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Presentation

NOTE :Addition of Sales Deduction Items

Previously, sales discounts for cash payment were treated as
financial expenses (non-operating expenses) from the viewpoint
of materiality. However, in light of recent interest rate conditions,
such expenses will be treated in the same manner as rebates,
and from Fiscal Year 2022, they will be deducted from sales.
Figures of the previous fiscal year indicated as "Reference*" in the
following briefing materials, shown for the comparison with the
current fiscal year, are the amount after deducting the sales
discount from sales in FY2021, and are different from the actual
financial results.

© 2023 Milbon Co., Ltd.

Murai: This is Murai. | will explain about the briefing.

Thank you all very much for coming today. We would like to announce the financial resultbai Co., Ltd.
because we have completed the settlement of accounts. Please allow me to explain according to this
explanatory material.

This is what | explained at the briefings of last year's financial ressiléslles deduction itemeve added, the
resultscan® i 0 S 02 Y [Tandhll Reansdlidatiéd Financial Resiilédone. Therefore, | will explain
explanatory materials with the retroactive changes.



Consolidated Operating Results

4 In Japan, sales showed steady growth, fueled by the increasing popularity of hair
bleaching designs and other double-process colors among various age groups, along with
robust demand for our premium brands that cater to the growing hair care needs.
Overseas, the Company achieved significant growth in sales, mainly driven by expanding
revenue in Korea, the U.S., and other regions, as well as the favorable currency impact of
a weaker yen, although the ongoing COVID-19 turmoil in China affected the Company's
performance.

€ The operating income margin was adversely impacted by not only the increasing cost of
raw materials but also by higher personnel expenses and expenses related to the China
Factory and overseas R&D initiatives, which began during the current fiscal year.
(Unit: million yen)

Increase/
FY2021 ® @ Increase/
Reference’ % total FY2022 % total e Irjaiicc:e(aﬂzti

Net sales 40,849 100.0 45,238 100.0 4,389 10.7
Gross profit 26,765 65.5 29,509 65.2 2,743 10.2
SG&A expenses 19,681 48.2 21,957 48.5 2,276 11.6
Operating income 7,084 17.3 7,551 16.7 467 6.6
Ordinary income 7,158 17.5 7,829 17.3 670 9.4
RS 5109 125 5577 123 467 9.2

* The figures for the previous year have been adjusted to deduct sales discounts from sales, which had been non-operating expenses.
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First, the overall operating results. As you can see, we were able to increase both nansdlesome. | think
the results were decent.

The recovery of bleaebn-color and doublecolor led to good results of hair coloring. In addition, there has
been an increase in hair care needs, which has led to strong sales of premium brands.

As for oversegswhile the results of China were unavoidable under their circumstances, other regions such as
South Korea, the USA, and other regions mainly in Southeastssialid very well.

However, profits have something to do with higher raw material costs. fiddtan uncontrollable impact.
And a factory in China, and overseas R&D. Because they were newly established, operating margin declined
slightly YoY.



Consolidated Sales by Product Category [Hair Care Products (1)]

Consolidated Net Sales (Unit: million yen)

FY2021 . FY2022 Increase/ Increase/
Reference? Decrease Decrease ratio (%)

24,029 26,312 2,283 9.5

« The Premium Brands experienced a strong performance with a remarkable YoY growth rate
of 13.1%, primarily driven by the heightened attention on hair care amid mask-wearing
and increasing demand for hair coloring. For Aujua, the introduction of the Exschield Line,
aimed at addressing "pollution care," did not unfold as planned due to its novelty as a
product genre and difficulty in communicating its unique characteristics and usage. For
Global Milbon, sales saw a surge attributed to establishing touchpoints in each country and
the expansion of the Premium Position, including the new hair growth care product,
Enhancing Vivacity.

« Professional Brands sales grew by 4.4%, driven by Elujuda, which remains popular, and
GRAND LINKAGE, which is expanding overseas as economic activity picks up.

