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Soft Drink Market In Japan V& oo Narire

Soft Drink Market Trends

. Coffee has become popular Tea has become Popular
(¥ billion) Results 2020 year yoy —9%
4,000 - Create a Unsweetened
RTD Tea Market (¥ billion)
o 202.0| (3000 ot 4,000 | 3,759.0 Others — 16 %
3,500 - 218.4 : 166.0| 1540 ors 3,425.0
221.9 140.0 178.0 Vegetable + 2 %
159.2 235.0| |226.5| 11780 N
- . 145.6 244.0 ~1 §1s70| 11570 egetable 3,000 Sports Drink — 15 %
3000 - Pioneering of  Pioneering of 260.1 2763 295.0| {280.0 193.0 199.0 X .
4 Canned Canned 305.0 : Sports Drink Mineral Water — 10 %
Oolong Tea Green Tea o 224.0 221.0
g 289.0| |284.0 d 2,000 Carbonated + %
9340/ 4474 AsUL Ss60| 2590 Fruit 0 %
2,500 - g77 1575 d Coffee — 12 %
200 740.0 1733.0 1,000 - Teatotal _ 9 %
538.5 ’
745.0
i 648.9 735.0 of which Green tea  —
2,000 Carbonated o
718.2 0 of which Othertea — 12 o
2019 2020
1,500 -
955.1| 19400/ [933:0] [925:0
7203 923 : 805.0 |835.0 Coffee Forecast 2021 year Yoy +2%
1,000 - 843.5 I
) (¥ billion)
(931.3) (873.0) (945.0) |(966.5) 0 .
: 877.0) 1(901.0 4,000 Others — 1 %
6993 | o (796.4) 1484.3| |45/ 5000 (5215| L'4co'o! |a66.0 g&i?’%ﬁ? 3,425.0 3,495.0
500 |597.2 (604.4) |579.3 Vegetable + 0 %
519.2 3,000 Sports Drink + 3 %
330.0 447.0 415.0 445.0 445.0 418.0 435.0 Green Tea
o 172.0 e (2000 M ineral Water + 1 %
_ 2,000 - Carbonated + 1 %
Trends in sugar-free beverage market .
a5y 49% 52 Coffee + 4 o
% @rcc000e@
2504 ././ 53% 1,000 - Teatotal 4 3 %
25% 12% o~ )
. of which Green tea
1% 2%/0/ More than half of all domestic beverages are sugar-free. + 4w
0% @ o= \ \ \ w w w | 0 of which Other tea 2
+ %
(vbiion) 1980 1985 1090 1995 2000 2005 2015 2018 2019 = 2020 ZEOSZtl 2020 2021
: Est.

Total - - 2,708 3,100 3,540 3,613 3,678 3,805 3,759 3,425 3,495

Sales of beverages that emphasize health value were strong.
The trend is expected to remain the same during 2021.

Source: ITO EN

Copyright (C) All Rights Reserved. ITO EN, LTD.
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Soft Drink Market in Japan and ITO EN  weiowe vature

Monthly Sales Volume Trends Beverage business of ITO EN (non-consolidated)
%) FY 2020 ’” (Unit: million yen)
0 | FY 2020 =
ales
o Rl
0 : : -
a0 | I Drinks 313,777 1000 % — 7.5 %
- 7 -
o 12 Tea total 201,133  6419% - 7.8 %
e e 170 o, oty iy 000 o 2021 Japanese Tea/Healthy Tea 182,681 582 9% - 5.5 %
w FY 2019 Chinese Tea 14,611 47 % — 15.1 %
© 12 - Black Tea 3841 129 - 50.0 %
. )
o L _ Vegetable 43,622 139% - 0.8 %
20 | Coffee 34486 110% - 56 %
30 7May Jun _Jzu:ll Aug Sep Oct Nov Dec Jan Feb M-ar Apr Mineral Water 7'752 25 % - 17'5 e
Source: ITO EN, (Chart) May 2019 to Apr 2020 Carbonated 9’916 32 9% — 113 %
News Related to Soft Drink Market Others 16,868 549 — 16.4 %
2020 May Declaration of a State of Emergency
Record amount of rainfall and long rainy .
Ml eason Ratio of sugar-free beverages: (D %
2021 Jan Restriction on New Year's events such as shrine ITO EN Product Development Concept:
visits 113 e o o )
Declaration of a State of Emergency (2 time) Natural, Healthy, Safe, \Well-designed, Delicious

Apr Declaration of a State of Emergency(3 time) *Conventional standard
Source: ITO EN
Copyright (C) All Rights Reserved. ITO EN, LTD.



Financial Results for FY2020

Full year (May 2020 to Apr 2021)

FY 2019 FY 2020
Results

Sales Sales YoY %

Results

Net Sales 483,360 1000% 446,281 1000%  -7.7%

Gross Profit 232,755 482% 215,003 482%  -7.6%
Sales Commission 80,537  16.7% 74313  16.7% -1.7%
Advertising 11,206 2.3% 9,808 22%  -12.5%

B Freight 14651  30% 13833  31%  -56% %
ié Seprecianon and 10957  2.3% 10207 23%  -6.8% %
S 212814 440w 198327  Ma%  68% o
Operating Income 19,940 4.1% 16,675 37%  -16.4% %
Ordinary Income 19,432 40% 17,029  38% -124% E
: o
Net Income 7,793 1.6% 7,011 16%  -10.0%
_ FY 2019 FY 2020
Results Results
B Net Sales 377,787 1000% 352,732 1000%  -6.6%
N Gross Profit 180,977 % 169,621 1% 6%
Ug Operating Income 16,626  44% 15,759  45%  52%
: Ordinary Income 18,142  48% 17,565  50%  -32%

Copyright (C) All Rights Reserved. ITO EN, LTD.

Domestic

Subsidiaries

Tully's Coffee
Japan Co., Ltd.

