Overview

SoftBank has expanded its business fields going beyond
just being a telecommunications carrier and has grown
to include a number of Japan'’s top-class ICT (informa-
tion and communication technology) services. This
section introduces our corporate philosophy, history,
and current Group structure. In addition, our CEO
explains our vision and Al-centered growth strategies in
his own words.
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SoftBank Group Corporate Philosophy

Information Revolution — Happiness for everyone

Since its founding, the SoftBank Group has always remained true to its goal of accelerating the

Information Revolution to make the world a happier place.
Just what is happiness?

Some might say happiness is to love and be loved in return, or to make the most of each day.
Others might derive happiness from self-expression.
Still, others might find happiness in something as simple as a smile.
Above all, the SoftBank Group equates happiness with inspiration.
Through our business, we strive to bring emotional meaning and happiness to lives.
In everything we do, we aim to drive the Information Revolution and build a more connected, empowered, and joyful world.
This unchanging kokorozashi (mission) is encapsulated in our philosophy,

Information Revolution — Happiness for everyone.

Humankind stands on the cusp of an era of dramatically increasing computing performance,
and we are getting ever closer to an age of super-intelligence that will surpass human ability.
Our mission is to harness the raw, unlimited power of the Information Revolution and channel it in a direction
that makes people happier. This aspiration will continue to drive

our organization toward further growth for many years to come.
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Thoughts Behind Our Brand Symbol

A corporate group that
continually provides
answers to social issues

The double-line design that forms our brand symbol represents the
"= (equal)” sign, which symbolizes the SoftBank Group’s corporate
stance as a driver of the Information Revolution. It shows that the
SoftBank Group has an “answer” it can provide to customers and

society to help solve the various problems they face.

As various social issues such as declining population, an aging society

with fewer childbirths, and increasing natural disasters become more
severe, the SoftBank Group is working to solve social issues, not only

current but also new social issues that may arise in the future.

We want to be a corporate group that continually provides answers to
social issues, considering the world 30 years and 300 years in the

future. These are our thoughts behind our brand symbol.
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History of Our Challenges and Evolution

Expansion beyond just being a telecommunications
carrier into the information and technology field

With Beyond Carrier as our growth strategy, we aim to maximize our corporate value by pursuing sustainable growth in
our core telecommunications business while going beyond just being a telecommunications carrier to actively roll out new
businesses in the information and technology fields (E[# P38). We were listed on the First Section of the Tokyo Stock
Exchange (now the Prime Market) in 2018. Since then, we have acquired Yahoo Japan Corporation*', ZOZO, Inc., LINE
Corporation*', and PayPay as subsidiaries, and evolved into a top-class Japanese corporate group providing ICT services.
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1D. P
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Cashless
a PayPay payment/ a PayPay SB Payment Ser

Finance

Group total

09 advertising revenue
E ¥638.0 billion*”
Online media YAHOO’

JAPAN

*1 Currently LY Corporation

*2 2025 Japan Mobile Service Customer Satisfaction Study by J.D. Power. Tied for No. 1 based on responses from 4,600 for value carrier.
https://japan.jdpower.com/en/awards

*3 2024 Network Service Customer Satisfaction Survey by J.D. Power. Based on 867 responses from companies with more than 1,000 employees.
https://japan.jdpower.com/en/awards

*4 Institute for Information and Communications Policy, Japan’s Ministry of Internal Affairs and Communications, FY2023 Survey Report on Usage Time of Information and Communications
Media and Information Behavior <Outline> (June 2024)

*5 FY2024 result. Total transaction values of domestic shopping business, reuse business, other (merchandise), ASKUL Corporation's BtoB-related revenue, domestic services, domestic digital
content and overseas e-commerce

*6 Calculated based on “Code Payment Usage Trend Survey” by Payments Japan Association published on March 14, 2025, aggregating the share of PayPay

*7 FY2024 result. Sum of total advertising revenue of LINE and Yahoo! JAPAN
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Group Structure to Maximize Synergies

We have Japan’s top-class ICT service providers under our umbrella

With the strategic investment company SoftBank Group Corp. as our parent company, we are independently and flexibly expanding
our business fields as a core operating company tackling the information revolution while maximizing Group synergies.

Operating company engaging in telecom and Strategic investment company
IT businesses (TSE: 9434) 40,30+ (TSE: 9984)
d
A |
SoftBank
oItban

Consumer segment Enterprise segment

Ratio of voting rights held

1 100% 1 50% 1100%

Payment processing service . Provision of IT-related products
X Holding company .
provider and services

SB Payment Service R A HOLDINGS SB C&S

Media & EC segment Distribution segment

Financial segment

62.5% (our economic interest: 31.2%)

. Operating companies engaging in
Holding company Internet businesses,
50% including Yahoo! JAPAN and LINE

_
B H O L D I N G S LY (LY Corporation)

Financial segment Media & EC segment

57.9%

(percentage of voting rights
. 0/ %2
held by the Group: 69.8%*2, 146.5% 151_5%

economic interest: 45.8%)

(Note) This is a simplified representation of the Group’s structure.
The percentages of voting rights are as of March 31, 2025. Cashless payment services Sales of office-related products Fashion EC
*1 The Company is directly owned by SoftBank Group Japan

orporation, a wholly owned subsidiary of SoftBank Grou 2
gors- tion, holly d subsidiary of SoftBank Group Epaypay %ASKUL :: Zozo

*2 With regard to the Group holdings of PayPay Corporation, in
addition to the 57.9% held by B Holdings Corporation, the
Company directly holds 5.9% and LY Corporation holds 5.9%.

Media & EC segment

Financial segment



CEO
Viessage

Junichi

President & CEO
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Becoming an essential, one-of-a-kind presence.
Transforming into a Next-generation
Social Infrastructure company that

leverages Al for growth.

FY2024 Review:

Strong financial results that deepened our
confidence in our growth strategy

FY2024 was a year in which our growth strategy steadily bore fruit, deepening
our confidence in its effectiveness. Our results were strong, with “both revenue
and profits increasing.” We recorded revenue of ¥6,544.3 billion (up 8% year
on year), operating income of ¥989.0 billion (up 13% year on year), and

net income attributable to owners of the Company of ¥526.1 billion

(up 8% year on year), surpassing even the earnings forecast that we

had revised upward at the second-quarter results announcement.

