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Presentation

Today’s Message

+ Both sales and profits increased, surpassing the initial plan. Domestic haircare products and South Korean business drove
growth. We are making steady progress toward achieving our full-year forecast.

+ The gross profit margin is showing a recovery trend from the first to the second quarter, due to the mitigation of rising raw
material costs.

» Operating profit exceeded the plan due to favorable sales and expense deferrals.

» Domestic sales and profits increased. Growth was driven by haircare products, including Aujua, sufficiently offsetting the
delay in hair coloring products.

» Overseas sales and profits exceeded the plan. The weaker yen contributed to the sales increase. Additionally, strong
performances in South Korea and the USA offset the weak sales in China, where market conditions continued to deteriorate.

« The FY2024 full-year forecasts remain unchanged.
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Murai: Now, | would like to begin by explaining our consolidated financial results at the end of Q2. First of
all, this page is a summary of today's important points.

The results exceeded the plan at the beginning of the period, with an increase in both sales and profit.
Domestic haircare products and South Korean businesses performed particularly well. In that sense, | think
we can say that we are on track to meet the consolidated financial results for the full year.

The high cost of raw materials had a considerable impact on us, but this was gradually mitigated, and the
gross profit margin showed a recovery trend from Q1 to Q2.

Due in part to strong sales and expenses deferral, operating income was well above projections.

Then, in Japan, we had increased sales and profits. Haircare products such as Aujua have grown very rapidly.
In contrast, unfortunately, hair coloring products delayed a bit.

And as for overseas, both sales and profits have been exceeding the plan. While South Korea and the US
businesses have been very well, China, as you all know, has been in a bit of a difficult situation, and these
two countries, which have been doing very well, made up for it. We believe that we will be able to achieve
our full year forecast as expected.



Consolidated Statement of Earnings

Both sales and profits surpassed the plan. Gross profit margin has
improved from 63.0% in 1Q to 64.2% in 2Q, due to the mitigation of
rising raw material costs.

FY2023 % FY2024 % - Gap FY2024 | Vs.Plan
ey 2QYID | Total | 2QYTD | Total i (%) |2QYTDPlan| (%)

Net Sales 22,703 1000%| 24,526  100.0% 1,822 8.0% 23,964  102.3%
Gross Profit 14,809 65.2% 15,755 64.2% 946 6.4% 15453 102.0%
SG&A Expenses 11,719 51.6% 12,577 51.3% 858 7.3% 12,845 97.9%
ﬁ‘c’gﬁg”g 3,090 13.6% 3,178 13.0% 87 2.8% 2608  121.9%
ag::y 3129 13.8% 3,324 13.6% 195 6.3% 2,561  129.8%
Profit Attributable ' ' ' I

to Owners of 2,195 9.7% 2,280 9.3% 85 3.9% 1,823 125.1%
Parent ‘
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Here is about consolidated P&L.

As | mentioned earlier, gross profit improved significantly from Q1 to Q2. In terms of profit, we have been
able to significantly exceed the plan partly because we did not use up all of our expenses.

Factors in YoY Changes in Consolidated Operating Income

Operating income increased. The higher-than-expected revenue growth has offset the
decrease in the gross profit margin due to higher raw material cost, etc., and higher

Increase in EXpenses.
gross profit ~ Decrease in

due to gross profit
higher sales margin

Personnel -
expenses (million yen)

(€1:1))] Logistics
T expenses R&D
. m expenses Rent i
[ expenses Other
P expenses expenses
77 (59) W m Marketing 3178
expenses '

3,090 <Positive factors> +22

Forex and other factors +37

<Negative factors>

Raw material costs (189)

- of which, standard cost setting (135)
Product mix (91)
FY'23 Fy'24
2QYTD YoY +88 > 2qvTD
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Then | show you the waterfall chart of operating income compared to the same period last year.

As you can see, the biggest factor for the increased income is the increase in gross profit due to higher sales.



Personnel expenses have increased compared to the previous fiscal year due to an increase in personnel,
salary raises, and base salary increases. Although these items had negative impact, we ended up with an
increase in profit compared to the previous period.

Factors in Vs. Plan Changes in Consolidated Operating Income

Operating profit exceeded the plan due to favorable sales and some cost deferrals.

Deferral of (million yen)
R&D Logistics
Defekrra‘l of expenses expenses Other
marketing expenses
Cost expenses +115 ——— p_ 3,178

Increase in
gross profit
due to

Decrease in
gross profit
margin

containment (58)
during 1Q (32)

higher sales
+362
2,608 <Positive factors> Marketing expenses and

Forex and other factors +30 R&D expenses, etc.

<Negative factors>

Product mix (90)
FY'24 2Q FY'24 2Q
YTD Plan Vs. Plan +570 ¥ YD Result
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In comparison with the plan, although this was largely due to the increased sales, the decline in the gross
profit margin has eased considerably, and the impact was slight.

As | mentioned earlier, we were relatively able to contain the costs. | am using the expressions of “cost
containment” and “deferral of expenses.”

The “deferral of expenses” means that expenses will be used this fiscal year, and the “cost containment”
means we are now assuming that it is not yet certain that it will be used.



Net Sales and Operating Income by Region

Both domestic and overseas sales and profits exceeded the plan.
The weak yen boosted overseas sales growth.