Chichiyasu
Company

Overseas
Subsidiaries

us
Business $

$

Other Overseas
Subsidiaries

Elimination of
Internal Transactions

Exchange rate (US$)

(average during a year)

o*/TOEN

We Love Nature

(Unit: million yen, thousand dollars)

Upper: Net Sales FY 2019
Com position Composition Change

102,885
3,196
32,811
1,725
14,251
410
36,282
1,617
30,971
654
285,736
6,034
5,311
963

- 33,595
- 1,500
108.39

FY 2020
Results

91,732

13

26,215
-1,374
13,897

702

35,355
1,864
30,068

717

$ 283,135
$ 6,758
5,286
1,146

- 33,538

- 962

106.20

YoY %
Change

-10.8%

-99.6%
-20.1%
-2.5%
71.4%
-2.5%
15.3%
-2.9%
9.7%
-0.9%
12.0%
-0.5%

19.1%




Effects of COVID-19 Reel70 S

Main impact on sales *4Q ( Feb to Apr, 2021)

Establishing a home-based work style

- Decrease in visits to convenience stores particularly in urban areas

|TO EN (non-consolidated)

( Feb to Apr, 2021) ) . i . .
+ 7 Gy - The impact of vending machine sales is even more pronounced due to Self-quarantine
. 0

- Growing interest in leaf (tea bags) and other products for home use as home demand

Nationwide re-expansion of the number of cases (severe cases)
- The Government announced “Stricter COVID-19 measures” and “Declaration of a State

-85 % of Emergency”

*Stricter COVID-19 measures: from Apr 20, 2021
*Declaration of a State of Emergency: from Jan 7 to Mar 21, and from Apr 25, 2021

Reference: Feb to Apr, 2020

Tully's Coffee Japan
( Feb to Apr, 2021) . .
2 2 o Strengths in store locations such as urban areas and around
+ %0 transportation, on the other hand, significant impact of closed or
shortened business hours due to declared emergency in the area

Reference: Feb to Apr, 2020
-34 %

| Targeted Prefectures at the end of Apr 2021 |\

April 4 . Declaration of a State of Emergency : 4 prefectu res J
Sales results YoY of last year April »no

Stricter COVID-19 measures : Z prefectures

Sales - 25% + 13% - 75% + 212%
Ratio of shops that suspended operations* 1% 1% 76% 11%
Ratio of shops that shortened business hours* 24% 22% 21% 35% TarQEtEd Prefectures
*at the end of the month at the end Of Apr 2020
Declaration of a State of Emergency ’
All prefectures —

All Rights Reserved. ITO EN, LTD.
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Forecasts for FY 2021 .

Copyright (C) All Rights Reserved. ITO EN, LTD.



Forecasts for EY 2021 St

(Unit: million yen, thousand dollars)

_ Resuts fye
Sales Sales YoY %
R Ao

Upper: Net Sales FY 2020 FY 2021
Bottom: Operating Income Results Forecast

Net Sales 446,281 1000% 472,300  100.0% 5.8% Domestic 91,732 98,918 7.8%
. Subsidiaries
Gross Profit 215003 482% 228,400  484%  62% 13 2,501 18287.8%
: 26,215 31,500  202%
Sales Commission 74313 167% 77894  165%  48% Tully's Coffee
Japan Co., Ltd. - 1,374 1,000 -
isi 0 0 0
Advertising 9,808 2.2% 11,079 2.3% 13.0% W Chichiyas 13,897 13,610 219%
[<B]
B Freight 13,833 3.1% 14,101 3.0% 19% R=§ Company 702 680  -3.2%
Gy ©
= Depreciation and =
Sl i strtive Sxpenses 108327  444% 208400 441%  51% ke Suosidiries 1,864 2285  225%
. 3 7.1%
Operating Income 16,675 3.7% 20,000 42%  19.9% § S Sl ’
. =2 US 717 1,124  56.6%
3.8% 4.2% 16.3% WS .
Ordinary Income 17,029 6 19,800 6 b £ S P p— -
Extraordinary Losses
and Income -3634 i -1,300 ) i $ 6,758 $ 10,410 54.0%
Net Income 7,011 1.6% 12,800 2.7% 82.5% Other Overseas 5,286 5,439 2.9%
FY 2020 FY 2021 Subsidries L 1,161 1.2%
I it 853 U
Internal T ti
Net Sales 352,732 1000% 370,000 1000%  49% [ o -962 - 1,786 -
. h s . .
Gross Profit 169,621 481% 178400 482%  52% Fxchange rate (US9) 106.20 108.00

(average during a year)

Operating Income 15,759  45% 17,000  46%  7.9% *Conventional standard

Ordinary Income 17,565  50% 17,600  48%  02%
Copyright (C) All Rights Reserved. ITO EN, LTD.

Non-Consolidated
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Application of revenue recognition standard e iow xatre

Application of revenue recognition standard from the fiscal year ending April 30, 2022.
“The Accounting Standard for Revenue Recognition” (ASBJ Statement No.29) etc. are applied from the fiscal year
ending April 30, 2022.

Main impacts on business results due to application ~ Forecasts for FY 2021

. Conventional
Conventional standard Nptelanet e FY 2021 Forecasts MR Sl
(Revenue recognition) standard (Revenue recognition) | |mpact Amount

Net Sales Revenue* Net Sales 472 billion » 410 billion  -62 billion
Gross Profit > | variable consideration Gross Profit 228 billion 166 billion  -62 billion
T g . _ Sales Commission 77 billion O billion  -77 billion
Administrative Expenses *§ Gross Profit £ it 130 billion 145 bilion ~ +15 billion
Sales Commission g ie;:;?r?i;frz:iir:'spinses % AT aative Exbenses 208 billion 146 billion  -62 billion
Variable consideration ™= Sales Commission IRy Inesine 20 bilfion 20 billion ]
_ _ Ordinary Income 19 billion 19 billion -
Operating Income Operating Income Net Income 12 billion 12 billion -
Ordinary Income Ordinary Income

Image of increase and decrease in sales revenue (net sales) due to the

Promotion expenses (variable prices) corresponding to application of the revenue recognition standard

. Unit: billion
rebates among promotion expenses are deducted from net
sales. -59
472 - -1 -1 - +0
* Changed the label “Net Sales” to “Revenue” due to the application of the 410

revenue recognition standard.

