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I am Ehara, President. Thank you very much for attending the financial results briefing of
our group today. I would like to thank you again for your continued understanding and
support of our activities.

I will provide a summary of the progress of our growth strategy Change 2025 and our
initiatives for future growth.



Executive summary Calbee

Harvest the Power of Nature.

m In FY2025/3, set new records for both net sales and operating profit

Net sales ¥322.6bn (YoY +¥19.5bn, +6.4%)
Operating profit ~ ¥29.1bn (YoY +¥1.8bn, +6.5%)
Net profit ¥20.9bn (YoY +¥1.0bn, +5.0%)

m In FY2026/3, in addition to continuing to increase sales and profit,
will introduce EBITDA as an index for raising cash generation ability
and aim to grow EBITDA (+8%)

B As the last year of Change 2025, we will accomplish structural reform
and accelerate growth from next year onwards
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Slide three is a summary of today's presentation. There are three things we would like to
tell you. The first point is about our performance for the fiscal year ended March 31, 2025.
In the fiscal year ended March 31, 2025, we had record quarterly results for each quarter.
For the full year, net sales increased by JPY19.5 billion and operating profit increased by
JPY1.8 billion, reaching record highs.

We will continue to aim to increase sales and profit in the fiscal year ending March 31,

2026. In addition, EBITDA was introduced as a business management indicator to enhance

cash generation. We aim for EBITDA growth of plus 8% in the current fiscal year.

In the final year of Change 2025, we will complete structural reforms and accelerate
growth in the next fiscal year and beyond.
From the next page, I will explain the progress of our growth strategy.



Change 2025 growth strategy: Growth guidance progress Calbee
Harvest the Power of Nature.
Domestic core business grew during the first two years of Change 2025,
exceeding the three-year guidance
We will proceed in line with the guidance for FY2026/3
(Billion yen)
CAGR 3-year
: FY2024/3 NRELrEVE] . FY2026/3
Growth guidance results results o:ezsl.n::r i forecast pIcaAn(r; sd
Consolidated net sales 303.0 322.6 +7% v‘v 345.0 +7% + 4-6%
Organic growth rate +8% +6% Ty +7% -
Consolidated operating profit 27.3 29.1 vA Y 29.8
. . +14% O +10%  + 6-8%
Consolidated profit growth rate = +23% +6% v +3%
ROE 10.9% 10.5% - @ 9.7% - Over 10%
(Reference) EBITDA (growth rate) 40.1 43.5 47.0 (+8%)
Main KPIs
g"fo”v‘v‘iffic ORGP +22% +9% +15% @ -6% +8% + 6-8%
Overseas sales ratio 24% 25% - 26% - 30-35%%*
Ratio of sales in new areas 4.3% 4.3% - 4.2% — 5%%*
*As of FY2026/3 4

Slide four shows the progress of the growth guidance for the growth strategy Change 2025.
During the two years of Change 2025, the domestic core business grew and landed in a
position to exceed the three-year guidance. We will continue to work to achieve the
guidance we have indicated for the fiscal year ending March 31, 2026.



Change 2025 growth strategy: Progress recap Calbee

Harvest the Power of Nature.

Progress Next action
Raise added e Improved competitiveness by enhancing + Advance further qualitative
value N brand/procurement/organizational capabilities enhancement of brand
T & Successful strategic price /content revisions (products, corporate brand) (see p.6)
%, g Next vy Introduce automation equipment/DX and
9 i < - i Hi i i & e .
5 3 fgener.atmn ,.4 Setouchi Hiroshima Factory began operation steadily approach full utilization
=9 actories v
< e + S&OP: Saw revenue effects from utilizing PL by SKU + Realize deployment of C-BOSS
DX strategy <’.‘> *  Factory DX: Domestically, expanded initiatives *  Further expand factory DX domestically
v Overseas, began deployment and overseas (See P.7-9)
o Overseas While responding to change, accelerate
g business !". Achieved sales growth, a portfolio-wide priority issue sales growth through proactive
gﬁ‘(, g » investment (See P.10-12)
§ 03‘2 Agri: Decided to establish a foothold in the frozen food d busi Itivati d
558 market Advance us;}nleslf) cu tlvatlorg an
g' New areas Cut sweet potato business losses by using Calbee assets ;ﬁgirzzlsonMV\é(Aeecte:eragmg {SINESS
Food and health: Raised awareness of Body Granola ! e
Financial ;*', + Clarified financial strategy policies and passed on to *  Move to implementation stage using
strategy » divisions who will implement it ROIC (See P.13-14)
2’ n Raised engagement score via roundtable meetings, etc.(see p.15) . o
2z Organization/ ;ég +  Advanced training of strategic human resources *  Enhance corporate cross-functionalities
o3 HR strategy » v Expanded scope of next-generation training programs and DX via (_:XO structure
ne academy + Review and enhance HR strategy
o g v Raised global HR numbers (See P.16)
o
S =) Collaboration with JA Shiretoko Shari for regional revitalization o )
Promote iAo d stabl tat t Advance initiatives for supply chain
sustainability @ ang Stabie poldio PIOCUISmENt. . - - management (TNFD disclosures, enhance
< (virtuous cycle for solving social issues and creating . ’
management - human rights DD, etc.)
economic value) (See P.17) 5

Slide five shows a progress summary of the growth strategy Change 2025, our three-year
transformation plan. It has three key themes: enhancing profitability, transforming our
business portfolio, and strengthening our business base.

With respect to enhancing profitability, we were able to further improve the competitive
advantage of our brands and increase sales volume even after strategic price and content
revisions. The Setouchi Hiroshima Factory, our state-of-the-art mother facility, began
operations in January as scheduled and is proceeding in stages toward full operation.

In addition, in the DX strategy, we were able to achieve a revenue effect of JPY1 billion by
utilizing the PL by SKU visualized in the previous fiscal year. We will work to strengthen our
brand power and promote DX at the company-wide level in order to achieve the next stage of
growth.

Next, I will discuss business portfolio transformation. Overseas, we have achieved sales
growth across our portfolio through region management and the investment of human,
financial, and equipment resources, but we believe that this growth needs to be further
accelerated. In new areas, we decided to establish a foothold in the frozen food business in
January for medium- to long-term growth. We are also working to improve the profitability of
the sweet potato business and expand recognition of Body Granola. We will continue to
develop and expand our business.

Finally, I would like to talk about strengthening our business base. With regard to financial
strategies, we have been working to materialize the policies set forth in May last year and to
incorporate them into the execution divisions. Beginning with the fiscal year ending March 31,
2026, we will move into the implementation phase of business management using ROIC.

In the area of human resources strategy, I have been personally interacting with each
employee for the past two years through roundtable meetings, and this has also been
successful, resulting in an increase in the employee engagement score. We will continue to
strive to foster a sense of change and strengthen our human resource strategy to better
support change. As for the organization, we will strengthen the corporate cross-function and
promote cross-regional collaboration.

In sustainability management, the Calbee Group hopes to create a virtuous cycle of solving
social issues and creating economic value through business management based on its
founding spirit and corporate philosophy. The partnership with JA Shiretoko Shari, released in
January, contributes to both solving social issues through regional development and increasing
corporate value through stable procurement of potato. We will continue to promote efforts to
create such a positive cycle, as well as to expand our environmental and human rights
initiatives and disclosure.

Next actions for each item are explained on the following pages.



Enhance profitability: Improve brand quality Calbee

Harvest the Power of Nature.

To increase the power of the corporate and global brands, establish a hew
organization, strengthen corporate-product collaboration and deploy cross-
regional /brand strategies

Develop synergies between corporate brand and product

Corporatebrand = brands

«  Appeal to consumers via competitively superior Calbee's
‘ a,bee attention to detail
«  Advance training of human resources in marketing

(domestic—overseas)

Marketing Direction Center
(MDC)

\ Global brands ‘ Domestic brands
Establish 5 major brands as global brands +  Advance cross-brand marketing strategy from a consumer perspective
Centered on the MDC, strengthen collaboration with each region «  Expand product offerings utilizing products and materials that meet the varied

Narrow core brands, flexibly employing strategies suited to each market needs of consumers

+  Deepen understanding of consumer preferences and foster fan engagement
through expanded consumer touchpoints,
such as the Lbee Program

Japan

0 :
Core , 4
+ sweet potatoes 2
Asia/ Europe/ potatoes g Lbee Program: =
i A . - v + Calbee’s unique app that allows for direct engagement with consumers
Ocean mericas L AN " ) - Simultaneously achieves environmental measures for reducing waste

i'ains . volume, promotes understanding of consumer preferences,
9 fruits and fosters a sense of community among fans. 6
albee A ts reserve Enhancing ingredient sourcing for health-conscious preferences . Number of downloads: 980k (as of the end of Mar. 2025)

See slide six. Among the profitability enhancement of the domestic core business, this slide
describes the qualitative effects of brands.

Calbee has several strong product brands, but we believe there are still issues with the
promotion of its corporate and global brands. To enhance the promotion of these brands
and strengthen the brand power of the entire Calbee Group, we have established a new
organization called Marketing Direction Center. This organization will take the lead in the
future in developing strategies that interlink corporate and product brands, as well as
across regions and brands.

In the area of corporate brands, we will promote Calbee's competitive advantage in terms
of raw materials, quality, and taste, and we will also work to create synergies with our
product brands. In addition, we will promote the development of marketing human
resources to improve marketing capabilities on a global basis.

Five brands, JagaRico, Jagabee, Frugra, Kappa-Ebisen, and Harvest Snaps, will be
established as global brands to strengthen cooperation among the regions. Along with this,
we will support the development of agile strategies tailored to the consumer preferences of
each region.

In domestic brands, we will promote cross-brand marketing strategies from the consumer's
perspective. Consumer needs are changing in diverse ways, including increasing health
consciousness, individual food preferences, and polarization of consumption. We will seize
upon these changes and respond to diverse needs by expanding our products and the
materials we utilize.

