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Progress on Group Medium-Term
Management Plan 2025

How Will We Proceed to
Achieve Our Vision?

The Megmilk Snow Brand Group will take on the challenge of
solving the issues confronting the company itself as well as
society with the goal of achieving food sustainability.

The dramatic growth we will promote under the new business

plan is the first step in reaching this goal.

Gain Resilience

Period for Laying the Foundation for Growth over the Next 100 Years

In recent years, the Group’s business environment has changed significantly, including changes in consumer behavior after the

pandemic and the soaring global prices of fuel and raw materials, and this has also impacted business performance. Under the Group

Medium-Term Management Plan 2025, we have been building a resilient business structure and reinforcing the foundations essential for

growth. Our purpose in this is to gain resilience to environmental changes that may occur in the future, while also laying the foundation

for growing corporate value.

(¥ billion)

Group Medium-Term Management Plan 2025

FY2022 FY2023 FY2024 FY2025
Results Results Initial Target
Net sales 5843 6054 3 6158 665.0
Operating profit 13.0 184 19.1 20.0
Operating profit to net sales 2.2% 3.0% 3.1% 3.0%
EBITDA 30.2 36.0 364 38.5
Amount Invested 195 17.1 174 (to?apl %r\?é(r. 37 ())/.gé rs)
ROE*! 4.0% 5.1% 54% More than 6.0%
ROIC 3.2% 4.5% 4.5% —
Equity ratio 51.9% 53.8% 56.8 More than 50%
Dividend payout ratio*' 48.0% 47.4% 42.1% More than 40.0%
PBR*? 0.6 times 0.8 times 0.7 times —

A\

*1 ROE and dividend payout ratio exclude gains from sale of assets. The FY2024 dividend payout ratio does not include the commemorative dividend.
*2 Calculated based on the closing share price on the last day of the fiscal year
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Progress on Initiatives

Improvement of ROE

Value Creation Story

L How Will We Proceed to Achieve Our Vision?

Initiatives to Reduce

the Cost of Capital
Profitability/Growth Potential Improved Asset Efficiency Capital Policies

ssaiboid urepy

4 Responded to cost increases
with price revisions and
restored basic profitability

[ Demonstrated market
advantage in sales volume

4 Steadily created seeds
as new sources of growth

® Entered plant-based food market

® Grew overseas functional

ingredients business

[ Developed open innovation

® New value creation discovery via

Hirosaki University’s COI-NEXT

® New initiative with bio-innovation

start-up company, etc.

Remaining Issues

Gain Resilience

To establish the groundwork for growth in the coming century

4 Reduced cross-shareholdings

® Making steady progress toward
reducing cross-shareholders to
less than 10% of net assets

L4 Streamlined and sold
business assets
® Sold the Nagoya Plant site, etc.

L4 Improved asset efficiency in
the beverages and desserts
business

4 Decided to terminate
production at the Kobe Plant
(Aiming to terminate production

during 1H FY2026)

Progress has been made on certain initiatives

© Although progress has been made in creating seeds for new growth and
improving asset efficiency, we have not yet built a fully resilient business portfolio.

.

& Maintained stable equity ratio
at 50% or higher
[ Increased dividends in FY2023
® Ordinary dividend per share
¥60 =» ¥80
4 Paid commemorative
dividend in FY2024
® Commemorative dividend per
share ¥20
[ Revised dividend payout ratio
target
® Dividend payout ratio
(excluding gains on sale of assets)
30% or higher =» 40% or higher

[ Strengthened dialogue
with shareholders
and investors and
information disclosure
[ Promoted sustainability
management

& Launched initiatives
based on employee
engagement score

4 Introduced DX

Initiatives to Enhance PBR

With a focus on cost of capital

PBR remains below 1 times.
We need to intensify our efforts to improve PBR.

©® We have not identified effective measures, despite aging factories and

an increasing need to transform the production system.

© PBR has improved but remains far below 1 times.

We are not yet generating returns that exceed the cost of capital.

In view of the current situation, we need to implement ambitious measures instead of
merely continuing to implement existing ones in order to enhance corporate value.

Fiscal 2025 is the final year of the Group Medium-Term Management Plan 2025,

Moving Toward

Next Design 2030

and we are implementing a progressive shift to the new business plan as we start to pursue dramatic growth.
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2025 2025 - 2030 2030 - 2050 2050
2023 - 2025 | New Business Plan New Long-Term Vision
Next Design 2030
Gain Resilience Dramatic Growth Future Vision

Building foundations for the next 100 years

Co-creating a
new long-term vision

Future Vision

Project with internal and

external partners

2030 Vision
We address the challenge of food sustainability
through our business operations and establish
a presence as a company that enhances its
corporate value over the long term.

Working to become an
industry-leading orchestrator

iry Farming,
Agriculture
m FOOd Te‘:h

38



39

Next Design 2030

2030 Vision: The Social Issues We Recognize

The social issue that we believe will be
the most significant until 2030

Helping to Achieve
Food Sustainability

We will address this issue to increase our corporate value.

Purpose and Commitment

Kendo Kenmin I

(“a healthy earth ensures human health”)

Concept

\f“ Drastically Transforming Megmilk Snow Brand's Assets

Advance production systems with new ideas

Raising the Value of Dairy

Invest in intangible assets to enhance competitiveness

Dramatically Transforming the Value of Dairy and Its Supply Demand Structure

® Improve the imbalance* in demand between fat and SNF «eveeeeveveiiiniiiniinnine. ) Expand cheese
® Enhance our presence, create demand and raise value recognition ««««-eeeeee ) Improve the profitability of milk and milk-based beverages
© Earn fair profit by expanding the value we provide to society «-eeeeeeeeeeeenenee ) Apply technologies and knowledge to new areas

(alternative foods, overseas)

Dlsfrlk}t;?miﬁ%i%bllmes Unique Ingredients / Production

Lactic Acid Technologies

Strengths

That Make It Possible

No.1in Cheese
Milk-Based Beverages

* A breakdown in the balance between demand for milk fat content (fat),
such as butter and cream, and non-fat milk solids (SNF), such as powdered skim milk.

An imbalance causes tight supply and demand for dairy products and excess inventory.

Synchronizing Solutions to Social Issues with Economic Efficiency

Helping to Achieve Food Sustainability Improving Corporate Value

With its founding spirit of Kendo Kenmin, the Megmilk Snow Brand Group has tackled the social issues of each era through its corporate
activities. In today's modern world, we believe helping to achieve food sustainability is the social issue we must address. How should
we face the coming age of scarce dairy resources? We believe that we have a social responsibility as a company involved in food
provision, but that this issue also represents a business opportunity. To enhance corporate value with a balance between social and
economic aspects, we must transform our assets with new ideas that are unconstrained by conventional thinking. In what we call the
Group’'s “second founding”as we start another 100 years in business, we will transform our assets to help achieve food sustainability and
enhanced corporate value. We will also lead Japan's dairy farming industry from the front to transition it into a sustainable industry.

Megmilk Snow Brand Report 2025

Value Creation Story

L How Will We Proceed to Achieve Our Vision?

Asset and Business Portfolio Transformation

Evolve Production Systems Strengthen the Sales Structure Investing in Intangible Assets

[ Dramatically improve production 4 Turn Group company [ Invest in becoming the brand chosen by |
efficiency by implementing collaboration wholesaler Mitsuwa consumers
or reorganization at 20-30% of Distribution Industry into Corporate brand investment to enhance
domestic manufacturing plants a sales company brand value (proactive messaging about
[ Reorganize into next-generation plants Streamline, clarify, and the new corporate identity, recognition of Investment
q e Amount
(dairy products) enhance adaptability of brand value) Approx
Expand Japan-produced added-value cheese Group-wide business systems Strengthen sustainability initiatives —> 20 )
Develop innovative products (including the Streamline sales activities and (renewz?b\e energy, elimination of plastics, etc.) ¥ billion
utilization of subsidiaries and external resources) demonstrate Group synergies Invest in human resources (total over 6 years)
Solve manufacturing issues (labor shortages) (improved engagement, DE&)
[ Evolve into a sustainable value chain &4 Research and development investment
(retail milk and dairy products) Explore new ingredients and functions,
Line consolidation, consignment and extending used-by dates =
transfer to joint ventures (end of production
at the Kobe Plant, collaboration with Satsuraku 4 Productivity transformation through Capital
Agricultural Cooperative, etc) DX investment Investment
Extend used by dates, Data-driven management, N Approx.
transport milk packaged at Hokkaido, building and utilizing data lakes ¥3 billion
introduce one-way containers Expand to Group companies (total over 6 years)
DX human resource development _

Direction of Business Portfolio Transformation

We strive to enhance capital efficiency and add greater value in areas that support food sustainability.
We aim to further expand our priority and growth areas.

The Group is managing its business portfolio from a medium- to long-term perspective, using an arrangement of indicators aligned to
the degree of contribution to food sustainability on the vertical axis and market growth potential combined with our profitability on the
horizontal axis. Transforming our portfolio towards the area at the top right will lead to a balance between our growth and food sustainability.

Dairy Farming Infrastructure

miIk—baMszsar;eerages Streamlining Skim milk Streamlining
Support Adjustments [ Decisions |

Dry foods Rebuilding
(CNHJIENS WY Categories facing
withdrawal beverage issues

Priority

0} SUOINGHIUOD SIPN|AU|

ain)dnuiselyul buiuey Aliep a13sawiop
Ajjiqeureisns pooy 0) suonNqLU0D

Market growth and Group profitability

Direction We Are Moving Business Strategy Capital Strategy

: Actively develop markets,

| concentrating the resources we possess !
oncentrte meragement esource i h core busnesses | use borrowings to acceleate growth
Move management resources from
commaodity products to high-value-added products
Generate demand for domestic dairy products by
promoting their value

o Strengthen by concentrating
Priority the resources we possess and
applying leverage

Increase investments,
primarily by leveraging interest-bearing debt

: ! Actively invest in growth opportunities

! Invest existing resources to achieve extraordinary growth | e Achieve high returns from businesses that

i generate new markets (including alternative foods)
Take risks and actively invest,

including in mergers and acquisitions overseas

Acceleration of Assume a measure of_risk in :
Growth the categories that drive the Group’s | @ Invest internal resources in growth drivers
growth while pursuing high returns ~ :  (including functional ingredients)

Pursue an asset-light strategy that

includes reducing business assets and | Streamline, add greater value, { Improve capital efficiency

(adopt an asset-light approach)

Dairy Farming collaboration with other companies. | aim for market transformation (improving profitability) Devel ducti tem that invol
Infrastructure At the same time, take on the challenge Enhance the ability to generate cash through collaborations : reznec%%aozfgs?ég ;ET&ZS%Z%EB :nén;/é)q\(ﬁssmons
gi(r)\%iglée”titt;ansformatlon to improve with other companies, streamlining and promoting added value and collaborate with other companies

Improve capital efficiency (reallocation of invested capital)

| © Reallocate invested capital for products that obviously

i generate returns lower than the cost of capital to other
quadrants to enhance company-wide capital efficiency

Make decisions regarding rebuilding, | Restructure the businesses

Support consolidation or withdrawal from ' . : o e
Adjustments  business and implement in o E?‘é fgg;ﬂﬁ;&zesses after establishing specific time frames

a speedy manner
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Value Creation Story

L How Will We Proceed to Achieve Our Vision?