FY 2021 ITO EN(Non- Tully's Coffee Chichiyasu Other domestic Overse: as Elimination of FY 2021
Conventional Consolidated) Japan business Business Internal New standard
standard Transactions
Copyright (C) All Rights Reserved. ITO EN, LTD.
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Forecasts for FY 2021 (New standard) ol i

(Unit: million yen, thousand dollars)

Conventional New standard Upper: Revenue Conventional | New standard
I @ I . . "
standard (Revenue recognition) Impact Amount Bottom: Operating Income standard (Revenue recognition) Impact Amount

Revenue 472,300 1000% 410,000 1000%  -62,300 Domestic 98,918 95,582 -3,336
. Subsidiaries -
Gross Profit 228400 4% 166,100 405%  -62,300 2,501 2,501
g 31,500 31,500 -
Sales Commission 77894  165% 269 0.1% -77,625 Tullys Coffee
Japan Co., Ltd. 1,000 1,000 _
Advertisin 11,079 2.3% 11,079 2.7% -
° ’ ’ P Chichiyasu 13,610 11,931 -1,679
5 Freight 14,101 3.0% 14,101 3.4% - k= Company 680 680 ;
© =]
= Depreciation and k)
2l Amortization 9608 20% 9608 23% E Overseas 37,643 37,643 -
<N Selling, General and e Subsidiaries -
° Administrative Expenses 208,400 4.1% 146,100 35.6% -62,300 g 2,285 2,285
' 3 32,204 32,204 -
Operating Income 20,000 42% 20,000 4% - B
: = US 1,124 1,124 -
4.2% 4.8% - s ;
Ordinary Income 19,800 o 19,800 6 o Busiess s 200000 PR )
Extraordinary Losses
and Income -1,300 ) -1,300 ) B $ 10,410 $ 10,410 o
Net Income 12,800 2.1% 12,800 31% = Other Overseas 5,439 5,439 =
Subsidiaries 1,161 1,161 _
Conventional New standard
L sa2et -s2s 3
Internal Transactions
B Revenue 370,000 1000% 311,000 1000%  -59,000 - 1,786 - 1,786 -
g ) Exchange rate (USS$) 108.00
=8  Gross Profit 178,400 482% 119,400 384%  -59,000 (average during a year)
8 Operating Income 17,000  46% 17,000 5.5% - o
= * Changed the label “Net Sales” to “Revenue” due to the application of the

Ord inary Income 17,600 48% 17,600 57% - revenue recognition standard.
Copyright (C) All Rights Reserved. ITO EN, LTD. A
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Marketing & Management strategy
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As an Innovative Health Solutions Company  we ove Nature

Supporting living a healthy and enriched life. Working to help solve social issues.

e

BaL2FO-NER5T

EIORREPATHL AN
"

s \ (s L

Propose products such as Japanese tea Extensive R&D of Japanese tea Activities to raise awareness
that contribute to health of the value of Japanese tea

Business Alliance with Eisai Co., Ltd. for the Realization o

) . ' L

Y| % of a Healthy Society with Longevity »”/TOEN
{  FNR P
P _of To realize a healthy society with longevity, we will co-create value
A~ % o s with Eisai, which aims to eliminate the various concerns

5° V,‘g 9,  of individual consumers.

..‘ ﬂ 1. Providing solution packages

2. Providing a set of products that focus on brain health
ﬁ : “ 3. Brain performance check at events hosted by ITO EN, etc.
% . f 4. Examining the effects of health awareness and behavior change

among employees
Promote and maintain the health g employ

of employees and their families

In order to achieve sustainable growth toward a “Global Tea Company”, ITO EN will continue to
provide value to society, customers, and employees, and aim to be a company that is loved by everyone.

Copyright (C) All Rights Reserved. ITO EN, LTD. A
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#.1 Green tea beverage market We LivedNarmo

Green Tea Beverage Market Trends The Strengths of ITO EN
u’ Wide-ranging research findings on the health-
* related potential of tea
~f Ensuring high-quality ingredients through close

(Market / ¥billion)

600 1 Green Tea Beverage Market

s | TO EN cooperation with tea farmers
500 | ITO EN Share «f Product development accommodating consumers’
4470 440.0 445.0 445.0 435.0 U
415.0 405.0 4150 418.0 lifestyles
400 | 382.0 375.0
3094 Share in the value of Green Tea Beverages
300 - 360, 2685 ‘ sold in 2020
34%
30% & » B
1. P % 35% 9
200 161.9 ‘2\80»/* 320 35% 33% 34% 33% 3304 34% 12% o
1133 o
100 - 10% .“I TO EN
0 - 22%
'95 '97 '99 ‘01 03 05 ‘07 ‘09 11 13 15 17 18 '19 20 '21Est 2304 / Source: ITO EN  Calendar year

Source: ITO EN Calendar year

Topics of Green Tea Beverage Market in 2020 ITO EN’s concept of green tea beverage business

Growing expectations for health- * Main business:

related benefits of green tea such as - Production and sale of tea from tea fields.
i * Product Development:
tea catechins

- Green tea beverages are forms of tea.

Highest share of the Green Tea Beverage Market

: 14 : 29
and largest unit sales of “Oi Ocha
> Supported by value that cannot be expressed in direct terms like “clear water color” and “tastiness.” I

*INTAGE SRI+ Data of sugar-free tea beverage market (period: January-December 2020 / Price base)
Copyright (C) All Rights Reserved. ITO EN, LTD. Reference: Top share for 19 consecutive years since data disclosure began in 2002.
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Oi Ocha Bold Green Tea maintaining sales growth

Continuing to grow in the second year after switching to
the functional.claim.product.category.

