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Eat Well, Live Well.

AJINOMOTO.
For the Future of People and the Earth




Ajinomoto Group Philosophy

We create better lives globally by

contributing to significant advances in Food and

Health and by working for Life.

Ajinomoto Group Vision

We aim to be “a group of companies that

contributes to human health globally” by continually

creating unique value to benefit customers.

Ajinomoto Group Way

Create New Value
Create value with new ideas and continuous inno-

vation based on unique technologies and science.
Product value creation bolstered by technology,
new dietary proposals

Pioneer Spirit

Continue to constantly take on the challenge of

creating new businesses and markets.
Tenacity, wisdom and cumulative efforts at the on-site level;
adapt to regional culture and market conditions in
creating markets

The foundation of the Group’s businesses

Social Contribution
Accommodate social requirements with humility and
honesty, with the objective of maximizing value for

society through business activities.
Resolve social issues; improve the global environment; security
and safety; trustworthy production; fair, impartial, transparent
and simple

Value People

Respect the humanity of all the people involved in the
Ajinomoto Group’s businesses, and be an organization in
which they can grow and display their abilities to the

fullest extent.
Provide a workplace where people can flourish; career development,
support and follow-up; fair performance evaluation; teamwork

Ajinomoto Group Sustainability Report 2013
Editorial Policy

Since 2012, the Ajinomoto Group has been reporting its initia-
tives to help build a sustainable future for people and the planet
through its Sustainability Report.

The Group issues two versions of the report: the full report,
which provides details on all activities and is available on the web
or in print; and a summary report available only in print that
highlights the main initiatives and features information on some
particularly interesting activities.

This report provides stakeholders with information on how
the Ajinomoto Group is working to achieve a sustainable future
for people and the earth and what needs to be done going
forward. The report is one way in which the Group is working
with everyone concerned to build a better future.

Ajinomoto Group Sustainability Report 2013
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Report Content and
Available Formats

Full Report (132 pages)

This report provides comprehensive information on
all the activities which the Ajinomoto Group under-
takes to achieve sustainability.

Summary Report (40 pages)

This shorter, summary report of the Group’s activities,
which focuses primarily on the feature articles from the
full report, is available in printed form.

Website

Download the report and access related information.

http://www.ajinomoto.com/en/activity /csr/

Organizational scope:

This report covers the Ajinomoto Group, comprised, in
principle, of Ajinomoto Co., Inc. (“the company”) and its 112
group companies (as of April 1, 2013) including consolidated
subsidiaries and other group companies subject to reporting
under the equity method. Where sufficient information for the
entire Ajinomoto Group (“the Group”) was unavailable, the
limitation in scope is explicitly defined. The scope of report-
ing for the environmental section is defined on page 70.

Period covered by this report

Fiscal 2012 (April 1, 2012-March 31, 2013)

When appropriate, however, exceptions to this general rule
are made, as when citing past circumstances and data or
using with recent examples for illustration purposes.

Issue date:

Full Report (PDF): February 2014
Summary Report: February 2014
Next scheduled issue:
December 2014

Previous issues:

March 2013
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Message from the President

Serving as a “Genuine Global Company” and
Contributing to the Future of People and the Planet

In 2009, on the occasion of the 100th anniversary of the founding of the Ajinomoto Group, we reflected on the 100 years ahead. We took
this opportunity to declare our intention to find solutions through our businesses to the challenges that human society faces in the 21st
century—namely, global sustainability, food resources, and healthy living.

The FY2011-2013 Medium-Term Management Plan launched in April 2011 is our timeframe for laying the foundation required to

accomplish this. The entire Group is committed to becoming a “genuine global company” that contributes to the creation of a
sustainable society. Our unique contribution lies with refining and developing our knowledge and technologies, which are so closely
connected with life itself.

Each of the 30,000 employees of the Ajinomoto Group around the world is focused on working in their particular capacity with the
people in their respective communities to discover and deliver new potential contributions to sustainability for people and the planet.

Creating value for people and the planet
The Ajinomoto Group is “Working for Life.”

About a century ago, our business was founded on the idea
of using great taste to help improve the nutritional intake of the
Japanese people, who historically had a relatively humble diet.
Glutamic acid is a component of great taste and an essential
amino acid, a building block of life. Today, we operate a range of
businesses around the world with strong connections to life,
namely foods, amino acids, pharmaceuticals and healthcare, and
we have amassed much advanced technology and knowledge in
these fields. Over more than a century of hard work, the
Ajinomoto Group has developed technologies and human
resources with deep knowledge about various forms of life
on earth.

Today, seven billion people share the planet with diverse
living organisms, and a range of serious sustainability issues
have emerged. In order to create value for the sustainability of
people and the planet, the Ajinomoto Group aspires to deliver
even further innovation by making the most of all of the “assets
for life” it has developed over the last century.

Business based on a sustainable series of cycles
Humanity must realize a sustainable, healthy future for all the
diverse forms of life on the planet. To ensure the Ajinomoto
Group’s businesses contribute to this effort, we are focusing on
three issues: global sustainability, securing food resources, and
helping people live healthy lives. These issues cannot be separat-
ed and need to be addressed simultaneously.

The business of the Ajinomoto Group is based on adding
value to the bounty of nature and delivering it to society. In order
to operate a sustainable business, we seek to use resources such
as water and energy sustainably and efficiently, as well as the
farmland on which we rely. Then we strive to support lifestyles
with products and services that do not have a negative impact on
the earth. This is the kind of comprehensive approach to sustain-
ability that we take.

Our product HONDASHI, for example, is made from skip-
jack, and we have implemented a sustainability initiative to fully

Representative Director, President

i d Chief Executive Off utilize this raw material. The by-product bones, innards and
Masatoshi Ito and Chel yecuive Offce

inomoto Co., Inc.

residue from processing are used to make other food products
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as well as agricultural fertilizers that help to cultivate new life.
We have also reduced the amount of packaging material for
HONDASHI while maintaining quality. This seasoning product
also helps customers to make delicious meals that maintain their
health. The combination of these individual efforts is creating
positive cycles that help promote sustainability for people and
the planet. Even for business areas where we handle only a
portion of the process, we work closely with suppliers and
customers to ensure that sustainable cycles are created.

Open initiatives create value
The Ajinomoto Group has supported the lives of people over the
decades, according to the needs of each region and the times.
Under the FY2011-2013 Medium-Term Management Plan,
we are aiming to become a “genuine global company” that
contributes to the future of people and the planet. By promoting
various initiatives based on human resource development, R&D,
and investment, we have helped to solve various nutritional
problems in different age groups and geographical regions.
Other progress includes the development of new
sustainable materials using cutting-edge biotechnol-
ogy. One key to promoting more initiatives in the
future is our approach of “open & linked innova-
tion.” By openly linking our knowledge and technol-
ogy with external knowledge and technology in
multiple ways, we will create new value for the
future. Our goal is to create a network of even more
sustainable cycles by exploring the business models
required by the global community of the future with
diverse stakeholders and a wide variety of partners.

.

Determined to innovate

There remains much for us to consider in dialogue about our
business activities with all parts of society. With our strong
connections to various forms of life, the Ajinomoto Group is a
company with unrivaled potential to add sustainability value to its
products and services that contributes to the future of people
and the planet.

I am determined to build an even stronger management
foundation to ensure that our employees are aware of this
potential and can interact confidently with various stakeholders
in order to accelerate the creation of sustainable value.

As we work for the lives of people and the planet, I am
certain that we will better understand our responsibilities and
our potential, and that our determination to innovate will only
grow strongetr.

Ajinomoto Group Sustainability Report 2013



On the Road to Sustainability

Becoming a “Genuine Global Company”
and Contributing Worldwide

It all began 104 years ago with the discovery of umami, an essential component of great taste. Today, the
Ajinomoto Group produces food products, amino acids, bioscience products, fine chemicals, pharmaceuticals

and health products. The Group’s operations span the globe in various fields with strong connections to life.
The Ajinomoto Group is intentionally shaping its businesses to help solve issues facing human society in the

21st century.

Using our businesses to help resolve the
issues facing humankind in the 21st century

() To become a leading corporate To become a group of
health-promoting companies

group in the science of amino acids

and contribute to humankind with that takes a scientific approach

cutting-edge technology. to enhancing taste and
supporting health.

() To build on the world’s leading
seasoning business to become
a global group of food companies.

5 Ajinomoto Group Sustainability Report 2013



FY2011-2013 Medium-Term Management Plan

The Ajinomoto Group’s Goal

To become a
“genuine global company”
with worldwide growth

1. Contribute to the future progress of humanity

2. Possess our own industry-leading technologies

3. Assemble a group of globally capable and
diversified talent

4. Achieve the business and profit scale of
a global company

5. Meet global efficiency standards to generate profit

The three-year period starting in fiscal 2011 is the designated timeframe
for the Group to lay the foundations for its emergence as a “genuine global company.”

1. Growth driver development
Global growth

Achieve growth through entering emerging and developing markets,

while strengthening our domestic position

R&D leadership
Create new value and business opportunities through continued

research investment in seasonings and a cutting-edge biotechnology

platform

Leveraging of external resources
Increase utilization of open innovation, alliances, and M&A to
capitalize on new growth platforms

2. Business structure reinforcement
From volume to value

Strengthen cost competitiveness and migrate further to value-added
business

From operating income to free cash flow .
Control overall capital investment and improve asset efficiency

N—"

Enhance capital efficiency to boost stockholder value
Optimize business portfolio and functional value chain

3. Foundation building

Global human resource development
Capture abundant global and group growth opportunities;
create a diverse HR mix in nationalities and careers

Group wide corporate governance
Reinforce group management foundation for further global expansion

Global reach of the Ajinomoto Group

(As of March 31, 2013)

Countries and regions with business sites

26

L

Countries where products are sold

130

Number of production plants

105

r

Net sales

Number of employees

Years since founding

104

1172.4.....|| 27,518

\
-

\

No. 1 innovator! creating new value through R&D

Number of researchers in the Group

(No. of patents)

Number of patents owned and consolidated R&D expenses

Consolidated R&D expenses (million yen)

5,000

1,700

Consolidated R&D expenses (fiscal 2012)

32.6.....

-

J

1 Ranking by the United States Patent Board among companies in the
food, beverage and tobacco product sector, based on patents over the

ast two years .
P v No. of patents owned in Japan

[ No. of patents owned outside Japan

555 36,906 34,83 40,000
—— 32,000
3473 3,531
-~ 8,000
925 954
0
2010 201 2012 (Fiscal year)

—@- (onsolidated R&D expenses
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On the Road to Sustainability

Resolving Issues Facing Human Society in the

21st Century

The global population is expected to reach nine billion by 2050. This will affect the food and health of people, and
new issues will likely arise relating to agriculture, livestock, fisheries, and the global environment. The Ajinomoto

Group takes these issues very seriously, and is working to ensure that its businesses are part of the solution for

human society in the 21st century.

Global sustainability &

A healthy global environment is the basis of all life. The
Ajinomoto Group takes steps to protect and nurture
ecosystems and ecosystem services, as well as to reduce
the environmental impact of its business activities.

Main issues

¢ Abnormal weather conditions and other challenges of
climate change

¢ Destruction of ecosystems and biodiversity through
overfishing, overhunting and pollution

¢ Increasing demand for water from growing
populations, etc.

Building a recycling-oriented

society

* Promote more efficient usage and recycling of raw materials,
fuel, and sub raw materials

* Further reduce water consumption and promote water
recycling; obtain water consumption data through the supply
chain to facilitate reduction

* Promote reduction, reuse and recycling of containers,
packaging, etc.

Building a low-carbon society
* Target further reductions of CO= emitted in business activities
* Conduct carbon footprint research, etc.

Conserving ecosystems and

biodiversity

* Promote the sustainable use of resources in agriculture,
livestock farming, and fisheries

* Help conserve ecosystems and biodiversity through amino
acids and by-products, etc.

Improving food productivity

« Improve productivity in livestock farming and fisheries by using
amino acids for feedstuff

* Increase yields of agricultural resources by utilizing amino acids
and by-products, etc.

Food resources ¢

It is vital that the developing imbalance in supply and demandffor
food be restored. The Ajinomoto Group is utilizing its technolégy
and expertise to help improve food productivity and is pursuing
initiatives that put valuable food resources to use without waste.

Maximizing usage of food resources

- Promote efficient use of resources for agricultural, livestock,
and fisheries products

+ Upgrade technologies used by the Group to minimize impact
on ecosystems

- Actively offer suggestions to consumers aimed at making the
most of food products and ingredients, etc.

Main issues

* Increasing demand for food from growing populations

¢ Higher grain demand caused by greater demand for meat

* Yield per unit of arable land is not keeping up with crop
demand, etc.

Healthy living

Diet plays an incredibly important role in the ability of people to maintain
healthy lives. The Ajinomoto Group conducts its business activities and
implements social contribution activities to ensure that people around the
world are able to attain proper nutrition and live healthily.

Contributing to healthy living through

nutrition

- Provide functional food products to help prevent chronic illnesses
associated with excessive nutritional intake

+ Cooperate in the social sector to help alleviate malnutrition in
developing countries

* Apply amino acid analysis technologies to contribute to the medical
field

* Help solve nutrition-related problems in areas affected by natural
disasters, etc.

Main issues

* More people with nutritional problems,
including both hunger and obesity

 Greater healthcare needs due to aging
populations, etc.

Responding to the aging of society

- Improve the quality of life for elderly people through diet, etc.

7 Ajinomoto Group Sustainability Report 2013



Special Feature

For the Future of
People and o @
the Earth

Eating is an essential part of life, and allows people to enjoy the bounty of nature. With a strong connection to life
through its businesses in food products and amino acids, the Ajinomoto Group is proud to offer products that
support people and the planet. The Group strives to help people lead healthier lives and works to keep the global
environment healthy, too. The special features of this report highlight some of the aspirations and activities that
ensure that the Group’s businesses contribute to sustainability around the world.

Special Feature 1

For a Healthier Future

¢ Fulfilling a Founding Desire to Improve Nutrition—Now on a
Global Scale
¢ “Eat Well, Live Well.” —The Ajinomoto Group’s Wish for the World
¢ Finding Food-centered Solutions to Health and Nutrition Issues
e Focus: The Ghana Nutrition Improvement Project
e Supporting Healthy Living with Pharmaceuticals and
Medical Treatments

Special Feature 2

Sustainable Production

¢ Products That Contribute to the Sustainability of People and
the Planet

¢ Bringing People the Blessings of Nature, Sustainably

¢ Utilizing the Bounty of Nature to Support Local Communities

* Minimizing the Environmental Impact of Production

eFocus: The “Green Factory” Goals of Kamphaeng Phet Factory of
Ajinomoto Co., (Thailand) Ltd.

¢ R&D for a Healthier, More Sustainable Future

Special Feature 3

Engaging the Public to
Envision a Healthier Future

¢ Dialoguing on the Vision for a Healthier Future
¢ Creating a Better Future, Globally and Regionally

Ajinomoto Group Sustainability Report 2013 8



Eating is an essential part of life. Well-balanced nutrition is essential to maintaining physical health, and
there is nothing quite like the joy of sharing a delicious meal with loved ones. Eating truly enriches life.
With a business focused on food and amino acids, the Ajinomoto Group supports life—and diverse

lifestyles —by helping people to stay healthy.

People around the world today are facing increasingly serious nutritional issues, including malnutrition,
obesity, and the special nutritional needs of the rapidly growing elderly population. Disease is also a global
threat to healthy living. The Ajinomoto Group is earnestly addressing all of these issues, working closely

with a wide range of partners to create innovative solutions.

Global issues related to food and nutrition

World Undernourished
population population

Today World population

suffering from
7billion

population
Overweight
adults, aged 20
and older, with a

body mass index
of over 25

undernourishment

2050

9billion 1 m 5 billion

1 billion'

1 OECD-FAO Agricultural Outlook 2010-2019 (Organisation for Economic Co-operation and Development and UN Food and Agricultural Organization)
2 Fact Sheet No. 311 (World Health Organization)
3 World Population Prospects, the 2010 Revision (United Nations)

Ajinomoto Group Sustainability Report 2013
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Special Feature 1 For a Healthier Future

Fulfilling a Founding Desire to Improve
Nutrition—Now on a Global Scale

“Eat Well, Live Well.” This slogan of the Ajinomoto Group has rung true for almost a century. The original aspiration
of the company was to improve the nutritional intake of Japanese people at the time. Since then, the company has
gained much knowledge about food and the essential role of amino acids in the human body. By using this
knowledge to deliver great taste to dinner tables around the world, the Ajinomoto Group is contributing to the

health of both people and the planet.

Continuing mission to improve
nutrition through delicious taste

In the early 1900s, Dr. Kikunae Ikeda of Tokyo Imperial
University (now the University of Tokyo) wanted to improve the
diet of the Japanese, which was rather poor at the time. By
making simple food as delicious as possible, he thought he could
help improve the health and physique of the nation. As a result
of extensive research based on this objective, in 1908 he discov-
ered that glutamic acid, a type of amino acid, is the secret to the
delicious taste of kombu kelp broth (dashi), an indispensable
element in Japanese cooking. He called the taste he had identi-
fied, “umami.”

The Ajinomoto Group was founded based on an ambition to
improve the nutritional intake of the Japanese people by provid-
ing them with umami seasoning. This led to the launch of the
umami seasoning A/I-NO-MOTO®. For over a century, the Group
has stayed true to the goal of improving people’s health and
bringing smiles to their faces by delivering delicious taste to
the table.

Link The Aspiration of the Ajinomoto Group
http://www.ajinomoto.com/en/aboutus/principles/

Dr. Kikunae lkeda, discoverer of umami (left) and Saburosuke Suzuki Il, founder of the Ajinomoto
Group (right)

“To create good, affordable
seasonings and turn simple but
nutritious fare into dellca(:les E

—Dr. Kikunae lkeda,
My Motivation for Inventing AJI-NO-MOTO (Aozora Bunko)

The glutamic acid extracted from kombu, a kind of kelp,
and the original AJI-NO-MOTO® (1910)

Pursuing the potential of amino
acids, essential building blocks of life

Amino acids are indispensable for life. Protein is made of amino
acids and comprises up to 20% of the human body. It plays an
important role in the body especially in muscles, the digestive
tract, and blood, as well as in various enzymes and hormones.
The human body synthesizes and decomposes proteins on a
daily basis and needs to absorb essential nutrition from food.

The latest research has shown that the sense of delicious
taste is itself important for building healthy bodies. Each amino
acid has its own taste. For example, glutamic acid provides
umami flavor with an acidic note. The delicious sensation trig-
gered by glutamic acid is a signal that all-important protein has
entered the body. It has also been discovered that glutamate
receptors are not only found on the tongue, but in the stomach
as well, which is thought to promote digestion and absorption.

Seeking to make eating, the foundation of life, even healthier
and more delicious, the Ajinomoto Group will continue to ex-
plore the potential of food and amino acids, the essential building
blocks of life.

B Components of the human body

Protein, which accounts for
20% of the human body, is
made up of 20 kinds of

amino acids. These play an
important role in maintain-

Protein
ing life.

20.
Valine Cysteine
Leucine Threonine
Isoleucine Methionine
Alanine Histidine
Arginine Phenylalanine
Glutamine Tyrosine
Lysine Tryptophan
Aspartic acid Asparagine
Glutamic acid Glycine
Proline Serine

J
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“Eat Well, Live Well.”—The Ajinomoto Group’s

Wish for the World

Born from a desire to improve nutrition in Japan, the umami seasoning AJI-NO-MOTO® has spread around the
world and is now used to make delicious meals in over 100 countries. The Ajinomoto Group offers a variety of
products, including seasonings, processed foods, and beverages, for dinner tables worldwide, and its products

reflect the foods and food cultures of each region.

