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Ota: Hello, everyone. | am Ota. Thank you all for taking time out of your busy schedules today to attend our
financial results briefing for the fiscal year ended March 31, 2023.

As | explained a year ago in May, we were affected by a sharp increase in raw material prices and energy costs
that were higher than expected during the fiscal year, as well as the significant impact of foreign exchange
rates. In terms of earnings, this was lower than the initial forecast and the previous fiscal year.

However, in terms of sales, we were able to steadily increase the top line, mainly in focus domains, and
exceeded our forecast at the beginning of the period, achieving record-high sales for the second consecutive
fiscal year. As we will explain later, the effect of the price revision was more than planned, and we believe
that the results were generally in line with our expectations.

Today, | would like to explain the details of the previous year's results, the forecast for this fiscal year, and the
progress and outlook of the 2021 Medium-Term Business Plan, as this is the final year.



FAMORINAGA

Consolidated Results

Net sales hit a record high for the second straight year, driven by sustained brisk results in the
focus domains of the "in-" Business and the United States Business. Operating income
decreased on the impacts of soaring costs for raw materials and energy, along with strategic
investments in advertising.The decrease in net income includes the impact (roughly ¥15.0
billion)*?! of the sale of cross-shareholdings booked a year earlier.

(Billion yen) FY2023/3 Y/Y change vs. forecast*3

Net sales 194.3 +13.1 107.2% +0.8 100.5%
Gross profit 76.6 +0.8 101.1% o
(gross profit margin) (39.4%) ((2.4ppt)) +0:6 100-1%
Operating income 15.2 (2.4) 86.1%
(Operating income margin) (7.8%) [((2.0ppt)) +1.2 108.8%
Ordinary income 15.7 (2.5) 86.4% +1.1 107.9%
ProfitEtributable to 100  (17.7)  36.2% +1.1  113.0%
owners of parent
EBITDA"? 25.3 (2.4) 91.4% +1.0 104.6%
*1 Net total of extraordinary income and income taxes
RN S :; E:g:ﬁleeszi:rlzlﬁi)l‘?::cogdrzzt‘?;da;s;-azfgr EBITDA: operating income + depreciation and amortization R YRS e L AT e, 3

*4 The yen conversion rate at overseas subsidiaries that underpins our forecasts is ¥131=$1USD

First, here are the full-year results for the previous fiscal year.

Net sales were JPY194.3 billion, an increase of JPY13.1 billion over the previous year, or 107.2% on a
percentage basis. As commented above, the "in-" business, the US business, and Direct Marketing business,
all of which are focus domains, continued to perform well, recording record sales for the second consecutive
year and achieving the sales plan of JPY190 billion for the current fiscal year, the final year of the 2021
Medium-Term Business Plan, one year ahead of schedule.

The contribution of this revenue increase was so large that the 2.4 percentage point deterioration in gross
profit due to the soaring cost of sales was offset by a JPY13.1 billion increase in revenue, resulting in an JPY0.8
billion increase in the gross profit level. However, operating income decreased by JPY2.4 billion due to a
strategic increase in intangible investments such as advertising and R&D in order to achieve the 2030 Vision.

Since operating income at the beginning of the period was JPY16.5 billion, it was about JPY1.3 billion less than
the forecast at the beginning of the period.

And the first right, the forecast comparison, this is a comparison of the figures announced in February when
Q3 was disclosed, and the figures were higher than expected, but Q4 results were better than expected.



FAMORINAGA
Quarterly Profit Trend

Gross profit turned positive in 4Q, boosted by higher sales in the Confectionery &
Foodstuffs and Frozen Desserts businesses. The year-on-year difference in the gross
profit margin narrowed in 4Q.

Gross profit Gross profit margin
(Billion yen)
25 50%
A0.1 Y/Y
L, 402 +0.0  +1.0
FY21 -
* FY22 / N
FY21|RY22 0% "™38.1%
10 5 |
/
o
5 \37. 1 /o/
0 30%
1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q
FRREHDNSH Copyright (C) Morinaga&Co., Ltd. All rights reserved. 4

These are the numbers for that Q4, and | have graphed the trend in quarterly earnings.

In Q4, overall sales were up 109% from the previous year, with particularly large increases in Confectionery &
Foodstuffs and Frozen Desserts sales, resulting in a JPY1 billion increase in gross profit for the entire company.

The gross profit margin on the right was also minus 1% from the previous year, and since it was minus 2.4%
for the year just ended, you can see that the scope of the cost increase is also becoming smaller, although it
is partly due to the effect of price revisions.



FAMORINAGA

Factors in Change in Consolidated Operating Income

Despite improvements in profitability from higher net sales and price revisions, operating
income declined on soaring raw material prices (including forex impacts) and energy costs, as
well as investments in advertising targeting future growth.

Operating income FY2022/3 17.68 (billion yen)
bl st P - Taﬁggjg o 5D

Businesses of the
Company (including Energy costs -(1.26)
manufacturing Advertisin
subsidiaries) below expenseg .(0-72)
v Confectionery & - |

Depreciation

Foodstuffs P (0.09)
Other

v Frozen Desserts I (0.54)
v "in-" Business Product price

v Direct Marketing increases
l Increase i:arll;a:

U.S. Business (0.00)

Dftir |+0.15

businesses/adjustments

Operating income FY2023/3 - 15.23

FARMMARIE4 "1 Actual funding rate in FY2023/3 : $1USD = ¥128; ¥109 in FY2022/3 Copyright (C) Morinaga&Co., Ltd. All rights reserved. 5

The next factor is the change in operating income during the year. Factors contributing to the decrease in
profit are shown in red and factors contributing to the increase in profit are shown in blue.

Even with the inclusion of cost reduction efforts, the top two items, raw material prices and energy cost,
increased by approximately JPY7.8 billion, and advertising expenses increased by JPY0.72 billion in Japan.
Including the overseas expenses, total advertising expenses increased by about JPY1 billion.

As for the increase of JPY0.54 billion in other, it includes R&D, personnel expenses, etc. Including this, the red-
colored portion is approximately JPY9.2 billion. The effect of price revisions is JPY3.53 billion, which is an
increase of JPY0.66 billion from the JPY2.87 billion forecast at the beginning of the period.

There was additional revision, the sales increase below that was more than planned at the beginning of the
fiscal year, but even with all these could not cover the negative factors, resulting in a decrease of
approximately JPY2.4 billion in profit from the previous year. As | have included in the bottom column, the
actual exchange rate for procurement in FY2022 was JPY128 per US dollar, compared to JPY109 in the previous
year, which means a significant depreciation of JPY19 per US dollar.



Y /A MORINAGA
Percentage of cost increases covered by higher net sales and price revisions

In 4Q, we were able to cover soaring costs with price revisions and higher sales.

0 0.5 1.0 1.5 2.0 2.5 3.0 (Billion yen)
|\ "Pércentage """ )
1Q L covered: 55% ____i
777777777777777 B Raw materials & Energy costs
2Q :__7_6_?‘1 _________ ' M Product price increases
Increase in net sales
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*Total for Confectionery & Foodstuffs, Frozen Desserts, “in-" Business, and Direct Marketing businesses of Morinaga & Co.

(parent and manufacturing subsidiaries). Impact (effect) calculated on a year on year basis.
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Next, we produced quarterly coverage rates based on the effects of price revisions and revenue increases.
This is an updated version of the material that was released at the time of Q3 earnings disclosure in February.

Looking at Q4 alone, we were able to offset cost increases with price revisions and revenue increases, and as
you can see, we have been able to beat back against cost increases as the quarter progresses.