Functionality-related components
Green tea-derived gallate catechins

o TR
h (million cases)
R
f N
\

in Sep, 2019
20
0

'18
Annual growth rate compared
to the past three years

Comparing sales volume in 2018 and 2020

Switched to labels with functional claims

Trends in sales of Oi Ocha Bold Green Tea

Sep-Apr
Total

May-Aug
total

-- 74%

o
i N
“0Oi Ocha Bold Green Tea”

Annual sales volume in FY2020

Over 25 million cases

*Sales volume of ITO EN

The government-designated drink
with function claims

Sales quantity # 1

*INTAGE SRI+ (Jan to Dec 2020 / quantity base)

Container development that meets
the needs of the times

Raises attentiveness and accuracy of judgment
as part of cognitive functions

HaAy 3B =

“Oi Ocha Japanese Green Tea with Matcha”

vvvvvv

reported to have a function of in g
continu d]dgme( s fonction of ensuring ace
i |cnsamcgvh gl fucl mtdlewvhgThpdcl sited 1 hos ned abou

P pdlyfjdgmel dpply p dgl
cognitive functior

525mIPET/151yen (tax included)
Copyright (C) All Rights Reserved. ITO EN, LTD.

Oi Ocha Green Tea “label-less”

Reduce the amount of plastic used

“ - - - ” /‘“ ™
Adoption of lightweight bottles™ ~
Launched on May 17 / 280mIPET / 124yen(tax included) | <=@mm
Launched on Jun 28 / 1LPET / 248yen (tax included) @—g:

Launched on May 17 / 525mIPET / 3,628yen (tax included)




Tea Leaf Products S

Trends in “household-use” tea leaf market and sales at [TO EN

“Household-use” tea leaf market in 2020 Growth Keywords: _
“Demand for home-use products” and “Health benefits of tea”

(million yen)

/
Japanese tea leaf total Trend in ITO EN's sales in 2020
5 o Japanese tea leaf total 3)513%
yovy + 9% =~ ONE POT

o +11% 38
(million yen) i

PN S5 ame
/ 4 i - | \ﬁy ’ % ‘ /ﬂ‘ ,
Japanese tea bag 25,000 Japanese tea bag / \ N o 7 g = Ty
20,000 140 B " ) ol ’- B ‘f
vor + (% vor + L49% ~ LS,
15,000 *INTAGE SCI (Jan to Dec 2020 / Price base)

'19 '20

*Source: ITOEN Calendar year

Japan's First tea leaves of the functional claim products

Share in the sales of “household-use” . .
“Premium Oi Ocha” (Japanese green tea leaf product)

Japanese tea leaves in 2020
oS®/TOEN
25.3% # 1 ‘

2.6% 2.4%

EITOEN ®mA B ' ' i ity-
*Source: ITO EN (Jan to Dec 2020 / Price base) 20 _ 21 Functionality- _related component_s
*INTAGE SRI+ (Jan to Dec 2020 / Price base) *Source: ITO EN(Mar to Apr / Price base) Green tea-derived gallate catechins

March 15, 2021
After renewal as food with function claims

< PRE

SEERE SN P
PRI 2k >3

KR DT

YoY 3 . 4times

SUATPT T
.

e

Copyright (C) All Rights Reserved. ITO EN, LTD.



Continuous Procurement of Raw Materials e$*/TOEN

We Love Nature

for Tea Products

Trends in tea farming and ITO EN’s efforts

s 'DEENT WORK AND 17 PARTHERSHIPS
'ECONDMIC GROWTH FOR THE GOMLS

ITO EN’s unique model of sustainable agriculture: Tea-Producing Region Development Project (Since 1976)

Trend in tea cultivation area in Japan

(ha)
48,500 47,300 o
: : 45900 44 000 41,500
Re—— 500 40600 39 100 o0
- - @ccocccs °
—— 35,000

Source: Ministry of Agriculture, Forestry and Fisheries: Crop Statistics

Progress of the Tea-Producing Region Development Project

(ton) Dimension of green tea farms (ha)
mmmmm nside that New production area
14,000 1 ——e=— Production volume 2207 2,243 2,500
’
12,000 -
- 2,000
10,000 -
8,000 - - 1,500
6,000 - L 1,000
4,000 -
2,000 - 500
0 + + 0
'06 '09 '12 '15 '18 '19 ‘20 '21Est
*Japan's tea plantation area: Jan to Dec each year
Tea-Producing Region Development Project : May to Apr
~ Main Features ~

+ Abandoned farmland developed into tea plantations: 500 ha
* Average age of employees (new tea plantations-):
approx. 45 yrs. old (average in Japan: 67.8 yrs. old-,)
» Working hours per 10 a (new plantations-):
approx. 44 hrs. (approx. 122 hrs. in Shizuoka-)
* Ratio of GAP certifications obtained-s: 100%

rage ages of regular employet

Copyright (C) All Rights Reserved. ITO EN, LTD.

Basic policy

As a company deeply involved in agriculture, work to
maintain the stable procurement of safe and high quality raw
materials for green tea products and solve issues facing the
Japanese agriculture industry

Challenges

« Stable production of safe and secure raw materials for green
tea products that coexist with the environment.
 Creation of employment and rejuvenation of farmers.

» Solve these issues through technical support.
Technical targets

1. Development of organic farming technology.
(reduced chemical fertilizers, technology for reduced agrochemicals,
weeding, and environmental measures)
2. IT and labor-saving technologies.
3. Full-year employment through diversified farming.

Photo: Creating a 50 ha tea field in the Kitsuki region of Oita Prefecture



Continuous Procurement of Raw Materials

for Tea Products

o*/TOEN

We Love Nature

ITO EN’s idea of ideal agriculture

Propose technical development and diversified farming that can help
solve issues. Cooperate with parties involved and achieve both an

increase in productivity and sustainability.

m ITO EN
( | ® | Government
- Local

o government )——(

g

JA (Japan Agricultural Cooperatives)
Cooperating companies

Nippon Ale promoted by Zen-Noh and ITO EN’s activities
—yiRY *

I—L
Favzok, '
?0"

Build value chains from producers to consumers

through product development. First product in the (=
Hif i

Nippon Ale project of Zen-Noh, which helps o
plantations across Japan through product
development and sale. Miyazaki Prefecture, Zen-
Noh, and ITO EN cooperate with one another to

bridge producers and consumers.