Respecting regional food cultures
and creating more delicious tastes

‘While umami is a flavor component that all people enjoy, the
cuisines of the world use different ingredients to achieve it. Each
country or region has its own unique food culture and customs.
To better understand them, employees of the Ajinomoto Group
worldwide have been visiting local markets and talking with
shopkeepers and customers. They also study how food is cooked
in the home and how seasonings are used, seeking to better
understand consumer needs. Building knowledge and technolo-
gy through this process, the Ajinomoto Group develops products
that suit food lifestyles in each part of the world.

Starting with the umami seasoning A/I-FNO-MOTO®, the
Group’s product portfolio has grown to include flavor season-
ings,! frozen foods, and beverages. The Ajinomoto Group will
continue to provide products for the dinner table, while meeting
new demands for foods that reflect local preferences.

1 General-purpose seasonings used to make a wide range of dishes such as soups, stews and stir-fries. They
consist of a blend of ingredients including spices; extracts of meat, fish, or vegetables; salt; sugar; and
umami seasoning. Examples in Japan include HONDASH| and Ajinomoto KK Consommé.

Making products available to
everyone, everywhere

The Ajinomoto Group pursues the values of “Affordable for any-
one,” “Available anywhere,” and “Applicable to make any
dish delicious.”

The Group has established its own distribution networks,
even in parts of the world where infrastructure is lacking, such
as in the rural areas of developing and newly emerging coun-
tries. The company delivers products not only to supermarkets
but also to individual vendors in traditional markets. In these
regions, the Group even sells small single-use packets that can
be bought with just a coin, making the products affordable for
even more customers. For example, the umami seasoning
AJI-ENO-MOTO® can be purchased in Thailand in a 9-gram packet
for 1 baht (US$0.03), or in Indonesia in a 0.9-gram packet for 50
rupiah (USS$0.004), or in the Philippines in a 9-gram packet for 2
pesos (USS$0.05). This is the easiest way for people in these
countries to try the product.

In addition to delivering products, the Ajinomoto Group also
carries out various initiatives such as holding cooking classes
and introducing menus that enable people to make skillful use of

products developed for specific regional food cultures.




Special Feature 1 For a Healthier Future

Examples of products that support healthy eating worldwide

Umami seasoning Beverages and

Flavor seasoning Menu- specmc seasomng Frozen foods powdered
_NO- ®
AJI-NO-MOTO carbonated drinks
= :% @ Hh _
-
-'—k!'l;" -"-F D i N
Japan Thailand HONDASHI! Ros Dee® Nabe Cube Sajiku® Ebi Shumai Birdy®
(Japan) (Thailand) (Japan) (Indonesia) (United States) (Thailand)
—
e e - w—'
q AJHOHOTO res-C
y == 5
Peru Nigeria Sazén® Masako® Aji-ngon® CRISPY FRY®  AMOY Gold Gyoza FRES-C®
(Brazil) (Indonesia) (Vietnam) (The Philippines)  Label Light (Chinese Dumplings) (The Philippines)

Soy Sauce (France)
(Hong Kong, China)

Nutrient-fortified

Instant noodles Low-salt, low-sugar and low-fat products Fundamental foods foods

._ % e wd
YumYum® Aji-no-men® OYAKATA® YASASHIO Pure Select® Pal Sweet® Capsiate Natura® Glysom® KOKO Plus™
(Thailand) (Peru) (Poland) (Japan) Mayonnaise (Malaysia) (United States)  (United States) (Ghana)
Kokuuma (Japan)
\_ J

I Development of consumer foods business outside Japan (part of the FY2011-2013 Medium-Term Management Plan)

The Ajinomoto Group is developing various food businesses worldwide. These include the umami seasoning AJI-NO-MOTO® as
well as other seasonings and processed foods. In fiscal 2011, new group companies were established in-Bangladesh, Turkey,
Egypt, and Céte d’lvoire. In fiscal 2013, the Group plans to establish new branch offices of West African Seasoning Co., Ltd., a
Nigerian group company, in Cameroon and Kenya.

Z M

North America
( -l

Latin America

EasicAsia

Myanmar (PI

N
Camer: ' Banglades!
Céte d’lvoire ¥

() Existing market
@ New market
Establishment of new local subsidiaries

Bringing delicious taste to Egyptian tables

When Ajinomoto Foods Egypt S.A.E. was established in 2011 and
began selling the umami seasoning AJI-NO-MOTO®, the challenge
was helping consumers find the best ways to use it. Trying various
local dishes, we found that ruz, a savory staple rice dish, was best
complemented by the product, and decided to use it as the key menu
item in our sales campaign. We visit each shop in local markets,
souks, and explain how the seasoning enhances the food taste,

sell the product (to the shop) and ensure it is displays promi- %
nently for sale to customers. We also distribute about 1,000
photo menu flyers a day to market visitors. In order to
spread delicious taste and smiles at Egyptian tables, we
will continue these activities for decades to come.

Hiroaki Uji, President, Ajinomoto Foods Egypt SAE. &

Ajinomoto Group Sustainability Report 2013

12



Special Feature 1 For a Healthier Future

Finding Food-centered Solutions to Health and

Nutrition Issues

Food is the foundation of health, but many people around the world are not getting adequate nutrition. This
problem has many causes: social and economic conditions, age and lifestyle, and lack of knowledge about
nutrition. Far too many people are struggling to stay healthy. The Ajinomoto Group is responding, applying a
century of food expertise to help create solutions to the world’s diverse nutrition and health challenges.

Improving nutrition

About one billion people worldwide, mainly in developing
countries, are malnourished or starving. In addition to providing
food and nutrition through its business activities, the

Ajinomoto Group is working in different parts of the world to
improve nutrition.

In Ghana, the Group has set up a social business model in
partnership with various local and international organizations,
aiming to solve the problem of severe malnutrition in infants.

The Group also has conducted 63 projects in 12 countries
under its Ajinomoto International Cooperation Network for
Nutrition and Health (AIN) program' since 1999. In fiscal 2012,
the program supported 13 projects including nutrition-related
human resource development in rural India.

The Ajinomoto Group is also promoting various initiatives
around the world to support improvement of food and nutritional
environments. Examples include a project to build canteens at 50
schools in Thailand and the Ajinomoto IPB Nutrition Project
in Indonesia.

1 Provides international cooperation and support in the field of food and nutr tion with the goal of improving the
nutrition of women and children in impoverished areas of developing and emerging countries. In collaboration
with NGOs, non-profits, universities, and experts worldwide, the program supports projects that tackle
problems in those countries.

Reducing excessive
nutritional intake

Recent decades have seen increasing obesity in both developed
and emerging countries due to changes in eating habits and a
lack of exercise. It is estimated that about 1.5 billion people
worldwide take in more nutrition than they need. This increases
the risk of lifestyle-related diseases such as diabetes and hyper-
tension and has become a public health issue.

The Ajinomoto Group is helping consumers to achieve
proper nutritional intake and realize better health. It offers
products with less salt, sugar, and fat that still taste great and
satisfy the appetite. While recommending exercise, the Group
also provides information on ways to make nutritionally balanced
meals and menus.

Studies suggest that the taste sensation of umami contrib-
utes to a feeling of satiation, helping people to control excessive
calorie intake and reduce obesity. Focusing on this effect,
Ajinomoto Co., Inc. is conducting research with the United
States Department of Agriculture (USDA) and various other
research institutes and companies in Europe, North America and
Asia. In addition, since Japanese cuisine relies on the umami of
dashi soup stock for flavor instead of high amounts of salt and
fat, it may be part of the answer to unhealthy eating habits. The
Ajinomoto Group has been holding cooking seminars in various
parts of the world to share the benefits of Japanese cooking.

See “The Ghana Nutrition Improvement Project” on p. 15.
REECELCENY See “AlN program improves nutrition in developing countries” on p. 115.

See “Group company and foundation activities” on p. 117.

Left: Nutritional improvement projects under the AIN program in India (top) and Cambodia (bottom). Center: Project to build canteens at 50 schools in Thailand. Right: Ajinomoto IPB Nutrition
Project in Indonesia




Better lifestyles for aging societies

The world’s population is rapidly aging. The number of seniors is
expected to reach about 1.5 billion people by 2050. The
Ajinomoto Group is taking steps to help address health issues
associated with aging and social issues such as higher health-
care and social security costs. Its goal is to help people stay
active and enjoy life as they age. The Group offers various
solutions that make the most its knowledge of food and

amino acids.

As people age, the balance of muscle synthesis and disinte-
gration in the body is lost, and physical strength declines. Re-
search by the Ajinomoto Group has found that intake of amino
acids combined with moderate exercise is effective for improv-
ing motor function. By improving motility and reducing the need
for nursing care, more seniors can expect to live healthier lives.

Meanwhile, those who need nursing care or other support
may find it difficult to get adequate nutritional intake from the
meals provided at hospitals, nursing care facilities, or at home.
They need foods that are not only nutritionally balanced, but also
easy to consume. To meet these needs, the Ajinomoto Group
offers medical foods, along with nutritional care foods that still
taste great. The Group also makes frozen “universal design
foods™ that even people with reduced chewing ability can enjoy.
Through these products, the Group is providing continued food
enjoyment to many people.

By taking advantage of the useful properties of amino acids
and other natural ingredients, the Group is helping people to live
more energetic lives through fundamental foods. These foods
are based on the concept of bringing out the body’s innate ability
to repair and renew itself.

2 Arange of easy-to-eat food products, from regular meals to nursing care foods, that can be enjoyed by a
wide variety of people

Highlight

Keeping minds and bodies healthy
in a disaster region

It has been nearly three years since the Great East Japan Earthquake, and
about 290,000 people are still living in temporarily constructed housing in the
affected region. Due to this prolonged situation, the residents find it difficult to
eat properly and exercise, putting them at increased risk of disease. They also
have fewer opportunities for socializing, which has further aggravated various
physical and mental health issues.

In order to help residents overcome these challenges, the Ajinomoto
Group, together with various partners such as local governments and
nutritionists, has been holding Health and Nutrition Seminars since October
2011. The seminars allow the residents to join others in conversation as they
enjoy cooking and share a delicious meal. Given the increased risk and
symptoms of high blood pressure reported, since fiscal 2012, demonstrations
and lectures have been provided on low-salt cooking, and free blood pressure
tests and exercise classes have been offered.

The Group will continue to support physical and mental health in the
disaster region, helping residents to get on track to a steady recovery.

Staples

Mainly
carbohydrates
for the energy
needed to move
the body

et

Ajinomoto National Training Center

Building health through sports

In order to maintain health, it is important to pursue both nutri-
tional balance and moderate exercise. There are many approach-
es to exercise and building the ideal body for everyone from
children to seniors. The best one to take depends on whether the
person’s goal is athletic performance, fun, or staying healthy.
Taking advantage of the nutritional and physiological functions
of amino acids and other natural ingredients, the Ajinomoto
Group provides sports nutrition products backed by scientific
evidence to meet a variety of needs.

Seeking to promote sporting culture as well, the Group is a
nutritional support partner to top Olympic athletes. At the 2012
London Olympics, the Ajinomoto Group provided amino acid
conditioning support and sports nutritional guidance to the
Japanese Olympic team, working with the Japanese Olympic
Committee (JOC). At the Ajinomoto National Training Center
and other locations, the Group provides additional support in the
areas of training, nutrition, and rest—all important elements for

Vegetables
Vitamins and
minerals to regulate
body functions

improving competitiveness.

Milk and dairy
products

Calcium and protein
to strengthen bones

Fruit

Vitamin C and
carbohydrates to
speed recovery from
fatigue

Meat and fish
Protein to build the
body including skin,
muscles, bones, and
blood

Soups
To protect and
care for the GI
tract

amino VITAL® Gold
sports supplement

The nutrition management cafeteria in the Ajinomoto National Training
Center is developing Kachimeshi, a meal program for building
winning bodies.

5 0 7 Health and Nutrition
Seminars held in 32
municipalities in 3 prefectures
as of September 30, 2013)

See “Supporting reconstruction in areas hit by the Great East Japan
Earthquake” on p. 123.

Reference
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The Ghana Nutrition B SR

Improvement Pro eCt Brighter Future
Social Business to Improve Children’s Nutrition

Those with an annual income of US$3,000 or less (the so-called “Base of the Pyramid”) account for some 60% of
the world’s population, or 4.1 billion people. Most of these people are concentrated in developing countries, where
stunted infant development and high infant mortality rates are serious problems. The Ajinomoto Group is helping
to address these issues by developing a social business designed to improve nutrition for the children of Ghana.
The Group will build on this experience to start similar projects in other countries and regions.

Survey conducted in
collaboration with an NGO on
diet and taste preferences of
mothers and children

The first 1,000 days of nutrition
shape the child’s future

The first 1,000 days from conception until a child turns two
years old are critical to a child’s growth. Stunted growth
caused by malnutrition during this critical period can be
difficult to reverse later in life. The Ajinomoto Group
launched the Ghana Nutrition Improvement Project in 2009 to
address malnutrition in that nation. The project involves the

manufactur ing and sale of the KOKO P lusTM, a Supplement Koko is a traditional porridge and breakfast staple that is also fed to weaning infants, but it is low
. . . . . . . . in protein and micronutrients. KOKO Plus™ supplement containing amino acids is added to koko
containing amino acids which is mixed with baby food to to enhance its nutritional value. The price of the supplement is kept low so that it is affordable to

q o0 q q the impoverished.
fortify nutrition for weaning children.

The project is steadily developing into a business that
addresses social issues. Partnerships are being built with

diverse stakeholders ranging from the Ghanaian government \
and universities to international agencies and NGOs, as well . i ‘ t

as private sector entities.

Inadequate nutrmon A

The first 1,000 days of nutrition: Critical to a child’s development

Adequate nutrition

1, 000 (days)

In Ghana, up to 40% of children aged two years are underheight due to malnutrition primarily
starting from age six months when infants begin transitioning to solid foods.

15 Ajinomoto Group Sustainability Report 2013



Special Feature 1 For a Healthier Future

¥ = %
Employees of the Ajinomoto Group train
Ghanaian workers on production methods.
importance of nutrition.

A sustainable social business
model with diverse partnerships

There are unique challenges involved in operating a social
business in a developing country. It is essential to build
partnerships to successfully advance the business. The
Ajinomoto Group is building partnerships with diverse
sectors to leverage synergies for ongoing R&D and develop-
ment of production, training, and marketing practices, with
the aim of establishing a sustainable and effective

social business.

During fiscal 2012, the Group launched production of
KOKO Plus™ with a local manufacturing partner, Yedent
Agro Group of Companies Ltd., setting up a manufacturing
facility in midwest Ghana. Starting in fiscal 2013, the Group
initiated a nutritional efficacy study of products in partnership
with a local university and NGOs, surveying 40 communities
and 1,200 persons. The Group is also piloting a distribution
model in northern and southern Ghana to lay the ground-
work for a major product launch of KOKO Plus™ in fiscal
2014. Mothers who have tried the product are providing
positive feedback, mentioning greater vitality and resistance
to illness among children after adding KOKO Plus™ to
their diet.

Accelerating the project by
participating in global frameworks

The Ajinomoto Group is involved in diverse platforms for
dialogue and information dissemination, as it works with the
international community to find solutions to malnutrition.
These efforts include participation in the Tokyo International
Conference on African Development that was held in
Yokohama, Japan in May 2013, and the Business for
Peacebuilding conference held at the UN headquarters in
New York in June 2013. The Ajinomoto Group also participat-
ed in the Nutrition for Growth' meeting on nutritional im-
provement for mothers and children, which was held in June
2013 and hosted by the government of the United Kingdom.
On this occasion, the Group announced its commitment to
the Global Nutrition for Growth Compact,” which includes a
target of reaching 200,000 weaning children, 100,000

See “Ghana Nutrition Improvement Project supports a healthy future
Reference p »
of children” on p. 50.

The Group works with local government health
agencies and NGOs to educate mothers on the

D |

The Group is piloting a distribution model in 13 rural communities in northern Ghana,
employing saleswomen to distribute KOKO Plus™to mothers.

The University of Ghana (UG) is very happy to be involved in
this project, which is a clear model of the Public-Private-Part-
nership approach of solving community health and social
problems. Childhood malnutrition is a problem in Ghana that
merits intervention. We are proud to be involved in this
demand-driven research, which will significantly address this
malnutrition problem. We will serve as the local host of the
project and facilitate the close collaboration with agents of
the Ghanaian government, such as Ghana Health
Service and Food and Drug Authority, which is
crucial for the success of the joint project. We do
hope to create a Win-Win situation for all
stakeholders thorough this international
joint project.

prof. Kwaku Tano-Debrah
Department of Nutrition and Food Science,
University of Ghana
pregnant and lactating mothers, and 250,000 school-age
children through the Ghana Nutrition Improvement Project.
In September 2013, Ajinomoto Co., Inc. participated in the
Business Call to Action® (BCtA) public-private initiative of the
United Nations Development Programme (UNDP), making it
the first Japanese food company to do so. The Ajinomoto
Group will continue working with the international community
to advance the Ghana Nutrition Improvement Project.

1 A high-level meeting attracting some 97 organizations including national governments, the
United Nations, World Bank, international agencies, NGOs, and the private sector, to make
commitments to improving nutrition.

2 An action plan for enhancing the nutrition of pregnant mothers and children in developing
countries, containing commitments by organizations that participate in Nutrition for Growth.

3 A global initiative that was launched in 2008 with the involvement of corporations,
governments, and development assistant agencies, to achieve the Millennium
Development Goals (MDGs) through the core business of private sector companies.

[ 1)

Link The Ghana Nutrition Improvement Project
http://www.ajinomoto.com/en/activity/csr/ghana/index.html
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Special Feature 1 For a Healthier Future

Supporting Healthy Living with Pharmaceuticals
and Medical Treatments

Amino acids, the origin of life, remain indispensable in pharmaceuticals and medical treatments as nutritional
supplements for patients and pharmaceutical ingredients. Using the food and amino acid-related technology and
expertise it has gained over the years, the Ajinomoto Group continues to create new solutions for prevention and
diagnosis of disease and advanced medical treatment. The goal is healthy living for all.

Supporting patients battling with life for every patient, AINOMOTO PHARMACEUTICALS CO.,
illness’ With person_centered LTD. strives to deliver unique, world-class new drugs and

conducts proactive research on improving existing drugs to
drug develop ment support healthy living.

The Ajinomoto Group has been applying its food and amino
acid-related technology and expertise to its pharmaceutical

AJINOMOTO.

AJINOMOTO PHARMACEUTICALS CO., LTD.
aspires to improve patients’ quality of life by
developing, manufacturing and delivering new
pharmaceuticals to the medical frontlines as quickly

. . . . . as possible, all based on the input of individual
unique products focused on the gastrointestinal and inflammato For your quality of life patients and medical professionals.

business since creating the world’s first crystalline amino acid
infusion solution in 1956. Today, in addition to clinical nutrition
products such as medical foods (liquid diet), the Group provides

ry bowel disease areas.
Many patients battling with illness need pharmaceuticals and
medical foods to stay alive. Aiming to support better quality of

R&D Area: Pharmaceuticals & Health
http://www.ajinomoto.com/en/rd/division/index.html#health

Highlight

: : that LIVACT® will help improve patient nutrition so
USIﬂg patlent feedbaCk tO Create that patients and their families will be able to spend

easy-to-take LIVACT® JELLY each day with a smile.

