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Presentation

Tanimoto: Thank you very much for taking time out of your busy schedule to join us today for the Lion
Corporation Financial Results Briefing for the First Half of 2021. This time, we hold the meeting online again.

We have just disclosed our financial results on the Tokyo Stock Exchange at 15:00. First, | would like to
introduce the attendees from our company: Masazumi Kikukawa, Representative Director, President and
Executive Officer; Takeo Sakakibara, Director and Senior Executive Officer; Kei Minamikawa, Director of
Corporate Planning Department; Yoshitada Ishii, Deputy Director of Finance Department.

I, Tanimoto of Investor Relations Office, Corporate Planning Department, will moderate the meeting.

After an explanation by Mr. Kikukawa based on the presentation material for the first half results, we will
move on to the Q&A session. The entire meeting is scheduled to last approximately 1 hour.

The material used in today's presentation can be found on our website, so please refer to it.

Before we start the briefing, 1'd like to say 1 thing. This presentation may contain forward-looking statements
based on current expectations, all of which are subject to risks and uncertainties. Please be aware that the
actual results may differ from the forecast.

We will now begin the explanation. President Kikukawa, please.
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Kikukawa: Thank you for taking time out of your busy schedule to participate in this financial results briefing
today.

I will now explain our consolidated business results for the first half of the fiscal year ending December 31,
2021, and an overview by segment, based on the presentation material disclosed today.

| will proceed on the premise that you have the presentation material and summary of financial statements
at hand.
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Consolidated Performance Overview LION

Sales and profit met forecasts;* sales rose but profit fell year on year

- - N
B Net sales(increased Y-o-Y)

-In Consumer Products, solid sales of toothbrushes, fabric softeners,

pharmaceuticals and other products compensated for a decrease in hand soap

sales, and net sales increased

-Overseas, performance in China was strong, and sales increased

‘Industrial Products saw an increase in sales due to market recovery

B Core operating income (decreased Y-o-Y)

-Despite total cost reductions, rising raw material costs and selling, general and
administrative expenses resulted in decreased profit

I Operating profit and profit for the period attributable
to owners of the Parent (decreased Y-o-Y)

-Decreased due to drop in core operating income as well as recoil from a gain on
transfer of non-current assets (land Lion’ s head office occupies) recorded
in 2020 =

*Forecasts announced February 12, 2021; the same applies hereinafter.

iw‘
il

\.

First, | would like to explain our business results for the first half of FY2021. Page 4.

As we made an upward revision to the forecast on July 30, our consolidated results for the first half were on
target for both sales and profit.

Sales of domestic consumer products were negatively affected by a decrease in sales of hand soap due to the
reaction to the increased demand caused by the new coronavirus infection last year, while sales of fabric
softeners were strong, and increased demand for antipyretic analgesics due to adverse reactions to the
coronavirus vaccine contributed to an increase.

In addition, sales continued to be strong in China, and sales in the industrial products field increased due to a
recovery in market conditions, resulting in an overall increase over the previous year.

As for core operating income, we have been promoting total cost reduction, which is progressing as expected.

On the other hand, SG&A expenses have increased due to higher raw material prices and Competition-related
expenses. As a result, total core operating income were lower than that of the previous year.

Operating profit and profit for the period attributable to owners of the parent decreased due to the impact
of the gain on the transfer of the land our head office occupies in February last year.
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Market Trends—Major Product Categories in Japan LION

Despite recoil from demand related to COVID-19 from January to March, performance
recovered from April to June, and many markets grew compared with 2019
. Y-o-Y comparison of consumer products markets in Japan by in-store sales value (%) Source: INTAGE Inc. SRI and SDI surveys
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* “Household cleaners” above is the sum of home cleaners. bath detergents and bathroom detergents.

This page shows trends in the domestic consumer products market. In particular, | will explain the overview
for the period from January to June.

While in the January to March period our business was negatively affected by a rebound from last year's
increase in demand caused by COVID-19, the April to June period roughly saw a return trend. As shown by the
dotted line, the market continued to expand in many areas compared to 2019.

Let's look at each field. As for oral care products, market of toothpaste grew YoY as unit prices continued to
rise in line with rising hygiene awareness. On the other hand, although the unit price of toothbrushes
increased, sales value was lower than the previous year due to a decrease in the number of units as people
became more conscious of saving money.

In the beauty care field, the sales volume of hand soap products decreased significantly in reaction to last
year's results, and the market is shrinking, but it has still expanded 1.4 times compared to 2019.

In the fabric care field, the market for laundry detergents and fabric softeners is expanding as a whole, driven
by a shift to higher-priced products due to value-added products, in addition to the shift to larger products in
line with demand for bulk purchases.

In the living care field, sales value of dishwashing detergents increased from the previous fiscal year due to an
increase in unit prices as a result of increased usage and larger sizes in line with the increase in time spent at
home. On the other hand, sales value of household cleaners fell below the previous year's level in reaction to
the large growth last year. However, compared to 2019, the 2 markets are both expanding.

In the pharmaceutical field, the sales volume of antipyretic analgesics increased significantly due to demand
associated with adverse reactions to COVID-19 vaccines.
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Market Trends—Major Product Categories Overseas LION

Despite continued stagnation in consumption,
hand soap sales increased compared with 2019

Source: Nielsen

‘ Hand soap sales value by country Laundry detergent sales value by country
(Jan.-May 2021) (Jan.-May 2021)

I T N T [ T T T
Compared with 2020 81% 64% 63% Compared with 2020 92% 100% 91%
Compared with 2019 175% 278% 145% Compared with 2019 86% 90% 87%

. Hand Soaps Laundry Detergents
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*Data for Malaysia is for the entire soap market, including hand soaps * For reference, dotted lines show Y-o-Y comparisons with January to Ji

Page 6 shows the status by country category overseas.

As for hand soap, there was a rebound from last year's sales, and sales values in both Southeast Asia and
Northeast Asia were down from the previous year. On the other hand, the market is expanding compared to
2019 due to the increase in the frequency of hand washing.