In addition, with the proliferation of digital and social networking services, direct contact
through digital is important to capture changes in consumer orientation. Our proprietary
app, the Lbee Program, allows us to store individual customer purchase data and directly
communicate with customers.

Through this program, we will gain a deeper understanding of consumer preferences,
which we will apply to product development and marketing activities to foster fan
awareness and create a better cycle.



Enhance profitability: DX strategy -Calbee Group DX- Calbee

Harvest the Power of Nature.

Aiming to be a growing company more than a century since its
founding while realizing our corporate philosophy, we are

transforming through digitalization/IT
Beyond 2030

NEXTCalbee
&= &Beyind

Factory DX S&OP™

Maximize value creation

Enhance productivity/ e

workstyle reform

Finance and Human

Potato DX accounting DX|| resources DX

R&D DX

DX human resources development
o —— e —

Management information foundation

*1 S&OP: Sales & Operation Planning 7

Copyright® Calbee, Inc. Allrights reserved

See slide seven. The Calbee Group's DX strategy will be explained.

The Calbee Group's DX strategy sets forth its mission to transform itself through digital and
IT to become a company that grows beyond 100 years since its founding while realizing its
corporate philosophy. In addition to strengthening the foundation to realize the 2030 Vision,
we will position factory DX and S&OP as core measures to promote issue-driven, cross-
functional DX.



Enhance profitability: DX strategy roadmap to 2030 Calbee

Harvest the Power of Nature.

/ 1. DX emergence // 2. Transformation phase // 3. Innovation phase /

phase (value creation towards our centennial)

Towards value
creation beyond
ompanies/industrieg

Ver. 2.0 Deepen retail science Ver. 3.0 Sales/marketing innovation using AI
using big data
Ver. 1.0 Optimize supply chain

®Visualization and utilization of P/L by SKU ®Begin using C-BOSS

® Application to Setouchi Hiroshima Factory - =
Ver. 3.0 Accelerate automation initiatives
Ver. 2.0 Expand factory DX and _

AI utilization horizontally

S&OP

Global deployment of best practices

®Begin DX from Kansai Biwako Factory

er. 1.0 Begin DX from local level

Global deployment
®Begin factory DX from Hong Kong, Thailand

S DX human resources development
E @®Begin DX human resources development from local level
(@)]
§ Strengthen IT globally
) Build base/enhance security
FY24/3 FY'25/3 FY'26/3 FY'27/3 FY'28/3 FY'29/3 FY'30/3 FY'31/3
Copyright® Calbee, Inc. All rights reserved & Beyond

Slide eight shows a road map of DX strategies for 2030.

This is divided into three phases: DX emergence phase, transformation phase, and
innovation phase. In the fiscal year ended March 2025, the DX emergence phase has
ended and we have entered the transformation phase. Some of the specific initiatives in
the DX emergence phase are introduced below.

Among the infrastructure reinforcement measures, we have started on-site-led training of
DX human resources. We will continue to expand our DX human capital through the
development of educational tools, evaluation systems, and on-site training opportunities.

In factory DX, the Kansai Biwako Factory in Shiga Prefecture has been designated as a DX
model plant since 2019, and we have been working on automation and labor saving here.
This initiative has been expanded to each factory and has also been introduced to the
Setouchi Hiroshima Factory, which began operations in January. In addition, from the fiscal
year ended March 31, 2025, we have started overseas initiatives in Hong Kong, Thailand,
and other countries.

Regarding S&OP, we have been working on visualization of PL by SKU and its utilization
since the fiscal year ended March 31, 2024. We are currently in the process of developing
C-BOSS, a supply chain optimization system, for a phased launch in H2 of the fiscal year
ending March 2026.



Enhance profitability: S&OP Ver. 1.0 Calbee

Harvest the Power of Nature.

In FY2026/3, realize full-scale use of C-BOSS (procurement-supply
supply chain optimization system) to contribute to profit growth

- Continue efforts to improve profit by utilizing tools to visualize P/L by SKU and by SKU/customer
- Improve supply chain efficiency by leveraging DX in data-driven rapid decision-making process
- Consider functions to encourage reform in marketing/sales with the aim of further value chain optimization

isuali Value chain optimization system (C-BOSS)*
Visualize Visualize P/L by p y! ( )

P/L . SKU Marketing strategy
Activities to Visualize P/L by - m
. Marketing |
improve i gustomer
profit Optimize number of
SKUs
Supply C-BOSS Sales
Create SCM
Optimization tOOlS Production capacity Regular/exceptional demand
. ) i flab with Al demand
Value chain Business process g'f,‘ﬁfet;%" oost Procurement Eggecaas:r:g) e
- - - Vi
optimization flow reform Transportation route/cost Cost plan oo
Warehouse capacity/cost ; ﬂf’q =) \w
Change management Potato harvest quantity T Qi
0 Raw material yield
g Raw material cost

*C-BOSS: Calbee Business Optimization Simulation System 9

See slide nine. Among the DX strategies, I will now introduce the initiatives that we will
focus more on in the fiscal year ending March 31, 2026.

In the fiscal year ending March 31, 2026, we will phase in the full-scale operation of C-
BOSS, a supply chain efficiency system from procurement to supply, and work toward
reaping the benefits in the fiscal year ending March 31, 2027. This operation will enable
quick, data-driven decision-making through the use of DX and will simultaneously promote
efficiency and sophistication of business management.

We will make effective use of limited resources such as raw materials and production
capacity to maximize profits generated from the supply chain. We have positioned the
optimization of this supply chain as the first stage of S&OP and will work to sustainably
strengthen profitability by deepening and broadening this structure.



Business portfolio transformation: Overseas business Calbee

Harvest the Power of Nature.

Aiming to be No. 1 snack manufacturer in Asia and among the top
three in the world, prioritize top-line growth in our overseas business
as our key focus.

Sales by region 1 ‘ « Invest necessary resource /assets
(8illon yen) Overseas and accelerate sales growth
120 *
3-year CAGR*2 v Staff through deployment of top domestic personnel

+8% .
o / overseas, leveraging Japan as a source of knowledge
Asia/Oceania

- v Enhance decision-making and action speed by further

*1 %3 . . .
+3% delegating authority under the regional system.
60 (Excluding Greater . . " . . i
China+9%) v Proactively invest in capex and effective marketing in

46 accordance with growth potential

Il Europe/Americas
2 I I . i *15%7 . Actively pursue inorganic growth
6 = , I opportunities
FY'23/3 FY'24/3 FY'25/3 FY'26/3

Forecast v Establish a specialized team and strengthen initiatives
*1 Sales by region, CAGR by region: sales prior deduction of rebates for |norgan|c growth

*2 Overseas 3-year CAGR: net sales with rebates
*3 FY'26/3 sales in the Greater China are estimated based on the method
prior to the change in accounting method.
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See slide 10. I would like to explain our business portfolio transformation of our overseas
business.

The Calbee Group will make top-line growth of its overseas business a top priority, with the
goal of becoming the number one snack maker in Asia and one of the top three in the
world. We will accelerate sales growth by investing resources and assets. We will execute

the overseas deployment of top Japanese human resources and utilize Japanese knowledge.

Under the region-based organizational structure, we will further expand the transfer of
authority, increase the speed of decision-making and action, and encourage the
acceleration of business growth. We will make aggressive capital investments and effective
marketing investments in line with our growth potential.

In addition, we intend to aggressively address not only organic growth but also inorganic

growth opportunities. A new specialized unit has been established to strengthen our efforts.

Next, I will explain our efforts by region.

10



Business portfolio transformation: Overseas business Calbee

Harvest the Power of Nature.
Europe/Americas

Aim for the top in the “Better For You” and Asian snack niches
- North America is the most important base for overseas growth
- Leverage existing core product channels to grow brands of Japanese origin

B North America: g - @ i
» Enhance local production structure and accelerate sales of sl Yy (2% [ >
- "l le
strategic products
« Concentrate investment of resources (human/financial) R&D collaboration structure
« Collaborate globally on R&D functions to facilitate new product
development and localize production
« In the “Better For You” category, pursue inorganic growth
opportunities too
m UK:
- Leverage Seabrook brand with a focus on national retail
chains to grow brands of Japanese origin and “Better for
you” products

North

Thailand
America

11

See slide 11. In the US and Europe, the Company aims to achieve a top niche in the Better
For You category and Asian snacks.

We will make North America the most important base for the future growth of our overseas
business and promote the expansion of brands of Japanese origin by leveraging the
relationships with the channels we have cultivated with our existing core products. In North
America, we will accelerate sales of our strategic products, Harvest Snaps and other Asian-
style snacks such as brands of Japanese origin, by strengthening the production system in
local countries. To this end, we will concentrate our resources, such as human and financial
resources, in North America.

In addition, the functions of the R&D Center opened in January will be utilized to promote
the development of new products of Better For You and Asian tastes and local production
in collaboration with the R&D bases in Japan and Thailand. In addition, we will also explore
inorganic growth opportunities in the Better For You category.

In the UK, the Seabrook brand will be utilized with an emphasis on national retail chains,
and the expansion of brands of Japanese origin and Better For You products will be
promoted.

11



Business portfolio transformation: Overseas business Calbee

Harvest the Power of Nature.

Asia/Oceania

Leverage Calbee’s strengths as a Japanese brand and in technology
and build a unified regional production structure to grow sales

#: Supply bases around China
B Greater China:

+ Prepare an outsourced production structure within

China and enhance sales of products that are et h;;,fﬂ Clia
differentiated by matching local market preferences | & T;;P ,:— - a
« Aim for stable and sustainable growth by expanding L =8
sales network for retail stores hailadt
sl
B Indonesia: =
« Conduct capex and marketing investment to grow sales, )
especially of potato chips and GuriBee -

+ Input Japanese knowledge to improve potato
procurement/storage technology
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See slide 12. In Asia and Oceania, we will leverage Calbee's strength in brands of Japanese
origin and technologies to grow sales through increased local production capacity and area
collaboration.

