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Results by segment

FANCL

0O A
00 B o

FY to March FY to March Change Sales breakdown (Full year)

(Millions of yen) 2022 2023 YoY Region Amount | Change Yoy
Sales 103,992 103,595 (0.49%) Domestic 93,842 | +1.4%
Cosmetics 58,809 57,448 (2.3%) Overseas X3 9,753 | (14.9%)
Nutritional supplements 38,471 39,871 +3.6% Cosmetics Amount | Change YoY
Other 6,710 6.276 (6.5%) Domestic 38,504 (1.0%)
- FANCL 3%3| Overseas 3,597 (7.2%)

Hatsuga Genmai 2,056 1,985 (3.4%)
: Total 42,102 (1.5%)
Kale Juice 2,110 2,005 (5.0%) Domestic 12 411 31%
Operating income 9,771 7,843 (19.7%) ATTENIR33 Overseas 1,036 | (41.2%)
Ordinary income 10,401 8,557 (17.7%) Total 13,447 (2.5%)
Net income 7,421 4,970 (33.0%) boscia %3 783 | (32.5%)

Nutritional
%1 EBITDA 14,335 12,220 (14.8%) supplements Amount | Change YoY
X2 EBITDA margin 13.8% 11.8% (2.0%) Domestic 35546 | +5.1%
_ - - , , Overseas %3 4,325 (7.1%)
%1 EBITDA : Operating income + Depreciation [Inbound sales (Direct store sales) 1¥400 mn in FY Mar/2023

»¢2 EBITDA margin : EBITDA/ Sales %3 Negative impact of China lockdown Total 39,871 +3.6%

Sales: Approx ¥1,600 mn, Operating income: ¥700 mn
B
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Results by channel FANCL

FE&®E,
> Online and catalogue and wholesale sales increased due to impact of advertisements, while
overseas sales decreased due to impact of temporary circumstances such as the lockdown in China

(Unit: ¥ billion)
Domestic (+1.3) Overseas (-1.7)

Wholesale Stores

Online and +2.0
catalogue

FANCL Sinopharm
International
N ] ATTENIR

103.9 -0.3 boscia
0.3 06 103.6
| ]
[China lockdown] 0.4

Decline in store visits -0.3 FANCL -0.3

Shift to online and Sinopharm -0.6

catalogue/wholesale -0.3 ATTENIR -0.6

Store closures -0.6 boscia -0.1

Refinement of initiatives  -0.6 Total 16

FY Mar/2022 FY Mar/2023
full-year full-year
sales sales
R
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FY Mar/2023 : Analysis of change in operating income FANCL
FeE

0O A
00 B o

Results

- Positive factors - Negative factors

9771 Variable costs @ Fixed costs m—p (Millions of yen)

360
263 2 291 0 7,843

280 211 l

FY to March Decrease in Improvement Advertising Sales Other Personnel Other FY to March
2022 gross profit  in cost-of- costs promotions  variable costs fixed costs 2023
Operating due to lower sales costs costs Operating
income in sales ratio income

B
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Outlook for full year



Outlook of FY to March 2024

FANCL

FE&RE,
FY to March FY to March Sales breakdown (Full year)
(Millions of yen) ZAUZ 2024 (plan) Region Amount | Change Yoy
Sales 103,595 111,000 +7.1% Domestic 99,630 +6.2%
Cosmetics 57,448 60,790 +5.8% Overseas 11,370 | +16.6%
Nutritional supplements 39,871 43,820 +9.9% Cosmetics Amount | Change YoY
Other 6,276 6,390 +1.8% Domestic 40,980 +6.4%
FANCL [Overseas 3,485 3.1%
Hatsuga Genmai 1,985 2,050 +3.2% (3.1%)
Total 44 465 +5.6%
1 0
Kale Juice 2,005 2,040 +1.7% Domestic 13.320 +7.3%
Operating income 7,843 12,000 +53.0% ATTENIR |Overseas 1,530 | +47.7%
Ordinary income 8,557 12,200 +42.6% Total 14,850 | +10.4%
Net income 4,970 8,000 + 60.99, boscia 775 (1.1%)
Nutritional

1 EBITDA 12,220 16,000 + 30.99% supplements Amount | Change YoY
%2 EBITDA margin 11.8% 14.4% +2.6% Domestic 38,240 | +7.6%
, o o _ Overseas 5580 | +29.0%

21 EBITDA : Operating income + Depreciation [Assumption]
EBITDA / Sales Inbound sales (Direct store sales) expected Total 43,820 +9.9%

%2 EBITDA margin :

