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Earth Corporation

My name is Katsunori Kawabata, Representative Director, President and CEO at
the Earth Corporation.

Today, we announced the results for the third quarter, revisions to the full-year
forecast, and the integration of BATHCLIN. I would like to explain these points.

Let me begin by explaining the results for the third quarter of fiscal year 2024.
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Financial Result Highlights o

Act For Life

B vs forecast Sales +21.5 B yen, Operating profit +32.3 B yen. P A a2

B |n addition to the achievement of the sales forecast, the cost of sales ratio and SG&A
expenses progressed within the plan, enabling the company to achieve the forecast.

B Progress of price revisions of Insecticides and repellents are going well.

23.3Q Realized | 24.3Q Forecast | 24.3Q Realized Comparison

Amount % Sales- Amount (% Sales. Amount % Sales. YoY YoY (%) |vs. Forecast| vs. Forecast (%)
Sales 1,267.6 100.0% 1,327.07_7> 100.0% 1,348.5 100.0% 80.8 106.4% 21.5 101.6%
COGS 745.0 58.8% 782.41 59.0%| 791.2 46.1 106.2% 8.7 101.1%
Gross Profit 522.6 41.2% 5445 41.0% 557.3 413% 34.7 106.6% ¢ 12.8 102.4%
SG8A 430.4 30% 470.0 4% 4505 3:4%  20.0 1047%[ A 19.4 95.9%|
Operating Income 92.1 7.3% 74.5 56% 106.8 7.9% 14.6 115.9% 32.3 143.4%
Ordinary Income 99.4 7.8% 79.0 6.0% 110.4 8.2% 11.0 1111% 314 139.8%
R e 64.4 51%  46.0 35% 723  54% 7.8 1122%  26.3 157.3%
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First, let's look at the financial results highlights.

Sales were 134.85 billion yen, and operating income was 10.68 billion yen,
which was an increase of 2.15 billion yen over the plan for sales and an
increase of 3.23 billion yen over the plan for operating income. Although there
were some fluctuations in sales by category, overall sales exceeded the plan. In
addition, I think that these figures show that the price revisions, which are a
major issue for us this year, are progressing smoothly.
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Management Accounting Basis: Sales /| GPM 2=

Act For Life

(Unit : 0.1 billion JPY)
B Domestic - Insecticides & Repellents : Sales exceeded plan and profit margin improved.

Domestic - Household products : Bath salts and oral hygiene products fell short of plan.

B Overseas : Although sales fell short of the plan, they exceeded the previous fiscal year, and there is
no concern about growth potential.

B General Environment and Sanitation Business : Favorable growth in number and amount of contracts.
Sales / GPM by Portfolio
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O—0L5 0
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Relaized Forecast Relaized Relaized Forecast Relaized Relaized Forecast Relaized Relaized Forecast Relaized Relaized Forecast Relaized

Domestic: Insecticides Domestic Overseas General Environment and Others
& Repellents Household products Sanitation Business
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ed adjustments, e.g., internal eliminations not includec

This is a breakdown of sales and gross profit margins by portfolio on a
management accounting basis.

To cut to the chase, things are generally going well for all products except for
household products segment in Japan, but the situation for household products
segments is tough.




Domestic: Insecticides & Repellents o
Status Update EARTH

B Favorable market due to favorable weather.
B Continued trend of market growth driven by cockroach, nuisance pest, and insect repellent products.
B Contribution from growth of new products and price revisions (+2.09 B yen y/y, +0.69 B yen vs. plan).

Markettrends as of 9/30 and Earth’s marketshare FocusedNew Products Trends
[Market YoY growth]  [Earth’s market share] 'i:;%l;\ ; ; "'1";’;1
h h
1 0 5 . 00/0 57 - 1 0/0 Ssousns 5 ;. :s:uus?lﬁsé Gokishu!
- [ ';:\l::v s :
(Unit: 0.1 billion JPY) o B [vs. forecast]
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g 156%
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2023
150 u2024
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ZERO no KNIGHT

For cockroaches and bed bugs

o

[Sales contribution amount]

0.248 yen
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This is a report on the situation of the domestic insecticides & repellents
segment.

