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Presentation

Moderator: Thank you very much for taking time out of your busy schedule today to participate in the financial
results briefing of Lion Corporation for FY2025.

To begin, | would like to introduce attendees from our company. This is Takemori, President and Executive
Officer, Chief Executive Officer. This is Fukuda, Vice President and Executive Officer. This is Suzuki, Vice
President and Executive Officer. This is Takeo, General Manager of Finance Department. This is Arai, General
Manager of Corporate Planning Department.

Mr. Takemori will now provide an explanation based on the financial results materials, and then we will move
on to the question-and-answer session. The entire event is expected to last approximately one hour. Then,
let us begin our briefing. President Takemori, please start.
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Takemori: Thank you very much for taking time out of your busy schedule to join us today. | am the President,
Takemori.

Today | would like to talk about these four points.
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Today’ s Highlights LION
Fiscal 2025 ReSUltS Summary * Figures in parentheses indicate Y-o-Y change

Core operating

Net sales Lol EBITDA margin ROIC EPS
¥422.09billion =4 11.7% 6.7% ¥99.74
(+2.2%) ¥30.76billion (+0.8 points) (+0.9 points) (+30.4%)

(+16.8%)

« Achieved targets for the second consecutive fiscal year, advanced 2nd STAGE strategies, and increased sales and
profit

Profit structure reforms progressed faster than planned in Consumer Products and new products launched in the 2nd half
boosted sales momentum

Although quantitative growth in the overseas business struggled due to environmental changes, profit-focused management
secured increased sales and profit
Built foundation for future growth focused on organizational management reform

2026 Policies

+ Further accelerate business portfolio reform and shift to high-profit businesses
(transfer of chemical products business, acquisition of PNB, solidify business growth opportunities for oral healthcare)
Reform management processes to accelerate strategy execution and decision-making
Accelerate the benefits of the business unit structure
Enhance shareholder returns (planned +¥4 to dividend Y-o-Y to ¥34 annual dividend with payout ratio of 37.6%)

ML

|

These are today's highlights. First, here is a summary of our results in 2025.

Steady implementation of the 2nd STAGE strategies resulted in increased sales and profit, improved margins,
and the achievement of the second consecutive fiscal year of targets. In the consumer products business, in
addition to improving profitability, generated profit has been allocated to the development of high value-
added products. As a result, | believe we have been able to generate sustainable growth momentum.

Overseas, we have shifted our management focus to profit-oriented management in the face of the severe
situation in each country. As a result, we have secured an increase in both sales and profit.

2026 will be a make-or-break year to achieve the goals of the 2nd STAGE. In order to increase the effectiveness
and speed of our strategies, we have changed our management process and shifted to a business unit
structure with a focus on domestic and overseas operations. | will talk about these in order, including the
major business portfolio actions announced today.
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Fiscal 2025 Consolidated Results LION

Firm start to achieving full-year targets and strengthening profitability improved margins

Y-o-Y change Deviation from

(BilliOﬂS of yen) , forecast
(% deviation)
2.2 2.0
Net sales 422.0 412.9 9.1 1.4%5 05
2.0%6 .
Core operating incomex' 30.7 26.3 0.7
% of net sales 7.3 6.4 4.4 16.8 55
Operating profit 36.3 28.3 1.3
% of net sales 8.6 6.9 7.9 28.1 39
Profit for the interim period 2.5
attributable to owners of the parent 27.5 21.1 6.3 30.1 10.4
EPS (Yen) 99.74 76.51 23.23 30.4 o
EBITDA#2 49.3 45.1 417 9.2
EBITDA margin (%)*3 11.7 10.9 = 0.8PP
ROIC(%)#** 6.7 5.8 = 0.9PP
ROE(%) 9.0 7.4 — 1.6PP

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 amortizati
3. EBITDA margin: The ratio of EBITDA to consolidated net sales.
4. ROIC is an indicator calculated from net operating profit after tax (NOPAT) divided by the average mvested capital (total equity plus interest
beann%lnab‘lmes) during the period, and measures the efficiency and profltablllty of the invested equit
5. Y-0-Y change at constant currency excluding exchange rate fluctuatior
6. Y-0-Y change excluding exchange rate fluctuations and the impact of buslness transfers.

L..

e ——

First, these are the consolidated results in 2025.

As | mentioned earlier, net sales were JPY422 billion, JPY2 billion higher than announced. Profits also exceeded
the announced figures in all categories. | believe that we have made a good start toward the theme of the
2nd STAGE, strengthening profitability.

Core operating income increased by JPY4.4 billion YoY to JPY30.7 billion. We have achieved the results we
have been aiming for, so | will explain further about the contents. It should be noted that the increase in
operating profit includes the gain on the step acquisition of Merap Lion, which is now a subsidiary in Vietnam.
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Year-on-Year Changes in Core Operating Income LION

Gross profit increased due to the shift to high value-added products and upward price

revisions, and profit structure reforms proceeded in line with plans
(Billions of yen) (Figures in brackets indicate changes for Oct.-Dec.)

¢ Logistics optimization: +0. 6
Inventory optimization through
SKU reductions

/" Japan: +0.0 [~1.5]
Overseas: +1.5

{"Changes in sales: +2.5

| Gross profit decreases due to Increased labor costs: —1.6

Depreciation and amortization: —0.7
\_R&D expenses: —0.5 etc.

— +5 | | 22 |

17 | [ ©17 ] s

i brand transfers: —0.8
Changes in product mix: —0.2 etc.

healthcare and high value-added
. products

i
§
{ InJapan, actively invested in oral
|
‘\

[-1.3]
[+2.1] -
+3.6 [-0.4] [+0.6]
[+1.3]
e > e >
. | ! Selling, general and |
Gross profit factors: +5.1[+3.5] administrative factors: -0.7
(of which, the impact of exchange [-2.8]

rate fluctuations: +0.8) (of which, the impact of

exchange rate fluctuations -0.5)

Core operating Shift to higher- Quantitative  Impacts of raw Cost reductions  Changes in  Changes in other Core operating

income for added-value eff_ects. product material costs competition- expenses income for
2024 products, mix and others related expenses 2025
upward price
revisions

%

Here is one of the key charts for the 2025 results. This shows YoY changes in core operating income.

The plus or minus in the chart is for the full year, with the brackets under each box showing a YoY comparison
in October through December. There are two main messages | would like to share with you on this slide.

First, one year ago, | told you that we would be aiming for a gross profit factor of JPY5.2 billion in 2025. The
result was generally in line with the plan.

