<Consolidated results for Q2 of fiscal 2018 and the full‐fiscal‐year outlook>
 The ”Profit for the Year” in Q2 was 179.3 billion yen, which is an increase of 24.0 billion yen, increase of 15.5%
compared to the same period in the previous fiscal year. The rate of progress in relation to the full‐fiscal‐year
prospect of 320.0 billion yen, which was announced in May of this year, is 56%, which is satisfactory progress.
One‐off profits of approximately 7.0 billion yen are included in the performance for Q2; and even the result that
excludes one‐off profits remains robust at approximately 172.0 billion yen which is increased by 23% compared to
the same period in the previous fiscal year.
 For the status of the profit for the year by segment, “Metal Products”, is at 20.9 billion yen, which is an increase of
2.6 billion yen compared to the same period in the previous fiscal year. Based on the fact that one‐off profits
obtained from asset replacement were approximately 4.0 billion yen for the same period in the previous fiscal
year, the actual amount showed an increase of approximately 7.0 billion yen. This is due to, in addition to the
increase in profits due to the market recovery of the tubular products business in North America, the overseas
steel service centers remaining stable.
 “Transportation and Construction Systems” is at 32.6 billion yen, which is a decrease of 2.8 billion yen compared
to the same period in the previous fiscal year. This is mainly due to the one‐off losses in the automotive business
field in this period accounting for approximately 2.0 billion yen; but the core businesses—the leasing business and
the construction equipment sales & marketing and rental business —still remain stable.
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 “Infrastructure” is at 23.1 billion yen, which is an increase of 3.0 billion yen compared to the same period in the
previous fiscal year. For the same period in the previous fiscal year, one‐off profits in the renewable energy power
generation business of 3.0 billion yen were included, so if that effect is removed, the profit increased by
approximately 6.0 billion yen. This is due to, in addition to the progress in the construction of large‐scale EPC
projects in Asia, the power generation business remaining stable.
 “Media & Digital” is at 24.4 billion yen, which is a decrease of 1.6 billion yen compared to the same period in the
previous fiscal year. This decrease is due to, among other factors, the effect of part of the equity share of the
Jupiter Shop Channel being transferred to the “Living Related & Real Estate Business Unit”, but the major group
companies in Japan, such as SCSK and J:COM, and telecommunications businesses in Myanmar continue to remain
stable.
 “Living Related & Real Estate” is at 25.9 billion yen, which is an increase of 6.9 billion yen compared to the same
period in the previous fiscal year. This is due to, in addition to the real estate business continuing to remain stable
in Japan and overseas, improved revenue in the banana business in Asia.
 “Mineral Resources, Energy, Chemical & Electronics” is at 46.4 billion yen, which is an increase of 14.9 billion yen
compared to the same period in the previous fiscal year. This is mainly due to increased profits in coal mining
projects in Australia and other businesses that have been exposed to higher mineral resources prices.

<Basic profit>
 “Basic profit” in Q2 was at 178.9 billion yen, which is an increase of 27.2 billion yen, increase of 17.9% compared to
the same period in the previous fiscal year. Looking separately at the three fields of mineral resources businesses,
the tubular products business, and non‐mineral resources businesses, profit has increased in each of these fields;
and they have progressed satisfactorily in relation to the initial prospects.
 Looking at the trends across the quarters, from the most recent Q1 to Q2, it seems that the profit for non‐mineral
resources businesses is decreasing. But mainly due to, for example, the seasonality of agrochemical products
businesses and sale of several real estate projects being concentrated in Q1, overall, profit continues to be stable
at a level exceeding 80.0 billion yen in the quarter.

<Cash flows>
 Free cash flow in the current Q2 has a cash inflow of 75.3 billion yen.
 To the main details, for “Basic profit cash flow”, dividends gained from investments accounted for using the equity
method were down compared to the same period in the previous fiscal year. But the cash inflow was 157.5 billion
yen mainly due to the steady cash created by core businesses. For “Asset replacement”, funds of approximately
110.0 billion yen were collected mainly due to reorganizing our U.S. Tire Business (TBC Corporation) and selling off
of cross‐holding shares. For “Others”, due to, amongst other things, the increase in working capital that arose
alongside the expansion of businesses, the cash outflow was approximately 110.0 billion yen. Furthermore, for
“Investment and loan”, due to, amongst other things, the specialty steel business in India and the progress in
construction of biomass power plant in Japan, the cash outflow was approximately 130.0 billion yen.
<Financial position>
 Total assets were 8,055.6 billion yen, which is an increase of 285.0 billion yen compared to the end of the previous
fiscal year. In addition to the effect of the yen’s depreciation, there was an increase in investments and loans and
of working capital, but there was a decrease in assets due to the reorganization of the U.S. Tire Business (TBC
Corporation). Shareholders' equity is 2,786.0 billion yen, which is an increase of 227.8 billion yen compared to the
end of the previous fiscal year, due to the accumulated profit for the year. As a result of those, the net DER is 0.9,
which is an improvement of 0.1 points compared to the end of the previous fiscal year.

