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Innovation in the sports industry transforms

the future of Japan




Sports—Japan’'s new growing industry

Recognizing sports as a key industry

<Elements of the sports industry and related markets>

Food
B B fedi . H Sports distribution industry ° Sports facility
The sports industry consists of three distinct segments: sports services “Store expansions hrough Entertainment ® ¢ Medical management industry
H H etail chains - Fitl lub:
and information, sports facilities, and sports gear. - Manufacturing and - puness clubs

retailing of sports gear

Since 1990, these segments have merged, giving birth to a hybrid . Online sales in the °

. . . . . fact! indust -

industry, and moreover have combined with other industries such as - Licensing rights ”’T i
ourism

medicine, tourism, and fashion to create new business opportunities.

- Facility operation
- Staffing

p P - Licensing rights
Sports gear
ielesstsy Health

Sports hybrid industries

. [ ) - Sports spectating
Fashion - Professional sports

U.S. leads the industry. Need of Japan to ¢z ceeect FHcensaiants

Unit: 1 trillion yen (USS1 = 120 yen)

In 1995, the U.S. sports industry, in terms of market size, was worth B US sports industry
Il )apanese sports industry

18.2 trillion yen, while Japan's was worth 5.7 trillion yen. By 2010,
however, the U.S. market had grown rapidly to be worth about 50 trillion
yen. Once even worth more than the automotive industry, U.S. sports
industry now has tripled over the past twenty years to 60 trillion yen.

On the contrary, the Japanese market is following a slightly downward
trend. The U.S. market is now worth 12 times more than the Japanese
market.

1995 1999 2003 2006 2010 2013

Source: The "Plunkett Research Sports Industry Almanac” and the "White Paper on Leisure

FEnrich society through sports

DOME was founded to deliver the change required for Japanese sports to catch up with the rest of the world. By
changing the way we think, we can unleash the hidden potential of Japanese sports to transform them into a huge
growth industry.

To realize its corporate mission of enriching society through sports, DOME will need to pursue the industrialization of
Japanese sports. We are currently utilizing our businesses and assets to advance a variety of projects with the aim of
generating world-class innovation in Japanese sports by drawing out and organically integrating the intrinsic benefits of
sports, including their economic, educational, and health rewards.

DOME remains committed to enriching Japanese society by seeking to transform Japan through sports.

CEO, DOME Corporation

= Innovation transforms ' o ' Without innovation, sport
=== sportsinto a profit center remains as a cost center
Until around 1995, the U.S. and Japanese sports markets were in fairly Japan remains caught up in the notion that sports are regarded
similar situation. However, once sports were identified as a growth as part of the education policy and an almost sacred
industry in the U.S., the public and private sectors began working undertaking that should not make profit. Consequently, some
together to industrialize sports. To this end, innovations were people feel thatitis acceptable for sports to be a cost center,

introduced in the following five areas. with taxes being spent to supportitas a cultural activity.

1. Stadiums/arenas
More comprehensive hospitality was provided to optimize the
customer experience.

2. Sports leagues/organizations
Organizational reforms were implemented to deliver more effective Transitioning from a cost
governance and create new revenue streams. aDDME centerto a proﬁt center

Japan needs to recognize the intrinsic value of sports

3. Media

The value of media coverage was boosted by transforming sports content A A1 A APl
g Y gsp Driven by a clear vision of industrializing sports,

Japan needs to pursue innovation to extract and
optimize its intrinsic benefits.

into a profitable commodity.

4. Universities
Making sports teams the front porch of universities helped raise the
overall profile of the universities, including the academic level.

1 - A A
5-T\I:V0men5500rt5 _ Increased ———DOME's innovations in Japan———
e enactment of a federal law called Title IX

helped boost women's participation in sports. domestic )
demand Stadiums/ Sports leagues/ Schools
arenas organizations
The tireless work to implement these Industrializati
innovations has helped to transform the ndustrialization Women's il
sports industry into a profit centerand  yegzjth Education sports Retail
strengthen U.S. sports culture.

“
Synergy between DOME and PLANTEC

Creating social value Delivering business
through sports solutions

DOME's mission to enrich society through sports resonates strongly with the
PLANTEC Group. As partners, we aim to leverage our full capabilities in order
to provide solutions as well as advance and optimize the value of a variety of X
projects. 6717 PLANTEC
In this issue of the PLANTEC newsletter, we will describe five collaborations DOME GROUP
between DOME and PLANTEC.

