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T _» Corporate Message




New President

Toshiya Maezuru

Date of birth: January 7, 1961

Background

March 1983  Graduated from the University of Tokyo Faculty of
Agriculture

April 1983 Joined Nippon Flour Mills Co., Ltd.

May 2000 Director, Pasta Montana, L.L.C.

June 2011 General Manager, Fukuoka Mill of the Company

June 2014 Executive Officer; General Manager, Production &
Technology Div.

June 2015 Director; Executive Officer; Vice General Manager,
Production& Technology Dept.; General Manager,
Production & Technology Div., Production& Technology
Dept.

June 2017 Director; Managing Director; General Manager, Production&
Technology Dept.; General Manager, Production &
Technology Div., Production& Technology Dept.

April 2020 Director; Senior Managing Director; General Manager,
Production& Technology Dept.

June 2020 Representative Director, President and Chief Operating

Officer (COO) of the Company

nippn
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Change of the Company Name and Reasons

Until December 31, 2020 From January 1, 2021

' Nippon Flour Mills

Co.. Ltd. NIPPN CORPORATION

i ’

The Company has advanced in step with the development of society during the 124
years since its foundation in 1896. We have been promoting business diversification,
from the flour milling business, into food, ready-made meals, and healthcare,
including the Group companies. In recent years, reflecting changes in the
environment affecting the food business, the Food segment has come to represent a
growing share of the Group’s sales, expanding to double the sales of the Flour Milling
segment. Aiming to grow as a multifaceted food enterprise both in name and reality in
a fresh round of development by changing the name that it has used since the
- | foundation, the Company decided to change its company name. The Company will
= use “NIPPN,” which has been used as the Company’s pet name, and endeavor to
—  further expand and develop its business as an enterprise with which customers will
~ | experience an ever-closer relationship.
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// Value That NIPPN, a Multifaceted Food Enterprise, nippn
Wishes to Deliver and Its Vision

Integration of fundamental technologies and
new technologies

NIPPN has been pursuing R&D in diverse fields related to food over many
years. Going forward, capitalizing on this long-cultivated expertise,

NIPPN will develop new products and technologies and expand business
in rapidly growing fields and regions. Eyeing new businesses that are
logical extensions of its existing businesses, NIPPN aims to grow as a
multifaceted food enterprise.

Application of basic technologies and
integration with new technologies to
expand and diversify business fields

\

Our vision

: Multifaceted
Health fOOd
= enterprise

Fundamental
technologies o || P s
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History of NIPPN

1873

1900

1950

1970

1990

2000

2010

2020

OO

D

September 1896 Corporate

Nippon Flour Mills Co., Ltd. established as Japan’s
first flour milling company using modern machinery

Technology

March 1952

Central Laboratory established for developing
secondary processing technologies and cultivating
new fields in order to enhance added value of wheat

flour and expand demand

nippn

May 1924 Technology

Yokohama Mill, Japan'’s first fully fledged large-
scale coastal mill dedicated to imported wheat,

started operation
February 1955

October 1973 Corporate

Started frozen food business to meet rising demand
reflecting preference for simpler cooking

October 1993 Corporate

Started company-wide restructuring to strengthen
the management foundation in order to prevail in a
challenging business environment

May 2000 Corporate
Acquired Pasta Montana, L.L.C.
April 2014 Corporate

Established PT. NIPPN Foods Indonesia

Nippun Foods Co., Ltd. established. “Oh’ my” brand
debuted, which became synonymous with made-in-
Japan pasta

March 1991 Corporate

Entered ready-made meals business offering
products such as boxed lunches and delicatessen
meeting the needs for simplicity and convenience

November 1996 Corporate

Established Nippon Flour Mills (Thailand) Ltd.

November 2004 Corporate

Established Premix plant of Nippon Flour Mills
(Shanghai) Co., Ltd.

Corporate Brand

January 2021

Company name to be changed to NIPPN

CORPORATION
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Nippon Flour Mills Group Comprehensive Services

Pasta Montana, NIPPN California Matsuya Flour Mills Co., Ltd.

Nippon Flour Mills (Thailand),
NIPPN (Thailand)

Nippon Flour Mills (Shanghai)
Trading, Nippon Flour Mills
(Shanghai Jinshan), Tianjin
Chuan Shun Foods

PT. NIPPN Foods
Indonesia

PT. NIPPN Products
Indonesia

Tofuku Flour Mills Co., Ltd.

NIPPN SHOJI Co., Ltd.

Nippon Flour Mllls Group offers NIPPUN SHOJI

comprehensive food-related CORPORATION
services by leveraging its
multifaceted capabilities.

NIPPN CORPORATION

Group companies

63 subsidiaries and 24 affiliates

Of which, 48 consolidated subsidiaries and
14 affiliates accounted for by the equity method

OHMY Co., Ltd.

NIPPN Donut Co., Ltd. NIPPN Erozen Foods

Co., Ltd.

NIPPN ENGINEERING
CO., Ltd.