Market Conditions : Confectionery

Y/Y Change in Sales Value
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« Pandemic-driven demand

Market remained firm
» Sales were brisk after supply-demand
constraints in 1H eased
+ Sales greatly outpaced the market in 2H
Morinaga due to promotions mainly of Moonlight, and

the success of new products
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« Buoyed by a recovery in the

movement of people, the market
recovered and was up year on year

« Sales remained strong owing to the

launch of products and promotions
focusing on mouthfeel texture

« Sales remained above the year-

earlier level even after the price
revisions in March
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FAMORINAGA
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« The chocolate market overall was flat year on year in 2H
« The pure chocolate market continued to struggle

- September sales faced the high hurdle of
a year-earlier new product launch

« Even though sales struggled due to the
price gap with competitors after 1H price
revisions, we further promoted the
product’s value as a top brand of high-
quality chocolate from 2H onwards

[ The errors in graphs and comments were corrected on May 24, 2023. |

- We raised prices in September in line with
product quality improvements

= We ran “DARS Day” promotions in 3Q;
sales were brisk for core products, but
weak for high-priced items

- The trend in sales after the March price
revisions bears watching
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Next, we summarize the topics of the domestic and US markets over the past year, including the post-price
revision situation from here. For Japan, SRI data and over-the-counter YoY comparisons are graphed by month.

First, in the domestic confectionery and Morinaga Biscuits, the overall biscuits market continues to maintain
the large expansion achieved by the pandemic. The red line shows that in Q1, there was a supply-demand
adjustment due to the expansion of production lines, and the price revision in June caused a large drop, but
the market has recovered since August and has greatly exceeded the market growth since September due to
the launch of new products and advertising investments. On an annual basis, the market as a whole was
102.6% and the Company's performance was 103.9%.

Next is HI-CHEW. The candy market as a whole was depressed by COVID-19, but has been recovering, with
overall market growth of 109.3% for the year, nearly double-digit growth. HI-CHEW has also continued to do
well since the year before last, with two price revisions in July and March, and the various tricks have also
been effective.

Next are Carré de chocolat and DARS. H2 was on par with the previous year, but the chocolate market as a
whole was at 98% of the previous year’s level, and the year included a particularly challenging trend for pure
chocolate. In this context, we implemented price revisions during the year to improve the profitability of both
Carré de chocolat and DARS.

While the month-to-month variation in sales is significant, the annual results show that we have struggled in
both cases, and less than 95% YoY in SRI for the year. In terms of shipments, a DARS was 100% of the previous
year's level and 94% of the previous year's level for Carré de chocolat.
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Market Conditions : Frozen Desserts

Y/Y Change in Sales Value
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Next, Frozen Desserts.
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The market as a whole was strong, with the overall market at 101.6% YoY, and our company, marked by red

line, was 104% YoY. We have also revised our prices of frozen desserts twice, in June and March, and they

have remained steady without being significantly affected, outpacing the growth of the market as a whole.

The same view, right, is of Choco Monaka Jumbo and Vanilla Monaka Jumbo. Choco Monaka Jumbo has been
sold steadily since the price revision, thanks to the promotion of the 50th anniversary of the product's launch.
In this SRI, 102.3% and shipments exceeded those of the previous year.

However, Vanilla Monaka Jumbo has been struggling, with the SRI annual total at 91% of the previous year's

level, but it has been on a recovery trend since the March price revision.
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Market Conditions : Jelly Drinks, Direct Marketing, United States
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*2 Morinaga shipment value and Japan Direct Marketing Association’s direct marketing net sales of health products; *3 IRI)

Next are in Jelly, Direct Marketing, and HI-CHEW in the US in the area of focus.

This graph shows that the jelly beverage market and in Jelly continue to be strong, with roughly the same
transition. During the year, the overall market was 115% and in Jelly was 113%.

Next is Direct Marketing, which continues to grow much faster than the mail order health food market, with
the number of regular customers steadily increasing for both Morinaga Collagen Drink and Morinaga Aogjiru,
and strategic advertising investments are also paying off.

Finally, there is the US HI-CHEW. Although the second price revision was implemented in the previous fiscal
year in last November, it has remained above the overall market average, which is strong.

As mentioned above, price revisions vary from product to product, but the total progress is favorable.
Although additional revisions were made in March, looking at the SRI data for April, it can be said that at this
point the trend is in line with our expectations.
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Summary by Business

In Japan, net sales grew in all businesses, mainly in the "in-" Business and the Confectionery & Foodstuffs Business.
Operating income was impacted by weaker profit in the Confectionery & Foodstuffs and Frozen Desserts businesses.
Overseas, sales growth continued in the United States Business. Operating income absorbed rising costs as we
continued to invest in growth.

Net sales Operating income
(billion yen) FY2023/3 Y/Y change FY2023/3 Y/Y change

Confectionery & Foodstuffs*! 74.3 +1.9 102.6% 1.5 (1.7) 47.2%
Frozen Desserts 40.5 +0.4 100.8% 3.4 (1.4) 71.0%
"in-" Business™! 30.6 +2.6 109.2% 7.0 +0.2 103.1%
Direct Marketing 10.2 +1.1 | 112.6% 0.6 +0.3 193.4%
Operating Subsidiaries 15.6 +1.8 113.2% 0.9 +0.2 126.4%
Other 1.2 +0.0 100.8% (0.2) (0.0) —
Domestic Total 172.6 +7.7 104.7% 13°3 (2.5) 84.6%

United States™2™ 14.6 +4.1 | 138.9% 1.4 (0.0) 99.8%
China, Taiwan, Exports, etc. 7.0 +1.3  121.8% 0.5 +0.2 169.3%
Overseas Total 21.7 +5.4 132.8% 2.0 +0.2 112.7%
Consolidated Total 194.3 +13.1 107.2% 152 (2.4) 86.1%

P L L Far=y s *1 Sugar confectionery, chocolates, and other products under the “in” brand are included in Confectionery & Foodstuffs
7C no *2 Includes income from exports to the US from China and Taiwan
*3 Year-on-year net sales on a local currency basis is 121.5%
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Next is a summary of the full-year results by business segment.

In terms of sales, all divisions achieved an increase in revenue. The colored figures show that the focus
domains of "in-", Direct Marketing, and the US business stand out, but the business subsidiaries that were
greatly affected by the pandemic, which is shown under Direct Marketing, such as Aunt Stella Inc., Morinaga
Shoji Co., Ltd., Morinaga Market Development Co., Ltd., and others, are also making a comeback.

In terms of profit, Confectionery & Foodstuffs and Frozen Desserts saw a significant decrease in profit, which
was largely affected by the sharp rise in raw material prices.



FAMORINAGA

Balance Sheet at End-FY2023/3

By executing a financial strategy that is mindful of capital costs, we have greatly
reduced net cash compared to the end of the previous fiscal year

Reduction in net cash —¥29.3 billion

Reduction in cash and Cash and

’ End-FY2022/3: ¥46.6 billion = End-FY2023/3: ¥17.3 billion «
Issuance of sustainability bonds
deposits —¥20.3 billion deposits bearing debt +¥9.0 billion
End-FY2022/3 -» End-FY2023/3

¥56.6 billion ¥36.3 billion Liabilities Reduction in liabilities by
contributing funds to the
retirement benefit trust

—¥5.0 billion
Shareholder Buyback and cancellation of
equity treasury shares

Buyback —=¥11.1 billion
Cancellation 6.05 million shares*!

e = -
AWM 1 *1 Ratio to total number of shares issued and outstanding before retirement is 11.2% Copyright (C) Morinaga&Co., Ltd. All rights reserved. 11

Next, the last part of the explanation of the previous year's results, the topic of the balance sheet at the end
of the period is the reduction of net cash.