As of the end of September, the market situation was very good, with the
market itself growing by 5% compared to the previous year. In this
environment, the Company, as the top manufacturer, is also in a position to
lead the market. Our market share, which is the percentage of support from
customers, has also increased by 0.3 points from the previous year to 57.1%.

The current situation is also relatively good. The new products ‘Gokishu!” and
‘ZERO no KNIGHT’ on the right of the slide are contributing to sales. In
addition, we have implemented price revisions for a total of 59 SKUs of
insecticides & repellents products this term, and I think that these have
contributed to profits, which is a major topic.




Domestic: Household Products o
Status Update EARTH

B Market share of bath salts and mouthwashes declined due to continued intensification
of the competitive environment in the market.

B Bath salts and mouthwash contributed to the improvement of the shortfall in the plan,
thanks to the effects of the recovery measures in the second half of the year.

Bath salts (as of 9/30) Oral hygiene (as of 9/30)
[Market YoY growth]  [Earth’s market share] [Market YoY growth] [Earth’s market share (mouthwash)]
102.7% 42.5% 102.3% 18.0%
Flagship products — sales trends Flagship products — sales trends
* Onpo % &%« Mondahmin (regular) & 2 e
JJzo@n. Jrofn, pasmee ORrr7
CEMR L EHAR
vs. forecast 990/0 =8 ﬁ vs. forecast 1 01 % |l |54 i
- il
. Kikiyu + PREMIUM CARE J X
Ledmo E
vs. forecast 80°/o If, “j:z vs. forecast 81 % f=C)
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I will explain the situation regarding household products segment in Japan,
focusing on our mainstay bath salts and mouthwash.

First of all, the situation for bath salts has been difficult since January. As a
countermeasure, we launched the large-scale new product ‘Dekamaru’ in the
second half of the year and are now monitoring the market's response. Since
the launch of this product, the negative gap compared to our plan has been
shrinking, so we think that we are currently gaining customer support. We will
be conducting sales and marketing again in preparation for the peak season,
and we hope to achieve good results.

The same situation is continuing with mouthwash. While we are trying to
reform the ‘Mondahmin’ brand as a whole, we launched a completely new
product called ‘Damon’ in the second half of the year. This product is also being
well received by customers. We have decided to take further measures for
‘Mondahmin’ in the next fiscal year. We would like to create a good trend based
on this as well.

The measures we have been implementing since the third quarter for our
mainstay bath salts and mouthwash are gradually starting to take effect, so we
will be working to make a comeback.
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Overseas — Status Update ow
EARTH
Act For Life
ASEAN Core Area (Thailand & Vietnam) (Unit : 0.1 billion JPY)
= m  Achieved sales targets in both yen and local currency terms 180
= Promoted sales expansion to establish the new product "ARS 168.2
Mos Shooter” as a standard item. 162.9
Jl ® Salesfell short of the plan in local currency terms but grew 160 24.9
5 significantly year-on-year. 139.0 . 26.7
Ml m Sales growth for our core category of household detergents, 140 :
insecticides & repellents, air fresheners, etc. -
ASEAN Expansion Area (Malaysia & Philippines) 22.9
120 11.3
- e Significant sales overperformance. - 1.1
[l ® Increase in standard adoption for major accounts. 100
= | Launching new products for Insecticides and Repellents and 8.7
air fresheners, and promoting the development of new sales
channels 80
i = Sales plan not achieved, but sales increased.
3l ® New products continue to be well-distributed 60
E: . _ _ 113.2 108.8
4 ® Listing fees and sales promoting expenses increase in order 04.1 *
to expand sales. ) 40 .
China

m  Working to promote the sale of insecticides & repellents in stores and
negotiate for their adoption as annual products, and work to reduce
returns

20

Exports Business 233Q Realized 243QForecast 24.3Q Realized

m  Strong sales of insecticides & repellents, etc. continue, centered on ASEAN Core =ASEAN Expansion mChina = Exports
Saudi Arabia, Hong Kong, and Taiwan.
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This is the situation of our overseas business.

As you can see in the graph on the right, things are going well in terms of yen-
denominated figures. When looking at things in yen, there are some differences
depending on the area, but in terms of local currency, we do not think that
there is any decline in our traditional growth potential.