As a result, we achieved our Medium-term Management Plan

(hereinafter “Mid-term Plan”)’s financial targets of ¥6.5 trillion in

revenue and ¥970.0 billion in operating income one year ahead

of schedule. This achievement was only made possible because

each of our employees embraced the ambitious goals | set as

their own and shared a common view of the future. | believe

this strong growth is the result of the entire Company thor-

oughly implementing “reverse planning management” and

pulling together to take on difficult challenges.



FY2025 Outlook:

Balancing achievement of the ¥1 trillion operating
income target with “aggressive investments”

In light of this strong business progress, we have revised upward the financial targets for FY2025, the
final year of the current Mid-term Plan, to revenue of ¥6.7 trillion, operating income of ¥1.0 trillion,
and net income attributable to owners of the Company of ¥540.0 billion. This ¥1.0 trillion operating
income target includes an investment allowance of ¥100.0 billion for “Other/growth investment,”
incorporated as expenses in the form of upfront investments for the next Mid-term Plan.

Some institutional investors and analysts have commented that “this profit target may be con-
servative.” Indeed, we could present a higher profit forecast if we did not use this investment
allowance. However, rather than pursuing short-term profit, we have deliberately chosen to make
"aggressive investments” that allocate funds to future growth. We intend to use these investments
as a new springboard to take on growth areas with great potential, with the aim of generating
tenfold returns in five to ten years.

These "aggressive investments” will be executed based on two disciplines. The first is “financial
discipline,” to ensure the stability of our business foundation is not compromised. We will maintain
interest-bearing debt and other metrics at appropriate levels while raising capital-like funds through
instruments such as Bond-Type Class Shares. The second is “investment discipline,” aimed at creat-
ing corporate value. As our CFO will describe later (E[§ P52), we will strictly assess whether a proj-
ect will generate returns that clearly exceed the cost of capital (e.g., WACC). By thoroughly
adhering to these two disciplines, we will achieve sustainable growth.

“Aggressive investments” to realize Next-generation
Social Infrastructure

We are evolving beyond the framework of being a “telecommunications carrier” to become a com-
pany that will build and provide “Next-generation Social Infrastructure” essential for a society that
coexists with Al. To accelerate the realization of this vision, we will also utilize the previously men-
tioned ¥100.0 billion “aggressive investment” allowance and focus on the following growth areas.

1. Cristal intelligence*":

An Al solution for “overall optimization” of management
Until now, the use of Al has been limited to “partial optimization,” where each division individually
introduces Al to optimize its respective operations. However, as Al evolves to a stage where it acts
as an “agent,” thinking and acting on its own like a human, we are aiming for the next level. We
are working with U.S.-based OpenAl to develop Cristal intelligence, which will link the “Al agents”
used by each internal division and, like a “conductor of an orchestra,” optimize the entire range of
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corporate activities. This is a challenge to achieve “overall optimization” that cannot be reached by
simply aggregating partial optimizations, and it will transform the very nature of management.
Once development is complete, we will first thoroughly utilize it ourselves to demonstrate its effec-
tiveness, refine its quality, and then offer it to client companies along with our expertise. We expect
this to elevate our solutions for corporate management issues to an entirely new level and drive
significant growth in our Enterprise segment.

Looking ahead to an era where “Al agents” collaborate, | am encouraging our employees to
develop them. At an all-hands morning assembly in June 2025, | personally demonstrated how
quickly an “Al agent” can be created and conveyed the message, “They are easy to create. We will
provide all the necessary tools and environment, so do not be intimidated. | want each of you to
create 100 Al agents and become familiar with the process.” To my great surprise, our employees
created nearly one million Al agents” in just over a month. | believe this may be the first time in
the world that a single company has created ”Al agents” on this scale. | am increasingly confident
that our corporate culture of enjoying new challenges and proactively engaging with change and
following curiosity will become a major competitive advantage in the age of Al agents.”

*1 Cristal intelligence is a provisional name and not the official product name.

2. “Sovereign cloud / sovereign Al":

Turning cloud and Al infrastructure for Japan into a growth opportunity
“Sovereign cloud / sovereign Al”(E[# P25) refers to a cloud environment in which Japan retains
sovereignty over its data, technology, and operations and which is provided in accordance with its
own laws and regulations, including the Al that operates within that environment. This initiative not
only has great social significance but also represents a very promising business opportunity for us.
There is a rapidly growing need among government agencies, universities, research institutions, and
companies to store sensitive information in a secure, homegrown cloud environment and utilize it
in combination with Al. To meet this need, we are building an Al platform, which includes con-
structing Al data centers in Sakai City, Osaka Prefecture, and Tomakomai City, Hokkaido Prefecture,
(ET8 P23), developing a sovereign cloud, creating our own homegrown Japanese large language
model (LLM) Sarashina (E[# P25), and developing software for “GPU as a Service,” which leases out
GPUs on the cloud.

“Cloud services” and “generative Al” are already dominated by non-Japanese companies in
global markets, including Japan, and | believe some investors may be concerned about whether we
can truly compete with our global rivals. However, | am confident that we can become a provider of
sovereign cloud / sovereign Al in Japan and gain a competitive advantage by leveraging our position
as a Japan-based company, securing the necessary locations and electric power for our Al data
centers, and capitalizing on our strengths in developing one of the largest homegrown Japanese
LLMs. | am convinced that pioneering this new market and deploying high value-added services will
be the next driver of our growth.




3. “AlI-RAN":

Evolving our mobile network into an Al network
In a society where Al permeates every corner of life, the current model of concentrating Al process-
ing in massive data centers in places like Tokyo and Osaka faces challenges, including the risk of
large-scale system failures and the excessive concentration of power consumption. Furthermore,
under the current system, people in Hokkaido or Okinawa cannot use Al with the same seamless
responsiveness as people in Tokyo. To solve these issues, it is essential to “distribute” Al computing
infrastructure closer to the users. We have mobile base stations deployed nationwide, which we will
evolve into a distributed computing infrastructure for the Al era. We are calling this concept of
performing Al computation close to users “AI-RAN"(E[# P29), and we are promoting it jointly with
U.S.-based NVIDIA. This will enable us to provide low-latency, failure-resilient Al services and con-
tribute to solving the social issue of balancing power consumption. Furthermore, if there is surplus
capacity in Al computing resources located near our mobile base stations, we plan to sell it exter-
nally as inferencing resources for Al applications, creating a new source of revenue.

