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® [t is good to meet you all. I'm joining you today from France.
® Just to start, I'll set the scene by giving you an overview of Ricoh Europe.

® Ricoh Europe is headquartered in London and the Netherlands. At the end of FY2021, our
revenue was JPY450 billion, which was a 17% growth YoY, which was very pleasing in the
COVID scenario that we faced. Of that revenue, 36% comes from our office services
business, which is excellent.

In Europe, we have 180,000 customers covering all segments of the market, and I'll talk
in a little more detail about that later on. We cover a very wide and complex geography.
We are active in 60 countries, covering Europe, Middle East and Africa, right out as far as
the Middle East down to South Africa, and that is via 25 Ricoh subsidiaries. We call them
operating companies in primary markets and then by a network of distributors that work
with us, mostly in Africa and the Middle East. We have support from 4,800 field engineers
across the region, and that's not including those that work with our distributors. We have
over 3,000 sales employees who cover our market.
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® Moving on to our strategic overview.

® This slide summarizes what we see as our key purpose. We are all about driving growth

and efficiency by focusing on future-proofing Ricoh in our market and maximizing
customer value. Office services is an absolutely key part of our business and a key growth
driver as we transform and progress even further to being a digital services company.

We look at our market in three ways. The first is focused on our customer base. We cover
the whole market from small customers through to mid-market and enterprise, and as I
mentioned, partly directly and partly through a network of partners. A very important part
of our strategy relies on our e-commerce and our automated way of selling and delivery
for our small customer base.

We work to a single portfolio in Europe, , aligned to the global strategic initiatives, where it
is all about fulfillment through work and driving a portfolio that our customers have told us
is relevant to their businesses. That portfolio has been built up by a number of ways,
including acquisitions over the last few years, but also developing our own capabilities and
skills with our own employees and also through alliance partners. We cover the five areas
that you can see in the middle box there.

A key to our success in Europe has been repositioning Ricoh as a leading digital services
company very consistently across all our geographic markets. Later on, I will explain some
of our campaigns to you in a bit more detail. All of this is heavily underpinned by a strong
focus on talent development, whether our organic employees or whether those that we
have acquired, so that we have the right skill base as we move forward to digital services.
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® Keep growing significantly taking advantage of both acquisition and organic growth despite
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A little bit about our revenue growth in Europe over the last few years. We are very, very
proud of the numbers, particularly that we have more than doubled our revenue since
FY2019 to our forecast for FY2022. It's very important to note that our revenue is split
probably equally between organic and acquisition. Our organic revenue, 50% of that
JPY198 billion that you can see there and the balance from acquisitions.

A few things to highlight that are important. We currently sit with JPY12 billion of deferred
income on our balance sheet. So it is an excellent platform and springboard to move
forward for future growth. We're seeing significant acquisition growth YoY, 28% in 1H. If
we even exclude the acquisitions that we have made this year of pure AV and AVC to
communication services businesses in Denmark and the UK, we are still seeing 23%
growth. So we keep really exponential growth despite the headwinds that we have seen
from stock shortages.
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Very important to measure and focus on for us in Europe, and indeed globally, is the way
that we are growing our annuity for the future and getting strong base revenue going
forward. We've seen successful increases YoY, which is vital for our sustainable profitable
growth. This year, we expect to achieve 17% growth to take us to just under JPY70 billion,
that is a significant part of the JPY198 billion that I mentioned on the previous slide.

In all four areas of office services for Ricoh Europe, we are getting growth. Communication
services annuity revenue growth is 86% YoY and application services just under 50%
growth, and that includes our global assets of DocuWare and Axon Ivy, which are huge
parts of our office services businesses in Europe, particularly as they are both based in
Europe. We're also seeing solid growth in our IT services businesses and BPS with 10%
and 5%, respectively, and again, despite those stock issues that we have seen on the
hardware side. So a very pleasing picture that we anticipate to achieve this year.
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® Moving on now to look at our customer base.

