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1. Review of Mediumterm Management Plan 2020 3
[ Financial ] U Ordinary income was 3.0 billion yen less than the plan, but the ordinary income |rate
indexes exceeded the plan by 0.2 percentage point. The FCF target was achieved.
billion yen Ordinary Income (billion yen)
FY2020 35 30,0
FY2015 resultFY2020 result CAGR || MediumTerm |Differencd 30 26.0 r
(*1) Management PIg 25
20
Net sales 817.4 842.€ 1% 1,000.( 1574
Ordinary Income 18.2 27.C 8% 30.0 -3.q 10 pEW
5
Ordinary income rate 2.2% 3.2% 3.0% +0.2 0
2?*1133 2016 2017 2018 2019 2020
ROE (Itoham)  6.2% Medium-Term Plan 2020 = Results
(*2) 7.2% - 8.0% -0.8 ECE
Y k 0 -
(Yonekyy 11.2% 40.0 (billion yen)
30.0
Total assets 360.4 394.( 2% 427.Q -33.4
20.0
Shareholders 191.¢ 239.¢ 5% 2544 140 24.0 13.9
equity 10.0
; _ = _ - = _
D/E ratio 0.15 0.2(q 0.05 0.0 @7 (@8
FCF - 30.C - 13.9 +16.1 -10.0
2015 2016 2017 2018 2019 2020

*1) FY2015 results are a simple aggregation of results at ltoham and Yonekyu.
*2) Insurance claim income in extraordinary income is excluded.

Medium-Term Plan 2020 = Results



1. Review of Mediumterm Management Plan 2020 4

[Specific plan% U Net sales and operating cash flow fell short of plan but organizational change made
steady progress.

Subject Results Review Processed food salgs (billion yen)
Processed food sales Ham & sausage: ¥177.6 billion Ham & sausage rose slightly, 400 400.0
Fiscal 2020 Processed food: ¥148.0 billion Processed food, particularly

(Plan: ¥200.0 billion in each) pizza, grew. 300
Strengthening Group production business: 32% Grew 10 pp from FY2015. 200
domestic meat Group slaughtering and cut: 59% Grew 9 pp from FY2015.
production business Brand meat sales: ¥7 Grew 2 pp from FY2015. ALOJOIS 1> om 175 20 173 0 176.600 177.6
Fiscal 2020 : ' ' '

: - - 0
Operating cash flow ¥114.5 billion ¥8.5 billion less than plan
(5-year total) (Plan: ¥123.0 billion) 2016 2017 2018 2019 2020
Ratio of overseas 16.8% Income grew at ITOHAM . m;glgmsgjér;gzlan 2020 = Processed food
operations in (Plan: 13.%) AMERICA and ANZCO.
ordinary income Pavout ratio
Fiscal 2020 Y (%)
Payout ratio 36% Paid stable dividends o0
(Average in 5 years) (Plan: Around 30%) continually. > 40

30

— 30
Organizational change 47 44
AConsolidation of the administrative divisions of the Reorganizing the administrative and 20 28 32 30

head offices of Iltoham ar¥bnekyuinto Holdings operating divisions and building an 10
AAssigning officers to the meat, production and R¢p organizational structure to achieve 0
divisions overall optimization in the Group, to 2017 2018 2019 2020 2021

AChanging the logistics division to an organ directly change the system to one for business
execution at each strategic unit

managed by Holdings Medium-Term Plan 2020 m Results
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2. Group Philosophy and Vision

[ Group philosophy]

We will contribute to achieving a sound and affluent society through business.

[ Vision ]

A leading food company that emphasizes the spirit of fairness, rises to the challenge of
transformation and achieves sustainable growth with its employees

i

[ Founding ] Spirit that underlies the Group philosophy and vision

spirit
K ﬂlﬁ'ﬁl\L\X yonekyu

Contribute to society
through business

Create excitement



2. Group Philosophy and Vision

[ Action ]
guidelines

(i) Pursue safety and reliability and quality and provide valuable products and services.

(i) Be sure to do what you say you are going to do and build and strengthen trust.

(i) Develop capacity and cultivate human resources through full participation, open
minded communication and mutual understanding.

(iv) Prioritize compliance. Fair and transparent action.

(v) Promote environmentally friendly business activities.

+ Guideline to bear in mind during the period of MediumTerm Management Plan 2023

Achieve further rapid growth by defying stereotypes and reaffirming our strengths.
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] (i) Points to focus on in response to changgs
3. Medium-term Plan 2023 [ in environment 9
Responding to continuing trends

Ve

U Meat consumption is increasing amid economic growth worldwide, particularly in Asia. Safety and reljab
and higher levels of products and services are required in Japan with changes in the business envirgnmn
this environment, opportunities to take advantagé&®iGroup's procurement, development, production gand
sales functionare increasing.