Developing and providing products and services essential to the Next-generation Social Infrastruc-
ture such as “Al-RAN," Sarashina, and “GPU as a Service” on our own marks a major turning point
for us. SoftBank has grown by being adept at quickly handling and distributing superior products
and services from around the world to consumers and enterprises. While we will continue to lever-
age this strength, reaching the next stage requires strengthening our own capabilities in product
creation, known in Japanese as “monozukuri.” Through “monozukuri,” not only can we create

SoftBank Corp. Integrated Report 2025 1 1

high-margin products and services, but the experience of creating them from the ground up nur-
tures our ability to discern true value. This experience accumulates human capital and intellectual
capital within the company, enhances our corporate competitiveness, and enables sustainable
business growth over the medium- to long-term. This, in turn, will come back to us as a foundation
for generating future profits (financial capital). | believe that creating this virtuous cycle is an essen-
tial condition for becoming a globally competitive company.

Accelerating growth in each business with the
tailwind of Al evolution

In addition to our medium- to long-term initiatives in growth areas, we are aiming for further
growth in our existing businesses, using Al's evolution as a tailwind.

Consumer segment:

Evolving the “reasons for being chosen.” Toward a future of being chosen for our
ecosystem, network quality, and Al

Supported by strong net additions and a stabilization in ARPU, we quickly overcame the indus-
try-wide headwind of mobile service price reductions in the spring of 2021. In FY2024, both mobile
service revenue and segment income increased for the second consecutive fiscal year. This success is
due to a strategy that—in addition to the strength of our ecosystem, which includes some of
Japan’s leading BtoC platforms like LINE, Yahoo! JAPAN, PayPay, and ZOZOTOWN—expands our
customer base with the price-competitive Y!mobile brand while enhancing the appeal of the Soft-
Bank brand to encourage upgrades. While our competitors implemented price hikes in June 2025,
we carefully assessed customer reactions and market trends and announced a new Y!mobile price
plan in September. While aiming to improve profitability by revising the basic monthly fee, we will
also strengthen customer acquisition by offering various discounts to customers who pay their
communication fees with the PayPay Card credit card and use our fiber-optic Internet service. Fur-
thermore, as a new measure to enhance the appeal of our services, starting from November 2025,
we plan to introduce a campaign*? that increases the following month’s data capacity based on the
number of PayPay payments made for everyday shopping. This is a unique value proposition that
other companies cannot offer, and one that is only possible for us because our Group services
including PayPay, which boasts an overwhelming share of Japan’s QR code payments market. We
believe this will become a differentiation strategy. This initiative will also contribute greatly to the
further expansion of the PayPay ecosystem. As for the SoftBank brand, we will continue to carefully
monitor market trends and implement appropriate measures at the optimal time.

*2 The terms and conditions of this campaign are subject to change.



The ability to flexibly choose the optimal move from a broader perspective after our competitors
have made their own moves is the biggest change that would have been unthinkable for us a few
years ago, and it is a testament to our current strength. In the past, our network quality was below
that of our competitors, so we compensated for this gap with price. However, the situation has
now completely changed, and our network quality is on par with theirs. The fact that we achieved
this with less capital expenditures than our competitors is highly significant. The reason behind this
is our “network design philosophy.” In our 5G rollout, we used non-standalone** and prioritized
“connecting to 5G” by first deploying the highly connectable 700 MHz and 1.7 GHz bands. On top
of that, we adopted a strategy of deploying frequencies like 3.4 GHz and 3.9 GHz to secure capac-
ity. This difference in philosophy enabled us to build an efficient, high-quality network. However, |
have no intention of being satisfied with a level of competition where we talk about “winning or
losing.” In meetings about the network, | continue to encourage our frontline network team,
saying, “We must not remain on par with our competitors. Let's aim for an overwhelming victory.”
Currently, we are proceeding with the deployment of standalone (SA)*4 5G ahead of our competi-
tors, and we will continue to use our ingenuity to aim for an “overwhelming No. 1" network from
a user experience perspective.

The “overwhelming No. 1" network we are aiming for is not a goal in itself; it is the “founda-
tion” for providing the best experience to our customers in the coming Al agent era. As Al agents
become integrated into all devices, we believe customers will not simply choose a carrier based on
“which one has a more reliable network connection,” but rather on “which carrier allows us to use
Al agents most comfortably and to their fullest potential.” With this future in mind, we are steadily
making preparations to create the best Al experience.

*3 Non-standalone: a system that combines 4G core equipment with 4G and 5G base stations
*4 Standalone (SA): a system that combines 5G-dedicated core equipment and 5G base stations

Enterprise segment:

Accelerating growth with Al transformation and global expansion

In FY2024, our core business solution and others revenue grew by 12% (on an actual basis, exclud-
ing the impact of new consolidations), and our segment income over the past two years has shown
double-digit growth (CAGR since the start of the Mid-term Plan). In September 2024, we com-
pleted the process to make SB Technology Corp., which has abundant engineering resources and
high technical capabilities, a wholly owned subsidiary, strengthening our structure for growth in the
cloud computing, security, and Al fields.
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With total segment revenue of ¥1 trillion in sight, the Enterprise segment will continue to evolve.
Until now, we have grown by supporting enterprise “digital transformation (DX),” but from now on
we will also promote “Al transformation (AX),” which transforms the business structure of our client
companies using Al. A prime example is our proprietary Al call center solution—a highly advanced Al
agent that can instantly understand conversation context and respond naturally like a human even if
interrupted. We are already close to delivering this to some enterprise customers, and we have
received many other inquiries. We are also promoting the introduction of generative Al tailored to
industry- and function-specific challenges and needs, and we are starting to see results in operational
efficiency and service enhancement for many corporate customers and local governments. We view
this as the Al investments we have made finally entering the monetization phase.