We are taking different approaches in different countries. This fiscal year, we
are following a policy of expanding our operations in Thailand and Vietnam,
while also expanding our operations in the Philippines and Malaysia, and
rebuilding our operations in China. In all of these countries, we are making
progress as we had expected, so we would like to continue to make further
progress in the next fiscal year and beyond. At the moment, we are placing top
priority on overseas business in our new medium-term business plan, and we
do not think that there is anything wrong with our plan. At the same time, we
have moved away from the situation of exporting products indiscriminately. We
are now focusing on specific targets and making good progress.

Against this background, we can say that our overseas business is progressing
smoothly overall.




General Environment and Sanitation as
Business — Status Update T

B YoY: +2.2 B JPY (+9.9%); Vs. forecast: +1.5 B JPY (+6.4%); Significant sales growth.
B The situation that has been boosting results since July will continue, and the steady
increase in the number of annual contracts and amounts will drive performance.

General Environmentand Sanitation Business—
Trendin Annual Contract Numbers Reasons behind this strong performance

B Recovery in corporate capex and spend
15,587 on plant sanitation, which had been put
15000 44007 14457 14882 11521‘%2 1,439 on hold dug to COVID. .
1;89 1,474 1,468 ’ o Increqsed interest by our clients .
. following reports of foreign material
contamination detected in products by
prominent manufacturers.

s THC =PC =BM

10000 5524 5805 6218 6373 6,780
B Further enhance employee training
through our Skill Development Center.
— Improvement of basic management
skills.

B Results from structural reorganization

allowing us to operate as a Company

0 boasting high levels of specialization.
20.3Q 213Q 223Q 233Q 243Q
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5,000
7,084 7178 7,196 7,266 7,368

This is about our general environment and sanitation business.

The general environment and sanitation business, which we are working to
make into one of our two main pillars, is achieving steady growth. Compared to
the previous year, revenue has increased by 2.2 billion yen, and compared to
our plan, by 1.5 billion yen, which is a significant increase. This business is
completely different from manufacturing, and we are successfully acquiring
customer demand.

We believe that the background to this strong performance is a combination of
external and internal factors. The external factor is that, now that the COVID-
19 pandemic is over, companies that are our clients have more money to spend
on hygiene-related matters. The internal factor is that we have been able to
train enough staff to cope with this. These two factors have combined to
enable us to increase the number of cases we handle each year.




Operating Income Change Factors Voas

EARTH

(Vs. Forecast)

(Unit : 0.1 billion JPY)
B Although the soaring cost of raw materials has had a greater impact than planned, the effects of the
price revision measures have absorbed this.
B We met our sales target, leading to an increase in gross profit. SG&A was also lower than expected
and some of these expenses carried over due to the cutoff timing, leading to significant profit growth.

Decrease factors (-1.5) Increase factors (+33.9)

Soaring raw material prices -1.5
Cost-pass throughs 4.5
Sales vs forecast (Excl. price rivisions) 6.9
Model mix ; othres 29
Personnel expenses 4.7
Distribution expenses 17
Sales promotion expenses 0.9
Advertising expenses 33
R&D expenses 2.8
Depreciation 0.5
Expenses from sales activities 0.3
Other expenses 54
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Next, I will explain the factors behind the change in operating income
compared to the plan.

Compared to the time of the announcement of the second quarter results, the
impact of the rise in raw material prices has not yet stopped and has slightly
increased. However, we believe that the situation is being sufficiently covered
by the price revision measures.

On the other hand, in terms of expenses, SG&A expenses are generally lower
than planned. In response to this situation, we are planning to invest additional
advertising expenses from the fourth quarter onwards, with the aim of
investing in future growth. We think that the impact of this will be seen in the
results for the fourth quarter.
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Full Year Results Forecast

In light of these situations, we have revised our full-year earnings forecast.

10
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Revision to the full-year earnings forecast =

Act For Life

B Considering the current situation, the company announced an upward revision to its full-year
earnings forecast on November 11th.

