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Hitachi Construction Machinery Group

Value Creation Process

The Hitachi Construction Machinery Group is working to achieve targets based on the key performance indicators (KPIs) set
in line with its materiality, being committed to solving social issues through its business activities. By repeating this value
creation process, we will increase our corporate value on a medium- to long-term basis and achieve our long-term vision.

Factors in the external Hitachi Construction
environment that the Group Machinery Group’s BUSINESS MODEL > OUTPUT > OUTCOME
monitors closely materiality

Medium-term Management Plan: BUILDING THE FUTURE 2025

Growing as a true solutions provider by delivering innovative solutions FY2025 targets under the medium-term management plan
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