With the exception of Malaysia, where the market shrank significantly last year, the laundry detergent market
has been affected by restrictions on going out and sluggish consumption, and has continued to fall short of
the previous year's level this year, remaining in a very difficult situation, especially in Thailand.
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Market Trends LIO

Period: Jan —Jun. 2021; Source: INTAGE Inc. SRI+

Aggregate of Key. | In the 38 home product markets surveyed, sales value fell 7% year. on year, reflecting a
Domestic Markets | decrease in sales volume of hand soaps and household cleaners due to year-on-year recoil

v Toothpaste unit prices continued to increase, reflecting increased hygiene awareness (sales value up 2% Y-o-Y)
Oral Care v Toothbrush unit prices rose, but sales volumes fell, reflecting thriftier consumer mindsets (sales value down
2% Y-0-Y)

¢/ Hand soap sales volumes fell significantly due to recoil from expansion in 2020 but were still up approximately
40% from 2019 (sales value down 39% Y-0-Y)

v Laundry detergents and fabric softeners saw higher unit prices due to a shift to larger size products reflecting

Beauty Care

Fabric Care bulk buying (laundry detergent sales value up 6% Y-o-Y; fabric softener sales value up 4% Y-o-Y)
v/ Dishwashing detergent unit prices rose due to a shift to larger size products reflecting more frequent use (sales
. value up 1% Y-o-Y
Living Care P Vo)

v Household cleaner sales volumes fell due to recoil from the previous year (total sales value of home cleaners,
bath detergents and bathroom detergents down 5% Y-o-Y)

v/ Antipyretic analgesic sales volumes increased due to an increase in demand related to treating COVID-19
vaccine side effects (sales value up 7% Y-o-Y)

v/ Eye drop sales values were level year on year, as the absence of demand from overseas visitors was unchanged
from a year before (sales value 0% Y-o-Y)

Pharmaceutical

Period: Jan.—May 2021; Source: Nielsen

Aggregate of Key. | Sales values of hand soaps increased compared with 2019, while sales values of laundry
Overseas Markets | detergents fell year on year across the board, excluding Malaysia

Page 7 is a summary of the market trends | have explained so far.

There is a lot of overlap, so | will skip the explanation.
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Financial Results for the First Half of 2021 L’ON

Net sales and profit met forecasts; despite a Y-o-Y increase in net sales, profit
fell due to changes in the sales mix and other factors

Y-o-Y change Deviation from

(Billions of yen) forecast
Amount %

Net sales 173.2 169.1 4.1 - 0.2

€ ting i 1 : ; :
i el %7 @3 a3 5o

Operati fit y 2 !
gl i %% (1) 45.4) =3

Profit for the period 2
attributable to owners of the 10.8 18.6 (7.8) (41.9) -8
parent 35.1
EPS (Yen) 37.20 64.06 (26.86)  (41.9) 9:08
EBITDA#2 20.3 21.9 (1.5) (7.3) =

EBITDA Margin (%)% 1.7 13.0 —  (1.3)PP —

Notes 1. Core operating income is an earnings indicator the Company uses to measure regular business performance by subtracting selling, general and
administrative expenses from gross profit.

2. EBITDA: An indicator of profitability on a cash basis calculated as the sum of core operating income and depreciation and amortization.

3. EBITDA margin: The ratio of EBITDA to consolidated net sales.
* Y-0-Y change at constant currency excluding exchange rate fluctuations.

This page shows the actual figures for our consolidated results. The deviation from forecast indicates the
increase/decrease compared to the published figures at the beginning of the year.

Net sales were JPY173.2 billion, up 2.4% or JPY4.11 billion from the previous fiscal year. Excluding the effect
of exchange rate fluctuations, the real rate of change would be plus 1.3%.

Core operating income was JPY14.0 billion, about JPY2.3 billion lower than the previous year. Core operating
income to net sales was 8.1%, a decrease of 1.6 percentage points from the previous year.

Operating profit decreased by JPY11.78 billion, partly due to the impact of the gain on the transfer of land last
year.

EBITDA was JPY20.3 billion, a decrease of JPY1.5 billion from the previous fiscal year. The EBITDA margin was
11.7%, down 1.3 percentage points.
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Year-on-Year Changes in Core Operating Income LION
(Billions of yen)
Core operating income for Jan.-Jun.2020 ﬁ
Changes in sales, product mix and others [ +0.3
Total cost reduction (raw materials, logistics) +0.8
Increase in raw material prices (0/8)
— |
Increase in competition-related expenses (1.6)
Increase in other expenses (1.0)
Core operating income for Jan.-Jun.2021
10.0 12.0 14.0 16.0 18.0 E
) =
L e —

Page 9 shows the factors behind the YoY changes in core operating income, which | just explained.

The first factors for the increase are the 2 upper yellow areas, totaling JPY1.1 billion. As for the impact of the
changes in sales, product mix and others, there was an increase in gross profit due to the increase in sales.
Looking at the details, there was a decrease in sales of high-margin hand soap and hygiene related products,
and a decrease in gross profit due to the change in the composition of the segment, resulting in a net increase
of JPY300 million.

Total cost reduction progressed as expected, resulting in an increase of JPY0.8 billion mainly due to raw
material cost reduction.

The 3 factors for the decrease in core operating income are shown in lower gray areas, totaling JPY3.4 billion.
This was due to the increase in raw material prices both in Japan and overseas, competitive costs such as sales
promotion and advertising, and other costs such as research and development.

As a result of these factors, total core operating income decreased by JPY2.3 billion compared to last year.
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LION

Sales rose but profit fell in the Consumer Products Business due to changes in
the sales mix reflecting recoil from hand soap sales in the previous year

Results by Business Segment

(Core operating income)

Ll i - :
Prosucs 1074 1081 09 o A Wi @ @99
Powes e 151 1a o4 55 3 03 39
Oersess  — io3 asn a3 oo d6 W 01 5
14 @n Gom 88 @ 01 13
disiment (080 00— 02 @2 es -
i i 1732 1691 41 24 140 163 (53 (14.3)§=

* Upper lines: net sales; lower lines: sales to external customers

This is followed by the results by segment. For net sales, the upper lines indicate total net sales, and the lower
lines indicate sales to external customers.

In the consumer products business, sales of toothbrushes, fabric softeners, and antipyretic analgesics offset
a reactionary decline in sales of hygiene products, etc., resulting in a total increase in sales over the previous
year.

Segment profit decreased by 29.9% due to increased competition expenses.

Both sales and profit increased in the Industrial Products business. In the chemicals field, sales increased YoY
due to a recovery in market conditions, particularly in the automobile industry. In the area of professional
cleaning agents, sales of cleaning agents for food services struggled, but sales of hand soap and other products
were strong. Segment profit increased due to an increase in gross profit resulting from higher sales.

Overall, sales and profit in overseas business increased. The detailed situation by region will be explained later
in this report.
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Consumer Products Business Net Sales by Product Category L’ON

Beauty care product sales fell significantly
due to recoil from the previous year

(Billions of yen)

Oral Care 3211 30.6 1:5 4.9
Beauty Care 11.6 16.1 (4.5) (28.0)
Fabric Care 28.5 26.9 1.6 6.2
Living Care 11.5 11.9 (0.3) (3.0)
Pharmaceutical 11.4 10.9 0.5 4.6
Other 212 19.1 2.1 11.0
Tertal 116.6 115.7 0.9 0.8 SR

Next is sales by product category in the consumer products business. Please see page 11.

Inthe oral care category, sales of toothpaste, toothbrushes, and dental care products increased YoY. Especially
in the toothbrush market, which has been declining YoY, sales of CLINICA ADVANTAGE Toothbrush and NONIO
Toothbrush were strong, and the new SYSTEMA Toothbrush Super Premium was a positive factor, resulting in
a larger growth than in the previous year.

