one of the items in Article 340 (1) of the
Companies Act applies to the accounting auditor. The Audit
Committee determines the content of proposals regarding
the dismissal or non-reappointment of the accounting auditor
submitted to the General Shareholders’ Meeting in the event
that it is deemed necessary to change the accounting auditor,
for reasons such as the accounting auditor being impeded in
performing its duties based on a comprehensive analysis of
the accounting auditor’s qualifications, specializations, inde-
pendence from the Company, and other evaluation criteria.

Evaluation of Accounting Auditor by the Audit Committee
The Company'’s Audit Committee assesses the accounting
auditor.

The Audit Committee deliberates and conducts
a comprehensive evaluation based on committee members’
assessments of the accounting auditor’s qualifications,



specializations, independence from the Company, and other
evaluation criteria, with due consideration paid to the state

of direct communications between the Audit Committee and
the accounting auditor, and reports by audited divisions about
the audits conducted by the accounting auditor.

Process and Standards for Selecting Officers, etc. -
Regarding the selection of candidates for director positions,
the Nominating Committee screens candidates for director
positions based on the basic qualifications desirable for the
roles, in addition to personnel requirements, taking into
account their competencies, experiences, and achievements.
Another factor taken into account in the selection of candi-
dates is the Company'’s skill matrix, which indicates the areas
of specialty required to advance management strategies. The
Nominating Committee also composes the nomination pro-
posals submitted to the General Shareholders' Meeting.

Regarding the selection of members and heads of the
Nominating, Audit, and Compensation committees, the
Nominating Committee screens candidates based on person-
nel requirements defined by the role of the committee, and
decides the content of nomination proposals submitted to
the Board of Directors. The Nominating Committee elicits the
opinions of the Audit Committee before selecting candidates
for members and the head of the Audit Committee.

The Nominating Committee screens candidates for execu-
tive officer positions based on the basic qualifications desir
able for the role, in addition to personnel requirements, taking
into account their competencies, experiences, and achieve-
ments. The Nominating Committee also composes the nomi-
nation proposals submitted to the Board of Directors.

The Nominating Committee screens candidates for operat-
ing officer and audit officer positions based on personnel
requirements defined by the role they are expected to perform.
The Nominating Committee also composes the nomination
proposals submitted to the Board of Directors. Input is solicited
from the Audit Committee prior to nominating audit officers.

Succession Plans for Representative Executive
Officer and Other Officers
After defining systems and personnel requirements, the
Nominating Committee follows a personnel selection, evalua-
tion, and development process for determining successor
candidates.

From an early stage, Yamaha ensures there is adequate
time and opportunities to carry out succession plans, by

Breakdown of Compensation (Fiscal 2022)

Total Compensation

Cassiicsied (Millions of yen)

having the Nominating Committee advise on the screening

of successor candidates and conduct interviews for the
appointment of executive officers and candidates for execu-
tive officer positions. Meanwhile, at a preliminary stage, the
Human Resources Development Committee maintains career
development programs for core personnel and sets ups
venues for candidates to present their ideas to the Board

of Directors and other entities.

Compensation System
The compensation of directors, excluding outside directors,
and compensation of executive officers consists of (1) fixed
compensation, (2) performance-linked bonuses, and (3)
restricted stock compensation. The approximate breakdown
of total compensation of (1), (2), and (3) is 5:3:2.

(1) Fixed compensation is monetary compensation accord-
ing to job titles and is paid monthly.

(2) Performance-linked bonuses are monetary compensa-
tion paid according to job titles that is linked with consoli-
dated profit for the period and ROE for the given fiscal year
and will be calculated, reflecting the individual’s record of per-
formance, in order to motivate individuals to contribute to
enhancement of the Company’s performance. These bonuses
are paid after the completion of the applicable fiscal year. The
individual's performance will be evaluated based on indicators
of performance set by business and function in each area the
individual is responsible for.

(3) Restricted stock compensation is share-based compen-
sation according to job titles and is provided at the launch of
each medium-term management plan with the intent of moti-
vating directors and executive officers to enhance corporate
value sustainably and having them share a common interest
with shareholders. In order to motivate directors and execu-
tive officers to achieve the Company’s medium-term perfor-
mance targets, one-third of restricted stock compensation
is paid under the condition that an individual remains in the
service of the Company for a certain period and two-thirds
of restricted stock compensation is linked to the Company's
performance. Performance criteria gives equal weight to
the core operating profit ratio, ROE, and EPS, which are
contained in the medium-term management plan. For the
purpose of aligning the interests of the corporate officers
with those of the shareholders over a long period after the
end of the medium-term management plan, restrictions on
the transfer of stock cannot be lifted until the corporate offi-
cer retires or for 30 years from the receipt of restricted stock

Compensation by Type (Millions of yen)

: ) Performance-linked Compensation in the form
Fixed compensation .
bonuses of restricted stock

Number of People

Directors 78 78 — —

(Including outside directors) 78 78 — —

Executive Officers 347 197 119 31
Notes:

1. The above numbers include a director who retired at the conclusion of the 197th Ordinary General Shareholders’ Meeting held on June 24, 2021.

2.The total amount of compensation, etc., paid to the executive officers concurrently serving as directors is described in the section for executive officers.

3. All shares to be allocated as restricted stock compensation were issued in fiscal 2020, the first year of the previous medium-term management plan, and no shares were issued in
fiscal 2022. Above compensation amounts have been reduced to reflect reversals of previously recorded costs based on the degree of accomplishment of performance targets from

expenses recorded in relation to restricted stock compensation for fiscal 2022.
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compensation. Furthermore, in the event of serious cases
of accounting fraud or major losses during this period,
depending on the responsibility of the officers in charge, a
claw-back clause is included that will require the return of all
or a portion of restricted shares transferred to officers on an
accumulated basis to date.

(4) Outside directors only receive fixed compensation.

Performance-Linked Bonuses

Consolidated profit for the period and ROE for the current
fiscal year, which are indicators used for performance-linked
bonuses, were ¥37.2 billion and 9.2%, respectively.

Restricted Stock Compensation

The financial targets of the Make Waves 1.0 medium-term
management plan—core operating profit ratio of 13.8%, ROE
of 11.5%, and EPS of ¥270 in fiscal 2022—are used as indica-
tors for determining performance-linked compensation. In
fiscal 2022, core operating profit ratio was 10.56%, ROE was
9.2%, and EPS was ¥214.79.

In conjunction with the launch of the new Make Waves 2.0
medium-term management plan in April 2022, the evaluation
indicators and targets for restricted stock compensation were
revised. Specifically, sustainability and other non-financial
targets as well as corporate value targets were introduced to
complement the prior financial targets. The non-financial tar
gets are meant to heighten motivation for achieving ongoing
improvements in social value whereas the corporate value
targets were introduced for the purpose of encouraging offi-
cers to better share the perspective of shareholders.

Financial and non-financial targets have been set for the
indicators put forth by the medium-term management plan
while a corporate value target has been established for total
shareholder return.

The ratio of influence of financial targets, non-financial
targets, and corporate value targets on stock compensation
is 5:3:2.

Major Initiatives in Fiscal 2022

Major Topics of Discussion by the Board of

Directors

e Directives for material issues and basic policies of the Make
Waves 2.0 medium-term management plan

e Core themes of the medium-term management plan

e Financial and non-financial targets

¢ Revision of the Yamaha Group Sustainability Policy, etc.

Major Activities of the Nominating Committee

® Implementation of succession plans for the representative
executive officer and other officers

e Decision on executive team for given fiscal year, etc.

¢ Revision of officer personnel requirements, etc.

Major Activities of the Compensation Committee

e Decision of individual compensation amounts, etc.

e Revision of evaluation indicators and targets for restricted
stock compensation, etc.
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Major Activities of the Audit Committee

e Interviews of and exchanges of opinions with the represen-
tative executive officer

e Interviews of executive officers and operating officers

e Receipt of reports from the Internal Auditing Division and
the Audit Committee’s Office

e Audit planning and review report meetings with accounting
auditor, etc.

Eﬂl For more information on the activities of the Board of Directors, the Nominating

Committee, the Compensation Committee, and the Audit Committee, please refer
to the discussion between independent outside directors on pages 85-87.

Analyzing and Evaluating the Effectiveness of the
Board of Directors

The Company seeks to improve the functionality of the Board
of Directors by analyzing and evaluating its effectiveness and
receiving assessments from external experts with regard to
efforts to improve the issues identified through this process.