B Excluding one-time costs such as costs related to profit structure reform and strategic expenses,
profit levels exceeded those of the previous year. (Unit : 0.1 billion JPY)

2024 2024 - - 2023
- Change | Factorscausing differences fromthe plan :
« Sales of Insecticides and Repellents exceeded
expectations / Returned goods were suppressed
Sales 1 7680 + 300 +  General Environment and Sanitation Business
and MA-T business exceeded plan
« Price revision effects exceeded expectations
Gross Profit 672.0 -+ 1 3_7 + Cost of sales ratio improved due to changes in
sales composition
+ Costs related to structural reform were more
SG&A 61 6.0 A 1 2.3 efficient than expected
+  Marketing-related expenses were increased
Operating
income 56.0 +26.0
Ordinary
Income 61.5 +25.9
NetIncome
attributable to 30 0 + 12 1
owners of parent * "
© Earth Corporation All Rights Reserved. * The dividend per share is scheduled to be 120 yen (118 yen and a commemorative dividend of 2 yen). 11

To be honest, there are still some factors that we can't read about this term,
but we are forecasting sales of 168 billion yen, which is 3 billion yen more than
our initial plan.

In addition to the fact that the insecticides & repellents segment, general
environment and sanitation business, and MA-T business are expected to
exceed their targets, we will also be promoting a recovery in household
products segment. We are determined to do whatever it takes to achieve this.
In addition, we are forecasting operating income of 6 billion yen, 3 billion yen
more than planned. The main factors behind this are the increase in sales and
the effect of price revisions, as well as the fact that we expect overall SG&A
expenses to be within our planned budget.

11



Progress of initiatives in the second half of

the year

B We are promoting various measures to recover from the unmet plan in daily necessities
in the first half of the year and to continue improving profitability.

Contents Point

* Inresponseto the growing demand for Insecticides & Repellents in the

*+ Bringing a new product to fall and winter, we launched “ZERO no KNIGHT For cockroaches and
market. bed bugs”in the fall.
(insecticides & repellents) » Weare promoting the year-round use of Insecticides & Repellents to

alleviate the seasonal nature of our business performance.

Launched bath salts “Onpo Dekamaru” and mouthwash “Damon*
Actively promoted communication via SNS and other channels to boost
sales.

* Recovery in the household
product category

+ Additional cost pass- + Price revisions (approx. 20% increase in store price) for 53 SKUs of the
throughs air freshener “Sukiiri!” brand were implemented from September.

* Thorough examination of budget details
*+ SG&A control » Additional marketing expenses have been invested in conjunction with
the implementation of the second half recovery measures.

© Earth Corporation All Rights Reserved 12

Until now, the issue for the second half of the year has been how to reduce the
number of returns of insecticides and repellents products. Although there is still
a need to control returns, sales of insecticides and repellents products have
also increased in the second half of the year, which corresponds to the autumn
and winter seasons. The reason for this is thought to be that, due to changes
in the external environment, the sales period for insecticides and repellents
products has become longer in Japan. For this reason, the Company is boldly
introducing new products at this time of year, and is working to achieve further
sales growth. We hope to use this approach to boost sales and reduce returns
in the next fiscal year.

We believe that it is more important to recover household products segment in
the second half of the year. We have released new products in our mainstay
bath salts and mouthwash. At the moment, things are progressing smoothly,
so we will continue to work on this with a system in place that will ensure sales
and profits without letting our guard down.

In addition, we have been revising the prices of 53 SKUs in our ‘Sukiiri!” brand
of air fresheners since September. There may be a slight downward pressure
on sales, but we expect this to have a positive effect on profits in the future.

12
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Progress Vs. Ol Target (Quarterly/Cumulative) ==

Act For Life

(Unit : 0.1 billion JPY)
B Additional investment in strategic expenses such as advertising in Q4.

B Excluding these effects, operating profit in Q4 is expected to be in line with the initial plan

\
|
Q1 Q2 Q3 | Q4 !
L | |
Quarterly J / | |
|
498 51.0 : |
280 I
j : I
! |
SERE |
|
: A 445 4469 |
|
/ d I
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 1
¥
Cumulative
790 745 en®
298

2023 2024 2024 2023 2024 2024 2023 2024 2024
Realized Forecast Realized Realized Forecast Realized Realized Forecast Realized

2023 2024 2024
Realized Orignal Realized
Forecast
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o
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w
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o
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This is a progress report on operating income.