In the beauty care category, sales decreased significantly from the previous year due to a decrease in the sales
volume of hand soaps.

In the fabric care category, total sales exceeded the previous year's level due to strong sales of Aroma Rich
and significant growth in fabric softeners, which saw steady sales of SOFLAN Premium Deodorizer.

In the living care category, sales of kitchen and bathroom detergents increased from the previous year, but
sales of food preparation products decreased in reaction to last year's increase, resulting in an overall
decrease from the previous year.

In the pharmaceuticals category, sales increased due to increased demand for antipyretic analgesics caused
by COVID-19 vaccine adverse reactions.
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Overseas Business Net Sales by Region LION

Sales increased in Southeast Asia despite ongoing stagnation in consumption due to
laundry detergent sales promotion reinforcement, while business in China drove an
increase in sales in Northeast Asia

(Billions of yen)

Amount
Southeast Asia 34.2 32.5 1.6 51
Northeast Asia 19.3 17.0 2.2 13.1
Total 53.5 49.6 3.9 7.9

*Y-0-Y change at constant currency excluding exchange rate fluctuations:
Southeast Asia: +2.4% (Thailand: +1.6%, Malaysia: +6.6%);

Northeast Asia: +5.2% (China: +25.2%, South Korea: -8.5%);

Total: +3.4% =

“Iu

Wm

Next, | would like to show you the sales situation of our overseas business by region.

First is Southeast Asia. Although still affected by sluggish consumption, our company secured a 5.1% increase
in sales. Excluding the effect of foreign exchange rates, the real increase was 2.4%.

In Thailand, sales promotion was strengthened in rural areas, mainly for detergents, while in Malaysia, various
detergents were renewed to appeal to anti-viruses, and aggressive efforts were made to secure exposure in
stores.

Northeast Asia saw an increase of 13.1% YoY. Excluding the effect of foreign exchange rates, the real rate of
change is 5.2%.

Our business in China, which continues to perform well thanks to enhanced sales promotions such as
ecommerce and live commerce, has secured double-digit growth this year again.

On the other hand, total sales in South Korea decreased due to the impact of a shrinking market for laundry
detergents, in addition to a decline in demand for hygiene products.
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Vision2030 LION.

To achieve its management vision for 2030, based on its purpose,
the Lion Group will synergistically address its sustainability material issues and
advance three growth strategies in order to contribute to the realization of a
sustainable society and achieve business growth.
Vision2030

Becoming an advanced

Management vision

daily healthcare company

J
Advance ﬁr three
growth strategies

o

Reinforce initiatives to address
the sustainability material issues

Management strategy

Purpose

ReDesign

Make a difference in everyday lives by redesigning habits

I would now like to explain the progress of the key measures for this year.

Based on the medium- to long-term management strategy frame Vision 2030 announced in February, we will
further strengthen our management based on the purpose of "make a difference in everyday lives by
redesigning habits" to realize our management vision for 2030. We aim to contribute to a sustainable society
and achieve business growth by addressing our sustainability material issues and promoting growth strategies

in a synergistic manner.
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Vision2030 ,’_;‘67@

To achieve its management vision for 2030, based on its purpose,
the Lion Group will synergistically address its sustainability material issues and
advance three growth strategies in order to contribute to the realization of a
sustainable society and achieve business growth.

Vision2030 \I Our Three Growth Strategies

Becoming an advanced
daily healthcare company

4

Reinforce initiatives to address Advan:;gzur three
Musgum soug the sustainability material issues ‘ gm@v@) strategies

ReDeSigﬂ Transfg.r_:n_'our

Management vision

Accelerate growth in
four fields of value creation

A 4

i I i business foundations G:.ncr.ate dyn‘nmism 8o
Make a difference in everyday lives by redesigning habits (e realize innovative change

| would like to explain the current situation. First, | would like to talk about the 3 growth strategies we have
set forth.

life.love.

) @
Key Themes in 2021 Y ) LIQN
Key themes in 2021

1. Accalerate growih O Building new business models that leverage individuals’ oral data
in Four Fialds of O Develop hygiene businesses for the new normal with COVID-19
I TOHF Ul IS € O Accelerate expansion in the Chinese market through domestic-
Value ereaition overseas coordination

2, Transform our O Build digital platforms for new value creation and work reforms
business O Stably operate the Sakaide Toothpaste Factory to expand the
toothpaste business in Japan and China
foundations for o Build a new SCM management platform for timely and adequate
growth product supply

O Build awareness of Vision2030 within the Group to realize the

= N management vision

3. GEnEl Qe O Reinforce operational changes and human resource development to
ehamiSh t© expand the Overseas business
realize innevativa O Implement the Lion Professional Fulfillment Reforms in line with new
change ways of working _

= O Continuously enhance the new value creation program NOIL, that

promotes businesses proposed by employees

—

These are the key themes for this fiscal year for each of the strategies we presented in February. | will
selectively explain.

NI
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. Field Program Promotion Framework life.love.
) ) —Accelerate Growth in Four Fields of Value Creation L’ON

Framework for creating new value in the four fields

\l Four fields of value creation \l Field Program promotion framework

Promoting new value creation in each field
on a cross-divisional basis, accelerating
efforts in new businesses

T i i

)

Four Fields of

Vi
G alue Creation ¢¢

Oral Health Control

vorvrad Fie'd PMO lf Field o |
We have created a } g =
promotional framework (the & &
field PMOs) in which an
executive officer has been
appointed to lead efforts in
each field L I * PMO: Program Man

Field PMO g
agement Office I

First, | would like to talk about "accelerate growth in 4 fields of value creation.” We created the promotion
system you see here for each of these value creation fields.

Specifically, the Program Management Office, PMO, headed by an executive officer, has been established in
each of the 4 fields that span across existing businesses to promote cross-organizational study and promotion
of new value creation in each field, with the aim of accelerating the challenge of new businesses.
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J Establishing Hygiene Habits life.love.
D ® —Accelerate Growth in Four Fields of Value Creation (Infection Control) LION

Meeting a variety of hygiene needs and launching initiatives to promote hygienic habits

Expanding the fields of value of creation o ;
covered by KireiKirei I Kirei Relay Project

-

BeforeCOVID19 %4 ° b

For a world free of fear of viruses, for a special someone, we

[_ 2]

i & a o
Wake up Breakfast Grooming  Commute Lunch homa  Bathe  Dinner GECBER  Can e ach take action to pass on some peace mind
}5#‘& mﬂ M; 35&3’ 28 P e
UI ‘L -- : s ;..,; g ) FlLTa @’MEM‘;E
o [ one e = s @B
ﬁm e T I \ QRERKADREE

Fko- zﬁtgiﬂrmmﬁa

I Expanding lineup of products that promote

the formation of hygiene habits AT L

of hygiene habits

— - moa
rog® R through products +
o - P B 3
= 8 = ) :

......