Evaluation Process

Surveys

Individual interviews

Improvement of issues identified through evaluation and analysis

Report on results and improvement directives

Disclosure of evaluation results

Summary of the Evaluation

® Highly robust governance systems have been put in place
as a Company with Three Committees (Nominating, Audit,
and Compensation) through consistent yearly
improvements.

e The Board of Directors features a membership of directors
with diverse viewpoints and experience, and the scale
of membership and the number of outside directors
is appropriate.

e Sincere and constructive discussions are being held with
regard to major management issues.

e For further improvement, management issues were raised
regarding discussions on long-term growth strategies, the
effectiveness of helplines at overseas Group companies,
and the clarity of briefing materials.

Basic Cross-Holdings Policy
It is Yamaha's basic policy to have cross-holdings only to the
extent that this is reasonable because it contributes to the
Company'’s sustainable growth and the enhancement of cor
porate value over the medium to long term. Reasonableness,
from the standpoint of contributing to the Company's sustain-
able growth and long-term improvements in corporate value,
is defined as cross-holdings that help maintain relationships
with important partner companies, suppliers, and financial



Issues Identified in Evaluation of Effectiveness and Improvement Initiatives

Fiscal 2022 Fiscal 2023
Area
* Discussions regarding long-term * Discussions regarding items requiring examination * Discussions regarding long-term * Arrangement of opportunities for discussion from a medium-
management strategies (ongoing) by the Board of Directors and provision of management strategies (ongoing) to long-term perspective at Board of Directors’ meetings
* Discussions regarding ESG opportunities for intensive discussion (director * Discussions regarding investments in with focuses including the business areas that will be central
Discussions initiatives and related retreats, etc.) intangible assets and measures to to future growth
communication * Reports to the Sustainability Committee strengthen portfolio  Provision of opportunities to discuss investments in
intangible assets through reports on human resources, R&D,
and intellectual property strategies
* Oversight of succession plans for | ® Ongoing discussions regarding succession plans by | ¢ Oversight of succession plans for ® Expansion of reporting from the Nominating Committee to
representative executive officer the Nominating Committee representative executive officer and the Board of Directors
and other officers by the Board of | ¢ Reports from the Nominating Committee to and other officers by the Board of Directors * Ongoing dialogue with future management candidates and
Directors (ongoing) related discussions by the Board of Directors (ongoing) promising new employees
* Discussions regarding succession | ® Arrangement of opportunities for exchanges * Sharing of information on discussion * |dentification and systematic cultivation of promising human
Succession plans for outside directors between outside directors and junior employees, processes of the Nominating resources through the Human Resources Development

* Exchanges between internal
officer candidates

future leaders, and executive officers

Committee with non-member outside
directors

* Exchanges between internal officer
candidates (ongoing)

Committee

* Arrangement of opportunities for exchanges between
outside directors and junior employees, future leaders, and
executive officers and for exchanges with staff outside of
Japan

Proceedings

 Stimulation of brisk discussions
among directors (ongoing)

Agenda management emphasizing brisk discussion
and improvement of awareness among meeting
attendees

* Stimulation of brisk discussions among
directors (ongoing)

 Clarification of issues and key points in
briefing materials

e Clear indication and clarification of key points in briefing
materials

 Elimination of unnecessary use of internal terminology and
contractions

* Arrangement of Board of Directors’ meetings at production
bases and other operating sites

* Separation of roles of the
chairman of the Board of
Directors and the president
(ongoing)

® Examination of possible improvement measures in
conjunction with progress of succession plans for
representative executive officer and other officers

* Increase in number of outside directors by one and

* Separation of roles of the chairman of
the Board of Directors and the president
(ongoing)

* Examination of possible improvement measures in
conjunction with progress of succession plans for
representative executive officer and other officers

ST * Member numbers and elimination of directors holding concurrent positions
compositions of the Board of on the Audit Committee and other committees
Directors and committees under new structure (implemented on June 24,
2021)
* Improvement of awareness * Swift resolution of issues reported through * Improvement of awareness regarding * Enhancement of functions for responding to reports
regarding compliance helplines helplines and other improvements to helpline compliance helplines and proactive received through helplines
and proactive communication implementation communication of negative news ® Spreading of awareness in relation to the Whistleblower
of negative news (ongoing) * Improvement of awareness regarding internal (ongoing) Protection Act
* Enhancement of internal audits at audits * Reinforcement of second line of * Sharing of negative news in reports on operational execution
overseas subsidiaries (ongoing) * Ongoing communication using Companywide defense for risk management * Encouragement of communication within and between
Structure meetings and other venues * Management of quality at organizations

* Development of open organizational culture
(communication activities, etc.)

* Enhancement of internal audit systems of Group
companies

manufacturing subsidiaries

 Utilization of overseas assignments as a vessel for global
human resources development

 Effective management of quality control documents and
implementation of process audits at all bases

* Implementation of practical quality management and
awareness improvement programs

Results of Evaluation of Effectiveness of the Board of Directors (Surveys)

‘ Fiscal 2020 ’ ‘ Fiscal 2021 ’

Fiscal 2020 Fiscal 2021 Fiscal 2022

Fiscal 2022

M Items receiving positive evaluation in more than 75% of responses 62 58 83
Items receiving positive evaluation in between 51% and 74% of responses 3 6 16
Items receiving positive evaluation in less than 50% of responses 1 2 0

institutions, as well as those that enhance the Company’s
brand value, support sustainable growth, and reinforce its

concerning cross-holdings, and whether it leads to the
enhancement of our corporate value over the medium to

financial foundation.

With regard to the reasonableness of individual crosshold-
ings, the Board of Directors regularly and continuously veri-
fies whether the purposes for such holdings are appropriate,
whether the benefits accruing from these holdings and the
risks associated with them cover the cost of capital, etc., and
based on the results of those verifications the Board works to
reduce cross-holdings.

In exercising the voting rights associated with cross-hold-
ings, the decision of how to vote is made comprehensively
from the standpoint of whether the resolution enhances the
corporate value of the company in question over the medium
to long term, whether it is in accordance with our basic policy

long term.

Status of Shareholdings

For specified equity securities, all shareholdings as of March
31, 2022, are presented on page 96. On August 24, 2021,
the Company sold 19,000,000 shares of stock (representing
5.43% of the total number of shares issued) in Yamaha Motor
Co., Ltd., reducing its total holding in this company to
15,642,790 shares (representing 4.47% of the total number
of shares issued). The funds gained from the sale of these
shares were used to acquire treasury stock after paying taxes.
Yamaha does not have any deemed shareholdings or invest-
ments in equity securities for pure investment purposes.
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Book Value of Shareholdings and Percentage of Total Assets internal and outside directors, executive officers, or operating
officers will appear in person to explain matters such as the

2‘;"!:;5 ofver) ‘Z‘(’)’ capital policy, the medium-term management plan, and
120, . )
related progress to shareholders or investors in a clear and

90,000 30 easy-to-understand manner.

61,229 The Legal Division, IR Department, and Corporate Finance
60,000 20 L . . .

14.7* Division cooperate and assist the director in charge to ensure
30,000 10 that dialogue with shareholders and investors is conducted in
a reasonable and orderly manner.
0 19/3 20/3 21/3 22/3 0

In addition to the respective dialogue with shareholders

M Book Value of Shareholdings == Percentage of Total Assets and |_nvestors, the Company gives presentations On_ its

* In fiscal 2022, the Company sold 19,000,000 shares of stock in Yamaha Motor Co., Ltd. medium-term management plan and quarterly earnings, as
well as business briefings, facilities tours, and presentations
for private investors. Presentation materials for business

Initiatives to Engage in Dialogue with Shareholders plans, results briefings, and others are always available on our
and Investors corporate website. The results of dialogues with shareholders
In order to have constructive dialogue with shareholders and and investors are reported to the Board of Directors by the
investors, the Board of Directors appoints a director in charge director in charge, executive officers, or operating officers

of these initiatives. If necessary, due to a request for dialogue on a timely basis, and they are appropriately reflected in the
from a shareholder or investor, the director in charge, other management of the Company, leading to the Group’s

Number of Shares Held in Each Company for Specified Equity Securities and Amounts Shown on Balance Sheet (Listed Companies)

