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and S _together’ Gﬁss the world . We owe our century -plus long

hii»b.ly ? he' Ay SOT80Ur customers and the confidence of our business

| ¥
 animal has spread out %o fa‘ an!j wide across the planet.
N |
Clearly, traveling and expanding our circle of connections are essential parts of

what it means to be human. Viewed through this lens, | believe that our

organization o with its mission of bringing people, places and possibilities

together 0 has avital role to play in this world .
h‘ The potential of the value generated through interactions is boundless. With
A ‘59%‘- ¢ % %< | : . : .
its extensive glo%network, the JTB Group has cultivated diverse connections

with customers and business partners. We believe that by harnessing these
Oo»mc\"fg?eoﬂe Comed"ng S “

connections to create and deliver new value, we can address societal challenges.
"

Eijiro Yamakita
President and CEO

As we embark on the next century, the JTB Group aspires to be a company that

contributes to a peaceful and fulfilling society by nurturing and fostering

connections . We deeply appreciate your continued support .

*6The Journal of Humanityds JouRinsenghdtenedi ted by Michiko I nto (2

/
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The creation of opportunities to bring 1B
people together in meaningful ways

We sustainably create value, foster engagement and build connections
between people, destinations, and organizations
by harnessing the power of partnering, the warmth of a human touch and robust digital underpinnings.

At the JTB Group, value creation is rooted in  We connect stakeholders and create value for destinations and organizations.

We deliver value by bringing together people, places, businesses and possibilities.

COﬂﬂ@Cting, Creating and Co ntribUting . We contribute to a more sustainable future through partnering and engagement.



Table of Contents

C O nte n tS Click the links below to get to know us better.

Who We Are A The JTB Way Spotlights A RealHeros: Sugihara and Japan Travel Bureau
A History of the JTB Group A Emergency Disaster Response
A The Role and Potential of Tourism R _ _ _
" ) . A Project to Create Shodoshima 20 Years into the Future
A Changes in the Social Landscape
A The JTB Approach to Value Creation A Diverse Talent at JTB Affiliated Athletes
A Business Strategy A Connecting the World and Japan at the Expo
A Tourism Business Strategy R _
A Area Solutions Business Strategy A The Journey Continues, _Forever and Ever
A Business Solutions Business Strategy - 100 Years of the JTB Timetable
A Global Business A Support for Industry - Government-Academia collaboration
A Thematic Initiatives __Inbound Tourism and Sports using the power of sports and entertainment
A Sustainabilit - o o
~ Y A Achieving GSTC Certification : A New Step Towards
A DEIB Sustainable Tourism
A Fueling Innovation P _ _ .
. . A Building a Culture of Diversity and Growth with ONE JTB
A External Recognition
A Organizational Structure & History A Rejuvenate Your Spirit Through Travel: Interactive Travel
A~ . . Program 'Kokotori™
A Financial Information




The JTB Way

able of Contents

herdifB GroupiMission

Vision Statement

Our Promise to the Customer
(Brand Promise)

ONE JTB Values

JTB Group Code of Conduct



Mission / Vision / Brand Promise

Group Mission

We strive to foster peace and
global interconnectedness
through the creation of
opportunities for meaningful

human interaction.

Vision Statement

Pioneering ways to bring
people, places and possibilities
together in

a new era.

Our Promise to the
Customer

(Brand Promise)

We aim to deliver excitement,
wonder and results through the
creation of opportunities to explore
the Earthods beauty,
cultural heritage.

We owe our first 100 years of success
to our customers. We continue to
build on this legacy by creating value
and connections and leading the way
on our shared journey towards
greater sustainability.

r



Mission / Vision / Brand Promise

JTB Group

B I
rand Slogan ONE JTBValues Code of Conduct

1. We commit to abide by all applicable laws and social norms
and to conduct our business with integrity and transparency .

2. We step into the shoes of our customers in order to ensure
that we are serving them with integrity .

3. Through integrity and openness, we foster trust and teamwork
with our business partners .

Create trUSt 4. We compete fairly with our competitors .