The implementation of a cost-of-capital-conscious financing strategy has resulted in a significant reduction in
net cash, minus JPY29.3 billion. As | explained six months ago, we issued a Sustainability Bond, contributed
funds to the retirement benefit trust, and repurchased and redeemed shares to enhance shareholder returns.



Awareness of Operating Environment and Basic Approach

Double down on the building of a new foundation for dramatic growth in the final
year of the 2021 Medium-Term Business Plan, and transition to the next medium-
term plan with a view to achieving our 2030 Business Plan.

1st stage of 2030 Business Plan

Topic of 2021 Medium-Term Business Plan
Building a new foundation

for dramatic growth

Effortsiforfurthegdgrowth:

(Growthlofy & research
[domainj&linorganic growth

S domainsi: Driving growth

Forecasts for the fiscal year ending March 31, 2024.

It states the recognition of the business environment and our basic approach. This fiscal year is the final year
of the 2021 Medium-Term Business Plan, the first stage toward the realization of the 2030 Business Plan. The
changes in the external environment shown to the right, especially the sharp rise in raw material prices and
the increase in energy costs, have greatly exceeded the assumptions made when the 2021 Medium-Term
Business Plan was formulated. We would like to counteract that through various six initiatives, as described

below.

Changes in the external environment

raw
material energy
costs

Soaring [ Soaring
costs

End of
] [Weak Ve"] [ COVID-19

v

Our initiatives
Maintain policy of strategic investments
in pursuit of medium- and long-term growth

Price revisions

Streamlining of
operating expenses

Reducing CoGs

Scrutinizing investment
efficiency

Developing high value-
added/wellness
products

Exporting domestically
manufactured products
to the U.S.
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FAMORINAGA




Results Forecast for FY2024/3

As we respond strongly to the adverse operating environment, we are targeting growth in net
sales and income. We are forecasting record-high net sales for the third year in a row.

FAMORINAGA

(billion yen) FfYo?'gg:s/t:; Y/Y change

Net sales 204.0 +9.7 105.0%
Gross profit 81.9 +5.3 106.9%
(gross profit margin) (40.2%) (+0.8ppt)

Operating income 117/.2) +2.1 113.5%
(operating income margin) (8.5%) (+0.7ppt)

Ordinary income 17.8 +2.1 113.0%
Profit attributable to 12.2 +2.2 121.3%
owners of parent

EBITDA™! 26.9 +1.6 106.6%

- % . - o S
mRMmERSR 1 Simple calculation method used for EBITDA: operating income + depreciation and amortization

*2 Assuming 1USD=¥133

Copyright (C) Morinaga&Co., Ltd. All rights reserved. 14

The outlook for the harshness of the external environment is quite uncertain, and we are making plans based
on the expectation that headwinds will continue in the current fiscal year, but we intend to continue strategic
investments for the medium to long term, and it is in this context that we make our forecast for the current

fiscal year.

We hope to achieve JPY204 billion in net sales, an increase of JPY9.7 billion YoY, a rate of 105%, and a record-
high net sales for the third consecutive year. Operating income is projected at JPY17.3 billion, up JPY2.1 billion
YoY, and net income at JPY12.2 billion, up JPY2.2 billion.



Y /A MORINAGA
Factors in Change in Consolidated Operating Income

We will pivot to profit growth across all of our domestic mainstay businesses combined by leveraging price
revisions and higher net sales growth to overcome headwinds from soaring raw material and energy costs.
Combined with profit growth in the United States Business, we are targeting an increase in consolidated
operating income.

Operating income FY2023/3 - (billion yen)

e o
! wiaterials (5.35)
Businesses of the E 4
Company (including nergy-costs -(1.38)
manufacturing Product price
subsidiaries) below increases +4.58
v Confectionery &  [ncrease in net
Foodstuffs sales +2.13
v Frozen Desserts Depreciation l+0_68
v "in-" Business Advertising
v Direct Marketing expenses I+0'28
l Other |(0_08)
U.S. Business -+1.70
Other
businesses /adjustments ] I(0.49)
Operating income FY2024/3 . 17.30
BAMMMRINE4 1 Actual funding rate in FY2024/3 : $1USD = ¥133; ¥128 in FY2023/3 Copyright (C) Morinaga&Co., Ltd. All rights reserved. 15

Next are the factors that contribute to the increase or decrease in operating income in the annual forecast.

For the year, we assume that raw material price hikes will still continue, including exchange rates, and these
two factors, including increased energy costs, will increase by approximately JPY6.7 billion, compared to
JPY7.8 billion in the previous fiscal year. What has gone up significantly is expected to go up even more, and
it is not yet settled.

The effect of the price revision and the increase in sales will almost cancel this out, amounting to JPY6.6 billion,
and in addition, the effect of the increase in profit from the US business, the second item from the bottom,
will amount to JPY1.7 billion, resulting in a total projected increase of JPY2.1 billion. Advertising investment
in the four domestic businesses alone is minus JPY0.28 billion per year, but if we add the overseas businesses,
advertising expenditures for the entire company will be plus JPY0.3 billion.

The exchange rate was JPY133 to the US dollar in the current period and JPY128 in the previous period. We
expect a JPY5 depreciation.



FAMORINAGA

Summary by Business

In Japan, we forecast growth in net sales and operating income in each mainstay business
and at our operating subsidiaries. Overseas, we forecast sustained growth in sales and
year-on-year profit growth of more than double in the United States Business.

Net sales Operating income
(billien yen) Y/Y change Y/Y change

Confectionery & Foodstuffs™ 74.9 +0.6 | 100.9% 1.6 +0.1 109.1%
Frozen Desserts 42.5 +2.0 ' 104.9% 3.7 +0.3 110.1%
"in-" Business"! 324 +1.8 106.0% 7.1 +0.1  102.5%
Direct Marketing 10.7 +0.5 104.8% 0.8 +0.2 128.8%
Operating Subsidiaries - 16.1 +0.5 103.3% 1.0 +0.1  106.2%
Other 1.1 (0.1) 92.4% (0.3) (0.1) —
Domestic Total 178.1 +5.5 103.1% 14.1 +0.8 105.9%

United States™2"3 18.7 +4.1 : 128.2% 31 +1.7 215.1%
China, Taiwan, Exports, etc. 7.1 +0.1 101.0% 0.1 (0.4) 18.3%
Overseas Total 25.9 +4.2 119.3% 352 +1.2  160.4%
Consolidated Total 204.0 4+9.7 105.0% 17.3 +2.1 113.5%

B L e o e e e 7 brad s e n Confahiney TGO o ) oo, . Al rseed, 16

*3 Year-on-year net sales on a local currency basis is 126.6%

Next is an annual forecast summary by business segment.