Up to the third quarter, the combined effect of the weather and the results of
our initiatives led to these results. In the fourth quarter, we are also expecting
to spend more than in the previous year, so we expect to see a quarterly loss

of 4.69 billion yen.

Next year will be the second year of our medium-term business plan. We will

continue to spend the necessary funds, including those related to reform, and
we will carry out the medium-term business plan.

13
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Progress in Structural Reform

I would like to talk about the progress in structural reform and the details that
have been decided so far.

14
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Goal of Structural Reform

Act F

B Aimingto become a “stronger Earth Group”, we will optimize our business portfolio
and reorganize the allocation of resources.

Domestic Overseas
Model:
Model: Enhance = "
. our Achieve high Overseas
growing our brands levels ofg expansion Global model
market share Sl
profitability
Operational Group with robust Maintain high levels of
household product offerings profitability and pta\gr?ngﬁa%r:;nt% &efugg‘r’agﬂr
boasting no.1 share across competitiveness . expand our
multiple categories thanks to strong consumer loyalty business overseas

Business portfolio management

(Manage/oversee investment and approaches optimized for each category and each business phase)

© Earth Corporation All Rights Reserved 15

This slide shows the positioning of structural reform in the current medium-
term business plan. We have told you that the current medium-term business
plan will focus on structural reform. We are currently carrying out two types of
reform at the same time: ‘offensive’ and ‘defensive’.

Today, I will explain the details of the group restructuring, which is the core of
our structural reform, as well as other initiatives we are promoting, the
progress we have made so far, and our future plans.

Through its profit structure reforms, the Company aims to become a stronger
Earth Group. The Group's policy is to increase its market share, which is the
level of support it enjoys among customers, and to improve profitability by
strengthening its brands. There is no major change to the model of using the
resources gained in this way to accelerate overseas growth. To achieve this,
the Company will reorganise its organisation through Group restructuring and
optimise its business portfolio, and will reorganise the allocation of resources
accordingly.

15



Promoting Group Reorganization for o
Structural Reform EARTH

B Promoting portfolio management for 4 pillars: Domestic, Overseas, General Environment
and Sanitation Business, and MA-T business.
B Implementing a group reorganization in Japan to optimize the household products division.

¢~ Domestic =——————————= ~ Overseas \ /~ Insecticides & Repellents ~, ~ Household products -,

Achieve No.1market share in
- Insecticides & repellents
+ Bath salts

Achieve No.2 position in the P

global market for insecticides & ey

@ + Repellents for clothing m repellents w o]
eo Expansion strategy focused on ? -
- \ 24 countries (including regional
+ Mou w subsidiaries and exports)
« Rir fr
DN Nurture global brands in
Growthcategories: '.0.. « Insecticides & repellents
- Gardening products :M:'n - Oral hygiene
- Pet supplies o + Air fresheners |
- v p » \
General Environment and
N MA-T B s

( Sanitation
Put in place a 3-pronged framewor! Secure stable

consisting of R&D capabilities A profits/revenue through MA-
training, and expertise T-based solutions.

Further improve our Environment Build a business model
Doctor service, offering quality throughlicense PF.
assurance support to our clients

@ Real-worid implementation

of MA-T®technology to
provide solutions to social

Offer services in new domains and
shiftto a business foundation
capable of supporting sustained

growth problems.
. P A 7 \ \
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IS

In order to achieve structural reform, we will promote business portfolio
management across the entire group. We will create an optimal business
portfolio to expand earnings, with four major pillars: domestic business, which
is the foundation of our earnings; overseas business, which we see as a driver
of future growth; the general environment and sanitation business, which is
developing in a different area to manufacturers; and the MA-T®@ business,
which we hope will become a pillar of future earnings. The results of our efforts
in the MA-T®@ business are gradually starting to show.

In order to reform our profit structure, we believe that it is essential to develop
and streamline our domestic business, which is our current profit base. We
would like to strengthen the management control system of the entire group by
reorganising the group to optimise the allocation of resources for household
products segment, which we consider to be the next pillar of profit after the
solid insecticides & repellents segment.