FY2023 FY2024 - Actualgap  FY2024
2QYTD 2Q YTD P Rate’' (%) 2QYTD Plan

Exchange = Exchange

(Unit: million yen)

Net Sales 17,175 18,367 1,192 6.9% 6.9% 18,135
Japan Operating Income 2411 2,534 123 5.1% = 2,081 = =
Margin (%) 14.0% 13.8% - = - 11.5%
Net Sales 5,528 6,159 630 11.4% 2.8% 5,828
Overseas Operating Income 679 643 (35) (5.3%) = 526 = =
Margin (%) | 12.3% 10.5% = - - 9.0%
Net Sales 2,286 2,662 376 16.5% 7.5% 2,333 KRW KRW
South Korea Operating Income 621 743 121 19.6% = 554 0.104 yen 0.113 yen
Margin (%) 27.2% 27.9% = = = 23.8%
Net Sales 1,171 1,211 40 3.5% (6.0%) 1,222 RMB RMB
China Operating Income 40 77 37 91.5% - 87 19.54 yen 21.51 yen
Margin (%) 3.5% 6.4% = = = 7.2%
Net Sales 778 922 144 18.5% 5.0% 907 USD usbD
USA Operating Income (30) 71) 41) - - (66)  136.54yen  154.06 yen
Margin (%) (4.0%) (7.8%) = = = (7.3%)
Net Sales 1,293 1,362 69 54% 1.1% 1,364
Other™ Operating Income 48 (105) (153) (316.8%) = (49) = =
Margin (%) 3.7% (7.7%) = - - (3.7%)
*1 Figures are the rates of change in real terms on a local currency basis *2 Thailand, Vietnam, Malaysia, Taiwan, Hong Kong, Turkey, Indonesia, Philippines, Singapore, and Germany
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| would like to continue with the results by region.
Businesses in Japan have been strong. The sales increase was 6.9%, which is doing well.

Overseas sales also increased by 11.4%. However, this was considerably affected by the depreciation of the
yen, and excluding this factor, the actual increase was 2.8%.

Looking at it by country, China was still tough. The actual rate of gap was negative, but this was covered by
South Korea and the US businesses.



Financial Results by Region: Japan

Growth in haircare and cosmetics products led to increased sales and
profits, compensating for the slower progress in hair coloring products.

YoY Growth Rate of Sales by Quarterly Net Sales (mil. yen)  Quarterly Operating Income (mil. yen)
Product Category” Domestic sales tend to be higher in the Domestic profits tend to be higher in the second
Haircare sales, led by "Aujua,’ remain second quarter due to seasonal factors. quarter, driven by higher sales.

robust. “IM” brand’s new products
significantly boosted cosmetics sales.

12,000 10,672

FY2024 9,995 2000 1,857 20.0%

Change in Sal 2 207D T T 1,529 1,614

nge in Sales (0] (o] . 8,371 1500 15.0%
Haircare | +89% | +9.0% 8,000

Hair Coloring |  (0.5%) | +0.1% 6,000 1,000 10.0%

Cosmetics +404% | +114.4% o 500 50%

% to Sales 2Q 2QYTD '
0 0.0%
(37)
-500 -5.0%
FY'232Q FY'233Q FY'234Q FY'241Q FY'242Q

Haircare 64.7% 63.1% 2,000
Hair Coloring | 29.9% | 30.9% 0

Cosmetics 1.8% 2.9% FY'23 2Q FY'23 3Q FY'23 4Q FY'24 1Q FY'24 2Q
* Based on shipment value ——Operating margin
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Then, in Japan, haircare products have been doing very well here, with a 9% increase.

Although the figures were small, the cosmetics business has been doing very well this fiscal year.
Unfortunately, however, there has not been much growth in hair coloring products.

Financial Results by Region: Japan / Progress of Key Strategies

Key Strategies Progress up to 2Q Results and Outlook

o iy FY'23 FY'242Q YTD FY'24 Plan

g ) ) ~.¢ Members | 670,000 | 761,000 | 870,000
3 milbon:iD A Salons . 5,930 | 6,292 | 6,500
5 TN EC Sales 1,640 mil. yen 780 mil. Yen 1,950 mil. yen
& | L |

wn SRS ———————————.=|
3 FY'23 FY'242Q YTD FY'24 Plan

Q L Number of

- S Sal ';. Smart Salons 23 “ 100
$ mart Salon ‘ The number of Smart Salons is increasing, particularly in rural areas.

gT Existing Smart Salons have given high evaluations for the effectiveness in

boosting product sales.

* The number of touchpoints for “Villa Lodola,” our organic brand,
increased due to intensified sales activities. Going forward, we will
Recovery of hair coloring promote educational efforts for salons, with the aim of fostering

products sales through repeathusiness
promotlor? of hlgh-value ‘ » Despite our proposals linking hair and eyebrow color and enhancing
hair color salon education, we have not fully countered the intensifying

competition. We will strengthen hair color branding for salon
customers and gradually work to revitalize sales.
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I would like to explain the situation in Japan based on what we outlined at the beginning of the year. The
progress of milbon:iD has been very good. Both the number of salons and sales has been favorable.



Then, for Smart Salon, we planned to launch 100 salons this year in terms of the progress of store
development. Our priority is not so much to meet this number, but to make each salon a success, and | can
say without a doubt that we are beginning to see positive results, as Mr. Sakashita will explain later.

We have been also promoting high-value hair coloring, but the results have yet to reach the point of being
successful, as | have described in my presentation as cloudy.

Financial Results by Region: South Korea

Sales have been robust, driven by strengthened haircare and perm sales
initiatives. Operating income surpassed the plan due to sales growth
and cost containment.

YoY Growth Rate of Sales by Quarterly Net Sales (mil. yen)  Quarterly Operating Income mil. yen)
Product Category” Haircare and perm products are driving Although profit was expected to decrease due to
Growth in hair coloring products is showing growth, with sales consistently rising. higher expenses for increased staff, etc., the delay in
signs of improvement due to our activities hiring and higher-than-expected sales led to an
that capture changes in color trends. increase in profit.

1,500 1,396

30.0%
400

373
323 > 250%
300 20.0%
200 150%
10.0%
100
5.0%
0

FY2024 1,185 1,209 1,219 1.266 I 500 35.0%

Haircare | +145% | +17.1% 1,000

Hair Coloring |  +46% | +2.9%

Perm +37.5% +35.6%

% to Sales 2Q  2QYTD e
0

Haircare | 23.0% | 23.1%
Hair Coloring 71.3% 71.2% 0.0%
Perm . 48% 4.9% FY'23 2Q FY'23 3Q FY'23 4Q FY'24 1Q FY'24 2Q FY(23:2Q B30 'FY234Q. Ru2eQy FYiede0

* Based on local currencyr 7 —Operating margin
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South Korean business has been continuing to do well.