There are said to be over 300,000 liver cirrhosis patients in Japan, in-

cluding those who have not been medically diagnosed. To help them, \
AJINOMOTO PHARMACEUTICALS CO., LTD. created LIVACT® Granules,
an ethical drug that supplements three types of branched-chain amino Takashi Hori t

i R ; i i i akashi Horie
aC|d§ (BCAAS) in \{vhlch cirrhosis patients tend to be particularly deficient N m e 3
and improves nutrition status. AJINOMOTO PHARMACEUTICALS CO., LTD. e e’

Many elderly patients, however, commented that the granules got

caught in their dentures and were difficult to swallow. Hearing them, in . %
July 2018 we launched LIVACT® JELLY; the first jelly-type BCAA supple- s 7 e mem—ne
ment. The jelly is easy to take at the patient’s own pace and does not E_L {a—_

L
stay in the mouth. We expect an increase in the number of patients who =i

- e . Y.
are able to maintain adherence to the thrice daily dosage. | sincerely hope
LIVACT® Granules (left) and newly launched LIVACT® JELLY (right)

B Contributions of the Ajinomoto Group to pharmaceuticals and medical treatments

Achievement of healthy living

Screening Pharmaceuticals Medical and nutritional care foods
° Aminolndex® Cancer Screening (AICS) e Gastrointestinal diseases (elemental diet, e Diet for protein energy malnutrition
service, etc. BCAA formulations, oral intestinal cleansing e |[mmunonutrition diet
solutions, etc.) "“H e Nutrition care food, etc. 3

H H * Metabolic diseases .

amInOIndeX (anti-hypertensive, b | *-'..'.i ;ﬂ
’ anti-osteoporosis, I!T

anti-diabetes agents) — -

Active pharmaceutical ingredients

e Medical amino acids (used in infusions, enteral nutrition, other pharmaceuticals and media)
e Pharmaceutical intermediates (anti-hypertensives, anti-HIV drugs, anti-viral intermediates, etc.)
¢ Biopharmaceutical ingredients (contracted development of manufacturing methods for media and proteins, etc.)

Food and amino acid expertise and technology

Ajinomoto Group Sustainability Report 2013



Supporting early detection of
disease with Aminolndex®

With aging populations sharply increasing medical costs, there is
more focus on the importance of screening and other forms of
preventative medicine that help before the onset of disease.

Ajinomoto Co., Inc. collaborated with SRL, Inc. to launch the
Aminolndex® Cancer Screening (AICS) service to assess risk for
multiple cancers by analyzing the concentrations of amino acids
found in blood. Approximately 800 facilities have now introduced
AICS, and the spread of AICS is expected to help improve cancer
screening participation rates, lower mortality rates through early
detection, and reduce medical costs.

AICS was also introduced by the Keihin Coastal Area Life
Innovation Comprehensive Special Zone for International
Competitiveness Development (CSZICD) run by the local
governments of Yokohama City, Kawasaki City and Kanagawa
Prefecture and by the Tottori Next-Generation Society Model
Creation Zone in Tottori Prefecture in 2012. Studies have started
into its applications for promoting health in local communities,
with a view to designing new
services that support personal- a m i n Oi n d ex
ized and preventive medicine. kf_\)

In addition to cancer screen-
ing, Ajinomoto Co., Inc. plans to

Stomach Breast
develop services that can evalu-
ate multiple nutrition and lifestyle ) prostats
risks. The company has also set
its sights on rolling out services colon 351?3&’1

outside Japan and is conducting ) o _
Risk screening is possible

for four types of cancer in men
and five kinds in women with
just 5 ml of blood

further research.

B Main initiatives in the CSZICD

For creation of new
industries, such as
nutrition education services

For initiatives on national
preventive medicine strategy

Research results

Kanagawa Pref. Research consortium

L L]
Yokohama City = = 1
L]

School of Medicine, Kanagawa
‘Yokohama Prefecture
City University medical institutions

Kanagawa

Kawasaki City Cancer Center

Regional support and promotion

Disseminate awareness of and popularize Aminolndex®

Helping more people access
advanced medical treatment

Advanced medical treatments using biopharmaceuticals' are in
the spotlight, particular in North America, for their potential
applications to hitherto intractable diseases and strong therapeu-
tic effects. Global growth in this area is expected.

Developed with technology and expertise gained in the
manufacture of infusions and research into amino acids, the
Ajinomoto Group’s serum-free medium for culturing cells has
been widely used in biopharmaceutical manufacturing and
research since 1987. The Group also developed a proprietary
method for producing proteins that improves biopharmaceutical
manufacturing efficiency, and launched it in 2009 under the
name of CORYNEX® contract business services.

In order to further accelerate initiatives in the advanced
biomedical field, in fiscal 2012 Ajinomoto Co., Inc. established
Ajinomoto Genexine Co., Ltd. in South Korea to manufacture
and sell medium used in biopharmaceutical manufacturing. In
fiscal 2013, the company acquired Althea Technologies, Inc. in
the United States, commencing business activities as Ajinomoto
Althea, Inc. Ajinomoto Co., Inc. will continue expanding its
business in the advanced biomedical field to help people around
the world lead healthier lives.

1 Pharmaceuticals produced using biotechnology, primarily genetic modification, and containing proteins,
peptides, nucleic acids, etc

2 A business that utilizes proprietory technology using bacterium, Corynebacterium glutamicum, to improve the
efficiency of the manufacturing process for biopharmaceuticals such as proteins and antibodies.

Ajinomoto Genexine Co., Ltd.

Medium for animal cells

Dozens of ingredients including sugars, amino acids,
salts, vitamins, trace minerals

v Delivery of medium

Pharmaceutical company

Purified Biopharmaceutical
biopharmaceuticals formulation

o (eo)e
. .
OF JOSOOR 3N > /8 -
O™ Mol (¢
.
process formulation process

Press releases
Link http://www.ajinomoto.com/en/presscenter/press/detail/g2012_11_15.html

Animal cells

http://www.ajinomoto.com/en/presscenter/press/detail/g2013_04_05.html
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Special Feature 2

Sustainable Production

The mission of the Ajinomoto Group is to develop diverse products and services that support food, health,
and life, using natural ingredients sourced from around the world. These natural ingredients, such as sugar
cane used to make umami seasoning AJI-NO-MOTO"® and skipjack used in HONDASHI, depend on a healthy
planet. The growth of the Group’s business goes hand-in-hand with the commitment to help keep the planet
healthy and build a better future for people. The Ajinomoto Group is determined to keep making products
that increase the sustainability of human societies and the earth, while always conserving natural resources.

Global sustainability issues

Percentage of ecosystem Projected increase in global
services that will be lost by the water demand by 2030,
22nd century compared to current level of
supply

-60. A +40.

1 United Nations Millennium Ecosystem Assessment.
2 Chartering Our Water Future (2030 Water Resources Group).

3 Contribution of Working Group I to the Fourth Assessment Report of the Intergovernmental Panel on Climate Change, 2007 (IPCC).

4 World agriculture: towards 2015/2030 (FAQ).
5 OECD-FAO Agricultural Outlook 2009-2018 (OECD and FAO).

19 Ajinomoto Group Sustainability Report 2013

Global warming

Projected increase in global
mean surface temperature over
roughly the next century, as-
suming global economic growth
and dependence on fossil fuels
continue on today’s trends

Food resource issues

Supply and demand balance Volume of feed production

Projected increase in meat Projected increase in
consumption in developing food demand by 2050,
countries in 2030 compared to late compared to 2005
1990s levels

+40. A +70.




Special Feature 2 Sustainable Production

Products That Contribute to the Sustainability of
People and the Planet

Human life is dependent on the natural resources of a healthy planet. The Ajinomoto Group is working with
stakeholders from all segments of society to increase the sustainability of human societies and the earth, seeking
to secure a healthy future for people and a planet of rich biodiversity.

Sustainable maHUfaCturing in all expressed in the Group’s dedication to conserving biodiversity
processe S for a healthy planet and ensuring its businesses improves peo-
ple’s lives now and in the future.

All life is dependent on the health of the earth, yet the planet and The Ajinomoto Group works in partnership with diverse

its growing population of seven billion people face wide-ranging stakeholders to help build human and environmental sustainabil-

challenges, including climate change, resource depletion, and ity. It engages their input on every step from raw material pro-

biodiversity decline. curement and transport to the production, sales, consumption,
Over the century since its inception, the Ajinomoto Group and disposal of products—not only in its own business fields,

has displayed a steadfast commitment to conserving nature and but beyond.

using natural resources without waste. This commitment is also

onserving and
fostering
natural resources

a healthy future for
people and the planet

AJINOMOTO. NATURE

e
=7 Z
Raw materials Agricultural, livestock ===+ _~Z ===

and fishery products

Using raw materials

efficiently and without waste,
to make products
with a low impact

_on the planet

Sustainable procurement of
natural resources
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Bringing People the Blessings of Nature,

Sustainably

The business of the Ajinomoto Group is built on adding value to natural resources and providing that value to
society. The natural resources it uses are dependent on a healthy planet that supports biodiversity in oceans,
forests, and on land. In order to sustainably supply its products, the Ajinomoto Group works to conserve the
ecosystems that all living things rely on and practices sustainable procurement of raw materials.

Conserving ecosystems—
the foundation of all life

Human life is dependent on the earth’s rich biodiversity.

The Ajinomoto Group strives to contribute to a healthy
future for people and the planet through its businesses in food,
amino acid, and other products. Its products draw on diverse
natural resources such as agricultural, livestock, and fisheries
products as well as forest resources such as paper. These natural
resources are in turn dependent on healthy ecosystems and bio-
diversity comprising the chain of all living things.

The Ajinomoto Group Environmental Philosophy and Basic
Environmental Policies state that conserving ecosystems is the
very basis of the Group’s business activities—it can only keep
drawing on natural resources if it works to secure healthy bio-
diversity. The Ajinomoto Group Biodiversity Policy and Action
Agenda were introduced in February 2012. They guide the
Group’s efforts to implement biodiversity conservation initiatives
throughout its supply chains and in partnership with local commu-
nities. These efforts encompass the procurement of important
raw materials, the management of corporate land, and practices
to ensure that business locations coexist harmoniously with
local ecosystems.

See “Pursuing CSR Procurement” on p. 43.

See “The Ajinomoto Group Environmental Philosophy and Basic
Environmental Policies” on p. 71.

See “Conserving Ecosystems and Biodiversity” on p. 78.

Reference

Ensuring sustainable procurement
of important raw materials

The Ajinomoto Group has a stake in ecosystems across the
planet due to its global raw material procurement and other
business activities. The 2011-2013 Ajinomoto Group Medium-
Term Environmental Plan details a plan of action that mandates
thorough assessment and management of procurement of
materials that have a major impact on its business and ecosys-
tems to ensure sustainability.

Paper is extensively used in the day-to-day business activities
of the Ajinomoto Group. The Ajinomoto Group Guidelines for
Procurement of Environmentally Responsible Paper were intro-
duced in January 2012 to promote the procurement of sustain-
able paper to address deforestation. The Group is also identify-
ing risks that relate to raw materials used in products, in order to
practice sustainable procurement of ingredients such as cassava,
which is used for the fermentation of amino acids, and skipjack,
which is used to make HONDASHI, a major product in Japan.

The Ajinomoto Group will continue to supply products that
draw on natural resources that are sustainably procured with
respect for the earth’s ecosystems. It is determined to accom-
plish this by (1) building even better partnerships with farm and
fisher operators, business partners, and third-party experts, (2)
determining the impact of the Group’s business activities on the
earth and local ecosystems, and (3) monitoring resources in

oceans and on land.




Special Feature 2 Sustainable Production

Highlight

Joint Tagging Survey of Skipjack off the Pacific Coast of Japan

Helping to conserve skipjack stocks

Skipjack is an integral part of the Japanese diet. This fish is used to make dried bonito and dashi soup stock, and is
also a favorite for sushi and sashimi. HONDASHI made from dried bonito is one of the main products of Ajinomoto Co.,
Inc. in Japan. It has been a household name since it first came out in 1970, beloved for imparting the natural flavor of
dashi soup stock. Meanwhile, worldwide demand for skipjack continues to grow. Still, many aspects of the ecology of
skipjack are not well understood. Ajinomoto Co., Inc. is involved in the Joint Tagging Survey of Skipjack off the Pacific
Coast of Japan, helping to shed light on the ecology of skipjack and assisting the management and conservation of
skipjack stocks. Thanks to efforts like these, consumers will always be able to enjoy HONDASHI.

Tracking skipjack migration over a
500-day period

Since fiscal 2009, Ajinomoto Co., Inc. has been involved in the Joint
Tagging Survey of Skipjack off the Pacific Coast of Japan together with
the National Research Institute of Far Seas Fisheries (NRIFSF) of Japan’s
Fisheries Research Agency. The project tracks the migration of skipjack
along the Kuroshio current from the southwest islands to the west coast
of Japan. To date, some 10,000 skipjack have been tagged and released
under the study, which is yielding rich, unprecedented knowledge about
the ecology of skipjack.

Since fiscal 2011, the project has been using advanced archival
electronic tags under a large-scale tag-and-release study, obtaining data
of unprecedented detail and marking the first study of its kind along the
Kuroshio current. These tags are capable of storing one years’ worth of
data on the location, water depth, water temperature, and body tempera-
ture of the tagged fish, sampled every 30 seconds. Recently invented,
these tags are at the leading edge of international research.

In February and April 2012, 169 skipjack were tagged and released
in the waters off Yonaguni Island, and seven of them were caught by
October 2013. The tags from the recovered skipjack provided some 500
days’ worth of detailed data, a first for the southwest islands of Japan.
In addition to migratory routes, researchers obtained new information on
skipjack water depths and temperatures and other data. The project is
ongoing, and in fiscal 2013 is being expanded to study feeding habits.

Analysis of the survey data and the accumulation of scientific knowl-
edge will further understanding of skipjack stocks and ecology and assist
the international management of skipjack stocks.

Obtaining data in oceans is considerably more difficult than obtaining
data on land. Ajinomoto Co., Inc. will continue working with fishery oper-
ators and experts to implement the study. After all, the Japanese people
will always love the flavor of HONDASHI.

Reference See “Conserving Ecosystems and Biodiversity” on p. 78.

- National Research Institute of Far Seas Fisheries (NRIFSF)

LS http://fsf.fra.affrc.go.jp/eng/

-

Successful recovery of seven skipjack with
electronic archival tags

35°Nf—

Tagged fish No. 2
Recovery

Date: May 11, 2012
Location: West of
Kuchinoshima Island
Fork length: Approx. 43 cm [} 4

Tagged fish No. 1
Release o
Date: Feb. 20, 2012
Location: Offshore of
Yonaguni Island

Fork length: 44 cm

Tagged fish No. 1
I Recovery

4 Date: April 19, 2012
Location: South of
| Yakushima Island
Il Fork length: 46 cm
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Note: The map shows probable migratory routes, since there is a large margin of error when estimating
positions from data.

Tagged fish No. 2
Release

Date: April 8, 2012
Location: Offshore of
" I Yonaguni Island
Fork length: 42 cm
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The project earned an award of excellence in September 2013 from
the Japan Awards for Biodiversity organized by the AEON
Environmental Foundation, citing the ongoing study’s contributions
to the conservation and

sustainable use of marine .k+
-l

biodiversity as a model
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S BAPO-F
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for Japan.
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Utilizing the Bounty of Nature
to Support Local Communities

In order to ensure a continual supply of products, it is essential to make the best use of the bounty of nature
without any waste, and to carry out production with minimal environmental impact. At all of its production sites,
the Ajinomoto Group is committed to the goal of building a business that works together with the earth.

Bio-cycles for sustainable
production

Glutamate, an ingredient responsible for the savory taste called
umami, is found in foods such as kelp and tomatoes. However, if
one tried to use these raw materials to extract enough glutamate
to meet the demand for seasoning products, the resources would
soon be depleted. This is what makes the Ajinomoto Group’s
efficient methods of producing amino acids, which are based on
104 years of development excellence, so important.

Currently, the Group has 18 amino acid production facilities
in nine countries. Amino acids are made by fermenting agricul-
tural products such as cassava and sugar cane, which are easy to
obtain locally. The by-products of this manufacturing process, in
turn, are seen as “co-products” which are utilized to support farm-
ing, livestock, and aquaculture industries as fertilizer and feed.

The Group calls this recycling of resources in the production
process a bio-cycle, and has been using it for over 30 years. To-
day, similar efforts for making the most of resources are being
made across all of the Group’s businesses.

H Bio-cycle created by the resource-recycling process for amino acid production

Helps reduce CO: emissions caused
by chemical fertilizer production

Covers 70% of the chemical fertilizer (nitrogen content) cl i \fertilizer -
required by 0.5 million hectares of sugar cane fields \
/N

Organic fertilizel

1.6 million Sugar cane fields
tonnes

Recoverln? by-product
as useful

By-product BIO-CyCle

1.6 million

Umami seasonmg
AJI-NO-MOTO®

M (0 5 million tonnes\

t:) /

i Cane molasses
(syrup derived from sugar cane)

(1.5 million tonnes)

. 0.5 million hectares
. Absorption of atmospheric
/ N CO: by photosynthesis
(28 million tonnes\‘

>

resources Cooperative mechanism with local reglons enabling
sustainable production and agriculture

tonnes Umami o (38 million &onnes )
AJI NO MOTOe /
Produc\ Sugar factory:
' Raw sugar
(

Co-products foster bounty in
the fields

Once amino acids are removed from the fermentation liquid in
the amino acid production process, the remaining liquid, a
by-product, still contains a wealth of nutritional ingredients. As
an additional product, or “co-product,” this valuable gift of nature
is subsequently used to make value-added products.

The by-products produced by the Group’s amino acid fer-
mentation plants around the world are 100% recycled to produce
co-products. Such co-products include fertilizers which help
grow vegetables, sugar cane, corn, coffee, oranges, pineapples,
rubber and other crops, as well as feed for the livestock and
aquaculture industries. This bio-cycle avoids depletion of natu-
ral resources.

Reference TG “F;eed-use amino acids for livestock farming that is friendlier to the
planet” on p. 82.

[l Cattle feed and corn fertilizer; also an
experimental fertilizer for tomatoes
and lawns

H Liquid fertilizer for sugar cane, corn,
pineapples and rice

El Co-products used for cattle feed

B AMI-AMI liquid fertilizer for the
cultivation of sugar cane and rice
and also for the aquaculture of tilapia

2 Indonesia

Sugar cane

4 2 million tonnes;\

B Thailand

The chart assumes worldwide annual production of approximately 0.5 million tonnes of the umami seasoning AJI-NO-MOTO® by the
Ajinomoto Group using only sugar cane. The values for sugar cane grown and sugar production are commonly used global figures, and
the values for resources used for producing AJI-NO-MOTO® and values for by-products are based on actual statistics from the
Ajinomoto Group.
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Special Feature 2 Sustainable Production

Minimizing the Environmental Impact

of Production

Manufacturing processes always generate waste, atmospheric emissions, and discharged water. With the
aim of minimizing environmental impact of all business processes, the entire Group is committed to steadily

implementing the Ajinomoto Group Zero Emissions Plan.

Pursuing zero-emissions
manufacturing processes

In fiscal 2005, the Ajinomoto Group Zero Emissions Plan was
introduced to minimize environmental impact generated in all
business operations. The plan sets strict numeral targets for the
reduction of COz emissions, discharged water pollution load and
waste, while requiring management of plan performance. The
Group is united in its efforts to fulfill the plan, and substantial
results have been achieved.