5. We meet the expectations of our stakeholders through timely,

Rlse to the Cha”enge accurate and fair disclosure and the delivery of "real value

experi.encebo

Perfect moments, always
6. As an upstanding corporate citizen, we support sustainable

Keep Smlllng community development and environmental conservation

efforts .

7. As conscientious members of the workforce, we take
responsibility for our actions and strive to make a positive
difference in the community .

8. Our corporate culture embraces diversity, respects diverse
values and welcomes innovation .

9. We hold ourselves to a high moral and ethical standard in
everything that we do.
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Evolution of our Business Model

Since its founding in 1912, JTBOs busi

ness
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Tourism as a Vehicle for Socioeconomic Development

For more than 110 years, the JTB Group has contributed to social and economic sustainability by aligning its activity with the needs of the times.

Tourism as a Vehicle for
Modernization

As Japan hurried to establish its place among the
community of nations after opening its doors in the
second half of the 19" century, inbound tourism was
heralded as a vehicle for acquiring foreign currency,
promoting the development of the domestic economy,
and fostering an understanding of Japanese culture.
Japan Tourist Bureau was formed to pioneer the way
forward. This pioneering spirit continues to guide our
vision and valuestoday.

| IT it

-

Commemorative founding photograph
(circa 1912)

>

Expanding the I>n d u sGreatipgghe Future of

Frontiers

|
During J a p aperidd of rapid economic growth in the
mid-late 20" century, JTBpowered the expansion of the
domestic travel industry by pioneering and popularizing
the package tour. JTBfurther expanded the envelope of
domestic travel and tourism through educational tourism,

health tourism, and other groundbreaking initiatives.

Tourism

With the endorsement of the Japan Tourism Agency, JTB
personnel have supported the efforts of The UN Tourism
since 2014. In March 2022, JTBexecuted a groundbreaking

Memorandum of Understanding with the Global
Sustainable Tourism Council (GSTC) Through these and
other international partnering efforts, the JTBGroup has
emerged as a catalyst for change in the global travel and
tourism industry.
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Real Heros;
Chiune Sugihara and Japan Travel Bureau

During World War Il, Japanese diplomat Chiune Sugihara continued to
Issue "life visas" to Jews who were fleeing from persecution for passage
through to Japan. Jews with the visas came to Japan from Vladivostok with
the help of Japan Tourist Bureau.

Although there were various risks due to the historical background of
the time, from a humanitarian standpoint, the Japan Tourist Bureau
facilitated the movement of Jews and helped them escape from Japan to
other parts of the world, saving thousands of lives.

Click here to return to Table of Contents

https://youtu.be/NMKBGbyalxI
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The Role and Potentia

Click here to return to Table of Contents




The Importance of the Tourism Industry in Japan

With its far-reaching ripple effect, the tourism industry plays a vital role in the national economy.

Touri smos

The tourism industry encompasses far more than travel
agents, hotels, transportation providers and tourist attractions.
Its reach and impact extend to virtually every sector of the
domestic economy.

Tourism-related

. - - Local
Information industries specialty
/IT services products
Rail, sea, etc.
Newspaper Splori! and
bl' h' eisure
publishing facilities
._= Local Hotels,
= souvenirs, Ryokans,
etc. . ste.
Tourism

Phatography T2 L riutue
services /fisheries
Theme parks, Restaurants, ®Q
Museums, Cafes, etc.
etc.

production Travel Restaurants

agency,
etc. @
S i Ground Environmental

transportation /conservation

Long Arm

Ripple Effect of Traveler
Spending

The economic ripple effect generated by traveler
spending is enormous.

Spending Ripple Effect

¥55.8 trillion

Travel Spending

¥29.2

trillion

Job Creation

Directly and indirectly, the tourism industry accounts
for 4.56 million jobs nationwide, 6.6% of J a p aentifes
workforce.

