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LION
PURPOSE

Make a difference in everyday lives by redesigning habits : ReDesign

BELIEFS

Our beliefs guide all that we do—our thinking, our actions and our decisions—as we strive to implement our purpose
in an ever more diverse world. Based on these beliefs, all of us at Lion strive to find new ways to improve everyday

living, bringing passion and professionalism to our work.

The customer determines the value

New habits are valuable only when people make them their own. If society doesn't see the value in a new
idea, there is always a reason why. We must ask ourselves, Is the idea really helpful for better living? In
adjusting it to be more practical, have we lost its essence? Is the idea competitive enough to stand out? Will
society still need it in the future? Being chosen by customers is essential to making a difference in everyday
lives. “The customer determines the value” is the business perspective Lion values most.

. . .
Believe in yourself and be proactive
There is value in being “just ordinary.” Our most ordinary feelings, tastes and thoughts are those that
resonate most broadly. Listen to your heart and take the initiative, moving forward with courage and

humility. When one person’s enthusiasm for an idea spreads to others— that is how we create new habits.
Life is too short to do only what others ask of us. Lion values a culture that tolerates failure and celebrates effort.

Speed makes the difference

Better habits can support physical and mental health, so spreading them quickly matters. We squarely face
the problem to be solved and strive to find high-quality solutions in less time. Don't rush forward blindly;
rather, question convention to find the way forward. Avoid getting bogged down in planning; just give it a
try and quickly adjust to get closer and closer to the answer. A true professional not only does good work,
but does it quickly. In this time of change, we at Lion believe that we cannot make a difference by arriving
on the scene late.

Interact and inspire to create

No ingredient can react with itself to form something new. The same goes for people. True breakthroughs
happen when individuals offering different ingredients— skills, knowledge and perspectives— come
together under a single goal. At Lion, we always strive for open discussion, regardless of position or age,
department or country, and actively work with external partners to develop more creative solutions.

Change moves us forward

The world is changing and changing fast. As technology, lifestyles and society change at a dizzying pace,
the appearance of new players can transform markets at any moment. In uncertain and unpredictable
times, we must always consider multiple future scenarios and react flexibly. Change can be scary, but it can
also be fun. A changing environment is an opportunity to evolve. Since our founding, we have constantly
striven to forge new paths in the face of challenges. The courage to change drives Lion’s growth.

DNA

Handed down since Lion's founding, our DNA is the cornerstone of all that we do.

Fulfilling a Spirit of Love

LION Integrated Report 2022
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Message from the Chairman

In the 130 years since its founding, Lion has continued to look closely at consumers’
lifestyles and contributed to better lives by promoting better living habits. Tooth brushing
habits, which are essential to our everyday lives, are known to not only contribute to oral
health but also play a major part in maintaining the overall health of the body. In addition,
with the spread of COVID-19 in recent years, the importance of hand washing has once
again come to the fore.

At Lion we have also been promoting environmentally friendly habits as a response to
increasingly serious social issues such as climate change and marine plastic pollution.
One-rinse laundry cycles, for example, which many people now use, help to save water and
electricity. The use of refill laundry detergents and other products are an important habit
that contributes to reduced plastic usage and promotes recycling. Going forward, we will
continue working to establish these habits overseas, as well as in Japan.

In addition to promoting a healthy body and mind, we believe that habits such as the ones
above can play an important part in helping to achieve a sustainable society. Accordingly,
we have defined our purpose as “Make a difference in everyday lives by redesigning habits:
ReDesign.” We have also formulated a new set of beliefs to promote understanding of our
purpose among employees and to provide them with guidelines to act and make decisions
independently. These five beliefs describe the ideal path for Lion to follow.

At Lion, we will take full advantage of our unique approach to addressing society’s
issues through product development, services and the creation of new habits, while placing
the highest priority on customer satisfaction. To ensure that we become a highly trusted
company that exceeds the expectations of its stakeholders—be it our shareholders,
customers, business partners, communities or employees —we will work to further enhance
our corporate value.

And, to ensure that we continue to exceed expectations and maintain this high level of

trust, with the Board of Directors leading the way, we will promote corporate governance

ltsuo Hama through active, open dialogue with our external directors who come from wide-ranging
Representative Director,
Chairman of the Board of Directors backgrounds.

Make a difference in everyday lives by redesigning habits
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Creating Habits and Achieving Business Growth

Lion’s origins lie in soap and toothpaste. The concept of “Fulfilling a Spirit of Love” has been fundamental to our management R e D e S | m
since our founding, and we have sought to encourage consumers to enjoy healthy living through the provision of superior products 9
while engaging in communication and educational activities aimed at promoting better living habits. We recognized long ago that . . . .. .
global environmental protection is an issue that the whole world shares and have continuously worked to develop and propose Make a difference in everyday lives by redesigning habits
environmentally friendly products and habits. In addressing social and lifestyle issues through better living habits, we aim to
contribute to consumers’ everyday lives and in turn achieve sustainable business growth. IFRS
Net Sales Hand
Dishwashing washing
Vegetable N /
Lion’s founder washing / B

Tomijiro Kobayashi

- Accumulated
/\_/

brushing T — strengths and

capital

Tooth

1891 1950 1990 2000 2010 2021

Prevalence of cavities among children Diversifying oral health issues From oral to overall health
Social and

lifestyle issues

Lion’s strengths

Prevention of infection
Environmental problems A sincere commitment

to manufacturing

Establishing Tooth Brushing Habits Promoting Hand Washing Habits
Creation of better
, , , _ o , _ N o o living habits

When Lion was founded in the late 1800s, tooth brushing was not yet widely practiced in Japan, and 96% of Following a series of large-scale outbreaks of E. coliin 1996, infections through food poisoning
children had cavities. Based on Lion’s founder Tomijiro Kobayashi’s feeling that the situation presented a real came to be seen as a social problem in Japan. Fostering good hand washing habits to protect
crisis with regard to the nation’s future, Lion began developing and marketing oral care products and carrying out children from viruses and bacteria thus took on new urgency, and Lion responded the following
educational activities. year by launching KireiKirei. In addition to releasing products in line with the needs of the times,

In addition to providing products that address the nation’s increasingly diverse oral health problems, we have including solutions to address global pandemics, Lion has focused on educational activities to
engaged in activities to establish tooth brushing habits throughout society. In doing so, we have contributed to teach the importance of hand washing at schools and in homes. In doing so, we have enhanced
better oral health and the expansion and vitalization of the toothpaste market. awareness of the importance of hygiene, and expanded and vitalized the hand soap market. Consumer research and

technological development
capabilities

Establishing tooth Improved oral health Establishing hand Improved awareness of the importance of hygiene
brushing habits

WaShing habits Economic value:
Expansion and vitalization of the hand soap market

Ec c value:
Expansion and vitalization of the toothpaste market

Products that are widely
used by customers

Lion’s response Teaching correct

hand washing

techniques

KireiKirei medicated hand soaps

33|

Lty - : Trust of suppliers
Children being taught correct tooth brushing Lion established the Lion Foundation

Children being taught correct

techniques at the Oral Health Event of Tooth for Dental Health (Promoting oral flossing techniques at the Oral Promotlng En\”ronmenta"y Frlendly HabItS @
Brushing for Children care through this organization) Health Event of Tooth Brushing
for Children

Lion has used cutting-edge technology to enhance its lineup of products with lower environmental
impact, be it products with lower CO2 emissions or reduced plastic and water use. We have also Stable Supply Chains
s contributed to a more sustainable global environment and achieved business growth by proposing more

Products for increasingly diverse
oral health problems

Cavit environmentally friendly habits among consumers.
avity ¥y
) f o S
Social value:
@i {Sun ! Establishing environmentally Contribution to a sustainable global environment
White Lion toothpaste Dentor Systema Lion WS L Economic value: Diverse human resources

series Creation of new business opportunities
Lion F Cream

S e

M 3

CLINICA Advantage Dentor Lion toothpaste ﬂ

series One-rinse laundry cycles to Product refills
save water and electricity

Stable financial base

4 LION Integrated Report 2022 LION Integrated Report 2022 5
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Value Creation Process

Lion positions its purpose, “Make a difference in everyday lives by redesigning habits: ReDesign,” at the core of management.
To achieve the management vision, “Becoming an advanced daily healthcare company,” we will synergistically reinforce
initiatives to address the Sustainability Material Issues and advance growth strategies under the Vision2030 long-term strategic
framework. We will also accelerate growth, primarily in four fields of value creation. In doing so, we will create social and
economic value as well as continue to increase our corporate value.

new habits Establishing better habits

BUSINESS

ACTIVITIES and ||feStY|e issues

Oral Health Becoming an

. H S ti hysical and tal health .
Strengths and capital Growth Strategies Starting with the mouth L advanced daily

Vision 2 | healthcare company
S 0 030 {“ﬁ Eat comfortably, talk, VisionW

e | 1 smile and be yourself
J {

Consumer
research and technological
development capabilities

. 's N
‘Page 38 Enhancing our market, o
. . L A —— e |
P“’_g“fts thzts”e economic and social presence Sustainable
Trust of suppliers . widely used by .
Lion’s customers 5 Infectllon Contr.o ! . society
strengths Supporting hygiene going forward
U 7 I Social * Enhance consumer QOL
commitment to _ 1 '{ ‘ i Protecting people’s value e Contribute to the
manufacturing Reinforce initiatives ' 4 5 %w daily lives from the realization of a
to address the : ; W hidden risk of infection decarbonized, resource-
Sustainability Material Our three growth strategies 2 o "j circulating society
Creation of better Issues { !) . ' w\
Diverse human living habits )
Stable supply chains \ Y,

resources

O Smart Housework

Creating housework habits suited to
each individual

(Page 44 | (Page 41

Accelerate growth in four fields of ’
® value creation . Page?25

Areas where we will further develop and evolve better

Stable financial base

Achieving a good
14 rhythm in life through

Net sales of approx.