In Greater China, we will develop a production system in China in the form of consignment
and strengthen sales of differentiated products that meet market needs. We aim to achieve
stable and sustainable growth by expanding our sales network for retail stores.

In Indonesia, we will invest in facilities and marketing to meet market growth and expand
sales, especially of our main snack, potato chips, and our differentiated product, GuriBee.
In addition, we will dispatch Japanese potato experts to input Japanese knowledge to
improve our medium- to long-term potato procurement and storage technology.

12



Strengthen business base: Financial strategy calbee

Harvest the Power of Nature.

Analysisof °* Low levelsof financial leverageare considered to lead to sluggish stock price growth
t (Despite posting record profits, overseas strategic investments and sales ratio were low, making it difficult to raise the certainty of medium- to long-
current term overseas growth)

situation . ROE (approx. 10%) exceeded capital costs (approx. 7%), but higher capital efficiency is needed

B Investment in growth areas (especially ®  Overseas sales and profit growth were B Financial leverage remains at a low level
overseas) and business growth were insufficient
insufficient Need to reduce capital costs by implementing
i Initiatives needed to accelerate the growth of effective capital policies
System needed to improve the effectiveness of overseas sales and profit
investments and promote business portfolio
transformation o (@il (@il
2 = " Bilion wQverseas sales Billion Billion - p
(yB;I:;:n -Overseas investment * yen) Dornstic coles yen) yen) Net cash (Multiplier
40 Domestc investment 28% 400 mOverseas operating profit 40 60 —e—Finandal leverage 3.0
—e—Ratio of overseas sales Domestic operating profit .
= | 26% — . .- .- 40 2.0
20 200 . = 20 —__.____._*—-——0
24% 20 1.0
0 22% 0 0 0 0.0
FY22/3 FY'23/3 FY'24/3 FY'25/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3 FY'22/3 FY'23/3 FY24/3 FY25/3
* Investment: sum of growth investment
and efficiency investment
Set ROIC as a company-wide management indicator as part of a shift to management that emphasizes
business growth and added value creation
At the same time, work to enhance corporate value by reducing capital costs
13

See slide 13. I will provide an update on our financial strategy, including background
information.

First, analysis of the current situation. Although overseas business growth is important to
increase Calbee's corporate value, we believe that our business growth is not meeting
market expectations due to insufficient investment in overseas markets. In addition, we
have begun working to increase our financial leverage, but the level is still low. We believe
that these results have led to sluggish stock price growth.

ROE is about 10%, which exceeds the cost of capital of about 7%, but we believe that
even higher capital efficiency is necessary to increase corporate value in the future.

In order to promote business growth, it is necessary to increase the ability to execute
investments in growth areas while also utilizing leverage and to work to accelerate
overseas business growth. To address these issues, starting in the fiscal year ending March
31, 2026, we will set ROIC as a company-wide business management indicator and shift to
management emphasizing business growth and value-added creation.

At the same time, we aim to increase corporate value by working to reduce the cost of
capital through the implementation of effective capital policies.

13



Calbee

Harvest the Power of Nature.

Strengthen business base: Financial strategy

Financial strategy

policy/plan

Continuously improve
corporate value

Raise quality
of profit

Ensure sound

.

* Make optimal growth investment to

realize business portfolio growth

« Make investment decisions and pursue

returns with capital costs in mind

« Implement management that aims to

improve profitability of capital

- Manage financial risk and ensure fiscal

soundness

- Rationalize capital cost level with

appropriate
shareholder
returns

ﬁna!‘?ial optimized capital structure
position « Secure fund-raising methods for
implementing strategy across the
B company. S
Implement « Continuous and stable shareholder

returns

« Raise shareholder returns from a

medium- to long-term perspective
- Implement flexible capital policy

Raise corporate
value & ROI

ROIC

Reduce capital
costs

Target: Approx. 6%
Net D/E ratio: 0.5

L}

Raising EBITDA

Expand sales in the
overseas business and
new areas

Maximize profits in
the domestic core
business

Growth

investment

Investment in
structural reform
(Efficiency/labor
saving

Efficiency
investment

Optimize capital investment

Reduce capital costs through an optimal capital structure
Engage in dialogue and exchange opinicns with investors and
shareholders through IR and SR.

Realize an optimal shareholder composition from a long-term perspedive
(retail investors, etc.)

Optimize procurement cost through SDG finance and other means

x investment
optimization

Cost

(dividend policy, share buybacks)

Status of initiatives

Advance the formation of our next growth strategy that Introduce ROIC indicators to strengthen added value creation capabilities

;hows a'\:vareness Of. ROI(f: ) ) d Speciﬁc Aim for a capital cost of approximately 6% by optimizing capital structure
trengthen mechanisms for investment review an lici Promote business growth by setting EBITDA as a KGI for each region
monitoring policies

Review optimal capital structure and country

Set policies while continuing dialogue with investors
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See slide 14. The equation on the right illustrates the financial strategy for increasing
corporate value.

We aim to increase corporate value by improving ROIC and reducing the cost of capital. In
improving ROIC, we will work to promote business growth that seeks to optimize invested
capital and manage EBITDA. We will maximize earnings in our core domestic businesses
and expand sales in our overseas businesses and new areas while at the same time
optimizing cost investments to increase EBITDA.

As for the cost of capital, we aim to reduce it from the current 7% level to around 6% over
the medium to long term by optimizing the capital structure through the use of leverage.

14



Strengthen business base: Initiatives for human capital
(employee engagement) gq,l,.lw?meem

Engagement scores rose across all categories, reaching their highest levels in five years

+ Expanded dialogue through roundtables, saw successful changes in the business environment due to regional
organizations and strong performance
+ Continue to maintain and enhance the virtuous cycle in which employee engagement drives change

3.55 : ;
26 Combined score (+0.09 YoY) Expanded this program to all employees in FY2025/3
s / § FY2024/3 ! FY2025/3
2
3.4 2 € Approx. 1,645 Approx. 3,500
13 % participants participants
0.0 =3 ® . .
, , ) , } = Across 62 sessions Across 56 sessions
FY21/3 FY22/3 FY23/3i Y243 FY25/3 §' & (55 in Japan / 7 overseas) (44 in Japan / 12 overseas)
4.0 Score by category # Z
3.8
3.6 f
3.4
3.2 2

5 [ 1

Opportunities Motivation to Trust in Calbee, Commitment [fes‘fe i Pride in
for growth gobeyond  mar s, and  to growing SO working for
colleagues Calbee oy Calbee

one's role

o ) Roundtables held at an overseas subsidiary and factory 15
Significant difference defined as: +0.04 or greater

Calbee. Inc. Allrights reserved

See slide 15. As part of our human capital initiatives, I would like to explain employee
engagement.

Employee engagement scores for FY2025/3 increased in all categories, the highest scores
in the past five years, indicating a positive change. We believe that this result is due to the
expanded dialogue at the roundtable meetings and the change in the business environment
due to regional organizations and strong performance.

In the roundtable meetings, we expanded the number of overseas bases and target
participants in the fiscal year ended March 31, 2025, and held a total of 56 face-to-face
meetings with a total of approximately 3,500 employees. By continuing to be open and
responsive, we hope to motivate each employee to work with high motivation and grow
our business.

15



Growth strategy

Enhance
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core businesses
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Strengthen business base: Human resources strategy

Human resources strategy

Measures to

strengthen our
foundation

Foster a corporate culture that
supports taking on challenges

Support for promoting diverse
contributions and growth

Develop and strengthen human
resources who will create the future
(global/management human
resources)

Diversity & inclusion

Carry on Calbee's philosophy and
DNA

Promote healthy minds and bodies

Calbee

Harvest the Power of Nature.

Based on the policy of “active roles for all employees,” focus on developing a strong
foundation for the next generation of human resources, and support the realization
of our growth strategy

Goal
Value
creation
through
co-creation Strong
company and
management
with
sustainable
Raise growth
motivation
and sense
of growth
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See slide 16. In order to accelerate our growth strategy, we have reviewed our human

resource strategy to develop a foundation for the next generation under the policy of active

participation by all employees.
By creating an environment in which both the human resources that will pass on and
strengthen the strengths, goodness, and character that Calbee has cultivated over the

years and the human resources that will promote change can grow and co-create, we will

change to a stronger corporate management that will grow sustainably.
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Business growth x Promoting sustainability management Calbee

Harvest the Power of Nature.
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See slide 17. The image expresses Calbee's value creation through business growth and
promotion of sustainability management.

Calbee has been expanding its business with contracted potato growers, business partners,

and consumers. By sustainably developing Calbee's business, we aim to increase the value
we provide to customers and to producers and the environment, and to create a good
cycle toward nature and healthy living.
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In conclusion, moving forward Calbee

Harvest the Power of Nature.

NEXT Calbee
&= &Bey:nd

Steadily implement initiatives that meet the expectations of all stakeholders
to become a company that continues to grow and evolve
through our centennial and beyond

18

Last but not least, we aim to be a company that continues to grow and evolve even after
100 years in business by quickly responding to accelerating changes in a social
environment and promoting change.

To this end, it is essential that we meet the expectations of all stakeholders as stated in
our vision. In order to meet these expectations, we believe it is necessary to develop a
new mindset in our thinking.

In light of the long-term slowdown in volume growth in the domestic market, Calbee will
first quickly grasp the market environment, changes in consumer preferences, and social
issues in domestic and overseas over the next 10 years and beyond, determine where it
wants to be at that time, and formulate a road map toward that goal, recognizing the
current situation and issues.

