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Presentation

Tanimoto: Let me introduce today’s speakers: Masazumi Kikukawa, Representative Director, President,
Executive Officer; Takeo Sakakibara, Director, Senior Executive Officer; Masahide Arai, Director of Corporate
Planning Department; and Yoshitada Ishii, Deputy Director of Finance Department. | am Tanimoto, Director
of Investor Relations Office, Corporate Planning Department, and | will serve as the moderator.

Mr. Kikukawa will now explain based on the financial results presentation materials for the fiscal year ended
December 31, 2021, and then we will move on to the question-and-answer session. The entire briefing is
scheduled to last for approximately one hour.

The materials used in today’s presentation can be found on our website, so please take a look at them as well.

Before we begin the briefing, | would like you to note the following in advance. This presentation may contain
forward-looking statements based on current expectations, all of which are subject to risks and uncertainties.
Therefore, please note that the actual results may differ from the forecasts.

In addition, in order to enhance the disclosure of information, we will post a video of the briefing on our
website from this time. Please note that the company name, your name, and voice of the person asking the
question will be uploaded as is.

Now we will begin the presentation. President Kikukawa, please begin.
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Kikukawa: Thank you very much for taking time out of your busy schedule to participate in our financial results
briefing today. We would also like to thank you for your continued support of our IR activities.

Today’s explanation is based on the three points you see. Let’s start the explanation step by step.
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Fiscal 2021 Financial Results Highlights LION

Comparison to Forecast (revised 7/30)
Sales and profit met forecasts
(net sales: +¥1.2 billion; core operating income: +¥0.9 billion)

O Net sales were driven by the Overseas and Industrial Products businesses

C In core operating income, rising raw material costs were absorbed by increased sales and
streamlined expenses

Y-o-Y Change
Sales increased, profit decreased
(net sales: +¥10.8 billion; core operating income: -¥5.0 billion)

Q Sales in Consumer Products were about level year on year, despite recoil from strong sales of
hand soaps, etc., in 2020; sales in Overseas and Industrial Products rose, reflecting, respectively,
strong performance in China and recovery in the chemical market

O Despite total cost reductions, rising raw material costs and competition-related expenses
resulted in decreased core operating income

O Operating profit and profit for the period attributable to owners of the parent decreased di
the drop in core operating income and recoil from a gain on transfer of non-current as
Lion's head office occupies) recorded in 2020

First, | would like to talk about the business results for FY2021.

In FY2021, we achieved both net sales and profits compared to the announced figures revised on July 30 last
year.

On the other hand, sales increased and profits decreased on a YoY basis. Sales in Consumer Products increased
as a reactionary decline in sales of hand soap was offset by sales of antipyretic analgesics and other core
products. Sales in overseas increased, mainly in China and sales in industrial products also increased.

Although we promoted total cost reduction, core operating income decreased due to the increase in raw
material prices and competition costs.

Operating profit and profit for the period attributable to owners of the parent company decreased due to the
decrease in core operating income and the absence of the gain on transfer of fixed assets recorded in the year
before last.
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Market Trends LION

Pericd: Jan.-Dec. 2021; Source: INTAGE Inc, SRI+
Aggregate of In the 38 home product markets surveyed, sales value fell 5% year on

Key Domestic year, reflecting a decrease in sales volumes of hand soaps and
Markets household cleaners due to year-on-year. recoil

|
v Toothpaste unit prices continued to increase, reflecting increased hygiene
awareness (salos value up 2% Y-o-Y)
« Toothbrush unit prices continued 1o rise, and sales volumes recoverad
to the 2020 level from July to December {sales value changed 0% Y-0-Y)

QOral Care

« Hand soap sales volumes fell sianificantly due to recoil from expansion in 2020

Beauty Care but were still up almost 40% from 2019 {sales value down 30% Y-0-Y)

« Laundry detergents and fabric softeners saw higher unit prices due to a shift

Fabric Care
| Maundry ¢ € "A‘«'nl‘lk ie H r 0 ’v 'de G 3\. r 0 r -
v Dishwashing d tunit pric ( S ng)::‘ due to a ,hm to larger size KJI(J(‘lI(Y S reflecting more
. rr-—uuwnt use (sales value uo 1% Y-0-Y)
LWI”Q Care Jousehold cleaner sales volumes Tr' | due to recoil from the previous year
1ctal sales value of home cleaners, bath detergents and bathroom detergants down 1% Y-o-Y)

E‘a Y-o-Y
the ih‘c-n(u of demand from overseas visitors
s value up 1% Y-o0-Y)

Pharmaceutical

Pecad: Jan.-Dac, 2021; Sowce: Nelsan

Y 7 Market for hand soap expanded compared to 2007 (increased in
Qoregate. Thailand by 80%, Malaysia by 180% and South Korea by 60%)

S?;koe\grseas Sales of laundry detergents continued to shrink Y-o-Y due to

stagnation in consumption

This slide summarizes the trends in the domestic consumer products market and major overseas markets that
we are entering.

In Japan, the total of 38 home product markets in which we participate has been affected by a decline in unit
sales due to a reactionary drop in sales of hand soaps and household cleaners, resulting in an overall decrease
of 95% in value compared to the previous year. We believe the overall market is returning to its pre-
coronavirus state of moderate growth.

The details of each item are as shown and will not be explained.
Overseas, hand soap sales in Southeast Asia and Northeast Asia are down from the previous year due to a
rebound from last year, but the market is still expanding in each country compared to 2019 due to an increase

in the frequency of hand washing.

With regard to laundry detergents, the situation remains difficult, as they continue to fall short of the previous
year’s level due to the impact of sluggish consumption caused by the spread of infection.
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Fiscal 2021 Consolidated Financial Results L’ON

Despite a Y-o-Y increase in sales, profit fell Y-0-Y due laraely to rises in raw material prices and competition-

related expenses, but exceeded forecasts
| Y-o-Y change Deviation from

(Billions of yen) [ Y e -1 revised

| Amount | % ‘ 1‘:{::‘3_5:5:‘ :
Net sales 366.2 355.3 10.8 P s
Core aperating incomes' 30.9 35.9 0.9
% of net sales 8.4 10.1 (5.0) (14.0) {3.)
Operating profit < 44.0 .
% ofJnel saiéa 318.; 124 (12.8) (29.3) :_;.91)
Profit for the period 2.2
attributabie to owners of parent 23.7 29.8 (6.1) (20.5) {10.5)
EPS (Yen) 81.73 10275  (21.02) (20.5) IR
EBITDA#? 45,1 47.6 (2.4) (5.2) =
EBITDA marain (%) ** 12.3 13.4 (1.1)PP =
ROIC (%)%= 8.8 10.7 (1.9)PP =
ROE(%) 9.8 13.6 (3.8)PP —

o -
. o e AT e U eTTe Uy wERTw ey serernd e e nsiatee et b orom eotth sl ——
B T W CF IO GEINWITG FXOIm AIS TN wd areniaten
: o
0 1he (MCIPAT] ASE Dy 1 bowrngn Fnecmet Caoial (1500 sty Gha Kot Dadibg Ladtid tathe the Sibet, Ais
w hesusicre

This is our consolidated financial results.

Net sales totaled JPY366.2 billion, up 3.1% YoY, or JPY10.88 billion. Excluding the impact of foreign exchange
rates, YoY change at constant currency is 1.9%.

Core operating income decreased by JPY5 billion to JPY30.92 billion, and operating profit decreased by
JPY12.89 billion due to the absence of the gain on the transfer of land in the year before last.

EBITDA, which has been used as a cash-based earnings indicator for the investment front since the current
fiscal year, was JPY45.17 billion, a decrease of JPY2.49 billion YoY.
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Year-on-Year Changes in Core Operating Income LION'

Increased sales led to increased gross profit, and total cost reduction helped boost profit, but
increases in depreciation and amortization, raw material costs and competition-related expenses
led to an overall decrease

Core operating income for 2020 35.9

Changes in sales, product mix +0.5
and others

Total cost reduction 1.2
(raw materials, logistics) :

Increase in raw material prices (3.7)

Increase in competition-related (2.0)
expenses

Increase in other expenses (1.0

Core operating income for 2021

(Billions of yen}  24.0 26.0 28.0 30.0 32.0 34.0 36.0 38.0

This shows the factors affecting changes in core operating income.

First of all, there was JPY1.7 billion as a factor to increase profit. As for the impact of the changes in sales,
product mix and others, gross profit increased due to the increase in sales, but profit decreased due to
changes in the segment composition and an increase in depreciation, resulting in JPY0.5 billion after deduction.

Total cost reduction was JPY1.2 billion, mainly due to cost reduction.
On the other hand, factors contributing to the decrease in profit totaled JPY6.7 billion. This was due to the
increase in raw material prices both in Japan and overseas, as well as competitive costs such as sales

promotion expenses and increased R&D expenses.

As a result, core operating income decreased by JPY5 billion YoY.
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LION

Industrial Products saw increases in sales and profit, due to increases in the chemical field, but Consumer
Products and Overseas saw increased sales but decreased profit due partly to higher raw material costs

Results by Business Segment

Segment profit

Net sales {Core operating income)
(8~||l(1f‘v3 Of yen! i e el
Y-0-Y change Y-0-Y change

2020

Amount %

Amount |

245.4 1.5 0.6 19.0

247.0

%?gétrgtesr 229.5 229.7 (0.1)  (0.1) | R NS
jopy mm sememeil w s
Overseas 182:3 | 1812 _3(5)__ _;_'Z (gso, (1.1 (15.9)
oter 218 348 69N 21 oy g
Adjustment (325; (816.6; (Oi;: : (1.0) 1.4 .