® We cover the whole market in Europe through the pyramid that you see here, but it's
important to acknowledge that all three channels to market in Europe are very, very
different and need a very different approach.

® In enterprise, we focus on employee engagement and experience, so particularly relevant
with our fulfillment through work positioning. We've got highly skilled and highly
specialized stakeholders. We typically engage at C-suite, with either CIOs, CFOs or COOs
running these large enterprise accounts. We operate with our customers at global level, at
local European level, and also at local market level in these accounts. We engage with
these people with an expert-to-expert view. They are highly skilled buyers, and we need
to match that from the Ricoh sales perspective. Just to give an example, we, as a Board in
Europe, have very, very deep relationships with our C-level counterparts in these
customers.

® In the mid-market, we tend to focus on understanding how our technology can be a
catalyst for growth and scale. There is less vertical approaches, and a more generalistic
approach to our customers, where we play more of an advisory role on a broader and less
deep way.

® At the small business side of the market, we focus on packaged solutions, like Mr. Kimura,
the president of Ricoh Japan, mentioned earlier, with simple implementation, simple sales
focus, so that we remain agile and we also have the right touch point from a financial
perspective with these customers. It's an expert to non-expert context that we work in.

® Underpinning this is our partner network. We have an extensive partner network across
Europe in many markets with varying degrees of sophistication, but many of our partners
have embraced our office services portfolio in Europe to really take their business and
their customers forward also.

® We underpin this with as much automation as is possible, particularly on our e-commerce
platform and our delivery channels, which rely heavily on automation.

® To bring this to life a little more, on the next slide, let me give you an example of how we
work with a large enterprise customer.
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® We have had probably about a five-year relationship with a global luxury fashion house as
an integration expert, as I just described, and particularly leveraging the C-level
relationships. I personally have a relationship with the CFO and COO at this customer and
recently visited their flagship store in Regent Street in London to see how the Ricoh
relationship is working and see where the opportunities for innovation were.

® The customer challenge that we were presented with around five years ago was that this
customer had a very fragmented IT estate with very much unreliability and costly IT. They
had many vendors in their environment, and it was a complex estate to manage. They
wanted to transform, to downsize the number of partners that they were working with,
and to allow them to regain control on their expenditure and indeed improve the customer
experience in their stores, which was their primary objective. They were looking for
centralized IT hardware distribution and a partner who could manage the maintenance
and the break fix of that. Ricoh has become a single accountable global field service
provider and it resulted in huge amounts of cost reduction. This grew from a European
account to a global account, which we consistently service and deliver in all locations for
this customer globally. They are a truly global organization. We manage this customer to
global governance and service level agreements.

® The journey with the customer has been very interesting. We started with support for
their retail stores on an IT perspective, but we have expanded over the years to include
retail audio-video, including now communication services for all of their digital displays in
their stores. Laterally, in the relationship, we have also become the single global print
supplier. That came later. We also manage end-user support and their IT service desk,
again, across the globe. Last week, when I was with this customer, it was exciting to see
the Ricoh support for a large global and investor relations and customer event that was
happening in their flagship store in London. This is a very, very good example of how
Ricoh has become one of very few global IT suppliers to a global brand name.
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® Moving on to look now at our portfolio.

® We are focused on customer, and our portfolio is entirely the result of a lot of customer
insight and conversations with what our customers want Ricoh to sell. We do truly now
have a portfolio that meets our customer needs. As you can see, the center is fulfillment
through work, which is a positioning that resonates in all segments of our channel and
with all parts of our customer base. We have been extremely acquisitive over the last
years and now have built up a great footprint and skill set across all of our portfolio. In
addition, we do have exciting alliances and enhance our portfolio with our organic
employees and their skill sets. So far, the way that we work has been that our existing
acquisitions really do look to leverage the opportunities of being part of the Ricoh Group.