Roadmap of ITO EN’s development and promotion of tea farming technologies

Establishment of technologies
(compost containing used tea leaves, O
commercialization of steam
pest control machines) 2030

Technical development

(remote sensing,
seam pest control machines)

2020

P Current initiatives to establish technologies

Optimization of management
using Al

>Understanding tea growth environment
using weather and soil sensors

Development of fertilizers IT

from used tea leaves.
>Produce compost with high content of
used tea leaves. Matching beverage
factories and contract plantations

SER 14+

Organic| Practical use of seam pest IT

control machines
>Pest control and weeding using steam

*}$4

Organic

Weather sensor

Soil sensor

Determination of harvest timing
>Remote sensing and Al image analysis

e

Verification

at contract plantations O
(identifying issues, reducing costs) 2040

Increasing use at

contract plantations 2050

P To propose diversified farming

Automation of picking, transportation, and measurement

Automation of component evaluation
>Labor saving and elimination of labor shortage through digitization of plucking

and transportation and automatic weighing of fresh leaves
Diversified | Production of other crops during + M
farming the off-season of tea
>Full-year employment and stabilization Tea farming plus
of business management Cultivation of green barley, etc.

(Np) (58

Tea processing plus
vegetable dehydration, etc.

IT

Use of crude tea factories

for general purposes
>Winter revenue and reduction of
amortization

Diversified
farming

Contribute to the promotion
of sustainable agriculture.



Barley Tea
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RTD Barley Tea mosn S ER
RTD Barley Tea Market
(million cases) (Market / ¥billion)
Reasons for drinking barley tea mmmm Healthy Mineral Barley Tea - de
beverages ) o= RTD Barley Tea Market
40 4| 1.Candrink quick 41%
2. Easy to drink 36% - 120
3. Feels healthy 29%
30 4| 4.For mineral supply 28%
Source: ITO EN,/2020 n=4000 o
= - 80
20
g
10
l ITO EN Sales Share in 2020 46%0
0 [ 1 1 3 1 - 0
'09 11 13 '15 17 '18 '19 '20 '21Est

Source: ITO EN, Market: Calendar year ITO EN: May to Apr

Barley Tea Bags

Barley Tea Market
(ITO EN / ¥billion) (Market / ¥billion)
10 - s |TO EN e
==e==Barley Tea Market
g | Growth in demand for home-use products L 20
6 15
& 10
2 5
v 0

'09 11 '13 '15 '17 '18 '19 '20 '21Est
Source: ITO EN, Market: Calendar year ITO EN: May to Apr

Copyright (C) All Rights Reserved. ITO EN, LTD.

All-season, all-generation
cooling.and.hydrating.sugar-free sports.drink

Cross-selling of
beverages and tea bags

s target

7%

From the left, 1-liter PET bottle product to be +
launched on June 28 and the summer greeting - .
package (650 ml) for this summer Barley tea beverages *Unit sale basis

Keywords for Kenko Mineral Mugicha
(Healthy Mineral Barley Tea)

1 Minerals 2 Kettle quality flavor
Y b o AT

Using several types of barley

= ame RFicEbD materials with different characteristics
@ xhn3 _
St k&G e=F3F)L QR ITQ ENs original soft roasting
) ‘ srewing | High temperature and
"’ long extraction time
B M
e Reproducing sweet and aromatic
HLL< tastiness from decoction using a kettle
ST J
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Vegetable Juice Vs Nais
Vegetable Juice Market Focus on vegetable beverages clearly indicating their functions and
effects. Improved proposal and communication

Sales status of vegetable juice for environmentally-friendly products
(millon cases) e |10 ENmorre (Market / ¥billion) 1 Health 2 Environment
50 - ITO EN/Vegetabl d Fruit Jui - 250 1 1 1 1 .
EEvivrotivisiatll Health and First food with function claims from the Promote environmentally
g | e Vegetable Juice Market nutrition awareness /I “Ichinichibun no Yasai” brand friendly activities
5 “Ichinichibun no Yasai” with “Jyujitsu Yasai” with
S0 | el o 150 enhanced nutrition lactic-acid bacilli mixed
20 - | | | | - 100
i ' Food with Function Claims BRE-PILV
10 - - 50 1.Control an increase in neutral fat o S s
after eating ECOZ"D-{EE
0 0 2.Contr0|ﬁan increase in blood f\ 4:% 5
. ‘ T sugar after eating £ECO, /NI RS
'14 '15 '16 '18 '19 ‘20 '21Est 3. Decrease blood pressure that ©27 1 s
1EFR onds to B &2 M1V <37,

Source: ITOEN Market: Calendar year ITOEN: May to Apr

To be launched on June 14
200ml carton /128yen (tax included)

To be launched on the end of June
200ml carton /128yen (tax included)

Sales status of Aojiru products

3 Communication

(ITO EN/ ¥billion) ITO EN(Powder) mmmm [TO EN(RTD) (Market / ¥billion) ===
0 . s . . »
—eo= Aojiru Market Improve nutrition education and H ﬂ;mﬁ V4 .
L 190 negotiations by internal registered (Aojiru)
8 - _ dietitians Cross-selling of
. - g erens A go
— [ 100 RTD and Powders
6 — - 80
4 | - 60
- 40
2 ITO EN Sugar free Aojiru
- 20
FY2020 YoY + 25%*
0 -0
12 14 '16 18 19 20 "21Est
*Quantity base

Source: ITOEN Market: Calendar year ITOEN: May to Apr

Copyright (C) All Rights Reserved. ITO EN, LTD.
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TULLY'S COFFEE We Love Naturs
Overwhelming demand for RTD black coffee due to

Tully’s Coffee sales and the RTD coffee market synergy with Tully's Coffee Japan brand
(million cases) mmmm Tully's Coffee  ==e==RTD Coffee Market  (Market / ¥billion) 0 l I & e ;'l't: ‘ ,A' A Sl Sales market share of
" [ 1100 o Bottled-canned black coffee
- 1,000 i
12 -
- 900
8 1 - 800
.l 7 1!
700 | _BARISTAS Bottled-Canned
0 - - 600 BLAC K Black Coffee
07 10 13 16 19 20 21Est 2 ! # . 1