Consolidated 30.9 =" |
Total 366.2 3553 108 3.1 wa (5:00 (14.0) |
+ Upper lines: net sales; lower lines: sales to external customers

This is results by business segment. For sales, the upper row shows net sales and the lower row shows external
sales.

First, in the Consumer Products business, net sales increased YoY as a reactionary decline in sales of hygiene
products was offset by sales of toothbrushes, fabric softeners, and antipyretic analgesics. Segment income
decreased by 22.8% mainly due to a decrease in gross profit caused by a change in sales mix and higher costs.

Both sales and profits increased in the Industrial Products business. In the chemicals field, sales increased YoY
due to a recovery in market conditions, particularly in the automotive industry. In the commercial cleaning
products business, sales of sanitation-related products were strong, although sales of cleaning products for
restaurants were sluggish. Segment income increased mainly due to an increase in gross profit resulting from
higher sales.

Overall, the overseas business posted higher sales and lower profits. The business results by region will be
explained in detail later.
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Consumer Products Business Net Sales by Product CategoryLION'

Sales increased, except in beauty care, which suffered Y-o-Y recoil

Net sales

(Billions of yen) Y-0-Y change

Oral Care 69.4 66.4 3.0 4.5
Beauty Care ‘ 24.77 314 (6.7) (21.5)
Fabric Care ! 60.6” 59.1 1.5 2.6
Living Care 25.1 24.0 1.0 4.5

Pharmaceutical 253 238 1.4 6.2
~ Other 41.7 40.5 1.2 3.0
Total ' 247.0 245.4 1.5 0.6

Next, | will show you the net sales of the Consumer Products business by category.

In the oral care category, sales of mainstay products such as toothpaste, toothbrushes, and dental care
products all increased YoY.

In the beauty care category, sales were significantly lower than the previous year due to a decrease in the
number of hand soap units.

In the fabric care category, sales increased YoY due to growth in sales of fabric softener.

In the living care category, sales of cooking-related products decreased in reaction to last year’s sales, but
sales of dishwashing and bath detergents increased YoY. In addition, new bathroom detergents contributed
to the YoY increase.

In the pharmaceutical category, sales of the mainstay antipyretic analgesic increased due to demand for
adverse reactions to vaccines and the effect of new products in the second half, resulting in an increase in
sales and an overall increase in profit.
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Overseas Business Results by Region LION'

Sales in Southeast Asia increased due to stronager sales promotion of laundry detergents, but
profit decreased due to rise in raw material costs
Sales in Northeast Asia increased, driven by strong sales in China which continued to be strong
due to strengthened sales promotion in e-commerce and live commerce

Net sales | Core operating income
SRS 2021 | 2020 1;:117’“’";‘3 | 2021 [N2020 e
SRADCRst 687 664 23 3.5 3.7 51  (1.3) (26.3)
No’:g‘f;a“ 404 351 53 151 22 22 02 102
Total 109.2 1016 7.6 7.5 6.0 71 (1) (.8

*Y-0-Y change at constant currency excluding exchange rate fluctuations:
Southeast Asia: +1.3% (Thailand: +0.9%, Malaysia: +1.4%);
Northeast Asia: +6.3% (China*: +21.7%, South Korea: -4.7%); +ainadao Lion ,
Total: +3.1% e ———

Next is the performance of overseas business by region.

In Southeast Asia, although still affected by sluggish consumption, overall sales increased by 3.5%, and YoY
change at constant currency excluding exchange rate fluctuations was plus 1.3%.

In Thailand, we strengthened sales promotion in rural areas, focusing on detergents, and in Malaysia, we
renewed various detergents to appeal to anti-viruses and succeeded in securing exposure in stores. Core
operating income, on the other hand, decreased due to the impact of rising raw material prices.

In Northeast Asia, there was an increase of 15.1% YoY, and YoY change at constant currency excluding
exchange rate fluctuations was plus 6.3%. In China, where sales have continued to be strong due to the
strengthening of sales promotions such as EC and live commerce, we secured sales growth of over 20% in the
last fiscal year.

On the other hand, sales in South Korea decreased due to a reactionary decline in sales of hygiene products
and, in addition to this, the impact of a shrinking market for laundry detergents.
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Purpose-Driven Management Vision2030! L ION

We will reinforce management driven by our purpose:
Make a difference in everyday lives by redesigning habits

=epesign

Make a difference in everyday lives by redesigning habits

]

We recognize the importance of fulfilling our social roles and responsibilities by further strengthening our
management based on our purpose of “Make a difference in everyday lives by redesigning habits.”

| would now like to explain our medium- to long-term management plan for 2030.

. life.love.

Vision for 2030 | Vision2030| [ JON

Becoming an advanced
daily healthcare company

We will realize healthy minds and bodies for all
by creating new customer experiences
to make everyday habits more natural, easy and enjoyable
13
Our vision for 2030 is “Becoming an advanced daily healthcare company,” and by evolving and developing

healthcare that only Lion can provide, we will contribute to a sustainable society and aim to increase our
corporate value.
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The Past Decade and Future Growth

life.love.

LION

Profitability arew significantly over the past 10 years; we aim to further expand
corporate value going forward
sFigures for 2011-2017 are calculated |’> IFRS

Net Sales
600

500

400

30

o

20

o

Net Sales ((billions of yen)

10

o

0

using cperating profit under Japanese

GAAP
B Netsales

0%

¥ of net sales

124

10%

&

-
=

=
Ratio of core operating
income to net sales (%)

2010 2012 2013 2m4 2005 2006 2017 2008 2019 2020 202

V-1 Plan

V-2 Plan

LIVE Plan

The Past 10 Years

___Increased profitability.

1Shift toward higher-added-value
products (unit price>volume)

1Advanced structural reforms
+Consolidated the chemicals business
‘Reorganized domestic production sites

‘Consolidated domestic logistics companies

‘Rationalized point-of-sale management

The Next 10 Years

DU DFrEsSEnceE

1IExpand overseas and new businesses

IMaximize up-front investment
1Continually reinforce future-
oriented growth investment

Etc.

For the past 10 years, we have been promoting structural reforms, such as adding more value to our products,
strengthening our earnings base, and consolidating and eliminating affiliated companies, with the theme of
improving profitability, which was a particular challenge for us.

On the other hand, we recognize that our social mission and significance have become even greater due to

the impact of the new coronavirus infection last year.

For the next 10 years, we will continue to strengthen our investment for growth, accelerate our business
growth, and aim to expand our corporate value.
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Management Theme for the Run-Up to 2030 [ Visonz030| [ JON

Enhancing Lion's market economic and social presence

AchiEvelt Hifgglm@ L‘JJ CURpUrpOSe smViakelaldifferencelinteverydayllivesibya

«1 Businass growth = Morecnnhctmthconsumrs! More targets x More areas:

Realizelaniupwardicorporatelvallelexpansiontspinalsll

*2 Up-front investment = Business growth = Cash flow generation = Reinvestment/multi-stakeholder returns = Further growth..

Corporate value
expansion spiral

Key indicators

Sales growth rate

EBITDA

2 st

Our management theme is to improve our market, economic, and social presence.

[
P
]

Specifically, we will expand this process of accelerating growth through aggressive investment, generating

cash, and reinvesting and returning it. By doing this, we hope to create a spiral flow that will lead to the
sustainable expansion of corporate value.

As indicators to evaluate the level of realization of this spiral and to make it greater, we will focus on sales

growth rate and EBITDA expansion. At the same time, we will strengthen ROIC management and improve the
efficiency of investment.
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Vision2030 Long-Term Strategic Framework Lfooﬁ

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 arowth.

Vision2030

Becoming an advanced
daily healthcare company

ReDesign
Make a difference in everyday lives by redesigning habits

B

The overall picture of the strategy frame is shown here.

life. love.
Vision2030 Targets m | Vision2030) L JON

Increase corporate value by enhancing economic value through contribution to
the realization of a sustainable society

)=

| ~ReDesign

Make a difference in everyday lives by redesigning habits

Socialvalus WM Economic value

Net sales aoorox. ¥600 billion

(Approx. 50% from the

*Enhance consumer QOL Overseas Business)

*Contribute to the realization of EBITDA® acorox, ¥80 billion

a decarbonized, resource-circulating society i

Core operating income  Approx. ¥50 billion

Create environmentally friendly habits with consumers ROIC 8-12%

IDecarbonized society: Creata water- and powar-saving habits ROE M
1Resaurce-circulating society: Create refill habita

and waste-free habits (recycling) + ERITOW. Core coerating income + depreciation
Tuschuding decreciaton and m ol b of uie sssets

By doing so, we will target and enhance the economic value that you have seen through our contribution to
a sustainable society by practicing the purpose driven concept of “Make a difference in everyday lives by
redesigning habits,” and aim to expand our corporate value.
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Envisioned Growth in the Run-Up to 2030 Vision2030| [ |

life.love.

