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Survey Overview

The hybrid work model of commuting and telework, which has become
widespread due to the COVID-19 pandemic, is becoming established as a
permanent way of working in the future. What kind of workplace is suitable for
this new way of working?

Since autumn 2016, Xymax Research Institute has conducted a semi-annual
survey on the actual office usage and working styles of companies,
continuously analyzing the relationship with office demand. This report covers
the results of the 19th survey.

Survey period November 25-December 7, 2025

Target 59,294 companies in total that include the following:
respondents + Tenants of office buildings managed by the Xymax Group
+ Companies subscribing to ZXY, a satellite office service for
corporate customers
+ Client companies of XYMAX INFONISTA Corporation
No. of valid 1,655
responses (Aggregated in office units; therefore, answers from different
offices of the same company are treated as separate answers.)
Geographical Nationwide (Tokyo; Osaka City, Osaka Prefecture; Nagoya City,
coverage Aichi Prefecture; Fukuoka City, Fukuoka Prefecture; Kanagawa

Prefecture; Saitama Prefecture and Chiba Prefecture)
Survey method | Email

The percentage mix in the charts contained in this report is rounded to the first decimal place and,
therefore, may not add up to 100%.

Attributes of respondent companies
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Location of

office

Agriculture and forestry 3 (02%)
Fisheries 0 (00%)
Mining and quarrying of stone

and g?a\rel A 0 {o0%]
Construction B8 (5.7%)
Manufacturing 249 (16.0%)
il:::ncﬂy. gas, heat supply and 8 (©5%)
Information and communications |262 (16.8%)
Transport and postal services 27 (1.7%)
Whalesale and retail trade 219 114.1%)
Finance and insurance 44 (2.8%)
Real estate and goods rental and 80 (5.1%]

Sector leasing

Size of office

Scientific research, professional and

technical services

132 (85%)

under lease

(1
tsubo=3.33

Accommaodations, eating and

Average

employee

age

Listed/

not listed

Head office 1,000 (64.3%)
Branch office 361 (232%)
Sales office 132 (B.5%)
Sub-office 23 (1.5%)
Call center 6 (04%)
Computer room 1 (0.1%)
Other 32 (21%)
Tokya's 23 wards B79 (56.5%)
Osaka City 188 (12.1%)
Magoya City 131 (B4%)
Fukuoka City T3 (47%)
Other 284 (183%)
Less than 30 tsubo 311 (200%)
30-49 tsubo 198 (12.7%)
50-99 tsubo 253 (163%)
100-199 tsubo 222 (143%)
sqm) 200 tsubo or mare 268 (17.2%)
Mo answer 303 (19.5%)
23 (15%)
486 (31.3%)
813 (52.3%)
179 (11.5%)
&0 or above 45 (29%)
Mo answer 9 (06%)
Listed 234 (15.0%)
Mot listed 1,285 (B26%)
Don't know 36 (23%)

Number of Rl

employees EEGOETET

drinking services 12 (08%)
Living-related and personal
services and amusement services 13 (08
Education, leaming support 28 (1.8%)
Medical health care and welfare |27 (1.7%)
Compound services 17 (1.1%)
Services, nec. 299 (19.2%)
e coitd s [0 4%
Unclassifiable 41 (26%)
Less than 100 801 (51.5%)
486 (31.3%)
260 (16.7%)
Unknown 8 (05%)
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Main Findings 4

1.  Outlook of office demand (from P. 4)
[ ] The percentage of companies with an increase in office occupants over the past year (27.7%) exceeded the percentage of companies with a decrease (12.2%).
[ ] In terms of changes in office size over the past year, “Expansion (actual + potential)’ (12.9%) outweighed “Downsizing (actual + potential)’ (6.2%). The DI remained
positive at 6.7.
[} In terms of future office size (up to 2-3 years ahead), 18.0% of the companies said they “want to expand,” more than those who said they “want to downsize”
(5.5%).

2.  Factors affecting office demand (from P.15)
[ ] The percentage of companies with a coming-to-office ratio of “100% (Come to office full time)” was 22.3%. The remaining 77.5% continue to adopt telework. Since
the Spring 2023 survey, there has been no significant change in how often employees came to the office, with the hybrid model with a higher proportion of
employees coming to the office (60-99%) accounting for roughly half (47.0%).
[ ] When comparing coming-to-office ratios over the past year, “No change” was the most common response at 77.2%. Regarding future coming-to-office ratio
intentions, “Will not change” (64.6%) also accounted for the majority.
[ ] 32.4% of the companies felt their office was small, exceeding the percentage that felt it was large (13.3%).

3. Work styles and the workplace (from P. 25)

[ ] In terms of spaces that companies want to add or introduce to their main office in the future, there was a strong need for “Booth/private room for remote meetings”
(16.9%) and “Meeting room (private)” (15.6%), suggesting that office layouts for ABW tailored for hybrid work with a higher proportion of coming to the office will
become increasingly available.

[ ] The top problem or challenge concerning the main office was “Lack of meeting rooms or space for remote meetings” (57.7%), significantly outweighing other items.
Additionally, among groups that identified a shortage of meeting rooms as a challenge, the lack of meeting rooms for 1 person (booth/private room for remote
meetings) (47.5%) and for 2-4 persons (46.9%) was particularly pronounced.

[} The availability of work-from-home policies and satellite offices was 45.1% and 29.7%, respectively, showing no significant change from the Autumn 2024 survey
conducted one year ago.

[ ] When asked whether they believe internal communication (both face-to-face and online) has become more active, approximately 60% of respondents answered
“(Somewhat) agree,” while 33.4% answered “(Somewhat) disagree.”. The most frequently cited specific challenge was “Communication tends to be insufficient
online” (65.1%).

[ ] 28.2% of the companies said they were “already implementing” human capital management initiatives. Combined with the percentage of companies that “intend to
implement in the future,” these companies accounted for 54.3%.
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1. Outlook of office demand

1. Changes over the past year

2. Future intentions



1.1. Changes over the past year . vaax
Number of office occupants over past year: “Increased” (27.7%) outweighed “Decreased”

(12.2%), both remaining flat

Figure 1 (red frame) shows changes in the Figure 1: Change in Number of Office Occupants

number of office occupants® over the past
year.

0% 20%

40% 60% 80% 100%

Autumn 2016 (n=1,124) 36.5% 12.5% 1.2%
: : - /]
The percentage of companies with ano Spring 2017 (n=1,073) 37.6% 12.9% 1.0%
i i i | \ |1
increasein office occupants was 27'7/” ) Autumn 2017 (n=1,294) 37.5% 12.3% 1.2%
exceeding the percentage of companies with ) 7 i
o Spring 2018 (n=1,250) 40.0% 13.3% 1.0%
a decrease (12.2%). A /]
Autumn 2018 (n=1,352) 37.9% 14.0% 1.8%
\ \ |
Spring 2019 (n=1,278) 38.3% 13.6% 1.3%

The percentage of increases, which had been

rising since hitting bottom in the Spring 2021 Autumn 2019 (n=1,386) & 13.0% /’ :1.7%
survey, and that of decreases, which had Spring 2020 (n=1,795) 32.0% 14.2% \‘1-9%
been declining since peaking in the Spring Autumn 2020 (n=1,798) 21.6% 19.7% 1./%%
2021 survey, have remained largely Spring 2021 (n=1,648) 18.6% 28.9% 1.6%
unchanged. Autumn 2021 (n=1,503) 18.7% 21.4% 1.%‘%
Spring 2022 (n=1,537) m 17.4% 1.\3‘%
*Number of office occupants: The number of people - \|
belonging to the office, regardless of whether they come to Autumn 2022 (n=1,566) 24'8% 15.8% /9'8%
the office or not Spring 2023 (n=1,722) 29.7% 10.9% 1.5%
Autumn 2023 (n=1,705) W | 11.6‘Vo\b.8%
Spring 2024 (n=1,836) T 10.8°/oH1.1%
Autumn 2024 (n=1,693) 28.7% 12.8% H0.9%
Spring 2025 (n=1,769) 31.3% B se% 11.1% H0.9%
iAutumn 2025 (n=1,555]= 27.7% /12.2% H1.1%

M Increased m Unchanged ' Decreased = Don't know

(All respondents)
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1.1. Changes over the past year
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Companies downsizing their office continue to decrease

In terms of changes in office size over the
past year, the percentage of companies that
“expanded” their office size was 7.5%, while
the percentage of companies that
“downsized” was 3.5% (Figure 2 (red frame)).

Continuing from the previous survey,
“Expanded” outweighed “Downsized,” but the
percentages declined slightly. “Downsized,” in
particular, continued on a declining trend
since peaking in the Autumn 2021 survey.