® We see synergy opportunities both ways with the acquired companies and with the Ricoh
customer base, and we've had huge success in selling both ways into that customer base.
The acquisitions bring new technologies that we are able to leverage through a common
customer base, and we try to leverage them across the whole of our geography in Europe.
We also gain efficiency through common processes and methodologies. I'm delighted to
say that the existing acquisition strategy plans to exceed the return on investment plans
that we put in place at the date of those assets.

® We still expect to have new acquisitions happening, which will accelerate our growth
further. We are looking to expand and complete our geographic coverage, and I'll talk a
little more in detail later. We also look to acquire new digital competencies and intellectual
property to strengthen not only what we're doing in Europe, but also to create new digital
annuity streams on a global basis, like DocuWare and Axon Ivy.

® But also, very importantly to us in Europe is the alliance approach that we have. No
company can today operate in a vacuum, and it is very important that we maximize the
digital ecosystem that we have built up. We manage our alliances in Europe at the
European level so that we can best leverage the growth and the opportunity that they
bring.
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® Just to give you a flavor of the contributions and the synergies that I just mentioned from
acquisition. This year, we are really looking to exceed our targets and our ROI on our
acquisitions. We are expecting to see 16% growth this year to take us to JPY3.4 billion of
trading profit, which is really then a very significant contributor to the Ricoh Europe results.

® In terms of creating the synergies that I've just mentioned, just to bring this to life a little
more, an example in Spain. We made an acquisition of a company called IPM in July 2019,
which is a market-leading company for business digitization and transformation in Spain
and indeed is the number one Dell partner in Europe. Since then, we have been able to
drive a joint-sales approach with Ricoh and our indirect partners in Spain and with IPM to
ensure that we sell effectively in all of those three customer opportunities. We've won
some significant business and there are some examples on the slide. A pharmaceutical
company, which was a Ricoh customer, now has data center managed services provided
by IPM. Other large public service companies and banks, which were Ricoh customers now
receive services from IPM. We have also been able to do that in the opposite direction and
have sold print and other services into some of the IPM customer base.

® We also see a huge opportunity for further synergies among our acquired companies, and
we manage them as a group with a leadership team that oversees them all. We really look
to those companies to work together. As a great example, on the cybersecurity space, we
have developed some offerings from LAKE, our Swiss acquisition, and MTI, which operates
in the UK, France, and Germany, who have worked together to provide a cybersecurity
offering that we can utilize in all parts of Ricoh Europe.
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® Moving on to explain our geographic coverage and diversification.

® We have successfully acquired in all of the countries that you can see on the left-hand side

of the slide here. But not only has it been acquisition that has driven this growth, it has
also been our organic business and growth. We're still continuing to invest in Europe,
which is fantastic, to fill in the gaps that you can see on the slides there. But what's also
very important is looking for assets that can be utilized in more than one country, and that
is particularly prevalent in the application services area that you can see in the middle of
the chart.

What this has enabled us to do in Europe is really diversify our revenue from being 23% in
FY2019 of office services to the projection of 36% this year. You can see on the right-
hand side there the variances by country, and the obvious one that jumps out is France.
I'm delighted that we are in advanced processes to make an acquisition in France that we
hope to be able to announce imminently.
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® In order to best leverage our acquisitions and our organic footprint, we do need to be
recognized in our market for more than just print, where we are number one and it is a
given. So our campaigns and our marketing activity in Europe focus on positioning Ricoh
as a digital services and solutions company.

® We talk about solving workplace problems for our customers and driving fulfillment
through work. We talk very little about devices. It is about solutions and problem solving
for our customers. The new campaign concept has been extremely well-received, and you
can see some of the comments on the slide from some of the analysts that we work with
in Europe like IDC and Gartner.

® What's also very important is the validating of our marketing and our positioning with our
customers, and we have spent a lot of time getting customer feedback on what we are
doing. We have had some excellent feedback. I think one of my proudest moments at the
global luxury retailer that I mentioned earlier was the CFO telling us that Ricoh is their
primary IT services provider. Our hard work in positioning is paying off.
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® Moving on, just a few examples of how we implement our campaigns.