In addition to steady arowth of existing businesses and improvement of business efficlency by reviewing the
business portfolio. we aim to achieve business growth by promoting sustainability strategies. expanding into
new countries and areas, and creating new businesses

1. Envisioned growth in the run up to 2030

A

+¥45 billion

Sales growth (compared with 2021)

+¥240 billion

2024

2027 2030

~rar— < -
<epesign
7
Mubs o dlhermnie oo ydiy bees By vdmgrang haiens
Advance Accelerate growth in

sustalnability strategy four fields of value
creation

New business (+¥30 billion or more)
Secure profit cpportunities from new business models

Expand in new countries and areas
(+¥60 billion or more)
Focus an entering new marksts in Asia

Existing overseas business {CAGR around 10%)
rAround 5%-6%, excluding Qinadao Lion

Realize growth centering an the Qingdao Lan businass
(¥100 bilon)

Existing domestic businesses (CAGR of 2% or more)
Evolve existing dusinessas by shifting 1o value-added aroducts and
creating markets

i

From here, we will explain our specific design for business growth to JPY600 billion in 2030.The stacked graphs
show the targets for performance growth by sector. As you can see, along with the steady growth of existing
businesses in Japan, business growth through overseas and new businesses is an important point for us.

life.love.

Envisioned Growth in the Run-Up to 2030 Vision2030/ [ ION

Key points of global strategy

1. Evelve glocalization to maximize synergy 2. Expand into new countries and areas 3. Evolve global operations

B Envisioned arowth in the run up to 2030

A

+¥45 billion

Sales growth (compared with 2021)

+¥240 billion

2024

2027 2030

ReDesign
Wk 2 er¥ermrn i everpday bues by iedwiagreg natety
Accelerate growth In

four fields of value
creation

Advance
susiainability strategy

New business (+¥30 billion or more)
Secura profit coportunitias from new business models

Expand In new countries and areas
(+¥60 billion or more!
Focus an entering new markets in Asia

Existing overseas business (CAGR around 10%)
sAround 5%-6%, excluding Qingodaa Lion

Realize arowth centering on the Qingdaa Lion business
(V100 biltsory)

Existing domestic businesses (CAGR of 2% or more)
Evolve exwisting businesses by shifting 1o value-added products
ANa creating markets

The most important point in this process is the expansion of overseas business. There are three key points:
maximizing synergies by evolving the glocalization strategy, expanding the business of Qingdao Lion, and
expanding into new countries and areas. Let me explain in detail in order.

Support
Japan 03.4405.3160
Tollfree 0120.966.744

North America
Email Support

1.800.674.8375 = SCRIPTS

support@scriptsasia.com

— Adla’s Mesfings, Glcbaily

15



life.love.
Overview of Global Strategy in the Run-Up to 2030 Vision2030 LION

Evolve the glocalization strategy from its previous country/area focus to a regional focus (by
defining market type.s). achieve strong growth in current countrigs gnd e_xpand into new

‘.._ 2

- Evolving the glocalization strategy 7

Glocalization
Country/area focus Regional focus (marketing by type)
Until now (country/area focus) Going forward (regional focus/market classification)
: ' ‘ dalit Define cross-border market types in light of countries’

characteristics and trends identified through the
glocalization strategy

Maximize syneray and advance efficient, effective
i ment through management and

" — . business managem
Adapting to environmental changes business approaches tailored to each market type

Evolve strategy promotion foundations
(alobal operations)

One of the major concepts of our global strategy is the glocalization strategy. This has allowed us to enter new
countries and expand our business to date, taking advantage of our detailed marketing that meets local needs
on a country and area basis and our reliable quality as a Japanese manufacturer.

However, with the recent changes in the environment, such as the increasing similarity and commonality of
lifestyles and needs across countries and regions, we believe that we need to evolve this business style one
step further.

We would like to evolve our glocalization strategy to maximize synergies and promote efficient management
by taking an optimal approach to each type of consumer by categorizing them across national borders
according to their characteristics and trends, rather than by country as in the past.
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Global Strategy (Market Type-Based Marketing) LION

Evolve from the previous country/area focus to a regional focus (by defining market types) and
advance more efficient and effective business management

| Market-type framework (types I-11I)
Expand alobal business through
market type-based marketing

Evioralos S : S—_— » Scale expansion through
(Rural) (Urban) product and distribution

Indon Mala: synergy maximization and
- ef" F efficient, effective business
(Rural)
’ insights in each market type
(product strategy, marketing

Thailand . management
product | ety | Valie st sy e’ | strategy, channel strategy, etc.)

» Category expansion through

sworesr | Locaiization | Globalbrands and entry into new countries,
um areatand ficlds’based on/past
— B - successes

This is a representation of the typology marketing frame that we have already developed in practice.

The approach is to categorize countries and regions into three major types and implement strategies for each
type. The three categories are based on GDP growth rates, income levels, and the characteristics and trends
that have been identified through the glocalization strategy.

For example, in the Type | approach to countries and regions, we aim to achieve quantitative growth with
general-purpose, low-priced products that meet local needs, while in the Type Il approach, we seek to
maximize product and distribution synergies through the development of global brands.

In addition, in Type Ill, we will strive to achieve qualitative growth through value-added products, such as the
development of high-priced products with a focus on Japanese brands.

We believe that the knowledge and know-how accumulated through these strategies can be applied and
developed for future expansion into new countries and areas, as well as for field expansion.
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Global Strategy (Market Type-Based Marketing) ”.’;‘O“ﬁ

Aim for around ¥240 billion in net sales based on the growth of Qingdao Lion (approx. ¥100 billion) and continue
agrowth in other countries where we currently operate (approx. 5% CAGR)

I Growth in countries where we currently operate

» Quahty based growth in lnundrv dmernent
o <hift 1o value-addes products thraugh

Wiy I macket type? rncu
110 SO0 NS ET SIAre I sach country !
> Enpand into the oersor\al care field

G oersunsl . 3 Cale. Desuty (
'|~('xn exne ||-"' am success in homs care

» Scale expansion based on e-commerce
reinforcement

Type Il (mainly Northeast Asia

100 _+ urban Southeast Asia)

= » Loverage Japonese brands 1o shift to
value-added products

HW ~ > /" » Reinfarce mouthwashes to generate
' > synargy with toothpastes
/_./' YL 7 . » Expand contacts with consumers through
o - . . mare sophisticated e-commorce

102 Tor et ile on The sk of Ursan s

This is about growth in countries where we currently operate.
Overall, we are aiming for sales of JPY240 billion in 2030 at a CAGR level of 10%.

Regarding Qingdao Lion, we are aiming for growth of JPY100 billion in 2030. This is one of the major points of
our global strategy, and | will explain it in detail later.

The other six consolidated companies have been growing at a CAGR of approximately 7% for the past 10 years.

Despite the current impact of coronavirus, we aim to achieve sales of JPY140 billion in 2030, excluding China,
by growing at a CAGR of 5% over the 10 years from 2021.

In terms of the direction of growth by category, for Types | and II, we will aim to expand our market share
through qualitative growth of laundry detergents. At the same time, we will aim to expand the scale of our
business by expanding into the personal care field, mainly oral care, based on the successful know-how we
have cultivated in the home care business, and by expanding our channels by strengthening EC.

For Type Ill, which is mainly in Northeast Asia and urban areas, we will continue to add value and aim for
qualitative growth by strengthening mouthwash that generates synergy with toothpaste and expanding
consumer contact points through sophisticated use of EC.
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v . life.love.
Global Strategy (Expand Business of Qingdao Lion) | Vision2030§ L ION

Positioning China as our most important market, we aim for sales of ¥100 billion in 2030 (from approx. ¥17 billion in 2021
Based on oral care and e-commerce, the core of our existing business, we will expand our business domains
(categories X channels X areas)

. Evolving the Qingdao Lion business Expand business of Qingdao Lion, with the oral care
business as a starting point

Maximize daily contact with the oral care business's target users
f to expand the business domain (categories, channegls, areas)
Channels/areas
R
3 Regional |
2 Increased sales 150% through z SHIONA . D2C business
G oral care x e-commerce x targeting = cities Services
< (from sales in 2018 at local currency) G asEe.  _EEE
S 5 : Personal care
Secured recognition of Lion quality based on the o Pet
made-in-Japan image = y For dental
/ 3 Oral carex | clinics
1 Further strenathen oral care, our top-priority )/ E-commerce | Commercial-use
category / — . > Category
g f { Existing New
£ | 1 Branching out from oral care, expand into N ; .
firad . fie . y Poin r izing Y
related fields Key Points for Real the Strateg
cuvhas La R o QConcentration and shift of management resources Ne' |
I Establish innovation generation bases (mid-career hiring, reinforce local personnel in key roles) P
(technologies, products, businesses) OReinforce promotion foundations
{establish promotion office. global operations)

Next, | would like to explain the concept of the Qingdao Lion Project.

We have achieved a CAGR of 16% for the past 10 years by leveraging our global brands such as SYSTEMA,
CLINICA, etc. mainly in the oral care business, and expanding them through brand image enhancement by
selling Japanese quality and synergistic growth of local brands.

In the future, we will further accelerate this trend and expand our business domain, starting with the oral care
business.

Specifically, we aim to expand into areas where we have not yet made inroads, such as the inland areas of
China; to expand into fields such as dental clinics, pets, and professional use, which have an affinity with oral;
and to expand by utilizing new channels such as D2C.