Furthermore, we have high expectations for Beyond Japan, our initiative for business growth
through expansion into global markets, as a pillar of our medium- to long-term growth. As a crucial
step, in March 2024, we made Cubic® (headquartered in Dublin, Ireland) a subsidiary. Cubic®
deploys an loT platform globally for connected cars and SDVs*°. When we announced the acquisi-
tion, 17 million vehicles were connected, but that number has already grown to 25 million, demon-
strating rapid growth. However, our sights are set on more than just the connected car market. In
an era where vehicles are controlled by software—and in the autonomous driving society that lies
beyond—a platform that can manage and deploy software globally will have extremely significant
value. We expect that Cubic®, with its unique platform, will make a major contribution to our Enter-
prise segment in the medium- to long-term.



Investing in a global platform like Cubic® is an important step for our Beyond Japan initiative.
However, the initiative does not end with simply investing in overseas companies. Its true aim is to
create solutions in Japan—a country facing social issues like labor shortages and regional dispari-
ties—solve them with “DX” and “AX,"” and then rapidly deploy those solutions abroad through a
global platform. Building this growth model—proving it in Japan, a country facing social issues
ahead of others, and scaling refined solutions worldwide—wiill be the cornerstone of our continued
medium- to long-term growth.

*5 SDVs (Software-Defined Vehicles): vehicles that can be updated with new features mainly through software connected to the Internet.

Media & EC segment:

Maximizing synergies through a clear division of roles

Following a group reorganization in October 2023, LY, which operates the LINE and Yahoo! JAPAN
BtoC platforms, is functioning extremely well under the strong leadership of CEO Idezawa. In addi-
tion to enhanced operational efficiencies, business performance has been stronger than expected,
resulting in double-digit profit growth in FY2024, even excluding one-time gains. Regarding the
recurrence-prevention measures for the information leakage incident due to unauthorized access
announced by LY in November 2023, Idezawa is personally taking the lead and making steady
progress. Our CISO is also participating in LY's “Group CISO Board”(E[# P106) and cooperating to
ensure effective security governance.

Now that a paradigm shift called Al is taking place, to maximize Group synergies, LY and our
Company are holding close discussions as “best partners” and have established a clear division of
roles. For example, the development of a Japanese LLM—an essential element of future social
infrastructure—is led by us, as we aim to become a Next-generation Social Infrastructure provider.
Meanwhile, LY, with its LINE service that has 99 million*® monthly active users in Japan, is focusing
on providing the most familiar “Al agents” to customers without developing its own LLM. As an
independently listed company, LY will always choose the optimal LLM for its services, but we will
continue R&D so that our LLM will also be an option. In this way, by avoiding duplicative invest-
ment and maximizing our respective strengths, we hope to jointly create innovative services that
will lead the Al era.

*6 As of the end of June 2025

Financial segment:

Group reorganization centered on PayPay and commencement of listing
preparations

FY2024 was a memorable year for the Financial segment, with gross merchandise value expanding
to ¥15.4 trillion (up 23% year on year)*” and PayPay’s operating income*® achieving full-year profit-
ability (over ¥30.0 billion) for the first time. To further accelerate PayPay’s growth, we reorganized
the Financial segment in April 2025. PayPay Securities Corporation, previously our subsidiary, and
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PayPay Bank Corporation, a subsidiary of LY, were consolidated under PayPay. | believe it is import-
ant to “give capable people the right tools,” and through this reorganization, we have created a
structure that allows Nakayama, PayPay's CEO, a strong leader, to operate most effectively. | myself
became a Board Director of PayPay in June 2025, and we will work even more closely together to
expand synergies.

Taking this operating profitability and business reorganization as an opportunity, PayPay has
begun preparations for a public listing. To be honest, | felt it might be a little early. However, after
hearing the strong intention of the PayPay management team—"We want to proceed with listing
preparations to acquire the excellent talent essential for future growth”—I ultimately decided to
support their decision. Just as it was for us, a public listing is a prime opportunity for significant
growth. A listing also helps to realize the company’s corporate value. | hope that PayPay will seize
this chance to make great strides.

*7 Based on the definition prior to PayPay Bank Corporation becoming a subsidiary in April 2025.
*8 PayPay Corporation, PayPay Card Corporation, and Credit Engine, Inc.

Management foundation supporting sustainable growth

ESG management:
Fully committed to balancing “the realization of a sustainable society” and the
“enhancement of corporate value”

When | took over the post of President & CEO from my predecessor, Miyauchi, he advised me that
"ESG management is important, so you should look into it carefully.” As | studied it while consider-
ing future management and vision, | came to believe that the concept of ESG management—balanc-
ing “the realization of a sustainable society” and the “enhancement of corporate value”—is
compelling, and that one cannot speak of enhancing corporate value without addressing it.

When SoftBank decides to do something, we do it all the way. As an objective indicator to
demonstrate our commitment to ESG both internally and externally, we set a concrete milestone
of winning the Grand Prize at the “Nikkei SDGs Management Awards,” one of the most presti-
gious awards in Japan, and then identified all challenges and addressed them one by one to
achieve this goal.

As a result, we received the Grand Prize in 2023, but | was not satisfied with that. In my speech
at the award ceremony, | declared, “We will definitely win the Grand Prize again next year.” To turn
this commitment into reality, we further accelerated our efforts, and in 2024, we became the first
company in history to win the Grand Prize for the second consecutive year, and were inducted into
the Hall of Fame (selected as a Prime Seat Company). | believe that our “reverse planning manage-
ment” culture was also leveraged in this ESG field.

These efforts are also recognized globally. We have been selected as a constituent of the “Dow
Jones Best-in-Class World Index (formerly the Dow Jones Sustainability World Index)” for the third
consecutive year, and we are the only telecommunications company in Japan to be selected for
this index.



For us, ESG management is not a trend; it is the core of our management and our conviction—
how we demonstrate our purpose in society and continue to increase our corporate value. While
we may use prestigious external evaluations as milestones to measure our progress objectively, our
conviction will not be swayed by changing voices.