DOME's headquarters: The source of inspiration for
our corporate vision and the driving force behind our pro;ects

DOME's Ariake-Headquarters = | =

Creatlng workspaces and systems that, faC|I|tate a robust organlzatlon and Work»style réf
= _il I " ; -

W Location: Koto=ku, Tokyo N WSite area: 12,830.00 M+ = MDesign and supefvision: Plantec Ar gg Inc:
M Scale: 5-story’building MBuilding footprint: 7,845.30 n (renovated partonly) - WICT system: QualixTnc.
B Structure: Steel and steel reinforced-concrete M Total floor area: 15,419.36 m (renovated part only)

At DOME, all staff have access to and can collaboratively update the same M 3-D office communication:
information at any time no matter where they are. DOME has achieved this by Interconnecting a large workspace
transitioning to a matrix-style organizational structure in which horizontal links with vertical and horizontal links

known as "units" and "projects" are incorporated into a vertical organizational Horizontal - onthe samefloor Vertical - withotherfloors
structure. In line with this management approach, we have created an office interaction ~amengteams interaction among departments
space that is functional and appealing to all. Proactive Core Box Proactive Stairs

W' Rooms are divided across floors
<Organizational structure in Ariake HQ acrossroomsand iear gy Vertical stairway links floors
to progress projects with a unified>

Dome's management policy:
C’DDME FEnrich society through sports |

forinformal,
impromptu meetings

Bl GO 6 B 3 -

ProjectA ProjectB Project C ProjectD L A

Enabling organic communication for each project

The "proactive matrix" concept frees the organization from the traditional silo structure by creating Box Str | [
horizontal ties. To facilitate this working style, we created separate workspaces for each projectin [NV tafta L c R RELAE CE T b
addition to the standard work desks. With these boxes lined up along a "street," the progress status - | —— |

for each projectisimmediately obvious to anyone passing by. This improves organizational agility
by promoting organic communication and fostering a creative office environment.

Central Monitor

A16-screen display shares information
across all floors and departments

Standard organizational e DOME's targeted

structure organlzatlonal structure
DEPT § DEPT DEPT DEPT
A B E B C D Presentation
Commander Commander Sample
< o L g L g Development

Meeting

Work Stock g@m
oox mii/m/nial

Boxes and streets for individual projects

Combat and Resort Optimizing work efficiency: work-life integration

In pursuit of adopting a workstyle and environment Dock Dome Museum
where our employees can work 24/7—whether they be [ YIET Commuaicationarea..
in bed, at work or somewhere relaxing—we have UCEHEIEES
created workspaces that function as both a combat 1
zone that facilitates high-stakes work and a resort zone B,
that provides the rest and relaxation necessary to jump Pl
back into the fray. Our efforts are aimed at realizing
work-life integration that offers agility and flexibility.

Leveraging the features of an existing warehouse to create flexible spaces

By converting a warehouse into an office, we maximized the advantages of the existing
architecture by renovating it to add new value. Its high ceilings and large, open spaces
allowed us to explore new possibilities for office space utilization without being
constrained by preconceived ideas.

We renovated the building's exterior in line with the area's transition from a warehouse
district to a waterfront site. The building now serves as a central hub for the promotion of
sports in Koto-ku, an area in which several Olympic facilities will be located.

Incorporating all of the functions that a dynamic sports brand requires, this facility will - -
provide the central impetus for the sports-driven development of the area. <BEFORE> <AFTER>

mmiunicat

Soldier
—

Vertical organization

DNS Cafe
Staff cafetetia




Five case studies illustrating the efforts of DOME and PLANTEC to make sports into a growth industry

1. Stadiums/arenas Enriching the customer experience is the key to success!
PR JJI R LELNEYAIGERIFERIN  Sports revitalize local areas and promote city development!

The evolution of sports facilities in the U.S.

Until the mid-1990s, most U.S. stadiums were located in suburban
areas. Since then, however, aging stadiums and regional economic
downturns have prompted a shift toward stadium and arenas relocation
to central urban areas. Equipped with hotels and other commercial
facilities and funded by public-private partnerships, these stadiums and
arena complexes have been transformed into profit centers.

cost centers.

Many Japanese stadiums and arenas were originally built by local
governments as athletic parks for the hosting of events such as the
National Sports Festival. Offering poor transportation access, many of
these facilities make a loss by failing to offer non-sporting events to
attract people. Public funds support their running costs, making them

The role of branding in determining the fate of stadiums and arenas

Japanese facilities tend to be owned by local governments, managed by a designated administrator, and leased by the home team.
In Western countries, however, many teams operate their own home stadium or arena. This allows them to operate their facilities with greater
flexibility by, for example, carrying out renovations to optimize the customer experience. This, in turn, helps to increase profits.

HRevenue breakdown for Saitama Stadiumll

Seating Capacities: 63,700

Gate receipts
Other (for sports)

58% \,\/ 424

Gate receipts account for 42% of total revenue.
These receipts are among the highestin Japan, but
the stadium is still making a loss.