Employment Ripple Effect

4 560,000 Jobs

Tourism Jobs

2,600,000

2
GRS

Source:

——

Japan Tourism Agency OEconomic Rippl:
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The Global Importance of Travel & Tourism

The tourism industry plays a significant role in the global economy .

International Tourists to
Hit 1.8 Billion

I —
The United Nations World Tourism Organization (UNWTO)
2017 forecast projected that international tourism would
reachthe 1.8 billion mark in 2030.

International Tourist Arrivals 1950 -2030

2030: 1.8 Billion

N\
2012: 1Billion
1950: 25 Million I
[ 1950 1970 21980> 1990 2000 2012 2016 _ 2020> 2030
25Mn 166Mn . 435Mn | 1en . 1.4BEn J
277Mn 669Mn 1.2358Bn 1.88n

Source” UNWTO Tourism Highlights 2017 Edition

Fueling Socioeconomic
Development

In 2019, tourism was the global economy's third largest
export sector generating more revenue than automotive
and food exports.

Export Revenue by Industry (2019)

Fuel 2,310

Chemicals 2,194

0/;;)\\ | n Todrism 1,742
s
¥

Auto Products 1,528

Food 1,502

(USD Billion)

Source UNWTO International Tourism Highlights 2020

Job Creation

Approximately one out of every ten jobs worldwide are
attributable to tourism and related activity.

People Employed in Tourism -related
Industries around the World (2024)

348,000,000

POURG
yhiiil

Source WTTC Travel & TourismECONOMIC IMPACT 2024
3 Estimated®

14



Beyond COVID-19

Overcoming the impact of the COVID-19 pandemic, global human mobility is recovering. The tourism industry continues to evolve, embracing new values
along the way.

Tourists Traveling
Internationally

Percentage of Global GDP Tourism -related Employment

2019 2019

10d, 00D 334w | i

§> 556 272 million
USD 4.7 TN
4.1
2024 20245 I I
10 " O 0 @@@@ 350 million 2019 2020 2021 2022 2023
USD 11.1 TN
Source WTTC Travel & TourismECONOMIC IMPACT 2024 Source WTTC Travel & TourismECONOMIC IMPACT 2024 " UNWTO®WORLD TOURISM BAROMETER November 2024

3 Estimatede 3 Estimated®
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Emergency Disaster Response

Under disaster response agreements with local governments and

critical infrastructure providers, JTB is responsible for providing
logistical support for relief personnel working in disaster-stricken areas
These services require speed and intelligence-gathering as well as
resourcefulnessand flexibility .

In August 2021, JTBwas recognized for its role in supporting the local
recovery and relief efforts conducted by J a p aMidstry of Land,
Infrastructure, Transport and Tourism in the aftermath of the heavy
rains that battered the Tohoku Region in August 2021.

JTBis committed to living up to its civic responsibility, harnessing its
expertise in travel and logistics to support communities and their

residents in times of need.

Click here to return to Table of Contents

Partial Listing of Disaster Response Agreements

with Local Governments, etc.

Agreement
Government Agenc
gency Date
Tokyo Metropolitan March 2018
Government
Osaka Prefecture/Osaka City ~ August 2018
Tohoku Regional
Development Bureau
(Ministry of Land, March 2019
Infrastructure, Transport and
Tourism)
Hokkaido Regional
Development Bureau Februa
(Ministry of Land, 2021ry
Infrastructure, Transport and
Tourism)
City of Nagoya June
y 9oy 2021
Tohoku Regional
Development Bureau April
(Ministry of Land, 2022

Infrastructure, Transport and
Tourism)

Description

Disaster prevention and mitigation services to be furnished
under Wide-Area Partnering Agreement between the Tokyo
Metropolitan Government and JTB Corp.