In order to achieve this goal, we are already focusing our management resources and reinforcing our
promotion infrastructure, which will enable us to achieve a growth of JPY100 billion in 2030 with a CAGR of
22%.
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life.l 3
Global Strategy (Expand into new Countries and Areas) Vision2030 Lf YY

Strengthen the M&A apparatus and aim to enter at least 4 new countries and areas by 2030
(1st STAGE: 2 or more countries and areas)

QAFocus on expanding in Asia: Aim to enter more than 2 countries and areas by 2024
QEnhance the M&A apparatus: Create a dedicated unit under the direct control of the president,
reinforce by hiring mid-career specialists

#Forecast growth of the middle-class, #Candidate countries
the driver of consumption o Poease” | per-canita lcor arowth
»Asia’ s middle class is expected to expand IR (miliors of | GDP (USS) | rate (%)
significantly in the future peatile) :
o India 1,367.6 1,928 4.2
,; o L Pakistan 204.7 1,225 1.9
. ; Bangladesh  166.6
B
gﬁ | e | Philippines  107.3
§ :

Vietnam 96.5

I8 208 TR AT MW 2615 JEM  jon 0w e aae |
S . S0 N C——y PSS < - S— \
SERAIREhR—— Source: Gusbat E2uncary and Dewtaonent

Finally, the expansion of new countries and areas.

We are considering M&As mainly in Asia, where the composition of the middle class, which will be the core
of consumption in the future, is expected to expand substantially. We will aim to enter more than four
countries by 2030, and more than two countries during this medium-term plan. In order to achieve this goal,
we have strengthened our promotion system by creating a dedicated organization under my direct control
and appointing specialists from outside.
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Envisioned Growth in the Run-Up to 2030 Vision2030| [ |

life.love.

Key points of growth through the evolution of existing domestic businesses and new businesses
=»Offer new products and services based on the four fields of value creation

l. Envisioned growth in the run up to 2030

A

+¥45 billion

Sales arowth (compared with 2021)

+¥

2024

2027

2030

billion

Design

Natx 5 8Merentn iy overydiy baes by redesioning Aabsty

Advance
sustainability strategy

Accelerate growth in
four fields of value
creation
New business (+¥30 billion or more)
Secure profit opportunities fram new business models

Expand in new countries and areas
(+¥60 billion or more)
Focus on entering new murkets in Asia

Existing overseas businoss (CAGR around 10%)
sAround 5%-6%, excluding Qingdao Lion

Realize growth centering on the Qingdao Lion business
(¥100 billion}

Existing domestic businesses (CAGR of 2% or more)
Evolve existing businesses by shifting to value-added
products and cresting markets

Next, regarding existing and new businesses in Japan, | would like to briefly explain the concept of providing
new products and services based on the four key areas of value creation.
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Goals and Approach in the Four Fields of Value Creation LION

Accelerate business evolution and new value creation to become
an advanced daily healthcare company

Oral Health

Promoting oral healthcare that supports overall health and QOL from the mouth outward
Lion aims to leverage its strengths as Japan's leading oral care manufacturer to integrate

Innovative oral care products and services Into the daily lives of Individuals as a new from of

healthcare, By doing s0, wa seek to realize business expansion bayond the bounds of our

existing businesses,

Infection Control
Becoming a hygiena solution provider by addressing all kinds of risk related to infectious

disease

¢¢ As a company with a long history of supporting cleanliness, Lion' s mission is to transform its
business. We will expand our business from living spaces to encomoass public and industrial
spaces in order 1o defend against bacteria and viruses on all frants - bodies, objects and
spaces — by providing hygiene solutions.

Smart Housework
Creating new housework habits for diverse lifestyles
> As lifestyles and living situations diversify, one-size-fits-all ideas for improving housework
.T. ] increasinaly fall short of meeting consumer needs. Building on the basic concent of smart
housework that is fun and efficient, we will establish & unigue edge by reframing
housework senerally to maximize authentic comfort at the individual level and by
cooperating closely with extermal partners across a wide range of catesories,

Well-Being
Becoming a total healthcare servicer for the mind and body
QO we will transform into a total healthcare servicer that supports health and happiness at
/ each life stage by building connaections with consumers through habitual self-healthcare
and by expanding the solutions we offer and intearating our services through collaboration
with external partners.

Amid growing awareness of and social needs for health and hygiene, we have set four areas of value to create
as growth drivers in order to further evolve and develop healthcare and better habits that only Lion can
provide. This has already been explained to you.

The aims and directions of each area of value creation are as shown here.

At present, we have appointed a responsible person in each area to accelerate the evolution of our business
and the creation of new value in order to realize our vision.
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SILION

We will accelerate evolution away from conventional business models, starting with the four
fields of value creation

Mako 2 differonce in everptay Ives by mdesigring habits lntangible thlngs
+ (experience-
based value)

Business Evolution in Four Fields of Value Creation

Four Flalds af Society
/k')'\ Yalue Crestiaon Qo

(Schools, public
institutions, etc.)

Recurring

Servicer

+ + + +

Ecosystem
27

In order to achieve new value creation originating from the four areas of value creation, it is necessary to
evolve from the conventional business model.

In order to achieve this goal, we believe that these changes will be the foundation for the creation of new
value, including the evolution of the value creation from products to services, the expansion of the scope of
services to provide solutions to social issues, the expansion of consumer contact points by moving away from
the sell-through model, the evolution of the business model from manufacturer to total healthcare service
provider, and the formation of an ecosystem involving industry, government, academia, medicine, and the
private sector. We believe that these changes will form the basis for the creation of new value.

I'll talk about the first stage later, the first medium-term management plan in the medium-term management
plan. In this part of the presentation, we will also introduce some concrete examples of such business
evolution.
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Envisioned Growth in the Run-Up to 2030

life. love.
LVison2030| L ION

Key point of sustainability strategy
Achieve both business growth (economic value enhancement) and social value enhancement

l. Envisioned growth in the run up to 2030

A

+¥45 billion

Sales growth {compared with 2021}

+¥

2024

2027

2030

illion

eDesign

Nt 3 §00erencn i owerydin bues by redesigring habety

Adyance Accelerate growth in
sustainabillty strateay four fields of value
! creation
New business {+¥30 billion or more)
Secure profit cppartunitios from new business models

Expand in new countries and areas
(+¥60 billion or more)
] Focus on entanng new markers in Asia

Existing overseas business (CAGR around 10%)
sAround 5% 6%, excluding Qingdso Lion

Raalize growth centering on the Qingdao Lion business
(¥100 billlon)

Existing domestic businesses (CAGR of 2% or more)
Evalye existing businesses by shifting to value-added products
and creating markets

Next, | would like to explain our sustainability strategy.
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Sustainability and Environmental Strategy — life.love.
in the Run-Up to 2030 Vision2030F | JON
As a member of society ambitiously talking on environmental problems, we will contribute to the

realization of a decarbonized, resource-circulating society through co-creation with consumers
A« celerating efforts to addrcsr

environmentalnroblems; Lion' S basic appro,ac_h't_o e”Vironme”tal.S.t"ate,g,Y

Accelerating efforts to achieve the Paris M
Agreement targets
) I
m*‘-" “r‘ m’a" |
M

»’

Decarbonized society: Carbon neagative
'Resource-circulating society: Using recirculating plasti

Lion’ h to initiati

| 3 . . . . b

De-facto adoption of 1.5°C | Creating environmentally friendly habits with consumersJ
temperature increase target at COP26

*The many points of contact we have with consumers, a result of putting our purpose
Into practice, Is a strength of Lion.

With the new LION Ecao Challense 2050 environmental objectives at the center of our
strategy, we will create environmentally friendly habits with consumers to expand
the scope of our contribution to society as a whole, =

*We will prioritize speed in croating environmentally friendly habits, We will create
madels for doing so quickly by collaborating with other Industry actors and companies,
creating habits for Japan and adapting them for Asia, as well

Inheriting the founding spirit of “Contributing to society through our business,” we have been making long-
term and continuous efforts to address not only economic development but also global environmental and
social issues.

Going forward, the goals we aim for in 2050 are to realize carbon negative as a decarbonized society and to
continue to use plastics as a resource-recycling society. We will continue to contribute to the environment
not only in Japan but also in other Asian countries by creating “environmentally friendly habits” together with
consumers, starting with our purpose.
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Sustainability and Environmental Strategy I_VasuonZC)Q(ﬂ ite Joye:

in the Run-Up to 2030 LION
Lion will help decrease residential environmental impact emissions—a significant factor—to impactfully
contubute to socnery

Lion will'help reduce residential CO= emis
which represent abput 15% of all CO7 emi

inJdapan
Japan's COz Emissions ion’ i i
RS Emigomm M o - Lion's plastic use and reduction effects
Other o In the o fiekds covered by the Ja0an S0a0 and Oetargen ASsooation

Reduction from refill products ™Il L
“Reductian from more "™ '

0.3% ,,‘mmm_-iavw transformation e i I
procaases 7.8% ) WPlastic use in bottles —_—
- Waste sexo | BPlastic use in refill products - QLN

»R':sidn'm-al

Z am concentrated products . ] 78%
3 Yl § m
" ~
» . = 000 v S
apan’s fiscal 2019 CO: 2
emissions by sector % 000
3
Commercial Indirect emissions a

:

. |

lrddustry .
and other 1250 Y P
17.4%  Approx. 1,107.940 kt 347w I I 3
Saurcn (:'v« n-m 0 Preartory Cftco S :

FFPEELEPEEEIP LT PITIEFTES

In Japan, the use of refill products and more concentrated products
has reduced plastic use by almost 80%
(In Japan, refill products account for 80% of sales in these categories)

| will explain this graph.
First, on the left is Japan’s total CO2 emissions in 2019, broken down by sector.

