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FY 3/2021 Financial Results and

Mid-Term Business Plan 2021 Review

* My name is Takashi Yano. | have been serving as CFO since April 1 of this year.
First, | want to review our FY 3/2021 financial results and Mid-Term Business Plan 2021.




I FY 3/2021 Financial Results Highlights 5

The results of steady implementation of strategy, combined with the impact of COVID-19 and
M&A (making KOIKE-YA a consolidated subsidiary) led to performance that outpaced the initial
forecast significantly

Y FY 3/2021 FY 3/2020 FY 3/2021
. Yen
Results YoY Change Vs. Initial Forecast | Vs. Revised Forecast Results Initial Forecast Revised Forecast
Revenue 506.1 +37.2 +7.9% +201  +4.1% +6.1 +12%
Operating profit 55.5 +143  +346%  +120 +27.7% +25  +48%
Profit attributable to 40.8 +115  +393%  +103 +339% +33 +89%
owners of the parent .
OP margin 11.0% +2.2pt - +2.0pt - +0.4pt
Profi ibutable f
Meoni 81%  +1.8pt - +18pt - +06pt
ROE 11.5% +2.5pt - +2.5pt
EPS (Yen) 392 +110  +39.3% +99  +33.9% +32  +89%
Adjusted EPS (Yen)’ 329 +51  +18.3% +48  +17.0%

* Adjusted EPS = (Operating profit = Other income & expenses — Income tax expense — Profit attributable to non-controllinginterests) / Average number of shares outstanding during the period (excluding 2
treasury shares)

Slide 2 shows a summary of financial results for FY 3/2021.

Revenue increased by 37.2 billion yen, or 7.9% year on year, to 506.1 billion yen. This marks the first
time we have surpassed 500 billion yen since we adopted IFRS.

Operating profit increased by 14.3 billion yen, or 34.6%, to 55.5 billion yen.

Profit attributable to owners of the parent increased by 11.5 billion yen, or 39.3%, to 40.8 billion yen.
Our results for revenue, operating profit, and profit attributable to owners of the parent were all record
highs.

In conjunction with these results, our operating profit margin and ROE were 11% and 11.5%,
respectively.

In addition to our steady execution of strategies at the stage we announced our initial forecasts, the
impact of COVID-19 and business combination of KOIKE-YA contributed to these results.

As a result, we are now well ahead of both our initial forecast and the revision we announced on
January 5, 2021.



I Revenue Results by Segment s

Sales increased in almost all segments, led by high double-digit growth overseas. Consolidated
sales reached the 500 billion yen level for the first time since the adoption of IFRS

FY 3/2021 FY 3/2020 FY 3/2021
For Ex Business - For Ex Business Initial
Results YoY Change Differonces  Differences Vs. Initial Forecast Differences  Differences Results Forecast

NISSIN FOOD PRODUCTS 2056 +43 +2.1% (0.4) (0.2%)
MYQJO FOODS 376 +1.0 +2.8% +1.0 +28%
Instant noodles 243.2 +53 +22% +0.6 +0.3%
Chilled and frozen foods 619 +48 +8.0% +24 +4.0%
Confectionery and beverages 56.9 +15.0 +35.7% +12.4 +27.9%
Domestic others 33 (0.8) (18.6%) 0.1) (3.4%)
Domestic total 365.3 +24.1 +7.1% +15.3 +4.4%
The Americas 709 +50 +7.5% (10.0) +149 +29 +4.2% (8.8) +11.7
China (incl. HK.) 482 +5.1 +11.8% (0.2) +53 +1.2 +2.5% (0.3) +14
Asia 127 +1.4 +12.5% (0.6) +20 (0.8) (6.3%) (0.7) (0.1)
EMEA 9.1 +1.7 +22.5% +02 +15 +1.6 +21.3% +02 +14
Overseas total 140.8 +131 +10.3% (10.5) +236 +48 +3.5% (9.6) +14.4
Domestic and Overseas total 506.1 +37.2 +7.9% (10.5) +477 +20.1 +41% (9.6) +297

Other reconciliations
Group expenses
Consolidated 506.1 +37.2 +7.9% (10.5) +477 +201 +41% (9.6) +297

* Results and initial forecast in China (including H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS CO., LTD. (located in H.K.) 3

Slide 3 shows our revenue results by segment.

Revenue from Domestic business increased by 24.1 billion yen, or 7.1%, to 365.3 billion yen.
Overseas revenues increased by 13.1 billion yen, or 10.3%, to 140.8 billion yen.

Excluding the 10.5 billion yen in negative impact from foreign exchange fluctuations, revenue from
Overseas business would have increased by 23.6 billion yen.

Our Domestic others segment experienced lower revenues stemming from the closure of the
CUPNOODLES MUSEUM due to COVID-19. Excluding this factor, revenue rose in all segments,
particularly in our Overseas segment, where we recorded double-digit growth.

Please refer to the Appendix for more on each segment.
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I Operating Profit Results by Segment

Except for the Americas, which was significantly affected by foreign exchange rates, all regions achieved
significant increases in operating profit, exceeding the initial forecast. Consolidated operating profit exceeded
the initial forecast by 12 billion yen, partly due to the impact relating to business combination (KOIKE-YA)

FY 3/2020 FY 372021

Results " . Initi i Results Ll
Forecast

NISSIN FOOD PRODUCTS 322 +46 +16.8% +42 +15.0%

MYQJO FOODS 32 +1.0 +452% +10 + 44 T%

Instant noodles 354 +56 +18.9% +52 +17.2%

Chilled and frozen foods 29 +15  +104.9% +1.2 +70.0%

Confectionery and beverages 33 +1.1 +52.2% +0.9 +39.1%

Domestic others 0.0 (0.9) (97.7%) (1.1) (98.1%)

Domestic total LAN:) +7.3 +21.3% +6.2 +17.4%

The Americas 40 (0.0) (0.8%) (0.9) +09 (0.3) (5.9%) (0.9) +086

China (incl. HK.) 58 +09 +18.4% (0.0) +09 +09 +17.6% (0.0) +09

Asia 41 +17 +69.8% (0.0) +17 +0.7 +19.8% +0.0 +07

EMEA 1.9 +08 +73.9% (0.2) +10 +0.5 +33.1% (0.1) +06

Overseas total 15.7 +3.3 +26.8% (1.2) +45 +1.7 +12.5% (1.0) +28

Domestic and Overseas total 57.4 +106 +22.8% (12) +118 +7.9 +16.0% (1.0) +889

Other reconciliations 40 +4.1 - +4.0 - (0.1) (0.1)
Group expenses (5.8) (0.5) - +01 - (5.4) (5.9)
Consolidated 555 +14.3 +34.6% (1.2) +154 +12.0 +27.7% (1.0) +130

* Results and initial forecast in China (including H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS CO., LTD. (located in H.K.) 4

Slide 4 shows our operating profit results by segment.

In the Domestic business, operating profit increased by 7.3 billion yen, or 21.3% year on year, to 41.6
billion yen. In the Overseas business, operating profit increased by 3.3 billion yen, or 26.8% year on
year, to 15.7 billion yen. Adding other reconciliations of 4.0 billion yen and group expenses of -5.8
billion yen, consolidated operating profit amounted to 55.5 billion yen.

Excluding the impact of exchange rate fluctuations of 1.2 billion yen, Overseas operating profit
increased by 4.5 billion yen.

After deducting the impact of foreign exchange, we recorded double-digit growth across all segments
with the exception of the Americas, which was impacted significantly by the depreciation of the
Brazilian real, and the Domestic and others segment, in which we began investing in new businesses,
as we will discuss later.
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I Impact of Non-Recurring Income and Expenses on Operating Profit, Year on Year

The impact of the KOIKE-YA business combination is +4.3 billion yen. We recorded no other major
property / goodwill impairment loss, and overall non-recurring income / expenses resulted in an impact
of +6 billion yen

FY 3/2021 | FY 3/2020 YoY Differences
bil. Yen Portion of Non-
Resuits Resuilts Recurring Income Main Components of Non-Recurring Income and Expenses

and Expenses

NISSIN FOOD PRODUCTS 322 276 +46 +0.2 (FY 3/2021) Impairment loss of property (0.1)

MYOJO FOODS 3.2 22 +1.0 +0.2

Instant noodles 354 29.8 +56 +04

Chilled and frozen foods 29 14 +15 (0.2)  (FY3/2021) Impact of liquidation of associate +0.3 (FY 3/2020) Impact of liquidation of associate +0.5

Confectionery and beverages 33 22 +1.1 +0.0

Domestic others 0.0 1.0 (0.9) +06 (FY 3/2020) Impairment loss of property (0.4)

Domestic total 41.6 343 +7.3 +0.8

The Americas 4.0 4.1 (0.0) +0.0

China (incl. HK.) 58 49 +09 +0.0

Asia 41 24 +17 +0.8  (FY 3/2020) Impairment loss of property (0.7)

EMEA 19 1.1 +08 +0.1

Overseas total 15.7 124 +3.3 +0.9

Domestic and Overseas total 57.4 46.7 +10.6 +1.8

Other reconciliations 4.0 (0.1) +41 +42 (FY 3/2021) Impact relating to business combination (KOIKE-YA) +4.3

Group expenses (5.8) (5.4) (0.5) +0.0

Consolidated 55.5 41.3 +14.3 +6.0

Results in China (including H K) are based on the cunsol\d_allu_n policy of NISSIN FOODS HOLD\I_\IGS Disclosure may differ from that of NISSIN FOODS CO., LTD. (located in H K ) 5

** +and () figures related to main components of non-recurring income and expenses represent gain and loss

Slide 5 shows the impact of the differences in non-recurring income and expenses. Here, we are
referring to other income and expenses which are a component of operating profit under IFRS.

The main factor was the 4.3 billion yen impact of the KOIKE-YA business combination, which |
mentioned at the beginning of my presentation.



I Impact of COVID-19 on Performance =

Despite the extensive and complex impacts, we have used certain logic to quantify these impacts.
As a result, we estimate the impact on revenue and operating profit to be +16.5 billion yen and
+10.5 billion yen, respectively

Approach (Logic) to Calculating the Impact of COVID-19 Impact by Segment
o + Differences between revenue results vs. plan FY 3/2021 Ref) FY 3/2020

P ized as the parent set for COVID-19 impact bil. Yen
Top-line impact recognize venue
5 L +  Calculated impact of COVID-19 by subtracting impact XD el I

(Revenue) N : N
clearly NOT attributable (e.g., introduction of strategic NISSIN FOOD PRODUCTS vog 153
new products) from the parent set
l MYQJO FOODS +1.4 +1.0
G I o _ Calculated by multiplying the top-line impact ) by L USRS
mpagb;irr:;jro it : the planned profit margin Chilled and frozen foods +1.7 +0.7
from net increase / Converted impact to total revenue based on planned Confectionery and beverages +0.7 +05
decrease in top-line revenue ratio, efc., to exclude the impact of Domestic others. (14) +02 0.1) (0.0)
profitability (reduced selling expenses, etc.) (s P © 5.2 w77
+ The Americas +9.6 +18
0 = In addi_tion to 9 we_ca\cu\ated the final profit impact China (incl. HK.) +0.5 +0.5
Other general py adding or subtracting the impact of cost Asia +0.1 01
profit impact increase/decrease vs. plan caused by COVID-19, EMEA
based on including selling expense control +1.0 +0.4
profitability changes + Impact of events occurring regardless of COVID-19 is Overssssliotal 113 +28
not included Domestic and Overseas total +16.5 +10.5
* Results in China (including H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS CO., LTD. (located in H.K.) 6

Slide 6 shows our analysis of the impact of COVID-19 on our financial results.

To date, we have disclosed the qualitative initiatives and the impact on quantitative revenue. However,
we have re-examined the impact related to our new business plan and the formulation of our business
plan for FY 3/2022.

The impact of COVID-19 has been extremely broad. Even looking solely at revenue, it has been
difficult to clearly separate and identify the impact of stay-at-home demand, the base increase due to a
new view of the value of processed foods, consumption in this era of the new normal, etc. However,
we have adopted certain logic to calculate the impact of COVID-19 on a segment-by-segment basis.

As a result, we estimate the impact on revenue to be +5.2 billion yen for our Domestic segment and
+11.3 billion yen for Overseas for a total of 16.5 billion yen. We estimate the impact on operating profit
to be +7.7 billion yen and +2.8 billion yen for Domestic and Overseas, respectively, for a total of 10.5
billion yen.

For our Domestic segment in particular, the profit impact was greater than the impact on revenue. This
was due to an increase in the sales ratio of standard high-profit products, our control of selling
expenses in connection with a change in the balance of demand and supply, and our avoidance of
other expenses.
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I Mid-Term Business Plan 2021 Results vs. Target

Profit resulted in significant excess of the target. Despite ups and downs due to market
conditions, market cap surpassed 1 trillion yen, which we redefined as a transitional target for
the fiscal year

Profit Target Market Cap Target
= Earning Power Centered on Core Businesses = Corporate Value in the Capital Market

bil. yen Revised FY 3/2021 (Share Price in yen)
Plan Results
May 12, 2020

10,000
Operating Profit 435 555 v 9,600
Ratio of overseas 28.3% 28.4% 9,000 Market capitalization: 1 trillion yen level

Mumber of shares outstanding
Adjusted* 31.6% v 8,000 (excluding treasury shares): 104 million shares.
Profit
atiributable to owners of the parent 305 40.8 v 7,000
i - May 12, 2016
Adjusted EPS (yen) 281 o 6.000 Mid-Term Business Plan 2021 announcement
5-year CAGR - 18% v ' v
ROE 9% 1.5% v 5,000
T R R S

Avg. payout ratio - 40% v & g P @ F P F
Value after deducting COVID-19 impact and impact from other income and expenses
Adjusted EPS = (Operating profit = Other income & expenses — Income tax expense — Profit atiributable to non-controlling interests) / Average number of shares outstanding during the period 7

(excluding treasury shares)

Slide 7 provides a summary of our Mid-Term Business Plan 2021, which we completed in FY 3/2021.

We pursued two main targets under this mid-term plan. The first was our profit target, which we
referred to as earning power through operations centered on our core businesses. The second was
our market capitalization target, which we referred to as corporate value in capital markets, redefining
as a transitional target in our financial results announcement of May 2019. Thanks to the positive
feedback received from our stakeholders during the COVID-19 pandemic, we achieved both targets.

With respect to our profit target in particular, not only did we surpass the revised target announced in
May 2020, but we also surpassed the initial target we announced five years ago.

Please refer to the Appendix for updates on the strategies we have been pursuing, including our CUP
NOODLES Global Branding efforts.
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I Environmental Changes and Future Business Assumptions

In an era of dramatic change in the business environment, we must pursue a unique CSV
management, backed by corporate resilience and disruptive innovation

+ The high frequency of pandemics + Emergence of other environmental + Dramatic, rapid changes in existing

such as COVID-19 has led to an and social issues: Deterioration of industrial structures due to
era of continuous paradigm shifts the natural environment, warsening technological innovation =

Major Changes food situation, social welfare issues Disruption is becoming

in the Business « To achieve sustainable growth, we + Fundamental change in the commonplace

Environment must strengthen resilience in three perception of corporate value: From = An era in which the lifespan of a

directions: our value chain, our Shareholder Capitalism company depends on continued
talent, and our capital to Stakeholder Capitalism exploration in addition to CSV

management and exploitation

| | }

Future Corporate Resilience CSV Management Disruptive Innovation
Business

Qssumptions Exploitation Exploration

The ability to transform continually in response to environmental change and business
plans premised on change will become more important

Slide 8 describes our key assumptions based upon which we approached our future business plan,
now that we have completed our Mid-Term Business Plan 2021.

First and foremost, we recognize the importance for building even greater resilience, which is a lesson
that COVID-19 has taught us all. This recognition comes on top of our underlying assumption of CSV
management, which aims to create solutions for environmental and social issues arising from a
worsening natural environment, etc., while simultaneously creating economic value.

Moving forward, our business will demand that each group company pursues CSV management on its
own, while we engage in CSV management, backed by resilience disruptive innovation. The role of
our business plan, oriented toward change and transformation, will be important in achieving this
vision.

