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Reduced debt by generated free cash

I Consolidated financial position

Total assets declined by 129.5 billion yen from the previous year to 2,383.9 billion yen, primarily due to the
reduction of inventories through continuous improvement efforts in supply chain management and other
initiatives as well as the reduction of cash on hand and in banks. Free cash flow, generated by operating activities
and investment activities, improved remarkably during fiscal 2010 to a positive 101.1 billion yen, compared with
a negative 195.6 billion yen in fiscal 2009. Interest-bearing liabilities declined 94.7 billion yen to 684.4 billion

yen from the previous year through the utilization of free cash flow for debt reduction. Equity to total assets
improved to 40.8%, from 38.8% at the end of the previous fiscal year. Return on equity grew to 2.9%, compared
with 0.6% in the previous fiscal year. The total annual dividend for fiscal 2010 is 33.0 yen per share, the same as

in the previous fiscal year.

M Free cash flow
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H Net income per share
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@ Tell us about major progress and achievements under the 16th MTP.

The 16th MTP aims to reap the benefit from the investments made up to the end of the 15th MTP period and

improve group-wide efficiency so that the benefits obtained can be leveraged to achieve further growth. Fiscal
2010 was a challenging year for us due to the effects of the global recession. Considering the operating results =
for the year, we reluctantly conclude that we probably have to extend the timeframe for achieving the targets 2
under the 16th MTP by a few years. However, it is encouraging that the following five key strategies to reach 5
the targets made solid progress during the year: 1) becoming No. 1 in target business areas, 2) accelerating ‘é’
sustainable environmental management, 3) promoting Ricoh Quality, 4) creating new growth areas, and 5)
building a strong global brand. N
We have been changing our business structure to meet customer value demands and needs that have
been rapidly changing along with economic and societal changes; today’s customers place greater value on _
associated service and solution offerings, in addition to the ownership of hardware equipment. Based on an §:§
in-depth understanding of such customers’ needs, we are working to transform ourselves into a solutions gfé
provider that offers an optimal combination of hardware equipment and associated software and services. §§
These transformational efforts have started to pay off steadily—particularly in new growth areas, such as g&
production printing, Managed Document Services (MDS), and IT service. IKON Office Solutions, Inc. (IKON),
a new Ricoh Group member since its acquisition in 2008, has also made a great contribution to the success in ~—
these businesses and | am confident about their further growth going forward. ﬁ
Another notable development during fiscal 2010 was the establishment of a Global Marketing Group in
June 2009. Ricoh’s marketing functions within Japan and across the world are now consolidated under the new e
group. This is the first time in Ricoh’s history that this has been achieved and it has an important meaning for §§
our business. To operate a successful business, sensitivity to evolving customer needs and future value drivers 53
is the most important factor. Given this, | believe that marketing is the leading growth engine of our global
business in the future.
(N

Another milestone during the year is that our new factory in Thailand began operation in September 2009,
aiming at further business expansion in emerging markets. With the opening of the new factory, the Ricoh Group
now has manufacturing capacity in five major regions worldwide.

Our group-wide structural reform activities to become a truly lean and efficient organization have also
started to bear fruit in fiscal 2010. Entering a new fiscal year, we will not slow down our reform efforts: we
intend to seize every new growth opportunity, and ultimately aim to become a highly profitable enterprise.

See page 15
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@ What benefits have been generated by the acquisition of IKON?

We acquired IKON in October 2008. This U.S.-based leading independent distributor of office equipment has a
strong sales and service network with more than 400 locations primarily in the Americas and European markets.
The combination of Ricoh’s and IKON’s existing networks has created an even stronger sales and service
network for the Ricoh Group.

The acquisition has brought greater-than-expected benefits to our business. Adding highly capable sales
and service staff to our team, the direct sales network of the Group has considerably strengthened. In particular,
IKON’s strong, long-standing relationships with many Fortune 500 companies in the U.S. market are an
advantage. At IKON customers, the replacement of competitors’ devices with Ricoh products has been taking
place at a satisfying pace.

In addition, IKON has extensive expertise in MDS, helping the Group achieve successful growth in this new
business. The newly incorporated company has also made a significant contribution to increasing RICOH Pro
C900’s share in the production printing market.

In this way, IKON’s assets are providing a significant contribution to the expansion of our business. | am very
excited about their future development.

@ What is the current situation of the production printing business?