<Annual forecasts of the profit for the year>
 To the annual forecast of the profit for the year, the results for the first half of the fiscal year remain stable. But,
taking into consideration the recent fall in some commodity prices and the lack of transparency in the outlook
due to U.S. ‐China trade issues, initial forecast of 320 billion yen for the profit for the year remains unchanged.
<Dividends>
 At the moment, the prospect for annual dividends is 75 yen per share, which is initial plan, remains unchanged.
And the interim dividends are 37 yen per share, which is half of that amount.

<Progress of the Medium‐Term Management Plan 2020>
 This slide shows the entire image of the Medium‐Term Management Plan 2020.
 In the midst of circumstances in which there is acceleration in the pace of change in industrial structures, such as
that seen in the fourth industrial revolution, and the transition to all industries being borderless and combined, we
are pouring our energies into the “unceasing challenge of new value creation”.
 First of all, I will provide an explanation of examples of specific initiatives concerning “promoting growth
strategies”. And then I will provide an explanation of our initiatives related to “management bases enhancement”,
which support those promoting growth strategies.

<Increase value of existing business>
 In each business unit, we will focus upon making our revenue pillars even thicker, and while simultaneously
seeking to tap into each business’s potential to the maximum extent possible, we will quickly respond to the
changing business environment. In the past half year, we have poured our efforts into the projects you can see
here.
 Regarding our participation in the planning of the first one, which is the specialty steel business in India, the aim is
to expand the revenue base in specialty steel‐related businesses in order to respond to the growth of automotive
industry in India.
 Our participation in the second one, which is offshore wind farms in Belgium, is an initiative that addresses
climate‐change issues, in which global concern is increasing, and it follows our strategy to shift, in the medium‐
and long‐term, to a power‐generation portfolio of gas‐fired and renewable energy.
 Furthermore, in the Agricultural Input and Service Business, we are pushing forward with expanding global
development in order to further strengthen our current presence, such as newly entering Ukraine and making
Agro Amazonia a wholly‐owned subsidiary in Brazil.
 In these ways, we have already started various initiatives for each business unit.

<Create next‐generation business>
 Based on megatrends, social issues, and our capabilities, we specified the “3 growth areas” that you can see here
that we should tackle from medium‐ and long‐term viewpoints.
 I will now present two of these, “Technology x Innovation” and “Social Infrastructure”.

<Initiatives to promote digital transformation>
 We have expanded numerous business in all kinds of industries, and many of these are businesses with which we
are hands‐on. We would like to create new business models and enhance operations by delving into business
issues from the perspective of environment changes in each industry and local’s opinions and crossing those with
digital technology.
 Regarding initiatives to promote DX, in April of this year, we established the “DX Center” in the Media & Digital
Business Unit. As well as including all of our business units in the DX Center, personnel from SCSK, which is one of
our group companies, are also joined to the DX Center; and the DX Center has taken on the functional role of
being a center that promotes DX. Furthermore, from last year, we have been newly establishing R&D investment
bases in Silicon Valley, London, and China in order to pour our efforts into cutting‐edge technology without delay.
In addition, this October, we changed the business unit’s name from “Media & ICT Business Unit” to “Media &
Digital Business Unit” in order to clarify the orientation of our DX promotion.
 In this manner, the group became a single body and poured its efforts into promoting DX, while also tackling
multiple projects, such as drone technology for agriculture and digital advertisements. We will continue to focus
upon DX initiatives in order to create new businesses that will become our next revenue pillars.

<Social infrastructure initiatives>
 In this initiative, a smart city will be developed on 272 hectares of land north of the city of Hanoi. In June of this
year, we received permission to invest from Hanoi People’s Committee, and the visual in the bottom left is an
image of part of the development area. In tackling this project, we prepared an internal structure by, in October of
this year, newly establishing the “North Hanoi Project Dept.” in the Infrastructure Business Unit.
 In this smart city, first of all, we will start with tackle housing development in the first period and then other real
estate business, such as buildings and commercial facilities. In addition, we are also examining introducing, to
provide a few examples, energy management that utilizes a microgrid and renewable energy; utilizing electric
vehicles based on environmental considerations; security that uses computerized face recognition and the like;
and automatic payments and the like. This isn’t merely a development of a smart city based on IT. We are aiming
to craft a city that improves the quality of life to the level that Vietnamese people desire and that contributes to
developing the region.
 This is an extremely challenging project, but we will tackle crafting this city that people are dreaming of by
concentrating the corporate strengths of the Sumitomo Corporation Group.