*1 The figures for the previous year have been adjusted to deduct sales discounts from sales, which had been non-operating expenses.
* Sales growth by brand is based on consolidated gross sales.
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Next pagdsabout hair cargoroducts. As you can see, the Premiurarigl continued to perform welgrowing
9.5%.



Consolidated Sales by Product Category [Hair Care Products (2)]

New Products FY2022

Aujua Climatic Care Series Exshield Line
A new line of Climatic Care Series designed to effectively eliminate and prevent particle
pollution*1 from adhering to hair, resulting in a radiant and glossy appearance.
(Unit: million yen)

FY2022 target FY2022 Progress rate (%)

307 60 19.8

Global Milbon Premium Position Enhancing Vivacity
A new scalp care line of Premium Position that nurtures strong
and beautiful hair by addressing factors related to hair loss.
(Unit: million yen) |
170 213 1258 Debut on March 10, 2022
Global Milbon Reawaken Series
An anti-aging care series that specifically targets hair concerns

FY2022 target FY2022 Progress rate (%)

caused by age-related changes, such as dullness and dryness.
(Unit: million yen) H .- " aaan
FY2022 target FY2022 Progress rate (%) ==
- et

231 191 824 b occut on sone 11, 2022 |

*1 Air pollution, such as PM2.5 and pollen, which is difficult to remove even with shampoo.
* Sales figures for each brand are based on shipment value.
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Next is the results of new hair care products. Unfortunately, Aujua was a little short of our plan as customers
did not understandrhe INMMETRY line, launched this year, is a very straightforward product, and we are very

excited about it.

Then Global Milbon finished with a strong performance as new products were well received.



A Premium Brand, Aujua

[ Sales fell short of the target, partly due to a challenging market environment for ]
new products, despite an increase in the number of touchpoints.
Number of Salons*! (Unit: salons)

e O
5,200 6,022 822 153 AUBNE "" T

Consolidated Gross Sales (Unit: million yen)

Increase/ Increase/
Fy2021 Decrease Decrease ratio (%) Trends in sales & number of salons

9,700 10,288 588 6.1 o B

13,000 .t
12,000 . 6,000
11,000
Brand Concept Product Range 11,000 £ 000
A premium hair care brand born in Aujua supports diverse perspectives on 9,000
consideration of Japan’s social climate, beauty, now and into the future, by 8,000 4,000
culture, and characteristics of the hair addressing each individuals' hair and skin gggg 3.000
of the Japanese people. concerns and offering the most 5000 §
R R appropriate item for that time. 4,000 2,000
What is Al.l_]l.la? -5 series / 16 lines / 100 items iggg 1.000
A wide range of product lineups offering Eternal stage series 1,000 - I I '
personalized treatment for each Aging care series 0 0
individual's needs and hair type. Hair care series S P ”Dms{”/\ﬁ’\
Scalp care series —Sales ===Number of salons g
Climatic care series # Figures in the graph are based on non-consolidated total sales

through 2018 and on consolidated total sales since 2019,

*1 Calculated based on the past year's shipment results for both Japan and overseas.

*2 In the previous document, the number of the touchpoints at the end of FY2021 was listed as 4,946, but this has been corrected due to an error in the counting method.
* Sales figures are based on shipment value.
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This is Aujua brand. The number of salons increased steadily.

As explained earlier, as the new products struggled a little, net sales did not grow accordinglyeHavee
believe that the increase in the number of salons will lead to the next step.



