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My name is Takashi Yano, and I am the CFO of NISSIN FOODS HOLDINGS.

Today, I will report on the FY 3/2024 2Q Financial Results and FY 3/2024 Revised Forecasts,
which is the first item in the table of contents of the Financial Results for FY 3/2024 2Q,
disclosed at 1:15 p.m. this afternoon.

Our CEO and COO will discuss our growth strategy details under part two at the financial
results briefing scheduled for tomorrow.



Ry

| Today’s Points
* Point 1: FY 3/2024 2Q Financial Results

» Revenue and core operating profit of existing businesses increased by 10.5% and 68.1% year-on-year,
respectively.

» Overseas Business: U.S. drove the overall. Continued the trend of profitability improvement despite lower sales
volume.

» Domestic Instant Noodles Business: Slightly decreased volume after price revisions. Promoted to switch from
price-conscious products to regular products.

» Domestic Non-Instant Noodles Business: NISSIN YORK and KOIKE-YA continuously performed well after price
revisions.

* Point 2: FY 3/2024 Forecasts Revised Upward and Dividend Increase

» Revised upward both revenue and profits forecasts due to maintaining strong performance of all three
businesses, hitting a record high.
Core operating profit of existing businesses: Initial forecast of 64.0 Bil. yen to 80.0 Bil. yen (+16.0 Bil. yen, +25%)
» Increased the annual dividend from the initial forecast of 160 yen to 200 yen per share.

* Point 3: Capital Expenditures
» Acquired a land for third plant of U.S. Scheduling to begin construction from December 2023, toward operating
plant in August 2025.

Please refer to slide 2.

Here is a summary of the three main points I will cover today.

First, in the second quarter of FY 3/2024, revenues and core operating profit of existing
businesses increased 10.5% and 68.1% year-on-year, respectively. This improvement was
mainly due to the effect of price revisions launched last year.

We recorded record-high first-half revenues.

Profits were likewise record highs in terms of operating profit, comparable to past results, as
well as record highs when compared quarterly.

Let’s look at performance by business, starting with the Overseas Business.

Profitability in the Overseas Business has been improving, especially in the U.S., with the
core operating profit of existing businesses growing to the same level as those in the
Domestic Business.

The Domestic Instant Noodle Business was profitable despite a slight decrease in volume
from the previous year due in part to price revisions.

We also saw success in our strategy to prompt a return to regular products while tapping
into demand with price-conscious consumer products.

In the Domestic Non-Instant Noodles Business, NISSIN YORK and KOIKE-YA continued to
perform well, with core operating profit significantly increasing 2.7 times from the previous
year.

Next, let’s look at the second point on our full-year forecasts revised upward and dividend
increase.

We revised revenues and profits upward and increased the annual dividend by 40 yen per
share from the initial forecast, from 160 yen to 200 yen per share.

The third point I would like to cover is the progress of capital expenditures in the U.S.

We acquired land in the U.S. for the construction of a third plant.

Construction is scheduled to begin in December 2023 for operation in August 2025.
Tomorrow’s financial results briefing will cover more of our capital expenditures in the U.S.
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| FY 3/2024 2Q Consolidated Financial Summary

Institutional accounting basis

FY 3/2024 YoY change
2Q =
Amount | Ratio
Revenue 350.4 +334  +105% 3425 +255  +81%
Core operating profit 476  +193 +68.1% 463  +17.9  +634%
of existing businesses
Operating profit 449 +179 +66.1% 436 +165 +612%
s 320  +146  +842% 309  +136 +780%
the parent
posr o ORI 136%  +4.7pt 13.5%  +4.6pt
OPmargin 12.8%  +4.3pt 12.7%  +4.2pt
Profit attributable to owners of 9.1% +3.7pt 9.0% +3.6pt

the parent margin

Please refer to slide 4.
The left side of this table shows our second quarter results based on institutional accounting.

Revenue increased in the Instant Noodles, Non-Instant Noodles, and Overseas Businesses,
reaching a second-quarter record high of 350.4 billion yen, an increase of 33.4 billion yen, or
10.5% year on year.

Our Overseas Business and NISSIN YORK drove the core operating profit of existing
businesses to increase 19.3 billion yen, or 68.1% year on year to 47.6 billion yen.
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| Analysis of Core OP of Existing Businesses

Domestic and Overseas : +) Price revisions etc. Domestic (8.7), Overseas +0.5 (Bil.Yen)
Domestic : - ) Increase in raw materials and energy costs, etc.
+25.7 YoY
+19.3 Bil. yen
- +45 +13 +68o/u
(8.2) | (0.8)
(3.2)
Mareven +2.2

Premier Foods +1.7
(Premier Foods became equity-method affiliate at FY3/2023 2Q)

47.6

Domestic (1.6), Overseas (1.6)
Domestic : - ) Increase in personnel costs, etc.
Overseas : - ) Increase in advertising costs and personnel costs, etc.

FY 3/2023 2Q Revenue CoGS ratio / Increase/decrease Gain on investments Forex impact Others FY 3/2024 2Q
(Including the impact of Distribution of fixed expenses accounted for using
change in selling cost ratio the equity method
expense ratio)

+ Details are based on actual exchange rates for the previous fiscal year.
* Increase/decreasein core operating profitin the Domestic Others segment, Other reconciliations and Group expenses are included in Others. 5

+ Please refer to slide 5.

« On this slide, we analyzed factors that contributed to the changes in the core operating profit
of existing businesses during the second quarter. The details are presented on a constant
currency basis.

+ Revenues increased mainly due to increased revenues, shown in the pink bar second from
the left, and exceeded increased costs, shown in the third and fourth gray bars.

+ Analyzing the Domestic and Overseas Businesses separately, we see that the rising trend in
raw material prices has settled in the Overseas Business, and increased revenues directly
contributed to increased profits.

- In the Domestic Business, the increase in revenue enabled us to generally cover increased
costs such as material, energy, labor, and advertising expenses.

« Profits also increased due to gains on investment accounted for using the equity method of
affiliates such as Premier Foods, which became an equity-method affiliate in the second
quarter of FY 3/2023.

« The direct foreign exchange impact was a positive 1.3 billion yen due to the depreciation of
the yen. However, since foreign exchange fluctuations are included under increased
domestic material costs, we consider our sensitivity to foreign exchange to be near neutral.



| Financial Summary by Segment :

Revenue and profit of all three businesses increased. Profit from Domestic instant noodles business turned into
increase due to steady demand even after price revisions. Overseas business drove overall profit growth. Non-
instant noodles business performed well due to strong sales of beverage and snack products.

Domestic Domestic i
Instant Noodles Business Non-Instant Noodles Business Overseas Business
Revenue increased from price revisions at NISSIN Revenue and profit increased in all businesses due Profit increased significantly due to contributions from
FOOQOD PRODUCTS and MYOJO FOODS. to strong sales of high-value-added products and U.S. price revisions and strong performance in Asia,
Profit increased at overall domestic instant noodles price revisions. NISSIN YORK and KOIKE-YA beside the conversion of Premier Foods to an equity-
business despite increasing raw materials costs. significantly contributed to the profit growth. method affiliate in the 2nd quarter for FY 3/2023.
(Bil. yen)
Revenue Core OP Revenue Core OP Revenue Core OP
+5. 89 +12.5% +139.3%
+0.2% +14.1%

2 4times

+169.0%

2:Ttimes

50 |

2022 2023 2022 2023 2022 2023 2022 2023 2022 2023 2022 2023
2Q 2Q 2Q 2Q 2Q 2Q 2Q 2Q 2Q 2Q 2Q 2Q 6

« Next up we have financial summaries by segment on slide 6.

« All three businesses posted increases in revenues and profits, reflecting steady demand even
after price revisions

« Although the Domestic Instant Noodles Business experienced a decline in profits since the
second quarter of last year due to rising costs, profits swung positive. This improvement was
mainly due to a steady maintenance of volume after the price revision.

+ In the Domestic Non-Instant Noodles Business, NISSIN YORK and KOIKE-YA continued to
perform well from the first quarter, with profits increasing by 2.7 times year on year.

« Our Overseas Business recorded a significant increase in profit mainly due to price revisions in
the U.S., the current stabilization of rising costs, and the positive impact of Premier Foods,
which became an equity-method affiliate in the second quarter of last year.



| Revenue Results by Segment
Consolidated revenue saw Double-Digit growth partly due to price revisions.

