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Outline of Long-term Vision

~- Yakult

Yakult Vision 2020 is a medium- to long-term management plan formulated in the
year of its 75th anniversary to clarify what it aspires to be in the next 10 years.

Qualitative goals

=

Quantitative goals

We contribute to the health and happiness of people around
the world through pursuit of excellence in life science in
general and our research and experience in microorganisms in
particular
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- Let’s promote the idea that a healthy intestinal tract
leads to a long life, to as many people as possible on
the earth!

- Let’s apply our unique combination of preventative
medicine and therapeutic medicine to realize a
healthy society!

- Let’s offer satisfaction and happiness to our
customers and ourselves by whole-heartedly
delivering the best technology with gratitude!

€ Implementation in three phases over 1W
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Review of Phase | Plan (2011-2013)

Company-wide Goals and Results for Phase | [1] Yalkult

€ Quantitative goals Goals
Sales (billion yen) aChIeved Opera?bni icl)?lcggqs
650 - - 130
600 - OSales  mOperating incbme 36.50 million bottles/day | 120
Number of bottles df dairy .
550 products (results) 32.37 million pottles/day . L 110
500 A Nurgber of b_o_ttlle? df dairy 500.0 billion yen L 100
450 4 products (initia palll) 30.11 million bottles/day L 90
26.40 million bottles/d (plan)
400 A P - - 80
350 - ' 345.0 billion 350'3::1'”'0” L 20
. yen
300 J 290.7 billion yen L 60
50.0 billion yen
250 - 30 - 50
billion
200 1 T 26.0 billionYen 40
150 1 o yen - 30
19.0 billion yen
100 - 20
50 _ . _ 10
0 0]
58th accounting period 62nd accounting period 65th accounting period 69th accounting period
(2009) (2013) (2016) (2020)
before the plan Phase Ii Phase I
Plan Result (achievement rate of target)
Dairy products sold worldwide  30.11 million bottles/day 32.37 million bottles/day (107.5%)
Consolidated sales 345.0 billion yen 350.3 billion yen (101.5%)

Consolidated operating income 26.0 billion yen 32.0 billion yen (123.1%)




Review of Phase | Plan (2011-2013)

Company-wide Goals and Results for Phase | [2] Yalult

Significance of Phase |

Run-up period before a leap forward
Prepare a base of business model, for goal of FY2020

In the Japanese food and beverages business, we built a base for
regrowth in the mature domestic market. We bolstered our
research and development bases, improved the efficiency of
production bases through reorganization, and promoted the value
of probiotics, which is the core of our business. As a result, we
achieved a certain level of success.

In the overseas food and beverages business, we strived to

cultivate and expand the markets and strengthened the supply

gyst_em, which drove forward the overall performance of the
usiness.

While the pharmaceutical business faced tough conditions due to
the impact of NHI drug price revision, we worked to enhance the

business with focus on oncology by driving forward development
of products in the pipeline.




Review of Phase | Plan (2011-2013)

Company-wide Goals and Results for Phase | [3] Yakult

Achievement in the 3 years

Company- »Introduction of the executive officer system (in June 2011)
wide rr——

» Strengthening of research and development bases ;
- Yakult Central Institute for Microbiological Research: construction of
4 research blocks (started in October 2012; to be completed in 2015)

»Reorganization and streamlining of production bases

Ece)?/grggg S - Driving forward the second phase of capital investment plan (reorganization from 14
(Japan) plants to 11 plants)
- Full-scale operation of Hyogo Miki Plant (December 2012)
» Strengthening of existing brands
- Improvement of core products’ value (launch of New Yakult in November 2013)
» Continued implementation of value promotion activities
»Increasing marketing population and increase of population ratio
= - Started sales in 2 new countries and 5 new cities in China (the number of countries
ood and \ :
Beverages and regions where we sell our products increased to 32)
(Overseas) »Enhancement of supply bases
- Driving forward plant capital investment (production system of 31 million bottles/day at
22 bases)
»Approval of adjuvant XELOX treatment with Elplat pe—
oharma. > EXpanded indications of Elplat oo ’
- - Approval for treating pancreas cancer and promotion of the process for -
ceuticals - . i
gaining approval for treating stomach cancer w

»Driving forward development of pipeline products
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Phase Il Plan (2014-2016)

(1) Concept of Phase Il Plan Formulation [1]  Yalkult

Significance of Phase Il Plan

Yakult Group aims for a dramatic growth, primarily through business
promotion in accordance with the corporate philosophy, based on the
preparation of a business model that is continuing from Phase |I.