Source: ITOEN Market: Calendar year ITOEN: May to Apr *INTAGE SRI+ (RTD coffee market / Jan to Dec 2020 / Price base)

Simple drip coffee Hoping to enrich customers’ time at home

State of household-use coffee market New proposal for Tully's brand.“Simple Drip. Coffee” bags
(sales composition ratio by form)

mmmmm Simple drip coffee mmmmmm |nstant coffee mmmmmm Coffee Other e==e=== Simple drip coffee
(Composition ratio) (Market / ¥billion)
100% T . | - 70
) : - 60
Simple drip coffee market Trends
in sales amount (¥billion) - 50
- 40
- 30
- 20
- 10
0% -0

'10 '12 '14 '16 '18 '19 ‘20

Size of simple drip coffee market doubled in 10 years. o I
Source: ITO EN Market: Calendar year (Price base) STAN DARD / M I I—D / H EAVY To be aunched on June 7

6 bags each / 513yen(tax included)

Copyright (C) All Rights Reserved. ITO EN, LTD.



TULLY'S COFFEE JAPAN/CHICHIYASU

o*/TOEN

We Love Nature

Tully's Coffee Japan Co., Ltd.

Trends in sales revenue and the number of stores operated

Sales for FY 2020 (vay, 2020 to Apr, 2021)

Sales at major locations (YoY)

In urban areas and transport facilities: - 30 %
In suburban areas: - 13 %

*Year-on-year comparison in actual sales of stores in operation for 15 months
or longer, excluding the month of launch

(¥ billion) (Shops)
40 - Revenue - 1,000
—eo=—Shops
747 764 755
30 - 638 /.—__...n.. ()
513 /°/ - 600
] 299 o ./ 32.8
° J 31.5 400
./ 27.7 26.2
10 - 21.0
13.9 200
| 5.4
O T T T T 0
07/4 10/4 13/4 16/4 20/4 21/4  22/4 Est.

*Revenue recognition standard is applied from the fiscal year ending April 30, 2022.
Stated as “net sales™ until the fiscal year ended April 30, 2021.

Chichiyasu

Trends in sales revenue and operating income ya

-~ (Operating Income /¥ billion)
(¥ billion)
mmmm Revenue

Composition by Area Kanto Region

Sales composition ratio by location
in the previous year
In urban areas and
transport facilities
Composition ratio

46%

In suburban areas

Composition ratio 14

Opened on Mar 5
“Tully's Coffee KU Hakuraku-station”

o Devéioprﬁént of products such as convenient goods
o Improved productivity

Sales for FY2020 (may, 2020 to Apr, 2021)

20.0 - . - 12
—e— Operating Income FY2010: 30% — FY2020: 35%
o8 139 144 143 139 [0
' - 0.8
10.6
10.0 - - 0.6
Joined the ITO EN Group 0.4
0.2
0.0

12/4 14/4

16/4

18/4 20/4 21/4  22/4 Est.

*Revenue recognition standard is applied from the fiscal year ending April 30, 2022.
Stated as “net sales” until the fiscal year ended April 30, 2021.

Sales composition ratio by categor
, Others P yeaeaen Yogurt
- 17% (v 2010: 18%)
43 .
cey  Milk
10% (ry 2010: 20%) = B g
Pursue and provide health value,
Strengthen communication
A F-te -7t
& ot Ldm Y
NS B e
; ’;"'1 ki 3 - ‘.»,
Further strengthen the Maiasa Kaicho series C i oD ® €
P — P S

Yoy +2%  Five-Year Change +16 %




Overseas Business Strategy

o*/TOEN

We Love Nature

Leaf market and trend in ITO EN's sales in 2020

US green tea leaf market
Millions USD

Annual growth rate 5 . 6%

600 - Annual growth rate 43% (2021'20_25)__ ST o
Qo020 o ==
400
200 -+
0

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Trends in sales of ITO EN’s tea leaf products in North America

Further growth is expected.

Millions USD
_—"
50 | Annual growth rate 6.0% ="
(2016-2020) -=="
25
0

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
Source: ITOEN Figures from 2021 are forecasts.

Started local production of MATCHA LOVE tea bag products

/
Began fabless manufacturing in the

W -
‘; 7@ United States in February 2021
& el 5 *Export raw tea materials produced
4 ; in Japan
*Product line includes five items
" in a series
o _/

Copyright (C) All Rights Reserved. ITO EN, LTD.

Growth in demand for green tea leaves is accelerating

during the COVID-19 pandemic.

(Thousands cases)

300

200
100
0+ T T T T T

2015 2016 2017 2018 2019 2020I
Total sales of global brands (leaf)

voo + 27 %

*Source: ITO EN(Mar to Apr)

Increase in number of overseas stores dealing in Oi Ocha

(Thousands stores)

100 7 = America = China = ASEAN/Aus = East Asia/Others

0 -

19/4 20/4 21/4

Number of overseas stores

YoY + 35%

*Compared to the end of Apr of each year

Value of promoting ITO EN as a Global Tea Company

China: Increase the lines of Oi Ocha

“Japanese Tea”

+ Grown in Japan ! & ‘
- Japanese processing X “@®/ TOEN = -

technology

High quality
Japanese tea
characterized by
aroma, rich, good

flavor and bright
color
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Corporate sustainability Vs Nais

Achieving the ITO EN Group's Medium- to Long-Term Environmental Goals
Goal of switching to fully recyclable PET bottles* for “Oi Ocha’ is moved forward to 2025.

Oi Ocha b d 100% lable PET bottles* In November 2020, ITO EN included its target of
1 =cnaoran o recyclable inliee increasing the ratio of recycled materials to all materials

used to produce PET bottles to 100% by 2030 in the
medium- to long-term environmental goals.

2020 2025 2030 In advance of this, we will switch the PET bottle products
> SH{O)m e »O of our mainstay brand, Oi Ocha, by 2025.
1 O O Appendix: Recycled PET bottles CO? emissions can be reduced
% by about 60% compared to virgin PET bottles.