Institutional accounting basis

FY 3/2024 YoY change
20 ‘ Amount \ Ratio
NISSIN FOOD PRODUCTS 107.8 +59 +5.8% 107.8 +59 +5.8%
MYOJO FOODS 20.4 +1.1 +5.6% 204 +1.1 +5.6%
D tic Instant Noodles Busi 128.2 +7.0 +5.8% 128.2 +7.0 +5.8%
Chilled / Frozen foods and beverages 46.8 *5.2 +12.5% 46.8 *52 +12.5%
Confectionery / Snack 409 +:5.7 +16.1% 409 +5.7 +16.1%
D tic Non-| Noodles Busit 87.7 +10.9 +14.1% 87.7 +10.9 +14.1%
Domestic Others 34 +0.9 +40.1% 31 +09 +40.1%
Domestic Business total 218.9 +18.8 +9.4% 218.9 +18.8 +9.4%
The Americas 76.7 +10.7 +16.2% 70.8 +48 +7.3%
China (incl. H.K.) 329 (0.8) (2.4%) 324 (1.3) (3.9%)
Asia 104 +1.0 +10.8% 10.0 +0.6 +6.4%
EMEA 113 +37 +49.3% 10.3 2.0 + 35.0%
Overseas Business total 1314 +14.6 +12.5% 123.6 +6.8 +5.8%
Consolidated 350.4 +33.4 +10.5% 3425 +255 +8.1%

* Results in China (Incl. H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS.
* Domestic Others includes new businesses.
* Numbers for FY 3/2023 are restated retrospectively as Nissin Foods Vietnam Co., Ltd. has been included in China (incl. H.K.) since 1st quarter for FY 3/2024. 7

Please refer to slide 7.

Slide seven depicts a breakdown of revenue results by segment.

Revenues increased in the Domestic Instant Noodles Business by 7.0 billion yen, or 5.8%,
year on year.

Effects of the price revisions, implemented for the second consecutive year in June of this
year, offset the slight year-on-year decline in volume.

Immediately after the price revisions, we made efforts to capture consumer demand for
lower-priced products and strategically invest in new products and sales expansion
expenses. We believe our efforts were successful.

Measures aimed at shifting from low-priced products to regular products have been
implemented since July, resulting in the general return of volumes of regular products to the
level of the previous year.

Revenues in the Domestic Non-Instant Noodles Business increased by 10.9 billion yen, or
14.1%, year on year.

NISSIN YORK and KOIKE-YA contributed significantly to the increase in revenues.

Revenues increased in the Overseas Business by 14.6 billion yen, or 12.5%, year on year.
Revenues increased in all regions except China, where the macroeconomic environment is a
headwind. In addition to the Americas, a major contributor, EMEA and Asia also increased
revenues in the double-digits due to steady demand after price revisions.



| Core OP Results by Segment
Overseas business, NISSIN YORK, and KOIKE-YA continued leading the overall growth,
resulting in 1.7 times increase year-on-year.

FY 3/2024 2Q Institutional accounting basis
YoY change

Bil. yen

Core OP

NISSIN FOOD PRODUCTS 15.4 0.0 15.3 +0.3 +1.7% 15.3 +03 +1.7%
MYOJO FOODS 1.2 0.0 1.2 (0.2) (15.8%) 1.2 (0.2) (15.8%)
D Instant 16.6 0.1 16.5 +0.0 +0.2% 16.5 +0.0 +0.2%
Chilled / Frozen foods and beverages 51 0.0 51 +3.4 +196.3% 51 +34 +196.3%
Confectionery / Snack 2.8 (0.1) 29 +1.7 +131.8% 29 +1.7 +131.8%
Domestic Non-Instant Noodles Business 8.0 (0.1) 8.0 +50 +169.0% 8.0 +50 +169.0%
Domestic Others 1.4 0.0 13 +0.0  +3.0% 1.3 +00  +3.0%
Domestic Business total 259 0.0 259 +5.1 +24.6% 259 +51 +24.6%
The Americas 13.2 (0.0) 13.2 +89 +206.3% 12.4 +81 +186.1%
China (incl. H.K.) 38 0.3 35 +0.2 +6.1% 35 +02 +5.7%
Asia 35 0.0 35 +15 +748% 3.2 +13 +64.0%
EMEA 54 (01) 55 +4.4 +3849% 53 +42 +364.5%
Overseas Business total 259 0.2 25.8 +15.0 +139.3% 24.4 +13.7 +126.9%
Domestic and Overseas Businesses total 51.8 0.2 51.6 +20.1 +63.8% 50.3 +188 +59.6%
Other reconciliations (0.3) (0.2) (0.1) +0.0 - (0.1) +00

Group expenses (3.9) - (3.9) (0.8) - (3.9) (0.8) -
Existing Businesses 476 (0.0) 47.6 +193  +68.1% 46.3 +17.9  +63.4%
New Businesses 2.7) 0.0 (2.7) (1.2) - (2.7) (1.2) -
Consolidated 44.9 0.0 44.9 +18.0 +67.2% 43.5 +16.7 +62.2%

* Results in China (Incl. H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS 8

* Numbers for FY 3/2023 are restated retrospectively as Nissin Foods Vietnam Co., Ltd. has been included in China (incl. H.K.) since 1st quarter for FY 3/2024.

Please refer to slide 8.

This slide shows the results of core operating profit by segment.

Material costs in the Domestic Business increased year on year, but remained lower than we
planned, resulting in increased profit.

NISSIN YORK and KOIKE-YA continued to drive profits in the Domestic Non-Instant Noodles
Business, with an increase of 5.0 billion yen, or 2.7 times, year on year.

NISSIN YORK saw significant improvement in both the amount and rate of profit, thanks to
the positive effects of PILKUL MIRACLE CARE, launched last September, and the strong
performance of the PILKUL 400 series.

KOIKE-YA also saw significant improvement in both the amount and rate of profit, partly due
to increased revenues resulting from the expansion of our mainstay products, even after the
July price revisions.

Profits in the Overseas Business increased by 15.0 billion yen, or 2.4 times, year on year due
to increased revenues, lower material costs, and other factors.

Our business in the U.S. continues to drive profits, despite the implementation of an average
price revision of 36% last August. At the same time, improvements to cost ratios influenced
profits to increase in all regions, including China.

Positive effects from favorable business results of equity-method affiliates, such as Premier
Foods, also contributed to increased profits.



| FY 3/2024 Revised Consolidated Forecasts

FY 3/2024 Forecasts (revised) announced on 9th November, 2023
Bil. yen FY3/2024 vs. Initial forecasts vs. FY3/2023
Forecasts

Revenue 720.0 +10.0 +1.4% +50.8 +7.6%
Core operating profit 80.0 +16.0 +25.0% +19.8 +32.9%
of existing businesses

. ) 73.5 +26.4% +17.9 +32.1%
Operating profit ~ 765 +16.0 —+278% - +20.9 -+ 37 5%
Profit attributable to owners 53.5 +110 +24.7% +87 +19.5%
of the parent ~ 555 ’ ~+259% ~+10.7 ~+24.0%
COI’_e OP margin of existing 11.1% +2.1pt +2.1pt
businesses

10.2% +1.9pt

OP margin +2.1pt

9 ~10.6% . - +2.3pt
Profit attributable to owners 7.4% +14pt +0.7pt
of the parent margin ~7.7% P ~+1.0pt

Please refer to slide 9.

As previously announced, we revised our revenue forecast upward to 720 billion yen, up
10.0 billion yen, or 1.4%, from the initial forecast. For the core operating profit of existing
businesses, we revised our initial forecast upward to 80.0 billion yen, up 16.0 billion yen, or
25.0%. These revisions are based on first-half results.

Accordingly, we have also revised both operating profit and profits upward.

We forecast the core operating profit of existing businesses margin to reach a record high of
11.1%, 2.1 pt higher than our initial forecast.

This upward revision of our internal plan is due to various factors in the first half of the year,
such as increased profits from NISSIN YORK PILKUL MIRACLE CARE launched in September
2022, in the Domestic Non-Instant Noodles Business, as well as contributions of fiscal
spending from the effects of price revisions implemented in August last year in the U.S.
Other factors include lower material costs and strong equity-method affiliate sales.

On the other hand, increased profits from the U.S. and NISSIN YORK will cycle through in
the second half of the year and we plan to aggressively make upfront investments in
marketing and sales expansion expenses for the next fiscal year and beyond, although this
can be said for the Group as a whole.

There are still uncertain factors that may lead to higher costs, such as changes in the
situation in the Middle East and the ongoing depreciation of the yen.

Our plan may appear conservative at first glance since these factors have been factored into
our revised forecast, but we intend to implement measures that will stimulate demand from
the next fiscal year to lead to sustainable growth.

As food products face a downward trend due to inflation, instant noodles are relatively
affordable and may see stimulated demand in the long-term as inflation progresses and
gives rise to a downward trend of food while the instant noodle market is expanding
worldwide.

We believe that our business will show resilience and grow on a global scale in the face of

various uncertainties, such as the global economic downturn, extreme weather conditions,
and geopolitical risks.