Second, | mentioned that the expansion of categories and brands with growth potential would occur in H2,
especially from October to December. As a result, competition-related expenses were focused on oral
healthcare and new products in Japan. Gross profit factors in blue in brackets were plus JPY3.5 billion, which
means that gross profit returned more than the investments and thus was able to grow in a healthy way.

Of course, there were many fluctuations during the period. However, we view the year as one in which we
made steady progress in strengthening profitability in the direction we had targeted.
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Fiscal 2025 Results by Business Segment LION

Sales and profit increased in both Consumer Products and Overseas
Consumer Products profit margin increased by 1.4 points due to structural reforms

Net sales*

Core operating income

Amount % ' net sales Amount %

(Billions of yen)

2024

Consumer 258.8 254.8 4.0 1.6 .6 S 3.7 21.3
Products 223.7 222.7 1.0 0.5 8.4 7.0 ' +1.4PP
Industrial 58.3 55.1 3.1 5.7 2.8 2.8 00 3.2
Products 39.3 38.1 1.1 3.0 5.0 5.1 % (0.1PP)
177.9 171.8 6.1 3.6 8.1 6.5 25.5
Overseas 158.1 150.7 7.3 4.9 4.6 3.8 16 +o0.8pP
9.9 16.7 (6.8) (40.8) (0.1) 0.2
Qther 0.9 1.2 (0.3) (295  (1.8) 17, 04
83.0 85.7 2.6 =

Adjustment L _) { _) — - (1.7) (1.1 (0.6) =
Consolidated 30.7 26.3 16.8
Total 422.0 412.9 9.1 2.2 73 6.4 4.4 +0.9PP

* Upper lines: net sales; lower lines: sales to external customers
Note: Previously, transactions related to overseas support functions were attributed to the Consumer Products business segment, but in light of thi
of the Overseas business segment, accounting for these items has been transferred to the Overseas business segment starting from the beginni

Segment information for the previous consolidated fiscal year has been reclassified to reflect this change.

Next, this is the result by segment.

For the Consumer Products business, net sales increased by 1.6% due to the focused development of high
value-added products, and the core operating income margin increased by 1.4 percentage points as shown in
the right-most bracket of the table, due to the contribution of the effects of profit structure reform measures.
| believe that the balance between sales and profits is now in place.

The overseas business has increased sales and improved profitability due to the realization of the effects of
priority measures in key countries and the addition of Merap Lion in Vietnam in July. The rate is as shown in
the far right.
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Consumer Products Business Net Sales by Product Category LION.

Oral Healthcare, a Top Priority Business, saw growth driven by high-end toothpaste
Fabric Care sales declined, but profitability improved significantly due to structural
reform measures

Net sales Profitability
(Billions of yen) oy
Amount Change)
Oral Healthcare 80.2 76.5 3.6 4.7 7
Beauty Care 25.1 24.5 0.5 23 \
Fabric Care 56.0 57.1 (1.0) (1.8) 2
. (2.2)
Living Care 20.9 21.4 (0.4) A
Pharmaceutical 24.1 25.1 (0.9) (3é911 b
Other 52.3 49.9 2.3 -
1. é
Total 258.8 254.8 4.0 el %

| * Actual rate of change excludes the impact of business and brand transfers

This is a breakdown of the Consumer Products business.

Oral Healthcare, the top priority, grew 4.7%, driven by growth in high-end toothpaste. In the Fabric Care and
Living Care categories, net sales were down. However, as indicated by the arrow on the right showing the
trend in profitability, profitability has improved.
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Overview of Consumer Products: Sales Changes Over Time LION

Net sales
Category Y-0-Y change (%) Comments
Jan.-Sep.  Oct.-Dec.

High value-added products in mainstay brands performed favorably, and
Oral +4.6 |7 +5.2 new product Dent Health Medicated Toothpaste DX Premium

Healthcare 2 - contributed to sales

Dent Health brand sales in October-December up 13% year on year

« In hand soaps, sales of KireiKirei Medicated Hand Conditioning Soap
Beauty Care +1.5 |3 +4.6 continued to be firm and KireiKireifoaming hand soaps, supported by
“ enhanced promotions, also expanded, driving sales across the category

« Laundry detergents performed steadily

Fabric Care (2.2) o7 | In fabric softeners, SOFLAN Premium Deodorizer continued to struggle,
. /Z : but the revamped Aroma Rich saw favorable sales with profit continuing

to improve slightly

» Launched new high value-added products in the LOOK Plus Bath
Cleansing bath detergent and Toilet Cleansing Spray toilet cleaner to
Living Care +0.7 <] (4.1)* strong performance
> «  Volume decreased with the reduction of low-profit SKUs, but product
mix improved

+ Products targeting inbound tourists continued to perform favorably
TS +0.2* 1 +7.2* (Kvusoku Jikan, PAIR, etc.) - A
» Launched high-end promotional eye drop product and sales were steady

* Real change excluding the impacts of brand transfers

This is a list of changes in the most recent October to December period. Please take a look at the arrows here.

The Company has a whole has generated momentum toward sales growth. The Living Care category was
affected by SKU reduction, but the mix has improved due to new high value-added products.
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Overseas Business Results by Region LION

Overall sales and profit increased due to strong performance in Malaysia and the
acquisition in Vietnam

(Billions of yen) 2025, 2024,
Real rate % of % of
[CAR net sales net sales

Southeast and 7.1 4.9 42.3
S oth el 1102 101.8 8.3 8.2 3.2 e He 21 =
. 1.0 55 (29.6)
Northeast Asia 67.7 69.9 (2.2) (3.2) (1.0) 16 22 (0.4) (0.6PP)
8.1 6.5 25.5
Total 1779 171.8 6.1 3.6 1.5 e . 16 | 222
m Status of business in Key Countries UNotes T
i 1. Real rate refers to the rate of change,
External net sales*? Personal care i excluding the effects of exchange rate
i ili field* 2 Qgﬁ;:targgslss indicate change in core
(Billions of yen) Y-o-Y change Pr(c;f_nt:»:?hrt\y Trer)\d ratio to |~ operating income ratio :
2025 Real rate erliClanye consolidated 1 3. External sales: Total sales, excluding 4
Amount % (%) sales (%) i internal sales within and among segments |
9. | 4. Personal care net sales: Total net sales ¢

1 from the oral care, beauty care and
34. 5 (+2.2PP) 1 pharmaceutical product fields

i (calculated based on Lion shipment
22.5 (+0.4PP) | amounts; year-on-year change rate

i excludes the effects of exchange rate

87.1 (6P |, ety

34.4 (+3.3PP) =

64.1 20 34 .
25.5 31 143 8.5

China* 27.3 0.6 2.3 3.5

180 (1.7) (87  (3.8)

|

7 | N

W
|

Next is about the Overseas Business.