With the 2011-2013 Ajinomoto Group Zero Emissions Plan,
further initiatives are being promoted to minimize environmental
impact, and the target numbers and scope are being revised
as necessary.

Resource recovery ratio: 99. 2%

Resource recovery ratio for the entire Ajinomoto Group in fiscal 2012

Water consumption: '61%

Water consumption at all of the Ajinomoto Group’s production
bases in fiscal 2012 (compared to fiscal 2005)

CO:2 emissions per unit of production for the entire Ajinomoto
Group in fiscal 2012 (compared to fiscal 2005)

R See “Ajinomoto Group Zero Emissions Plan and Fiscal 2012 Results”
eference onp. 76

Reducing CO: and wastewater
emissions using the best techniques
and equipment for each region

Continuing with the global fight against climate change, the
Ajinomoto Group is reducing CO: emissions from energy con-
sumed in manufacturing. The Group seeks to save energy by
introducing new equipment and improving production process-
es. It also employs technology that uses carbon-neutral biomass,
which is derived from plants that absorb CO2 when growing, as
an energy source.

In 2008, the Kamphaeng Phet Factory of Ajinomoto Co.,
(Thailand) Ltd. started using a biomass boiler to generate
energy using rice husks, which were unused local resources
before. The factory also started in 2012 to burn the methane
biogas generated by the in-house production process for cassava
starch, a raw material for amino acid fermentation.

In June 2012, the Laranjal Paulista Plant of Ajinomoto do
Brasil Ind. e Com. de Alimentos Ltda. installed a biomass boiler
that operates using wood chips as well as sugar cane fiber (ba-
gasse) left over from the amino acid fermentation process.
Independent initiatives like these are being undertaken at group
sites around the world.

The Group strives to minimize water used in production
processes and return only treated, clean water to the environ-
ment. The Group has introduced large-scale wastewater treat-
ment facilities at amino acid fermentation plants around the
world to reduce the discharged water pollution load. In fiscal
2012, the Kawasaki Plant of Ajinomoto Co., Inc. introduced a
state-of-the-art wastewater treatment facility, which delivers
water quality significantly higher than local standards.

See “The ‘Green Factory’ Goals of Kamphaeng Phet Factory of Ajinomoto
Co., (Thailand) Ltd.” on p. 25.

See “Reduction of Greenhouse Gas Emissions” on p. 90.

See “Conserving Water Resources” on p. 92.

Reference




The “Green Factory” Goals of
Kamphaeng Phet Factory of
Ajinomoto Co., (Thailand) Ltd.

Located 350 kilometers north of Thailand’s capital, Bangkok, this factory has been
operating for 15 years in the thriving agricultural province of Kamphaeng Phet. Using local
agricultural products as raw materials, the Kamphaeng Phet Factory manufactures
nucleotides and amino acids. Making the most of the local natural bounty, the factory will
continue to serve as a “green factory” that benefits local communities. It aims to constantly
deliver great taste to the tables of Thailand, and to always operate in harmony with the
local environment. Every day, many employees are working together to achieve this goal.

“Green factory” bio-cycles, not just for raw
materials, but also for energy

The plump and adorable Lady Finger banana is a noted bio-cycle by introducing a biomass boiler fueled by rice
product of this region. In addition to bananas, there are husks, an untapped local resource. This led to a significant
various other crops here including sugar cane, cassava, rice, reduction in petroleum consumption and cut CO2 emissions
corn, papayas, and mangos. Operating in harmony with the by approximately 100 kilotonnes per year.
fertile land and bounty of nature, the Kamphaeng Phet “green In 2012, the factory launched a third bio-cycle involving
factory” has developed diverse bio-cycles, going beyond just both raw materials and energy. Cassava starch is a raw
raw materials. material for amino acid fermentation. Previously, it had all
The Ajinomoto Group’s raw material bio-cycle ensures been procured externally, but then the factory took on the
sustainable procurement, and it is used at all of the Group’s challenge of making its own starch from cassava. The by-
amino acid fermentation plants worldwide. The sugar cane is products from this process are now also fermented, generat-
completely utilized in the manufacturing process, and the ing biogas fuel. Currently about 10% of the starch used by the
by-products are returned to the fields as fertilizer. In Decem- Kamphaeng Phet Factory is produced internally, and the
ber 2008, the Kamphaeng Phet factory added an energy factory is looking to increase this amount.

Bio-cycles involving both raw materials and energy in Thailand

Enriching the local soil

Rice field

Cassava
field

QJ/VE
[

Tapioca starch
factory

jrerery ; |' :
Cane molasses - ] I+G Rice husks
Raw sugar Rice
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Enriching the diet of the Thai people



Special Feature 2 Sustainable Production

Activities of FD Green, a group
agricultural company

Group companies are creating diverse bio-cycles in “green Under its corporate mission “We will make the world
factory” initiatives for the planet and local communities. FD green,” FD Green (Thailand) Co., Ltd. is passionate about
Green (Thailand) Co., Ltd. plays an important role in the expanding bio-cycles that can continually benefit the planet
operation of these bio-cycles. Established in 2001, the compa- and the local community.

ny specializes in manufacturing and selling feed and fertiliz- The products of the Ajinomoto Group originate from the
ers made from by-products generated in the amino acid fer- bounty of nature, so the Group is committed to protecting
mentation process of Ajinomoto Co., (Thailand) Ltd. Making nature for the sake of people’s lives and nourishment. The
the most of components in the by-products that are useful for co-products sales team knows better than anyone else the
plants and animals, the company delivers highly beneficial importance of being thankful for the bounty of nature and
co-products. The company is a vital link in the bio-cycles the eliminating waste.

company has created.

fudunimnil
a3

Lineup of diverse agricultural supplies

United employees persevere

Working together with FD Green (Thailand) Co., Ltd., all the
employees of the Kamphaeng Phet Factory share a set of
“green factory” goals for this large site of about 200 hectares.
Over the past few years, the employees have been steadi-
ly making the factory more and more “green” in various
ways. In addition to large-scale initiatives such as the installa-
tion of a biomass boiler, they have made many improvements
at the grassroots level and have been recognized for their
good practices. Highly motivated, the employees are pursuing
further process improvement and technology development.
While appreciating nature and staying in dialogue with
the local community, the factory is taking on a steady stream
of new challenges for the future. In order to become one of

the Ajinomoto Group’s leading “green factories,” the plant’s

400 employees will continue to a
share ideas and work together. The Kamphaeng Phet Factory  JENSEES Tp—— —
received a prize for manufac- 2013 GOOD FALT l?-l-\_"" '
. o OOy e
turing CSR contribution in X
October 2013 at the Japan

Management Association’s 2013

Good Factory awards.

Ajinomoto Group Sustainability Report 2013

26



27

Special Feature 2 Sustainable Production

R&D for a Healthier, More Sustainable Future

With over 1,000 researchers worldwide, the Ajinomoto Group is committed to research and technology
development as the drivers of business growth. Making the most of the technology, knowledge and connections it
has in businesses such as food, bioscience products and fine chemicals, and pharmaceuticals and health, the
Group is determined to help find solutions to the challenges that human society faces in the 21st century in order

to create a sustainable future.

R&D to reduce environmental
impact and create new
environmental value

Amino acids are not only the key to the business of the
Ajinomoto Group; they are also the key to life. Some of the
nutritional and physiological functions of amino acids were
discovered in the R&D process that led to the first umami
seasoning product. These discoveries led to businesses beyond
food products, for instance, fertilizers and feeds made from
by-products of the amino acid fermentation process, as well as
feed-use amino acids. The Group always makes the most of its
many proprietary technologies in bioscience, chemical synthe-
sis, bioassay, and food product processing and analysis.

This accumulated technology and knowledge is also applied
to R&D aimed at reducing the environmental impact of existing
businesses, not to mention new business development. The
Group is striving to provide new environmental value by focus-
ing its research on ways to use resources more effectively and
preserve the global environment.

Of course, the Group also brings in good ideas and technolo-
gies from outside when helpful in developing new products and
materials that can contribute to global sustainability and produce
results quickly. The Group’s joint development approach is called
“open & linked innovation.” Leveraging amino acid and fermen-
tation technology and knowledge, the Ajinomoto Group’s joint
research on the production of synthetic rubber and nylon from
sustainable crops is yielding promising results.

Major R&D centers of the Ajinomoto Group

@ Food M Bioscience products and fine chemicals 4 Pharmaceuticals and health

Russia | ZAO “AJINOMOTO-GENETIKA Research Institute” (AGRI) M*

Leveraging local strengths in a
global R&D system

The Ajinomoto Group brings the environmental and sustainabili-
ty perspectives into every product development process, focus-
ing its R&D on delivering practical applications. Many technologi-
cal innovations are needed to solve the global environmental and
food resource issues which threaten the future. The Group has
several research priorities: building on its strengths in biomass
technology; using more renewable energy; and manufacturing
with even less environmental impact. One example is the promis-
ing R&D into lower-resource fermentation technology.

The Group’s R&D centers around the world have specialized
technologies and knowledge relating to their particular regions
and scientific fields. They work together by sharing information
and techniques pertaining to global themes such as energy
saving and resource recycling.

Examples of lower-resource
fermentation technologies

® Technologies to internally produce part of the main materials and to
make effective use of by-products as a biomass energy source (Pro-
duction of MSG' and I+G?) (See p. 14 for details) (See pp. 25—26)

® Technology to use non-food resources as materials (Production of
feed-use lysine)

® Biotechnology to reduce the use of main and sub raw materials and
energy (Production of feed-use lysine, amino acid-based sweeten-

ers, MSG, etc.)
QMonosodium L-glutamate 2 Disodium &'’-ribonucleotides j

Note: Asterisks show R&D group companies

North America

SHANGHAI AJINOMOTO
FOOD RESEARCH AND AJINOMOTO NORTH AMERICA, INC. @l A

DEVELOPMENT AJINOMOTO Frozen Foods U.S.A., Inc. @
CENTER CO., LTD. @* PY

Europe AJINOMOTO FOODS EUROPE SAS. @
AJINOMOTO EUROLYSINE S.A.S. |
S.A. Ajinomoto OmniChem N.V. ¢ /’ Ajinomoto (China) Co., Ltd. @ South A .
/ ou merica
Ajinomoto Poland Sp. z.0.0. @ / Amoy Food Ltd. @
? / Shanghai Amoy Foods Co., Ltd. @

Southeast Asia /
Japan /

Ajinomoto do Brasil Ind. e Com. de Alimentos Ltda. @M
Ajinomoto del Peru S.A. @

|
i

Ajinomoto Co., (Thailand) Ltd. @&

PT Ajinomoto Indonesia @

AJINOMOTO PHILIPPINES CORPORATION @
Ajinomoto (Malaysia) Berhad @

Ajinomoto Co., Inc. @ A Knorr Foods Co., Ltd. @
AJINOMOTO PHARMACEUTICALS CO., LTD. 4  AJINOMOTO BAKERY CO., LTD. @
Ajinomoto Frozen Foods Co., Inc. @ Ajinomoto Packaging Co., Inc. @

Ajinomoto Vietnam Co., Ltd. @ Ajinomoto Fine-Techno Co., Inc.

Wan Thai Foods Industry Co., Ltd. @
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Supporting Japanese agriculture by
developing new co-products

The Ajinomoto Group is developing co-products such as fertiliz-
ers and feed worldwide, utilizing the by-products of amino acid
fermentation. Full-scale development and sales of agricultural
supplies are also being carried out in Japan.

The Group offers a variety of agricultural materials. In
October 2012, it began selling Hayane Hayaoki liquid fertilizer
for seedlings, which utilizes inosine to promote rooting and root
growth. The fertilizer was developed with Berg Earth Co., Ltd.
and contains a balanced mix of nitrogen, phosphoric acid and
potassium. In December 2012, AJIFOL® AminoGuard foliar spray
was launched. Using fermentation liquid as the raw material, the
fertilizer has an optimum blend of amino acids and micronutri-
ents essential for plant growth. Preparations are underway to
launch GLUHEART, a liquid fertilizer containing glutamate. The
Group even offers Dojo Saiseitan for soil improvement, using the
activated carbon left over from manufacturing umami seasoning.

The Ajinomoto Group will further enhance the value of these
co-products by utilizing the knowledge it has accumulated for
more than 30 years. As
the co-products of amino
acid fermentation can
promote the bounty of
nature, the Group will
make even greater
contributions to Japanese

agriculture.

See “Utilizing the Bounty of Nature to Support Local Communities”
REEIERERY on p. 23.
See “Co-products that yield agricultural bounties worldwide” on p. 83.

Highlight

Experiments are under way in over 40 water areas
across Japan for Environment Vitalizing Concrete

Pollution of rivers and seas, oligotrophication (or nutrient depletion) of seawater, and reduction of algae
due to global warming have become serious problems along Japan’s coastlines. Aspiring to use its
amino acid technology to revitalize threatened aquatic ecosystems, Ajinomoto Co., Inc. started R&D
on a concrete that contains amino acids to promote algae growth. Since 2009, the company has
been developing Environment Vitalizing Concrete with Nikken Kogaku Co., Ltd. and the University of
Tokushima. As of July 2013, experiments are underway to check its effectiveness in over 40 sea and

river areas across Japan.

The Society of Material Science, Japan, has reported no problems with the physical characteris-
tics of the Environment Vitalizing Concrete or its durability. The company foresees a wide range of ap-
plications beyond wave dissipation blocks. Ajinomoto Co., Inc. expects the concrete to help revitalize
local fisheries and improve the coastal environment while also preventing disasters.

R See “Joint development of Environment Vitalizing Concrete to help
eference p o
promote marine ecosystems” on p. 84.

Cows tell us what
they need.

Lysine product for dairy cattle feed
offers new possibilities for feed-use
amino acids

The Ajinomoto Group has been cultivating worldwide markets
for feed-use amino acids for more than 40 years through its
Ajinomoto Animal Nutrition Group network, established using
production and sales sites in four countries. With lysine, thre-
onine, and tryptophan as its main feed-use amino acids, the
Group has long been a leader in the markets for these products.

Feeds with a good balance of amino acids help to reduce
impact on soil and water derived from livestock manure and
greatly reduce greenhouse gas emissions. They also help to
curtail emission of N20, which has a 300 times higher green-
house effect than COz. The Group’s feed products also help to
reduce consumption of feed crop protein, thereby reducing the
amount of land required for feed crop cultivation, and they are
gaining worldwide attention.

In April 2011, Ajinomoto Heartland, Inc., which conducts the
feed-use amino acid business in the United States, began selling
AjiPro®-L developed for dairy cows. In May 2013, production was
doubled, and further increases are planned for the future. Cows
have a four-compartment stomach, and when they consume
conventional feed-use lysine developed for pigs and poultry, most
of it is broken down in the rumen. This means the cows cannot
absorb enough lysine for synthesizing protein. Ajinomoto
Heartland took on the challenge of processing the lysine so that
it could pass intact through the rumen and reach the small

ANINONOT

[ s ]

intestine of dairy cattle. By devising its own
technology, the company succeeded in develop-
ing such a product. With nine million dairy cattle
in the United States alone, the product holds
great potential for improving milk production

Y Pk

s s B g
L

efficiency and reducing greenhouse
gas emissions.

Ajinomoto Group Sustainability Report 2013
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By 2050, the global population is expected to reach nine billion. To build a healthy future for people and the
planet, much needs to be done to solve the problems humanity faces. The Ajinomoto Group recognizes it can
only do so much on its own, so it seeks to maximize its impact by working with others. By exchanging views
and joining forces with a diverse range of interested parties worldwide, it is producing greater results. Dia-

logue and cooperation are the keys to a healthier future.

Recognition of activities by the Ajinomoto Group (fiscal 2012)

Group initiatives for sustainable development including measures to create a Green
Economy

The Ajinomoto Group received the Fuji Sankei Group Award as part of the 23rd
Global Environment Award
sored by the Fujisankei Communications Group)
Main commendations
* Group-wide initiatives for sustainable development of the global environment under the slogan, “Good eating = Green eating”

* Declaring the intent to help solve the problems facing humanity in the 21st century
* Promoting Green Economy measures such as co-product fertilizers and feeds, and the operation of bio-cycles

Ajinomoto Group Sustainability Report 2012

Received an Award for Excellence in the Environmental Report category of the 16th
Environmental Communication Awards
(March 2013; sponsored by the Global Environmental Forum)

Main commendations
* Promoting group-wide initiatives for protecting the environment and building a more sustainable society
 Clearly reporting global initiatives in accordance with the Ajinomoto Group Biodiversity Policy and Action Agenda

Ajinomoto Group Sustainability Report 2013
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Special Feature 3 Engaging the Public to Envision a Healthier Future

Dialoguing on the Vision

for a Healthier Future

The Ajinomoto Group is determined to ensure that its businesses help realize a better future for people and the
planet. To succeed, it must stay in dialogue with diverse external stakeholders and reflect the feedback it gets in
future activities. The Group discusses its vision for the future with people of many different opinions, seeking to

find the best ways to take action.

Communicating about the
Ajinomoto Group’s initiatives

In order to foster social dialogue on its vision for the future,
the Ajinomoto Group must first communicate its own intentions
and ideas.

The Group uses the Internet, advertising, leaflets, events,
factory tours and other methods to get its message out. It does
this to share information on the sustainability initiatives it takes
to meet the needs of different types of stakeholders worldwide.

The full-length Sustainability Report details the Group’s
approaches and initiatives worldwide and is the Group’s main
communication tool in this area. It also provides the detailed
information disclosure that experts require. A shorter, more
accessible summary report is also issued for general readers.

The Group provides detailed environmental information
about products on its website and in its reports. Moreover, the
“Aji-na Eco” mark of Ajinomoto Co., Inc. enables customers in
stores to obtain environmental information at a glance. The
Group encourages people to see the dinner table as a place for
environmental action, aiming to engage consumers in the effort
to create a better food-future. With its “Eco-Uma Recipe” pro-
gram, the Group offers eco-friendly tips to consumers for easy
use when preparing daily meals. In addition, the company gives
awards to children for outstanding environmental activities

relating to food.

Facilitating discussion about
the future

The Ajinomoto Group believes that a sustainable future can only
be achieved when all sectors of society work together. The
Group broadly communicates the global issues it is addressing,
and proposes ways it can work with everyone to create a better
future. It works with people to chart a vision of the future and
then work to realize it. Steady efforts like these are the shortest
path to a healthier future for people and the planet. That is why
the Ajinomoto Group works so hard to create many opportuni-
ties for this kind of dialogue.

The Ajinomoto Group Sustainability Forum has been held
three times in Japan since March 2012, in conjunction with
various organizations. The first forum was attended by 300
members of the public, followed by forums in December 2012
and March 2013. The second forum was held with Kao Corpora-
tion on the theme of “Let’s Make a Sustainable Life Together.” It
was a valuable opportunity for the 550 participants to think about
what they can do for sustainability as part of their own eating
habits and lifestyles.

See “Promoting ‘Aji-na Eco’ mark products with environmental
Reference packaging” on p. 89.
See “Second Ajinomoto Group Sustainability Forum” on p. 108.
Ajinomoto Group Sustainability Forum
http://www.ajinomoto.com/en/activity/forum/
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Special Feature 3 Engaging the Public to Envision a Healthier Future

Creating a Better Future, Globally

and Regionally

In addition to global food and nutrition issues, each region of the world has its own special challenges. It will be
difficult to build a sustainable food future by addressing issues on only the global or the regional level. Both are a
vital part of the solution. The Ajinomoto Group’s vision calls for both global initiatives and efforts tailored to

individual countries and regions.