( Page 28 ) living habits as part of healthcare initiatives unique to Lion h K optimized
ousework optimize ¥600
= billion
. to meet your needs
Transform our business ‘/m\] ECO n o m I c (She}re of net sales from the Overseas
foundations for growth \TaeeT value psess: Approx 507
Create a business foundation that promotes growth _Reai
by continuing to make and strengthen strategic CS)WeII B.elng ) EBITDA™ ¥80 billion
investments Supporting a cycle of health and happiness

Core operating income™

Approx. ¥50 billion
ROIC™ 8—1 2%
ROE 1 0—1 4%

. J

. Generate dynamism to realize
innovative change

Achieve sustainable growth by improving employee
engagement

Our Purpose ‘( Page31 |

~eDesign

Make a difference in everyday lives by redesigning habits

- Feeling happiness at
the little things that
happen in daily life

. Calculated as the sum of core operating
income and depreciation and amortization
(excluding that of right-of-use assets)
Calculated by subtracting selling, general and
administrative expenses from gross profit
Calculated as net operating profit after tax
(NOPAT) divided by the average invested
capital (total equity plus interest bearing
liabilities) during the period

A higher level of corporate governance | Page56 |
Changes in society gher level OT corporate governance \g—/

Diversifying Aging Environmental Infectious Digital
values population problems disease risk transformation

i @ & & En
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Lion at a Glance

Net Sales and Core Operating Income by Segment

Industrial Products ﬁ
Business

0.9% Business
9.5% ‘ 8.9%

Net Sales

¥366.2
billion

Other Business Industrial Products ﬁ Other Business
7.2%

Core
Operating
Income

¥30.9
billion

Consumer Consumer

Overseas — Products Overseas —— Products
Business Business Business Business
27.0% 62.6% 20.1% 63.8%

Note: Segment sales figures are external sales, net of intersegment sales and adjustments.

I Consumer Products Business In Japan, our Consumer Products Business offers a wide range of
products and services for total care, from prevention of issues to

maintenance and ease-of-use, including toothpastes, hand soaps,
laundry detergents and over-the-counter (OTC) pharmaceuticals.

| Oral Care Products | Beauty Care Products

Toothpastes, toothbrushes, dental rinses, etc.

| Fabric Care Products | Living Care Products

Laundry detergents, fabric softeners, laundry bleaches, etc. Dishwashing detergents, household cleaners, food

preparation products, etc.

| Pharmaceutical Products | Other

Antipyretic analgesics, eye drops, dermatologic medicines, etc. Foods with function claims, gifts, pet supplies, etc.

LION Integrated Report 2022

Hand soaps, body soaps, antiperspirants and deodorants, etc.
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| Overseas Business

Lion operates businesses in Southeast
Asia and Northeast Asia, providing
products useful for daily living regardless
of culture or language.

Lion Corporation (Thailand) Ltd.

Location: Bangkok

Net Sales by Region

Northeast Asia
¥40.45 billion

Overseas
Net Sales

¥109.2
billion

Southeast Asia

¥68.79 billion

Southern Lion Sdn. Bhd.

Location: Johor Bahru

Lion Corporation (Korea)

Location: Seoul

Lion Corporation (Singapore) Pte Ltd.

Location: Singapore

Lion Daily Necessities Chemicals
(Qingdao) Co., Ltd.

Location: Qingdao

PT. Lion Wings
Lion Corporation
. Hong Kong) Ltd.
Location: East Jakarta (Hong 9)

(Equity method subsidiary) Location: Hong Kong

Lion Home Products (Taiwan)
Co., Ltd.

Location: New Taipei

| Industrial Products Business

Our Industrial Products Business comprises the Chemical Products Business, which
handles surfactants, electro-conductive carbon and other chemicals; the Detergents
for Institutional Use Business, which sells detergents and hand soaps for hotels and
restaurant kitchens; and Other Business.

| Chemical Products

Mobility Electronics Eco Chemicals Care Chemicals
* Rubber processing agents * Electro-conductive carbon * Concrete admixtures  Surfactants
* Rubber additive agents * Pressure-sensitive adhesives * Cosmetics ingredients
Ig..f! -..m!E- g
IR
] -
| Detergents for Institutional Use
Dishwasher detergents  Alcohol sanitizers Hand soaps Vegetable-washing
detergents

R

| Other Business

In Japan, our subsidiaries are
mainly engaged in operations
related to Group businesses.

The main products and services
of this business include
construction contracting, real
estate management, transport and
storage, and temporary staffing.

LION Integrated Report 2022 9



Financial and Non-Financial Highlights

Financial Highlights

¥36 6 u 2 billion Up 3.1% year on year

(Billions of yen)
500

400
3427 8494 3475 3553 366.2

300
200
100

0

2017 2018 2019 2020 2021

ROIC* and ROE

8 8 Down 1.9 percentage points
ROIC 1 O % year on year

9 8 Down 3.8 percentage points
ROE s OU% yearon year

(%)
15

1%9 13.6
12.7 o o
ﬁ'u e 13.1 10.7 / \

o @Lo \9.8

. 103 10.\0

( J

A 8.8

6]

2017 2018 2019 2020 2021

=®-ROE =©=ROIC

* Calculated as net operating profit after tax (NOPAT) divided by average invested
capital (total equity plus interest-bearing liabilities) during the period.

Basic Earnings per Share (EPS)

I 81 [ 7 3 Down 20.5% year on year

(Yen)
120
10 102.75
% 8811 81.73
8 7187 70.72

60

40

20

0

2017 2018 2019 2020 2021

Core Operating Income,' Ratio of Core Operating

Income to Net Sales and EBITDA?

I 30 n 9 billion Down 14.0% year on year

(Billions of yen) (%)
60 12
101
45 8.4 8.1 8.6 0. 8.4

_ @
o———o—— 476

30
37.0 40.5—!35.9

36.5
28‘.8 28.3 30:0

S

2017 2018 2019 2020 2021
(/M Core operating income (left scale) M EBITDA (left scale)
=®= Ratio of core operating income to net sales (right scale)

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

2. EBITDA is an indicator of profitability on a cash-flow basis. It is the sum of core
operating profit and depreciation and amortization (excluding right-of-use assets).

Capital Expenditures and Depreciation

and Amortization

. . . Down 54.0%
Capital expenditures: ¥21 . 8 billion year on year
Depreciation and ¥1 4 2 Up 21.5%
amortization: . billion year on year

(Billions of yen)
50

47.5

40

30

" 23.6 21.8
0. 166

14.9 105 7 14.2

H 9.3 8.8 -

0

2017 2018 2019 2020 2021

“m Capital expenditures "m Depreciation and amortization

Cash Dividends per Share and Consolidated

Payout Ratio

¥ 2 4 Sixth consecutive fiscal year of
dividend growth

(ven) (%)
30 29.7 29.4 30
{ ) @
25 25;7 22.7 22.4 24 25
\. 2 o)
20 17 20 23 20
15 15
10 10
5 5
0 0
2017 2018 2019 2020 2021

1wl Cash dividends per share (left scale) =@®=Consolidated payout ratio (right scale)

Note: Lion Group voluntarily adopted International Financial Reporting Standards (IFRS) as of 2018, but figures presented for 2017 also conform to IFRS.

1 (O LION Integrated Report 2022
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Non-Financial Highlights

2030
Sustainability
Material
Issues 1

Environment

Reduction of COz Emissions throughout
Business Activities*

7.

in 2021

* Compared to 2017 levels; absolute quantity; all business locations

12 B=

Lion implemented energy-saving activities and purchase of
electricity from renewable energy sources throughout the
Company, including production, administration, sales and
R&D divisions, in order to realize a decarbonized society,
as set forth in the LION Eco Challenge 2050, a set of long-
term environmental objectives.

2030
Sustainability

Material
Issues 2

Oral Healthcare Educational Activity:
Number of Participants in the Oral Health Event of
Tooth Brushing for Children*

Approx. 2 . 21 million ﬂ ﬂ

* Cumulative, from 1932 through 2021

With the aim of creating healthy living habits, Lion has held
this event to teach elementary school students correct
tooth brushing habits 78 times.

2030
Sustainability
Material
Issues 3

Human Resources

Ratio of Women in Management

20, 4,

in 2021

With the aim of expanding creative business activities by
utilizing diverse human resources, we are actively working
to create a corporate culture where women can participate
fully and advance professionally. Our Group target for the
ratio of women in management is at least 30% by 2030.

2030
Sustainability
Material
Issues 1

Environment

Toothbrush Recycling Program
Number of Used Toothbrushes Collected*

952,711 |

* During the period 2015 through 2021

SDGs: =1
cO

To achieve a resource-circulating society as stated in LION
Eco Challenge 2050, since 2015 Lion has been cooperating
with TerraCycle LLC in the collection and recycling of used
toothbrushes for reuse in new plastic products.

2030
Sustainability

Material
Issues 2

Participants in Activities to Promote Correct
Hand Washing Habits*

oo 36,700 71

* Cumulative, from 2012 through 2021

To enhance consumers’ cleanliness and comfort in
everyday living, Lion carries out activities to promote
correct hand washing habits with the KireiKirei brand.

2030
Sustainability
Material
Issues 3

Human Resources

Percentage of Employees Who Feel That Employees
with Diverse Values Are Able to Succeed Professionally*

56.. 11

* Result of the Employee Awareness and Behavior Survey

SDGs:

Lion aims to enable employees with diverse values and
ideas to fully express their individuality and abilities and
succeed professionally.

LION Integrated Report 2022 7
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Message from the President
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Now more than ever
Is the time for Lion to
shine: Accelerating growth
by redesigning habits

Masazumi Kikukawa

Representative Director,
President and Executive Officer
Chief Executive Officer

Contents Our Purpose Vision & Strategy Corporate Governance Performance/Data

How We See the Business Environment

In recent years, the world has been dealing with two major
threats: the novel coronavirus (COVID-19) pandemic, and the
rapidly worsening global environment. These ongoing threats
mean that there is constant and unprecedented anxiety in
people’s daily lives. Consequently, people are more aware
than ever of the need to maintain their own and their families’
health, and many believe that we must act quickly to halt the
deterioration of the environment.

Since its founding, Lion has been known for contributing
to society by encouraging people to develop good habits.
We have supported mental and physical health by providing
products that are indispensable for daily life and by instilling
proper tooth brushing and laundry habits. We believe that
Lion’s strength lies in its ability to develop such good habits.
That is why we have set forth our purpose as “Make a

difference in everyday lives by redesigning habits: ReDesign.”