<Example of “Leverage Business Platforms”>
 Creating new value by combining or connecting multiple businesses means leveraging a platform business. I will,
with specific examples, now present to you some initiatives of Sumitomo Mitsui Auto Service.
 We have established a Mobility as a Service, or a so‐called MaaS, business entity, which provides a comprehensive
one‐stop service in line with the movements of people and goods, and it aims to be a leading company in the
mobility service domain.
 Sumitomo Mitsui Auto Service, or “SMAS” for short, is a leading‐vehicle leasing company in Japan that has a crucial
role in achieving that goal. “SMAS” has approximately 40,000 companies who are customers and owns and
manages a total of approximately 800,000 vehicles. This is equivalent to one vehicle in every 100 vehicles or so that
are on the road in Japan. With “SMAS” as our platform, we will press forward with connecting with strategic
partners, including various start‐up businesses. We will pour our efforts into cutting‐edge technology and services,
and we will aim to evolve “SMAS” such that it changes from an auto‐lease company to a “mobility service provider”.
 The three businesses you can see here are start‐up businesses in which we have invested. Last year, we invested in
a company called SmartDrive. The device developed by this company can, by merely inserting it into the vehicle’s
cigar socket, collect data on the vehicle’s travelled distance travelled, speed, handling, and other variables.
SmartDrive analyzes collected data and provides services such as improving safe‐driving technology and optimizing
delivery routes. At “SMAS”, through working cooperatively with SmartDrive, we are examining, amongst other
matters, making lease vehicle maintenance more efficient and introducing insurance tailored to the distance driven,
and will thereby provide new value to our customers.
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 Furthermore, from 2016, we have been cooperating with “akippa”, who are an industry leader in parking‐lot
reservations services in Japan. And, in May of this year, we made an additional investment in this company in order
to deepen the relationship. As an example of this cooperation, by providing akippa’s services to SMAS’s customers,
we will enable customers to validly use available parking‐lots, and at the same time, we will pour our efforts into
using the point of contact with customers of SMAS’s approximate 800,000 vehicles to expand akippa’s business.
 Additionally, we have entered into a strategic alliance with TURO, an American company that provides car‐sharing
services to individuals. While supporting the future expansion of TURO into Japan and other countries in Asia, we
will pursue creating a synergy with small‐ and medium‐sized rental car businesses that are SMAS customers.

<Management Base Enhancement: Corporate Governance>
 We are expanding the scope of monitoring by the board of directors and we are strengthening our functions that
supervise management.
 For example, we have set up a system in which, for periodic reports provided by each business unit on
consolidated results or the like, each business unit not only provides a short‐term performance report, but also
provides a report that focuses on medium‐term directionality, such as the progress status of the Medium‐Term
Management Plan and the business‐portfolio strategies.
 We always strive to understand significant social issues, such as climate‐change issues, and we are appropriately
responding to them.
 Next, I’ll speak about strengthening group governance. Our group has rolled out various businesses around the
world, and we have close to 1000 consolidated companies. We have once again inspected out internal‐control
system in order to guarantee that governance is properly conducted in the group. And we have started to engage
in efforts to improve corporate value through raising the level of internal control in the entire group.
 Furthermore, we have revised the compensation system for officers. We have introduced stock‐based
compensation, and we have increased the proportion by which the performance‐linked bonus and the stock‐
based compensation account for the gross salary. The aim of this revision is to further increase the value shared
with shareholders, while also giving top management a healthy incentive to improve corporate value in the
middle‐ and long‐term and to create sustainable growth.

<Management Base Enhancement: HR strategy>
 We are promoting Diversity & Inclusion and driving forward a growth strategy that uses various capabilities as a
source of competitive strength to a greater extent than previously.
 As an example of this, we are pushing forward with maintaining a structure in which the best personnel can be
deployed in a timely manner in the globally consolidated base.
 Furthermore, we launched the “Medium‐Term Management Plan Challenge and Evaluation System” in order to
back up the development of an organization in which people are encouraged to take up the challenge of creating
new value. This is a system in which individual goals are set in connection to a growth strategy in the Medium‐
Term Management Plan and the degree to which the goal is achieved is evaluated, and is a system that was
newly launched as a device for all employees to thoroughly tackle promoting growth strategies.
 Aside from those examples, we are also promoting various ways of working and sound management to enable
various individuals to be able to demonstrate their abilities to the greatest extent.
 In these manners, we will continue to pour our energy into strengthening our management bases.

<Zero to One Challenge>
 “Zero to One Challenge” is a measure which was newly launched in the current fiscal year and backs up the
challenges being engaged in across the company. Aiming to accelerate the creation of next generation new
businesses, this is an “internal business start‐up system” in which individual employees can propose new
business ideas by going beyond the framework of the organization to which they belong to.
 This system provides support to realize as‐yet‐unseen new business ideas of individuals who are motivated, and
we have set up an Investment & Loan framework in order to implement the system.
 In its first run in the current fiscal year, over 300 applications were made from around the world. These were
pared down to eight after “pitch contest” participated by an external accelerator, and we are now pressing
forward with efforts to hammer out their details.
<Closing Remarks>
 We will steadily implement the “promoting growth strategies” and “management base enhancement”, which I
have explained today, and achieve the goals established in the Medium‐Term Management Plan.
 Furthermore, we are coming up to a significant turning point in our history next year in 2019, the 100th
anniversary of our founding. And we, are currently pouring our energies into initiatives for the next 100 years to
continue growing together with society in the future, the Sumitomo Corporation Group will become one and will
put our efforts to the “unceasing challenge of creating new value”.
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