Autumn 2016 (n=1,124)
Spring 2017 (n=1,073)
Autumn 2017 (n=1,294)

Figure 2: Change in Office Size

0% 20% 40% 60% 80% 100%
9.2% 2% 2 8%
" A4
7.9% 0% 4 8%

I R N N
8.6% 2°/o 3 2%

t
Spring 2018 (n=1,250) ENEA % 2 1%
—
Autumn 2018 (n=1,352) EReRZ) 7°/02 8%
—
Spring 2019 (n=1,278) ENRZ 1%2 6%
Autumn 2019 (n=1,386) KAL) % 1 9%
L/
Spring 2020 (n=1,795) EREZA % 1 4%
——
Autumn 2020 (n=1,798) W'/ 7% 1.2%
. \___________________________________________________— /|
Spring 2021 (n=1,648) |ElE 8.3% 1.8%
/1
Autumn 2021 (n=1,503) [ER8"/ 9.0% 2.3%
N \ |
Spring 2022 (n=1,537) [’ 8.1% 1.4%
— ]
Autumn 2022 (n=1,566) [ 7.6% 1.4%
N / A
Spring 2023 (n=1,722) WKL 7.4% 1.9%
1 \ |
Autumn 2023 (n=1,705) ekl 5.3%1.2%
-~/ /]
Spring 2024 (n=1,836) KRR 5.2%2.0%
— \|
Autumn 2024 (n=1,693) AWK/ 6% 1.2%
. /]
Spring 2025 (n=1,769) [ENEA 5% 2.1%
i Hy A EEEE——————.
i Autumn 2025 (n=1,555) | Rl .5%1.5%

M Expanded m Unchanged | Downsized = Don't know
(All respondents) 6
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1.1. Changes over the past year
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Top reasons for office size expansion: “Increase in number of people,” “Lack of meeting

rooms”’

The most popular reason for office size
expansion was “Increase in number of
people” (62.4%), the same as in previous
surveys (Figure 3).

This was followed by “Shortage of meeting
rooms” (36.8%) and “To improve comfort of
office environment” (36.8%).

On the other hand, “To accommodate
personnel increase due to future intensified
hiring” (24.8%) has been declining
consistently since the Autumn 2022 survey.

Figure 3: Reason for Office Size Expansion
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(Companies that expanded office size; MA; excerpt) ~
*No chart for the years in which the choice did not exist.
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1.1. Changes over the past year

(o Xy max

Smaller percentage of “Less space needed due to telework” as reason for downsizing

The top reason for office downsizing was “To
cut office costs” (68.2%) (Figure 4).

The declining trend in the percentage of “Less
space needed due to telework,” the third most
popular reason, since the Autumn 2022
survey suggests that the adjustment of office
size to accommodate new work styles that
emerged in response to the COVID pandemic
has subsided.

Figure 4: Reason for Office Downsizing
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(Companies that downsized office; MA; excerpt)
*No chart for the years in which the choice did not exist.
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1.1. Changes over the past year

Actual (and potential) changes in office size: Expansion significantly exceeded downsizing;
DI grew in positive direction

Even if office size had remained unchanged Figure 5: Actual + Potential Change in Office Size Over Past Year
over the past year, when we add the

percentage of “Considering expansion” and 20% - Expansion total: 18.4%

the percentage of “Considered but cancelled S

or suspended” as the percentage of “Potential c | 15% -

expansion,” the total “Expansion (actual + -%

potential),” which had been on an upward §_ 10% -

trend after hitting bottom in the Spring 2021 X

survey, remained unchanged since the 5% -
Autumn 2023 survey at 12.9% (Figure 5).

0% A

The percentage of “Downsizing (actual +
potential)” (6.2%) continued to decline since 59%

peaking in the Spring 2021 survey. .g Downsizing total:
: , o @ 100 | 4.9%

Expansion also outweighed downsizing in 3

actual performance, as shown in Figure 2. 8 15% |

When potential expansion is added, the gap

widens further, as indicated by the DI 20% | 16.6%

remaining in positive territory at 6.7. The ) . )

. .. . Spring 2019 Spring 2020 Spring 2021 Autumn 2022 Autumn 2023 Autumn 2024 Autumn 2025

trend has shifted from downsizing following

the onset of the COVID-19 pandemic to (n=1,278) (n=1,795) (n=1,648) (n=1,566) (n=1,705) (n=1,693) (n=1,555)

sustained expansion. [Actual) [Potential]
N Expanded :_ _____Eo_ns_id_e:ir:g_e;p;r:s;); _____________ C_or_w;d;r;(; l;u_t ;a:\c_el;(;/;u_sp_e:\d_e;-i
. Downsized : [ Considering downsizing Considered but canceled/suspended :
== D| (Expansion total - downsizing total) (All respondents) 9
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1.1. Changes over the past year

20.7% of companies reported increase in rent per tsubo,

the years

(o Xy max

continuing an upward trend over

In terms of changes in rent per tsubo, 20.7%
of companies said it “increased,” more than

those that said it “decreased” (1.0%),
indicating an upward trend in rent (Figure 6
(red frame)).

Looking at the trend over time, the
percentage of companies that said rent
"increased" has been on the rise since the
Autumn 2021 survey.

Figure 6: Change in Rent per Tsubo

0% 20% 40% 60% 80% 100%

% 12.0% .)%
-
Spring 2017 (n=1,073) . o 13 1%
-

Autumn 2016 (n=1,124)

N

Autumn 2017 (n=1,294) . o 12.1%
|

» 10.2%
\ \
y 9.7%
D \ | |
19.0%‘

9.3%
\

13.9%

Spring 2018 (n=1,250)
Autumn 2018 (n=1,352)

Spring 2019 (n=1,278)
Autumn 2019 (n=1,386)
Spring 2020 (n=1,795)

Autumn 2020 (n=1,798) 10 4%
Spring 2021 (n=1,648) , 11 2%
Autumn 2021 (n=1,503) . o 11 6%
Spring 2022 (n=1,537) . o 11 4%
Autumn 2022 (n=1,566) . o 12.2% |
Spring 2023 (n=1,722) . o/ 13.0%
Autumn 2023 (n=1,705) _ \ 12.1% |
Spring 2024 (n=1,836) 11.0% |
Autumn 2024 (n=1,693) \ 10.2%‘

"/ |

Spring 2025 (n=1,769) 4% 11.5%

NN |
0% 9.5%

;
Autumn 2025 (n=1,555) |

M Increased M Unchanged ' Decreased = Don't know M No answer

(All respondents)
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1.1. Changes over the past year
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18.0% of companies with no change in office size reported increase in rent per tsubo

When examining changes in rent per tsubo by
changes in office size, the percentage of

Figure 7: Change in Rent per Tsubo — By Change in Office Size

companies that reported an increase in rent 0% 20% 40% 60% 80% 100%
per tsubo was 50.4% among companies that Autumn 2019 (n=120) ﬁ_w" 5 8%
“expanded" their office size and 27.3% Autumn 2020 (n=94) msf% 13.8%
among companies that “downsized,” both Autumn 2021 (n=79) -ﬂ_.l% 12.7%
exceeding the percentage reporting a Expanded  Autumn 2022 (n=84) -_8_3% 10.7%
decrease (Figure 7). Autumn 2023 (n=124) [T A4 8%  8.1%
Autumn 2024 (n=119) L A e s.0%  7.6%
Among the companies with “unchanged” Autumn 2025 (n=117) m_% 12.0%
office size, 18.0% responded that their rent Autumn 2019 (n=1,200) _% 8.3%
per tsubo “increased.” Given the rise in Autumn 2020 (n=1,599) _% 9.4%
market rent levels, we believe that a certain Autumn 2021 (n=1,255) % 10.5%
number of cases occurred where rents Unchanged Autumn 2022 (n=1,341) _% 11.1%
increased upon contract renewal, even for Autumn 2023 (n=1,470) _% 11.4%
tenants who did not relocate. Autumn 2024 (n=1,492) [ECEZNZE 0B % 9.2%
Autumn 2025 (n=1,359) _;% 8.4%
Autumn 2019 (n=39) E_ 23.1% 15.4%
Autumn 2020 (n=84) IFERCTI T Ess% I 13.1%  14.3%
Autumn 2021 (n=135)  |EEEEEZENEZE%GI  20.7% 12.6%
Downsized  Aytumn 2022 (n=119) EEEELA 0 B29% i 16.8% 16.8%
Autumn 2023 (n=90) IS S I 13.3%  18.9%
Autumn 2024 (n=61) I NCE7R I 39I3% Y 11.5% 26.2%
Autumn 2025 (n=55) _ 21.8% 9.1%
m Increased m Unchanged Decreased Don't know

(All respondents; excerpt)
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1.2. Future intentions

Intentions to expand unchanged after continued rise since Spring 2021

In terms of future office size (up to 2-3 years Figure 8: Future Change in Office Size

ahead), 18.0% of the companies said they

0 0 0, [0} o) 0,
“want to expand,” more than those who said 0% 20% 40% 60% 80% 100%
they “want to downsize” (5.5%) (Figure 8 (red Spring 2017 (n=1,073) 17.2% 8% 29.7%
frame)). = |
Spring 2018 (n=1,250) 23.5% .6% 23.0%
. AN |
When compared over time, the percentage of Spring 2019 (n=1,278) 53.9% 6% 20.3%
companies that “want to expand,” which had _ \ |
been increasing since hitting bottom in the Spring 2020 (n=1,795) ﬂ 14.3% - 19.3%
. . /
Spring 2021 survey, remained unchanged Spring 2021 (n=1,648) |[RILA 16.4% 15.8%
and has not returned to pre-pandemic levels Autumn 2021 (he1503) _O— . . |
utumn n=1, . o .
(i.e., prior to the Spring 2019 survey). 6 - ~ — \
Spring 2022 (n=1,537) 12.0% 10.7% 16.8%
| |
Autumn 2022 (n=1,566) 12.0% 10.2% 17.2%
\ |
Spring 2023 (n=1,722) 15.6% 6.3% 15.8%
1 4 |
Autumn 2023 (n=1,705) 16.8% 7.5% 17.5%
N ~ |
Spring 2024 (n=1,836) 19.2% 5.1% 14.3%
/
Autumn 2024 (n=1,693) 19.0% 6.2% 18.8%

Spring 2025 (n=1,769)

18.5%

iAutumn 2025 (n=1,555)

! 18.0%

B Want to expand

Want to downsize

m Will not change

~
5.3% 14.6%
/
5.5% 16.1%

Don’t know

(All respondents) 12
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1.2. Future intentions
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Intentions to expand significantly outweigh intentions to downsize regardless of office

location or number of employees

Here, we compare companies’ future intentions for office size by attribute. By office location, the percentage of companies that “want to expand” significantly exceeded those that “want to
downsize” across all groups. However, compared to past surveys, the percentage of companies in Nagoya City and Fukuoka City that “want to expand” has decreased (Figure 9).