We plan to increase sales and profits in each of our mainstay businesses and operating subsidiaries, with
particularly large gains in our US business. As for the US, advertising expenses will increase, but the effect of
the substantial increase in sales and the two price revisions in the previous fiscal year will be significant.
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Shareholder Returns

For FY2023/3, we plan to raise our dividend by ¥10 to ¥100 per share. Returns to shareholders,
including share buybacks, have never been higher. For FY2024/3, we plan to raise the dividend

by an additional ¥5 to ¥105 per share and flexibly consider carrying out share buybacks as

needed.
3.5% 3.6% 3.5% 3.6% 3.8% 3.9%
2.6% 2:9% 2.8% DOE (Dividend on equity)
33.5% o 32:3% g  39.6%
22.5% 2119 253% 26.7% ; 30.0% - Dividend payout ratio

A5.8
11.1
8.4 Share buybacks*!
5.2 (billion yen)
o1 14 Amount of dividends*2
: ’ 4.7 illi
1.8 23 > - 36 4.0 4.4 4.8 (billion yen)
35 45 50 66 72 80 90 100 105 Dividend per share*2
FY15  Fyi6  FYi7  Fyi8  FY19  FY20  FY21  FY22  FY23 (yen)
(planned)  (forecast)

= = *1 The amount bought back during the fiscal year
ARG (for FY2023, the amount purchased up until May 16, 2023)

*2 The appropriation of surplus amount for the fiscal year

The following errors were corrected on May 24, 2023.
FY18 dividend payout ratio: 25.9%=26.7%; FY18 DOE: 3.4%-3.5
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Next, | would like to discuss shareholder returns.

For FY2022, we plan to increase the dividend by JPY10 to JPY100 per share, which will mark the eighth

consecutive year of planned dividend increases.

Also, as you can see there, the total of JPY15.8 billion, including JPY11.1 billion for share buybacks, is the
largest shareholder return ever. And now, at the time of our earnings forecast, we also announced, perhaps
for the first time for our company, an increase in the dividend for FY2023. Our policy is to raise the level of
DOE over the medium to long term, and this is a statement of management's intention to achieve this goal.

At the same time, the Company also announced a JPY5.2 billion share buyback. The Company will continue to
consider acquiring treasury stock as necessary and in a flexible manner, keeping in mind the total return ratio.
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Progress on Business Targets: Net Sales and Operating Income

We forecast net sales to exceed our 2021 Medium-Term Business Plan target by ¥14.0 billion
one year ahead of schedule. We forecast operating income will fall short of target by ¥4.2
billion due to significantly higher increases in raw material prices, etc. since the time the plan
was formulated.

Three-year period of
2021 Medium-Term Business Plan

2021 Medium-Term Business Plan Impact of soaring raw material
(FY2024/3) costs and energy prices
Target Forecast m—
+¥1.0 =v]l685
Net Sales ¥190.0 ¥204.0 billion ['_;ﬂ]]hﬁ]
billion billion
Operating ¥21.5 ¥17.3
income billion billion
2018 2021 MTBP
MTBP target forecast
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Next, we will review the 2021 Medium-Term Business Plan, the final year this fiscal year, and its future.

These are the sales and operating income figures projected for the current fiscal year, the final year of the
2021 Medium-Term Business Plan, and a comparison with the Medium-Term Business Plan. We forecast net
sales to reach JPY204 billion, an increase of JPY14 billion and well above the mid-term target, but we forecast
operating income of JPY17.3 billion, a shortfall of JPY4.2 billion, due to soaring raw material and energy cost
increases that were far above expectations.

As shown on the right, the results for the three years of the 2018 Medium-Term Business plan showed that
although market prices rose, cost reduction effects were also significant, resulting in a total of minus JPY1
billion for the three years, which was a positive for profits. When we formulated the 2021 Medium-Term
Business Plan in response to this, we assumed that the market would rise about JPYO0.5 billion annually, which
we thought was within our ability to beat back.

However, we were going to secure a certain amount of up-front capital to promote sustainable raw material
procurement, and in fact, although we did not announce it outwardly at the time, we assumed a level of
several hundred million over a three-year period. If this is the case over the next three years as projected for
the current fiscal year, the increase would be JPY16.5 billion.
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Progress on Business Targets: KPIs

The overseas sales ratio and focus domain net sales ratio (growth potential indicators) are well
above the 2021 Medium-Term Business Plan targets. The operating income margin is lagging
behind target, and for ROE, we are targeting 10% in FY2024/3.

Growth potential and business portfolio realignment

Overseas sales ratio Focus domain net sales ratio

15 12.7 90

51.5
49.8

2021 MTBP target
(9%)

+2.8ppt

2021 MTBP (+5ppt)

c42

2018  Fy21
MTBP
average

@ Well above @ Well above

AWM 1

Fy22 FY23
forecast

FY20 FY21 FY22 FY23

forecast

Profitability Efficiency

ROE

Operating income margin

15

2021 MTBP target
(above 11%)

10

(abovel‘
)
/

Excluding impact of extraordinary income
from sale of cross-shareholdings
(22.0% when included)

0 o]

FY20 FY21 Fy22 FY23
forecast

. On target
X_oan
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2021 MTEZ L) /
target k 2.1pot
) -1pp

FY22 FY23
forecast

FY20 FY21

Next, here are the figures for the main KPIs of the 2021 Medium-Term Business Plan.

Both overseas sales ratio and focus domain net sales ratio greatly exceeded the target of the 2021 Medium-
Term Business Plan in the previous fiscal year's results. Overseas sales ratio was 9%, while the previous year's
result was 11.2%. Focus domain net sales ratio was plus 5 points, while the previous year's result was plus 7.8

points.

However, operating income is unfortunately behind schedule and is expected to fall short of this year's plan.
In addition, although we have not yet achieved ROE at present, we intend to achieve our target level of 10%

in the current fiscal year of FY2023 with the will to do so.
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Focus Domains: "in-" Business

Having tapped new demand to counteract changes in the operating environment
during the COVID-19 pandemic, sales remain brisk.

wionvey  J@lly drinks market Current status of in Jelly

100

Expansion of jelly drinks

Moving annual total of estimated sales**

® FY2023/3 net sales: 114% v/v
Record-high net sales

® Purchase rate: March 2023 moving annual total of 14.3%

EDJHR? (+0.2ppt from last year)™

® Promoting consumption settings, expanding target
consumers, and tapping new demand
- During work/study, snacking for women

. ® Changes in people’s needs as COVID-19 case numbers fall
Others - Brisk sales at convenience stores

14 Since COVID-19 pandemic

msiney-

d

& O F P
+» P P

AWM 1

‘\9\")’ ‘P\w '9\“; 'D'\w
» L » W

o o 05
o a8
o o %
Ly P L

(Source: *1 intage SRI+ estimated sales value; *2 intage SCI purchase rate)

Next, | will now review and explain the future of each of our businesses, focusing on our focus domains.
First, the “in-“ Business.

in Jelly, sales during the pandemic in FY2020 declined sharply to the 80% level for the year, but in FY2021 and
FY2022, a V-shaped recovery was achieved, and in FY2022, sales reached a record high of 114% compared to
the previous year. Purchase rates are increasing and efforts to expand consumption scenarios and targets are
working, resulting in new demand.

In addition, in the previous fiscal year, special demand from COVID-19 and vaccines was added, and we expect
the current fiscal year to be affected by this, but sales at convenience stores have been strong, probably due
to the recent recovery in human flow. Although special demand is disappearing, | believe that the number of
active situations is increasing, and there is a resurgence of human activity, including commuting to work,
school, and leisure activities, so | have high expectations for this area as well.



Focus Domains: "in-" Business

FAMORINAGA

We will respond to changes in the operating environment, work on expanding target
demographics and raising awareness about consumption scenarios, and nurture existing users.

o Expansion of jelly drinks: Growth strategy going forward

Near term
(1) Responding to changes in consumer
behavior brought about by COVID-19
e Simplified food (breakfast/lunch)
® Supporting activities of the
"Do Sports" initiative

(2) Responding to universal consumer
behavior
® During work or study

@ As a healthy snack (especially women)
AWM 1

Next is in Jelly's future growth strategy.