No. of Shares as of March 31, 2021 No. of Shares as of March 31, 2022 Yamaha O hi
Security Name Amount on Balance Sheet Amount on Balance Sheet ama faShvvrnersmp
(Millions of yen) (Millions of yen) 0 ares
Yamaha Motor Co., Ltd.*" 34,842,750 10,042,790 Y
‘amaha Motor Co., Ltd. 93,916 43,111 es
501,300 2,506,500
*#2%3 L - .
TOYOTA MOTOR CORPORATION 4319 5,570 No
) I 6,289,308 6,289,308
*2 " . i .
Audinate Group Limited 3,729 3,847 No
) 1,048,423 963,323
*4 ’ ' -
MS&AD Insurance Group Holdings, Inc. 3,406 3.832 Yes
) 2,686,064 2,563,564
*4 ’ ] ' '
The Shizuoka Bank, Ltd. 2,336 2,212 Yes
. N . 311,802 267,302
*4 - -
Sumitomo Mitsui Financial Group, Inc. 1,249 1,044 Yes
) . . 470,775 351,875
*4 = -
Mizuho Financial Group, Inc. 752 551 Yes
. . ) ) 226,480 226,480
*4 a -
Mitsubishi URJ Financial Group, Inc. 134 172 Yes
Chugai Pharmaceutical Co., Ltd.*5 : 108 No
Renesas Electronics Corporation*s : 108 No
Lion Corporation*s : 108 No
DAIICHIKOSHO CO., LTD. 2000 — No
FUJI SOFT INCORPORATED o - No
YASKAWA Electric Corporation 108 : No
Cybozu, Inc. 108 : No

Notes: “—" means no shares in the company are held.

*1Yamaha Motor Co., Ltd. uses the same Yamaha brand as the Company. Yamaha Motor Co., Ltd. and the Company have established the Joint Brand Committee, Yamaha Brand
Charter, and Joint Brand Regulations. Along with carrying out various initiatives together, initiatives in furtherance of each other’s sustainable growth are monitored appropriately
through shareholdings and the assignment of directors. By building this kind of relationship of monitoring and cooperation, the Company aims to maintain and enhance the value
of the Yamaha brand, thereby contributing to the enhancement of the Company’s corporate value over the medium to long term.

*2 The Company holds the shares for the purpose of maintaining and continuing a smooth transaction relationship.

*3 Effective October 1, 2021, TOYOTA MOTOR CORPORATION conducted a five-for-one stock split of shares of common stock.

*4 The Company holds the shares for the purpose of maintaining and continuing a smooth relationship with trading financial institutions.

*5The Company holds the shares for the purpose of gathering information about information provision methods, etc., for shareholders.
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sustainable growth and enhancing corporate value over the
medium to long term. Additionally, the voting is analyzed for
each resolution at the Ordinary General Shareholders’
Meeting, and this is reported to the Board of Directors.

Regarding measures to control insider information, pursu-
ant to the Company'’s Disclosure Policy, due consideration is
given to controlling insider information, and we endeavor to
disclose information in a fair, prompt, and timely manner.
When meeting with shareholders and investors, information
is provided after verifying that the information provided does
not constitute insider information. The time between the day
after the end of each quarter and the date of the earnings
release is a quiet period during which we refrain from dis-
cussing earnings information.

Major IR Activities
Maijor IR activities in fiscal 2022 were as follows.

Major IR Activities (Fiscal 2022)

General Shareholders’ Meetings

Yamaha endeavors to establish an environment that ensures
that there is adequate time for shareholders to exercise their
voting rights at a General Shareholders’ Meeting, so that they
can properly exercise their voting rights. In addition to send-
ing the notice for the Ordinary General Shareholders'
Meetings at least three weeks in advance of the meeting
date, we create an environment in which every shareholder
can properly exercise their voting rights by disclosing the con-
tent of the notice on our corporate website in both Japanese
and English as soon as possible, holding the Ordinary General
Shareholders’ Meeting on a date that avoids the concentra-
tion of shareholders’ meetings, and ensuring that it is conve-
nient to exercise voting rights by using an electronic proxy
voting platform.

Items Voted On at the Ordinary General
Shareholders’ Meeting

The following items were voted on at the 198th Ordinary
General Shareholders’ Meeting held on June 22, 2022.

Activity

Financial results briefings 4 times Quarterly briefings by the president and relevant officers
For shareholders, analysts, Small meetings 1time Meetings with the president and relevant officers
and institutional investors Management meetings 23 times Individual meetings with the president and relevant officers
One-on-one interviews 250 times IR interviews with the IR team
For private investors Company briefings for private investors 2 times Online company briefings
Other IR activities il:\s;n;g;gnal activities targeting Monthly \r/;/gegiii(i)nnfcz:;rr;?;z)ignuspdates, content enhancement, and

Note: Visits to investors by the president and relevant officers (in Japan, North America, Europe, and Asia) were halted in fiscal 2022 due to the COVID-19 pandemic.

Resolutions Made at the 198th Ordinary General Shareholders’ Meeting (held on June 22, 2022)

Proposal 1. Appropriation of Surplus

Proposal 2. Partial Amendments to the Articles of Incorporation

Proposal 3. Appointment of Eight Directors

Number of
Number of Votes For Number of Votes Against Abstained Votes Approval Percentage

Proposal 1. Appropriation of 1,540,514 4383 Approved

surplus

Proposal 2. Partial

amendments to the articles 1,544,200 701 0 99.9 Approved

of incorporation

Proposal 3. Appointment of

eight directors
Takuya Nakata 1,437,764 107,122 0 93.0 Approved
Satoshi Yamahata 1,536,911 7,989 0 99.4 Approved
Taku Fukui 1,637,272 7,629 0 99.4 Approved
Yoshihiro Hidaka 1,366,356 171,885 6,649 88.4 Approved
Mikio Fujitsuka 1,537,168 7,733 0 99.4 Approved
Paul Candland 1,529,348 15,549 0 98.9 Approved
Hiromichi Shinohara 1,528,736 16,161 0 98.9 Approved
Naoko Yoshizawa 1,541,804 3,097 0 99.7 Approved

Note: Necessary conditions for the approval of each proposal were as follows:
® Proposal 1: Approval by a majority vote of the shareholders in attendance

* Proposal 2: Attendance of shareholders holding one-third or more of the voting rights of the shareholders who can exercise their voting rights, and vote of approval by two-

thirds or more of the shareholders in attendance

* Proposal 3: Attendance of shareholders holding one-third or more of the voting rights of the shareholders who can exercise their voting rights, and approval by a majority vote

of the shareholders in attendance

Reason for not including some of the number of voting rights of the shareholders in attendance in the number of voting rights: By calculating the total of the number of voting

rights exercised by the date immediately before the date of the meeting and the number of voting rights of some of the shareholders in attendance, whose intentions regarding
approval or disapproval of each proposal were confirmed, the necessary conditions for the approval of each proposal were satisfied and the resolutions were legally passed pur
suant to the Companies Act. Therefore, among those shareholders in attendance on the day of the meeting, the calculation did not include the number of voting rights for which

intentions regarding approval, disapproval, or abstention were not confirmed.
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Risk Management

The Yamaha Group is working to establish and enhance risk management promotion systems and frameworks to improve
its capability to respond to risk and to implement sound, highly transparent management.

Basic Policies

The Yamaha Group practices risk management in accordance

with the following basic policies.

1. We shall establish organizations and frameworks for risk man-
agement and work to enhance responsiveness to risk in order
to maximize corporate value.

2. In risk management activities under normal circumstances,
we shall identify, evaluate, and mitigate risks and conduct
awareness-raising activities such as education and training to
instill a greater awareness of and foster a greater sensitivity
toward risks.

3. We shall prioritize people’s safety when risks manifest them-
selves as crises and coordinate with local communities to
ensure sincere, appropriate, and speedy responses to mini-
mize adverse impacts. In addition, we shall strive to ensure the
stable supply of products and services, continue business to
the greatest extent possible, and contribute to the sustainable
development of society.

4. After addressing risks, we shall analyze the reasons they
occurred and how they were addressed in order to ensure they
do not occur again.

Promotion System

Under the supervision of the Board of Directors, Yamaha
Corporation has established the Risk Management Committee as

Categorization of Business Risks

an advisory body to the president. The committee discusses risk
management-related matters from a Companywide perspective
and reports the results of these discussions to the president.

In addition, the Working Group for BCP and Disaster Prevention
Management, Working Group for Financial Management, \Working
Group for Compliance, Working Group for Export Control, and
Working Group for Information Security have been established
under the Risk Management Committee. These working groups
set activity policies and monitor activities related to important
Companywide themes. The Board of Directors confirms and
monitors the effectiveness and status of risk management frame-
works via reports from executive officers.