Good habits have the power to keep minds and bodies
healthy. Furthermore, the adoption of more environmentally
friendly habits will be very effective in preserving the global
environment. We feel that society is asking Lion to play a
greater role: as a “daily habit design specialist” that helps
resolve the great anxiety that is now sweeping the world.

Now more than ever is the time for Lion to shine.

Our Purpose

~ebesign

Make a difference in everyday lives by redesigning habits

Assessing Our Performance in Recent Years

Under Vision2020, our management vision up to 2020, we
drastically reformed our business structure. In each step of
the value chain, including R&D, production, marketing and
sales, we have been creating products with more added
value and enhancing our ability to effectively communicate
that value to customers. As a result, the ratio of operating
income (core operating income) to net sales has increased
from approximately 2% in 2012 to around 10% in 2020. |
believe this improvement is not temporary but structurally

ingrained throughout the Company.

Progress of Results

Net sales

On the other hand, our sales growth rate in recent years
has declined from around 4% to about 1%. This is due to the
slowing pace of increase in the number of customers who are
receptive to the products and information we offer—that is, to
the habits we propose. We realize that it is no longer enough
to simply continue our current methods for developing good
habits. As things stand, we cannot meet expectations to
contribute to resolving the anxiety that | mentioned earlier.

We view this as our greatest challenge for the decade to 2030.

Ratio of core operating
income to net sales

(Billions of yen) Japanese GAAP
400

350

300 6.2

200

2011 2012 2013 2014 2015 2016
V-1 Plan

M Net sales (Left scale) —— Ratio of core operating income to net sales* (Right scale)

5 10.1
| 84 8.1 86— 84 g
4.3 — % 6
250 3.4 2.2 3.1 o4 — / : 3
\ e :

V-2 Plan

IFRS (%)
12

2017 2017 2018 2019 2020 2021

LIVE Plan

*Ratio of operating income to net sales for Japanese GAAP
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Message from the President

The Need to Break with Our Past to Accelerate Business Growth

Based on this view, in 2021 we established our long-term
strategic framework Vision2030. It sets forth three growth
strategies for evolving how we redesign habits. The first
strategy is aimed at evolving the habits we propose. We
have identified four fields of value creation—oral health,
infection control, smart housework and well-being—and

we will raise the quality of the value we provide by further
evolving the habits we propose in each of these fields. In oral
health, for example, we will expand from a stance of simply
maintaining oral health to positioning oral care as a means
for maintaining overall health, with the aim of promoting

an evolution in habits from conventional tooth brushing to
preventive dentistry that effectively combines self-care at
home and professional care at a dental clinic. To that end, in
addition to the toothpaste, toothbrushes and other products
we already provide, we intend to launch various new
businesses that strongly link self-care and professional care.
The second strategy is to enhance the business foundations
that will support the evolution of the value we provide. This
includes digital transformation measures such as upgrading
our information infrastructure to accelerate decision-making
and improving productivity by utilizing digital technology

on production lines. It also includes measures to expand
production capacity. The third strategy involves employee

and organizational dynamism. No matter how finely detailed

Vision2030
Management Becoming an advanced daily
vision healthcare company

Reinforce initiatives to J
address the Sustainability I Advance our three growth strategies

Material Issues J J

Management
strategy

Purpose

ReDesign

Make a difference in everyday lives by redesigning habits

Long-Term Strategic Framework Vision2030

1 4 LION Integrated Report 2022

our strategies are, they will not produce results unless the
people and organizations that implement them can act with
enthusiasm and agility. In this respect, the third strategy
is the most important of the three and should serve as the
cornerstone of our corporate activities. Since becoming
president of the Company in 2019, | have made reforms
for professional fulfillment a core theme, and have been
promoting four parallel initiatives: establishing conditions for
self-directed employee growth and providing opportunities
for them to demonstrate the skills they have acquired (work
management); creating an environment where employees are
free to choose the place, time and other aspects of their work
according to their individual circumstances, thus raising their
productivity (work styles); improving the skills of managers,
with an emphasis on long-term employee career development
and team building (strengthen relationships); and health
management to improve employee health (“GENKI” Action).
Corporate branding that originates from understanding and
sharing our purpose is another theme of the third growth
strategy. The objective of this theme is to foster a feeling that
working at Lion is a valuable experience, thereby enhancing
employee engagement.

Through these three growth strategies, we intend to break
with our past by evolving the quality of the value we offer and

redesigning habits so that they meet contemporary demands.

AU

Oral Health on Control

Promating oral healtheare ne solution provider
that supports overall health and
QOL from the mouth outward lous disease

L

Smart Housework |1-Being

Creating new housework habits ming a total healthcare servicer
for diverse lifestyles for the mind and body

Four Fields of Value Creation

Contents Our Purpose ‘ Vision & Strategy ‘ Corporate Governance Performance/Data

Redesigning Habits: Lion’s Unique Approach

Under Vision2030, we aim to tackle our Sustainability Material
Issues in synergy with the above growth strategies. As our
top priorities, we will focus on “creating healthy living habits”
and “promoting environmental initiatives for a sustainable
planet.” The former is essentially our purpose. The latter is

an inescapable topic for all companies today, but that is

not the only reason we have made it a top priority. Many
companies in the industrial sector are conducting initiatives
for the global environment, but there is still a lack of initiatives
targeting households, which are a crucial factor in reducing
CO:2 emissions and recycling plastics. For example, in Japan
15% of total CO2 emissions are generated by housework.
Plastic recycling cannot be considered complete without the
collection and reuse of household plastics. Initiatives to make
household habits environmentally friendly will have a major
impact. | believe that a company such as Lion, which has
direct points of contact with households and whose purpose
is to redesign habits, can carry out such initiatives most
effectively. We have made these initiatives our top priorities
because if we do not, who will?

Specifically, we will offer products that save water and
electricity and lifestyle proposals that will help reduce CO:
emissions. We know that the use of water and sewerage
generates most household CO2 emissions, so water-saving
measures are key. Our efforts to promote the creation of
environmentally friendly habits will include developing laundry

detergents that can reduce the number of rinse cycles and

providing a “CO2 emissions map” that quantitatively visualizes
household CO2 emissions to encourage consumers to
change their behavior. As for recycling plastic, using refillable
containers has become a habit in Japan. Although this has
significantly reduced the amount of plastic used, current

refill containers are difficult to recycle. Lion is collaborating
with Kao Corporation and other competitors in developing
recycling technology and establishing a collection system for
these containers. We intend to further evolve the refill habit
established in Japan to encompass collection and reuse, and

then spread it throughout Asia.
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Vision2030 Targets

The consolidated performance targets of Vision2030 are
net sales of ¥600 billion, EBITDA of ¥80 billion, and ROIC of
approximately 8-12% for 2030. Because we are targeting
CAGR of 5.6% for the period, we will work to expand the
range of our proposals for new habits at an unprecedented

pace. At the same time, we aim to realize social value by

enhancing consumer quality of life, and by helping to realize
a decarbonized, resource-circulating society. Our approach
of redesigning habits will lead to an increase in our economic

value as well as our social value. There is power in redesigning

habits. Believing in that power, we continue to evolve.
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Message from the President

Updating Strategies for Realizing Vision2030

In 2021, we continued our discussions on deepening
strategies and enhancing measures to realize Vision2030. In
particular, we are updating our strategies and frameworks
for the Overseas Business, which will be important for our
growth. In the Overseas Business, we are focusing on the
Qingdao Lion business in China, where we have set a sales
target of ¥100 billion for 2030 and a target for CAGR of 22%
for the period for 2021 to 2030. CAGR for the previous ten
years was approximately 16%, so achieving this target is
not impossible, but neither will it be easy. We will therefore
accelerate growth of the oral care business in China through
measures including extending the sales area inland from
our previous focus on major coastal cities, expanding into
products for dental clinics, which have a strong affinity with
our existing lineup, and branching out into oral care for
pets. We have also newly established the China Business
Promotion Office for efficient utilization of Group resources.
Another point for accelerating the growth of the Overseas
Business is to expand into new countries or areas. We
intend to use M&A, among other measures, for rapid entry

into Vietnam, Bangladesh and other countries in Asia where

the middle class is growing and we do not yet operate. In
January 2022, | set up a new dedicated M&A team that
reports directly to me, and secured expert talent from outside
the Company to ramp up its activities. We intend to enter at
least two new countries or areas by 2024 and four by 2030.
Another key to realizing Vision2030 is management
control. We will implement the three growth strategies |
mentioned above with a focus on accelerating business
growth to 2030. Executing these growth strategies will
require up-front investment for reinforcing and expanding
the business foundations as well as for investigating digital
transformation (DX) and new business models. | thought
our previous approach, which emphasized core operating
income and the ratio of core operating income to net sales,
would cause hesitation in making this up-front investment,
trapping us in a spiral of diminishing returns. Therefore, we
have changed our policy to emphasize EBITDA as a new
KPI that gauges the results of our strategies through its
growth. However, we have concurrently introduced ROIC
management, which will help us utilize capital efficiently and

manage each business field and optimize investments.

Preparations Are Under Way for Accelerating Growth

In fiscal 2021, net sales were ¥366,234 million and EBITDA
was ¥45,175 million. Net sales increased 3.1% year-on-
year (or 1.9% at constant currency excluding exchange rate
fluctuations), and EBITDA decreased ¥2,494 million year-on-
year. The decrease in EBITDA was mainly due to higher raw
material prices and increased investment in competitiveness
for growth, so | do not see any major problems from a long-
term perspective. Rather, the issue is that the sales growth
rate remains at the 1% level at constant currency. Clearly, we
cannot expect substantial growth by maintaining the same
approach, thus evolution in redesigning habits is important.
On the other hand, we steadily moved forward with
the three growth strategies set forth in Vision2030. We
are investigating new businesses to promote evolution in
redesigning habits. Some of these businesses will start on a
small scale or enter a trial stage in 2022, particularly in the
area of oral health. To reinforce our business foundations, in

Sakaide City, Kagawa Prefecture a state-of-the-art factory
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for oral care products went on line in July 2021, and a

new enterprise resource planning (ERP) system to support
expedited management decision-making began operating

in May 2022. We have also made significant advances

in the third growth strategy of enhancing employee and
organizational dynamism by revamping our corporate
philosophy. In addition to our purpose, which we already
updated, we reorganized the corporate philosophy by setting
forth the beliefs that underpin our judgment and behavior

for promptly and independently putting the purpose into
practice in real-life situations, and by establishing a definition
for Lion’s DNA as “Fulfilling a Spirit of Love.” | am already
sensing the effect of lively
discussions that have
begun in response to this
reorganization on how to
interpret the philosophy in

our own unique way.