. 12 13l 14 S
*Includes plant-derived materials glEJ\?EIf:)IPNIGEhII-'E 'é:“gA LS

Appendix: Roadmap for achieving the switch to “100% recycled PET bottles” in 2030

Promote the use of recycled materials in applications other than PET bottles.
Aim to improve the recycling rate in cooperation with government agencies, industry groups, and

business partners.

2020 2021 2023 2030
»O »O >O—>s »O
' ' . 2025
[ % over 10 % 50 % 100 o
Oi Ocha brand 100% recyclable PET
bottles*

Copyright (C) All Rights Reserved. ITO EN, LTD.



Towards a Global Tea Company Lt

i

ITO EN is working to become a corporate group that supports and enriches the
lives of all its customers around the world, by contributing to their health

As an Innovative Health Solutions Company

Corporate sustainability that supports enriched lives
* Add ITO EN Group Medium- to Long-Term Promote and maintain the health of employees and their families
Environmental Goals R Established “ITO EN Group Iki Iki Health Declaration”

- Reduction of water consumption
- Promotion of water source conservation activities
- Tracking and reducing water risk

* High Value-Added Model

- Catechins, theanine, etc.
Promoting the value of tea through products

ITO EN aims to maintain a safe and healthy workplace as its policy of improving
and maintaining employees’ health. Established “ITO EN Group Iki Iki Health
Declaration” to strengthen the system of improving and maintaining employees’
health and raise their awareness of their own health. ITO EN aims to be a
company continuously loved by its customers by contributing to society through
the sight of employees working actively and positively taking on challenges and
continuing to provide the value of health to its customers.

Strengthening ROE Management

o b P 2 I Bz - Cost cutting through the Tea-Producing Region Developement
- Improvement of Profitability and Net income  <Profitability> Project and contact cultivation with farmers
Capital Efficiency Sales | Ratioofnetincome osales .« Effjcient management of fixed expenses through emphasis on
«Growth in EPS & community-based sales system of route sales
Return on equity Sales <Efficiency> . .
- Stable return to Stockholders ROE=10% e [ r—— -High asset turnover based on fabless method production
X

Tolel assets | <Financial standing> - Simultaneous pursuit of maintaining a sound financial standing
Shareholders' equly Financial leverage F
Copyright (C) All Rights Reserved. ITO EN, LTD. and stable dividend
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We Love Nature

Appendix
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Appendix: Factors of changes in consolidated «S*ITOEN

operating income We Love Nature

Major factors of changes in consolidated operating income
for the FY 2020 (Fiscal Year Ended April 30, 2021)
Decrease in profit due to sales decrease in non-consolidated results of ITO EN and Tully’s Coffee Japan

Unit: ¥ billion

Non-consolidated
results of ITO EN

-3.0
0 01 oz =05

FY 2019 Sales Factors ~ Raw materials Sales promotion Other Tully's Coffee  Other domestic Overseas Group consolidation and FY 2020
and other factors and advertising  administrative Japan groups elimination
expenses expenses

Supplement to factors of changes in non-consolidated results of ITO EN

=9 « Impact of increase/decrease in sales -12 « Controlling advertising expenses -1.1
[ * Reduction of sales promotion expenses due to the

« Changes in container mix, product mix, etc. -0.1

impact of increase/decrease in sale -5.3
Copyright (C) All Rights Reserved. ITO EN, LTD. A



Appendix: Factors of changes in consolidated «S*ITOEN

operating income We Love Nature

Major factors of changes in consolidated operating income
Forecasts for the FY 2021 (Fiscal Year Ending April 30, 2022)
Increase in profit due to recovery in non-consolidated results of ITO EN and Tully’s Coffee Japan

Unit: ¥ billion

Non-consolidated
forecasts of ITO EN

+0
FY 2020 Sales Factors ~ Raw materials Sales promotion Other Tully's Coffee  Other domestic Overseas Group consolidationand FY 2021 Est
and other factors and advertising  administrative Japan groups elimination
expenses expenses

*Conventional standard

Supplement to factors of changes in non-consolidated results of ITO EN

=9 » Impact of increase/decrease in sales +8.3  * Controlling advertising expenses +1.0
[ * Reduction of sales promotion expenses due to the

« Changes in container mix, product mix, etc.  -0.4

impact of increase/decrease in sale +3.3
Copyright (C) All Rights Reserved. ITO EN, LTD. A



Appendix: Related materials

o*/TOEN

We Love Nature

ITO EN (non-consolidated) Results & Forecasts by Category

*Conventional standard

(Unit: million yen)

_ FY 2019 FY 2020 FY 2021
Results Results Forecast
Net Sales 377,787 1000%  -42% 352,732  1000%  -6.6% 370,000 1000%  49%
Tea Leaves 35,269 93%  -46% 36,449  10.4% 3.3% 37,548  101% 3.0%
Drinks 339,395  82.9%  -41% 313,777 8%  -75% 328,662  88.9% 47%
Tea total 218143  578%  -14% 201,133  57.0%  -7.8% 210,783  56.9% 4.8%
Japanese Tea/Healthy Tea 193,246 51.2% -2.8% 182,681 51.7% -5.5% 193,394 52.2% 5.9%
Chinese Tea 17,219 4.6% 2.6% 14,611 41%  -151% 13548 3.7% -7.3%
Black Tea 7,677 2.0% 34.1% 3,841 11%  -50.0% 3,840 1.0% 0.0%
Vegetable 43,960 11.6% -3.5% 43,622 12.4% -0.8% 45,382 12.3% 4.0%
Coffee 36,538 9.7%  -12.5% 34,486 9.8% -5.6% 35,766 9.7% 3.7%
Mineral Water 9,396 25%  -14.9% 7,752 22%  -17.5% 9,480 2.6% 22.3%
Carbonated 11,175 3.0% -6.2% 9,916 28%  -11.3% 10,241 2.8% 3.3%
Fruit 8,855 23%  -15.3% 7,651 22%  -13.6% 7,557 2.0% -1.2%
Others 11,325 3.0% -4.9% 9,214 26%  -18.6% 9,451 2.6% 2.6%
Others 3,122 08%  -13.4% 2,505 07%  -19.8% 3,789 10%  512%