Again, sales and profits have increased. Southeast and South Asia saw increased sales and profit due to
continuous strong performance in Malaysia and the consolidation effect in Vietham. The margin has also
improved by 1.5 points.

As the improvement in the margin ratio from 2023 to 2024 was 0.2 points, margins have been steadily
improving in the 2nd STAGE. This is due to the rise of personal care field. There are no figures in the table, but
| will tell you verbally.

Thailand's sale in the personal care field was 106% of the last fiscal year, and Malaysia's was 109%, achieving
significant and profitable growth.

In Northeast Asia, sales increased in China, but both sales and profits declined in South Korea, where sales fell
below the previous year's levels. In total, overseas, as shown in the upper table, net sales increased 1.5% in
real terms. Operating income margin improved 0.8 points as we have been oriented towards solid profitable
growth, although we have not been able to increase the margin as much as we would have liked since we had
been steering the Company toward growth.

| believe that we have been able to achieve profitable growth despite various difficult circumstances.
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Overseas Business life.love.
Status of Business in Key Countries: Sales Changes Over Time LION

External sales
Real rate (%)%

Oct.-Dec. Comments

> Exports to Cambodia continued to decline due to geopolitical issues
; (Excluding exports, sales grew steadily with growth in the personal care category)
Thailand (0.8) \l (5.3) > Oral healthcare sales grew due to active marketing measures
(Sales in Oct.-Dec. 112% Y-0-Y)

Oral healthcare grew significantly due to strengthened in-store initiatives focused
on the local Fresh & White brand

Malaysia +5.6 ) +19.5 > Sales of consistently strong liquid laundry detergent were up significantly year on year
due to the strength of revamped products

Also saw impacts of government measures to stimulate demand

> Amid growing consumption polarization, high value-added products continued to
perform favorably due to new product launches

(Sales of the CLINICA brand were up 29% Y-o-Y from Oct.-Dec., and sales of the
SYSTEMA brand were up 23% Y-o-Y from Oct.-Dec.)

> Strengthened offline channels, primarily through expanding key retail outlets, also
helped to secure higher profit

China*? 0.7) ) +16.3

> Although exports declined to surrounding countries, performance began trending
towards recovery due to expansion of product range and strengthened local

South .
(4.5) ) (1.6) operations

> Focused on expanding high-profit businesses, including by growing sales of mainstay
hand soaps and introducing Japanese oral healthcare products
*1 Real rate refers to the rate of change. excluding the effects of exchange rate fluctuations
*2 Qingdao Lion

Korea

Ihl A

Y v

WL

Here, you can see the status of business in the four key countries from October through December. Please
take a look at the arrows.

In Thailand, sales were down as a total. Export business continued to decline due to geopolitical issues.
However, as a result of efforts to strengthen the personal care field, particularly oral healthcare, domestic
demand in Thailand grew steadily.

In Malaysia, growth continues to be centered on renewed liquid laundry detergents, and in addition, as in
Thailand, the personal care field has also been growing strongly.

In China, we have been changing our brand strategy in the face of increasing consumption polarization. In
addition, as a result of thorough cargo distribution management, sales in offline channels grew, ensuring an
increase in both sales and profit.

South Korea was affected by the decline in exports to neighboring countries, but the sales decline narrowed
in the October to December period, partly due to the effects of recovery measures.
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2nd STAGE: Three Basic Policies and Key Indicators Matglials from {iseal 2024 LION

Formulated three basic policies to strengthen profitability and established key

indicators focused on increasing corporate value

Three Basic Policies

Strengthen
business
portfolio

management

Strengthen

Management
base

Generate
dynamism

Realize a profitable business portfolio by sharpening
the allocation of management resources

® Accelerate growth in oral healthcare

e Strengthen overseas growth initiatives

e Reform profit structure in Consumer Products

Strengthen foundation for sustainable business
growth and efficient operations

e Strengthen Group R&D systems

e Strengthen profitability with DX
e Strengthen corporate governance

Fully leverage Group assets to enhance strategy
implementation and generate dynamism
e Strengthen brand asset utilization
e Enhance human capital value & strengthen
organizational management

2nd STAGE
Key Indicators

2027 Targets
EBITDA margin

1 3% or higher

ROIC

8-9%

EPS CAGRx*
11% or higher

| would like to continue by discussing the results of the measures taken in the first year of the medium-term
management plan, but before | do so, | would like to look back once again at the basic policies.

We aim to achieve the key indicators listed on the right by implementing measures based on our basic policies
to strengthen profitability. In particular, | will now add an explanation on the results of the first point of the
basic policies, strengthening business portfolio management.
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Measures in the First Year of 2nd STAGE: life.love.
Accelerate Growth in Oral Healthcare LION

Realized Y-o0-Y growth in all key countries due to brand strategies and marketing
measures customized for each country’s situation

* Parentheses indicate net sales Y-0-Y

High value-added brands contributed Strengthen distribution of local brands in
collaboration with joint venture partners

Thailand (114%) Malaysia (120%)
F 9

4 &

Launched new +High value-added brands w1th Achieved major growth in -Increase investment in oral
highest-ever priced 5" ,' focused development saw total Oct.-Dec. with a radical review healthcare and strengthened
product in September, "} share of sales increase by 8.9% of oral healthcare strategy promotions
and share of the high- e d Y-0-Y (Total for CLINICA, (redefining strategies by brand
end range (¥1,000+) is Sl SYSTEMA, DENT.) and identifying distribution
growing -Also focused on offline retail targets) Fresh &White

Status of new products since launch outlets and expanded to 2,000 i 12% Y-0-

Toothpaste market sales value Y-0-Y (%)* locatlons n the year SALzrebrandlng Brand SRS Y ° Y
140 Strengthened delivery to v Aggressive in-store
130 »: , New CLINICA products untapped areas and measures
120 @ v Highly distinctive new channels (rural areas,
110 products developed at convenience stores, etc.)
100 = the Shanghai research v Revamped marketing to
90 N center appeal to a younger

sep. oct.  Nov Dec v Testmarketingon e- ==

Market total = High-end market &ﬁe commerce channels to
e expand sales was
K D ent Health brand o \ successful / K \

Source: Lion survey

Group total
Oral healthcare sales 5 . 2% (Y-0-Y)

4
arowth rate ===

First is the acceleration of growth in the Oral Healthcare business.

| will state the conclusion first. We are getting a good response. We have focused on fostering this segment
both domestically and internationally. The results are already being seen in many countries. In Japan, we
succeeded in developing new products in the highest price range of toothpaste, market share increased, and
sales were 105% of the previous fiscal year.