The Sakaide toothpaste factory that began
operating in July 2021

Contents Our Purpose ‘ Vision & Strategy ‘ Corporate Governance Performance/Data

Positioning of Vision2030 1st STAGE New Medium-Term Plan

In 2021, we made steady progress on the issues of evolution
in redesigning habits, establishing the foundations for doing
s0, and transforming our employees and organization.
Therefore, | believe that laying of the foundations for driving
growth is well under way. Vision2030 1st STAGE is a

new medium-term management plan for the period from
2022 through 2024. The theme of this plan is to utilize the
foundations we have laid so far to expedite growth. A key
concept is “gear change towards accelerated growth.”

Our targets for fiscal 2024 are net sales of ¥420 billion and

EBITDA of ¥52 billion, which will mean CAGR of 4.7% and
record-high EBITDA. As a result of the growth strategies
begun in 2021, we expect to start multiple new businesses,
and hope to enter the markets of at least two new countries
or areas. In 2022, the initial year of the plan, we expect a
decrease in core operating income due to factors including
rising raw material prices and an increase in amortization
expenses for investments made in previous fiscal years, but |
consider this to be for a necessary step in the evolution of the

value we provide that | have been talking about.

Change

(Billions of yen) 2024 Targets | 2021 Results »
(%) 1. Core operating income is an earnings
indicator the Company uses to
Net sales 420.0 366.2 53.7 14.7 measure regular business performance.
. q B It is calculated by subtracting selling,
Cor? QPEIEg, |ncome . 32.0 30.9 1.0 3.5 general and administrative expenses
(Ratio of core operating income to net sales (%)) (7.6) 8.4) from gross profit.
Operatin rofit ) ) 2. EBITDA is an indicator of profitability
& . gl ) ) 0 372 0 St 0.8 2.7 on a cash-flow basis. It is the sum of
(Ratio of operating profit to net sales (%)) (7.6) 8.5 core operating profit and depraciation
3 . q and amortization (excluding right-of-
Profit for the period attributable to owners of the parent 23.0 23.7 -0.7 -3.2 use assets). The caloulation method for
i . this indicator has changed from 2022.
Basic earnings per share (yen) 72.24 81.73 -9.49 -11.6 The amount after adjustment for 2021
is ¥43.9 billion.
EBITDA? 52.0 451 6.8 156.1 3. ROIC is an indicator of the profitability
and efficiency of invested capital. It is
ROIC (%)° Approx. 7.5 8.8 = 1.3 PP calculated as net operating profit after
tax (NOPAT) divided by average invested
ROE (%) Approx. 9.0 9.8 _ -0.8 PP capital (total equity plus interest-bearing
liabilities) during the period.

To Our Stakeholders

Lion is in the midst of a transformation. We aim to secure
new models for successful evolution in redesigning habits

to complement our current models. Our activities are rooted
in our steadfast determination to contribute to society by
redesigning habits, and we are confident that this approach
will lead to growth in our economic value. We intend to share
our approach with the suppliers, wholesalers and retailers
that make up our value chain and work with them to redesign
habits as we ramp up activities to enhance the sustainability
of the value chain itself.

Dialogue with shareholders and investors is extremely
valuable. It provides me with an opportunity to confirm that
we have not become complacent or lacking in perspective in
our approach as | have described. | want to continue creating
opportunities for dialogue whenever | can in order to refine

our approach and incorporate diverse perspectives.

Employees are also important stakeholders for Lion. As |
said, nothing can be achieved without the enthusiasm of our
employees. My foremost objective is to continuously increase
employee engagement, and | will work with our management
team to devise measures to increase their productivity.

Lion will continue its transformation to reach new heights
with a commitment to redesigning habits. We look forward to

your continued support.

Masazumi Kikukawa
Representative Director,

President and Executive Officer
Chief Executive Officer
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Achieving Vision2030:

Long-term Strategic Framework

Review of the Past Decade and Growth Initiatives Going Forward

Over the past decade, Lion has implemented a range of initiatives to increase profitability, a particularly challenging issue.
Those initiatives include implementing structural reforms such as developing high-value-added products and reinforcing the
revenue base. Over the next 10 years, we will continually step up growth investments to accelerate business growth with the aim
of expanding corporate value.

Progress of Results

Ratio of core operating
Net sales : income to net sales

(Billions of yen) Japanese GAAP . IFRS (%)
400 : 12

2011 2012 2013 2014 2015 2016 2017 2017 2018 2019 2020 2021

V-1 Plan V-2 Plan LIVE Plan
WM Net sales (Left scale) —— Ratio of core operating income to net sales* (Right scale) *Ratio of operating income to net sales for Japanese GAAP
| The Past 10 Years | | The Next 10 Years |

Increased profitability Increase corporate value by expanding our presence

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

Expand overseas and new businesses
Maximize up-front investment

Continually reinforce future-oriented
growth investment

Advanced structural reforms
* Consolidated the chemicals business  ® Consolidated domestic logistics
* Reorganized domestic production sites companies
 Rationalized point-of-sale management
etc.

Key Management Theme for the Run-up to 2030:

Enhancing Lion’s market, economic and social presence

Achieve business growth by putting our purpose —

PNV Make a difference in everyday lives by redesigning
growth habits: ReDesign—into action

Reinvestment/
Returns More More More

contact >< consumers areas p— BUSII‘;'e]SS
Contacts with Number of people Number of people grow
consumers/day (age groups) (countries/areas)

Business
growth

Step up the process of accelerating growth through proactive

investments, generating cash, reinvesting that cash, and
providing returns

Up-front
IS E

— Realize a continuous upward corporate value expansion spiral
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Vision2030, a Long-term Strategic Framework for the Run-up to 2030

To achieve its management vision for 2030, “Becoming an advanced daily healthcare company,” the Lion Group will further
reinforce management driven by its purpose, “Make a difference in everyday lives by redesigning habits: ReDesign,” while
synergistically addressing its Sustainability Material Issues and advancing growth strategies in order to contribute to the
realization of a sustainable society and achieve business growth.

Vision2030

Becoming an advanced daily

Management

vision healthcare company

J

Reinforce initiatives to

I\:antagement address the Sustainability Advance our three growth strategies
strategy Material Issues ‘ \\_) \\_)
Purpose

ReDesign

Make a difference in everyday lives by redesigning habits

Three Growth Strategies Lion will advance three strategies to drive business growth toward
the achievement of our management vision.

Accelerate growth in four fields of value creation

We have designated four fields in which we will strategically
advance innovation on a Company-wide, cross-divisional basis to
create new consumer value as growth drivers for the Lion Group
in order to achieve the management vision. By evolving existing

Accelerate gr;}vth
in four fields of;
value creation

businesses and creating new value, we will further accelerate
growth in Japan and overseas.

Transform our business foundations for growth
Generate

dynamism to We will promote business foundation transformation that will spur
realize innovative growth by continuing and reinforcing strategic investment.

\ change ’ Generate dynamism to realize innovative change

We will generate dynamism to transform into a company that can
grow sustainably by improving employee engagement through

business
foundations for;
growth

professional fulfillment reforms and diversity and inclusion initiatives.
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Achieving Vision2030: Medium-to-Long-term Strategic Framework

Growth in the Run-Up to 2030

Lion will implement three consecutive 3-year medium-term management plans—1st STAGE, 2nd STAGE and 3rd STAGE—toward

the realization of Vision2030. We will proceed on a rolling basis, adjusting strategy and policy according to changes in the L —— Vi S i O n 2030 Targ ets

business environment to enhance precision as we go. In 1st STAGE, we will get on a growth track, create the foundations for
Social value Economic value

new growth, transform our business foundations and activate our human resources and organizations.

=y Contribute to a sustainable Net sales Approx. ¥600 billion
V]SIDI"I 2030 society (Approx. 50% from the
Overseas Business)
Becomi ng an ad‘va n CEd o Enharlwce consumer q'uali'ty of life EBITDA . Approx. ¥80 b?ll?on
e Contribute to the realization of a Core operating Approx. ¥50 billion
3 decarbonized, resource-circulating income
daily healthcare company i o .
ROE 10-14%
Up-front investment .
g * Sakaide toothpaste factory +¥240 billion Ad\./anc?. Accele.rate growth in
o « Akashi Factory mouthwash line o sustainability four fields .of value
L * New core systems strategy creation
=
5
= Expand in new
?,\)) ; 3 L i countries or areas
s - . New business (+¥30 billion or more)
5 |St STAGE Secure profit opportunities from new business models
business
Newbuginees Expand in new coutries or areas
m Expand in new countries or areas -
m Existing Overseas Business (+¥60 billion or more)
B e i Focus on entering new markets in Asia
Existing domestic
-------- I
2021 2024 2027 2030 Existing overseas business (CAGR around 10%)
*Around 5-6%, excluding Qingdao Lion

1st STAGE 2nd STAGE 3rd STAGE Realize growth centering on the Qingdao Lion business
(2022-2024) (2025-2027) (2028-2030)

(¥100 billion)
Gear change toward future growth Accelerate transformation and growth

e Get on a growth track and create the e Strategy tuning to respond to signs of ¢ Final touches to achieve the vision
foundations for new growth change in the business environment

* Transform business foundations (supply e Accelerate transformation and growth subsequent growth Existing domestic businesses (CAGR of 2% or more)

e Creating the foundations for

chain management, DX, sustainability) * Increase the average annual growth rate Evolve existing businesses by shifting to higher-value-added
e Activate human resources and (CAGR over 5%) products and creating markets
organizations

(Billions of yen)
b o roE ApprOXimately a2 __
EBITDA 52 ROE  Approximately 9.0%

Core operating income 32
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Achieving Vision2030: Growth Points

Growth Point 1

Grow Overseas Business — expanding Habit Redesign

As we aim for consolidated net sales of ¥600 billion in 2030, a key component will be growing our Overseas Business.