® Like Mr. Kimura described in the Japanese presentation, it is about keeping things simple

with packaged offerings like the Scrum packages: easy to sell for our salespeople;
standard to deliver for our fulfillment side of the business.

It is also important in Europe that we continually launch new offerings that are relevant to
our customer base, and we are relevant and working in response to what our customers
are asking Ricoh to do. A great example of that is we have a hew ransom care package
launching this year. It's just launched in some primary markets, which deals with
ransomware attacks. This is an offering that we are able to put out across the whole of
Europe as a result of some alliances and also some of the technology that we have
acquired in some of our countries. We have been able to package that into something that
works for the entirety of EMEA.

Very proud of these packages and the way that they work and how our salespeople are
able to sell them.
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@ Continue to train and shift highly experienced workforce to support Office Services

® RICOH engineers’ capability is a point of differentiation from our competitors and enable us to be
more competitive in the market

RICOH Europe’s Digital talent development Initiative
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integrated offerings to enable our sales
to sell value
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Moving on to our people.

The talent with our 15,000 people is absolutely key to the success of our office services
business, and we spend a lot of time and resources developing their skills, as Mr. Kimura
described in the Japanese presentation also. It is very important that our people see our
vision for Ricoh for the future and that we take them on the journey to a digital services
company with us. We continually train and shift our highly experienced workforce to
support office services.

I really do believe that our engineer capability, just under 5,000 engineers in Europe, is an
absolute point of differentiation from our competition in Europe and enables us to be far
more competitive in the market. Every day, it is our engineers who are with our customers.
They see our customers much more than our sales force.

We've been doing this in three ways. The first is that we have selected digital specialists
from the most talented engineers that we have. We have run dedicated training programs,
which result in certifications to either have hybrid infrastructure services specialisms,
specialisms in DocuWare, or complex digital business solutions. By the end of this year,
we will have 230 of our engineers who will be working solely in these areas with new
certifications.

We also, on a more wide basis, have a technical academy, which is dedicated to cross-
skilling all our field engineers to be able to provide support for our office services business
when they are on site delivering office printing. This focuses particularly on digital
workplace services and communication services. By the end of this year, we will have 900
of our engineers who can service far more than printing on site with our customers.

Very importantly, we have invested heavily in our sales training programs. It's called
Selling Value. It's not any more about selling boxes; it's about selling solutions and shifting
our sales mindset to be strategic value-add partners to our customers. That's been quite a
shift, and it's required us to provide appropriate education of integrated offerings and the
packages that you saw on the previous slides to enable ourselves to be able to sell value.
By the end of this year, 3,000 of our salespeople will have been through this program. My
message to them all is that they all sell one more thing from our portfolio, this business
will grow exponentially.
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® Service Advantage is our fast-growing business to provide a set of innovative technology services
leveraging our unique and substantial field engineers

Our Offering Business Growth

® Huge opportunity to build new Annuity stream ® Significant Revenue growth with high profitability
with our portfolio after launching in FY17
End-to-End Revenue : B JPY
Shifi Managed Services Zebra Solutions ¢ ) 4.8

Locker Solutions

Solution

22K contracted
Lockers
1.5M doors

+64%

1.9 +55%
1.4 +#36%
0.8 +75%
. FY18 FY19 FY20 FY21 FY22
® Success with key customers (forecast)
- World leading smart locker pr0ViderS (Profitability : Contribution Margin%)
— World leading logistic companies 20% 23% 27% 34% 30%

— Retails and food distribution industries etc
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This slide gives you an example of how we have implemented this diversification of our
employees in real life.

We have a business called Service Advantage, which is our fast-growing business using
technology services and the skills of our field engineers. It has been a huge opportunity for
Ricoh Europe to build new annuity streams with our portfolio.