In China, we are seeing the effects of our efforts to nurture high-value-added brands, as well as of our
emphasis on offline channels, which | mentioned earlier. As a result, sales were 103% of the previous fiscal
year.

In Thailand, where we radically revised our brand and channel strategies last year, including collaboration
with local partners, we saw a significant growth from October to December and achieved double-digit sales
growth of 14% for the year.

In addition, Malaysia continues to see growth of 20%, led by local brand Fresh & White. Even with the global
brand Colgate, the Company has shown solid growth in both countries and has outpaced the growth of the
markets in both countries. We see this as continuing into 2026.

The growth rate of Oral Healthcare for the Group as a whole was 5.2%, compared to our estimate of 5% or
6% at the beginning of the year, which we recognize as being generally in line with our expectations.
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Measures in the First Year of 2nd STAGE:

Reform Profit Structure in Consumer Products

life.love.

LION

Key initiatives advanced smoothly, improving margins
New high value-added products launched in the 2nd half of the year
accelerated sales momentum

. Reform the Profit Structure

Core operating income margin improved by 1.4 points

Key Initiatives and KPI 2025 Progress

Shift towards high value-added
products and upward price
revisions

(2025 target: ¥3.5 billion)

¥ 3.6 billion

Reduce SKUs
(2025 target: Reduce 50-60 SKUs)

Reduced 65SKU5

= Sales per SKU: Approx. 1.1 times
Gross profit: Approx. 1.2 timess

Clarify separation of business
fields

(Strengthen priority areas and
streamline non-priority areas)

Completed transfer of food
preparation product brand

Streamline competition-related
expenses

(2027 target: Reduce ratio of net sales
to competition-related expenses by 2
points vs. 2023)

pown1.5 points:

This is about profit structure reform in the consumer products.

* Compared to 2023

Return to sales growth

In the living care category, where improving
profitability is a challenge, new high value-
added products are above market

Proposing a new habit of no-
scrub cleaning

b 4
A
L.

s
xit

LOOK Plus Bath Cleansing

141.4%-

after launch

LOOK Plus Toilet
Cleansing Spray

209.5%:-

after launch
* Source: INTAGE Inc. SRI survey

(13 weeks before and after launch):

We are also making good progress here. KPIs for key initiatives have been achieved. We view this as a result
of the successful implementation of price increases, shifts to high value-added products, and disciplined
competition-related spending, rather than mere cost cutting. This effect is also reflected in the improvement
of the top line in H2, which we have been talking about for some time.
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2nd STAGE: Achievements and Challenges in its 1st Year LION.

2025 Achievements and Challenges

® Progress in reform of revenue structure of Consumer Products
® Oral healthcare growth rate (Group total) was within expected range

® Secured higher sales and profit in the overseas business through
management focused on profitable growth given environmental changes

Key Themes for 2026

e Although we expect the challenging difficult business environment to remain,
especially in certain key countries, we will cultivate highly profitable
businesses across the Group while accelerating measures to strengthen
profitability

- Japan: Continue profit structure reforms and shift toward high value-added products
- Overseas: Achieve steady growth by strengthening and accelerating last year’s success

|l1: k

measures in key countries, and develop future growth drivers by investingiin

expanding into new countries

This section summarizes the achievements of the first year and challenges to be addressed this year.

\

Overseas, the current situation has been changing from the time we started the medium-term management
plan. Last year in 2025, we were able to capture that change and secure profitable growth, but we expect the
severity of the situation to continue this year in 2026.

Therefore, the entire group will renew its focus on nurturing highly profitable businesses to achieve growth
with improved profitability. | will discuss specific initiatives later.
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2026 Strategy Direction LION

Adapt to consumption polarization and realize profitable growth by
strengthening development of highly profitable businesses and improving
efficiency of invested capital

Market trends Strategy Direction
Consumption polarization 2nd STAGE theme:
continues to progress in major Strengthen profitability
countries including Japan
- Prioritize development of highly
High-ehd market’ ’ profitable businesses and brands
e T Conduct disciplined investment in
line with business portfolio
strategy
Midrange =
products
-Maintain stable lower priced-

market for cost-conscious buyers

Towards further

|l1: k

profitable growth =

| will move on to the key measures for the current fiscal year.

This is on the premise that in the market we have entered, consumption polarization continues to progress.
In particular, the growth of high-performance, high-priced products has continued. In many categories, the
data show that growth in the higher price ranges has outpaced that of the overall market.

How will we adjust to this trend? In line with the portfolio strategy of the medium-term management plan,
we will strengthen investments in high value-added products and their brands to increase the profitability of
those businesses, while improving the efficiency of capital investment to further Strengthen Profitability,
which is the theme of the 2nd STAGE.

We aim to drive profitable growth.
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Transforming Business Portfolio Management

life.love.

LION

Focus management resources on Top Priority and Challenge for Growth businesses to
realize profitable growth

Some results achieved through structural reform promoting profit improvement in the
home care business and the transfer of the chemicals business.

® Main Business Visions(2026-)

Transfers

--------

| Challenge for
- Growth

Top Priority

Stable ® Beauty Care & OFal
Earnings ® Pharmaceutical ra
Products Healthcare
® Industrial

Products
_® Home Care _.

Shift to added value
and optimization./

2025: Acquired Merap
Lion (Vietnam)

2026: Acquired PNB
(Australia)

Shift towards
high-valué-
added products

________

*Fabric Care and
\  Living Care

* Each business includes both domestic and overseas operations

2026 Actions

+ Focus on further expansion of
oral healthcare business both
domestically and internationally

- Acquired a new business
growth base in Australia

Home care
- Reform profit structure to transform into
a Stable Earnings business
Chemicals
- Resolved to transfer shares in two chemical
product subsidiaries

This is the way we envision portfolio management. In this medium-term management plan, we have clarified
the roles of each business, and we are pursuing strategies in line with those roles.

In the top right, for the top priority Oral Healthcare business, we will continue to expand its sales and profits
in Japan and overseas.

To its left is the challenge for growth businesses. With the acquisition of PNB in Australia, announced in
January, we have gained a new business platform. | will explain in detail later about why we took this action.

And down on the left, as for the businesses for structural reform, we announced today the transfer of shares
of two subsidiaries in the chemical products business. In the home care field, we have been pushing forward
with measures to improve profitability, and at this point in time, we have achieved certain results by building
a stable profit structure. Therefore, the arrow is pointing upward.