Pocket size Blue KireiKirei series
»Expand fields of value creation from handwashing at home
»Expand lineup of products that promote the formation of

hygienic habits

»Implement activities to provide hygiene information for public
and commercial facilities, retail outlets, etc.

3 ) 3 & L i o &
s £y Ty bm | By bELES. information
62 5 ) FuTali=¢
&) RN e 2%uTw a-t Free bonus: Strap holder @

Although we have just started, | would like to introduce some specific examples of Infection Control.

Infection control is a value creation field that provides hygiene solutions to protect people's lives from germs
and viruses in all directions, in order to realize a society where everyone can live in peace.

In order to meet the hygiene needs of consumers in various occasions, we will expand our business from
supporting hand-washing habits in the home to disinfection when leaving the house, such as when arriving at
the office or after taking the train, and sanitizing personal items when returning home, by strengthening the
lineup of KireiKirei brand products.

We will expand our contact points with consumers by meeting the needs of “with COVID-19” as a contribution
that we have not been able to make so far. In addition to expanding the range of hygiene-related products,
we will also strive to disseminate information to society so that more people can learn proper hygiene and
cleanliness habits in a wider range of situations.

As a case in point, we have started the Kirei Relay Project. This project is a relay of cleanliness and hygiene
behaviors through hand washing, etc., and aims to create a society where people can live a positive life. We
promote this project in cooperation with businesses and autonomous communities.

As mentioned above, we will work to spread and establish cleanliness and hygiene habits in new lifestyles
through activities that include not only product use but also hygiene information transmission.
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& Hygiene Solutions life.love.
) ) —Accelerate Growth in Four Fields of Value Creation (Infection Contro) [ JON

Offering solutions via both products and services (Lion Hygiene Co., Ltd.)
I Food product hygiene management support

e-learning ok
] y ” . \ Y-0-Y
HACCP * compliance: Hygiene ; o —— 50/0 -~
management support system HACCP now mandatory = =1 S ec—
in restaurants in Japan |k ﬁrr =

*Hazard Analysis and Critical Control Point (June 2021) =

| {5?%;@ WEeoZ

. —
H.\CCP/A (252 - .r
Light version, for small Professional version, for store chains Offering e-learning about food product hygiene
enterprises (free)
Supporting restaurants’ HACCP through app B New Product to Meet Public Health Needs

development (‘E‘ = - ) Sales approx.
- R, - a— — Wl 508% higher than planned

Medinurse Room Disinfectant

Launched =
/ December 14, 2020 ‘i

.....

: : > n Meeting social needs, such
Supporting the creation of the hygienic environments  as disinfecting indoor spaces

that are the basis of food product hygiene of public facilities

Next, | would like to introduce the hygiene solutions business of Lion Hygiene, a related group company, in
the field of infection control. Lion Hygiene is developing hygiene products and services for professional use.

In June of this year, in order to respond to the institutionalization of hygiene management in line with HACCP,
which has become completely mandatory, we introduced the free Hayaraku HACCP Light application, which
consists of the essence of the web application Hayaraku HACCP, in addition to the Hayaraku HACCP.

We will provide support to small businesses, such as sole proprietorships, in their efforts to comply with the
HACCP mandate. At the same time, we would like to capture the businesses that we provide these apps to as
loyal customers.

As for food sanitation management, in addition to supporting the creation of a hygienic environment through
hygiene diagnosis, we have also enhanced our e-learning content by making learning videos for new
employees freely available to the public in response to the current situation where group training is difficult
to conduct due to COVID-19.

On the other hand, in order to meet the hygiene needs of facilities used by many people, last year we also
launched hand sanitizers for professional use and space sanitizers for indoor use. Sales have been strong, and
we expect further growth in the future.

In this way, this Lion Hygiene will also provide hygiene solutions in terms of both products and services.
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D Increased Production Capacity to Support Business Growth life. love.

) ) —Transform Our Business Foundations for Growth L’ON

Start of operations at a new factory increased toothpaste production capacity
(at the Lion Chemical Oleochemical Production Site)

New toothpaste factory HMIncreased production capacity by adopting
% cutting-edge production facilities

increased by approximately 13Q million tubes*

*1. Approximately 16,000 tons/year

L»Lion’ s annual toothpaste production capacity
‘

MBuilt an end-to-end production framework to
save labor and share data on material supply and

End-to-end demand, improving productivity

production

Tube production \:bNew factory realizes approximately 28 times

Tube fillin the production efficiency*2 of existing plants*3
Packaging |
pEong *2. Labor productivity (annual production volume/number of direct personnel), in

Laminated tube comparison with Lion’s existing plants
production facility *3. Lion Corporate Odawara Plant and Akashi Plant

of Dai Nippon =

As part of our second strategy, to transform our foundations for growth, in July of this year, we built our first
plant that integrates the production of toothpaste and laminated tube production facility of Dai Nippon
Printing in the same site in Sakaide City, Kagawa Prefecture.

This will enable us to realize integrated production of toothpaste, from the production of laminated tubes to
the production of toothpaste, filling, packaging, and packing into cardboard boxes, all in 1 location.

The new plant will not only significantly increase our production capacity of toothpaste, but will also save
manpower by establishing an integrated production system and significantly improve production efficiency
by sharing data on demand and supply of materials. We believe that we will be able to meet the growing
demand for toothpaste in Japan and overseas, especially in China.
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~ [INTeY} New Business, Gokinjo Cheftomo life.love.
2 O |xml —Generate Dynamism to Realize Innovative Change L’ON

New restaurant dinner takeout reservation service launched
February 21, 2021 through NOIL

‘l Services and new value created I Medium- to long-term outlook

) T U ;e STEP{ ey peeesssesen STEP 2
Place orders on Pick up food in the Balanced menu
op tions Expand target customer range
|- | —~ . 8 A 7]
o - ":,’ Fae Q ﬂw'gm i
- , . )2 Wt i
e i/ .
) 9 Promote byword{  :Reinforce senvice to hidiad R N
K s of mouth rather foster use by a W‘dem T where families with
Reduces Fosters healthy Fosters commun ity 5C8IE  than advertising array of customers L [ children live nationwide

housework burden eating habits connection

»Reduces housework burden for dual-income households
and frees up time to spend as a family
»Builds local community connections and has been well
received by both customers and restaurants
‘I Registered users and restaurants
B (as of July 2021)

BUsers: 5,789
BMRestaurants: 37

Third, I would like to introduce new businesses that were born from the in-house new value creation program
NOIL as a strategy of “generate dynamism to realize innovative change.”

The first is Gokinjo Cheftomo, a restaurant dinner takeout reservation service that started in February this
year.

This service is not just takeout, but a neighborhood restaurant becomes your own personal chef, and the
restaurant will come up with a healthy and balanced menu for you. This is a service that allows customers to
pre-order takeout for the days they need it on a weekly basis using a communication app. The service is mainly
targeted at working parents, and was launched mainly in Tokyo.