Changes in

: Business opportunities Focus
environment and needs

Growth in the world economy L : Farm management by the Group
: Worldwide increase in meat .
and a shift to meat as a source : V Procurement systems and the ability to supply products
: consumption :
protein in Japan and overseas

Quality control system
Relationships of trust with domestic and overseas
suppliers and partners

Rising awareness of safety and Reliability of companies,
reliability products and services

Simple meals, meals for
consumption by individuals
Expanding needs for ready Y
made meals

Increasing single person
households and doubiecome
households

Function of developing products directly linked to
consumer needs
Product lineup

Peaking in the domestic market V New businesses, including frozen food, foaat and
due to the decrease in populatic Affinity with peripheral areas extract

and declining birthrate and agini Growth in overseas markets V Production and sales in new markets, particularly
population markets in Asia




3. Medium-term Plan 2023 [

(i) Points to focus on in response to chan%es —
In environment

Response to new trend:

U Consumer needs are rapidly changing and diversifying due to CQ¥)Bigitization and rising interest in
ESG and SDGs, among other factors, and opportunities to disygl@yroup's strengtlage increasing.

Changes in
environment and needs

Business opportunities

Focus

Changes in purchasing
behavior due to COVIEL9

Accelerating digitization in
society

ESG and SDGs as new
buying motives

Household consumption, preference f V

storage
Delivery
Ordering products

Online shopping
Penetration of RPA tools

Increasing demand for new protein
sources
Ethical consumption

Vv

Vv

< <<

< <<

Consumer product brands

Lineup of frozen products and roel@mperature
products

Ability to propose products to customers

Corporate branding
Ability to make proposals directly to consumers
Using digital technology in business

Product development capability
Lineup of noAameat products
Taking SDGs initiatives as a company




3. Medium-term Plan 2023 [ (i1) Challenges]

U We need to solidify the management base and revenue base after the integration and increase

11

competitiveness

U We need to strengthegtowth potentiaby responding to new market needs and social and

environmental values.

Challenge we are taking on after integration

Strengthening management base P12

. Strengthening earnings base P13

. Initiatives for new businesses and markets pi14

. Initiatives for sustainability P15

Vision to achieve during period of Mediumterm
Management Plan

Maximizing performance and potential

Maximizing Group value

Establishing new core revenue sources

Fulfilling corporate social responsibility

through business

v

Developing[ policy on priorities] for each subject




3. Medium-term Plan 2023 [ (iii) Priorities ] 12

|. Strengthening management base

Maximizing performance and potential

maximize the effect of the integration

U We will build an efficient and competitive business execution system and organizational structure to

Integrating strategies in the Group through reorganization
A shift from companybased units to strategic units
Flat organizational structure

| |
| ] | |
Itoham FEEEEE Meat

Yonekyu i

Processed Meat Processed Meat
food food

* The brands of Itoham and
Yonekyuwill continue to exist

Integration of systems
V Integrating internal rules and systems
V Revitalizing human resources

Digital strategy
V Enhancement of internal systems
V [T strategies
V DX (digital transformation)

A An officer will be assigned to supervise the processed
food business in FY2021. The processed food business
will integrate strategic functions. The meat business is
integrating functions ahead of the processed food
business.

A In FY2021, the meat procurement functions will be
integrated. In FY2022, the processed food production
functions will be integrated.

A Integrating personnel regulations and accounting
regulations

A Flexible personnel utilization, including hiring mid
career employees

A Appropriate staffing in the Group

A Implementing the planned consolidation of systems

A Establishing an IT management office

A Changing business processes through digital
transformation



3. Medium-term Plan 2023 [ (i) Priorities ] 13

U We will enhance cost competitiveness and the value of products and services to ther&sep's
market competitiveness

Initiatives for cutting cost A Production) Reorganizing facilities and increasing the use of
V Optimizing the production and logistics systems high-efficiency lines
V Increasing efficiency in purchasing operations A Logistics) Promoting delivery directly from production
V Using digital technology areas, increasing efficiency in delivery
A Procurement) Unifying operations
A Saving labor using RPA, living body control using image

recognition
Enhancement of added value
V Raising the level of marketing and brands A Sorting out, developing and enhancing brand concepts
V Enhancing development functions, manufacturifjg A Recognizing and sharing knowledge within the Group by
technology and selling skills making expertise and intellectual property visible

V Reflecting research and development in busineps A Actively using the Central Research Institute

Scale expansion A A meticulous meat sales system focusing on major urban
V Domestic sale areas (expanding the meat wholesale function)
V Processed food A Utilizing the Group's nationwide sales network
V Brand meat and unheated meat products A Expanding the product lineup

P.18 Reference material (i)