Environment initiatives:
Encouraging behavioral change toward environmental protection among a total of
300 million people

We believe it is our corporate responsibility to help solve climate change issues for the realization of
a sustainable society. In our Mid-term Plan, we have set a target for the ratio of renewable energy*®
of electricity consumption by the Company*'° to 50% by FY2025 and 100% by FY2030 (of which
more than half will be procured from power generated from renewable energy sources*™). In
FY2024, this ratio had already reached 54%, putting us ahead of schedule. In light of this steady
progress, we raised our FY2025 target to 60%.

In addition to ongoing efforts to switch the electricity used by our base stations to renewable
energy, we will address the expected increase in power consumption from Al data centers. At the
"Hokkaido Tomakomai Al Data Center,” which is aiming to commence operations with a capacity
of 50 megawatts in FY2026, we plan to procure electricity derived from renewable energy from
Hokkaido Electric Power Co., Inc. and SB Power Corp.*'2. We intend to make this data center a
model case of “locally produced for locally consumed” of electricity.
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In July 2025, we announced the “forest conservation support project for prefectures nation-
wide.” Utilizing the “Corporate Hometown Tax Program,” we will donate a total of over ¥4.0 billion
to 46 of Japan’s Prefectures and Hachioji City in Tokyo to support forest conservation activities over
the 15 years from 2025 to 2040. We also announced “NatureBank,” a consumer-participatory
tree-planting contribution program in collaboration with Group companies. Covering 16 eco-ac-
tions—such as using services provided by our Company or Group companies—the program visual-
izes and promotes consumers’ daily eco-friendly behavior. Based on the CO2 emissions reduced by
these actions, we will plant trees corresponding to an equivalent amount of CO2 absorption. With
over 300 million customer touchpoints in total, we believe our Group can play a meaningful role in
encouraging behavioral change to encourage environmental protection.

*9 Includes the use of non-fossil certificates designated as renewable energy.
*10 Total of SoftBank Corp. and Wireless City Planning Inc.
*11 Electricity generated from renewable energy sources such as wind and solar power.
*12 A wholly owned subsidiary of SoftBank Corp. that operates a retail electricity business.

Social initiatives:
Making HAPS a core infrastructure to promote the bridging of the digital divide

"HAPS*'3 (flying base stations),” which provide telecommunications from the stratosphere at an
altitude of about 20 km, is a project | have long believed in and pursue with passion. We are now
on track for pre-commercial services starting in 2026, three years earlier than originally planned, by
using an LTA (Lighter Than Air) method that utilizes helium gas. While the LTA platform itself will be
provided from an investee, we plan to utilize our proprietary technologies—developed over many
years—for core components such as the wireless communications payload, solar panels, batteries,
and motors. Our steady efforts to date have set the stage for this early commercialization.

| conceived this idea when | was involved in turning around U.S.-based Sprint (which SoftBank
Group Corp. acquired as a subsidiary in 2013). Struggling to build a network across the vast United
States, | thought, “Radio waves from mobile phone base stations reach about 20 km. If we transmit
radio waves from the stratosphere at an altitude of 20 km, shouldn’t we be able to communicate?
And if we can do that, we should be able to communicate with existing smartphones without
needing a dedicated device like a satellite phone.” After returning to Japan, | proposed launching
the HAPS business, and we have been developing it since 2017.

I am confident that HAPS will be useful for disaster preparedness and will also play a major role
as the core infrastructure supporting the three-dimensional communications of the future, where
drones and flying cars will be commonplace. Furthermore, it will have great social significance in
eliminating the digital divide in mountainous areas and remote islands—both in Japan and over-
seas—where establishing telecommunications environments has been difficult, thereby providing
equal access to information for all.

*13 HAPS (High Altitude Platform Station): generic name for a system that provides telecommunication services over wide areas by

operating an unmanned aircraft that continually flies in the stratosphere for extended periods of time like a telecommunication base
station



Governance initiatives:
Our stance on “parent-subsidiary listings”

We are a parent company with listed subsidiaries such as LY, and at the same time, we are a listed
subsidiary of our parent company, SoftBank Group Corp. | would like to clearly state my thoughts
on this “parent-subsidiary listings” structure.

From the perspective of a parent company with listed subsidiaries, | believe that having subsid-
iaries listed is an effective way to accelerate the growth of the entire Group. Since our own listing,
we have grown strongly by conducting agile and autonomous management based on feedback
from the stock market. With each subsidiary being an independent listed company, swift deci-
sion-making is possible, and market feedback can be directly reflected in management. This maxi-
mizes the corporate value of each company, and the results of that growth ultimately lead to an
increase in our own corporate value through Group synergies and the enhanced value of our
shareholdings.

As a listed subsidiary of SoftBank Group Corp., we address concerns about potential conflicts of
interest between our parent company and our minority shareholders with utmost sincerity. First, we
have established a system to prevent decisions that would disadvantage our minority shareholders
by appointing a majority of independent external directors to the Board of Directors. Furthermore,
for important transactions with SoftBank Group Corp. that exceed a certain threshold, an “Inde-
pendent External Directors’ Meeting,” composed solely of independent external directors, is held
prior to the Board Meeting to conduct a preliminary review from the perspective of protecting
minority shareholders’ interests.

With systems in place to safeguard minority shareholders’ interests, if we can achieve growth
while generating synergies with our parent and subsidiaries, "“parent-subsidiary listings” should not
necessarily be rejected.

Expanding our new generation of shareholders to co-create the future

Last year, | decided on a stock split and introduced a new shareholder benefits program out of a
desire to “increase the number of younger shareholders who will think about our Company’s future
with us 10 or 20 years from now.” This aim is steadily bearing fruit. After the stock split in October
2024, the number of individual shareholders increased significantly from 860 thousand*™ to 1.36
million*™. In particular, the number of shareholders aged 40 and under*'® increased 2.4 times*"’,
and their share expanded from 27%*'> to 41%*'¢. We are greatly encouraged by and welcome the
younger generation—who will drive Japan’s future economy—as our shareholders. We will con-
tinue to value dialogue with all shareholders and strive to enhance corporate value from a long-
term perspective.