Haircare products have been going very well. Also, although the figures here are not very large, there has
been a very strong growth in perm.

The growth of hair coloring products, which has a significant weighting, had been stagnant for some time.
However, in Q2 of this fiscal year, growth appears to have picked up slightly. Q2 ended with a positive 4.6%
sales growth rate, contributing to a full-year increase of 2.9%.

Profits were also favorable, but we had expected to incur considerable expenses for hiring additional
employees, but we have not yet been able to recruit smoothly, and this has resulted in an increase in profits.
However, we are planning to increase the number of employees, so it will be delayed but appear later in the
future.



Financial Results by Region: China

We have been impacted by the deteriorating market environment, including declining
consumer confidence. In the second half of the fiscal year, we plan to recover by
reassessing the salons on which we will focus our activities.

YoY Growth Rate of Sales by
Product Category”

Haircare performance remained steady due to the
introduction of brands, including “Global
Milbon,” to salons. Conversely, reduced frequency
of hair coloring among salon customers has led to
decreased sales of hair coloring products.

FY2024

Change in Sales 2Q
Haircare (3.3%) | +1.6%
Hair Coloring (33.7%) (17.4%)
% to Sales po} 2QYTD
Haircare 62.0% 58.5%
Hair Coloring 33.1% | 35.6%

* Based on local currency
© Milbon Co,, Ltd. All right reserved.

Quarterly Net Sales (mil. yen)
Sales in the 1Q increased due to a rise in salon
customers before the Lunar New Year. However, a
decline in salon customers following it led to
decreased sales in the 2Q.

700

S
o
o

664
582
600 558 547
512
500
300
200
100
0
FY'23 2Q FY'23 3Q FY'23 4Q FY'24 1Q FY'24 2Q
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Then in China, the situation has been very difficult.

Quarterly Operating Income (mil.
yen)

Although profits decreased in the second quarter
due to lower sales, they increased in the first half
overall.

100 95 20.0%
15.0%
50 28
10.0%
18
5.0%
0
0.0%
a7
-50 -5.0%

FY'232Q FY'233Q FY234Q FY'241Q FY'242Q

——Operating margin
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It seems that the salons which had been performing well are no longer doing so. We are making our best
efforts to increase sales in this challenging situation by changing our target salons and implementing various
other strategies, but we have not yet seen positive results.

Financial Results by Region: USA

Sales remained steady due to the stable growth of mainstay haircare products.
Following our debut at one of the largest U.S. beauty trade fairs in June, we anticipate
further growth in the second half of the year.

YoY Growth Rate of Sales by

Product Category”

Haircare sales, led by “Global Milbon,” remained firm.
Although hair coloring product sales were lower due to
an insufficient range of tones, we plan to launch
additional tones in the 3Q and strengthen educational
activities to encourage retention and increase repeat

business in salons.
FY2024

Change in Sales 2Q
Haircare +4.8% | +5.3%
Hair Coloring (6.2%) +7.8%
% to Sales 2Q 2QYTD
Haircare 85.9% 84.9%
Hair Coloring 8.9% | 9.7%

* Based on local currency
© Milbon Co,, Ltd. All right reserved.

Quarterly Net Sales (mil. yen)
Sales slightly fell in the 4Q of last year due
to a decrease in shipments amid distributor
transitions, yet they are showing signs of
recovery.

600

507

500 446

437 399 414

400

300
200
100
0

FY'23 2Q FY'23 3Q FY'23 4Q FY'241Q FY'24 2Q
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Then, business in US has greatly expanded.

Quarterly Operating Income (mil. yen)
Marketing expenses increased in the second quarter
due to participation in large trade fairs aimed at
expanding brand recognition.

20 8 5.0%
10
0 0.0%

-10
-20 -5.0%
30 17) 17
-40 -10.0%
5 (40)
-60 (54) -15.0%

FY'232Q FY'233Q FY'234Q FY'241Q FY'242Q

——Operating margin
Find Your Beauty M1 LB O N



Haircare products have been growing, and hair coloring has been also beginning to grow. As you can see
from the chart in the middle of the sales figures, things are going very well.

However, in terms of operating income, this quarter's figure was a little negative because we participated in
the largest trade fair in the US, which cost us a considerable amount of money.

In the US, our top priority is to continue growing sales. Therefore, we are focusing our efforts on this goal
rather than on immediate profits. | hope you understand the results presented here.

That's all for me, and now Mr. Sakashita will explain the progress made in FY2024. Thank you.

Our Sales Composition Ratio

Haircare products, accounting for over 60% of our consolidated net sales, are
performing well both domestically and internationally.
i .

e
Haircare Products Hair Coloring Products (:\)th:’i
(Approx. 60%) (Approx. 35%) ’Z?n\ )
Japan (Approx. 75%) ( I I )
FY24H1 Net sales:
¥18,367 mil. +6.9% YoY ‘ .
1 -
L ,..
¢.~ Domestic Hair Coloring
gl Products Domist:
Domestic Haircare Products (Approx. 23%) Others
(Approx. 48%) PRTe (Apgm
R S
4 N
p LR Overseas Hair
(Ol;Ierseas é\llsz/rl)(ets Sl ) :.. Coloring Products (‘Overseas )
F\';Z'D ;Pj);.N = | ‘.’ Overseas Haircare Products (Approx. 12%) Others
et sales: P! b Approx. 12% (Approx.
w6159 mi +11.4%voy  (L_Zn oLaldion) JK ) )
@ 'M|Itv)6ri'Co., Lt’d‘. All nght reééf\}ed,m o 5 N Find Your Beauty mIiLB on )

Sakashita: | will now explain the progress made in FY2024.
First of all, let's look at the overall picture of consolidated sales.

