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1. A History of Value Creation

¥336 billion
(FY20)
Over 110 years of creating shared values
---l--lllllIIIIIIIII

1907 1950 1960 1970 1980 1990 2000

Creation of The Nisshin QilliO
Group (2000 -)

Developing New Business
(1970-)

Enhancing business
capabilities (1945 -)

Founding/development
stage (1907 -)

Kihachiro Okura and Kyuijiro The Industry’s first edible oil gift set | Full-fledged entry into the Fine Chemicals | The Nisshin OilliO Group, Ltd. is established
(A merger between The Nisshin QilliO Ltd.,

i i isshi . Busin
gg;ﬁ‘é;ﬂ%ﬁ;ﬁﬁgsgy'ﬁh'" launched e usiness gic:]o:_utdo)il Mills Co., Ltd., and Nikko Oil Mills
~ (2] o ) A i “a ’
4 &£ Nisshin Mayonnaise Dressing =]
& 3 ¥ (mayonnaise-type seasoning) @ CER
i — . launched & Healthy Resetta launched -
Company changes its name to | Established Research and - g

The Nisshin Oil Mills, Ltd. = : S .
e Nisshin Oil Mills, Ltd Development Center Nisshin Canola Oil released E Capital participation in Intercontinental

History A Specialty Fats Sdn.
. ) o Bhd. (Malaysia)
Japan's first salad oil launched Commenced operations at the =
g 3 § Yokohama Isogo Plant Entered capital and business alliance with ) =
,‘.) Fa Wakou Shokuhin Co., Ltd., Celebrates centennial of founding
| Te. Capital and business alliance with PIETRO Co.,
| [ Ltd.
LED BOSCO Olive Oil
launched Capital Participation in Daito Cacao Co., Ltd.
Spread of the raw vegetable Contribute to the spread of Supply vegetable-based, high quality Provide new type of edible oil for people
“salad” culture season’s greetings gifts raw materials for cosmetics concerned about body fat
hared Salad oil made easier to deliver Provide egg-free mayonnaise-type
Svaallrj‘: owing to mass production seasoning for people concerned about

cholesterol and egg allergies

Improve the quality of fried foods
Contribute to the spread and popularity
of olive oil

Toward the Next 100 years
(2010-)

Nisshin MCT Oil
released

Capital participation in Industrial Quimica
Lasem, S.A.U. (Spain)

Expansion of =
table-use oils market @

Centennial anniversary
of the launch of Nisshin salad oil

Contribute to the spread of a new way
of eating—"drizzling” oil directly on
foods



2. The Essence of The Nisshin OilliO Group

Corporate Philosophy

1. To contribute to the development of people, society and the economy by
maximizing our corporate value.

2. To tirelessly develop a creative and growing business by seeking out "good flavor,
health and beauty".

3. To conduct ourselves as a responsible member of global society.

Basic —
. Core Commitment
PhllOSOphy The Nisshin QilliO Group is committed to contributing to healthy and happy lifestyles.
Through the unlimited potential of plant resources and our cutting-edge technology,
we promise to lead in the creation of products and services that meet our customers'
needs and make a contribution to society.
Corporate Statement:
Corporate P
Vision

»n

“Energy for living Our objective is to co-create new food functions, leveraging “The Natural
to everyone. Power of Plants” and the strengths obtained from mastering oils and fats.
We shall strive to generate diverse values and deliver “energy for living”

to everyone.

Values
Pioneer
What we as a corporation hold essential in order to Master
realize our Vision Integrate
Be dedicated
Be resilient
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1. Corporate Vision towards 2030

Our objective is to co-create new food functions, leveraging “The Natural Power of

Plants” and the strengths obtained from mastering oils and fats.

We shall strive to generate diverse values and deliver “energy for living” to everyone.

“Energy for Living”
Essential Delicious Food Health and Beauty and :
1 . ) Linkage
Vitality and Happiness Nutrition Confidence
ata By leveraging our strengths, we will create a system

where we can share value with other food & material manufacturers.




2. Specific Targets

a D
Net Sales Operating income ROE
¥ 500 billion ¥ 30 billion 8 o
\_ y
FY2019 Change
(Results) AL (vs. FY 19)
. . . . CAGR
Net Sales ¥333 billion ¥500 billion 3.7%
L L CAGR
Operating income ¥13.1 billion ¥30 billion 7.8%
ROE 5.9% 8.0%+ +2.1Pts
Percentaizlzz overseas 16% 30% +14p



3. Our Priorities

Our Priorities create shared values (CSV): Our drivers to growth.

