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Profile

Chiaki Tomita

Executive Officer

Chief Brand Officer

Global Premium Brands
Assistant Chief DE&I Officer

After pursuing my career at a Japanese automobile manufacturer
and a foreign manufacturer, | joined Shiseido Japan as a brand
manager for a sunscreen brand "ANESSA"

At Shiseido Japan, in addition to "ANESSA", | was also in charge of
a skin care brand "d program”

Assumed a position at Shiseido HQ when "ANESSA" started to be
recognized as a global brand

Since 2022, | have been in charge of both "ANESSA" and "ELIXIR" as
a Senior Vice President

The current position since 2024
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= - with a hope of becoming a “miracle drop
A magic liquid that is believed to cure allills that unlocks every individual’s beou’ry
OF I N i v Ml to the fullest, regardless of their age
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ELIXIR

Inspire confidence in agi
By

averyday beauty miracles
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Global sales

over D0 bilion JPY

Growth ratio (2024 vs 2023)

Global +8 %
(Japan is in the high teen% for 2 consecutive years)

Sales composition

Japan approx. 80% / Overseqas approx. 20%

8 countries and regions
B ELIXIE
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N O . ] in Japan total skincare category:18 consecutive years
xIntage SRI - SRI+ Skincare Market

N O. ] in the below categories xx

(Lotion & Emulsion/Anti-wrinkle/ Facial cream / Daily moisturizer)
xx Intage SRI - SRI+

Received over ] ] O global cosmetics awards



Trajectory after the Strategic Change

ELIXIR

v' Brand Share continues to grow every year after 2022 in the total skincare category and marked the highest in 2024

v Profitability improved dramatically on top of sales growth

Market share expansion in Japan

Higher growth and profitability global-wide

2021 - 2024
Total Skincare

Outpaced market growth & No.1

Marked the highest share in 2024

(Brand in Japan Local Skin Care Market 20-24 from INTAGE SLI)

2021 - 2022 , 2024

UV Skincare
No.1

No.1 share in major categories

(Ranking Share by Category in Japan Local Market from INTAGE SLI)

2023 - 2024

Cream

*exc. anti-wrinkle and AIO

X Data source : INTAGE SLI  Skincare Market 2020 Jan — 2024 Dec(Cumulative purchase amount, purchase amount share)

2022 - 2024
Anti-wrinkle

Improved profitability via sales growth
and better product mix

over 50 bn JpPY

2022 2023 2024

M Net sales
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Brand Core Value EUX' R

Offering value greater than the price through commitment to
understanding and supporting our customers

An essential lineup to
maximize effectiveness
at an accessible price

Superior functionality
enabled by
Collagen Science

Brand experience

carefully tailored to = |
the needs of each ,‘ An extensive range of

individual | touchpoints




Hero Products EUX' R

Lotion / Emulsion Daily Moisturizer Wrinkle Cream

— 24 Feb 24 Sep 23 Oct
Launch Launch Launch
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Overseas Success of Hero Product E|_|X| R

Achieved sales that far exceeded our expectations
with a steady increase in Asian consumers

New Serum

WORLD'S FIRST
YOUTH ACCELERATOR SERUM
Activates Skin Rejuv@liation 3 precedented Speéd

24 Aug launchin CN
Day Care Revolution
Tone-up

|

24 Feb launch in Asia

24 Oct launchin Asia



Cutting-edge Collagen Science EUX' R

Shiseido’s scientific breakthroughs to maximize
effectiveness

Collagen Research Over 40 Years Superior Antfi-aging Efficacy

An accumulation of
Shiseido’s cutting-
edge research .
spanning over 40 years

With a deep
understanding of skin
needs, maximizing
timeless beauty

Consistently and through the proven

promptly integrating efficacy harmonized e
cutting-edge research , with sublime sensory

findings into hero experience

products g



Consumer Experience E|_| X| R

Brand experience carefully tailored to the needs of
an individual

Unique Al Skin Analyzer Loyalty Program

Consistently enhancing our CRM initiatives,

Offering personalized leading to a year-to-year growth in membership

and reliable beauty
advice through our
exclusive Al-powered skin
diagnosis tool

ELIXIR total number of members

* Y2023 ELIXIR Al Skin analyzer promotion

Offering advice on
lifestyle & nutrition and
recommending products
tailored to each
customer

2021 2022 2023 2024



Variety of Touchpoints E|_| X| R

To encourage purchases at optimal fouchpoints, expanding from existing channels to
e-commerce, with a particular focus on open-sell channels in overseas markets