Number of employees

Nippon Flour Mills: 1,236
Consolidated: 3,826

(As of September 30, 2020)

Fast Foods Co., Ltd.

Nippn Life Innovation Co.,

Ltd Fast Foods Nagoya Co., Ltd.
td.

Ichifuji Seimenjo Co., Ltd.
NPF Japan Co., Ltd.
NAGANO TOMATO Co., Ltd.

OK Food Industry Co., Ltd.
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Nippon Flour Mills Group Business Contents

Other Flour Milling

¥16,437 million
1024 ¥/13,499 miion 30,0

B Commercial-use wheat flour
B Health food B Pet food

: . : B Buckwheat flour
B Engineering @ Real estate leasing

Net sales
for 1H FY2021

161,520 million

Food
¥96,584 million
59.8%

B Food ingredients M Processed food
B Frozen food B Ready-made meals

\
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Business Contents (1) Flour Milling Business

Production system of the flour milling
business in Japan

7 mills: Yokohama, Chiba, Nagoya, Osaka,
Kobe-Konan, Fukuoka, and Otaru

Capabilities to meet customers’ precise needs
by capitalizing on long-cultivated expertise

Production system concentrated at coastal
locations, which are advantageous for
procurement of raw materials from overseas,
in order to ensure stable supply and low cost

Technologies serving as the foundations of
other businesses

11

Concentration of mills

at coastal locations,
including mainstay Otaru
mills in East and West
Japan

%

Osaka
Chiba

Kobe-Konan
Yokohama
Nagoya

Fukuoka

nippn
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Business Contents (2) Premix Business

Cake doughnut
premix

Cake premix

Bread premix

@ Premix production system

+ 3 production sites in Japan (Ryugasaki, Kobe-Konan, and Fukuoka)

and 2 production sites overseas (China and Thailand)

* A new plant is under construction in Indonesia in response to

expansion of the international business.

W Business characteristics/strengths

» Sophisticated management of raw materials

quality supports product development capabilities

» Cost competitiveness through the pursuit of
efficient production systems

* Innovativeness, simplicity, and economy of

products achieved by the use of carefully selected

raw materials and accumulated knowhow on
mixing
* Product development capabilities to help

customers in Japan and abroad swiftly resolve
iIssues 12

Deep fry premix

Other premix products include steamed bread
premix, yeast doughnut premix, snack premix
(Western style, Japanese style).

Tempura premix

Completion of premix plant
at Fukuoka Mill

Date of completion October 21, 2020

Capital investment ¥1.2 billion

Production capacity 9,000 ton/year

Greater demand for premixes at production
workplaces

Labor shortage Fewer skilled workers

Fewer work steps Maintaining the quality

level

Health consciousness,
preference for products
produced in Japan, orientation
toward authenticity

Promotion of workstyle
reform

For restaurants and Shorter production hours

delicatessen
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Business Contents (3) Processed Food Business

® Pasta supply system

» Supply from 2 production sites in Japan (Atsugi and Kakogawa) and from overseas (Italy

and Turkey)

« Stable supply chain has been established in the U.S. for production and sales in the U.S.

W Business characteristics/strengths

+ Sophisticated management of raw materials quality
supports product development capabilities

* Cost competitiveness through the pursuit of
efficient production systems

+ Development of products that will be the
customers’ choice with the aim of resolving
dissatisfaction around the kitchen from customers’
viewpoints

* Arange of brands that enjoy high popularity
among consumers

Pasta Brands
Oh’ my REGALO

= WPP%:}M)

AT 9 T4
) & 17
L7

Proposals for new wheat flour

STYLE FIT SERIES
\

Series of wheat flour products
attuned to usage scenes

No need to measure, single-use
portion

Easier to use wheat flour
Received Food Packaging Award of

Japan Packaging Contest 2020 held
by the Japan Packaging Institute

’Q‘VI'Q' Feoox

\ \RTRYSns,
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Business Contents (4) Frozen Food Business

Production volume of frozen food  source: Japan Frozen Food

® Frozen food business production system in Japan Association’s website
e 2pr ion sites in n (R ki and | Ki 2,000

g oduction sites Japa ( bt dIsesa ) (Thousands of tons) e===Prepared foods Total volume
« Anew plant in Bangkok, Thailand, is scheduled to 1,500 o,

begin operation within 2020
1,000

e —
Expansion of the Second Isesaki Plant 500 %ﬂ

Date of completion November 9, 2020 . , , .
Capital investment ¥4 .4 billion 1958 1970 1980 1990 2000 2010 2019

Production capacity 42 million meals/year

Pasta Brands

W Business characteristics/strengths

« Arange of differentiated products for commercial
use and for home use in response to customer
needs, including plates, delicatessen, prepared .
dishes for boxed lunches, snacks, desserts, and Oh’ my Premium REGALO Gu-no-Shogeki

frozen dough, in addition to frozen pasta and
pasta sauces NIPPN Brands

« Capabilities to develop authentic, high-quality,
high-value-added products based on the pursuit
of quickness and simplicity

