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In this document, statements other than historical facts are forward-looking
statements that reflect our plans and expectations. These forward-looking
statements involve risks, uncertainties, and other factors that may cause actual
results and achievements to differ from those anticipated in these statements.




2022 1H Key Headlines

Offset headwinds from lockdown in China and slow market recovery in Japan
with agile cost management and other strong markets

A\

* Like-for-like increase (decrease) excludes the impact from all business transfers in the first half of 2022 and the first half of 2021 as well as the impact of all related transfer agreements (“business transfer impacts”).

Like-for-like (LfL)* Net Sales YoY: —1%

- Americas and Travel Retail continued strong. EMEA keeps strong momentum excluding shipment
suspension to Russia

- China affected by lockdown and Japan affected by slow market recovery in mid-price range
Skin beauty brands sales ratio grew to 75% thanks to portfolio reorganization
EC sales ratio: 31%, Sales: —2%* Americas and EMEA retail normalization from market reopening

Core operating profit: ¥17.5 Bn, —¥5.5 Bn YoY

- Despite decreased profit due to the transfer of PC business, reduced fixed costs from structural
reforms and promoted company-wide agile cost management

Global transformation

- Transfer of the manufacturing business for personal care products : Kuki Factory 2023 Q1 (Plan),
Vietnam Factory 2023 2H (Plan)

- Professional business : Transferred on July 1



2022 1H (anuary—June): Executive Summary

(Billionyen) 2021 Net sales 2022 Net sales CfTaOrTge Ch;(r?ge %  Neutral % L{(*)ZY%)

Net Sales 4954 100% 4934 100% -2.0 —-0.4% —74% —-0.8%
Core Operating Profit 23.0 4.7% 17.5 3.6% -5.5 —23.9%

Non-recurrent items -44.2 —9.0% -0.6 -0.2% +43.7 -98.7%
Operating Profit -21.2 —4.3% 17.0 3.4% +38.2 -
Profit Before Tax -20.7 —-4.2% 25.6 5.2% +46.3 -
Income Tax Expense 6.4 1.3% 6.9 1.4% +0.5 +7.7%
profitAtributable 281 -5.7% 16.2 33%  +44.4 :
EBITDA"™ 48.6 9.8% 43.1 8.7% -5.5 -11.4%

*1 Core Operating Profit + Depreciation and Amortization (excl. amortization of right of use)

Net Sales:
» Americas and Travel Retail continued strong, covers China and Japan slowness

» Skin beauty brands sales ratio grew thanks to portfolio reorganization
Core Operating Profit: Reduced fixed costs from structural reforms, promoted agile cost management

Non-recurrent items:
Impairment loss on Dolce&Gabbana trademark rights and structural reform in 2021: —¥34.1bn,

>

» Withdrawal from hyaluronic acid business in 2021: —¥3.3bn

*2 Excludes impact from business transfer

Profit Before Tax: Finance income: +¥5.1 bn (FX gain: +¥2.7 bn), share of profit of investments accounted for using equity method: +¥2.3 bn

Income Tax Expense: Recorded valuation allowance for impairment loss on Dolce&Gabbana trademark rights in 2021



2022 1TH Net Sales by Brand

Like-for-like*

(Billion yen)

FX, etc.

Transferred

brands

(l?)le de Fragrance
eau +15%
Beauté

4954 Transferred

NARS
+6%
el | 4934

brands - Other
brands
IPSA
SHISEIDO -14%
— 00
-13% I
ANESSA
—6% Drunk
Elephant
-10%
2021 2021 2022 2022
Excl. business Excl. business
transfer impacts transfer impacts

*YoY change (%) for each brand is calculated based on foreign exchange rate assumptions as of Feb 2022 and excludes exchange rate differences etc.



Net Sales YoY: Americas and Travel Retail Continued Strong,
but Japan and China Declined vs. LY

2021 2022
Like-for-like vs. 2019

vs. 2019 vs. 2021

FY 1Q 2Q H 1Q 2Q H
Japan -32% -37% -35% -36% -3% -2% -2%
China +38% +14% +19% +16% -14% -14% -14%
Asia Pacific -14% -13% -8% -10% -0% +20% +9%
Americas +16% +29% +28% +28% +7% +15% +11%
EMEA -6% +7% +5% +6% +9% +1% +5%
Travel Retail +2% +29% +3% +15% +21% +15% +18%
Total -6% -9% -9% -9% -1% 1% -1%
ex-Japan +14% +15% +11% +13% +0% -0% +0%

* Excluding business transfer impacts



Japan: Prestige Steady, but Middle Price Range Market Recovery Continued to Delay
(B Locol marker LiL_

YoY

® | ocal Market:
» Despite gradual recovery after COVID-19 measures lifted,

0%
vs. 2019*2
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low price range segment mainly at drug stores grew due to inflation
» Department store sales rebounded, but still lower vs. 2019 QT Q@2 @ @ QA Q

® Shiseido Consumer Purchases*': 1H flat / Q2 flat
» Local: +low single digit% / +mid single digit%

* Brand loyal users increased, especially for SHISEIDO and Clé de Peau Beauté

I

SHISEIDO
150™ year anniversary edition

- Customer touch-up activities increased

* Enhanced efficacy communication

- ELIXIR : continued to struggle, momentum slowly improved
* HAKU : beauty supplements, holistic beauty approach
* EC : tlow-teen% / +mid single digit%

- Continued to grow in retailer EC channel

ELIXIR

» Inbound : —high-teen% / —low 20% Wrinkle cream HAKU

Beauty supplements

*1. Excluding business transfer impacts  *2. Adjusted for the effects of consumption tax hike in 2019 7



China: Online / Offline Affected by Lockdown in April, Gradual Recovery from May

Online was Steady Including 6.18 Promotions

® Market:
» Affected by resurgence of COVID-19 and lockdown
» EC : 6.18 promotions sales growth slowed down

® Shiseido Consumer Purchases* .