The current number of registered users is just under 6,000, and the number of member restaurants is about
35. This business is differentiated from existing home delivery services not only by reducing the burden of
household chores, but also by fostering healthy eating habits and the added value of connecting with the local
community. This is currently receiving a good reputation from users and restaurants.

In the future, in addition to further enhancing our services, we would like to expand our business to provide
new housekeeping habits and values with a view to expanding our target and area.
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life.love.

LION

Nbll. Acquiring shares of Kyuzitsu Hack Co., Ltd.
bl —Generate Dynamism to Realize Innovative Change

Lion will acquire all shares of Kyuzitsu Hack Co., Ltd., a new business
created through NOIL

\l Services (Day Off Hack! At-Home Hack!) B Business model

Service that makes plans for you on your day off  Service that sends fun kits for in-home activities

9
D@

—ly
Flow of money

Have
werience
Provide
experience

— Refeased

March 16, 2021

Pilot experience

N Day Off Hack!

H
Let us plan your day!
Something new and exciting for

pg At-Home Hack!

Provide
service
Z/ Fee

Fun kits for in-home activities delivered
to your door

your day off Something new and exciting for your e
time at home! // \
/ \\ Directing
[ 7 Day Off Hack! \ customers ;
[ 27 AtHome —_— Experience
\ | / — .
\ * Hackl / provider
b ‘//P/ayment of fee for experience;

minus service charge

Kyuzitsu Hack Co., Ltd. was established by Global Catalyst Partners
Japan, with business ideas, human resources, and investment from

(As of July 2021)

(As of July 2021)

Registered users: 20,617
Cumulative users: 1,434

; ;

Registered users: 27,113
Cumulative users: 5,138

; hi

Lion.

Lion plans to acquire all shares of Kyuzitsu Hack Co., Ltd. from
Global Catalyst Partners Japan in January 2022 in light of its business —
potential. Z

Next is a new experience-based service, also born from NOIL, Day-off Hack! and Home Hack!
From October 2020, we offer 2 services of Day-off Hack! and Home Hack!

These services are being developed by Kyuzitsu Hack, Co., Ltd., a company established by GCPJ, in which we
provide business ideas and human resources, and in which we also invest.

Day-off Hack! offers a completely tailor-made holiday service that plans over 100 types of experience contents
in Tokyo and makes reservations on behalf of customers. In addition, Home Hack! offers a service that delivers
a surprise experience kit that matches the customer's preferences.

Both services have been well received, with the number of registrants and users far exceeding the initial target,
and with good prospects for future business, we decided to acquire all shares of Kyuzitsu Hack Co., Ltd. from
GCPJ in January 2022.

Support
Japan 03.4405.3160 North America 1.800.674.8375 _ SCRI PTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com ST Asic’s Meetings, Globally

20



=== Progress of Key Measures
_ —Reinforce Initiatives to Address the Sustainability Material Issues

life.love.

LION

Taking action to address the top priority sustainability material issues

Top priority material is

Creating Healthy
Living Habits

Promoting
Envirenmental
Initiatives for a
Sustainable
Planet

2021 highlights

- Launched a special webpage for inclusive oral care activities

< Hald the 78th Oral Health Event of Tooth Brushing for Children
{via VD content)

- Began in-school lessons about hygiene habits for children in upper
elementary grades

- Began the Kirei Relay project at the Sumida Aguarium

J Completed preparations to send advanced shipping notices (A5Ns) for individual
delivery trucks to improve logistics efficiency using logistics EDI

' Field testing of in-store used refill pack collection with Kao Corporation

J Participating in field testing of used plastic collection in Kita Eyushu City

[ Received the Supply Chain Innovation Award 2021

IL

Next, | would like to explain our efforts to address key sustainability issues.

We are promoting these activities as important measures for this year. Today, | would like to introduce 1 of
these examples, Logistics EDI, for improving logistics efficiency.
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Improving Logistics Efficiency Using Logistics EDI life.love.
. —Promoting Environmental Initiatives for a Sustainable Planet LION

Working with other companies to effectively use logistics resources
and improve efficiency

l Smart logistics (logistics EDI) concept . Improving logistics efficiency

Lion Wholesaler

Hhhv.
of logistics data and mutual collaboration st Scheduled Scheduled
shipment data shipment data

4
B Expected Effects 2 . a s : E

1. Improved work  « Reduce standby times shipment content Logistics EDI sl sfdon

confirmation

environments l

e Eliminate inspections o n o
e————»

2. Improved labor * Paperless

productivity ¢ Save pallet management work Transport

= Effectively utilize logistics resources and improve
Receive order Place order

o

logistics efficiency through improved accessibility

Inventory

e

3

e Increase loads and loaded shipment Arrival Arrival At
= inspection data inspection data
3. Reduced running rate > (upon receipt) (upon receipt) 3
environmental °* Reduce CO, emissions * *
burden * Reduce paper use S Conation Logistics EDI Receipt

|
i

We have completed preparations to send advanced shipping notices (ASNs) for individual
delivery trucks to improve logistics efficiency using PLANET, INC.’ s logistics EDI.
We begun sending ASNs to vyholesalers.

This year, we have been implementing Logistics EDI for the industry's smart logistics initiatives using PLANET's
platform.

By visualizing and interconnecting logistics information that connects not only our company but also other
manufacturers and wholesalers, we aim not only to make effective use of logistics resources and improve the
efficiency of logistics operations, but also to improve the working environment, increase productivity, and
reduce environmental impact for the industry as a whole.

As for the current situation, we have just completed preparations for the distribution of ASN, Advanced
Shipping Notice, shipment data by delivery vehicle unit, and have started distributing them to some
wholesalers.

With this ASN delivery, wholesalers will be able to match order information with delivery information in
advance. In addition, the receiving site can cross-check the ASN obtained beforehand with the actual product
information to be received in advance, which has been very time-consuming. Therefore, it is expected to
simplify the inspection process, resulting in smoother warehousing and paperless operations.
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) Highlight: New Lightee Brand life.love.

X —Accelerate Growth in Four Fields of Value Creation L’ON
Domestic: Driving growth in the high-end Overseas: S_ecured brand recognition
whitening subcategory through uniform rollout
l Domestic sales (Mar.-Jun. 2021) \l Overseas e-commerce

>Strong sales since launch ( 149% of plan)
WERHRBE © ,
‘ Subcategory sales value Y-o-Y i R—— 1 & :
(Apr.-Jun. 2021) R
——— eME W0 OOIﬁ;KM
129.0% ; P
123.5% 120.4% High-end
11L9% 106.1% WHuening
Eaks subcategory Y-0-Y
comparison —
April: 1299
May: 12396
June: 1209
RN
April May June 4 |
Toothpaste , High-end —ed = |3
(total) whitening/beauty N | N

Finally, as a topic, | would like to explain the status of Lightee, a new brand of toothpaste that was launched
this year.