Overseas Business Operating Profit*

Management Indicators Business Strategy: Overseas Business

Image of the Progression of Sales of functional ingredients

FY2024 [l Intermediate The overseas business is one of the business areas with a key role T it
Basic Policy Items Indicator and Target Full-Year Milestone Operuﬁng Profit*2 and ROE Adjusted . . . . . ¥ b'"'oj" Expand the number of locations
Results (FY2027) ROE 9.0% in the dramatic growth envisaged under Next Design 2030. We aim that buy ingredients
(¥ billion) t te 7.0 billi . busi . derto i A;celergte growth by
WkflriE rdsted FOE - 000 . . 36 350 O generate /. Ihon yen in overseas pusiness In oraer to Increase reinforcing the system
i juste :9.0% 4% .07 . . . .
S:Sﬁgf"is its share of total operating profit to 20% in fiscal 2030. Functional o
. i 32 - . . . . s — cese
(continueto  Commitments Adjusted ingredients and cheese will drive this high growth. Strategically expand the business
haye an A rating ROE 6.5% —e inIndonesia
InGiciEl ROIC:6.0% 4.5% 55% 28 ¥ +16 Establish a local business in Vietnam
assessments) billion . . o . . as quickly as possible
20-30% of 24 Functional Ingredients: We are expanding ingredients with health ] e et s i Al
- o . . . . . . . 7
r;en‘ij“ﬁ/:ﬁ:f the domestic production bases i functions, including “MBP!in Asia, Oceania, North America, and other
. . ases — . .
the business COLabOYafe \{V‘thtOthef companies or 20 185191190 T regions. As in Japan, there are high needs for improving quality of life Powdered Milk for Babies
foundation unaergo restructuring . . . -, . Carry out structural reform of
el @i o 11 (QOL) due to the aging population, and business opportunities will expand unpryoﬁtab‘e local businesses
A tby UIil'iJzing Key indicator ~Leverage: approx. 1.5 times 1.2 times ) significantly as we acquire local health claim accreditations. We are steadily 0.
Interest-bearin: o i i - . q q q R . illi
i Wéarzggtdsto Net D/E ratio: approx. 0.5 times 0.1 times 12 expanding the number of locations that buy ingredients and reinforcing ¥U. [ billion | i New Businesses
achieve to 2024 2025 2027 2030 business development systems to drive high growth in the future. 2024 2030 (V) Uncudingiisaact vities)
o fulfillour  NOPAT: approx. ¥25 billion ¥13.3 billion -
gJSFg'bu(tje commitments  Operating profit*2: approx. ¥35 billion ~ ¥19.1 billion 2023-2025 2025-2030
Iviaenas
consistently and Group Medium-Term Next Design 2030 Cheese: We will establish production sites in Vietnam following our
buy treasury Management Plan 2025 existing sites in Australia and Indonesia. The main target areas are Domestic Growth Area

shares flexibly Taking Thorough Measures to
Increase Demand for Cheese
® Develop Japan-produced
value-added NC and
advance production systems

Invested capital: approx. ¥410 billion  ¥2958 billion — . . L .
Southeast Asia and East Asia, and we are also considering expansion into

the Middle East and Africa in the future.

Powdered Milk for Babies: As profitability of local subsidiaries has
declined due to the impact of falling birthrates, we will advance structural
reform, including the optimization of systems

New Businesses: In addition to global development of plant-based foods,
we will take on the challenge of new business areas utilizing M&A.

Gain Resilience Dramatic Growth Operating Profit*

¥ 15 pillion

Expanding the Presence of
Milk and Milk Beverages

® Increase market share by
addressing diverse needs

@ Streamline the supply chain through
coordination and collaboration with
other companies

Business Strategies and KPIs

Operating Profit** Cultivating and Harvesting

the Fruits of Growth FY2030 Plans FY2024 Full-Year Results

: Increasing profits from functional o
35.0 gczraszcalggperations ingredients and cheese production 20% of total operating profit Percentage 0 _4% ¥6.8 billion B e
¥99. in Southeast Asia . . Key Functional Products
“billion Business Strategy: Domestic Growth Areas o Enter new markets
! Developing Utilizing functional milk ingredients . ) . ' ® Expand the range of products that
key functional products | to address health requirements Netsales  ¥87.0iion  ¥64.7 bition In domestic growth areas, we have four business strategies. These are gf:;jgﬁi;%e;fl:g;ﬁf'”9 &
: ﬁ.o to take thorough measures to increase demand for cheese, expand
! illion . e Expanding Alternative Foods
! Expanding Establishing it . ; ; :
e Expanding Bt shing e Net sales ¥9.0 bitiion ¥0.3 bittion the presence of milk and milk beverages, develop key functional 202 2030 10 @ Firmly estabiish plant-based foods
' . . . . . as a new revenue source
! ingredients, and expand alternative foods. We will aim to generate * Operating profit excluding the impact of ® Become the leader in
[ . . . . accelerated depreciation increasing due the plant-based yogurt market
L . operating profit of 15.0 billion yen in these areas in fiscal 2030. to streamlining decisions ° o
P Transforming the Structure to Increase
o the Value of the Dairy Industry
Taking thorough Enhancing competitiveness by Taking Thorough Measures to Increase Demand for Cheese QWA the strong connection between the corporate brand and product
¥19.1 I Lneenizunrg?é?clﬂgees?e generating new demand + Netsales v/ 7.0 piion ¥99.7 vition launch high-value-added cheese using Japan-produced milk purchases, particularly for cow’s milk products.
billion to generate new demand. As part of our development of the P L A e g nta ey We will apply milk ingredients
Expanding Leading the transformation of infrastructure to make this happen, we have decided to implement to the various health needs of consumers. We will meet consumer

2024 2030 (Fv)

*1 ROE excluding gains from sale of assets

——= the presence of milk and

milk beverages

Developing

the structure of the milk and
dairy products market

Regenerative Dairy Farming

* Net sales ¥100.0 billion

Compared to

¥75 .1 billion

Compared to

capital investment at the Nakashibetsu Plant in Hokkaido and the
Ami Plant in Ibaraki Prefecture. Our combined investment across
the two plants will be 47.5 billion yen, and both plants are expected
to commence operation in the first half of fiscal 2028.

At the Nakashibetsu Plant, we will install equipment to increase

needs based on our knowledge of functional ingredients and
collection of lactic acid bacteria obtained through the Group’s many
years of research and development. In addition to products such as
MBP Drink and Mainichi Hone Care MBP, which have already grown
as priority products, we will focus our efforts on selling ingredients in

Initiatives to increase Engaging in research and businesses | q . . . . .
the demand for self- ot e to . Planted area thelevelinFY2019  thelevelin FY2019 production of natural cheese. The Ami Plant will produce high- the Japanese market on a BtoB basis.
sufficient feedstuffs the advancement of dairy farming + 34 -3.6% value-added cheese using Hokkaido cheese as the raw ingredient. B L 2P We will firmly establish plant-based

4 The Evolution of
Our Connections with Society

Application in
other businesses

Applying our expertise and
operations in the dairy industry in
other businesses

KPIs under consideration
Pet market, space, etc.

*2 Operating profit excluding the impact of accelerated depreciation increasing due to streamlining decisions
*3 Includes growth of other existing areas (butter, margarines, feedstuffs and seed products, etc,)
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B I R e e R e I e P We will promote

optimization of our assets and structural reform of the supply chain
by collaborating with other companies and streamlining products.
We will also increase per unit profitability by offering proposals for
new product containers and volumes and increasing the proportion
of high-value-added products in the product mix. In addition, we
anticipate benefits from investments in intangible assets due to

foods as a new source of profit. In this process, we will aim to become
the leader in the plant-based yogurt market. We also believe that

an experimental approach will be needed in order to create and
develop a new market, and we will take on a variety of challenges,
such as hybrid products that include animal protein and entry into
the alternative foods area utilizing food tech.
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e Ve r ' Strategic Initiatives
0000 00000OC0COCOGEOGOOGEOGNOSGEOSONOGEONOSEO®OOISO
Under the new business plan, Next Design 2030, we will implement seven strategic initiatives with
the aim of generating 35.0 billion yen in operating profit in fiscal 2030.

L
Enhancing ﬂ Fr2030:
° 20% of total operating profit
Overseas Operations MBP
FY2024:
Increasing profits from functional ingredients and 0.4% of total operating profit
) cheese production in Southeast Asia

Growth Strategies

Embrace Chullenges to seize business opportunities

Strengthen overseas cheese production affiliates to Achieve the discontinuous growth in sales of functional ingredients
increase profit X Build milk VC by establishing local milk production bases

Increase exports of infant formula and streamline M&A actions in the Asian dairy product and
overseas production systems for powdered milk, functional ingredients sales areas

including infant formula

Strenaths that make it possible ® Technology for developing cheese tailored to consumer tastes
9 = ® Increasing certified ingredients, such as U.S. GRAS ingredients and Korean ingredients specified for health use

Enhancement toincrease revenue in existing businesses

Jweg| Establishment of Vietnam Subsidiary
> https://contents.xj-storage jp/xcontents/AS08619/d1b27ecf/
83cc/47ac/816d/cb698c4d4c8f/20240520131219538s.pdf

Taking Thorough Measures to Increase
Demand for Cheese in Southeast Asia

Although the Megmilk Snow Brand Group has expanded the cheese
Attractions of Vietham

® Population growth and westernization of diet
due to economic growth
Population growth and growth of middle-income segment
due to economic growth
Growing consumption of food and westernization and
diversification of diet

business overseas mainly in Australia up to this point, we entered the
Indonesian processed cheese market in 2013. In fiscal 2024, we established
our second Asian production and sales site for processed cheese in Vietnam,
where significant growth in cheese consumption is anticipated due to

the growth of the middle class with future economic growth. The new ® Growth potential of cheese market

plant is expected to commence operation in fiscal 2026. We will leverage Continuously expanding cheese market and
. . . growing market potential
our technology for producing cheese to suit consumer tastes cultivated

in Japan to lead the Southeast Asian cheese market. We will also expand X
Economic Growth Forecasts for

exports of Japan-produced dairy products. In the future, we will implement Southeast Asian Countries (real GDP growth rates)

initiatives with an eye on expanding our business to the Middle East. — Indonesia — Malaysia — Thailand === Vietnam

— Worldwide — G20 —Japan

e Megmilk Snow Brand Vietnam (%)
: e (2024) 8
B 7
6 /
Megmilk Snow Brand Indonesia — - 5
(013) l : 4 4
“——Udder Delights 3 T
. Australia 1
(2017) 0
¢~ Snow Brand -1
) I Australia 2023 2024 2025 2026  (yean)
e < (1990) (Source) OECD Economic Outlook December 2024
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Value Creation Story

L How Will We Proceed to Achieve Our Vision?