« For home use, continuous cultivation of new
genres, taking into consideration not only
breakfast, lunch, and dinner, but also any other
scenes involving food, based on simplicity

14



nippn

Business Contents (5) Ready-made Meals Business

® Ready-made meals business production system

10 plants equipped with cutting-edge facilities and capable of
producing products attuned to the needs of the erain view of
increasing demand for prepared foods and growth potential of the
market

B Business characteristics/strengths

* Production and quality management systems to ensure
safety and peace of mind

» Greater emphasis on the ready-made meals and delicatessen
business field, including CVS
Cultivation of new customers other than CVS
Technology to maintain ultrahigh freshness in order to
reduce food loss

» 10 production sites in the Tokyo Metropolitan area and the
Tokai area
Enhancement of production efficiency through collaboration
among plants

« Strengthening of sales of the Group’s diverse food products
to the ready-made meals market, including CVS
Proposing products that meet new life styles in the COVID-19
era

15
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Production Sites
(5 companies and

10 plants)
Fukushima

Fast Foods
Hidaka Musashi Tsukuba

Tsukuba

[ Ichifuji Seimenjo ]

Fast Foods
Nagoya

Fukushima

Fast Foods }

~ Hachioji
Kuwana Komaki

Chita

Narashino
Numazu

[ Fast Foods ]
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Business Contents (6) Healthcare Business

B Business characteristics/strengths

Cebrwn)
AU -TREORUN

* Product development capabilities capitalizing on
technologies cultivated in the food field

» Sales of products that extend healthy life expectancy,
such as the flaxseed series (raw material, processed
food, health food), ceramide, and maslinic acid;
business development for high-added-value vegetable

DORMMY A bl
(behoa—z

ARAEANRGLT
RW(2EeI100%

" e |
e

® Ceramide market and NIPPN’s ceramide ® Processing of vegetables for high added value

Market size growth rate Focus of interest as a Frozen Vege (vegetable) Paste
vegetables

material with further

1 ) . N ® Possible to use without heating after
Placenta ®Evidence: High reliability hawi
R ®Increase in food with function claims thawing )
Hyaluronic acid ®Food for specified health uses ® “Superheated steam processing,” a
i *Possible vitalization of the Asian ) special method
Collagen market, too “ P
T T T 1 . H
%) 100 105 110 115 120 ol Versatile vegetable paste
H|g['t|_ptt|r|ty, h|gh_d Frozen ale ¢
’ == N concentration ceramide S . .
' | NIPPN's proprictar e 8 Powdered Possibility of application to
# .. | production metho i i
i l L vegetables various kinds of food
E Rice and corn have 0.01- i
E 0.02% ceramide content. i Product name Derived from Content* Secondﬁfy
_ (Only 100g perton) | ENEIEERTEEEES processing
. . NIPPN ceramide RLG rice
Sophisticated extraction NIPPN ceramide RE

from rice and corn and
purification using NIPPN’s
proprietary production
method

NIPPN ceramide CP corn

Vegetable smoothies

Kale powder

*As glucosylceramide

16



Application of Fundamental Technology to the Flaxseed nippn

Business

Flaxseed oil and related products: market size

, 14.0 1 m Products other than oil (Billion yen)
B NIPPN'’s flaxseed created the market 120 | oi
The flaxseed market is forging ahead from
About 20 years ago, NIPPN began offering healthy sub-ingredients 10.0 - Yeartoyear

The flaxseed-related market was bigger

for bread etc. to help keep people healthy through the consumption g0 . thanever before in 2019.
of foods with good nutritional balance. Through this initiative,

NIPPN cultivated a relationship with the Flaxseed Association of 6.0

Japan and started development of flaxseed products, beginning 4.0 |

sales of commercial-use products in 2003 and home-use products
in 2005. The market for flaxseed oil, which was virtually unknown in 2.0 -
Japan at that time, has grown steadily. 0.0

2013 2014 2015 2016 2017 2018 2019
Source: Macromill QPR, January to December, 2012-2017

W 3 characteristics of NIPPN’s flaxseed

m Product development unique to NIPPN

In pursuit of high-quality flaxseed, NIPPN procures flaxseed Salad ollress;ngsdusTg fle}xseetd (I)\zlllglr;\l
only from specific locations. Flaxseed oil is sourced from examples ot products unique to :

Canada and roasted flaxseed from New Zealand. Our ability to develop such produ_cts
reflects the fact that our core business

2. Use of golden flaxseed onl is not oil refining. =
. 9 y Unconstrained by conventional wisdom, :

There are two varieties of flaxseed: brown flaxseed and golden we apglied food tecfhnolog::zs and
flaxseed developed for human consumption, which accounts earned consumers: support.
for only 5% of flaxseed production. NIPPN’s flaxseed products

are produced using only golden flaxseed cultivated by Certification criteria of the Flaxseed
contracted farmers. Association of Japan

3. Products certified by the Flaxseed Association of Japan ® Not genetically modified

® Passed the pesticide residue test

® Contains useful components in amounts
exceeding certain levels

The Association assesses products that satisfy certain criteria
and permits use of the certification mark only for products
judged to satisfy all the criteria.