A Premium Brand, Global Milbon

[ Sales growth was primarily driven by the establishment of touchpoints in each ]
country and the positive impact of new products from the Premium Position.
Number of Salons*! (Unit: salons)

Increase/ Increase/ m I L B O n
Fy2021 Decrease Decrease ratio (%) ‘ .
14,575 18,4000 3,825 L L EEEEE L

miBon  mABON | MABON  MIEON  MILEOR MWEoN | miEon maeon

. Consolidated Gross Sales (Unit: million yen) : ;
FY2021 Increase/ Increase/ '
Decrease Decrease ratio (%) Trends in sales & number of salons
(Million yen) (Number of salons)
4,082 5,341 1,258 30.8 e 24,000
! ! ! . 1 22,000
. . 5,000 . 20,000
Brand Concept What is “Global Milbon"? 18,000
A system hair care brand that Based on the hair research technology we 4,000 16,000
cultivates the “unique beauty” of have cultivated since our founding, we 14,000
each individual, achieving “360 analyzed diverse hair characteristics from 3,000 12,000
Degree Beautiful Hair.” 20 countries. Our analysis broke down the 10,000
. . factors for common hair damage 2,000 8,000
Countries and regions phenomena derived from our research, 0o i,ggg
with Salons | care aystem. This Ine containg ingredients 2,000
The brand is available in the following that tes the shaft with its high 0 0
countries and regions: at penetrates the shaft with its hig 2016 2017 2018 2019 2020 2021 2022 2023
f f affinity to repair hair's inner porosity and e ’ :
Japan, USA, Hong Kong, China, Thailand, 50 0ue hair's overall integrity, from the Target
Taiwan, Turkey, Malaysia, Vietnam, insidepout arity. m— Sgles e==Number of salons
]ndonesua, the Phl\lpplnes, Slngapure, * Figures in the graph are based on non-consolidated total sales
Germany, Korea, Canada through 2018 and on consolidated total sales since 2019,
*1 Calculated based on the past year's shipment results for both Japan and overseas.
* Sales figures are based on shipment value.
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Wearealso expanding overseas. Tisi&lobal Milbon. Both the number of salons and sales volume increased
well here.



Consolidated Sales by Product Category [Hair Coloring Products (1)]

Consolidated Net Sales (Unit: million yen)

FY2021 . FY2022 Increase/ Increase/
Reference Decrease Decrease ratio (%)

14,549 16,631 2,082 14.3

« In Japan, sales of hair coloring products showed a steady growth of 12.4% YoY.
This growth can be attributed to the growing popularity of dual-process hair
coloring, such as hair bleaching design, among people of all ages. The
continued popularity of Ordeve Addicty also contributed to this growth.
Moreover, the launch of ENOG in June was well received, attracting a new
segment of customers that values design, thereby contributing to the overall
sales growth.

+ Overseas, while sales in China were affected by the lockdown, sales in Korea,
where hair coloring products are a mainstay, and other regions with significant
economic activity picked up, resulting in a strong increase of 21.1% YoY in
overseas sales of hair coloring products.

*1 The figures for the previous year have been adjusted to deduct sales discounts from sales, which had been non-operating expenses.
* Sales growth by brand is based on consolidated gross sales.
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Next is hair dye, or hair coloringhis one, a | mentioned a little earlier, waglite strong, as the generation
that have started to enjoy double colors has expanded very much. The increase was 14.3%.



Consolidated Sales by Product Category [Hair Coloring Products (2)]

Core Product
FY2022
Ordeve Addicthy

Effectively cancels out red-tinged brown and allows customers to freely
express their individual hair color designs with clear and transparent color
expression.

ORDEV

(Unit: million yen)

Increase/ Increase/ |
FY2021 Tdhas Decrease  Decrease ratio (%) =
di OO 87

New Products
FY2022

ENOG

A hair color brand that allows you to create unique hair colors
with flexible color expressions as inspired by the concept of
paints (Enogu in Japanese).

3;51

(Unit: million yen)

FY2022 target FY2022 Progress rate (%) ) SENaE =
Debut on June 11, 2022
500 614 122.9
* Sales figures for each brand are based on shipment value.
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Colors are also doing very well overseas, with sales increasing in South Korea and otherscobeteghey
received very high acclaim.

A color product, Addicthywas launched in 2017, but it performed well in the last year. Then a new product,
ENOG, was also able to finish with such a good result.