Promoting global dialogue at
Rio+20

In June 2012, the United Nations Conference on Sustainable
Development (Rio+20)! was held in Rio de Janeiro, Brazil. As a
global food products company headquartered in Japan, the
Ajinomoto Group exhibited at the Japan Pavilion. The Group
showed visitors its vision for how food can help build a better
future under the slogan of “Good eating = Green eating.”

The exhibit conveyed past and present business activities
and approaches of the Group, based on these themes: (1) pro-
tecting and nurturing natural resources; (2) making the best use
of resources and recycling; (3) achieving a low-carbon society;
and (4) providing a healthy, sustainable lifestyle. Exhibit staff
discussed the future of food with various stakeholders, including
NPO/NGO representatives, experts on environmental and social
issues, as well as government officials from around the world.
The visitors expressed great expectations for the initiatives of
the Ajinomoto Group, and the staff renewed their determination
to contribute to ensure that the Group’s business activities con-
tribute to a sustainable future for food.

With this commitment, since fiscal 2012 the Group has been
actively sharing the Rio+20 declaration and public feedback with
its employees via internal newsletters and lectures. It is also
conveying its commitment to the public during factory tours and
other activities.

1 A conference for world leaders held every decade to discuss paths towards the sustainable development of
economies, societies, and the environment. Marking the third such meeting since the first in 1992, Rio+20
was held June 20-22, 2012, in Rio de Janeiro, Brazil. Discussions were held on the green economy in the

context of poverty eradication and sustainable development, as well as on institutional frameworks for
sustainable development.

I Conveying the “Good eating = Green eating” concept
in Japan

Left: In-house lecture by the deputy
president of Ajinomoto Co., Inc.

Lower left: Exterior display at the Tohoku
Branch, Ajinomoto Co., Inc.

Lower right: Display in the factory tour
presentation room at the Kyushu Plant,
Ajinomoto Co., Inc.

I Display on the plant tour route at Ayutthaya Factory,

Ajinomoto Co., (Thailand) Ltd.

:\‘C-C.?‘ = i

Participants on the Ayutthaya Factory tour learn about the
“Good eating = Green eating” concept. Since July 2013
when the plant was completed, we have been telling
visitors all about these initiatives. We also explain the
Ajinomoto Group Vision for creating value with

local communities, on which
the initiatives are based.

A

b A
o o

Sivaporn Siricharttada
PR Manager, Ajinomoto Co., (Thailand) Ltd.

The Group's booth at the Japan Pavilion was staffed by representatives of Ajinomoto Co., Inc. as well as employees of Ajinomoto do Brasil Industria e Comércio de Alimentos Ltda. They introduced the
Group’s environmental and CSR initiatives in Brazil and talked with visitors.

— Qur Solution for the Future We Want ——

Good eating = Green eating

Creating a food-future good for people, good for the eart

Food isn’t just about flavor, or balanced nutrition. By changing
how we eat, we can make people—and the planet—healthy. This is
our vision for a new food-future. It’'s why we believe

Good eating = Green eating.




ELAR 2
RHOLALF - bl T0E Btn] U]
EENC, DTS FRENNLTET,

B g -
= prea

1

Enhancing dialogue within N o .
. | Distributing information via various media in each
each region country and region

The Ajinomoto Group continually communicates with people R T e S L) St
around the world. The Group has prioritized public dialogue on e e e
— aa e

sustainability at its sites worldwide, and this will become increas-

ingly important in the future. ! "“Pi:b o
Once a year, PR representatives from group companies b i : .

Lroating a focsd-bytors |

el st o, |
i b o et | PR S

around the world meet to discuss approaches to social dialogue.
One of the important objectives is to enhance communication on

sustainability with each region worldwide. At the conference in
October 2012, the Group’s vision announced at Rio+20 was
shared, as well as opinions received from around the world.
Participants also discussed specific ideas for enriching dialogue
and communication in each country. They shared the impor-
tance of communicating with the public and conveying the
sustainability initiatives of the Group with themes and methods

that suit each particular country and region, including factory
tours, reports, and dialogue

We issued our first CSR report in 2013. It
shows how our business activities are
contributing to Vietnamese lifestyles and
society. The report also creates opportuni-
ties for better dialogue with local
people. This is important to
us, as we strive to earn the
public’s appreciation and
build a more sustainable
world.

events with experts. Various

forms of stakeholder dialogue
are now underway at each
group company.

Tran Bac BINH
CSR and Internal Communication, PR Dept.,
Ajinomoto Vietnam Co., Ltd.

Global PR conference

Highlight

Enabling all employees to make a difference for their local
community, nation and the planet -
The Ajinomoto Group’s Smile Earth! activities

The Ajinomoto Group business itself makes a difference, but the Group also want-
ed to find a way to empower all of its employees to do their own part. The result
was its unique Smile Earth! activities, which have been going strong now for seven
years. They include clean-up activities around business facilities worldwide, as well
as the Mottainai (What a waste!) and Eco Action campaigns. Unique activities are
also carried out at each site.

In October 2012, about 10,000 people at 186 sites in 15 countries participat-
ed in clean-up activities around business facilities. When these activities started
seven years ago, most participants were employees. Now, local governments and
residents have also joined in, adding even more manpower to the clean-ups.

The Ajinomoto Group will continue to provide creative avenues for its employ-
ees to join hands with local residents to make their communities even better plac-
es to live and work.

R See “Ajinomoto Group Smile Earth! activities bring
eference . ”
smiles to people and the planet” on p. 125.
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Taking Responsibility
for Global Sustainability Issues

The Ajinomoto Group recognizes that it has a corporate social responsibility to help build a more
sustainable world. The Ajinomoto Group Philosophy guides the Group’s efforts to help solve three
issues facing 21st century human society: global sustainability, food resources, and healthy living.

“§

The business activities of the Ajinomoto Group naturally involve solving various challenges con-
fronting customers, business partners, communities, the global community, and the ecosystems
without which none of these could exist. Meeting these social expectations is a vital element of the
Group’s corporate responsibility.

Across all of its business activities, the Ajinomoto Group is determined to contribute solutions to
various social challenges, doing its part in building a sustainable future for people and the planet.

I Since fiscal 2011, the Ajinomoto Group has been utilizing the ISO 26000 guidance standard on social responsibility as a
tool for assessing its sustainability initiatives and identifying further issues to address.

Food resources

Issues for 21st
century human
society

sustainability

y

AJINOMOTO. M

e Community
Organizational involvement

governance

denggment Sev_en core
Fair operating Consumer SUbjeCtS of
practices issues
Labor ,The ISO 26000
practices environment
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This section of the report describes the Ajinomoto Group’s fiscal 2012 activities under the seven core subjects of ISO 26000.

Increasing Corporate Value through
(TNl Responsible Management

P37 Corporate Governance
P38 Compliance Framework

P41 CSR Management

Fair Operating Mhiral o «f Practicac
Ethical and Honest Practices

P43 Pursuing CSR Procurement
P46 Ensuring Fair Competition
P46 Preventing Corruption

P46 Protecting and Properly Using
Intellectual Property

; Respecting the Rights of Everyone
SIS O Business Touches

P49 Working to Identify Human Rights Issues and

Deepen Awareness

P51 Human Rights Initiatives at Workplaces

) Building a Company Where
Employees Can Reach Their Full

Potential and Derive Job Satisfaction

P53 Developing and Promoting Diverse Human
Resources from a Global Perspective

P55 Improving Work-Life Balance
P58 Labor-Management Relations

P59 Ensuring Employee Health and Safety

The Environment

P71

P73

P74

P75

P76

P77
P78
P81

P85

P90
P92
P93
P94
P95
P97

The Ajinomoto Group Environmental Philosophy
and Basic Environmental Policies

The Ecological Business Model of the
Ajinomoto Group

Environmental Initiatives through the Entire
Product Lifecycle

Ajinomoto Group Medium-Term Environmental
Plan and Fiscal 2012 Results

Ajinomoto Group Zero Emissions Plan and Fiscal
2012 Results

Fiscal 2012 Input and Output Balance
Conserving Ecosystems and Biodiversity

Developing Technologies and Products That
Contribute to Global Sustainability

Development of Environmentally
Friendly Packaging

Reduction of Greenhouse Gas Emissions
Conserving Water Resources

Reducing Waste

Initiatives in Logistics

Environmental Management

Providing Environmental Education and
Fostering Awareness

Taking a Consumer-driven Approach
to a More Sustainable World

P99
P104
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Delivering Reliable Quality
Communicating with Customers

Proposing Sustainable Lifestyles, Starting with
the Dinner Table

P113
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Solving Local Issues Around the World
Solving Food and Nutrition-related Issues
Supporting Areas Struck by Natural Disaster

Employees Aim to Make a Personal Contribution
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Sharing a United Approach to Sustainability

With the revision of the Ajinomoto Group Philosophy to mark the Group’s 100th anniversary in 2009, the
Ajinomoto Group Way and the Ajinomoto Group Vision were established and the Ajinomoto Group Standards
of Business Conduct were revised. Today, all of these are being implemented under the name, “Ajinomoto
Group Principles.”

The Ajinomoto Group Principles not only clarify management objectives, but also guide the Group’s efforts to
make a unique, even broader contribution to the three
issues of global sustainability, food resources, and forence . . ;
healthy Iiv?ng. They also represent the Group’s public See “Complance framevioric on p. 56
commitment to making a real difference in all Corporate Philosophy / Vision »
three areas. http://www.ajinomoto.com/en/aboutus/vision/

Ajinomoto Group Philosophy

We create better lives globally by contributing to significant advances in Food and Health and by working for Life.

Ajinomoto Group Way

Create New Value
Create value with new ideas and continuous innovation based on
unique technologies and science.

Pioneer Spirit
Continue to constantly take on the challenge of creating new
businesses and markets.

Social Contribution

Accommodate social requirements with humility and honesty, with
the objective of maximizing value for society through business
activities.

Value People

Respect the humanity of all the people involved in the Ajinomoto
Group’s businesses, and be an organization in which they can
grow and display their abilities to the fullest extent.

Ajinomoto Group Standards of Business Conduct (excerpt)

Purposes

The Ajinomoto Group Standards of Business Conduct (hereafter the “Standards of Conduct”) show the conduct that each of us must understand and
endeavor to practice every day in order to implement the Ajinomoto Group Philosophy in accordance with the Ajinomoto Group Way. The Ajinomoto
Group companies pledge to use their efforts to implement and comply with the Standards of Conduct.

1. For Customers
In order to put our customers first and create better lives globally by contributing
to significant advances in Food and Health and by working for Life, Ajinomoto
Group companies seek to develop and provide safe, high-quality products
and services.

In order to establish and maintain the trust and expectations of our custom-
ers and ensure their satisfaction, we endeavor to provide appropriate information
about our products and services and deal honestly with inquiries.

2. For Society
In addition to contributing to society through our business activities as part of
healthy local communities, we strive to enhance our communication with society
and to contribute to the economic, cultural and educational development of each
community where we conduct our business.

As a part of healthy local communities, Ajinomoto Group companies encour-
age each officer or employee to participate in social contribution activities.

3. For the Global Environment

We endeavor to contribute to the realization of a sustainable society where all
people of future generations can enjoy an abundant natural environment and
better living.

We understand that our business activities are built upon the blessings of
nature. We seek to reduce our negative impact on the global environment and
ecosystems and to promote recycling-oriented business activities that use
resources and energy more effectively.

4. For Employees

Ajinomoto Group companies endeavor to respect the diversity, character and indi-
viduality of employees and to ensure a safe and favorable work environment in
order to realize a fulfilling work-life balance for each employee.

Ajinomoto Group companies attempt to provide opportunities for employ-
ment and for the development and expression of skills, and to encourage employ-
ees to place importance on teamwork from a global point of view, demonstrate
creativity and work to contribute to the Ajinomoto Group’s development.

Ajinomoto Group companies strive to conduct honest interaction with
employees, either directly or through representatives, and to create a free and
lively corporate culture with a pioneer spirit by pursuing new ideas and
continuous innovation.

Each employee is expected to establish and maintain a positive workplace in
which people respect each other’s humanity, without discrimination or harass-
ment, and which promotes open communication.

5. For Shareholders and Investors

Ajinomoto Group companies shall use their best efforts to conduct sound man-
agement practice, to return appropriate profits to shareholders and to increase
corporate value.

The Ajinomoto Group will use its best efforts to disclose information having a
substantial effect on corporate performance and other operations in a timely and
proper manner in order to allow shareholders and investors to make informed
decisions. In addition, the Ajinomoto Group seeks to deal fairly and honestly with
shareholders and investors.

We handle non-public information obtained in the course of business care-
fully. We do not engage in insider trading, which is the buying or selling of corpo-
rate shares or other securities using such information for one’s own benefit or the
benefit of a third party.

6. Fair and Transparent Transactions

We constantly strive to dedicate ourselves to fairness and transparency in all our
transactions and maintain fair business practices, recognizing our counterparties
as business partners.

We endeavor to recognize fully and comply with laws and regulations con-
cerning competition in all countries in which we operate as part of the globally
active Ajinomoto Group.

We make decisions on business partners by fairly comparing and evaluating
terms such as price, quality and service when selecting subcontractors and sup-
pliers of raw materials, products or services.

We attempt, together with our subcontractors and suppliers of raw materials,
products and services, to fulfill our social responsibilities including environmental
preservation and protection of human rights.

We comply with all laws prohibiting illegal political contribution or inappropri-
ate payments or gifts to public servants and we work to maintain sound and nor-
mal relations with politics and government.

We endeavor not to have relationships with any anti-social influence or orga-
nization that poses a threat to the order or safety of civil society.

7. Protection and Management of Company Assets and Information
We seek to protect strictly and manage confidential information and tangible and
intangible company assets, including intellectual property rights.

We endeavor to respect the legitimate intellectual property rights of
third parties.
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Organizational Governance

Increasing Corporate
Value through
Responsible
Management

Corporate governance is a vital element of
business management. Good corporate
governance ensures that organizations are held
responsible for their decisions and the impact of
their activities. It helps them to integrate social
responsibility into everything they do.

Corporate governance is the bedrock of the
Ajinomoto Group’s efforts to help build a more
sustainable world. The Group has built a robust
corporate governance system and pursues ethical,
responsible management with great transparency.
It understands that strong, careful corporate
governance improves corporate value. Group
companies worldwide not only comply with all
applicable laws and regulations, but also follow the
Ajinomoto Group Standards of Business Conduct.

The Ajinomoto Group has spelled out the
essence of its social responsibility in the
Ajinomoto Group Philosophy. Determined to
deliver, the Group is keenly focused on social
contribution, one of the four commitments of the
Ajinomoto Group Way (see pp. 1 and 35). The
Ajinomoto Group also stays in constant dialogue
with internal and external stakeholders, ensuring
that its initiatives are precisely targeted to meet
the expectations of society.

Contents

P37

P38

P41

Corporate Governance
» Corporate governance system
* Managing risk and creating a new enterprise continuity plan

Compliance Framework

* Adhering to the Ajinomoto Group Standards of
Business Conduct

* Business Conduct Committee promotes compliance
* Compliance education for employees

* Information security

CSR Management
* CSR implementation structure
» Systematically examining CSR materiality
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Corporate Governance

For Ajinomoto Co., Inc., strong corporate governance is a top priority, both for improving competitiveness and for
establishing a positive presence in society. The company is creating an effective system of business execution and
supervision that incorporates global best practices and retains the positive aspects of Japanese-style management.
Emphasizing group-wide management and efforts to strengthen business competitiveness, this system is strategically

designed to increase corporate value.

Corporate governance system

l Board of Directors and Management Committee

The Board of Directors of Ajinomoto Co., Inc. is the highest
decision-making body within the management structure. The
board makes decisions on matters relating to laws and ordinanc-
es and the company’s by-laws as well as other important matters,
and supervises the work of the directors and corporate
executive officers.

The Management Committee is comprised of senior execu-
tive officers who are also directors. The committee deliberates
on basic policies regarding management of the company and
makes decisions on important matters regarding busi-
ness execution.

The business management organizations are divided into
corporate, operational, and production groups. Each group is
under the direction and supervision of a responsible executive
officer and focused on its particular area of operations.

1 Corporate governance organization

General Shareholders’ Meeting

Board of Corporate | [EAGRUANLEHUIS Nominating Management & supervision

uditors Qavisory Board of Directors
Corporate Auditors Chairman of o Highest decision-
Qutside Corporate the Board making body

Auditors President Compensation * Supervision of
I Directors ViS(_)W business execution

Corporate Auditor’s | | Outside Directors Committee

Office

Business execution

Management
Committee
* Formulation of funda-
mental management
policies
* Decision-making on
key issues

Management Committee

} President and Chief Executive Officer ‘

‘ Member of the Board, Corporate Executive Deputy President ‘

‘ Member of the Board, Corporate Senior Vice President ‘

‘ Member of the Board, Corporate Vice President ‘

|
| | 1
Corporate Sector Operational Sector Production Sector

Corporate Executive
Officers Officers Executive Officers

Subsidiaries and Subsidiaries and Subsidiaries and
group companies group companies | | group companies

Corporate Executive
Corporate Executive Corporate Officers

 Business execution

Investment, Internal controls &

Internal Business Risk Loan and risk management
Auditing Conduct Management Business
Department Committee Committee Scrutiny
Committee

Link Corporate Governance
http://www.ajinomoto.com/en/ir/about/corp_gov.html
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. Auditing and supervision
Outside directors have been appointed to supervise business
execution from a neutral, independent standpoint. In addition,
the Internal Auditing Department follows internal auditing rules
and implements planned operational audits of the company as
well as management and operational audits of group companies.
Corporate audits are conducted by five appointed corporate
auditors, three of whom are outside auditors. The Board of
Corporate Auditors conducts a preliminary review of the agenda
of the Board of Directors, in addition to discussing and sharing
its opinions on the status and results of the activities of each
corporate auditor.

. Nominations and compensation

Ajinomoto Co., Inc. has established advisory committees on
executive appointments and compensation to strengthen trans-
parency and objectivity. Each committee, composed of several
directors including outside directors, discusses and advises the
Board of Directors on appointment plans and compensation

of candidates.

. Internal controls

Ajinomoto Co., Inc. has established a group-wide internal control
system for financial reporting in accordance with Japan’s
Financial Instruments and Exchange Act and regularly reviews
and seeks to improve its performance. The company identifies
potential risks by analyzing business processes and establishes
internal controls for each critical risk. Continuous monitoring
helps the company to maintain a sound internal control system.

Using this system, the company has been assessing the
effectiveness of its internal controls through operating tests,
mainly conducted by the Internal Control Assessment Group of
the Internal Auditing Department at Ajinomoto Co., Inc., which
is independent from the company’s day-to-day operations. These
assessments of internal controls have also been audited by Ernst
& Young ShinNihon LLC.

The assessments conducted in fiscal 2012 verified the
effectiveness of the Ajinomoto Group’s internal controls as of the
end of the fiscal year.

These activities demonstrate the company’s commitment to
fulfilling its corporate social responsibility to maintain effective
internal controls and ensure the reliability of financial reporting.
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Managing risk and creating a new enterprise continuity plan

The Ajinomoto Group established its Risk Management
Committee in 2002 to carry out comprehensive risk manage-
ment. The committee plans crisis response measures for dealing
with accidents and incidents both in and outside Japan and
identifies risks in advance in order to avert a crisis.

In fiscal 2012, the Group reorganized its emergency safety
framework for local subsidiaries in Africa, where risks are
particularly high, in view of a number of incidents outside Japan
that had given rise to serious security concerns, including the
terrorist incident at an Algerian gas plant. In fiscal 2013, the
Group will strengthen risk management operations and promote
responses to key company-wide risks.