*14 As of the end of March 2024

*15 As of the end of March 2025

*16 SoftBank Corp. estimate based on data provided by certain securities companies
*17 Comparison between the end of March 2024 and the end of March 2025
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Pursuing the optimal balance between growth investment and shareholder returns

In an inflationary environment, | have repeatedly asked myself whether maintaining the dividend
per share*'8 s effectively a dividend reduction. However, we are currently fortunate to face an
excellent investment opportunity in Al that can significantly increase our future corporate value. We
have concluded that prioritizing “aggressive investments” at this time will maximize our corporate
value in the medium- to long-term, and therefore we forecast maintaining the dividend per
share*'® at ¥8.6 for FY2025. We will first execute these upfront investments, and if our perfor-
mance exceeds expectations, we will consider additional shareholder returns such as a dividend
increase or share repurchases.

*18 Common shares

In closing:
Aiming to become an essential, one-of-a-kind company

FY2025 is the final year of our current Mid-term Plan, and it also marks the halfway point of the
10-year plan | set when | became President & CEO. | want the next five years to be a period when
we bring the many seeds of growth sown over the past five years to fruition and further enhance
our corporate value. We plan to announce our next Mid-term Plan in May 2026, and we are deep-
ening our internal discussions toward that end. At that time, we will present our thoughts on our
growth strategy and shareholder returns in a more concrete manner.

My goal in management is for our Company to become an “essential, one-of-a-kind presence”
in a society that coexists with Al. My responsibility as President & CEO is to demonstrate a solid
reason for being in society and continue contributing to its development, and to enhance corporate
value through challenges and share the value created with our stakeholders.

The origin of my emphasis on a “company’s purpose” lies in the 1,200-year-old Zen temple
where | was raised. It has endured by staying close to the people of each era and continuing to
demonstrate its reason for being in society. Similarly, a company can achieve sustainable growth only
by continuing to demonstrate a solid reason for being in society. | continue to take on challenges
with the sole intention of making SoftBank a company that provides “an essential, one-of-a-kind
infrastructure in a society that coexists with Al.” To our shareholders and investors, we ask for your
continued support and your expectations for our medium- to long-term growth.
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SoftBank At a Glance

Revenue breakdown

We went public as an operating company with our core business in telecommunications centered on the Consumer segment. Today, we operate
five business segments: Consumer, Enterprise, Distribution, Media & EC, and Financial. Segments other than the Consumer segment now account
4 % % Consumer for over 50% of our revenue, showing the progress of our earnings diversification.

‘ segment

Financial segment Other

We provide mobile communications services, broadband services, and electricity services primarily to individuals in Japan. We also
45, M Consumer segment P y primerty P

Media & EC procure mobile devices and sell them to distributors operating SoftBank stores and other establishments, as well as to individuals.
segment
2 5 % FY2024 In addition to mobile and fixed-line telecommunications services, we provide a variety of solutions for enterprise customers,

Revenue [ Enterprise segment

¥ 6, 544. 3 billion

Distribution
segment ~

including data centers, cloud, security, global, Al, loT, digital marketing, and other services.

For enterprise customers, we provide products that utilize advanced technology, including cloud services and Al. For individuals,

Distribution segment we plan and provide a wide range of products including software, mobile accessories, and loT products.

We offer services centered on media and commerce. In addition to providing advertising-related services on the comprehensive

[ Media & EC segment Internet service, Yahoo! JAPAN, and the communication app, LINE, we offer e-commerce services such as Yahoo! JAPAN Shopping
% ) and ZOZOTOWN.
Enterprise segment
1 4 . . For individuals, we provide cashless payment services such as payments via QR and barcode and credit card, online banking
% . Financial segment services, and smartphone-based securities services. For enterprise customers, we provide payment processing services offering

one-stop payment solutions including credit cards, electronic money, and QR codes.

SOftBan k in numbers (FY2024 results or as of the end of FY2024)

Year of establishment Number of employees Number of Group companies 9 Operating income

B 1086  #% 55000 FE9_300 <Al .989.0..

Net income attributable to EPS*1 ROE*?2 (Ratio of net income to equity attribut- Primary free cash flow*?

: : : owners of the Company (Earnings per share) @ able to owners of the Company) r—)

Emm l / 9

lll ¥526-1 billion l'll ¥10-9 llll 20-5% <« ¥603-3 billion

Dividends per common share** Ratio of independent external Ratio of renewable energy of electricity Ratio of women in management
9 directors*> f consumption by the Company*¢ positions*’?

9 O&.
= .8.6 == 54.5. 54. &a 9.9,

*1 Calculated after deducting dividends related to Bond-Type Class Shares. The Company has conducted a stock split at a ratio of 10 shares per common share, with the effective date being October 1, 2024. The basic earnings per share is calculated assuming the stock split was conducted at the
beginning of FY2024.

*2 Net income attributable to owners of the Company ratio (ROE) = net income attributable to owners of the Company / average of total equity attributable to owners of the Company at the beginning and end of the relevant period

*3 Primary free cash flow is a measure calculated by adding back the amounts spent as long-term growth investments to adjusted free cash flow (excluding LY Group, PayPay, etc.). Adjusted free cash flow (excluding LY Group, PayPay, etc.) = free cash flow + (proceeds from the securitization of
installment sales receivables — repayments thereof) - free cash flow of the LY Group, PayPay, etc. + other items such as dividends received from A Holdings Corporation and investment in PayPay Securities Corporation. “LY Group, PayPay, etc.” refers to A Holdings Corporation, LY Corporation and its
subsidiaries (LY Group), B Holdings Corporation, PayPay Corporation, PayPay Card Corporation, PayPay Securities Corporation, etc. Long-term growth investments include investments in Al computing infrastructure and Al data centers.

*4 The Company has conducted a stock split at a ratio of 10 shares per common share, with the effective date being October 1, 2024. The dividends per common share have been adjusted to reflect this stock split.

*5 As of the end of June 2025

*6 Total of SoftBank Corp. and Wireless City Planning Inc.

*7 SoftBank Corp. on a standalone basis. As of April 1, 2025.