A Premium Organic Brand, Villa Lodola (1)

[Sales remained steadily due to continued growth in hair coloring products]

Number of Salons (Unit: salons)

Increase/ Increase/
FY2021 Decrease  Decrease ratio (%)

11,317 12,458 1,141 10.1

Consolidated Gross Sales (Unit: million yen)

Increase/ Increase/
Fy2021 Decrease  Decrease ratio (%)

1,222 1,328 105 8.6

Brand Concept

Organic brand that proposes lifestyles that fulfill the beauty of people and
the environment

What is Villa Lodola?

Based on the philosophy of "Beauty, the Organic Way”, the brand is fully
committed to the natural environment not only in its products, but also in
its manufacturing process, packaging, and promotional tools.

All products are certified by ICEA, an Italian organic certification
organization. Organic hair care born in Italy, where nature's blessings bring
beauty to hair and skin.

(Million yen) (Number of salons)
1,600 16,000
1,400 b 14,000
1,200 12,000
1,000 10,000
800 8,000
600 6,000
400 4,000
200 2,000
0 u 0
ST TS S S
&

Villa Lodola

PROFESSIONAL

Trends in sales & number of salons

EEN S3les emymber of salons

* Figures in the graph are based on non-consolidated total sales
through 2018 and on consalidated total sales since 2019

* Sales figures are based on shipment value.
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This isorganic Villa Lodola. This also contindegerform well.
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Consolidated Sales by Product Category [Hair Coloring Products (2)]

Core Product
FY2022

Villa Lodola Color
The product is formulated with 92% naturally derived ingredients and harnesses the
power of plants. It offers a fully organic hair care experience, from application to
finish and continued use, providing consumers with maximum comfort.
(Unit: million yen)

Increase/ Increase/
A Decrease Decrease ratio (%)
921 1,025 104 11.3 Debut in FY2015

New Products
FY2022

Villa Lodola Color PALETTE
The new shades of Villa Lodola Color offer a range of benefits, from
beautiful texture and shine to vibrant tones, all thanks to the power of
92% naturally derived ingredients.

( Unit: million yen)

FY2022 target FY2022 Progress rate (%)
Debut on February 10, 2022

150 94 62.8

* Sales figures for each brand are based on shipment value.
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This slide shows products of Villa Lodora. Although we did not reach our targbefoew product of Color
PALETTEhe results were relatively strong.
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Consolidated Sales by Product Category [Cosmetic Products (1)]

Consolidated Net Sales (Unit: million yen)

Fy2021 FY2022 Increase/ Increase/
Reference Decrease Decrease ratio (%)
579 572 (7) (1.3)

» During the COVID-19 pandemic, in-store touch-up referral activities in salons did not
develop as expected. Additionally, the newly launched Tone UP CC Cushion Foundation,
which was introduced in March, faced difficulties in capturing customers’ understanding, as it
serves a unique skin-illuminating function that is distinct from the conventional skin-
concealing purpose of traditional foundation products. In the fall/winter seasonal sales
promotion, sales increased year on year by offering eyebrow products linked to hair color
and “Enjoy Cosmetics!” activities that lead customers to experience iIMPREA while having fun.
In 2023, we will continue and strengthen our good practices.

New Products FY2022

iMPREA Tone UP CC Cushion Foundation
A cushion foundation infused with serum formula creates a veil that
controls the reflection of light to give the skin a translucent appearance.
(Unit: million yen)

FY2022 target Fy2022 Progress rate (%)
50 34 70.0 Debut on March 10, 2022

*1 The figures for the previous year have been adjusted to deduct sales discounts from sales, which had been non-operating expenses.
* Sales figures for each brand are based on shipment value.
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Now, please move on to the next page. Cosmetic products. As you can see, wenable to exceed the
results of the previous year, albeit by a small margin.

However, in H2, by making repeated efforts in sales methealsys began to understand a method of using
cosmetic products and a method that is easy to understand. Consequd@lproducts started to perform
well. Therefore, although the results for H1 of last year were insufficient, they can be expected to improve in

the future.

12



A Premium Brand, iMPREA

[ Sales fell short of target, but the number of touchpoints surpassed the target, ]
portending future growth.