In addition, we would like to present measures to strengthen our financial strategy, DX
strategy, and human resource strategy, which are the management foundation to support
the above, based on numerical targets. We hope to explain our new growth plan to you in
H2 of this fiscal year.

We will continue to work together with our stakeholders to enhance our corporate value.
Thank you for your attention.
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2. FY2025/3 Financial Results and
FY2026/3 Full Year Forecast

Kazuhiro Tanabe
Executive Officer and CFO
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I am CFO Tanabe. I will now present our earnings report for the fiscal year ended March 31,

2025, and our plan for the fiscal year ending March 31, 2026.
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I. FY2025/3 Financial Results

20

First, I will talk about the results for the fiscal year ended March 31, 2025.

20



FY2025/3 : Results highlights Calbee

Harvest the Power of Nature.

Net sales ¥322.6bn (+¥19.5bn YoY, -¥0.4bn vs. revised forecast)
Net profit ¥29.1bn (+¥1.8bn YoY, -¥0.4bn vs. revised forecast
Operating profit ¥20.9bn (+¥1.0bn YoY, +¥1.4bn vs. revised forecast)

FY2025/3 vs.plan  NCY
. FY2024/3 FY2025/3 Change revised = .
(Billion yen) Foremaat Ratio « Domestically, strong sales drove record-

setting consolidated net sales and operating

Net sales 303.0 322.6| +6.4% 323.0 99.9%  profit

Domestic 229.9 2432 +5.8% 241.0 100.9% * Overseas, net sales growth, a priority issue,

Overseas /3.1 794] +8.5% 820  96.8%| VNvgtS p:(regfliltzfgse YoY as the forex impact of
Operating profit 27.3] 29.1| +6.5% 29.5 98.5% the stronger yen was offset by tax breaks,
Operating margin 9.0% 9.0% +0.0pts 9.1% -0.1pts etc.

Domestic 23.9 26.1 +9.3% 246 106.0%

vs. revised forecast

Overseas 3.4 3.0 -13.1% 4.9  60.9% . pomestic sales needed to cover the shortfall
Ordinary profit 3122 29.8| -4.2% 29.0 102.9% vs. plan overseas, and although they grew,
Net pI‘Oﬁt* 19.9| 20.9 +5.0% 19.5 107.0% the total didn't achieve the revised forecast

*Profit attributable to owners of parent Reference: Month-end forex rates (¥/$)
Previous Year end Planned
year end rate

2024/3] 133.53| ” 151.41 —
2025/3] 151.41) 149.52 142.0 21

See slide 21. I would like to explain our consolidated financial results for the fiscal year
ended March 31, 2025.

Net sales were up 6.4% from the previous year to JPY322.6 billion, 99.9% of the revised
plan; operating profit was up 6.5% from the previous year to JPY29.1 billion, 98.5% of the
revised plan; and net profit was up 5.0% from the previous year to JPY20.9 billion,
107.0% of the revised plan.

Compared to the previous fiscal year, strong domestic sales drove overall sales, and both
sales and operating profit reached record highs. Overseas, we achieved sales growth, our
top priority. Net profit increased as the impact of the appreciation of the yen against the
US dollar was offset by the application of tax benefits and other factors.

Net sales and operating profit fell slightly short of the revised plan, but net profit exceeded
the revised plan. Domestic sales grew more than planned, but this did not make up for the
shortfall in overseas sales, for which we had set a high target.



FY2025/3: Operating profit analysis by factor Calbee

Harvest the Power of Nature.

Notes

FY2024/3 (Billion yen) .

profit Increased sales volume (+¥1.5bn), effect of improved
; == sales unit price* (+¥9.3bn)
Effeet & higher sales +10.8 * Effect of price/content revisions, effect of utilizing PL by SKU
. (S&0OP) and improved MIX
Higher costs
(j(rawbmaterlal/energy/ -3.7 . + Higher costs:
tribut t -
'? ribgtonest) Imported raw materials (-¥1.4bn),
Selling expenses/ _5 g5 l domestic potatoes (-¥0.8bn), packaging (-¥0.2bn),
investment Domestic  energy costs (-¥0.5bn), distribution costs (-¥0.5bn)
Investment in new areas/ - +2.2 . ; : .
business platforms 0.4 I Selling expenses/investment: .
) Active use of promotion expenses, Marketing
Investment in -0.7 I investment for promoting/enhancing brand value
human resources =
« Investmentin new areas/business base:
Others =1.3 I Investmentin food and health area including in raising
- awareness of Body Granola, investment for business
Overseas growth and strengthening base
FY2025/3 -0.5 + Others: ' '
Operating 20.1 Degplte(;edtj.cgd !osses in thetswget pot'atéc.) business
profit and productivity improvements, depreciation expenses

(-¥1.3bn) and other activity costs including
travel/commuting increased
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See slide 22. I will now explain the factors behind the increase in operating profit.

Overall consolidated profit increased by JPY1.8 billion from the previous year. The
breakdown is an increase of JPY2.2 billion in domestic operations and a decrease of JPY0.5
billion in overseas operations.

In the domestic business, cost increases caused by the weak yen and inflation were
countered with price and content revisions. The increase in sales volume and profit were
due to marketing investments to strengthen the brand and aggressive sales promotion
expenses.

In addition, profit improvement activities led by the marketing department utilizing the PL
by SKU produced a JPY1.1 billion effect, contributing to the increase in profit.



FY2025/3: Domestic business Calbee

Harvest the Power of Nature.
TS

« Following strategic price and content revisions in June,

Domestic sales 243.2  +13.3 +5.8% sales volume rose, exceeding the prior year's high sales,
Snacks 225.4 +10.8 +5.0% on effective marketing and sales efforts
Potato Chips 102.8 +45 +4.6% + Brand portfolio tailored to consumer preferences also
. contributed
Zagalico S 22 +6.5%] . gales of gift snack items grew due to strong domestic
Other snacks 74.3 +3.3 +4.6% and overseas travel demand
Cereals 29.4 +3.2 +12.3%
Others (Agri, Food and health, Services) 16.9 +1.3 +8.4% m Cereals
Siebties il e e s e 285 2.0 = « Continuous marketing initiatives and strengthened
= = = collaboration between marketing and sales enabled
Domestic operating profit 26.1 +2.2  +9.3% double-digit growth and drove market growth
Operating margin 10.7% +0.3pts =
Gift snack items ** 177 421 +13.6% WOther snacks
« Sales rose in the sweet potato business on continued
*Amounts for 5§|e5 of Snacks, Cereals and Others (Agri, Food and health, Services) are Stl’Oﬂg wholesale sales
prior to deduction of rebates, etc. + Personalized food program Body Granola grew

**Gift snack items: Figures for the prior year have been reclassified due to the
organizational integration of the gift business
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See slide 23. I will explain sales by product in the domestic business.

Sales increased in all categories: snacks, cereals, and other products. Overall snack sales
were up JPY10.8 billion from the previous year, with Potato Chips up JPY4.5 billion,
JagaRico up JPY2.9 billion, and other snacks up JPY3.3 billion, with all snack categories
growing.

Even after the implementation of the price and standard revision made in June 2024,

effective marketing and sales force increased the volume and achieved sales exceeding the

previous year. A brand portfolio tailored to consumer preferences also contributed. Gift
snack items continued to grow due to strong domestic and overseas travel demand.
Cereal sales increased by JPY3.2 billion. Ongoing marketing efforts, such as the
introduction of special planned products, volume increases and campaigns, as well as the
strengthening of cooperation between marketing and sales, contributed to double-digit
growth in the cereal market.

The other business segment reported an increase of JPY1.3 billion in sales. The sweet
potato business and the new business, Body Granola, grew. Detailed factors are explained
on the next slide.
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FY2025/3: Domestic business Calbee

Harvest the Power of Nature.
Snacks (sales +5%) Cereals (sales+14%)

B Potato Chips (volume grew 2%) » Grew market share amid increasingly active cereal market
« Against the backdrop of a sufficient yield of Hokkaido potatoes, (full year share: 38% (+1.7pts YoY))
effectively utilized production capacity to steadily grow _— « Collaborative projects and campaigns aroused new and repeat
sales of mainstay products such as Usu-Shio Flavor 50 demand, contributing to growth of mainstay products

« The impact of content revisions in February was limited, and
sales volume increased

» Two sub-brands of Potato Chips relaunched
in H1 performed well

B JagaRico (volume decline 1%) Sub-brand  Mainstay ~Sub-brand

Sales of cereals ‘
. . . Super Thin roduct Potato Chips >
+ Demand remained high, particularly for Potato | UsuShio The Atsugi (domestic consumption)
mainstay products Favor (Billion yen) m Others (oY)
+ Flattened production, slightly reducing quantity produced 20 Less Cartis +14%

u Original +8%
25 +14%
m Other snacks 55 . .+8% .

+ Strong sales of affordable Crisp, a fabricated potato chips, +6% 1%
continued, and limited-edition products proved popular,
contributing to higher sales

+ Sales of gift snack items experienced double digit growth in H2

+ Sales of flour-based snacks grew on price revisions

15

Mainstay Limited-edition
product product
Crisp Rich Salt  Crisp Sour
taste Cream & Onion
taste

+13%

o

FY'23/3 FY'24/3 FY'25/3
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See slide 24. Potato Chips also saw an increase in sales volume, resulting in a YoY increase
in sales.

As a result of effective utilization of production capacity against the backdrop of last fall's
ample harvest of Hokkaido potatoes, sales of standard products such as Potato Chips Usu-
Shio Flavor remained strong. Two sub-brands of Potato Chips, which were renewed in H1,
also contributed to strong sales.

Sales of JagaRico increased from the previous year, and demand remained high, especially
for standard products. Sales volume declined slightly due to the leveling off of the very
high utilization levels of the previous year.

In other snack foods, sales of molded potato chips, Crisps and gift snack items were strong.