BtoB Sales of Functional Ingredients Focused on “MBP”

Amid the aging of the global population and rising interest in extending healthy Business Opportunities

life expectancy, “MBP" Megmilk Snow Brand's proprietary ingredient that is
effective for bone health, is receiving more attention. We are aiming to generate
dramatic growth by establishing structures to respond to requests from around
the world, as well as strengthening evidence and improving awareness.

( Issues in the Value Chain )

©® Competitive advantage of “MBP" Megmilk Snow Brand’s
proprietary ingredient that other companies cannot
emulate

©® Aging of the global population

T T BT

Planning R&D Procurement  Production Logistics

I

Scarce supply of “MBP" ingredients to

meet demand

Establish Structures to
Respond to Requests from Around the World

@ Expand the number of personnel at sales locations
Establish a system for direct follow-up of users from each location
@ Increase supply capacity by expanding production locations
© Integrate management of intellectual property, certifications, and
contracts with Megmilk Snow Brand (Tokyo) as the headquarters

Strengthen Evidence and Increase Awareness

© Continue testing to obtain evidence in countries where
business is expanding

® Obtain new health claim approvals in countries where
business is expanding

Supplement Market Size and Global Sales Locations

Europe North America

® Megmilk Snow Brand
Tokyo Headquarters

Asia region

.
Megmilk Snow: Brand South America
Singapore
Oceania

Supplement market size

s 2024: $54.1Billion
2030751139 billion (Forecast)

.
Snow Brand Australia

(Source) Market size: Personalized Nutrition and Supplements Market and Global Industry Size,
Market Research Report by Global Information, Inc.

The Asian market is the second-largest
after North America

The market is large and includes products
for elderly people with osteoporosis,
sports nutrition products for muscle and
bone, and products for growing children

Market Overview

Marketing Customer
Sales Service

T

Yet-to-be established structures:

(1) Sales structure; (2) Intellectual property;
(3) Regulations and approvals

Sales Structure for Functional Ingredients

Megmilk Snow Brand
(Tokyo)
© Sales staff familiar with
technology
® Intellectual property support

® Regulatory/
health claims support

Snow Brand
Australia
Megmilk Snow Brand
Establish sales structure Singapore
by increasing number of
personnel Establish sales structure

by increasing number
of personnel
(Asia and Middle East)

(Oceania, Europe, and US)

Cover regulations and
certifications in Oceania

Sales Revenue for Functional Ingredients, Including “MBP”

(Index) (Index with sales revenue in FY2021 as 1)
15

. MBP +

annl

21 22 23 24 '25 26 27 28 29 30 (FY)

Sales have remained strong since the full-scale expansion of

sales overseas in 2020

Aiming to expand net sales with sales of “SBT2055" (Lactobacillus gasseri
SBT2055) and other functional ingredients in addition to “MBP”
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Deve'?p'"g Key n FY2030: Net sales ¥87.0 billion
Functional Products

Utilizing functional milk ingredients a FY2024: Net sales ¥64.1 billion
to address health requirements

Against a backdrop of rising health needs, we will expand products with excellent functionality as key functional products. In particular,
we will develop and strengthen sales of products related to “MBP”and Lactobacillus gasseri SBT2055 to maintain bone density and
address health issues for middle-aged and elderly people, as well as providing proposals to address new demands from active senior
citizens. We will lead market growth by rolling out high-value-added products such as supplements and beverages for specified health
uses and work to enhance our brand strength and improve profitability.
° (Ljoss of opportunities to expand share of potential mz'arketl ° Continqously i'm'plemlent aqvertising an.dls'ales'

ue to lack of awareness and understanding of functionality promotion activities, including sales activities aimed

at solving health issues

Embrace Chollenges to seize business opportunities

Increase domestic BtoB sales of ingredients Research and develop products to meet health needs (beverages
(functional products, products for commercial purposes) X and desserts, functional products and lactic acid research)
Expand products related to “MBP” and Provide new fermented dairy experiences

Lactobacillus gasseri SBT2055 Enter the femcare and athlete markets
‘ Jwes) Conclusion of supplier

7 agreement with women'’s ekiden
(long-distance relay) club at
Meijo University (in Japanese)
» https://www.meg-snow.com/
news/2019/pdf/20191114-1608.pdf

Growth Strategies

Enhancement toincrease revenue in existing businesses

® Knowledge about functional ingredients and the lactic acid bacteria
T —— library Qeve\oped through many years of res‘e‘alrch and development
©® Marketing and product development capabilities to meet needs,

capabilities that we have developed through our online sales business

Expanding
Alternative Foods

@ Establishing it as
2 a source of revenue

Based on collaboration with joint venture Agro Snow Pte. Ltd., we will establish a value chain encompassing procurement through sale

FY2030: Net sales ¥9 billion

M FY2024: Net sales ¥0.3 billion

of pea-based raw ingredients, and we are seeking to expand our alternative foods business in and outside Japan. The plant in Malaysia
is set to start operation in fiscal 2026. We will work on BtoB sales of pea-based materials with the aim of further business expansion. In
Japan, we launched five products in 2024, including Natulait Megumi Born from Plants. We will use communication with customers to
continue making improvements rapidly and promote the features of our products, which will lead to development of the market.

@ Responding to the diverse values of consumers

@ Lack of awareness and understanding of
plant-based foods (pea-based)

© Establishing structures for
production and stable procurement

Growth Strategies

Enhancement to increase revenue in existing businesses

Establish plant-based foods as a new source of revenue

(become the leading brand in the plant-based yogurt market

O Step up initiatives through
advertising and in-store activities
@ Explore functions and improve flavor of plant-based
foods (pea-based) (implemented in spring 2025)

© Procure stable supply of pea-based raw ingredients
through Agro Snow

Embrace Challenges to seize business opportunities

X Hybrid products @ Enter the milk alternative protein business
) Agro Snow's alternative ingredients business

i i ® Ability to utilize existing production lines in Japan
Sfreng'rhs that make it possible ) ) . . )
® Production technology and quality management developed in the milk production process

® Ability to procure a stable supply of pea-based ingredients from our overseas raw ingredient manufacturing subsidiary
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Taking Thorough Measures to ﬂ Fr2030:
Net sales ¥77.0 billion
Increase Demand for Cheese

PO FY2024:
/ s 7 Net sales ¥59.7 billion
Enhancing competitiveness by generating new demand

Japan’s declining population and the aging of the customer base have led to a decrease in consumption. We will aim to expand the
market by broadening the target consumer base while pioneering new applications and developing and launching sales of high-value-
added products to generate new demand.

(I1ssues in the Value Chain ) Percentage of Purchases by Generation

(Source) Calculated based on average purchase amount (by age cohort) in SCI Data

M Age 19 or younger Age 20-29 M Age 30-39 Age 40-49

Marketing Customer

Planning R&D Procurement Production Logistics Sales Service M Age 50-59 Age 60-69 Age 70-79
| T { 2.0 [ Over-50s account for 60% —
A . o Cheesselz o - 182 196 211
Imbalance* in demand Declining population in Japan ) . sales
between fat and SNF Aging of main consumer base } Decrease in consumption

o

(solids-not-fat) Need to cultivate younger cohorts

We will aim to expand market share by
increasing purchases by younger cohorts.

* A breakdown in the balance between demand for milk fat content (fat), such as butter and cream, and non-fat milk solids (SNF),
such as powdered skim milk. An imbalance causes tight supply and demand for dairy products and excess inventory.

Enhancement to increase revenue in existing businesses Embrace Chullenges to seize business opportunities

Increase sales of Sakeru Cheese and soft cheese Develop and expand domestic high-value-added cheese

Concentrate management resources on value-added products X Review product mix and strategically use fat and SNF
Remodel commodity products (solids-not-fat)

Rebranding | Achieve discontinuous growth through M&A

i i ® Development capabilities and production technologies for highly unique products that generate new demand
Strengths that make it possible (e.g. Sakeru Cheese and torochi)

©® Marketing skills that generate demand among target consumers (e.g., Sakeru Cheese and 6P Cheese)

©P.65) Refer to Brand Management

Advancing Cheese Production Systems

We will invest a total of approximately 47.5 billion yen in the Nakashibetsu Plant
and the Ami Plant. We will coordinate and advance the production systems of
both plants with new ideas to produce high-value-added cheese and expand
capacity of powdered milk equipment. Both plants are expected to commence
operations in the first half of fiscal 2028. We will further increase our presence

in the cheese market while also improving the demand imbalance between fat
and SNF, which is a current issue. We will also adapt flexibly to future raw milk
supply and demand by upgrading equipment for producing powdered whey to

triple production capacity. Conceptual rendering of the completed Nakashibetsu Plant

20 40 60 80 100(%)
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L How Will We Proceed to Achieve Our Vision?

Expanding the Presence Of n FY2030: Net sales ¥100.0 billion PromOt'ng Dlgltal TranSformOtlon

Milk and Milk Beverages
@ FY2024: Net sales ¥75.1 billion

. Leading the transformation of the structure of
To expand the presence of milk and milk beverages, we will collaborate with other companies and streamline our product lines while

the milk and dairy products market
also pursuing optimization of our assets and structural reform of the supply chain. We will increase profitability by proposing new

The Megmilk Snow Brand Group’s DX Vision aims to leverage digital transformation to drive organizational
and corporate culture reform. The DX Strategy Department, new in April 2025, is dedicated to promoting
DX to make the most of the platforms and infrastructure we have already built.

Megmilk Snow Brand Group’s DX Vision

By accelerating the cycle of identifying issues and linking them to solutions
and improvements, we will be able to better innovate and enhance
management decision-making.

Each and every person on our team will acquire a high level of digital literacy.

We will use digital technology and data to
accelerate our progress on material issues by
transforming our organizational culture,
operations and business.

product containers and volumes and increasing high-value-added products.

@ Improve revenue structure @ Rationalize assets and carry out structural reform of the supply chain

® Product differentiation ® Add new product containers and volumes and increase high-value-added products

Embrace Chollenges to seize business opportunities

Reform the supply chain structure to adapt to changes
in social structure
Collaborate with other companies to establish

Growth Strategies
DX in Next Design 2030

We will allocate approximately 3.0 billion yen of the increased investment in intangible assets under Next Design 2030 to productivity

Ideal State

Enhancement toincrease revenue in existing businesses

Rationalize assets through line consolidation, production consignment,
joint ventures and other collaborations

Asset consolidation, etc.
Promote the fundamental value of milk to enhance cash generation

reforms using DX.