Please visit our corporate website for more information on risk
management systems and the Risk Management Committee.

D_ https://www.yamaha.com/en/csr/governance/risk_management/

Changes to Business Risks

Identification of Digital Transformation as an Independent

Risk Category

Yamaha Corporation is moving ahead with reforms to its business
processes through digital transformation. However, there is a risk
that the Company may be unable to improve its performance due
to delays in, or inability to effectively advance, digital

I Business strategy risk Il Fundamental risk

External Environment Risk
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environment

Business resource

Operational Risk (Business activities)

Changes in the business envi-
ronment (Pandemic, etc.)
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Legal and regulatory change

B Foreign exchange and interest
rate fluctuation
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Pm Procurement } Production PE Sales Pm partner
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planning /
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transformation. Recognizing that digital transformation is an
important focus for management strategies, Yamaha is develop-
ing organizational frameworks and methodologies for identifying
investment opportunities related to digital transformation.

Revision of Risk Level of Procurement

Global semiconductor shortages are increasing the risk of rises in
the prices of procured components and materials, delays to
supply, and inabilities to secure the necessary items. We there-
fore recognize that procurement risks will need to be positioned
as a higher priority going forward. Accordingly, the risk level of
“procurement” has been raised to the highest level, and counter
measures are being implemented based on this new designation.

Revision of Risk Level of Transportation / Logistics

The global shortage of maritime transportation containers is
causing delays in transportation and extraordinary increases in
logistics costs. The risk level of “transportation / logistics” has
been increased to reflect the rise in logistics costs, and we are
advancing countermeasures accordingly.

Risk Management Initiatives

The Risk Management Committee categorizes the various risks
identified in relation to the Yamaha Group's business into four cat-
egories: external environment risk, strategic risk, operational risk
(business activities), and operational risk (support activities). The
materiality of risks is assessed based on the projected scale of
damages and frequency of materialization. In addition, the level of
control is evaluated for each risk category, material risks requiring
priority response are identified, and the divisions responsible for
managing these risks are designated in order to promote risk mit-
igation activities and thereby improve overall risk control levels.

Responses to Infectious Diseases

In fiscal 2022, the Yamaha Group continued to promote telework-
ing and basic precautions for preventing the spread of COVID-19
in response to the ongoing global pandemic. In addition, we
encouraged early vaccination, and approximately 3,500 Yamaha
Group employees have elected to receive COVID-19 vaccinations
at the clinic in our headquarters since July 2021. Employees were

>

Frequency Large

provided access to COVID-19 booster shots at workplaces in
May 2022.

Elsewhere, we worked
together with the government
of Indonesia, where we have
production and sales bases,
to provide vaccinations for
employees as well as for

members of their families and
Employees undergoing vaccinations at a

subcontractors working at o ;
production site in Indonesia

Group business sites.

Preventing the spread of infectious diseases that can have a
significant social and economic impact, such as HIV and AIDS,
tuberculosis, and malaria, is a global issue. Recognizing the
importance of this issue, Yamaha Group production sites in
Southeast Asia implemented exhaustive infection prevention
measures into their workplace environments. In addition, notifica-
tion of the infectious disease risks of the relevant areas is pro-
vided to employees going on overseas business trips as well as
to employees stationed overseas and their families, and immuni-
zations for hepatitis A, hepatitis B, tetanus, rabies, and measles
and other prevention measures are recommended prior to depar-
ture from Japan.

Information Security

The Yamaha Group perceives information security as a critical
aspect of risk management. The Working Group for Information
Security, an organization chaired by an operating officer that is
positioned under the Risk Management Committee, which is an
advisory body to the president, has put together a policy on infor-
mation management and is working to enhance the quality of
this management by monitoring the current management system
while identifying vulnerabilities and guiding efforts to address
them. The Yamaha Group conducts training based on the Group
IT Policies & Rules, which define basic IT management policies,
and the Group Personal Information Protection Policies & Rules,
which contain provisions related to the protection of personal
information, to ensure employees understand the importance of
preventing inadvertent data leaks while taking precautions to pro-
tect against hacking by third parties.

Yamaha Group Annual Report 2022 99



Compliance

As a global organization, the Yamaha Group recognizes that compliance is among the most important management themes

and a prerequisite for corporate activities.

Compliance Promotion System and Compliance Code

of Conduct

The Yamaha Group has positioned compliance among its most
important management themes for fulfilling its responsibility to
stakeholders and society and for achieving sustainable growth.
We practice compliance management with a focus on ensuring
strong legal compliance, adherence to social norms, and a high level
of corporate ethics. The Compliance Code of Conduct puts forth a
code for guiding the actions of all members of the Yamaha Group
as the foundation for compliance management. Since the estab-
lishment of the code in 2003, ongoing revisions have been imple-
mented in reflection of changes in environmental and social
conditions, and the code has been translated into multiple languages.

Compliance Management Frameworks and

Promotion System

The Working Group for Compliance, an organization positioned
under the Risk Management Committee, which is an advisory
body to the president that is chaired by a managing executive
officer, is a central organization in the promotion of compliance.
This working group discusses and decides on Groupwide compli-
ance-related policies and measures. In addition, the working
group is responsible for monitoring the activities of divisions and
Group companies to ensure legal compliance and ethicality.
Other measures for ensuring sound business activities include
internal education and training programs, employee

Compliance Promotion System

Board of Directors

Supervise

President
Division
managers
Group company
presidents
Risk Management
Committee
Working Group for
Compliance Monitor /Advice
Questionnaires
Group
Compliance Consult / Report employees,
Helplines temporary staff,
etc.
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questionnaires, and the development of compliance helplines for
use by both Company employees and temporary staff.

Global Conformity in Compliance Initiatives

The Yamaha Group signed the UN Global Compact in 2011. As a
member of Global Compact Network Japan, we are working to
adhere to the Ten Principles in the four areas of human rights,
labour, environment, and anti-corruption in our business activities.

Meanwhile, our basic policy for legal compliance is to focus on
the reinforcement of global legal violation prevention measures.
Accordingly, we use legal databases in order to manage legal
information in an integrated, Groupwide manner. In addition, we
develop and implement rules, on a Groupwide basis, in accor
dance with the Compliance Code of Conduct while advancing
measures and education and awareness-raising activities for
purposes such as preventing corruption and ensuring fair trade.
The Legal Division monitors the status of these initiatives
within the Group.

To strengthen global compliance frameworks, we position
compliance representatives in all overseas subsidiaries who play
a role in advancing measures in their respective regions, conduct-
ing education and awareness-raising activities, and sharing infor
mation with the rest of the Group.

Monitoring

The Working Group for Compliance conducts regular monitoring of
the status of compliance systems and compliance promotion at
Company divisions and Group companies to ensure that the busi-
ness activities of the Yamaha Group are ethical and legally compli-
ant. Support for corrective actions is provided as necessary.

In 2021, compliance questionnaires were administered to
domestic Group employees. These guestionnaires are conducted
once every three years. The results of questionnaires are used to
analyze the awareness of domestic Group employees from the
perspectives of compliance, risks, and corporate culture.
Moreover, organization-level analyses are performed. The results
of these analyses are reflected in measures to address issues
and reform our corporate culture.



Education and Awareness-Raising Activities
Proactive education and awareness-raising activities are impera-
tive to enhancing compliance.

Education and training content for domestic employees is pro-
vided via the intranet, and compliance seminars are held regularly
along with other initiatives to raise awareness.

Compliance Helplines

The Yamaha Group has established compliance helplines for
addressing compliance-related consultations and reports. These
helplines can be used to receive support via the internet,
telephone, fax, email, or standard mail. Objective investigations are
conducted to confirm the validity of any reports or consultations
indicating potential compliance violations, and response and
disciplinary measures are decided based on the findings of

these investigations.

In Japan, three helplines are available: the Yamaha Compliance
Hotline, an external consultation venue for domestic Group compa-
nies operated by a subcontractor; an internal consultation venue;
and a venue for consultation with an external legal firm. In addition,
cards detailing the contact information for these helplines are dis-
tributed to employees. We also promote awareness and use of
these venues through tools such as posters and booklets as well
as during training sessions. Internal rules pertaining to the opera-
tion of compliance helplines include provisions to protect whistle-
blowers by stating that those reporting in earnest are not to suffer
reprisal as a result of reports. These helplines are available to full-
time employees, dispatch employees, and contracted staff. They
may also be used by the staff of subcontractors, sales agents, and
other business partners as well as by others involved in the busi-
ness activities of the Yamaha Group.