17



S , Business Environment
-sall v and Growth Strategy

18
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Initiatives and Measures to Achieve Sustainable Growth

Growth strategies to enhance competitiveness and earnings power

Initiatives for sustainable Efficient utilization of Strengthening of
growth management resources earnings power

* Develop market-creation- » Strengthen Group * Enhance customer
type products management satisfaction
+ Strengthen overseas bases + . Amplify Group synergy iHE Develop high-value-added
. M&A « Develop global human products
. Establish new businesses resources + Strengthen brands
« Invest in growth fields * Optimize organizations * Pursue cost reduction

e |nvest in automation

g Ny

Multifd global food enterprise

Net Sales: ¥500.0 billion
Operating Income:

(Millions of yen)
500,000

'Flour Milling = Food = Other
400,000

300,000

o ¥25.0 billion
100,000 Operating Margin ROE
S% 8%
O [ T
FY2020 FY2021 FY20XX

19
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Initiatives and Measures to Achieve Sustainable Growth

LTV
Short for customer life time value, LTV

Greater revenue is a metric that captures net profit per

customer from the start to the end of
transactions.

Higher

profitability
Maximize LTV Increase the number of
customers

1
Strengthen and promote sales & marketing
: Strengthen
Invest in
overseas

é Y4 N( Enrichnew Y growth bases /

Pursue cost Enrich sales products and fields M&A

reduction / channels, such services, pursue

Invest in as e-commerce research and

automation website product

\_ J U J \_ development J L JAN y
Strengthen Group
management

/| Expand synergy

20
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Initiatives for Sustainable Growth

Businesses to be expanded in response to changes in lifestyles

Development
factors Frozen Food Busi

. — ‘ Strengthen the lineup of all-on

Supply capacity increase by
start of operation of
the second Isesaki Plant

= 2
= 2

Greater capacity of
Shanghai Plant

Ease of

. Expand business in North A
eating

Overseas
development

g. Business development
N in the new ready-made

@ Ready-made Meal o

25 Expand business in all fields Diversification of

< product development

> toward

« mating alone Package _ Frozen food plant in

:_h- 9 /Format) OQverseas Busine Thailand to start operation

D

0

—

=

D

0]

Expansion of the business of
foods with function claims
and home-use products

Healthcare Busin

Commitment to businesses t
healthy life expectancy

21
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Orientation of Business Diversification

NIPPN Group’s diversification strategy

Health food, functional food materials

s
g . . . Functional
Restaurant industr 2 Ceramide Maslinic acid Flaxseed
[ y ] 5 vegetables
o)
23 Health Food Beverages
=3 food
()
)
5
3 Boxed meals T - -
D ’ ==
& 3 )
Pan-no-hana ul j
(wheat paste) E r . :
Ny §

E"ﬂ:—;' \'. -
@ [ Fruit juice ] [ Natural cosmetics ]

Soybean- .
Gene testing l procegsed food Flaxseed oil-based
(prepared deep-fried [ Pasta sauce ] dressmg,
Pasta Buckwheat tofu) Mayonnaise

pood

sjualpalbul

Premix

Wheat flour
Bran

Rice flour,
Buckwheat flour,
Corn grits

Vegetables Flaxseed, etc.

Powder and granular
materials and food
engineering

»~ s

wealsdn 0]

R
Application of flour (‘f’:‘{‘l‘);f‘
milling technology o 2 el TNk
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Expansion of International Business

New business development in the rapidly growing Asia region and the North
American market

@ Nippon Flour Mills (Shanghai Jinshan) Co., Ltd. Construction of a premix plant (Completed in Oct. 2018.)

® NIPPN (Thailand) Co., Ltd. Construction of an additional line for premix (Completed in Oct. 2018.)

@ NIPPN (Thailand) Co., Ltd. Construction of a new frozen dough production plant (Completed in Oct. 2020.)
® PT. NIPPN Products Indonesia Construction of a new premix plant (Scheduled to be completed in FY2022.)

Nippon Flour Mills (Shanghai) Trading Co., Ltd.

“'5;-: a. §§

NIREPNFCalifornatine: -
. T Sl
RPastarViontana; L5 E:

Nippon Flour Mills (Shanghai Jinshan) Co., Ltd.

Expand and develop business
in overseas markets by
capitalizing on technologies
and knowhow cultivated in
Japan evelop b ess centering on

> and sale of pasta
e

PT. NIPPN Foods Indonesia N
fo—
K-
‘ g , PT. NIPPN Products Indonesia

Nippon Flour Mills (Thailand) Ltd.

NIPPN (Thailand) Co., Ltd.