Number of Salons*! (Unit: salons)

Increase I | M P E

FY2021 Degrease/ Decreggree?;teié (%) R A
1,104 1,601 497 45.0 ‘

Consolidated Gross Sales (Unit: million yen) i 1

FY2021 Increase/ Increase/
Reference*? Decrease Decrease ratio (%)

579 572 (7) (1.3) 2 5 e

Brand Concept What is iMPREA?

The brand concept of iIMPREA is “Revolutionize Your Aura iMPREA is a salon exclusive brand created through joint research by KOSE,

with your Professional Stylist”, We will provide new beauty which specializes in skin research, and Milbon, which specializes in hair research,

value by leveraging Professional Stylists’ ability to provide We will improve the complexion by establishing a good balance of moisture in

solutions, by utilizing their strengths. the "corner-layer keratin" on the surface of the skin, which holds the key to
complexion.

“Revolutionize Your Aura with your Professional Stylist”

This is a communication method that takes advantage of the unique strengths of hair salons, in which the hair stylist crafts your aura by
approaching a total impression of both the hair and face.
We deliver an aura change that is unique to you.

*1 Calculated based on the past year's shipment results.
*2 The figures for the previous year have been adjusted to deduct sales discounts from sales, which had been non-operating expenses.
* Sales figures are based on shipment value.
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volume did not reach the level of the previous period.
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Consolidated Statement of Earnings

<Consolidated Statement of Earnings>

(Unit: million yen)

<Breakdown of Net Sales by Product Category>
(Unit: million yen)

Increase/

Ul Fv2022 | 20O Sl - [EE P 36
sales sales

Hair care products = 24,029 | 26,312 58.2 2,283 9.5

Hair colori
products. 14,549 116,631 36.7 2,082 14.3

P t
products 1,424 | 1,450 3.2 25 1.8

Cosmetic products 579 572 1.3 (7) (1.3)
Others 266 272 0.6 5 2.0

<Major Factors for the Increase/Decrease>

+  The gross profit margin was negatively impacted
by the increase in raw material costs, which
intensified in the third quarter. This trend is
expected to persist until the first half of 2023,
posing a significant challenge for the Group.

+ In addition to the decline in gross profit margin,
SG&A expenses were affected by an increase in
personnel, travel expenses due to the resumption
of activities, market development expenses for
major events, research expenses for overseas R&D
that began in the current fiscal year, and one-time
expenses related to the China Factory, all of which
contributed to the decline in operating profit
margin.

FY2021
Reference”
Sales 40,845 100.0 45,238 100.0
Costof sales 14,083 34.5 15,729 34.8
Gross profit = 26,765 65.5 29,509 65.2
SG&A
expenses 19,681 48.2 21,957 48.5
Operating
S 7,084 17.3 7,551 16.7
Ordinary
st 7,158 17.5 7,829 17.3
Profit
ttributabl
O 5,109 12.5 5,577 12.3
parent
* The figures for the previous year have been adjusted to deduct sales discounts from sales, which had been non-operating expenses.
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Next is a consolidated statement of earnings. Since this is a comparison between the previous period and the
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current period, | will briefly explain where the composition ratio has changeteadat.

Gross profit changed from 65.5% to 65.2%. This was, of course, most likely due to the rise in raw material

costs.

SG&A expenses increased the percentage due to increases in personnel expenses, travel expenses from the
resumption of activities, andxpenses from the resumption of major events. In addition, of course, overseas

new R&D began. Unfortunately, operating margin declined since expenses related to thd-&ttimgwas

added to the above.
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This is consolidated trends in capital expenditures

The planned capital expenditures plan has progressed well. However, the initial target of that was JPY5 billion.
The reason for thelecrease is that land for the Trainingr@er was acquired at a lower price of about JPY600
million.

In addition, somaligitalrelated investments were made in a later period than planned. As a result, although

there was no major change in the amount, the amount of capital expenditures was about JPY1 billion less
than planned.
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