Today | will explain along this portfolio.
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Oral Healthcare: Measures to Shift towards High Value-Added life.love.
Priority Products in Japan LION

Leading the high-end periodontal disease care market*, which we
expect to eXpand further in the future * General term for inflamed gums and periodontitis

Market expansion Measures as a leading company

Relaunched SYSTEMA
Haguki (the Gums) Plus
Premium toothpaste

Strong product 111% Y-0-Y
New formula with ingredients

Potential market size for high-end B35 )\IFT52
toothpastes such as those that
prevent periodontal disease
go.0 (Forecasts for 2026 and 2027)

Strengthen
functionality
of mainstay
brands

70.0 F suppressing glycation, which
. e & " is attracting attention in the
60.0 i Reriodon 'a l beauty and health areas
: Upwardly revise price
50.0 (approx. 1.1 times) ==
= Utilize new~ CEIM3
40.0 technologies in Pencirate Expand service
30.0 S— e | products for ; business to create
: — ReYdontal services a positive loop of
20.0 -1 c 1 professional and
clinic route self-care
10.0 -Launch toothpaste with new periodontal Ed ional .
disease prevention technology (oral ucational support service
.0 microbiome control) ra for dental clinic patients
(ilionyen) 2024 <022 2920 202 - Expand lineup addressing different (launched April 2025)
High-end ranges: ¥500-¥699 BUP t0 ¥999  @Over ¥1000 levels of periodontal disease risk ? Service use increased ]
Source: Lion survey = Aggregate knowledge and develop L] 5 periodic visit rates and rates |

products using this technology on 4 of use of preventive care
the market products ‘

First, let me talk about our top priority business, Oral Healthcare.

In Japan, the periodontal disease care market is expected to continue to expand in line with the growing
health consciousness, as shown on the left. The message | wish to convey on this page is illustrated on the
right. As a leading oral healthcare company, we will continue to promote this.

We will strengthen the functionality of our mainstay brands, develop new technologies through the dental
clinic route, and obtain recommendations from dentists and dental hygienists, and then promote professional
care at the dentist, self-care at home, and the service business that connects these two. We will promote a
three-pronged strategy to create this virtuous cycle and we will take a lead in expansion of the market.

If the capability to accelerate these activities exists outside of our company, we will actively engage or
collaborate with corporations, government, and academia.
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Top life.love.

ey | Oral Healthcare: Strengthen Measures Overseas LION

Further strengthen successful 2025 measures in key countries
Increase share of overall overseas business to drive profitable growth

Advance high value-added Accelerate profitable growth by
strategies in anticipation of implementing collaborative brand
increased risk and channel strategy
e Accelerate development of high value-added ® Improve brand value and appeal by customizing
products marketing to each brand’s target de_mograohic
-Concentrate management resources on brands such *SALZ: Expand salt toothpaste userbase with new
as CLINICA and SYSTEMA that continually achieve packaging aimed at younger consumers
double-digit growth e Utilize detergent channel dominance to expand
- Aim for stable growth of White&White, a brand that distribution “ "
has been driving quantitative growth -Increase distribution to high-potential channels
® Focus on profitability and selective channels (convenience stores, etc.)

-Improve efficiency by narrowing down priority SKUs

Identify priority retail outlets and
g??ggil\’,%ﬁé‘g’sa”d'ng tamaximize Increase volume to prepare for shift

towards high value-added products

Optimize promotional costs and
ensure profitability . ) < ;
e Upwardly revise midrange unit prices

-Launch new value-added products in the strong local = |
Fresh&White toothpaste brand and expand distribution =

\

These are the measures to be strengthened in overseas oral healthcare.

As | mentioned earlier, the toothpaste markets in Thailand and Malaysia are growing, and our shipments have
been equally strong.

In China, the toothpaste market as a whole is shrinking, and although we are at risk of being swallowed up by
the trend, we are still holding our own. The message | want to convey here is that there is still room for growth.
What will we do this year in light of this?

In China, we will continue to strengthen our high value-added strategies without pursuing excessive
guantitative growth, as market risks are expected to continue. As in the previous year, we will further
accelerate channel development and focus on profitability. For offline channels, we will strengthen initiatives
with priority retail outlets. We will use emerging platforms efficiently for online channels.

In Thailand and Malaysia, we have seen success in collaborative brand and channel strategies. Along with our
JV partners, we will further accelerate this process and link it to profitable growth.
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Trajectory for Beauty Care and Pharmaceutical(Overseas) life.love.
Growth

Products

LION

+ Create new business opportunities and realize profitable growth*
- Highly profitable businesses will improve Company-wide margins

Create New Business Opportunities

Explore opportunities for business expansion in new

countries where high market growth is expected

e Vietnam
Leverage pharmaceutical product sales network
based on strong relationships with doctors and
specialists, begin to expand business
—Launch oral healthcare business in 2026

® Bangladesh
Strengthen and develop KODOMO brand of baby
care products (bolster sales structure and
expand distribution)
—Invest the margins obtained to develop new
products (toothbrushes, dishwashing

* Narrow investment to specific areas and categories

Realize Steady Growth

Leverage strong brand power in key countries

aimed at profitable growth

e Thailand

Stable and high growth potential with
Shokubutsu body soap, boasting #1 market
share

—Realize both growth and profitability by .
revising costs and adding value through 3
stronger branding 2

South Korea -
#1 market share in hand soaps, EEE
and maintain share after upward

price revisions Share: Lion survey

detergents)

I Increase contribution by approaching further growth
opportunities as a key way to strengthen profitability —

'lllct

|

Next is the challenge for growth businesses, which includes the beauty care products and pharmaceutical
products business.

During this medium-term management plan period, we will create new business opportunities and contribute
to raising company-wide margins. Of course, our top priority business remains to be Oral Healthcare.

However, we have also been searching for new business opportunities, mainly overseas, while narrowing
down our investment targets for the challenge for growth businesses. In Vietnam, where the Company has
become a wholly owned subsidiary, we will begin developing the Oral Healthcare business starting this year,
taking advantage of the channel network that has become a source of high earnings. In major countries where
we have the number one brand share, we aim to achieve stable growth with profit.