Partnering Agreement to Furnish Backup Services for Tokyo
Metropolitan Government functions in the event of Disasters

Agreement regarding Assistance with Securing Emergency
Lodging for Government Personnel during Disasters

Agreement between Hokkaido Regional Development Bureau,
JTB Corp. (Hokkaido Branch) and Kinki Nippon Tourist Co.,
Ltd. Hokkaido regarding Assistance with Securing Emergency
Lodging for Government Personnel during Disasters

Agreement between the City of Nagoya, JTB Corp. (Nagoya
Branch) andAtoko Co., Ltd. (a fultservice affiliate of JTB)
regarding Securing Emergency Lodging for Temporarily
Assigned Government Personnel during Large Scale Disasters

Agreement regarding Emergency Transportation Operations
for Government Personnel during Disasters

as of Dec 2024 16
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Sustainability Challenges

As sustainability awareness deepens around the world, the SDGs are inspiring significant changes in the way we live, work angdlay.

Economic Growth and
Employment Equity

If economic growth is to be truly sustainable, every
individual must be given accessto a quality education
and the opportunity to receive fair treatment in the
labor market.

Towards Greater
Inclusivity

In order to create a more inclusive and equitable society,
the rights, individuality, and beliefs of all people must
be respected - regardless of race, religion, age, gender,
economic status, disability, sexual orientation and
gender identity.

Responding to
Climate Change

Climate change impacts every country and every
being on Earth. Greater effort is needed to promote
resource efficiency, conserve energy, and harness the
power of renewable energy to slow the pace of global

warming.
¥

18



The Evolution of Technology and Consumer Expectations

The mindboggling speed of digital evolution is transforming consumer behavior at an unprecedented pace.

Fusion of Real & Virtual

Faster communication speeds and the evolution of
AI/VR/AR technologies are increasingly blurring the
lines between 6 r eantl @ v i r merging ddjgital
experiences into our everyday lives, and keeping
people and things connected anywhere/anytime.

Shorter Trend Duration

Rapidly evolving digital technologies are fundamentally
rewriting how we live, work and play, fueling changes
in consumer values and spending habits at an
unprecedented pace.

Maxi mi zation of o0l ndividual 6

@ - &

Value Creation through Asset Sharing

2 A - 2
D D =

Commercialization of Algorithms

Evolving Consumer Values

Maturing consumerism is driving value diversification

and market segmentation with a growing emphasis

on individual preferences and interests. Consumer

spending is increasingly motivated by the emotional

value and 6 s t ohtayndd through a purchase rather
ence . . .

than The object or serviceacquired by the purchase.

19



Changes and Challenges in the Tourism Landscape

Changes in the social and digital environment continue to create new challenges for tourism.

Diversification of
Consumer Values

Shift from Individual
Ownership to
Sharing

Work Style
Diversity

Urban -to -Rural
Migration

7]
I

New Destination Challenges

Delays in Digital
Transformation

Staffing
Shortages

Overtourism

Challenges Facing Tourism
Operators

Customer & Employee
Engagement

2

Sustainabilit NS

U S
Management —
The Need to > Q
Innovate

20
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Project to Create Shodoshima 20 Years into the Future

In August 2024, JTBlaunched the "Project to Create Shodoshima 20 Yearsinto the Future” in
Setouchi, Shodoshima, with the mission of creating a sustainable industry based on tourism.
This project collaborates with local governments, DMOSs, and various private companies to
addressissuessuch as population decline and the decreasein overnight guests.

The project includes initiatives such as a bike-sharing business, demonstration of
autonomous buses, and trials of self-operating boats to improve convenience for tourists and
promote circulation within the island. Future plans also involve the use of Al drones and other
various projects. Through this project, JTB aims to contribute to sustainable regional
development by leveraging Shodoshima's tourism resources,improving the quality of life for
local residents, and maintaining and expanding the resident population .

JTBwill continue to develop "tourism co-created with the community” in various areas
through strengthened collaboration with local communities, contributing to the creation of

sustainable tourism. https://www.jtbcorp.jp/jp/newsroom/2024/08/01_jtb_shodoshima.html

Click here to return to Table of Contents
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The JTB Approach to

Click here to return to Table of Contents




The JTB Value Creation Process

2Group Mission ¢ We strive to foster peace and global interconnectedness through the creation of opportunities for meaningful human interaction.
3Vision Statement € Pioneering ways to bring people, places and possibilities together in a new era.