Overseas, helplines have been set up at 34 overseas Group
companies, and Yamaha Corporation also provides a shared
Group helpline offering support via the internet that is available
in 16 languages.

Compliance Helpline System

Yamaha Corporation and Domestic Group Companies

The curriculum for compliance education includes rank-based
human resources training arranged in accordance with the career
levels of participants, and compliance training has been posi-
tioned as an important theme.

In 2021, overseas Group companies began establishing their
own external consultation systems with the goal of providing more
effective reporting options, and these systems had been installed
at almost all Group companies as of September 30, 2022. These
new systems enabled us to begin tracking the number of reports
on a quarterly basis in April 2022, a marked improvement com-
pared to the prior system, which only allowed us to view the
number of reports from the previous fiscal year.

Numbers of Reports Received through Compliance Helplines

T e Proes
34 13 47

Fiscal 2018

Fiscal 2019 25 9 34
Fiscal 2020 54 12 66
Fiscal 2021 50 33 83
Fiscal 2022 44 43 87

* Figures represent the total numbers of reports received through domestic and global
compliance helplines.

Breakdown of Reports Received in Fiscal 2022

Others 24% —— Abuse of power 23%

~———Sexual harassment,
pregnancy/childbirth
discrimination 1%

Labor issues 44% Dishonest

behavior 8%

Overseas Group Companies

Working Group for Compliance

External consultation

External consultation .
venue (third-party

Internal consultation
venues venue (legal firm)

Working Group for Compliance

Report Overseas Group

Global helpline operated by Companies

Yamaha Corporation

subcontractor) (Available in 16 languages) Helplines operated by
overseas
Report Group companies
Report /
. Report Report Report Report
Consultation
Consultor Consultor
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11-YEAR SUMMARY

Yamaha Corporation and its consolidated subsidiaries JiGRAR
As of and for the years ended March 31 2012/3 2013/3 2014/3 2015/3 2016/3
For the year:
Revenue (Net sales) ¥356,616 ¥366,941 ¥410,304 ¥432,177 ¥435,477
Cost of sales 231,659 238,261 262,310 270,357 262,406
Gross profit 124,957 128,680 147,994 161,820 173,070
Selling, general and administrative expenses 116,846 119,465 121,999 131,684 132,407
Core operating profit (Operating income) 8,110 9,215 25,994 30,135 40,663
Profit before income taxes (Income

before income taxes and minority interests) 6,971 7,795 25,818 28,526 41,578
Profit for the period (Net income (loss))*? (29,381) 4,122 22,898 24,929 32,633
Capital expenditures 11,337 13,844 10,799 13,846 11,220
Depreciation expenses 11,973 11,613 12,759 12,697 12,681
R&D expenses 22,819 22,149 22,561 25,439 24,793
Cash flows from operating activities 10,880 7,755 33,213 31,729 42,399
Cash flows from investing activities (9,004) (12,617) (22,950) (11,700) 591
Free cash flow 1,875 (4,862) 10,263 20,029 42,991
Cash flows from financing activities (3,247) (5,536) (4,745) (5,909) (30,349)
At year-end:
Total assets ¥366,610 ¥390,610 ¥438,932 ¥530,034 ¥469,745
Total current assets 188,952 197,902 214,487 247,632 255,135
Total current liabilities 72,829 71,550 73,145 80,976 75,459
Interest-bearing debt 11,295 10,013 8,755 11,868 8,510
Total equity (Net assets) 206,832 229,636 274,843 348,752 303,889
Per share:
Profit for the period (Net income (loss)) ¥ (151.73) ¥ 21.29 ¥ 118.26 ¥ 128.75 ¥ 168.90
Equity attributable to owners of the parent

(Net assets) 1,052.01 1,171.67 1,403.12 1,787.42 1,601.55
Dividends 10.00 10.00 27.00 36.00 44.00
Key indicators:
Core operating profit ratio

(Operating income ratio) 2.3% 2.5% 6.3% 7.0% 9.3%
Return on equity (ROE) (13.2) 1.9 9.2 8.1 10.1
Return on assets (ROA) (7.8) 1.1 5.5 5.1 6.5
Equity ratio attributable to owners of the parent 55.6 58.1 61.9 65.3 64.2
Debt to equity ratio (Times) 0.05 0.04 0.03 0.03 0.03
Interest coverage (Times) 31.84 40.64 130.19 130.51 129.41
Current ratio 259.4 276.6 293.2 305.8 338.1
Dividend payout ratio — 47.0 22.8 28.0 26.1

Note: Figures prior to fiscal 2019 are based on J-GAAP standards. From fiscal 2019, the presentation method has been changed as a result of the adoption of partial revisions to

accounting standards for tax benefit accounting. Accordingly, figures for fiscal 2018 have been retroactively changed to conform with this presentation method.

*1 U.S. dollar amounts are translated from yen at the rate of ¥122.39 = U.S.$1, the approximate rate prevailing on March 31, 2022.
*2 Net income (loss) has been presented as net income attributable to owners of parent on the consolidated financial statements since fiscal 2016. Under IFRS, net income is

displayed as profit for the period attributable to owners of parent.
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Millions of U.S.

Millions of yen dollars*!
IFRS
2017/3 2018/3 2019/3 2019/3 2020/3 2021/3
¥408,248 ¥432,967 ¥437,416 ¥434,373 ¥414,227 ¥372,630 ¥408,197 $3,335.22
242,451 258,465 255,291 255,367 245,967 229,720 253,476 2,071.05
165,796 174,501 182,124 179,005 168,259 142,909 154,720 1,264.16
121,493 125,668 126,094 126,259 121,907 102,198 111,708 912.72
44,302 48,833 56,030 52,745 46,352 40,711 43,012 351.43
42,898 74,471 60,485 56,471 47,225 37,102 53,010 433.12
46,719 54,378 43,753 40,337 34,621 26,615 37,255 304.40
17,542 24,600 15,956 15,956 20,545 11,260 14,835 121.21
11,145 10,777 10,835 10,614 11,156 11,387 12,123 99.05
24,415 24,797 24,926 24,926 24,814 24,189 24,032 196.36
39,142 47,498 30,234 35,520 57,162 58,225 36,016 294.27
(9,663) 4,766 (23,092) (23,101) (21,067) (5,785) 43,707 357.11
29,478 52,264 7,142 12,419 36,095 52,440 79,723 651.38
(12,588) (35,584) (28,479) (33,993) (36,422) (20,602) (44,426) (362.99)
¥522,362 ¥552,309 ¥514,762 ¥515,924 ¥474,034 ¥557,616 ¥580,927 $4,746.52
272,720 289,493 281,608 282,819 270,189 301,103 362,676 2,963.28
82,565 101,919 80,495 100,443 99,149 100,852 126,114 1,030.43
11,241 11,173 8,936 8,936 10,830 7,980 10,523 85.98
367,437 388,345 382,771 359,007 326,450 396,949 415,927 3,398.37
Yen U.S. dollars
¥ 249.17 ¥ 291.81 ¥ 240.94 ¥ 22212 ¥ 194.71 ¥ 151.39 ¥ 214.79 $ 1.75
1,948.01 2,125.51 2,124.83 1,992.57 1,850.81 2,252.34 2,417.89 19.76
52.00 56.00 60.00 60.00 66.00 66.00 66.00 0.54
%
10.9% 11.3% 12.8% 12.1% 11.2% 10.9% 10.5%
14.0 14.5 11.4 11.1 10.1 7.4 9.2
9.4 10.2 8.2 7.5 7.0 5.2 6.5
69.9 70.0 74.1 69.4 68.6 71.0 71.4
0.03 0.03 0.02 0.02 0.03 0.02 0.03
165.40 149.08 138.90 67.20 69.15 85.16 122.37
330.3 284.0 349.8 281.6 272.5 298.6 287.6
20.9 19.2 24.9 27.0 &89 43.6 30.7
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FINANCIAL REVIEW

Fiscal 2022 Performance (IFRS)

Analysis of Overall Performance in Fiscal 2022

The business environment in fiscal 2022 was characterized
by the recovery trend after the sharp slowdown in the global
economy in 2020 caused by the COVID-19 pandemic, due to
progress with vaccination programs and the benefits of sup-
port from fiscal and monetary policies in various countries.
At the same time, the outlook for business conditions
remains uncertain as economic growth has been hampered
by the shortage of semiconductors, disrupted supply chains,
and soaring natural resource prices. Another factor contribut-
ing to this uncertain outlook was Russia's invasion of Ukraine,
which occurred around the end of the fiscal year. The busi-
ness outlook is similar for the Japanese economy as it is
facing the resurgence of infections of the COVID-19 Omicron
variant that make it still difficult to forecast when the pan-
demic will come to an end. To support the continuation of
corporate activities under various restrictions, the major issue
was to balance efforts to control the spread of infection with
socioeconomic activities.