As reported earlier, consolidated net sales increased 8% to JPY24,526 million and are on pace to exceed the
initial plan by 2.3%. Domestic sales, which account for about 75% of total sales, were JPY18,367 million, up
6.9%.

In Japan, we have been growing strongly in the area of haircare products, which accounts for a large
proportion of our sales. Sales of hair coloring products remained almost unchanged and struggled against
the plan, but sales of cosmetics, which are included in other sales, were strong, leading to an increase in
sales in the domestic market.

Meanwhile, overseas sales, which account for about 25% of sales, totaled JPY6,159 million, an increase of
11.4%. Overseas, both haircare products and hair coloring products performed well, but haircare products
performed particularly well, resulting in an increase in sales. | would like to add a few more details later on
for the figures by the countries.



Domestic Market Environment

The domestic hair salon market is estimated to be growing moderately
and is showing a recovery trend from the slowdown caused by the
COVID-19 reclassification in May last year.

‘May 2023~ ~June 2024

Hair The overall market was growing Market growth slowed due to
Salon steadily, with the negative impact of increased spending on travel and The overall market is holding
COVID-19 being more contained dining out following the COVID-19 steady.
Market : : : o
than in other industries. reclassification.
The hair colorant market is
The practice of wearing masks The decline in the number of experiencing a slowdown. The
4 diversified hair color trends and customers visiting hair salons led to  anticipated long-term decline in
Hair Color| T ; : 5 ; 3 s
increased the popularity of hair a decrease in the consumption of population and workforce will
bleaching. hair colorants in salons. present significant challenges to
market growth.
The increased need for haircare to
: address damage from hair coloring The popularity of premium-priced The haircare market environment
Haircare - ——— . d . -
drove the premiumization of haircare haircare products continued. remains favorable.
products.
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Now, | would like to explain what kind of market environment we are facing in Japan.

The chronological order is from left to right, with the top being the hair salon market as a whole, followed
by hair color and haircare.

On the far right is the current situation. We estimate that the market as a whole will remain unchanged, but
in terms of content, the impact of the declining population and the high ratio of hair coloring customers
remain high. The hair coloring customer ratio is the percentage of customers who have had their hair
colored out of the total number of customers who visited a hair salon, and this ratio has been increasing
over the past decade.

And that figures have already risen to nearly 50%. While there is still room for growth, we expect growth to
be moderate. In addition, considering the decline in the number of customers themselves, such as the
decline in the population and the peak passed for the number of workers, we believe that the hurdles to
growth through hair coloring will become even higher.

However, the market environment for haircare products remains very favorable. There is still room for
growth in product sales from hair salons to customers, as only about 15% of customers currently purchase
products at salons. Many customers do not buy haircare products at hair salons, so by creating an
environment where they can easily try salon-exclusive haircare products and encounter products that suit
their hair, the market is expected to continue growing.
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Financial Results in the Domestic Market

Haircare and cosmetics products drove sales growth, offsetting delays
in hair coloring products sales. The company is making steady progress
toward achieving full-year forecasts.

Progress in Net Sales and Operating Profit

(Unit: million yen)

Net Sales 17,175 1,192 +6.9% 38,620 47.6%
Operating Profit 2411 123 +5.1% 5,522 45.9%
Margin (%) 14.0% - - 14.3% -

Percentage Change and Composition of Sales by Product Category

FY2024 % to

2Q YTD Sales

Net Sales +3.3% - +6.9% -
Haircare +5.7% 62.2% +9.0% 63.1%
Hair Coloring (1.0%) 33.1% +0.1% 30.9%
Perm (13.3%) 2.7% +7.5% 2.7%
Cosmetics +6.6% 1.4%| +114.4% 2.9%
Others +77.5% 06%| (17.2%) 0.4%

*The figures for percentage change and composition of sales by product category are based on shipment value.
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In this situation, in Japan, as | mentioned earlier, we ended H1 of the year with a 6.9% increase in net sales
and a 5.1% increase in operating income. The operating margin was 13.8%, 0.2% lower than last year's 14%,
but as explained earlier, this is an improving trend from the gross profit stage.

By category, hair coloring products sales remained unchanged at 0.1%, while haircare products, which
account for more than 60% of sales, grew 9%, driving overall sales.

Also, for a new eyebrow product launched from IM, the concept of “If you dye your hair, change the color of
your eyebrows as well; hair-eyebrow color matching” has been highly praised. This product effectively
addresses the struggling area of hair coloring products and is significantly boosting the domestic market as a
whole.
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Status of Domestic Haircare Products

Sales remain strong, centered on Aujua and Elujuda

Aujua Elujuda
FY24H1 Gross Sales in Japan +7.8% YoY FY24H1 Gross Sales in Japan +24.5% YoY
The increase in the number of touchpoints and The new product “Elujuda Frizz Fixer," launched
the new product "Aujua Scalp Care Series in March, was praised for its effectiveness in
Presedia,” launched in February, drove the making frizzy hair more manageable and drove
growth of the entire brand. the growth of the entire brand.

" == = ]

*The figures are based on shipment value.
© Milbon Co,, Ltd. All right reserved. Find Your Beauty M 1 L B O N

Now, the growth of haircare products is driven by the functioning of both the strategy for premium-priced
haircare products and the strategy for sales from hair salons to customers, which are on a growth trajectory.

First, in terms of our strategy for premium-priced products, the new Aujua series, Presedia, launched in
February, has been performing well and driving overall brand growth.

This series is a scalp care line, and it is the most expensive pricing Aujua has ever implemented. The high
perceived effectiveness and expectations for our cutting-edge technology have led many Aujua salons to
offer it as a menu item and recommend it to their customers, resulting in positive outcomes.

Elujuda, shown on the right, is a brand with shipments amount exceeding JPY4 billion. This brand launched a
new product called Elujuda Frizz Fixer in March. The recommended retail price for this is JPY3,000 for the
first time for Elujuda, and it has been performing very well.