Increase product brand strength

Strengthen development of product containers and
volumes for milk and milk beverages

Cultivate new users through school meals
Transform home delivery channels

(bottle line upgrades, logistics streamlining)

Improve logistics and environmental sustainability by
extending used by dates, transporting milk packaged
at Hokkaido, introducing one-way containers
Streamline sales activities and demonstrate

Group synergies by making the wholesale subsidiary
Mitsuwa Distribution Industry a sales company

X low-cost production systems @

® Avoiding falling into an organizational culture of waiting for
instructions, following precedent, and sectionalism

® Further strengthening empathy with our mission and vision,
a culture that embraces challenges,
and trust in the management team

® Eliminating inefficiencies in the use of internal information

Firmly established Megmilk Snow Brand values

Fully entrenched organizational culture of creating and
enhancing new corporate value

Stronger internal communication

Operational reforms achieved by consolidating and leveraging
internal information

DX human resources developed and fully deployed

Sfrengfhs LCIINCTEHTLERES @ Nationwide supply network @ System for procuring dairy products as raw materials ourselves

In May 2025, we opened YuMexPortal on the Group’s intranet to encourage dialogue and interaction between
officers and employees and promote organizational and corporate culture reform.
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Initiatives to Increase
the Demand for Self-
Sufficient Feedstuffs

@ Engaging in research and
businesses that contribute to the

advancement of dairy farming

FY2030:
Planted area +3.0% compared to the level in FY2019

Result FY2024:
Planted area -3.6% compared to the level in FY2019

In response to the significant impact that climate change and
the volatile market price of imported feedstuff ingredients
currently have on dairy farming, we will seek to reduce
environmental impact and realize sustainable dairy farming by
making the most of our relationships of trust with dairy farmers
and the comprehensive proposal-based sales capabilities that
Snow Brand Seed Co,, Ltd. has cultivated.

® Expand grass and feedstuff seeds to increase production of
self-sufficient feedstuffs

® Increase the percentage of self-sufficient feedstuffs by enhancing and
disseminating the study and research at the demonstration farm and
with management demonstration farmers

® Propose compound feed to supplement nutritional content lacking in
self-sufficient feedstuffs

Megmilk Snow Brand Report 2025

Application in
Other Businesses

Applying our expertise and operations in
the dairy industry in other businesses

Under consideration

We will expand into food and non-food businesses by
leveraging the diverse knowledge and functions related to

milk that the Group has developed up to this point. Our New
Business Creation Department will explore co-creation with
other companies and industries to develop new businesses.

We have also begun participating in a space-related consortium.
We will seek to maximize corporate value by taking on the
challenge of new areas in parallel with our efforts to strengthen

our existing businesses.

Megmilk Snow Brand DX Roadmap

How
should we
use it?
Datalake
Take on challenges!

We support you!

We can
use data in
high-level ways

Every person is like this.
aleader!
We'll do it together!
—®
Organizational
culture reform
O
Career  aspirgeiy,
+Support for individual
4‘4,/7 career development
% *Talent management
*Reskilling
«Expression of individuality
Bringing about
mindset change in
internal organizations o iies

and people

Generating diverse value, including research,
product development, and marketing activities, etc.

Value
creation

Toward
our vision for 2030

Data from
academic corporate
Tesearch

“MBP” Lacticacid
B

cteria

9 Significantly
Increased increasing
efficiency . .

operational efficiency

Optimize logistics
Optimize
production systems

Remote
work

pr—
S
<Cataboraton
Smart factory
0 Establishing
platforms and
Fund. tal |
Fndamen |nfrastru§turefor
Dashboard promoting DX

New PC
Smartphone Microsoft365

Tablet
Cloud PBX

BI+Al
TVOICE
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Material Issues

In order to improve the sustainability of society and the Megmilk Snow Brand Group,

the Group has identified social issues that have a significant impact on both society and the Group’s business.

Based on these, the Group has identified six material issues and set related KPIs.

Process of Identifying Material Issues

L ser1 @ sep2 4 swep3 4 sePd 4

Ascertaining and organizing
social issues that will have
an impact both in and outside

Japan in the future

____osee5 @ sep6 4 P74

Re-examining potential

material issues based on
the opinions and suggestions of

external experts

Evaluating and analyzing
the level of impact of each issue on
business and society in terms of
both opportunities and risks

Formally identifying
material issues in a resolution of
the Board of Directors

Identifying issues with
a high level of impact on
business and society as
potential material issues

Aves) Identification Process (in Japanese) P https://www.meg-snow.com/csr/policy/process/

Engaging in dialogue with
external experts
(experts from consumer groups and

members of the Corporate Ethics Committee)

Revising material issues to ensure that they had double materiality,
a framework that synchronizes social and economic value (2023)

Reasons for Selecting Material Issue, and Opportunities and Risks

Material Issues Reasons for Selection Opportunities

Provision of
Sustainable
Food
=L
Food

® Increases in the value of intangible assets in the R&D area,

Contributions to
Health through
Food

Against the backdrop of the world's rapidly growing
population, there is expected to be a tight supply of
protein, which is essential for maintaining human health
and life, and an increase in demand for milk and dairy
products, which have an excellent nutritional balance.
Solving the problem of nutritional deficiencies that could
arise in the future and raising the value of dairy as a luxury
item will lead to the acquisition of business opportunities
and an increase in product brand value.

such as innovations that further raise the value of dairy,
exploration of new materials and functions, and utilization
of health-related big data, will enhance our ability to solve
health issues and strengthen our competitiveness in the
market.

® Consumption of milk and dairy products
will increase due to the world’s rapidly

growing population, and sales will expand.

® With the risk of a “protein crisis”due to a
shortage of animal-based protein, we will
actively develop and launch alternative
foods, establishing a competitive
advantage as a pioneering company.

® Our sales will expand and our brand
strength will improve as we provide
products that solve health and nutrition
issues both in and outside Japan and
disseminate information that contributes
to health.

® |t could become more difficult to
continue business activities due to the
tight supply of raw materials driven by
factors including the rapid growth of
the world's population, climate change,
and conflict.

® Delays in responding to social issues
such as the declining birthrate and aging
population in Japan, extending healthy
life expectancy, including overseas, and
preventing disease could lead to missed
business opportunities.

Contributing to
Sustainable
Dairy Farming

Dairy
Farming

The establishment of a foundation for sustainable

dairy farming and production is essential for stable
procurement of high-quality raw materials and
improvement of business continuity. Furthermore, our
relationships with producers built up over many years are
an advantage for comprehensive proposal-based sales
and are expected to create opportunities for research and
business expansion that will contribute to the development
of a sustainable dairy industry, including an expansion in
demand for self-sufficient feed.

We will ensure business continuity
through stable procurement of raw milk,
which we will use to create products that
sell with added value.

Provision of technology to reduce the
environmental impact of dairy farms will
create business opportunities.

It could become more difficult to procure
raw milk due to the weakening of the
raw milk production base (the exodus
from farming, rising costs, and climate
change).

Sales could decline due to rising social
criticism of the environmental impact of
dairy production (cow burps, etc.)

é Reducing
Environmental
|

® Reducing environmental impact is a corporate social

responsibility. At the same time, proactive initiatives
will reduce future costs and will also gain the trust of

® Profit will increase due to reductions in
energy consumption and waste disposal
costs.

® The company'’s social reputation

® Procurement of raw materials, including
raw milk, and continuation of business
activities could become difficult as the
sustainability of the entire Earth can no
longer be ensured.

® Corporate competitiveness could

mpact stakeholders, including investors and consumers, and will improve due to its response to ) € C
Environment P lead to an appropriate corporate valuation. comsur?]er and investor coEwcems about decline as costs associated with legal
environmental considerations. regulations increase and stakeholder
trust decreases due to inadequate or
delayed compliance.
® Promoting diversity encourages innovative thinking and )
the generation of ideas that meet diverse social needs, .;;%%i?ﬁ;igtegjg%aalsi%écrgsdﬂﬁt?jt
as well as strengthening corporate competitiveness and 1o secure human resources essential
D competitive advantages in securing human resources. In - ® We will encourage innovation sparked by for innovation and business activities
Diversity and addition, the establishment of a working environment diverse human resources and their values, and the lack of development of future
Ty that enables diverse human resources to demonstrate thereby enabling the creation of products business leaders could lead to a decline
Humgn Rights their individuality and skills reduces the risk of losing that meet social needs and increasing in competitiveness. In addition. there is
r%Qn 9 existing human resources. Furthermore, by eliminating corporate competitiveness. 3 possw’g'\lity of expésure to rephtaﬁomal
reputational risks such as violation of human rights ’ : S
including in the supply chain, we can gain the trust of risk dlue tho human rights violations in the
Peol:"e stakeholders as a people-oriented company. supply chain.
o L3 L«
Society ® As a company that contributes to lifestyle and health, P ® Inadequate consideration for local
the Group's rgcogm'tion and trust increase through the ® Wer cap texpg;tgrm r?épfarr:sk\)on |r;)the communities and lack of communication
Contributingto  provision of product proposals, services, and information icr?cr%(a)s?ne irust a?\d reio r?ﬁst?onyamon could lead to distrust and opposition
Local tailored to local community characteristics and issues local gl local 9 ts and 9 from the local community, which could
Communities to improve the health of local people, leading to long- Ocal peop'e, focal governments, an undermine the corporate and brand

term support for product brands and enhancement of
corporate value.

distribution partners through initiatives
rooted in community needs and issues.

image and make it more difficult to secure
human resources.
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L How Will We Proceed to Achieve Our Vision?

Provision of Sustainable Food /
Contributions to Health through Food

The Megmilk Snow Brand Group views providing sustainable food and contributing to health through food to

be material issues. Addressing these priorities will help the Group contribute to food sustainability through its
business activities, for instance by providing new options for ensuring sufficient protein intake and extending
healthy life expectancy.