@ Corporate philosophy ¢
We contribute to the health and happiness of people around the
world through pursuit of excellence in life science in general and
our research and experience in microorganisms in particular

Phase Il — |
| 2017-2020
Phasell [
1 2014-2016
Phase | |
1+ 2011-2013

] Run-up period Dramatic Long-term vision
before a leap realization period

forward g rOWth

Prepare a base of D er| (@) d

business model, for
goal of FY2020




Phase Il Plan (2014-2016)

(1) Concept of Phase Il Plan Formulation [2]  Yalkult

Concept for achieving goals
» We will further promote globalization by spreading the

probiotics value promotion activities around the world, which is
the core of the Yakult business.

» We aim for sustainable growth by strengthening our research
and development capabilities as well as by offering unique
products whose effectiveness has been scientifically proven
and providing services that only Yakult can provide.

» The entire group will work together to contribute to people
around the world (local communities) through practice of the
corporate philosophy.




Phase Il Plan (2014-2016)

(2) Phase Il Company-wide Strategy  Yakult

[Continued promotion of the global business portfolio strategy]

Continue to grow the group by deploying the most appropriate strategies for each phase of
introduction, growth, maturation, and rebuilding in respective areas of the global market. Also,
drive forward development of the foundation of the domestic business, which leads the next-
generation global businesses.

\
expand a'?d Petate mar_kets Rebuild business model
(penetration and expansion)
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[n g)eriod ] = [ period ] = [ period ] = [ period . ] Y
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Phase Il Plan (2014-2016)

(3) Quantitative Goals: [1] Company-wide GoaLsﬁ Yalult.

Operating income (billion yen)

Sales (billion yen) OSales  mOperating income __# 37.10 million bdtles/day
650 - - 130
=g NUMber of bottles of dairy products
600 A (results,Phase Il plan ) yp 4/ 36.50 million bottles/day | 120
Number of bottles of dairy products /
550 1 (initial pian) ye » - 110
32.37 million bettids/day 500.0 billion yen
500 A - 100
450 27.50 million bottles/day/ 30.11 million bottles/day 90
i = - (plan) §20.0 billion yen i
400 - - 80
350 - . 350.3 billion yen L 70
305.9 billion yen
300 A - 60
5 50.0 billion yen
50 1 43.0 billion yen 50
200 1 32.0 billion yen r 40
150 - - 30
20.4 billion yen
100 A - 20
50 H~ - 10
0 0
59th accounting period 62nd accounting period 65th accounting period 69th accounting period
(2010) (2013) (2016) (2020)
1 year before the plan Phase | Phase I Phase Il

Dairy products sold worldwide 37.10 million bottles/day (up 4.73 million bottles/day from Phase I)
Consolidated sales 420.0 billion yen (up 69.7 billion yen from Phase 1)
Consolidated operating income 43.0 billion yen (up 11.0 billion yen from Phase I)

= We aim to achieve company-wide 2020 quantitative

goals ahead of schedule 1




Phase Il Plan (2014-201

(3) Quantltatlve

mm Overseas population

million people : i
( pPeop )+Overseas population ratio

éoals: [2] Marketing Population and

mm Domestic population
-=-Domestic population ratio

2,500
6.9% 7.0% — 7.5%
F + . . B
2,000 1,960 |II|on
. 130 million L
1,700 million
- 130 million
1,500 1,450 million ‘ i
130 million .
1,000 - ]
1,830 million
1,320 million 1,570 m|II|on.
500 -
0 - - i

FY2010 (results)
1 year before

the plan

FY2013 (results)
Phase |

FY2016 (plan)
Phase Il

*Population ratio: Dairy products sold per day/marketing population
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Phase Il Plan (2014-2016)

(3) Quantitative Goals: [3] Number of Dairy Products

-~ Yakult
LA

® Food and beverages (Overseas) ®Food and beverages (Japan)

(miIZ{oOn gcz)ttles) [vs. 2013] :
' 37.10 million +4.73 million (+14.6%)
32.37 million 9.60 million -
(olelolllENTe)8  +0.64 million (+7.1%)
30.00 8.96 million ratio: 7.5%)