Thus, the challenge for growth businesses play an important role in strengthening profitability. However, we
think it is necessary to move up another gear or two in order to capture further growth opportunities.
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Challenge life.love.

for | Create New Business Opportunities LION

Growth

Acquired PNB (100% of shares)
Take on growth opportunities in the beauty care category and business
opportunities in Australia

______________________________________________________________________

PNB Consolidated Pty Ltd | Net sales: Approx. ¥8 billion (based on 2025 results and total sales) |

‘Highly profitable business centered on the Sukin natural beauty care brand
-Strong market position in Australia (#1* brand sales in natural beauty care)
-Sales channels in over 20 countries and regions, including Europe

+Sales of natural brands in the Australian beauty care market
(personal wash, skin care and hair care markets)
Survey perioct May 4, 2023-May 3, 2024, using POS data from Circana, Inc.

Strategy Aims ‘

Expand Sukin to establish new, highly profitable business
‘Further increase PNB’ s profitability and efficiency by incorporating Lion’ s
strengths (research and production technology)

-Accelerate expansion of Sukin in Asia by leveraging the Group’ s infrastructure

Pursue growth opportunities in Australia
+Consider expanding business domain (such as oral healthcare) by utilizing PNB’ s business foundation

Therefore, we have decided to take the action of acquiring all the shares of PNB in Australia.

Why Australia? Why beauty care and what are the synergies? We have received many such questions. Please
forgive me if this takes a bit long. | will explain it in detail.

Once again, the strategic aim is to establish and expand new, highly profitable businesses as a group. In
addition to its contribution to domestic demand in Australia, the Sukin business is expected to have synergies
with our operations in other countries, especially in Southeast Asia, and we believe that this fits well with our
strategy.

First, as for domestic demand, Australia continues to experience stable GDP growth. Market expansion is
expected to continue in the future. It is also very close to Asia, and there are a really large number of Asian
immigrants living in the area. For those of us who do business mainly in Asia, it is a very attractive country
with which we have a strong affinity.

Why Sukin? What are the synergies? The Sukin brand has established a strong position in the local Australian
market as a natural beauty care brand with PNB boasting a high profitability. We believe that by extensively
marketing the Sukin brand in our group companies mainly in Southeast and South Asia, we will be able to
greatly expand our highly profitable personal care business.

In fact, Singapore, where we are expanding our business, is included in PNB's export destinations and they
already have a certain share of the local market. We have high expectations for the acceleration of
development in Asia.

In Australia, we believe we can expand our business in terms of research, production, SCM, and sales by
combining our capabilities with PNB's business base and working together with local management. Of course,
the development of oral healthcare is also in our sights for the future.

In our past M&A activities, we have failed to capitalize on the value of the brands we have acquired. Based on
these reflections, this time around, we are focusing on three key areas. First, clarifying growth scenarios and
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synergies, second, building an operating structure that respects the uniqueness of the brand, and third,
strengthening the execution system and governance after integration.

We believe that the acquisition of the Sukin brand will be a major departure and starting point for medium-
to long-term value creation in the Group's challenge for growth businesses.
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Structural life.love.

oot Clear Delineation of Non-Priority Businesses LION

Resolved to Transfer Shares of 2 Chemical Product Subsidiaries

Subsidiaries: Lion Specialty Chemicals Co., Ltd. (LSC) I Net sales approx. ¥27 billion, core operating
1+ income ratio over 5%

PT.IPPOSHA INDONESIA (An LSC subsidiary) 1 (2025 results, total of sales of both companies)

Transferee:  AP88 Co., Ltd. (a special purpose company supported by a fund serviced by Advantage Partners, Inc.)
Transfer Date: June 30, 2026 (Tentative)

* Impacts of this transfer have already been factored into the forecast for fiscal 2026

Reasons for
Transfer

® BtoB business with different key factors for success than consumer products
- Determined that being under the Group’s umbrella is sub-optimal for further
business growth
e To further expand the business in the future, Lion decided that Advantage Partners, with its
external resources and many subsidiaries in related fields, will be the best structure to implement a
growth strategy

Strengthen allocation of management resources to
key areas and focus on development

nlh ‘

\

Next, with regard to the structural reform businesses, as announced earlier today, we decided to transfer
shares of two subsidiaries in the Chemical Products business.

We decided to transfer the shares of Lion Specialty Chemicals, the core of the Group's chemical products
business, and its subsidiary IPPOSHA INDONESIA to AP88, a company formed by a fund serviced by Advantage
Partners.

We have been working on the continuation of our chemical products business through various efficiency
improvements and measures, including the reorganization of our group companies. However, we have
reached this conclusion after careful consideration of the direction of the business amid the rapidly changing
environment that has been occurring in recent years.
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Structural
Reform

Home Care Business:
Measures to Further Improve Profitability

life.love.

LION

Achieve both stable business growth and improved profitability by further optimizing
business efficiency and launching distinctive new high value-added products

Japan

Southeast and South Asia

Launch new high value-added
products

Shift to high value and better

unit prices by developing

proprietary value-added products
w launches from the NANOX brand

Ne

No-rinse detergent

Anti-mold ball for washing
machine drum

(Launch scheduled for April 2026)

Utilizes proprietary water-conserving

technology
Limited distribution

= Increase success rate and expand

sales channels

Improve business efficiency
(competition-related expenses,
fixed expenses)

Prioritize investment in major
product categories and improve J#
brand presence of existing
products

Prioritize development of high
value-added (PRO) products

Strengthen response to ongoing
shift to liquid detergents
Improve profitability of powder detergents

Thailand *

- Increase users of highly

concentrated liquid laundry detergent

Optimize advertising investment through

digital advertising and retail media

Reduce fixed expenses by
consolidating production lines and
optimizing operations

- Change bulk refill bottles into pouches
+  Produce outsourced products in-house

This is about the home care business, also a structural reform business.

E °

Malaysia *

Focus competition-related
expenses on high value-
added products

Maintain usage rates of
powder laundry detergent by
expanding distribution to
specific regions

Improve profitability of
general purpose, low-cost
products

Strengthen portfolio by
launching new products
Optimize promotional costs

M

While focusing on enhancing profitability, we have been pursuing stable growth, and having already achieved
solid results primarily in Japan, we believe the business has been able to shift to a “stable earnings” business.
However, we believe the profitability to not yet be at a satisfactory level. Therefore, we will continue to pursue
the measures outlined here, both in Japan and overseas, to ensure stable growth and further improve

profitability.
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life.love.