In addition to a CAGR of about 10% in our existing Overseas Business, our goal is to achieve an overseas sales ratio of

approximately 50%. We will accomplish this by expanding into new countries or areas in Asia.

(Billions of yen)
700
600
500 Overseas Sales Overseas Sales
A Ratio of N Ratio of

400 pproximately - Approximately
300 i
200
100

0

2021 2030 (vean)

Growth Strategies for the Overseas Business

1
Evolve glocalization strategy to maximize synergy

2 3
Expand Qingdao Expand into new
Lion business countries or areas

1. Evolve glocalization strategy* to maximize synergy

At Lion, glocalization is a key element of our global strategy.
Not only have we used glocalization to develop detailed
marketing strategies that meet the needs of the countries or
areas we serve, we have also taken advantage of the appeal
of Japanese quality as a means to expand our business into
new countries.

However, given the environmental changes of recent
years, such as increasingly similar and common global
lifestyles and needs, it is essential that we evolve our

Evolving the glocalization strategy

glocalization strategy. Rather than our conventional
approach, in which we addressed specific countries, we must
now define market types across borders based on consumer
features and trends. Ultimately, we seek to maximize synergy
and streamline management based on an optimal approach
for each market.

* A strategy that combines “globalization” and “localization” to create a unique
competitive advantage

Glocalization Strategy

Contents ‘ Our Purpose ‘ Vision & Strategy ‘ Corporate Governance Performance/Data

Glocalization Strategy: Market Type-Based Marketing

Evolve from the previous country/area focus to a regional focus by defining market types and promote more efficient
and effective operations

With market type-based marketing, we have created three growth rates and income levels into consideration, as well
major cross-border market types and are developing a as the local features and trends we have identified as part of
strategy for each. For each market type, we have taken GDP previous glocalization strategies.

Market-type framework (types I-lll)

Type lll

Emerging countries
||

Indonesia
Thailand

South Korea

sjonpoud

asod.nd-|esauar)
yimoub paseq-Anjenpd
sjonpoud pappe-anjep

Singapore

General-purpose, low-cost products Value-added products (entry) Value-added products (advanced healthcare)

Product strategy
Localization Global brands High-end products (Japanese brands)
Channel strategy Regional supermarkets (TT)

yimoub paseq-awn|op

Big-box stores (MT)/e-commerce Drug stores/e-commerce

Reinforce promotion structure through global operations

g

Expand global business through market type-based marketing

e Scale expansion by maximizing product and distribution synergy and through efficient, effective operations

e Category expansion by gaining insights into each market type (product strategy, marketing strategy, channel strategy, etc.)
and entry into new countries, areas and fields based on past successes

Country/area focus

Balancing the provision of reliable quality and
new habit creation through global brands tailored

X

Adapting to environmental changes

Regions: Identify similar and common lifestyles
and needs
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to the needs of each country »

Going forward

Regional focus/market classification

Define market types across borders based on the
consumer features and trends identified as part of
the glocalization strategy

Maximize synergy and promote efficient,
effective operations through management and
business approaches tailored to each market

Evolve platform for strategy promotion
(global operations)

Growth trends and outlook The past 10 years The next 10 years
(Growth, with 2011 as 100) (Net sales (IFRS))
2011 — 2020 (Bilions of yen) - 2021 — 2080
140
200 CAGR: 6.9% e 150 CAGR: 5.3%
Consolidated Group o ’ 100 92
(excluding Qingdao Lion) 50
0 0
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2030
2011— 2020 (Bilions of yen) 2021 — 2080
400 CAGR: 16.2% > 120 cAGR:21.8% 100
80 /
Qingdao Lion 200 o e B }
40 47
0 N | I I )
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2030

—

Growth areas Types - (mainly Southeast Asia) Type 1 (mainly Northeast Asia and urban Southeast Asia)

¢ Quality-based growth in laundry detergent ¢ Leverage Japanese brands to shift to value-
Promote shift to value-added products through optimal formula added products

(market type) strategy (Secure the top market share in each country) « Enhance lineup of mouthwashes to generate

¢ Expand into the personal care field synergy with toothpaste
Move into personal care field (oral care, beauty care, etc.) based on

experience gained from success in home care

¢ Expand contact with consumers through more
sophisticated e-commerce initiatives
® Scale expansion based on strengthening e-commerce
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2. Expand Qingdao Lion business

In the Qingdao Lion business to date, we have achieved
growth through our global brands, such as SYSTEMA and
CLINICA, mainly in the oral care field. We have also enhanced
our brand image by taking advantage of the appeal of the
high-quality of Japanese products. These efforts plus the
synergy we have created with local brands has enabled us

to maintain a CAGR of around 16% over the past ten years.
In addition to accelerating these initiatives, we will look to
expand our business fields with the oral care business at

the core. Specifically, we will expand into new areas, as well
as new segments such as dentistry products, which are
closely related to our oral care products, and products for
pets and for institutional use. We will also look to expand our
businesses through D2C operations and other new channels.
To achieve these goals, we are allocating the necessary
management resources and strengthening our promotion
structure. Ultimately, we aim for around ¥100 billion in net
sales by 2030 (CAGR of approximately 22%).

Channels/

> Global brands Local brands areas
o —I— ' " ‘
% (E.g. SYSTEMA, CLINICA) (E.g. Huayubai) * Regional cities . chvbusmess
2 ) ‘ e Services
)
3

0, - .
% Increased sales 150% through oral care x e-commerce x targeted marketing « Reinforce retail stores * Personal care

) . (coastal areas) * Pet
b4 (from sales in 2018, on a local currency basis) « For dental clinics
% * Oral care x » Commercial use,
5 e-commerce etc.
Gained recognition of Lion quality based on the idea of “made in Japan” Existing New Category

© . .. :
o e Further strengthen oral care, our top- Key Points for Realizing Our Strategies
= i}
Q priority category . .
) e Branch out from oral care and expand into * Concentration and shift of
s - p management resources
9‘ related fields (mid-career hiring, support local personnel in key roles)
= e Establish innovation generation bases ; ;

; ) ¢ Reinforce promotion structure

(technologles, products, busmesses) (establish promotion office, global operations)

3. Expand into new countries or areas

The ratio of middle-class citizens, who we expect to become
the largest group of consumers, is expected to grow
significantly in Asia, and we are continuing to examine several
M&As on the continent. We aim to enter more than four new
countries or areas by 2030, and more than two during our

current medium-term management plan. As such, we have
set up a dedicated organization under the direct control of
the president, and are reinforcing our ability to, among other
things, hire experts from outside the Company.

Key Points for Realizing Our Strategies

e Focus on expanding in Asia
(Aim to enter more than two countries or areas by 2024)

e Enhance the system for M&As
(Create a dedicated organization under the direct

control of the president, and strengthen organization by
hiring mid-career experts)

Country Po-p-ulation in 2020 Per-capita GDP GDP growth rate
(millions of people) (US$) (%)
India 1,367.6 1,928 4.2
Pakistan 204.7 1,225 1.9
Bangladesh 166.6 1,962 8.2
Philippines 107.3 3,323 6.0
Vietnam 96.5 3,625 7.0

Sources: IMF 2020 Report and Asian Development Bank December 2020 Report
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Growth Point 2

Evolve Businesses in the Four Fields of
Value Creation - Evolving Habit Redesign

As awareness and social needs related to health
and hygiene increase, these four fields of value
creation will drive growth as we seek to further W
evolve and develop better living habits and
healthcare services unique to Lion.

Oral Health

Promating oral healtheare ne solution 'mllﬂ
that supports overall health and
QOL from the mouth outward

The creation of new products and services in
the four fields of value creation will be essential to
business growth.

We have put an executive officer in charge of
each field and will accelerate efforts to evolve our ‘Q
businesses and create new value as we work to Smart Houseworl 1-Being

Creating new housework habits ‘oming a total healthcare servicer

achieve our vision. for diverse lifestyles for the mind and body

Oral Health

Lion aims to provide oral healthcare that supports overall health and QOL starting from the mouth. We will leverage our strengths
as Japan'’s leading oral care product manufacturer to integrate innovative oral care products and services into the daily lives of
individuals as a new form of healthcare. By doing so, we seek to realize business expansion beyond the bounds of our existing
businesses.

¢ Infection Control
¢ Lion aims to become a hygiene solution provider by addressing all kinds of risk related to infectious disease. As a company with
along history of supporting cleanliness, our mission is to continually transform our business. We will expand our business from
living spaces to encompass public and industrial spaces in the fight against bacteria and viruses on all fronts—bodies, objects
and spaces—by providing hygiene solutions.

Ej Smart Housework
Lion aims to create new housework habits for diverse lifestyles. As lifestyles and living situations diversify, one-size-fits-all ideas
for improving housework increasing fall short of meeting consumer needs. Building on the basic idea of smart housework that is
fun and efficient, we will establish a unique advantage by reframing the concept of housework in general to maximize authentic
comfort at the individual level and by cooperating closely with external partners across a wide range of categories.

Well-Being

@ Lion aims to provide total healthcare services for the mind and body. We will transform into a company that supports health
and happiness at each life stage by building connections with consumers through the promotion of healthcare habits that are
individually driven. We will also expand the range of solutions we offer and integrate our services through collaboration with
external partners.

Evolving Our Business Model to Create New Value with the Four Fields of Value Creation as the Starting Point

Products Services > Evolve the value we provide from products

Value provided (functional value) + (experience-based value) to services
Society Expand the scope of the value we provide
Target Households + (Schools, public > P e P P
NS to solve social issues
institutions, etc.)
Contact with Sold-and-done + Recurring P Accumulate and utilize customer data
consumers

Change business type from manufacturer to

Manufacturer + Service provider > otal service provider

Business type

Collaborate with various partners in the
Supply chain + Ecosystem P> industrial, government, academic, medical
and public sectors

Scope of
coordination
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Oral Healthcare Business

While recognition that oral health plays a key role in overall
health is rising, many consumers still see the two elements
as separate. As such, we are working to raise the profile of
oral health in the context of overall healthcare, and moving
forward with a business that aims to establish preventive
dentistry as a habit.