Total TH —low-teen% / Q2 —mid-teen%
» Mainland China —high single digit% / —high-teen%
* Prestige —high single digit% / —mid-teen%
- SHISEIDO Future Solution performed well; trade-up trends
* EC +high single digit% / +low single digit%
- Prestige EC +low-teen% / +high single digit%

o =
AR [ ]
A BK &8 72K 5

NEW $#Kk#
BERE THNAL EFH

SHISEIDO
Vital Perfection

//h..f‘w\

Clé de Peau Beauté
40™ Anniversary Limited edition

B Consumer Purchases by Categor

(1H total) YoY*

Cosmetics

6.18 Promotion

- Tmall: +9%, growth continued despite the lockdown impact
NARS : +over 60%, climbed five ranks in category

- Expanded brands, newly launched 5 brands to TikTok, etc.

Prestige

™~

. —low-teen%
\

—low-teen%

* Excluding business transfer impacts

2021

2022



Americas and Travel Retail were Steady, Asia Pacific Turned to Growth Market

Americas

Growth Continued, driven by NARS

Growth and market expansion in all categories

® Shiseido External Sales™: 1H +11% / Q2 +15%

» NARS : Continued to gain share, climbed 5 ranks™

» EC: =low single digit % / —low single digit%

EMEA

Performed solid except for suspended shipments to Russia

Continued to grow in all categories

® Shiseido External Sales™: 1H +5% / Q2 +1%
- ex-Russia: +10% / +10%

» narciso rodriguez : Musc Noir series strong

> EC: —low teen% / flat

- Rebound from lockdowns and stay-at-home policies in LY Q1

Travel Retail

Americas, EMEA steadily recovered, despite Asia
affected by lockdowns

Hainan’s low traffic slowly recovering

® Shiseido Consumer Purchases™:
Asia 1H Flat / Q2 —high single digit%
(Global +low single digit% / —mid single digit%)

» External sales strong in anticipation of recovery
» EC (Asia): —mid-teen% / —low 20%

Strong growth driven by South Korea and South-East Asia
Recovery delayed in some markets such as Taiwan

® Shiseido External Sales™ : 1H +9% / Q2 +20%

» ANESSA: Strong Gold series from renewal
» EC™: +high-teen% / +low-teen%

- Continued to expand to major EC platforms

*1. excluding business transfer impacts *2. NPD makeup category ranking *3. Prestige brands only
9 p p gory 9 9




COGS ratio: Improved LfL Thanks to Favorable Product Mix from Business Transfers,
despite Cost Increases from New Factories, etc.

2021 2021 2022
1H 2H 1H TH Factors for increases / decreases
COGS 26.7% 271% 20.7% (+) Favorable product mix from business transfers
COGS LfL*'  26.0% 24.2% 24.8%

(+) Lower inventory write-offs

30.6% (+) Higher productivity
(lower fixed costs due to shift to in-house manufacturing)

(+) Impairment loss on withdrawal from hyaluronic acid
business in 2021

(=) Higher fixed costs due to launch of new factories

(=) Increase in logistics costs, etc.

(—) Negative impact from MSA™ for business transfers (4.9 pts)

24.3% 0
COGS 241% 23.8%
eesecee COGSLfLH
2021 2022
Q1 Q2 Q3 Q4 Q1 Q2

*1. Excludes impacts from product supply due to business transfer and from impairment loss  *2. Manufacturing Service Agreement 10



2022 1H Cost Structure: Agile Cost Management in line with Sales

(% of Net Sales
based on Core Operating Profit )

SG&A 701% 67.0%
T~
‘Marketing 271% 23.0% -4.1 pts
Investments
Brand dleq\zljopment/ i +1.9 pts
e 227% . [225% -02pis

Other SG&A —0.7 pts

2021 2022

* Including POS personnel expenses

® Marketing investments

> Lower costs from business transfers

» Agile cost management in line with sales

® Brand development/R&D
» Higher DX-related investments

® Personnel expenses

» Optimize personnel expenses by structural
reforms, etc.

® Other SG&A
» Lower freight costs

» Higher DX-related investments (FOCUS, etc.)

1



2022 1H Core Operating Profit by Reportable Segment:
Agile Cost Management Implemented, Americas, EMEA and TR Significantly Increased

Japan: »
China: »
Asia Pacific: »

Americas, »
EMEA:

Travel Retail(TR): »
Other: »
Adjustments: »

Declined mainly due to the impact of the PC business transfer, lower margins coming from decline in sales

Declined mainly due to lower margins coming from decline in sales

Grew thanks to higher margins coming from sales growth

Improved significantly and turned to profit mainly thanks to higher margins coming from sales growth and

a decrease in fixed costs due to organizational and structural reforms

Increased significantly, OPM improved thanks to higher margins coming from sales growth

Strengthened investments in new factories and DX

Sample production costs decreased

Core Operating Profit (Core OPM) 2021 2022 YoY (Billion yen)
Japan 8.1 (51%) -74 (-6.2%) -15.5
China 2.3 (1.6%) -2.0 (-1.7%) -4.3
Asia Pacific 1.6 (5.1%) 24 (7.3%) +0.8
Americas -1.9 (—3.2%) 3.7 (6.2%) +5.6
EMEA -0.1 (-01%) 2.6 (4.2%) +2.6
Travel Retail 8.7 (15.0%) 17.0 (21.8%) +8.3
Professional 0.7 (9.7%) 1.2 14.4%) +0.4
Other 8.2 (7.0%) -0.8 (-0.6%) -9.0
Adjustments -4.8 - 0.8 - +5.6

Total 23.0 (4.7%) 17.5 (3.6%) -5.5

12



Cash Flow Management:

Continued CAPEX for Future Growth While Maintaining Stable Cash Position

(Billion yen)
Free Cash Flow: -56.0
Operating CF: —=30.7 Investing CF: — 25.3 28?1 2831 28? 234211 2(();2 2? H22
Depreciation .
’ I - - -
mortization "r]]\(/jé?zz?lér; Inventories J-GAAP 167.2 165.5 149.0 143.8
+37.9 L 52 (Billion yen) IFRS - - - 1341 139.6 151.6
Profit Gain on- J-GAAP 260 250 236 218 - -
before trans.fer of DSI (Days)
NN busllngss IFRS - - - 200 185 185
taxes o
e Net D/E J-GAAP 0.41| 0.39 0.14| 0.03 - -
. Ratio
. IFRS - - -l —-0.02 0.09 on
Working (Times)
capital less Proceeds
inventories from
=311 Other CF transfer of CF from
from business financing
operating +3.7 activities,
activities CAPEX etc.
-4.9 335 Other Interest- -7.2
Income CF bearing debt /
taxes . fron.w +17.6
paid investing -
_48.7 activities
+4.4
156.5 —
| 110.9
2021 Q4 2022 1H

13



2022 Market Recovery Status:

Multiple Market Slowdown Factors - Japan Market Recovery Delay,

China Lockdown, Ongoing Ukraine Crisis, etc.