Reference : Market Share of beverage industry

Others
13.6%
2020 year
ITOEN ‘
12.2% B 22.6%
C 14.0%

*Jan to Dec 2020 / Quantity base

Sales composition by Channels (Non-Consolidated) Sales composition by Packaging (Non-Consolidated)

4Q(12months) FY 2019 - -
16% FY 2020 12% 11% . e
4Q(12months) e Drink Total 231,881 215,852 - -T%
Cans 23,699 24668 +1lpt +4%
Supermarket +2 pt -1% ! 2
14% 46% i —— 3% PET(large) 70663 68515 +1pt  -3%
- g PET(small) 106,754 94035 -2pt -12%
VendingMachine  -0pt  -9% 43% Cartons 28517 27435 +0pt  -5%
25% Others -0pt 7% Others 2247 1498 -0pt -33%

Sales composition Unit: Price base Sales composition

Copyright (C) All Rights Reserved. ITO EN, LTD.

*Percentages are rounded to the first decimal place, so the total may not necessarily equal 100.

Unit: Thousand cases
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Appendix: Related materials Vi Nikies

Consolidated Balance Sheet Consolidated Cash Flows
¥milli -
Gmillion) (¥million) CF from Operating Activities CF from Investing Activities
] 202 2021 oo o
Current assets 173,966 223,880 49,914 35,000 -
Cash and deposits 64,813 109,430 44,617 27,098 25 322 26,128 24719 25,351 0
Accounts receivable-trade and inventories 94,891 98,570 3,679 25,000 1 [10.5% - 10%
. ' 9.9%
Property, plant and equipmei 82,986 78,099 4,887 0.0% ’
Land 22,046 22,060 14 15,000 - 18,854 5.2% 17,836
Leased assets 15,527 12,206 -3,321 13,962 19952 15,502 5%
0,
Other 45,413 43,833 1,580 000 W
Intangible fixed assets 11,570 8,335 -3,235
L 0,
Goodwill 7,875 4,625 3,250 %
-5,000 | .8243 9217 -7,514
Investments and other assets 22,128 22,749 621 11350 10635 !
Total assets 290,651 333,065 42 414 15000 L 506
Curent bl o2 B 22478
Accounts payable 26,447 29,999 3,552 e s 8,135 11,062 10,006 9,990 7,199
Short-term loans payable 6,820 25,004 18184 opwuwewmnmen 5418 6,180 6735 7,022 7,255
Lease obligations 3,979 2,966 -1,013 [y 7.052 7,042 6,675 6,081 5,171
Income taxes payable 3,220 3,453 233 v 110,361 8,616 6,514 4,679 3,601
Non-current liabilities 69,884 86,459 16,575
Corporate bonds 10,000 10,000 - Rating At T 204 51.0%
Long-term loans payable 38,922 55,858 16,936 Bond shelf registration(straight bonds) ¥ 40billion 21/4 45.6%
Lease obligations 5,956 5,023 -933
Total liabilities 140,956 180,007 39,051
Net assets 149,695 153,057 3,362

Copyright (C) All Rights Reserved. ITO EN, LTD. A



Appendix: Corporate sustainability = oro&N

Water resources have been added to the medium- to long-term
environmental goals of the ITO EN Group.

I. Efforts on containers and packages

« Striving to increase the ratio of recycled materials, including bio-derived materials, to the materials for PET bottles to
100% by 2030

I1. Response to climate change
« Established CO2 emissions reduction targets and started climate change analysis concerning tea leaves.

II1. Res ponse to water resources * Details of I and II can be found on ITO EN’s website..
« Reduction of water consumption Fw
[Goal] Basic unit of water consumption in fiscal 2030* Reduce 16% (base year fiscal 2018) %

Coverage: Water consumption in production at beverage manufacturing plants of ITO EN and production
on NS lines at plants of outsourced beverage producers

*Basic unit: Target water consumption per 1kl production in fiscal 2030 Scope 1 and Scope 2: Reduce the total amount by 26%,
Scope 3: Reduce the basic unit by 26%.

* Promotion of water source conservation activities

ITO EN will undertake water source conservation activities in collaboration with outsourcing partners and
regions mainly in the watershed areas of water sources of beverage manufacturing plants of ITO EN and plants
of outsourced beverage producers. ITO EN will also step up its efforts to conserve water sources in collaboration
with governments, industry associations, business partners and local residents, among other stakeholders.

ITO EN will promote understanding of the importance of water sources.

* Tracking and reducing water risk

ITO EN will regularly check whether its business bases and related parties in its supply chain including raw
material suppliers are located in watershed areas with a high water stress or watershed areas where water
disasters are likely to occur, and will take measures against any risk.

*Images are for reference only.
Copyright (C) All Rights Reserved. ITO EN, LTD.
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Appendix : Promotion of Digital Transformation e oy xamre

Digitizes information accumulated in each area and shares it across the areas.
Improves overall productivity based on integrated information using the latest
technologies such as Al.

Digital

Strategy
lvlanufacturmg L ogistics Marketing Sales support Committee

Appropriate members
P o> I !Q PG are appointed and
start discussing each
theme. Organize
projects already in

discussion or
development and
__} R&D compreher]s!vely
\J promote digital
> | transformation.

Digital work (common operations, management operations)

Utilizing digital services to bring about change in people's

lives, society, business, and the way our employees work.

Copyright (C) All Rights Reserved. ITO EN, LTD.
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We Love Nature

%o ITOEN

We Love Nature

The purpose of the materials you have received is to provide the means for a more thorough understanding of ITO EN and should not necessarily be regarded as a
recommendation to invest. Furthermore, the data in these materials is based on what we believe is the most accurate information. However, please understand that
even without advance notice, both past data and future forecasts may be revised.

Copyright (C) All Rights Reserved. ITO EN, LTD.