¥



/ Strengthen Earnings Power through Vigorous nippn

Capital Investment

Net sales
(Billions of yen)

FY2018 323.4 17.8
FY2019 3.7 10.7 2.8 3.3 335.3 18.6
FY2020 3.0 5.5 2.9 3.9 344.8 19.4

® Capital investment and net sales

(Billions of yen) (Billions of yen)
24.0 360.0
20.0

60 —_— 320.0
12.0 280.0

8.0

240.0
« ol | .l I ]

FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018 FY2019 FY2020

mmm [Flour Milling] Capital investment ~ == [Food] Capital investment  —e=EBITDA  =0=Net sales (Right axis)

24
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Financial Strategy and KPIs

Basic policies

® Optimally allocate stable CF from operations through sustainable growth and strategic
investment

W Realize the optimum capital structure by enhancing asset efficiency to maintain/improve ratings

W Establish a financial position enabling continuous return of profit to shareholders (including
share buyback)

Key performance

Repayment of Dividend B
loans from R E indicators
external
sources .
| a Operating 5
%

Margin

Share buyback

8o
Ao,

Sustainable

Reinvestment grovvth

Strategic <Reference>
o investment As of September 30, 2020

Number of shares outstanding

Procurement of

funds from 78,820,000 shares
external (Number of treasury shares
el ltd=s) 1,940,000 shares)

25
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Adapt to Changes in Business Environment

Restructuring of business during the COVID-19 pandemic

Seek open innovation solutions for social issues that have emerged

Social issues that have
emerged during the
COVID-19 pandemic

Strategic orientation

Created business opportunities

Specific measures

Lack of exercise because
of teleworking

Dramatic change in work
styles

Cessation of operations
involving physical human
contact

Cessation of production
because of supply chain
interruption

Diversification of means of
procurement of products
and services

Issues that have emerged

as aresult of changes in
the business environment

Decline in sales of
mainstay businesses

Change in the degree of
customer satisfaction

Expand the healthcare
field

Support diversification of
work styles

Accelerate use of IT in
business processes

Promote the smart
factory

Shift channels

Strategic orientation

Diversify revenue sources

Strengthen development
capabilities/brand power

Promote product development responding to rising demand for health products in general
and products focused on functionality and to interest in plant-based meat substitutes

New sales strategy responding to the trend toward eating at home and use of ready-made
meals, which is expected to accelerate, and strong growth in mobile orders, home delivery,
and e-commerce

Enhance operational efficiency and achieve low-cost operation by accelerating replacement

of traditional business processes, such as those requiring use of a seal, and simple tasks
with IT in order to avoid physical human contact

Promote the shift to loT-enabled smart factories, such as fully automated production lines

Roll out products attuned to the shift from “real” to e-commerce and online services for
obtaining and enjoying products and services for everyday life without going out

Created business opportunities

Specific measures

Consider modifying the business portfolio in order to enable offsetting by other businesses
in the case of poor performance of mainstay businesses

Consumers’ expectations of products offering higher added value, going beyond
preservability and convenience, amid soaring consumption of frozen food and ready-made
meals for eating alone

26
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Response to COVID-19

The Group’s response to the spread of COVID-19 so far

The Group established the COVID-19 Countermeasure
Headquarters on January 30, 2020. (Holding of periodic meetings to
grasp the situation. Swift provision of instructions and
communication of concrete countermeasures)

v

B Exercise meticulous care in execution of routine business processes, including
thorough communication to avoid the 3Cs (closed spaces, crowded places, and close-
contact settings), in an effort to prevent infection of customers and employees and to
secure a safe working environment

B Continue production at all production sites in Japan and abroad in order to ensure
stable supply of food as a social responsibility

B Maintain a system for business continuity while embracing new work styles, such as
promotion of teleworking

B Provide food and continuous support to healthcare professionals as part of NIPPN’s
contribution to local communities

27
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Underpinning NIPPN’s Business (NIPPN’s CSR)

Basic Policy on CSR

NIPPN Group’s corporate philosophy

As a multifaceted food enterprise, the NIPPN Group
strives to gain trust from customers and continue to
grow in strength and to offer competitive products
and services of superior quality, thereby
contributing to society.

Resolution of social issues

Recognition of CSR as an important management
issue

Creation of new customer value through business
activities

NIPPN Group’s CSR

To contribute to sustainable development of society
at large through provision of high value to principal
stakeholders (customers, suppliers, shareholders
and investors, employees, the global environment,
and local communities)

To deepen mutual understanding through
communication: disclosure and briefings on the
Group’s activities

Non-financial highlights

1 CO, emissions 1 Total emissions of waste etc. = Water discharge
(Consolidated) (Consolidated) (Consolidated)

159 thousand 47 thousand tons 2,192 thousand ms3

tons-CO,

1 CO, emissions m Consumption of chemical

through logistics (Consolidated) substances (Consolidated)

45 thousand 952% 11 thousand

tons-CO, liters

= Number of trees planted in
NIPPN Shiki-no-Mori Forest

Cumulative 900 trees

® Number of children who
participated in the “Dietary
Education Department of
Tamesue College” project