As shown in red, CO2 emitted by the residential sector accounts for about 15% of Japan’s total CO2 emissions,
amounting to 160 million tons. There are not many companies that are working to reduce CO2 emissions from
their households. We believe that the creation of eco-habits is a unique role that companies like ours, which
have contact with consumers, must play.

Lion will continue to promote environmentally friendly habits at home through a variety of measures,
including the provision of water-saving products.

The figure on the right shows the trend of our plastic consumption in Japan and the effect of plastic reduction.

So far, we have reduced the use of plastic by 80% through the penetration of refillable pouches and the
concentration of liquid detergent.

However, this refill culture and custom, which is common knowledge in Japan, has not yet penetrated
overseas, and we believe that the penetration of refillable pouches in Asia will be a very important point in
reducing plastic.

We would like to build a model for plastic reduction and reuse, and propose this model to other Asian
countries, together with the horizontal recycling project that we are working on with Kao Corporation and
others.
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Sustainability and Environmental Strategy

in the Run-Up to 2030

Spreading water- and power-saving habits and refill habits in Asia to reduce

Socialivalue
creationipolicy,

Targets fors2050
KGI

Key.themes

(KPIsifor2030)

environmental burden in the home

Create environmentally friendly habits with consumers to continuously
offer planet-friendly lifestyles that make more sustainable living easy

Decarbonized society Resource-circulating society
Carbon negative Use recirculated plastic

» Foster water- and power-saving
habits by providing environmentally
friendly products
»Reduce product life cycle CO; emissions

30% (Lion Group)

»Create environmentally friendly habits
that can be practiced at home to
reduce society's COz emissions
by using Lion's products and services
=Achieve a CO2 emission reduction effect in

excess of Lion's own emissions (Japa

Ex. Water-saving
habit: One-rinse
washing

+Expand use of sustainable
materials

= 30% usage (Lion Group) 9

‘Foster refill habits in Asian markets
= 50% refill product sales (Lion Group)

*Expand advanced recycling initiatives
to foster waste-free habits
= Build collaborative industry
infrastructure (Japan)

Ex. Reduce plastic use
+*Compact products
»Refill product

G Gy

LION

Here are the KPIs for contributing to sustainability through environmentally friendly habits and the main

measures to achieve them

. I'll skip the details.
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Sustainability Indicators life.love.

and Long-Term Goals LION

We aim to achieve these goals through the provision of environmentally friendly products, collaboration with other industry actors and
companies, and awareness-raising via the creation of environmentally friendly habits for consumers

Solution to social issues Long-term goals (2050) Medium-term goals (2024) Indicators {goals for 2030)

raro CO: emissions tic 3?"."»’7:'»«.. “{3&'““’;» - In Jupan
< 5 £
; SSIONS b b i 55% £O% emission reduction (from 2017)
%ﬂﬂ 100% renawabée anergy in Asia
0':’-' < A% energy savings (oer unit producton)
* Prowl ¢ water- a0vd PO -4aving ratucts and fostel
Domes  seraintmertally frnty hatity =105 CO2 wmission
$ nomco. oo ra) Nl ST reduction | DU CO; emission reduction (from 2077)

e ol a2 40% CO; emission from raw matedals
mmm - P O watier- POMWRT-AaVING Bretucts and fostel reductiaon
0’:!8 nf:mv'vmmullr frwnike hnbv“ “10% COz winission

Achieve a CO; emssion reduction effact n
excess of Lion's own emissions Uapan?
Domes =Reduce CO5 treongh coll with
Tie athar ﬁmnmumuummm
2,000 M1 reducton offect in resdentiasd CO;

omizsioes Clapan |
‘Eapend the of recycied and blomass materials
DOMIS 50 or tass uze of fossil plastics ”mﬁ‘"'!“m' ;":ﬂmt"“", i =
Expand p =10 millign par —
R AREISERR AN =T0% or loss use of fogsl!ohsﬁcsmh =
R.esou rqe- o":;”-l?mlm Tl nabits in Asia incustry acters and comaanies
circulating)
society, Prnes
sPrgraithe water Suvyn oroducty Water usage=30% reduction from 2017

v »10% woter use reduction (per unit net sales) (per urit net sales)

Of course, in addition to these measures, we will also steadily promote the reduction of CO2 emissions from

our business activities, which corresponds to Scopes one and two, by setting targets and measures, as you
can see.
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life.love.

Steps toward 2030 st STAGE | L ION

We will implement three consecutive 3-year medium-term management plans
toward the realization of Vision2030 on a rolling basis, adjusting strategy and
policy to changes in the business environment to enhance precision as we go.

3rd Stage (2028-2030)

{ *Final touches to achieve the vision | 5
\ +Creating the foundations for Vision2030

\._ sub t growth
e Becoming an advanced
\dauly healthcare company

£ 2nd Stage (2025-2027)

/ 2 \
| * Rolling strategy formulation in response to ‘

\ signs of environmental change f ) = -
\ + Accelerate transformation and gromwth / S
\._ * Increase the average annual growth rate /

/

“._(CAGR over 5%} e

— —

/" 1st STAGE (2022-2024) \

| ‘Get on a growth track and create the
\ foundations for new growth |
\  +Transform business foundations (SCM, DX,
sustainability)
N Achvate human resources and organlzat»on}/

2028-2030

2025-2027

2022-2024 d

| would now like to explain the new medium-term management plan that will be launched this year.

We have started our first, three-year medium-term management plan to realize Vision 2030, which | explained
earlier. This process will be repeated three times in order to tune the strategy and policy to changes in the
business environment, and to increase the certainty of implementation.

For the first stage starting this year, we will promote the themes of setting a growth trajectory, creating a new
starting point for growth, reforming our management base, and revitalizing our human resources and
organization.
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life.l 3
Position of the Vision2030 1st STAGE Lleooﬁ

Gear cha towards accelerat rowth

Implementiagrowthistrategiesiand transformithe managementibaseitolaccelerateitransformation
whilelgrowing

Reinforce ROIGImanagementitolenhanceimanagem

I 1st STAGE(2022~2024)

Accelerating transformation and arowth

A
Geaechanoe towald Vision2030

- T— y sture arowta ‘0'7 Becoming an advanced

5 Ulﬁf{gf It e o daily healthcare company
23 i\ (Seek returns from up-front o
o S “ | investment P
2 § *Sakaide *Reinvest in future arowth > i
5'6 toothpaste factory (M&A, Digital investment, sreen ‘o’
a »Akashi investment, etc.)
& g maouthwash factory

~ | *New core systems_ |

V-2/UVE Plan 1st STAGE 2nd/3rd STAGE

In addition, we have positioned the three years of the first stage as a period for gearing up for accelerated
growth, and we will simultaneously promote the implementation of growth strategies and the transformation

of our management base, making it a three-year period for accelerating transformation while achieving
growth.

We would also like to promote the strengthening of management controls, such as the use of ROIC
management to realize the appropriate allocation of management resources.
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& ® Advance Three Growth Strategies fte love:

LION
Advance three strategies to drive business growth toward
the achievement of the management vision

Three growth strategies

. 1. Accelerate growth in four fields of value creation

Focusing on the four fields of value creation, the directions for
growth, we will evolve existing businesses and create new

Accelerate growth in businesses to further accelerate growth in Japan and overseas.
four fields of value creation

l 2. Transform our business foundations for growth

We will continue to engage in and reinforce strategic investment
(M&A, SCM, infrastructure, digital, sustainability, etc.) necessary

for future growth and transform our business base to one that
promotes growth,

Generate dynamism to .3. Generate dynamism to realize innovative change
R e Satli=o
realize innovative change

We will create dynamism to transform Into a company that can

grow sustainably by improving employee engagement through

professional fulfillment reforms and diversity and inclusion
initiatives.

——
]
B —

i

|

Next, | will explain the specific actions based on the three growth strategies.
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life.love.

,;?0 Advance Three Growth Strategies st STAGE | L]

Secure returns from initiatives implemented so far
and continue to reinvest in future growth

1st STAGE initiatives

Initiatives so far (sowing) (raaning. Lowing)

« Secure profit cpoportunities by evolving existing

» Launch cross divisional initiatives {Field businesses and creating new businesses in the four
Program) in the four fields of value creation fields of value creation
Accelerate growth in +  Accelerate growth in the Qingdac Lion « Maintain rapid growth in China
four Tialds ol valoe crantion business « Enter new countries and areas
+  Promote inclusive oral care initiatives +  Exwpand social contribution by sromoting

environmentally friendly habits

» Increase production capacity
g (gai:aide toothpz;’;t(]lfacd(orv. r;ew
e nsfecm ol rying tower in Thailand, etc.

a‘fﬁ'ﬁﬁsa'.;ff{h. +  Build foundations for Company-wide DX

ety promotion

e « Build foundations for new business creation

« Integrate and concentrate functions
{organizational restructuring)

« Accelerate DX {business foundations, operational
streamlining)

«  Reinforce and make full use of systems
infrastructure

« Enhance management control

« Accelerate the implementation of sustainabllity
strategy

0y

+  Formulation of our purpose and beliefs

+ Advance the Lion:Professional Futfillment + Advance the Lion Professional Fulfillment Reforms

« Promote diversity & inclusion

Generata dynamism io Reforms(enhance the telecommuting 2 ; - 2
reakza innovative change Environmer;t. revise systeéns} . E:‘;:;:’c‘: ;letsatlmenl i personniel evelopRBSAESIE
+  Commercialize business ideas generated by / ) ;
NOIL P (DX/Global/New businesses}

Major initiatives are described below.