Amid these economic conditions, the Yamaha Group has
been pursuing the four key strategies of its Make Waves 1.0
medium-term management plan under the basic policy of
"develop closer ties with customers and society, and boost
value creation capabilities” Financial targets were not met
due to the restrictions on social activities imposed by the
COVID-19 pandemic and the extensive impact on business
activities caused by supply chain disruptions. Despite these
setbacks, we have made steady progress in the key strate-
gies of develop closer ties with customers, create new value,
enhance productivity, and contribute to society through our
businesses. Consequently, we achieved all of the non-
financial targets that were first set in the aforementioned
medium-term management plan pertaining to corporate
brand value, the promotion of instrumental music education
in emerging countries, and certified timber use.

Regarding our efforts to develop closer ties with custom-
ers, while consumer purchasing behavior has been changing
substantially, we reinforced customer contact points and
strengthened the framework for communicating our product
and brand value as a strategy to enhance lifetime value.

One of our key points for contact with customers is customer
experience sites. In fiscal 2022, we renovated the Yamaha
Ginza Building and the Nagoya store to make them into
experience-oriented brand shops through which we provide
opportunities for customers to directly engage with our prod-
ucts and to sense the quality. We also responded to the
increasing use of e-commerce and social media through a
two-pronged approach involving both physical stores and
online initiatives, thereby accelerating the communication of
our value directly to customers. In addition, we broadened
our business domains by securing agreements for our in-
vehicle audio systems to be used by Chinese automobile
manufacturers.

In the key strategy of create new value, the designs of the
YDS-150 digital saxophone and THR30IIA Wireless amplifier
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for guitars were highly acclaimed and both received honors
at DFA Design for Asia Awards 2021. We also offered various
products and services designed to provide solutions to social
challenges, including the YVC Series of speakerphones that
enable quality remote communication for business and edu-
cation settings; the Remote Cheerer powered by SoundUD
system that allows fans to cheer for concerts, sports, and
other various live events remotely; and the Distance Viewing
next-generation live viewing service that enables concerts to
be held in a safe and secure manner.

For the key strategy of enhance productivity, while
there were delays in the measures of the medium-term
management plan due to operation suspensions and other
disruptions caused by the pandemic conditions and the need
for providing some support services remotely, we made
progress in various measures, such as standardizing produc-
tion control and shifting to smart factories. In India, we set up
a new factory and expanded production capacity while also
increasing the number of models produced in this country. In
addition, the COVID-19 pandemic provided an opportunity for
us to accelerate the promotion of new workstyles and the
digitization of various procedures to improve work efficiency.

For our key strategy of contribute to society through our
businesses, the aggregate total of students offered instru-
mental music education experience in emerging countries
reached 1.3 million, surpassing the target of one million stu-
dents. As a result of our efforts to promote the spread of
music, we were able to open the Yamaha Music School
Riyadh in November 2021 as the first authorized music edu-
cation facility operated by a private company in Saudi Arabia.
We also exceeded the target of 50% for the certified timber
use rate with a rate of 52%

Revenue, Core Operating Profit, and Profit for the Period
Attributable to Owners of Parent

Revenue increased 9.5% year on year, to ¥408.2 billion.
Despite continued shortages in the product supply caused

by difficulties in procuring semiconductors and disruptions in
logistics, this increase was achieved due to the recovery from
the impact of the COVID-19 pandemic ( ).

By region, revenue was up in all regions, with the excep-
tion of Japan, where delays in recovery in demand led to
decreased revenue ( ).

Core operating profit was up 5.7% year on year, to ¥43.0
billion, as the higher profit from the musical instruments and
others segments offset the decline in profit from the audio
equipment segment ( ). Factors behind the overall
increase included higher sales and production and beneficial
foreign exchange influences, which outweighed detractors
such as higher selling, general and administrative (SG&A)
expenses and increased ocean freight charges ( ).

Profit for the period attributable to owners of parent
increased 40.0% year on year, to ¥37.3 billion.



(Billions of yen)

2021/3  |AYIE]

Revenue 3726 408.2
Musical Instruments  239.0  276.2
Audio Equipment 103.8 96.9
Others 298 356.1

(Billions of yen)

202173

Revenue 3726 408.2
Japan 108.2 105.4
North America 76.0 875
Europe 73.2 79.3
China 577 67.8
Other areas 575 68.3

(Billions of yen)

2021/3 |pArrIE]

Core operating profit 40.7 43.0

Musical Instruments 324 373

Audio Equipment 71 1.5

Others 1.2 4.2

Revenue (Change by Business Segment)

(Billions of yen)
450
Musical Instruments Others
+37.2 +5.3 408.2
400 Audio Equipment
372.6 (6.9)
350
0 21/3 22/3
Revenue (Change by Region)
(Billions of yen)
450
Other areas
. China +10.8 408.2
North America urope +10.1
+6.1
400 +11.5
372.6
Japan
350 (2.8)
0 21/3 22/3
Core Operating Profit (Change by Business Segment)
(Billions of yen)
s Musical Instruments
+4.9 Others
45 40.7 +2.9 43.0
Audio Equipment
35 (5.5)
25
0 21/3 22/3

Core Operating Profit (Change by Factor)

(Billions of yen)

Increase in sales and

Industrial machinery and

60 Impact of pmduc“(?” and components business and
exchange rates model mix, etc. the other
+7.6 +11.0 businesses
s 407 Increase +2.9 430
in labor Cost
costs at increase SG&A
overseas (4.3) Ocean (7.5)
30 factories freight
(0.9) charges
(6.5)
0 2173 22/3
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Results by Segment

Musical Instruments

Revenue in the musical instruments segment rose 15.6%
year on year, to ¥276.2 billion, and core operating profit
increased 15.1%, to ¥37.3 billion.

By product, sales of pianos increased, despite the impacts
of the resumed rise in COVID-19 infections, due to recovered
market conditions and supply capabilities. Sales of digital
musical instruments rose because robust demand continued
as music events once again started to be held following the
alleviation of activity restrictions. The benefits of these trends
outweighed the impacts of supply shortfalls due to difficulties
in procuring semiconductors. Sales increased for wind instru-
ments as a result of the resumption of band activities around
the world. Sales of guitars rose, regardless of the signs of
reductions in demand associated with people staying at
home, thanks to generally firm market conditions.

By region, sales in Japan were up. Sales were down for
wind instruments, as a result of the slow recovery of demand
stemming from restrictions on school band activities, and
guitars, which were impacted by the tapering of demand
associated with people staying at home. However, the growth
of sales for pianos due to recovered supply capabilities and
digital musical instruments on the back of continuing robust
demand drove up overall sales. Sales were also up in North
America and Europe. All product categories saw higher sales
in these regions as markets recovered amid the dissipating
impacts of the pandemic. In China, overall sales were up,
despite the supply shortfalls and consequently reduced sales
for digital musical instruments that stemmed from difficulties
in procuring semiconductors, as this country was quick to
return to a growth track when compared to other countries.

In other regions, sales increased, regardless of the resumed
uptick in COVID-19 infections, due to ongoing market recovery.

Audio Equipment

Revenue in the audio equipment segment decreased 6.6%
year on year, to ¥96.9 billion, and core operating profit
declined 78.3%, to ¥1.5 billion.

By product, overall sales of AV products were down as the
impacts that product supply shortages caused as a result of
difficulties in procuring semiconductors counteracted the
benefits of continued strong demand. PA equipment sales,
meanwhile, were up following recovery in the live perfor
mance and commercial audio equipment markets. Sales of
ICT equipment, conversely, fell as the difficulties in procuring
semiconductors caused supply shortages and the robust
growth of meeting systems began to slow.

Others (Industrial Machinery and Components Business, etc.)
Revenue in the others segment increased 17.7% year, to
¥35.1 billion, and core operating profit rose ¥2.9 billion, from
¥1.2 billion in the previous fiscal year to ¥4.2 billion.

In the industrial machinery and components business,
sales of electronic devices rose following smooth growth in
sales of Yamaha brand in-vehicle audio systems for Chinese
automobile manufacturers and other in-vehicle products.
Sales of automobile interior wood components were up due
to firm demand. Meanwhile, FA equipment sales decreased
due to postponements and reductions in investment projects
as a result of difficulties in procuring semiconductors.