Gate receipts are the primary revenue streamin Japan
Balance: —100 million yen

HRevenue breakdown for the Ricoh Arena l
(U.K)
Seating Capacities: 32,500

Entertainment 1 % Gate receipts
2 (for sports)
Concerts %
’ ~ 48y,

hotel 6% ——

Conferences
Sponsorship 1 3 % 1 7°/

Rent 1 3 %

Gate receipts account for 48% of the total revenue,
with other parts of the complex (e.g., hotel, casino,
and conference facilities) helping to stabilize
income streams.

Sports complexes generate a stable revenue

Balance: +1.2 billion yen

v

HRevenue breakdown for the Barclays Center Bl
(U.S)
Seating Capacities: 18,103

Other

48y 0N

Gate receipts
(for sports) 1 4%

vIP
facilities 24y

Events |4q

Income from VIP facilities account for 24% of total
revenue, while income from facility branding (e.g.,
naming rights and sponsorship) accounts for 48%.

The facility branding drives revenue
Balance: +5 billion yen

Facility branding drives revenue s ———

Japanese stadiums and arenas must become all-inclusive sports entertainment facilitie

Moving forward, Japanese stadiums and arenas need to achieve three goals.
The firstis to optimize the customer experience by, for example, developing
seating plans that ensure an exciting viewing experience and a feeling of being
close to the action, establishing a unified facility concept, and introducing a
design that ensures the seamless movement of people. The second is to
establish areas that can be used for non-sporting events, such as concerts and
conventions. The third is to secure reliable income streams by making full use
of all of the space available, offering appealing food, beverages, merchandise,

and VIP facilities that will attract visitors, and creating a commercial space RYIPRSEN et e
where guests will spend money enjoying themselves.

3. City development Sports complexes feature at the heart of Japanese city development!

Premium seating

Urban stadiums and arenas are expected to attract people to cities
and serve as hubs for city development. Driven by the private sector,
arenas that are centrally located, have convenient access and are
integrated with other attractions (e.g., convention centers, cultural
halls and commercial facilities) will develop symbiotic relationships
with existing facilities in the area and create ripple effects that

contribute to city development.

Having a local sports team and increased opportunities to watch
and play sports will increase the affection that local residents have
forthe area. Furthermore, a stadium or arena can increase a region's T

appeal by becoming a symbol of the area.

Situated directly above Penn Station, Madison Square Garden is a
centrally located urban arena that attracts numerous sporting events Y

Large indoor space

and other events

=
~
w

and concerts every year. Home to a cinema, a theater, and conference
facilities as well, it attracts crowds from around the U.S. and the rest

of the world as a Manhattan landmark, making it a core element of = City development
city development and a contributor to local employment.

for sports, conventions

D - Shopping centers
/ - Restaurants
Ko

~Local shopping areas

driven by urban arenas

i—"'h_e—

Madison-Square Garden

A prime example of a
> <successful urban arena>

Japan's first all-inclusive sports entertainment facility

Iwaki FC Park

A commercial soccer stadium desigr{(;,d‘i'm.make Iwaki the No.1 city in the Tohoku region

.
MLocation: Iwaki, Fukushima Prefecture BMDesign and supervision: Plantec Architects Inc.
MScale/structure: 3-story, Steel B Construction: Asset Facilities Inc.
MSite area: 29,648+81 m HICT system: Qualix Inc.
WTotal-floor area: 4,382.59 m

This stadium was built as the club house ground for Iwaki FC based on a vision of making Iwaki the
No.1 city in the Tohoku region through sports.

Through its expansion and renovation, this former office building has been transformed into a facility
that serves as not only the team's club house, but also Japan's first multipurpose soccer stadium to
feature unique commercial offerings, such as an Under Armour store and restaurants. By attracting
visitors beyond just sports fans, the facility is able to generate revenue while strengthening the team

and helping to revitalize the region, thereby boosting the brand value of Iwaki City.

WIwaki FC Park's three concepts for contributing to city development

Sports facilities

1. Education
Developing talented individuals
who will shape the future of Iwaki

4
Academy

Educating children through soccer

Academylocker room

Academy office

The aim of the soccer academy is to develop
people who will thrive on the global stage
through programs that train players to have
outstanding physical, technical, and communica-
tion abilities. The players develop not only soccer
skills, but also a solid grounding in foreign
languages, physical fitness, nutrition, and sleep
studies.

2. Community Activation
Producing a strong team that Iwaki
residents can be proud of Club House

. 4
Club house

Creating a stronger team through
amore functional environment

Locker room

The Iwaki FC club house features a range of facili-
ties designed to create a stronger team. Before
each game or practice session, the players gather
in the locker room, which is designed to create a
feeling of unity like a team huddle, and then get
into a competitive mindset for the action ahead as
they cross the bridge to the pitch.