Reform Profit Structure in Consumer Products LION

Shift to high value-added products and upward price revisions: +¥3.0 billion
2026 KPIs I Reduce SKUs: 40~505KUs

Advance new measures that complement results of those in 2025 to further strengthen profitability

Sustainable price increases and
high added value

® 2026 upward price revision actions

Add value through
product relaunches

SKUs within brands

market position

Expand high value-added
lineup through brand
reformation and consolidating

Upwardly revise prices of
products with strong

Improve profitability and capital efficiency through

supply chain optimization

® Fundamentally overhaul SCM system in line with SKU

reductions

Key initiatives:
-Establish daily KPI monitoring system
‘Build demand forecast model

Targets and Progress: (vs. st STAGE average (2022-2024))
2027 Targets 2025 Progress

Average inventory turnover | 23% reduction 11% reduction
days

Rate of out-of-stock items Maintain 50% 50% reduction

| reduction

’ Net sales to distribution 15% improvement | 9% improvement
| cost ratio*

* Refers to the number of vehicles and operations required to deliver one product to a consumer

i
I“h

=Further sophistication will contribute to improved

EBITDA and ROIC .

As | mentioned earlier, we are making steady progress in reforming the profit structure of the Consumer
Products business. Measures implemented in 2025 will have their effects felt in 2026. This year, we will
continue our efforts to add value and improve supply chain efficiency and add the effects of new measures to
further strengthen our earnings structure.

In particular, efforts to upgrade the supply chain are taking shape. We expect that this will make a significant
contribution to the improvement of EBITDA and ROIC, which we have set as KPlIs.
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2026 Consolidated Financial Forecast

life.love.

LION

Aim to increase sales and profits to achieve targets of 2nd STAGE
2025

(Billions of yen) 2026

Amount %
Net sales 430.0 422.0 7.9 1.9
Core operating incomex’ 35.0 30.7
% of net sales 7.3 4.2 13.8
Operating profit 40.0 36.3
% of net sales 9.3 8.6 3.6 10.0
Profit for the period attributable to
owners of the parent 25.0 27.5 2.5) (9.4)
EPS (Yen) 90.38 99.74 (9.36) (9.4)
EBITDA*2 55.0 49.3 5.6 11.5
EBITDA margin (%)3 12.8 11.7 = 1.1PP
ROIC (%)*4 7.0 6.7 — 0.3PP
ROE (%) 7.7 9.0 — (1.3PP)
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. o
2. EBITDA is an ndlcalOV of profitability on a cash basis calculated as the sum of core operating income and depreciation and amortization (excluding that of right-of-use assets). ~—]
3 EBITDA margin: The ratio of EBITDA to consolidated net sales. e

4. ROIC is an indicator calculated from net operating profit after tax (NOPAT) divided by the average Invesled capital (total equity plus interest
bearing liabilities) during the period, and measures the efficiency and profitability of the invested eq

Next, | will talk about the consolidated forecast and capital policy.

t\.
w |

The forecast for this fiscal year is as stated here. Sales and profits are expected to increase, and core operating
income will be JPY35 billion. We are steadily stepping up our efforts to achieve our 2nd STAGE goals and are
largely in line with our 2027 target. The difference between core operating income and operating profit
includes the gain on the sale of shares | mentioned earlier.
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life.love.

Fiscal 2026 External Sales Forecasts by Business Segment LION

Expect significantly higher sales due to contribution from newly
entered countries

External sales

ilions of yen
Amount

Consumer Products 227.0 223.7 3.2 1.5
Industrial Products 25.0 39.3 (14.3) (36.4)
Overseas 177.0 158.1 18.8 11.9
Other 1.0 0.9 0.0 9.3
Consolidated Total 430.0 422.0 7.9 1.9

= — |

This is external sales forecasts by business segment.

We expect that overseas operations will continue to contribute to growth, partly due to the contribution of
our new businesses in Australia and Vietnam. Large negative figures in the Industrial Products segment are
due to the transfer of shares of subsidiaries in the Chemical Products business.

Support
Japan 050.5212.7790 —_ SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com S Asia’s Meetings, Globally

28



life.love

Year-on-Year Changes in Core Operating Income LION.

Here

Altho

Expect profit to increase by ¥4.3 billion due to solid growth, improved
profitability in overseas businesses and ongoing reform of the
Consumer Products profit structure

(Billions of yen)

-1.0
1 ) L *23 | | -3.0

+3.0

£5.5

L —

Gross profit factors: +9.8 Selling, general and
administrative

factors: -5.5

Core operating  Quantitative  Shift to higher-  Impacts of raw  Cost reductions Changesin  Changes in other Core operating = =
income for effects, product  added-value material costs competition- expenses income for
2025 mix and others  products, upward related expenses 2026
price revisions
is an image of the changes in core operating income for the current fiscal year.

ugh there will be changes due to business actions, we expect an increase of JPY9.8 billion in gross profit

factors due to the quantitative effects of increased overseas sales, shift to higher-added-value products,
upward price revisions, and cost reductions, mainly in Japan.

On the other hand, we expect a negative JPY5.5 billion in selling, general, and administrative factors due to
competition-related expenses, but we expect a net increase of JPY4.3 billion.
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life.love.

2nd STAGE Capital Allocation LION

Improve shareholder returns by continuing to increase dividends and flexibly
acquiring treasury stock, while implementing disciplined growth investments
focused on oral healthcare

2026-2027 Disciplined Growth

Investments

Debt
financing

Growth

investments Conduct the oral

Approx. 50

Sale of 2 chemical
products
subsidiaries

billion healthcare business as

or more

the highest priority %>
(capital expenditure, M&A) [
Consider

« Acquired Merap Lion
(2025)
+ Acauired PNB (2026)

* Includes ordinary current

Opg;gﬂng capital expenditures from 2025 bus)t]baa"gks v
2026-2027

flows
Other -—-
APPprox.

¥150 billion

dividends SifengthenShareholderrReturns:

Growth vAchieve annually increased
investments dividends based on progressive dividend

Approx. s
50 billion policy

vConsider flexible acquisition of

treasury stock while considering growth

025 dividends
FUtirocaeh investments, improved capital efficiency, etc. -

3-year cash Progress of outflows

Here is an image of the capital allocation for the 2nd STAGE.

We expect cash inflows of approximately JPY150 billion over the three-year period, mainly from operating
cash flow. In addition, there was a cash inflow from the sale of chemical subsidiaries. We have secured more
funds than originally planned. How can we take advantage of this? Our first priority is to invest in growth.

As you can see on the right, from 2026 through 2027, we will seek to materialize disciplined investment with
a priority on growth investment in oral healthcare.

With regard to shareholder returns, while increasing dividends each fiscal year as a basic policy, we will further
strengthen shareholder returns by actively utilizing flexible acquisition of treasury stock based on progress in
investment for growth and other factors.
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life.love.