Next, CEO, Koki Ando, is going to discuss our new business plan based on this understanding.
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NISSIN FOODS Group
. Mid- to Long-Term Growth Strategy

Making a leap ahead in corporate resilience and pursuing CSV management
by creating new food cultures

EARTH ey 11, 2021
F O O D NISSIN FOODS HOL;)tINGkE;CdO.., ;_;’;)7
CREATOR o

* My name is Koki Ando, and | am the representative director, president and CEO. Thank you for
participating in our financial results presentation today. While the situation regarding COVID-19
remains unpredictable, we successfully completed our Mid-Term Business Plan 2021, which covered
the five-year period beginning FY 3/2017. | believe we have fulfilled our responsibilities with respect to
this plan. However, every one of our goals, including our market cap target, are transitional targets.
We must continue to pursue further growth, taking on the challenges of a new business plan to
embody the words of our founder, who said, “Growth is a path without a summit.”

* Today, | want to discuss our Mid- to Long-Term Growth Strategy; our new business plan looking
forward over the next ten years.



Fundamental Change
in the Perception of Corporate Value

The environment has changed significantly since we formulated our Mid-Term Business Plan 2021
five years ago. The most significant change was perhaps a fundamental shift in the perception of
corporate value. The challenges we face as managers only continue to increase, but we will consider
all possible options as we head into the future.

Our Mid-Term Business Plan 2021 defined a target for market capitalization, focused strongly on
shareholder value. Today, we live in an age where it is important to coexist not only with shareholders
and consumers, but also with other stakeholders such as employees, business partners, and local
communities, as well as the global environment. This is what has led us to ESG and the SDGs.

| believe the concept of Creating Shared Value (CSV), first proposed around 2011, is no longer the
domain of a few leading companies, but a basic premise for all companies.

As expressed in spirit of our founder, known as Shoku-soku Se-hei (Peace will come to the world
when there is enough food) and Shoku-so Isei (Create foods to serve society), NISSIN FOODS has
practiced CSV management since our inception. Times have changed drastically since that time of
post-war famine. We believe that now is the time to create a unique NISSIN FOODS Group-style CSV
management for the future. The NISSIN FOODS Group will focus on the world of well-being, on
environmental issues, on resilience, and on digital transformation. We will solve problems through our
businesses.

10



I NISSIN FOODS Group CSV Management

Ry

To achieve sustainable growth while solving environmental and social issues as an

Enduring
Values

B E M F

Peace will come to the world
when there is enough food

ERER

Eat wisely for
beauty and health

“EARTH FOOD CREATOR?”,

constantly creating new food cultures through innovation.

+

R A 5 it EARTH Value
Create foods to
O . FOO D Four Attributes
Z%E®  CREATOR e
F m‘.c:‘-ba(f’n Joris are H C‘e \
a sacred profession -

Slide 11 shows a summary of the NISSIN FOODS Group mission, vision, and values.

When we moved to a holding company structure about ten years ago, we adopted our vision to be an
EARTH FOOD CREATOR, based on the spirit of our founder. The underlying foundation of this vision
is to create happiness through new food cultures, just as the instant noodles invented by our founder

has done.

In this age of stakeholder capitalism, we believe in providing deliciousness to the people, to society,
and to the world in the spirit of Shoku-i Sei-shoku (Food related jobs are a sacred profession). We
practice Bi-ken Ken-shoku (Eat wisely for beauty and health) on a global level by spreading new food
culture through deliciousness, and we will embody Shoku-soku Se-hei and Shoku-so Isei on into the

future.

By pursuing the creation of food for the world, engaging in creative and unique work on a daily basis,
and continuing to provide happiness to people around the world through food in the global sphere, we
will embody our vision as an EARTH FOOD CREATOR, delivered through CSV management. We
also strive to ensure that these four concepts are firmly rooted in the DNA of our employees and

management team.

11
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I Growth Story for the Mid- to Long-Term

Three Mid- to long-term growth strategies for achieving our vision and sustainable growth

Roadmap to Achieving Our Vision 3 Growth Strategy Pillars # 2 # % ss st x @@ s &5 28
EARTH Good for am Good for P and Good for
Hall ; )
) FOOD People Society =/ the Earth
Economic Value Targets CREATOR
e Sustainable profit growth
« Efficient use of capital B <
» Safe use of debt Leap Pursue New Businesses %
® Stable shareholder returns .
Forward Co-create foods of the future with food science n o
Become a company that provides food and -\
health solutions through technology EARTH FOOD )
) CHALLENGE 0
Sustainable =
Leverage business foundation, 2030
customer base, and growth capital A challenge 1o utilize finite 3!—1
n i resources effectively and 3
Improved Strengthen Cash Generation reduce the impact of climate o
Capabilities of Existing Businesses change =
Make a significant shift in our profit portfolio Q
through aggressive growth in Overseas and .:_":‘
Non-Instant Noodles Businesses, while Q
@ | | pursuing sustainable growth <
Mid Leng
Term Term
12

Having achieved our Mid-Term Business Plan 2021, we will now push forward to achieve unique
NISSIN FOODS-style CSV management. Our strategy here is threefold.

First, we will (1) Strengthen cash generation capabilities of our existing businesses to further drive and
improve value in our existing businesses. This is our strategy to achieve sustainable growth while
expanding our business portfolio.

The next strategy is (2) EARTH FOOD CHALLENGE 2030.This is a strategy to increase our ability to
coexist with the environment, extending the life cycle and sustaining the value of our businesses. This
is an essential part of our corporate activities, and we will continue to address environmental issues in
a proactive manner.

Our third strategy is (3) Pursue new businesses, creating foods of the future that change the very way
food is consumed.

This explanation deals with new businesses in particular; however, our competitive advantage, in
addition to our marketing and innovation brand power, lies in our competitiveness as a Food Tech
Company based on the processing technologies we have developed over the years. These factors will
support our three growth strategies.

12



I Mid- to Long-Term Growth Strategy 2030 =

Pursue sustainable growth while shifting our profit portfolio in a major way toward aggressive
growth of Overseas Business + Non-Instant Noodles Business

Long-Term Targets, Profit Growth Levels, and Strategic Direction

Profit growth Another Leap Forward
and portfolio changes via New Businesses Deepen Cup Noodles Global Branding: Clarify

and establish core values among young people
(Generation Z and beyond); clarify competitive

T‘he Leadmg Company advantages by region
in the High-Value-Added Market Devel |
Sustained Growth in evelop operational strategies that match the
Approx. High-single Digit to market, the competitive environment, and our
the M|d-5|ng|e D igit 459, Double Digit Growth own competitiveness; improve into firm group
profit growth drivers
P ApProX Build a Second Profit Pillar Leverage growth and profitability improvement
Overseas Business 58% Next to the Instant Noodles Business in each business, focusing on added value by
. 15% pursuing group synergies on both the supply
Domestic Non-Instant sooroe. 10% Growth in the and demand sides
Noodles Business = ? High-single Digit Range
Domestic Instant Approx EErE Deepen efforts to develop demand, penetrate
Noodles Business 60% 40% A Century Brand Company brands, develop markets, and strengthen
Growth Rates Outpacing supply capabilities to continue to grow over the
Market Growth medium to long term, steadily increasing sales
and profits, even in mature markets

2020" 2030

Real operating profit growth rate, excluding the impact of non-recurring income and expenses and the impact of currency conversion to the yen during consolidation (defined by NISSIN FOODS HOLDINGS as a non-GAAP
indicator called core aperating profit; details to follow)

Figures for 2020 (FY3/2021) are approximate figures calculated by deducting Japan and other segment net loss and impairment loss, extraordinary gains, and other income and expenses, as well as the impact of COVID-18, 13
which was a significant factor in the profit increase over FY3/2020 through FY3/2021, from FY3/2021 operating profit under the IFRS standard

This slide shows our growth targets for FY 3/2031, ten years from now. We also see here the basic
policy behind our strategies, mainly for our existing businesses.

Operating profit, excluding COVID-19 and other income and expenses, in our existing businesses was
about 46 billion yen in FY 3/2021. In ten years, we are aiming for 80 billion yen, which is approximately
double. This represents sustained growth in the mid-single digit range, with some fluctuations, as
growth may be 3% in some years and 10% in others.

Of our existing businesses, we believe that the largest growth will come from our overseas business.
Our current ratio of overseas business is about 30%, and we are aiming for about 45% by FY 3/2031.
We envision operating profit of about 35 billion yen in the overseas business, excluding other income
and expenses. As a top company in the value-added market, our aim is for double-digit growth, i.e., an
annual growth rate of about 10%. Our overseas business is divided into four major regions where we
will increase both sales revenue and operating profit: the Americas, China including Hong Kong, Asia,
and EMEA. In particular, our goal is to grow operating profit to the 10 billion yen level in each segment
represented by the Americas, China, and Asia.

Our strategic goal is to develop our Domestic Non-Instant Noodles Business into a second profit pillar,
accounting for about 15% of total sales by FY 3/2031. We have six operating companies that fall
under our current Chilled and Frozen Food Business segment and Confectionery and Beverages
Business segment. We estimate that these businesses will also grow to a profit of about 12 billion yen
in FY 3/2031, owing to mid-single digit profit growth.

We are striving for our Domestic Instant Noodles Business to become a Century Brand Company, and
we are charting a growth trajectory that outpaces the gross domestic demand level of around 2%. We
see steady growth even in mature markets, and stable growth via all manner of technologies and
marketing.

By FY 3/2031, our policy is to grow our existing businesses, including Overseas, Domestic Non-
Instant Noodles, and Domestic Instant Noodles, to a scale of 80 billion yen, and as shown in the figure
here. We will also make further progress through new businesses. This is a ten-year initiative, and
although the quantitative impact has yet to be finalized at this point, we believe we are fully capable of
seeing something extra type of contribution.

Further, we have not included M&A activity in the targets | just mentioned. However, we are
considering a net debt-to-EBITDA ratio of two times or less. We will consider a ratio of up to three
times opportunistically when conducting M&A.

Also, the impact of additional profits in any contingencyj, i.e., the impact of resilience, is not factored
into this plan.

We will explain the measures to achieve each of these targets the next and subsequent slides.
13



Growth Strategy [lll Strengthen the Cash-Generating Capacity of Existing Businesses @

I Overseas Business Growth Driver: Deeper Global Branding

Further clarify and establish the competitive advantages of CUP NOODLES by core value and by
area; CUP NOODLES has reached a stage to be regarded as a global brand

Global Branding Path Direction of Future Growth

Rise to the stage in which we reach beyond
billion-dollar-brands, aiming for

@np

L CEnlf: il
) DOUb_le'B'!l'on'D°llar Brand Europe North and Central America
* RelalSdless rapss, 200 bl yen Authentic Asia Innovative Premium
(overseas sales: approx. 80 bil. yen)
- Shareof Sales: 2 10% Eorves te A1l e
« No. of Sales Regions N ASGEONSEIEIRY 3
100+ countries Diversifi- i —
cation ““sf% % E a
= =y
Integ- Core Value ﬁ
ration n : %
/ China and Asia South America
.L°‘t:.a" Advanced Quality Unique and Variety
i 220N Safe and secure, with abundant Unique and varied flavors not
ingredients and delicious quality found in bag-type instant noodles
~ Mid-Term ~Mid-Term Mid- to Long-Term arkal) Sntodng ¥ Suront ;
Plan 2016 Plan 2021 Growth Strategy
* NISSIN research 14

The growth driver for our Overseas business will continue to be the global branding of CUP
NOODLES. Today, we sell CUP NOODLES in more than 100 countries around the world, with retail
sales of approximately 200 billion yen. Sales in Japan alone reached 100 billion yen in FY 3/2020.
CUP NOODLES has reached the status of a global brand where we can aim beyond the billion-seller
KPI to the double-billion-dollar brand level.

We optimize CUP NOODLES to the market environment and consumer preferences in each region. In
this way, we establish competitive advantage for CUP NOODLES that extends to local brands in each
region.

For example, in EMEA, we have created a lineup of new products that offer the authentic taste of Asia
under the concept of Authentic Asia. In North and Central America, we are shifting from products in
the popular price range to premium products under the concept of Innovative Premium. We are
beginning to see positive results with STIR FRY and FIRE WOK products becoming hot sellers. In
South America, we are developing unique flavors not found in bag-type instant noodles, pursuing the
concept of Unique and Variety. And in China and Asia, Advanced Quality is our message as we
provide safe, secure, products with abundant ingredients and delicious quality.
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Growth Strategy [l Strengthen the Cash-Generating Capacity of Existing Businesses
I Overseas Business G IR TSI 1) The Leading Company in the High-Value-Added Market

Develop brand strategies into operational strategies in line with the stage of each market and
business. Aim for further high growth by utilizing M&A as well

+ Leverage high quality and
“made inffrom Hong Kong" to

Maintain the growth

Engage in a brand strategy around high- pursue sales growth in the Pursue a Premium Shift
momentum developed quality, high-value-added Asian concepts mainland focusing on $1+/unit
through Mid-term Business and an area strategy conscious of the + Leverage alliances and products through strong

mosaic market (different market pursue profit opportunities marketing and operational
Plan 2021 and make further characteristics between countries) through multi-category in strategies; create a game-
progress regions where we already changing, stable

have a strong presence foundation for profits
FY 3/2021 exc OVID-18
el Eiony e -
==
op cAGR [China | =

N o + 35.2% [ Asia

Revenue CAGR A= South
EY 316 100.9bilyen America
e i + 5_1 LTA + East: Pursue cross-regional products, expertise, - | I3

and a shared business foundation; drive growth
while improving profitability as a unified region

OPM Improvement Leverage our overwhelming leadership position

e + India: Aim for exclusivity in the cup-type instant in Brazil for further leaps ahead in the Instant
Y 3/16 28 A 7 Opt noodle market through an expanded sales platform Noodle Business and transition to multi-category,
f -Up! using CUP NOODLES growth and the pursuit of expand our business in South America and

alliance opportunities by leveraging Mini-cup maximize profit growth over the medium term

FY3/2016 reflects J-GAAP standard

China (including H.K.) strategy and related targets, financial results forecasts are established independently by NISSIN FOODS HOLDINGS 15

Around the core of global branding, as | must mentioned, we intend to expand our operations in
accordance with the competitive environment in each region and the stage of our company. To put it
simply, we will maintain the growth momentum we built throughout Mid-Term Business Plan 2021.
Under our mid-term business plan through FY 3/2016, we continued to make upfront investments by
placing priority on regional expansion. Over the five years of Mid-Term Business Plan 2021, we
achieved significant growth, mainly in terms of profits. Profits of less than 3 billion yen five years ago
are now 15 billion yen. Profits excluding the impact of COVID-19 have exceeded 12 billion yen, and
we have entered a high growth mode with a five-year CAGR of over 35%. Until now, the contribution
of our Overseas business has been relatively small. However, this business will become a strong
driver of group profit growth in the future.