Value Creation Process

Maximizing corporate value, centered on the Beyond Carrier strategy

We aim to maximize our corporate value by pursuing sustainable growth in our telecommunications business while going beyond just being a telecommunications carrier to actively roll out new businesses in the
information and technology fields. By serving as a catalyst for digitalization across society and solving social issues, we aim to become the Corporate Group needed most by people around the world.

Inputs

(FY2024 or end of FY2024 results)

Financial Capital

® Primary free cash flow*'... ¥603.3 billion
H Capital expenditures . ¥912.8 billion
(of which, long-term growth investments in Al, etc.*2 ¥ 172.2 billion)

(of which, telecommunications-related capital expenditures** ¥ 321.8 billion)

W Long-term ratings** ....................... R&l: A+, JCR: AA-,
(as of the end of September 2025) S&P: BBB, Fitch: BBB+

Manufactured Capital

W Data centers ..........cooevviiiiiiiiiniiie 20 locations
B Number of stores nationwide*® .................. 6,400 stores

Intellectual Capital

B Number of patents held ... .. Approx. 2,000

B Conducting cutting-edge Al research with the University of
Tokyo and other institutions

H In-house developed, one of Japan's largest Japanese Large
Language Models (LLMs)

H Cutting-edge technologies and business models from
SoftBank Group portfolio companies

Human Capital

B Number of employees (consolidated basis) ...... Approx. 55,000
B Sales staff*® ... Approx. 15,000
B ENGINEEIS* ..uvviiiiiiiiieiiee e Approx. 14,000
B Al-related

certification holders*®... Approx. 10% of all

employees*®

Social and Relationship Capital

= Number of mobile subscribers

(main subscribers)*™® ...........cooeiiiii 41.0 million
B Yahoo! JAPAN number of monthly users*''...... 83.0 million
B PayPay number of registered users*'° ............ 68.0 million
B LINE number of

monthly active users (Japan)*™® .................. 98.0 million

B Percentage of transaction
with large corporations*'? ..92% of large

corporations

Natural Capital
W Electricity USe.......uueeiiiiiiieeiieiiiies 2,286,427 MWh

SoftBank Corp.

[SoftBank Group Corporate Philosophy] Information Revolution — Happiness for everyone

[Long-term Vision for 2030]

A company that provides Next-generation Social Infrastructure essential for development of a digital society

Business Model/Outputs

Material Issues E§ P59

AcTion Contributing to the
global environment with
the power of technology

ACTION  Byilding society and
01 industry through DX 04

AcTion Connecting people and ACTION Building high-quality

information r oy
02 o at. on to create 05 social infrastructure
new excitement

ACTION  creating new business ACTION  pevyeloping a resilient
03 through open innovation 06 management foundation

Telecommunication
Business

0l

Broadband
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Outcomes
(FY2024 or end of FY2024 results)

[Internal] Corporate value enhancement

H QOperating income

® Net income attributable to owners of the Company

® Engagement Survey*'?

® nterbrand Best Japan Brands 2025 Rankings ..

.... ¥989.0 billion
.... ¥526.1 billion
.. Scored 66 out of 100
. 10th / UsD 5,982 mil

[External] Social Value Creation

Return to shareholders

B ROE (Ratio of net income to equity attributable to
owners of the Company) .................. 20.5%
ETSR
(Total shareholder return)*** (EI¢ P55)...... 148%

Return to society

M Total dividends*™ ............ ¥408.8 billion

HTax amount *" ............... ¥ 187.6 billion

Provision of an environment in which
everyone can access information
(Consumer segment) (E[@ P39

® Net additions of smartphone

subscribers...................L 1.04 million
B Number of smartphone
classes held ............... Approx. 1 million

Labor productivity improvement through
DX, revitalization of local communities
(Enterprise segment) (I8 P41)
® Business solution and

others revenue ............... CAGR 33%*'

Return to employees

Increased convenience due to the spread
of online shopping, etc.

(Media & EC segment) (G P43)

W E-commerce transaction

value*™ ... ¥ 4.4 trillion

Increased convenience through spread of
cashless payments
(Financial segment) (EI3 P45)
B PayPay number of payments  7.81 billion
B PayPay consolidated GMV*'” ¥ 15.4 trillion
B SB Payment Service Corp.

GMV ¥ 9.8 trillion

B Personnel costs*™® ......... ¥549.0 billion

Contribution to envir

B Emissions per communication volume in

Scope 1,2 viiiiiiiiiis 94 t-C02/Gbps
| Ratio of renewable energy to electricity
used by the Company*?.... ... 54%

B Mobile phones collected
for reuse or recycling ...... 12.5 million units
(Total from FY2020-2024)
® Promotion of forest conservation
covering an area more than double
the land development area in important
biodiversity regions ...... 2,132m? or more

(Note) For notes on this page,
please refer to the next page.



Financial Capital

Manufactured Capital

Intellectual Capital

Human Capital

SoftBank Corp.

Social and
Relationship Capital
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Natural Capital

Characteristics

and initiatives

of our Group in
each capital

Financial soundness

We consider primary free cash flow
(FCF)*' to be a key management
indicator. To invest for growth while
maintaining high level of shareholder
returns, we generate a stable and
high level of primary FCF*'. At the
same time, we emphasize net lever-
age ratio—which indicates how many
times our net interest-bearing debt is
to EBITDA—as an indicator of finan-
cial discipline, thereby maintaining a
sound financial position. (E[# P54)

Promoting initiatives to
build “Next-generation
Social Infrastructure”

We aim to further enhance our
corporate value through the realization
of “Next-generation Social Infrastruc-
ture” that supports a society that
coexists with Al. As part of this, we are
working on constructing distributed Al
data centers, deploying a nationwide
power-efficient network connecting
these data centers (E[¢ P24), and
building the “AI-RAN" (I8 P29).

Technology development
through active collaboration
with universities, research
institutions, and companies

We established the Research Institute
of Advanced Technology in April 2022
to promote R&D for implementing
new technologies in society. In
addition, we are developing one of
Japan’s largest Japanese LLMs. We are
also achieving efficient technology
development that leverages mutual
strengths by actively collaborating
with external institutions such as the
University of Tokyo. (EI# P34)

Promoting a shift of human
resources to new business
areas

We have introduced systems that

provide opportunities to proactive
employees, such as the free-agent
and job posting systems, offering

them chances for self-growth and
self-fulfillment, which leads to the
growth of the entire organization.
(& P65)

Overwhelming business
foundation

A key feature is our massive user base
in Japan, which includes not only
mobile subscribers but also users of
LINE, Yahoo! JAPAN, and PayPay.
Leveraging the customer touchpoints
we have cultivated, we create new
value while generating Group
synergies.