By number of employees, the percentage of companies that “want to expand” also exceeded those that “want to downsize” across all groups (Figure 10). However, among large companies
with 1,000 or more employees, the proportion those that “want to expand” (16.5%) decreased by 3.6 ppts compared to the Autumn 2024 survey, a significantly larger decline than in other

groups.

Figure 9: Future Change in Office Size — By Office Location

0% 20% 40% 60% 80% 100%
Autumn 2022 (n=947) E_n.;% 15.73/0
Tokyo's 23 Autumn 2023 (n=988) _7.9% 16.0%
wards Ajtumn 2024 (n=960) .8% 17.2%
Autumn 2025 (n=879)  |EEFEIRAENS707% S 2% 17.0%
Autumn 2022 (n=173)  |EIGZN57:2% i 9.8% 21.4%
_ Autumn 2023 (n=196)  [FENEEANINSZA 0. 2%  20.9%
Osaka City
Autumn 2024 (n=191)  |EEREENINSZEGIIINE 2% 27.7%
Autumn 2025 (n=188)  |EESZCZENIINSESIIIIN0.0%  19.1%
Autumn 2022 (n=82)  [ETGEANINS6% s 5% 24.4%
 Autumn 2023 (n=113) e A% 2l 7%  15.9%
Nagoya City 1 tumn 2024 (n=135) e 7% B 7%  14.8%
Autumn 2025 (n=131) .8% 16.8%
Autumn 2022 (n=80)  |EECEAINeE 8% 2i5% 13.8%
Autumn 2023 (n=77)  |EEEEEEAEENSAS o 5% 16.9%
Fukuoka City
Auturmn 2024 (n=98)  |PENGTRNNASIO% NG 1% 18.4%

Autumn 2025 (n=73) %19.2%

i

Want to downsize Don't know

(All respondents; excerpt)

M Want to expand  ® Will not change

Figure 10: Future Change in Office Size — By Number of Employees

0% 20% 40% 60% 80% 100%

1 1 1 1 y

Autumn 2022 (n=754) 9.0% 15.1%

|

Less than  Autumn 2023 (n=852) 18.8% 8% 15.1%
100 Autumn 2024 (n=835) 19.4% 5.7%  17.0%
Autumn 2025 (n=801) 19.0% 5.4%13.5%
Aotorm 2022 (n=531) _ EEEISS o 6% 16.6%
Adtumn 2023 (n=551) | ERENSSSGMs 2% 17.4%
100-999
Autumn 2024 (n=559) IS SS OF NS 5% 15.5%
Adtumn 2025 (n=436) |0 7SS 5% 16.5%
Autumn 2022 (n=276) _ 14.1% 19.9%
1,000 or Autumn 2023 (n=297)  [IREER 9.8% 24.2%
more

Autumn 2024 (n=293) .8% 23.9%

|

Autumn 2025 (n=260) 7% 22.7%

|

Want to downsize Don't know

(All respondents; excerpt) 13
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1.2. Future intentions
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Over 20% of companies in the information and communications and construction sectors
“want to expand,” an increasing trend over time

When looking at future intentions by sector,
“Want to expand” also outweighed “Want to
downsize” across all sectors (Figure 11).

In particular, the percentage of “Want to
expand” was more than 20% in the
information and communications and
construction sectors, showing an increasing
trend over time.

Figure 11: Future Change in Office Size — By Sector
0%

20% 40% 60% 80% 100%
: L L L L |
Autumn 2022 (n=287) | BT 36 8. 7% 18.5%
) Autumn 2023 (n=335) IR S 7S 7.8% 16.1%
Services, n.e.c.
Autumn 2024 (n=354)  |EFERCEEEE S sE s 6% 18.1%
Autumn 2025 (n=299) NS HIE 7% 14.7%
Autumn 2022 (n=250) | IEEEEEERES6I0% I 16.0% 13.6%
Information and ~ Autumn 2023 (n=280) |G S oS ©.3% 17.9%
communications autumn 2024 (n=258) | NsEE G 7 0% 17.1%
Autumn 2025 (n=262) 23.304 0% 16.80
Autumn 2022 (n=271) 9.2% 18.8%
. Autumn 2023 (n=272) |FNCIS7 7S 5.6% 20.6%
Manufacturing ( )
Autumn 2024 (n=282) |IFEEEN 0. 7% 18.4%
Autumn 2025 (n=249) IS 7 2% 16.9%
Autumn 2022 (n=216) [IEEANEE 0% e.9%  19.4%
Wholesale and retail ~ Autumn 2023 (n=243)  |IFEREN G TS 7.0%  16.5%
trade Autumn 2024 (n=238) IR SZEE5.9%  18.9%
Autumn 2025 (n=219) | SO RS 5% 16.7%
— N Autumn 2022 (n=126) _ 12.7% 11.9%
Scient
e ool Autumin 2023 (n=124)  |EEEVC N Es e A 0568, 9%
professional and
technical services  Autumn 2024 (n=140) | 0SS 7% 16.4%
autumn 2025 (n=132)  [IIECEEEN G2 3% 12.9%
Autumn 2022 (n=93)  |EZEE N 65I6 % 10.8%  16.19%
Construction Autumn 2023 (n=113) [FEEEEEN N EEs  21.2%
Autumn 2024 (n=98)  |IEEVAETINS7EGIZI0%  23.5%
Autumn 2025 (n=88)  |IEVETEEENSeEss 4% 18.2%
Autumn 2022 (n=51)  [EEECER I SEEmI 13.7%  15.7%
. . Autumn 2023 (n=56) RN G2 10.7%  14.3%
Finance and insurance
Autumn 2024 (n=54) [T SO0 9.3% 22.2%
Autumn 2025 (n=44)  [IEEEEENSESEN 11.4%  18.2%

m Want to expand g Will not change Want to downsize Don't know

(All respondents; excerpt)
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2. Factors affecting office demand

1. Coming-to-office ratio

2. Percentage of desks, perception of office size, business sentiment
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2.1. Coming-to-office ratio

Around 80% of companies continue to adopt telework

With a coming-to-office ratio of 100% Figure 12: Actual Coming-to-Office Ratio
meaning all employees came to the office, we 25% - 2 3%
asked companies’ current average coming-to- Average: 71.0% o

office ratio (Figure 12).
20% A

At the time of the survey, 22.3% of the

companies reported “100% (Come to office

full time),” indicating that the remaining 77.5% 15%
continued to adopt telework to varying

degrees.

Continue telework: 77.5%

10%
The average value* was 71.0%.

*The average value was calculated by adopting the central
number within the range indicated by each choice: 5% for
“1%—9%,” 14.5% for “10%—19%,” 24.5% for “20%—29%,”

5% -

etc.
0%
) )
] 6\0 o cb<>\° o,°\° 0)0\0 °)°\° q°\° q°\° cb<>\° c>,°\° 0)0\0 ) é@
N o YL R VAN
A \, O O O Ol Ol O O O O A
(\"K .\,Q ’19 ,,’0 Q (,’Q Q)Q /\Q \\) QQ (,Q‘K
& &
@ o
$° (,06\
s
o

(All respondents excluding 'Don't know' (n=1,527)) N

The percentage mix in the charts contained in this report is rounded to the first decimal place and, therefore, may
not add up to 100%.
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2.1. Coming-to-office ratio

Around half of companies adopt a hybrid work model with a higher proportion of employees
coming to the office (60-99% coming-to-office ratio)

We divided the coming-to-office ratio of Figure 13: Actual Coming-to-Office Ratio (Comparison over Time)

largely unchanged.