Moving forward, we will make concentrated investments in the growth areas of each geographical
region, including investments in CUP NOODLES.
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Growth Strategy [l Strengthen the Cash-Generating Capacity of Existing Businesses
I Domestic Non-Instant Noodles Business @GEESEITTETITIITI) second Profit Pillar

Leverage growth and profitability improvement in each business, focusing on added value by
pursuing group synergies on both the supply and demand sides

Make steady progress toward building a second profit

pillar while improving profitability + Provide value to diversifying dietary needs, offering broad

coverage in terms of customer segments and eatin
Brands g 9

= A future driver of domestic profit growth g opportunities (Breakfast, lunch, dinner, snack, Plus1/ From
b youth up to senior segments)
=
T ) + Horizontal rollout of food technologies cultivated in the
oP
margin Confectionery and .g’ R&D Instant Noodles Business. Strong competitive advantage in
Beverages 3 terms of functional value
¥ profitcacr +16.8 3
+16.8¢ . .
rI:;It COVIDA9 +20.4% 4 Vision for ‘g. + Total optimization: Reach beyond joint purchasing of
2030 w Supply Chain ingredients, with a view to shared resources across everything
6% 33 Infrastructure from production infrastructure to sales
g + Accelerate overseas development, focused on China currently
28 W
\'\‘9“ pat - + Snack foods and cereals: Pursue expansion of scale with
5 ; .
4% a attending profitability through flexible and ongoing
3 c::nfe;:tiona_r:y development of leading-edge products and categories
13 20 < B
: - f = usiness
Chilled and Frozen Foods E' « Capture white spaces in rice cracker products through regional
2% () OP (bil. yen)* ProfitCAGR +2 3. 3% o expansion
FY 37; . C- Incl WID-1 .9%
F: :i: :'::‘ijfg 0.7 el COVID-19 +30.9 'g? . + Focus on frozen foods and lactobacillus beverages, which
FY 3116 J-GAAP H c;'c:g:: f;::;f:e: we expect to continue to have high market potential
0% :e‘ sales / = Business " 9 + Drive sales in No.1 segments based on increased production
30 50 70 gp Revenue capacity; expand user base
* Operating profit for FY3/2021 and other incame and nan-recurring inc profit
** With the acquisition of KOIKE-YA as a consolidated subsidiary, we aim to increase an awareness and Therefare, we have split out the Confectionery Business figures from consolidated full-year forecasts. 1 6

Beginning with FYS/2022 As a resut,our Beverage Business has besnincorporatedinto the Chiled and Frozen Foods uinaas. Wandl manage and provide explanations for this organization under the Chiled Foods, Frozen Foods, and Beverage Business

» This slide references our current Chilled and Frozen Foods segment and Confectionery and
Beverages businesses segment. We have termed these our Non-Instant Noodles Business to reflect
our strong desire to make a shift in our portfolio. In terms of profit, these businesses still represent a
scale of about 5 billion yen overall. But, as we continue to refine our No.1 sellers in each region, we
continue to grow profits steadily. Over the past five years, each No.1 product has grown approximately
20%, even when excluding the impact of COVID-19. Our strategic goal is to grow the profits of these
businesses to over 12 billion yen in FY 3/2031, developing them into a pillar that will account for about
15% of our total profits in 10 years.
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Growth Strategy [l Strengthen the Cash-Generating Capacity of Existing Businesses
Domestic Instant Noodles Business M) A Century Brand Company =

Deepen efforts to develop demand, penetrate brands, develop markets, and strengthen supply
capabilities to continue to grow over the medium to long term, steadily increasing sales and
profits, even in mature markets

‘ o Initiatives for Sustainable Growth
Changes in e
Operating Profit’ ‘351 o ot &

Implement consistent target marketing based on demographics
Demand and changes in consumer awareness. Maintain and expand our fan
Development base while creating new demand (youth/ seniors / women / price-
conscious consumers)

! mpact |
cAGrR+2.6% T
Incl. COVID-19 +6.8% 6.3 !

. Achieve advanced brand communication by developing
Toward e measures that closely tie TV commercials, social media, and

25.3 bil. yen -
Sustainable Growth —— in-store communications
28.8 . sas . g
by Exploiting Four Initiatives

Market Seek new sales opportunities beyond existing channels and

et Gt t sales methods, seizing on macro trends as revenue
evelopmen opportunities
FY3/2016 FY3/2021 FY3/2031
Build an efficient system through standardization, sharing, and

Despite a declining population, soaring costs, and an SLEE intsgraion
i"c,gase in facm,ﬁ,?v;‘memém deg,emaﬁ;m related to Supply Capacity Beyond responding to the risks of inabilities to manufacture and
improving sustainability, we have continued to grow profits Supply Chain inabilities to transport, we will strive to transition to a structure
steadily over the medium term that generates profits in excess of associated cost increases

17

* Operating profit for FY3/2021 and beyond represents the deduction of other income and expenses as non-recurring income from operating profit

Our Domestic Instant Noodles Business consists of NISSIN FOOD PRODUCTS and MYOJO
FOODS. Here, FY 3/2021 operating profit amounted to 35.1 billion yen, or 28.8 billion yen when
excluding the impact of COVID-19. To put it simply, in the Domestic Instant Noodles Business, we will
continue to stimulate the market as the leader, achieving steady growth in both sales and profits by
outpacing market growth, even in a mature market with a declining population.



I Growth Strategy FA EARTH FOOD CHALLENGE 2030 2

Maximize our ability to coexist in harmony with the Earth to extend the life cycle of our existing
businesses significantly, while raising the stage of our Food Technology, one of our sources of
competitiveness, to a new level

Environmental Targets Toward 2030

NISSIN FOODS GROUP Environmental Strategy
EARTH FOOD Sustainable Palm Oil 100%
CHALLENGE Procurement Ratio ?
2030
For the Earth. For the Future
Water Usage
12.3m

AL LL
B L Total Waste Reduction A 50%
Effectively Use Resources Climate Change Vs. FY3/2016 (Japan) °

Reduction of CO, Emissions

o,
:Scopel1+2 vs Fy3z2019 £ 30%
Reduction of CO, Emissions A 159
:Scope3 Vs FY32019 °
See our website for more about EARTH FOOD CHALLENGE 2030 https://www.nissin.com/en_jp/sustainability/feature/efc2030/ 18

This is the NISSIN FOODS Group Environmental Strategy , EARTH FOOD CHALLENGE 2030, which
we previously announced in 2020. The Company announced CO2 reduction targets consistent with
the SBT, aiming for Scope 1+2 CO2 reduction targets for FY 3/2031 of 30% lower than FY 3/2019,
and a Scope 3 target of 15% lower than FY 3/2019. As of FY 3/2019, NISSIN FOODS Group overall
CO2 emissions amounted to approximately 410,000 tons. Were we to take no action, CO2 emissions
will continue to increase in line with business growth. However, we intend to bolster various initiatives
to keep emissions below 300,000 tons. In particular, we intend to take action on environmental issues
ahead of other companies to the greatest extent possible. We have positioned environmental

measures at a higher level as an important management issue, and we are engaging with these
issues actively.

The next slide and after describe our third growth strategy, Pursue New Business. This will be covered
by our COO, Noritaka Ando.
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Growth Strategy K}

Pursue New Businesses

* My name is Noritaka Ando, COO and president of NISSIN FOOD PRODUCTS. In today’s
presentation, | will discuss the third component of our mid- to long-term growth strategy, Pursue New
Businesses.
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| From a Time of Hunger to a Time of Satiety

Founding (1958) Current
Transformation in food

Food scarcity in early value and health effects Now, our immense waste

post-war Japan led to of food leads to
deteriorating health deteriorating health

It is time for us to evolve by
returning to our founding
spirit and purpose

Long Lines to Purchase Food

(Provided by : The Mainichi Newspapers) Wasted Food
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NISSIN FOOD PRODUCTS was founded 63 years ago in 1958. At the time, post-war food shortages
were causing increasing health problems. Our founder, Momofuku Ando, saw hungry people standing
in food lines, which moved him to develop a food easily accessible to everyone. This led to the
invention of instant noodles and the beginnings of the NISSIN FOODS Group. Our world changed in
2021. Today, advanced nations are in a time of food saturation in which excess food is thrown away.
We are also in an era in which increase in food consumption may lead to deteriorating health. We
must address this issue of satiety heading into the future.
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Problems With the Modern Diet

While the modern diet is richer and more abundant than ever, we see many
food-related problems, including obesity among men due to excessive
calories and hidden malnutrition among women due to inappropriate dieting

Excessive Calories Hidden Malnutrition

Increased mortality and medical costs Hidden malnutrition is a lack of
due to obesity and other lifestyle- calories and nutrients caused by
related diseases inappropriate dieting methods

More than 2 billion Calorie intake has decreased by

people in the world are N more than 10% compared to the
overweight or obese (*1) immediate post-war period
Obesity costs the world R Vegetable consumption among
US$2 trillion g - “ women in their 20s is about 40%

short of the target value

+ Obesity due to excessive intake of calories has become an issue with the modern diet, at a global
scale. It is a fact that more than 2 billion people in the world are considered overweight or obese, a
condition that increases their health risks. It is said that economic loss due to obesity exceeds US$2
trillion. At the same time, there is an increase in hidden malnutrition. This is when the body lacks
necessary calories and nutrients due to inappropriate dieting. This is also a serious issue.

» For example, although reducing calorie intake by 50% might make you thinner, that also means 50%
less of essential nutrients in your diet. It is said that the vegetable intake of women in their 20s is to be
40% short of recommended values.
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“To create a world where anyone can eat

whatever they want, as much as they want,
whenever they want”

+ After turning 40 myself, | have become more concerned about my health checkup results, and | am
taking care not to overeat. While there is a desire for people to eat whatever they want, as much as
they want, whenever they want, given the risk of obesity and my own health exam results, | felt that |
hadn't been able to enjoy my meals as much as | used to. Through these experiences, | came to the
conclusion that we should create a world in which people can eat whatever they want, as much as
they want, and whenever they want.
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O Sustainability

(e.g., plant-based meats, insects as food)

Future Food

® Well-being

(e.g., meal replacements, complete
nutrition meals, personalized meals)

We believe food tech has two main directions to head towards. The first is Sustainability, which is
listed at the top. The majority of the news related to food tech, including alternative meats and insects,
fall into this category of Sustainability. Our company is no exception. We are developing cultured meat
and steaks. The soy meat in CUP NOODLE—"Nazoniku™—is also classified as plant-based meals.
Today, my main message to you is about Well-being. Sustainability focuses on the issues of the
Earth’s health, the environmental impacts, and we must face these challenges from a food tech
standpoint. Meanwhile, Well-being refers to the impact on human beings and human health. This is
the perspective on which we should focus. We will continue to research and develop complete
nutrition meals and personalized meals that enhance Well-being.
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Traditional Idea of Balanced Nutrition Meals

Illustrative Purposes Only

While the idea of complete nutrition meals has existed, the lack of uptake by the world is due to the
difficulty in developing complete nutrition meals that actually taste good. Mixing in the essential
nutrients, such as vitamins and minerals, into foods result in bitter and astringent tastes. They do not
taste good, and they are not enjoyable. We believe the bad taste is the reason why complete nutrition
meals have yet to be accepted. There are products on shelves across the world that are understood
as nutritionally balanced meals. For example, existing shakes are made by adding milk or water to
powdered nutrients. These are meal supplements, and not really meals. Further, nutrients added to
pasta and other noodles are difficult to eat due to the bitterness and unpleasant flavors. Even further,
most of those nutrients are lost into the water during the cooking process. Cereal bar types also exist,
but these are more of a supplement than a meal.

We have endeavored to convert all manner of menu items, such as meals served at company
cafeterias, to complete nutrition meals. And we have succeeded in developing delicious complete
nutrition meals—which had been a challenge for us—that are impossible for consumers to distinguish
in taste from regular meals.
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The Challenges in Developing a Delicious,
Complete Nutrition Meal

@ Technologies to reduce salt while maintaining delicious taste

@ Technologies to reduce oil while maintaining delicious taste

© Technologies to reduce calories while maintaining delicious taste
O Technologies to mask harsh or bitter tastes

@ Preventing nutrient loss during cooking

We had to overcome five main hurdles in developing delicious complete nutrition meals. The first was
the technology to reduce salt while maintaining delicious taste. The second was the technology to
reduce oil while maintaining delicious taste. The human tongue is designed to experience
deliciousness when tasting salt and oil. Therefore, maintaining deliciousness with less salt and oil was
a very high hurdle. The third was how to reduce calories while maintaining delicious taste. The fourth,
as | previously mentioned, was how to mask harsh or bitter tastes, even as we add all of the essential
nutrients. The fifth was how to prevent nutrient loss during cooking. By applying the instant food
processing technology, we have developed over the past 63 years, we met all five of these
development challenges to create a delicious complete nutrition meal.
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| Technologies to Achieve Delicious Complete Nutrition Meals

(1) Technologies to reduce salt while (2) Technologies to reduce oil while
maintaining delicious taste maintaining delicious taste

Salt Reduction Manufacturing Method Mist/Air-Drying Production Method

Reduce oil without

0 . 0 sacrificing taste
Mixture of magnesium chloride (best ° \ Rather than frying noodles in
ingredient for salt reduction) and = oil, we mist lh_e surfa;e of the
spices to reduce salt without X noodles with a minimal
sacrificing taste amount of oil and
then dry using hot air

Analysis of Nearly 170 Types of Sait

(3) Technologies to reduce calories while (4) Technologies to mask harsh or bitter tastes
maintaining delicious taste (5) Preventing nutrient loss during cooking

Original 3LaverNoodle Nutrition Hold-Press Production Method
Manufacturing Method =

Reduce _calprles without /@ Vitamins, minerals, and other
sacrificing taste \ “ A nutrients with a bitter or harsh
B0 taste are packed inside

Dietary fiber used as a partial

substitute for wheat flour in the g B
central layer of the noodle J L Outer surface is covered with a

wheat-based layer
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« At this point, | want to discuss our instant food processing technology, which we believe is our
competitive advantage in creating delicious complete nutrition meals. The most common way to
reduce salt is to replace sodium chloride with potassium chloride, since sodium chloride is believed to
have adverse effects on the body. However, potassium has unpleasant tastes, making food
unpalatable. We solved this problem by using the unique Salt Reduction Manufacturing Method
adopted in CUP NOODLE Salt Off. To address the second problem, which is maintaining delicious
taste with less oil, we have adopted a Mist/Air-Drying Production Method, which we have used in CUP
NOODLE Light. This technology results in half the calories with the same delicious CUP NOODLE
taste. For example, we utilized this technology when cooking a pork cutlet, by reproducing the fried
pork cutlet taste without using much oil. The third technology is reducing calories while maintaining
delicious taste. Here, we adopted our Original 3-Layer Noodle Manufacturing Method used in CUP
NOODLE Nice and CUP NOODLE Salt Off. This method reduces calories by kneading dietary fiber
into a part of the central layer of the noodle. Finally, we solved the problem of masking harsh and
bitter tastes and preventing nutrient loss during cooking through the Nutrition Hold-Press Production
Method that we use in our All-in NOODLES and All-in PASTA products. Our complete nutrition meal is
completely different from All-in NOODLES or All-in PASTA, capable of replacing any meal. All-in
NOODLES does not provide complete nutritional balance. So, | want you to understand that we are
talking about a completely different product.
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NISSIN Delicious Complete Nutrition Meals Ver1.0

Men Women

Nutrient Intake Standards (Energy) . 1,650 - 3,050 kcal 1,650 - 2,350 kcal

Nutrient Intake Standards (Nutrients) . 33 Nutrients

450kcal - 650kcal 3.0g/meal

Salt intake standards (per meal) 650kcal - 850kcal  3.5g/meal

The NISSIN Delicious Complete Nutrition Meals provide a
balanced intake of PFC in line with dietary intake standards,
as well as nutritional balance, even at reduced calories

*1 Based on the Dietary Reference Intakes for Japanese, 2020, Ministry of Health, Labour and Welfare, for men and women aged 18-64
*2 Dietary Reference Intakes for Japanese, 2020, Ministry of Health, Labour and Welfare Salt intake based on Smart Meal standards
*3 Smart Meal standards from Healthy Meal and Dietary Environment Consortium Salt intake based on Smart Meal standards

We are calling the complete nutrition meal we developed “NISSIN Delicious Complete Nutrition Meals
Version 1.0.” This version is designed to meet daily essential nutrient requirements by providing
between 1,650 and 3,050 calories for men, and between 1,650 and 2,350 calories for women. In other
words, Japanese men and women between the ages of 16 and 64 can consume 1,650 calories to
meet all of their nutrient needs. Today, we are living in an age of over-calorie consumption. Our new
complete nutrition meals provide 500 calories per meal, and reproduces a set meal consisting of rice,
a main dish, and a side dish. In terms of nutrients, our Complete Nutrition Meals offer all 33 nutrients
specified by the Ministry of Health, Labor and Welfare in a well-balanced manner in one meal. We
have adopted the Smart Meal standard for salt content, which establishes a limit of approximately
three grams of salt per meal per 500 calories. It is very big challenge to achieve delicious tastes with
only three grams of salt per serving. However, knowing that saltiness is a key factor in taste, we have
reproduced delicious taste with less than three grams of salt.
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! Nutritional Comparison of NISSIN Delicious Complete Nutrition Meals

&

NISSIN Delicious Complete Nutrition Meals provide all 33 nutrients prescribed by the
Dietary Reference Intakes for Japanese in a balanced manner.