Good health for all Quality of life
Supporting the mental and Contributing to an enriched . .
. . . ) " Taking on environmental
physical health through all lifestyle via the pursuit of “good .
. " " Y challenges to the next generation.
stages of life. flavor” and “beauty”.

|
Enhancing the engagement of
diverse human resources;

improving organizational
strength.

Making a more resilient and
flexible supply chain, with
integrity.

Enhancing values with customers.




4. Goals of Our Priorities (CSV Goals)

Our Priorities

Good health for all

Quality of life

Global environment

Contribution to the food
value chain

Supply chain
connected by trust

Human resource
management

CSV Goals

Goals FY 2030 Target

Growth rate for sales of products that contribute to society through “the power of health and

energy” (vs. FY19) 200%
Develop products that enhance people's good health based on knowledge of lipid nutrition

Provide “good flavor” to the dining table and refine our brand to foster enrichment of people’s lives

Create products that highlight the “good flavor” and “beauty” of food

Growth rate for sales of products that realize “beauty” (vs. FY19) 200%
Reduction ratio of GHG emissions (Scope 1 and 2, vs. FY16) 31%
Reduction ratio of GHG emissions (Scope 3) To be disclosed in FY21
Reduce use of plastic containers and packaging, and promote resource recycling

Develop products and services that positively impact the environment utilizing plant resources

Ensure stable supply of food energy in Japan (ratio of total domestic energy) 6%+
Growth rate of customer support solutions (vs. FY 19) 150%
Percentage of certified palm oil sourced 100%
Percentage of RSPO-SG-certified palm oil sourced 50%
Ensure traceability to plantation (palm oil and palm kernel oil) 100%
Promote initiatives to enhance the sustainability of soybeans

Procure sustainable cacao

Joint transport system coverage rate 50%
Percentage of employees feeling highly engaged in their work 80%
Female manager ratio 20%
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5. Value Creation Model

Sustainability
Shared value
To contribute to the development of people, society

( ) and the economy by maximizing our corporate value.

Non-financial value

* “Healthspan” extension
* Prosperous life

¢ Climate change mitigation Outcome
* Solutions for food value chain

* Responsibility for global environment and human rights Well-being ]
* Diversity

) gl ouwpt

y .
Financial value
Net Sales ¥500 billion

Operating income ¥30 billion
ROE 8 %+ Good health for all Quality of Iife Diversity and
engagement

“Energy for living”

1 H " 7 A
Capital allocation Value creation by The Natural Power of Plants

Our core competence is in providing total solution

for creating values in “oils and fats”

Our strensth ® Safety & Quality ® Diverse sales channels ® High-technologies and application skills for
SRS ® Strong ties with retailers &  ® Cross collaboration solution
\_ wholesalers @ Sustainable procurement ® Resilience of production and logistics )
Investment ¥200billion (FY30 . S
( ) Intellectual Manufactured Social and relationship

Lronord  Human capital Natural capital capital capital capital

Q . ) e . * Environmentally
. Sp.)eCIa.Ity * Sustainable plant « Lipid nutrition conscious facilities * Collaboration
* Diversity resources * Marketing * Flexibility
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/ 1. Basic Policy for Growth
2. Restructuring Business Segments
3. Vision of Each Business Segment
4. Growth Scenario towards Realization

[1] Sales expansion
[2] Enhancement of profitability
[3] Fundamental reinforcement
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1. Basic Policy for Growth

Take advantage of business environment
changes and opportunities

Strategic Marketing

Customer Centricity

Closer than ever to our
customers

Globalization

Technological Innovation

Expand business areas Support marketing
strategies



2. Restructuring Business Segments

13

Oil, fat, and meal

Processed oil and fat

Business scale (FY30) Composition rate

(Net sales) (FY30)
Unit: 100 million yen

3,550

71%

2,576

FY2019 FY2030

Chocolate

Seasoning

Fine Chemicals

Environment and hygiene-

Functional materials and foods

Soybean materials and foods

Business scale (FY30) Composition
(Net Sales) rate
Unit: 100 million yen (FY30)

1,000

N 20%

560 .