Medium-to-long term

Promoting a lifetime value strategy by
expanding target demographics and
creating consumption scenarios

in_in

= =3
Improved  controlling hunger
concentration

Personal care

zzzzz

<2tng new way ine
5“g(iunsurm: in Jetyy, fo ’:
Lo >,
® o Heat stroke prevention
ow‘“ u; ex,'s”n., ‘r'o
< roduct 9 % .
% p s
% n
— - — '% .
& ot o Enenay ey | SAOTER % -
Ea e \ IN... o N J % Nutritionally complete
Helping children grow = 5 meal replacement

>
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We will continue to work on expanding consumption scenarios and targets in response to changes in the

environment. As | explained earlier, in the short term, the special demand from the pandemic is disappearing,
but | believe that there will be more scenes of revival.

Also, in the medium to long term, there are various mechanisms to the right of that, which | explained to you
six months ago. We will continue to do various things, although some of them are still in the testing period.
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Focus Domains: "in-" Business

By meeting the various health needs of consumers, we will continue to expand and
strengthen the “in” brand.

[2) Expansion of bars (3) Newbrands |

Current status Of in Bar ® We will press ahead with product development, focusing on
the creation of “new common knowledge” in protein intake,
® In addition to the diversification of protein intake and the creation of forward-looking foods of the future

means, competition in the protein bar market is
intensifying

® Despite revamping our lineup and launching new
products, communicating product value still
presents a challenge

| == | in Tansan

Up ahead : o
® We still anticipate growth in demand for protein Strengthenlng the “in“ brand
and simplified food ‘ - ® Linking it more closely to the corporate brand
¢ We intend to capture demand %" e Reinforcing its sports image
by improving our communication /

of product value in terms of ‘ )
both products and promotions

% MORINAGA L f
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Next is the development of the “in” brand outside of in Jelly.

First of all, the in Bar business struggled in the last fiscal year amid intensifying competition, and as you will
see in the reference material that follows, annual shipments were 93% of the previous year's level.

We believe that the need for protein and simplified food will continue to grow in the future, and we will
aggressively develop both products and promotions with the aim of making a comeback in the current fiscal
year.

As you can see a photo there, there is a great deal of talk about the use of Nootbaar, an MLB player, in the
commercial. We will use that as an opportunity to re-expand this bar as well. We are also working on the
creation of new foods, as you can see on the right side. We have released two products, which are still in
testing, and we are working on other themes.

As you can see below, in order to strengthen the relationship between Morinaga and the “in” brand, we have
strategically increased advertising since the previous fiscal year and have been promoting the product through
TV commercials and other means.
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Focus Domains: Direct Marketing Business

We will attract new customers by spending on strategic advertising and expand the
business by gaining more subscription customers.

o Evolution of existing business

Net sales  aprii 2019 growth rate indexed as 100 (1) Securing more new customers
Morinaga Collagen Morinaga Aojiru ® Ramp up online advertising
wo ... Drink - = ® Revamp products to boost appeal
V. . "" (2) Ongoing efforts to gain subscription customers
10 BEeZ 600 M
' : == (3) Currently revamping the direct marketing system

56 V. i and developing a data utilization platform

; easures for further business growth
Steady growth as the | / potential second J
“ pillar of the business , il ® Expand Morinaga Collagen Drink overseas
PR AN A A ICLC AN S A ® Expand food domain in the Morinaga
WP ARG A AP GV A A SV PR PP AR P PL P Direct Store
® Explore inorganic growth
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Next is Direct Marketing Business.

Here, too, we have been strategically increasing advertising input in the last quarter in an effort to acquire
subscription customers. As a result, sales growth of both Morinaga Collagen Drink and Morinaga Aojiru have
exceeded plans. Direct Marketing business is directly connected to our customers, and in a sense is a very
important business. In the previous fiscal year, we revamped our direct marketing system to strengthen our
ability to respond to each individual customer, and we are currently developing a data utilization platform for
this purpose.

The lower right-hand corner shows initiatives for further business expansion, which include overseas
expansion of collagen drinks, mainly in China and Thailand at the moment. We are also working on expanding
into areas other than Morinaga Collagen Drink and Morinaga Aojiru in the Morinaga Direct Store. We will also
consider alliances and M&A in the search for inorganic growth.
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Focus Domains: United States Business

The 2021 Medium-Term Business Plan target for net sales of ¥10.0 billion in the United States
Business was reached in the first year of the plan. For FY2023 we are targeting ¥18.7 billion.

U.S. Business net sales Further acceleration in HI-CHEW
(million US$) brand expansion

Current status

® FY2022 net sales: ¥14.6 billion (138.9% Y/Y)
- Rapid growth in 14 years since entering U.S.
market in 2008
- Net sales target for final year of 2021 Medium-
Term Business Plan achieved (¥10.0 billion)

Store stocking ratio continues to increase
in all regions

70% as of Jan 2021 = 77.4%b as of Dec 2022"!
o
22 22
10 Q.l-}wf
L 5 I I I “‘ | 20-90% |

& 4-\ & ¢\ €\ 4-\ & Q-\ ¢\ qx & q\"’qq-l"’ 4\"} €: c?é ® Store turnover is also brlsk, at 114% v/y*1
@

RS *1 Source: IRI Copyright (C) Morinaga&Co., Ltd. Al rights reserved. 25

Next is the United States business, which continues to perform well.

In the 2030 Business Plan, we set the US as a focus domain and concentrated investment in the US to
aggressively develop the business, and sales in FY2022 reached JPY14.6 billion. The original target for the
current fiscal year, the final year of the 2021 Medium-Term Business Plan, was JPY10 billion in sales, so | think
it is fair to say that sales have grown much faster than expected, in part due to the exchange rate.

Because of the recent large fluctuations in exchange rates, the graphs here are sales trends in local currency
and US dollar terms. In the previous fiscal year, in yen terms, we achieved 138.9% compared to the previous
year as shown on the right. In US dollar terms, we achieved 121%, and we plan to achieve 127% this fiscal
year as well.

With a current market share of only 1.24% and an awareness rate of only 51%, we believe we can continue to
grow significantly in terms of various indicators. In addition, as you can see there, the store stocking ratio has
expanded, and store turnover continues to be strong.
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Focus Domains: United States Business
Targeting business growth with a view to 2030 by accelerating HI-CHEW growth and

creating a market for Chargel.

o HI-CHEW: Growth strategy going forward

(1) Sales

® Increase store stocking ratio nationwide

® Drive an increase in the number of SKUs handled
per store

(2) Marketing

® Launch products with new functions to gain new

customers
® Run promotions to increase brand recognition and
brand loyalty HI-CHEW Bites
Product sample went on sale in Jan 2023
giveaway at an event | ) .
for the St. Louis i -
Cardinals MLB team :t
B X ——
= i r W ik Al
(3) Production

® Augment production line capacity at existing
manufacturing sites in FY2023

® Also, currently examining ways to drastically beef

o Chargel: Create jelly drinks market

Current status

® Actively implementing various
T 3 = ey F 3
initiatives to increase brand recognition

in the sporting landscape

- Product sample giveaways at marathon and
cycling events

- Advertising and PR activities

Up ahead

® Aim to clearly communicate the product’s
benefits and drive a better understanding and
support of the brand among target consumers

= Aim to be a well-known brand in the sports world

e Exploring options for a “third arrow”

@ Currently working towards the launch of a product
manufactured in Japan in FY2023

up manufacturing capabilities
RANRBRNER
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For the United States, we will continue to accelerate the growth of HI-CHEW and create a market for Chargel
toward 2030.