¥3,000 mn in FY Mar/2024

B
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FY Mar/2024 : Analysis of change in operating income FANCL
N3

)

[m =
Plan - Positive factors - Negative factors
Variable costs |_ Fixed costs ‘ (Millions of yen)
T — - 257 12,000
260 512 I
328
7,843
FY to March Increase in Impact Advertising Sales Other Personnel Other FY to March
2023 gross profit  of decline in costs promotions variable costs fixed costs 2024
Operating dueto  cost-of-sales costs costs Operating
income growth ratio income

in sales
-
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Medium-Term Management Plan
Second year Summary



Customers — current situation FANCL

FE®RE,
> Despite severe earnings results in FY Mar/2023, some success was achieved in
strengthening our customer base

I Overall online and catalogue customer numbers (YoY comparison) I Overall store customer numbers (YoY comparison)

103% 109%
o9y~ 101%  102% O—_  102%
c— ~ / y

COVID-19 pandemic. Record-high /
Directed customers to

level
online and catalogue

Q4

recovered to
channel S 75% 103%
. . 1Vi
Reduced advertising advertising COVID-19 pandemic/Store closures
FY Mar/ 2019 FY Mar/ 2020 FY Mar/ 2021 FY Mar/ 2022 FY Mar/ 2023 FY Mar/ 2019 FY Mar/ 2020 FY Mar/ 2021 FY Mar/ 2022 FY Mar/ 2023

I Advertising effectiveness for core products

(YoY Advertising New customer (YoY Advertising New customer
comparison) Product expenditure acquisitions comparison) Product expenditure acquisitions
ENRICH+ 125% 127% Enkin 385% 210%
Cosmetics T
MILD CLEANSING OIL 119% 120% Supplements | Calolimit 159% 125%
Naishi Support 121% 95%
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Recovery of the store channel FANCL
FE&RE

> Sales recovered in Q4 due to recovery in visitor numbers and improvement in revisit rate

I Embody brand, provide experiential value I Initiatives to improve profitability
Cosmetics-focused VMD Al-based personal stratum corneum analysis * Review of excessive measures:
(summer onwards) (September onwards) Curbed discount policies that do

Stratum corneum analysis reveals root causes of skin problems not lead to CI’OSS-SG”iﬂg or

recurring store visits
—Discount rate improved by 1.9%

* Closure of unprofitable stores
172 stores at end of period
(-26 stores)

No. of counselling sessions (Q4): + 107% YoY

Events (Q4 onwards)

FANCL store sales (YoY)

Initiatives to acquire new customers using interior spaces

95%

No. of new customer acquisitions (Q4): + 106% YoY Q1 Q2 Q3 Q4
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FY Mar/2024 plan FANCL
F@&

0O &£
| Plan While continuing investment in advertising aimed at new customer acquisitions,

00 B o
shift to strengthening development of existing customers
Changes in e-commerce

market environment I Allocation of marketing expenditure
 Existing players are acceleratin (Unit: ¥ billion) -
digitaligal?io%/ ’ Total 21.8 Total 21.5  Strengthendevelopment of existing
. . " ' customers
New entrants from other industries Sales protmotlon ST—— Increase allocation of advertising to
. cgsgs CcoSts growth business
Increased vol. of digital advertising . 7.4 Japan
=increase in ad unit prices FANCL: Reduce response ads
Review existing advertising ATTENIR: Increase response ads,
mainly for external online platforms
c methods and develop customers Advertising Advertising / g
g through more effective costs costs Overseas
marketing investment (turn 14.9 14.1 China supplements, ATTENIR
customers into “fans”) cross-border e-commerce
FY Mar/2023 FY Mar/2024
l Overseas business (Results) (Plan)

« Strengthen positioning of overseas business as being in “first year of global acceleration”
 Chinasupplements business expected to grow 45% YoY with an increase in local marketing expenditure in coordination with
Sinopharm International

« ATTENIR: launching general trade sales from Q4 in addition to cross-border e-commerce
I
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Cosmetics Business



FANCL Business strategy: FANCL Cosmetics FANCL
FE&RE

> Promote the value of Mutenka cosmetics to sufferers of skin disorders or dry skin, and drive the creation of fans

I Expand basic skin care customers I Expand pore care market share

* Strengthen BRIGHTENING by leveraging increase in
opportunities to go out (post pandemic)

MILD CLEANSING OIL -= BLACK & SMOOTH -

The Launch: April 18, 2023 Pore-specific BLACK MILD CLEANSING OIL
“negatives” : i
7 ! J i Irrl_tates SKm_ \ Black cleansing oil for smooth skin,
} Brightening Dries out skin containing charcoal and absorption clay to
= —I FancL products remove blackheads and keratin plugs
P E I "I ‘f e ™ Focus on hypoallergenic,
‘ i ~— il EANCL Mutenka formulations. Improved poreY Oil that melts ¥ Smooth, no-

B - | | W-Effect Brightening also cleansing into pores pores feeling
& L —N cares for dry skin.