Moreover, responding to the Great East Japan Earthquake in
2011, the Ajinomoto Group is formulating an Enterprise Con-
tinuity Plan (ECP), revising its previous Business Continuity

Compliance Framework

Plan (BCP) to incorporate a stronger emphasis on preserving
human life and helping afflicted local communities. In fiscal
2012, group companies in Japan formulated their own ECPs for a
major earthquake scenario. They formulated plans for the
business recovery stage, which is the third stage following an
emergency after ensuring human safety and supporting immedi-
ate recovery.

The Ajinomoto Group also worked to ensure full awareness
among employees by producing and distributing an ECP pocket
manual. ECP trainings were also partially implemented during
disaster drills, and the Group will keep enhancing the content in
the future. In fiscal 2013, the entire Group will promote the
formulation of an ECP for a pandemic scenario.

gﬁ% Z;eparlng for natural disasters and protecting human life

The Ajinomoto Group requires not only that all managers and employees comply with the law but also that they
adhere to the Ajinomoto Group Standards of Business Conduct. With the aim of becoming a “genuine global
company,” the Group will work to further consolidate the framework which undergirds all of its compliance efforts.

Adhering to the Ajinomoto Group Standards of Business Conduct

The Ajinomoto Group Standards of Business Conduct define
model conduct that all managers and employees must under-
stand and endeavor to practice every day in order to implement
the Ajinomoto Group Philosophy in accordance with the shared
values set out in the Ajinomoto Group Way. The Group is work-
ing to ensure full awareness of the standards among managers
and employees at group companies both in and outside Japan.
The Business Conduct Committee also checks various initiatives
and corporate activities.

A IR

Brochure on the Ajinomoto Group Principles

I Ajinomoto Group Principles and the Group Vision
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Ajinomoto Group

Standards of Ajinomoto Group
Business Vision
Conduct

Codes of conduct

Link Ajinomoto Group Standards of Business Conduct
http://www.ajinomoto.com/en/aboutus/vision/group/

See “Ajinomoto Group Standards of Business Conduct” on p. 35.
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Business Conduct Committee promotes compliance

39

In May 1997, Ajinomoto Co., Inc. established the Business
Conduct Committee, giving it the tasks of ensuring that all
personnel are well informed of the Ajinomoto Group Standards
of Business Conduct and verifying that business activities are
compliant with the standards. The main group companies in
Japan have also set up business conduct committees focusing on
their own unique issues.

One of the key issues for the committee is information
security enhancement, which has become increasingly import-
ant in recent years. It regularly verifies information manage-

I Role of the Business Conduct Committee

Mission

and the Standards of Business Conduct
2. Address topics related to the standards
3. Provide training and education
4. Manage the standards and associated tools

Hotline

Ajinomoto Co., Inc. Management Committee

(Reports/instruction)

l Worksite review meetings on Ajinomoto Group

Standards of Business Conduct
Members of the Business Conduct Committee have been visiting
worksites at Ajinomoto Co., Inc. every year since 1998 to hold
worksite review meetings on the Ajinomoto Group Standards of
Business Conduct. At these meetings, they hear about issues
concerning compliance in the worksite directly from employees.
In fiscal 2012, 339 employees took part in a total of 30 meetings.
Themes raised at the meetings which need to be tackled at a
company-wide level are discussed by the Business Conduct
Committee and reflected in specific activities. The content of
these worksite review meetings is posted on the intranet, en-
abling all employees to stay informed.

Similar worksite review meetings are also held at group
companies in Japan.

L\

Ajinomoto Group Sustainability Report 2013

Business Conduct Committee

Members

1. Keep all employees informed of corporate ethics | Chairman: Member of the Board,
Corporate Senior Vice President
Committee: 16 members

(including 1 union representative),

1 corporate auditor as supervisor
Meeting frequency: Once every 3 months

ment in the workplace and is working to enhance the security of
mobile phones and other information devices. It also offers
educational programs, including training and seminars on
problems concerning harassment and a diversifying workforce.

The main group companies outside of Japan have also set up
business conduct committees. They are taking steps to increase
employee awareness of the Ajinomoto Group Standards of
Business Conduct as well as their own codes of conduct, which
are formulated with respect for the culture and characteristics of
each particular country.

Secretariat (General Affairs & Risk Management Department) Also secretariat for Risk Management Committee

Companies of the
Ajinomoto Group
(Contact: Business Conduct
Committee secretariat)

Business sites of
Ajinomoto Co., Inc.
(Contact: Section in charge of general

affairs or human resources)

Established: May 1997

Questionnaire on awareness of Ajinomoto Group

Principles (AGP)
Every year in November, Ajinomoto Co., Inc. and its group
companies in Japan conduct an anonymous AGP Questionnaire
to monitor understanding and implementation of AGP and check
for compliance issues. The results of the questionnaires are
reported to the Business Conduct Committee and made avail-
able to all employees on the intranet.

. Whistleblower hotline and harassment

advisory service
Ajinomoto Co., Inc. and its main group companies in Japan have
established a whistleblower hotline, which serves as the center-
piece of the internal reporting system. The hotline enables
anyone, including support workers from third-party companies,
to make reports or seek advice by telephone, e-mail, facsimile,
letters or other communication methods. The Hotline Operation
Rules clearly state that the privacy of personnel using the hotline
is guaranteed and that users will not be subject to any form of
adverse treatment as a result of their reports. Ajinomoto Co., Inc.
uses the intranet and posters to make employees fully aware that
there are no adverse consequences for using
the hotline.

Ajinomoto Co., Inc. has also assigned in-house staff to a
harassment advisory service to complement the dedicated
service it has outside the company. The company makes employ-
ees fully aware of these options through the intranet and by
distributing cards that show how to use them.

See “Increasing employee awareness of human rights” on p. 51.



@®©

Organizational Governance

Compliance education for employees

The Ajinomoto Group is improving its education and training to Bengali, and Khmer to match the Group’s recent expansion into
ensure that employees are thoroughly aware of the Ajinomoto
Group Standards of Business Conduct. Information is distributed
through manuals, posters, and the Group’s intranet. In fiscal

2011, the standards were translated into Arabic, Turkish,

emerging markets, and now they are available in 14 languages.
The Ajinomoto Group also offers worksite and department-
specific compliance training both in and outside Japan.

...... AT ﬁa.&nﬂa;i AGP dars-es
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Employees’ computers
show 36 different conduct
reminder startup screens.

Poster to promote awareness of the Ajinomoto Group
Standards of Business Conduct (Japanese version)

An originally designed poster to promote the Code
of Conduct at Ajinomoto Vietnam Co., Ltd.

I Compliance training in fiscal 2012

Training | Participants | Content

Compliance relating to labor, legal affairs, quality and information

Compliance training management, and intellectual property (6 sessions)

Line managers at group companies
Sales staff from the companies of the

Legal compliance training Ajinomoto Group in Japan

Act on the Protection of Personal Information and consumer promotion
Human resources staff from Ajinomoto  Labor risk management and compliance, labor management, legal

Labor seminar Co., Inc. and group companies in Japan background (basic and advanced training)

Seconded Japanese staff and Thai line

EelplaneEiE g managers at Ajinomoto Vietnam Co., Ltd.

Ajinomoto Group Principles and fraud risk management

Risk management training Managers at Ajinomoto Vietnam Co., Ltd. Basic knowledge and practical training in risk management

Information security

Guided by the Ajinomoto Group Information Security Policy, the
Ajinomoto Group ensures information security by providing
employee education to foster full knowledge of regulations

and standards. The Group also restricts equipment use to
prevent leaks of company data, keeps records of company
database access, and monitors for attempts at unauthorized
access from the outside. A system has also been implemented
to quickly detect and shut down any external attacks on the
Group’s websites.

In fiscal 2012, Ajinomoto Co., Inc. created an information
security inspection sheet, checked the status of security control
at all worksites and identified priority issues based on the
results. The company ran a total of six training sessions on
information security for line managers at group companies in
Japan, attended by 367 people. It also held an information securi-
ty comprehension test via e-learning for all employees of
Ajinomoto Co., Inc., including managers, employees, contract

employees, temporary agency employees who handle informa-
tion and part-time employees.

In January 2013, the Ajinomoto Group Website Guidelines
were formulated to strengthen the management of the Group’s
entire website system.

Going forward, the Group will work hard to further improve
security levels at all group companies both in and outside Japan.

RECEEGENY See “Rigorous management of personal information” on p. 107.

The Ajinomoto Group Information Security Policy
Link http://www.ajinomoto.com/en/aboutus/vision/securitypolicy/index.
html
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CSR Management

The Ajinomoto Group sees realizing the Ajinomoto Group Philosophy as a key part of its responsibility to society.
By adding the concept “Working for Life” to the Ajinomoto Group Philosophy in 2009 on the occasion of its 100th
anniversary, the Group declared its aspiration to respect all living creatures and the environment of the planet that
supports them, and is unified in its efforts to realize this philosophy.

CSR implementation structure

Overseeing the Group’s efforts, the CSR Department at
Ajinomoto Co., Inc. provides information on the Group’s CSR
initiatives and offers support for specific initiatives by individual
organizations. The company holds regular liaison meetings with
CSR staff from the main group companies in Japan to ensure
more united efforts on CSR activities, including assistance for
reconstruction after the Great East Japan Earthquake. The
company also liaises as appropriate with CSR staff at the main
subsidiaries outside Japan to coordinate initiatives.

With respect to the core CSR priorities of environment,
safety, and quality, the company has implemented various

management systems, including ISO and the occupational health
and safety assessment series (OHSAS). Its efforts are based on
the company’s Environmental Regulations, Disaster Prevention
and Safety Management Regulations, and Quality Assurance
Regulations. The Ajinomoto Group maintains systems like these
and seeks to integrate their operations.

Cross-organizational monthly meetings are also held to
promote active communication in and outside the company,
concerning the Group’s CSR initiatives.

Systematically examining CSR materiality

The Ajinomoto Group is convinced that practicing the Ajinomoto
Group Philosophy will help to solve three social challenges
facing humankind in the 21st century: global sustainability, food
resources, and healthy living.

Seeking to further clarify its initiatives to address these three
social challenges, in fiscal 2010 relevant staff from the business
and R&D divisions gathered for an interdepartmental workshop
to consider the Group’s future course and identify the materiality
for the Ajinomoto Group. The issues to be addressed and the
course of action were confirmed after dialogue with outside
experts. Reflecting these activities, the FY2011-2013 Medium-
Term Management Plan defined the contributions made to
solving the three challenges by the Ajinomoto Group through its
business activities and announced specific initiatives.

The Group is taking steps to put its social contributions
through business activities on an even firmer footing in the
FY2014-2016 Medium-Term Management Plan. Surveys will be
conducted in each business division in fiscal 2013 to identify the
social issues that each division should address under the next
plan as well as how their business activities will contribute. The
Group will also quantify progress and practice the PDCA cycle to
strengthen communication both inside and outside the company.

The Group had already implemented ISO 9001 and ISO
14001 management systems as well as the Ajinomoto Group
Standards of Business Conduct to ensure business optimization
and contribution to sustainability. Looking to confirm whether its
steps were meeting the current requirements of the global
community, the Group reexamined its initiatives against ISO
26000 in fiscal 2012, which highlighted some new opportunities
for improvement. While continuing to use its existing manage-
ment systems, the Group will also utilize ISO 26000 in a
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complementary fashion. Relevant departments will consider
which matters and social issues need to be addressed in light of
1SO 26000.

The Group will also hold theme-based dialogues with stake-
holders to deepen its understanding of what society expects.

Working with stakeholders to create
a sustainable future

The Ajinomoto Group recognizes the importance of hearing
diverse opinions, providing information at events, and engaging
in direct dialogue with stakeholders. Activities like these enable
the Group to adjust its course to better meet the expectations of
society, and they have been built into the decision-making
process for CSR implementation.

The Ajinomoto Group Standards of Business Conduct also
mandate that every stakeholder group be treated with respect.
Accordingly, the Group has a basic policy for managing and
providing appropriate information to customers, the public, as
well as investors and shareholders.

RECEUCEN See “Engaging the Public to Envision a Healthier Future” on p. 29.

REEIENEEY See “Second Ajinomoto Group Sustainability Forum” on p. 108.

Ajinomoto Group Sustainability Forum

Ll http://www.ajinomoto.com/en/activity/forum/



Fair Operating Practices

Ethical and Honest
Practices

The prerequisite for a stable, sustainable world is
ethical conduct in every business relationship and a
commitment to transparency. The Ajinomoto Group,
which conducts transactions worldwide in a vast
value chain, takes these responsibilities seriously.

For the Ajinomoto Group, fair business practic-
es means more than just complying with the ap-
plicable laws worldwide. The Ajinomoto Group
Standards of Business Conduct incorporate the
principles of the UN Global Compact as their
basic approach. Based on these standards, group
companies around the world have also estab-
lished their own codes of conduct, which provide
examples of model conduct for the circumstances
of each country.

The Ajinomoto Group uses this two-tiered
system to ensure fair business practices in all
of its activities worldwide, pursuing CSR procure-
ment, complete anti-corruption measures,
fair competition, and respect for intellectual
property rights.
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Contents
P43  Pursuing CSR Procurement

* Cooperating with suppliers on CSR procurement

« Ensuring sustainable procurement of critical raw materials
P46  Ensuring Fair Competition
P46  Preventing Corruption

P46  Protecting and Properly Using Intellectual
Property

Ajinomoto Codes of Conduct (excerpt)

6. Code of conduct concerning fair and transparent
transactions

6.1 Compliance with antitrust laws, etc. PP46

6.2 Fair purchasing transactions

6.3 Social responsibilities in purchasing transactions

6.4 Reasonable socialization and courtesies with internal and external

affiliated parties and business partners PP46
6.5 Prohibition of inappropriate payments or gifts to
public servants PP46

6.6 Elimination of relations with anti-social forces
6.7 Management of exports and imports

7. Code of conduct concerning protection and management
of company assets and information

7.1 Management of company assets

7.2 Management of information

7.3 Protection of intellectual property rights

Note: The Ajinomoto Codes of Conduct has been established in line with the Ajinomoto
Group Standards of Business Conduct. Likewise, the group companies have
established their own codes of conduct and follow both the group standards and
their own code.
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Pursuing CSR Procurement

The Ajinomoto Group has suppliers in practically every corner of the globe. The Group seeks to take responsibility
for environmental and social performance on issues such as human rights and labor safety across raw material-
producing regions and the supply chain. This is the key to securing sustainable, stable procurement now and in the
future. The Ajinomoto Group is committed to working closely with supply chain stakeholders to ensure that its
procurement is socially responsible.

Cooperating with suppliers on CSR procurement

43

I Formulation of Supplier CSR Guidelines

The Ajinomoto Group Basic Purchasing Policy was established
in fiscal 2006. It calls for CSR to be practiced as part of transac-
tions, and requires suppliers and other business partners to take
their own CSR measures. By formulating CSR guidelines for
suppliers as well as policies and guidelines for the sustainable
procurement of agricultural, livestock, and fisheries products,
the Group will ensure more effective implementation of socially
responsible procurement across its supply chain.

Ajinomoto Co., Inc. had already formulated CSR guidelines
for suppliers in fiscal 2013, detailing its expectations for suppliers
to carry out socially responsible procurement under the
Ajinomoto Group Basic Purchasing Policy. The guidelines
encourage suppliers to institute improvements on their own
accord, and promote a common set of values and objectives for
social responsibility between the company and its suppliers.
These actions will build trust with communities by working in
concert to enable the company and its suppliers to learn and
grow together.

In fiscal 2013, the Group Procurement Center of Ajinomoto
Co. Inc. is conducting a self-assessment questionnaire (SAQ) on
social responsibility for direct suppliers of the company. The
SAQ enables suppliers to check for issues that may exist at their
companies with regard to social responsibility. Based on risks to

I Guidelines relating to CSR procurement

socially responsible procurement to be identified in its supply
chain, Ajinomoto Co. Inc. will ask suppliers to address problem
areas and provide assistance where needed.

In fiscal 2014 and beyond, the company will expand the
guidelines and SAQ to encompass group companies in and
outside Japan, so that they can assess their suppliers.

Formulation of policies and guidelines for
sustainable procurement of agricultural, livestock,
and fisheries products

Committed to sustainable practices that benefit local communi-
ties and economies, the Ajinomoto Group is systematically
preparing policies and guidelines for the sustainable procure-
ment of agricultural, livestock, and fisheries products. The
Group is committed to working with raw material producers and
suppliers to identify risks that impact ecosystem services in the
manufacturing processes for ingredients used in products, and to
identify social issues in the supply chain.

The Group has already formulated an Ajinomoto Group
Biodiversity Policy and Action Agenda and Ajinomoto Group
Guidelines for Procurement of Environmentally Responsible
Paper. Moving forward, it will continue to work on specific
procurement policies and action plans for important raw
materials to ensure sustainable procurement.

Ajinomoto Group Principles (AGP)

Ajinomoto Group Philosophy

Ajlnomgjgiggéjggggzgtards & Ajinomoto Group Way Ajinomoto Group Vision

Ajinomoto Group

Ajinomoto Group “Disaster Prevention”

Environmental Philosophy

Quality Policies « :
’ ) !, and “Occupational Health
B Fenmena ol - and Safety"Philosophy/Policies

Security Policy

Ajinomoto Human - .
Ajinomoto Group CSR Vision

Ajinomoto Group Basic Purchasing Policy

Supplier CSR Guidelines

Learning and growing together

» Documents supplier expectations for social responsibility

) Divided into sections on human rights, labor safety, the environment, and compliance, in

accordance with the AGP, UN Global Compact, and ISO 26000

) Advises suppliers to pursue, in line with the guidelines, initiatives for social responsibility
on their own accord, and to extend such initiatives upstream in their supply chain, thus

ensuring CSR initiatives are taken across the supply chain of the Ajinomoto Group

FEliccnecty  See “Considering human rights in business activities” on p. 50.

Ajinomoto Group Basic Purchasing Policy

Al http://www.ajinomoto.com/en/aboutus/vision/purchase/

Ajinomoto Group Sustainability Report 2013

Policies and guidelines for sustainable procurement
of agricultural, livestock, and fisheries products

) Systematic formulation of principles and policies for sustainable
procurement, by type of raw material

Ajinomoto Group Guidelines for
Procurement of
Environmentally Responsible Paper

Ajinomoto Group Biodiversity
Policy and Action Agenda

Ajinomoto Group Guidelines for Procurement of Environmentally
Responsible Paper
http://www.ajinomoto.com/en/activity/environment/pdf/2012/
environ_responsible_paper_en_201201.pdf

Ajinomoto Group Biodiversity Policy and Action Agenda
Link http://www.ajinomoto.com/en/activity/environment/

Link

biodiversity-agenda/
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Ensuring sustainable procurement of critical raw materials

The Ajinomoto Group depends on natural resources and practic-
es sustainable procurement of key raw materials. The Group
chooses effective approaches based on the circumstances of
each type of raw material.

Palm oil and paper are extensively used by industry. Pro-
curement of these resources must be critically evaluated in order
to conserve forest ecosystems, which significantly affect the
global environment. Global certification schemes and initiatives
for palm oil and paper! exist to establish sustainable social
systems for production and consumption of these resources. The
Ajinomoto Group is working with various stakeholders to incor-
porate these certifications and initiatives into its supply chain.
Furthermore, Ajinomoto General Foods, Inc. has begun sourc-
ing certified coffee beans based on internal policies for sustain-
able procurement.