As a supplementary note, Elujuda has set the recommended retail price in two price ranges, JPY2,600 and
JPY2,800. This new product has a recommended retail price of JPY3,000. The more you use it, the more it
reduces hair frizz, which is quite excellent. Aujua's Presedia and Elujuda Frizz Fixer, our ability to develop
high-value-added haircare products, and our commensurate value-based pricing have been working well.
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Status of Domestic Haircare Products - Aiming for Mid- to Long-Term
Profitability Improvement
To address the deterioration of the product mix due to the lower sales
composition of hair coloring products, we will implement measures to
enhance the profitability of haircare products.

Pricing Strategy

Price Revision of Existing Products

Starting in the first half of next year, we will revise the prices of certain mid-priced haircare
products in line with rising manufacturing costs.

Value-Based Pricing

We will continue to set prices for new products based on customer value and promote the
turnover of new products.

Measures for Raw Materials

Reduction in the Use of Packaging Materials

Further promotion of refill specifications for professional in-salon treatments / standardization of
packaging materials

Unified Procurement of Raw Materials Across Three Global Factories

We are leveraging economies of scale through collaboration among manufacturing bases in

L Japan, Thailand, and China for procurement.

e

>
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That said, the product mix associated with the decline in the sales composition of hair coloring products due
to strong haircare products sales still needs to be addressed. The product mix also had a negative impact of
JPY91 million on gross profits during this half year. In the medium term, however, the negative effects of the
product mix will be eliminated by developing measures to increase the profitability of haircare products.

In other words, we will reform our business model to consistently generate high gross profit margins,
regardless of whether we sell hair color or haircare products.

As a specific measure and pricing strategy, we will revise the prices of some haircare products brands whose
cost ratio have risen for existing products in H1 of next year. This timing is set to coincide with the current
inventory of products and materials that have the current recommended price printed on them, to minimize
waste.

Including price revisions for these existing products, we will enhance our earning capability in haircare
products by implementing value-based pricing for high-value-added products, while also working on
increasing the sales composition of new, highly profitable products.

The new premium-priced products we have just mentioned are products with a manufacturing cost ratio
equal to or lower than that of hair coloring products. Aujua's Presedia and Elujuda Frizz Fixer, which |
mentioned earlier, already have a lower cost ratio than hair coloring products. | would like to emphasize
that our ability to develop value-added haircare products and implement value-based pricing is effective.

As measures for raw materials, we will strive to use common containers for some of our professional-use
products and reduce the amount of materials used.

For example, to reduce the resin used in hair color product caps, we can make the cap slightly smaller,
ensuring it has minimal impact on opening and closing. This change can reduce the amount of resin used by
about half, leading to cost savings of tens of millions of yen. We aim to proactively implement a series of
small improvements that do not affect quality and design.
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We also intend to firmly manage procurement costs by improving our procurement capabilities through
collaboration among our three factories, such as by researching raw material procurement routes that take
advantage of our global three-factory system and by taking advantage of economies of scale.

Smart Salon Strategy — milbon:iD

The milbon:iD membership is steadily advancing towards the milestone
of 1 million members. To foster further growth, we are intensifying
initiatives aimed at increasing the number of active purchasers.

Progress of the milbon:iD Membership Initiatives to Increase the Active Purchasers

(People) Style Stock — service will be launched in phases starting in Oct.

FY26 Target 1 million

1,000,000
FY24 Target 870,000 ——— Style Stock promotes EC
800,000 FY24H1 761,000 purchases by displaying
in-salon-used and recommended
home care products on ,
600,000 each customer's milbon:iD My Page.| ;;
This information is entered by
400,000 e R the stylists.
We aim to enhance milbon:iD member engagement and create
0 product purchase opportunities through streaming on both the
2020 2021 2022 2023 2024.2Q 2024 2026 official Milbon channel and each salon’s original channel.
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Now, | would like to report on our mid-term sales strategy to expand these haircare products to the market,
the Smart Salon Strategy.

First of all, the progress of our e-commerce platform milbon:iD is steadily on track toward our mid-term
target of 1 million members by 2026, and we are also on track to surpass 1 million members by 2025, ahead
of schedule.

In the future, we will strengthen measures to improve not only the number of members but also the active
ratio, or the ratio of members who purchase products to the number of members.

As a new service, information on products used during the salon experience will be displayed on the
customer’s smartphone, providing a seamless and stress-free purchasing experience. This service, called
Style Stock, will be launched in phases starting this fall.

In addition, live commerce through the official Milbon channel has been performing well. Last year, the
annual sales of retail products were approximately JPY 50 million, whereas this year’s sales are expected to
be around JPY 100 million. By providing product information through our live commerce to customers who
have undergone counseling at hair salons, and encouraging them, these sales are contributing directly to the
salons’ revenue. Given that the sales from live commerce alone are JPY 100 million, | believe this is quite an
achievement.

Through these efforts, milbon:iD will become more than just an e-commerce service, but will create a new
purchase experience and new product information contact points, thereby increasing the active rate.
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Smart Salon Strategy - Brick-and-Mortar Smart Salons

The expansion of Smart Salons in various regions is progressing steadily
with the cooperation of salons that support our concept.

A Success Story from One Salon

44 salons in Japan @ Acquiring first-time retail customers through “DAGASHI”

(as of June 30, 2024) . e = | “DAGASHI” lets customers choose and

IH\ buy a one-day supply of haircare
sachets, lowering the barrier to
purchasing retail products in salons.

. Converting samplers to full-size product buyers and fostering
repeat business through customer nurturing

e ‘ Enhancing customer counseling through
2 £ digital content and creating product
X ot bt | purchase opportunities with milbon:iD
; increase touchpoints between retail
products and salon customers.
@ Result: Product Sales Increased
15% Products Sales Increase
*Please refer to this link for the latest Smart Salon locations (Japanese only) : (com pared to the same period last year)
https://www.milbon.co jp/fyb-magazine/smartsalon/
© Milbon Co,, Ltd. All right reserved. : Find Your Beauty M 1 L B O N

In the Smart Salon Strategy, which is built on the milbon:iD system, we had 23 salons by the end of last year,
but as of the end of June, we had 44 salons.