Sales after Feb. launch strong at 140% YoY

BLACK & Standard
SMOOTH product

Target 20s-30s All ages

I Cross-selling to basic skin care customers

* Strengthen special care and makeup proposals

Complete | smooth skin,

™ \ \ Appeal pore protects pore
\ cleansing moisture
Increase sales price
, SILKY EIT UV through high added Sale ¥1,980 ¥1.870
BRIGHTENING ESSENCE CORE EFFECTOR FOUNDATION LU price

S
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FANCL

Attenir Business strategy: Attenir

> Position as growth business and boost investment in advertising in Japan and overseas

Domestic Overseas
_ _ Full-scale expansion of external online _
I Expand basic skin care users platform sales I China cross-border e-commerce
Basic skin care sales External online ~ Breakdown of FY Mar/2023 sales (YoY)
platform sales Online and catalogue sales
ress snow ' ¥2 4 bn . 103% 113%
. 0
— (2021 sales) — 95% 101%
~——Dress liftetc. . Pl fresse e
sales mmm \Vholesale
 Strengthen advertising with focus on -+ Increase advertising expenditure by I —
Dress snow and develop high-quality ~ 45% YoY 0% 2Ll geso 0%
customer base Q1 Q2 Q3 Q4
Renew 3 main products + ek mve.St.ment n - Sell-in expected to recover from Q2 of
(fall onwards) advertising current FY due to inventory adjustments
g - In general trade sales, license
A year to establish a firm position for Attenir as an application for five products completed;
. . plan to roll out in Q4
ageing care brand and set it on a path for growth
S
16
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Health Business



fﬁ;‘}ig— Business strategy: Domestic FANCL
BERE.

> Focus on strengthening existing star products, expansion into new customer segments

IStrengthening existing star products I Expansion into new customer segments

Calolimi Largest and most profitable in
CUHIMIIN | s of sales Active senior segment External online platform users

» Sales second only to Calolimit
« Growing customers by
strengthening advertising

Supplements: No. of customers by age Capture demographic that cannot be
approached via FANCL online store

LAl © Establish a sales model that is

« Perceived as highly effective fewer successful by generating buzz through
Enkin and boasts high retention rate social media and positive reviews
* 65% of customers are regular I « Focus on Mama Lula and Collagen range
users

: Mama Lul . .
Launch of new TV ad in May Folic And & o ¥ Growth in external online

Plus platform sales after launch
Os 40s 60s 70s e in 2019
: v i
e Strengthen Raku Hiza, Bone Support, - prg\-%?;zasaiscc??)(iz(r:?jtilgn
Anti-Cholesterol Support, and Age iod with hy inal
Bracket-Based Supplements Mamdlula ~ Period with this single
ppie . product
- mﬁyf-'. * Plan to launch strategic products from B o
FY Mar/2025. Accumulate Y UA sustainable price of
Expand number of customers through communication know-how, etc. Price: ¥1,500 P

50 yen per day

year-round advertising

©2023 FANCL CORPORATION All Rights Reserved 18



FANCL Business strategy: Overseas FANCL

FE®RE,

> Improve positioning in China market and accelerate growth through marketing investment

I China supplements business: sales and recognition rate I Product/marketing strategy

Increase marketing expenditure to increase sales and product

FANCL sales (local retail)

recognition
Market CAGR+5% Strategy Products Channels
All platforms
Obtain No. 1
category : 7R
2019 2020 2021 2022
.. Develop into
Brand recognition rate second pillar

Many users in their
20s and 30s

Major Chinese
brand Approach high-

growth markets

Top foreign brand

No. 1 among . < >

Japanese ¢ 1 Significant room ] )
brands * | for growth For effective deployment, offer different products and
FANCL information on e-commerce platforms

according to customer attributes
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Channel



Online and Catalogue: CRM strategy using core FIT3 system

>

I Product proposals utilizing “concern database”

Concern database

v
v

M Surveys

Purchase tDegrse; 01; concern
— history urned in to a score
Web history
Product proposals that solve
concerns
Target grou Response
getdg P rate
Existing | No purchases in last _ months 1
No purchases, but high concern
New P J 2X
score

v

Expand target to customer segments that
have not yet been approached

Built unigue estimation model achieving optimal communication with each customer

FANCL

INaishi Support churn prevention model

Estimate database

Statistically significant factors derived
from data for approximately 100 items
regularly associated with churn