< Three pillars for Iwaki FC's vision >

1 Education
Supporting for

Mature ’

2 Community Activation

Community Activation

3 Profit Generation

Profit Generation

Commercial facilities

3. Profit Generation
Attracting visitors to boost the crowd

D 4
Entertainment

Revitalizing the community
and generating profits

The addition of commercial functions creates a
variety of opportunities and events and heightens
the customer experience. Having a meal while hear-
ing the sound of players practicing and feeling their
energy is such an exciting experience that local
residents visit this much-loved facility even on
non-game days, thereby generating profits and
revitalizing the community.

v

The first stage of the project to revitalize
local communities through sports facilities



Five case studies illustrating the efforts of DOME and PLANTEC
to make sports into a growth industry

4. Schools Dynamic school branding based on sports
The importance of the environment and branding in college sports

With sports teams often considered to be the front porch of Operating structure Branding Campus design
universities in the U.S., athletic departments oversee the - "3
various sports programs that they offer. Team uniforms,
colors, and logos are unified to promote school branding
through sports, while the educational environment is
improved to attract students and strengthen the teams. All
of this helps to generate new revenue.

Japanese universities must follow this pattern by

proactively working to innovate their approach to The athletic department Unified school brand All-inclusive facility
oversees all sports teams overhauls and investments

wiea} 192305
wea) Agbny
wea} |jegaseg
wea} buluuny
wiea} siuua)

wea) ||egiaxsed

>
3
)
=
Q
=]
<)
<]
S
<3
=

collegiate sports.

) o y
/ Enhancing the school brand \ SO e
to increase school value and revenue Amerncan

football
Baseball team
team
Upgrading facilities Reinvesting the Rugby
toraise the brand value cy(:Ie generated revenue team

Running
team

The school's sports environment
needs to be innovated
\ with students viewed as customers )

Each team is operated Inconsistent team colors
independently in facility upgrades

<Approaches to collegiate sports in Japan and the U.S.>

The fIrSt step in SChOOI brandln . N “, MDesignand supervision: Plantec Architects Inc|
- ) P . g = ; EConstrug et Facilities Inc, s
Hosei University's American football club house -

A project for the renovation of the club house interior has been
launched.

The design is aimed at creating an environment that meets student
expectations and contributes to enhancing the school's brand. The
space features three key elements for branding: excitement,
exceptional functionality, and cleanliness.

Viewing students as customers
to improve the sports environment

Fusing sports and commerce to create an impressive

5. Commercial/Retail new commercial area

LM anracs ey
BASEBALL HOUS:

Creating a hybrid facility that will nurture the futures of young dreamers i 3 L - : I S

JURT GETTMMG BrRaTIE

Under A Baseball H K ki
nder Armour Baseball House Kawasaki Batting cages Retail shop

Educational and commercial features were added as part of a

renovation project for an indoor batting cage facility to A baseball-driven learning Aretail space filled with
create a comprehensive facility that helps children to grow environment for children the sounds of ba,SEba"
and develop through baseball. N .g."ﬂ

An after-school meeting point, this facility serves not only as | -y !F' m'

an educational space where children can interact with adults, I '

but also as a commercial space filled with wow factors.

.-: [ :'-%/}’f |
: to enrich society through sports. We feel that we have established a strong bond with them as a reliable partner who shares
BASEBALL HOUSE 2 | A sports facility that helps our commitment to a better future.
1TRUJl  F 3 .
- children grow through baseball We are more determined than ever to develop a sports culture that will help deliver a prosperous future for Japan by working

: ' JUST GETTING STARTED i
s | i — bA . Facility for developing outstanding athletes Commercial space together with PLANTEC and leveraging the strengths of both companies.
M | ocation: KaWasaki,KanagévEPe _C_tl._l[e. =

Academy + Retail
M Scale/structure: 2-story, Steel : L [ |

M Sitearea: 117333 m2  « **' i i T [ .

BT eoi e SRR B A new form of retail space that can't be I WI LL &7 DONE Corporation
B Designand supervision PENIEEATENIEESIhere e,  achieved by conventional fast fashion "

As DOME’ s Ariake headquarters and Iwaki FC Park demonstrate, PLANTEC has captured the visions of DOME and Iwaki FC
perfectly. We are truly grateful to PLANTEC for their tremendous work.

. B i
A supplementary school with lessons An exciting retail space . . . . . . L.
from former pro baseball players that drives a love of baseball PLANTEC has shown an impressive understanding of our corporate philosophy of creating social value, as well as our mission