Specific corporate activities

As the foundation of this business, we are building a
personal oral health record (POHR) platform. As shown in the
diagram below, we are combining our existing businesses
with new business models to create a hub-like system that
links every element related to oral health.

With help from the industrial, public, academic and
medical sectors, we aim to create social trends and systems
related to preventive dentistry habits.

Oral care product business

Households | Preventive habit solution

Existing businesses
New business models

Preventive dentistry .
product business Dental clinics

Professional care
(preventive dentistry)
support business
(targeting clinics and
patients)

Promoting inclusive oral care /Gollaboration
across regional
communities and
professions

Help seniors enhance their
QOL through oral care

* Database containing information on basic health, living habits,
oral condition, tooth brushing habits, etc.

Oral health Companies
business

Business foundation

POHR*

New
businesses

from 2022 Well-Being (Health and Productivity
Management) Support Business

We launched an oral care
information service for
corporations and local Bp
governments in response ™ ¢
to the increasing
understanding of the "
importance of oral health
worldwide.

Analyze the effect of

! X Help establish oral care habits
seminars in terms of

i Assist in the
ChEEES I CHEree Simple diagnosis formation of new
awareness and utilizing the Salivary habits through the
behaviors and report Multi Test use of our products

on their impact on e 72|
health and productivity I =

management

business

New
businesses
from 2022

Workplace dental checkups
(public benefit services)
Well-being

(health and productivity
management)

support business

New
businesses
from 2022

Local
governments
and educational

institutions Oral health promotion projects in

collaboration with school dentists
Health literacy improvement
support business

New

busi g
o 00, Health Literacy Improvement

Support Business

We began a social experiment involving the use of digital
technologies as part of a service to promote preventive
dentistry habits in collaboration with Koshi-shi in
Kumamoto Prefecture.

Through this experiment we hope to find new ways of contributing to regional
revitalization and promoting preventive dentistry habits in collaboration with local
governments, dental health organizations and corporations. We will use our
knowledge of preventive dentistry as well as apps to collect data on the oral health
of citizens in the area in an effort to accelerate the establishment of new habits.

Goals of the Social
Experiment
1. Facilitate the formation of oral
health habits through the use of

Initiatives

1. Help increase contact between
government agencies and citizens

digital technologies to provide oral care -
2. Raise the rate of individuals Lrometion =%

who regularly undergo dental 2. Offer a simple app

checkups via interventions in designed to predict the

daily life user’s oral health
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Growth Point 3

Create Environmentally Friendly Habits
with Consumers — Evolving Habit Redesign

At Lion, we aim to become carbon negative in order to

play our part in the creation of a decarbonized society. We
are also promoting the continuous recycling and reuse of
plastic to contribute to the creation of a resource-circulating

society. Furthermore, based on our purpose, we are working
to create environmentally friendly habits with consumers,
and in turn contribute to making lifestyles in Japan and
elsewhere in Asia more planet-friendly.
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Social value Create environmentally friendly habits with consumers to continuously
creation policy

Targets for
2050
KGls

Decarbonized society:
Carbon negative

¢ Promote water- and power-saving
habits by providing environmentally
friendly products
= Reduce CO:2 emission throughout the
product life cycle by 30% (Lion Group)

¢ Create environmentally friendly habits
that can be practiced at home to reduce
society’s CO2 emissions through the
use of our products and services

Main Themes = Contribute to a CO2 emission reduction
Targets for effect in excess of Lion’s own emissions

2030 (Japan)

Promote one-rinse laundry cycles to encourage the
habit of not wasting water

offer planet-friendly lifestyles that make more sustainable living easy

Resource-circulating society:
Use recirculated plastic

* Expand use of sustainable materials
= 30% usage (Lion Group)

e Promote refill habits in Asian markets
= 50% refill product sales (Lion Group)

* Expand advanced recycling initiatives
to promote waste-free habits

= Build collaborative industry infrastructure
(Japan)

Establishing the refill habit through refillable bottles
that can be used over and over again.
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Financial Strategy

Financial strategies to increase market,
economic and social presence, and
realize an upward corporate value
expansion spiral

Kengo Fukuda

Director
Executive Officer

Assessment of Financial Strategies to Date

The biggest financial challenge for Lion between 2000 and
2010 was increasing profitability. In V-1 Plan and V-2 Plan, the
two medium-term management plans we launched in 2012
and 2015 respectively, we rolled out a range of measures

to respond to this challenge. As a result, we substantially
improved business profit, which is the ratio of operating profit
(core operating income) to net sales and ROE.

There were three main factors that helped to increase
profitability during this period. The first factor was the
development and sale of high-added-value products and
efforts to create new demand. Product unit price in the
oral care and living care markets has increased between
20-30% over the past 10 years, and we believe we have

Main Factors Increasing Profitability

Development of high-added-
value products

Cumulative effect of

played a major role in adding value to those markets.
The second factor is the cumulative effect of ongoing
cost-reduction measures, including streamlining product
formulations and revising manufacturing processes.

The third factor was increasing the proportion of high-
added-value products and our successful reduction

and optimization of sales promotion expenses through
effective marketing.

Development of high-added-value products has also
driven growth in our Overseas Business. Meeting growing
needs for high-added-value products in Asia has enabled
the business to boost its sales to about ¥100 billion over
the past 10 years.

Reduction and optimization
of sales promotion expenses

cost-reduction measures

Creation of new demand

Progress of Results

Net sales

through effective marketing

Ratio of core operating
income to net sales

(Billions of yen) Japanese GAAP
400

IFRS (%)
12

350

300

250

200

2011 2012 2013 2014 2015 2016

V-1 Plan

2017 . 2017 2018 2019 2020 2021

V-2 Plan LIVE Plan

[WEM Net sales (Left scale) = Ratio of core operating income to net sales* (Right scale)

*Ratio of operating income to net sales for Japanese GAAP

Note: The Lion Group voluntarily adopted International Financial Reporting Standards (IFRS) as of 2018.
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Vision2030—Approach to Financial Management and Key Financial Indicators

Our main challenge in long-term strategic framework
Vision2030 is to enhance our market, economic and social
presence. One of our performance indicators is position

in the Asian market. Currently our position is around

13th,” but by 2030 we aim to be in the top 10 at the very
least. Ultimately, our goal is to place in the top five. To
accomplish this, based on the increase in profitability

to date, we must steadily achieve top-line growth.
Specifically, we are aiming for approximately ¥600 billion
in net sales and an overseas sales ratio of 50% by 2030.

* Market position by sales amount (in the main markets in which Lion operates)

Growing net sales and expanding the scale of our
businesses requires proportionate investment, so we have
been increasing up-front investment since 2020. We will
utilize these investments to achieve business growth and
use the cash this growth generates for further investment,
thus creating a cycle of business growth that increases
corporate value. In addition to using sales growth rate
as an indicator of our progress, we will use EBITDA to
measure the increase in cash and prioritize the use of
return on invested capital (ROIC) to gauge profitability and
efficiency of the capital invested in each business.

Enhancing Lion’s Market, Economic and Social Presence

Key indicators

EBlTDA Business

growth

Enhance
ability to
generate cash

Increase
presence p-front
investment

Corporate value
expansion spiral

Key indicators

ROIC

Reinvestment/
Returns L

Prioritize

efficiency
Optimize

allocation of
resources

Growth/Presence (EBITDA) X Earning power/Efficiency (ROIC)

While we will also monitor ROE as before, in Vision2030 our
priority is to move forward with ROIC management. Over
the five years from 2020 through 2024, going beyond the
culmination of medium-term management plan Vision2030
1st STAGE, we plan to invest more than ¥140 billion. We
aim to monitor the returns from these investments in

terms of both efficiency and profitability. We will reinforce
management control by looking at ROIC by business

and checking the trends and changes in individual ROIC
components. This will lead to an even more robust
business portfolio.

Our weighted average cost of capital (WACC) is
approximately 4%. We aim to keep ROIC above WACC and
increase it to 8-12% by 2030. In addition, we aim to boost
EBITDA, thus enhancing our ability to generate cash and
improve our corporate value.
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Financial Strategy

Approach to Cash Allocation in Vision2030 1st STAGE NeW Medium_term Management P|an

1st STAGE Cash Allocation = =

Vision2030 1st STAGE (20222029

: Strategic » Creation and acquisition of

m}:estment ’ ’foundanons for future growth | Gear Change towards accelerated grOWth
pprox. Management base transformation