Spring 2025 (n=1,744) 46.0% 71.5%

*The average value was calculated by adopting the central
number within the range indicated by each choice: 5% for
“1%—-9%,” 14.5% for “10%—19%,” 24.5% for “20%—29%,”

Figure 12 into five levels--0% (Telework full 0% 20% 40% 60% 80% 100%
time), 1%—-39% (Tend to telework), 40%—-59% . . . . . Average
(50/50), 60%-99% (Tend to come to office), Autumn 2020 (n=1,774) 15.2% 38.8% = 65.4%
and 100% (Come to office full time)--and
compared the results with previous surveys Spring 2021 (n=1,634) 16.5% 36.8% 62.0%
(Figure 13). Autumn 2021 (n=1,490) 14.5% 40.0% H 63.8%
+100% (Come to office full time)” peaked in Spring 2022 (n=1,524) 13.2% 39.9% H 64.3%
the Spring 2023 survey and has since
gradually declined, reaching 22.3% in this Autumn 2022 (n=1,540) 16.3% 40.7% [72000% 7 66.7%
latest survey. Meanwhile, “60-99% (Tend to ) _— H
come to office)” has increased, with 47.0%— Spring 2023 (n=1,711) 13.3% 41.0% \ | 70.7%
roughly half—of companies adopting a hybrid Autumn 2023 (n=1,673) 11.6% 43.1% 70.8%
work model with a higher proportion of / H
employees coming to the office. The average Spring 2024 (n=1,813) 44.4% 71.6%
coming-to-office ratio was 71.0%, remaining \ =
Autumn 2024 (n=1,664) 12.3% 44.7% 69.9%
[ |
|
. 22.3%

Autumn 2025 (n=1,527) 11.6% | 47.0% 71.0%

3.1%
etc.
B 0% (Telework full time) M 1%-39% (Tend to telework)
40%-59% (50/50) | 60%-99% (Tend to come to office) |

1 100% (Come to office full time)

(All respondents excluding 'Don't know') 17
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2.1. Coming-to-office ratio

Less than 20% come to office full time in Tokyo’s 23 wards; telework taken root more
than in other regions

Looking at the coming-to-office ratio by office location, the percentage of “100% (Come to office full time)” was less than 20% and the average coming-to-office ratio was
66.2% in Tokyo’s 23 wards, indicating that teleworking has been firmly established more than in other regions (Figure 14). Furthermore, while Fukuoka City has a high
average coming-to-office ratio of 81.8%, the proportion of “100% (Come to office full time)” is showing a downward trend.

By number of employees, only around 10% of large companies with 1,000 employees or more embraced a coming-to-office ratio of “100% (Come to office full time),”
suggesting that telework has become an established practice. On the other hand, while “100% (Come to office full time)” was more than 20% among small companies
with less than 100 employees, the average figure was not significantly different from large companies (Figure 15).

Figure 14: Actual Coming-to-Office Ratio — By Office Location Figure 15: Actual Coming-to-Office Ratio — By Number of Employees

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80%  100%
| L | ! ! Average | . . . \ Average
Autumn 2022 (n=930) 1%% USRS 18.2% 39.8% 15:3%1 52.6% Autumn 2022 (n=745) AH} 219%13.8%  35.3% 25109 66.1%
— /. T 0
Tokyo's Autumn 2023 (n=970) N 22.3% 12.3% 42.5% 20.4% 66.2% Less than Autumn 2023 (n=839) _ 1919%711.1% 33.8% 31.2% 69.6%
Z , N
23 wards Autumn 2024 (n=945) 4%019.0% 14.6% 43.5% 1816% 66.0% 100 Autumn 2024 (n=828) > 9/17 A%713.9% 37.79% D5 65.0%
Autumn 2025 (n=861) ! 2013%713.0% 44.7% IBI2%M 66.2% 511%
3 Autumn 2025 (n=790) _0/19 0%112.3% 38.5% 2419% 67 .5%
Autumn 2022 (n=170) 0 40.0%12.9% 42.9% 33.5% 79.0% n 2023 (n=518) . . - —
Osaka Autumn 2023 (n=190) '54% 11.1%  40.5% 39.5% 81.3% utumn n=518) . JEEENISEY — M 70.6%
City Autumn 2024 (ﬂ=188) |.14 49%8.5% 46.3% 30.3% 76.5% 100-999 Autumn 2023 (n=543) 0 13 8%59.9% 53.2% 22.8% 75.0%
Autumn 2025 (n=188) -GL g% 11.29% 47.3% 34.0% 81.5% Autumn 2024 (n=549) "If%.ﬁ%ﬁ.‘l"/o 52.8% 281B% W 74.7%
0,
Autumn 2022 (=81)  Bi8S.6% 53.1% 2814%m 79.1% Autumn 2025 (n=476) ﬁ',fyﬁ%.o‘vo 57.4% 22.7% /7.9%
Nagoya Autumn 2023 (n=111) 9I0%5.4% 60.4% 252% 51.4% Autumn 2022 (n=272) 26.8% 24.3% 37.9% 0% 61.3%
City Autumn 2024 (n=135) 10W@%8.1% 48.9% 32.6% 80.7% 1,000 Autumn 2023 (n=287) 2002% " 16.4% 51.2% 1212% 67.0%
Autumn 2025 (n=129) 718% 6.2% 56.6% 29.5% 82.3% or more Autumn 2024 (n=283) 12‘2/3% 14.8% 49.8% 129725 66.8%
Autumn 2022 (n=78)  [IS9% 10.3%  42.3% 35.9% 80.4% Autumn 2025 (n=255) [16:9%014.1% 54.5% 13579669.7%
Fukuoka Autumn 2023 (n=76)  [I9%7.9% 46.1% 36.8% 81.9% 0:8%
City  Autumn 2024 (n=96) 1 $0%%5.2% 53.1% 31.3% 81.6% m 0% (Telework full time) 1%-39% (Tend to telework)
Auturmn 2025 (n=71) o19952.8% 62.0% 25.49% 81.8% 40%-59% (50/50) 60%-99% (Tend to come to office)

m 0% (Telework full time)
40%-59% (50/50)

100% (Come to office full time)

1%-39% (Tend to telework)
60%-99% (Tend to come to office)

(All respondents excluding 'Don't know'; excerpt)

100% (Come to office full time)

(All respondents excluding 'Don't know'; excerpt)
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2.1. Coming-to-office ratio

“100% (Come to office full time)” on downward trend even in “Wholesale and retail trade”
and “Construction” sectors with high coming-to-office ratios
Figure 16: Actual Coming-to-Office Ratio — By Sector

Figure 16 shows coming-to-office ratios by

0% 20% 40% 60% 80% 100%
sector. ) ) ) ) ) Average
Autumn 2022 (n=283) ,m 15.5% 37.5% 198 %m 64.2%
3|
The highest average coming-to-office ratio Services, n.e.c. Autumn 2023 (n=331) I 12.7% 39.0% 86.5%
ded in “wholesale and retail trade” Autumn 2024 (n=348) SIS osm 12.1% 44.3% ST 66.1%
was recorded in “wholesale and retail trade Autumn 2025 (n=290) _ imit5:0%mes  13.1% 46.9% L Bz3Ym— 66.7%
(81.9%), while the lowest was in “information Autumn 2022 (n=248) 21.0% 25.8% 16:9%1 47.6%
and communications” (55.7%), indicating Information and Autumn 2023 (n=275) 15.6% 40.4% PSRN 56.0%
ianifi i b communications Autumn 2024 (n=253) 19.8% 35.2% II2I6% 56.4%
significant differences by sector. Autumn 2025 (n=261) 17.2% 36.0% L0879 55.7%
Autumn 2022 (n=266) _Jises16m9%6mmm 21.8% 43.2% 7% 68.0%
However, even in the wholesale and retail Manufacturing Autumn 2023 (n=268) ”'h 12.7% 46.3% 26 Y 75.1%
; ; = . " 226 72.
trade and construction sectors, which have Autumn 2024 (n=279)  BemestBi6%mmn 11.1% 47.0% 72.2%
lativelv hiah ina-to-offi Autumn 2025 (n=242) 9.5% 50.0% 2 CE Y/ 73.7%
relatively high average coming-to-oitice Autumn 2022 (n=214) | 10.7% 44.9% SR 77.4%
ratios, the proportion of “100% (Come to Aut 2023 (n=238) |M6%1  9.7% 44.5% 382 81.5%
prop ° ( Wholesale and retail trade utumn (n ) 7.9% 48.9% 0 90/0
office full time)” has been declining over time. Autumn 2024 (n=235) _|s8:0%m o
Thi ts that hvbrid ki di Autumn 2025 (n=216) [615% 8.3% 55.6% 2916 Y 81.9%
IS suggests that hybrid work Is expanding o Autumn 2022 (n=124) , 28w 17.7% 41.1% L69%men 64.7%
across all sectors. mfsei';gtn':f;:fta;ccﬁéical Autumn 2023 (n=123) 6.5% 34.1% E29i3Y 65.6%
P services Autumn 2024 (n=138) 12.3% 46.4% I1310%m 61.8%
Autumn 2025 (n=132) 12.1% 42.4% 2207/ 67.4%
Autumn 2022 (n=91)  |i#id%s  11.0% 54.9% 26 80.4%
= 9 9 S 336% 9
Construction Autumn 2023 (n=110) [Z:3% 10.0% 49.1% 82.0%
Autumn 2024 (n=98)  §u%  9.2% 57.1% 2816 Y% 82.6%
Autumn 2025 (n=85) , jfstitn 11.8% 54.1% 259 %m— 79.8%
Autumn 2022 (n=51)  [i3:7%mm  13.7% 58.8% 3% 71.3%
= 18.2% 52.7% iS5 69.7%
Finance and insurance Autumn 2023 (n=55) | 14.5% b
Autumn 2024 (n=53)  |mom%m  13.2% 52.8% 245 77.5%
Autumn 2025 (n=44)  |eeml8R%me6.8% 56.8% IEBRY% 74.4%
m 0% (Telework full time) M 1%-39% (Tend to telework) 40%-59% (50/50)
60%-99% (Tend to come to office) m 100% (Come to office full time)

(All respondents excluding 'Don't know'; excerpt) 19
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2.1. Coming-to-office ratio

The majority (64.6%) “will not change” their future coming-to-office ratio

When comparing coming-to-office ratios over Figure 17: Change in Coming-to-Office Ratio Over Past Year (Left) and

the past year, “No change” was the most Future Coming-to-Office Ratio Intentions (Right)
common response at 77.2%, significantly o
outpacing the second most common 4.99%, _1-? %o

response, “Increased” (15.9%) (Figure 17 15.99; 8.9%
(left)). The results indicate that the ratio has
stabilized after more than two years since the
reclassification of COVID-19 as a Class 5

infectious disease in May 2023.