Mat: Issues Core/Ad 4
Themes

Providing
Appealing
Milk and
Dairy Products

Providing
New Options
Leveraging Our
Expertise and
Functionality

. Developed
Provision of through Milk

T —————
Maintain and renew certification under international food safety Result (2024)

Food

Every year

4 Achieved

al Year Results (FY)
Achieved 2023 2024

Result (2024)

Promote initiatives to expand domestically produced milkand - Recorded all-time-high sales as a result of
dairy products and contribute to strengthening the domestic  strengthening sales in Japan for Sakeru Cheese and
dairy farming production platform began exporting to the Philippines, increasing the

number of export destinations to seven countri

Increase overseas operating profit to 7.0 billion yen or more
(20% of total operating profit) by leveraging our expertise and
functionality and strengthening overseas development

- ¥003bilion (-029) | ¥oosbilion 04% [l

Result (2024)
Increase net sales of alternative foods*! n
such as plant-based foods to 9.0 billion yen or more ¥0.3 billion

schemes (FSSC, SQF, etc.) accredited by GFSI at all domestic and

25 out of 26 facilities,
Every year oyerseas food facilities that manufacture Megmilk Snow Brand or 96%, have earned certification
products, and continuously implement improvement (as of April 2025)
Providing Introduced at Introduced at
Safe Products 5006 Introduce the Megmilk Snow Brand Sensory Evaluator System 41 production facilities, 46 production facilities,
and Services at contract manufacturers of Megmilk Snow Brand products ~ with a total of 519 people |with a total of 613 people
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, certified  |certified
Train certified sensory evaluation technicians with the ability
to evaluate flavor as an effort to improve quality control
2026 (Number of certified sensory evaluation technicians (including 131% e 141% e
contract manufacturers): 105% or more of the fiscal 2022 level]
Increase net sales of key functional products*? to -
2030 870 billion yen or more @P45) - ¥64.1 billion n
Results (2024)
@ Launched the Strong Bones, Strong Future Project
to promote awareness-raising activities about
L Initiatives for Carry out research and development, product development, bone health and broader recognition of “MBP”
Contributions A service provision, and information dissemination to contribute . MR
Extending Every year » g H ’ ® Stepped up promotion of “MBP”blended products
to Health Healthy Lif to extending healthy life expectancy via our expertise and 2nd increased recoanition rate of “MBP”
through Food ooy - functionality developed through milk ! gnit
Expectancy ® Gave 19 presentations on extending healthy life
expectancy at academic conferences, and published
six papers in academic journals
Conduct food education activities on the key theme of - -
2026  contributing to health through food, aiming for an average of 62,764 participants 4 | 50,785 participants 4 A

(138.4% of target) (112.8% of target)

45,000 participants per year from fiscal 2019 to 2026

Scope: X Megmilk Snow Brand [® Megmilk Snow Brand / Ibaraku Co, Ltd./ Kohnan Oils and Fats Mfg. Co, Ltd./ Michinoku Milk Co, Ltd. / Yatsugatake Milk Industry Co,, Ltd. / Bean Stalk Snow Co, Ltd./ PT. Megmilk Snow Brand
Indonesia / YOSHIDA CORPORATION / Luna Bussan / Miruku no Sato Co, Ltd. [El Megmilk Snow Brand / Ibaraku Co, Ltd. / Yatsugatake Milk Industry Co, Ltd./ Snow Brand Parlor Co, Ltd. Il Megmilk Snow Brand Group (consolidated)
*1 Megmilk Snow Brand's own standard: Does not include existing products such as margarines and vegetable fat whips

*2 Megmilk Snow Brand's own standard: Yogurt, functional foods (mail-order business), functional ingredients (changed the scope in fiscal 2024).

Life-Saving Special Milk for Congenital Metabolic Diseases

The Group has been providing special milk for treating infants with congenital

metabolic disorders for over 60 years. This milk is an essential source of nutrients for

infants born without the ability to sufficiently metabolize amino acids, and demand

for it among pregnant women and adults has also risen over the past few years. In

December 2022, we received a letter of appreciation from Japan’s Minister of Health,

Labour and Welfare in recognition of our efforts. As there are no domestic substitute

products for this special milk manufactured by the Group, providing a stable supply

Employees involved in manufacture and quality control for food formulas

is a social responsibility we must fulfill. The Great East Japan Earthquake reaffirmed the importance of ensuring a steady supply. At present,

we supply two types of the special milk as pharmaceutical products and six types as registered milks. However, as regulations become

tighter, procurement of raw materials is becoming more difficult, and issues related to the quality management system have increased. We

will meet the continually rising demand by leveraging the research into breastmilk and baby formula manufacturing technology we have

cultivated as a dairy manufacturer and strengthening advanced quality control and collaboration among departments. Going forward, we

will continue to support the lives of people who need this special milk.
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Dairy farming is an essential industry that plays an important role in supplying high-quality protein. Dairy

.@_ﬁ Contributing to Sustainable Dairy Farming

Dairy Farming

one of our key management issues.

Activities to
Contributing to Strengthen the
Sustainable  Dairy Farming
Dairy Farming Production
Platform

Dairy Farming

Provide administrative and technical support for sustainable
dairy farm management through operational support for

Every year the Japan Young Dairy Farmers Research Association and
the activities of the Research & Development Center for

farming is also the basic source of the Megmilk Snow Brand Group's profits, and making it more sustainable is

: Core Activity | Fiscal Year Results (FY)

Expand the area of land planted with Snow Brand Seed's grass
2030 and feedstuff seeds by 3% compared to fiscal 2019 levels in +0.2%
order to promote self-sustaining feedstuff dairy farming

+3.7% -37%"

Results (2024)

® Provided operational support for various training
programs held by the Japan Young Dairy
Farmers Research Association and for the Japan
Dairy Farmer's Research Association and Dairy
Farming Conference
© Held the Research & Development Center for
Dairy Farming Symposium in a hybrid in-person
and online format on the theme of “Now Is the
Time to Produce Feedstuff Domestically Part III”

Scope: I Megmilk Snow Brand [=1 Snow Brand Seed Co, Ltd. *In fiscal 2022, planted area expanded significantly due to the impact of the direct payment subsidy system for the use of rice paddies, but planted area shrank in

fiscal 2023 and fiscal 2024 with a significant decrease in sowing demand due to changes to the system.

Activities to Strengthen the Dairy Farming Production Platform

O Promoting Self-Sustaining Feedstuff
Dairy Farming
In recent years, as a result of global warming, there has been an
increase in summer dieback of pasture as well as changes in land
suitable for cultivation. To respond to such climatic variations,
Snow Brand Seed has been promoting pasture planting
proposals and mixed sowing of many grass species to diversify
the risk of a decline in harvest volume. Furthermore, to increase
production of self-sufficient feed, the company is working to
promote warm-climate grasses, which were previously difficult
to grow, in Hokkaido and proposing expansion in the
double-cropping of corn for feed in the Kanto region.
Self-sustaining feedstuff dairy farming plays an important role
as a part of sustainable dairy farming, since producing feedstuff
on one’s own land reduces dependence on imported feed. As
a result, this can reduce environmental impact by reducing the
volume of transportation from overseas in addition to supporting
more stable business management. Additionally, effectively
using compost can create a cycle consisting of feed, livestock,
and compost, which is very positive for the environment.

O Initiatives Contributing to
Reduction of Greenhouse Gas (GHG)

Reducing GHG emissions is a key issue in sustainable dairy
farming. Methane has a warming effect that is more than 20
times that of CO2, and it is said that approximately one quarter
of Japan's GHG emissions are derived from the belching of
livestock. Snow Brand Seed explored compounds that suppress
the emission of methane, which are found in legumes that can
be cultivated with little fertilizer, and found that water-soluble
compounds in the hairy vetch and the common vetch, both
from the vicia family, suppress the methane contained in cow
belching. It was confirmed that adding 3% to feed suppresses
the emission of methane. However, as the fresh forage

is toxic, the company will develop a processing method that
increases effectiveness while reducing toxicity. Furthermore,

the company aims to establish cultivation and manufacturing
techniques with lower costs and energy usage throughout the
entire production process, including production of raw materials
and manufacturing processes, with the aim of achieving designation
as a feed additive for the purpose of reducing GHG emissions.

Dairy Farm Management Supporting the Future of
Local Agriculture in Collaboration with Crop Farmers*'

In 2021, | established the LA Alliance, a general incorporated association, in partnership with crop farmers where
| live in Tsuyama, Okayama Prefecture. We produce whole crop rice silage*? and grass for self-sufficient feedstuff
using surplus and abandoned farmland. This initiative has mutual advantages for dairy farmers who need stable
production of self-sufficient feed that is not affected by market prices, and crop farmers who need tactics for

dealing with fluctuating prices for rice and preserving local farmland. Going forward, | hope to continue building

Junichi Nagare

platforms that will support the future of local agriculture in collaboration with local farmers. Dairy farmer

*1 Farmers who plough fields and cultivate crops  *2 Feedstuff for cattle produced by harvesting the whole rice plant including the ears and stems, rolling and wrapping it in film and fermenting it with lactic acid (silage fermentation)

Megmilk Snow Brand Report 2025

Special Feature to
Commemorate
the 100th Anniversary

Messages from
Introduction Management

Management and
Financial Information
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L How Will We Proceed to Achieve Our Vision?

Reducing Environmental Impact

The Megmilk Snow Brand Group builds on its internal initiatives and leverages the knowledge gained to expand
collaboration with other companies, working together to reduce environmental impact.

Environment

4 Achieved
Core A iscal Year Results (FY)
Material Issue Scope
-“ 2021 2022 [ 2023 | 2028 |°°F
Preventing 5030 f(educe COz emissions* by 50% (compared to FY2013) 18.4% 2350 26.9% 26.7% E
_GlobalWarming "~ ™ ScopelrScopel b T
2025 Use 100% environmentally friendly raw materials in paper used ~ 87.1% 97.7% 99.0% 99.7%
e Procure 100%certified palmoit* oo | e | s | gacor BE
2006 Frocure 100% certie 204% | 145% | S44% | 735%
Sustainably Reduce the amount of petroleum-derived plastic used (per unit
5 2030 of sales) by 25%* (compared to FY2018) 2.59% 539 12.2% 10.5%
Using Resources * Reduction includes replacing petroleum-derived plastics with recycled plastics ? ? ? ?

and mass-balanced bioplastics

® Prioritize using paper and biomass plastic containers Result (2024)
Every year ® Encourage the use of personal cups and bottles in office to Conducted educational activities via
duce the number of pl b he ups internal magazin

Reducing 2030  Reduce waste product emissions by 30% (compared to FY2013)  23.1% 196% | 344%4e
Environmental T aaos b T T e oer Taaen @ | eane @
Impact 2030 Maintan waste fecycling rate at 8% or higher B2% | 9BE%ye | 9B8% e
Everyyear Increase food waste product recycing ate of 5% orhigher  862% | 945% | o634y | 960as [0
Pursue product development that considers the environment Result (2024)
Every year (extend expiration dates for existing products and new products, Extended shelf life for two functional food
Building a actively promote labeling of expiration date by year and month)  products and one commercial product
Recycling-Based 7T e
: Reduce the amount of water used at manufacturing sites by 9%
Society 2030 e 019 82% | 76% | 105%4e | 113%4e

S o S Result (2024)