The map of Japan is on the left, and the Smart Salons in the area plotted with reddish dots have already
opened.

It has only been about a year and a half since we started the development, and since Smart Salons are
opening steadily, it is difficult to provide statistical data yet. However, | would like to introduce one
successful example of an individual salon. The Smart Salon offers various product experience contents, one
of which is called DAGASHI. The strategy of using DAGASHI as an opportunity to purchase products has been
very successful.

DAGASHI involves selling mini-sachets for a fee. This content matches the needs of customers who want to
try high-value-added and expensive products before purchasing them. Some salons sell sets of four different
types of Aujua mini-sachets, marketed as ‘Your Aujua in 4 Days,’ and they sell these mini-sachets to nearly
500 customers each month, leading to actual product purchases on milbon:iD.

Since the first Smart Salon was launched in February of last year, it is difficult to provide statistical results

and direction, but after two full years, we will be able to provide a more comprehensive report, and we
hope you will look forward to it.
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Status of Domestic Hair Coloring Products

The growth rate of hair coloring products is currently below expectations.
Strengthening fashion color products is essential for recovery, and we will gradually
work to improve the situation towards next year.

Sales Composition Ratio of
Domestic Hair Coloring Products

Sales of fashion color decreased 4% YoY

for the first half

» Despite implementing strategies such as
coordinated proposals with eyebrow colors,
sales of our mainstay product “Ordeve
Addicthy” have declined due to heightened
competitive pressure.

Sales of grey color increased 7%

YoY for the first half

» Sales of “Ordeve Crystal High Bright,”
launched last year to align with the
trend of brighter grey colors, have
continued to perform well.

» Sales of “Villa Lodola Color,” which
focuses on darker tones, have
stabilized. We plan to strengthen
educational efforts to revitalize sales.

+ We are initiating comprehensive reforms in
fashion colors, focusing on R&D, sales
activities, and branding.

*The figures are based on shipment value.
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Looking at the detail of hair coloring, the left side is gray color and the right side is fashion color in the chart.
Gray color, which accounts for 40% of sales, increased 7%. Fashion color, which accounts for 60% of total
sales, showed a 4% decrease in sales, resulting in a slight increase in total sales.

In the realm of gray hair coloring, both the organic Villa Lodola Color and the Ordeve Crystal High Bright,
which was launched last year, have been performing well. Their added value propositions, beyond merely
dyeing gray hair, have been well received.

Until last year, Villa Lodola had a dedicated sales force of eight people, but this year the Company switched
to a sales structure with more than 300 field persons, gradually increasing the number of touchpoints. We
plan to slowly put the Company on a solid growth trajectory toward H2 of the year.

Meanwhile, in the realm of fashion coloring, we have been promoting a proposal to link eyebrow and hair
color, initiated by the cosmetics brand IM this year. The concept of matching hair and eyebrow color has
been highly praised by both hair salons and customers, significantly contributing to the growth of cosmetics
sales.

However, it has been challenging to introduce our hair colorants, and we continue to struggle with fashion
colors. As a result, while the idea of matching hair and eyebrow colors is accepted as a suggestion, it is
unlikely to lead to an increase in shipments of our hair coloring products.

We will take these results seriously and proceed with a fundamental reform of our fashion colors. We will
thoroughly review our hair color marketing strategy and promote branding that resonates with consumers,
aiming to propose increased sales and profit growth for hair salons that are not caught up in price
competition.

16



Current Status of Overseas Market

Our overall overseas business is making solid progress towards
achieving the full-year forecast, although we have been impacted by a
deteriorating market environment in China.

Net sales ¥2,662 mil. Progress
South Korea e e
i 55.7%

FY24H1

. Progress rate
Overseas Sales China 39_3%
¥6.15bn
Progress Rate
15.0% {Fres o Usa Netsales ¥922 mil.  Progress rate
51.3%) +18.5% YoY 50.9%
Progress rate
Others 26.3%
m South Korea China USA Others
0 500 1,000 1,500 2,000 2,500 3,000
(million yen)
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Regarding the situation in overseas markets, we are on track to achieve our full-year forecasts, with the
poor market environment in China being compensated for by other regions. The pie chart shows the sales
composition by country or region, with South Korea, China, and the US together accounting for just under
80% of the total.

By country, our business in South Korea has been performing very well in haircare products, as mentioned
earlier. Hair coloring products are also on the road to recovery and have now become the driving force
behind overseas sales.

The Chinese market, which poses a challenge, has been experiencing a decline in the frequency of visits to
hair salons. Sales of hair coloring products, which are directly related to the number of salon customers,
have declined, and the Company continues to face a difficult situation. There is a lot of concern about the
Chinese market in the cosmetics industry, but the Company does not have travel retail in the first place.
Additionally, since our business is only for hair salons, there is the issue of visit frequency. However, since
customers always come to hair salons, we have maintained our position with a minimal negative margin.

In any case, we are in a difficult situation in terms of sales, but now is the time to focus on improving the
content of our business. Together with Milbon China and local hairstylists, we will pursue a consumer-
oriented approach and prepare for growth.

In North America, our strength in haircare products has expanded steadily. Hair coloring products, which we
focus on to create a further growth trajectory, have also been performing well. In June, as mentioned earlier,
we participated in the largest trade show, Premiere Orlando, in the US to increase the visibility of
Sophistone and other products.

In the EU, we sell directly to hair salons, mainly in Germany, and we are beginning to grasp the key to
success in switching from other companies’ products to Milbon’s products, gaining a winning edge in salon
activities. Although still small in scale, we have been expanding points of contact with customers and sales.

Based on the results and know-how gained from these salon activities, we will conduct market research in
countries other than Germany and promote the expansion of sales channels for Milbon products in the EU
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by signing distributorship agreements in each EU region. We aim to find distributors who share Milbon’s
business model and agree with our growth through educational activities for hair salons and hairstylists,
concluding contracts gradually and without haste.