and evolution supporting growth

Vision2030

Management Becoming an advanced daily
visien healthcare company Cash flows

from operating ¥80 billion

Hanagement (e Sty N ko o o s activities, or more a’;‘z\'eggon , ; 2024 Targets
ey X ) e (M&A, DX, environment, etc) Implement growth strategies and transform Y420
J— the management base to accelerate Net sales billion
ReDesign ¥120 billion Shareholder Continuous and stable retums transformation while growing PR ¥52 vii
Make a difference in everyday lives by redesigning habits returns e . L. ‘ . bl ion
b Aiming to increase dividends every Reinvest returns from up-front investment for future growth to get on a
» Get sales on a growth track Approx. ¥30 fiscal year sales growth track and reach highest-ever EBITDA Core operating income? ¥32 billion
. billion or more i -
» Highest-ever EBITDA ) Flexible stock buy-backs
ROIC? Approx. 7.5 %
Basic financial operations policy/ Reinforce ROIC to enhance management ROE Approx. 9.0 %
ROIC management e
g ContrOI 1. Earnings before interest, taxes, depreciation and amortization: Sum of core operating
Manage the business portfolio with an eye to business efficiency and profit and depreciation and amortization (excluding amortization of right-of-use assets)
appropriately allocate management resources 2. Calculated by subtracting selling, general and administrative expenses from gross profit
Y . . . T . . 3. Calculated as net operating profit after tax (NOPAT) divided by average invested capital
In Vision2030 1st STAGE we aim to generate around ¥120 Capital Expenditures and Depreciation and Amortization (total equity plus interest-bearing liabilities) during the period.
billion in cash from operating activities. We will allocate ¥80 Capital Depreciation and
billion of this to reinforce production facilities and to make ” expenditures amortization A
) , , o (Bilions of yen) Accelerate growth
investments in labor-saving and streamlining measures. 50 475 T dtonmr it s ol
This includes environmental and digital transformation Advan Ce th ree I’OWth St rate ieS value creation
investments. Of the remainder, we will return just over ¥30 40 g g
billion to our shareholders through dividends and stock buy- “ ) . Lion will advance three strategies to drive business growth toward
backs. Our policy is continuous and stable increase of cash sat 7 the achievement of our management vision. Transform our Generate
dividends, aiming for a consolidated payout ratio of 30%. : 21.8 busnr_1ess d}’"a_m'sm t?
o o it 180 foundations for  realize innovative
In accordance with this policy, in Vision2030 1st STAGE, 149 16 445 14.2 \growthl change
we aim to increase dividends. Moreover, in February 2022, 10 g, 94 93 gg 105 17
we acquired and cancelled around ¥10 billion of Company ' | . 41 45 58 B2 ol
. ) 7.2
stock. Future decisions on such buy-backs will be made o B8 52 48 49 58 1st STAGE Initiatives
flexibly based on comprehensive consideration of funds on 2017 2018 2019 2020 2021(F§r2§§st)2017 2018 2019 2020 2021(F§r2§53t) Accelerate growth in four fields of value creation
hand and our financial status. = January=June  July-December Focusing on four fields of value creation, the directions Page 25) » Secure profit opportunities by evolving existing
. . L. g businesses and creating new businesses in four
for growth, we will evolve existing businesses and AT G G Ty
| t . o 0ot create new businesses to further accelerate growth in Page 24 RN SRl oI Ta s o= Eusiness
: H nvestment in Human Resources in Japan and overseas.
I nveStl n g In H uman Resou rces . Page 24) » Expand into new countries or areas
WhO Wl" Drive G rOWth Lion Group . Lion .Corporation Page 27) » Expand social contribution by promoting
) (including seconded environmentally friendly habits
(Consolidated) loyees)
Investing in human resources will be essential for advancing Sy - - o —— - o .
ranstorm our pusiness rounaations tor grow
our growth strategies. First, we need to increase hiring to Average hours of training 31.0 50.8 9
match the increasing scale of our operations. As | mentioned per FTE* employee : : We will continue to engage in and reinforce strategic Page 41) » ﬁ)‘:gr'g :;i g&al:’:ltltgigsgoggzﬂg: ;FX)
before, we also believe we must acquire global personnel P — investment (M&A, supply chain management, streamlining) ’
who can help us enhance our presence overseas and boost in training per FTE ¥36,700 ¥67,100 production infrastrycturs, digitalization, sustainability, Page 41) » Reinforce and make full use of systems
our overseas sales ratio. We are also proactively moving employee etc.) necessary for growth and transform our business infrastructure
forward with measures to develop our existing personnel. * Full-time equivalent base to one that promotes growth. Page 29) » Enhance management control
For example, we will build systems that enable various Page 48) » Afcflerate the implementation of sustainability
. ) L . strategy
curriculums to be taught via remote learning in the Lion
Career Village and work with external training institutes. Generate dynamism to realize innovative change .
In these and other ways, we will focus on measures that We will generate dynamism to transform into a Page 46) » Advance the Lion Professional Fulfillment
“ . . . Reforms
balance both corporate and personal growth. (See “Human company that can grow sustainably by improving o ' .
Resource Development” on page 44.) employee engagement through professional fulfillment Page 47) » Promote diversity and inclusion
reforms and diversity and inclusion initiatives. Page 44) » Expand investment in personnel development

and human capital
(DX/Global/New businesses)

)
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Consumer Products Business apan)

External Sales

LIVE Plan
(Billions of yen) 2018-2020

240

235.0
230 229.7 2295 [ ]
220 219.3
210
=
0
2019 2020 2021 2022 (Year)
(Target)

Market Position

—

Fabric
softeners

-

|
Toothpastes A= Toothbrushes

Dishwashing
detergents

Creating new markets by redesigning
habits through products tailored to
changing lifestyles

Masayuki Takemori

Senior Executive Officer,
Executive General Manager of Health and Home Care Products Division

Net Sales by Product Category in 2021

Other Products Oral Care
14% Products
27%
Pharmaceutical
Products
11%
Beauty Care
Living Care Products
Products 11%
1% Fabric Care Products
26%

Laundry
Hand soaps - detergents

P~

Bath i Antipyretic

detergents \ analgesics

Note: Market position (market share) in 2021 according to Lion Corporation survey

Market Environment (Risks and Opportunities)

In Japan’s consumer products market, lifestyle changes caused by the prolonged COVID-19 pandemic have heightened

awareness of the importance of daily health and hygiene. Moreover, opportunities to reexamine lifestyles have increased,

and changes in environmental consciousness continue to accelerate. Meanwhile, changes in work styles have also led

to new consumer purchasing behavior, such as increased use of e-commerce. As Japan’s population declines, it will not

be enough to simply plan and develop good products. In order to achieve business growth, we must make new habit

proposals, including services tailored to changes in consumer awareness and behavior, and build new business models.
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Consumer Products Business Strategy in Vision2030 1st STAGE

To drive market creation and business growth, we aim to redesign habits by proposing products tailored
to changing consumer values and lifestyles. We will also contribute to the redesign of consumer habits
by seamlessly providing new value proposals that go beyond the boundaries of our established product
categories and businesses.

Oral Care Products Page 26 Oral Health

Shift to high-added-value oral care products and build a new oral health business model

As Japan’s leading manufacturer of oral care products in terms of market share, we are driving market growth through a
comprehensive strategy where we offer brands for various life stages and oral conditions. In addition, in 2022 we will launch
a preventive habits solution business in collaboration with the industrial, public, academic and medical sectors, and nurture it
into a growth driver.

Beauty Care Products

Propose habits that promote mental and physical health through the beauty of cleanliness based on
hygiene awareness

The KireiKirei brand has helped to promote the habit of hand washing and is now the leading hand soap brand in Japan. Although
consumers recognize the importance of hand washing in preventing the spread of infection, we are aiming for further business
growth by proactively promoting and proposing an even higher level of hygiene-related habits that go beyond hand washing.

Fabric Care Products

Offer products tailored to changing lifestyles and propose new laundry habits

We aim to contribute to market growth by reinforcing our lineup of larger-size products—which we developed to address
changing consumer purchasing behavior brought on by the pandemic—and offering highly concentrated liquid laundry
detergents that are compatible with increasingly popular washing machines that automatically dispense liquid laundry
detergent and fabric softener. At the same time, we will seek to create a new market by proposing new laundry styles that are
compatible with sustainability, and promote sustainable laundry as the de facto standard.

Living Care Products

Pursue more efficient, labor-saving housework and greater value in cleanliness and hygiene, and
propose new housework habits for the next generation

Through the promotion of CHARMY, LOOK, and REED—brands that offer simplicity, convenience, and cleanliness in the
housework routine, from dishwashing and bathroom/toilet cleaning to cooking—we will create new housework habits that are
suited to the various lifestyles that have evolved as a result of the pandemic.

Pharmaceutical Products

Propose self-care habits to ensure that individuals can choose the optimal solutions for their specific
issues

We offer self-care solutions centered on BUFFERIN and Smile to enable consumers to deal with specific ailments and
discomforts independently. We are also contributing to market expansion by developing our Method and FERZEA brand
dermatologic solutions into the third pillar of the Pharmaceutical Products business.

Promote environmentally friendly habits alongside consumers by
expanding our lineup of refill products

At Lion, we have used our detergent and hand soap refill products to establish
the refill habit, which has reduced environmental impact. In the spring of 2022,
we launched refill products for NONIO Mouthwash, the first in the oral care
category. We will continue to propose new products to further establish the refill
habit among consumers.
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Overseas Business

Accelerating reforms to grow net sales Overseas Business Strategy in Vision2030 1st STAGE
and increasing our presence in the To become an advanced daily healthcare company in Asia, we will accelerate reforms to restore high sales growth

i . i Page 22
markets of Asia Key Strategies | Page

¢ Reinforce strategies for each region through our glocalization strategy*

e Shift to a cross-regional management system by transitioning from our conventional country-centered
approach to a business-centered approach

: *Unique strategy for creating competitive advantage through a combination of globalization and localization
Annette Ling g 9y g comp ge throug g

Executive Officer
Executive General Manager of International Division

* Expand Qingdao Lion business ' Page 24

- We will extend sales inland to regional centers from our previous focus on coastal cities and e-commerce.