Crisps have been successful due to their affordable prices and limited time offerings. Sales
of flour-based snacks expanded, partly due to the effect of the revision.

Cereal sales increased from the previous year, with double-digit sales growth in all
categories: Original, Less carbs, and others. Calbee continues to drive the expansion of the
cereal market, with Calbee's share growing by an additional 1.7 points over the previous
quarter.

Collaboration projects and campaigns have stimulated new and repeat demand,
contributing to the growth of standard products such as Original and Less-carbs. The
impact of the revision of specifications implemented in February was limited, and sales
volume continued to grow after the revision.
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Harvest the Power of Nature.

m Europe/Americas
(Billion yen) Change(YoY) + Strong sales of Harvest Snaps and brands of

Japanese origin drove sales growth

FY2025/3: Overseas business Calbee

Overseas sales 79.4 +6.2 +8.5% +3.5% ; 2 : ; ;
+ Operating profit decreased mainly due to issues with
Europe/Americas 42.6 +6.2 +16.9% +10.1% new production line in the UK
North America 28.3 +4.8 +20.6% +14.2%
Asia/Oceania 47.6 +1.6  +3.5% -0.1% mAsia/Oceania
Greater China 17.1 15 -8.0% -12.5% « Achieved sales growth in countries outside of Greater
Rebates deducted from sales -10.9 -1.5 = = China
Overseas operating profit 2.99 -0.45 -13.1% = « Sales fell in Greater China on the continued impact of
Operating margin 3.8% -0.9pts _ a worsenjng econqmic sentiment an_d stricter custqms
Furope/Americas 0.54 060 -52.8% _ regulations, but increased (_effor.ts in s_ales to retail
) o stores led to growth, contributing to increased profit
North America 0.21 010 -31.5% ~ .« Profit declined in Indonesia due to higher raw
Asia/Oceania 2.44 +0.15  +6.7% = material costs and increased selling expenses in H2
Greater China 0.82 +0.42 +105.5% —

*Sales by region are amounts prior to deduction of rebates, etc.

25

See slide 25. I will explain the performance of our overseas business by region.

In Europe and North America, sales increased JPY6.2 billion and profit decreased JPY0.6
billion. In North America, strong sales of Harvest Snaps and brands of Japanese origin
drove sales, but operating profit declined mainly due to delays in the operation of a new
line in the UK.

In Asia and Oceania, net sales increased by JPY1.6 billion and profit increased by JPY0.15
billion. Sales growth was achieved in areas outside Greater China. In Greater China, sales
declined due to customs restrictions and economic stagnation, but sales to retail stores,
where we have strengthened our efforts, expanded, contributing to higher profit. On the
other hand, profit in Indonesia declined due to deteriorating raw material costs and higher
selling expenses in H2.



FY2025/3: Overseas business oy Calbee

Harvest the Power of Nature.

m North America: ® Greater China:
« Salesof Harvest Snaps and the brands of Japanese origin grew due to proactive « Sales at retail stores grew throughout the year due to expanded supply
promotional activities from China and neighboring countries, strengthened sales operations, and
« The Madera Factory improved earnings through cost improvement measures and sales measures tailored to variety consumer needs
in-house production of potato chips starting in H2 «  Will continue to strengthen sales at retail stores in pursuit of sales growth

« Profit fell due to inflation including increases in shipping rates and increased costs
such as selling expenses for expanding distribution and displays |
« Aim to grow profits and sales by more effectively utilizing selling expenses

Sales in Greater China (-12%%*) |

Retail store: Cereals Retail store: Snacks
i : x (Million RMB) .
Sales in North America (+149%%*) 1000 EC: Cerials WEC: Snacks
» PB-OEM .
(Million USD) = Brands of Japanese origin 800 | +34%
200 W Harvest Snaps -

600 Retail Store :

1% +8% +15%
150
+619% 00
100 200 -24% ] EC:
50 +11% 0 -68% -4404
FY'24/3 FY'25/3
0
s UK FY'24/3 FY2s/3 m Indonesia:
) L ) ) « Experienced double-digit sales growth on contributions from mainstay
. S:Igs of Seabrook brand grew due to expanded distribution in national retail potato chips and GuriBee, whose production lines were expanded in H2
chains

« Operating profit decreased in H2, but remained in the black due to

« Profits fell due to opportunity losses and disposal costs resulting from delays in increased revenue

the stable operation of potato chips production facilities in H2
+ Supply issues were resolved by the end of March. Will focus on sales measures
such as new product launches and revisions 26

See slide 26. I will provide details on our main areas of focus.

In North America, sales increased and profit decreased. Harvest Snaps and brands of
Japanese origin are growing by double digits due to aggressive sales activities. On the
other hand, profit decreased due to higher selling expenses for expanded cargo distribution
and display, as well as higher costs for ocean freight and other items. We will aim to
expand profit as well as sales through more effective use of selling expenses.

In the UK, sales increased and profit decreased. Sales of the Seabrook brand increased due
to expanded distribution as a result of its standardization at national retail chain stores.
Profit decreased due to lost sales opportunities and higher disposal costs caused by the
delay in stable operation of potato chips facilities in H2. This supply issue has been
resolved by the end of March. Going forward, we will focus on sales measures such as the
introduction of new products to achieve sales growth.

In Greater China, sales decreased and profit increased. While the business environment
remained challenging, sales to retail stores grew throughout the year as a result of
expanded supply from China and neighboring countries, a strengthened sales structure,
and sales measures to meet diverse consumer needs. We will continue to strengthen sales
to retail stores and aim for sales growth.

Finally, I would like to explain about Indonesia. In Indonesia, sales increased and profit
decreased. Sales grew by double digits due to the mainstay potato chips and the successor
to GuriBee, whose line was expanded in H2. Operating profit remained in the black due to
increased sales, despite a decrease in H2.
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II. FY2026/3 Full Year Forecast

27

Next, I will explain our plan for the fiscal year ending March 31, 2026.
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FY2026/3 Forecast summary Calbee

Harvest the Power of Nature.

Aim to increase sales volume both domestically and overseas, achieve overall
revenue and profit growth, and increase EBITDA

FY2025/3 FY2026/3 - o Planned exchange rate:
. ange (Yo =
(Billion yen) Results Forecast ge (YoY) USD1= JPY152

Net sales 322.6 345.0 +22.4 +7.0%
Domestic 243.2 255.0 +11.8 +4.9%
Overseas 79.4 90.0 +10.6 +13.4%

Operating profit 291 29.8 +0.7 +2.5%

Operating margin 9.0% 8.6% -0.4pts -
Domestic 26.1 24.4 =1.7 -6.4%
Overseas 810 54 +2.4 +80.9%

Ordinary profit 29.8 30.4 +0.6 +1.9%

Net profit ~ 20.9 20.5 -0.4 -1.8%

EBITDA 43.5 47.0 +3.5 +8.0%
EBITDA% 13.5% 13.6% +0.1pts =
Domestic 36.7 37.7 +1.0 +2.6%
Overseas 6.8 9.3 +2.5 +37.1%

*Profit attributable to owners of parent
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See slide 28. For the fiscal year ending March 31, 2026, we expect to increase sales
volume both in domestic and overseas. Overall consolidated sales and operating profit are
expected to increase by 7% and 2.5%, respectively, while EBITDA is expected to grow by
8%.



FY2026/3 Forecast: EBITDA change analysis Calbee

Harvest the Power of Nature.

Continue policy of counteracting higher costs through strategic price and content revisions
Steadily increase EBITDA by expanding sales volume in response to increased supply from
the Setouchi Hiroshima Factory

Continue to focus on accelerating growth in the overseas business

EBITDA

R : ] « Effect of higher sales:
_ L 7 TRl Senes * Increased sales volume (+¥2.2bn), effect of improved
Higher costs sales unit price* (+¥6.7bn)
(raw material/energy/  =6.1 . * Effect of price/content revisions, effect of utilizing PL by SKU
distribution costs)

(S&O0P) and improved MIX
Selling expenses/ -0.6 | )
investment : Domestic + Higher costs:

Investment in new areas/ 0.3 +1.0 Higher raw material costs including packaging, oil,

business platforms = domestic potatoes (-¥5.5bn)

) distribution costs (-¥0.7bn)
Investment in

human resources

~0.9 I + Others:

Property tax and other activity cost increase, offset by
productivity improve

Others =0.1 ‘

Overseas
I +2.5

FY2026/3
Forecast 47.0
EBITDA 29

See slide 29. I will explain the analysis of EBITDA growth.

EBITDA is expected to grow by JPY3.5 billion over the previous year. Of that amount, we
aim for an increase of JPY1 billion in domestic and JPY2.5 billion overseas. We expect
another sharp rise in raw material prices and distribution costs in the current fiscal year. As
has been our policy to date, we will counteract these cost increases by strategically
revising prices and standards.

Supply will increase sequentially with the start of operations at the Setouchi Hiroshima
Factory. We will steadily increase EBITDA by growing sales volume while effectively
implementing marketing measures.

Overseas, we will continue to accelerate sales growth and increase profit.
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FY2026/3 Forecast: Domestic business Calbee

Harvest the Power of Nature.