6.6%

Regarding future coming-to-office ratio
intentions, “Will not change” (64.6%)
accounted for the majority (Figure 17 (right)),
suggesting that maintaining the status quo

appears to be the prevailing stance for the B Increased m Want to increase
time being. m Unchanged m Will not change
Decreased Want to decrease
Don't know Don't know/Leave it to employees
(All respondents (n=1,555)) (All respondents (n=1,555))

20
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2.1. Coming-to-office ratio

Large companies that kept coming-to-office ratios low during pandemic saw a return to
office over past year

Comparing changes in coming-to-office ratios over
the past year and future intentions (Figure 17) by
number of employees revealed distinct
characteristics based on company size.

First, regarding changes in coming-to-office ratios
compared to one year ago, larger companies
showed a higher proportion reporting an increase,
suggesting employees are returning to the office
from telework (Figure 18).

On the other hand, no significant difference was
observed in the proportion of respondents who
answered “Want to increase” regarding future
coming-to-office ratio intentions. Instead, the
proportion of those who answered “Don’t
know/Leave it to employees” tended to be higher
among large companies (Figure 19).

Based on these factors, we can infer that the

reason for the significant change over the past year

is that, while large companies generally refrain
from actively boosting coming-to-office ratios,
instead leaving it to employee discretion, they kept
the ratio low during the COVID-19 pandemic
(Figure 15).

Figure 18: Change in Coming-to-Office Ratio Over Past Year — By Number of Employees
0% 20% 40% 60% 80% 100%

5.2% — 2.0%

Less than 100 (n=801)
100-999 (n=486) 9% 1.4%

1,000 or more (n=260) 7% 1.9%

Don't know

Decreased

M Increased m Unchanged
(All respondents; excerpt)

Figure 19: Future Coming-to-Office Ratio Intentions — By Number of Employees

0% 20% 40% 60% 80% 100%

0% 17.5%

Less than 100 (n=801)
100-999 (n=486) 21.2%

1,000 or more (n=260) 24.6%

Want to decrease

M Want to increase m Will not change Don't know/Leave it to employees
(All respondents; excerpt)
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2.1. Coming-to-office ratio

Top initiative to increase coming-to-office ratio: “Establishing company-wide attendance
rules and policies”

Figure 20 shows the results of asking companies Figure 20: Initiatives Implemented to Increase Office Coming-to-Office Ratios

implementing initiatives to increase coming-to-

office ratios about the specifics of those initiatives. 0% 20% 40% 60%
The top response was “Establishing company-wide Establishing company-wide attendance rules and

attendance rules and policies” (52.7%), policies 52.7%
significantly outpacing other items. Only 18.6% of Establishing attendance rules and policies at the

companies answered “Discontinuing or restricting department level

frequency of telework,” while efforts such as

establishing rules and “Creating offices that Creating offices that employees want to come to

employees want to come to” are being prioritized.

Discontinuing or restricting frequency of telework
Furthermore, when examining characteristics by
number of employees, we found that initiatives

) ) . Adding more desks in work areas
related to office environment improvements—such

as “Creating offices that employees want to come Adding more meeting rooms and remote meeting
to” and “Adding more meeting rooms and remote spaces within the office
meeting spaces within the office”—were

implemented at a higher rate by larger companies. Holding events or providing benefits (e.g., prizes)
On the previous page, we noted that larger

companies have seen higher office attendance Restricting use of external satellite office* services
rates over the past year (Figure 18). These efforts

to create offices employees want to come to may Other
also be contributing to the increase in coming-to-

office ratios.

(Excluding 'None in particular/Not trying to increase coming-to-office ratio' (n=499); MA)

*Satellite office: A general term for workplaces established for teleworing, separate from the main office or home

22
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2.2. Percentage of desks, perception of office size, business sentiment

32.4% feel current office is “(Very/somewhat) small”

We calculated the percentage of desks provided to
office occupants by companies based on the
number of office occupants and desks at the time
of the survey. We then sorted the results into three
groups: “Less than 100%,” “100%,” and “More than
100%” (Figure 21).

The largest group (54.3%) were companies with
desks for “more than 100%” of office occupants
accounted for the most, while the smallest group
(22.1%) were companies with desks for “less than
100%” of office occupants.

As for how companies felt about the size of their
current office, 32.4% replied they felt their office
was either “very small” or “somewhat small,” while
13.3% felt it was “very large” or “somewhat large”
(Figure 22 (red frame)).

Since the Spring 2021 survey, “(Very/somewhat)
small” had been on an upward trend, while
“(Very/somewhat) large” had been on a downward
trend. This time, however, both declined. As
changes in the coming-to-office ratio have leveled
off, changes in perceptions of office size also
appear to have stabilized.

Figure 21: Percentage of Desks to Number of Office Occupants

0% 20% 40% 60% 80% 100%
54.3% 6.1%
W Less than 100% m 100% More than 100% No answer
(All respondents (n=1,555))
Figure 22: Perception of Office Size
0% 20% 40% 60% 80% 100% Sum of Sum of

| 1 1 1 1 J

'Small' 'Large’

— 2%
Autumn 2016 (n=1,124) p_ 52.9% 10.9% > 33.0% 12.9%
| | B A
Autumn 2017 (n=1,294) m 50.0% 12.4°/§ (FS% 32.6% 16.0%
. 0\ |
Autumn 2018 (n=1,352) h_ 46.5% 10.9% i% 39.1% 13.6%
| )
| |
Autumn 2019 (n=1,386) 47.5% 10.2%*6% 39.1% 12.9%
2.7%
[
Autumn 2020 (n=1,798) k_ 44.9% 14.9% m-o‘%so.s% 23.9%
Spring 2021 (n=1,648) ﬁ_ 48.1% 18.0% HJ%M.B% 25.3%
0.
| [
Spring 2022 (n=1,537) 50.6% 15.9% MZ% 26.4% 20.8%
/ |
Autumn 2023 (n=1,705) E_ 52.1% 12.2% ﬂS% 29.6% 15.8%
3.6% !

\ |
Autumn 2024 (n=1,693) b_ 49.3% 11.1% WB2% 34.4% 14.1%
\ 21004
h H el el
adtumn 2025 (n=1,555) | h_ 52.3% 10.5% %% 32.4% 13.3%
2 o

M Very small ® Somewhat small

Right size =~ Somewhat large m Very large m Don't know

(All respondents) 23
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2.2. Percentage of desks, perception of office size, business sentiment

Business sentiment DI remained positive but flat

(o Xy max

Figure 23 shows the business sentiment DI,
which is the sum of the percentages of “good”

Figure 23: Business Sentiment

and “somewhat good” business sentiments 40% 1
for one’s own company minus the sum of the 30% 4
percentages of “bad” and “somewhat bad” -
sentiments, based on the following five-point § 20% I I
scale: “Good,” “Somewhat good,” “Neither
good nor bad,” “Somewhat bad,” and “Bad.” 10% - . 5.3
3.1 [HEA WAL 6.6%
In this survey, the sum of “Good” and = 0% 1 ‘ L 0‘ 24
“Somewhat good” was 29.1%, and that of :
“Bad” and “Sgomewhat bad” v/\(/:ls 23.8%. 10% 1 e 25.0% ] e 18'7%
0 -
The DI stood at 5.3, remaining positive o 5.7% - 5.1% EER
following the Autumn 2024 survey but E 30% - . -
showing little change.
40% -
50% -
| 60%
Autumn Autumn Autumn Autumn Autumn Autumn Autumn
2019 2020 2021 2022 2023 2024 2025
(n=1,386) (n=1,798) (n=1,503) (n=1,566) (n=1,705) (n=1,693) (n=1,555)

I Good mmm Somewhat good

Somewhat bad mmmBad e=—DI

(All respondents; excerpt)
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3. Work styles and the workplace

1. Usage and challenges of the main office
2. Work styles and telework

3. Human capital management and evaluation

25



3.1. Usage and challenges of the main office

(o Xy max

Major focuses when implementing office strategies include “Productivity improvement” and
“Improvement of employee satisfaction”

When we asked companies their major
focuses when implementing office strategies,
the top responses included “Productivity
improvement” (64.4%), “Improvement of
employee satisfaction” (56.8%), and
“Employee motivation enhancement” (47.5%)
(Figure 24).

These elements directly impact employee
experience and performance, and their
importance has grown significantly in the
context of human capital management in
recent years. The situation where offices are
required to fulfill diverse roles following the
COVID-19 pandemic continues to be firmly
established.