16



Group restructuring @ e

Enhancing of group management structure

B Establishing the HD system and promoting the optimization of resource allocation across the entire
group.

B Building a system that achieves “Rapid decision-making”, “Enhancing of the management control
system”, and “Selection and concentration of management resources”

m Policy for Enhancing Group Management Structure B Organization and Control Systems

o Earth Corp. (HDfunction)

# Operating holding company

+ We will review the functions and o -
PR departments currently at Earth Group, Reorganized part of the
Organizational dividing each function and organization into organization

restructuring to HD functions and organizations and
business functions and organizations, and < - )
enhance reorganize the structure. Through this, we d = = o
HD system aim to maximize the management efficiency I 0o ._g 3 E
of the group = o - = —
< 0] o]
o 5 - o = g
+ s = £ O
e S 5 = 7
Control of + Promotion of business portfolio 5] 2 = w = S
management O 5 © UEJ o
resource Ectabiich . . .1% 3 T e o
- = Establishment of a group-wide category e =
allocatlorf for control function w w E
the entire « Enhancing and promotion of governance
group systems 0 The entire group is implementing
\ controls onresourceallocation.
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As the first step in our group restructuring, we will be strengthening our HD
system.

We will establish an HD function within Earth Corporation, and place each
company under its umbrella to take on business functions. This will enable the
entire group to make efficient decisions on a variety of matters, including the
control of resource allocation and the management of production systems. We
would like to work on strengthening our management control system and
making quick decisions over the next year.

17



Group restructuring @ o

EARTH

Towards the reorganization of the bath salts business ~-

B The bath salts business being carried out by the three companies Earth Corp,
BATHCLIN, and Hakugen Earth will be promoted as a group in order to make it the next
pillar of the domestic market after Insecticides and Repellents.

Bath Salts Market Share Status (Unit : 0.1 B JPY) Future plans

Bath Salts Market =e=Earth group share
654 697 691 662

. Profit growth

47.3%] [466%]  [459%] (4469 43.7%

Formulate a bath salts business
strategy for the entire group

2019 2020 2021 2022 2023

Bath Salts Sales (2019-2023) (Unit : 0.1 B JPY)

268

Expanding Sales & Share

239 237 35 2 .
221 2 Business Integration
Earth Corp and BATHCLIN
2019 2020 2021 2022 2023
© Earth Corporation All Rights Reserved 18

The second initiative in the group restructuring is the reorganization of the bath
salt business.

The Earth Group has the largest share of the bath salt market. However, it is
necessary to raise the overall level of the bath salt category, and it is
undeniable that decision-making is slow when the company is split up. This is a
structural problem.

Furthermore, it has been 12 years since BATHCLIN came under the umbrella of
the Earth Group. We have decided that we need to work together to increase
our sense of unity, and we have announced our integration with BATHCLIN.
Through this, we hope to increase our market share while improving efficiency
and increasing profits, including the speed of decision-making.




Group restructuring @ Vols

EARTH

Policy on the reorganization of the bath salts business

B By formulating a group-wide bath salts business strategy and integrating the two
companies Earth Corporation and BATHCLIN, the Earth Group aims to increase sales,
expand market share and maximize profits.

Earth Group Bath salts business
I

Formulation of a group-wide bath salts business strategy

Business

Integration
’ ‘v Hakugen
BATHCLIN A ' Earth corp Earth

)

Price revision for part of products

Review and reorganization of unprofitable brands

Expansion of products that customers can feel the value of,
in orderto create new demand.
Deepening existing distribution channels and developing new channels,

including EC and BtoB.

© Earth Corporation All Rights Reserved 19

After the merger between BATHCLIN and Earth Corporation, Hakugen Earth
will remain as the company within the group that handles bath salts. After the
merger, the new Earth Corporation and Hakugen Earth will work together, but
with clearly defined roles, to expand sales across the entire bath salt business.
By aiming to maximise sales through deeper development of existing
distribution channels and the development of new channels, including e-
commerce and BtoB, I hope to expand the opportunities for consumers to
become more familiar with BATHCLIN bath salts.

19



Group restructuring @ Ry
Reallocation of group management resources ~r it

B Promote reallocation of group management resources by increasing the efficiency of
unprofitable capital and maximizing human capital.