FY2019 FY2030

related products

Business scale (FY30) Composition
(Net Sales) rate
Unit: 100 million yen (FY30)
400
p 4 8%
: I ‘

FY2019 FY2030




3. Vision of Each Business Segment

Broad segments

Oil Oil and Meal
and

Processed Oll
fat

and Fat

Processed Food and
Material

Fine Chemical

Middle segments

Chocolate
Seasonings

Functional
materials and foods

Soybean materials
and foods

Fine chemicals

Environment and
hygiene-related
products

Future Vision

Strengthen core competences in oils and fats
Raise value of oils and fats to create higher overall value
Become the driving engine for the entire Group

Become the world’s leading corporate group in specialty fats (focusing on
chocolate oils and fats)

Improve application technology and food development capabilities to
create value that will resonate with customers

Systemize the Group’s food materials, monitor changes in food trends, and
respond quickly to market needs

Create a virtuous cycle that increases the value of oils and fats

Leverage the superiority of our ester synthesis technology to become a
leading company in cosmetic oils and strengthen our global presence

Embrace the challenge of creating new value utilizing plant resources

We create new value by further refining the Group’s strengths in the three strategic areas
(broad segments) and by serving as a platform to create new functions for food.



4. Growth Scenario towards Realization

We shall deploy businesses focusing on three prongs for growth: Sales expansion, enhancement of
profitability, and fundamental reinforcement. Accordingly, we will invest ¥200 billion to achieve growth.

[1] Sales expansion

BtoC BtoB BtoBtoC

+¥10 billion +¥130 billion +¥30 billion
Expand domestic household-use Implement solutions and M&As in Create new value through
market by improving value of oils domestic and global markets market-driven co-creation

and fats

[2] Enhancement of profitability

M Improve margins M Further reform cost structure ~ B Boost supply chain efficiency

[3] Fundamental reinforcement

B Reinforce reforms for “sustainability” and “competitive edge”: Human resources, R&D, production

platform, environment and digital technologies
B Develop a governance system to realize value creation

Growth
investment
¥200 billion*

*Includes M&As
*Excludes replacement

of aging equipment
(¥50 billion)



[1] Sales Expansion (Overseas)

Progress rapidly into a top-class global oil-and-fat solution company by leveraging the strengths of our
core competence in oils and fats

Target areas Southeast Asia*China Europe North America

Fields of focus

Chocolate,
. . . Health and
Food services confectionery, and Cosmetics o
nutrition
bakery goods

Expand business operations by building a global customer support systems to provide solutions that focus on regional
traits and market trends

Fortify organizational strength by acquiring and developing diverse human resources to execute global strategies
Powerfully implement rapid growth by strategically executing growth investments, including M&As

Growth trajectory

Effective
Establish customer . Overseas sales
supply chain support Exert oil ¥150 billion
functions and fat
: ) M&As
technical Overseas sales ratio
Establish Co-creation skills 30%
; with
bUS|neSS AE TS (FY19 overseas sales ratio: 16%)

infrastructure
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[2] Enhancement of profitability

FY2019

FY2030 Measures to improve ROE

(Results)

5.9% 8.0%-plus
(Profit margin) @ Offer reasonable prices to reflect future costs and social costs
(1) Net profit margin @ Expand value-added businesses and products

2.5% @ Enhance supply chain efficiency
Net income = net @ Restructure product portfolio
sales € Implement further cost restructuring
(Asset efficiency) @ Form alliances
(2) Total asset € Make aggressive investments (including in M&As)
turnover 1.2 alongside sales growth

-eX @ More effectively utilize and reduce assets (cross-
Net sales = total shareholdings, etc.)
assets
@ Shorten CCC

(3) Financial leverage @ Pursue optimal capital structure
Total assets + equity 2.0x @ Provide shareholder returns that reflect total return ratio
(net worth)




[3] Fundamental reinforcement (R&D)

Create value for products and services in Our Priorities by coupling product development with

technology development

Improve QOL with oils
and fats to bring “good
flavor” and “beauty”

Healthy life expectancy
with lipid nutrition

Good health for all Quality of life

Grasp and control the
mechanism for good
flavor

Nutritional research on
lipids and proteins

Contribute to a
recycling-oriented
society with plant

resources &
reduce environmental
impact

Contribute to the
development of the
food industry

Contribution to the

Global environment food value chain

* Develop and introduce
technology to reduce
environmental impact

Exert customer support
functions
* Utilize plant resources

Product development aligned with
customer needs and market trends

Technology development from a
medium- to long-term

B to C product
B to B product

Nutritional assessment
Analysis/assessment

Sensation assessment
Food processing

perspective

Strategic development of intellectual properties

Solutions and customer support

Cooking
Hygiene management
Oils and fats design/production
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[3] Fundamental reinforcement (Production structure reforms)