Confirm water risks at manufacturing sites and assess risks to
Everyyear |0 cinass continuity 9 Conducted a risk assessment of

the Group's business continuity

As a proposal to reduce environmental impact, expand the area
2030 of land planted with green manure crop seed from Snow Brand — — 3.9% 1.2% E
Seed Co,, Ltd. by 20% compared to FY2019

Scope: Y Megmilk Snow Brand [l Snow Brand Seed Co,, Ltd. [H Megmilk Snow Brand / Ibaraku Co,, Ltd. / Kohnan Oils and Fats Mfg. Co,, Ltd. / Chokuhan Haisou Co, Ltd. / Michinoku Milk Co,, Ltd. / Yatsugatake Milk Industry
Co, Ltd./ Snow Brand Seed Co,, Ltd. / Bean Stalk Snow Co, Ltd. I& Megmilk Snow Brand / Ibaraku Co,, Ltd. / Yatsugatake Milk Industry Co, Ltd./ Bean Stalk Snow Co, Ltd. [€ Megmilk Snow Brand / Ibaraku Co, Ltd./ Kohnan
Oils and Fats Mfg. Co,, Ltd./ Michinoku Milk Co, Ltd. / Yatsugatake Milk Industry Co, Ltd. / Snow Brand Seed Co, Ltd. / Bean Stalk Snow Co, Ltd. [ Megmilk Snow Brand / Ibaraku Co, Ltd. / Kohnan Oils and Fats Mfg. Co,, Ltd. /
Michinoku Milk Co, Ltd. / Yatsugatake Milk Industry Co,, Ltd. / Bean Stalk Snow Co., Ltd. I Megmilk Snow Brand / Kohnan Oils and Fats Mfg. Co,, Ltd. / Snow Brand Seed Co, Ltd. / Bean Stalk Snow Co,, Ltd.

Jwe| Responding to TCFD Recommendations (in Japanese)
) https://www.meg-snow.com/csr/environment/tcfd/

Jwes] Responding to TNFD Recommendations (in Japanese)
> https://www.meg-snow.com/csr/pdf/tnfd_250731.pdf

Responding to TNFD*' Recommendations

Rising temperatures due to global climate change impact raw milk production volume and breeding of replacement heifers. They give
rise to various problems, including changes in the ecosystems that form the foundation for production of feedstuff. To address these
conditions, Megmilk Snow Brand is committed to achieving carbon neutrality by 2050, in accordance with the Paris Agreement. We also
aim to contribute to building a nature-positive*? world, which is an international biodiversity goal. We believe that we can help to solve
social problems by acting on climate change, natural capital, and biodiversity while paying close attention to global trends. To improve the
sustainability of both our business and the environment by reconsidering the relationship between our business, climate change, natural
capital, and biodiversity, and identifying and addressing the risks and opportunities involved in this relationship, we practice integrated
disclosure in accordance with TCFD** and TNFD.

® Governance

The Group is focusing its efforts in sustainability management on the aim of

achieving food sustainability. We have taken the initiatives shown on the right (et ing) meieral e and e g [

® Formulating an initiative plan for
sustainability management and
verifying progress on KPIs

through the Group Sustainability Committee, the Sustainability Promotion
Subcommittee, and the Corporate Environmental Meeting, all based on the
Megmilk Snow Brand Group Sustainability Policy.

*1 An abbreviation for the Taskforce on Nature-related Financial Disclosures, an international initiative that aims to develop and provide a framework for nature-related financial information.

*2 The concept of halting and reversing biodiversity loss and restoring biodiversity
*3 Abbreviation for the Task Force on Climate-related Financial Disclosures, established by the Financial Stability Board (FSB) at the behest of the G20 finance ministers and central bank governors
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@ Strategy

The Group’s mainstay business is the production and sale of milk and dairy products, and we also engage in businesses that are directly
connected to nature, such as providing materials to dairy farmers through the production of feedstuff and sale of grass seed. Our value
chain is also strongly connected to nature, from the perspective of producing the feedstuff and grass fed to dairy cattle. Our business
structure has dependencies and impacts on nature. This means there is a risk that degradation of nature will disrupt the production
of feedstuff and raw milk, which are upstream activities in our value chain. On the other hand, we can create new opportunities and
contribute to local communities by engaging in businesses with a positive impact on nature and providing support for transitioning to
dairy farming that is in harmony with nature.

In addition, we recognize that there are nature-related risks and opportunities and close connections with nature not only in our
direct business activities (production and sale of milk and dairy products, etc.) but also in the upstream and downstream activities of our
value chain, including procurement, distribution, and consumption.

Megmilk Snow Brand Group’s Value Chain and Its Relationship with Climate and Nature

Risks Opportunities

«——— Direct operations/upstream value chain activities ——— Direct operations +——— Downstream value chain activities ——

Feedstuff production Dairy farming (milk production) Processing/manufacturing

* SNOW BRAND SEED < MEGMILK

SNOW BRAND
AN Q Impacts Dependencies {\}/\} ﬁ
- o0 Climate/natural capital/biodiversity LU

We prioritized the regions that require a focus on Pinpointing the Manufacturing Sites

relationships with nature by evaluating interactions with Requiring Focus on Condition of Nature
Plants for implementation of
countermeasures to
conserve water resources

Plants for implementation of
countermeasures to
conserve terrestrial ecosystems

nature for each industry involved in the value chain, as well
as identifying the regions where there are strong interactions

between the Group's manufacturing sites and nature. + ‘Eblna + ; _#lsobunnai  *Taiki+.. )
In addition, based on future scenarios considering
interactions with nature as well as climate change g % § ;% , * Ebina * Horonobe ,
and biodiversity, we identified nature-related risks % g ?g
and opportunities in the value chain and examined %’ é-i °'.. S g,ﬂg , . .Nakashb&';u
countermeasures. We implemented this series of processes § 2 F qé% .
based on the LEAP*" approach. !z, g .Kyoto E E %

We evaluated the important dependencies and impacts g 3 RATTIR %é
on nature in the value chain using ENCORE*? analysis, é at wko oot g a
concentrating on water resources and terrestrial ecosystems. % ° ﬁ(;;c;t}mi o % e
In order to pinpoint the manufacturing sites that require a - * Fukuoka a
focus on the status of nature, we analyzed the condition of Sl E?,ﬁi%ﬂi, :G?rionobe £ oo Ziﬁ,ﬁ?ka :gfgggghi
nature surrounding each site on the horizontal axis and the " etsuial :?:ii?smbem Iﬁiﬁig“ A
impact on the vertical axis. As a result, we concluded that it ~Okoppe - fyotokegan

»

is appropriate to examine risks, opportunities, and measures Index for condition of nature (water stress x ecosystem health x proximity to key ecosystem)

with a focus on the Ebina, Noda, and Kyoto plants, from the perspective of conserving water resources, and with a focus on the Taiki Plant,
from the perspective of conserving healthy terrestrial ecosystems. Considering the sites we had identified, we examined and identified
climate- and nature-related risks and opportunities together with a timeframe (short-term, medium-term, long-term) and conducted

a qualitative assessment of the level of impact and the probability of occurrence. Furthermore, we identified the important risks and
opportunities for each stage of the value chain based on four scenarios for the future changes in the world’s climate, nature, and society.

*1 An integrated approach to assessing nature-related issues, including interface with nature, nature-related dependencies, impacts, risks, and opportunities
*2 Exploring Natural Capital Opportunities, Risks and Exposure: A tool developed to help financial institutions to assess the natural capital-related opportunities and risks of investees.
Itis used for companies to assess relationships with nature in their own value chains.
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Climate- and Nature-Related Risks and Opportunities

(timeframe shows an assessment based on Scenario #2 x 4°C*)
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In Japan, it contributes to creating four seasons, stabilizing feedstuff and dairy production, and preventing frequent natural disasters.

*1 A scenario under which degradation of nature and a rising social trend toward environmental conservation take place at the same time with an increase of 4°C in average temperatures
*2 A natural mechanism that stabilizes climate, which is classified under “regulation services"as part of ecosystem services. The mechanism is considered a service because it benefits human social and economic activities.
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Key Risks and Perspectives on Opportunities and Countermeasures in the Megmilk Snow Brand Group’s Value Chain

Because climate change and degradation of natural capital have the potential to impact the Group’s business, we must implement
mitigation measures and adapt to market needs based on an awareness of climate- and nature-related risks. We have therefore
organized our measures into four categories (conservation of water resources; strategic procurement and business operation; regulatory
compliance and future readiness; and improvement of our reputation and identification of environment-related consumer needs).

Dairy farming Processing, manufacturing,
(milk production) transportation
Physical and transition risk Physical and transition risk

Perspectives on
opportunities and measures

Feedstuff production

Primarily physical risk

a Shortage of water resources ; Consanaiton ef
o
=) Feedstuff procurement risk Raw milk procurement risk Operational risk water resources
P
2.
o High temperatures, abnormal weather conditions, frequent natural disasters ; I .= Strategic procurement and
= ) i i ) ) i L-“ business operation
= Feedstuff procurement risk g;ggiﬁ;mgfﬁ{iﬁ:fﬁ;ﬁgg Operational risk P
GHG (methane) and f
3" nitrogen emissions regulations Carbon tax i m Regdg\atory compliance and
: readiness
=) Milk ingredients procurement risk
= overseas dairy farmin . )
2 (& "y I .g) Risk of future cost increases
= Future procurement risk
g' (domestic dairy farming)
a 4 Declining reputation and changing consumer needs o Improvement of reputation
GHG emissions a and identification of
L . P 1SSI 3
GHG emissions, nitrogen emissions water withdrawal/discharge consumer needs
®Risk Management

Climate- and nature-related risks and impacts are reported and discussed at the Sustainability Promotion Subcommittee and shared
throughout the Group via the Group Sustainability Committee. In addition, the Risk Liaison Committee manages risks and issues
throughout the Group, works to share information promptly, and considers responses.

@ Metrics and Targets

We have set metrics and targets to manage and monitor the mitigation of risks and the creation of opportunities. We have incorporated
our responses to climate- and nature-related risks and opportunities into concrete measures and set targets that the Group must aim
to achieve, as well as examining and identifying useable metrics. Going forward, we will continue to improve our metrics as we amass

experience and knowledge, and we will consider new metrics as needed.