For HI-CHEW, we will further strengthen sales and marketing, strategically implement advertising, etc., and
increase advertising expenses. We will also increase production lines in Taiwan and export products from
plants in Japan. In April of this year, we established the HI-CHEW Global Promotion Office at the head office,
and we are now examining the production system from a global perspective.

As for Chargel, we are not at the stage of presenting numbers or results yet, but we are getting a good
response from the sampling and other activities. Japanese supermarkets, mainly on the West Coast, are
beginning to carry the product, and we have high expectations for the future. HI-CHEW also started out from
Japanese supermarkets and over time has come this far. We will continue to make various efforts to steadily
penetrate Chargel as well.

Also, as for exploration of a “third arrow”, we are not at the stage of being able to announce it yet, but we
hope to make a start on this by the end of this fiscal year.
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Focus Domains: Frozen Desserts Business

Even in a mature market, we will expand our share and steadily generate business growth with
differentiated products by leveraging confectionery technology.

Growth rate of movi I total of . =
e e e o Evolving of "freshness" marketing

April 2019 indexed as 100
140 (Ap ) ® Strong sales of Choco Monaka Jumbo reflecting success

. of 50" anniversa romotions
Morinaga s

130 ® Spring 2023: e

Chocolate—further improvements in quality

Vanilla—increased appeal of quality attributes ’.‘]ggg ( Q
~ Market o Capture customers from adjacent markets

® Tapping demand with differentiated products with dessert-like
qualities harnessing confectionery technology
- Ita Choco Ice now available all year; has grown to become
the 10t best-selling novelty product*2

; M T e 2
: The Crepe now the 22" best-selling item thanks to year-  [;/§ & Il s

120

110

100

i
'

%0 . round sales (27t last year)*?
:I:Lk_ﬂ o :‘::Tag& S - Development of new high-value-added products
80 —==== CCo, TSI D Co. A
. & - New market creation with technological advantage
e@\ '3\’» N . 'L“\N 0“:»\ o 6‘?} ”D’\N o
LI B ¥ ® ® ICEBOX: Testing the waters of the alcohol mixer market
Moved up to 4th largest share (currently gauging demand with a test launch)
as of March 2023 ® Developing products in the frozen food category

(test launch of frozen hotcakes, etc.) Emm———
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(Source: *1 intage SRI+ estimated sales value; *2 intage SRI estimated sales value (excluding multipacks, premium items, and private brands)
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Next is Frozen Desserts business.

This graph shows the growth rate of the moving annual total when April 2019 is set as 100 in the SRI data, and
we are well above the market average, rising to fourth place in market share this past March. More than a
decade ago, we were the seventh largest manufacturer, so the leaps we have made in the past few years have
been remarkable.

By the way, this graph, comparing April 2019 to March of this year, shows that our company grew 131%
compared to 103% for the market as a whole. However, in the past two years, Frozen Desserts business has
been greatly affected by the sharp rise in raw material prices, and in percentage terms, the impact has been
the highest among the businesses. In this context, we implemented two price revisions in the previous fiscal
year and have been working to improve profitability.

Next is the “freshness” marketing of the Jumbo group. Last year, our 50th anniversary efforts were effective
in increasing revenue, and this year we have a new quality improvement.

Under this, we hope to revive the Vanilla Monaka Jumbo, which struggled last year, by running TV ads for the
Vanilla Monaka Jumbo product alone this year.

Below that, we describe the acquisition of customers in peripheral markets and the creation of new markets.
The initiatives for Ita Choco Ice and The Crepe, and the challenge for ICEBOX liquor splitting material. As you
can see a photo of a pancake, we will also take on the challenge of developing frozen food products.
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Basic Domains: Confectionery & Foodstuffs Business

We intend to increase the sales weighting of biscuits and sugar confectionery in a bid
to improve profitability.

H H = Sales weighting of biscuits

Biscuits Sugar confectionery Shd s Curiacatnery
Growth rate of moving annual total of estimated Growth rate of moving annual total of estimated
130 sales*1(April 2019 indexed as 100) 130 sales*1(April 2019 indexed as 100) 100%
Since COVID-19 pandemic Since COVID-19 pandemic

80%

120 Morinaga’s biscuits

Other confectionery, & foodstuffs
Morinaga’s sugar 0%

confectionery

40%

on  48%  [EERD

Market

Biscuits and sugargconfectionet
Market o B S
30 80
& » » & 3 g > o > 3 ‘ & u' Sl FY20 FY21 FY22
oS §
F S PSP DA
» ) + v B > - v - » » > R

Chocolate

' Morinaga Biscuits

== ® Having spent money on E9= o sales have been brisk %1 Reviawing s [ Caniie

UIDIEN  advertising, mainly for , owing to products and ) .

i Moonlight, sales of the series Pz promotions focusingon | * :?"If“‘alt'“g t;‘; Z‘a"kzt with new
overall have been brisk f@ texture high-value-added products to meat

wellness demand and cater to
various eating scenes
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Next is the Confectionery & Foodstuffs business, which is a basic domains.

The Confectionery & Foodstuffs business has set a profit margin target for 2030, and this time, it has been
most affected by the soaring raw material prices in terms of amount. In the previous fiscal year, we tried to

recover by revising the prices of some products twice, but we were not able to cover the cost, and the profit
margin was in the 2% range, which is a very difficult situation.

There, | explained that we will increase the sales weighting of biscuits and candies to improve the profitability
of the confectionery business in the 2021 Medium-Term Business Plan, and this three-year comparison shows
that, as a result, FY2022 is up three points compared to FY2020.

There is also a graph of the change in SRI data with April 2019 as 100, which shows that both categories have
outpaced the growth of the market and increased their market share.

As for chocolates, both DARS and Carré de chocolat have been working to improve profitability through price

revisions in the previous fiscal year, but sales are still struggling to break out of this difficult situation. We will
be making a drastic strategic and tactical review this fall in order to re-expand.

Under this, wellness products, we are planning to develop new high-value-added products, which we believe
are also very important initiatives for 2030.
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Basic Domains : Developing Wellness Products in Confectionery & Foodstuffs Business

Launching products to meet broad-ranging needs and contributing to improvements
in business profitability with high-value-added products

Morinaga Ramune Morinaga Biscuits “in”
(iron/calcium/vitamins) (50% less sugar) (protein, immunity support)

Existing
brands

HE U

10BTIEFEH O #1500
AILZIL CHOCOCHIPS ALMOND
ACL‘JI;;;;tIyigaugiﬁg.a.te.ﬁ;and with a test launch . o
Power of Cacao MCT style

(improved blood flow, bowel activity) (burns body fat)
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The following is a description of the wellness product development in its Confectionery & Foodstuffs business.

| will not explain each one individually, but all of these will also contribute to improving the profitability of the
Confectionery & Foodstuffs business as high value-added products. We hope to make it bigger toward 2030.
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“Health of Mind” Initiatives for Achieving our 2030 Vision

We have settled on six elements, “Kokoroku”, to define the “health of mind” that we provide to
customers and employees. We aim to inform everyone in the Company of these elements so
they can contribute to business activities and improve employee engagement.