I FY 3/2024 Revised Consolidated Forecasts by Three Businesses

FY 3/2024 Forecasts (revised) announced on 9th November, 2023

Bil. Yen FY3/2024 vs. Initial forecasts vs. FY3/2023
Forecasts T
(revised) Amount Ratio Amount Ratio
Revenue 720.0 +10.0 +1.4% +50.8 +7.6%
Daienlc el Nondtes 273.0 $0.0 +0.0% +123 +4.7%
g:;r::::: Non-Instant Noodles 172.0 4B +27% +111 +6.9%
Overseas Business 268.0 +5.5 +21% +25.0 +10.3%
Cois operating profit 80.0 +16.0 +25.0% +19.8 +32.9%
of existing businesses
o s R L 32.0 +15 +4.9% +3.1 +10.9%
gsgses;l: Non-Instant Noodles 11.8 +45 +61.6% +50 +74.4%
Overseas Business 429 +10.0 + 30.4% +13.1 +44.2%

Please refer to slide 10.

Here is our full-year earnings forecast for FY 3/2024.

We expect revenues to remain within expectations in the Domestic Instant Noodles Business,
while we expect to see a 1.5 billion yen, or 4.9%, increase, from our initial forecast to 32.0
billion yen in core operating profit of existing businesses.

Consumer demand for low-priced products continues to be firm in the Domestic Instant
Noodles market. As we respond to such demand from the second half of the year, we will
strengthen measures to encourage a shift to regular products and high-value-added
products, aiming to achieve full-year volumes equal to the previous year.

We forecast revenues to increase by 4.5 billion yen, or 2.7%, from our initial forecast to
172.0 billion yen in the Domestic Non-Instant Noodles Business.

For the core operating profit of existing businesses, we expect a 4.5 billion yen, or 61.6%,
increase from our initial forecast to 11.8 billion yen.

NISSIN YORK and KOIKE-YA plan to continue and strengthen their marketing strategies
through the second half of the year.

We forecast revenues to increase by 5.5 billion yen, or 2.1%, from our initial forecast to
268.0 billion yen in the Overseas Business.

For the core operating profit of existing businesses, we expect a 10.0 billion yen, or 30.4%,
increase from our initial forecast to 42.9 billion yen.

Profit margins have improved in all areas of the Overseas Business, mainly due to price
revisions. We will develop measures to maintain and expand volume and market share from
the second half of the year.

We will focus on pursuing an aggressive marketing strategy in the U.S. to stimulate demand
for premium products and aim to achieve volumes equal to those of the previous year.

10



Progress of Mid- to Long-Term Growth Strategy

My name is Koki Ando, CEO of NISSIN FOODS Holdings.

Today, I will begin today by reporting on FY 3/2024 2Q overall and our future direction.
Then, I will discuss the progress of our environmental strategy, EARTH FOOD CHALLENGE
2030.

After those topics, I have comments on two more points.

Following me, COO Noritaka Ando will discuss the status of NISSIN FOOD PRODUCTS and
the progress of our new businesses.

As CFO Takashi Yano explained yesterday, we announced an upward revision to our full-year
earnings forecast and an increase in dividends.

Raising our full-year earnings forecast was mainly due to the solid first-half performance of
the Overseas Business, particularly in the U.S., and our Domestic Non-Instant Noodles
Business.

We now project a year-end dividend of 120 yen per share, an increase of 40 yen from our
initial forecast of 80 yen per share. We expect the total annual dividend to be 200 yen per
share.

Over the past several years, the global economic environment has been unstable while
prices have continued to skyrocket.

In this environment, our resilient business structure, backed by our brand, marketing
capabilities, and the strength of our mainstay instant noodles products allowed us to achieve
stable growth without a significant decline in volume, even after price revisions.

We expect our instant noodles business to continue to expand globally, and we hope to meet
this firm demand.

The growth potential of our non-instant noodles business is also rising, led by NISSIN YORK
and KOIKE-YA. Each of our three businesses is developing more broadly.

11
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| FY 3/2024 First Half Review and Future Prospects

(1) Pursue Further Upside

» Aresilient business structure adaptable to change in the environment contributed to an increase
in profits across all three businesses.

» We met the target profit level defined in our Mid- to Long-Term Growth Strategy under our revised
forecasts for FY 3/2024.

(2) Capital Expenditures

» We increased production capacity across all businesses, looking to achieve an optimal supply-
demand balance for zero opportunity loss.

> In addition to the construction of a new plant and the start of equipment installation (announced
previously), we are researching systems to increase production in areas where demand is
growing.

» We have committed to achieving net-zero carbon by the year 2050, and we are accelerating
EFC2030 initiatives. We are also making progress in TNFD compliance.

At this point, I will go over the first half of the year and our future outlook.

The Domestic Instant Noodles Business, Domestic Non-Instant Noodles Business, and
Overseas Business all posted higher revenue and profits.

As a result, our full-year FY 3/2024 profit forecast just announced is close to our target for
2030, which is the exit point of our Mid- to Long-Term Growth Strategy.

We have experienced high growth rates for the past several years. However, I recognize that
these profit levels are only a waypoint, and we must engage in deep discussions on how to
set future goals. NISSIN intends to create new global markets as we achieve profit growth in
excess of expectations.

Continuing on, NISSIN YORK and NISSIN FOODS U.S.A. announced capital expenditures.

We plan to continue increasing production capacity across all businesses in regions where
demand is growing, keeping a close eye on the optimal supply-demand balance while
avoiding opportunity losses.

We understand that the amount of capital expenditure has been larger than the past several
years, and we are considering the direction of appropriate levels of capital expenditure for
the time being.

We must remain aware of the supply-demand balance to avoid excessive expenditures.

Over the next few years, we expect to see a steady increase compared with the current-year
plan.

We will consider cash flow, the financial impact of future amortization, and other factors in
drafting a reasonable plan that allows for responsiveness and flexibility to the greatest extent
possible.

Last, I can say that we are accelerating EARTH FOOD CHALLENGE 2030 initiatives toward
our aim of achieving carbon neutrality by 2050.

In addition, we continue to address TNFD compliance, which has been the subject of
increased discussion.

12



(1) Pursue further upside

I FY 3/2024 Revised Forecasts- Core Operating Profit by Business Segment (%)

(Bil. Yen) i
400 12.0% 13.3%

=0~ Operating profit, core operating profit margin

Ry

Recent Performance and Direction for the Second Half

1.1% 1.2% 1.7%
° ©
D MYOJOFOCDS 32.0 v" Return from price-conscious products to
Instant 30.5 ’ regular products
Noodles NSO Foo0 v' Expand high-value-added products
Shelhes v Marketing, Branding
2020 2021 2022 2023 2023
Excluding Revised (FY)
COVID-19Impact Initial Plan Plan
(Bil. Yen) 6.9%
. ® v" NISSIN YORK: MIRACLECARE has run its course;
Domestic  confoctionery / 73 1.8 working to establish high demand through
N;"""';T‘a"‘ 41% 4.3% 4.2% 4.4% advertising and promotional expenses, etc.
B::in::s Chilled / e v KOIKE-YA: Continue to improve brand value
Fru;:c::;:sl v’ Strengthening production systems, improving
2020 2021 2022 2023 2023 ., efficiency
Excluding Revised
COVID-19 Impact Iniisl Pan Plan
(Bil. Yen) 16.0%
Ld » .n .
> 400 12.2% 12.5% v' Advertising and other promotional expenses
verseas 9.8% ) 42 9 .
Business EMEA W d to establish brands
o e . 32.9 v Continue executing high value-added strategy
onlvestentsusing v Strengthening production systems, improving
i ina i
the equity method 3 fficnency
Americas 2020 2021 2022 2023 2023 o

Excluding tnittal Pla Revised 13
COVID-19 Impact niti n iy

This chart shows changes in core operating profit by business segment. The profit margin
for our Domestic Instant Noodles Business improved, partly due to the effect of price
revisions.

In an environment where more consumers are looking for affordable products, we are
pursuing a strategy to return to regular products while capturing demand for price-conscious
products. COO Noritaka Ando will discuss this strategy in detail later.

In our Domestic Non-Instant Noodles Business, NISSIN YORK saw ongoing strong sales of
PILKUL MIRACLE CARE, while KOIKE-YA continued to establish a reputation as a high-value-
added brand. Both companies have been drivers of our Non-Instant Noodles Businesses.
Last, as you can see, we plan to achieve a high core operating profit margin of 16% in our
Overseas Business for the full year.

Demand has remained high, even after price revisions. However, the number of instant
noodle units consumed per capita in Europe and the Americas is not so significant.

The market in Asia is dominated by inexpensive bag-type instant noodles. However, we
expect demand for high value-added bag-type instant noodles and cup-type instant
noodles—areas in which we excel—to increase in the future as incomes rise.

These areas represent high growth potential, and we intend to expand our presence through
strengths in innovation, branding, and marketing.