Analysis of Financial Position

Total assets on March 31, 2022, amounted to ¥580.9 billion,
an increase of ¥23.3 billion, or 4.2%, from ¥557.6 billion a
year earlier. Factors behind this outcome included an increase
in cash and cash equivalents as well as higher stock of raw
materials due to production delays resulted from semicon-
ductor shortages and foreign exchange influences ( ).
Total liabilities on March 31, 2022, were ¥165.0 billion, an
increase of ¥4.3 billion, or 2.7%, from ¥160.7 billion at the
end of the previous fiscal year as a result of an increase in

Total Assets

income taxes payables that was due to sales of investment
securities, which offset a decrease in deferred tax liabilities.

Total equity on March 31, 2022, amounted to ¥415.9 billion,
an increase of ¥19.0 billion, or 4.8%, from ¥396.9 billion on
March 31, 2021. Despite the impacts of purchase of treasury
shares and cash dividends paid, equity rose as retained earn-
ings was up due to the recording of profit for the period and
other components of equity increased owing to the impact of
exchange rate fluctuations ( ).

(Billions of yen)

500

450

Current assets

Cash and
650 cash equivalents
+43.2
600 Trade
557.6 and
550 other
receivables
+2.7

Non-current assets

Other non-current

' Other |Property, Right-of- assit4$,8etc, 580.9
Inventories cyrrent {plantand ~ Use : :
+21. assets, equipment 8SS€tS  Financial Deferred
etc. +6.8 assets tax
(6.1) (49.7) assets
+0.5

0 21/3

22/3
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Total Liabilities and Equity

(Billions of yen) Current liabilities Non-current liabilities Equity
800 | |
Other i
Trade | Other | ) Other
700 and Interest- HZE{GEQ; Reg\rem_ent non-current Retained components
; , enefit T .
other bearing \ S liabilities, earnings of equity
etc. liabilities
payables debt : etc. | +59.7 (13.4)
600  557.6 +6.3 +2.5 02 &0 +02 | °80.9
: {Lease Treasury Others
Income i Deferred ) shares
liabilities Capital +0.2
taxes . (2.8) tax surnlus (8.2)
500 payables ple liabilities (153)
’- +16.2 ' (10.3) A
0 21/3 22/3

Analysis of Cash Flows

Cash and cash equivalents (hereinafter, cash) at the end

of the fiscal year increased ¥43.2 billion, compared to an
increase of ¥36.7 billion in the previous fiscal year, and stood
at ¥172.5 billion.

Net cash provided by operating activities in fiscal 2022
amounted to ¥36.0 billion, compared with ¥58.2 billion in the
previous fiscal year, due mainly to the contribution of profit
before income taxes.

Net cash provided by investing activities in fiscal 2022
amounted to ¥43.7 billion, compared to net cash used in
investing activities of ¥5.8 billion in the previous fiscal year,
primarily due to proceeds from sales and redemption of
investment securities.

Net cash used in financing activities was ¥44 .4 billion,
compared with ¥20.6 billion in the previous fiscal year, as a
result of purchase of treasury shares and cash dividends paid
( ).

Cash Flows
(Billions of yen)
200 172.5
129.3 Cash flows from  Cash flows from Effect of
150 . investing activities  financing activities exchange rate
Cash flows from +43.7 (44.4) change on
] operating activities cash and
0o +36.0 cash equivalents
+7.9
50
0 21/3 22/3

Forecasts for Fiscal 2023

In fiscal 2023, performance will continue to be impacted by
supply shortages stemming from difficulties in procuring semi-
conductors. Nevertheless, we forecast improvements in reve-
nue and profit due to the projected improvements in musical
instrument and other markets, the recovery of our product
supply capabilities, and beneficial foreign exchange influences.

Fiscal 2023 Revenue and Core Operating Profit Forecasts
(Announced August 3, 2022)

(Billions of yen) (Billions of yen)
5,000 600
408.2
4,000 500
43.0
3,000 400
2,000 300
0 22/3 23/3 0
(Forecasts)
M Revenue Core operating profit (right)
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MAIN NETWORKS

As of September 1, 2022

The Yamaha Group is currently expanding its business on a global basis,
with locations in over 30 countries and regions across the world.

Overseas Network

W Yamaha Music Europe GmbH
O Branch in France
O Branch in Italy

O Branch in Switzerland
O Branch in Austria

O Branch in Benelux

O Branch in Poland

O Branch in Ibérica

O Branch in the U.K.

O Branch in Scandinavia
@ Steinberg Media Technologies GmbH

[0 Branch in Scandinavia

[ Branch in Poland
Branch in the U.K. ] O Branch in Benelux

o——— [ Branch in Austria

[ Branch in Switzerland . X .
DI Branch in Italy @ L. Bosendorfer Klavierfabrik GmbH

O Branch in France

@ Nexo SA.

Branch in Ibérica ]

Yamaha Music Gulf FZE B =

Yamaha Music India Pvt. Ltd.

M Sales companies, etc.

O Sales and services (branch offices)
@® Manufacturing / production companies, etc.

® Music entertainment business companies
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o——— M Yamaha Music (Russia) LLC.

M Yamaha Music & Electronics (China) Co., Ltd.
M Yamaha Music Technical (Shanghai) Co., Ltd.
M Yamaha Trading (Shanghai) Co., Ltd.

Tianjin Yamaha Electronic Musical Instruments, Inc.
[
M Yamaha Music Korea Ltd.

o————— @ Yamaha Electronics (Suzhou) Co., Ltd.

T M Yamaha Music & Electronics Taiwan Co., Ltd.
@ Shenzhen Yamaha Music & Electronics Trading Co., Ltd.*
M Siam Music Yamaha Co., Ltd.*

W Yamaha Music Vietnam Company Limited

M Yamaha Music (Malaysia) Sdn. Bhd.
? @ Yamaha Electronics Manufacturing (M) Sdn. Bhd.

M Yamaha Music Australia Pty. Ltd.

@ PT. Yamaha Musical Products Indonesia

@ PT. Yamaha Electronics Manufacturing Indonesia

@ PT Yamaha Indonesia

@ PT. Yamaha Music Manufacturing Indonesia
M PT. Yamaha Musik Indonesia (Distributor)

@ PT. Yamaha Music Manufacturing Asia

@ PT. Yamaha Musical Products Asia

M Yamaha Music (Asia) Private Limited

@ Xiaoshan Yamaha Musical Instruments Co., Ltd.

@ Hangzhou Yamaha Musical Instruments Co., Ltd.



@ Yamaha Unified Communications, Inc.

Yamaha Canada Music Ltd. H

@ Yamaha Gu

M Yamaha Artist Services, Inc.

M Yamaha de México, S.A. de C.V.

17 M Yamaha Music Latin America, S.A.
O Branch in Argentina

W Yamaha Corporation of America

itar Group, Inc.

Yamaha Musical do Brasil Ltda.

[ Branch in Argentina

Domestic NetWOIK -----coovvmmmereeeeeee e

@ Yamaha Music Manufacturing Japan Corporation
@ Yamaha Hi-Tech Design Corporation

@ Kitami Mokuzai Co., Ltd.

o—— @ Sakuraba Mokuzai Co., Ltd.

o
o
O M Yamaha Music Japan Co., Ltd.
M Yamaha Music Retailing Co., Ltd.
@ Yamaha Sound Systems Inc.
eoeo/ o
o o ® Yamaha Music Entertainment Holdings, Inc.
e ® Yamaha Music Communications Co., Ltd.
)

M Yamaha Resort Inc.

® Retail shops
(Yamaha Music
Retailing Co., Ltd.)

* Non-consolidated subsidiaries and affiliates

Yamaha Corporation
(headquarters)

M Yamaha Piano Service Co., Ltd.