27.50 million (population

8.77 million ratio: 7.0%)
(population

20.00 - ratio: 6.9%)

23.41 million (O SNE +4.09 million (+17.5%)

18.73 million (population

10.00 - (population ratio: 1.5%)
ratio: 1.4%)

0.00 -

FY2010 (results) FY2013 (results) FY2016 (plan)
1 year before Phase | Phase Il
the plan 13




Phase Il Plan (2014-2016)

(3) Quantitative Goals: [4] Consolidated Sales

-~ Yakult
€ By segment
m Food and Beverages (Japan)
m Food and Beverages (Overseas)
(biIIion yen) » Pharmaceduticals
m Others (Cosmetics, etc.) [VS. 20 13]

500 m Adjustments (eliminations of intracompany transactions, etc.)

. +69.7 billion yen (+19.9%)
420.0 billion yen

350.3 billion yen ZAOHONGT]IITesMYZEaN +2.0 billion yen (+11.1%)

400 SOITENENT +14.7 billion yen (+41.6%)

. 18.0 billion yen
305.9 billion yen | 35.3 billion yen |
300 - 17.1 billion yen 150.0 billion

38.8 billion yen 118.8 billion yen +31.2 billion yen (+26.3%)

en
71.6 billion yen .
200 -
100 189.7 billion 200.4 billion ZARSHORGTI|IO1AIY +15.6 billion yen (+7.8%)
yen yen yen
O -
-100

FY2010 (results) FY2013 (results) FY2016 (plan)
1 year before the plan Phase | Phase I 14




Phase Il Plan (2014-2016)

(3) Quantitative Goals: [5] Consolidated Operating

-~ Yakult
€ By segment
® Food and Beverages (Japan)
m Food and Beverages (Overseas)
= Pharmaceuticals
(billion yen) m Others (Cosmetics, etc.)
80 = Adjustments (eliminations of intracompany transactions, etc.)
[vs. 2013]
+11.0billion yen (+34.4%)
43.0 billion yen
60 1.0 billi =0-3-bittion yen (-23.1%)
32.0 billion yen / SR 4 5 billion yen (+52.9%)
20.4 billion yen ‘ i
40 8.5 billion yen
e 34.0 billion
AR 27.8 billion yen +6.2 billion yen (+22.3%)
| yen
20 12.9 billion yen
11.0 billion 9.7 billion 12.0 billion +2.3 billion yen (+23.7%)
yen en yen
0 - y
-20

FY2010 (results) FY2013 (results) FY2016 (plan)
1 year before the plan Phase | Phase I 15




Phase Il Plan (2014-2016)

(4) Concept of Management Benchmarks  Yalkult

[1] Operating income margin
In Yakult Vision 2020, we are targeting sales of 500.0 billion yen
and operating income of 50.0 billion yen (operating income
margin of 10%) in 2020. We will continue to improve profitability
and aim to achieve 10% operating income margin in 2016.

[2] Return on equity (ROE)
We will aim for an ROE of 9% in 2016 by improving management
efficiency while working to maximize net income.

[3] Return on assets (ROA)
We will aim for an ROA of 9% in 2016 by improving investment
efficiency while working to maximize ordinary income.

[4] Equity ratio
We will aim to improve it to 57% in 2016 by further strengthening

our financial structure.
16




Phase Il Plan (2014-2016)

(5) Segment-based Strategy: [1] Food and Beverages

Japan ~— Yakult

9,
caﬁ éJ
Establish brand superiori

. A e iotics market

ﬁillilll
S ;a?a!en R& _roii“&é‘ss Strengthen Offer safe secure and high-
to take the lead in the operatlng ase and quality products
T——

preventative medieine era promote reforms

....

Pursue valuépromotion closely
linked to communities




Phase Il Plan (2014-2016)

(5) Segment-based Strategy: [1] Food and Beverages

gJaEanz ————_ YA lcult

Quantitative goals

FY2016 Change vs.
target FY2013
No. of bottles of dairy 9.60 million | +0.64 million
products sold bottles/day bottles/day
Consolidated 216.0 billion | +15.6 billion
sales yen yen
Consolidated 12.0 billion | +2.3 billion
operating income yen yen

Qualitative goals

Achieve continuous growth
In the mature domestic
market

Pillars of the
strategy
evidence

products

innovation.