13
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I NISSIN FOODS U.S.A. New Greenville Plant

® Scheduled to begin operation in August 2025 to meet active demand in the instant noodles market
® Aiming to improve production and delivery efficiency through collaboration with the Gardena Plant (LA) and Lancaster
Plant (Pennsylvania)

Overview To accelerate sales of premium products and improve delivery efficiency

Location : 1170 Bracken Rd. Piedmont, SC 29673
Start of construction : December 2023
Start of operation : August 2025 (Scheduled) & Lancaster
Type of product : Bag-type and Cup-type instant noodle products Plant
X Gardena
Site area : 206,390m? Plant
Total factory floor area - 59,517m? G N B == o -
Capital investment : Approx. 228 million USD (approx. 34.2 Bil. yen) :

“Calculated at 150 yen to the US$S1
(As of 30th, Oct 2023)

Major Products Manufactured

by NISSIN FOODS U.S.A.

“illustration

« Next, allow me to discuss our new plant in the United States.

« The Greenville plant, scheduled to begin operations in August 2025, will be our third
production site in the U.S. Our first plant in the U.S. was our Gardena Plant in California,
which began operations in 1972. Our second, the Lancaster Plant in Pennsylvania, began
operations in 1978.

+ We develop and market premium products in the U.S. There, demand remains firm, even
after an average price revision of 36% implemented last August.

« Looking to the future, we decided to build a third plant after determining that our current
two-plant system was not sufficient to meet the high demand.

« The new plant will have special production equipment capable of manufacturing premium
products and feature automation to improve production efficiency.

+  We are working with the two existing plants to improve production and delivery efficiency
throughout our U.S. operations.
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3) Earth Food Challenge 2030 (EFC2030) Initiatives

| EARTH FOOD CHALLENGE 2030 Progress

The CO2 reduction goals for 2030 (SCOPE1+2,3) has been revised upwards considering the 1.5°C target in May
2023. Initiatives for effectively utilizing ﬁn_itg resources such as water usage are generally in line with the plan.

: EARTH FOOD 5 - ;;!"'.55

2 ‘ CHALLENGE
2022 Performance and revised goals

2030
Our Challenge to Utilize Finite Resources Effectively

For the Earth. For the Future.

Source Sustainably Conserve Natural Create a World
Resources without Waste
Sustainable palm oil Overall water use i e ooy
procurement ratio * Actual 10 5n1 o . §
= p= : : +  99.8% Target 99.5%
w Actual 37.7% + /million yen of sales % go :’Fm and
+ Target 100% NP Target 12.3m . distribution p .
/million yen of sales )15

y = L
Our Challenge to Address Climate Change

Manufacture with Develop with Complete with
Green Electricity Green Ingredients Green Packaging
(S  -6.9% e 20 N 57% 0 o) oA 5.7% (s, 2020)
0 il o Target 42% reduction Target 25% reduction 4 Target 25% reduction
+ 5. 2020 vs. 2020) vs. 2020)

= = 4 15

These are the results so far of the NISSIN FOODS Group EARTH FOOD CHALLENGE 2030
environmental strategy.

In May of this year, we revised our CO2 reduction target upward.

The CO2 targets at the bottom of the slide for Scope 1 and 2, which represent our own
emissions, changed from -30% compared to FY 3/2019 to -42% compared to FY 3/2021.
For Scope 3, which represents emissions in our supply chain, we revised the comparative
target from -15% versus FY 3/2019 to -25% versus a new comparative year of FY 3/2021.
Our reduction goals assumed the 2.0°C target. However, the global discussions have moved
from a 2.0°C assumption to 1.5°C. Therefore, we revised our targets upward under the 1.5°C
assumption, and results have been -6.9% for Scope 1 and 2 and -5.7% for Scope 3.
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I TNFD -Trial Implementation of Nature-Related Risk and Opportunity Assessments-

Referencing the LEAP approach of the TNFD™, we focused on raw materials procurement, which has a
particularly high dependence on nature in our value chain. We assessed nature-related risks and opportunities
for raw materials used in our major products.

TNFD-LEAP Approach

Determine Assessment

Focus on raw materials Identify priority areas in terms Identify dependences and Assess nature-related risks and Disclose the results of
procurement in the value chain, an of biodiversity, water stress, impacts on natural capital in opportunities in priority areas assessments, discuss policies for
area particularly dependent on etc., across areas where we priority areas. based on g risks and
nature. Select areas for assessment =k 2 = dependencies and impacts. and consider follow-on analyses.
procure seven raw materials. [Example] Relationship of
Where:we procure the following Dependency and Impact of Paim Oil [Example] Palm Oil Risks and
Seven raw materiais. Ecosystem Integrity Opportunities (Excerpt) [j Disclosure
LT [ Dependencies
Soybeans . Dependencies Physical Risks (Acute)
(used in nazoniku) Importance of Biodiversity
4 « Sustainable use of fertile soil Interruptions in production activities due . 5 .
Wood chips 7 to severe flooding associated with #~2% Risk and Opportunity
Shrimp Water Stress . ;r:s:nce of pollm_ator_lnser's agricultural land development, loss of Management
. d al due to burning,
. farms and oil mills or degradation of ecosystems will result The NISSIN FOODS HOLDINGS
Alignment With Ky ‘
Squid P s in price increases and the need to Sustainability Committee takes
Fish (minced) FOCUICIIENEOTateSy change procurement sources. the lead in addressing these
e issues, consistent with strategies
Opportunities 2
Identified Priority Areas toachieve EFC2030and
Soybeans Pamoil - Ind . +  Deforestation due to agricultural *  Expand procurement of carlified carbon-neutral nature positivity.
(fried tofu) aim:ol naonesia, land development and slash-and- procucts
Malaysia (all areas) bum farming 2 ';“’"':Z’:"'s’s 10 Clentry. high-nik Q Follow-On Analysis
. s . uppli
Wood chips : Japan/Hokkaido : 2::::;';3 L e v T We intend to conduct another round
Shrimp : India/Kerala o Soll contamination’ ffom chemical remediation from high-risk suppliers of assessments during 2024, based
Cacao mass * Support farmers to obtain
Cacao mass: Ecuador (all areas) ticaS {alo: certifications on the TNFD Framework v1.0
+ CO2 emissions from land alteration released in September 2023
*1 The process proposed by TNFD for the science-based of natt lated risks and opportunities. This assessment was conducted with reference to the TNFD Nature-Related Risk & 16
Opportunity N and Di F Beta v0.3, which was released in November 2022

+This slide addresses TNFD.

*TNFD relates to disclosures of financial information that impacts nature.

*The abbreviation stands for Taskforce on Nature-related Disclosures.

«Complying with TNFD, we aim to properly assess and report the risks and opportunities related to natural capital posed by our business activities.

«Our focus with respect to this issue is on raw materials procurement, an area highly dependent on nature. Here, we assess nature-related risks and opportunities
connected with the raw materials used in our key products.

«In November last year, we announced our commitment to Nature Positive. Since then, we have pursued related initiatives, focusing on our main raw material, palm oil.
We will continue to report our efforts appropriately through this disclosure framework.

At the same time, we are addressing the so-called 2024 problem as part of ESG.

«For some time, we have been studying the logistics crisis, which is a social issue. Measures to address this issue include joint deliveries with beverage manufacturers,
and we recently established a round-trip transportation system in collaboration with JA ZEN-NOH.

«Please refer to the release we issued on October 31 regarding the transportation system.

»We will continue to conduct supply chain initiatives that transcend the boundaries of industries and business sectors.

*This ends my presentation, but I want to add two points.

«First, I want to talk about the situation at NISSIN FOODS U.S.A.

I will address the background behind the considerable increase in operating profit, as well as my thoughts on the 10-Year Plan for our Mid- to Long-Term Growth
Strategy.

*Ever since we built the Gardena Plant in 1972, I have had my eye on the U.S.

«In fact, I have been vice president and president of the U.S. entity.

*The U.S. had never been a strong business for us due to various issues.

*We continued to struggle to deliver profits, sometimes posting losses. But we are finally seeing growth under the premium strategy that we have pursued for many
years.

*The price revisions have put performance on track, and in this context, NISSIN FOODS U.S.A. has finally grown into a solid company. After many years of effort, we are
seeing a payoff.

*We plan to measure the sustainability of these earnings looking ahead to 2030.

I made a business trip to the U.S. at the end of October.

*My main concern was whether the products subject to price revisions were seeing stable sales, so I asked for opinions, including consumer group interviews.

*When I worked in the U.S., bag-type instant noodles were 20 cents and cup-type instant noodles were about 33 cents, or three for one dollar. Today, prices have
increased considerably, and bag-type instant noodles are now between 30 cents and 35 cents.

«Cup-type instant noodles shifted significantly, now priced in the range of about 50 cents to 70 cents.

+I went to the stores and verified that our products were stocked properly on shelves.

+I also looked at membership channels and grocery stores, finding products generally faced according new price and selling steadily.