] “Kokoroku”: Six defining elements of
2030 Vision “health of mind”

Positive M . A stronger sense of lasting
feelings 1 Smiling eaning happiness comes from one or

Change into a
Wellness Company

and more of the following feelings
feeling
energetic

1. Smiling and feeling

Relaxing Feeling
and that one's :nel':ge“t‘i‘ . Tt
8] fecling 4 lifeis eeling that one’s life is
at ease meaningful meaningful

I Feeling connected to people
i Feeling passionate

Heal_th Feeling a sense of

of mind ! achievement

Sense of
achievement

W N

N Feeling Feeling 6. Relaxing and feeling at ease
a sense of connected
pehievement to people Scope: Zero to positive feelings,
In the Morinaga Group, we have defined “wellness” as... p not a pathological mental illness
a state where, based on a healthy mind, body, and 4 W Feeling L )
environment, one can pursue and achieve a truly fulfilling, passionatelf - “Kokoroku”
rich life. Morinaga's
six elements
. of a healthy
Engagement mind

Become a corporation that continually provides
health of mind, body, and the environment to

customers, employees, and society. A health of mind” seminar was

AR S held for officers and all employees

| included two slides, a handout on “Health of Mind”.

We have explained several times about the 2030 Vision there, which is to change into a Wellness Company,
and some have pointed out that definition of “Health of Mind” is difficult to understand.

We have defined the definition of “Health of Mind”, “Kokoroku”, and are conducting seminars to disseminate
it throughout the Company, and have started efforts to improve employee engagement. First, it is important
to understand, empathize, and personalize within the Company.
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Case Example of Initiative Based on “Health of Mind”

We are taking a closer look at crisp textures through affective research to unravel
their emotional value, and improving communication of this information to the public.

Jumbo Smile project

J U M B o ©® Communicating information about our initiative

, to promote the crisp texture of Monaka Jumbo
s | I I | E ® Communicating information about our affective
research on crisp textures

"An ice cream that makes everyone smile" el et
: ﬁ@wﬂ@%% T 4@
7

You can't help but smile when you eat a Choco Monaka

Jumbo. Insatiably delicious ice cream brings happiness to N4 S} A LTHE! St.art of joint research .
people of all ages—something that'll be of enormous value "M“ - —p T with _Professor_ Wat_anugl

to society in thedfuturl;e.hOU'l;alm is to prl'owde a gll'eat—ftastlng ql\-. e Al ." =71 of Saitama University
ice cream sandwich that brings a smile to people's faces, l Frdre AP Yo Ly e w ttempting to shed light on what
(&) st el QR e i i

which is why we'll never stop researching to improve the
freshness and great taste of Choco Monaka Jumbo.

7 e
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nen MeoRas MR | have on physical activities and emotions
(W) uswor#M~ | by comprehensively and simultaneously
fdnras | understanding objective and subjective

mzretdeenat | indicators from behavioral, physiological,

e A
e a9 ::mlw i

o and emotional points of view when a

¢ ) AwentaiaMdssaens | customer snacks on a Monaka ice cream

gokusnalatdt! RSt KNS g gl | sandwich with varying amounts of
moisture in the wafer shell.
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We have also started contributing to businesses, one example of which is the start of “Jumbo Smile Project”.

We will promote this to our customers by communicating information about our affective research on crisp
textures, and will develop other activities aimed at creating ice cream that brings smiles to everyone's faces.
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Financial Strategy and Cash Allocation

We will invest in growth in the focus domains, as well as the building of a business
foundation, and deliver shareholder returns in excess of stated targets.

3-year cumulative targets of 3-year cumulative forecasts of
2021 Medium-Term Business Plan 2021 Medium-Term Business Plan

Capital investments: ¥49.0 billion
g (+¥4.0 billion vs. target)
Investments ® Prioritize investments in focus domains and the

Approx. building of a business foundation, whilst also carrying
¥45.0 billion out maintenance and updates

Capital

® Up ahead, raise the weighting of growth investments

Intangible
investments

Shareholder returns ¥30.9 billion*1

Shareholder returns T
More than ¥12.0 | (+18.9 billion vs. target)
billicn @ Deliver returns that greatly exceed the 2021 Medium-

Term Business Plan target

(May 11: New share buyback announced and completed)

== il 7= *1 Total of dividends paid (including scheduled dividend payments) and treasury shares purchased (including those .
mammmnada - O- 0 ol May 11, 2023) from April 2021 to March 2034, Copyright (C) Morinaga&Co., Ltd. All rights reserved. 32

Next is the financial strategy and cash allocation.

The left graph shows the three-year plan of the 2021 Medium-Term Business Plan, while the right graph shows
the forecast with the current fiscal year's estimates. As for capital investment, this is discussed on the next
page. We plan to return JPY30.9 billion to shareholders over the three-year period, an increase of JPY18.9
billion over the plan and far exceeding the Medium-Term Business Plan.



£ MORINAGA
Capital Investment and Depreciation & Amortization

In addition to growth investments in the focus domains, we will also invest in the
building of a business foundation. In line with topline growth, the sales depreciation

ratio has declined since FY2022/3
Capital investment Depreciation and amortization

(billion yen) (billion yen) 33.0 29.8
45.0 49.0 .
39.0
20.0
2018 2021 MTBP 2021 MTBP 2018 2021 MTBP 2021 MTBP
MTBP target forecast MTBP target forecast
® U.S. Business: HI-CHEW production line expansion (Taiwan Morinaga)
e Focus e F Desserts Busi N duction line at Takasaki Factol 12 S22 5.2% o0%
I3 . rozen Dessel usiness: New production line at Takasaki Factory -
g. domains No. 3 (Takasaki Morinaga) Ek 3736
o . . - - = "
w = ® Confectionery & Foodstuffs Business: Biscuits production line 0,
[ Basic expansion (Takasaki Morinaga) & 280 =8 3.0%
ildomains iy Confectionery & Foodstuffs Business: Oven equipment upgrades Sales depreciation ratio
(Chukyo Factory)
151 =cch | ® New R&D Center
(o 0[ple[=14(s10}| ® New head office building in Shibaura (¥9.0 billion earmarked; 0 0.0%
not included in 2021 Medium-Term Business Plan) FYi8 FY19 FY20 FY21 FY22 FY23 forecast
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Next, we look at capital expenditures and depreciation.

The construction of the new head office building in Shibaura was not included in the plan of the 2021 Medium-
Term Business Plan, but other capital expenditures were carefully scrutinized and reviewed, and excluding
the construction of the head office building, capital expenditures decreased compared to the plan.

On the lower right-hand corner, this is the first time we have produced the depreciation to sales ratio. The
rate is declining as the top line of sales is rising.
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Intangible Investments

Advertising

+109% vs +19% vs 1.4x vs. 1.1x vs.
2018 MTBP 2018 MTBP 2018 MTBP 2018 MTBP

+¥1.0
billion vs. billionjvs!
2018 MTBP 2018|MIBP

2018 2021 2021 2018 2021 2021 2018 2021 2021

MTBP MTBP MTBP MTBP MTBP MTBP MTBP MTBP MTBP
target forecast target forecast target forecast
Investifg in stratagic advertising to Initiatives for generating new Promoting DX 1.0 with the aim of
d L customer value with the aim of improving profitability by making
spur growth in the focus domains becoming a wellness company operations more efficient
® Percentage in focus domains is ® New R&D Center e Smart factory measures

- Visualization of factory operations and the building
of an analytic environment

Further development of our three major
technologies

- Jelly drinks/frozen desserts/soft candy ® Revamping the direct marketing system and
developing a data utilization platform

5ppt more than planned

Addressing matters of sustainability
Strengthening R&D functions in the U.S.
Developing value for the wellness domain

Rebuilding the product development system

Promoting the digitalization of accounting
tasks and the adoption of cloud-based systems

MORINAGA

Creating new value with new development
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Next is the progress of and outlook for intangible investments.