This was our first simultaneous launch in Japan and China on March 31. We are implementing marketing that
takes advantage of group synergies through unified development in Japan and China, including product
packaging and communication using celebrities.

As for the situation in Japan, the product has been performing well since its launch with 149% sales compared
to the plan, contributing to the growth of the high-priced whitening category in the market.

As for overseas, full-scale promotion is yet to begin, but after the simultaneous launch by Qingdao Lion in
China at the end of March, we are aiming to gain recognition mainly through Douyin, the Chinese version of
TikTok, and RED, the Chinese version of Instagram.

In the future, we will continue to take measures to gain recognition, with Double Eleven as our main target.
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life.love

Impact on Performance from the Third Quarter Onward LION'

l Changes in the business environment from initial assumptions and effects on performance

AThe COVID-19 pandemic will continue until after the end of the year

Ongoing demand related to increased time spent at home, rising health awareness and
ongoing demand related to vaccine side effects will lead to increased sales

rHand soaps and hygiene-related products will see smaller market expansion than
expected, leading to decreased sales

*In Southeast Asia, consumption will remain weak due to additional waves of COVID-19,
leading to decreased sales, and intensifying consumption will cause increased
competition-related expenses

ARising demand for chemical materials due to market recovery, mainly in the
automotive industry
In the Industrial Products business, the chemicals field will see increased sales

JRaw material prices rising more than expected
Decreased gross profit due to rising costs

Lastly, I would like to explain our consolidated earnings forecast for the full year of FY2021. First of all, | would
like to explain the business environment and its impact on our company in the second half of the fiscal year,
which is the premise for the revision of the first-half and full-year business forecasts made on July 30.

Regarding the situation of the new coronavirus, | assume that the situation in Japan will be under control from
the end of the year at the earliest.

As for the impact on the market we operate, we assume that the positive aspects of sales will be the
continuation of stay-home demand, increased value-added oral care and other products in line with rising
health consciousness, and increased demand for antipyretic analgesics in response to adverse reactions to
vaccines. On the other hand, sales of hand soaps and hygiene related products are not expected to grow to
the expected market size, and sales are expected to decrease from the initial plan for the year.

Overseas, we expect the slump in consumption to be prolonged throughout the second half of the year, partly
due to the delay in vaccinations. In Southeast Asia, where the infection is particularly widespread, we
anticipate a decline in sales due to a decline in consumption.

In addition, demand for chemical materials is increasing due to the recovery of market conditions in the
automobile industry, etc., and we expect sales to increase in the Industrial Products segment, especially in
the chemical products field.

On the other hand, we have factored in a larger decline in gross profit due to higher costs in the second half
of the year due to higher-than-expected raw material prices.
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2021 Consolidated Financial Forecast

life.love.

LION

2021

2021

(Billions of yen) (Jul. 30 (initial
revision) forecast) Amount
Net sales 365.0 365.0 = —
Core operating incomex’ 30.0 30.0 _ —
% of net sales 8.2 8.2
Operating profit 30.0 30.0 _ _
% of net sales 8.2 8.2
Profit for the period
attributable to owners of 215 21.0 0.5 2.4
the parent
EPS (Yen) 73.95 72.24 = =
ROE (%) 9.0 8.8 = 0.2PP
ROIC (%) 8.5 8.5 - -
EBITDA%2 43.5 43.5 = =
EBITDA margin (%)*3 11.9 11.9 = = e |

Notes 1. Core operating income is an earnings indicator the Company uses to measure regular business performance by subtracting selling, general e —

and administrative expenses from gross profit.

2. EBITDA: An indicator of profitability on a cash basis calculated as the sum of core operating income and depreciation and amortizatios

3. EBITDA margin: The ratio of EBITDA to consolidated net sales.

Here is the consolidated earnings forecast.

As per the new upward revision on July 30, profit for the period attributable to owners of the parent is set to
increase by JPY500 million from the initial plan in light of the situation in the first half of the year. Other than
that, the previous forecasts for net sales, core operating income, and operating profit remain unchanged,
taking into account the impact of rising raw material prices and the spread of the new coronavirus infection.
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life.love

2021 Sales to External Customers Forecast L’ON'

Sales to External Customers
(Billions of ven) 2021 2021

(Aug. 4 (Initial
revision) forecast) Amount
Consumer Products 233.0 235.0 (2.0) (0.9)
Industrial Products 34.0 32.0 2.0 6.3
Overseas 95.0 95.0 — =
Others 3.0 3.0 — =
Consolidated Total 365.0 365.0 = =

The forecast for sales to external customers by segment is shown here. We made a revision to the initial
forecast.

In consumer products, we expect sales of oral care products and medicines to increase in the second half, but
we will not be able to recover the decline in sales of hand soap for the full year. As a result, we expect sales
to be JPY2 billion less than the forecast announced at the beginning of this year.

On the other hand, we expect sales of industrial products to increase, as we expect the market recovery in
the first half to continue in the second half.

Although overseas sales increased in the first half of the year, we have factored in the risk of a decline in sales
in Southeast Asia, where the impact has become more pronounced since the latter half of the second quarter,
and expect the full year sales to be in line with our initial forecast.

Support
Japan 03.4405.3160 North America 1.800.674.8375 _ SCRI PTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com ST Asic’s Meetings, Globally

26



life.love.

Fiscal 2021 Forecast of Factors Affecting Core Operating Income L’ON

B Impact on income

Assumptions

(Billions of yen) at start of Revision Change
year

Sales, product mix and others +1.5 +1.0 (0.5)
Total cost reduction

(manufacturing and logistics costs, etc.) +1.0 +1.5 +0.5
Crude oil and vegetable oils and fats, etc. (1.5) (2.4) (0.9)
Competition-related expenses (4.4) (4.0) +0.4
Other expenses (2.5) (2.0) +0.5
Total (5.9) (5.9) +0:0

Mm

This page shows factors affecting core operating profit. We have reviewed it based on the results of the first
half and the situation in the second half.

As for the impact of sales increase/decrease, product mix change, etc., we expect a decline of JPY0.5 billion
from the initial forecast due to composition change factors based on the situation of hand soap and other
factors.

As for the impact of total cost reduction, we expected income to increase by JPY500 million from the initial
forecast, based on the results of the first half.

With regard to the price of raw materials, we assume a decrease in income of JPY900 million from the initial
assumption, taking into account the recent surge in the price of raw materials, which is higher than expected.