In particular, | have already explained the growth strategy at the top of the page, including the strategy for
accelerating growth in China and measures to strengthen M&A, so | would like to explain the acceleration of
growth in the four fields of value creation at the top of the page, based on an example in the area of oral
health.
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JQ , Lion’s Oral Health Business [’:;‘aoﬁ

Contribute to the establishment of self-sustaining oral health habits by serving as a hub that connects all

points of contact related to oral health
*Encourage the adoption of preventive dentistry daily as a babit, making oral health management an integral part of
heglthcare
*To achieve this, we will build POHR» as a business foundation and a hub that connects all points of contact
*Pursue industry-government-academia collaboration with both public healthcare institutions and private businesses
to promote the uptake of preventive dentistry in social trends and systems,

Oral Health

corporate activities: ' + Personal Oral Health Record: a database of basic
Dral care product business y 3 health, living habits, oral status, tooth brushing

behaviar, etc.

Existing == =
Preventive habit solution
business
madelis

Preventive dentistry product Dental

business c"li"nics

Professional care ; : well-being (health and
(preventive dentistry) . productivity management)
support business (targeting support business

clinics and patlents)

. oCal

: : 4 Sess . WOral health promotion projects in
o s s Yot health pronetion roféctsie
Help seniors enhance their QOL : . L cducational

through oral care 2fE5510 B stitutions

First of all, here is a general overview of what our oral health business is.

Although the importance of oral health in healthcare is increasing, the distance between oral health and
consumer awareness is still very far. This is why we are developing a business that elevates oral health to the
context of systemic healthcare and makes preventive dental behavior a habit.

To achieve this goal, we will build a POHR, or personal oral health database, as a business foundation, and
develop businesses that serve as hubs to connect all stakeholders involved in oral health, as shown in this
diagram, by combining existing businesses and new business models.

In addition, this project will be developed in collaboration with industry, government, academia, and doctors
to create a social trend and social system for preventive dental behavior.

I'll explain the well-being support business, which is on the right. And then I'll introduce the health literacy
improvement support projects in detail.
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D New Business d: Well-Being (Health and Productivity

_) ) Management) Support Business

life.love.
1st STAGE JLJ

In response to the growing importance of oral health in communities around the globe, we will launch
an oral care information service (in March 2022, with plans for expansion)

The WHD cassed s tesolition on aral health ot the 74th Werld

TSR NAESTEITWAF
Scurce: WHO, Resolutions of the Tath World Heatth Assombly
In May 2021, the World Health Assembly, the WHO' s highest
decision-making body called attention to oral diseases as a public
heaith problem, The assembly concluded that oral health must be
considered an Important healthcare issue in international efforts
to achieve universal health coverage.x

* Universal health coverage
In which all people have access to proper and affordable
healthcare services, including for disease prevention,
treatment and rehabilitation

Source: A 2025 Heaith and Productivity Management
Survay conductod by the MET]

Analyze the effect of
seminars in terms of
changes In employes

awareness and behaviors

and report on their impact

on health and productivity
management

‘Dental and oral health™ was added to items being surveyed to
confirm the content of staff education aimed at helping
employees maintain and improve their health

First, | would like to introduce the first phase of the well-being support business.

As part of our overall oral health business, we are launching a new business for corporations and
municipalities in response to the growing importance of oral health, which is a global trend.

First of all, we will start providing oral care information services for companies and local governments in
March this year. The outline of the service is to provide seminars on oral care as part of health education for
employees and staff, which is considered important in the health management level survey items of the
Ministry of Economy, Trade and Industry, and to analyze the effects of awareness and behavioral changes
caused by the seminars and report on the effects of health management.

In the future, we plan to gradually develop interactive services that provide feedback to users within 2022.
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© New Business @: Project for Improving Health - life.love.
) ) Literacy of Citizens Ist STAGE LION

Services to improve preventive dental care habits in communities
Trials are scheduled to start in the first half of 2022 under a partnership agreement
with Koshi City, Kumamoto

[Growinglpublictinterestiinipreventiveldentistey, @mﬁ@@a@m

Preventive dentistry practices, already widespread in Europe and the

United States as daily habxts, ham begun attracting public interest in ‘ '-‘ it JOSES

Japan, with an emerging trend in Asia toward encouraging the A e A T T - " ALY
maintenance of dental and oral health throuah the combination of 1. Fac-htate the formanon of oral healm hab‘ts via
professional care and self-care the use of digital technologies

2. Raise the rate of individuals who regularly undergo
dental checkups via interventions in daily life

: o 7 J szl g 8
Acting in collaboration with government agancies, local municipalities ACt'O"

and other companies, we will help accelerate the uptake of preventive
dentistry habits, working to discover innovative ways to vitalize regional rHelp expand contacts between government agencies
OMMUDISS, and citizens to provide oral care information

Lion' = business ! §
Current srend ! »Offer a simple app designed to predict the user's oral

‘ ore s m\ health condition

Uthee dhensl tech e
priap oo Example functions to be offered by the app

Lamsamers | thwes

ewwe Extatiish preventive P——— ===7  Image analysis functions for checking the status of
wt-care dentistry as & social nom prutessival - gums, etc
v {guatn & new markat) ‘Help make visibles oral health-related risks

* A technoiogy powered by Al machine leaming

checkup data gleaned from Lion emefoyess prad
risks users may confront afier they anSwer
auestionnalres almed at assessing thalrd

ASPET W RNt Supoont
s e i lam® waBe W

Next, in the area of support for improving health literacy, we will start a social experiment of a service to make
preventive dentistry a habit through the use of digital technology under a partnership agreement with Koshi
City, Kumamoto Prefecture.

In order to find a new means of community revitalization to make preventive dentistry a habit in cooperation
with local governments, dental associations, and companies, this social experiment aims to collect oral health
data from citizens and accelerate the development of new behavioral habits by utilizing our knowledge of
preventive dentistry and applications.

Specifically, we plan to conduct social experiments with the objectives and actions shown here, and to verify
the effects. In addition to the health literacy improvement project, we envision that this activity will be the
beginning of the pro-care support project that | mentioned just before.

Like this, we recognize that the biggest challenge in the oral health field is to elevate oral health to the context
of healthcare and to make preventive dental behavior a habit, and we will aim to capture a wide range of
profit opportunities to solve this challenge.
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life.love.

1st STAGE Goals st stace | LION

Under 1st STAGE, we will get sales garowth on track (CAGR of 4% or more)
and aim to reach our highest ever EBITDA

Y-o-Y change

(Blllions of yen)

Amount | %
Net sales 420.0 366.2 53.7 14.7
Core operating income#' 32.0 30.9 1.0 3.5
(% of net sales) (7.6%) (8.4%) * s
Operating profit 32.0 31.1 0.8 2.7
(% of net sales) , (7.6%) (8.5%) 2 ;
P Cunete of the DTt 23.0 23.7 (0.7) (3.2)
EPS (Yen) 72.24 81.73 (9.49) (11.6)
EBITDA#2 52.0 451 6.8 15.1
ROIC(%)+2 _ Asproximately 7.5 8.8 - (.3pe
ROE (%) Aoproximately 9.0 9.8 = (0.8)pP
N BT e e e T D e e Z'i'f'qn‘??:lf;“,, pioa
¥&3.9 willion n 2021 1adiusted ). '.r

3 ROIC 15 an natcator calodated from net cperatng profit sfter tas INOPAT ] divided fy the avmrage rawsted capital {totad ity slus sternst bearng Hebi | Ries) he =
measures the afficiencr and orofitablity of the invested equlity,

Next is the first stage goals.

In 2024, the third year of the project, we are aiming for sales of JPY420 billion, a CAGR of 4.7%, and EBITDA of
JPY52 billion, a record high.
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life.love.

Factors Affecting EBITDA in the 1st STAGE st STAGE J L[

EBITDA will fall in 2022, reflecting high raw material costs, but profitability is
expected to improve by 2024 due to growth in revenue
(Billions of yen)
70

e SO -
50
40
30
20

10

2021 2022 Business Total Investment if‘ Grawth 2024
EBITDA  EBITDA  growth recuction oese | “omer " il EBITDA

EIITOA for 2021 s caloudated as the sum of com cparating incomm and denmciation med mmorizstons receiculated using the 2022 ammm 0
EBITON for 2022 was caloutated ds the sum of core coernting income ond deorecistion and arortization lexthuding decracation and amortizatien of >

Here is a chart showing EBITDA through to 2024.

What | would like to say is that we will invest in growth over the next three years, and while continuing to do
so, we will also realize business growth and create this flow.

In addition to the increase in gross profit from solid business growth, we expect to steadily expand profitability
by promoting total cost reduction. We will create this spiral flow that will lead to cash expansion while making
continuous growth investments with a view to the medium to long term.

In 2022, EBITDA will temporarily decrease, but this is because we expect it to be affected by the rise in raw
material prices by about JPY6 billion, and we will continue to steadily promote this trend of investing for
growth while growing our business.

Therefore, as a result of these efforts, we will achieve a record high EBITDA in 2024 by building on our solid
growth.
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Sales to External Customers by Business Segment life. love.
During 1st STAGE st STAGE || JON

Focus on growth overseas to bring consolidated net sales
CAGR of 4% or more

Y-o-Y ghange

(Billions of yen) - |
Amount CAGR (%)

Consumer Products 250.0 229.5 20.4 2.9
Industrial Products 37.0 34.7 2.2 2.1
Overseas 130.0 98.7 31.2 9.6
Other 3.0 3.1 (0.1) (2.1)
Consolidated Total 4,20.0 366.2 53.7 4.7

This is the breakdown of the sales forecast by segment.