Improving the efficiency of Slosiire el the
unprofitable assets Plant Closure of the Kakegawa Plant

* Improve the efficiency of Improving
existing operations and allocate
them to growth areas

Improving the operational efficiency of plants and
bases, and considering expansion and closure.

operational
efficiency

Maximization of Human Resource Discovering human resources
human capital development who can be active in a variety of fields

Improving organizational productivity

+ Aiming to expand growth areas Reorganization
and improve productivity Reassigning some members and
implementing reskilling
© Earth Corporation All Rights Reserved 20

The third initiative in the group restructuring is the redistribution of
management resources.

As I mentioned earlier, there are some functions that are duplicated within the
group due to the management integration with BATHCLIN, so we will work to
improve efficiency.In addition, as part of the strengthening of the group-wide
management control system, we will promote the redistribution of the group's
management resources in other areas, improve the efficiency of existing
operations, and allocate them to growth areas.

Specifically, we will first of all quickly work to improve the efficiency of
unprofitable assets, including the suspension of production at the Kakegawa
Plant and the improvement of operational efficiency at the industrial and other
bases of each group company.

20



Other initiatives aimed at Earnings Voss

Structure Transformation

B Approaches to Earnings Structure Transformation are progressing smoothly overall.

B From next term onwards, we expect to incur transition costs related to organizational
restructuring, as well as costs related to to Earnings Structure Transformation.

- L Investment amount
Details of the initiative (FY24 estimate)

* Enhancing the management control system of Earth Corp

« Considering and Implementing the integration of the two
companies 540M yen

* Considering the optimal group organization for strengthening
the HD system

Policy

Implementing Earnings
Structure Transformation

« SKU reduction has led to the promotion of disposal and

w
o
=
E—
=
= “Selectionand in CF
= ¢ inventory compression (improvement in CF) Disposal-related costs
€ concentration” » Consider reviewing some brands 400M ven
o of brands /| SKUs * Enhance cooperation between p(oductlon and sales y
5 (establishment of Global Production Strategy Office)
o
* Areview of the pricing policy for some products, with a focus Adv
. ? ertisement costs
Improvingbrand value on Insecticides and Repellents +16B
andWTP + Active investment in bath salts and oral hygiene products . yen

and enhancing of brands (Difference from FY23)

Aiming to achieve the same level of profit in 2025 as we have this year, covering structural
reform costs including the transition costs of the merger of the two companies and costs
related to the 100th anniversary.

P4

In addition to these group reorganisations, we are also currently promoting the
structural reforms set out in our current medium-term business plan.

Firstly, as we announced at the time of the second quarter financial results, we
are focusing on selecting and concentrating on brands and SKUs. We are
currently in the process of selecting and concentrating on brands and SKUs,
and are working hard to reduce SKUs and review brands.

Also, in order to improve brand value and WTP, we have been promoting the
strengthening of brands through the revision of prices for some products.
Aiming to strengthen the collaboration between production, distribution and
sales, we have established a new organisation to reduce inventory and
strengthen global collaboration.

We are also promoting the group restructuring that I mentioned earlier. We
have said that the group restructuring will start next year, but we are
implementing all the profit structure reforms that we can do this fiscal year.

We will announce the full financial results in February 2025. As of February
2024, we explained that the profit level for 2025 would be at the same level as
this year, taking into account the reform costs. However, even if we cover the
current progress of reforms, the transition costs associated with the integration
of the two companies, and the costs related to the 100th anniversary, we
expect that the profit level for the next fiscal year will be at the same level as
the profit for this fiscal year, and we believe that it must be at the same level.
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Overseas/Group companies profitability
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Finally, here is an image of the medium- to long-term vision of our group.

As 2025 will be the second year of the current medium-term business plan, we
are currently making progress with the things we need to do, with the support
of favourable weather conditions, and I hope that everyone will understand
this.
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Act For Life

This presentation contains forward-looking statements and financial results forecasts. These forward-looking statements
and financial results forecasts were formulated on the basis of company assumptions based on the information available.

These statements and forecasts are subject to risks and uncertainties that could cause actual results to differ materially
from those described.

That is all from me. Thank you for your attention.
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