Figure 24: Major Focuses When Implementing Office Strategies

0% 20% 40% 60% 80%

| 1 1 1 J

Productivity improvement
Improvement of employee satisfaction

Employee motivation enhancement

Operational (work) efficiency

More active internal communication
Improvement in work engagement
Reduction of office costs

Strengthening hiring; reducing turnover rate

Better work-life balance for employees

Enabling employees to refresh or improve health
(well-being)

Support for balancing work and child/elderly care

Improvement in customer service/satisfaction
BCP (business continuity plan for disasters, etc.)
Promoting digital transformation in workplace
Encouraging innovation; creating new businesses
SDGs*1 and ESG*2 considerations

Diversity and inclusion

Other

None in particular; don't know

(All respondents (n=1,555); MA)
*1 SDGs: Sustainable Development Goals
*2 ESG: Corporate value evaluation indicators based on non-financial information such as Environment, Social, and Governance
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3.1. Usage and challenges of the main office

Companies aiming to increase coming-to-office ratios prioritize productivity and
communication; those seeking to reduce the ratio focus on satisfaction

Figure 25: Major Focuses When Implementing Office Strategies — By Future Coming-to-Office Ratio

Figure 25 shows the results of comparing the

major focuses when implementing office Intentions
Strategies (Figure 24) by future coming—to— Future coming-to-office ratio intentions
office ratio intentions (Figure 17). Wart 1o Will ot Wart 1o “Dan't
. know/Leave it | Total
Among companies that responded they “want Increase change decrease . employess | (n=1,555)
. ” . ) ; {n=138) {n=1,004) i {n=103) ~
to increase” future coming-to-office ratios, a (n=310)
higher proportion focused on “Productivity Productivity improvement _ 65.5% 64.1% 56.8% 64.4%
improvement,” “More active internal Improvement of employee satisfaction 65.9%:  55.8% 50.0% 56.8%
communication,” and “Improvement in work Employee motivation enhancement 54.3% 45.7% 64.1% 44.5% 47.5%
engagement” compared to the overall total. Operational (work) efficiency 49.3% 43.3% 50.5% 43.9% 44.4%
More active internal communication 66.7% 40.7% 51.5% 38.7% 43.3%
On the other hand, among companies that Improvement in work engagement 47.1% 26.3% 40.8% 30.6% 30.0%
responded they “want to reduce” the coming- Reduction of office costs 31.9% 28.1% 38 8% 34.8% 38505
to-office ratio, the proportion that focused on Strengthening hiring; reducing turnover rate 34.8% 25.4% 34.0% 20.6% 25.9%
“Improvement of employee satisfaction,” Better work-life balance for employees 30.4% 21.1% 46.6% 27.1% 24.8%
“Employee motivation enhancement," “Better Enabling employeas to refresh or improve health {wel-being) 27.5% 21.3% 37.9% 22.3% 23.2%
work-life balance,” and “Refresh and improve Support for balancing work and child/elderly care 18.8% 16.0% 21.4% 16.5% 16.7%
health (well-being)” was relatively high. Improvement in customer service/satisfaction 18.8% 16.1% 12.6% 13.2% 15.6%
BCP (business continuity plan for disasters, ete.) 17.4% 13.6% 18.4% 15.8% 14.7%
These results suggest that differences in Promoting digital transformation in workplace 15.2% 9.4% 16.5% 10.6% 10.6%
corporate values regarding what to prioritize Encouraging innovation; creating new businesses 17.4% 6.6% 14.6% 10.3% B8.8%
in office investments are manifest as SDGs*1 and ESG*2 considerations 7.4% i 8.4% 7.4%
differences in office attendance policies. Diversity and inclusion : : ————
Other BGEL™S
e PP et g 16&%92%

(All respondents (n=1,555); MA)
*1 SDGs: Sustainable Develapment Gaals
*2 ESG: Corparate vakie evaliation indicators based on non-finandal nformation such as Environment, Sodal, and Gavemanos 27
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3.1. Usage and challenges of the main office

Companies want to add/introduce “booth/private room for remote meetings” in their office
in the future

We asked companies about existing diverse
spaces in their main office*' and those they wish to
add or introduce in the future (Figure 26).

In terms of existing spaces (left chart), the top
responses were “Fixed desks” (79.2%), “Meeting
room (private)” (67.9%), and “Open meeting space
(53.1%).

Regarding spaces that companies want to add or
introduce in the future (right chart), the percentage
of “None applies” (47.9%) was high, indicating that
many companies felt their current layout was
sufficient. Iltems with relatively high response rates
included “Booth/private room for remote meetings”
(16.9%), “Meeting room (private)” (15.6%), and
“Space for refreshing” (13.1%). As confirmed in
Figure 13, with hybrid work involving more office
attendance becoming established, office layouts
supporting such work styles through ABW*2 are
expected to become more available.

*1 Main office: Refers not to decentralized offices (e.g., satellite Boc—th}pnvate room for 8.2% 6.1%
offices) for teleworking but to the traditional office where employees phone calls
congregate. Other 1.90%

*2 ABW (Activity Based Working): Providing diverse work areas
tailored to different tasks, such as booths for concentrating and
spaces for team collaboration.

Figure 26: Space Currently Available in the Office (Left) and
Space Companies Wish to Add/Introduce in the Future (Right)

Fixed desks

Meeting room (private)

Open meeting space

Hot desking*1

Booth/private room for
remote meetings

Space for refreshing*2

Space for concentrating
Canteen, café space

Group hot desking*3

Space for collaborating with
outside parties

None applies

0%

20% 40% 60% 80%

W Space currently

available

2.5%

*1 Hot desking: Desks that can be chosen by individuals freely
*2 Space for refreshing: Space provided to refresh the mind and body. It is not only used for resting, but also for improving health or
II"IVI orating communication among employee
roup hot desking: Desks within a eS|gnated area of the department or team, etc., that can be chosen by individuals freely

0% 20%  40%  60%

5.7%

3.4% m Space companies

2.80% wish to

add/introduce

47.9%

(All respondents (n=1,555); MA)
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3.1. Usage and challenges of the main office

Top issue of main office: “Lack of meeting rooms or space for remote meetings”

Figure 27: Problems and Challenges Concerning the Main Office

When we asked companies experiencing
challenges with their main office about the
specific challenges they faced, “Lack of
meeting rooms or space for remote meetings”
ranked highest at 57.7%, significantly
outweighing other items (Figure 27).

This suggests that the shortage of meeting
rooms and space for remote meetings is
recognized as an urgent issue by many
companies, as such space are functions for
daily operations.

This was followed by “Failure to create a
place for communication or functions for
gathering” (24.2%) and “Lack of digitization
and loT (facial recognition system, tracking,
etc.) in the office” (16.6%). The results
suggest that the roles and functions required
of the office are becoming more
sophisticated.

0% 20% 40% 60% 80%

Lack of meeting rooms or space for remot

meetings

Lack of a place for communication or
functions for congregating

Lack of digitalization/IoT in the office (e.g.,
facial recognition system, tracking)

Office not designed with well-being in mind

Not enough desks for the number of
employees coming to the office

Not sure of best balance between fixed desks
and hot desking

Inability to monitor/manage employees' on-
site status

Other

(Companies experiencing challenges in their main office (n=895); MA)
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3.1. Usage and challenges of the main office
“Lack of meeting rooms or space for remote meetings” relatively high in Tokyo’s 23 wards
and Osaka City

We examined the “lack of meeting rooms or
space for remote meetings,” the top challenge
concerning the main office, by office location
(Figure 28) and by number of employees
(Figure 29), comparing it with the Autumn
2024 survey.

By office location, the proportion of
companies experiencing shortages was
relatively high in Tokyo’s 23 wards and Osaka
City. In Nagoya City and Fukuoka City, the
sense of shortage appeared to have eased
compared to the Autumn 2024 survey
conducted one year prior.

By number of employees, the proportion
experiencing shortages was higher among
larger companies, reaching 63.5% among
those with 1,000 or more employees.

Figure 28: Lack of Meeting Rooms or Space for Remote Meetings — By Office Location
0% 20% 40% 60% 80%

60.8% (n=618)
57.4% (n=566)

Tokyo's 23 wards

W Autumn
i 54.1% (n=85)
Osaka City K60t (ho92) S04
B Autumn
i 66.7% (n=57)
Nagoya City 47.4% (n=57) roas
Fukuoka City 62.2% (n=45)

51.4% (n=37)

(Companies experiencing challenges in main office; MA; excerpt)

Figure 29: Lack of Meeting Rooms or Space for Remote Meetings — By Number of Employees

0% 20% 40% 60% 80%
54.3% (n=427)
53.0% (n=428)

Less than 100

m Autumn
- 64.6% (n=353) 2024
1007999 61.1% (n=293) B Autumn
65.2% (n=207) 2025

1,000 or more 63.5% (n=170)

(Companies experiencing challenges in main office; MA; excerpt)
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3.1. Usage and challenges of the main office

“Lack of meeting rooms or space for remote meetings” gradually being resolved in some

sectors vs. a year ago

The results by sector are shown in Figure 30. Figure 30: Lack of Meeting Rooms or Space for Remote Meetings — By Sector

In this latest survey, around 70% of 0% 20% 40% 60% 80%
companies in “Scientific research, f ‘ . ‘
professional and technical services” (69.6%), Services, n.e.c.
“Construction” (72.3%), and “Finance and
Insurance” (70.0%) cited a shortage of
meeting rooms as a challenge, with all
sectors showing an increase compared to the

]
65.1% (n=195)
58.0% (n=188)

53.7% (n=175)

Information and communications
52.5% (n=158)

61.3% (n=168)

Autumn 2024 survey. Manufacturing 61.2% (n=147)
m Autumn
Meanwhile, in “Information and . 63.0% (n=135)

R . } Wholesale and retail trade 52.3% (n=130) 2024
communications” (52.5%) and “Wholesale u Autumn
and retail trade” (52.3%), the figures Scientific research, professional 55.6% (n=72)
remained around 50%, indicating that the and technical services 69.6% (n=69) 2025
sense of shortage is gradually easing .
compared to the Autumn 2024 survey. Construction 59.3% (n=54)

72.3% (n=47)

58.5% (n=41)

Finance and insurance
70.0% (n=20)

(Companies experiencing challenges in main office; MA; excerpt)
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3.1. Usage and challenges of the main office
Groups experiencing lack of meeting rooms report lack of rooms for 1 person (booth/private

roomsfor remote meetings) and for 2—4 persons

Next, in Figure 31, we compared the types of Figure 31: Type of Meeting Rooms Companies Lack — By Perceived Shortage

meeting rooms currently lacking among

companies that answered there is a “lack of Left: Companies facing a shortage of meeting rooms (n=516) Right: Companies not facing a shortage of meeting rooms

meeting rooms or space for remote meetings” (n=1,039)
to the question in Figure 27 and those that did 0%  20% 40% 60% 0% 20% 40%  60%
not_ | I I 1 | L L 1

For 1 person (booth/private room for

47.5% 17.1%
As a result, among groups that identified a _remote meetings)
shortage of meeting rooms as a challenge, For 2-4 persons 46.9% 9.5%
the lack of meeting rooms for 1 person
For 4-10 persons 38.8% 8.4%

(booth/private room for remote meetings)
(47.5%) and for 2-4 persons (46.9%) was
particularly pronounced.