The point will be to achieve overseas growth. We will aim to achieve a total CAGR of 4% in consolidated net
sales.
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Financial Strategy in the 1st STAGE (Cash Allocation)

life.love.

i)

Put cash obtained from up-front investments into strategic future-oriented investments
and multi-stakeholder returns, powering further growth and cash generation to enhance
corporate value

1st STAGE cash allocation

| Purpose-driven |

Mt ¢ W v T b g b

»Get sales on a growth
track
*Highest-ever EBITDA

This is about cash allocation.

»

Cash flows
from
operating

activities,
Other

APProx,
¥120 billion

Strategic
investment

Approx.
¥80 billion
or more

)

RBasic financial opera

»Creation and acquisition of
foundations for future
| growth
| PManagement base
transformation and
evolution supporting growth

acceleration
M&A, DX, green, etc.

- =500
SRS IS o121
=LA

PAIMING to increase =
dividends three years in a E
row
»Flexible share buy-backs

As we have been reporting, during the period of this mid-term plan, we will use the cash generated from the
expansion of EBITDA for strategic investments for the future and returns to our multi-stakeholders, in order
to achieve further growth and cash generation, thereby enhancing our corporate value.

During the medium-term management plan, we expect to make strategic investments of approximately JPY80
billion and return approximately JPY30 billion to shareholders.
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Shareholder Returns I’_’;Boﬁ

Under 1st STAGE, we aim to increase dividends annually and flexibly buy back
and cancel treasury stock

Policy on shareholder returns
-Pay continuous and stable dividends, aiming for a consolidated dividend payout ratio of 30%
-Acquire treasury stock based on comprehensive reviews to ensure the levels of internal reserves
required to secure medium- and long-term growth,

Dividends I Aim for three years of annual increases (to reach nine
consecutive years of increases since 2016)
Share | Flexibly buy back and cancel treasury stock
buybacks »Resolved to acquire and cancel of ¥10 billion in treasury |

stock (February 14, 2022)

With regard to shareholder returns, at the first stage, we will aim to increase dividends every fiscal year and
provide continuous and stable returns by flexibly purchasing and retiring treasury stock.
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life. love.
2022: Forecast of the External Environment and Its Impact on Operating L’ON

Our projection of the external environment and its impact on Lion' s operating results

QThe COVID-192 pandemic will not be contained until 2Q or later
Stay-at-home demand will continue; health awareness will grow
stronger; and demand related to treating the side effects of booster
shots will fluctuate
The oral care market will continue to expand gradually, while markets
for hand soaps and other hygiene-related products are expected to be
on par with 2021
In Southeast Asia, consumption is expected to be robust thanks to
economic recovery

QRaw material costs will remain high
Manufacturing costs will substantially increase

From here, | will explain our full-year earnings forecasts for 2022.

| would like to talk about the external environment that is assumed as a premise for the earnings forecast and
its impact on our company.

Regarding the situation of the new coronavirus, we expect that the situation in Japan will be under control
after the second quarter at the earliest.

As for the impact on the market we are entering, we will continue to see high value-added products, including
oral care products, due to continued stay-at-home demand and heightened health consciousness.

We expect an increase in demand for antipyretic and analgesic drugs as a response to adverse reactions to
vaccine booster vaccinations to make a positive contribution to sales.

On the other hand, sales of hand soap and hygiene products are expected to remain almost at the same level
as the previous year.

Overseas, in Southeast Asia, we assume that consumption will become more active due to economic recovery,
and that this will proceed gradually.

With regard to raw material prices, we have factored in a significant increase in manufacturing costs due to
high prices.
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life.love

2021 Consolidated Financial Forecast LION.

Planning for a year on year increase in sales and decrease in profits
Y-0-Y change

(Billions of yen)

Amount %
Net sales 375.0 366.2 8.7 2.4
G ting i 1% 23. 30.9
GHeBoaning Jocane a0 A (7.9)  (25.6)
0 ti fit 27.5 31.1
% of net sales e 311 (3.6) (11.8)
P owners of the parent 20.0 237 @37  (15.8)
EPS (Yen) 68.79 81.73 (12.94) (15.8)
EBITDA%2 40.0 45.1 (5.1) (11.5)
EBITDA margin{%)s? 10.7 12.3 (1.6)PP
ROIC(%)¢ 5.5 8.8 (3.3)PP
ROE (%) 8.0 9.8 (1.8)PP

mearures the etficinncy and seofitabiity of the inwmstec scuity

o
Notws 1. Corm oerating reonme i an samings indicator the Comeuny uses (o mamsurs regulse Buslnus performancs by sitracting subing, senerl wnet adreniatyethm saperses from ralt it <
2, EBITDA is an Indicator of orof aability on » cash bases calodated o5 the sum of core coerating Income and deoreciation and amortization (escluding that of fieht-af-yss sssats
¥43.9 bilicn » 2021 adjusted) -5 -
3, EBITDA margin: The ratio of EBITDA 10 consclidated net spies
4. ROIC iy i inchcater cdtuuntod from net aoerstion ceofit after tas INOPAT! chvided by the averape irseatod cacital (S0Tal mactty Shus intarast baereg Bisitios)

The forecast is for net sales of JPY375 billion, core operating income of JPY23 billion, operating profit of
JPY27.5 billion, profit for the period attributable to owners of the parent of JPY20 billion, and EBITDA of JPY40
billion.

| will explain the factors that increase or decrease core operating income later.
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life.love

2022 Results by Business Seament Forecast LION.

A 2.4% increase in Consumer Products and 3.3% increase in Overseas drove an
increase in overall sales

Sales to external customers

(Billions of yen) ' oo AmoYu—:;Y (_:hangt;
Consumer Products 235.0 229.5 5.4 2.4
Industrial Products 35.0 34.7 0.2 0.6

Overseas 102.0 98.7 3.2 33
Other 3.0 3.1 (0.1) (6.1)
Consolidated Total 375.0 366.2 8.7 2.4

The forecast for external sales by segment is shown here. Sales are expected to increase in all segments except
for the Other segment.
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Fiscal 2022 Forecast of Change Factors Affecting Core Operating Income L ’o N

Factors increasing profit will be outpaced by higher raw material costs, rises in growth investment
(including depreciation and amortization associated with investments executed in past years), and

2021 core operating income

Changes in sales, product
mix and others

Total cost reduction
(raw materials, logistics)

Increase in raw material prices

Increase in competition-
related expenses

Increase in other expenses

other factors.

30.9

+2.1

+2.0

(6.0)

(3.0)

(3.0)

2022 core operating income
(billionsof yen) 18.0 20.0 22.0 24.0 26.0 280 30.0 32.0 34.0 36.0 i

Here is the forecast of change factors affecting core operating income. As shown earlier in the profit
increase/decrease by EBITDA, the JPY6 billion increase in raw material prices is a major factor in the decrease

in profit.

In addition, the increase in investment for growth and the increase in depreciation and amortization due to
investments made in previous years will greatly exceed the increase in gross profit due to the increase in sales
and the increase in profit due to total cost reduction, resulting in the forecast of a decrease of JPY7.9 billion

in profit.
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Shareholder Returns LION'

QResolved to acquire and cancel up to a total of ¥10 billion in treasury
stock (February 14, 2022)

QAImINg to increase annual per-share dividend ¥1 to ¥25
{seventh consecutive year of increase)

25 - Year-end dividend ¥23 ¥24 ¥25
Interim dividend ¥20 ¥21
20 r
¥17 B B
15 | ¥13 10 1
¥10 10
10 Q
5 '
5 10 10 11 £ 12
5 5 7
0 ! B |
2015 2016 2017 2018 2019 2020 2021 2022
Consolidated

payout ratio__ 25.4% 23.6% 24.9% 22.7% 29.7% 22.4% 29.4% 36.3%

_ =

Lastly, this is about shareholder returns.

Today, in conjunction with the announcement of financial results, the Company resolved to repurchase and
retire up to JPY10 billion of its own shares. This is the first time in 16 years, since 2006, that the Company has
repurchased and retired its own shares.

For the current fiscal year, we plan to increase the annual dividend by JPY1 from the previous fiscal year to
JPY25, in accordance with our basic dividend policy of providing continuous and stable returns to shareholders,

making this the seventh consecutive year of dividend increases.

This concludes my explanation.
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Question & Answer

Q: Some of your competitors have said that they will soon increase their prices. Could you tell us about your
stance on price increases related to rising raw material prices?

A: At this time, we do not anticipate any real price increases, such as increases in shipping prices, nor have we
factored price increases into our plans. However, as you can see in the breakdown of year-on-year changes
in core operating income for fiscal 2022, we are already seeing a negative impact of about ¥6 billion on
profit due to increases in raw material prices. For the time being, our basic stance is to try to absorb this
impact as much as possible by accelerating total cost reduction. In the future, if raw material prices remain
high for an extended period, or if the yen continues to depreciate, further increasing real raw material
prices, we may consider measures that would in effect be a price increase, such as reducing the frequency
of special discounts.

Q: Lion’s competitors have said that they will begin increasing prices in March. Are you saying that Lion will
not follow suit?