»According to a consumer survey, respondents were aware of the price increases in bag-type and cup-type instant noodles. However, feedback indicated that consumers
viewed instant noodles as a cost-effective and still-valuable product when compared to other food products.

«Instant noodles appear to be still cheaper when compared to other U.S. products.

*Hamburgers are often used as an indicator, but hamburgers in the U.S. cost twice the price of Japan.

+»Chicken soup cost about 20 cents 50 years ago. Now, products go for a dollar fifty or dollar eighty.

*Compared to these products, instant noodles are a very inexpensive commodity in the U.S.

«Conversely, we view these as value products and expect demand to remain firm, even after price revisions.

*Product development and launches focused mainly on premium products over the past five or six years. We expect these products to represent 50% in terms of sales
composition in the next few years.

+Of course, profits are larger for premium products.

*We based the decision to build a third plant on the fact that premium products will be steady and strong until 2030, driving overall performance in the U.S. business.

*We are confident of steady growth.

*Looking at a short span of about six months, volume for the first half of the current fiscal year is down compared to the previous year. However, we expect sales
volume and profit to increase in the second half of the year.

*Overall, we have built trust with retailers, and the momentum in the U.S. is changing.

+In other words, we have stable growth in sight.

*Now, my second point.

*We have a 10-year Mid- to Long-Term Growth Strategy in place. At the end of March this fiscal year, we issued a revised plan indicating core operating profit of existing
businesses would reach 80 billion yen.

+Our original 10-year plan called for growth in the mid-single digits; however, we delivered even more positive results under the changing business environment of the
past three years, leading us to target 80 billion yen.

«Since talking about goals already achieved is meaningless, we plan to begin again, considering a 2030 model under a seven-year plan moving forward.

*We intend to release details in the future, but I can say that we hope to secure 10% profit on sales of 1 trillion yen.

*We expect to maintain higher sales and profits, even after growth-supporting capital expenditures in the U.S., Brazil, and Japan.

*We recently identified human capital management as an issue, and we will be changing to a job-based structure in the future.

*Human resources development is also important, and at the same time, we are pursuing digital transformation, including the early adoption of ChatGPT in a closed
environment within the company.

*We are also addressing cyber security.

*NISSIN will continue to build toward future growth in a scale that meets the expectations of our stakeholders.

*We are a highly resilient company that can remain profitable, even in the face of climate change, terrorism, and pandemics such as COVID-19.

*We will formulate a new seven-year plan that will carry us into the future.

*This concludes my part of today’s presentation.

+Thank you very much. 16



Domestic Nissin Foods and New Businesses

My name is Noritaka Ando, president of NISSIN FOOD PRODUCTS.

I will discuss the major initiatives for the fiscal year, which mainly relate to the NISSIN FOOD

businesses in Japan and new businesses.
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| Domestic Instant Noodles Business

Instant noodles with excellent value for money support household budgets

[Food price range]

September, 2021 September, 2023 Real Wage (YoY)

3 (%)
700 yen
+48 yen @ 651 yen

Ramen @ 603 yen

= 0 617 yen »
+52 yen ﬁ ' Downtrend continues
Box lunch ﬂ 565 yen
Y &1505 yen @mgr
+61yen & hﬁ 500 yen
Beef bowl & 444 yen
400 yen ;—. +110 yen Consumer purchasing !
Hamburger hi‘ 390 yen power is declining
(in Tokyo) 1
Food Downtrend
200 yen
| “ne’ 162 yen
agp | +31yen el
Instant g:’iﬂ 131 yen y e
Noodles
Average of the current market Excellent el Mevel SRt My Sz s Mol
prices at super market Value for Money
A conmany investgation *Monthly Labour Survey of Ministry of Health, Labour, and Welfare
*the retail price survey 18

The left side of page 18 addresses the Instant Noodles Business market environment,
showing a September 2023 versus September 2021 comparison of prices for typical food
products that may compete with instant noodles.

As you can see, under the current inflationary environment, food prices other than instant
noodles increased by about 50 yen to 110 yen in absolute value, widening the price gap with
instant noodles.

The graph on the right shows the trend for real wages, which continues to decline. We
believe this indicates continued—and even strengthening—defensive moves by consumers in
terms of living expenses.

The superior cost-performance of instant noodles continues to stand out amid these trends.

Using the next several pages, I will discuss the NISSIN FOOD PRODUCTS strategy over the
first half of the fiscal year and our direction for the second half and beyond.
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Domestic Instant Noodles Business (NISSIN FOOD PRODUCTS

Enhanced Product Lineup and Effective Marketing Ensured Positive Year-on-Year

Performance in Shipment Value, Even After Price Revisions
Price revisions 6/2022-: 5%-12% up

-4%

+15% ' 6/2023-: 10%-13% up
i
1 |
2022 2023 +10% : 1% +10% +10%
+8% I +8%
!
!
Shipment ' +4%
Value +0% - 0%
— ! —
YoY April May ! June July August September
|
!
1
1
|
|

-10%

Stimulated Demand for CUP NOODLE Regular Products With the

Strengthened Sales of ASSARI Series and Other Price-Conscious Products
Introduction of New Products

Increase in

i customer mind share f
ustomer mi re for
Strategy the NISSIN Brand
6/5 Launch /28 Launc!
CUPNOODLE CUPNOODLETANTAN  Four Productsin the TOKUJYO CUP NOODLE Series
UMAKARA SEAFOOD R
"""" ] .
CM Favorability Survey* o TVeM Lid lining project created e L j iR Appealed lnSfore
= " < " ,.LD 2 The greatest response b Social Medi & Valug for money
S No.1 in the food industry by production . in the history of CUP major buzz on Social Media Sl 4¥ and time
. for a consecutive 28 months! 4 i NOODLE. o, R [, 5
Marketing and No.1 across all industries by - Contributed to a year- {;@w*:fipﬂ&lp/ :;
Branding production for 5 consecutive months! onyear ncease:in - - D, N
— .“ CUP NOODLE TVeM & SN =
*CM Soken consuling SRR SEAFOOD sales in CUP NOODLE TANTAN e b
No.1 in the food category by production: Jul. 2021 - Oct. 2023 WE5gz the midst of a hot Rocket start production L AP §

No.1 across all industries by production: Apr. 2023~ Aug. 2023 weather

Please turn to page 19.

This slide summarizes the monthly sales at the top compared to the same month of the
previous year. The middle section shows product strategy in chronological order. The lower
section shows specific examples of marketing and branding measures over the first half of
the year.

First, looking at the top section, we see a light pink bar graph, which indicates that sales
dropped sharply in June FY 3/2023 after we introduced price revisions. Sales then recovered
rapidly.

In contrast, the red bars on the graph for this period show that, despite price revisions for a
second consecutive year, sales increased compared with June, the month of the price
revisions.

We conclude that this is the result of our strategic strengthening of sales of relatively low-
priced, price-conscious products while introducing new products at the same time. This
approach reflects our market-in concept in consideration of an environment of food down-
trading, as illustrated in the middle section.

In July, we began launching a series of measures aimed at returning to core and regular
products. These activities include the August release of CUP NOODLE TANTAN, the
September release of TOKUJYO CUP NOODLE, and other well-timed new products.

These sales strategies are supported by our strengths in marketing and branding, as shown
in the bottom row. As you can see, we have been ranked No.1 for 28 consecutive months on
the television CM favorability rankings. The TV commercial for the blue CUP NOODLE
SEAFOOD you see pictured here is a good example of a commercial that contributed to
significantly higher CUP NOODLE SEAFOOD sales, even during the heat wave we
experienced.

In addition, we have been aggressive in conducting effective social media and in-store
marketing strategies.

Combining product and marketing tactics to ensure customers are constantly exposed to
NISSIN FOOD products, we create a virtuous cycle of rising NISSIN brand mindshare and
brand value among consumers.
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| Domestic Instant Noodles Business (NISSIN FOOD PRODUCTS)

Leverage Entertainment and Data-Driven Solutions, Focusing on Core Products

CUP NOODLE DONBEI U.FO. CHICKEN RAMEN

Aiming for highest sales Aiming for highest sales Aiming for highest sales Aiming for high-single-

for 7 consecutive years for 9 consecutive years in 21st-century digit revenue growth
Entertainment Data-Driven Solutions
Example of products Example of store displa
@@& Consumer sa_les data Utilize Nissin Al-chat
analysis

g;;nzcnen [Spy x Family] limited package V\ N I ss I N
e YT Y Al-chat
g &= powered by GPT-4

: cupP ;VOODLE
Launched CUP NOODLE
Oct. 30 NAZONIKU MAMIRE (::- ?li?ﬂ?}g&‘ 20

Moving to page 20, we intend to grow sales of long-selling standard products in the second
half and beyond. We define standard products as core products within our company.