Recovery Assumptions this year
(Announced on Feb. 2022)

Current Recovery Assumptions

Local: 2H 2022
Inbound: gradual recovery from 2H 2022

Local: gradually improves 2H onwards,
but not reaching 2019 level within 2022
Inbound: Slightly recovers from 2022 Q4

Up to Q1 2022: impacted by lockdown due to
COVID-19 variants; continues to grow, driven
by EC and Prestige

Moderate recovery despite the lift of lockdown
in TH

Asia Pacific 2022

2022

Skincare: back to pre-COVID-19 level in 2021
Makeup: 2023

Americas

Skincare: back to pre-COVID-19 level in 2021
Makeup: 2023

Above 2019 level in 2022; full recovery in 2023

Russia: shipment suspension lasts for 2022
Ex-Russia: full recovery in 2023

Travel Retail 2022

2022

14




2022 Outlook Revision:
—

Agile Cost
Management
+22.5

Strategic
Additional
Investments
-10.0
62.0 50.0 40.0
Decrease in
Gross Profit
from Lower Sales
-34.5
2022 2022
Previous Latest
Outlook Outlook

(May 2022)



2022 Outlook Revision:
Review Sales and Core Operating Profit based on Latest Market Environment and
Secure Additional Special Strategic Investments to Ensure Mid-to-Long Term Growth

2022
Previous 2022 % of Net YoY YoY FX LfL* Change
2021 Latest Change  Neutral VS.
Outlook Sales Change o ch Change Previ
(Billion yen) (May 2022) Outlook 6 ange revious
Net Sales 1,010.0 1,075.0 1,070.0 100% +60.0 +5.9% —2% +5% -5.0
Core Operating Profit 420 62.0 40.0 3.7% 26  -6.0% ~22.0
58.0
Non-recurrent items reference) 4.8 -6.2 -0.6% -64.2 - -11.0
Operating Profit 100.6 66.8 33.8 3.2% -66.8 -66.4% -33.0
Profit Attributableto 5 4 44.0 25.5 2.49% 214 -45.6% _18.5
Owners of Parent
Dividend (yen/share) 100 100
50 Interim:25 Year end: 25 Interim:25 Year end: 25
(Plan) 150" anniversary: 50 150" anniversary: 50

Exchange rates for 2022: USD 1=JPY 128 (+16.4% YoY), EUR 1 =JPY135 (+3.9%), CNY 1 = JPY 19 (+11.5%)
(Latest Outlook)

" Excluding business transfer impacts 16
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Medium-to-Long-Term Growth
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Progress of WIN 2023 Initiatives (Achievements)

v/

Structural reforms / business transfers to improve profitability :
On track as planned in 2021 - 2022

- Americas/EMEA: profitability improved

Skin Beauty, DX : On track
- KPI: Skin beauty sales ratio 80%, EC sales ratio 35%, Digital media ratio over 90%

DX : On track: organizational reforms for DX, FOCUS, establishment of SIB, etc.

New factories : Smooth start of operations at Nasu, Osaka Ibaraki and Fukuoka
Kurume factories

Attained strong financial base : Cash generation and debt reduction

18



Progress of WIN 2023 Initiatives (Headwinds)

» Delay in market recovery
- Recovery delay in Japan and economic slowdown due to lockdown in China
- Revamp profitability through structural transformation of Japan and China
businesses

» Drastic changes in market environment
- Increase in energy prices, soaring raw material prices due to global inflation

19



Japan: Market Trend Outlook / Changes in Consumer Behavior

Gain market share by providing value-added experiences reacting to latest consumer changes,
assuming continued challenging market environment and delayed recovery of local / inbound markets

Sustained mas

wearing habit 2022

Expand care to eliminat
mask gap, due to
increased opportunitiesto
take off masks
(makeup/skin care)

Diversification of

Women &
consumer values

senior citizens
employment rate
increased

Increase in beauty
product users and
frequency usage Technology

DX acceleration

Expand value-added
experiences tailored to/
each individual

New Normal
behaviour change

Selective consumption
Pursuit of essential
functionality
Augmented health
consciousness

Shiseido

20



Japan: Major Actions for 2022 2H

Enhance brand values and innovation that

capture changes in consumer behavior

Elixir, full-fledged aging New value based on mask habits
Care*, to be renewed Creating demand of senior consumers

JSHI/EIDO PRIOR

GINZA TOKYO

MTHEST. N-HD2BV,

W, =4 Yy r Ok L

s _

L —_

New texture all-in-one

Serum featuring advanced
hyaluronic acid research
technology

adopting advanced skin
corset technology

On sale Sept 21st On sale October 1st On sale August 21st

On-site experiences that stimulate
the consumer demand

150" anniversary special event
(held in 7 cities in July)

PRIOR charming adult
events

Real hands-on experience booth
with skin diagnosis and make-up techniques

Makeup lessons

* Age-appropriate care using moisturizing care with skincare products

Accelerate DX that creates value-added
experiences tailored to each individual

/)

Launch “Beauty Key”, “Beauty DNA program”

Beauty DNA Program

/:{, 150
Beauty Key "
by Shiseido @ m
* Centralize membership card and
information in an app
* Various beauty services and benefits
tailored to each individual

* Counseling tailored to inherent skin
characteristics.