With Potato Chips celebrating their 50th anniversary in 2025, return to our roots and "
implement brand strengthening measures that place greater emphasis on consumers’
perspective

Maximize factory operations and aim to increase sales across our entire product portfolio

Domestic sales 255.0 +11.8 +4.9%  WDomestic core business
Snacks 236.8 +11.4 +5.1% « Strengthen brand power and reap the benefits of
= increased supply by growing sales volume
Potato Chips 107.1 +4.3 +4.2% v Strengthen communication about the Calbee brand and products
JagaRico 52.1 +3.8 +7.9% and boost motivation to buy through effective use of compelling
content that emphasizes quality and taste
Other snacks 716 +33 +4.4% v Build a product portfolio that captures changing consumer
preferences
Cereals 30.8 +1.4 +4.7% v Utilize fan meetings and the Lbee Program to better understand
Others (Agri, Food and health, Services) 17.4 +0.5 +3.1% consumers and raise engagement
Rebates_ded”Cted _from sales =300 = _ + DX (S&OP): Build a supply chain optimization system and
Domestic operating profit 24.4 -1.7 -6.4% drive activities to improve profit utilizing P/L by SKU
Operating margin 9.6% -1.2pts =
EBITDA 377 +1.0 +2.6% NS;’.‘I’. arcealts) : ise and h ;
EBLTDA meargin 14.8% -0.3pts i lize Calbee s expertise an uman resources to

continue improving profit in the sweet potato business
T acRie 181 104 +2.0% + Continue to focus on food and health with Body Granola

*Amounts for sales of Snacks, Cereals and Others (Agri, Food and health, Services) are prior to deduction of rebates, etc.
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See slide 30. I would like to explain our efforts in the domestic business.

In 2025, our main brand of Potato Chips will celebrate its 50th anniversary. We will take
this opportunity to go back to the basics and carry out measures to strengthen the brand
with a greater emphasis on the consumer perspective.

We will make maximum use of the factory capacity utilization and aim to achieve volume
growth across our entire product portfolio. In the core domestic business, we will
strengthen our brand power and reap the benefits of increased supply through sales
growth.

There are three main measures. First, we will strengthen communication regarding our
corporate and product brands. We will utilize strong content to increase purchase
motivation with compelling content that emphasizes the particularity of raw materials and
manufacturing methods and deliciousness.

Second, we will build a product portfolio that captures changes in consumer preferences.
We will respond to diverse needs such as health consciousness, small package trends, and
quality, value, and price orientation.

Third, we will promote understanding of the consumer perspective and improve consumer
engagement. We will utilize fan meetings and the Lbee program as points of contact with
consumers.

In addition, in our S&OP efforts utilizing DX, we plan to go into full-scale operation of the
supply chain optimization system. We will also continue profit improvement activities
utilizing PL by SKU.

In new areas, Calbee will continue to expand earnings in the sweet potato business by
leveraging Calbee's knowledge and human resources. In food and health, we will continue
to focus on Body Granola.
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FY2026/3 Forecast: Overseas business Calbee
Harvest the Power of Nature.
Promote sales growth focused on North America and expand the regional portfolio
Major initiatives
(Billion yen) Europe/Americas
mNorth America:
*
Overseas sales *1 90.0 +10.6 +13.4% « Strengthen brand recognition to increase sales volume, aiming for double-digit
Europe/Americas 49.2 +6.5 +15.3% growth in the “Better for you” and Asian snack niches
NortRIATonice 32.4 +41  +14.6% . ;mproye profitability by promoting in-house production, raising productivity, and
improving cost management
Asia/Oceania 50.8 +5.1 +11.1% + Observe tariff situation and respond flexibly
A % « Expand sales of locally-produced products and advance in-house
Greater China 17.4 +2.2  +14.3% 72 production of brands of Japanese origin at the Madera Factory
Rebates deducted from sales -10.0 -1.0 - « Effectively utilize global production facilities
Overseas operating profit 5.40 +2.41 +80.9% mUK: ) ) ) , ) )
i i « Work towards price revisions while expanding nationwide sales, focusing on the
SpSrotNg MAGH 5:0% HEEZpes = mainstay Seabrook brand
Europe/Americas 2.02 +1.48 +274.1%
North America 111 +0.90 +431.1% Asia/Oceania
Asia/Oceania 338  +0.93 +38.2% mGreaterChina . A
« Strengthen initiatives with major retailers and expand contracts with local
Greater China 1.12 +0.30 +36.0% wholesalers
« Implementsales promotion and marketing investment tailored to local needs
EBITDA 9.30 +2.52 +37.1% mIndonesia:
EBITDA% 10.3% +1.8pts = « Expand sales through additional investment in potato chips production,
Europe/Americas 4.85 +1.52 +45.7% maximization of GuriBee operations, and the launch of new products
. « Proactively invest in advertising and promotions to counter competition and
North America 2.82 +0.86 +44.0% raise awareness
Asia/Oceania 445 +1.00 +28.8%
. *1 Sales by region are amounts prior to deduction of rebates, etc.
Greater China 1.38 +0.27 +24.5% *2 From FY2026/3, changed the method of recording sales before rebates, etc., in Greater China.
. . R Sales for the prior fiscal year have also been adjusted accordingly 31

See slide 31. In the overseas business, we will expand our overall regional portfolio with
the aim of achieving sales growth, particularly in North America.

In North America, we aim to further expand our recognition in two niche markets: the
Better For You category and Asian snacks. Through this, we will increase the sales volume
and achieve double-digit growth. At the same time, we will strive to improve profitability
by promoting in-house production, improving productivity, and increasing the efficiency of
cost investment.

In addition, we will flexibly respond to tariff policies as we assess the situation. We will
expand sales of products manufactured in North America and effectively utilize our global
manufacturing bases. Specifically, we will further internalize the production of brands
originating in Japan at the Madera Factory and other facilities.

In the UK, we will expand nationwide sales while working on price revisions mainly for the
Seabrook brand, our mainstay brand.

In Greater China, we will strengthen our efforts with major retail chains and expand
transactions with regional wholesalers while expanding sales to retail outlets by investing in
sales promotion and marketing expenses tailored to local needs.

In Indonesia, we will expand sales by increasing potato chips facilities, maximizing
GuriBee's operation, and introducing new products. We will aggressively invest in
advertising to increase awareness and market share in the expanding market from a
medium- to long-term perspective.
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Investment results and shareholder returns: Results and forecast Calbee
Harvest the Power of Nature.
m Investin production efficiency improvement and | Cash allocation |
growth areas (Billion yen)
n FY2025/3 60 B Growth investment
Efficiency investment
« Growth investment: Expanded production facilities in the UK, Indonesia, and 50 ¢ Shareholder returns
other overseas locations, installed new product production equipment, etc. a0 | 10.0 Loans payable
« Efficiency investment: Setouchi Hiroshima Factory completed 25.0 10.8 Operating Cr
30 | a
m FY2026/3 (forecast) .
» Growth investment: Investment to increase production capacity in Japan and 20 | 22.1 39.132 4
overseas, develop new products, and invest in new areas, including through 10 | 24.4
M&A
) i . ) 6.5 7.0
+ Efficiency investment: Improve productivity through labor saving and 0 . " .
automation, investment in DX and S&OP, etc. FY"24/3 FY25/3 FY"26/3
(Forecast)
Shareholder Strive to achieve stable and sustainable dividend Dividend per share |
growth by aiming for a total return ratio of 50% or (Yen)
more and a DOE of 4% in the medium-term 63 2 &0
+¥2
. 60 ~»58
® FY2025/3 Total return ratio of 34.7%. DOE of 3.7% < 56
» Dividend per share: 58 yen (+2 yen YoY) 54 52 52
50
® FY2026/3 (forecast) Total return ratio of 36.6%. .
DOE of 3.5% 48
+ Dividend per share: 60 yen (+2 yen YoY) 45 e
FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3 FY'26/3
(Forecast) 32

Slide 32 shows the status of investments and shareholder returns.

For the fiscal year ended March 31, 2025, we invested JPY7.4 billion in growth
investments, including production expansion overseas in the UK and Indonesia and
production facilities for new products; JPY22.4 billion in efficiency improvements at the
Setouchi Hiroshima Factory and other facilities; and JPY7 billion in shareholder returns. In
the fiscal year ending March 31, 2026, we will continue to make investments based on our
three-year cash allocation assumptions.

We will continue to invest in productivity enhancement to increase production capacity and
labor saving and automation in domestic and overseas, as well as aggressively invest in
DX, new product development, and new areas to strengthen our business foundation in the
mid- to long term.

As a medium- to long-term policy, we aim to achieve a total return ratio of 50% or more
and a DOE of 4%, with the goal of increasing dividends in a sustainable and stable manner.
The dividend per share for the fiscal year ended March 31, 2025, will be JPY58 per share,
an increase of JPY2 from the previous fiscal year, as planned at the beginning of the fiscal
year. For the fiscal year ending March 31, 2026, we plan to increase the dividend per share
by another JPY2 to JPY60.
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Sep. 2025 Price/content revisions

FY'26/3

Jul.

e FY'23/3 FY'24/3 FY'25/3
2025

date Jan.-Feb. Jun.-Jul. Sep.-Oct. Nov. Jun. Aug.-Oct. Jun. Feb. 4 Jun.
2022 2022 2022 2022 2023 2023 2024 2025 2025

@E@!E@! L B

p——

FY'22/3

I
|
i
B ot B [

Hie

) i\(zl ;E \, “{) \ i i‘!’l .
= % R Gift snack < Gift snack

Items

Tt
| 2

o
Target )
products

T E@]

@

Content:  Content:
Revisi -5% -10% Price: Price: Price: Price: Price: Content: = Price: Price: Content: Price:
EVISIONS | price: | Price: | +10-20% |+10-20% +3-15%  +5-20%  +3-10% | -7-10%  +5-19% +4-10% -8% |+5-10%

+7-10% | +10-20%
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Finally, please see slide 33. This is an explanation of the price and standard revisions
announced today. In September 2025, the prices of Kataage Potato and snacks such as
Kappa Ebisen will be revised for the fourth and fifth time, respectively. The main assumed

revision rate is between 5% and 10%.