Built predictive model for churn

rates/reasons for churn

v

Identify customers likely to cancel
subscriptions and reasons for doing so,
send direct mail to prevent cancellation

(40 IS ERST

PIREDR-b

MERESET | | BEBPE TEEkhe
HST. HET
- o

Churn rate

\l

DM Sent

©2023 FANCL CORPORATION All Rights Reserved

Churn rate halved
compared to those not

sent DM

DM Not Sent

21



Stores: Expansion of customer base

FANCL

O RS
DD§0

> Leverage stores’ characteristics to create fans, utilize FIT3 to increase repeat V|S|tslra|se LTV

lExperientiaI stores for young consumers I Utilize FIT3 to enhance CRM

Yurakucho Marui store (Renewed March 9) 1. Promoting store visits

Until now NEW
1sttime—2"d time All customers

a8 =248

Adjust follow-up based on
user type (light, middle, or
heavy)

__lj__“ ‘j“m | mllind un'lhﬂ l

2. Promoting purchases

h QA ® ® e

In-store tester stand enables Staff push out content NEW Follow Up with
customers to freely try products via Instagram customers
E E who haven't
v bought in last
—h—h— X months

Ratio of new customers under 35: approx. 50%

Automate detailed approach

Initiatives at stores also targeting older customers _ _
and systematically implement

Enhancing fan creation at each store

I Inbound sales

FY sales target: ¥3.0 bn

Recovery (Unit: Billion yen)
from summer
onwards

0.9
0.6
il
2 3 4

U -Information spread through
? KOLs/KOCs

[eAlLIe

*Increase of Chinese staff

*Creation of
packs
comprising
popular items

9101S

Japan-only design
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Human Capital Management



HR strategy for achieving VISION2030 FANCL
FBE&RE

00 H o

N

HR
develop-

ment e ) FANCL’s HR development polich

(TS— 1. Become skilled in multiple areas

(executives)

> Acquire diverse skills via job rotation

General managers » Promote autonomous career development
Managers

( Section heads ) ~— ‘

2. Develop (next generation) management

through accumulating knowledge/ experience

*Basic ability as a member of society + reskilling

» Promote thinking/action on top of work » Ongoing execution of succession plan
(=implementing our philosophy) » Accumulate management experience in
- multiple fields
__

\

HR
utilization

Corporate

culture
4. Foment a corporate culture that
engenders the realization of our

management philosophy

» Reform corporate culture to continue to
undertake challenges in pursuit of solving
negatives without forgetting a venture spirit

Checks via regular surveys
-Management survey
-Corporate culture surveys
-Executive, manger

evaluations
- Statutory stress checks

3. Create an environment easy to work in
(D&l, health management)

» An environment where diverse HR can thrive
» An environment that enables people to
perform in a state of beauty and health
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Succession plan FANCL
FE®RE,
Future CEO and director candidates Dev_elopment/
selection process

Conduct annual evaluation and select candidates

_HR Clarify requirements for managers into 20 items in based on the results following deliberation
CLMIENENS 4 categories by the Nomination and Compensation Committee
Category Key HR requirements Nomination and Deliberate Deliberate on
: ' on . <=

Understands/embodies C%T&er:;f:'eon candidates directors
founding and Understands FANCL’s strengths/weaknesses
management Has a deep affection for FANCL v
philosophies

_ Has _broac_l experience overcoming difficulties Board of Directors Report selection status
Leadership Can identify issues and communicate both

within and outside the company

Modest, can engage in self-reflection — —
Humanity/ ability Cares about people Execute individual development plans/monitoring

Is a critical thinker
Nomination and

Able to think from a multistakeholder perspective Compensation Report monitoring results
Has a broad range of experience Committee

Experience/knowledge
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Looking toward the next
Medium-Term Management Plan



FY Mar/2024: Turning point for the future FANCL
FE&®RE,
FANCL is committed to being a company that supports the

beauty and health of its customers and the world,
throughout their lives.

Stay true to the uniquely FANCL approach, and create a new winning pattern
Premise: Know our customers (analysis, understanding, interpretation), and connect with them (value, information, experience)

<Current situation>
® Despite possessing an incredible volume of customer data, we are not making

effective use of it. v
<Plan>

® Use a data-driven mindset to understand customers from multiple perspectives, get to
know them better, change the approach for each customer, and connect with them

® Review and restructure our marketing expenditure, organizational structure, and
business processes
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