Measures for climate-
and nature-related ca,\t,leettl;lrc (g?;glzt‘s‘) Targets
risks and opportunities gory*

Reduce the amount of water used at Percentage reduction in
X manufacturing sites amount of water used 11.3% Reduce by 9% in FY2030 (compared to FY2013)
a C?nservatlon 777777777777777777777777777777777777777777777777777777777 A """""" f h """" fd """"""""""""""" T """"" d """" N d """"""""""""""""
of water mount of recharge of groundwater o arget under consideration
¢ resources Recharge groundwater used in our products (water neutrality by FY2030)
Monitor water risk and ecosystems GC Implementation of monitoring — Target under consideration (implement every year)
Produce feedstuffs in Japan and SO Planted area of grass feedstuff crops -3.6% 3% increase by FY2030 (compared to FY2019)

diversify suppliers

s . Engage with dairy farms Amount of contnbunon to Target under conS|derat|on
trategic (reduce carbon carbon redu (set amount of co

i=== procurement
and business Conduct assessment o

operation business continuity risk

Provide business management and
technical support for SO Provision of support Implemented Implement every year
sustainable dairy farm management
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Nature Positive Roadmap 2030

A 4

Reduce the amount of water used at manufacturing sites: 9% reduction by FY2030 (compared to FY2013)

ﬂ Conservation of

Monitor water risk and ecosystems: Implement every year
s+ Wwater resources

Assess amount of recharge of groundwater used in our products, consider water-neutrality target

Improve the sustainability of dairy farming (provide support for sustainable dairy farm management)

Regulator Reduce nitrogen emissions in .
M compliance feedsufpoduction 50 Danted area ofgreen manure crop seecl IR -+ > >/ FY20%0 (compared 0 2019)
and readiness Decarbonize plants GC Amount of reduction in carbon emissions 26.7% Reduce by 50% by FY2030 (compared to FY2013)
Reduce use of petroleum-derived plastics GC Percentage of reduction in use 10.5% Reduce by 25% by FY2030 (compared to FY2018)
Improvement Use environmentally friendly paper SC Percentage of use 99.7% 100%
ofreputation 7" T T T T U TR T
® and Use certified palm oil (refined) GC Percentage of use 73.5% 100% by FY2026
M identification - S PSS T T I
of consumer  Provide key functional products SO Net sales of key functional products ¥64.1 billion  ¥87 billion or more in FY2030
needs  pry ide alternat vefoods
Provide alternative foods SO Net sales of plant-based foods ¥0.3 billion  ¥9 billion or more in FY2030

such as plant-based foods

*Global core (GC) metric, sector core (SC) metric, other additional metric (SO)
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Strategic Calculate amount of contribution to carbon reduction in dairy farming
s procurement and . o _ ) _ _
business operation Produce feedstuffs in Japan and diversify suppliers: 3% increase in planting of grass feedstuff crops by FY2030 (compared to FY2019)
Implement water risk and business continuity risk assessments: Implement every year
m Reguli'gtory Reduce nitrogen emissions in feedstuff production: 20% increase in planting of green manure crop seed by FY2030 (compared to FY2019)
compliance
and readiness Decarbonization amount of reductions in Scope 1 and 2 emissions: 50% reduction by FY2030 (compared to FY2013)

Reduce use of petroleum-derived plastics: 25% reduction by FY2030 (compared to FY2018)

Use environmentally friendly paper: 100% use
Improvement of
reputation and

identification of Develop environmentally friendly products and collaborate with local environmental strategies
consumer needs

Percentage use of certified palm oil (refined): 100% by FY2026

Net sales of key functional products: ¥87.0 billion or more by FY2030
Net sales of alternative foods such as plant-based foods: ¥9.0 billion or more by FY2030

Carbon Neutrality Initiatives

Megmilk Snow Brand has implemented various carbon neutrality initiatives. In fiscal 2025, we strengthened the commitment of our

senior management team by linking the incentive compensation for officers to CO2 emissions.

© Photovoltaic System Installation Initiative

Megmilk Snow Brand has been installing photovoltaic systems to expand the use of renewable energy. Such systems went into
operation at the Kyoto and Ami plants in fiscal 2024. This has reduced COz emissions by a total of 700 t-CO2/year. In fiscal 2025,
we plan to launch operations of systems at the Taiki, Isobunnai, Noda, and Toyohashi plants, bringing the number of plants with
operating systems to eight. This is expected to reduce emissions by a total of 1,620 t-CO2/year.

© Fuel Conversion Initiative for Boiler Facilities

Megmilk Snow Brand has been reducing CO2 emissions by converting boiler facilities at its plants to gas. Up to this point, we have
built new LNG satellite stations and updated heavy fuel oil-fired boilers to gas, mainly at our plants in Hokkaido. Boiler facilities at the
Nakashibetsu Plant went into operation at the end of October. This is expected to reduce emissions by 5,000 t-CO/year. We plan to
install the new facilities at the Kyoto Plant in fiscal 2025.

© Initiative for Utilization of Renewable Energy (Virtual PPA)

In September, Megmilk Snow Brand concluded a new virtual Power Purchase Agreement (PPA) for using renewable energy with Toshiba
Energy Systems & Solutions Corporation. A virtual PPA is a means of procuring the environmental value (non-fossil certificates) of renewable
energy generated at a power plant outside the site of the power user. The environmental value procured through this agreement will be
used as a CO2 emissions reduction (1,400 t-CO2/year) at the Kawagoe Plant. This will advance efforts to achieve greenhouse gas reduction
targets under the fourth compliance period (fiscal 2025 to 2029) of Saitama Prefecture’s Target Setting Emissions Trading System.

O Initiative for Use of Hydrogen Energy

Megmilk Snow Brand's Horonobe Plant will carry out tests on the use of hydrogen energy in the second half of fiscal 2025. The plant
will use a mixture of hydrogen created from unused gas produced in the area (Toyotomi hot spring) near Horonobe Plant and liquefied

natural gas, the existing boiler fuel, as fuel for a boiler facility.
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O Introduction of an Internal Carbon Pricing Scheme*

Megmilk Snow Brand introduced an internal carbon pricing scheme in April 2025. We convert investment in applicable equipment into

a cost using our internal carbon price and refer to it when selecting equipment.

® Internal carbon price : ¥10,000 t-CO2

© Applicability :Investment in energy conservation and installation of new technology (Applies to utility equipment in FY2024)

® Target scope :Scope 1 and 2 (Megmilk Snow Brand's CO2 emissions)

* A method by which companies set their own internal carbon price to promote reductions in CO2 emissions and use for organizational strategies and decision-making.

Circular Economy Initiatives

© Reducing Use of Petroleum-Derived Plastics

In March, we introduced containers made from 10% biomass plastics for three
brands: Natulait Megumi, Makiba no Asa Yoghurt, and Megumi Bifidobacterium
longum SBT2928 Yoghurt. We expect this change will reduce the amount of
petroleum-derived plastics used by Megmilk Snow Brand by over 500 tons a year.

@ Recycling of Plastic Resources

Megmilk Snow Brand has commenced a new joint project with Lion Corporation
to recycle plastic resources. Under the project, caps from the bottle products
used in Megmilk Snow Brand’s home delivery service will be collected

and utilized as recycled plastic for Lion Corporation’s containers for daily
commodities. We are working toward commercialization in 2026. We aim to
secure a sustainable future by realizing resource recycling through a structure of
cooperation that transcends the boundaries between the food industry and the
daily commodities industry.

© Upcycling Powdered Skim Milk

Megmilk Snow Brand has been recycling substandard products that arise

during the manufacturing and distribution processes into feedstuff and fertilizer.
However, we implemented our first upcycling initiative by fermenting powdered
skim milk that could not be shipped due to damaged packaging and other

reasons and using it as an ethanol raw material to make wet wipes.

O Reducing Waste

The Group has set KPIs to reduce waste product emissions by 30% (compared to
fiscal 2013) and maintain a waste recycling rate of 98% or higher by fiscal 2030
to effectively utilize limited resources. We have introduced equipment to reduce
the volume of sludge that is often produced in plants and are working with
foodbanks to reduce food loss.
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Biodiversity Conservation Initiatives

© Utilizing Biomethane Gas from Dairy Farms at the Taiki Plant

* Methane
fermentation
0
H  Dryin
By-product = P
___________________ - Plant | mmm

Methane
boiler

Megmilk Snow Brand’s Taiki Plant has been implementing an

S

Fertilizer

initiative to ferment whey into methane and use it as biogas Activated

sludge

since May 2023. In January, the plant began Japan's first

initiative using a mixture of biogas produced at the plant and
biomethane gas refined at livestock waste treatment plants on
dairy farms as fuel for a methane gas boiler.

gas D

@ Utilizing Dairy Farming J-Credits

Raw milk

O

Q

Q
e

In fiscal 2025, we will begin supporting sustainable dairy A
farming utilizing dairy farming J-Credits. The process of 0T

making manure from livestock waste generates greenhouse gas. However, through the introduction of forced fermentation equipment,
the process for making compost, which previously required four to six months, is reduced to 24 hours, leading to reductions in
greenhouse gas emissions. We will utilize the J-Credits (total 11,500 t-CO2) generated by the method to assist dairy farmers in Hokkaido

with the cost of introducing the equipment.

Sustainable Finance Initiatives

Avies] Sustainable Finance (in Japanese) » https://www.meg-snow.com/csr/finance/

© Progress on Sustainability-Linked Loan SPT

This Sustainability-Linked Loan is tied to the Megmilk Snow Brand

CO2 emissions (thousand tons-COz2)

<Reference> Reduction rate
Group's KPI of reducing COz emissions by 50% in fiscal 2030~ 77T iéﬁi%"'l’ééﬁé%"l’z’é,ﬁé%”' '2'6_'7'%'I”(;;(;%')"'('Sab%)
(22.3%) (30.8%)
(compared to fiscal 2013), as a Sustainability Performance Target
(SPT). Based on this SPT, the contract specifies annual targets for 338 272

- _ . . . 255 244 244
the reduction rate of CO2 emissions during the borrowing period.

In fiscal 2024, we did not meet the annual target.

2013 2021 2022 2023 2024 2026 2030 (V)

(Note) Figures in parentheses are the Sustainability Performance Targets (SPTs) set by
the Sustainability-Linked Loan (SSL).

@ Green Bond Reporting

The status of the use of the funds procured through the green bond, an overview of the target projects, and indicators related to
environmental benefits, among other information, are disclosed on the Megmilk Snow Brand website on an annual basis.

Target Projects

Eligible Projects Effecltr:;gxrr: :r?::"tal KPI for Relevant Material Issues

Reduction in environmental impact:
Reduce COz emissions by 50% by FY2030
(compared to FY2013)

@ Installation of facilities to convert biomass by-products generated in the process of Reduction in CO
recovering whey and whey’s useful components into methane gas

® Wastewater treatment facility capacity
expansion and renewal (Taiki Plant)

® Wastewater treatment facility capacity
expansion and renewal (Isobunnai Plant)

® Introduction of sludge volume
reduction equipment (Noda Plant)

® Introduction of sludge volume
reduction equipment (Taiki Plant)

Reduction in sludge

Reduction in environmental impact:
Reduce waste emissions by 30% by FY2030
(compared to FY2013)
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Promoting Diversity and
Respect for Human Rights

The Megmilk Snow Brand Group has established a Group Human Resource Development Policy to shape
its human capital management and is implementing initiatives to respect human rights under
the Megmilk Snow Brand Group Human Rights Policy.