» Dairy products: Strengthen existing brand and develop products with new
» Juices and soft drinks: Strengthen lineup of functional health drinks and food

» Pursue value promotion activities that combine advertising, PR and sales
channels (home delivery/route sales)

» Improve management quality of the group and enhance organization

» Strengthen and expand contact with customers through business model




Phase Il Plan (2014-2016)

5) Segment-based Strategy: [2] Food and Beverages
Overseas — Yakult
: : = Countries and regions where

= Countries aimed for entr

{2013) [II]::> {2016)
32 countries and regions | 41 countries and regions (aimed) 19




Phase Il Plan (2014-2016)

) Segment-based Strategy: [2] Food and Beverages

S

Quantitative goals

FY2016

Change vs.
target FY2013
No. of bottles of dairy | 27.50 million | +4.09 million
products sold bottles/day bottles/day
Consolidated 150.0 billion | +31.2 billion
sales yen yen
Consolidated 34.0 billion +6.2 billion
operating income yen yen

Qualitative goals

Propagate the message of Yakult
and spread the joy of health

Expand and cultivate global markets

Pillars of the
strategy

»Continue to grow business of existing operations g

» Stabilize management of newly established
operations and grow their businesses

»Enter into new countries




Phase Il Plan (2014-2016)

(5) Segment-based Strategy: [3] Pharmaceutlcals

Business policy

Aim to become Japan’s No. 1 oncology company

~ Yakult
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Phase Il Plan (2014-2016)

(5) Segment-based Strategy: [3] Pharmaceuticals

-~ Yakult
Quantitative goals Qualitative goals

Contribute to the health of
FY2016 Change vs.
target Y2013 people around the world by
Consolidated 50.0 billion | +14.7 billion making innovations in the
sales yen yen f |d f I
Consolidated 13.0 billion +4.5 billion 1€ 01 onco Ogy
operating income yen yen

Pillars of the
strategy

»Maximize sales of Elplat

»Maintain sales of existing products and long-term listed products

»Further increase share by boosting generic product lineup

»Build foundation for continuous development of new drugs by enhancing drug
candidate pipeline

22




Phase Il Plan (2014-2016)

5) Segment-based Strateqy: [4] Others (Cosmetics, Etc.
(5) Seg gy: [4] ( s Ele) | e

Business policy
(Cosmetics)

- r 3
S | ‘ -

P

Basic skin care products with moisturizing Cosmetic development with focus on
ingredients based on lactobacillus safety and security

o Health and hapHn_ess of people based on the concept of .
intestinal health is a direct factor in producing
beautiful, healthy skin

. “Intestinal health is a direct factor in producing, .
beautiful, healthy skin”: tone up the internal organs/stomach with lactobacillus
drinks and protect the health of the outside of the body/skin with cosmetics

l[”' Iy

e

1. i,a ! |

- e =

e
e ==

»

Lo : 2
JBG : 3 ; \}\\&, »&

.

V) | N

Value promotion activities with focus on Prepare environment for carrying out
Yakult customers counseling

23




Phase Il Plan (2014-2016)

5) Segment-based Strateqy: [4] Others (Cosmetics, Etc.
(5) Seg ay: [4] ( S, E ‘}akult

Quantitative goals Qualitative goals
/4 (Cosmetics)

(Total for Others) e ,\
ﬁﬁ; I Working as one, Yakult

Y2016 | crargews Honsha and marketing
target companies are making
lidated illi +2.0 billion
e 200 BIen | wzoblen efforts to strengthen and
Consolidated Lo billion | -0 bifron expand the cosmetics
operating income yen yen bUSineSS.

Pillars of the strategy
(Cosmetics)

»Marketing strategy activities centered on basic skin care products
based on Yakult's proprietary ingredients derived from lactic acid
research

» Strengthen and expand the cosmetics business at marketing companies

»Promote new customer development by utilizing esthetic salons, and offer

Yakult customers Yakult cosmetics as well as food and <
beverages o
» Study online sales and new sales channels and expand ﬁ‘“

corporate customers [ o







The statements in this material with respect to the plans
and forecasts are forward-looking statements, except for
the facts of the past, and involve uncertainties. Actual
business performance may significantly differ from these
forecasts due to various factors.

Information in this material is not aimed at soliciting any
Investment. The company does not provide guarantees of
any kind regarding the contents of this material. The
company or parties providing the information assume no
responsibility for any damages resulting from this
material.