As for competition-related expenses, measures that we have not implemented in the first half of the fiscal
year will be implemented in the second half of the fiscal year, and revisions have been made.
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Shareholder Returns LION'

Annual per-share dividend forecast of ¥24
(increased for a sixth consecutive year)

25 M Year-end dividend ¥ 2 3 ¥ 24

O Interim dividend ¥2 0 ¥2 1
a ¥17
15 1 v10 ¥13
10
0 I L I I I I |

2015 2016 2017 2018 2019 2020 2021
25.4% 23.6% 24.9% 22.7% 29.7% 22.4% 32.5%

T

Consolidated
payout ratio
( Basic dividend policy
Return profits to shareholders on a continuous and stable basis |
L (Consolidated payout ratio target: 30%) )

\

Ilﬁ

Finally, with regard to shareholder returns, based on our basic dividend policy of providing continuous and
stable returns to shareholders, we plan to increase the dividend for the current fiscal year by JPY1 from the
previous year to JPY24, as announced at the beginning of the year, for the sixth consecutive year.

This concludes my explanation.
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Question & Answer

Q: What were the sales growth rates in each country in the April to June period on a local currency basis?

A : We do not disclose specific quarterly figures. Broadly speaking, however, in our mainstays of Thailand and

Malaysia, sales growth in the April to June period did not change greatly from that of the January to March
period. In China, growth was strong in the January to March period, slowing somewhat in the April to June
period due to a recoil from the previous fiscal year, leading to year-on-year sales growth of around 20% for
the first half. In South Korea, sales growth in the January to March and April to June periods were at about
the same level.

Q: To what extent did Lightee toothpastes contribute in China?

A In terms of sales value, the contribution is still very small. CLINICA products and other existing products

imported from Japan make up a very large share of total sales, and these products have been performing well.
We expect the contribution of Lightee to be mainly from the October to December period onward, mainly
around the Double 11 shopping holiday in November.

Q: In the April to June period, new variants of COVID-19 were spreading in Thailand and Malaysia. What
impact did this have?

A In Thailand and Malaysia, we began to see a substantial negative impact from April to June, especially in
June, and even more so in July. We regard this as a major risk factor.

Q: Do you expect annual sales in Thailand and Malaysia to fall year on year?

A : Decreases in the latter half of the year will be offset by increases in the first half, so we expect annual sales

to be around or slightly below last year’s level.

Q: Some would argue that sales of daily commodities can grow even with the spread of new variants of
COVID-19, but how is it actually going?

A : Before the pandemic, we thought that, too. However, as you can see in the presentation materials, we

have found that the market as a whole, especially for laundry detergents, has persistently been down more
than 10% since the latter half of last year. We can theorize and imagine many possible reasons for this.
Particularly in Southeast Asia, there is still a major difference in per-person detergent use between urban and
rural areas. It is likely that a number of those who had come to cities for work lost their employment with the
lockdowns and other measures of this past year and returned to rural areas. The resulting drop in detergent
use among such individuals may, we think, have been a major negative factor. As we explained earlier, we are
working to strengthen sales promotion in rural areas and implementing promotions to increase the share of
sales accounted for by small-sized products with low unit prices in order to make up as much ground as we
can.

Q: In terms of strategy in China, you said that sales grew by around 20%. Was there any difference in the
growth rates for toothpastes and toothbrushes? Also, how do you plan to compete with foreign competitors?
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For toothbrushes, Lion’s technologies, small toothbrush head sizes and bristle implantation will presumably

be strengths, but for toothpaste, do you think it will be difficult to get consumers who have grown accustomed
to your competitors’ product flavors over many years to make the switch?

A: For toothpastes, in addition to functionality, taste familiarity and loyalty are very important. As such,

getting consumers to switch brands is not as easy as it is with toothbrushes. We still do not have nearly as
high a market share in the field of toothpaste as we do in toothbrushes. | think we are capturing a very niche
consumer segment. These consumers are buying Lion toothpastes because they are made in Japan and,
specifically, made by the leading toothpaste manufacturer in Japan. It seems that purchasers of our products
put a very high value on such factors. Therefore, we believe that our competitors’ target segment of
consumers is different from ours, so our strategy will naturally be different, as well. This is also why our
marketing puts the fact that Lightee is a Japanese brand at the forefront. Currently, the sales growth rate for
toothpaste is higher than that for toothbrushes, partly because sales volumes are lower. We would like to
continue our present approach for the time being.

Q: Core operating income was ¥2.5 billion higher than forecast in the first half of the year, so why has the

core operating income forecast for the full year not increased? While the sales mix will be negatively impacted
by weak hand soap performance, sales of antipyretic analgesics are expected to grow, and raw material costs

are increasing only ¥0.9 billion. Given that competition-related costs will be lower than expected, what is

behind the disappearance of that ¥2.5 billion?

A: There are two main factors. The first is that the rise in raw material prices actually started in the latter
part of the first half of the year and is expected to hit harder in the second half. This will push down profit in
the second half by about ¥1 billion compared with earlier assumptions. The remaining ¥1.5 billion will be
accounted for by competition-related expenses and other expenses. These expenses are expected to be about
¥1 billion lower than originally forecast for the full year. However, since they were lower than anticipated in

the first half of the fiscal year, we will shift them to the second half, for total expenses of about ¥1.5 billion.

Thus, these expenses will be higher than originally forecast for the second half of the year and a negative
factor. Changes in the product mix, including hand soaps, will have a minor negative impact, but this will be
offset by an increase in sales of antipyretic analgesics and other products and so will not be a particularly
major factor in the second half of the year.

Q: So, the competition-related expenses and other expenses not realized in the first half will appear in the
second half?

A : Yes. For example, from the beginning, other expenses have included expenses for the planning of the Field
Programs mentioned earlier. We had assumed that these expenses would probably be mainly in the second
half of the year, but we weren't sure, so we distributed them more or less evenly across the first and second
half in our forecasts. As it turned out, they will indeed occur mainly in the second half of the year.

Q: Looking at the waterfall chart, did gross profit or the product mix improve in the April to June period?

A: The impact of the product mix was severe in the January to March period but got better in the April to

June period. For one thing, more than the impact of hand soaps, the portion of total sales from domestic
businesses increased in this period. The gross profit margin is higher in Japan compared with overseas, so this
impacted gross profit in the April to June period. This shift in the balance of domestic and overseas sales was
due mainly to worsening sales in China in the April to June period compared with the January to March period.
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Q: In terms of profit, am | correct in understanding that even if hand soaps struggle, due to increases in sales

of antipyretic analgesics, you expect a negative impact of only around ¥0.5 billion for the full year?

A': We are being a little ambitious here. Antipyretic analgesics have already seen growth since June, and we

expect this to continue through the second half of the year. We also aim to further expand sales of high-value-
added products, especially in oral care, but this will require significant effort. As such, the increase in
competition-related expenses is mainly in the oral care field, and we hope that this approach will lead to
growth.

Q: Sales of Living Care Products in the first half fell year on year. Could you tell us about the main factors
behind this?

A': We are not worried about Living Care Products. Our two mainstay fields of dishwashing detergents and

household cleaners continued to perform favorably in the first half of the year. However, in the first half of
2020, household cleaners in particular saw very strong growth, so this year the first half saw a slight decline
in comparison. Also, last year, Living Care saw major growth in sales of REED kitchen paper, mainly in March,
from which we saw recoil this year. The spike in demand for kitchen paper last March was due to the shortage
of tissue paper and other paper products, which spilled over to demand for REED products. This was thus a

one-off fluke, resulting in a year-on-year decrease of ¥350 million.