Generally Consumed Curry and Rice
PFC Balance
Energy 948 kcal

—— General Meny™

sait -
Equivalent 3.7 g Excessive®

Shamyacas  1+2 g c F

28 nutrients listed in Dietary Reference Intakes for Japanese

1,000

—— igeal Nuition Balance™ 1

—— Ganeral Menu® =

Fiio compasectio 100 cfthe ke imit when e uppes Inits idcaled

0 nsuficient Numenes
10

16 Excessive or
Insufficient Nutrients

Of the 33 nutrients provided in the Dietary Reference Intakes for Japanese,
excesses or deficiencies are noted for 18, such as magnesium, vitamin A,

vitamin B1, vitamin D

31 : Quanificabon of suficiency rate based an Dietary Reference ntakes for Japanese, male 3049 years ok, standard vales of activity level [=et Easee taaet oo

%2 : General  cumy and rigemition calculated under the supervision of a registered digttian

P —— ideal PFG Balance{Cuartified as 100)" '

Complete Curry and Rice
"a7% orr RELLAS Balance
P —— ideal PFC Balance{Quantified as 100"
Energy 50 0 Keal 150 Nissin Pratotype
100

saélquivalent 2 5 g 5 Protein, fat, and

- carbohydrates

g ideally balanced.
aturated

sFatty Acids 2-9 C F

28 nutrients listed in Dietary Reference Intakes for Japanese
1,000 = |daal Nutition Balance™ '
Nigsin Profotype
o compearecto 100 ofthe awer it when an ppes it e
10

All Required

Nutrlents Met

All 33 nutrients specified in the Dietary Reference Intakes
for Japanese can be consumed

i, PFC balance s the rafio compared 1o the median of reference vakiesiP:16.5% | F:25% ! C:57.5%) quansfied as 100.

» The NISSIN Delicious Complete Nutrition Meal is a new concept that provides a balanced intake of
PFC in line with dietary intake standards, as well as nutritional balance, even at reduced calories. One
example is our Curry and Rice. On the left is the data for a typical curry and rice served in a
restaurant. Calories are relatively high, at approximately 981 calories per serving. Curry roux is made
by adding oil or butter to wheat. The roux is served over rice, which provides a high energy level of
981 calories. Salt equivalent is also a little high at 4.6 grams per serving. You can see the PFC
balance of protein, fat, and carbohydrates. Here, again, a lot of oil is used, which raises the fat
content. Looking at the spider chart on the lower left, you can see that 24 of the 33 nutrients
prescribed in the Dietary Reference Intakes for Japanese are either in excess or deficient. Nutrients
such as dietary fiber, calcium, magnesium, vitamin B1, B2, vitamin D, and biotin are insufficient. On
the other hand, Complete Nutrition Curry and Rice provides 47% less energy and, at only 500
calories, tastes as good, if not better, than regular curry and rice. Complete nutrition curry and rice
contains 2.5 grams of salt, which is a 46% reduction. The PFC balance of protein, fat, and
carbohydrates is also perfectly balanced. The spider chart indicates that our complete nutrition product
provides all the necessary nutrients. Since complete nutrition curry and rice contains all 33 nutrients,
even eating this meal three times a day for 365 days will not compromise your health—all while
controlling calories consumed. In fact, these meals will actually improve your health.
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| The Impact of Consuming NISSIN Delicious Complete Nutrition Meals
(data from clinical trials)

Percentage of subjects whose health data improved after eating complete nutrition
meals offering balance between deliciousness and nutrition

0% 20% 40% 60% 80% 100%
*1 Body weight: Of 63 male subjects, 46 lost weight
"2 Body fat percentage: Of 32 male subjects, 20 with a body fat percentage of 20% or more 2020/10/31
decreased body fat percentage R
*3 BMI: Of 18 male subjects, 13 with a BMI of 25 kg/m, or higher decreased in BMI Published at the 27th Congress of the
"4 Blood pressure: Of 13 subjects with SBP of 130 mmHg or higher and/cr DBP of 80 mmHg . . ar
or higher, 10 experienced a decrease in DBP Japan Mlbyou Assoclatlon

* 5 Neutral fat: Of 62 male subjects, 37 experienced a decrease in friglycerides
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» This slide indicates what happens when consuming a NISSIN Delicious Complete Nutrition Meal. This
is the data from a clinical trial we presented at the October 31, 2020, meeting of the Congress of
Japan Mibyou Association. Weight loss was seen in 74% of male participants. About 62% of the
participants with body fat percentage of 20% or more showed improvement. Body fat of 20% is
generally considered to be a little overweight. BMI of 25 or higher is generally viewed as obesity level
1. A total of 72% of participants with BMI of 25 or higher improved in our study. In addition, 76% of the
participants with high blood pressure showed improvement. A total of 59% of male participants saw
improved neutral fat levels as well. We achieved these results by replacing 40 of the 90 meals
consumed at a rate of three meals per day for one month.

+ In addition to these results, we conducted five other clinical trials both inside and outside the company.
Each trial showed the same improvements in vital data.
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» This page describes the Metabolic Domino. Our understanding is that about 30% of all humans die
from infectious diseases such as COVID-19. In other words, about 70% of human beings on earth die
from non-infectious diseases, rather than from infectious diseases. The major causes of non-infectious
diseases are cancer, or the factors described in the Metabolic Domino effect here. Under the
Metabolic Domino Theory, when lifestyle habits become erratic, the first effect is obesity, leading to an
increase in visceral fat. An increase in visceral fat results in metabolic disturbances in the kidneys and
intestinal tract, occurring like the falling of dominoes. This, in turn, results in increased insulin
resistance. To this point, this has been a single one-way path. Now, the path splits into three.
Depending on one's constitution, we begin to see lifestyle-related disease symptoms such as
postprandial hyperglycemia, hypertension, or dyslipidemia. These symptoms lead to various causes of
death as the dominoes continue to fall.

» Our focus has been on the initial single one-way path at the head of the Metabolic Domino. In this
path, lifestyle habits become erratic, visceral fat grows, and insulin resistance increases. We believe if
we can prevent the dominoes from falling along this single path, we can prevent the progression of
lifestyle-related diseases that follow. If we can leverage complete nutrition meals to stop the dominoes
of obesity and insulin resistance from falling, we may be able to make pre-symptomatic disease
improvements and take measures in the pre-disease phase. Version 2.0 of NISSIN Delicious
Complete Nutrition Meals will involve work with Keio University to design complete nutrition meals
based on molecular nutrition that prevent the first Metabolic Domino from falling.
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Development of NISSIN Delicious Complete Nutrition Meals Ver 2.0 &
and Joint Research on Molecular Nutrition
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Professor, Department of Internal Medicine (Division of <r
Endocrinology, Metabolism and Nephrology), .
Keio University School of Medicine PTaneakl Nakagawa

: = rofessor, Department of
President, Society of Dentistry and Oral Surgery,

Keio University School of

Medicine

President, The Japanese Society of Hypertension
Director, Keio University Pre-emptive Medical Center for
Diabetes Mellitus (Concurrent)

Vice President, International Society of Hypertension

Authority on metabolic syndrome and lifestyle-related diseases
Advocate of the metabolic domino concept

Professor, Gastroenterology,

1988 Graduated, Keio University, and Assistant, Keio University
School of Medicine

1995 Visiting Fellow, Harvard University Beth Israel Medical Center
After returning to Japan, was Assistant of Keio Cancer Center,
Department of Internal Medicine

2008  Assistant Professor, Departmentof Internal Medicine,
Keio University School of Medicine

2013 Professor, Keio University School of Medicine
(Gastroenterology, Department of Internal Medicine)

Authority on brain-gut interaction and
molecular nutrition

1985 Graduated from Tokyo Dental College
1989 Completed graduate school at Tokyo Dental College
(Periodontology)
1990  Assistant, Tokyo Dental College
(Periodontal Disease Course)
1996 Lecturer, Tokyo Dental College
(Periodontal Disease Course)
1997 Visiting Assistant Professor,
University of Washington (Seattle, USA)
1999 Lecturer, Tokyo Dental College (Resumed)
2002 Professor, Keio University School of Medicine
(Department of Dentistry and Oral Surgery)
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* These are the individuals who will provide their cooperation in this project. Dr. Kitagawa is general
director of the Keio University Hospital. Dr. Itoh is the advocate of the Metabolic Domino concept. In
the video we watched, you saw Dr. Kanai. These doctors are all authorities on the correlation between
the gut and the brain, as well as experts in molecular nutrition. Including the cooperation of Dr.
Nakagawa of the Department of Dentistry and Oral Surgery, we will continue to develop version 2.0 of
NISSIN Delicious Complete Nutrition Meals in our efforts to approach the problem from the
perspective of molecular nutrition.
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NISSIN Delicious Complete Nutrition Meals Roll Out: ISSINg
Creating a Variety of Touch Points
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We are looking at five touch points across the span of about one year in the expansion of the NISSIN
Delicious Complete Nutrition Meals business. The first is subscription home delivery (D2C), shown at
the upper left corner. We are also developing an intensive illness prevention program that uses an
app. The second is to provide complete nutrition meal service at employee cafeterias and restaurants,
shown in the upper right. Health management has been gaining greater attention over the past few
years. We believe that it will be very meaningful for companies and for health management to provide
complete nutrition set meals. Next, number three at the bottom left is the development of support
programs for seniors to extend healthy life spans. Fourth is to convert instant foods such as CUP
NOODLE, CURRY MESHI, and daily lunch boxes to complete nutrition meals, sold through retail
outlets, convenience stores, grocery stores, drug stores, etc. These are the traditional sales channels
of the NISSIN FOODS Group. Fifth, as indicated at the lower right corner, is the smart city concept. In
addition to providing NISSIN Delicious Complete Nutrition Meals, we are looking into the potential of a
smart city project in which the city is designed from the beginning with technologies that accelerate
well-being.
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| Overview of Subscription Home Delivery (D2C) Business

Users can easily get Visualization of health

delicious, nutritionally- . : state management/
balanced meals 5 improvement

Easy I . Data analysis Vitals
i . ntensive -
ordering via rogram s through management
the app prog = algorithms via the app

Service to launch Second Half of FY3/2022 D Rrgferred
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This is an overview of our subscription home delivery (D2C) business. We are developing our own
app, and we hope to release a beta version in the fall. Using this app, consumers will be able to have
delicious, nutritionally balanced meals simply and easily. We are developing approximately 300 items
for the menu, and we are considering a menu of about 20 to 30 of these items for sale when the
service first launches. The mobile app will help consumers maintain and improve their health through
visualized information. The app will also help users manage the improvement of their vital data after
consuming Complete Nutrition Meals. The mobile app features an algorithm related to food, nutrition,
and health. We are developing an analytical model for food and health and this Al algorithm in
collaboration with Preferred Networks, a leading Al technology company. In the future, we will evolve
this algorithm to personalize meals for individuals.
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Employee Cafeteria Overview &
Supporting Employee Health and Health Management

’ .
Cafeteria Meal Delivery Cafeteria Management Provide Ingredients

Health Management Solutions Through Connections With Health Data
\4 Y \4
Improved Work Improved Employee
Presenteeism Productivit Satisfaction

Plan to Expand to 1,000-Employee /ﬁ,‘aﬁ\\ @
Businesses Scale After 100-Emp|oyee POC First Half of FY3/2022 Second Half of FY3/2022
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Next, | will discuss our employee cafeteria business. Health management has become a greater focus
for companies over the past few years. For example, | mentioned how we replaced 40 of 90 meals in a
month with Complete Nutrition Meals. Not only did vital data improve, but we also saw improvements
related to presenteeism, as confirmed in our clinical test results. Improvements related to
presenteeism result in better work productivity. This is a major benefit to companies. Further, by
accelerating health management, we believe companies can improve employee satisfaction. During
the first half or the second half of FY 3/2022, we plan to conduct a 100-person proof-of-concept test
using the corporate cafeterias of Iltochu Corporation and Ryobi Holdings based in Okayama,
progressing an urban development project. After this test, our aim is to build up the business to handle
corporate cafeterias having a 1,000-employee scale capacity.
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Senior Business Overview &
Support for Longer Healthy Life Spans Through Delicious Healthy Meals

e Cycle of Frailty
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This slide shows an overview of our senior business. The cycle of frailty described in the middle of the
slide is a very serious phenomenon for seniors. As this cycle of frailty progresses, the likelihood of
needing nursing care increases. First, there is sarcopenia, a phenomenon in which muscle mass
decreases as we age. When muscle mass decreases, our basal metabolism decreases as well. When
our basal metabolism decreases, energy consumption decreases. This leads to appetite decreases,
which leads to less food intake and more loss of muscle mass. We see increasing risks of falls,
fractures and chronic diseases, which result in the need for nursing care. This vicious cycle, typical
among the elderly, is called the cycle of frailty.

Complete Nutrition Meals for seniors are designed in the exact opposite of the complete nutrition
meals | explained earlier. Seniors have a lower appetite and eat less. NISSIN Complete Nutrition
Meals are designed to prevent the cycle of frailty by providing all the necessary nutrients and calories.
By stopping the cycle of frailty, we believe we can extend the healthy life spans of the elderly. We are
developing a program aimed at extending the healthy life span of the elderly. For example, we are
looking into lunch boxes, prepared foods, and instant foods for seniors.
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! Retail Sales Business Overview

Extensive menu ranging from lunch boxes to rice bowls,
noodles, prepared foods, and meal kits
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Next, | will address the retail sales business. This is the sales channel that we are currently
developing in our Instant Noodles business. CUP NOODLE, frozen foods, and other packages foods,
as well as boxed lunches sold in grocery stores and convenience stores, can all be converted into
complete nutrition meals. Further, we are looking at the needs for complete nutrition meals as meal
kits. We intend to develop these products over the course of the next year or so.
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Now, | want to discuss the fifth touch point, which is the smart city concept. We believe smatrt cities
can be designed from the start to offer an environment in which complete nutrition meals are
accessible across all touch points. For example, smart cities can provide cafeterias, food courts,
restaurants, supermarkets, delivery services, and other scenarios in which Complete Nutrition Meals
can be available without a second though on the part of the consumer. In this way, smart cities will be
more effective in enhancing well-being, and this is the type of city planning we want to be involved with
in the future. We plan to announce partnerships for smart city concepts in stages. For example,
beyond meals, we see the potential for more personal health tracking when consumers use clinics
within facilities. Another example is to develop a data platform to improve health by combining meals
and exercise programs for consumers who use in-facility gyms.
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(Food Access/Economic Disparities, Etc.)

Take on the Challenge to Solve Social Issues Through &
the Integration of New and Existing Businesses

- Examples of social issues to which complete nutrition food can contribute
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Here, | want to address synergies with existing businesses and our expansion overseas. We view
food deserts as a major issue. A food desert is an area not served by nearby supermarkets, etc., and
local residents have poor access to automobiles or public transportation. In food deserts, residents
have an extremely difficult time in obtaining fresh foods. Many people have pointed out that a
worsening food situation accelerates undernourishment and obesity, leading to health problems. This
concept originated in England and has become a social issue, particularly in Western countries. We
believe we can find a solution to this issue through Complete Nutrition Meals.