* One-of-a-kind experience of beauty
wellness

Initiatives to improve profitability

® Reduce returns by using up in-store inventories prior
to new product launches

® I[mprove marketing ROI
(brand selection & concentration,
flexible investment decisions)

® Improve productivity
(control recruitment, office reorganization)

21



Japan: Integrating Production and Sales ot Personal Care Business through
Transfer of Kuki Factory and Viethnam Factory

JHISEIDO

Establishment of production system specialized in the prestige
and premium cosmetics business, improved production
efficiency

Improvement of COGS

Reduction of fixed costs and fixed assets

f

finetoday
Fine Today Shiseido Co., Ltd.

mmmnm!
— 2 [7]

Kuki Factory Vietnam Factory

Establishment of own production bases in Japan and Asia

Enhanced value creation and improved business efficiency through
integrated operation of product development, marketing, production
and sales

Securing environment focused on PC business realizing concentrated
and long-term investments in technology development

22



Japan: <Medium-Term Growth Strategy>
Increase Brand Equity and Enhance Innovation

Stable growth through market share expansion concentrating on mid-to-high price range brands in Skin Beauty
Optimal brand portfolio to meet diverse values and innovation enhancement

Growth

Solidify Potential
No.1 core brand

. . Growth
Enhance innovation /Fyesses

Ca ptu ring Changes (New Market)
in values

G th
Enhance brand p—oi(;:]vtia.

equity in
growth categories

e Enhance unique technologies

Increase brand equity by Pure & derma

- Aging care

sharpening value proposition (wrinkles, sagging, etc.) [N—_G::
| A ) : H Lbxs%dS
— Brightening g 355

(development of R

latest technology)

® Enhance skin’s natural strength
and recovery power
Enhanced solutions (barrier function, etc.)|

® Create new markets
- Inner beauty
- Holistic
- Diagnosis > M
- Men’s

23



Japan: <Medium-term Growth Strategy>
Accelerate High Quality “1-to-1 Marketing” through DX

Solidify loyal user base and improve marketing ROI through
“one-of-a-kind real and digital experiences” tailored to each individual

Enhanced service experience and CRM Provide value=: lized experiences
through centralized management of i | gr)osistmode x BC counselin
consumer data ’

- /Information
available

e pos [
- Feauty service ID-POS N (570 7 DNA : 8
| o & % proposals

tailored to about wellnhess

each individual P ‘?j? o - - ?
qQO ) Counseling 3 B(Ieéael;’ty @Vital C}’b\f
.ﬁ. S N
h : Beauty data ’ .

the present and fu

\Il

0 )

oD

|
‘ "

Nk
!
|
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Japan: <Medium-Term Vision>

Transition to a Highly Profitable Business Model

Build a business model not reliant on inbound sales, (with SG&A ratio at low 60%),
and shift to a cost structure that ensures stable profitability

Local sales growth categories

40)
clée de peau

BEAUTE

FLIXIR  mAouillAcE =2 ANESSA

® Core brands

JHI/EIDO BENEFIQUE

GINZA TOKYO

® Growth brands priOR HA KU (eoren

J7- IHADA BAUM NAE

nnnnnnnnnnnnnnnnn

® New cateqories

Core brands +
Growth brands
sales ratio

‘ 80%} ‘ 90%*}

Skin beauty

sales ratio
* Inner beauty

* Holistic
* Diagnosis
* Men’s

Cost structure improvements

® COGS
* Improve product mix by expanding sales ratio of Skin beauty
* Reduce estimated refund liabilities and inventory write-offs

through lower returns

® Marketing investments

* Improve marketing ROI through digital shift
* Focus on solidifying loyal user base by investment on brand
equity enhancement and new market creation

® Personnel expenses
* Build highly productive organization, standardize and centralize

administrative work
* Streamlined organization for higher efficiency

(Enhancement on DX professionals)

® Other SG&A expenses
* Improve efficiency of distribution and warehouse operation
* Office reorganization through work style reform

* Including base makeup

25



China: Market Trend Outlook / Changes in Consumer Behavior
In 2019

Macro
environment

Consumers

Cosmetics

market

High growth driven by digitalization

Stable employment/increased income
Optimistic about economic growth
Young people drives consumption

Present

Lower growth without strong growth drivers
* Increase in unemployment

* Uncertainty due to repeated lockdowns

* Focus on savings, restrain consumption

Trade up

Focus on price - idea of high price is
high quality
Imported products supremacy

Focus on medium-to-long-term values/well-being

* Focus on effects and efficacy

* Focus on essentiality (local brands can be an option)
* Low-price orientation especially for young people

Rapid expansion of prestige market

Tmall drives growth
Growth of local makeup brands

Low growth due to restrained consumption

e Sluggish offline purchases

* Diversification of online purchases

* Rise of local skincare brands

* High prestige market continues to expand

v

vV V VYV VY

Shift investments to high prestige lines / brands
Enhance functionality beauty products (eye care, sun care, etc.)
Enhanced communication of effects and efficacy

Active development of social channels

26



China: Major Actions for 2022 2H

Shift from growth model driven by large-scale promotions to sustainable growth model of
unique and personalized brand value-based communication

Enhance growth conductive to high prestige . .
9 ) ) gnhp J Evolve communication of effects and efficacy
and high function products :

Develop product line as a base of mid-to-long-term growth Develop contents tailored to Share information
Chinese consumers focusing on technologies

@
ERHTIBAL

BER MNRBMERI

SHISEIDO Clé de Peau Beauts o f) .
!!‘*é Future € dereau I.ea“te Szt BA
Solution Supreme line o mcamure
Expand online touchpoints Provide new brand experience
Enhance engagement with consumers Expand loyal user base through unique experiences
i online and on social networks
=8
e s IPSA q) JD.com
@ . Jaunched clé de peau  Official
™% onTikTok BEAUTE Store opens Online Offline
- @ POP-UP event with cafe Develop omni-channel




China: Approaches to Enhance Communication to Consumers

Convert information originating from brand holders to local communication

Global brand holders

® Embody brand values
® Provide globally common assets

BREREEZR
FRANEK [ HEA ]

FFRL - EAH

China local brand team

® Develop social contents for local
consumers

® Focus on effects and efficacy
(source of brand value)

[ BRE | BEER
FF R4 SR 3 e,
AEsRERRmE + 94 %

— 2B s -34%— Eg8

sENKEI+ 227 %

B

wEmpsE+11%
EEH

mERERES2 um
B ik

NS H AR =SNNERIIR22-355 F
EECARERUHNIWERI) 2-4

China innovation center

® Communicate intrinsic contents that
cannot be appealed through ads
® Appeal to the entire group

ol ALY !