Transition to a next-generation production structure by coupling the exertion of strengths of each
base with the reinforcement of core competencies via integrated operations

] 1. Full-fledged enhancement of competitiveness of the oil
* Create diverse shared value =l = b neases

* Realize sustainable supply system 2. Establish supply systems for a wide range of products
3. Solve environmental issues

100% renewable
energy sustainability
center

“Mother plant”
whose key role is to
develop technologies

“Smart plant” that

Core base for oil and Sustainable palm oil
uses ICT technology

meal procurement base

Deploy in Group overall

Transition to next-generation production structure ahead of 2030



[3] Fundamental reinforcement (Environmental targets 2030)

Comply with environment-related laws and regulations, and self-imposed regulations

Aim to achieve a decarbonized and recycling-oriented society that coexist with nature, by preventing
pollution and protecting the environment

Develop products and services that are friendly to nature and the environment
Improve transparency on environment-related actions

Enhance environmental awareness and performance through group collaboration

Take on environmental challenges to the next generation

Climate change Resource recycling Plant resources/ Eco-friendly

Nature preservation development

Tackle GHG emissions goal Realize a recycling-oriented ~ Implement procurement of Contribute to solving
in alignment with the Paris society. sustainable plant resources.  environmental issues via

Agreement to mitigate

products and services.
impact from climate change.

In March 2021, The Nisshin QilliO Group expressed its support to the
recommendation of the TCFD*

*Task Force on Climate-related Financial Disclosures
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& Goals of Our Priorities

1. Identifying Our Priorities

2. CSV Goals of Our Priorities
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1. Identifying Our Priorities [1]

We selected opportunities and risks extracted from an analysis of projected social trends

Trends going forward

* Increase in demand for sustainable
food production

* Rise in demand for meat, luxury items,
and cosmetics in emerging countries

¢ Advances in digital technology
¢ (ritical environmental issues

¢ Changes in behavior due to new
infections

Opportunities

Rise in needs for longer healthy life expectancy
Increase in active intake of lipids for health reasons
Extensive Big Data related to health

Expansion of market by launching products that match new food styles
of consumers

Expansion of new markets in emerging countries
Rise in evaluation of ecofriendly businesses
Extensive products/services using Al and loT

Business opportunities in the direct touch point to the customers

* Declining birth rate & increasing
aging population

* Decline in working population

* Change in consumers food styles
— Rise in the number of people
eating alone; diversification of
preferences

Risks

Intensification of competition due to increase in rivals targeting the
health market

Curb the intake of oils and fats due to the health risk and change in
consumers’ food style

Reputational risks due to the handling of unsustainable raw materials
Possible cost hike due to climate change

Increase of or more immense natural disasters

Decline in competitiveness due to labor shortage

Unexpected sluggishness of economy, in part reflecting restricted
activity due to an unknown virus
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1. Identifying Our Priorities [2]

We evaluated opportunities, risks, and numerous social issues from the perspective of the “Expectations from society” and
“Importance to our business”.

We selected and comprehensively examined “Material Issues” as a Group, to set six priorities (Our Priorities), leverage
Group strengths in each of Our Priorities, and provide solutions for social issues.

High
* Eliminate malnutrition

* Protect forests * Enhance health and beauty

* Climate change * Sustainable food production

* Innovation using digital technology Sustainable energy

Fy

] M .

‘S aterial ...

S Our Priorities

@ Issues

£

‘g * Extend healthy life expectancy

» using digitals * Improve taste/convenience
c

0 * Reduce negative impact due to * New value of products

E disasters and waste * Overseas business leveraging
o * Water quality marine pollution Japanese quality

u% » Workstyle reforms e Strengthening infrastructure,

* Respect human rights including logistics

* Prevent waste

* Promote diversity

Low 5 High
Importance to our business

Social issues: Extracted from SDGs (UN), Food Industry Strategy (MAFF), Future Investment Strategy (Cabinet Office), and the Charter of Corporate Behavior
(Keidanren)
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2. CSV Goals of Our Priorities [1]

Good health for all

The Nisshin QilliO Group has undertaken the research of vegetable oils and fats for many years, by enhancing their nutritional values and boosting
processing technologies. Thus, we continuously provide safe, delicious, and high-quality food products and oils and fats.