In the production printing business, our efforts to beef up development, sales and services and other
capabilities, such as the launch of InfoPrint Solutions and the acquisition of IKON, has placed us in a strong
position to understand diversified customer needs—which may differ depending on whether they are the
operator of a data center, copy center, print shop, commercial printing, or direct mail production business—and
to offer optimal products and services that our customers truly value.

Examples of such value-delivering solutions include InfoPrint Automated Document Factory (ADF) for large
financial institutions and other customers that can automate and control the entire print and mail operation from
“host to post,” i.e., from data creation to printed material distribution.

To better serve in the print-on-demand (POD) market, we introduced the RICOH Pro G900 in 2008. This new
product has been well received in the market, which is already demonstrated in the numbers: top market share in
North America and second position in Europe by sales volume in its class in 2009.

As the above examples show, our printing production business started to see tangible benefits from previous
investments and built a solid foundation for accelerated growth during fiscal 2010. | look forward to its continued

success and progress.
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@ What is the outlook for the growth of Managed Document Services (MDS)?

The global recession has spurred a shift in customers’ key considerations for their purchase decision-making
process. In other words, customers increasingly look to us to provide a comprehensive offering, including not
only hardware devices but also associated services. MDS is one of the principal new services that we have
introduced in the office market to respond to such a shift of customers’ preferences. With MDS, we advise on
creating a more efficient printing environment (MFPs, printers, etc.) and how to improve document-related
workflow, among others. We then assume responsibility for operation and make incremental improvements
on behalf of the customer. Customers can expect to see not only cost reduction but also improved operational
efficiency. The Ricoh Group offers this service at approximately 2,000 sites in the Americas and at about 200
sites in Europe.

Integrating Ricoh’s sales and service network and IKON’s outstanding expertise in the field, we will work to
offer MDS to more customers in the world.

@ What are the future plans and targets for the new businesses?

With the rise of a networked society, an increasing number of business people work outside their offices.
This means Ricoh’s customers are now located everywhere, blurring the conventional divide between personal
use and office use. However, running an organization or managing a business process cannot be delegated to
individual employees entirely, and corporations thus need to improve their security and product improvement
programs relevant in new environment. This trend presents tremendous opportunities for Ricoh, which we will
make the most of by offering products, services, and solutions of great use to customers in broad markets,
starting with the office market, then moving on to the production market, and eventually to the personal market.

In parallel, we will work to expand business opportunities in the traditional office market. One of the major
initiatives to this end is the planned launch of the Projection System business we announced in March 2010.
The upcoming new business we believe has tremendous potential, as it will deliver a total package of related
offerings such as products and maintenance and other services, drawing from Ricoh’s existing technological
resources.

We aim to grow these new businesses to represent some 25% of the total sales of the Ricoh Group within
five years.
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@ Please brief us on the medium-term management targets.
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The dramatically changing economic landscape, the trend in foreign exchange rates, and other factors affecting

our business regrettably indicate that it will be quite difficult to meet our targets for the 16th MTP by the original

deadline of the end of fiscal 2011. >
This does not mean any change in the direction we are heading in, however, and the Ricoh Group will aim at 2

these targets—operating margin of 10%, ROE of 12%, and the contribution of new businesses to the total sales 5

of 25%—in the medium term. ‘é
Now is the moment of truth for Ricoh as a growing global brand. That said, gaining global recognition of the

Ricoh brand itself is not the ultimate goal. Together with brand recognition in the global market, | want us to gain -

an excellent reputation for the quality of our offerings and our management system. T

My ambition is to lead the Ricoh Group to become a corporation that collectively strives to achieve superb
quality as the hallmark of a globally recognized excellent company, and provides opportunities for its employees
to develop their career paths in a global field.

Corporate Social
Responsibility

@ In closing, is there a message you would like to deliver to your \
i 2
shareholders and investors? —
The difficult business climate is anticipated to persist at least for the near future, although the economy has _
©
started to show signs of a slight recovery. We at the Ricoh Group are determined to weather the storm and beat 'gé
the competition, as | always like to say: “Never give up until you win.” §§
Our policy to pay dividends as consistently as possible and to maintain our medium- and long-term target
payout ratio of 30% also remains unchanged. Together with such a dividend policy, the Ricoh Group will
N

continuously strive for greater corporate value, aiming to achieve its targets primarily through business growth.
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