Capital (Inputs) BUsSIness Activity (Leverage) Results (Outputs) Social Value (Outcomes)

The Value of What We Do

Financial Capital At the JTB Group, value creation is rooted in Primary Financial KPIs

H Consolidated Net Assets ¥140.5Billion Connecting, Creating and Contributing. (FY29 = Final Yearof Medium-Term Management Plan) / ™

(FY24 yearend) A Sales Yen

H Cash on Hand:¥250Billion (FY24 yearend) A GrossProfit/Gross Profit Margin/

] ) o Making Life Mo r e v
Intellectual & Human Capltal A Operating Profit:7 times pre-COVIDlevel) Ful gf Wi n g ®
> Work Di . A CFROI CashFlow Return on Investment: 19.9%, ]
SIS N . . A Product/Service Portfolio Transformation (Non-flow type business TBD) A Excitement
H19,019 employees worldwide ° FY24 yearend, A Learning

A Physical & Mental Wellbeing Human

»  Experience Primary Non -Financial KPIsFys)

Over 110 years of bringing people, places and
possibilities together across the world

P Intellectual/Human/Social & Relationship Capital ~ %
A DEIB KPIs see details
A Percentageof Employeeswith Disabilities™ FY24 2.67% =FY25 2.65%

»  Field Expertise

Hospitality and resourcefulness,
International mega event experience

We are in the business of bringing A Proportion of Women in Managerial Positions * FY24 38.2% = FY25 41% s N
» High Employee Engagement people, places and possibilities together A Employee Survey KPIs
i A ; ; (" . . N V  Job Satisfaction Rate FY2479.4% = FY2586%
Social & Relationship Capital Tourism Business Strategy o , . Creating a Better
. ) ) ) atform ) i ] V  Positive Rate for the Company's Future FY24 62.2% = FY25 67% - I
. Customer Relationships Tourism as a platform for e:g;nr::?rﬂt;n;;:t?;:: consumer, corporate and A Human Rights Due Diligence (In-house/Supply Chain) Soc|ety
Corporate (busingss/govodt/ a( ' ) o A Innovation
36,000 organizations A Wage Increasé TBD A Economy
- - 4 R .
H Individual (travelers/consumers): 20 million . . . . A SOCIG."'I},.r
Area Solutions Strategy »  Social & Relationship / Infrastructure Capital Peace & Culture
» Business Partner Relationships Driving new growth through innovative area revitalization solutions
. _ Y, A Increasein International ExchangePopulation
H Business Partners: 90,000 . o - J
e ~ A Customer Willingness to Recommend:” NPS
» 110+ Year History/Brand Business Solutions Strategy A OMO Conversion: (No. of offline conversions of leads generated online,
. Driving new growth through an expanding array of solutions to challenges faced A Number of Solutions Provided to Corporations p ~
Infrastructure Capltal L by todayds businesses ) A Improvement in BusinessPartners' Productivity
P Global Network (Number of Tourism DX Solutions Implemented /Human ResourceDevelopment Programs Provided)
HJapan:518 locations * incl. sales affiliates) I . A Proportion of Sustainable Products and Services
Management Priorities that Support Our Business i
HOverseas:152 Locations in 36 countries/regions 9 PP Protecting the Earth
. [FVestment . » Natural & Cultural Capital A Symbiosis N0
Natural & Cultural Capltal Management Cycle Innovation Emergence A Reduce CO2 Emissions Carbon Neutrality: Scopes1H2: 2030/ Scope3 2050 A Environmental Sustainability J
HThe sustainability of our business requires that we A Waste Reduction Amount (Achieving Full Recyclingin Our Companyand Supply Chain by 2050) A Environmental SeCUrity Nature
actively work to protect the global environment and DX Sustainability DEIB A Expansionof BusinessPartners Engaged in Sustainability
preserve cultural diversity. A Support Biodiversity:" JTBBrighter Earth Project
A Promote Cultural Preservation (Eventshosted by JTBworldwide) - 4