Cumulative 2,555

m Support for UNICEF

" Waste recycling ratio

B Number of employees
(Consolidated)

3,737

B Number of female

managers
Cumulative

29 14,429 inquiries ¥19 million

Fiscal year covered: Fiscal 2020 (unless otherwise specified)
Scope: NIPPN on a non-consolidated basis (unless specified as “Consolidated”)

28

B Number of employees
using childcare leave and
childcare shift systems

37

B Number of inquiries to
the Customer Center



nippn

Underpinning NIPPN’s Business (NIPPN’s CSR)

Environment

Environmental — Reduction of packaging materials and development of
protection initiatives environmentally conscious products

Switching from plastic containers to containers made of Adoption of paper packaging for
PEFC-certified paper home-use wheat flour

Containers for Oh’ my Premium

Environmentally conscious packagin

(frozen pasta) products have been ,1\ material gentleil)n the Earth P ging
switched to paper trays with PEFC \ /
certification, which indicates SEFC « Approx. 40% reduction in plastic use

g products made from timber + Sealing performance with a multilayered
procured from appropriately tsr:reu;:g\r/ieo%fspsgfliazr;g;Ims on a par with
managed forests, to reduce use of
plastic containers. + Use of aqueous ink made from plant-based

raw materials
I Use of eco-paper trays as part of countermeasures for

marine plastic waste T i:";‘,.._ i
Molded pulp containers  Eco-paper trays made from eache® —
environmentally friendly o T A
3 -
unbleached wood pulp are used eee INEB
for Yokubari Gozen and
ELboTec

Yokubari Plate series (frozen
food). ~— wer400g wromn

Patent pending ——

Received the Minister of Agriculture, Forestry and Fisheries Award
in the Environment Cateqory of the Food Industry Excellent
Enterprise Commendation

29
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Underpinning NIPPN’s Business
(Corporate Governance System)

Basic Policy on Corporate Governance Non-financial highlights

As a food producer, NIPPN accords the highest priority to _

ensuring safety and security of food. NIPPN’s corporate

philosophy emphasizes gaining trust of customers through stable 'E‘QTPSL;LE,";?%S = Number of Board of
supply of tasty, functional products, thereby contributing to Directors’ meetings held
society. Based on this corporate philosophy, NIPPN recognizes 15 17 _
that establishing corporate governance worthy of stakeholders’ times
trust is an important management issue and is working to improve (Of whom)
H Number of Outside Directors 5
the management foundation for that purpose. Number of female Directors. 1
Ratio of female Directors 7%
o ) ] ) ) H Attendance rate at Board B Number of Board of
Transition to a company with audit & supervisory committee of Directors’ meetings Auditors’ meetings held
General Meeting of Shareholders 08., 12 times
Election/dismissal Election/dismissal Election/dismissal *Transitioned to a company

with audit & supervisory

Directors Audit Committee Auditor Outside Auditors  100%

5%
3 <. supervision .
32 , Collaboration m Attendance rate at Board W Number of cases of
(=d= Recommendation . , . . .
8 < Management Board [iriaeo Report Audit of Auditors meetlngs Whlstleblowmg
Discussion by Directors and Accounting Collaboration
Executive Officers audit 100 O
% case
m Representative struetion
=] . o=
g = 2 Directors 382
o Q. 5] .
539 IREpelt g a *Transitioned to a company
Fa28 3 3 with audit & supervisory
® 5 = Each department - 23 committee in June 2020
= Internal audit
Internal
control Fiscal year covered: Fiscal 2020 (unless otherwise specified)
Code of Conduct, Behavioral Guidelines, Rules for Segregation of Duties and ?égﬁseélwal:;ep(;\,l,)on a non-consolidated basis (unless specified as

Authorization Procedures, Corporate Ethics Helpline
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7’ Overview of Business
w5 Results for the First Half ‘of
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M Net sales decreased owing to the spread of COVID-19.

Statements of Income

W Operating income, ordinary income, and profit attributable to

sales 19N

awooul Bunelado

decreased, too.

(Millions of yen)

Flour Milling
Food
Other

Total
Flour Milling
Food
Other

Total

Ordinary income

Profit attributable to
owners of parent

1H FY2020

Result

51,566
102,683
18,004
172,253
2,609
2,535
162
5,308

6,057

4,049

29.9%

59.6%

10.5%

100.0%

5.1%

2.5%

0.9%

3.1%

3.5%

2.4%

1H FY2021

VS. net sales Result

48,499
96,584
16,437

161,520

2,196
2,036
(50)
4,182
5,136

3,532

VS. net sales

30.0%
59.8%
10.2%

100.0%

4.5%
2.1%
(0.3)%
2.6%
3.2%

2.2%

32

YoY

Change

(3,066)
(6,098)
(1,567)
(10,732)
(413)
(498)
(214)
(1,125)

(920)

(517)

nippn

owners of parent

Change (%)

(5.9)%
(5.9)%
8.7)%
(6.2)%
(15.8)%
(19.7)%
(21.2)%

(15.2)%

(12.8)%



nippn
COVID-19 Impact on Business Results/Forecast

)) Overview of the first half of the current fiscal year

B Although demand for commercial-use products gradually recovered from month to month,

their sales decreased greatly because consumers refrained from going out and restaurants
refrained from operation.