B Yamaha Corporate Services Corporation
M Yamaha Ai Works Co., Ltd.*

@ Yamaha Fine Technologies Co., Ltd.
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STOCK INFORMATION

As of March 31, 2022

Dividends

Year-end: To the shareholders of record
on March 31
Interim: To the shareholders of record

Shareholder Composition

on September 30

Number of Shares of

Common Stock stock of 15,756,795)

Tokyo
Prime Market, Code No. 7951

Stock Exchange Listing

Issued: 187,300,000 (includes treasury

Number of Ratio of Number of
Shareholders Shares to Total
Individuals 17589 15.0%
Financial institutions 50 52.1%
Japanese corporations 193 5.1%
Foreign investors 725 26.2%
Securities companies 47 1.6%
Total 18,604 100%

Administrator of
Shareholders’ Registry

Public Notices

Ordinary General

The Sumitomo Mitsui Trust Bank, Limited
Stock Transfer Agency Department
3-15-33, Sakae, Naka-ku, Nagoya, Aichi
460-8685, Japan

Shall be issued electronically at the
following URL, except when an accident
or other unavoidable occurrence pre-
vents this, in which case they shall be
released in the Nihon Keizai Shimbun
business daily in Tokyo.

D, https://www.yamaha.com/ja/about/
public_notices/ (only in Japanese)

June

Shareholders’ Meeting
Number of Shareholders 18,604

Common Stock Price Range and Trading Volume

(Yen)

Note: The figure for individuals includes treasury stock.

Major Shareholders

Number of Shareholders Shareholding Ratio

The Master Trust Bank of Japan, Ltd. (Trust account) 23.7%
Custody Bank of Japan, Ltd. (Trust account) 7.2%
Yamaha Motor Co., Ltd. 4.7%
The Shizuoka Bank, Ltd. 4.4%
Sumitomo Life Insurance Company 4.3%
Mitsui Sumitomo Insurance Co., Ltd. 3.5%
Nippon Life Insurance Company 2.9%
State Street Bank and Trust Company 505223 1.7%
Mizuho Bank, Ltd. 1.7%
State Street Bank and Trust Company 505001 1.7%

Note: Yamaha Corporation holds 15,756,795 shares of treasury stocks which have been
excluded from the above Major Shareholders. The shareholding ratio is calculated

by excluding treasury stock from total outstanding shares.

=TOPIX M Common stock price range M Trading volume (right)

(Thousands of shares)

8,000
7,000
6,000
5,000
4,000
3,000
2,000 W 60,000
1,000 30,000
0 17/4 18/4 19/4 20/4 21/4 22/3 0
Yen
J-GAAP IFRS
Fiscal year ended 2018/3 2019/3 2019/3 2020/3 2021/3 2022/3
Share price at the end of fiscal year (Yen) 4,675 5,630 5,630 4,215 6,010 5,350
Share price—high (Yen) 4,960 6,080 6,080 6,270 6,560 7,490
Share price—low (Yen) 2,955 4,355 4,355 3,620 3,835 4,840
Trading volume (Million shares) 255 209 209 182 173 153
Fiscal year ended 2018/3 2019/3 2019/3 2020/3 2021/3 2021/3
Dividend yield (%) 1.20 1.08 1.08 1.57 1.10 1.23
Price to earnings ratio (Times) 16.0 23.0 24.9 21.6 39.7 24.9
Price to book value ratio (Times) 2.20 2.60 2.78 2.28 2.67 2.21
Number of shares issued (Thousand shares) 197,255 191,555 191,555 191,555 191,555 187,300
Market capitalization at the end of fiscal year (Millions of yen) 922,167 1,059,299 1,059,299 807,404 1,161,246 1,002,055
Percentage of shares owned by foreign investors (%) 24.3 22.8 22.8 25.6 26.0 26.2

112 Yamaha Group Annual Report 2022



COMPANY INFORMATION

As of March 31, 2022

Corporate Profile

Company Name Yamaha Corporation

Headquarters 10-1, Nakazawa-cho, Naka-ku,
Hamamatsu, Shizuoka 430-8650, Japan

Phone +81 53 (460) 1111 (Receptionist)

Year of Foundation 1887

Date of Incorporation ~ October 12, 1897

Paid-in Capital ¥28,534 million

Major External Evaluations and Incorporation in Indices

Number of Employees 19,895
(Consolidated) (Excluding average number
of temporary employees: 8,863)

Number of Subsidiaries 59 (of which, 55 are consolidated
subsidiaries)

Account Settlement March 31

Date

Accounting Auditor Ernst & Young ShinNihon LLC

Yamaha Corporation is included in ESG indexes and socially responsible investment (SRI) funds, which give consideration to environmental

and social factors, both in Japan and overseas.

e Nikkei Stock Average (Nikkei 225)

e JPX-Nikkei Index 400

e TOPIX Mid 400 /TOPIX 500 /TOPIX 1000

e MSCI ESG rating

* MSCI ESG Leaders Indexes*’

e MSCI Japan ESG Select Leaders Index*!

e MSCI Japan Empowering Women Index (WIN)*!
e FTSE4Good Global Index*?

e FTSE Blossom Japan Index*?

e FTSE Blossom Japan Sector Relative Index**

e S&P /JPX Carbon Efficient Index

e S&P Japan 500 ESG

e ECPI Global Developed ESG Best-in-Class Equity Index
e ECPIWorld ESG Best Equity Index

e 2021 "A-" Score for CDP Climate Change Report
e 2021 CDP Supplier Engagement Leader

r L]
1
(¢ ) JPX-NIKKEI 400 h
FTSE4Gaad FTSE Blosasem
Japan
MECH D56 Lesders i % FTSEBlossom
Indenes Constitues Japan Sector
Relative Index

ECPI}f

2022 CONSTITUENT MSCI JAPAN

SUPPLIER
ENGAGEWENT
READER

2022 CONSTITUENT MSCI JAPAN

e 2021 Internet IR Commendation Award (Daiwa Investor
Relations Co. Ltd.)

e 2021 Internet IR Commendation Award in the Sustainability
Category (Daiwa Investor Relations Co. Ltd.)
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In addition, as an indicator of long-term financial soundness,
Yamaha asks credit rating agencies to provide a long-term debt
rating every year and has received the following evaluations.

Credit Ratings

Rating and Investment Information, Inc. (R&I) A+

(JCR) AA-

Japan Credit Rating Agency, Ltd.

*1The inclusion of Yamaha Corporation in any MSCI index, and the use of MSCI logos, trademarks, service marks or
index names herein, do not constitute a sponsorship, endorsement or promotion of Yamaha Corporation by MSCI
or any of its affiliates. The MSCI indexes are the exclusive property of MSCI. MSCI and the MSCI index names
and logos are trademarks or service marks of MSCI or its affiliates

*2 FTSE Russell (the trading name of FTSE International Limited and Frank Russell Company) confirms that Yamaha
Corporation has been independently assessed according to the FTSE4Good criteria, and has satisfied the require-
ments to become a constituent of the FTSE4Good Index Series. Created by the global index provider FTSE
Russell, the FTSE4Good Index Series is designed to measure the performance of companies demonstrating
strong Environmental, Social and Governance (ESG) practices. The FTSE4Good indices are used by a wide variety
of market participants to create and assess responsible investment funds and other products.

*3 FTSE Russell (the trading name of FTSE International Limited and Frank Russell Company) confirms that Yamaha
Corporation has been independently assessed according to the FTSE Blossom Japan Index criteria, and has satisfied
the requirements to become a constituent of the FTSE Blossom Japan Index. Created by the global index provider
FTSE Russell, the FTSE Blossom Japan Index is designed to measure the performance of companies demon-
strating strong Environmental, Social and Governance (ESG) practices. The FTSE Blossom Japan Index is used by
a wide variety of market participants to create and assess responsible investment funds and other products.

*4 FTSE Russell (the trading name of International Limited and Frank Company) confirms that Yamaha Corporation
has been independently assessed according to the FTSE Blossom Japan Sector Relative Index criteria, and has
satisfied the requirements to become a constituent of the FTSE Blossom Japan Sector Relative Index. Created
by the global index provider FTSE Russell, the FTSE Blossom Japan Sector Relative Index is designed to measure
the performance of companies demonstrating strong Environmental, Social and Governance (ESG) practices. The
FTSE Blossom Japan Sector Relative Index is used by a wide variety of market participants to create and assess
responsible investment funds and other products.

Participation in Initiatives

in subcommittees.

With a commitment to cooperating and forming ties with global society as we work toward realizing a sustainable society,
Yamaha signed the UN Global Compact in June 2011 and is working to adhere to the Ten Principles in the four areas of human
rights, labour, environment, and anti-corruption. As a member of Global Compact Network Japan, we also actively participate

WE SUPPORT

Yamaha Group Annual Report 2022 113



& YAMAHA

Make Waves

MIX

Paper from

F responsible sources

www%t(n;x; FSC® C005531 YAMAHA CORPORATION

Published in November 2022 https://www.yamaha.com/en/
Printed in Japan