The food desert situation in the U.S. is attracting greater attention, particularly in the South Central
area. This is an area with no local large supermarkets. Fresh food is difficult to come by, and people
eat mostly processed foods, leading to unbalanced nutrition. But calories are available, even in this
environment, which results in excessive calories. Unbalanced nutrition causes obesity and other
conditions, raising the risk of lifestyle-related diseases. Even more, the disparities in the availability of
health insurance are on a level we in Japan wouldn’t think of. The ill cannot go for medical checkups
at hospitals and the mortality rate is only rising. On the other hand, CUP NOODLES and TOP RAMEN
are within the reach of billions of people every year. If we make these products into Complete Nutrition
Meals, consumers will have access to a new channel for complete nutrition. As this concept gains
traction, we expect to find solutions to the world’s food desert problem and other global issues.
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| Technology Search and Partnerships to Create Future Foods

Key Areas for Technology Search
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» Naturally, we will also look outside our own core technologies to open innovation for technologies we
lack. We will also explore a variety of technologies related to health measuring, health data, and
advanced materials. We are receiving advice from Scrum Ventures and UC Berkeley in this regard.
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| CRAIF - Collaboration Cases with Partners
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» As an example of open innovation, we are working with CRAIF, who has developed a microchip for
the early detection of cancer in microRNA from urine. We plan to collaborate with CRAIF to
accumulate health data using this microRNA. Our aim here is to utilize microRNA to develop new
analytical methods for pre-disease measures related to the early detection of lifestyle-related
diseases.



STEP 1

Prove the concept:
Delicious and complete nutrition meal

\ 2

STEP 2
Provide a personalized experience:
A complete nutrition meal that meets
the individual's health needs

» Our first task is to popularize the concept of Delicious Complete Nutrition Meals. The second is to offer
complete nutrition meals personalized for the individual.
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Japan is within reach of regaining its health.

Raising an awareness of health among

patients with metabolic syndrome is
a good start toward preventive medicine,
which has yet to be achieved on this planet.

Advocate Against Metabolic Syndrome
Authority on Adiponectin:

Professor Emeritus, Osaka University
Dr. Yuji Matsuzawa

* The photo you see here is of Dr. Yuji Matsuzawa, professor emeritus of Osaka University. He raised
awareness of the concept of metabolic syndrome in Japan between 2005 and 2006. In his words,
“Japan is within reach of regaining its health. Raising an awareness of health among patients with
metabolic syndrome is a good start toward preventive medicine, which has yet to be achieved on this
planet.” In other words, no nation on earth has established preventive medicine yet.
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#Japan as a nation on the cutting edge of preventive medicine

+ To make Japan a nation of preventive medicine, we propose the tag line, “#Japan as a nation on the
cutting edge of preventive medicine.” In this way, we hope to bring higher visibility to our Complete
Nutrition Meal Project. Many nutritional supplements are available on the market. But no product can
transform the food we eat on a daily basis into a complete nutritional meal. Developing pre-
symptomatic disease measures targeting people who are not yet sick, people who are currently
healthy, and those in good health is a new concept that we hope to explore more in the future.

* We plan to collaborate on projects with Preferred Networks, an expert in Al technology, the Keio
University School of Medicine, and other partners who will be part of the smart city plans we will
announce in the future.
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| Growth Roadmap and Investment Policy for Future Foods
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We plan to invest between 5% and 10% of our existing business core operating profit in new
businesses. For example, during FY 3/2022, our investment range will be between roughly 2.5 billion
yen and 4.5 billion yen. We have looked into examples of new business investment at other
companies, determining that the standard is between 5% and 10%. For IT companies, the standard is
around 20%. Therefore, we intend to engage in consistent investment at a level not be overly
burdensome for a food manufacturer. First, we will spend three to five years to popularize the concept
of Complete Nutrition Meals to the world. At the same time, we will take about five years to evolve our
Al algorithm. Beyond that, we will endeavor to build a platform for food and personal health data. We
will incorporate food personalization within this platform over the course of about 10 years.
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FUTURE

FOOD

CREATOR

Leading World Food Culture Through
Creativity and Food Technology
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This concludes my presentation about our new businesses. Our new businesses will communicate the
message that we are a FUTURE FOOD CREATOR, leading world food culture through creativity and
technology.

That is all for my part of the presentation. Next, Yukio Yokoyama, our new CSO this fiscal year, will
address our mid-to Long-term management strategy and FY 3/2022 management policies.
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Target for Sustainable Profit Growth

Core Operating Profit Growth Rate
for Existing Businesses

Mid-single Digit

My name is Yukio Yokoyama. | have been serving as CSO since April 1 of this year.

These figures confirm the numerical targets in our mid- to long-term growth strategy. As explained
earlier by our CEO, Mr. Ando, driving sustainable growth over the medium to long term through core
profit in the mid-single digits in our existing businesses is the central them of our economic growth.
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I Approach to Sustainable Profit Growth

We have defined core operating profit of existing businesses as an indicator showing the real
growth of our existing businesses, which serve as the foundation for growth investment. Here,
we have set growth in the mid-single digits as our core economic value target

MRS (QARR) Inclcators Sustainable Profit Growth

Costof sales, SGBA expenses
+) Gain on investments accounted for
using the equity method, other
income and expenses

Constant Currency Basis
Core Operating Profit Disruptive innovation causes growth
at a level not achievable for existing

businesses alone

Rev. Operating Profit

-) Other income
and expenses

c d
y
income/loss, etc., under J-GAAP. Gains on sale of real estate,

: loss on disposal of fixed assets, impairment losses, etc., and other
Core Operating Profit accounting or non-recurring lossesigains are deducted as non- o2°
(Company Total) core incomelexpenses .‘\e“’, R
" o\‘) QA Secure indications of
-) Impact of foreign Deductthe impact of yen exchange rate fluctuations during @ &% o profitability in 5 to 7
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To measure sustainable growth, we have adopted a new non-GAAP indicator.

First, we calculate core operating profit by deducting other income and expenses as non-recurring
income from operating profit based on IFRS.

Next, we deduct the impact of exchange rate fluctuations to measure growth on a local currency basis.

As explained earlier by Mr. Noritaka Ando, our COO, we intend to invest an aggressive 5% to 10% in
New Businesses. Therefore, to clearly separate and manage progress in these investments from the
performance of existing businesses, which represent the foundation of the same, we defined core

operating profit of existing businesses on a constant currency basis, calculated by deducting profit or

loss from new businesses. Our policy here is to generate growth for this figure in the mid-single digits.

Although new businesses will continue to undergo a period of up-front investment over the medium
term, we will determine a balance between earnings and potential by pivoting constantly, positioning
these businesses as long-term initiatives in driving overall growth.
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I Overall Picture of Mid- to Long-Term Economic Value Targets

We are committed to four Mid- to long-term economic value targets through CSV management:
(1) Sustainable profit growth, (2) Efficient use of capital, (3) Safe use of debt, and (4) Stable
shareholder returns

o Growth Potential

Core Operating Profit Growth
Rate for Existing Businesses

Mid-single Digit
Disciplined Awareness (constant currency basis) Disciplined and Appropriate
of the Cost of Capital Debt Levels

o Stable Shareholder Returns

Progressive Dividends
Flexible dividend increases aiming
for approx. 40% payout ratio and opportunistic
share buybacks in consideration of the market environment

@ Efficiencies © safety
Relative TSR >1x .
ROE (Return on Equity) (relative to TOPIX Foods) Net Debt/EBITDA ratio
10% over the Long Term < 2x

(flexibly consider up to 3x for M&A)
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Slide 50 shows an overall picture of our medium- to long-term economic value targets, or financial
targets, including the profit growth potential indicator | just discussed.

We will support profit growth potential through ROE targets for efficient use of capital and interest-
bearing debt levels that ensure stability. In this way, we embody our commitment to stable
shareholder returns.

We have never reduced our level of dividend payments in the past. Now, we have adopted a formal
progressive dividend policy, which is essentially the policy we have followed to date.

Under this policy, we will increase dividends in a flexible manner, targeting a payout ratio of
approximately 40%, which was the average payout ratio during the previous mid-term management
plan. At the same time, we will be opportunistic in conducting share buybacks in consideration of
market conditions.

In line with achieving the 1 trillion yen market capitalization target set in the previous mid-term
management plan, our five-year TSR was approximately 165%. This result was more than 1.6 times

Ry

higher than TOPIX food products, and we have adopted a relative TSR to continue in our commitment

related to value in capital markets.

Our policy is to pursue environmental value, mainly through EARTH FOOD CHALLENGE 2030, while

also pursuing social value in our existing and new businesses. As we achieve these non-financial
targets, we will also engage in NISSIN CSV management as part of this policy.

The preceding has been our presentation related to our mid- to long-term growth strategy.
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FY 3/2022 Management Policy and

Full-Year Consolidated Earnings Forecast

49

| (CFO Yokoyama) will continue with an explanation of our management policy and full-year
consolidated earnings forecast for FY 3/2022.
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Make A Fresh Start

* Our FY 3/2022 concept is Make a Fresh Start.

+  We will make a fresh start in FY 3/2022 as the first year of our new mid- to long-term growth strategy.
We intend to start quickly through three growth strategies, organizational reforms, and human
resource reforms.
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I Profit Levels: Launchpad for a Fresh Start

We have set 47 billion yen as the Fresh Start starting line after the reset of our core operating
profit of existing businesses base

This is the equivalent of double-digit growth versus core operating profit of existing businesses for FY3/2021, when excluding
COVID-19 impact

We aim to exceed the same indicator for FY3/2021 (including COVID-19 impact) by FY3/2024

Make
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As explained at the beginning of our presentation regarding FY 3/2021 financial results, FY 3/2021
was a year impacted heavily by COVID-19 and other income and expense recorded in conjunction
with making KOIKE-YA a consolidated subsidiary. Operating profit amounted to 55.5 billion yen,
including all of these factors.

If we subtract 4.9 billion yen of other income and expense included in the KOIKE-YA business
combination and 10.5 billion yen in impact from COVID-19 from this 55.5 billion yen in operating profit,
and then adjust by new business investment of 1.8 billion yen, we arrive at 41.9 billion yen in core
operating profit from existing businesses, as explained earlier.

We intend to reboot our profit and loss measurement based on this indicator, aiming to make a fresh
start in achieving core operating profit from existing businesses 47 billion yen, which represents
double-digit growth. From there, we plan to achieve growth in the mid-single digits over the medium to
long term.

As explained earlier, we plan to invest between 5% and 10% of core operating profit from existing
businesses into new businesses.
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I Major Earnings Forecast Assumptions

Beginning FY 3/2022, we will begin conducting management, making adjusting earnings
forecasts, and explaining earnings results based on the following three assumptions

Adoption of Organizational changes . Changes to
non-GAAP profit indicators for pursuing new businesses disclosure segments

Transferring New Business Development

Introducing core operating profit Dept. from NISSIN FOODS HD to Establish new businesses segment
as a core economic value target NISSIN FOOD PRODUCTS and split off Confectionery business
Shift from IFRS operating profit to *  Toefficiently leverage the business *  Toclarify the performance of new
indicators excluding other income and foundation of NISSIN FOOD businesses that require aggressive
expenses as non-recurring profit/loss PRODUCTS, the largest business in the investment/risk-taking
To measure sustainable profit growth not group * Re:‘independen?ce of the C°”’?Cli°”9’§’
affected by transient, non-core factors «  Toreflect achievements from the New business, we aim to further drive

such as impairment and extraordinary Business Development Dept. in existing synergies between businesses in

income businesses in a timely manner and to conjunction with making KOIKE-YA a
increase synergy consolidated subsidiary

1 ! !
+

Toward group performance management and presentation built around the
core operating profit of existing businesses
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Slide 52 shows the assumptions underlying our earnings forecasts, including the non-GAAP indicator
that is core operating profit from existing businesses.

In conjunction with these forecasts, we plan to establish a new segment for IR purposes called New
Businesses, beginning with FY 3/2022 financial results forecasts.

With KOIKE-YA becoming a consolidated subsidiary, we will move the Beverage Business, formerly
under the Confectionery and Beverages Business, to the Chilled and Frozen Food Business, making
the Confectionery Business its own segment for disclosure. In this way, we believe we will strengthen
the group synergies of our confectionery business.
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I FY 3/2022 Full-Year Earnings Forecast =

Aiming for core operating profit of existing business of 47 billion yen. We expect IFRS operating
profit to be between 42.5 billion yen and 44.5 billion yen, driven by aggressive investment in new
businesses within the range of 5% to 10%

Revenue 540 . 0 bil. yen + In principle this is revenue from existing businesses

. . * Non-GAAP Indicator: Operating profit - (other income and
Core Opel"atlng PI'OfIt Of expenses + profit (loss) from new businesses)

H Y H H + Equivalent of double-digit growth versus prior-year value when
EXIStIng Buslnesses excluding the impact of COVID-19

+ We assume that new business profit/loss will be 5-10% of core operating

operating Profit 42.5 ~ 44.5 bil.yen . profit of existing business

We assume no other income and expenses (e.g. impairment loss,
extraordinary gain)

Profit atributable to owners of the parent 31 _o b 330 bil. yen + Range-based forecast under the same concept as operating profit

« Number of shares (excluding treasury shares): 104 million shares assumed.
EPS 298 ~ 317 Yenishare i A
* However, we are exploring opportunistic acquisitions of treasury shares

* Yen-based presentation of earnings forecasts are based on actual exchange rates for FY3/2021 53

Slide 53 shows our full-year consolidated earnings forecast.

For FY 3/2022, we forecast revenue 540 billion yen, a double-digit increase of about 35 billion yen, or
about 50 bhillion yen excluding the impact of COVID-19. We also forecast core operating profit from
existing businesses to be 47 billion yen, based on the concept we introduced earlier.

Our policy is to achieve this level of profit for existing businesses. For new businesses, we will make
up-front investments within a range of 5% to 10% of core operating profit from existing businesses to
drive growth over the long term, rather than focusing on short-term profits. As we repeatedly pivot and
continue to expand, we will deduct between 5% to 10% of core operating profit from existing
businesses to calculate profit forecasts of operating profit across a range as indicated below. We plan
to continue providing financial results forecasts in this manner for the time being.
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I FY 3/2022 Forecasts by Segment =

Aiming for significant growth beyond FY3/2021 performance (when excluding COVID-19 impact)
across many segments

Revenue (IFRS) Core Operating Profit (Non-GAAP)
PY (FY 3/2021 Results) PY (FY 312021 Results)

bil.Yen FY3/2022 FY3/2022

19
Forecast Revenue G A YoY change Forecast oP
Impact c-19

Other Income Core c-19 Less
and Expense oP Impact c-19

YoY Change

NISSIN FOOD PRODUCTS 207.0 2028 +42 +21% 28.0 26.6 +14 +51%
MYOJO FOODS 375 36.2 +13 +36% 24 21 +03 +13.5%
Instant noodles 2445 J 239.0 +55 +2.3% 304 288 +16 +5.7%
Chilled / frozen foods and beverages 77.0 759 +11 +1.5% 30 25 +05 +19.7%
Confectionery 65.0 40.5 +245 +60.4% 31 23 +08 +34.0%
Domestic others. 25 (1.4) 4.7 22) (46.8%) 10 0.6 +04 +60.2%
Domestic total 389.0 360.1 +289 +8.0% 375 342 +33 +9.6%
The Americas 74.0 61.3 +127 +20.8% 39 22 +17 +75.3%
China (incl. H.K.) 55.0 476 +74 +15.5% 55 5.0 +05 +99%
Asia 13.5 125 +1.0 +7.9% 46 4.0 +06 +16.0%
EMEA 85 8.1 +04 +4.6% 15 1.5 +00 +21%
Overseas total 151.0 129.5 +215 +16.6% 15.5 127 +28 +22.4%
Domestic and Overseas Total 540.0 489.6 +50.4 +10.3% 53.0 ( 46.9 +6.1 +13.1%
Other reconciliations 0.1) (0.1)
(6.0) (1.0)
Group expenses (4.9) 4.9) (4.9)
Existing Businesses. 540.0 489.6 +504 +10.3% 47.0 ! ! 419 +51 +12.2%
(2.5) 0.7)
New Businesses (1.8) (1.8) (1.8)
~(4.5) o~ (2.7) -
45 +44 +11.0%
Consolidated 540.0 489.6 +504 +10.3% 40.1
~425 ~+24 ~+6.0%

* China (including H.K.) strategy and related targets, financial results forecasts are established independently by NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS CO., LTD.

(located in H.K.) 54

Slide 54 shows our forecasts by segment.

We forecast an increase in revenue across all segments, except for Domestic and others, which will
be affected negatively by the impact of COVID-19 on the CUPNOODLES MUSEUM, etc.