Meanwhile, even among groups that did not
perceive a shortage of meeting rooms, there
was a certain percentage of shortage across
all types, including space for 1 person
(booth/private room for remote meetings)
(17.1%). This suggests that, even in
companies where a shortage of meeting
rooms is not recognized as an overt
challenge, there may be a persistent lack of
meeting rooms on a daily basis.

For 10-20 persons
For more than 20 persons
Other

None in particular/Don't know

63.3%

(All respondents (n=1,555); MA)
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Approaches to the lack of meeting rooms are multifaceted, e.g., utilizing external resources

and improving operations

We asked respondents to describe measures currently being implemented or
considered to address the lack of meeting rooms. Figure 32 visualizes the responses as
a word cloud, generated after a morphological analysis to extract nouns, verbs, and
adjectives. The term “external” appeared most frequently, with others including “rental
meeting rooms,” “contract,” “rental,” and “shared office.” This suggests that many
companies are utilizing external flexible meeting room services to address shortages.

An analysis of 542 open-ended responses revealed that countermeasures for
addressing meeting room shortages primarily fell into the following four categories.
Below are some representative examples of responses.

1. Use of external services: “We have contracts with several external shared office
providers,” “Temporary use of nearby rental meeting rooms,” “We utilize co-working
spaces and rental spaces from various providers,” “We rent building-shared meeting
rooms on other floors.”

2. Layout changes and repurposing of spaces: “Installation of box-type remote
booths,” “Considering adding private booths,” “Creating an environment less prone to
sound leakage through layout changes,” “Using break rooms for internal meetings,”
“Partially converting executive offices into shared private rooms, utilizing them as
meeting rooms when not in use.”

3. Relocation/expansion: “Planning to expand during the next relocation while utilizing
external meeting rooms,” “Leasing additional small rooms within the same building,” “We
had no choice but to expand floor space.”

4. Operational improvements: “Encouraging remote meetings,” “Introduced a meeting
room reservation system,” “Promoting internal meetings in open spaces,” “Redesigning
and communicating rules based on visualization and analysis of meeting room usage,”
“Setting priority levels for each meeting body,” “Prohibiting no-show reservations.”

These responses indicate that addressing the shortage of meeting rooms involves
multifaceted efforts extending beyond securing physical space, including the utilization
of external resources and operational improvements.

Figure 32: Measures Implemented or Considered to Address Lack of
Meeting Room (Open-ended Responses)

;A
» A72 E%Eﬁlzab

e[z ggﬁw/a#/
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Note: Words that appear more frequently are displayed larger. Words irrelevant to interpretation, such as
“meeting room,"” “use,” “thing,"” “for,” and “our company,” have been excluded.
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3.1. Usage and challenges of the main office

About 30% of companies “already using” shared meeting room services

When asked whether they currently use Figure 33: Usage Status of Shared Meeting Room Services
shared meeting room services,* 29.8% of

companies responded that they are “already
using” them, while 14.7% said they are
“interested” (Figure 33).

As confirmed in Figure 32, many companies
are implementing or considering the use of
external services to address meeting room
shortages. Following the pandemic’s end, 18.4%
office supply and demand have become
particularly tight in city centers, driving up
rents and raising the barriers to relocation or
expansion. Given this background, the use of
flexible meeting room services is likely to
grow in the future.

W Already using
W Interested
Not interested

37 204 Don't know

*Shared meeting room service: A service that allows users
to rent small meeting rooms (for about 4 to 8 people)
located in nearby buildings or within their own building for
only the time needed, typically on a pay-as-you-go basis.
Corporate use is increasing as a solution to the lack of
meeting rooms within company offices and from the

perspective of optimizing office space efficiency. (A” respondents (n =1,55 5))
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3.1. Usage and challenges of the main office

Companies anticipate using shared meeting rooms when in-house meeting rooms are
unavailable

Figure 34 shows the results of presenting
multiple scenarios for how shared meeting
rooms (for 4 to 8 people) might be used and
asking respondents to select scenarios likely
to occur at their company.

The top response was “Use nearby shared
meeting rooms for internal meetings because
no company meeting rooms are available”
(60.9%), followed by “Use shared meeting
rooms near the client’s office for meetings or
business negotiations” (44.1%).

Figure 34: Use Cases of Shared Meeting Rooms

0% 20% 40% 60% 80%

Use nearby shared meeting rooms for internal meetings
because no company meeting rooms are available

60.9%

Use shared meeting rooms near the client’s office for

[0)
meetings or business negotiations 44.1%

Use nearby shared meeting rooms during business trips 0
for internal meetings or business negotiations 32.8%
Use them to discuss personnel or other matters I don't

25.1%
want employees to overhear

Use them as venues for recruitment interviews

Gather at a shared meeting room in a convenien
location accessible to everyone to hold face-to-face
meetings on a work-from-home day

8.4%

Use them as a base for limited-time projects, etc. 6.5%

Other 2.3%

(Excluding 'Don't know/Will not use in any situation' and no answers (n=989); MA)
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3.2. Work styles and telework

Approx. 60% of companies provide a place or policy for employees to telework

59.3% of the companies replied that at least Figure 35: Availability of Place or Policy for Telework

one of the foIIown'.lg three initiatives for 0% 20% 40% 60% 80% 100%
telework was available: “Work-from-home

policy,” “satellite offices provided by Spring 2017 (n=1,073) 0.8%

specialized operators,” and “satellite offices Autumn 2017 (n=1,294) %
owned or leased by the company” (Figure 35

Spring 2018 (n=1,250) .3%
(red frame)). W
Autumn 2018 (n=1,352) 0
It has remained flat since the Spring 2023 Spring 2019 (n=1,278) Eg !!/
survey. Autumn 2019 (n=1,386) g!! !!/
Spring 2020 (n=1,795) !!I!!/
Autumn 2020 (n=1,798) !E,!/
- ..
Autumn 2021 (n=1,503) 68.5%

Autumn 2022 (n=1,566)

Spring 2022 (n=1,537) .4/0
Yo
-

|
|
|
|
|
|
|
|
Spring 2021 (n=1,648) .1% |
|
|
|
|
|
|
|

Spring 2023 (n=1,722) 58.9%
Autumn 2023 (n=1,705) 58.4% /
Spring 2024 (n=1,836) *
Autumn 2024 (n=1,693) 59.7% ‘
 Autumn 2025 (n=1,555) | 59.3%
W Available = Not available

(All respondents)
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3.2. Work styles and telework

Both work-from-home policy and satellite office availability remained flat

Figure 36 shows the changes in the
availability of places and policies for telework

Figure 36: Availability of Work-from-Home Policy and Satellite Office

. . 0% 20% 40% 60% 80%
over time, namely work-from-home policies 1 1 1 1 J
and satellite offices.* Autumn 2017 (n=1,294) | 19.2%
Autumn 2018 (n=1,352) _ 18.5%
The availability of work-from-home policies Autumn 2019 (n=1,386) — 21.8%
peaked at 61.3% in the Autumn 2021 survey ’ e
= 0,
and has since declined, hovering around the Work-from-home Autumn 2020 (n=1,798) _ 51.2%
40% range after the pandemic subsided. In policy Autumn 2021 (n=1,503) _ 61.3%
this latest survey, the figure was 45.1%. Autumn 2022 (n=1,566) _ 60.0%
Autumn 2023 (n=1,705) _ 44.9%
- . ) o
The availability of satellite offices was 29.7%. Autumn 2024 (n=1,693) _ 48.8%
= o,
Both showed little change from the Autumn Autumn 2025 (n=1,555) _ 45.1%
2024 survey conducted one year ago, Autumn 2017 (n=1,294) - 10.2%
remaining flat. Autumn 2018 (n=1,352) | 11.5%
Autumn 2019 (n=1,386) | 20.2%
*Either “Using satellite offices provided by specialized
>ing satelils of videc Autumn 2020 (n=1,798) NN 17.0%
operators,” or “Establishing satellite offices owned or ) )
leased by the company”’ Satellite office®  Autumn 2021 (n=1,503) — 24.2%
Autumn 2022 (n=1,566) | 28.5%
Autumn 2023 (n=1,705) | 30.9%
Autumn 2024 (n=1,693) | 27.1%
Autumn 2025 (n=1,555) — 29.7%

(All respondents; MA)

*Either "Using satellite offices provided by specialized operators" or

"Establishing satellite offices owned or leased by the company"
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3.2. Work styles and telework

35.9% of companies wish to introduce satellite offices in the future

Figure 37 shows the initiative concerning the Figure 37: Initiatives for Telework Places or Policies to Be Implemented in the Future
place or policy for telework that companies
wish to implement in the future (up to 1-2

(o) 0, o) o)
years ahead), regardless of the current 0% 20% 40% 60%

situation.
45.1%
34.4% of companies intend to introduce a Work-from-home policy
“work-from-home policy,” lower than the
actual availability (45.1%).
m Actual
MW Intention

Meanwhile, the intention to introduce “satellite Satellite office*
offices” stood at 35.9%, higher than the actual
availability (29.7%) and also higher than the

intention to introduce a “work-from-home (All respondents (n=1,555); MA)
policy.” *Either "Using satellite offices provided by specialized operators" or
"Establishing satellite offices owned or leased by the company"
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3.2. Work styles and telework

“Use of generative Al” and “Support for employees’ skill improvement, self-learning,
recurrent training” hold potential for future growth

Figure 38 shows the combined percentage of
work style initiatives that are currently
available, plus those that are not currently
available but that companies intend to
implement in the future (“Not available but
with future intent”).