Long-Term Growth Story for Overseas Markets

Our mid- to long-term milestone is to achieve the No.1 position in Asia,
excluding Japan, where black hair is predominant.

Phased Growth in the U.S.
and European Markets

Expanding market presence
through the prominence of
hair color after establishing a
foundation in haircare

No. 1 in Asia,
excluding Japan

Expanding influence in East
Asia and ASEAN by
strengthening our market

Growth in Market Share presence in South Korea.

in South Korea
Promoting haircare products

based on a strong market
presence in hair coloring

© Milbon Co,, Ltd. All right reserved. : Find Your Beauty M@ I L B O N

Now, let me explain our thoughts on the long-term growth of overseas markets.

We are already number one in Japan, but the next stage is to become number one in the Asian market,
excluding Japan. To achieve this, we will aim for the top position in the South Korean market, which is a
trendsetter in Asian beauty. Many young salons in urban areas of South Korea already use our hair coloring
products. We also hold beauty events for young hairstylists and have received increasing offers from young
salons to associate with Milbon. We aim to become number one in South Korea while promoting a growth
strategy for haircare products based on hair coloring.

With our influence in both South Korea and Japan, as well as our local education system, we will strive to
become number one in Asia, excluding Japan, leveraging the ripple effect of our brand in conjunction with
trends in East Asia and ASEAN.

Simultaneously, in the EU and US markets, we will increase our presence through the success of hair
coloring products, while building on our foundation in haircare products. Milbon has reached a position
where it can aim for the top share among brands handled by distributors in the US, particularly in California
on the West Coast, in the coming years. By accumulating number one positions in specific areas, we will
enhance our presence as a global player.
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Enhancement of ESG External Evaluation Agency’s Ratings

Our enhanced sustainability efforts have improved our FTSE ESG score.
We also aim to improve ratings from other agencies through

appropriate initiatives and disclosures.

FTSZE.?’B{SO 3.5/5.0 We will continue to enhance
FTSE 1.1/5.0 1.5/5.0 i ;’:CS&T FTSE Blossom Japan Index our ratings through appropriate
Relative Index / Sector Relative Index disclosures.
We will enhance our disclosures on
B B ”Ch&mtica_l ?a;e(t\); artld"":aclfaging
; aterials aste” Having
MsCI ccc B MSCI Empowering|  MSCI Empowering Woman Index (WIN/ | completed our Scope 3 emissions
Woman Index Select) disclosure, we expect to improve our
ratings
We will enhance our disclosures on
CDP = D C To be published at the end of 2024 | "Water" and promote initiatives on
“Biodiversity” to improve our ratings.
We will continue to enhance
Ecovadis - Silver Gold To be published at the end of 2024  four ratings through appropriate
disclosures.

© Milbon Co., Ltd. All right reserved.

Next, | would like to report on our ESG-related initiatives.
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Newly updated are the FTSE and MSCI. MSCI continuously rated us as B, but we received 3.5 points from the

FTSE, up from 2.3 last year. We consider this a positive evaluation.

Status of ESG Index Inclusion

We have been designated as a constituent of several ESG indices by the
GPIF. We are included in the FTSE Blossom Japan Index from this fiscal

year.
ESG Indices We Are Included in
r Since 2023 Since 2028 —
¢ ¢ A
S&P/JPX " 3
Cabon 2024 CONSTITUENT MSCI JAPAN j
Efficient EMPOWERING WOMEN INDEX (WIN)
Index FTSE Blossom FTSE Blossom
Japan Sector Japan Index
Relative Index
THE INCLUSION OF Milbon Co,, Ltd. IN ANY MSCI INDEX, AND THE USE OF FTSE Blossom Japan Index Series
MSCI LOGOS, TRADEMARKS, SERVICE MARKS OR INDEX NAMES HEREIN, DO https://www.Iseg.com/en/ftse-russell/indices/blossom-japan

NOT CONSTITUTE A SPONSORSHIP, ENDORSEMENT OR PROMOTION OF
Milbon Co., Ltd. BY MSCI OR ANY OF ITS AFFILIATES.

THE MSCI INDEXES ARE THE EXCLUSIVE PROPERTY OF MSCI. MSCI AND THE
MSCI INDEX NAMES AND LOGOS ARE TRADEMARKS OR SERVICE MARKS OF
MSCI OR ITS AFFILIATES.

© Milbon Co, Ltd. All right reserved.

Find Your Beauty Mm@ I LB O N

Regarding the ESG investment indexes that we have been continuously included in since 2023, we have
been included in the FTSE Blossom Japan Index following this high evaluation. We will continue to make
appropriate disclosures to remain eligible for ESG investment and to be included in the stock market for

their evaluations.
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Outlook for After 3Q

Japan

Sales

Over
seas

Profits
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Haircare products are expected to grow steadily due to consistent demand.

The efforts regarding hair coloring products are expected to have some positive effects, but sales are not
anticipated to meet our expectations.

Strong performance in haircare and cosmetics products, including new eyebrow products, is expected to
offset delays in hair coloring products.

The negative impact of the deteriorating market environment in China is expected to persist.
We will offset the negative impact from China with strong growth in South Korea and the US, especially in
haircare products.

The gross profit margin is recovering due to the alleviation of soaring raw material costs.
We will utilize our expenses as planned.

We will continue with the forecast for Q3 and beyond.
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Outlook for After 3Q

First, domestic sales of hair coloring products are expected to grow in the gray color market, but there are
still no signs of recovery in fashion colors. However, strong performance from new haircare products and
cosmetic eyebrow products is expected to continue, effectively covering the delay in hair coloring products.

As for overseas sales, although there are still no signs of recovery in the market environment in China, sales
in South Korea and the US continue to be strong, especially in haircare products, and are expected to drive
overall overseas growth.