Initiatives to achieve
“Net Zero”

In addition to “Carbon Neutral
2030,"” which aims to achieve zero
greenhouse gas (GHG) emissions from
our own business processes and
energy consumption by FY2030, we
are also working to achieve “Net
Zero." This initiative aims for zero
emissions of all GHG related to our
business activities (supply chain
emissions) by FY2050.

Key challenges
identified

® Balancing medium- to long-term
growth with high level of share-
holder returns

 Relatively low shareholders’ equity
ratio

® Maintaining and improving long-
term ratings

e Securing land and power required
for distributed Al data centers

e Securing renewable energy to
operate the distributed Al data
centers

 Active creation, protection, and
utilization of intellectual property

® Acceleration of technology develop-
ment for medium- to long-term
growth

 Securing high-market-value talent
(such as Al engineers and DX
professionals)

® Improving employee engagement

* Continuous expansion of the
customer base

® Improvement of user engagement
* Data management and privacy
protection

® Balancing sustainable business
growth with the reduction of
greenhouse gas emissions

Future
initiatives

* Continuing to generate stable
primary free cash flow

® Enhancing shareholders’ equity
through medium- to long-term
profit growth

 Securing a stable funding base

¢ Adhering to financial discipline

o Close collaboration with national
and local governments, as well as
electric power companies

e Securing a stable power supply
through long-term Power Purchase
Agreements (PPAs)

® Strengthening our Group’s IP
governance and developing IP
human resources (E[# P34)
 Fostering a culture that generates
highly original and outstanding
inventions Company-wide
 Collaboration with universities,
research institutions, and companies
® Securing the necessary R&D budget

e Establishing competitive
compensation

 Providing learning content through
“SBU Tech (SoftBank University
Tech)”

 Supporting the acquisition of
Al-related qualifications and
certifications

® Promoting the optimization of
various HR systems through Engage-
ment Survey analysis

® Promoting initiatives that enable
diverse talent to thrive

* Communicating our vision and
business strategy through Employee
Town Hall meeting and all-hands
morning assemblies

© Mutual customer referrals between
telecommunications and non-tele-
communications businesses

 Providing services that leverage
Group synergies

® Operation and management using
advanced security systems and tools

® Thorough employee education on
security and development of a
secure environment and facilities

® Implementing energy-saving mea-
sures through cutting-edge technol-
ogy and promoting the shift to
renewable energy

* Holding briefings for suppliers and
formulating guidelines to reduce
greenhouse gas emissions through-
out the supply chain

*10 As of March 31, 2025

*11 Average monthly users from January to October 2024, based on Nielsen’s “TOPS OF 2024: DIGITAL IN JAPAN, Top 10 by Total Digital Reach in Japan.” Does
not include overlap of smartphone and PC users.

*12 The percentage of listed companies in Japan with annual sales exceeding ¥100 billion that conducted business with SoftBank Corp. in FY2024

*13 The Engagement Survey (formerly Employee Satisfaction) was redefined in FY2023 and is scored on a 100-point scale (up to 49: Low, 50-64: Normal,
65-74: High, 75+: Very high).

*14 Presented on a consolidated cash flow basis

*15 (Share price of the Company’s common stock on the Tokyo Stock Exchange at the end of FY2024 + cumulative dividends per common share from FY2022
to FY2024) / (share price of the Company’s common stock on the Tokyo Stock Exchange at the end of FY2022) x 100

*16 Total transaction values of domestic shopping business, reuse business, other (merchandise), ASKUL Corporation’s BtoB-related, domestic services, domestic
digital content and overseas e-commerce

*17 Based on the definition prior to PayPay Bank Corporation becoming a subsidiary in April 2025.

*18 The two-year CAGR for FY2023 and FY2024

*19 Wages and benefits for employees and officers (on the basis of the Consolidated Statement of Income breakdown of expenses by nature)

*20 Total of SoftBank Corp. and Wireless City Planning Inc.

(Note) The notes on this page pertain to the previous page.

*1 Primary free cash flow is a measure calculated by adding back the amounts spent as long-term growth investments to adjusted free cash flow (excluding LY
Group, PayPay, etc.). Adjusted free cash flow (excluding LY Group, PayPay, etc.) = free cash flow + (proceeds from the securitization of installment sales
receivables — repayments thereof) - free cash flow of the LY Group, PayPay, etc. + other items such as dividends received from A Holdings Corporation and
investment in PayPay Securities Corporation. “LY Group, PayPay, etc.” refers to A Holdings Corporation, LY Corporation and its subsidiaries (LY Group), B
Holdings Corporation, PayPay Corporation, PayPay Card Corporation, PayPay Securities Corporation, etc. Long-term growth investments include investments in
Al computing infrastructure and Al data centers.

*2 Includes investments in Al computing infrastructure and Al data centers.

*3 Capital expenditures of the Consumer and Enterprise segments. Acceptance basis; excludes investments in devices for rental services, shared equipment
(contributions by other operators), and the impact of adopting IFRS 16 “Leases.”

*4 R&: Rating and Investment Information, Inc., JCR: Japan Credit Rating Agency, Ltd., S&P: S&P Global Ratings Japan Inc., Fitch: Fitch Ratings Japan Limited

*5 Total of SoftBank and Y!mobile directly managed stores, agents, mass merchandisers, and other retail channels (as of March 31, 2025)

*6 Number of SoftBank Corp. sales staff (as of March 2025)

*7 Total of the engineers in SoftBank Corp., LY Corporation, SB Technology Corp., PayPay Corporation, ZOZO, Inc., etc. (as of April 1, 2025)

*8 Number of holders of JDLA Deep Learning for GENERAL and JDLA Deep Learning For ENGINEER organized by the Japan Deep Learning Association (JDLA)

*9 SoftBank Corp. on a standalone basis