We aim to contribute to an energetic and healthy lifestyle throughout the consumers’ life by recommending delicious meals, eating habits and dietary
practices that are suited to every life stage and health condition.

* Growth rate for sales of products that
contribute to society through “the power of

health and energy” = 200% (s.Fv19)
Contribute to healthy life expectancy by

providing products/services that focus on lipid e Develop products that enhance people's good
nutrition health based on knowledge of lipid nutrition

* Number of lipid health information provided

- 100 mil. people

(total, from FY21 to FY30)
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2. CSV Goals of Our Priorities [2]

Quality of life

“Good flavor” and “beauty” are valuable elements that comprise a person’s sense of value. Satisfying this sense of value contributes to good quality
of life.

Through the pursuit of “good flavor” and “beauty”, we continue to enrich people’s lives by enhancing the quality of life (QOL) and creating values
that resonate with society.

* Provide “good flavor” to the dining table and
refine our brand to foster enrichment of
people’s lives

* Contribute to.irr)proving the qualit.y of life + Create products that highlight the “good
(QOL) by providing products/services that flavor” and “beauty” of food
offer “good flavor” and “beauty”

e Growth rate for sales of products that realize
“beauty”

9 200% (vs. FY19)
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_

s of Our Priorities [3]

—

For The Nisshin QilliO Group, which bases its business on plant resources, the protection of the global environment and resources is what sustains our
business operations.

We aim to realize a carbon-free and recycling-oriented society for the next generation. Looking to the future, we aim to take actions that will minimize
the environmental burden of our business activities and build a business domain that will contribute to solving environmental issues.

Shared value CSV Goals

Reduction ratio of GHG emissions (Scope 1

* Reduce GHG emissions and mitigate impact and 2,vs. FY16) = 31%
from climate change Reduction ratio of GHG emissions (Scope 3)
— to be disclosed in FY21

* Realize a recycling-oriented society
e Continue to develop packaging with minimal
environmental burden

e Reduce use of plastic containers and
packaging, and promote resource recycling

* Develop products and services that positively
impact the environment utilizing plant
resources

* Contribute to solving environmental issues via
products and services
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2. CSV Goals of Our Priorities [4]

Contribution to the food value chain

Global demand is rising for oils and fats. The use of oils and fats is becoming more diversified along with changes in society and environment.

Through co-creation with customers, The Nisshin QilliO Group aims to realize solutions sought by society by using technology to further enhance the
value of plant resources.

Through value creation we aim to contribute to the food value chain by providing safety and stability of products and services.

e Stable supply of food energy in Japan
Contribute to the development of the

. . . . 0, ) .
domestic food and livestock industries = 6%+ (ratio of total domestic energy)

Expand solutions, always focusing on oils &

fats
Prevent the disposal of edible food using oil * Growth rate of customer support solutions
and fat functions = 150% (vs.rv19)

Use plant resources to respond to new
consumer trends and stable food supply
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As a supplier of key materials and energy that support the food culture, style, and staples in Japan, we use raw materials that are produced using
sustainable methods, controlling quality up to the point of delivery to customers. As such, our goal is to build a stable supply chain for the future.

In addition, we aim to build bonds of trust with customers and society through supply of safe products and highly transparent communication.

Shared value CSV Goals

* Percentage of certified palm oil sourced

- 100%
* Percentage of RSPO-SG-certified palm oil
. Implc.ement_ procuremgnt that takes into sourced => 50%
consideration the environment and human . .
: e Ensure traceability to plantation
rights
9 100% (Palm oil and palm kernel oil)
* Promote initiatives to enhance the
sustainability of soybeans
* Procure sustainable cacao
* Enhance sustainability of logistics---an * Joint transport system coverage rate

infrastructure for society as a whole - 50%




Creativity from the standpoint of diversity is essential to the ongoing growth of The Nisshin QilliO Group.

We aim to boost our organizational strength and trigger innovation in various scenes along the value chain by realizing diversity, working to create
opportunities to constantly promote the health and training of employees and broaden their experiences, and by enhancing the motivation of each
and every employee who works at The Nisshin QilliO Group.

Shared value CSV Goals

* Percentage of employees feeling highly

* Enhance motivation by providing workplace engaged in their work
environment and programs that enable a - 80%
diverse workforce to wield its capabilities * Female manager ratio

- 20%