Among currently available initiatives, “Online
conference tools” (78.5%) and “Chat tools for
work” (63.6%) ranked highest.

The initiatives with the highest future
implementation intent were “Use of
generative Al” and “Support for employees’
skill improvement, self-learning, recurrent
training,” both exceeding 13%. The
implementation of these initiatives may grow
further in the future. Furthermore, while the
current availability of “a 4-day workweek” is a
modest 2.1%, the intention to adopt it in the
future stands at 8.6%.

Figure 38: Work Style Initiatives
0% 20% 40%  60%  80%  100%

3.5%

Online conference tools

Chat tools for work

Paperless documents and books
Use of generative Al

Flextime program
Support for employees' skill improvement, self-learning,
recurrent training
Equipment that enhances quality of hybrid meetings*1

Employee satisfaction (ES) survey
Allowing side jobs
Work-from-home allowances

(Partial or complete) abolishment of commuter pass subsidies
A program enabling work even if living far from office location, e.g.,
in rural areas

Understanding coming-to-office ratio quantitatively

m Available

o - m Not available but
ABW (Activity Based Working)*2
A workation*3 system enabling working from remote places, e.g., in
rural areas, abroad

System that can track location of others in real time using location data,

etc.

A 4-day workweek

intended for the future

(All respondents (n=1,555); MA)
*1 360-degree cameras, large monitors, digital whiteboards, etc.
*2 ABW: Providing a wide variety of work areas that can be selected according to the work, such as booths for concentrating and space for team work.
*3 Workation: A portmanteau of work and vacation, meaning to work from a travel destination, etc.
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3.2. Work styles and telework
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Over 30% of companies struggle to invigorate internal communication. Companies are

devising various strategies.

When asked whether they believe internal communication (both face-to-face and online)
has become more active, around 60% of respondents answered “(Somewhat) agree,”
while 33.4% answered “(Somewhat) disagree,” indicating that a certain number of
companies perceive this as a challenge (Figure 39).

Additionally, when asked in an open-ended format about initiatives being implemented to
invigorate internal communication, the responses were broadly categorized into the four
types below. Below are some representative examples of responses for each type.

1. Creating daily touchpoints through spatial design and employee benefits: “Café
spaces,” “Lounges,” “Free spaces with games, pianos, ping-pong tables, and drums,”
and “Social spaces serving alcohol” within the office, as well as “Lottery-based hot
desking,” “Free drinks and snacks,” “Suntory’s ‘President’s Treat Vending Machine,”” and
“Delivered boxed lunches (to increase opportunities for eating lunch on-site)”

2. Operations to increase office attendance and face-to-face opportunities: “Setting
one company-wide in-office day per month,” “Promoting team-based office attendance,”
“Lunch gatherings after all-hands meetings,” “Holding lunches with other departments on
a regular basis,” “Setting Fridays as in-office days to encourage after-work gatherings”

3. Event and recreation initiatives: Holding company events such as dinners, bowling,
games, and cycling, as well as “Hosting seminars on topics useful for personal life such
as health and money management,” “Encouraging company clubs,” “Displaying hobby
and personal photos,” “Regional BBQ gatherings,” and “Simultaneous group activities for
simple tasks (e.g., bag packing)”

4. Promoting dialogue within work processes: “Conducting regular 1-on-1 meetings,”
“Encouraging face-to-face meetings whenever possible,” “Ensuring time for casual
conversation before and after meetings,” “Utilizing SNS and groupware,” “Operating a
virtual office,” “Online shuffle lunches,” “Setting up chat spaces for casual conversation,”
“Installing cameras on PCs to see faces”

Figure 39: Whether Internal Communication (Both Face-to-Face
and Online) Has Become More Active

Sum: 33.4%

W Agree
B Somewhat agree

Somewhat disagree
Disagree
m Don't know

(All respondents (n=1,555))
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3.2. Work styles and telework

(o Xy max

Challenges such as “Communication tends to be insufficient online” have become apparent
under hybrid work arrangements

When we asked the approximately 30% of
companies reporting in Figure 39 that they
“disagree” that internal communication has
become more active about the specific
challenges experienced, the top reply was
“Communication tends to be insufficient
online” (“(Somewhat) agree” total: 65.1%),
followed by “Face-to-face communication in
the office is not active" (“(Somewhat) agree”
total: 61.8%) (Figure 40).

As confirmed in Figure 13, hybrid work has
become established in many companies.
Going forward, communication strategies and
workplace environment improvements will be
required based on this premise.

*The combined total of “Disagree” and “Somewhat
disagree”

Figure 40: Communication-Related Challenges

0% 20% 40% 60% 80% 100%

Sum: 65.1%

Communication tends to be insufficient online

Face-to-face communication in the office is not

active 24.5% 8.79 0%

27.0% 11.8°/I.5%
20.4% 15.0%.-7%

Somewhat disagree Disagree M Don't know

There is no space for activating communication
within the office, or if there is, it is not utilized

—— . 51.8%
Communication between employees in the
office and teleworking employees is scarce

I'mAgree  m Somewhat agree,
i

(Companies feeling their internal communication has not become more active (n=519))
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3.3. Human capital management and evaluation
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More than 60% say current workplace environment is “contributing (somewhat)” to

“employee performance”

We asked companies whether their current
workplace environment is contributing to the
following three indicators: “Employee
performance,” “Employee well-being (mental
and physical health),” and “Talent retention
(new hiring, reduced turnover)” (Figure 41).

The percentage of “Contributing (somewhat)”
was more than 60% for “employee
performance” and more than 50% for
“employee well-being (mental and physical
health).” Although the percentage for “Talent
retention (new hiring, reduced turnover)” was
43.7%, lower than other items, it still
exceeded “Not contributing (much)” (39.8%).

Figure 41: Level of Contribution to Current Workplace Environment

0% 20% 40% 60% 80% 100%

21.0% 3.9 %

/

26.5% 6.9%

/

27.8% 12.0%

Employee performance

Employee well-being

(mental and physical health)

Talent retention

(new hiring, reduced turnover)

m Contributing m Contributing somewhat = Not contributing much ' Not contributing m Don’t know

(All respondents (n=1,555))
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3.3. Human capital management and evaluation

28.2% of companies are “already implementing” human capital management; 26.1% “intend
to implement in the future”

When we asked companies about their status Figure 42: Status of Specific Initiatives in Human Capital Management
of specific initiatives in human capital
management,* 28.2% said they were “already
implementing.” Combined with the
percentage of companies that “intend to
implement in the future” (26.1%), these
companies accounted for 54.3% (Figure 42).

Sum: 54.3%

*Human capital management: A management approach

that considers human resources as “capital” and seeks to . .
improve corporate value over the mediL:)m to long term by SLats = Already Implementmg
extracting their value to the full. The “specific initiatives”
refer to investments in human resources as well as internal m Intend to implement in the
and external information dissemination using the term
“human capital management.” future
No plans to implement
14.3%

Don’t know

(All respondents (n=1,555))
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3.3. Human capital management and evaluation
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Companies with more advanced human capital management initiatives have higher
evaluation of workplace environment

Figure 43 shows the results of comparing the
evaluation in Figure 41 by specific human capital
management initiatives (Figure 42).

Across all evaluation criteria, the proportion of
companies that answered “Contributing (somewhat)”
was highest among those “already implementing”
human capital management. In particular, nearly 80%
of companies engaged in human capital management
responded that their workplace environment is
“contributing (somewhat)” to “employee performance.”
This suggests that companies more proactive in
human capital management are also more willing to
invest in workplace environments, and that the effects
of such investments may be manifesting as outcomes
such as employee performance.

When we examine the evaluation in Figure 41 for
companies that selected “Discontinuing or restricting
frequency of telework” in Figure 20 as an initiative to
increase coming-to-office ratios, their evaluation in
“Employee well-being (mental and physical health)”
was approximately 13 ppts lower compared to
companies that did not select this initiative. Rather
than restricting telework and forcing employees to
come to the office, creating an attractive workplace
environment that makes employees want to come in
voluntarily is likely to lead to more desirable outcomes
for companies.

Figure 43: Contribution of Current Workplace Environment to Each Item — By Specific
Human Capital Management Initiative
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