2nd STAGE: Shareholder Return Measures LION

Shareholder Return Policy * Reviewed this time

We aim to increase dividends each year based on the progressive dividend policy and will continue these increases
through improved profits. In addition, we will consider flexibly acquiring treasury stock to further enhance
shareholder returns.

Dividends | Strive to increase dividends every fiscal year
(12 consecutive fiscal years since 2016)

Acquisition of i L .
treasury stock | Flexible acquisition and disposal of treasury stock

[ Year-end dividend ¥34
i Interim dividend ¥30 2025:
Consolidated payout ratio ¥26 ¥27 g
L ¥23 ¥24 €25 17 ¥ Annual dividend of ¥ 30
¥20 ¥21 D) 12 15 (same as initial plans)
i ¥17 11 21 N s 2026:
L¥10 ¥13 gy 10 g 15| o AN 0 N0 v Annual dividend of ¥34
025.4%8 3 60 B24.9% N W < (+¥4 increase)
5 ' " 15 17 v Consolidated dividend
- 2 7 o] Eoy E g g2 18 s payout ratio expectedto
> > reach 37.6% =

(FY) 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026

|

This slide is on shareholder return measures.

Regarding dividends, the annual dividend for 2025 is JPY30 per share as expected since the beginning of the
year. For 2026, we plan to increase the annual dividend by JPY4 from the previous year to JPY34. This will be
the 11th consecutive fiscal year of dividend increases. Dividend payout ratio is expected to reach 37.6%.

Furthermore, as | mentioned earlier, we will consider the flexible acquisition and disposal of treasury stock.
We will continue to steadily strengthen returns to shareholders while balancing investment in growth and
financial soundness.

Support
Japan 050.5212.7790 _— SCRIPTS
Tollfree 0120.966.744 Email Support support@scriptsasia.com S Asia’s Meetings, Globally

31



life.love.

2nd Stage Progress in Key KPIs LION

Made firm progress in improving margins, and overseas, we are preparing
flexible measures to reflect changes in the business environment

2027 targets
Themes KPI (From 2024 to 2057) 2025 Comments

® Expected growth rate from 2025 is assumed to
. A be 5%-6% at the beginning of the year
roup ora o, ® Domestic growth was driven by new product
Accelerate growth healthcare sales 8(;\'/AIGR l 5.2% launches in the second half
in oral healthcare growth rate oleve (Y-0-Y) e Overseas, China did not reach expectations, but
Thailand and Malaysia are showing favorable
growth
CAGR son
External net sales
Sales growth rate 10%level +4.9%
Strengthen (Y-0) e Behind initial forecast for growth rate (+5.8%)
overseas growth e Improvement in profit has progressed as
initiatives 07 expected
EE S Approx. +2 points (vs. fiséalgopz4)
Reform qufit ADDrox. 1.4 ® Impacts of upward price revisions: +¥3.6 billion,
structure in EBITDA margin SLEV IS (V5 fise 13824) reduced 65 SKUs over the year
Consumer Products points ¥Salisca e Reorganized non-priority businesses and brands |

Lastly, | would like to review once again the progress of Vision 2030 2nd STAGE.

This is the progress on key KPls. Margin improvement is extremely favorable. Profit structure reform, shifts to
high value-added products, and cost reforms are steadily bearing fruit. As for overseas sales growth, amidst
major various changes in the market environment, as | mentioned earlier, we will take more concrete
measures to achieve profitable growth, especially in the personal care field.

With regard to sales growth, we are flexibly redesigning our measures to make up for the deviation from our
original forecast, especially in China, in other countries and regions. Therefore, we will continue to aim for the
goals we have set for 2027.
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Transformed management processes with
new organizational structure

life.love.

LION

Increased earning power by accelerating decision-making and strategy execution

January 2026 and beyond: Business
operates centered on the value chain

Previous: Operations split by
functional headquarters

High levels of expertise in every

function
However, responsibility for business
profit is unclear and decision-making
takes time
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Business divisions

Corporate departments

Shift to a business unit system which integrates
purchasing, production, development, marketing
and sales

Authority delegated to business units,
accelerating decision-making

Japan International Corporate
Business Unit Business Unit

COO Auditing

[ = Corpotate

and management and mar it planning

Supply chain Supply chain | | Finance
Purchasing Purchasing | | —
Marketing _ Marketing | |

R&D R&D i)

Basic research

" Business strategy | Business strategy
|
| S -
i | Global marketing
\ =
J

Lzt s
fesd : i
1 Production technology | |- |

In order to realize this goal, we have shifted to a new organizational structure in January of this year, as already
announced, to speed up the Group's decision-making and strategy implementation. We would like to make
steady progress with what | have said today, under this organizational structure.

Support
Japan
Tollfree

050.5212.7790
0120.966.744

Email Support

= SCRIPTS

support@scriptsasia.com . Asia’s Meetings, Globally

33



life.love

Summary LION.
Achieving the Targets of Vision2030 2nd STAGE

B Improved profit structure of Consumer Products operations
in 2025, but overseas, ability to handle environmental
changes was a challenge

B In 2026, achieve profitable growth by consistently
implementing business strategies while taking full
advantage of the benefits of organizational reform

B Continue investing in priority areas to build foundation for
further growth ‘

This is today's summary.

First, in the Consumer Products business, the Company made progress in becoming more profitable by
strengthening its revenue base. Overseas, we strongly recognize the need to further enhance our ability to
respond to changes in the environment. That is why we will steadily work through our business strategies one
by one, utilizing our speed, execution, and agile capabilities, while leveraging the systems we have just
discussed. We will certainly achieve profitable growth. We will further enhance the value of the Company by
investing in growth in priority areas.
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Lastly, | would like to add a few more details regarding the Overseas Business.

We have clearly defined the role of each country. How will we expand profitable growth and profitable
products? This will be our foremost mission from here on. In this context, we have separated into three main

layers.

The first is to increase the amount of profit while maintaining profit margin. This applies to Bangladesh,
Vietnam, and Malaysia. Next, we will increase profitability rate and change the mix of sales in Thailand and
China. For South Korea, in light of the current situation, we will maintain the profit margin.

In this way, we clearly divide the roles of each country to expand, maintain, and ensure profitability depending
on each country’s economic and competitive situation. Naturally, in doing business, there will be various
changes, as we have been discussing from earlier on.

While managing this, we will continue to move forward with our overall goal of 10% overseas growth by 2027,
and as needed, we will have conversations with you every step of the way.

This is the last message | wanted to convey.

That is all from me. Thank you very much for your attention.
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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 © 2026 SCRIPTS Asia K.K. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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