The seven standard products shown at the top are in the CUP NOODLE, DONBE], U.F.O.,
and CHICKEN RAMEN series.

We can say the same for instant noodles in general, but amid a strong tendency for impulse
purchases in-store, we see the entertainment value of the products themselves and the
entertainment value on the sales floor as very effective means of stimulating demand.

For example, as shown at the bottom of the page, we launched DONBEI and U.F.O. on
October 2, featuring packaging designed in collaboration with the popular SPY x FAMILY
anime. On October 30, we launched new concept products that included CUP NOODLE
NAZONIKU MAMIRE and CUP NOODLE SEAFOOD IKA MAMIRE. In this way and others, we
highlight the entertainment value of our products, and

these products are selling very well.

We specialize in proposing win-win solutions that increase total sales for retailers based on
an analysis of sales data accumulated from entertainment-based sales floors.

Nissin Al-chat, available since April of this year, has helped to reduce routine tasks and
increase productivity.

We hope to use the time saved to consider quality proposals and transition to a more
solutions-oriented sales approach.

Through these entertainment- and data-driven solutions, we not only increase sales
efficiency, but also find that we still have room to expand sales.

This is all I have for the ramen business. I will address new businesses beginning with the
next page.
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| KANZEN MEAL: Lineup for the First Half
= Total Series Servings Exceed 15 Million! *
7=

Enhanced the category further with the launch of three new products on September 4, 2023!

noodles instant rice instant soup

Pursue a balance of 33 N = Ne.v" N_e,w‘ EWAL

Nutrients such as

T .
Vitamins and minerals ," L= % 43 % e aa s % wlbl’lt
and deliciousness WIFs7 | i

cts Goods on the Market

. ] i 3
since late SN : ohep 7 From September 1st :

September ‘ g B & o g Launch of sales at mass retailers, CVS,

drugstores, etc., nationwide

New;

Please turn to page 21.

The KANZEN MEAL series, launched in May of last year, has sold more than 15 million
servings in the one year and four months since launch.

We expanded the product lineup to suit various occasions, and we believe that the new food
concept of pursuing a perfect balance of nutrition and deliciousness has been well received,
leading to strong sales.

During the first half of 2023 specifically, as seen on the top section of the page, we
expanded our product lineup in September, now offering 12 unchilled products.

The bottom section of the page highlights our frozen products.

By the end of September, 12 frozen products were available for purchase on the online
store. We plan to expand the menu to more than 20 items by the end of this fiscal year.

In addition to online sales, frozen products have also been available commercially and via NB
since September at mass merchandisers, convenience stores, and drugstores nationwide.
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| KANZEN MEAL Brand Awareness Via Touch Points Across Numerous Channels!

Health Management Promotion BtoBtoC Category Business According to Base Ingredient

Company Cafeteria Business: Expanding Food Categories Through Collaborations With
Expandlng Meal Services and lnstallahons Other Companies

Cafeteria Meals Installation " i Retail Delicatessen Collaborations With Food
_ = A EEEH g LNy Manufacturers in Other Fields
- e i ; A= H
4 Fmay =g FEREED i e Rice Balls LunchBox  Bread Snack
& Rakuten ADIeS .

zaanxreR
= N¥K.o ¥ ‘B svzuyo
G;L 1 FR-NF I3

Company Cafeteria Buslness FuII Scale Launch Launched Sales of Base Nutrient Ingredient

(Meal Services and ); Gaining New G rOWi n g ! and Recipe Resource Service

Channel with Senior Customer Base The Circle of Other Collaboration

OnlinelCutalog Or dor Bisiness on Japanst KANZEN Cross-Industry Collaboration: Initiatives With

Meiji Yasuda Life Insurance Company
N| |N Frozen KANZEN MEAL
_/ Japanet X 3-Star Series

. BEZ.VSOLIICETES,
AR Available on TV shopping! SMEBOLT0) RS D

ey fig:E

@ \ 7D~/z7r

& BiERA X
Started discussions to develop new services that
contribute to improved QOL

Turning to page 22, in addition to expanding the product lineup, we are working to create
more touchpoints for customers to enjoy KANZEN MEAL and optimized nutri-dense meals
more readily.

Looking at the top left, we offer services for companies that emphasize health management
through KANZEN MEAL products in employee cafeterias. Companies can also sell frozen
KANZEN MEAL products from vending machines in offices instead of, or in addition to, the
cafeteria.

We already launched these businesses, which we are introducing to more companies.

As you can see on the upper right, we are also engaged in collaborations based on our food
technology, exploring ways to expand our BtoBtoC business.

We have been working with KIMURAYA SOHONTEN since last year to produce KANZEN MEAL
ANPAN.

We also developed a new genre of confectionery in collaboration with KOIKE-YA: KANZEN
MEAL KARAMUCHO.

The product is available only at SEVEN-ELEVEN for now, but it is selling very well.
We expect to expand sales nationwide soon.

In the near future, we will also work more with convenience stores and supermarkets to
provide rice balls, sandwiches, and boxed lunches.

NISSIN is developing relationships with partners in completely different fields who are
supportive of our efforts. One such partner is Japanet TAKATA, which is famous for a mail-
order business extremely popular among senior-aged customers.

Looking at the bottom right, we have begun discussions with Meiji Yasuda Life Insurance
Company to develop a new insurance service in a different field designed to improve the
quality of life by combining insurance services with KANZEN MEAL products. We are
expanding alliances of these types in rapid succession.
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Joined the Optimized Nutri-Dense Meals Association to promote @
the healthy development and spread of the category ?‘W*’

Optimized Nutri-Dense Meals Association

) @1t
- An association whose purpose is to promote Optimized Nutri-Dense Meals, in which key nutrients are g H\ma/ %
properly balanced and adjusted, and to contribute to well-being through food \% ﬁ/
- Activities began on July 3, 2023 (launch announcement held in Tokyo) L X
Optimized Nutri-Dense Meals
lll' InnN Certification Mark
EUTRES I Il
- =3
-
be’ll)l IJJ'U‘DS- pxmatsnans ‘ il
MR BURES !

g 9

KANZEN MEAL EUROPEAN-STYLE CURRY MESHI
Received the First-Ever Certification as an
Optimized Nutri-Dense Meals Organization Launch Announcement

Other Products will Receive Certification 23

Please turn to page 23.

Recently, the market for products based on health has been expanding very rapidly.

In this context, various producers have entered the market, and we expect that various
players, including foreign companies and companies from other industries, will enter the
market in the future.

No rules for this market have been established as yet.

For example, when we discuss 33 different types of nutrients, we know that there is more
to it than merely adding them to a product. Certain kinds can be harmful if consumed
excessively, and it is important to observe maximum and minimum limits. To grow this
market, we must educate consumers in a clear manner that our products are safe, secure,
and valuable. Of course, rules must be established, and the sooner the better.

To this end, the Optimized Nutri-Dense Meals Association was created in July of this year.
The association is involved in popularizing and making rules in connection with Optimized
Nutri-Dense Meals offering a good balance of key nutrients and appropriate formulations.
In terms of the goal to foster well-being through food, NISSIN FOOD PRODUCTS
supported the establishment of the association in support of its purpose, which also
includes major retailers such as SEVEN-ELEVEN and AEON, as well as experts in the fields
of food and nutrition.

Our hope is to develop the Optimized Nutri-Dense Meals as a new growth industry
originating in Japan, while also seeking collaboration with entities in other fields and
industries.

For this reason, we believe it will be important for the association to create rules and
popularize a correct approach.
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| KANZEN MEAL: Toward Becoming a 10 Bil. Yen Brand

Toward Becoming a 10 Bil. Yen Brand in FY3/25

FY 3/25
Toward a

10.0 Bil. Yen

FY 3/24 Brand
6.0 Bil. yen (Market Salgs Price
FY 3/23 Target Conversion)

3.0 Bil. yen
Reached

24

Last, please turn to page 24.

KANZEN MEAL products reached sales of 3 billion yen on a market sales price in FY
3/2023.

We set a target of 6 billion yen for FY 3/2024, and are currently working toward that goal.

We set an even higher goal of 10 billion yen for next year, and we believe we can create
this 10 billion yen brand as soon as possible through expanded BtoBtoC activities.
Naturally, it is important that we expand our product lineup. We will do so by increasing
and creating more touch points for the Optimized Nutri-Dense Meals than ever before. At
the same time, we will pursue collaborations with entities in other fields and industries to
support our aim of building a 10 billion yen brand in FY 3/2025.

This concludes my part of today’s presentation.
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Status of Our Businesses
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| Domestic Instant Noodles Business

Revenue and profit increased due to price revisions besides expanding sales of main products
despite rising raw materials costs.