In principle, we forecast an increase in profits across all segments based on our figures after
deducting the impact of COVID-19 during FY 3/2021. This is in line with the level of medium- to long-
term growth potential we refer to in our Growth Strategy 2030.



I FY 3/2022 Financial and Capital Policies =

Based on the principle of progressive dividend payments, we will implement shareholder return
policies in combination with opportunistic share buybacks in consideration of market and
environmental conditions, while continuing to reduce strategic shareholdings

Cash Flow Shareholder Return
= Estimated cash flows from operating activities based on financial = Progressive dividends: we plan to increase dividends to 120 yen per share per year in
forecast is between 54 billion yen and 56 billion yen consideration of our dividend payout ratio. We also plan to pay a special 10 yen per share
« We are considering procuring resources to compensate for dividend during the first half of the year to commemorate the 50th anniversary of CUP
investment fund shortfall through cash and deposits, sales of NOODLE (full-year dividend of 130 yen per share)
investment securities, and various types of financing = Treasury stock: We have resolved to conduct up to 12 billion yen in share buybacks during
FY3/2022 (up to 1.8% of shares issued and outstanding)
. FY 3/2021 Actual ST Actual o Eygire Policy FY 312022 Pl
Operating CF Shareholder Returns ua Mid4erm BP 2021 S RoHCy H an
Dividend 130 yen per share Dividend/ Regular dividend: 110 yen P : | Regular dividend: 120 yen ]
54 ~ 56 (70 yen first half, 60 yen second half) e Commemorative dividend:  85~120 yen e | Commemorative dividend: |
bil. ven Expected 13.5 bil. yen in total 10 yen . : 10 yen i
Y + share buybacks B !
Payout ratio 3% Avg. 40% 40% target ! 41~a4% i
Cash b
Flow . m
\ Cross-shareholdings Policy
Cash and deposits Investment Budget = Policy to reduce overall holdings
Investment securities CAPEX « At present, we have achieved our policy to reduce holdings over two to three years by an
T T2 40 bil. yen equivalent of 20% compared to FY3/2020 (FY3/2021 Corporate Governance Report) ahead
of schedule

Financial CF Business Investment

Project-by-project « Policy to make additional sales targeting 10 billion yen over approximately the next two years

* The board of directors is consulted regarding continued holdings in accordance with internal investing rules

55

Slide 55 shows our financial and capital policies for FY 3/2022.

We expect to generate approximately 55 billion yen in operating cash flow for the current fiscal year.
After taking into account the proceeds from the sale of our strategic shareholdings, we intend to use
these funds as a source for shareholder returns, capital investment, and business investment. We will
use cash on hand, additional sales of strategic shareholdings, and other financing as necessary,
depending on the capital investment and business investment projects in question.

As a measure for shareholder returns, we plan to increase regular dividends by 10 yen compared to
the previous year, resulting in an annual dividend of 120 yen per share and demonstrating our
approach basic approach to progressive dividends. In addition, we plant to pay an interim dividend of
10 yen per share as a commemorative dividend celebrating the 50th anniversary of CUP NOODLE.
The total dividend will be 130 yen per share, and we expect the dividend payout ratio to be between
41% to 44%.

Another measure to return profits to shareholders is the share buyback program. Here, we have
resolved to conduct 12 billion yen in share buybacks during FY 3/2022. We plan to purchase the entire
amount in the market.

Regarding our scaling down of strategic shareholdings, we have already achieved the plan described
in our FY 3/2021 corporate governance report, which stated that we intended to reduce our
shareholdings by an equivalent of 20% compared to FY 3/2020 over a period of two to three years. At
the board of directors meeting held in April, we passed a new resolution to sell an additional 10 billion
yen over the next two years, continuing to reduce the volume of shareholdings.

This concludes our presentation for this financial results briefing.
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Appendix

l. FY 3/2021 Full-Year Financial Results
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I Revenue Contribution by Segment (YoY)

1 Full-Ye

FY 3/2020 Revenue

NISSIN FOOD PRODUCTS

MYQJO FOODS

Chilled and frozen foods

Confectionery and
beverages

Domestic others

The Americas

China (incl. H.K.)

Asia

EMEA

FY 3/2021 Revenue

Financia

Results

i (ForEx
468.9 pEERTY Differences)

43

+1.0

(0.8)
+50 (Fx-10)

+5.1

.
|

—

(FX-0.2)
+1.4 (FX-06)

+37.2
X -105* 17 (FXx+02)

&

Major Factors

Cup type (-1%).CUP NOODLE and DONBEI performed steadily, RAOH performed well Bag type (+8%):NISSIN KORE ZETTAI
UMAIYATSU and other Prime bag-type instant noodle category products performed well Others (+13%): CURRY MESHI and
other rice category products performed well

Cup type (-2%):New brand MEGAM! contributed, but CVS struggledin the Tokyo metropolitan area due to COVID-19

Bag type (+26%): Revenue increased due to strong sales of CHARUMERA MIYAZAKI KARAMEN. Also new brand MEGAMI
contributed

Chilled foods (+4%): Revenue increased due to strong performance of mainstay brands such as GYORETSU NO DEKIRU MISE
NOC RAMEN as a result of increased demand fram COVID-19 Frozen foods (+9%). Revenue increased due to stay-at-home
demand caused by the expansion of COVID-19 while commercial-use products performed poorly

CISCO (+8%): Cereals (mainly granolas) saw a significant revenue increase YORK (+4%): Higher revenues for 65ml PILKUL,
higher revenues for family-size TOKACHI NOMU YOGURT BonChi (-1%): Despite strong performance in PEANUT AGE and
KAISEN AGESEN, Sagaeya struggled in retail and other channels KOIKE-YA: As COVID-19-related demand has become the
new normal, existing products performed strong and revenue increased (newly consolidated from December)

Revenue decreased, mainly at NISSIN FOODS HOLDINGS

U.S. (+21%): Revenue increased due to strong sales of base products and premium products due to stay-at-home demand
caused by COVID-19

Mexico (+24%): Unit price increases and strong mainstay product sales of CUP NOODLES and U.F.O. resulted in increased
revenue

Brazll (+25%): Emergency benefit payments and COVID-19 drove higher demand for at-home consumption, leading to strong
sales performance and increased revenue

Hong Kong (+1%): Increasing at-home meals drive growth in sales of instant noodles; exports of bag-type insiani noodles also
rose. Wholesale business for MCMS was sluggish. Mainland China (+20%): Increased sales volume of CUP NOODLES and
DEMAE ICCHO. EASTPEAK TRADING (wholesale business) contributed to revenue growth, despite only just beginning sales
By descending order of revenue:

Thailand: Increased India: Increased Singapore: Decreased Indonesia: Increased Vietnam: Increased

Europe: Increased revenue due to strong performance of CUP NOODLES and Demae Ramen brands

Figures for year-on-year changes in sales of NISSIN FOOD PRODUCTS and MYQJO FOODS, which are indicated in the parentheses of each, are year-on-year changes in shipment value by manufacturer in each category,
and they are not year-on-year changes In revenue based on IFRS.
Results and initial forecast in China (including H.K_) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS CO., LTD. (located in H.K) 57
Comments and year-on-year change figures in Main Factors in the Americas, China, Asia and EMEA segments are based on revenue on a local currency basis
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I Operating Profit Contribution by Segment (YoY)

FY 3/2020 Operating profit
NISSIN FOOD PRODUCTS
MYOJO FOODS

Chilled and frozen foods

Confectionery and
beverages

Domestic others
The Americas

China (incl. HK.)
Asia

EMEA

Other reconciliations
Group expenses

FY 3/2021 Operating profit

021 Full-Year Financial

sults

" (For Ex
m bil.yen  pyg

Major Factors

§+ 46

| <o

1 +1.5

% +31

0.9)

(0.0) (Fx-0.9)

% +0.9 (FXx-0.0)
+1.7 (FX-00)
j +0.8 (FX-02)
% +4.1

| +143

| (Fx-12) (0.5)

+) Increased sales due to price revisions, lling and general and
- ) Increased depreciation costs at Kansai Plant, di ion costs, and ising
Operating profit increased due to higher sales volumes, inp and SG8A.

Chilled foods: Operating profit increased due to increased sales volume Frozen foods: Increased profits due to impact of
i les and i

CISCO: Increased profits of both cereals and confectionery due to increased sales YORK: Increased profits due to increased
PILKUL sales BonChi: Increased profits due to BonChi product sales growth and cost reductions KOIKE-YA: Newly consolidated
and profit i as gainon i for using the equity method

Decrease in profit, mainly at NISSIN FOODS HOLDINGS

U.S.: Operating profit increased due to increased orders through COVID-19 and strong sales of base products and premium products
Mexico: Increased profits owing to price revisions that absorbed growing costs incurred to address labeling regulations, as well as raw
materials expense increases due to a weak Mexican peso

Brazil: Increased profits owing to increased sales that absorbed three separate price revisions in raw materials expense (May, Nov,
Feb) due to high market prices and a weak Brazilian real

Hong Kong: Operating profit increased due to higher sales and cost reduction accompanying higher sales

Mainland China: Increased profit due to strong performance of mainstay CUP NOODLES series

By d

of profit for under the equity method) Thailand: Increased
Swung to ility Vietnam: losses India: Reduced losses Gain (loss) on

investments accounted for under the equity method: Increased

Europe: Increased profits Gain (loss) on in investments accounted for under the equity method: Increased profits

Impact relating to business combination (KOIKE-YA) (+4.3)

Results in China (including H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS CO., LTD. (located in H.K.)
All comments in Major Factors in the Americas, China, Asia and EMEA segments are based on operating profit on a local currency basis
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" Financial Result

&

Analysis of Operating Profit (YoY)

Woud jeuiBiew
10 2sERI08p/aSERIOU|

sasuadxa paxy
0 asealoap/asealau|

siayio

Revenue
(including the impact of change
in selling expense ratio)

CoGS ratio

Distribution cost ratio

Depr. & amort

Adv. expenses

G&A expenses

Gain (loss) on investment
accounted for using the
equity method

Other income and
expenses

Increase/decrease
in operating profit

[Method of calculating increase/decrease factors]

bil. yen
Decrease Increase . . .
Major Factors : Domestic Major Factors : Overseas
(Domestic) +8.1 + Impact of price revisions, increase in + Increase in sales across all regions, etc.
(Overseas) +38 sales, improved selling expense ratio,
) elc.
(Domestic) +0.5 + Decrease in raw malerials cosls, - Increase in raw materials costs, mainly in
(Overseas) (0.7) impact of brand mix, etc the Americas, etc
(Domestic) (1.4) - Higher distribution costs, etc. - Increase in distribution costs, mainly in the
(Overseas) .1) Americas, etc
(g:e"'es“‘:) 0.1) - Impact of Kansai Plant operations, etc. - Increase in advertising expenses in China
(Overseas) 0.1) (inclH.K.), etc.
(©omestic)  (1.9) I - Increased advertisement expenses, etc.
(Overseas) (0_2)
(g:e":::g +0.0 - Increased costs due to new consolidations, etc.
( ) 0.1) + Decreases due to review of expenses, decrease in group administrative expenses, etc.
(Domestic) | +0.2
(Overseas) +0.7 - Impact of liquidation of associate in the previous fiscal year (0.5), etc.
Impairment loss of property in this fiscal year (0.1)

(g:"‘es“c) +0.8 + Impairment loss of property in the previous fiscal year (0 4)
(Overssas) +0.8 Impact of liquidation of associate in this fiscal year (0.3}, etc.
(Domestic) +7.3 Adjustments (separately) consists of +3.6 billion yen compared to the previous fiscal
(Overseas) +3.3 year (Posted a +4 .3 billion yen from the impact relating to business combination

(KOIKE-YA) during the current fiscal year)
(4.0) (2.0) +0.0 +0.2 +0.4 +06 +0.8 +10.0

@ Marginal Profit (A,B.C) = (Revenue in the current fiscal year x Ratio of revenue in the previous fiscal year)
— Expensesin the current fiscalyear.
* The analysis of marginal profitis based on the amount obtained by adding selling expenses ta revenue
@ FixedCosts  (DEF) = Expensesin the previous fiscal year — Expsnses in the current fiscal year. 59
@ Others. (GH) = Results in the previous fiscal year — Results in the curent fiscal year.
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Appendix

I Mid-Term Business Plan 2021 Summary
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| Implications of Achieving Capital Market Value Targets: TSR Approach

Ry

We implemented a special dividend in accordance with the achievement of the two quantitative targets. The

average dividend payout ratio for the period was approximately 40%, as well as a five-year TSR of
approximately 165%, providing shareholder value increases significantly higher than TOPIX Foods

EPS, Dividends, and Share Price

Net income
(bil. yen)

Dividends
(yen/share)

Dividend
payout ratio

Year-end
share price
(yen/share)

FY 3/

Mid-Term Business Plan 2021

17 18 19 20 21
J-GAAP&  IFRS

%69 236 291 g4 203 08
Regular 120, qoncia
Dividends 10 pividend
80 85 %0 110 110 110
Avg. Dividend Payout Ratio/Period
407
59%
3% % gy 39%
+2,920 yen / +56% —————g
9,000 gaqp
5290 6,170 7,380 7,600 g

TSR (Total Shareholder Return) Trends

As of March 31, 2021

220% 1year 3years 5years
* NISSIN FOODS HD 118.2% 148.1% 164.9%
200% TOPIX (Overall) 114.7% 126.2% 162.3%
= TOPIX (Foods) 102.9% 107.8% 103.8%
Relative TSR (Overall) 1.0x 12x 1.0x
180% Relative TSR (Foods) 1.1x 14x 1.6x
(A1 TOPOX calculatons inchde dvidends)
160%
140%
120%
100% g
80%
eeeorrrroeonanae
S C A S B Lt Ad S EAdBERD
233882338823 88=23388

s o
8§ S
T2
. -
- B ]

29
8 q
% 3
w Q

§
5
=

&
164.9%

Relative TSR

1.6x

TOPIX(Foods)

103.8%
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Plan 2021

Mid

I Execution Status of Strategic Themes

Term Business Summary

&

We achieved great progress across all five strategic themes toward the achievement of our
targets. However, some obstacles to future progress remain

Five Strategic Themes KPI and FY3/2021 Target FY3/2021 Results Obstacles to Further Progress

Promoting global branding vs. Fy3:2016 Up approx.
for CUP NOODLES (units) up 50 30%
Focusing on priority Operating profit generated Approx. )
o overseas locations in priarity 2
overseas locations 70% 60%
(BRICs) accounts for
Laying stronger NISSIN FOODS + MYOJO '
foundations FOODS operating profit 29.5 354
for domestic profitbase ' e bil. Yen
O e e Eeed
{Confactianery, Cereals, Chilled and Frozen)  Make the most of M3A RS
e Human resources for 2x 2x .
Pool of management talent .
global management (200 people)

While high growth was achieved mainly in Brazil, India
and Europe, the number of meals was not achieved as a
resuit of adopting a strategy that emphasized sales
value/profitability (e.g., shifting to premium products)
However, retail sales value increased to neary US$28

Despite continuing to achieve high growth in each
business...

Target yen-equival ratio
was not reached due to declines in BRL and RUB, and
high growth in other overseas businesses

Despite soaring costs and increased depreciation
burden...