This concludes the explanation. Thank you for your attention.
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Consolidated profit and loss statement

(Million yen)

Net sales
Gross profit
SG&A
Selling
Distribution
Labor
Others
Operating profit
Ordinary profit
Net profit*

*Profit attributable to owners of parent

322,564
109,878
80,812
14,417
23,789
25,872
16,732
29,066
29,844
20,874

FY2025/3 Results

Percent of
total(%)

100.0

34.1

25:1

4.5

7.4

8.0

522

9.0

9.3

6.5

+6.4
+7.8
+8.2
+14.4
o5l
+5.8
18157
+6.5
-4.2
$£5°0

vs. Revised
forecast
(C))

995
9959
99.4
103.0
97.5
99.1
99.6
98.5
102.9
107.0

Calbee

Harvest the Power of Nature.

FY2026/3 Forecast

345,000
114,500
84,700
15,200
25,000
26,800
17,700
29,800
30,400
20,500

Percent of
total(%)
100.0
33.2
24.6
44
T

7.8

Sl
8.6
8.8
SEe)

SE7/0
+4.2
+4.8
+5.4
s8]
+3.6
+5.8
1225
pilg)

1.8
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FY2025/3: operating profit analysis

Calbee

Harvest the Power of Nature.
Domestic (Billion yen)
| +2.2 | B increase
Salesvolume
Effect of price/ Raw Il Decrease
content _ material Other .
revisions an ce;\érgy costs Selling
110.8 lo3 PSS labor  orher Overseas
13.2 : 126 costs  SGRA g g
] |10  expenses o
] l1.6
I 20
27.3
FY2024/3 FY2025/3
Notes:

Raw material/energy costs: Imported raw materials (-¥1.4bn), domestic potatoes (-¥0.8bn),
packaging (-¥0.2bn), energy costs (-¥0.5bn)

Other costs: Human resources investment in response to labor shortage and increased depreciation
were offset by productivity improvements and reduced losses in sweet potato business

Selling expenses: Marketing investment (-¥1.3bn) (including investment in new areas)
Other expenses: Distribution costs (-¥0.5bn), expenses for strengthening base, etc.

Copyright® Calbee, Inc. All rights reserved
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FY2026/3 Forecast: operating profit analysis

Calbee

Harvest the Power of Nature.
Domestic (Billion yen)
| -1.7 B increase
Sales volume
Effect of price/ material Bl Decrease
content  nd energy
revisions costs
i 5.5 cc)cc)r;g Selling | apor Other Overseas
expenses SGRA
12.5 0.6 costs expenses +2.4
I loa 11.6
|
FY2025/3 FY2026/3
Forecast
Notes:

Raw material/energy costs: Higher raw material costs including packaging, oil, domestic potatoes (-¥5.5bn)

Other costs: Depreciation increase (-¥2.6bn)

Other expenses: Distribution costs (-¥0.7bn), expenses for strengthening base, etc.

Copyright® Calbee, Inc. All rights reserved
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Financial condition and Cash flows

Calbee

Harvest the Power of Nature.

As of March 31, | As of March 31, Million ven As of March 31, | As of March 31,
(MI”'On yen) 2025 2023 2025 crense

Cash flows from *3
operating activities

Total assets

Current assets

Non-current
assets

Total liabilities

Current liabilities

Non-current
liabilities

Net assets

Net Cash *

Equity ratio

292,158

127,853

164,305

91,072

54,475

36,596

201,086

17,253

65.6%

319,169

133,837

185,331

104,101

55,705

48,396

215,067

20,194

64.3%

+27,010

+5,984

+21,025

+13,028

£17299

+11,799

+13,981

+2,940

-1.3pts

*1

*2

* The calculation method for cash balance has been changed to the total of
cash and cash equivalents and short-term securities since FY2025/3.

ts reserved

24,350 39,100 +14,749

Cash flows from

N . R -35,307 -28,604 +6,702
investing activities
PR 16,850 2,541 -14,308 *4
financing activities

Notes: (Million yen)

L |

x2

*3

%4

Non-current assets: Property, plant and equipment
+22,125

(mainly relating to construction of the Setouchi Hiroshima
Factory)

Non-current liabilities: Long-term borrowings

+10,000

Cash flows from operating activities: Decrease in trade
receivables +27,949

(accounts receivable payment delay due to the final day of
the previous term being a bank holiday)

Cash flows from financing activities: Proceeds from long-
term borrowings-15,000
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Domestic market share

80%
75% Potato chips market share
FY2025/3 68.7%
70% W—"\. R
YoY
65% 1.2pd
60%

Snack market share
55% FY2025/3 51.9%

.\-‘—0\.___.

50% YoY
0.2p1
45%
40%
S S S
A A ¥ o OV
< < < < <
m Market share by snack category
Potato-based | Flour-based | Corn-based | Bean-based
snacks snacks snacks snacks
FY2025/3 73.0% 57.1% 20.6% 55.2%
(YoY) (0.0P ) (2.3P1) (0.6P 1) (1.0r])
Copyright® Calbee, Inc. Allrights reserved

65%

60%

55%

50%

45%

40%

35%

30%

25%

Calbee

Harvest the Power of Nature.

Granola market share
FY2025/3 58.1%

‘ YoY
0.1P)

Cereals market share
FY2025/3 total 37.8%

o __—e \
. e ov
e~ 1.7p T
Y & & 5 &
o W V v v
& & & & &

Source: INTAGE SRI+ based on sales amount (nationwide, all retail formats)

FY2025/3: April 2024 - March 2025
FY2024/3: April 2023 - March 2024
FY'21/3-FY'25/3: April 2020 - March 2025

Snack market share: Total of Calbee and Japan Frito-Lay

Potato chips: Total of potato chips (thick- and thin-siced), shoestring and
kettle types; includes private brand products

Granola: Granola category of Cereals market

Potato-based snacks: Raw material of fresh potatoes

Four-based snacks: Raw material of flour

Corn-based snacks: Raw material of corn

Bean-based snacks: Raw material of bean
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Domestic market Calbee

Harvest the Power of Nature.
m Domestic confectionery market m Domestic cereal market Cereal shipment amounts
" - - . o 66.9bn
(Billion yen) Confectionery retail sales (Trillion yen) (Billion yen) (YoY +10.6%)
700 3.88 trillion 8 9 39 70 Others Oatmeal :
m Brownrice flakes = Granola
Chocolate Py Corn Flakes
650 r 631.2 bn : ' 60
{35
600 |
A 50
"
'//* 7 |33
550 = ¥
Snacks 131 0 r
500 F 581.7 bn
12° 0
450 [
. 127
Rice snacks
416.5 bn 20 |
400
{25
350 | 10
300 - : : . : - - : : - . . . . . . . . . . .
2014 2015 2016 2017 2018 2015 2020 2021 2022 2023 2024 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
Source: All Nippon Kashi Association Source : Japan Snack Cereal Foods Association
Copyright® Calbee. Inc. Allrights reserved 40
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Domestic business status

m Sales composition by business

100%

80% |

60%

40%

20%

0%

Copyright® C

Others
DR&DS
mCVS
u GMS&SM

i

FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY25/3

* Calbee alone (manufacturer shipped goods basis)

Calbee, Inc. Allrights reserved
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Overseas market by country Calbee

Harvest the Power of Nature.
m USA snack market m UK snack market m Indonesia snack market
Others
Others Others
’ u Tortilla Chips e uSavoury Bisauits = Puffed Snacks
(Billion USS$) Potato Chips (Billion GBP) 7 >avoury Bsa (Trillion rupiah) = Potato Chips
160 ®Nuts, Seeds and Trail Mixes mPatato Chips u Nuts, Seeds and Trail Mixes
" o o 50
A% o
R G CACRY “ %
0
60 6 g n a1l R CAGR 2D I
40 gnl 11 | | 20 ‘ | i I I
annl 3
20 W 10 I I
o m m m N HENENNNN 5 0 I I I
2019 2024 2029 2019 2024 2029 2019 2024 2025
(cy) (cy) )
® China snack market B China cereal market (ror retail store sales)
(10Billion RMB) Other Snacks (Billion RMB)
® Savoury Biscuits u Other Cereals
mPuffed Snacks 16 )
35 = Potato Chips m Muesli and Granola
20 +2.5°/° mNuts, Seeds and Trail Mixes 14 m Hot Cereals
CAGR 12 %
25 CAGR +3.5
10
20 s
15 6 Souroe : Euromonitor International
Category :
10 4 Snack (Savory Snacks : Nuts, Seeds and Trail Moes, Salty Snacks, Savory Biscuits,
ER RN PoPoom, Pretzels, Other Savory Snacks)
5 n 2 Cereal : Breakfast Cereals (Hot Cereals, RTE Cereals)
. . . . . 2025-2029: Forecast
0 0 *The aggregation range of the Chinese snack market has been changed from the fiscal
2019 2024 2029 2019 2024 2029 year ended March 2022
() [(=%)

Copyright® Calbee, Inc. All rights reserved 42




Overseas business status Calbee

(as of March 31, 2025) | ¥ bower of Nature

Overseas locations Overseas sales ratio

1 1countries/regions 24- 6%

The Calbee Group’s Global Supply Chain

-

N ireland

&M - Overseas production site

# - Import and export of products \
Australia | New Zealand

Copyright® Calbee, Inc. All rights reserved
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Financial highlights 1

Sales
(Million yen)
303,027 322,564
266,745 279215
245,419
FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3
SG&A expenses (Million yen)
=== SGRA expenses to sales (%)
90,746
80,812
74,654
67,967
58,818
3& . = -
B =5 g e -
24.0 24.3 24.6 25.1

Calbee

Harvest the Power of Nature.

Gross profit

Gross profit (Million yen)
== Gross profit margin (%)
117,810
101,959 109,878

83,954 90,200

44\ P o

v & & -

32.3 33.6 34.1

34.2

FY'21/3 FY'22/3 FY'23/3 FY'24/3

* Effective from the beginning of fiscal year ended March 31,2022 ,the Group adopted the "Accounting Standard for Revenue Recognition” (ASBJ Statement No. 29) and changed

FY'25/3

FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3

Operating profit

Operating profit (Million yen)

==t==0perating margin (%) 29,066
27,304
27,004 25,135
22,233
10.1 10.2
9.0 9.0
8.0

FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3

the method to deduct a portion of selling expenses (rebates, etc.) from sales, which was previously recorded in selling, general and administrative expenses.