Revenue i Yen)
N FY 3/2023 NN FY 3/2024

1Q 2Q 1H

Core Operating Profit @i ven
% : Core OPM

NISSIN FOOD PRODUCTS (+6%)
Cup type : New Products such as CUP NOODLE TANTAN and TOKUJYO CUP
NOODLE series contributed, capturing customer needs
Bag type : Long-selling products such as CHICKEN RAMEN performed well

MYOQOJO FOODS (+6%)

Cup type : LOCABO NOODLES OISHISA PLUS, ZEITAKU IPPEICHAN YOMISE NO
YAKISOBA and CHARMERA CUP contributed

Bag type : Strong sales of CHARMERA

NISSIN FOOD PRODUCTS (+2%)

+) Increased in profit due to increased sales
-) Increased raw materials costs etc.

-

1Q 2Q

MYOJO FOODS (-16%)
+) Increased in profit due to increased sales

-) Increased raw materials costs and advertising costs etc.
1H 26
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| Domestic Non-Instant Noodles Business

Ry

Revenue and profit increased due to contributions from YORK, with keeping strong performance of
lactobacillus beverages such as PILKUL MIRACLE CARE and PILKUL 400, and KOIKE-YA, with strong

sales from main products
Revenue @i en)

BN FY 3/2023 WEEE FY 3/2024

1Q 2Q 1H

Core Operating Profit i ven

Chilled Foods (+5%) :

Frozen Foods (+6%)

YORK (+40%)

CISCO (+6%)
BonChi  (-1%)
KOIKE-YA (+25%)

Products of cold Chinese noodles, yakisoba, and pasta group performed well due to
hot weather and aggresive sales measures

: Ramen categories such as NISSIN CHUKA and NISSIN MAZEMEN TEI, and udon

categories performed well

: Lactobacillus beverages PILKUL 400 performed well and PILKUL MIRACLE CARE

added to results

: CISCORN series performed well, private brand were performing steadily
: Slightly decreased despite steady sales of PEANUTS AGE
: Main products such as KOIKE-YA POTATO CHIPS series and SUCORN series,

expanded sales

% : Core OPM

Chilled Foods
Frozen Foods
YORK

5 CISCO :
! BonChi
1
m ' 37 30 | 8. KOIKE-YA

1Q 2Q H

: Increased due to increased sales and price revisions despite increasing raw materials costs
: Increased due to increased sales and price revisions despite increasing raw materials costs
: Increased due to increased sales despite increasing raw materials costs

Increased due to increased sales despite increasing raw materials costs

: Decreased due to increasing raw materials cost

: Increased due to strong performance and price revisions
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I Non-Instant Noodles Businesses

NISSIN YORK KOIKE-YA

In addition to strong sales of existing products, PILKUL MIRACLE CARE, Despite soaring raw material prices, we posted record highs for revenue and
launched in September 2022, performed well core operating profit due to increased sales volume for core products and the
impact of price revisions

Lactobacillus Beverage Market PILKUL MIRACLE CARE Domestic Snack Market
» Lactobacillus beverage market » More than 200 million » Snack opportunities
expanding due to activity in the units sold in first year

sleep-related market

s 4 increased during the
since launch!

COVID-19 pandemic
Lactobacillus J

2Q FY 3/2024 Sales YoY

» Potato chips: +29%
» Corn snacks: +16%

Beverage Market

Domestic Snack Market
2Q FY 3/2024

-~ ki 2QFY 3/2024
= 2 YoY
YoY W, B 3
: o ~F ] +10%-15%
+36°/° FY 3/2023 FY 3/2023 ‘53 : /0 .

2Q 2Q

“Source:Intage SRI+/Aprii-September Comparison

Initiatives for the Second Half FY 3/2024 — m
&350

v Strengthen marketing and sales activities, including TV commercials, to develop
new customers and expand market and market share

*Source:Intage SRI+/Aprik-September Compariscn

100%
Initiatives for the Second Half FY 3/2024

v Strengthen high-value-added products
v Initiatives for improved profitability
v Strengthen Overseas Business

v Increase production capacity of the PILKUL series. We plan to invest 10 billion

yen to expand the Kanto plant in spring 2024 and the Kansai plant in spring 2025.
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| The Americas

Revenue and profit increased due to the strengthening of propositions and promotion of
high-value-added products for the whole Americas as well as the impact of price revisions

Revenue i Yen)

BN FY 3/2023 WM FY 3/2024 U.S. : Increased due to strengthening of sales of value-added products and price
revisions (Ferex impact +2.1 Bil. yen)
Mexico : Increased due to price revisions and increased sales volume
(Forex impact +1.7 Bil. yen)
Brazil : Increased due to price revisions and forex impact despite lowering sales volume caused
by temporary production facility maintenance (Forex impact +2.1 Bil. yen)

— Jul. - Sep.YoY 1%t half-year Yo¥ ——
Revenue* Volume* Revenue* Volume*
66.0§76.7 us +5% -low-single digit % +15% -mid-single digit %
1Q 2Q 1H

Mexico +29% +low-double digit % +21% +high-single digit %
. " . Brazil +5% -low-single digit % 6% -low-double digit %
Core Operating Profit @i ven R ovarues are Tased o Soel ST s for e revous s Joar

% : Core OPM

) U.S. ! Increased due to price revisions covering raw material costs increases
(Forex impact +0.5 Bil. yen)
Mexico : Increased due to higher sales volume and price revisions covering raw
material costs increases (Forex impact +0.2 Bil. yen)
..8.5%
@ Brazil : Decreased due to lower sales volume
.E . (Forex impact +0.2 Bil. yen)
EEn m 7.0 43 §13.2
1Q 2Q H

*Revenue growth in the U S. represents the sum of NISSIN FOOD (US A )andMYOJO US A
“Volumes presented on a management accounting basis
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| The Americas (NISSIN FOODS U.S.A)
Recovering despite lower volume year on year. Promote aggressive marketing and sales measures to
reach the last year performance levels.

®m Revenue (U.S.)
*Local currency basis

2019 2020
1H 1H

B Sales Volume

*Shipment basis

2021
1H

2022 2023

1H

YoY

+15%

Aiming for Recovery to Previous-Year
Levels in the Second Half

First Half

FY 3/2024

Second Half

u.s.

» Expanding premium products and developing markets for high-value-added products
» Acquired a land for new factory to meet active demand for instant noodles; scheduled
to start operations in 2025.

*Premium product performance

vs FY 3/2018

3x Growth

019 20 20; 2022 2023
H bt H n

Initiatives for the Second Half FY 3/2024
Aggressive marketing strategy to stimulate demand for premium products
» Launch of premium bag-type instant noodles to meet needs
» Paper cup transition of CUP NOODLES (Environmentally friendly, microwaveable)

»

30
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| The Americas (Brazil, Mexico)

Brazil: Production system stabilized in 2Q. Aiming to capture strong demand and restore sales to previous-year levels.
Mexico: Ongoing strong sales through continuance of aggressive sales activities launched in the previous year to cultivate
new customers.

B Revenue (Brazil) 2 Brazil
*Local currency basis YoY » Increased the speed of certainlines at production plants to ensure stable product
6% supply. Volume in 2Q (Jul. - Sep.) recovered to the previous-year levels.

» Profitability improved in 2Q due to price revisions implemented in June.
1Q -19%

2Q +5% » Launched U.F.O. in August last year; performance doubled original plan.
—— Initiatives for the Second Half FY 3/2024
¥ Strengthen sales of bag-type noodles and stimulate demand for cup-type
instant noodles through tasting experiences and in-store exposure.
v" Continue the stable supply of products by building a strong production
2:3;9 2&20 210'_%1 2?}32 2?53 system; aim for year-on-year revenue growth.
B Revenue (Mexico) B'l  Mexico
*Local currency basis Yo¥ » In addition to strong sales of mainstay CUP NOODLES, sales of bag-
+21% type instant noodles also increased.
. » Start of new line operations contributed significantly to increase in
;g :;g;" sales volume.
o
— Initiatives for the Second Half FY 3/2024 —_—
¥ Continue to cultivate customers by strengthening marketing and sales
activities; aim to expand sales further.
¥ Continue to strengthen production systems to support growing demand.
2019 2020 2021 2022 2023 31
1H 1H 1H 1H 1H
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| China (incl. H.K.)

sy

Core operating profits increased due to lower raw material costs and recovering sales
volume of instant noodles from July to September

Revenue i Yen)

BN FY 3/2023 M FY 3/2024

1Q 2Q H

Core Operating Profit @i ven

Hong Kong : Decreased due to lower sales volume of bag type noodls
(Forex impact +0.6 Bil. yen)

Mainland China : Decreased due to lower sales volume
(Forex impact -0.1 Bil. yen)
_— 1st h Ic’ YOY
Hong Kong -8% -mid-single digit %
Mainland China -1% -mid-single digit %

* Revenues are based on actual exchange rates for the previous fiscal year.