Moved toward excess of 10%+ through positive passing-
on of impact from marketing. sales strategy, COVID-19

Achieved steady growth in sales/profitin each business
Improved PAL by making KOIKE-YA a consolidated
subsidiary

Postponed mid-cap project initially planned

Provided list of 200 potential management candidates
Founded the Nissin Academy o accelerate human
resources development in all areas

While already at a stage regarded as a Global Brand in
tems of sales volume, we must clarify our strategy
toward further growth and making a leap ahead

We must further clarify and prioritize operational
strategies in each region based on perspectives of the
market environment, current competitiveness, and
portfolio

With the emergence of risks related to the inability to
produce o transport goods due to sustained population
declines and environmental changes, not to mention
increasing costs, we must devise strategies to recover
from said risks and maintain sustainable profit growth

In terms of profit scale, we are still some distance away
from creating a second pilar of eamings. We must
maintain the growth momentum generated to date,
improve profitability in each business, and accelerate
group synergies, including KOIKE-YA

In addition to training manager candidates, we must
tackle organizational issues blocking leaps ahead in
labor productivity and the acquisition, upkeep, and
inclusion of human rescurces critical to strategy
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Ry

I Achievements by Business and Region: Overseas Business

We have completed the period of up-front investment during the period of rapid regional expansion and have
shifted to a mode of growth with profit. We expect Overseas to continue to enjoy high growth potential and
become a driver of profit growth in existing businesses

Long-Term Overseas Business Performance

Mid-Term Business Plan 2021

FY3/11
J-GAAP¢  IFRS*

(bil. yen)

Net sales/ Revenue 49¢.9

12 13 14 15 16 17 18 19 20 21

140.8
5-Yr
CAGR

6.9%

Up-front investment period during a
time of localized rapid expansion

OP margin
2.8%

28
Operating Profit™ .

11.0%

5-Yr
CAGR

407+
(5.5x)

* Though IFRS was applied in FY3/2019, figures stated from FY3/2018 are also converted to IFRS standards

Americas

E= By reforming our premium strategy and
business structure, we achieved a V-shaped
recovery from significant impairment in FY3/2019,
entering growth mode
E&3 : Notonly achieved sales/profit growth at
an unprecedented pace, but also created a
market of 100 million CUP NOODLES by taking
ipin market d pment

Asia
== : With contribution from GEKI premium bag-type

instant noodles, we have grown to a stage where we can
aim for profit in the bilions of yen, entering the top tier

- . i for by
focusing on business areas even in the presence of
overwhelming competition

== . Gained top share in cup-type instant noodle market

China

Sustained steady and high levels of growth
through penetration and development of CUP
NOODLES and DEMAE ICCHO

We will utilize alliances to promote expansion
into new i and further g
the growth of existing businesses. Build a model
for success toward maximizing profits

EMEA

:Ci large le plant reorg
completing foundations for growth. In addition to
solid growth of Soba, collaboration with Premier
Foods has sig inthe
UK

B : Stable contribution to profit through good
partnership

o During periods of IFRS applicability, figures stated are the amounts determined by deducting other income and as

from profit
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Achievements by Business and Region: Domestic Business

The Instant Noodles Business has achieved significant profit growth despite entering a stage of maturity. The
Chilled and Frozen Foods as well as Confectionery and Beverages Businesses also grew in both revenue and
profit, making steady progress toward becoming a second pillar of revenues

Domestic Business Performance

Instant Noodles Chilled and Frozen Foods
n) OP (bil. Yen) * NISSIN FOOD PRODUCTS + Chilled foods: High value-added strategy is
@ rv321iFRs receiving a tailwind due to heightened value
OP | FY 3/18 IFRS-converted + CUPNOODLE and DONBEI marked record sales recognition amid COVID-19, and is in a state to
: for four and six consecutive years, respectively. aim for a return to a growth trajectory
margin FY-¥10.L0MP NISSIN CUP NOODLE exceeded 100 billion yen in . F foods: With arowth of the ready-to:eat
FOODS domestic annual sales (FY3/2020) $geEN fogce: YYI GRowih oT e feady-10.ed
market as a tailwind, we earned the #1 spotin the
15% 32.0 + Through rigorous target marketing toward three fresh pasta category. Established a system to
Despite maturity stage, strategic targets (youth, senior, women, price- further capture growth opportunities by expanding
achieved significant [ i ), in ting and production bases
profitgrowth cultivating new categories (Prime bag-type instant
24.0 noodle products, rice)
10% | MYOJO FOODS 5
oo ; Confectionery and Beverages
onfectionery an .
Q Beverages MYOJO FOODS: Nt VE ——
7 ':':ﬂrg::l':g « Inaddition to existing and ting making strides in enhancing brand presence,
5% mpakin stead' new core brands by leveraging non-fried focused on cereals/snacks. Consolidation of
o Chilled and o resgs (owa¥ 4 technologies, established unique positioning by KOIKE-YA laid further foundation to pursue more
13 14 Frozen Foods bpecogming sbcond expanding products contributing to health synergies, increase profitability
: " i + B : Achieved i f core
pillarof revenues «  Through competition with NISSIN FOOD g growth of cor
7 PRODUCTS, will enhance each other's superior brands PILKUL & TOKACHINOMU YOGURT:
0% Net sales elements and contribute to group growth Established foundation for added value
25 50 100 200 /Revenue
* For operating profit in FY3/2018 and FY3/2021, figures stated are the amounts determined by deducting otherincome and expenses as extraordinary profit/loss from operating profit. 64

Decrease from FY3/2016 to FY3/2018 is the result of transition to IFRS reporting
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lll.  Mid-to Long-Term Growth Strategy
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The Core Value and Growth Potential of CUP NOODLES E

A unique processed food that perfectly matches the insights of young consumers (Generation Z and later).
Pursue further growth, passing through the multi-billion-dollar brand stage, driven by global demographics

Globally Shared Core Values of
CUP NOODLES

Characteristics of the Core Target:
Young Consumers (Z+a generations)

Majority of world population Seeking values in the real world that

Maximum
Performance

by 2030 reflect more convenient lifestyles
Silent Gen.. 18.0 Desire to minimize costs
Baby Boomars, 12
; @ 25 .
20 uick access to
en. X, 18 @ information, products, e g‘;:: 3 minutes of alone time o ,Brand
and services waiting A Double-Billion-Dollar
22 X
54.1% Intuitive understanding - 0
Waasns o r No Recogniion Hassle-free cooking . o
@2030 via video and images 1 One-touch Diversification

Always on Digital

(no manual)

Thinking —* Cast/.

Unigue deliciousness in each region

Many services are No Financial
free; cautions about . ——— cy Value for Money X
F E ..% costs Ev )
AT} sat Communication
Education, Communication . News [ ication that fun
. Community Gathering, - Physical Just add hot water. Carry and empathy, digital measures that span the gidbe
“a gy & Anytime and Anyplace boundaries Cnsl// anywhere in one hand —
[ < B0 ) —
Games Shopping iﬁféif;i‘:m No Psychological  The Security, Quality
Digital Real freedom from fake Worries ——* Cost and Presence & Gl?bal e
messaging - of a Global Brand That’s Personal

* (source) United Nations ['World Population Prospects 2019
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Mid- to Lc

yna-Term Grow ]

I The CUP NOODLES Growth Story by Region

Formulate appropriate strategies designed for the cup-type instant noodle market, competition, and stage of
NISSIN business in each region to solidify our brand presence globally and achieve sustained, high-paced

profit growth

Core Value and Brand Proposition

Sootn At

ety

lose money

Growth Stages of the Cup-Type Instant Noodle Market

Zero
Market
Stage

Introduction Growth

Amost

exclusively

abagipe
nstare
noodie
market

Gradual penetration, mainly in urban
areas, MT (CVS, etc.), and among
innovators and early adopters

Extending from Urban to Rural in
step with economic development,
ultimately becoming mainstream

| Chasm | Maturity

The market for cuptype instant noodies
is saturated, but growing slowly due to
new value-added products

Although the environment ready,
potential is lacking due to insufficient
stimulation

India, Indonesia, Etc. Brazil, China, Thailand, Etc.

emphasis on efficiency

USS., Europe, Etc. Japan, Hong Kong, Etc.

= = LN - |
9 Leader-  Maintain top market Hong Kong Leverage sales base to spread the Employ target marketing to
S Ship share, while expecting Brazi e Ty e e il
£L continued high growth Etc. noodies = CUP NOODLES demand and grow the fan
w z throughout the mainland b
S w
m o Medium to low market —
w“ = share, but profitable i~ Cnina: US. .= =.
B Challen-  specifc segments, or Mexico, Invest cash generatedvia  Commit to developing products
o2 ger high market share, but Thaland, bag-type instant noodles and employing communications
o5 without high growth Singapore, to move upto the volume  that overtum the existing image of
8o potential as a market Europe, Eto. Zone cup-type instant noodes
2
=7 Grovith potential in the o -_—a
‘D © market itself, but no
7 : I G
5 2 regardless of market Vietnam e wﬁth
L share, if it continues to Other Asia ural penetration with an
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Viid- to Long-Term Grow

I Growth Strategy in the Americas

North and Central America: Pursue a Premium Shift focusing on $1+/unit products through strong marketing and
operational strategies; create a game-changing, stable foundation for profits

South America: Leverage our overwhelming leadership position in Brazil for further leaps ahead in the Instant Noodles
Business and transition to multi-category; expand our business in South America and maximize profit growth over the

Ry

medium term

= us. E&3 Brazil
« Leverage strong brand power to shift to multi-
Marketing Sales New Categories category
Rapidly introduce new products that X Deepen and accelerate partnerships /Areas * Accelerate growth throughout high-potential South
clearly demonstrate our competitive with major logistics firms to increase . America
advantages product coverage ratio Comed! s
au LS
prss s v s - an o™
temperature segments, including - America!
integrated operations with chied Profit-Growth Concept and SoU
foods business company MYOJO Mum_ca\egor\l
St tNoodles Business  ~=2=y
- Profits in the Instan o
Maximize e
- FY 3/2021 FY 3/2031
Concept for Growth Through Strategy Execution Develo:
5 £ p Markets for alb " T
Mid-Term Milestones Cup-Type Instant Noodles Revitalize Market Further Oligopolization
R Prem"kml. g;emmr.“ i Apply sales Engage in potential growth
Base / evenuenano, margin and introduce more strategic strategy model to returnto a regions (northeastern area)
products to increase cup-type  stable growth mode for and channel development to
- Premium - = 50% 8~1 o% instant noodle market share total demand, which has expand bag-type instant
Currently 5% slowed under economic noodle share from the current
FY 32018 FY 22022 F¥ 32024 to 15% Level stagnation 60% to 70%+
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I Growth Strategy in China (incl. H.K.) il
» Leverage high quality and “made in/from Hong Kong” to pursue sales growth in the mainland

» Leverage alliances and pursue profit opportunities through multi-category in regions where we already
have a strong presence

Major Brand Penetration and Expansion

+ Over the past seven years, CUP NOODLES and
DEMAE ICCHO have grown 1.9 times and 1.7 times,
respectively

Continuing to grow sales at a high pace

T

g FY 3113 20

Improve Quality of CUP NOODLES

Phase in reduced salt over time. Reduce the risk

Accelerate Shift to Multi-Category

Import and sales of high-value-
added Japanese products =
targeting high-income earners,

mainly in Shanghai

Maximize revenue opportunities
through a platform model that
sells products from a variety of
manufacturers

[SR “Expand Sales of “Hong Kong" DEMAE ICCHO

Expand sales channels by -
of declining demand and increase sustainability ;’:g::g;{:z: ﬁ?::‘:‘;:g ftocal
Reduced manufacturing and direct
Mid- to -200/ management via our own CUP
Salt o
Long-Term o 2 NOODLES sales team
—l (approximately 1,000-person
Strengthen Cost Competitiveness Through Vertical Integration  sales force in-country)

* China (including H.K.) strategy and related targets, financial results are ishedi by NISSIN FOODS HOLDINGS 69
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M

d- to Long-T

ateqy

I Growth Strategy in Asia &

+ [East Asia: Pursue cross-regional products, share expertise, and shared business foundations; drive growth while
improving profitability as a unified region

India: Aim for market exclusivity in the cup-type instant noodles market through an expanded sales platform based on cup

noodle growth and the pursuit of alliance opportunities via leveraging of Mini-Cup. Reorganize production systems and
reduce costs to achieve profitability as quickly as possible

== AsiaEast — India

Maximum the use of interregional

Improve utilization ratio of existing GT Cup Market Expand Groundwork for
imports and exports. t production bases and strengthen Development CUP NOODLES Penetration
Towards flexible product o‘,ﬁ\e“ shﬂring

ability to compete on cost
development that doesn't require A
0&

Export Leverage Rural rollout of Mini-Cup,
capital investment > o propositional priced for penetration. Grow
Roll-out & cpuﬁu N g, lﬂ lﬂ lﬂ capabilities in brand recognition and
F a Overseas direct sales to Met- penetration in the rapidly
Thailan Visinam dner e gy Markets raise the exposure ro expanding cup-type instant
NISSIN NISSIN - i e B of CUP NOODLES noodle market
Maximize in GT and Tier 1 CupP
Create sal Inter-Regional Gover entire region accelerate market NOC,)::\LES
x . i " ini
n;vaacij’:;iy expertise L | Synergl es via % tnmughmanagerﬁem penetration
in the long-tail market 2 Integrated %g? functions in Hong Kong Tier 2 _
focused on TT/GT’ %4 Management and Thailand, which have Reorganize business Engagelq further
¥ become stronger after IPO " . partnerships to
structure with a view .
- RHQ-A {o fundamental Tier 3~ maximize growth
"...;’.'.'E.!: ﬁ = reallocation of supply Dpw_m""mgsl in rapidly
h Singapore Thailand chain bases growing rural cup-type

instant noodle market
Marketing and promotions expertise

Strengthen functions across the region
leveraging social media and other digital tools

without increasing fixed costs Cost Structure Reform Greater Use of Alliances

* TT=Traditional Trades, GT=General Trades i
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I Growth Strategy in Europe [l ==

Engage in a brand strategy around high-quality, high-value-added Asian concepts and an area strategy
conscious of the mosaic market (different market characteristics between countries).
In this way, we will pursue larger shares and develop markets, leading to further accelerated growth

Respond rapidly to clean label” health and environmental trends in advanced regions to improve added value and build global model cases

Brand Strategy

Authentic Asia
Clearly communicate
competitive advantages
based on the concept of

Area Strategy

Approach to the Mosaic Market
Alm to expand share and develop markets
through appropriate engagement with market
characteristics, players, and the competitive
environment, which vary country to country

<)
United Kingdom

== Share of

Meal Units

304+

Current Sales Mix

+ Secure 30%+ market share

i h
Opportunities
(Examples;
—
- B
Netnerlands Switzerland

Authentic Asia through collaboration with Premier
Foods ==
< @ o
No.i market share &2 2z 2 + Leverage strong sales network to (including Finland
Manufacturer T 5 F improve customer recognition and PF)
Authentic e g expand market share further + Individually approach countries in the
Gompany A (55 mosaic market that have hidden growth
— opportunities
o [ Expand market share furth
+ Expand market share further in
Compan C I I countries where we have a strang
Gemmany France share, employing an area-dominant
i strategy
E £ + Focus on the Asian segment to expand market share further
= .G our th and eMclently to raise + Develop and nurture over the medium
2 awareness and strengthen sales network toleng term as a future revenus source
Clearly
differentiate from
Ingenuine Asia
d other brands . - 7 e
and ather brand Clean Label Support B Enumbernotstated ) vegetarian-compativle products  [E))  RsPO-certified palm oil
Puriue clean Iabi‘ support based Comply with food additives to Develop at least one product per Continue to use RSPO-certified
on three approaches create E-No.-free packaging brand for vegetarians palm oil (already in use)
* A growing trend in Europe and the U.S. is the encouragement of the use of healthful ingredients with clear origins. Generally, products providing simple and clear labeling for foods using natural, clean, healthy ingredients with no 71

additives/ (** source) NielsenlQ Retail Measurement Service for the PotSnacks/Cup Noodles category for the 12-manth period ending December 31, 2020, for the UK market (Copyright ©2021, NielsenlQ)/ *** Classification number
assigned to food additives determined for use within the European Unian. Generally indicated on food labels in the European Union



| Social Issues Surrounding Food

Human health problems arising
between vastly contradicting factors

Satiety

Close relationship between food and
environment/resources

Well-being

Obesity and unbalanced diets due to
economic disparity and population
growth

Lifestyle-related diseases (diabetes)

Increased medical expenses
Food loss, etc.