Corporate Governance Compliance


https://www.jtbcorp.jp/en/sustainability/deib/

The Value of What We Do

We help people live life more fully, experience excitement and

Three Key Dimensions Making Life More FU|ﬁ”ing meaning, pursue learning, and improve their physical and mental

wellbeing.
The JTB Groupds business is ¥ Q- Excitement El& Learning f@ Physical/Mental Wellbeing
aimed at maximizing value Stepping out of the Ordinary Culture/History Dining
across three dimensions. Leisure/Fun/Relaxation Nature/Environment Exercise
Rejuvenation Kindness/Compassion Contact with Nature

Through our business,
we seek to make the world a better,
more sustainable place.

Human Connections Intellectual Curiosity Wellness

. . The connections we create make the world a better place...
Creatmg a Better SOC|ety sparking innovation, boosting the economy, and contributing to world peace.

2 Innovation Economy ©) Peace & Culture

International/Interregional Understanding
Respect for Cultural Diversity
Cultural Preservation/Perpetuation
Creating a safer, more peaceful
world

Local Economic Revitalization
/Employment

More Visitors/More Visibility
Higher Productivity thru DX

Value through Connections
Anywhere/Anytime Collaboration

Enhanced CX Powered by the
Human Element

: By bringing people in contact with nature, we help foster environmental respect, harmony and sustainability...
Protectlng the Earth contributing to the health of the planet.

%@ Harmony with Nature &i@ Environmental Sustainability @ Environmental Security

Harmony + Sustainability

Nature Conservation Greenhouse Gas Reduction Climate Disaster Risk Reduction
Biodiversity Preservation Circular Economy Eliminate Water Shortages
v Environmental Improvements Sustainable Agriculture/Fisheries/Fore: Reduce Pollution
-~
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Bringing People, Places and Passibilities-Together:-The Big Picture

Using tourism as a platform for business evolution, the JTB Group is expanding its lineup of community and corporate solutions. Under a 3-pronged strategy,
we are working as One JTBo maximize cross-business synergies.

Tourism Strategy Area Solutions Strategy Business Solutions Strategy
- i @ g &
Primary ,ﬁgzmk’ﬂh i i ‘|||£|||‘ -

Customer Base —

Travelers Communities Businesses
(FIT/Corporate/Institutional) (Government Agencies (DMOs)/Tourism Operators)
Purpose Travelers Satisfaction/Solutions Sustainable development of the communities Improving corporate engagement
Products/Services HQOriginal and engaging travel ideas Enticing and convenient S NN ——
usiness travel solutions
(1) Travel HCorporate travel solutions travel content
Hldeas/content to make At :
. . Digital transformation, HM&E
P(rg;:i EC;?\/.S‘;;\CZ?S " Creatiaheneevvsr()a/xdae);i:r):gsggIg(?r:)rl]ections infrastructure development, HHR Consulting, HRTech, Training
e gomine tomrj)rs G CE S, ) destination management support, etc. HBusiness Travel Management, etc.
é )
Tourism Business HQ Area Solutions Business Division Business Solutions HQ
Business Plat Form (All 47 Prefectures in Japan) (Strategic Geographic Regions) (Tokyo Metropolitan Area, etc.)
(ONE JTB)
Global Business Unit HQ
(North America (including Hawaii)/South America, Europe, AsiaPacific (including China, Korea)/Micronesia)
. J




The JTB Group Turns Possibilities into Reality

Our core strength lies in our ability to conceive, plan, partner and implement innovative ways of bringing people, places and possibilities together.