% : Core OPM

(oax )
@
P
1Q 2Q 1H

Hong Kong : Decreased due to lower sales volume of mainly bag type
noodles
(Forex impact +0.0 Bil. yen)
Mainland China: Increased due to lower raw material costs and recovering
sales volume of cup type noodles
(Forex impact -0.0 Bil. yen)
* Volumes presented on @ management accounting basis in Hong Kong and Mainland China
** Financial results in China (including H.K ) are based on the consalidation policy of NISSIN FOODS HOLDINGS

*** Numbers for FY 3/2023 are restated retrospectively as Nissin Foods Vietnam Co., Ltd. has been included in China (incl. HK.)
since 1st quarter for FY 3/2024.
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| China (incl. HK.)

B Revenue (FY 12/2023) Jan.-Sep. Hong Kong

» Instant Noodles Business :

(HK$M)
Recovery trend of cup-type noodles
Launched high-value-added products
Mainland China » Non-Instant Noodles Business
1,925 1,814 Expanded profit opportunities by multi-categorization
S Initiatives for the Second Half FY 3/2024 J—
Hong Kong 1,187 1,142 v Expand ratio of premium products and high-value-
2022 2023 added products
Jan.-Sep. Jan.-Sep. (year) v Promote multi-categorization of non-instant noodles
such as confectionery/snack, beverages and frozen
®m OP/OPM by Segment foods.
(FY 1212023) Jan.-Sep. (HKSM) B Mainland China

» Aggressive marketing activities and resumption of food
tasting sampling looking ahead to a recovery demand

» Recovery trend of cup-type noodles
s

Mainiand Chira —— Initiatives for the Second Half FY 3/2024  ——

23 264

v Expand sales network and sales area
Hong Kong 76 76 v" Improve brand strength through reopening the promotion
5035 5053 measures at retailers
Jan.-Sep. Jan.-Sep. (vear) v Expand sales of high-grade bag-type noodles

* Results in China (Incl. H.K.) are based on disclosure policy of NISSIN FOODS CO., LTD. (located in H.K.)




| Asia

Ry

Profit Increased in all regions due to price revisions in each country and lower material costs

Revenue i Yen)

BN FY 3/2023 WM FY 3/2024

1Q 2Q 1H

Core Operating Profit @i. ven

By descending order of revenue

Thailand : Increased (Forex impact +0.2 Bil. yen)
India : Increased (Forex impact - )
Singapore : Increased (Forex impact +0.2 Bil. yen)

Indonesia : Decreased (Forex impact +0.0 Bil. yen)

% : Core OPM
*Including equity-method

1Q 2Q

1H
*Excluding equity-method

/ . e
/ 1.1% / 2.2%

%3% o

3.8% 5.1%

By descending order of profit (excluding companies accounted for using the equity method)
Thailand : Increased (Forex impact +0.0 Bil. yen)
Singapore : Increased (Forex impact +0.0 Bil. yen)
Indonesia : Increased (Forex impact +0.0 Bil. yen)
India : Turned to profitability (Forex impact - )
Gain (loss) on investments accounted for using the equity method
Thai President Foods : 1.4 Bil. yen (YoY: +0.5 Bil. yen (Forex impact +0.1 Bil. yen))
NURC : 0.8 Bil. yen (YoY: +0.1 Bil. yen (Forex impact +0.0 Bil. yen))

* Numbers for FY 3/2023 are restated retrospectively as Nissin Foods Vietnam Co., Ltd. has been included in China (incl. H.K.)
since 1st quarter for FY 3/2024.
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| EMEA =

Revenue rose approximately 1.5 times year-on-year in the fast-growing instant noodles market

Revenue i Yen)
N FY 3/2023 W FY 3/2024

+ CUP NOODLES, Soba and Demae Ramen brands continued to perform well
* Increased mainly in the U.K., Germany, and France
(Forex impact +1.1 Bil. yen)

n B !
1Q 2Q 1H

Core Operating Profit @i ven
% : Core OPM

*Including equity-method

EMEA : Increased due to strong sales (Forex impact +0.1 Bil. yen)

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

os B Bl b Premier Foods : 2.3 Bil. yen (YoY: +1.8 Bil. yen (Forex impact +0.0 Bil. yen))
1Q

—
« H Mareven : 2.2 Bil. yen (YoY: +2.3 Bil. yen (Forex impact +0.1 Bil. yen))
Excluding equity-method “Premier Foods became equity-method affiliate at FY3/2023 2Q
. 115% FY2022 1Q - 2Q 0.5 bil. yen
MQ ,,;7" — 5% FY2023 1Q 1bil. yen 2Q 1.3 bil. yen
s 2 9.0% 35
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Appendix
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| Revenue and Volume in the Americas and Overseas (YoY)

sy

FY 3/2023 FY 3/2024
— Jul.-Sep. —— —— Oct.-Dec. —— — Jan.-Mar. —— — Apr.-Jun. —— —— Jul.-Sep. ——
Revenue Volume Revenue Volume Revenue Volume Revenue Volume Revenue Volume
o +low-single o +low-single o -low-single o -high-single o -low-single
us. % | digtee | % | aigites | ST | aigt% | 27| digit % *5% 1 digit %
. o +high-single o +low-single o -low-single o +low-single o +low-double
Mexico | +29% digit % *34% digit % ¥21% digit % +13% digit % *29% digit %
" -low-single -low-single -low-single -low-double -low-single
0, 0, 0, 1909 0,
Brazil *22% | digit % *18% 1 digit % 2% | digit % 19% digit % 5% digit %
Overseas o +low-single 0 +low-single 0 -low-single q -low-doubl -low-single
Total 2% | igits | T25% | digitw | 2% | digit% 5% digit % wh digit %
(Reference) FY3/2024 Jul. - Sep. YoY
Revenue Volume
The Americas +7.3% -low-single digit %
* Revenues are based on actual exchange rates for the previous fiscal year. China (incl. H.K.) -0.7% flat
* Volumes are stated on a management basis. - .
* Revenue growth in U.S. is the sum of NISSIN FOODS (U.5.A.) and MYOJO U.S A. Other Overseas +16.2% +low-single digit % 37
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I Major Price Revisions (Domestic)

Instant
Noodles
Business

Chilled / frozen foods

and beverages

Confectionery / Snack

FY 3/2020 ~ FY 3/2021 FY 3/2022 FY 3/2023 FY 3/2024
NISSIN FOOD
PRODUCTS .
MYOJO FOODS Jun. 19 (NISSIN FOOD 4-8%. Jun.(NISSIN FOOD 5-12%. Jun. (NISSIN FOOD 10-13%
MYOJO 3-7%) MYOJO 6-12%) MYOJO 9-12%)
CHILLED
FOODS
Apr. 19 (3-9%) Mar.(6-12%) Mar.(7-17%)
FROZEN
FOODS
Mar.(6-13%) Mar.(6-20%) Sep. 1 (5-20%)
YORK @
Jun.(5-14%) Jun. 30 (6-25%)
cisco &
Jun.-Jan. (Price revision, Reduce volume etc.) Sep., Nov. (Price revision)

BonChi .

Apr., Sep.-Oct. (Price revision, Reduce volume, etc.) Aug.-Sep. (Price revision, Reduce volume etc.)

KOIKE-YA

Jun.-Jul. 19 (7-9%) Feb.-Nov. (Price revision, Reduce volume etc.) Mar.-Apr.(3-10%) Jul. (Price revision, Reduce volume etc.)

*Revision rate in parentheses
*As of November 2023
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I Major Price Revisions (Overseas)

The Americas

FY 3/2020 ~ FY 3/2021

FY 3/2022

FY 3/2023

Ry

FY 3/2024

u.s.
Apr. 19 (Bag, Cup)
Brazil
May 20 Nov. 20 Feb. 21
(Bag, Cup) (Bag, Cup) (Bag, Cup)
Mexico "

*Implemented for each channel Implemented gradually

China
(Incl. H.K.) HK.
Jul. 19 (Cup)

Asia
Implemented in some regions

EMEA
Implemented gradually
(Bag, Cup)

*As of November 2023

May (Bag, Cup)

Jan. (Bag, Cup)

Jul. (Bag) Feb. (Bag, Cup)

May-Jun. Mar.

Mainland China :
Mar. (Bag, Cup)

Implemented in some regions

Jan.-Apr.
(Bag, Cup)

Aug. Average 36%
(Bag, Cup)

May (Bag, Cup)

Oct.

HK.: Apr. HK.:Sep.
(Bag, Cup) (Bag)

Implemented in each region

Oct.~
(Bag, Cup)

Jun. (Bag, Cup)

Implemented in some regions
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Online Integrated Report (VALUE REPORT 2023)

Scheduled to open to the public by the end of 2023

Japanese version of the report is available.
Japanese VALUE REPORT 2023 hitig
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sy

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 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 FY 3/20YY or FYYY

Results from China (Incl. 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.) China (Incl. 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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