@§ FF A Shi-Lab BRIFARZ @? FHFR Shi-Lab BRI Z
@ . Episode 4 Episode 5
| [ - &
g IR A ERIR | M e, B
EAMERIGERREDE s AmtiaelRFIETT
PINREZAHAEMER. IWEZHE
EMIMERIGLIEPOFTF UM, RZAORRFTEH. W2 X
ALESREEHAK

MAETDNHES.
BX—IhAEME F & 10 KRS

v

/\E\

/D
.g‘
EE3 ] N
i TRMERER y /
REESI12(4e
&N
MAxZ1A
EHAR

/[
]
, f

A M 58 M E Thie
HEhF R AR 11858

TR SR B BT LUAR A1 A0

MR EMLDHES FKaS (Integrin a5) WRA
R EANTE

w35 23 Y R BX
E HANBNERRERHETEY
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China: <Medium-Term Vision>

Transition to a Highly Profitable Business Model

Company’s competitive advantage "Asian Beauty Expert”
Develop values focusing on insight and Asian skin conditions
Build marketing that leverages consumer data and realizes sustainable growth

Cost structure improvement

Skin beauty as sales growth categories

® Clarify the areas of target by brand
* Enhance high function / high price range

® Diversify EC platforms
* Expand JD.com / TikTok

® Reform marketing based on competitive
environment

* Appeal values developed in China, develop new products

® New categories
* Men’s, functional skin care, etc.

* Strategic investment in local emerging brands by Shiseido
Beauty Innovations Fund

® Enhance sustainable products
* Refill products, packaging materials

® COGS
* Improve product mix by trade-up to high price range skin care
* Reduce cost of goods by enhancing refill products

® Marketing investments
* Shift from price-oriented promotions to brand and value
communication
* Optimize consumer journey by utilizing data
* Expand local production of samples

® Personnel expenses
* Optimize offline stores, increase productivity of BC

® Other SG&A expenses
* Integrate distribution center (Make EC distribution inhouse)

* Centralize procurement

® Structural reforms for AUPRES
* Integrate Beijing and Shanghai, reduce stores and BC

29



China: Expansion to New Categories

Men’'s

® SIDEKICK, cosmetics brand
for generation Z men

- First skincare brand targeting the
generation Z men in Asia

- Launched in July mainly through EC

S AIEEN

BE AWESOME

Inner Beauty

® /INRYU, ingestible beauty

brand developed in China

- Launched in June through cross-
border EC

¢ I g emnmER
RESEATHARBEORRR Vs D

XEER g

Y:1')

R VKR A%

HBHFIRREZIR

Functional skin care

® Shiseido Beauty Innovation
Fund"

Strategic investment and
business partnership with
Trautec Co., a pioneerin
aesthetic medical care

- Cooperate in R&D, raw material
procurement, and distribution
channels in functional skincare™
market, rapidly growing in China
* For professional channels,

such as at clinics
* SKkin care brand / products for
consumers

FIE/NLITYT E LT
CUELETT

*1 Established based on a strategic partnership with Boyu Capital, an equity investment company in China *2 Cosmetics that appeal specific functions such as sensitive skin, anti-aging, clean beauty, etc.

30



Transition to a Highly Profitable Structure

YV VY

YV V. V VYV V

Increase equity of our core strength skin beauty brands
Realize benefits of structural reforms

Improve profitability of Japan and China, establish a solid financial
foundation that can adapt to the changes in business environment

Continue profitability reforms in Americas and EMEA
Accelerate digital and IT transformation

Enhance R&D and production / supply system
Improve people and organizational capabilities

Expand our portfolio through M&A, investments in new business
categories, and own brand development
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To Ensure Mid-to-Long Term Growth without Falling into downward trend

Strategic additional investments in 2022

Brand Equity People Capital Never Ending Transformation

~Enhance marketing and innovation~ ~Improve employee engagement~ ~To achieve 15% OP margin~

® Enhance brand equity of major
prestige skincare brands

® Capture the changing values
of consumers after COVID-19

® Promote innovative values of
unique functions, science,
formulation technology, etc.

® Shift from over-reliance on price
promotions

2022: additional investments of ¥5 bn

® Re-skilling using Digital
Academy, etc.
® People and career

development through job-
grade-based HR system

® Further promotion of D&l

® Enhanced compensation and
incentive payments

® Correlation of people
investments and financial
results

2022: additional investments of ¥5 bn

Will continue to enhance investments from 2023 and beyond

® Improve productivity and
efficiency
- FOCUS go-live

® Reduce COGS ratio to 21%
- Transfer of PC factories
- Reduce inventory write-offs
through lower returns
- Active use of Al and loT

® SG&A ratio 64%
- Continuous review of entire
value chain including fixed
costs, logistics costs, etc.
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Towards 2023

Market recovery based on “living with COVID-19”
Enhance innovation in skin care brands

Gradual recovery of inbound

Unwavering execution of structural reform

® Steady growth of the market

® Shift from price-oriented promotions to
brand and value communication

® Emphasize prestige brand values

® Structural reform and revamp of AUPRES

Aim for V-shaped

recovery in 2023
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Supplemental Data 1-1 Impacts of Transition from J-GAAP to IFRS
2021 TH Consolidated Financial Position

» Total Assets +132.0 Bn: Right-of-use assets +104.0 Bn reflected on the balance sheet, Increase in DTA due to
increased retirement benefits +10.7 Bn, etc.

> Liabilities +157.1 Bn: Lease liabilities +116.5 Bn reflected on the balance sheet, Increase in liabilities due to
increased retirement benefits +24.7 Bn, etc.

» Equity —25.1 Bn: Remeasurements of defined benefit plans —15.5 Bn, Differences in P/L due to changes
in accounting standards —13.7 Bn

(Billion yen) 2021 J-GAAP 2021 IFRS

Liabilities Liabilities
637.4 Total 794.5
Assets
1,270.7
Net Assets .
Equity
S 476.2
Net Debt/Equity (times) 0.39 Net Debt/Equity (times) 0.34

Equity Ratio 42.2% Equity Ratio 35.9% 35



Supplemental Data 1-2 Impacts of Transition from J-GAAP to IFRS
2021 Consolidated Financial Position

» Total Assets +121.6 Bn: Right-of-use assets reflected on the balance sheet +98.8 Bn, Impacts of investments
accounted for using equity method +19.3 Bn, etc.