The Ajinomoto Group is taking steps to achieve sustainable
procurement of items such as raw materials for fermentation,
skipjack, and shrimp. Since these items are procured through
arrangements that are specific to the Group, it is possible for the
Group and its suppliers to jointly create value across the supply
chain. For example, Ajinomoto Frozen Foods Co., Inc. specifies
that ecosystem factors be considered for procurement of shrimp,
which is one of the major ingredients used by the company.

Population growth has led to scarcity of fresh water in many
places worldwide, while the increase in extreme weather events
has led to unusually serious damage from drought, flooding and

. Participating in the RSPO to help ensure
sustainable procurement of palm oil

Palm oil is used for various purposes such as food and special-
ty chemical products. With a global annual production of more
than 50 million tonnes, it is the world’s most abundantly
produced vegetable oil. Production of this oil has been increas-
ing year by year to meet food demand from the growing global
population, and as an alternative to fossil fuel resources such
as petroleum. As the oil palm is a tropical plant, about 85% of
the world’s production comes from Indonesia and Malaysia.
While the importance of palm oil expands globally, environ-
mental and social problems arising from its production have
also emerged. These include the cutting down of tropical
rainforests and the loss of wetland ecosystems to make room
for new oil palm plantations, the reduction of wildlife habitat,
the creation of severe working conditions, infringement of
human rights, and impact on traditional lifestyles.

The RSPO? was established to address these issues, and is
promoting the sustainable production and use of palm oil by
providing certification standards that are trusted globally.
Palm oil that meets the RSPO standards is called Certified
Sustainable Palm Oil (CSPO). Although the production of
CSPO is growing slowly, it still only accounts for 10-15% of
total global production. Proactive measures need to be taken
by all stakeholders involved in the production and use of
palm oil.

other disasters. The Ajinomoto Group is carefully studying the
escalating water resource risks as a business continuity issue.

The Ajinomoto Group will continue to work globally to
ensure sustainable procurement of the diverse raw materials that
are so vital to its business.

1 Roundtable on Sustainable Palm Oil (RSPO) for palm oil and Forest Stewardship Council (FSC)
for paper.

The Ajinomoto Group also procures and uses palm oil for
the production of food and specialty chemical products. As a
user of approximately 3,000 tonnes of palm oil and related raw

materials each year, Ajinomoto Co., Inc. joined the RSPO in
August 2012 to participate in the global movement to main-
stream CSPO. The company has been shaping a roadmap for
introducing sustainable palm oil and acquiring supply chain
certification. A group company, J-OIL MILLS, INC., has been a
member of the RSPO since November 2011 and is now prepar-
ing to switch to CSPO.
2 A non-profit organization whose purpose is to promote the production and use of
sustainable palm oil by developing certification standards that are trusted globally and
ensuring the participation of stakeholders. It is operated cooperatively by the seven groups

involved in the palm oil industry: growers, processors and traders, consumer goods
manufacturers, retailers, banks/investors, environmental NGOs, and social NGOs.

Discussion of stakeholders at the RSPO’s 10th
Annual Roundtable Meeting, October 30—
November 1, 2012

A plantation of oil palms
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. Sustainable procurement of coffee beans

Coffee beans are grown in regions that are rich in biodiversity
and are largely sourced from small coffee farmers. In January
2013, Ajinomoto General Foods, Inc. and its group companies
participated in a meeting of the Common Code for the Coffee
Community (4C Association).! This international non-profit
encourages sustainable coffee production and distribution,
seeking to improve the environment for coffee farming and
the lives of coffee farmers. Ajinomoto General Foods, Inc. and
its group companies also support Rainforest Alliance certifica-
tion,? and they procure coffee beans produced at farms adher-
ing to standards such as these.

1 Sets standards to support coffee growers in taking the critical first step to implementing
sustainable practices in coffee production and processing.

2 Works to protect forests, rivers, wildlife habitats, workers and their families, and the rights
and welfare of cooperatives, through certification of coffee farms.

4EHAssoCIATION

. Surveying agricultural sites and processing

plants for amino acids

———

In July 2012, Ajinomoto Co., Inc. sur-
veyed sites in Thailand and Vietnam
where cassava and tapioca (a starch

extracted from cassava), which are raw
materials used for amino acid fermenta-

Field survey at a cassava farm

tion, are produced. The survey covered
the entire situation of this crop, includ-
ing economic, environmental, and social
aspects such as labor conditions.
Employees from procurement and
environmental/CSR departments
together with staff from local subsidiar-
ies and outside experts conducted the
survey. Not only focusing on risks to
stable procurement, they sought to
better understanding the general
situation by identifying factors vital to
the sustainable development of stake-
holders in the supply chain and local
communities. They visited cassava
farmers and tapioca starch processing
plants, interviewed farmers and asked
community leaders and industry offi-
cials for input. Their findings are being

Cassava root, which is used as
araw material for amino acid
fermentation

used to formulate a plan of action
to create shared value with supply
chain stakeholders.

Ajinomoto Group Sustainability Report 2013

. Joint Tagging Survey of Skipjack off the Pacific
Coast of Japan

Skipjack is the main ingredient in HONDASHI, a key product
for Ajinomoto Co., Inc. in Japan. Since fiscal 2009, the compa-
ny has operated the Joint Tagging Survey of Skipjack off the
Pacific Coast of Japan with the National Research Institute of
Far Seas Fisheries. Not only tracking skipjack migratory
routes, data on water depths and temperatures are also kept, a
world first. Analysis of this data will build scientific knowledge
and improve understanding of skipjack stocks and ecology, as
well as improve international management of skipjack stocks.

In fiscal 2012, the project began using advanced electronic
tags to obtain detailed data on skipjack migration over about
500 days, and it will continue collecting data in fiscal 2013.

Reference See “Jc:int Tagging Survey of Skipjack off the Pacific Coast of
Japan " on p. 22.

. Simplified risk surveys for water resources

The Ajinomoto Group is concerned about water resources and
strives to use less water in manufacturing processes and
practice comprehensive wastewater quality management. As a
major user of agricultural raw materials, the Group is fully
committed to weighing issues and risks associated with water
resources in regions where agricultural raw materials are
produced and is taking proper steps at Group plants.

In fiscal 2012, the Group launched a survey of water
resource risks in the production of agricultural raw materials
for its products. The survey, conducted in regions where the
Group operates, used a simplified analysis of risks supported
by outside experts, using natural capital metrics developed by
Trucost Plc as a reference.

The survey confirmed that there are no immediate water
resource risks in the production of key raw materials. Moving
forward, the Group will expand the survey scope to cover
more products and identify risks in further detail.

SEEcnes » See “Considering human rights in business activities” on p. 50.

Reference

See “Conserving Ecosystems and Biodiversity” on p. 78.

Reference

See “Conserving Water Resources” on p. 92.
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The Ajinomoto Group Standards of Business Conduct ensure fair and transparent business transactions and require
employees worldwide to practice full compliance with competition law. The group companies have established their
own specific Codes of Conduct based on these standards. In Japan, the Group has also implemented guidelines for
compliance with antitrust law, which are based on its Standards of Business Conduct and Codes of Conduct.

Under the Ajinomoto Group Basic Purchasing Policy, the Group requests suppliers and other business partners
to comply with laws and regulations, and issues especially strict cautions with regard to acts such as inhibiting free

competition by fixing prices.

Raising employee awareness

Group companies regularly conduct employee education on
antitrust law. In fiscal 2012, the Group revised its guidelines for
compliance with United States antitrust law and European Union
competition law, and distributed revised guidelines for some 20
international group companies. In fiscal 2013, the Group will
conduct education on antitrust law for sales staff in Japan and
procurement staff at group companies outside Japan.

Ajinomoto Codes of Conduct (excerpt)

6.1.1. The company endeavors to comply with antitrust laws, compe-
tition laws and other laws and ordinances intended to ensure
fair competition in each country in which the company trans-
acts business, as well as the related internal guidelines, and to
promote free and fair business activities.

6.1.2. The company pursues policies to ensure it does not jointly
arrange prices or sales/production volume, etc., with competi-
tors or engage in behavior to limit competition (including
participating in cartels) or bid-rigging.

6.1.3. The company pursues policies to ensure it does not use unfair
means, either alone or with other parties, to eliminate competi-
tors from or block their entry into the market.

Bribery and corruption not only destroy trust in a company, but can also hinder the development of a region by inviting
human rights violations, poverty, and environmental destruction. The Ajinomoto Group strives to prevent bribery and
corruption by implementing the Ajinomoto Group Standards of Business Conduct and the codes of conduct of each

group company.

Ajinomoto Codes of Conduct (excerpt)

6.4.1. The company encourages its officers and employees to act with
good judgment regarding gifts, entertainment and other busi-
ness-related customs and courtesies.

6.4.2. The company pursues policies prohibiting officers and employ-
ees from engaging in conduct such as offering inappropriate
gifts, entertainment or money to customers or suppliers for the
purpose of building or maintaining business relationships.

6.4.3. The company pursues policies prohibiting officers and employ-
ees from engaging in conduct such as asking suppliers for gifts,
entertainment or money for our personal benefit.

6.5.1. The company pursues policies to prohibit its officers and
employees from providing gifts, entertainment, money or other
benefits that could be considered bribes to public or quasi-pub-
lic officials.

6.5.2. The company pursues policies to prohibit its officers and
employees from providing gifts, entertainment, money or other
benefits to foreign public or quasi-public officials in order to
obtain unfair business advantages related to international
commercial transactions.

The Ajinomoto Group recognizes that intellectual property is an important asset. Along with ensuring its proper use,
the Group takes special care not to infringe upon the intellectual property rights of others. The Group has also estab-
lished an invention compensation program that rewards employee inventors.

Trademark education

The Ajinomoto Group’s rules for the display of trademarks are
published in 14 languages for group companies worldwide to
observe. They serve both to enhance employee appreciation of
trademarks and prevent the AJI-NO-MOTO® trademark from
being used as a generic term. Trademark seminars are also
conducted at group companies worldwide to give employees
basic knowledge on trademarks and the rules for displaying
trademarks such as AJI-NO-MOTO®.

In fiscal 2012, trademark seminars were conducted in Japan
and at local subsidiaries in the ASEAN region (Indonesia,
Malaysia, the Philippines, Singapore, Thailand, and Vietnam)
and South America (Brazil and
Peru) for 502 employees.

Trademark seminar conducted for
employees of AJINOMOTO PHILIPPINES r
CORPORATION L&
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Ajinomoto Co., Inc. wins Intellectual
Property Achievement Award
Ajinomoto Co., Inc. was cited by the Minister of Economy,
Trade and Industry (METI) and Japan Patent Office for
outstanding use of the Industrial Property Rights System,’
receiving a METI Minister’s Award under the 25th Intellectual
Property Achievement Awards. The award recognizes the
company’s achievements in trademark education for brand
protection, and its efforts to enhance brand value through
cutting-edge marketing. These efforts include the adoption of
a global communication symbol for foods (with trademarks
filed in 132 countries) and acquisition of naming rights for
AJINOMOTO STADIUM, which is a first for a public facility
in Japan.

Treating its brands as valuable business assets, the
Ajinomoto Group will continue to make the most of its
trademarks to increase brand value worldwide.

1 Collectively refers to Japan’s system of patent rights, utility model rights, design rights,
and trademark rights.

&

Global communication symbol used
for food products worldwide

AJINOMOTO,

Masako® flavor seasoning for
Indonesia market

" Intellectual Property
Achievement Award
Ceremony

l Compensation for inventions

Ajinomoto Co., Inc. and its group companies strive to contribute
to human health globally by continually creating unique value
that benefits customers. The company is working to protect
and effectively utilize intellectual property rights, including
original technologies, content, and brands, in order to strength-
en its technological expertise. The company pays compensation

Ajinomoto Group Sustainability Report 2013

for patent applications when employee inventions are transferred
to the company, and for patent registrations when inventions

are registered. It also pays performance-based compensation
when inventions are implemented by the company. Most

group companies that produce inventions have implemented
similar programs.




Human Rights

Respecting the
Rights of Everyone
Our Business
Touches

Although it is widely recognized that companies
have a responsibility to respect the basic human
rights of all people, in 2011 the United Nations
endorsed the Guiding Principles on Business and
Human Rights,? renewing awareness of the issue.
In response, the Ajinomoto Group is stepping up
its efforts to ensure that it is in no way infringing
on human rights, even indirectly or unintentionally.
“Working for Life,” the aim of the Ajinomoto
Group Philosophy, and “Value People,” part of the
Ajinomoto Group Way, are both based on the
Group’s concept that respect for human rights
must be the foundation of its corporate activities.
The Group also supports freedom of association
and collective bargaining, the elimination of dis-
crimination, forced or compulsory labor, and child
labor per the International Labour Organization
(ILO) and the Universal Declaration of Human
Rights. In the Ajinomoto Group Standards of Busi-
ness Conduct, the Group declares its support for
the UN Global Compact. Each group company
also has a code of conduct calling for compliance
with the laws and regulations of that specific
country or region and respect for the local cul-
tures and customs. Discrimination on the basis of
race, ethnicity, nationality, religion, creed, place of
origin, sex, age, or physical disability is prohibited.

|

e
&

| &
!

i

At the same time, the Ajinomoto Group recog-
nizes that it must make further efforts in ascer-
taining its situation with regard to a wide range of
human rights issues of social concern, and its
specific response activities. The world is faced
with the issues of climate change, biodiversity,
natural disasters, and other challenges relating to
global sustainability. There are also food resource
shortages due to drought, and the worsening of
health issues due to poverty. Threats to the basic
human right to life may also be on the rise. The
Ajinomoto Group recognizes these as social chal-
lenges facing humankind in the 21st century. By
helping to resolve these issues through its busi-
ness activities, the Group can also help protect
human rights.

In order to help solve various human rights
issues, the Ajinomoto Group intends to stay in
dialogue with stakeholders in and outside the
company. It will pursue initiatives based on their
suggestions for addressing human rights issues
from an even broader perspective.

2 Prepared by John Ruggie, Special Representative of the United Nations Secretary-General on
business and human rights

Contents

P49  Working to Identify Human Rights Issues and
Deepen Awareness

* Holding internal fact-finding surveys

* Understanding global human rights issues through dialogue
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* Increasing employee awareness of human rights
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Working to Identify Human Rights Issues and

Deepen Awareness

The Ajinomoto Group strives to “Value People” as stated in the Ajinomoto Group Way, while “Working for Life,” the
aim of the Ajinomoto Group Philosophy. The Group also works to protect human rights based on the Ajinomoto Group
Standards of Business Conduct and codes of conduct of each group company. The Group also has been working on
specific measures to respond to the wide range of human rights issues that society now expects global companies to
address, and is launching new initiatives to better meet social expectations.

Holding internal fact-finding surveys

Ajinomoto Co., Inc. has always expected all of its divisions to
respect human rights in accordance with the Ajinomoto Group
Standards of Business Conduct and the Ajinomoto Codes of
Conduct. Today, the company is taking steps to deepen the
understanding of staff in each division about the wide-ranging
human rights issues that a global corporation is expected to
address. It is also actively assessing the current state of the

Group’s human rights initiatives. One method it uses is surveys,

and every division was surveyed between April and May 2012
using self-assessment sheets based on ISO 26000. The results
confirmed that there are currently no serious problems.
Meanwhile, in fiscal 2013, the company began a detailed
study on revising the Ajinomoto Group Standards of Business
Conduct and the Ajinomoto Codes of Conduct to address more
fully the global human rights issues society now expects it
to address.

Understanding global human rights issues through dialogue with experts

The Ajinomoto Group engages in dialogue with external stake-
holders in order to shape its human rights initiatives appropriate-
ly by basing them on a solid understanding of diverse contexts

visit was made to the Institute for Human Rights and Business
(IHRB) to seek advice on human rights due diligence and
specific cases. Based on these consultations, the Ajinomoto

around the world. Group was able to clarify the relevant human rights issues and
Ajinomoto Co., Inc. arranged a dialogue with the Danish

Institute for Human Rights (DIHR) in July 2012. In October, a

Highlight )
Identifying global human rights issues through dialogue
Ajinomoto Co., Inc. arranged a dialogue with DIHR in July 2012, seeking to gain a
clearer picture of the human rights issues that face global corporations. DIHR’s
assessment tool was used to check the Ajinomoto Group’s human rights initiatives.
Based on the results, specific advice was sought on human rights issues and risks
the Group faces in doing business in developing countries. DIHR stressed how
important it is for the Group, as a food business, to be aware of human rights issues
related to the use of land, including agricultural land, the use of water, labor
conditions and the supply chain.

Based on this advice, the company launched an initial study on water resource
risks, and also drafted Supplier CSR Guidelines and reviewed the Ajinomoto Codes
of Conduct in accordance with the Ajinomoto Group Standards of Business
Conduct. The company will continue to promote further group-wide human rights
initiatives in dialogue with society.

See “Pursuing CSR Procurement” on p. 43.

check and upgrade its own efforts.

Frank Seier,
Senior Advisor, DIHR

Staff from the Human Resources Department, Group
Procurement Center, and CSR Department of
Ajinomoto Co., Inc. meet with DIHR advisor.
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Considering human rights in business activities

The Ajinomoto Group works hard to respect human rights either production or distribution.” Accordingly, the Group
across the value chain—from manufacturing to the delivery of requires its raw material suppliers to cooperate in the effort to
products to customers. protect human rights. Furthermore, in fiscal 2013, the Group

The Group carries out quality, environmental and various plans to put its new Supplier CSR Guidelines into effect, which
other assessments when constructing a new plant or office, and state CSR requirements for suppliers in greater detail. Universal
when launching a new product or business. Human rights are design promoting ease of use, reliability and safety for all has
taken into consideration by evaluating the impact on people and also been introduced in product development at group compa-
the local community. nies in Japan.

In addition, the Ajinomoto Group Basic Purchasing Policy In the future, the Group will pursue even more proactive
states that the Group “confirms that the products it purchases approaches by further incorporating human rights issues into its
directly are free of any connection to the violation of human various initiatives, as the issues which a global company must
rights, including child labor and illegal employment, during address are clarified in human rights dialogues.

FEEEhEEY  See “Eat Well, Live Well.’—The Ajinomoto Group’s Wish for the World” on p. 11. FEEches )y See “Quality assurance system of the Ajinomoto Group” on p. 99.

SEEEiey See “Pursuing CSR Procurement” on p. 43. slEieney See “Universal design initiatives” on p. 107.

SEEcnes sy See “Implementing environmental assessments” on p. 96.

J

Food defense audits also review labor conditions and human rights, propose improvements
Ajinomoto Frozen Foods Co., Inc. has consistently conducted including whether workers have a safe working environment,
specialized food defense' audits of all its suppliers in addition whether there is sufficient communication with managers,
to regular audits of quality and other areas since 2008, with and whether the human rights of workers are respected.
priority on China, but also focusing on Japan and other Based on the concept that “Enabling workers to do their jobs
countries. Food defense audits include a review of labor with enthusiasm determines quality,” Ajinomoto Frozen Foods
conditions and human rights at raw material suppliers. Co., Inc. will continue to audit labor conditions and human

In general, a food defense audit primarily audits physical rights and to propose improvements, as part of its food
aspects of food security with the aim of preventing terrorism defense audits.
such as intentional adulteration. However, Ajinomoto Frozen 1 Measures to prevent the intentional introduction of foreign matter into food products.
Foods Co., Inc. also audits human aspects of seauriy, oo =T ot 1 e S0 o e e o ot sk

gr
/

Ghana Nutrition Improvement Project supports a healthy
future for children

Children around the world have the right to healthy lives supported by proper nutrition.
In developing countries, however, many children lose their lives to various diseases
caused by poor nutrition. The aim of the Ghana Nutrition Improvement Project, now
being implemented by the Ajinomoto Group, is to protect the rights of vulnerable
children and help them grow up healthy.