Enhance EC activities Expand open-sell channels

1 ELIXIR
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Impact of Refill Pack

approx. 85% plastic reduction

approx. 85% CO, emission reduction
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3 Environmentally-conscious product design & production process -
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Achievements in Refill Pack

Led the market by launching refills in 2012

30+ million packs sold

1880+ tons of plastics reduced



Growth Strategy: Sun Care Category




Sun Care Category Overview

Focus on growing markets where the impact of climate change
and the need for UV protection are increasing year by year

Hybrid market size exceeds
premium sun protection market

Hybrid

High growth is expected globally

Premium
Sun Protection

CAGR
+ high Single digit %

Skincare Products
Makeup Products

2023 2024 2025 2026 2027



Strategic Direction in Sun Care Category

Aim to strategically capture the various needs of sun
protection in each market

Maximize added Capture each Launch products to meet
value market needs market core needs
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1. Brand Overview
2. Strategic Direction
3. _Sustqin il

RFECT UV SUNSCREEN
| SKINCARE MILK

& SPF5Q*




BRAND Mission

Frea 1 Shire

Free to Shine
Let people shine infinitely under the sun




Global sales

over D0 billion JPY

Growth ratio (2024 vs 2023)

Global + | % (excTR +8%)

Sales composition

Japan approx. 30% / Overseqas approx. 70%

11 countries and regions

D .
e\\\f C./(
PANESSA

A

NO.1 Asiasun care sharex

W W SSA | ANESSA
. | = e ‘ :
Cosmetics Awards over 60 globally : , B [
¥Source: Euromonitor, Beauty and Personal Care 2025 edition, retail value sales, E SPFEQ : " PE50"

2024 data. Asia as per Euromonitor's Asia Pacific definition.
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Brand Sales Trajectory S ANESSA

Sales in Japan, China and Asia Pacific continue to grow steadily

JAPAN CHINA APAC
Over
cack 20 bn JpPyY
+High single digit %
Over
CAGR 15 on upy

+Mid single digit %
Over

CAGR 7 on JPY
+low 20%

2021 2022 2023 2024 2021 2022 2023 2024 2021 2022 2023 2024




IRFECT UV SUNSCREEN
| SKINCARE MILK

& SPE50°




Variety of Product Line-ups %AN ESSA

Update value to meet various needs and skin concerns

Gold Series (Milk & Gel) Mild Series Night Sun Care Brush On Powder
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100 years of UV Research ;%;éAN ESSA

100 years of UV research Cutting-edge technology

Shiseido launched its first sunscreen in 1923 and Incorporate the latest technology,
has been researching UV rays for 100 years delivering proven results

RESEARCH HISTORY

Supporting Brand DNA -
e 1923 Shiseido launched its first sunscreen “UViolin™

e 1980 = Indicated SPF for the first time in Japan
-

w1986 ﬂ Began indicating UVA blocking effect (PFA)
w1992 l Launched the ANESSA dedicated sunscreen brand

3 1 i i
™ 2004 3 L-dh'wortdbymdl:umg:A

in the Japanesecosmetics indus!

In order for people & the sun to maintain w2018 |
|
a good relationship, we have been conducting J
UV researc h for over 100 years. = 2020 Iﬁ i st ocimelogy: F—bURTHEBER o I FBHRAKUVY = =
This research constantly gives rise to X p
cutting-edge technology to protect people’s . 2022 IW Huto Baoster Tachnology BEKLL>TTES

beautiful & healthy skin since the brand’s birth BifirtHn3 l’*-'”* .- =

. 2024 ﬂ Auto Veil x Auto booster Technology

TERKE Y2 ERDTEMC




e {;\ géJn&
iy

Consumer Experience x Variety of Touchpoints ¥e ANESSA

CX service for loyal consumers Various tfouchpoints

Launch CX app in CN High presence in both offline and online

S ANESSA: R
AN CX SERVICE

Hi AN CX Service Project Team,

After close collaboration with Anessa HQ, SCH
brand team, GIC and HQ DTO team, we're pleased
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IRFECT UV SUNSCREEN
| SKINCARE MILK

RREESO*




Action For Our Environment

Frae 12 Shire

4 ANESSA

I C e =)

Aim to reduce CO, emissions throughout the product lifecycle,
considering climate change and the impact on nature

LESS ELUTION

Ocean friendly formula

M ANESSA

e ANESSA




Froe 1o Shine

Action For Social Value Creation % ANESSA

Event for Kids

D ANESSA
SUNSHINE
PROJECT
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Free 1o Shine

Expand Our Action For Social Value Creation M2 ANESSA

g i Support for patients with XP
Frovide opportunities for UV enlightenment activities i ol i

outdoor p|CIY hypersensitivity to ultraviolet light
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