B Sales of products for CVS, such as ready-made meals and delicatessen, were also lackluster
because of a decrease in the number of consumers purchasing at CVS, reflecting an increase
in working from home in addition to refraining from going out.

B On the other hand, sales of home-use products greatly increased because they fit consumer

needs, reflecting the shift to eating at home and demand for products for consumption at
home.

)) Forecast for the current fiscal year

B The impact of the COVID-19 pandemic is lasting longer than expected and the market
prospects are likely to remain uncertain until at least the end of the current fiscal year. We
forecast that it will take considerable time for the world economy and the Japanese economy

to shift to arecovery track and that recovery of demand for eating out and inbound demand
will be moderate.

B Demand for commercial-use products and ready-made meals and delicatessen is expected to
recover gradually, although it is not expected to return to the pre-pandemic level.

B Demand for home-use products is expected to stabilize in the second half. However, as new

life styles gradually take hold, demand for frozen food offering simplicity and convenience is
expected to remain robust.
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nippn

COVID-19 Impact on Business Results

1H FY2021

Overview of the impact

(Billions of Net sales Operating
yen) income

Flour (0 5) Decrease in shipment of wheat flour and fluctuation in sales

Milling 0.9) composition

Demand for commercial-use premix, dry pasta, and frozen food
decreased greatly because of sluggish demand from restaurants
and CVS, which were affected by consumers refraining from going
out and voluntary closure of restaurants.

Demand for home-use dry pasta and frozen food increased because
(6.5) (0.6) | of the shift to eating at home in line with the trend toward
consumption at home and consumer psychology predisposed to
stocking up.

Regarding ready-made meals and delicatessen products, Group
companies were adversely affected by sluggish demand for ready-
made meals at CVS in urban areas and in business districts.

Catering-related sales were weak because of sluggish demand due
(1.8) (0.4) | to voluntary closure and shorter opening hours of restaurants.
Sales of healthcare-related products were also lackluster.

(9.2) (1.5)
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nippn
Analysis of Factors for Changes in Net Sales

W Factors for changes in net sales (overall decrease of ¥10,732 million [(6.2)%])

(Millions of yen) (Millions of yen)

Decrease in the volume of wheat flour sales (600)
172,253 Impact of wheat flour price revision (2,400)
161,520 Warehouses etc. (100)
- - [Of which COVID-19 impact (900)]
150,000
Decrease in premix sales (1,200)
Increase in processed food sales 400
Increase in frozen food sales 1,900
100,000 Decrease in ready-made meals sales (4,000)
Increase/decrease in other food sales (3,200)
[Of which COVID-19 impact (6,500)]
50,000 Decrease in engineering-related sales (700)
Decrease in restaurant-related sales (300)
Increase in revenue from the real estate leasing business 300
Increase/decrease in sales of health food etc. (800)
0 ‘ [Of which COVID-19 impact (2,800)]
1H FY2020 1H FY2021 *The impact of the COVID-19 pandemic on consolidated net sales is

expected to total approximately minus 9,200 million yen.
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nippn

Analysis of Factors for Changes in Operating Income

W Factors for changes in operating income (overall decrease of ¥1,125 million [(21.2)%)])

6,000

5,000

4,000

3,000

2,000

1,000

(1,000)

(Millions of yen)

(Millions of yen)

= Flour Milling = Food = Other

5,308
162

1H FY2020

Decrease in the volume of wheat flour sales (100)
Cost-related (200)
Warehouses etc. (100)
[Of which COVID-19 impact (500)]
4,182
Increase/decrease in sales volume (500)
Cost-related and other factors 0
[Of which COVID-19 impact (600)]
Increase in revenue from the real estate leasing business 200
Health food etc. (400)
[Of which COVID-19 impact (400)]
1H FY2021 *The impact of the COVID-19 pandemic on consolidated operating

income is expected to total approximately minus 1,500 million yen.
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nippn

Analysis of Factors for Changes in Ordinary Income / Profit*

W Factors for changes in ordinary income [(15.2)%)]

1H FY2020 ordinary income

Changes in operating income

Foreign exchange gains/losses

Interest income/dividend income

Interest expenses

Changes in equity in earnings of affiliated companies
Others

1H FY2021 ordinary income

(Millions of yen)

" 5,308 4,182 > = (1,125)
54
92

22

(13)

49
(920)

x

W Factors for changes in profit* [(12.8)%)]

1H FY2020 profit*

Changes in ordinary income

Extraordinary income

Extraordinary losses

Changes in income taxes - deferred, etc.
Profit attributalbe to non-controlling interests

1H FY2021 profit*

* Profit attributable to owners of parent

LR

—
(294)

6,057 — 5,136 (920)

543
84

‘ H69

v

(517)
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nippn
Statements of Cash Flows