A: Correct, we are not planning to follow suit. We are not at a stage where we can clearly say that we might
increase prices if, say, the price of crude oil or exchange rates reach a certain threshold. However, if the
price of crude oil remains above USS90/bbl throughout the year, while raising shipping prices would be a
last resort, we could take such measures as reducing the frequency of special discounts.

Q: Could you tell us about the year-on-year change factors affecting the fiscal 2022 financial forecast?

A: Depreciation and amortization as well as increased investment in growth and other expenses have already
been factored in and therefore are not change factors one way or the other. Raw material prices have
already increased beyond what we had assumed when we formulated the forecast, and the question of
how much further they could rise going forward represents a risk that could negatively affect profit. On the
other hand, we have taken the conservative view that the return of demand associated with the economic
recovery in Southeast Asia and other regions will occur somewhat gradually, so if these regions recover
more quickly, it could be an opportunity to boost our business performance.

Q: Under the medium-term plan, going forward, depreciation will increase and you will be making investments.
At the same time, page 42 of the presentation materials shows that you anticipate ¥18 billion in business
growth. How much of this ¥18 billion is return on the investments? Will such returns be larger under 2nd
STAGE? Please tell us more about how you are approaching returns on investments.

A: We plan for somewhat active capital investment during the period of 1st STAGE. For example, total
investment in the Sakaide Factory will exceed ¥30 billion, but we are mostly finished with this kind of large-
scale investment, and we do not anticipate capital investment to continue to increase in the future. As a
result, depreciation and amortization may increase more, but only a little. On the other hand, our
investments in the Sakaide Factory and in systems have gradually started to show results since the latter
half of 2021, and there are still greater results to come. As such, we believe that the recovery of our growth
investments will start in earnest from the second half of 2022.
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In addition, during 1st STAGE, while we anticipate approximately ¥120 billion in incoming cash flows, we
will invest more than ¥80 billion. On top of that, the recovery of the investments made last year and the
year before will gradually begin in the latter half of 1st STAGE, and we will work to increase recovery and
asset efficiency as we advance toward 2nd STAGE and 3rd STAGE. This will the basis of our ROIC
management.

Q: Why has Lion not planned to raise product prices?

A: There are two reasons for not raising prices. Our basic stance is to focus on the strategy of steadily
increasing product unit prices by adding value over the medium to long term. This is because we believe
that it is not necessarily desirable for the prices of consumer products that are used in daily living to rise
and fall with the ups and downs of raw material prices. Incidentally, over the past 10 years, in almost all the
markets where we do business, we have successfully raised average unit prices by 20% to 30% by adding
value, so we will continue this strategy. However, the fact that rising raw material prices have already had
an impact of ¥6 billion is quite significant. Therefore, in addition to shifting toward higher-added-value
products, we will considerably accelerate the total cost reduction efforts we started in the second half of
2021. We hope to achieve a cost reduction of around ¥8 billion by 2024.

Q: You have factored in a negative ¥6 billion impact of raw material prices on core operating income for 2022,
but could you tell us how much of that is due to palm oil and how much is due to crude oil?

A: Broadly speaking, given our current business structure, the impact of crude oil price increases is much
greater.

Q: | can understand the strategy of adding value over the medium to long term in oral care and
pharmaceuticals, but it seems like competition in fabric care will be tough. Could you tell us more about
your strategy in fabric care?

A: Of the major consumer product markets where we do business, laundry detergents and fabric softeners
are the only two in which unit prices have not risen over the last ten years or so. Looking at the market,
unit prices calculated simply as net sales divided by number of units have increased due to the increase in
refill pack size, but we have not succeeded in increasing the unit price in a real way. We see this as a
significant challenge, and we hope to bring major innovation to this area as soon as possible.

Q: | understand that the unique logic of the Japanese market makes it difficult to raise product prices, but if
Lion does not raise prices when other companies are doing so to pass on raw material price increases,
unless you can more than make up the difference in volume, | don’t think you are actually implementing
ROIC management. Could you tell us your thoughts on this?

A: We assume that the current rise in raw material prices will be somewhat prolonged, but we do not expect
raw material prices to skyrocket wildly. We believe that prices this year are close to their upper limit. From
here, we expect our gross profit to increase and our top line to rise due to investment in growth, which will
improve profit. Also, we do not intend to employ ROIC management in a short term-oriented manner. There
are two main reasons that we use ROIC management. One is to shape our business portfolio by determining
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which parts of our businesses we should focus on. The other is to do with the considerable investment we
have made over the past two years and will make during 1st STAGE. We are introducing ROIC management
with the intention of assessing the content of the businesses where we invested in terms of both the
efficiency and profitability of the capital invested.

Q: Is it correct to say that you are not avoiding raising prices when your competitors are doing so in order to
gain volume?

A: Yes. We do not intend to pursue volume gains by, for example, decreasing prices in response to our
competitors’ price increases.

Q: You plan to strengthen the Overseas Business under the medium-term management plan, although you
expect growth in 2022 to be limited to 3%. What risks do you see in this business? Also, could you tell us
more concretely how you will allocate resources in Qingdao Lion’s businesses?

A: Qingdao Lion has been growing at an annual rate of 16%. Over the next 10 years, we will endeavor to raise
this to 22%, which we achieved last year.

While it is true that the oral care business will continue to be the core of our business in China, | believe
that there are opportunities for us to expand our business portfolio and into new areas. Through our
ongoing business in China, recognition has grown of the SYSTEMA and CLINICA brands and of the underlying
Lion brand. We believe that our customers’ perception of us as the number one oral care product
manufacturer in Japan is gradually expanding, and that we can use this to our advantage. Based on this
strength, we will reinforce our oral care business in inland regional cities, where we have mostly been
unable to do businesses so far.

In addition, we are expanding our business fields. For example, we aim to significantly expand the pet
supplies business launched last year. We will not engage in the pet food business. Instead, we will focus on
oral care for pets, making businesses where we can secure a solid profit the pillar of our operations. This
will allow us to take on the challenge of raising the average annual growth rate another 6 percentage points
from the current 16%.

As for why we anticipate growth of only 3% in the Overseas Business in 2022, although economic recovery
in Southeast Asia is gradually progressing, it is a little uneven from country to country. We believe the
economy will return to the pre-pandemic level in the latter half of 2022, so this will not be the year that we
will once again achieve a sales growth rate of about 7%, as before. Given these factors, we plan for 3%
growth this year.

Q: What are your assumptions for Qingdao Lion this year?

A: Sales at Qingdao Lion will continue to see firm growth this year, and we expect to be able to maintain profit
margins at almost the same level as last year, meaning that we will be able to achieve profit growth in
proportion to sales growth. Since Qingdao Lion’s business structure is centered on oral care, it has not been
affected as much by the rise in raw material prices. In contrast, the negative impact is very large in
Southeast Asia and South Korea, where laundry detergents are one of our main businesses.
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Q: Core operating income in 2022 is forecast to decrease by about ¥8 billion year on year. Could you break
down that decrease in terms of the domestic and overseas businesses?

A: We will refrain from giving specific figures for the decreases in domestic and overseas business. However,
we expect the ¥6 billion negative impact on profit from rising raw material prices to be split approximately
equally between domestic and overseas businesses. We are planning to increase competition-related
expenses by about ¥3 billion this year, mainly to invest in sales promotion aimed at growth in Qingdao Lion,
as we did in 2021.

Q: In terms of profit for the period, when do you expect to return to year-on-year profit growth? | assume
profit will greatly increase from 2023, but could you tell about the reasons for this and the timing of the
turnaround?

A: We have not formulated a rigid business plan for 2023 at this time, so | will avoid making any concrete
comments on when profits will start to increase. There are three main reasons for the decline in profit in
2022, namely, higher raw material prices, higher depreciation and amortization and increased investment
in growth. As | mentioned earlier, raw material prices are expected to rise only this year, and from next
year onward, we are assuming that the prices will stay almost the same, so we do not think it will be a
greater negative factor than it is this year. In addition, depreciation and amortization and investment in
growth will continue to increase, but the pace of increase is expected to be somewhat slower than it has
been. If sales growth can exceed that increase, we believe that we will be able to return to year-on-year
profit growth from 2023.

Q: Is it correct to assume that the Overseas Business, particularly Qingdao Lion , will drive sales?

A: Yes, sales of Qingdao Lion are expected to grow by about 20% this year, and in terms of increasing gross
profit, we expect Qingdao Lion to contribute somewhat to profit, as well.

Q: Returning to product pricing, in Japan, the price structure itself, especially in fabric care, is very irregular.
Given that costs could rise again in the future, in the long run, it seems important for the industry as a
whole to increase its flexibility to be able to pass on costs, when they rise, in the form of product prices.
Could you explain your medium- to long-term perspective on the domestic fabric care industry?

A: | think you can understand the industry by looking at the range of prices at the distribution stage. It is
common for the price of a standard product normally sold for ¥300 to drop to close to half that during a
special discount sale, a movement of as much as ¥100. Given that, is it more realistic and effective to raise
the shipping price, which we set uniformly, by ¥10-20, or to control the average per-unit price by reducing
the frequency of special discounts, in which products are sold for ¥100 less? | think the latter is more
realistic at the moment. In particular, for companies that have a business style like ours, with wholesalers
and distributors in the middle, there are price cushions at two stages, so | think that controlling the prices
and frequency of special discount sales in coordination with wholesalers and retailers is the more realistic
option.

[END]
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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 © 2022 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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