Hunger

Foed Casis

Food crises due to environmental
destruction and population growth

Malnutrition/stunted growth
Securing nutrition during disasters
Food deserts, etc.
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O Sustainability

(e.g., plant-based meats, insects as food)

Future Food

® Well-being

(e.g., meal replacements, complete
nutrition meals, personalized meals)
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| Technology in the Food Tech Area, and NISSIN FOODS's Priority Areas

Evolution of p ing exp [c:nnsumer pur i P imu.e] [ Delivery services ] [ Future value chain ]
Food at home Food away from home
Joyifun Health Lunch, etc. Community
Food
o ‘ Menu development | Healtheare
Consumer Complsts nutrition meals :, cooperation
experience oo ot 0" Drinks Cookware e her | e |
1g content stocked menls .
Long-termcare food \ from ch:f skills c::::;‘:m
FuturefeAfonings { Ghostkitchens I
Next-generation recipes ] [ Next-generation cooking ] [ Food ] [ Content about food ]
Next-generation food Next-generation Technology for hands-on Building food data
production packaging food/cooking experience 9
Vertical farming
Food ) Flavor science Cookinglfood intake records
infrastructure Aquatech New plastics -
Extrasensory perception Consumer behaviors and preferences
Food Vegetable proteins . VR/AR | | Internal bedy infermation I
technolo Cultured meat freshness - e -
e Fermentation/ Quality maintenance, performances | | Nutrition data I
microorganisms -
Distributed productioniedge | Infectiouadiseasecontroletc. Displaysicameras | | Data collectors |
production

Drafted based on SIGMAXYZ's Food Innovation Map Ver. 2.0
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I Pursuing Business Structure Reform in the Digital Era =

NISSIN Business Transformation (NBX): Groupwide activities aimed at transforming our business
model itself, beyond simple digitalization

Advanced Development of a Talent Management System

Use data to improve specialization and cultivate Maximum Use of Tools

managers while transitioning to a job-based E Make the most of RPA tools and BPO, buildinga
model structure allowing all employees to focus on their core

Company- work. Establish a foundation to normalize distributed
360° Consumer Understanding Wide labor

Leverage perscnalized data to deepen our
understanding of citizens/consumers and engage

e e Aeng e NisSIN Business Xformation

Propose Data-Driven Solutions DX#§52020

Digital Transformation

Establish a new unit specialized in shopper SO 155 2 DX b Paperless / Eliminate Personal Seals (Hanko)

marketing. Discover and leverage potential sales the Ministry of Economy,
opportunities based on data, as we engage in Trade and Industry
digital human resources development

Achieve paperless/personal-seal-free operations by
digitizing invoice processing and expense reimbursement-

o related tasks

Refine the Supply Chain ['Ed Smart Factories
Achieve a high level of agility (avoid opportunity 5 [ ize | time by g all factory
loss) and streamlining (elimination of waste) Factories information into d e products to less than one in
through data linkage cne millin
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lid- to Long-Term Growth

ateqy

&

To create an innovative organization capable of executing strategies and creating new food cultures, we will
define and implement a transformation roadmap as the first step toward establishing a NISSIN-style job-
based model

Human Resources to Support Our Strategies/Organizational Foundation Reform

{{{ Backcast Model to Build an Organization That Creates Food Cultures {{{ ... Goal

v
EARTH FOOD
) ; step 4 CREATOR
Establish NISSIN-Style v
v "
Increase Creative
z see 2 xR gl
St M 1 Introduce Mobility in Operations Rules for Creative Activi FooD
°p and Human Resources x Incubate Human Resources ules for Creative Activity CREATOR 3
Improve Productivity Diversify Wark Styles and Select, Educate, Evangelize . ‘«'t::il‘[tzrss‘ reto create in + Hewe oxp
Autonomously x Husiain Resolmoes terms of be

Bring Visibility to Mission Expand Scope and

and Outcomes Encourage Mobility
«  Expand the scope of work: Bring visibility
Create a Surplus of Mobility to the skills needed to achieve results an e

everage beginning with
Expand ofthe scope of wi selec st 8 mind
Redefine requiredresults,driven by Divarmity smploymant form ‘

stakeholders

employees
Exercise an optimal amount of

Encourage human res
assignmentsiallocation

mechanism (career pa

ce mobilty as a

Increase productivity: decrease required
valume

Fundamental transformation Through NISSIN Business Xformation——
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Mid- to Long-Term Growth S eqg

I Financial and Capital Policies

Leverage operating cash flow generated by existing business growth as basic source of funds;

allocate (reinvest) funds appropriately in accordance with investment priorities under our growth

strategy

Funds Procurement Policy

&

Investment Policy

Based on operating CF, reinforced
through asset divestment

Flexible use of debt according to
necessity and appropriateness

Debt
- Within a scope that maintains . :
safety Financing
Organic: 2x EBITDA Asset Sales

Inorganic (during M&A): up to 3x
- Assuming relatively short time
harizon for cash conversion

Reduce strategic shareholdings
Sell non-business real estate Operating

eic. C F

Sustained core operating profit
growth

- Control over working capital

Allocate funds appropriately and effectively in line with priority under our three growth strategy
pillars, while conducting progressive dividends and scheduled debt repayments

Reinvestment
for Growth

Shareholder Returns
(Progressive Dividends)

Debt Repayment

( Investment Priority Framework )

Strength of o

Value Enhancement

+ Ability 1o increase profits and
cash more reliably,
contributing to group profit
growth

* Measured basically by Mid-
term profit growth potential,
updated annually

+ Consider the potential of
game changers, including
MaA

Potential to Contribute to
Leap Forward in Value
+ Paotential to contribute to buikding a
o foundation for competitive advantage in new
businesses
+ Determined from the perspective of services
and sales channels, production infrastructure,
technology, etc. Also consider M&A

Importance of Sustainable Value

- Importance and impact of addressing
environmental and social issues in sustaining
businesses

« Determine based on current profit scope, portfolio
(in consideration of geopolitical risk), and
importance of presence as a global player
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I Approach to ROESG

(Non-Financial Capital)

Bring Visibility to Invisible Value: Toward Quantification of ESG

&

Bring data-driven visibility and clarity to ROESG (Return on Environment, Social, and Governance), Which represents the
relationship between ESG actions and economic value at NISSIN; leverage actively to optimize resource
allocation in Creating Shared Value (CSV) Management

Bring Data-Driven Visibility and Clarity
to Value Relationships/ROESG

Reflect the Results in Management

Resource Allocation

® Environment

EARTH
EARTH FOOD Material C
CHALLENGE
2030 Green
FOOD C Reduce
\ Energy
[
Rege
i Social o

Sacial-related Action

Social-related Action

‘ﬂ Governam:e
Governance-related Action

Governance-related Action

on = X

Digitize ESG actions and results; use statistical approaches to analyze
and understand the value relevance to economic value (unclear until now)

as a story

EPS Growth

Sustainable Growth
of Business Profitability

Reduce

co,
Emissions
Confidence

Grow PER

Appropriate Growth
Structure of Expected
Value

Clarify the Alignment With
Multi-Stakeholder Value
=Advancement of
CSV Management

Shareholder
Value

Determine investment priorities based on
the importance of the ESG action itself
and impact on economic value/secondary
value channel

Priority
Investments

Economic Value Impact

Materiality of the ESG Action ltself

.

Toward Maximum Corporate
Value via CSV Management
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Appendix

IV. FY 3/2022 Management Policy

and Full-Year Consolidated Earnings Forecast
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FY 3/2022 Man

1agement Policy and Full-Year Consolidated Earnings Fo

I Management Policy for FY 3/2022

Reboot and Make a Fresh Start

As the first year of our new management plan, we will sprint ahead in three
growth strategies, as well as organizational and human resource reforms

Domestic Existing Businesses

Overseas Existing Businesses

New Businesses

Instant Noodles Business: Reform our
supply chain structure, create new
categories and channels, and transition to
a new sales approach

Non-Instant Noodles Business: Accelerate
group synergies in both supply and
demand (mainly in the confectionery
business) to build a foundation for growth
and improved profitability

.

Accelerate deeper global branding, which
has already begun to produce results.
Further solidify competitive advantage as a
growth driver

Pursue steady progress in multi-category
and multi-area sirategies to leverage
business in China and Brazil

Group Overall

+ Launch businesses with a sense of
urgency to gain recognition for the wider
acceptance of complete nutritional foods

= Launch businesses across five touch
paints and conduct proof-of-concept tests
during FY3/2022: (1) subscription home
delivery service (DC2: intensive program),
(2) corporate cafeterias, (3) senior, (4)
retail sales, and (5) smart cities

« Leverage the lessons of COVID-19 to transition both work styles and business structures to a new normal through the maximum use of digital

technologies

+ Respond accurately to consumer behavior and awareness to turn increased demand under the COVID-19 pandemic into sustainable growth

drivers

* China (including H.K.) strategy and related targets, financial results forecasts are established independently by NISSIN FOODS HOLDINGS
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Ry

I FY 3/2022 Domestic Business Policy and Activities by Segment (1)

NISSIN FOOD Generate profit by solidifying core brands and create food cultures by
PRODUCTS pursuing new value

B Use targeted marketing aimed at three strategic target groups: youth, women and seniors
Develop new categories (Prime bag-type instant noodle products, rice, etc.)

B Campaigns for mainstay brands that will be celebrating anniversaries (CUP NOODLE, DONBEI, U.F.0.)
50th anniversary of CUP NOODLE, 45th anniversary of DONBEI Aim for historic sales records

B Focus on selling products for price-conscious consumers
Topical communication for young people, tailored to the digital native generation
B Generate new sales by strengthening sales of non-noodle products, e.g., rice products and TRIPLE BARRIER

Strengthen brands that will be @) Strategic products to suit Products pursuing
celebrating anniversaries @ price-conscious consumers new value
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| FY 3/2022 Domestic Business Policy and Activities by Segment (2)

Pursue new value and address societal demands to build sustainable

MYOJO FOODS
company growth
B  Pursue new value

« Establish and nurture the new MEGAMI brand, making the best
use of proprietary non-fry technology

+ Expand standards among mainstay products and improve
profitability

+ Create products for new demand, addressing stay-at-home
lifestyles from a new angle

B  Addressing societal demands

Promote the switch to environmentally friendly FSC®
certified paper (forest certified) materials for
corrugated cardboard

+ Expand range of products using the Salt Care Cup The design enables consumers lo see how much
Ly TheT 40% salt they have consumed when the level of the
. . i hes the 150ml line, clever
« Pursue measures addressing the Act on Promotion of - R < ting them to recuce ther st intake whie ot the
Women's Participation and Advancement in the same time maintaining the same delicious taste!

Workplace
82
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FY 3/2022 Management Policy and Full-Year Consolidated Earnings For
I FY 3/2022 Domestic Business Polic

Ry

y and Activities by Segment (3)

No.1 market share in the noodles genre + Expand into other areas by strengthening single products as
Expansion of 4K+ plus series of products means to greater brand recognition

(4K = easy (kanben), individual (kosyoku), complete + Become No.1 in the pasta market
(kanketsu), environmentally friendly (kankyo)) Enter high-end noodles and pasta markets

Advancement in the Delicious Eco-Noodle Project Products and distribution strategies that emphasize
Business expansion in new channels profitability

L i TaEB07-4,

NISSIN YORK = &

Build awareness and promote functional understanding of
PILKUL 400

Stronger messaging for intestinal function improvement of
TOKACHI NOMU YOGURT and leading trial purchases

= a
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FY 3/2022 Management Policy and F

lF

Confectionery Business
NISSIN CISCO

Provide high-quality cereals with strong value for health,
combined with affordability and variety

Further strengthen and nurture the GOROTTO GRANOLA
brand

Value proposition and product development unique to
confectionery under the concept of Unique Functions and
Wellness

m Strengthen existing brands further and respond to new
consumption

+ Improve sales of major brands, focusing mainly on PEANUT
AGE, KARASHI MENTAIKO OGATA AGESEN, BONCHI AGE

+ Enter the snack sales area given growth in at-home consumption

3/2022 Domestic Business Policy and

+ Pursue greater cost reductions through productivity improvement
projects

I

ill-Year Consolidated Earnings F

Activities by Segment (4)

KOIKE-YA

+ Strengthen domestic marketing strategy
(Improve presence by promoting shift to premium products and
investing in advertising)

+  Cut costs through full-scale operations at new plant
Strengthen overseas business

]
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FY 3/2022 Management Policy and Full-Year Consolidated Earnings

I FY 3/2022 Overseas Business Policy and Activities by Segment (1)

The Americas m Mexico

+ Target increased revenue and operating

= US. profit growth through aggressive sales
+ Accelerate sales of premium products and promotion activities
increase revenue ratio « Further increase sales through improved
+ Reduce costs by improving production efficiency awareness and store turnover rate of

CUP NOODLES Intenso and U.F.O.

« Expand market share by developing new
customers and strengthening sales
promotion in priority areas

m Brazil

China (Incl. H.K.) + Re-position brands, including Nissin Lamen

+ Further grow and firmly establish CUP
m Hong Kong Expand sales and strengthen NOODLES

earnings base in each business
- Expand sales and strengthen the eamings base ™ Mainland China

of existing brands + Increase sales of CUP NOODLES and DEMAE
- Stabilize the earnings base for non-instant ICCHO and strengthen respective earnings bases
noodles businesses + Build an earnings base for non-instant noodles
oy M businesses i
AT
)
3 (T
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onsolidated Earning

» Management Policy and Full-Ye

I FY 3/2022 Overseas Business Pollcy and Activities by Segment (2)

® India = Thailand

+ Expand sales of pivotal products CUP « Create market for high-value-
NOODLES and Top Ramen in the added bag-type instant
domestic instant noodles business noodles and expand sales

+ Strengthen profits by expanding third-party + Strengthen sales of CUP
sales using in-house sales platform NOODLES

+ Strengthen profitability by improving )
production efficiency = Indonesia

+ Engage in business
management that avoids price
competition

+ Cultivate Nissin Ramen as a
second pillar after Gekikara

® Singapore

- Strengthen sales of CUP NOODLES, = Vietnam
DEMAE ICCHO and MYOJO « Introduce and expand sales of
+ Expand categories other than instant high-profit products
noodles « Expand target cities and delve
deeper into high-profit sales
channels
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FY3/2022 Manage 1t Policy and Full-Year Consolidated Earnings Fo

I FY3/2022 Overseas Business Policy and Activities by Segment (3)
| EMEA |

m Europe Establish stronger presence in the growing European market
- Strive to expand share of the cup-type and bag-type instant noodles
markets based on the Asian Blast concept
+ Implement policies after identifying areas having common attributes,
rather than policies by country or by competitor

Associates accounted for using the equity method

= NISSIN-UNIVERSAL ROBINA CORP.
« Instant noodles business in the Philippines
+ Expand instant noodles business through joint ventures with local partner

® Mareven Food Holdings Ltd.
+ Holding company with firms in Russia, Ukraine, and Kazakhstan
« The largest firm in Russia’s instant noodle market, which has been
expanding in other CIS countries

® Thai President Foods PCL

« Aleading instant noodle company in Thailand
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Company plans, business forecasts, strategies, and other information contained in this document are based on management judgments derived from
information available at the time of this publication. Be aware that these are only future projections, and actual results may differ due to various risks and

uncertainties. These risks and uncertainties include intensifying price competition in the market, changes in economic trends surrounding the business
environment, exchange rate fluctuations, and significant market fluctuations in the capital markets.

The purpose of this document is only to provide information for reference in making investment decisions, and is not a solicitation for investment. Use your
own judgment when selecting stocks and making final investment decisions.

These presentation materials are available in PDF format at our official website, under Financial Statements & Presentation Materials
https://www.nissin.com/en_jp/ir/library/materials/

Figures in this document are calculated to the thousands of yen, rounded down to the nearest hundred million yen. Therefore, detailed calculations and
total amounts may not agree

As a general rule, fiscal years in this document run from April 1, 20YY through March 31, 20YY, and may be written as FY3/20YY or FYYY
Revenues and expenses of overseas affiliates are based on the average exchange rate for the period in question
Results from China (including H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN

FOOQODS CO., LTD. (located in H.K.) .) China (including H.K.) strategy and related targets, financial results forecasts are established independently by
NISSIN FOODS HOLDINGS

NISSIN FOODS HOLDINGS CO., LTD.
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