The sorts of services that we offer in this business line include our smart locker solutions.
We today have 22,000 contracted lockers across Europe. We also manage end-to-end
technology solutions for our customers. You can see there some devices, particularly
robots at the bottom, in some of our customers' fulfillment centers, which are all
maintained by Ricoh engineers. In addition, we have an alliance with Zebra, which has a
lot of printing devices in very similar customers to Ricoh, and we now provide
maintenance and break fix support for those Zebra solutions.

The opportunity in this business to grow is significant. We started this business in FY2017
from scratch organically, and you can see that this year, we anticipate exiting on just
under JPY5 billion of revenue, which is really significant, but most importantly, with a 30%
contribution margin. So a very, very profitable part of our organization, extremely well
received by our customers who want Ricoh to provide more from our portfolio to them and
also from our employees who see this as skill-adding for the future.
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Customer ® Strong loyal customer base
Base — Existing RICOH OP customers and Acquired company’s customers

® The widest geographical coverage and customer contacts in EMEA
Coverage & — 25 Operating Companies + 16 acquired companies cover +60 countries, 3,200 sales & 4,800

Resource engineers
— RICOH Europe in a strong position to meet international customers’ requirements

— Capability to understand customers’ needs deeply and provide end to end solution

® Enhanced competences through acquisitions to meet customer requirements
— Cyber security, Hybrid-Cloud, Digital Workplace Solution etc

Reinforce competitiveness by,

Competency

Customer Value Synergy Business Model Investment
Continuing to develop Maximising synergy with Building Service Annuity Keeping investing in
new customer value acquired company across and deploying Packaged growth area and people
at frontline EMEA Services for our future

We aim to achieve 60% of Revenue from non print Digital Services toward FY25
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® I'm very proud of what we've achieved with the opportunity that it affords Ricoh for the
future.

® We have a huge, huge asset here. We have a very strong and loyal customer base of
180,000 customers, both existing office printing customers but also customers that want
to buy more from Ricoh and those from our acquired companies, which offers us a huge
opportunity to cross-sell across our whole portfolio. We have a very wide geographical
coverage in Europe with customer contacts, in over 60 countries covered by 3,200
salespeople and 4,800 engineers. Again, a really significant footprint. We are in a very,
very strong position in Europe to meet international customer requirements, and we really
see growth in that space. We also have the capability to understand customers' needs
deeply and provide end-to-end solutions from a technology standpoint. We also have
great competency. We have acquired companies, which allows us to have greater skills
and greater intellectual property to meet our customer requirements. It also offers a
future to our own existing employees to be able to diversify their skill sets.

® Our competitiveness in Europe is huge. Our customer value is very strong. We are
absolutely synergizing our acquired companies and our entities and maximizing the
opportunities to deliver more growth than they could alone. We have annuity building,
which gives us a great springboard for the future, by deploying these packaged solutions,
and we are continually committed to investment in our people for the future.

® We aim to achieve 60% of our revenue from non-print digital services by 2025, and I am
very optimistic of achieving that.

® Thank you.
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The plans, prospects, strategies and other statements, except for historical events mentioned in these materials are forward-
looking statements with respect to future events and business results. Those statements were based on the judgment of
Ricoh’s Directors from available information. Results may differ materially from those projected or implied in such forward-
looking statements and from historical trends. Refrain from judgments based only on these statements with respect to future
events and business results. The following important factors, without limiting the generality of the foregoing, could affect
future results and cause those results to differ materially from those expressed in the forward-looking statements:

General economic conditions and business trends
Exchange rates and fluctuations

Rapid technological innovations

Uncertainty as to Ricoh's ability to continue to design, develop, produce and market products and services that achieve
market acceptance in intensely competitive markets. (See: "Business and Other Risks," http://jp.ricoh.com/IR/risk.html)
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No company's name and/or organization's name used, quoted and/or referenced in this material shall be interpreted as a
recommendation and/or endorsement by Ricoh.

This material is not an offer or a solicitation to make investments. Do not rely solely on these materials for your investments,
decisions on which are your responsibility.

Note: These materials define fiscal years as:
FY 2022 (or fiscal 2022) = Fiscal year ended March 31, 2023, etc.
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