Bringing People, Places and Possibilities Together

A Wealth of Solutions The Ability to On-the-Ground Prowess

Tum Id,eas mt,o Rea“ty ) (The Ability to Get the Job Done)
(Conceptualization/Planning/Collaboration)

Core Competencies
(Travel/Non-Travel)

Delivering satisfaction and solutions to a diverse Hospitality
W 80,000 global customer base for more than a century ' @
fﬂ Tourism Operators Integrity
§_ 35,000 Businesses
Robust Global Boldness of Spirit/ @
Network/Resources 10.000 J@ 550 ) - Accountability
Q70 ’ - Communities/Municipalities Resourcefulness I Eﬁ% \

RS Solutions Providers

ﬁﬁ“} 20,000,000 Strong Partnership,eicith Govadt
Bl

Travelers/Consumers

840,000 students International Mega -Event Experience

JTB %@ Aﬁﬂ: vos ﬁ' HRDZEUDER
it ] | Dot JTB UNIVERSITY
Business Delivery D) UTBIREREERTILES
Platform JTB-Affiliated Ryokans & Hotels Federation -Fﬁm — R HEEA
A vt
(Stakeholder Network) S, .\BZE‘E;%EF?“G%E?@ HRD platform supporting the professional x
. devel fJTB G I Idwid
(Survey/Research Functions) E] R TERIERlSE s TR

The Cumulative Knowhow of 110 Years / The Power and Global Reach of the JTB Network

*Approximation of annual performance 6



Workforce Diversity

Human Resources of JTB

Workforce Diversity B (as of 31st Mar,2025)

3 Personnel Announcements and
Employment Types at JTB Corp.
H Royal Staff 30 persons

Who possesses hospitality, extensive business knowledge, and deep expertise in specific fields,
and is certified through rigorous examinations as having the highest qualifications in retail sales.

H Customer Development Producer (Personal Agent) 13persons
Who visits individual customers and utilizes their expertise to propose the most suitable travel plans.

H Tourism Development Producer™ 50 persons

Who analyzes the current situation of the region, formulates strategies, develops content, and
verifies the PDCA cycle, solving regional issues from a mie to long -term perspective and
accompanying the realization of sustainable regional development.

H SAMURAI (SAMURAI NEO Project)6 persons
This project dispatches core personnel who will be responsible for the global development of
the meeting and event business to overseas locations. These employees will provide solutions
tailored to the characteristics of local clients.
Deployment locations and number of personnel: India (1), Malaysia (1), Thailand (3), Tokyo (1)

H Sales Development Producer 58 persons
Who leads the development of new solutions and business initiatives based on the challenges
faced by customer organizations.

H Highly Specialized Human Resources 57 persons
With exceptional expertise in specific fields such as IT, legal affairs, and finance.

Challenger for Innovation Emergence
A Number of Participants in Business Development Training Program 69 person$ FY22 24

A Number of Challengers in nextender Venture Builder 25 persons FY24
A Number of Participants in Generative Al Hands-on Training Program 948 persons FY24

A Number of Participants in Open & Challenge Training Program for Developing DX Practical Leaders
31 persons FY24

A Number of Applicants for JTB Group Exchange System 335 person$ FY24

Systems to Support Employee Growth

Development of Autonomous and Creative Talent (>) Learn more

Considering human resources as the source of sustainable value creation, and based on the belief
that employee growth and vitality support the growth, leap, and transformation of the company,
various measures are implemented within the talent management cycle.

( JTBUNIVERSITY A

Providing necessary learning opportunities when needed, we offer various programs such as
internal and external training and support for obtaining qualifications.

CategoriesFy4)
Basement 8 Management 21 Career Designing 10 Business Skill 92

Total Number of Training Participants 28,820 personsry24
- %

/

@ Learn more

Innovation Creation Project' nextender ®

Supporting cross-company value co-creation through two frameworks: a practical platform for
innovation and business development challenges, and learning and networking opportunities
both within and outside the company

nextender. nextender.

CHALLENGE KNOWLEDGE
. /

- ™
JTB Group Exchange System

Various programs are established to support autonomous career development and personal
growth, including secondments and transfers within and outside the group, overseas training
programs, and MBA courses.