External Sales Net Sales in Southeast and Northeast Asia
- While maintaining our priority focus on oral care, we aim to expand into closely related fields, such as oral
o5 _ care for pets, a category we entered in 2021, and products for dental clinics.
=@= Southeast Asia =@#= Northeast Asia
2018-2020 2018-2020
(BT;J;S of yen) (BIH\;)(I;]S of yen) 695 s 687 Countl’y/Area
102.0 TT—e— Expansion
100 08.7 60
%5 50 e Expand into new countries or areas Page 24
- 91.7 91.2 0 40.4 We aim to expand operations into two or more new countries or areas during Vision2030 1st STAGE. We will
~ =~ 35.1 also create an organization under the direct control of the president, hiring mid-career specialists from outside
815 ___—
0 0 the Company to reinforce the M&A process.
2019 2020 2021 2022 (Year) 2019 2020 2021 (Year)
(Target)
Market Position . .
* Reinforce the oral care products business
Lion Corporation Southern Lion Lion Corporation Lion Dain Necessities In each country and area, while considering different levels of knowledge and awareness of oral hygiene, as
(Thailand) Ltd. Sdn. Bhd. (Korea) Chemicals (Qingdao) Co., Ltd. well as various income levels, and providing products accordingly, we will promote the creation of healthy
Location: Bangkok Location: Johor Bahru Location: Seoul Location: Qingdao living habits and firmly establish oral care habits through public awareness and informational activities. In
addition to toothpastes and toothbrushes, we will also strengthen our lineup of mouthwash products, use of
o Liquid soaps e Laundry detergents * Hand soaps  Regular toothbrushes which has increased with rising health awareness.
 Hand soaps [ No. 1 share | ™ e Laundry detergents ::ai:;;n meree
3 4
® Toothpastes and g ® Dishwashing detergents
toothbrushes i i i
= » Expand the lineup of hygiene-related products
e Laundry detergents i
v ¢ Vs, pAkL In tandem with rolling out KireiKirei brand hand soaps in each country
e Dj i L4
Dishwashing detergents ﬁ and area, we will expand our lineup of hygiene products to meet local
N\ J needs. We will also continue to proactively engage in public awareness 7 158 3
", ) ' ) ) L : - . : : =7 T N
Note: Market position (market share) in 2021 according to Lion Corporation survey activities aimed at establishing the habit of hand washing. £ U5 EETETESS Sy o EaEsEn

the habit of hand washing

Market Environment (Risks and Opportunities) Ent reaori
¢ Enter new categories

In the markets of Asia in fiscal 2021, Northeast Asia recovered quickly from the effects of the COVID-19 pandemic, while ) o .
) o o ) Through product development driven by local insight, we aim to enter E
Southeast Asia suffered from prolonged lockdowns and restrictions on activity. As a result, consumption decreased and

Suno Suno

new categories in which we are not active in Japan and develop them i P ﬁ“"', i "L""
into growth drivers. Looking ahead to post-pandemic markets in Asia, . - -
in 2022 in Singapore, we launched SunoHada skincare products for

markets in each category were sluggish. With ongoing impacts from the pandemic, geopolitical issues, fluctuating exchange

rates, and soaring raw material prices, the risk of market stagnation remains.
SunoHada products for sensitive skin

Regarding consumer behavior in Asia, although needs are diverse due to differences in economic conditions, religions sensitive skin, a category which is expected to see major growth in the launched in Singapore

and cultures, lifestyles and needs are becoming increasingly uniform, particularly in urban areas. Given changes in lifestyles
caused by aging populations and the increase in middle-income households, as well as needs for healthcare products that
help establish cleanliness and hygiene-related habits, there are opportunities for business growth through product proposals
that are optimized to address the specific trends and features of each country and region.

market. We plan to launch these products in other countries or areas.
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Industrial Products Business

External Sales

Note: Total for the Industrial Products Business Detergents for
Institutional Use ! 2 e
LIVE Plan g *Eﬁif m |
2018-2020 el |
(Billions of yen) pus
Ed i 35.0 Hand soaps
34 s | ="
32.9 | I
32 315 =% l‘—l:—'-
30
= Dishwasher detergents
0
2019 2020 2021 2022 (Year)
(Target) Vegetable-washing systems

Detergents for Institutional Use

Providing Unique Cleanliness and Hygiene Solutions to Corporate Customers
and Contributing to the Resolution of Social Challenges

Market Environment (Risks and Opportunities)

Although the prolonged COVID-19 pandemic has had a negative impact on customers in the restaurant and hotel industry,
causing a slowdown in operations and store closures, it has also had a positive impact in the home meal replacement industry,
where customers are benefiting from an increase in demand from people spending more time at home, and has spurred
hygiene-related needs at medical and nursing care facilities. Going forward, the Lion Group needs to reinforce user-oriented
product development and proposals by tailoring them to changes in its own and its customers’ business environments.

Institutional-use Detergents Strategy in Vision2030 1st STAGE

Using our ability to offer hygiene-related solutions that combine the washing technologies of the Lion Group and the
specialized hygiene management expertise of Lion Hygiene Co., Ltd., we aim to drive growth by focusing on promising growth
businesses—the vegetable-washing business, the hygiene business and the medical and nursing care facility business. We will
also provide value in infection control from a B-to-B perspective.

® Vegetable-Washing Business

We aim to further evolve and expand the range of applications for the Focus
ozone sterilization technologies of our Yasai Kirei MiBO vegetable-
washing and sterilization system, which is used by convenience store Advantages of the Yasai Kirei MiBO
) Vegetable-washing and Sterilization System
vendors and vegetable processing plants. Through the development
of these technologies and the supply of detergents, we aim to provide By using microbubble ozone technology, the Yasai
a comprehensive range of solutions for food processing plants. Kirei MiBO vegetable-washing and sterilization system

leaves no sterilization agent
residue and maintains

the natural flavor and
appearance of vegetables.

* Hygiene Business
We seek to acquire new customers by proposing comprehensive
solutions that cover everything from restaurant kitchens to dining halls

through the introduction of new hygiene diagnosis options (infection Further, it contributes to
prevention) tailored to current social conditions, and the use of our the reduction of food loss
Hayaraku HACCP system. by enhancing the freshness

of the vegetables.

Medical and Nursing Care Facility Business

For nursing care and daycare facilities, where demand continues

to increase, we will step up our user-oriented initiatives based on
comprehensive proposals in facility hygiene, infection countermeasures
and laundry detergents.

—_ Lion Hygiene Co., Ltd. (Japanese)
https://www.lionhygiene.co.jp/
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Chemical

Electronics

=

* Rubber processing agents ) 5 ¢ Electro-conductive
(Anti-sticking agents) \l l carbon black
¢ Rubber additive agents 1 2 — ® Pressure-sensitive
 Mandrel release agent - > Keyproducts o - adhesives
in each
 Fatty acid methyl esters industrial field e Surfactants
e Plant-based electrical i * Cosmetics ingredients
insulating oils

* Concrete admixtures
¢ Ground improvement agents
* Asphalt recycling agents

Eco Chemicals

Care Chemicals

Chemical Products

Becoming a Global Niche Company That Provides New Value
for Industrial Customers’ Next-Generation Products

Market Environment (Risks and Opportunities)

In the Chemical Products Business, continuous growth is expected in the electric vehicle (EV) market as we move toward a
decarbonized society due to changing consumer lifestyles and awareness; in the semiconductor market due to the spread of
5G communications; and in the hygiene-related market. On the other hand, to minimize the substantial negative impacts of
risks of soaring material prices, stability issues in product and raw material supply and delays in distribution, we need to build a
stable business foundation.

Chemical Products Strategy in Vision2030 1st STAGE

Because of their high potential for future growth and as areas in which we have a thorough understanding of customer needs,
we have positioned CASE (connected, autonomous, shared, and electric) technologies and sanitary products as our key
categories, and will focus our management resources there. Further, leveraging the unique positioning of B-to-B, we will step
up initiatives for addressing our Sustainability Material Issues through our customers’ products and services, thus helping to
enhance the value of the Lion Group’s business.

* CASE (Markets centered on connected, autonomous, shared
and electric technologies) Focus
¢ |In the growing secondary battery market, which has been driven by

rising demand for EVs, we will expand the business by increasing S PR R AR D 0 )

production capacity for KETJENBLACK carbon black (KB), which KB is an electro-conductive agent with a unique
has competitive advantages. structure that can enhance range on a single charge.
* In the anti-sticking agent business, where we hold the top Increased use of KB is i

domestic market share for general-use, powder-type anti-sticking helping to popularize EVs,
thus contributing to reduced

agents, we will enhance customer value through the rollout of liquid 5155 eSS e Bul
polymer anti-sticking agents. We aim to capture top global market customers.
share for both.

g

e Sanitary Products (Healthcare market)
With regard to daily necessities and cosmetics raw material markets, we will develop products that meet the requirements
of markets during and after COVID-19, and utilize our top-class primary raw material processing plants to provide nitrogen
derivatives and functional polymers.

Lion Specialty Chemicals Co., Ltd.
https://www.lion-specialty-chem.co.jp/en/

WEB )
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Research & Development

With the aim of “Becoming an advanced
daily healthcare company,” we will foster
innovation as a growth engine.

Kosuke Tanaka

Executive Officer
Executive General Manager of Research and Development Headquarters

The Mission, Strengths and Next-Generation Policy of

Research & Development

The mission of the Lion Group's research and development
is to put the Lion Group’s purpose, “Make a difference

in everyday lives by redesigning habits: ReDesign,” into
practice through numerous innovations that contribute to
business growth and the creation of a sustainable society.
Through these innovations, we redesign consumers’ living
habits to meet their diversifying needs and ensure healthy
minds and bodies for all. While focusing on the Lion Group’s
four fields of value creation,” which guide the growth of the
Group, we are taking on the challenge of cross-divisional
innovation.

The foremost strengths of the Lion Group's research
and development are its connections with consumers
through the Lion products they use every day, and the
wide-ranging expertise it has gained through consumer
research. In addition, our technological development
capabilities are backed by core technologies in oral care,
life science, interface science, cleaning and formulation
cultivated through product development in various business
fields. Aiming for further innovation, we will combine these
strengths to create new technologies in collaboration with
universities, research institutes, and corporations both
inside and outside Japan. We will also undertake digital
transformation in our research activities to create new value
that will enable us to contribute to redesigning habits from
the consumer’s perspective.

Furthermore, given the rapid rise in importance of
sustainability in recent years, we are proactively working
to develop products that are even more environmentally
friendly, as well as to collaborate with other companies,
universities and the government, among other initiatives.

* Oral health, infection control, smart housework and well-being

Vision2030

Becoming an advanced daily

Management

vision healthcare company

Reinforce initiatives to J
address the Sustainability Advance our three growth strategies
Material Issues ‘ \)

Management
strategy

Purpose

ReDesign

Make a difference in everyday lives by redesigning habits

Generating innovation Dgzﬂ%%&?‘:m‘?g:t?;gn
Building research infrastructure

Next-Generation Policy Aimed at Realizing Vision2030

Consumer R&D
research capabilities

Household
products

Healthy minds and bodies for all

Advanced daily healthcare company

R&D strengths

= Research & Development - Next-Generation Policy
https://www.lion.co.jp/en/company/rd/ https://www.lion.co.jp/en/company/rd/structure/next-generation/
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Key R&D Themes Aligned with Long-Term Strategies

(1) R&D That Supports the Focus on the Four