» Liabilities +126.9 Bn: Lease liabilities reflected on the balance sheet +114.9 Bn, Increase in liabilities due to
increased retirement benefits +22.7 Bn, etc.

» Equity —5.3 Bn: Remeasurements of defined benefit plans —13.2 Bn, Measurements of financial instruments
+3.9 Bn, Differences in P/L due to changes in accounting standards +1.6 Bn, etc.

(Billion yen) 2021 J-GAAP 2021 |FRS

Liabilities Liabilities
Total 611.9 Total 738.8
Assets Assets
11794 1,301.0
Net Assets Equity
5674 562.2
Net Debt/Equity (times) 0.03 Net Debt/Equity (times) -0.02
Equity Ratio 46.2% Equity Ratio 41.6%
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Supplemental Data 1-3 Impacts of Transition from J-GAAP to IFRS
2021 1H Consolidated Statement of Profit and Loss

Major impacts of transition
GAAP IFRS from J-GAAP to IFRS

Net Sales 507.7 Net Sales 4954 i==mdl Differences -12.3

(Billion yen)

—  Part of SG&A . .. .
Cost of Sales art of SG& *Deduction of rebates and provision for points from
SG&A
Cost of Sales Net Sales —12.3
Part of SG&A —_— SG&A

Operating Profit 23.0 Core Operating Profit 23.0 |ummdl Differences +0.0

Non-Operating Income (Expenses)

. — Non-recurrent items . . .
Finance Income (Expenses) , *Non-amortization of goodwill +3.6
Profit (Loss) of Investments Finance Income (Costs) «Partial expensing of samples —1.9
Accounted for Using Equity Method Profit (Loss) of Investments . ; P 9 ) P o
Other Operating Income (Expenses) Accounted for Using Equity Method Recording of postretirement benefits —1.4, etc.
Extraordinary Profit (Loss)

Profit before Tax -16.5 Profit before Tax -20.7 BN Hitforences  —10.8

I T Income Tax Expense
neome faxes P Profit before Tax —4.1
Net Profit Attributable to Profit Attributable to *Deferral of subsidies, etc.
Non-Controlling Interests Non-Controlling Interests Income Tax Expense —6.7
. . . . *Tax effects related to change in method of computing quarterly
NIEHE [FeLT AT o olf2 e -17.3 ot Ao sl fe -28.1 |- tax expense and elimination of unrealized gains on inventories,
Owners of Parent Owners of Parent etc.
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Supplemental Data 1-4

J-GAAP

(Billion yen)

Impacts of Transition from J-GAAP to IFRS
2021 Consolidated Statement of Profit and Loss

IFRS

Net Sales 1,035.2

Cost of Sales
SG&A

Part of SG&A SG&A
Operating Profit 41.6 Core Operating Profit 42.6 >
Nor?—Operatlng Income (Expenses) > Non-recurrent items
Finance Income (Expenses)
Profit (Loss) of Investments Finance Income (Costs)
Accounted for Using Equity Method Profit (Loss) of Investments
Other Operating Income (Expenses) Accounted for Using Equity Method
Extraordinary Profit (Loss)
Profit before Tax 73.3 Profit before Tax 99.1 —
Income Taxes Income Tax Expense
Net Profit Attributable to Profit Attributable to
Non-Controlling Interests Non-Controlling Interests
Net Profit Attributable to Profit Attributable to
424 46.9

Owners of Parent

Net Sales 1,010.0

— Part of SG&A

Cost of Sales

Owners of Parent

Major impacts of transition
from J-GAAP to IFRS

—25.2

Differences

*Deduction of rebates from Net Sales —21.1
* Deduction of provision for points from Net Sales,
changes in accounting items related to returns, etc. —4.1

*Non-amortization of goodwill +6.9

*Partial expensing of samples -0.9

*Recording of post-retirement benefits —3.0
*Deferral of subsidies —1.4

*Accrued paid absences recorded as liability —0.3

Differences +1.0

Differences +4.5

Profit before Tax +25.8

* Gain on transfer of business +45.4, Impairment-related
GAAP differences —15.6, Elimination of gain on sale of financial
instruments —2.7

Income Tax —21.3

* Tax effects related to gain on transfer of business resulting from
accounting standard differences —14.9

* Tax effects related to elimination of unrealized gains on
inventories, etc. —6.5




Supplemental Data 2

KPI Trends
mmm Net Sales Operating Profit =——Operating Profit Margin
J-GAAP J perenng J
(Billion yen)

289.8

244.0 263.7

15.3

mmm Net Sales Core Operating Profit =——Core Operating Profit Margin

IFRS

(Billion yen)

281.
81.5 2594

237.0

Q1 Q2 Q3 Q4 Q1 Q2

2021 (Ref.) (Ref.) 2022




Supplemental Data 3

2022 Q2 Results

(Billion yen) 2021 Ne(f)sc;fles 2022 Ne(jf)szfles CR;OJ ge Ch;(r? gY e % FX—CN%E]:?; o Like-for-like %
Net Sales 2584  100% 2594  100% +1.0 +04%  -84%  -0.7%
Cost of Sales 68.7 26.6% 79.3 30.6% +10.6 +15.5%

Gross Profit 189.7 73.4% 180.1 69.4% -9.6 -51%
SG&A 2074  80.3% 1693  65.2% -381 -18.4%
Dther Operating 3.0 1.2% 1.8 0.7% 12 -39.7%
Operating Profit -14.7 —-5.7% 12.6 4.9% +27.3 -
Non-recurrent items ~285 -11.0% ~0.6 -02%  +28.0 .
Core Operating Profit 13.9 5.4% 13.2 51% -0.7 -51%
Profit before Tax -14.7 —5.7% 17.5 6.7% +32.2 -
Income Tax Expense 24 0.9% 4.5 1.7% +21 +88.6%
orofit Auributable to 170 -6.6% 1.8  4.6%  +28.8 e
EBITDA" 263  10.2% 26.0 10.0% 03 —12%  CNVI-I 106 oy 1500