Number of Challenge Courses: 138, Number of Trainee Courses: 7 (FY24)
- J
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The Power and Global Reach of the JTB: Network

JTB6s extensive gl obal

Japan (All 47 Prefectures)

Domestic Presence

354 Locations
(Consumer Sales Offices/

Corporate Sales Offices )

Affiliated Sales Offices

Full-Service Affiliated Offices:
67 Companies/149 Offices

Corporate Alliances:
15 Companies/15 Offices

Current as of 31 March 2025

network all ows us t

do what

do best al |

Overseas

152 Locations/81 Cities/36 Countries & Regions
(HQ Offices, Branches, Sales Offices and Affiliated Sales Offices)

Europe 29 Locations/22 Cities/18 Countries

Amsterdam(2) Prague(2)
London(3) Oslo
Paris(2) Copenhagen
Rome Stockholm
Geneve Helsinki
Zurich(2) Rovaniemi
Madrid(2) Moscow
Barcelona St. Petersburg
Frankfurt Tallinn
Budapest Warsaw
Zagreb Vienna

Oceania 6 Locations/5 Cities/2 Countries

Sydney(2) Melbourne
Cairns Auckland
Gold Coast

Micronesia 2 Locations/2 Cities/1 Country

Guam Saipan

China 13 Locations/s Cities/1 Country

Beijing(4) Qindao (2)
Shanghai(5) Chengdu

Guangzhou

Korea 4 Locations/3 Cities/1 Country)

Seoul(2) Busan
Jeju

Asia 67 Locations/27 Cities/10 Countries & Regions

Singapore(6)
Kuala Lumpur(2)
Kota Kinabalu
Bangkok(2)
Phuket

Ho Chi Minh(3)
Hanoi(2)

Da Nang
Bali(2)
Jakarta(24)
Bogor
Bandung(2)
Surabaya
Cilegon

Medan
Palembang
Malang
Taipei(2)
Kaohsiung
Delhi(2)
Gurugram (2)
Mumbai
Bangaluru
Manila(2)
Cebu

Hong Kong(2)
Macao

North/South America 23 ocations/14 Cities/3 Countries

Torrance(5)
New York
Las Vegas(2)
San Francisco
Chicago
Atlanta
Boston
Richmond(3)

Honolulu(7)

Kona (Big Island)

Toronto

Banff
Calgary(2)
San Paolo(2)
Rio de Janiero
Manaus

Hawalii 9 Locations/3 Cities

Maui

Current as of 31 March 2025
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Portfolio Rebalancing (Contribution to, Gross Profit)

Under its Mid-Term Management Plan, the JTB Group aims to rebalance its business portfolian order to lay a stable foundation for ongoing
organizational growth.

Products & Services Business Models Japan Inbound
|
I Travel I Non-recurring revenue 125% Projected Growth over 2024
Percentage of Total
B Non-Travel B Recurring revenue Percentage of Total Levels by 2028

2019 2028 2019 2028 2024 2028
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Column

Diverse Talent at JTB - Affiliated Athletes

JTBgoes beyond the travel industry, focusing on creating new connections through the
achievements of athletes. Kyosuke Matsuyama, a member of the Japanesenational fencing
team, continues to excel on the global stage while being affiliated with JTB Matsuyama's
historic achievement of winning the first-ever gold medal in the men's foil team event at the
Paris 2024 Olympic Gamesearned him the Order of the Purple Ribbon in the fall of 2024. His
accomplishments not only mark a new chapter in Japanesefencing but also demonstrate JTB's
value of "continuous challenge" to the world through sports.

Anna Kubo, a speed skater also affiliated with JTB,has been passionate about skating since
childhood and currently trains in Hokkaido. Kubo's exceptional skills and perseverance have
steadily improved her performance in both domestic and international competitions, making
her a promising figure in the next generation of speed skating.

JTBsupports the challenges of each employee and, as a company that shines with diverse
talents, will continue to contribute to the realization of a society enriched through sports.

Click here to return to Table of Contents

Upper : MATSUYAMKyosuke
Below : KUBO Anna
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Connecting Travelers & Communities

Click here to return to Table of Contents


























































































































