: . Fiscal Year Results (FY)
Hateriallssue core ACtIVIty fhemes “ 2021 2022 2023 2024 scope
: B

Sh

People and
Society

Diversifying and .
. More than 20% of management positions

Developing 2030 held by vvome?} 9 P (Calculated based on the number of people
Human Resources as of April 1 in the following fiscal year)

Achieving Work-Life Earn recognition as a Certified
Promoting  Balanceand Improving Everyyear Health & Productivity Management
Diversity and Labor Productivity Outstanding Organization

Recognized | Recognized | Recognized | Recognized

Respect for
Human Rights

Respecting
Human Rights

in business activities

Conduct due diligence and awareness-raising

activities on human rights based on the
Every year “Megmilk Snow Brand Group Human Rights Policy” plants and logistics drivers

to identify, prevent, and reduce human rights risks

Results (2024)

® Conducted face-to-face interviews
(external evaluation) of foreign workers at

® Conducted face-to-face interviews (internal confirmation) of
foreign workers at Group companies
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Initiatives Promoting Respect for Human Rights

Respect for human rights is positioned as a key theme for strengthening the sustainability initiatives in Next Design 2030, our new
business plan, and we recognize that working to solve human rights issues throughout the supply chain is the foundation that supports
our business sustainability. The Megmilk Snow Brand Group has established a system for human rights due diligence, which we work on
continuously, to ensure that we respect the human rights of all people involved directly or indirectly in our business activities.

© Cross-Departmental Human Rights Workgroup

In order to promote effective human rights-related initiatives, we operate the Human Rights Workgroup. This workgroup brings together
the Affiliated Company Control Dept., Personnel Dept,, Sustainability Promotion Dept., Production Dept, Logistics Dept.,, Dairy Dept,,
Purchasing Dept, and the International Business Division. The workgroup holds a regular meeting once a month and implements
initiatives based on its 2030 Roadmap.

(Note) Results for 2022 to 2024 and plans from 2025

2030 Roadmap

Scope: I Megmilk Snow Brand Il Megmilk Snow Brand / Nichiraku Machinery Co,, Ltd. / Snow Brand Seed Co, Ltd.

Advancement of Women and Diverse Perspectives in Management

Megmilk Snow Brand regards the advancement of women as an important aspect of diversity. We recognize that reflecting
diverse perspectives in decision-making is directly linked to competitiveness and growth, so we are working on related initiatives.
© We have created an environment that enables women to succeed, seeking to ensure that we can meet the diverse needs across
the life span of female consumers, the main drivers of the food market.
- Concrete implementation of workplace development to take advantage of diversity:
Women work in 90% of the 31 head office departments
- Workplace development focused on consumer perspective: 54% of marketing department positions are held by women
® In fiscal 2025, we strengthened the commitment of our senior management team by linking the incentive compensation for officers
to progress on the target for the percentage of management positions held by women.

© Raising the Target for the Percentage of Management Positions Held by Women (10% = 20%)
Under Next Design 2030, our new business plan, we have raised our fiscal 2030 target for the percentage of management positions held

by women to 20%, based on the recognition that this is essential for generating innovation and gaining resilience.

@ Increasing the Percentage of Management Positions Held by Women

In some cases, reduced working hours due to childbirth and childcare continue for nearly 10 years, creating structural issues that impede career
development and growth into management positions. We are working to transform this situation in terms of both systems and mindsets.

Issues Measures

...Human rights impact assessment (external evaluation) ...Human rights impact assessment (internal confirmation) ~ (Note) Results for 2022 to 2024 and plans from 2025
(FY) 2022-2023 2024 2025 2026 2027 2028 2029 | 2030
Ami Plant (Goal)
T 4l oeoooeoeeoooooooo o e U
= Megmilk © m
3 SnowBrand KyotoPlant e e ag
2 Taiki Plant e
Z Kuki Center =B
Foreign 3 Chokuhan Haisou . o L e e e e Za
workers | 8 Co, Ltd. Higashi-uawaCenter ~~ © | | ¢ | |le | ® | 33
& Tomisato Center >
g : =5
g Yatsugatake Mik <O buchizawaPlent  ® ol L e 7z
2 Industry Co, Ltd.  hing plant Pt
= ©3
Dairy farmers (To be pursued as an industry thereafter) ;T%
>
Farmer questionnaires, . . EN=1
Human rights impact assessment dialogue with Farrph)'r;‘sapesg)\ons 2 ;
local farms (Indonesia) Y o ®
n <
= D
Small-scale Disclosure of mill list Create/update mill list Update Update Update | Update | Update | Update =2
palm oil farmers o : &
Megmi Replace
Buidhese el Snogvv Brand Purchase from FY2018 full a?noum
RSPORaafiiianl - R B RURURLCTS TEL Rerpr\arcé """""""""""""""""""
alm oil ;
p Group companies Purchase from FY2022 full amount
(To be
Logistics drivers  Human rights impact assessment determined
thereafter)
Grievance mechanisms Establish for
(systems that allow people to complain or seek redress when there are foreign workers within
human rights violations or concerns about human rights violations) the Group
Select companies | Identify priority
to be human rights
Initiatives for respect of human rights at Group companies first adopters risks, human
and provide rights impact
education assessments

@ Human Rights Impact Assessment Targeting Logistics Drivers

In September, we added logistics drivers to our priority human rights risks, and we conducted a human rights impact assessment (via

® Limited involvement in responsibility for results and high-
difficulty tasks makes it challenging to build up experience

® Supervisors lack awareness of women as candidates for
management positions and tend not to provide development
opportunities

® Even after working-hour constraints are resolved, women's
self-evaluations and motivation to be promoted tend to be

lower
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® Transform the mindset of supervisors and the organizational
culture to enable more women to take on the challenge of
high-difficulty tasks and appropriately recognize results even
during periods of reduced working hours

® Work to reform the corporate culture so that diverse human
resources and workstyles are utilized, regardless of working
arrangements

® Strengthen support measures for women, combining leader
development, internal community building,
and cross-departmental management mentoring

interviews) in February, targeting drivers at Chokuhan Haisou Co,, Ltd., based on the Dhaka Principles. An external expert (CRT Japan)
presented four issues to be addressed. We subsequently addressed the four issues onsite, and the Human Rights Workgroup confirmed
that the issues had been addressed in April 2025.

© Expanding Human Rights Due Diligence to Group Companies

Based on Megmilk Snow Brand'’s experience in human rights due diligence since fiscal 2021, and with the aim of Group-wide
implementation of human rights due diligence, we selected Nichiraku Machinery Co.,, Ltd. and Snow Brand Seed Co,, Ltd. in December
as the companies for early implementation, taking the advice of external experts (lawyers Hideaki Umetsu and Chihiro Tsukada of Mori,
Hamada & Matsumoto). In March, we provided education for the officers and staff of relevant departments at the two companies, and
we held workshops to identify priority human rights risks in July.
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Contributing to Local Communities

We seek to strike a balance between helping to solve local health issues and creating economic value for
People and the company by strengthening area marketing focused on the functions and value of milk.
Society We aim to be recognized as a company that supports consumer health, particularly bone health.

: Core Activity | Fiscal Year
£ Results (2024) Scope

® Implemented the “Delicious Health with Vegetables and Milk” project supervised by
professional “vegetable sommelier” Minato Ogata in a three-way collaboration between
Ibaraki Prefecture, mass retailers in the prefecture, and Megmilk Snow Brand. The project

\7)

Contributing to Partnering with Working \.’:ﬁtht sought to promote and expand sales of Ibaraki-produced vegetables and dairy products
Local Local Every year ﬁo;ﬂmunlw lesto by creating vegetable-based menus, running campaigns, and holding cooking classes for
Communities Communities sgc?alre'\sssou\elzi parents and children.

® Promoted and expanded sales of Megmilk Snow Brand products and increased
awareness of bone health among local residents through collaborative events with local
governments and other companies, including mass retailers, using Bone Health Checks

Scope: I Megmilk Snow Brand

In fiscal 2024, Megmilk Snow Brand established a department for customer relationship planning and promotion in each of

its six regional hubs and branch offices. These departments have been promoting community-oriented sales activities and

further strengthening area marketing. Each department works to solve local social issues in collaboration with local governments and
business partners and provides support tailored to the needs of its community, with the goal of helping to build a sustainable society.

Collective Impact*

Issues Measures
Process
n Striking a balance between helping to solve local health issues and creating economic value for the company
Share the essence of the issue ) L

with the participants In food education at elementary and junior Lately, however, we have increased the opportunities

and established high schools, a focus of ours to date, for parent-and-child participation in food education
a common vision and goals our approach to improving dietary habits in at mass retailers and drug stores, seeking to improve

the home has remained within a certain scope, dietary habits in the home and generate economic

and there have been limited health issue value for the company.

Agree on
performance indicators and
a monitoring system to

solutions using Megmilk Snow Brand products.

evaluate activities There are approximately 13 million Recently, however, in collaboration with Meiji Yasuda
osteoporosis patients in Japan, and the Life Insurance Company, which has agreements with
average osteoporosis screening rate is below 44 prefectural governments and 1,042 municipal
9 6%. Bone health is becoming increasingly governments, Megmilk Snow Brand participated in
Engage in activities with important in the quest to extend healthy life community-oriented events hosted by Meiji Yasuda to
a division of roles that expectancy. Against this background, conduct Bone Health Checks. The number of events
makes the most of the number of events held was limited as held in fiscal 2024 was 4,106, with 72,768 participants,
participant strengths . . . . ) . .
events require considerable effort to prepare significantly increasing opportunities for raising
and run and manpower was limited. awareness about preventing osteoporosis across Japan.

Communicate continuously Increasing awareness of bone health
to build trust between
participants and adjust

the direction of activities We engaged in Bone Health Checks held In response, we created an operation manual for Bone
at mass retailers and event venues across Health Checks and provided training for staff and onsite
Japan, striking a balance between helping to support. In addition, in order to accelerate regional roll
e solve health issues and creating economic out, sales departments company-wide positioned the
Create organization and value. Initially, however, the hurdles for event as a priority initiative and stepped up negotiations
system to support activities holding and running the events were high, with owners of potential venues to create attractive
and they did not achieve adequate results. health-related events for both consumers and organizers.

Example Initiative

We held the “Cooking Class for Parents and Children Using Ibaraki-Produced Vegetables
and Dairy Products”in January in a three-way collaboration between Ibaraki Prefecture,
Kasumi Co,, Ltd., and Megmilk Snow Brand. Professional “vegetable sommelier” Minato Vsl quizly
Ogata took part as a speaker. We promoted the sale of dairy products in stores. Minato Ogata

* An approach in which a number of organizations and groups collaborate in working toward a common goal in order to maximize results in solving social issues (Reference: Cabinet Office website)
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