*1 Core operating profit + Depreciation and amortization (excluding depreciation of right-of-use assets)

*2  Excluding business transfer impacts
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Supplemental Data 4
2022 1H Results

YoY
% of % of YoY YoY . oot
(Billion yen) 2021 Net Sales 2022 Net Sales Change  Change % FXFNh;?t?; % Like-for-like %2

Net Sales 4954 100% 4934 100% -2.0 -0.4% —-74% —-0.8%
Cost of Sales 132.3 26.7% 146.6 29.7% +14.2 +10.8%
Gross Profit 363.1 73.3% 346.8 70.3% -16.2 —-4.5%
SG&A 389.2 78.6% 333.9 67.7% -554 -14.2%
Dther Operating 50  1.0% 40  0.8% 1.0 -19.6%
Operating Profit -21.2 —4.3% 17.0 3.4% +38.2 .

Non-recurrent items —-44.2 -9.0% -0.6 -0.2% +43.7 -

Core Operating Profit 23.0 4.7% 17.5 3.6% -5.5 -23.9%
Profit before Tax -20.7 —4.2% 25.6 5.2% +46.3 -
Income Tax Expense 6.4 1.3% 6.9 1.4% +0.5 +7.7%
Profit Attributable to ~281  -5.7% 162 33%  +444 - (Exchange rates)
Owners of Parent USD 1 = JPY 123.0 (YoY +13.8%)

* o o B B R EUR 1 ==JPY 134.3 (YOY:3.4‘§>)

EBITDA 48.6 9.8% 431 8.7% 5.5 1.4% CNY1=JPY 19.0 (YoY +13.7%)

*1 Core operating profit + Depreciation and amortization (excluding depreciation of right-of-use assets)

*2  Excluding business transfer impacts
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Supplemental Data 5
2022 Q2 Net Sales by Brand

Like-for-like '

(Billion yen)

Clé de Drunk
Peau Elephant
Beauté +26%

FX, etc.

Transferred
brands

Fragrance

NARS
+4%

+19%

+3% ANESSA
| e — 2594
I — my +3% - - [
IPSA
brands SHISEIDO 8% — Other
-2% ELIXIR brands
-14%

2021 2021 2022 2022

Excl. business
transfer impacts

Excl. business
transfer impacts

*1. YoY change (%) for each brand is calculated based on initial exchange rate assumptions and excludes the impact of foreign currency exchange, etc.
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Supplemental Data 6
2022 Q2 Net Sales and Core Operating Profit by Reportable Segment (IFRS)

Top: Net Sales o o YoY

Bottom: Core OP 2021 A’C‘)f N‘gg&"ﬁf / 2022 A’CO(;':‘E;S:‘A";S / CFT;T . Ch::Ye o Change  Like-for-like %

(Billion yen) ore ’ ’ 9 ge 7o FX-Neutral %
] 70.2 27.2% 58.6 22.6% 1.6 ~16.6% ~16.6% “1.7%
apan 41 5.0% ~33 ~5.5% ~73 ; - ;
China 78.8 30.5% 63.8 24.6% ~15.0 ~19.0% ~30.0% ~141%
0.2 0.3% 0.8 1.3% +0.6 +270.8% - :
) e 14.4 5.6% 16.0 6.2% +1.5 +10.7% +0.2% +19.7%
Asia Pacific ~0.5 ~3.2% 1.2 7.6% +1.7 : . .
A i 20.5 1.4% 33.8 13.0% +4.3 +14.6% ~2.4% +14.7%
mericas 0.3 0.8% 2.6 7.8% +2.3 +9101% - ;
EMEA 27.0 10.4% 272 10.5% +0.3 +1.0% ~3.7% +0.6%
0.7 2.4% 0.6 21% ~01 “1.4% - ;
- | Retail 29.9 11.6% 40.7 15.7% +10.7 +35.8% +16.0% +15.4%
ravel ketal 3.8 12.6% 8.9 21.8% +5.1 +134.0% - :
i 35 14% 3.9 1.5% +0.4 +10.8% +3.6% ;
Professional 0.2 6.3% 0.5 13.4% +0.3 +139.7% : .
5.0 1.9% 15.4 5.9% +10.4 +206.7% +205.9% ~11%
Other 41 7.2% 1.7 2.5% 24 ~58.0% - ;
Subtotal 258.4 100% 259.4 100% +1.0 +0.4% ~8.4% ~0.7%
ubtota 12.9 3.9% 1341 41% +0.2 +1.8% - ;
Adjustment 10 ] . ] 0.9 ] ] ]
Total 258.4 100% 259.4 100% +1.0 +0.4% ~8.4% ~0.7%
ola 13.9 5.4% 13.2 51% ~0.7 ~51% ; .

*1. Core OPM is calculated using total sales including intersegment sales and internal transfers between segments.

*2. Excluding business transfer impacts



Supplemental Data 7
2022 1H Net Sales and Core Operating Profit by Reportable Segment (IFRS)

Top: Net Sales o o YoY

Bottom: Core OP 2021 A’C‘)f N‘gg&"ﬁf / 2022 A’C"fr':egs&"i/s / CFT;T . Ch::Ye o Change  Like-for-like %