Copyright® Calbee, Inc. All rights reserved
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Financial highlights 2

Net income/ROE

Net income (Million yen)
e ROE (%)
19,886 20,874

17,682 18,053
14,772

o——o\"/'ﬁo

10.4 10.3 10.9 10.5
8.5

FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3

Equity ratio

Total assets (Million yen)

Net assets (Million yen) 319,169
=t EqUity ratio (%) 292,158
238,978 236,598 239,095
215,067
201,086
182,740 | 183,458 | 182,686

73.4 74.1 72.8

65.6 64.3

FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3

Copyright® Calbee, Inc. All rights reserved
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Capital expenditures/Depreciation

Capital expenditures (Million yen)

Depreciation (Million yen 31,187
P ( yen) 29,514
26,716
13,515
11,341 10047 10504 12144
9,051 9,189 !

FY'21/3 FY'22/3 FY'23/3 FY'24/3 FY'25/3

Debt to equity ratio

Interest-bearing debt (Million yen) 36,560
==t==Debt equity ratio (Times)

27,042

0.2
0.1

6,604
1,855
2,005

0.0 0.0 i :
FY21/3  FY22/3  FY23/3 FY24/3  FY25/3
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Measures toward realizing management that is conscious of cost of

capital and share price

TSE's requests

Calbee

Harvest the Power of Nature.

Calbee’s response

Gain a proper understanding of the

Considering the characteristics of Calbee's business, we have

Analysis of company's cost of capital and profitability adopted ROIC as a company-wide management indicator
. : . v Set WACC for each country based on consolidated capital costs
current Analyze and evaluate the current S|tyat|on T G e e e T
situation around these and the market valuation at The Board of Directors discussed ways to improve ROIC and
i i reduce capital costs in order to enhance corporate value
board of directors meetings
+ Have board of directors discuss and develop To realize "management that is conscious of cost of capital
policies, targets, planning periods, and an: share price,"” est:blished a financial strategy aimed at
i ific initiati i achieving our vision for 2030
Pl.anmng & SPeCIﬁC mltlatlyes o lmprovement Advance the formation of our next growth strategy that shows
disclosure « Disclose clear information on these, along awareness of ROIC
with assessment of the current situation, to Disclose financial strategy and numerical targets in financial
investors results briefings, integrated reports, and on Calbee’s website
» Push forward with management that is Promote understanding within the relevant divisions and, starting
- conscious of cost of capital and stock price, in FY2026/3, present medium-term guidance based on the
Impl_er_n.en.tatlon based on the disclosed plans ROIC tre-e and begln operatlor.lal r_v.\‘ar:ageme?t )
of initiatives Engage in proactive and ongoing gue with in s to

Engage in proactive dialogue with investors
based on this disclosure

promote mutual understanding (via financial results briefings,
small group meetings, conferences, individual interviews, etc.)

Copyright® Calbee

All rights reserved
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Progress in advancing dialogue with shareholders and investors Calbee

Harvest the Power of Nature.

m Presentations to Institutional Investors (FY2025/3)

Event Frequency Main speakers

Financial results presentation Quarterly CEO (2times) . CFO (4times)
Sell-side small meeting Quarterly CEO (1time) . CFO (4times)
Business Briefing 2 times Head of each business unit

- Thailand Facility Tour

- Hokkaido Facility Tour (Potato field and facilities)

m Status of individual meeting with shareholders and investors (FY2025/3)

<Buy-side/Sell-side> <Breakdown of buy-side analysts> <cCalbee’s representative>
Sell-side Responsible %tgt‘a;’s
Hoe Ie'::zeStment Sfficax (Sustainability team etc.)

Approx. Domestic IR3t7e;m
400° 43%
Exectives
Buy-side Overseas 62%
84% 54% (CEO/CO0/CFO)

* The total number of companies counted in meetings

Copyright® Calbee. Inc. Allrights reserved
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Progress in advancing dialogue with shareholders and investors

Calbee

Harvest the Power of Nature.
m Management feedback structure
Item Frequency Outline
Earnings presentation status Quarterly Report to full-time directors and executive officers
Dialogue with shareholders and investors through Twice a year Report main discussion topics, opinions and requests, and discuss

individual meetings

issues and future response in the meeting of the Board of Directors

Dialogue with institutional investors through SR Once a year Report on opinions, requests, and other matters in the meeting of the

Board of Directors

Others

As required Report analyst reports, the content of dialogue, stock price trends,
shareholder composition and holding trends as required

m Examples of discussion themes (FY2025/3)

Discussion theme

Company initiatives

Growth strategy

» Recap the progress of Change 2025 during H1 and full year results, and explain future policy
« Explain progress and initiatives for areas of significant interest to investors such as overseas business growth and
S&OP initiatives utilizing DX

Financial strategy

- Discuss management indicators and capital cost levels that support our growth strategy with investors, hold
multiple discussions within the company, and solidify our strategy

- Disclose specific strategies (i.e. the introduction of ROIC and EBITDA as management indicators, target capital
cost levels, etc.)

Governance

- Consider the Board’s composition with an emphasis on diversity and expertise as well as a compensation system
that accounts for share price
+ Consider expanding disclosure of the Board of Directors’ effectiveness evaluations

Sustainability

- Explain specific initiatives in financial results briefing materials and integrated reports

- Promote supply chain management (TNFD disclosure and human rights responses) and expand human capital
disclosure

Copyright® Calbee, Inc. All rights

reserved
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Contact details for IR inquiries:
Calbee, Inc. Investor Relations
E-mail: 2229ir@calbee.co.jp
https://www.calbee.co.jp/en/ir/

m The Company’s fiscal year ends on March 31. The fiscal year ended March 31, 2025
is referred to throughout this report as “FY2025/3 (FY'25/3),” and other fiscal years
are referred to in a corresponding manner. References to years not specified as being
fiscal years are to calendar years.

B This document contains Calbee’s current plans, outlook and strategies. Items which
are not historical facts are forecasts pertaining to future performance, and are
discretionary and based on information currently available to Calbee. This document
does not purportto provide any guarantee of actual results. Actual results may differ
significantly from forecasts due to various factors.

m This document also contains unaudited figures for reference purposes only.
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FY2025/3 Results Presentation Q&A

May 12, 2025

Q1 What is the positioning of the next medium- to long-term strategy after “Change 2025”?
We are contemplating the vision for Calbee while considering what the business environment will
be like 10 years from now. As a step toward achieving that vision, we are currently discussing the
next three-year medium-term business plan. Domestically, we will continue to strengthen
profitability, enhance value through the reinforcement of our corporate brand, and promote
efficiency improvements beginning with S&OP. Overseas, we will reinvest cash generated locally
into growth initiatives.

Q2 What kind of organization is the Marketing Direction Center (MDC)?

Until now, our marketing strategy has prioritized the domestic Japanese market. As we expand
overseas business, we are establishing an organization to formulate strategies that optimize the
overall business. The newly appointed Chief Marketing Officer (CMO) will serve as the head of
MDC.

Q3 How likely is it that Calbee will achieve the 2.4 billion yen increase in overseas profit as
outlined in the plan for the fiscal year ending March 20267

We believe it is achievable. We expect approximately one-third of the amount will come from sales
growth, and two-thirds from productivity improvements and the reversal of one-time factors in the
previous fiscal year.

Q4 What changed between the previous and current fiscal year to realize overseas sales
growth?

Calbee achieved sales growth in the fiscal year ended March 2025. We have been expanding our
production facilities since the second half of the previous fiscal year and are now in a position to
expect further sales growth from the supply side. Specifically, we have been expanding in North
America, the United Kingdom, and Indonesia, which are our focus areas. We are also expanding
our contract manufacturing volume in China.

Q5 Have there been any quality or cost issues in expanding local production at factories in
North America?

Local production in North America meets our quality standards. In terms of cost, we will conduct
simulations based on projected sales growth and take action to swiftly localize production.

Q6 What will the impact from US tariff policy be?

We believe it is necessary to review our global supply chain and accelerate local production for
local consumption. North America will shift to domestic production for products currently imported
from Japan and Asia. China has been producing products locally through contract manufacturers,
enabling us to respond to consumers with a light asset structure; we plan to strengthen this
approach. We believe that raw materials like packaging materials and imported products will be
impacted, but that this impact will not be significant. We are simulating various scenarios and
working to minimize risk.

Q7 What is the competitive environment in Indonesia?

While the Indonesian market as a whole is growing, Calbee’s business in the country is growing
even faster. We currently rank second or third there. With major competitors entering the market,
we are working with our joint venture partners to expand our market presence over the medium- to
long-term.

Q8 Are your domestic forecasts based on conservative assumptions?
Further weakening of the yen and rising prices of various raw materials are expected to lead to
significant cost increases in the fiscal year ending March 2026. As in the past, we will counter cost
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increases through strategic price revisions. Even in circumstances where we implement price
revisions, we expect to maintain growth in volume. We will continue to steadily increase sales
volume as the Setouchi Hiroshima Factory ramps up operations. Profit improvements through
profit/loss by SKU in S&OP will contribute to continued profitability in the fiscal year ending March
2026 continuing the trend from the previous fiscal year.

Q9 What is the outlook for domestic production once the Setouchi Hiroshima Factory
becomes fully operational?

In the the fiscal year ending March 2026, we will gradually ramp up production at the Setouchi
Hiroshima Factory, with the goal of reaching full capacity. Other factories will continue to invest in
maintenance to maximize production capacity to meet high consumer demand. In line with this,
efforts to secure potato supplies are also progressing, as seen through our collaboration with the
Shiretoko Shari Agricultural Cooperative.
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