First of all, advertising expenses were planned to be 10% higher than in the 2018 Medium-Term Business Plan,
but we now expect to increase this by 19%, accelerating growth in focus domains and strategically investing
in these areas.

Also, for R&D, we expect an increase of JPY2 billion from the 2018 Medium-Term Business Plan instead of
JPY1 billion, double the amount of the plan. We have also established a new R&D Center, and as described
there, we will make various efforts toward the realization of a wellness company as well as a global company.

Then there is DX. This was 1.4 times the plan compared to the 2018 Medium-Term Business Plan, which is
expected to be 1.1 times the plan. We are promoting a variety of initiatives to improve operational efficiency
to improve profitability, including the Smart Factory initiative.

I think it is fair to say that we were not able to invest in DX as planned, but as a whole, we invested strategically
and with will in a very difficult environment to realize the 2030 Business Plan.



Towards Sustainable Management

FAMORINAGA

We are engaging in line with financial and non-financial material issues with a view

to achieving our Purpose and 2030 Vision.

The Morinaga Group will Change into a
Wellness Company in 2030.

Further evolve reliability and technology built on in its 120-year history to support people’s
wellness life styles in all generations worldwide,

@000

Three values to provide Values are provided for
Bl 1Improve via business and structural reforms
Palie 2.Build business foundation linked with business strategies
\Fellicsy 3.Promotion of Oiversity

Basic domainicategomy

Structural Referms foriFunctional Sectors

Eusmes&ﬁ)undaﬂon

Sustalnable Business Managemenb
_—-——

AWM 1

Next, we included two slides related to sustainability.

Morinaga Group Sustainability Policy

The Morinaga Group's Purpose is to “continue to create healthy foods
that can be enjoyed beyond generations, thereby bringing smiles
to the faces of people around the world now and in the future.” By
conducting our corporate activities to realize this Purpose, we aim to
contribute to the creation of a sustainable society and achieve
sustainable growth of the Morinaga Group.

The Morinaga Group's Materiality

1. Contribute to healthy lives of
people around the world

For healthy lives of people

For achieving a diverse and

compassionate society
3. Achieve sustainable

value chains

; he
For the future earth environment g-Lonsene s sl

environment

Solidify a sustainable
management foundation
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Left, | explained that sustainable management is at the bottom and foundation of the 2030 Business Plan. We
have identified both purpose and financial and non-financial materialities to realize the 2030 Vision and are

implementing various initiatives based on them.

We plan to disclose our performance against materiality in the integrated report to be issued in September,
but today | have included two updates on sustainability information on the next page: “Promoting health &
productivity management” and “Initiatives on business and human rights”.
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Sustainability Information Update

Diversity and inclusion of people Building sustainable value chains

Promoting health & productivity management Initiatives on business and human rights
® Selected in the “White 500" 2023 Certified Health @ Revisions to Human Rights Policy
& Productivity Management Outstanding - Amended in April 2023
Organizations Recognition Program - Clear statement of the Morinaga Group's approach to

(selected in the large company category for the sixth year running) g m 4 ! e
respecting human rights, in accordance with the United

@ Health of mind initiatives 2023 Nations’ Guiding Principles on Business and Human
= R BRI : 4 i
@ Health of body initiatives g ;f;‘-f;:&v’»,( Rights
@ Development of working environments ® Joined the Japan Center for Engagement and
Remedy on Business and Human Rights (JaCER)
= Jap‘—f“:' Sl?o"ts Agencuy = - Participation as an inaugural member in October 2022
Certified in 2023 as a SPOI‘tS Yell Company - Establishment of an external human rights grievance
- Morinaga was certified as a company that actively undertakes mechanism

measures aimed at promoting the health of employees through sport

- A trainer from the “in” Training Lab has developed a Morinaga
factory exercise program for factory workers

- Alongside our efforts to continuously promote exercise,
the fact that we encourage employees to
carry out activities on a voluntary basis for the
purpose of improving the health of all employees
was rated highly

AWM 1

The Company has also been awarded the ““White 500” 2023 Certified Health & Productivity Management
Outstanding Organizations Recognition Program” and “Sport Yell Company 2023” certifications. We also
revised human rights policy. Please look at it later.
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Towards Realizing the 2030 Business Plan

Outlook for 2021 Medium-Term Business Plan

@ Operating income will fall short of plan
due to headwinds in the external
environment, but net sales are on track to
exceed our target, driven by growth in the

focus domains
Effontsifordfuntheggrowth: . )
[Growthloffexploration)& research @ Targeting a recovery in ROE to 10%

|0

[&linorganic growth
Towards the next medium-term
plan and the 2030 Business Plan

@ Steady progress towards 2030
Targeting net sales of ¥300 billion

-2 T : ® Business-specific strategies will continue to
 BEfforts to further strengthening business foundation: . | "
ek p e A bsinass Toundation be discussed and laid out in the 2024
Medium-Term Business Plan
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This is a summary of what we have talked about so far, the outlook and future of the 2021 Medium-Term
Business Plan.

As a result of our willingness to increase investments toward 2030 in the midst of major external changes and
headwinds, profits are expected to fall short, but in terms of sales, we achieved a record high for the second
consecutive fiscal year, far exceeding our plan. In addition, both focus domains and overseas sales are
exceeding the plan.

ROE fell to 7.9% in the previous fiscal year, but we intend to recover to our target of 10% in the current fiscal
year based on the details | have just explained.
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Morinaga Group Earnings*l | = Netsales wuy ===t seome Il Operating income
2018 MTBP 2021 MTBP 204.0; 2024 MTBP

176.2 177.9 181.2

FY18 FY19 FY20 FY21 FY22 FY23 forecast

Impact of raw
materials*2 o (0 0))] (0.2) (1.9) (7.8) (6.7)
(billion yen)
= 1 The Ac:ountlng Standard fur R.e'venue Recogmmn ASBJ Staternent No 29 March 31 2020 was apphad from the beginning of the ﬁsca\ year ended
AR S M3, by retrospectively applying the said a jard Copyright (C) Morinaga&Co., Ltd. Al rights reserved. 38
2 The \mpad or raw matena\s mcludes et omy ihe Dn:es of raw malena\s but efﬁ:rt.r. B redune custs ar\d fluctuations in foreign exchange mLes/Murmaga
and manufacturing subsi

Finally, we have graphed the changes in net sales and operating income over the six years of the 2018
Medium-Term Business Plan and the 2021 Medium-Term Business Plan.

The red broken line above is sales. The bar graph below shows the amount of operating income and the blue
line in the middle shows the operating margin. Below we have included the amount of raw material and
energy cost increases by year.

As you can see, in terms of sales, the impact of the pandemic in FY2020. FY2020, was a decrease of
approximately JPY10 billion in value from the previous year, but for two consecutive years since FY2021, sales
have grown by more than 7% and increased by JPY26.1 billion in value over the two years, achieving a V-
shaped recovery and reaching a record high exceeding the pre-COVID-19 level.

Although, as | explained today, profits have fallen sharply, we would like to make this FY2023 the starting year
for a V-shaped recovery in profits, which will lead us to the next 2024 Medium-Term Business Plan.

We are already in discussions regarding the next 2024 Medium-Term Business Plan, and we plan to announce
it by next spring, including an update of the 2030 Business Plan.

That's all from me. Thank you very much for your attention.