(Billion yen) ore ’ © ’ 9 ge 7o FX-Neutral %
] 1401 28.3% 115.7 23.4% _244 ~17.4% ~17.4% ~2.3%
apan 8.1 51% _74 ~6.2% ~15.5 ; - :
i 1441 291% 15.7 23.4% ~284 ~19.7% ~29.3% ~14.2%
China 2.3 1.6% ~2.0 ~1.7% ~43 ; - i
Asia Pacific 30.5 6.2% 314 6.4% +0.9 +2.8% ~51% +91%
1.6 51% 24 7.3% +0.8 +48.3% - ;
A i 53.9 10.9% 59.0 12.0% +5. +9.5% ~3.7% +10.9%
mericas -1.9 ~3.2% 3.7 6.2% +5.6 ; - ;
EMEA 51.4 10.4% 55.7 1.3% +4.3 +8.4% +4.8% +4.5%
~01 ~01% 2.6 4.2% +2.6 ; - ;
- | Retail 57.6 11.6% 77.9 15.8% +20.2 +351% +19.8% +18.3%
ravel ketal 8.7 15.0% 17.0 21.8% +8.3 +95.2% - :
Professional 72 1.4% 7.8 1.6% +0.6 +81% +2.3% ;
0.7 9.7% 1.2 14.4% +0.4 +60.7% ; ;
oOth 10.4 21% 30.2 61% +19.8 +189.9% +188.7% ~4.8%
er 8.2 7.0% ~0.8 ~0.6% ~9.0 : - ;
Subtotal 495.4 100% 4934 100% ~2.0 ~0.4% ~7.4% ~0.8%
ubtota 27.8 4.4% 16.7 2.7% N1 ~39.9% - ;
Adjustment ~4.8 . 0.8 . +5.6 . . .
Total 495.4 100% 4934 100% ~2.0 ~0.4% ~7.4% ~0.8%
ola 23.0 4.7% 175 3.6% 505 ~23.9% ; .

*1. Core OPM is calculated using total sales including intersegment sales and internal transfers between segments. *2. Excluding business transfer impacts



Supplemental Data 8
2022 1H Net Sales in Japan, China, and Asia Pacific by Category

YoY Change % /

(Billion yen) % % .
Janan 2021 Net/ S‘fles 2022 Net/ szfles CfT:rTge YoY Change  Like-for-like™
P FX-Neutral %
Prestige 29.9 21.3% 31.8 27.5% +2.0 +6.6%
Premium 721 51.4% 69.4 60.0% -2.7 -3.8%
Lifestyle 23.9 171% - - -23.9 -
Others 14.2 10.2% 14.5 12.5% +0.2 +1.5%
Total Japan Sales 140.1 100% 115.7 100% -24.4 -17.4% -2.3%
China
Prestige 75.9 52.6% 741 64.1% -1.7 -14.0%
Premium 42.6 29.6% 39.0 33.7% -3.6 -19.4%
Personal Care 24.2 16.8% - - —24.2 -
Others 1.5 1.0% 2.6 2.2% +1.1 +50.1%
Total China Sales 1441 100% 115.7 100% -28.4 -29.3% -14.2%

Asia Pacific

Prestige 15.8 51.7% 18.0 57.2% +2.2 +4.9%
Premium 5.8 18.9% 6.4 20.4% +0.6 +1.3%
Personal Care 6.2 20.4% 2.0 6.3% -4.3 -71.6%
Others 2.8 9.0% 5.1 16.1% +2.3 +75.1%
Total Asia Pacific Sales 30.5 100% 31.4 100% +0.9 -51% +9.1%

*1. YoY Change for Japan, and YoY Change FX-Neutral for China and Asia Pacific *2. Excluding business transfer impacts 45



Supplemental Data 9
2022 TH SG&A

YoY
% of % of YoY YoY Change
(Billion yen) 2021 Net Sales 2022 Net Sales  Change Change % FX-
Neutral %

Marketing Investments ' 181.8 36.7% 161.3 32.7% -20.5 -M1.3% -174%
orand Development/ 17.6 3.5% 26.5 5.4% +8.9 +503%  +474%
Personnel Expenses 64.9 13.1% 63.2 12.8% -1.7 —-2.6% —7.8%
Other SG&A Expenses 83.0 16.8% 79.6 16.1% -34 ~41% -8.1%
oo OP-based) 3473 701% 3306  67.0% 167  -4.8%  -101%
Non-recurrent items - 42.0 - 3.3 - —-38.7 - -
SG&A 389.2 78.6% 333.9 67.7% -554  -14.2% -18.9%

*1 Including POS personnel expenses
*2 Non-recurrent items attributable to SG&A
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Supplemental Data 10
2022 TH Non-recurrent Items

2021

2022

(Billion yen) Q1

Core Operating Profit

Q2

Gain on Transfer of Business - - - 1.6 2.7 4.3
Structural Reform Expenses - -22.7 —22.7 -1.5 -2.0 -3.5
Impairment Loss -15.3 -3.7 -19.1 - - -
Structural Reforms-Related -15.3 -26.4 -41.7 0.1 0.7 0.7
Profit (Subsidy income) 0.6 04 1.0 0.1 0.2 0.3
Loss (Salaries and allowances _0.9 o6 35 _0.2 14 16
for employees, etc.)
COVID-19-Related -0.3 =21 -2.5 -0.1 -1.2 -1.3

Non-recurrent items

Operating Profit



Supplemental Data 11

2022 1H Capital Expenditures; Depreciation and Amortization

(Billion yen) 2021 2022
Property, Plant and Equipment 30.3 14.6
Intangible Assets, etc. 9.6 12.5
Capital Expenditures* 39.9 27.0
Property, Plant and Equipment 16.5 18.3
Intangible Assets, etc. 11.0 7.2
Depreciation and Amortization 27.5 25.5

* Investments in capital expenditures; property, plant and equipment (excl. right-of-use assets); intangible fixed assets (excl. goodwill, trademark rights, right-of-use assets);

and long-term prepaid expenses
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Supplemental Data 12
2022 Net Sales Outlook by Reportable Segment

2021 2022 Yoy YoY Change -, o o for-like %' lele:’rf?)\:l(l)liz %
(Billion yen) Latest Change %  FX-Neutral % (February)

Japan 258.8 246.5 -4.8% -5% +4% +17%
China 274.7 278.0 +1.2% -10% -0% +16%
Asia Pacific 63.6 60.0 —-5.6% -6% +17% +17%
Americas 121.4 128.0 +5.5% -11% +11% +10%
EMEA 117.0 115.0 -1.7% -6% +1% +11%
Travel Retail 120.6 160.5 +33.2% +14% +14% +12%
Professional 15.3 8.5 -44.4% —44% - -
Other 38.6 73.5 +90.6% +91% —-4% -3%
Total 1,010.0 1,070.0 +5.9% —-2% +5% +14%

Exchange rate for 2022: USD 1 = JPY 128 (+16.4%), EUR 1 = JPY 135 (+3.9%), CNY 1 =JPY 19 (+11.5%)

* Excluding business transfer impacts
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