On the other hand, regarding profits, the gross profit margin is on a recovery trend as the impact of the
sharp rise in raw material prices has eased. SG&A expenses will be allocated as planned, but we will make
progress toward achieving the reported full-year operating income.
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Outlook for Full-year Forecasts

Full-year forecasts remain unchanged. We have made solid progress
toward achieving them.

FY2024
Plan

(unit: million yen)

Net Sales 47,762 50,620 2,857 6.0% | 24,526 | 48.5% |
Gross Profit 29,525 32,400 2,874 9.7% 15,755 48.6%
Margin(%) 61.8% 64.0% , | 64.2% | |
SG&A Expenses 24,000 25,800 1,799 7.5% 12,577 48.7%
SG&A Ratio(%) 50.2% 51.0% 51.3%

,‘;5;;;’;;'“9 5,525 6,600 1,074 19.5% 3,178 48.2%
Margin(%) 11.6% 13.0% , 13.0%

Ordinary Income 5,586 6,560 973 17.4% 3,324 50.7%
Margin(%) | 11.7%| 13.0% , | 13.6% | |
i ey 4,001 4,650 648 16.2% 2,280 49.0%
Margin(%) 8.4% 9.2% 9.3% |

© Milbon Co,, Ltd. All right reserved.
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Based on the above, we maintain our full-year forecasts. We will make solid progress toward achieving this

goal.

These are the progress made in FY2024.

Revision of the Medium-Term Management Plan (2022-2026)

Sales are progressing well, but profit growth is delayed. We will disclose
specific figures on the full-year financial results announcement next

Progress of Sales and Profits

(million yen)
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60,000
50,000
40,000
30,000
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FY2023 FY2026

FY2024

FY2021 FY2022

mmm Net sales Operating income =—=OPM
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Find Your Beauty mm 1 L B O N

Regarding the forecast for the 2026 mid-term management plan, sales are progressing as planned, but as
you know, there is a delay in the progress of profits.
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As we reported in financial results in this February, in 2021, when we created the mid-term management
plan, we had not anticipated at this time the challenges in our cost structure, mainly cost of goods,
distribution costs, and personnel costs. Personnel cost, in other words, relates to productivity. | would like
to report on the status of our discussions regarding improvement measures for these three issues.

First, regarding the cost of sales, as mentioned in the haircare products business results report, we are
developing high-value-added products, implementing value-based pricing, and revising the prices of existing
products. By doing so, we aim to improve the cost ratio. We will also continue to reduce procurement prices
through our three-plant system.

Additionally, as stated earlier, the hurdles to growth in hair coloring products will increase in the future. We
have already transitioned from making money from hair coloring products to focusing on haircare products.
In this situation, we will strive to improve the profitability of the haircare products category so that haircare
products become the company’s primary revenue source.

Second, we expect a certain level of improvement in logistics costs by reviewing the number of orders,
minimum order quantity, and other aspects of logistics services provided to distributors and hair salons.
Currently, orders can be placed daily without a minimum order quantity per order for distributors, leading
to some inefficient deliveries. To address environmental issues, driver shortages, and social issues, we will
request the consolidation of orders within a week. This alone will improve logistics costs.

Furthermore, we aim to reduce logistics costs by sharing variable costs among customers, salons,
distributors, and Milbon, based on the concept of sharing variable costs in logistics for end users, milbon:iD,
and e-commerce logistics.

We will fully consider these measures and thoroughly estimate the percentage improvement we can expect
in relation to the sales ratio, incorporating this into our plan.

Third, productivity improvement is about enhancing sales per personnel cost. The idea is to focus on
increasing sales for each salon, meaning the amount of products purchased at one salon will increase. Since
our activities at each salon are our field activities, this concept leads to maximizing results and significantly
contributes to improving productivity.

We have always conducted our business in this manner, resulting in a highly manpower-intensive model,
making it difficult to exceed sales of around JPY100 million per salesperson. However, by growing the smart
salon strategy, milbon:iD, and the cosmetics business, we will effectively increase sales and profits in hair
salons that struggle with securing human resources and customers. This, in turn, will lead to higher
productivity per employee and an improvement in the personnel-cost ratio.

The smart salon experience will encourage purchases from people who might not have bought otherwise.
Cosmetics will become a new selling point and a tool in the hair salon’s arsenal. With milbon:iD, the
company will be able to build continuous purchases. These positive developments represent the future of
salons. We hope you will take note of these drivers of productivity improvement.

As for the key medium-term management plan results in 2026, we will disclose them together with the 2025
plan at the time of the announcement of full-year financial results next February. We will quantify the
impact of the improvements in cost, distribution cost, and productivity that we have mentioned and make
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an announcement.

Return to Shareholders: Dividend

The interim dividend for FY2024 is set at 40 yen per share, with a projected year-end
dividend of 48 yen. During the current Medium-Term Management Plan period, we
will adhere to the policy of maintaining an annual dividend of at least 88 yen and will
not reduce dividends, even after this period.

100
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20 ¥40
10
0
FY2021 FY2022 FY2023 FY2024
mEnd of 2Q End of FY
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Finally, regarding dividends, the interim dividend for FY2024 will be JPY40 per share, and the year-end
dividend is expected to be JPY48 per share. During the period of the 2026 medium-term management plan,

the minimum dividend will be JPY88, and we do not intend to further reduce the dividend in the future.

This concludes my presentation. Thank you very much.

23



Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS
Asia believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript
does not purport to be a complete or error-free statement or summary of the available data. Accordingly,
SCRIPTS Asia does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of
the information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based,
companies may make projections or other forward-looking statements regarding a variety of matters. Such
forward-looking statements are based upon current expectations and involve risks and uncertainties. Actual
results may differ materially from those stated in any forward-looking statement based on a number of
important factors and risks, which are more specifically identified in the applicable company’s most recent
public securities filings. Although the companies may indicate and believe that the assumptions underlying
the forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate
or incorrect and, therefore, there can be no assurance that the anticipated outcome described in any
forward-looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY
EVENT TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY'S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
unauthorized purposes.

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2024 SCRIPTS Asia K.K. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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