Q: The January to March period saw an increase in sales, while the April to June period saw a double-digit
decrease. Was the decrease in sales of kitchen paper a major factor in this?

A As | said, last year was a good year for household cleaners, as well. Compared with that, we saw a year-

on-year decrease, but this category is still clearly performing favorably. In that regard, | believe that there is
no problem in areas other than kitchen paper within Living Care.

Q : How well did antipyretic analgesics sell in the first half of the year?
A : Roughly speaking, sales increased approximately 20% year on year.

Q: If sales of antipyretic analgesics increased 20% in the first six months of the year, what about the April to
June period, specifically?

A : Sales growth in the April to June period was mainly concentrated in June.

Q : Looking at the second half of the year and into next year, with hand soap sales declining and raw material

prices remaining high, and given your assumptions regarding antipyretic analgesics, what conditions will have
to be met to realize profit growth in 2022?

A': We expect the domestic Consumer Products Business to remain relatively steady into 2022. In the first

half of 2021 as a whole, there were very few areas in which we underperformed the market: just laundry
detergents and hand soaps. In all our other mainstay fields, we outpaced market growth. It will take a lot of
hard work, but we seek to continue this trend in 2022. As for hand soaps, which have been the biggest factor
in this year’s sales decline, in terms of year-on-year comparisons, next year we will no longer be juxtaposing
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current results with those from the boom of 2020. So, if we can maintain performance in that category, we
should be able to increase overall sales based on performance in the fields | mentioned that are doing well.

Q: What about profit?

A : This year, we are increasing competition-related expenses and other expenses, such as R&D investment,

but we do not expect to continue increasing them next year. On the other hand, looking at negative factors
affecting profit, we will record depreciation for the new Sakaide Toothpaste Factory only in the latter half of
2021, but for the full year in 2022. Nevertheless, we believe that we will be able to increase EBITDA and gross
profit.

Q :What about raw material costs in 2022?

A : I think it is best not to make too many assumptions about raw material prices too far in the future, such

as a year from now. We generally assume, however, that crude oil prices will move within the range of USD40
and USD100 in a cycle spanning one or two years, and we advance our businesses accordingly. We do not
have any particular forecast about the prices of crude oil or natural fats in 2022.

Q: Some of your competitors have announced that they will reinforce their marketing of hand soaps and

introduce new household cleaners. How do you expect this to impact Lion’s performance?

A :. We would like to maintain the current hand soap market size, which is about 40% larger than that of 2019,

and further expand it as much as possible. We also plan to use some of the increased expenses mentioned
earlier on hand soap marketing. In the household cleaner field, there will be some impact in the short term.
Depending on how you look at it, however, it may not necessarily be a bad thing if LOOK Plus and our
competitors’ new products succeed in transforming the bath detergent market from one where the focus of
competition is centered on very low prices into one where the focus is on higher-value-added products. Also,
although | didn't get to explain it today, we will launch a new product, LOOK Plus Awa-Pita Toilet Cleaning
Spray, in September, targeting a similar market position as LOOK Plus Bath Cleansing. As such, even if there is
some negative impact on bath detergents, we believe that we can make up for it with the positive impact of
the new product.

Q: I believe you aimed to increase full-year sales in China by almost 50%. However, in an earlier comment
you indicated that you expected growth of about 25%. Could you tell us more about this?

A: Our hope is for 50% growth every year, but our plan and assumptions for this fiscal year, especially the
first half, are around 25%. Last year, we were able to increase our annual sales by 50%, but this was partly
due to successfully uncovering demand for Japanese products. This has now settled down somewhat, and we

are preparing for the next round of measures.

Q: So, you were expecting growth of 50% for the full year but have now changed that to 25%?
A : We do not forecast growth 50% for the full year at this time.

Q : Is your current outlook for performance in China different from your initial assumptions?
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A: We don't think the current situation is necessarily bad. The July to September and October to December

periods will be important, especially the latter, so we aim to effectively cultivate demand over the remainder
of the year.

Q: Why did growth not reach your expectations in the April to June period?

A: Like Double 11, the 618 shopping event in June is very important, but overall demand for household
products did not surge as expected. This was a major factor, and affected other companies, as well.

Q: You mean it was due to market factors?
A:Yes.
Q: Is there a risk of the Chinese market remaining sluggish in the latter half of the year?

A: We are currently analyzing why sales on 618 were not as high as expected. It may be that, as consumers
come out of pandemic conditions, their spending has shifted away from household products somewhat.

Q : Looking at the factors affecting core operating income, you mentioned that you shifted about ¥1.5 billion

in competition-related expenses to the second half of the year, but were cuts to these costs overseas also a
major factor? Also, can we assume that you will not spend all that much in competition-related expenses in
the latter half of the year in Thailand and Malaysia, which are experiencing new waves of COVID-197? Finally,
has there been any change in your initial assumptions related to the digital investment included in the changes
in other expenses?

A : 1 will start with the latter part of your question. Although there have been delays in digital-related

investments, there is no change in the total amount of investment, and the progress of each investment area
is proceeding approximately as expected. Regarding where the competition-related expenses are invested, in
the first half of the year, Southeast Asia began to show signs of difficulty in June, but the situation had been
relatively normal up to that point, and there are no major changes in our assumptions about changes in
competition-related expenses in the region. Rather, competition-related expenses to be invested in the
domestic market have been shifted to the second half of the year.

Q: Why did the profit margin in the Consumer Products Business decline significantly in the April to June
period? Looking at the whole year, do you think this decline is just temporary?

A: There are two reasons, which, as explained earlier, relate to a change in the balance of the quarterly
breakdown. The first reason is that the sharp rise in raw material prices that appeared in the April to June
period had almost no impact in the earlier January-March period. The second is that, while we invested less
than expected in competition-related expenses, these expenses still rose compared with 2020. This increase
was concentrated in the April to June period, so, as you said, | think it is safe to say that this is temporary
effect, a matter of variation from quarter to quarter.

Q: Is it correct to assume that the profit margin for the full year will return to around 10%?

A : We believe that the profit margin for the full year will remain at about the level recorded in the first half

of the year .
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Q: Given that the profit margin is down year on year, will the Overseas Business compensate for decreased

domestic sales?

A: The reason for the decline compared to the previous year is, as explained in the waterfall chart, the
growing impact of the increase in competition-related expenses and the rise in cost of sales, which are mostly
in the Consumer Products Business.

[END]
Document Notes
1. Portions of the document where the audio is unclear are marked with [Inaudible].
2. Portions of the document where the audio is obscured by technical difficulty are marked with [TD].
3. This document has been translated by SCRIPTS Asia.
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Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS Asia
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the
information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT
TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
unauthorized purposes.

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2021 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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