(Millions of yen) 1H FY2020 1H FY2021 Change

Operating activities 4,656 6,473 1,817
Investing activities (4,684) (7,264) (2,580)
Financing activities (533) (5,773) (5,239)
Effe'ct of exchange rate change on cash and cash 20 (124) (144)
equivalents

Netilncrease (decrease) in cash and cash (541) (6,688) (6,146)
equivalents

Cash and cash equivalents at beginning of period 30,085 31,012 927
Increage in cash a_nql cash equivalents from newly 171 o (171)
consolidated subsidiary

Cash and cash equivalents at end of period 29,715 24,324 (5,391)

« Major factors contributing to changes in cash flows from operating activities

= Increase in inventories, decrease in notes and accounts payable - trade, etc.
* Major factors contributing to changes in cash flows from investing activities

= Sales of investment securities, purchase of fixed assets, etc.
* Major factors contributing to changes in cash flows from financing activities

= Proceeds from loans payable and redemption of bonds, etc.
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FY2021 Performance Forecast

nippn

m Although the Company’s financial results for the first half of the fiscal year ending March 31, 2021 exceeded the
initial forecasts, the Company has left the forecasts of consolidated business results for the full year of fiscal
2021 unchanged because the impact of the COVID-19 pandemic is lasting longer than expected and the
prospects of the food market and consumer behavior are likely to remain uncertain until at least the end of the

current fiscal year.

(Millions of yen)
Flour Milling
Food

Other

Sales 1aN

Total
Flour Milling
Food

Other

awooul
Bunelado

Total

Ordinary income

Profit attributable to
owners of parent

FY2020

Result
102,621
204,399

37,818
344,839
5,657
4,865
578

11,101

12,740

8,941

29.8%

59.3%

11.0%

100.0%

5.5%

2.4%

1.5%

3.2%

3.7%

2.6%

FY2021

VS. net sales Forecast VS. net sales Change

100,000
209,000
36,000
345,000
5,400
3,300
300
9,000
10,500

7,000

29.0%
60.6%
10.4%
100.0%
5.4%
1.6%
0.8%

2.6%
3.0%

2.0%

39

(2,621)
4,601
(1,818)
161
(257)
(1,565)
(278)
(2,101)

(2,240)

(1,941)

YoY

Change (%)

(2.6)%

2.3%

(4.8)%

0.0%

(4.5)%
(32.2)%
(48.1)%
(18.9)%

(17.6)%

(21.7)%



nippn
Analysis of Factors for Changes in Net Sales Forecasts

W Factors for changes in net sales forecasts (overall increase of ¥161 million [0.0%)])

(Millions of yen) (Millions of yen)

= Flour Milling ®mFood = Other

400,000 Increase in wheat flour sales volume 800
344,839 345 ’ 000 Impact of wheat flour price revision (3,200)
Wheat bran price 100
Warehouses etc. (300)
300,000
Increase/decrease in sales volume 4,600
Increase/decrease in sales and other factors (1,800)
100,000
0

FY2020 FY2021



nippn
Analysis of Factors for Changes in Operating Income Forecasts

B Factors for changes in operating income forecasts (overall decrease of ¥2,101 million [(18.9)%)])

Milli f
(Millions of yen) (Millions of yen)

= Flour Milling = Food = Other

12,000 11,101 Increase in wheat flour sales volume 200
7 Wheat bran price 100
Cost-related (400)
9,000 Warehouses etc. (200)

9,000
Increase/decrease in sales volume (1,000)
Cost-related and other factors (600)

6,000
Increase/decrease in sales and other factors (200)

3,000

0 .

FY2020 FY2021



nippn

/Shareholder Return Policy

The Company intends to return profits to shareholders with a total return
ratio of 30% as a target by means of dividend payment and share buyback

FY2017 FY2018 FY2019 FY2020 FY2021
(Yen) Result Result Result Result Forecast
g Year-end 16.0 15.0 17.0 18.0 17.0
<.
o  Interim 7.0 15.0 15.0 16.0 17.0
>
o
?  Full year —2 30.0 32.0 34.0 34.0
Payo(‘j/z)ra“o 26.9% 31.5% 29.6% 29.1% 37.2%
Shareholder 37.3% 31.5% 112.2% 29.1% 37.2%

return ratio (%)

*1. Shareholder return ratio = Dividend payout ratio + Ratio of share buyback (share buyback/profit)

*2. 1-for-2 share consolidation and change of the share trading unit from 1,000 shares to 100 shares on
October 1, 2016
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This document includes details of the Company’s
current plans and performance forecasts. These
future plans and forecast figures are based on
information currently available as well as the
Company’s plans and projections. Actual results
and performance may differ materially from these
plans and forecast figures due to a variety of
conditions and factors. This document does not
represent a definitive commitment or guarantee by
the Company to achieve stated plans and forecast
figures.

Investor Relations Office
Accounting and Finance Div.
Nippon Flour Mills Co., Ltd.
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