The first 1,000 days from conception until a child turns two years old are critical to Caru”y explaining the efficacy study 1o
a child’s growth. Stunted growth caused by malnutrition during this critical period can mothers individually
be difficult to reverse later in life. To address this issue, in 2013 the Ajinomoto Group
launched a supplement called KOKO Plus™ to add nutrients that are lacking in the
traditional weaning food in Ghana. The Ajinomoto Group is also working in partnership
with international and local NGOs to develop an innovative distribution model that uses
local salesladies to deliver the product to mothers and children in poor rural areas
where the risk of malnutrition is high.

Meanwhile, an efficacy study is being conducted involving 1,200 children in 30
villages to demonstrate the nutritional benefits of KOKO Plus™. In addition to ensuring
the safety of the product trial, ethics committee meetings were held at the Ghana Food .
& Drug Board, a government agency, at the Ghana Health Service, which is in charge of énws";gee in northern
the country’s public health centers, and at the University of Ghana. A thorough impact
evaluation was conducted concerning the product ingredients and the testing method. See “The Ghana Nutrition
The Ajinomoto Group is also providing extensive explanations of the trial to village

EEEEnEEy  Improvement Project” on
p. 15
mayors and mothers in the trial areas.

_ /

w e S
Ghana where KOKO Plus™ is
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Human Rights Initiatives at Workplaces

The Ajinomoto Group welcomes people of all nationalities to become part of its workforce, recognizing that diversi-
ty supports the future of the Group. All employees are provided with fair opportunities to develop and exercise their
abilities. The Ajinomoto Group strives to “Value People” as stated in the Ajinomoto Group Way, while also working to
protect and promote human rights in the workplace based on the Ajinomoto Group Standards of Business Conduct

and the Ajinomoto Codes of Conduct.

Human rights in employment

The Ajinomoto Group respects the values and abilities of each
individual as mandated by the Ajinomoto Group Standards of
Business Conduct. While striving to treat all people fairly, the
Group hires people worldwide who feel an affinity for the
Ajinomoto Group Way.

l Reemployment system for retiring human resources

Ajinomoto Co., Inc. has been providing a reemployment system
for employees at the mandatory retirement age of 60 since April
2006. It is open to all staff and managers, including seconded
employees. Among eligible employees, 84% applied for reemploy-
ment in fiscal 2012, and they continue to work enthusiastically.

Each group company in Japan has updated its own reemploy-
ment system accompanying the enforcement of Japan’s revised
Act on Stabilization of Employment of Elderly Persons in April
2013. They all provide career support after the mandatory
retirement age.

l Expanded employment for persons with disabilities

At the 29 main group companies in Japan, the average employ-
ment rate for persons with disabilities was 1.88% in fiscal 2012.
Six of the companies achieved a rate that met or exceeded the
Japanese government’s mandated rate of 1.8%.

The Ajinomoto Group respects the principle of normaliza-
tion, and will respond to the higher mandated rate that went
into effect in fiscal 2013 by prioritizing hiring of persons with
disabilities, enhancing recruitment and creating accessible
workplace environments.

Ajinomoto Codes of Conduct (excerpt)

4.1 Provision of equal employment opportunities

4.1.1. The company accepts and develops the human resources that
support the future of the Ajinomoto Group across national and
regional boundaries.

4.1.2. The company provides independent, growth-oriented individu-
als with equal opportunities to develop and deploy their skills.

Increasing employee awareness of human rights

Each group company worldwide promotes understanding of the
Ajinomoto Group Standards of Business Conduct and its own
code of conduct, both of which prohibit any form of discrimina-
tion or harassment. Human rights awareness training is provided
to group employees around the world.

In fiscal 2012, this training was provided to all new hires and
promoted managers at Ajinomoto Co., Inc. Furthermore,
employees reaffirmed the principle of “Value People” in
Ajinomoto Group Way Sessions made available to all Group
employees. To date, approximately 8,000 employees have taken
part in the training.

The company also carries out an annual survey on workplace
harassment for all employees. The results of the survey were
compiled with opinions and cases reported in previous surveys
and distributed to all employees.

Prior to Human Rights Week each December, group compa-
nies in Japan jointly hold an event encouraging employees and
their families to submit slogans for increasing human-rights
awareness. In fiscal 2012, 4,078 entries were received from
2,696 people.

Slogans chosen for honorable mention by the Industrial
Federation for Human Rights, Tokyo

Pass the ball with care, and score more smiles

Family of Akitaka Uehara, Research Institute for Bioscience Products & Fine
Chemicals, Ajinomoto Co., Inc.

Let’s build a future of caring with no bullying

and discrimination
Family of Akiyoshi Kuga, Tohoku Branch, Ajinomoto Co., Inc.

The Ajinomoto Group will continue working to develop
employees’” awareness of human rights, including the wide-
ranging human rights issues that a global corporation is expect-
ed to address.

See “Ajinomoto Group Way Sessions raise awareness of the Group’s
Reference "
shared values” on page 54.

Ajinomoto Codes of Conduct (excerpt)

4.3. Prohibition of discrimination and harassment

4.3.1. The company attempts to, and encourages its officers and
employees to, respect the laws and culture of each region, and
pursues policies to prohibit discrimination against anyone on
the basis of race, ethnic group, nationality, religion, belief,
birthplace, gender, age, disability, or for any other reason.

4.3.2. The company pursues policies which prohibit its officers and
employees from engaging in sexually suggestive language or
behavior toward any person in the workplace which negatively
impacts his or her work environment.

4.3.3. The company pursues policies which prohibit its officers and
employees from using job positions to abuse the human rights
of others in the workplace.

4.3.4. The victims of discrimination or harassment, or any person who
sees or hears any discrimination or harassment, are encour-
aged to report such behavior to their superior, the human
resources department or other liaison designated by the
company. The company pursues policies to ensure such
persons are not given unfavorable treatment for having filed
the report.
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Building a Company

Where Employees

Can Reach Their Full =

Potential and Derive

Job Satisfaction

The Ajinomoto Group employs about 30,000 people
worldwide. The Group prioritizes initiatives to en-
sure the health and safety of employees, and also
offers helpful career development, HR development,
and work-life balance programs throughout the
Group. The Group aims to ensure that its business
activities make a positive difference in the world.
One of the keys to this is ensuring that all employ-
ees derive job satisfaction and maintain good phys-
ical and mental health.

Aiming to build a corporate group that contrib-
utes to human health globally, as called for by the
Ajinomoto Group Vision, the Group believes that
people are its most important management re-
source. That is why the Group sees human re-
sources management as a vital element of manage-
ment strategy. This belief is also put into practice
using the principle of “Value People” found in the
Ajinomoto Group Way."'

In 2009, the Group expressed its support for the
UN Global Compact, reflecting its components in the
basic approach of the Ajinomoto Group Standards
of Business Conduct. The entire Group strives to

Main results for fiscal 2012

thoroughly implement the compact’s principles relat-

ing to labor worldwide, based on global standards.

1 The Ajinomoto Group’s basic approach to work, outlined as common values shared throughout

the Group: create new value, pioneer spirit, social contribution, and value people.

Contents
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P58

P59

Developing and Promoting Diverse Human
Resources from a Global Perspective

¢ Ajinomoto Group HR Platform for optimal personnel
assignment globally

* Various initiatives for global HR development

Improving Work-Life Balance

* Realizing the Ajinomoto Group Work-Life Balance Vision
* Various workplace-specific initiatives

* Development and utilization of related programs

Labor-Management Relations
o |nitiatives in Japan

Ensuring Employee Health and Safety

* Promoting a medium-term plan from fiscal 2011 to fiscal 2013 for
disaster prevention and occupational health and safety

e Fiscal 2012 occupational health and safety initiatives

* Occupational health and safety management

* Occupational health and safety education for employees

* Supporting the physical and mental health of employees

¢ External evaluation of occupational health and safety activities

* Preparing for natural disasters and protecting human life

Training for all

Share of workforce
outside Japan: 65%

Share of local hires in executive positions

at group companies outside Japan:

Approx. 40% » P54

» P58

8 ,000 employees

Started providing Ajinomoto Group
Way Sessions for all employees

Up
36% from previous year

Number of employees that take the
Rejuvenation Leave
(Ajinomoto Co., Inc.)

» P57
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Developing and Promoting Diverse Human Resources
from a Global Perspective

To become a “genuine global company,” an objective stated in the Group’s FY2011-2013 Medium-Term Management
Plan, the Ajinomoto Group strives to realize world-class talent diversity and profit-generating efficiency. The Group
encourages all employees to implement the Ajinomoto Group Way, while developing and promoting diverse human
resources regardless of nationality or career track.

Ajinomoto Group HR Platform for globally optimal personnel assignment

The Ajinomoto Group has established a common platform for completed. Use of the platform for individual career develop-
human resources management designed to enable the group- ment began, and a study was carried out on the standardization
wide development and promotion of diverse leaders from group of compensation plan rules for international assignment
companies worldwide and to put the right people in the right of employees.
jobs. The platform is made up of mechanisms to make manage- The platform is under further development in fiscal 2013 as
ment personnel and posts visible, along with systematic HR the Group steps up its efforts to establish a system which en-
development programs, and compensation policy. In fiscal 2012, ables diverse human resources worldwide to achieve their
the preparation and listing of job descriptions for key posts was highest performance.

Various initiatives for global HR development
B Training for leaders I Management grades

The Ajinomoto Group has been carrying out five types of train- Group Executive Manager

~~~~~~~~~~~ GMs of divisions, GMs of HR and financial departments, and
top executives at group companies worldwide

Job Grade 1 \CSSNNRANN Deputy GMs of head office business divisions, and executives
and deputy GMs at group companies worldwide

ing for developing leaders corresponding to job grades. The
training is based on the Group’s three fundamentals for global

human resources: the Ajinomoto Group Way, the Ajinomoto JobGrade2 \EEEER Section managers at head office, and GMs of departments at
group companies worldwide
Global Leadershlp Competen01es, and a global mindset. Job Grade 3 ... Small unit managers and upper-level individual contributors at

head office, and section managers at group
companies worldwide

I Training for developing leaders

Frequency and number of

Training Participants participants Content
Officers,
. . Group . . .
Executive Coaching E . Personalized training on top management execution
xecutive
Managers
Ajinomoto Global & Group Leader Seminar Job Grade 1 Once a year; approx. Action learning about global issues faced by the Group,
(AGGLS) 25 people presentations to the HR Committee
Ajinomoto Global Future Leader Seminar Once a year; approx. Lectureslby FOP management, Iectur eson CI’S)SS-CL'J|tuI’a|
Job Grade 2 communication, planning of strategic scenarios using
(AGFLS) 25 people ) )
internal case studies
Ajinomoto Group Leader Seminar (AGLS) M S Once a year; 20-30 people S'elf-asses'sment: review i !eac!ers GO T G
Japan tion, planning of individual objectives as a leader
Ajinomoto Regional Leader Seminar (ARLS) Job Grade 3 Once a }/ear at each regional Self-assessment, tralnlpg on coaching and
division; approx. 30 people cross-cultural communication

AGFLS group work AGFLS participants
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Highlight A
Ajinomoto Group Way Sessions raise awareness of the Group’s shared values
The Ajinomoto Group has been holding sessions on the importance of the four elements of the Ajinomoto Group Way,
Ajinomoto Group Way' since fiscal 2011. These sessions take by looking at them with respect to my job,” and “My
place during leadership and grade-specific training. The aim motivation is up and | am proud of my company and job,” and
is to promote deeper awareness and understanding of the “I want to apply the four elements of the Ajinomoto Group
Ajinomoto Group Way, which forms the basis for human Way to my job and produce results.”
resources development in the Group and is a required In fiscal 2013, Ajinomoto Group Way Sessions continue in
element for global employees. As of end fiscal 2012, about and outside Japan. The aim is for all 28,000 group employees
8,000 group employees worldwide had taken the sessions, to complete the training by end fiscal 2014. The Group is also
including everyone in key positions at Ajinomoto Co., Inc. looking for new ways to apply the Ajinomoto Group Way
Participant comments included: “I realized once again the day-to-day at individual worksites.

= - ¥ 48 B B 8 EREE :
A documentary DVD for studying the Ajinomoto Group Way, Session at the Kawasaki Administration & Coordination Session at Ajinomoto Co., (Thailand) Ltd.
using past examples Office, Ajinomoto Co., Inc.
1 The Ajinomoto Group’s basic approach to work, outlined as common values shared throughout the Group:
create new value, pioneer spirit, social contribution, and value people.
S J
——

Division-specific training -

l HR initiatives to support the development of
examples

all employees

* Compliance and legal training (p. 40)

* Occupational health and safety
education (p. 63)

* Environmental education (p. 97)

¢ Quality assurance training (p. 101)

* Sales training

* Marketing training

* Intellectual property and trademark
training (p. 46)

In addition to global training for developing leaders and the
Ajinomoto Group Way Sessions, the Group conducts cross
regional, division-specific training and various other training
programs in each country and site.

Safety education at Ajinomoto (China) Co.,
Ltd. (Beijing, Shanghai, Guangzhou)

m ~
I HR development programs at
Career Development Guide supports Ajinomoto Co., Inc.

the growth of individual employees Awareness

Learning the standard abilities needed for each role/year

Ajinomoto Co., Inc. is actively developing and supporting
employees who undertake challenging goals. This is
based on the concepts that the growth of individual
employees forms the basis of corporate growth, and that
everyone is the actor in their own personal development.
The company has implemented various training programs
so that employees can achieve the careers they envision
for themselves.

Programs are designed for each stage of an
employee’s growth, which are listed in a Career
Development Guide on the company’s intranet. The
programs fall into three main areas: grade-specific
programs (new managers’ training, follow-up training,
new employee training, etc.), elective programs
(e-learning/correspondence courses, a logical thinking
course), and global programs (internal training for
developing leaders, external programs).

Learning the standard abilities needed for each role/year

P Training for managers

» Training for non-managers

Elective programs

Further improvement of core abilities and business skills

» On-site training: Development of core abilities

» Correspondence education and e-learning programs for developing business skills

On-the-job training, site/division-s

training, promotio b
and career support programs

Further

evaluation sheet creation and intervi

advancement

Global programs

Development program for group leaders in Japan
Development program for global leaders

External programs

On-the-job training, site/division-specific training, and promotions/transfers
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Improving Work-Life Balance

The Ajinomoto Group is working to realize the Ajinomoto Group Work-Life Balance Vision. lts aim is to contribute to
the prosperity of society and the realization of fulfilling lives for its employees by supporting both the growth of every
employee and the further development of the company.

Realizing the Ajinomoto Group Work-Life Balance Vision

Ajinomoto Co., Inc. has launched the Work-Life Balance In fiscal 2012, four themes (listed below) were established to
Improvement Project, a joint labor and management initiative realize three objectives for employees of Ajinomoto Co., Inc.
under the Ajinomoto Group Work-Life Balance Vision. The Each workplace began to share knowledge about and discuss
company is steadily improving its work environments and work-life balance, and launched initiatives to realize the objec-
helping employees to gain more appreciation for work-life tives. In fiscal 2013, the company is taking further steps at each
balance and change the way they work. workplace by sharing best practices across departments and

holding workshops for better mutual understanding. It is also
looking into revising its work system to further enhance work-

1 Ajinomoto Group Work-Life Balance Vision life balance.

Contribute to the prosperity of society and the realization of fulfilling lives through
growth of every employee in the Ajinomoto Group and the ongoing development of the compa
Creating a corporate group with stimulating and rewarding work environments

ing to create a work-life cycle
for individual employees and the Group

Enjoying life and deriving job satisfaction as active Becoming a group that is regarded as a good corporate citizen
members of our companies, families and communities and can be proudly passed on to the next generation

Contributing to the Group by improving skills,"demonstrating abilities, and creating new value

Individual employees Ajinomoto Group

® Staying healthy in body and mind © Respecting the diverse values of individual employees
® Undertaking personal growth through work and self study Placing importance on communication and teamwork

® Always aiming to achieve challenging targets and @ Hiring talented employees and providing various opportunities
better productivity for their growth

® Always striving to find a good balance between © Fostering mutual respect among employees across
work and personal life the Ajinomoto Group, and creating workplace cultures

® Respecting colleagues within the Ajinomoto Group, and environments that enable everyone to improve together
regardless of one’s company, organization, © Always contributing to society through the creation of
or position, while working toward mutual growth new value and becoming a group that is regarded as

a good corporate citizen

Providing support for'the improvement,of individual. growth and job satisfaction
through the provision‘of'diverse career choices

1 FY2012-2013 initiatives at Ajinomoto Co., Inc.

1. To achieve satisfaction with personal work methods
2. To realize high productivity
3. To be a self-reliant member of society and work to achieve a life plan

Objectives for employees of

Ajinomoto Co., Inc.

Four initiative themes to achieve objectives

1. Raising awareness of actual hours 2. Encouraging the 3. Improving workplace 4. Realizing dependable life plans
spent working use of leave management through utilizing the company’s employee
(being more productive at work) (utilizing time off beneficially) the participation of all employees support programs

(strong teamwork) (life plan achievement)
Accurately ascertaining the actual Encouraging employees to take time Managing the workplace through full Everyone understanding the company
hours spent working, and applying off in order to become reinvigorated participation and improving work support programs, and using them to
work methods that focus on and enjoy personal growth. habits in order to create a workplace devise their own life plans.
productivity. that offers friendly competition and

mutual support.
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Various workplace-specific initiatives

In fiscal 2012, the workplaces of Ajinomoto Co., Inc. accelerated Worksites will review their effort at the end of the fiscal year and
their work-life balance improvement initiatives. At the beginning draft a plan for the coming year to ensure continual improvement.
of the period, each workplace discussed work-life balance, pre-

pared its own action plan, and then carried out the plan. ‘gﬂk‘!{kﬁs_ﬁﬂﬂﬁ

I Workshops promote mutual understanding and work-life balance

Workshops to promote work-life balance were held in fiscal

2012 at twelve workplaces across Japan. The workshops Workshop aims
i . ST : . T— To learn firsthand about the life plans, values, and personal
Ir?v.olve. M Shar.lng individual life plans; (2) conflrmlr.lg the situations of one’s co-workers, and to understand the importance of
vision and mission of the workplace; and (3) preparing an this knowledge for workplace management
action plan. Participants are able to learn about one another’s To foster feelings of mutual support by having individuals share their
lives outside of work. which helps to build a more supportive values and objectives, and to create a strong sense of unity in the

’ p pp workplace
work environment. When people keep individual and To build a mutually supportive workplace where individuals share
workplace objectives in mind, the workplace is more unified their situations when an unexpected life event occurs that requires

them to change their work methods

and productive. Going forward, these workshops will be held
at more workplaces.

Feedback from participants

“The workshop enabled me to understand some of the dreams,
values, and thoughts of others in my organization, which | did not
know before. After reaching a level of mutual understanding, we
were able to create a single action plan and foster a greater sense of
unity.”

“l was able to think about the role of my organization beyond
individual positions. It reminded me of the importance of the
organization rather than the individual.”

Workshop
I Workplace roundtable meetings on I Promoting the 5S methodology
various themes Each workplace is promoting the Japanese methodology of
Roundtable meetings help employees to exchange 58S —seiri (sorting), seiso (sweeping), seiton (